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ABOUT ASSUMPTION UNIVERSITY (AU)
The St. Gabriel Foundation, a worldwide organization founded in France in 1705, is
responsible for the establishment and administration of Assumption University. The
Foundation has been dedicated to education and philanthropic activities in Thailand for more
than 100 years and it now operates 14 educational institutions providing all levels of education.
Assumption School of Business was initially founded in 1969, and in 1972 it became
Assumption Business Administration College (ABAC). In 1975 the Ministry of University
Affairs accredited ABAC and later in 1990 it was accredited as a fully-fledged university,
and renamed as Assumption University (AU). The University is administered by a Council
which takes policy initiatives and provides guidance for long-term planning and the
formulation of control procedures.
Today, AU is considered the leading private university in Thailand in the fields of Business,
Management and Information Technology as demonstrated by the placement of many of its
graduates in key management and technological positions in industry, government, banking
and multinational conglomerates worldwide.
The University’s curriculum is patterned after the American semester hour credit system and
most textbooks are similar to those used in international universities. Graduates receive an
education that is both globally marketable and flexible, leading to highly productive careers
within the various sectors of society from which the students come and to which they aspire to
be.
Campuses
Assumption University maintains three campuses: the original campus located at Hua Mak, the
new campus at Suvarnabhumi, and the City Campus, which is located on the 14th floor of the
ZEN Department Store @ Central World in the center of Bangkok.
Hua Mak Campus: The original campus is a compact, vertical campus comprising 17
buildings with the tallest having a total of 16 floors. A small lake surrounded by lush gardens
and seating is a focal point of beauty and tranquility. Food, convenience and service shops to
support student needs surround the campus. This will become the home of postgraduate
faculties in the near future.
The Suvarnabhumi Campus: The Suvarnabhumi Campus, constructed as a “University in a
Park”, comprises 200 acres of a beautifully landscaped assembly of mixed architecture
surrounded by lush, tropical gardens and trees. Designed to host the university’s undergraduate
degree programs, it offers everything: a meeting/exhibition center, hotel, non-coeducational
dormitories, a magnificent chapel, a museum, three academic halls, and much more.
The centerpiece of the campus is the Cathedral of Learning, a 39-storey tower which houses
student support services, the library, reception halls, seminar rooms and offices. Transportation
between the two campuses is convenient and inexpensive. Shuttles run throughout the day
between various points in Bangkok and the Suvarnabhumi Campus.
ABAC City Campus: The new lifestyle and edutainment campus began operating in
September 2007 on the 14th floor of the ZEN Department Store @ Central World, Rajdamri
Road. This campus facilitates some classes for the master’s programs, short-courses and
seminars and will be the one-stop student service center for academic services, class services,
finance services and other services
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MESSAGE FROM ASSUMPTION UNIVERSITY
The theme of the International Conference on Entrepreneurship and Sustainability in
the Digital Era (ICESDE) truly reflects the principle of the upcoming Thailand’s Ninth
National Policy and Strategy for Research (2017 – 2021). From its current principle
emphasizing the quality research works for balanced and sustainable development, the new
national policy and strategy for research will soon focus on situating Thai educational system
onto the community of intellectuality and learning, congruent with the country’s economic,
socio-political, and cultural mechanism. Such should be managed with efficient manners and
potentials, competitive in the international arena.
As the Kingdom’s pioneer of international learning module, Assumption University has
always been aware of what academic and research works would bring to the institute and the
community alike. Not only does a creation of research study form a principal mission of an
institute, it also paves ways toward academic innovation. Creation of academic research means
opportunity and inspiration for all concerned to act and react towards dynamism of their
consumption, interaction at home and abroad, through which digital culture intertwines within
ones’ livelihood. The gathering of academics’ members, graduate students, and scholars alike
at this conference therefore bring about greater learning stages and true exchanging of
knowledge principles.
Assumption University wishes to extend a warm welcome to all participants of this
conference at our Hua Mak Campus. Our appreciation goes to the participating institutes,
organizations, students and committee who make this event possible. May this conference lead
to broader benefits for individuals, organizations, and society at large.
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MESSAGE FROM THE DEAN OF GRADUATE STUDIES OF ASSUMPTION
UNIVERSITY
It is indeed a great privilege for the Graduate School of Business,
Assumption University, to host the International Conference on
Entrepreneurship and Sustainability in the Digital Era (ICESDE).
The conference marks not only an important milestone of
Assumption University, but also a significant event on which
selective papers from both domestic institutes and international
institutes would be presented and discussed. Such works reflect
great efforts, endurance and integration of comprehensive
perspectives.
We wish to extend our appreciation and our heartfelt thanks go to
the scholars, professors, experts, and faculty members for their
insightful selection of the research papers and for their
suggestions. The Graduate School of Business owes it a great deal
to the kindness, generosity, and guidance of the Executives of
Assumption University, Deans and Directors of all schools
concerned with the making of the conferences. A big thank is
offered to all sub-committee members and the staff for their
contribution and tireless assistance to have made this event
possible.
As an interdisciplinary forum, the conference brings together
scholars, practitioners, and graduate students from the region and
beyond to discuss their research findings on how environmentalfriendly and socially-inclusive growth and success can be
sustained in the digital era, in Thailand in particular as it recently
embarked on Industry 4.0. Keynote and feature speakers will
provide a variety of perspectives on the conference themes. I
strongly wish that such creation of new knowledge at this
forum—be it from the papers being presented or from the
exchange and discussion over the presentations—would produce
the added values on our mutual quest for knowledge, thereby
benefiting our respective communities and countries.

Dr. Kitti Phothikitti
Dean, Graduate Studies
Dean, Graduate School of Business
Assumption University of Thailand
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ABOUT THE CONFERENCE
The ICESDE organizing committee invites presenters and participants to submit their papers
and attend the conference, which will enable them to earn academic credentials, exchange
views with personalities from a broad range of disciplines, share common interests in current
issues, and help to build the breadth and depth of knowledge necessary for creating a
sustainable environment.
Research Papers accepted for presentations and Conference Proceedings may be published in
the following Assumption University Journals : AU-GSB e-Journal, ABAC Journal, ABAC
ODI Journal, all of which are listed in the Thai-Journal Citation Index Centre.

Submission Paper
Please follow the following steps :
1 Submissions-Online submissions at http://www.assumptionjournal.au.edu/index.php/ICESDE

2. Self-register as Author and follow submission process for authors.
RECCOMMENDED TOPICS
The following is by no means an exhaustive list of the topics of interest for submission. It is
meant to give an idea of the various issues that could possibly be discussed by participants. We
welcome contributions on ANY topics that authors feel can contribute to the advancement of
knowledge in the areas covered by the conference’s main themes.
Thailand 4.0
Smart, virtual and digital factories
Customer integrated systems
The factories of the future
Sustainable manufacturing : from the concept to the end of life
Collaborative robots
Thailand 4.0 expected outcomes and impact
The EU ‘Factories of the Future’ or US ‘Smart Manufacturing’ models : Templates?
Smart farming
SMEs in Digital Economies
e-commerce and the internationalization of SMEs
Alternative sources of funding for SMEs in the digital era
Ushering SMEs intoThailand 4.0
Crowfunding and SMEs
Government support for digitally-enabled SMEs
From traditional to smart enterprises
Increasing the technological base to maintain competitiveness
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Higher Education in the Digital Era
Developing a 4.0 era curriculum
Developing entrepreneurial thinking
Providing the skills required by the labor market
Supporting innovation
Bridging the gaps in technical, generic and technical skills
Addressing the disconnects between higher education and users of skills
Education for sustainable development
Turning institution of higher learning into 4.0 learning institutions
How to produce digital-era entrepreneurs
Sustainability in the digital era
How to sustain the growth of companies in digital economies
Inclusive growth in the digital era
Investing in human capital in the digital era
Digitally-enabled industries and labor shortages in Southeast Asia
Dealing with an aging population in the digital era
Retraining employees and upgrading skills in digital economies
Connectivity across the region
e-tourism
Fintech
Fintech startups
Funding startups and ange linvestors
The regulatory framework of fintech startups
The SEC and fintech licensing
Fintech security issues
Fintech and conventional banking
Disruptive or destructive innovations?
Minimal regulations as a push factor
Startups
Supporting fledging startups
The proliferation of startups
Startup acceleration
Sustainability of startups
Startup ecosystem from incubation to venture capital
Public acceptance of startups
Cleantech startups
e-commerce startups
The Mekong Innovative Startup Tourism (MIST) inititiative
MIST market access acceleration
Google start-up boot camps
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IMPORTANT DATES
25 April–10 June 2017
participants
15 June 2017
15–29 June 2017
13 July 2017
presentation
21 July 2017
REGISTRATION FEE
Paper Presenters
General Attendance

Submission of abstracts and full papers for presenters and
Announcement of the qualified papers for presentation
Registration and payment
Deadline for submission of the final research papers for
Conference and Presentations

3,500 Baht for Members of Assumption University
4,500 Baht for Non-members
1,000 Baht
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PROGRAM
International Conference on
Entrepreneurship and Sustainability in the Digital Era (ICESDE)
Assumption University of Thailand, Hua Mak Campus
July 21st, 2017
8.00 – 8.30

Registration

8.30 – 9.00

Welcoming Speech by
Dr. Kitti Phothikitti
Dean of Graduate School of Business
Opening Address by Rev. Bro. Dr. Bancha Saenghiran,
President – Rector Magnificus

9.00 – 10.30

Keynote speaker: “How Leaders Reinvent Management for
Digital Work and Industry 4.0!”
Dr. Michael Lucus
Drucker Society of Europe and CEO of Agiligy Insights
Moderating by
Dr. Apichart Intravisit,
Director, Knowledge Management Center, Assumption University

10.30 – 11.00
11.00 – 12.00
12.00 – 13.00
13.00 – 17.00

Coffee Break
Presentation of research articles
Lunch
Presentation of research articles
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ORAL PRESENTATION SCHEDULE
DATE: 21 JULY 2017 TIME 11.00 AM. -17.30 PM.
Business Administration and Management
No.

ID

Thesis Topic

Name

1

2654

Factor Influencing Customer Purchase Intention
Towards ‘A’ Insurance Company In Bangkok,
Thailand

Thanphisit Pernjaichuay

2

2667

Factors Affecting Consumers’ Purchase Intention
of Organic Foods in Bangkok.

Patrawin Padthamapaisan

3

2672

An analysis of perceived website quality,
satisfaction, customer loyalty and word of mouth
towards online shopping in Bangkok, Thailand.

Panditta Chuthamanee

4

2664

A Study of the Factors Affecting Customer
Loyalty towards Min- Lan Rakhine Restaurants
in Yangon, Myanmar

Khin Yadanar Seinn

5

2676

Factors Influencing Purchase Intention Towards
Cosmetic Brand via Social Network Users In
Myanmar

Dim Htung

6

2681

The Influence of Perceived Service Quality,
Customer Satisfaction, and Emotional
Satisfaction on Customer Behavioral Intentions
towards hotel in Bangkok, Thailand

Thawatwong
Limthongsittikun

7

2682

Identification of Behavioral Intention to Use CoWorking Space Service: A case study of
independent workers in Bangkok

Sukuma Prichayudh

8

2684

Exploring Customer Satisfaction and Loyalty at
Treechat Chawiwat
the Head Quarter of a Life Insurance Company in
Bangkok, Thailand

9

2686

A Study of Factors Affecting Repurchase
Intention toward Organic Food Consumption in
Bangkok, Thailand

Adarassama Chaisayan

10

2701

A Study Of Factors Affecting Towards Brand
Equity:
A Case Study of Beer Brewery In Myanmar

Lang Lung
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Factors Influencing Consumers’ Purchase
Intention in E-Commerce: A Case Study of Thai
Millennial
Factors Influencing Revisit Intentions of Tourists
to the Birthplace of Lord Buddha in Lumbini,
Nepal
The Antecedents of Job Satisfaction and Job
Performance towards a Five Star Hotel in
Yangon, Myanmar

Pitchapat Lertkanjanasiri

2693

Factors Impacting Customer Satisfaction
Towards Shaved Ice Dessert Products: A Case
Study of Korean Restaurants In Bangkok

Nuttapon
Teerapongphasuk

15

2649

The Factors Affecting Customer Satisfaction
toward Mobile Banking:A Case Study of ‘A’
Bank in Bangkok, Thailand

Pattaporn Nakhonchai

16
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Contrarian Versus Value Investment Strategy:
Evidence from the Resource Industry in Thailand

Roongroj
Rojkulpanichakul

17

2679

Nachanok Chawlert,
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19

2698

The influencing factors of service quality, price
and food quality on customer satisfaction and
customer loyalty
towards a restaurant in Bangkok,Thailand
The Influence of Trust, Perceived Risk, Attitude,
and Online Shopping Experience on Online
Purchase Intention towards ‘A’ Online Shopping
Website in Bangkok
Factors Influencing Thai’s Purchase Intention of
Apparels Through Facebook Advertising

20

2692

A study of the Factors Influencing Service
Quality, Customer Satisfaction on Behavioral
Intentions towards a Mobile Service Provider in
Yangon, Myanmar

Zaw Jum N

21

2723

Yan Jia Zhang

22

2731

The relationship between R&D and stock price,
stock return,stock price volatility and return
volatility: the case study of high-technology
industry including technology hardware
equipment industry and pharmaceuticals
biotechnology industry in Chinese stock market
during 2010 to 2014 (99 firms)
The Effect of Perceived Reward Value of
AirAsia BIG Loyalty Program on Program
Satisfaction and Airline Loyalty

11

2705
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2689
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Anuj Krishna Shrestha

Pan Wut Yee
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future market
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mutual fund NAV: A case study of 10equity
mutual funds in China during the period 2010 to
2016
A Study of Factors Related to Purchase Intention
of
LED Lamp in Selected Provinces in Thailand.”
Social Enterprise and Poverty Alleviation for
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FACTOR INFLUENCING CUSTOMER PURCHASE INTENTION
TOWARDS ‘A’ INSURANCE COMPANY IN BANGKOK, THAILAND
Thanphisit Pernjaichuay1 and Dr. Seongdok Kim2
1

MBA graduate at Assumption University, Graduate School of Business.
Lecturer at Assumption University, Graduate School of Business.

2

Corresponding author E-mail: thanphisitjay@gmail.com
Abstract
In Thailand, insurance comes to be an important factor in personal life and trend of purchase insurance
is becoming grow among the people. Thus, Thailand insurance market has potential to grow and it
should also provide good benefits for insurance provider in Thailand. The objective of this research is
to determine the factors influencing customer purchase intention towards ‘ A’ insurance company in
Bangkok, Thailand. According to literature reviews, this research chose five independent variables that
are reliability, responsiveness, customer attitude, subjective norms and product knowledge in order to
determine the impact on the dependent variable ( purchase intention) as well as developed conceptual
framework. The data from 120 respondents were analyzed to test research hypotheses by using
multiple linear regression method. The result from this current research found that three of independent
variables ( reliability, subjective norms and product knowledge) had positive impact on dependent
variable ( purchase intention) while two of independent variables ( responsiveness and customer
attitude) do not have impact on dependent variable ( purchase intention). Therefore, the result of this
research may give better competitive ability of company by understanding factors that can affect to
customer purchase intention. A few recommendations to improve three independent variables are made.

Keywords: Reliability, Responsiveness, Customer Attitude, Subjective Norms, Product Knowledge,
Purchase Intention
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Introduction
The insurance industry is a main element of the
economy by the amounts of premiums it
collects and it plays an important role for social
and economic activities by covering personal
and business risks. Most countries have
experienced growth in gross premium,
especially in the life insurance sector force by
raising sales of investment- related products
( The Organization for Economic Co-operation
and Development, 2015). The largest insurance
markets also have experienced the growth in
life insurance, but faced with some uncertainty
in the non-life insurance sector. The growth rate
of Non- life insurance market began to reflect
the slowdown of economic growth rate in those
countries (The Organization for Economic Cooperation and Development, 2015).
1

MBA graduate at Assumption University,
Graduate School of Business
2

Lecturer at Assumption University,
Graduate School of Business
Although insurance providers in Asia- Pacific
region are likely to face declining economic
growth in 2015, growth rate of probability stay
solid for life and non-life insurance sector, with
GDP rate increase to 5. 5% ( Global insurance
outlook’ s Ernst & Young Global Limited,
2015) . The increasing population in middle
class and high net worth in Asia-Pacific shows
the favorable opportunity for insurance
provider to raise their sales of personal
insurance products, as well as health insurance
products. Many countries might experience
increasing interest rates in order to react to a
rise of global rates, possible encouragement
measures by Japanese and European central
banks, and attempt to control domestic inflation
rate. Nevertheless, China and Vietnam are
anticipated to abate short-term rates. This may
lead to favorable opportunities for insurance
company in the region.
In Thailand, insurance has kept an eye
on the issue. Insurance comes to be an
important factor in personal life but the number
of insurance holder accounts are only about
38% of the total Thailand population (The Thai
Life Assurance Association, 2015) . As

evidence shows that in 2016, the market value
for 1st quarter has increased by 5.6%, followed
by an increase of 5.9% in 2nd quarter and 5.67%
in 3rd quarter ( The Thai Life Assurance
Association, 2016) . This shows that Thailand
insurance market has latency to grow and it
should also provide good opportunities for
insurance provider in Thailand.
The B Group was established in
Europe. Company B expanded its operations in
US since 1992 and also in Australia and Asia
since 1995. The company originated from a
solid partnership between C bank, the stateowned bank and named as one of the largest
banks in Thailand with competence to provide
a wide range of products and services. The B
Group, a global expertise on financial
protection and asset- management. and at
present, B is named as the 1st global insurance
brand for 8th consecutive years, this reflected
from the good management system as well as
high quality of products and services
(Interbrand, 2016).
The Thai Life Assurance Association showed
an increasing 2 5 % of new insurance purchase
in the year 2 0 1 5 with the total number of
policies equal to 4 ,1 8 0 ,2 9 1 compared in the
year 2 0 1 4 with total number of policies equal
to 3 ,3 4 4 ,1 7 2 ( The Thai Life Assurance
Association, 2 0 1 6 ) . Despite an important
potential growth market in Thailand, not much
research has shed light on this sector. Thus, this
current research will be conducted to fill the
gap.
Literature Review
Purchase intention
Purchase intention is defined as purchase
potentially connected with the buying intention
towards product ( Halim & Hamed, 2005;
Kincaid, 2003) . Dodds, Monroe and Grewal
(1991) mentioned that purchase intention come
to consideration when a customer is attempting
to make purchase on any product or service.
Echchabi and Echchabi ( 2013) indicated that
attitude has a positive impact on the intention to
purchase insurance of Muslim. Moreover,
Kolyesnikova, Laverie, Duhan, Wilcox and
Dodd ( 2008) found the positive impact of
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product knowledge on customer purchase
intention. Furthermore, The literatures review
will present fundamental theory and, provide
previous journals related in this study topic.

found significant positive influence of product
knowledge on consumer purchase intention.
Figure 2: EKB model developed by Engel,
Kollat and Blackwell (1968)

Theory of Planned Behavior
Ajzen ( 1991) developed ‘ theory of planned
behavior’ (TPB) as the expansion of theory of
reasoned action ( TRA) which was developed
by Ajzen and Fishbein (1980). TPB will be used
in this study for explaining attitude and
subjective norms towards purchase intention.
Omar (2007) used TPB model to applied theory
to insurance purchase intention. The study
found that attitudes and subjective norms have
positive impact on purchase intention.
Echchabi and Echchabi ( 2012) applied TPB
model to their research in the topic of ‘ Islamic
insurance in the European Countries: Insights
from French Muslims perspective’ and found
the impact of attitude and subjective norms on
purchase intention.
Figure 1: The theory of planned behavior
developed by Ajzen (1991)

EKB model
Engel, Kollat and Blackwell ( 1968)
developed EKB model and this study applied
EKB model to explain decision making process
of consumer behavior in the matter of activities
and another potential variable that arise over
time. The main feature of EKB model is to
define the difference between high and low
participation as a part of purchase intention
procedure. Lin and Lin ( 2007) applied EKB
model for their study and mentioned that
product knowledge is essential tools for
increasing purchase intention since they

SERVQUAL Model
Parasuraman, Zeithaml and Berry (1985, 1988)
developed SERVQUAL model that use twentytwo items to investigate the quality in the
service function. In other words, measuring the
scale of different between customer expectation
and customer perceive value. SERVQUAL is
measure originally on ten areas of service
quality then Parasuraman, Zeithaml and Berry
( 1991) collapsed ten areas into key five
dimensions which are reliability, assurance,
responsiveness, tangibles and empathy. Njenga
( 2013) developed the research by applying
SERVQUAL model and found that the
purchase intention of product can be led by the
high- quality service perceived by customer.
Even though, service quality can be described
as five dimensions but this research will
analyze only two dimensions which are
reliability and responsiveness. The researcher
believes that these two dimensions are the most
influence factors that will have positive impact
on purchase intention in insurance segment.
Moreover, Arlen (2008) measured the customer
care as five dimensions of service quality and
found that 32% of customer ranked reliability
as they considered and 22% for responsiveness
followed by 19% for assurance, 16% for
empathy and another 11% for tangible. Thus,
reliability and responsiveness will play an
important role on dimensions of service quality
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Figure 3: SERVQUAL model developed by
Parasuraman, Zeithaml and Berry (1991)

customer attitude such as: speed of delivery
service and adaptability in solutions, dealing in
prompt way to exceed the customer’ s
requirements, available questions and
complaints ( Zeithaml et al. , 2006; Zeithaml &
Bitner, 2000).
Customer Attitude

Reliability

Hair ( 1998) defined reliability as the ability
which makes something or someone trust and
be depended on. Rizan ( 2010) mentioned that
reliability can be a factor that helps to increase
the value of customer by providing prompt
service, the participation of customer to exceed
their needs and ready to solving any issues
wherever it is needed. Gera ( 2011) found the
reliability of the service quality has good effect
on purchase intention. The reliability’s average
mean was found to have significant impact on
customer purchase decision (Njenga, 2013). On
the other side, the firm that failed in service
operation due to insufficiency of reliability can
lead the firms in the way for customers lost,
word of mouth in negative way, the loss of
trustworthiness and intention of switching
( Bitner, et al, 2000; McColloug, et. al. , 2000;
Parasuraman et al., 1994).
Responsiveness
Gamini ( 2011) defined that responsiveness is
the satisfaction to assist customers and provide
services immediately. Arasli, Smadi and
Katircioglu (2005) described responsiveness as
the insurance industry staff’ s voluntariness to
serve service at the time that they promise. The
examples of such services that can give
response to customers instantly as well as
effortless to give customers the appointment.
The attitude of customer will turn to be good if
they can perceive service promptly by the
insurance industry staff ( Grönroos, 2007) .
Thus, trust will play an important role when
customer wants to determine the service quality
(Chimedtseren & Safari, 2016). When company
wants to succeed, it needs to consider
responsiveness from the perspective of the

Perner ( 2010) defined customer attitudes as a
composite of a consumer’ s beliefs about,
feelings about, and the conduct intentions
toward any object. General definition of
attitude is always determined as an assessive or
cognitive process, and a control to perform in
certain ways ( Jaccard & Blanton, 2005) . The
definition of attitude that extensively accepted
is as a psychological inclination that is
expressed by determining entity with some
degree of agree or disagree ( Eagly & Chaiken
1993,).
Fishbein and Ajzen (1975) divided attitude into
three components which are cognitive
component ( thought of person) , affective or
emotional component ( feeling of person) and
behavioral or conative component ( behavior
intention). The theories of reasoned action and
planned behavior was studied and indicated that
attitude can predict reliably of behavior and
intention (Ajzen & Fishbein, 1980; Huda et al.,
2012, Shim et al., 2001; Golnaz et al., 2010;
Syed & Nazura, 2011). Customer attitude and
purchase intention are viewed together since
they have significant positive impact within
each other and these symbolize as forces that
have positive effect on how the consumer
express them react toward the object ( Perner,
2010).
Subjective Norms
Ajzen and Fishbein ( 1980) defined subjective
norms as the perception that social forces to
react or not react to the behavior. In other
words, a subjective norm is the belief of a
person towards on what the thought of others
about their behavior. Influence person may
include anyone who is related and close to the
person such as members of family, friends and
supervisors. Previous study has supported the
effect of subjective norms on behavioral
intention (Echchabi & Olaniyi, 2012; Golnaz et
al. , 2010; Hanudin & Rosita, 2011; Pedersen,
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2005). Echchabi and Olaniyi (2012), Hanudin
and Rosita ( 2011) have also found the
significant impact of subjective norms on
purchase intention of Islamic insurance in
Malaysia. Vera ( 2012) also supported that
subjective norms have high significant effect on
behavior intention.

Figure 4: The Conceptual Framework

Product Knowledge
Lin and Zhen ( 2005) defined product
knowledge as consumer’ s understanding or
awareness about the product or consumer’ s
confidence about it. The study from Shirin and
Kambiz (2011) has also mentioned that there is
significant positive impact of product
knowledge on intention to purchase. Lin and
Lin ( 2007) also found the positive effect of
product knowledge on intention to purchase
from the respondents in Taiwan. Rizwan,
Qayyum, Qadeer and Javed ( 2014) measured
the impact of product knowledge on purchase
intention and found that knowledge about
product can lead customer to make purchase
decision. Bamber, Phadke and Jyothishi (2012)
stated that product knowledge is essentially
positive correlated with purchase intention.
Conceptual Framework
The researcher applied three models in order to
develop conceptual framework. The first model
is the theory of planned behavior ( TPB) , the
second is EKB model and the third is
SERVQUAL model. All the three models are to
find the impact on customer purchase intention.

Research Hypothesis
H1o: Reliability does not have an impact on
purchase intention.
H1a: Reliability has an impact on purchase
intention.
H2o: Responsiveness does not have an impact
on purchase intention.
H2a: Responsiveness has an impact on
purchase intention.
H3o: Customer attitude does not have an
impact on purchase intention.
H3a: Customer attitude has an impact on
purchase intention.
H4o: Subjective norms does not have an
impact on purchase intention.
H4a: Subjective norms have an impact on
purchase intention.
H5o: Product knowledge does not have an
impact on purchase intention.
H5a: Product knowledge has an impact on
purchase intention.
Research Methodology
This research selected three types of analyses.
First, Cronbach’ s Alpha was used in order to
investigate reliability of survey questionnaire.
Next, descriptive analysis was used to describe
demographic data. Third, multiple linear
regression was used to analyze the significant
impact of independent variables on dependent
variable.
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Table 1: Pretesting Questionnaire of
Reliability (N=29)

Target Respondents
The target population of this research was
people who live in Bangkok area. Due to the
limited time, this study has collected the data
during February, 2017.
Sample Size
The market share of ‘A’ Life Insurance ranked
as number five and the total market value equal
to 36,697. 24, accounted for 10. 04 ( The Thai
Life Assurance Association, 2015) . And as
mentioned earlier, the number of insurance
holder accounts are only about 38% of total
Thailand population (The Thai Life Assurance
Association, 2015) . The research selected to
collect data from 120 respondents to measure
variables in this study.
Sampling Procedure
The non - probability sampling procedure was
selected to apply in this study. This study used
convenience sampling as well as snowball
technique.
The researcher distributed
questionnaire via diverse channels such as
Gender
Attributes

Frequency

Percentage

Male

50

41.7%

Female

70

58.3%

Total

120

100%

email, Facebook, Line and social media.
Pretesting Questionnaire
There searcher distributed questionnaire to 30
respondents in Bangkok in order to measure
reliability of questionnaire.
And then,
Cronbach’ s Alpha test was applied to measure
the reliability of questionnaire. The Cronbach’s
coefficient alpha test which is equal to 0 . 7 is
acceptable for a measurement scale ( Lance,
2004). The researcher found the questionnaire
reliable since each value is greater than 0.7.

Descriptive Analysis
The total of respondents of this study is 120.
This research consisted of 70 female
respondents (58.3%) and 50 male respondents
( 41. 7% ) . The age of 21 – 30 with 44
respondents (36.67%)took highest proportion,
followed by the age of 41 – 50 with 36
respondents (30%), the age of 31 – 40 with 26
respondents (21.67%), the age of 51 – 60 with
14 respondents ( 11. 66% ) . For the occupation
status, the total 120 respondents are employed
( 100% ) . For the education level, the
respondents who have bachelor’ s degree equal
to 100 respondents ( 83. 3% ) , followed by the
respondents who have master’s degree or above
equal to 20 respondents (16.7%)
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Table 2: Summary of Descriptive Analysis

Table 4: Summary of Multiple Linear
Regression Analysis for Variable Predicting

Occupation Status
Age
Attributes

Frequency

Percentage

Employment

120

100%

Unemployment 0

0

Total

100%

120

Education
Level

Attributes

Frequency

Percentage

Below 20

0

0%

21 - 30

44

36.67%

31 - 40

26

21.67%

41 - 50

36

30%

Attributes

Frequency

Percentage

51 - 60

14

11.66%

Below
Bachelor’
Degree

0

0

61 or Above

0

0%

Total

120

100%

Bachelor’
Degree
Master’
Degree
Above
Total

s

s 100

83.3%

(N=120)
Variable

s 20
or

120

B

SE
B

Beta

Sig.

.172 .080

.109

.033 1.279

Responsiveness .104 .084

.072

.223 1.701

Customer
Attitude

.057 .079

.038

.478 1.420

Subjective
Norms

.326 .069

.318

.000 2.293

Product
Knowledge

.459 .053

.557

.000 2.055

16.7%
Reliability

VIF

100%

Hypothesis Testing
The result in relationship between all
independent and dependent variables showed in
Table 5. The table 5 showed r- square value at
. 762 which means 76. 2% of variation in
purchase intention can explained by all
independent variable. As the variance inflation
factors ( VIF) value is below 5.00, There were
no serious violation of multicollinearity
(Studenmund, 1992).

Note. R2= . 772, Adjusted R2= . 762, p<. 05.
Purchase intention
Summary of Findings
The data collected from 120 respondents
showed in Table 5 displayed that three of null
hypothesis was rejected and two of null
hypothesis failed to reject. It can be explained
that reliability, subjective norms and product
knowledge are factors that have impact to
purchase intention, while responsiveness and
customer attitude are not factors that have
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impact to purchase intention on ‘ A’ insurance
company in Bangkok, Thailand.

influence level that can lead purchase intention
to increase when the level of reliability
increase.

Table 5: Summary of Hypothesis Testing
Responsiveness
Hypothesis Significant Standardized Status
The result of the study showed that
Value
Coefficient
responsiveness has no significant relationship
(β)
with purchase intention. It does not support
previous studies in that they found relationship
H1o
.033
.109
Reject
between responsiveness and customer purchase
H2o
.223
.072
Fail to intention from Gera (2011) and Choudhury
(2013) who studied customer behavior
reject
intention in India and mentioned that
responsiveness has positive impact on purchase
H3o
.478
.038
Fail to
intention. However, this research resulted in
reject different angle. It may cause from the
respondent in different culture, age, education
H4o
.000
.318
Reject level and another different factor. Nevertheless,
Lerrthaitrakul and Panjakajornsak (2014) who
H5o
.000
.557
Reject
studied post purchase behavior intention of
customer in Thailand explained that
Note. P-value<0.05 Purchase intention
responsiveness does not have positive
significant relationship with post purchase
Discussion and Conclusion
intention. Chimedtseren and Safari (2016) who
studied factors affecting customer purchase
The objective of this research is to determine
intention in Malaysia also mentioned that
the factor influencing purchase intention
responsiveness does not have positive impact
towards ‘A’ insurance company from customer
on purchase.
in Bangkok, Thailand. The result revealed that
responsiveness and customer attitude have no
Customer Attitude
significant effect to purchase intention, while
reliability, subjective norms and product
The finding of this research revealed
knowledge have positive significant effect on
that customer attitude has no significant
purchase intention.
relationship with purchase intention. The result
Reliability
This study found that there is a positive
significant influence of reliability on purchase
intention. The result supported previous studies
Gera ( 2011)
which studied empirical
correlation between service quality and
customer behavior intention in India and
explained that reliability has strong relationship
with purchase intention. The studies of Perez,
Abad, Carrillo and Fernandez ( 2007) also
confirmed that reliability has positive
relationship with customer purchase intention
in Spain. The studies of Leste and Wanderley
(1997) and Njenga ( 2013) also described that
reliability has positive factor that can have
impact to purchase intention. The previous
studies found that reliability has positive

of this study does not support Souiden and
Jabeur ( 2014) about customer attitude and
purchase intention of life insurance in Tunisia
which found positive relationship between
customer attitude and purchase intention. Omar
(2007) also mentioned that attitude has positive
impact on purchase intention in Nigeria.
Samuel ( 2011) stated that customer purchase
intention of people in Uganda can be explained
by customer attitude. Moreover, Echchabi and
Echchabi ( 2013) stated that there is positive
relationship between customer attitude and
purchase intention in Malaysia. Difference in
culture of respondents may cause the result of
this study to be different. In addition, there are
previous studies supported by Ulbinaite and
Moullec (2013) who studied purchase intention
of people in Lituania and Carvalho (2012) also
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mentioned that there is no relationship between
the customer attitude and purchase intention.
Subjective Norms
This study found the result that subjective
norms have positive statistical significance
with customer purchase intention. Previous
studies also proved the relationship between
subjective norms and purchase intention
supported by Husin and Rahman ( 2014) who
studied purchase intention in Malaysia. Husin,
Ismail and Rahman ( 2016) also confirmed
relationship between subjective norms and
purchase intention in Malaysia. Omar ( 2017)
also found relationship between subjective
norms and purchase intention of Nigerian.
Nikdavoodi ( 2012) reflected result from
women in Sweden and result mentioned that
subjective norms have positive significant
relationship with purchase intention.
Product Knowledge
The result of this study showed positive
significant relationship between product
knowledge and purchase intention which is
consistent with the previous studies from Husin
and Rahman (2016) who found relationship of
product knowledge and purchase intention.
Shirin and Kambiz (2011) stated that consumer
product knowledge has a positive significant
effect on purchase intention. Boediono ( 2012)
who studied purchase intention in Indonesia
also approved that when one unit of product
knowledge increase, it will lead customer to
increase their purchase intention.
Recommendations
This research should benefit ‘ A’
insurance company in order to attract new
customer purchase intention. Moreover, the
result of this study explained purchase intention
by factors of reliability, subjective norms and
product knowledge.
First, reliability has significant impact
on purchase intention. ‘A’ insurance company
can take advantage from this factor by
improving company and agent image.
Insurance product is not similar to another
product such as car, phone, clothes and so on
because insurance product is just only a paper

but it is costly. When customer wants to buy
insurance policy, they always ask for reliability
of company because they need to pay more than
ten thousand or a hundred thousand or even
more than a million. Nowadays, Thailand
government is aware of the problem from
feedback of customer, then the government set
rules and standard for insurance company and
their agents such as every insurance policy must
be approved by government, insurance agent
must show their license to customer before
doing sale, and so on. If ‘A’ insurance company
can enforce rules and standard, it will lead
customer to rely on.
Second, subjective norms also have
positive impact on purchase intention. When
making purchase on any product, customer may
need not only more time, information, etc. , but
also more self- confidence to make a prompt
decision. It means that if ‘ A’ insurance
company can increase trend of buying
insurance among people, it will affect customer
to increase their purchase intention. ‘ A’
insurance company may use online channel to
attract customer’ s demand because everyone
easily access to this channel and it also spreads
easily with low cost. Currently, ‘A’ insurance
company advertises through many channels
including online, TV program, billboard, etc. ,
and it will benefit ‘ A’ insurance company, if
they can present review of customer because
normally, people want to find the best thing for
their life. When they are aware of good
feedback from others, this will likely increase
customer to make their purchase intention.
Lastly, product knowledge showed
statistical significant influence on purchase
intention. The perception of Thais about
insurance is only the benefit of death so, most
of them perceive insurance as unessential
product. It is reflected by small number of
insurance holder as the researcher mentioned
earlier. ‘A’ insurance company should provide
better understanding about insurance by
pointing out what other benefits of insurance
being available besides death.
Future Studies
This research studies on purchase
intention of respondents who live in Bangkok
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only thus, it may not be referring to purchase
intention in ‘ A’ insurance company of
population all over Thailand. Therefore, future
can gather the data from respondents in
different areas in order to increase accuracy of
customer purchase intention towards ‘ A’
insurance company.
This research applied snowball
technique that use a small pool of initial
respondents to choose, via the social network
channels, and this may be reflected the result
from similar group of respondents. Future
researcher may use cluster sampling which can
allow the researcher collecting data from
diverse group
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Factors Affecting Consumers’ Purchase Intention of Organic Foods in
Bangkok
Patrawin Padthamapaisan and Dr. Seongdok Kim
Abstract: The trend of healthy eating has been growing among Thai consumers with a huge opportunity
to market consumers, particularly in the urban area such as Bangkok with products that promote a
safety and healthy foods. However, there were few number of research that conducted for investigating
factors affecting the attitudes and purchasing behaviors of consumers toward the organic foods in the
Bangkok market. The results of this study would offer better consumer insight for organic producers,
retailers, and organic restaurants about the perceptions and concerns of consumers, which in turn
would allow them to satisfy the customers well enough to be their food choices for the further growth
of organic foods market and organic foods supply chain in Thailand. This study further suggested that
the perceived behavioral control has strongest influence on the intention to buy organic foods among
consumers in Bangkok, followed by subjective norm, and attitude toward buying organic foods,
respectively.
Keywords: Organic Foods, Health Consciousness, Attitude toward Buying Organic Foods, Perceived
Behavioral Control, Subjective Norm

Introduction
There has been growing number of urban
people in major cities of Thailand such as
Bangkok who are more likely to focus on their
works to get rich rather than to have a good
health. Most urban people seem to have limited
time for other activities, in which the low health
concern is increasingly worried about the
incidence of non-communicable diseases
(NCDs). As explained by Sharwaki, Mohamed
& Rezai (2014) cancer, heart disease, cardiovascular, diabetes, obesity, and hypertension
diseases are mainly caused by unhealthy and
stressful lifestyle, and alcohol & tobacco intake,
which in turn lead to NCDs of many urban
population, included those in Bangkok. As
reported by World Health Organization or
WHO (2015), Thailand faced the shift from the
medical problems associated infectious
diseases into those associated with noncommunicable diseases, which in turn has
raised the medical spending of the country.
WHO (2015) stated that more than 70% of
deaths of Thai population were caused by
NCDs. Based on the fact, foods intake is
considered as one of them most important
factors that significantly affects the heath
condition of the population of Thailand as
healthy food intake can help to avoid the cause
of NCDs.

In the Thai market, Euromonitor
International (2016) reported the market of
healthy foods experienced the strong growth
with the positive growth of about six percent
per annum over the past few years. The
research agency mentioned that the exposure to
social media and influence of endorsers such as
celebrities has enlarged the awareness of
consumers toward the healthy benefits of eating
healthy foods for a number of reasons.
Meanwhile, the international trends such as the
consumption of organic foods and clean foods
have hyped the category to support growing
healthier lifestyle (Euromonitor International,
2015). According to Valle (2015), the health
concern of consumers has driven the growth of
healthy foods and health eating high the bright
prospects with huge opportunity to engage
consumers with product or service offering that
promote healthy diets. As reported by GFK,
cited in Valle (2015), about 60% of today
consumers regularly consume healthy foods as
for retaining their physical health.
In this study, the researcher intended to
investigate influential factors affecting the
consumers’ purchase intention of organic foods
in Bangkok through examining the influence of
consumers’ attitude of buying organic foods,
perceived behavioral control, subjective norm,
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and past experiences with organic foods on the
purchase intention of buying organic foods
from organic shops and organic restaurants in
Bangkok.

that consumers are more likely to prefer food
products with high quality for reducing the risk
of illness from the foods they ate.
Environment Consciousness
Coddington (1993), consumers’ with high
environment consciousness are more likely to
be worried about the environmental effects
toward their safety and health, in which the
anxiety of them compels the marketers to
incorporate the environmental concern in
consumer’s purchasing decision as they tend to
support green product. Mintu-Wimsatt &
Bradford (1995) suggested that marketers of
green products such as organic foods are keen
to market the green products in response to
growing
concern
about
environment,
naturopathy, and green world, in which green
products or services are increasingly supported
by consumers in many countries, particularly in
the developed economies where consumers are
aware about the environmental impact and
sustainability in the larger extent.

Literature Review
Review of Theories Related to Purchase
Intention
Based on the Theory of Planned
Behavior (TPB), Ajzen (1991) demonstrated
that behavioral intention is a function of an
individual’s beliefs in three areas, including
behavioral beliefs reflecting the attitude toward
the probable outcomes of the behavior,
normative beliefs or subjective norm reflecting
the beliefs about the normative expectations of
influential others, and control beliefs or
perceived behavioral control reflecting the
beliefs about the absence or presence of factors
facilitating the performance of the behavior.
These three constructs under the TPB model are
considered as influential factors affecting
various behaviors both indirectly and directly
through the mechanism of influencing
behavioral intentions (Armitage & Connor,
2001).

Attitude toward Buying Organic Foods
According to Rosenberg et al. (1960), as cited
in Al-Nasser et al (2014), the term attitude is
explained as predisposition in responding to
stimuli with certain responses, which can be
further described into three major responses
including cognitive, affective, and behavioral
response. It has been widely applied in social
psychology based on its ancient and breadth
philosophical roots. Rosenberg et al (1960), as
cited in Al-Nasser et al (2014), further
described the cognitive component as the
knowledge and perceptions that an individual
develops through experience or derived
information related to the object. Meanwhile,
the affective component is explained as the
individual’s intuition that captures an
individual’s global assessment of the object;
while the behavioral component refers to the
extent to which the individual will act upon
certain objects.

Figure 1: Theory of Planned Behavior (TPB)

(Ajzen, 1991)
Review of Theories and Studies Related to
Independent Variables
Health Consciousness
Jayanti and Burns (1998) defined the term
health consciousness as the extent how
consumers are concerned about their health that
is typically merged into their daily life.
Michaelidou and Hassan (2008) further
described that today consumers tend to be more
cautions with their food consumption and
eating habits; while Djekic et al. (2013) stated

Perceived Behavioral Control
According to Ajzen (1991), as cited in Taylor
and Todd (1995), the perceived behavioral
control can be classified into two dimensions,
which are the availability of required resources
needed for engaging in the behavior such as

26

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

time, money, and others, and the individual’s
self-confidence in the capability for performing
the behavior. The concept of perceived
behavioral control is most compatible with the
concept of perceived self-efficacy as suggested
by Bandura (1982), which is concerned with
assessing how well an individual can perform
needed actions to deal with specific situations.
In other words, the behaviors are significantly
affected by one’s confidence about his or her
capability in performing such behaviors, in
which the perceived behavioral control is to
reflect individual’s perceptions of his or her
ability to perform a given behavior.

Figure 2: Conceptual Framework

(Source: Developed by the researcher for this
study)
Research Hypotheses
H1a: There is the influence of health
consciousness on the attitude of buying organic
foods.

Subjective Norm
According to Kalafatis et al. (1999), the
subjective norm can be created from friends,
family, public, endorsers, politics, and others.
Kotler and Keller (2006) stated that the
endorsers’ lifestyle and attitude can influence
the individual’s decision and behaviors.
According to Teo and Lee (2010), the
subjective norm in the form of reference
groups, family, friends, and co-worker
significantly affects the purchasing intention of
a car and house.

H2a: There is the influence of environment
consciousness on the attitude of buying organic
foods.
H3a: There is the influence of consumers’
attitude on the intention to buy organic foods.
H4a: There is the influence of consumers’
perceived behavioral control on the intention to
buy organic foods.
H5a: There is the influence of consumers’
subjective norm on the intention to buy organic
foods.

Research Framework
The conceptual framework was developed on
the basis of the Theory of Planned Behavior
(TPB) is major model to explore their affect on
purchase intention. After reviewing relevant
literature, five factors were selected in this
research which are health consciousness,
environment consciousness, attitude toward
buying organic foods, perceived behavioral
control and subjective norm.

Research Methodology
There are four methods of analysis used in this
study. First, the Cronbach’s alpha was used to
measure the reliability of measurement scales
used in the questionnaire. Second, descriptive
analysis was used to describe and summarize
the results in the form of frequency, percentage,
mean, and standard deviation that are easy to
interpret the demographic characteristics of
respondents and results of variables. Third,
Pearson correlation analysis was applied for
investigating the relationship between
variables.
Finally, the Multiple Linear
Regression analysis was also used to predict the
dependent variable by using multiple
independent variables to predict the dependent
variable based on the multiple linear regression
equation.

The relationships between each independent
variables and dependent variable were
constructed in Figure 2

The target population and Sampling size
The target population of this current research
was Thai consumers in the Bangkok area who
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Table 2 – Summary of Descriptive Statistics

living in Bangkok. There were 400 respondents
participated in the on-line survey.

Item
Sampling and Data Collection Procedure
Non-probability
sampling,
convenience
sampling and snowball technique, was utilized
in the current study. The questionnaire were
distributed via platform including Line,
Facebook and other social media. The collected
data were computed and analyzed by Statistical
Package for Social Science (SPSS) to test
research hypotheses and answer research
question.

Freque
ncy

Percent
age

400

100.0

male

124

31.0

female

276

69.0

18 - 25 years old

112

28.0

26 - 35 years old

245

61.2

36 - 45 years old

32

8.0

more than 45 years old

11

2.8

Living City
Bangkok
Gender:

Pilot Study
The pilot study is tested for the reliability of the
questionnaire. It is to ensure that the
questionnaire is in the right direction and also
has consistent responses (Fasheyitan, 2015).
The results of reliability are shown in Table 1,
including that all questions are reliability to be
used.

Age:

Table 1 – Reliability Analysis of Research
Instrument (N=30)

Level of Education:

Variable

Health
Consciousness
Environment
Consciousness
Attitude
toward
buying organic foods
Perceived behavioral
control
Subjective norm
Purchase Intention

No.
Cronbach’s
of
Alpha
Items
6
.892

lower than Bachelor's 85
degree
261
Bachelor's degree
54
Master's degree or higher

4

.775

Current Occupation:

5

.932

student

99

24.8

4

.761

business owner

30

7.5

4
5

.789
.771

corporate employee

236

59.0

government officer

29

7.2

freelance

6

1.5

Data Analysis
Descriptive
As aforementioned, data from 400 sample
was collected. Among 400, there were 276
female respondents (69%), and 124 male
respondents (31%). The majority of the
respondents were aged 26 – 35 (61.3%)
followed by 18 – 25 years old (28%) and were
full-time employees (59%).

21.3
65.2
13.5

Correlation Analysis
Pearson correlation was used for
investigating the relationship between
independent variables and dependent variable
(Walker & Almond, 2010). As seen in the Table
3. The positive relationship between paired data
can be identified into two levels, in which
health consciousness was positive and very
strong; environment consciousness, attitude
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Table 4 – Summary of Multiple Linear
Regression Analysis (N=400)

toward buying organic foods, perceived
behavioral control and subjective norm were
positive and strong correlation at two-tailed,
0.01 significance level.

Variable
Table 3 - Pearson Correlation Coefficient
(N=400)
Factors

Health
Consciousness
Environment
Consciousness
Attitude toward
buying organic
foods
Perceived
behavioral
control
Subjective Norm

Significant
Value at 0.01
(two-tailed)
0.00

Level of
Correlat
ion
0.852

0.00

0.783

0.00

0.769

0.00

0.744

0.00

0.726

B

Bet
SE B a
Sig. VIF

Health
.543 .026 .593 .000 1.75
Consciousness 
9
Attitude
Environment
.402 .029 .393 .000 1.75
Consciousness 
9
Attitude
Attitude
toward .143 .072 .132 .046 3.70
buying  Intention
3
to buy
Perceived
.471 .044 .443 .000 2.25
behavioral control
3
 Intention to buy
Subjective norm  .364 .054 .366 .000 3.82
Intention to buy
4

Hypotheses Testing
The multiple linear regression analysis was
used for investigating the influence of health
consciousness
and
environmental
consciousness on the attitude of buying organic
foods as well as the influence of attitude toward
buying organic foods, perceived behavioral
control, and subjective norm on the intention to
buy organic foods.

Discussion and Conclusion
The result indicated that all five
independent variables (health consciousness,
environment consciousness, attitude toward
buying organic foods, perceived behavioral
control and subjective norm) had a statistically
significant impact on purchase intention.
Therefore, the all five null hypotheses were
rejected as seen in Table 5.

The results suggested that health
consciousness
and
environmental
consciousness can be used to predict attitude
toward buying organic foods with the variance
of 81.2%, given the adjusted r-square of 0.812.

Table 5 - Summary of Hypothesis Testing
(N=400)

The results suggested that attitude toward
buying organic foods, perceived behavioral
control, and subjective norm can be used to
predict attitude toward buying organic foods
with the variance of 69.5%, given the adjusted
r-square of 0.695.

Hypothesis
H1o: There is no
influence of health
consciousness on the
attitude of buying organic
foods.
H2o: There is no
influence of environment
consciousness on the
attitude of buying organic
foods.
H3o: There is no
influence of consumers’

If the variance inflation factors (VIF) value
is lower than 5.0, it is considered as good
correlation, as suggested by Walker & Almond
(2010). Table 4 showed the results of multiple
linear regression analysis.
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Pvalue
0.000

Conclus
ion
Rejected

0.000

Rejected
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attitude on the intention
to buy organic foods.
H4o: There is no
influence of consumers’
perceived behavioral
control on the intention to
buy organic foods.
H5o: There is no
influence of consumers’
subjective norm on the
intention to buy organic
foods.

0.000

Rejected

0.000

Rejected

purchasing decision as they tend to support
green product. The finding is consistent with
Grunert and Juhl (1995) who found that there is
a significant relationship between the
environmental attitudes and buying decision of
organic foods that positive attitudes toward
environment lead to positive attitudes with
respect to buying decision and buying
frequency. Further, the suggestion of Loureiro
et al. (2001) which suggested that customers of
organic fruits (apples) are more likely to have
favorable attitudes toward the environments
and food safety, is also confirme.

The following section is the comparison
between findings of the current research and
those of the existing literature.

Attitude toward Buying Organic Foods
The results indicated that the attitude
toward buying organic foods, perceived
behavioral control, and subjective norm
positively influence the intention to buy organic
foods. It means that more favorable attitude
toward buying organic foods, perceived
behavioral control, and subjective norm will
lead to higher intention to buy organic foods;
while less favorable attitude toward buying
organic foods, perceived behavioral control,
and subjective norm will also lead to lower
intention to buy organic foods. This is
consistent with Thøgersen (2007), which stated
that attitude is as an important factor affecting
the intention to consume organic foods such as
organic vegetables and organic fruits. This is
also consistent with Gracia and de Magistris
(2007) which presented the positive influence
of attitude toward organic foods in terms of
health benefits and environment friendliness on
the buying intention of organic products.
Moreover, a study from Tarkiainen and
Sundqvist (2005) also confirmed that favorable
attitude toward the purchase organic foods
positively influence the intention to purchase.

Health Consciousness
The finding revealed that health
consciousness positively influence the attitude
toward buying organic foods which supports
previous studies. Michaelidou and Hassan
(2008) described that today consumers tend to
be more cautions with their food consumption
and eating habits; while Djekic et al. (2013)
stated that consumers are more likely to prefer
food products with high quality for reducing the
risk of illness from the foods they ate. This is
consistent with the study of Suh et al (2012),
which they concluded that consumers’
favorable attitude toward organic foods derived
from their beliefs that organic foods are good
for their health. This is also align with Roddy
et al (1996), which stated that people who are
more concerned about food safety hold positive
attitude towards organic food.
Environment Consciousness
The result revealed that the higher
environment consciousness of consumers will
also lead to more favorable attitude toward
buying organic foods; while less environment
consciousness of consumers will lead to less
favorable attitude toward buying organic foods
as well. This is consistent with previous
studies. Coddington (1993) explained that
consumers’
with
high
environment
consciousness are more likely to be worried
about the environmental effects toward their
safety and health, in which the anxiety of them
compels the marketers to incorporate the
environmental
concern
in
consumer’s

Perceived Behavioral Control
Following the previous study of Chen
(2007), the result of this current research proved
that positive attitude, subjective norm, and
behavioral control perception all significantly
enhance the consumers’ intention to purchase.
This also confirmed the suggestion of Baker et
al (2007), which concluded that confidence in
the ability of the individual to control their
behavior showed a positive relationship with
purchase intention.
This study further
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suggested that the perceived behavioral control
has strongest influence on the intention to buy
organic foods among consumers in Bangkok,
followed by subjective norm, and attitude
toward buying organic foods, respectively.

toward buying and consuming organic foods.
The joint marketing campaign with fitness
centers, spa shops, massage centers, and others
would allow the marketers and producers to
reach them.

Subjective Norm
The result of this research is align with the
study of Teo and Lee (2010) which indicated
that the subjective norm in the form of reference
groups, family, friends, and co-worker
significantly affects the purchasing intention of
a car and house, which is also found to be true
in the case of organic foods among consumers
in Bangkok. This is also consistent with those
of Jabareen (2005) which pointed out that
cultural and social factors play an essential role
in influencing the choice preferences of
consumers. Also, the study of Numraktrakul et
al. (2012) was proved which suggested that
consumers can be influenced by the information
derived from family, friends, which in turn
further affect their buying decision and
behavior of consumer products such as foods in
the case of organic foods in Bangkok.

Fourth, marketers and producers should try
to further improve the distribution and price
strategy of organic products. This is to make
organic food affordable even the price is higher
than non-organic items. Also, the consumers
should be able to buy organic food
conveniently.
Finally, Marketers and producers may need
the government support to stimulate the
demand of organic foods through creating the
social pressure to select and buy Thai organic
foods.
Future Study
This research is only to study about the
behavior and perception of consumers living in
Bangkok toward the intention to buy organic
foods, focusing on organic fruits, vegetables,
and rice from supermarkets and retail stores.
Thus, the result of this study might not be able
to fully explain the other types of organic foods
or even organic fruits, vegetables, and rice
selling in organic restaurants or other channels.
Therefore, the future research is recommended
to study the other type of organic foods and
other
distribution
channels
for
the
generalization of the study. The researcher
suggested that the further research should also
study the impact of gender, age, and income as
well as the past experiences toward the
intention to buy organic foods.

Recommendations
There are five recommendations based on
the finding as follow:
First, to enhance health consciousness, the
marketers and producers should try to further
educate consumers about the health benefits of
organic products in order to stimulate more
primary demand for organic foods in the Thai
market. The media such as social media should
be appropriately use to inform the consumers in
urban area such as Bangkok.
Second,
to
enhance
environment
consciousness, the marketers and producers
should try to further educate consumers about
the environmental friendliness of organic
products. The concept of green marketing
should be applied for this type of product in
order to stimulate more primary demand for
organic foods in the Thai market. The media
such as social media should be appropriately
use to inform the consumers in urban area such
as Bangkok.
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Abstract
In this study, the researchers aims to test the influence of perceived website quality in terms of overall
appearance, updatedness, navigational quality, information quality and site design, satisfaction,
customer loyalty on positive word of mouth beneficial to online shopping website. The survey method
is applied and questionnaires were distributed to 300 respondents. The target population consists of
social media users who are existing customers that has experience about online shopping. The data were
analyzed by using simple and multiple regression line. The researchers applied both descriptive and
inferential analysis to analyze the general information and to test the hypotheses. Based on the
researcher found that hypothesis testing, perceived website quality in terms of overall appearance,
updatedness, navigational quality, information quality and site design were influenced satisfaction and
word of mouth. However, navigational quality was not significant on satisfaction and word of mouth,
and customer satisfaction was influenced customer loyalty and word of mouth, and also customer
loyalty was influenced on word of mouth.
Key Words: Lazada website, Online Shopping, Word of Mouth
customers come from their satisfaction towards
a particular product or service and also, the
higher the satisfaction the more word of mouth
will be created. Customers have specific
expectation towards particular product or
service although they do not have any
experience for that product or service.
Satisfaction of customer is developed when the
expectation of customer is not (or) exceed with
actual experience. However, they can be
dissatisfied of customer. If the actual
experience does not meet the expectation.
Moreover, there are numbers of researches
describe that service quality is a forgoing of
customer satisfaction (Cronin and Taylor,
1992). Although a large number of researches
have done on relationship between word of
mouth, satisfaction, and service quality, there
are a few researchers mentioning the effect of
service quality towards word of mouth.

Introduction
Word of mouth (WOM) has long been
considered a major influence on what people
know, feel, and do (Buttle, 1998) and the most
influential source of information for consumers
(Katz & Lazersfeld, 1955). According to
Frenzen et al. (1993), the effect of customer
satisfaction on word of mouth is one of the
important antecedents of developing positive
word of mouth. Additionally, Swanson and
Davis (2003) mentioned that word of mouth
communication is recognized as a very
common and important form of communication
for service marketers, and for maintaining a
base of long-term customers. Many researchers
have found that loyal customers will provide
positive word of mouth, which influences other
customers.
Tax et al. (1993) stated that consumers may
receive both positive and negative word of
mouth prior to their exposure with a product or
service. Long term buying decisions of

Regarding of today’s intense competition in
business, especially in online retailing, many
websites offer high interestedness is promotion
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or customer service. However, problem in
service process can be occurred in some point
ever to best customer service online retailer like
Lazada.com in which difference in product
ordered and received is the consumer problem.
Some service failures are unavoidable and its
occurrence might damage with customers and
in some cases this will lead to customer
dissatisfaction, which may create negative word
of mouth. Therefore, it is necessary for firms to
have a proper procedures to handle service
recovery to maintain positive relationship with
customers (Gustafsson, 2009); Rio-Lanza et al.,
2009). Customers might consider whether they
should remain in a relationship with the
company after they experienced the failure.
Hence, service recovery is an important
antecedent towards customer loyalty.

Literature Review
Word of mouth (WOM): Tax et al. (1993)
defined that WOM is an informal
communication
between
individuals
concerning the characteristics of a supplier
and/or its products and services. Word of mouth
(WOM) can be described as the process in
which information and opinions are directly
shared among consumers. Many studies stated
that word of mouth (WOM) is a communication
casual between consumers who have
experience of client's apparent image rather
than advertisement, professional advice or
news. Moreover word of mouth refers to
evaluations of a firm or a product and
interpersonal
communications
among
consumers,
concerning
their
personal
experiences (Royo-Vela and Casamassima,
2011); Lamero, 2014).

In this study, the researcher explored the impact
of website quality, satisfaction, customer
loyalty on word of mouth towards Lazada
website. Based on the number of page view,
Lazada is the number #1 e-commerce website
in
Thailand.
Lazada
Thailand
(www.lazada.co.th) is the fastest-growing
online shopping site which provides many
leading global brand products, such as, books,
home decorations, furnitures, home appliances,
electronics and various merchandised allowing
variety of choice for customers and product
delivery can reach to customer’s doorstep
immediatly.

Perceived website quality: The definition of
perceived website quality is generally viewed
as an outcome. Kondasani and Panda (2015);
Parasuraman et al. (1985) defined perceived
quality as how well the service meets or
exceeds customer expectations on a consistent
basis. In addition, customers making online
purchases, expect quality service from websites
(Law and Cheung, 2006) to maintain quality of
websites, this is crucial to retain customers and
their revisits, which will eventually secure
customer loyalty towards online shopping
websites. Owing to the dramatic growth in the
number of Internet users, numerous studies
have discussed website service quality.

Research Objective
1. To study an influence between perceived
website quality in terms of overall appearance,
updatedness, navigational quality, information
quality and site design on word of mouth.
2. To study an influence between perceived
website quality in terms of overall appearance,
updatedness, navigational quality, information
quality and site design and satisfaction.
3. To study an influence between satisfaction
and customer loyalty.
4. To study an influence between satisfaction
and customer loyalty on word of mouth.

Website service quality has become an
important factor to attract customers these days
(Jeong et al., 2003). According to Yu et al.
(2017), the dimensions of perceived website
quality can be summarized into five subvariables which are;
1. Overall appearance: Loiacono et al. (2002)
said that the overall operations of a shopping
website must display professionalism to attract
and retain customers.
2. Updatedness: Tan et al. (2001) mentioned
that the contents of many Web sites and their
Web pages are constantly being updated to
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reflect the latest changes due to the dynamic
nature of Web information.

customer leading the customer to remains
engaged positively with the organization
(Wicks and Roethlein, 2009). The customers
mostly expect to experience the high
professional service; therefore, the performance
of website should be certified standards.
Customer satisfaction is a function of pre-sale
expectations and post-purchase perceived
performance (Fornell, 1992).

3. Navigational quality: Yang (2001) and
Calero et al. (2005) argued that it is the one key
factors in determining the success of electronic
commerce concerned with the facilities for
accessing information and to move around
within the web pages. Navigability is an
important design element to help users acquire
the information they are seeking by making that
information easier to find.

Related Literature Review
Perceived website quality and word of mouth

4. Information quality: The determinants of
information quality are accuracy, timeliness
and proper formatting of information. Closs et
al. (1997); Gustin et al. (1995). Moberg et al.
(2002) and Monczka et al. (1998) also support
that four criteria of information quality
including accuracy, timeliness, adequacy and
credibility of information shared.

Akbaba (2006) mentioned that service
quality is important because it is seen as a
prerequisite for success in a competitive
business environment. Boulding et al. (1993)
mentioned that the higher customers’
perceptions of service quality, the more
engagement of customers will develop which is
beneficial to the positive word of mouth.
Moreover, Berezina et al. (2012) explored the
relationship between service quality and WOM
by linking both factors and this provides strong
support for the predictive power of perceived
service quality on WOM communications.

5. Site design: Site design is important to
persuade internet consumers to interact with
website. This may include creating display of
website on the best way to present product and
cost information, as well as promotions (Oh et
al., 2008).

Perceived website quality and customer
satisfaction
Customer Loyalty: Loyalty is defined as a
commitment of the customer which profoundly
developed between a steady customer and the
specific brand. Loyalty will provide a repetitive
purchasing of the same product or service
regardless of the marketing efforts or situational
effects (Oliver, 1997). However, every steady
buying cannot all be defined as a loyalty; these
steady and repeat purchases may be originated
from other situational effects such as low price
or close proximity (Hartmann and Ibanez,
2007).

Sureshchandar et al. (2002) found that
perceived service quality and customer
satisfaction were highly related. Ladhari
(2009), Dahiyat et al. (2011) and Samen et al.
(2013) claimed that service quality is an
important antecedent of customer satisfaction.
Therefore customers will be satisfied with the
services of a website if they perceive high
quality serviced. This is necessary for
organizations which want to satisfy its
customers, to step-up the quality of their
services offered to the customers. Service
quality is an important driver of customer
satisfaction and behavioral intention.

Satisfaction: Customer satisfaction is an
important phenomenon, particular in the
shopping evaluation process, consumption,
usage experience of product or service and is
therefore vital in long-term consumer responses
(Gro¨nroos, 1991). In addition, satisfaction
means providing goods and services creating
specific levels of perceived value towards the

Customer satisfaction and customer loyalty
Based on Coyne (1989), there are two
critical thresholds affecting the link between
satisfaction and loyalty. On the high side, when
satisfaction reaches a certain level, loyalty
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increases dramatically; at the same time, when
satisfaction declined to a certain point, loyalty
dropped equally dramatically (Oliva et al.,
1992). There is a positive effect of customer
satisfaction on customer loyalty. In time, the
satisfaction is changed into the loyalty. Only the
most satisfied customers stay as the loyal
customers in the long term (Berman and Evans,
2010). It was proved that there is a positive
relationship between satisfaction and loyalty in
prior researches (Johnson and Fornell, 1991;
Anderson and Sullivan, 1993; Rust and
Zahorik, 1993; Anderson et al., 1994; Heskett
et al., 1994; Hallowel, 1996; Oliver, 1999;
Storbacka et al., 1994; Hartmann and Ibanez,
2007; Lai-Ming Tam, 2012).

Customer loyalty and word-of-mouth
The relationship between customer
loyalty and word of mouth was supported by
Carpenter and Fairhurst (2005); Gounaris and
Ststhakopulos (2004); Reynolds and Arnold
(2000); Sichtmann (2007). The effect of loyalty
on word of mouth found that customers who are
loyal to the service provider are more likely to
give positive word of mouth recommendation
of the product and service to reference group
members. On the other hand, customers who
are disloyal and hence, switch to other
providers are more likely to spread negative
word of mouth.
Conceptual Framework

Customer satisfaction and word of mouth
Yu et al. (2017) mentioned that the
more satisfied the customer is with his/her
overall experience of the website, the more
likely the customer is to spread positive WOM.
If customers satisfaction is increased, there will
be high possibility to produce positive word of
mouth information from customer. Customers
have specific expectation towards particular
product or service although they do not have
any experience for that product or service.
Satisfaction of customer is developed when the
expectation of customer is not (or) exceed with
actual experience. However, they can be
dissatisfied of customer. If the actual
experience does not meet the expectation. Swan
and Oliver (1989) proposed that satisfied
customers would produce more word of mouth
than unsatisfied customers, and many studies
have confirmed this, therefore, that there is a
positive correlation between satisfaction and
WOM. Ranaweera and Prabhu (2003) studied
that they have observed customers satisfaction
and positive word of mouth have a strong
relationship; unsatisfied customers are more
likely to produce negative word of mouth, and
satisfied customers are more likely to spread
positive word of mouth.

Figure 1: The conceptual framework of a study
an influence between perceived
Research Hypotheses
H1o: Perceived website quality in terms of
overall appearance, updatedness, navigational
quality, information quality and site design are
not influenced on word of mouth.
H1a: Perceived website quality in terms of
overall appearance, updatedness, navigational
quality, information quality and site design are
influenced on word of mouth.
H2o: Perceived website quality in terms of
overall appearance, updatedness, navigational
quality, information quality and site design are
not influenced on satisfaction.
H2a: Perceived website quality in terms of
overall appearance, updatedness, navigational
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quality, information quality and site design are
influenced on satisfaction.

and female respondents who have experiences
using services of Lazada website.

H3o: Satisfaction is not influenced on customer
loyalty.

Findings
Table 1: Summary the result of Hypotheses
testing for Lazada website

H3a: Satisfaction is influenced on customer
loyalty.
H4o: Satisfaction and customer loyalty are not
influenced on word of mouth.
H4a: Satisfaction and customer loyalty are
influenced on word of mouth.
Research Methodology
In order to conduct this study, the researchers
applied the descriptive research method. The
main reason of descriptive research, is to
describe the characteristics of a population or a
phenomenon (Zikmund, 2003). This method
aims to answer the questions of who, what,
when, and where and to determine the
relationship of the independent variable and
dependent variable under this study.

Recommendations

The researchers applied the technique
survey technique by distributing the
questionnaires to collect the data from social
network such as Facebook and Line. This is due
to the fact that65% of Thai’s use Facebook and
53%
use
Line
(https://www.statista.com/statistics/284483/tha
iland-social-network-penetration/) via personal
computer, smartphone and tablet. This will
benefit the researchers to save time in gathering
information and easily access to the actual
targets respondents with more accuracy.
However, the researchers applied a five-point
Likert Scale in questionnaires. The Likert-scale
type is the format of fixed choice response
which are designed to measure attitudes or
opinions as agree to disagree form (Bowling,
1997; Burns, & Grove, 1997).

This study is subjected to factors which
influence the customers in order to build WOM
towards Lazada.com. Consequently, this is very
important for management of Lazada.com to
indentify and understand which factors to
emphasize to develop positive WOM.
Strengthening of positive WOM is critical for
online shopping business as it will lead to raise
the credibility and status quo of the website.
The researchers found out from the first
hypothesis (H1) and second hypothesis (H2)
that there are positive significant relationship
among perceived website quality in terms of
overall appearance, up datedness, information
quality and site design on word of mouth and
satisfaction. However, perceived website
quality in term of navigational quality did not
show influence on word of mouth and
satisfaction. Among them overall appearance
showed highest influence towards word of
mouth and site design showed highest influence
on satisfaction. This described that the
customers of Lazada.com perceived the
impression by general features and website

Data Collection
The researchers have used questionnaires
method by distributing 300 sets of
questionnaires on social network during
January 2017 to March 2017 from both male
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design mainly. Therefore, management of
Lazada.com should consider improving the
features of Lazada to strengthen the positive
word of mouth and satisfaction of customers.
The external appearance of Lazada should be
always fresh and new design to attract the
customers. Management should always request
the developers to create fresh new trendy
features to match with the specific promotion
events such as seasonal or geographical as well
as special promotion programs of the website.
Site design should be always easy to use on
every platform not only web based but also
application based for all portable mobile
devices. Moreover, both online and offline
functions should be added to improve website
design which can attract more customers who
could not use internet all the time. The up
datedness and quality of information are also
very important factors for WOM and
satisfaction towards Lazada.com. Thus, the
researchers would like to suggest the
management of Lazada.com to always keep
updating the contents of the website and should
evaluate the quality of the contents not to give
wrong information to customer. The
information of promotional product should be
always up to date by coordinating with
suppliers. Although navigational quality have
no influence towards WOM and satisfaction,
Lazada.com should not forget to keep their
shopping website easy to navigate from page to
page to let the customers to spend more time on
website until they find the product they would
love to buy.

survey should be given promotional token to
buy more on website and increase loyalty as
well as spreading positive WOM. Last but not
the least; the researchers would like to suggest
management of Lazada.com to develop on
sustainable delivery services which can reduce
the idle time and also increase the satisfaction
of customers.
Further Study
In this study, the researchers focused to
find out the effect of perceived website quality,
satisfaction and customer loyalty towards word
of mouth of Lazada.com. The researchers
interested that this would be great to continue
study in depth concerning WOM including the
services provided by online shopping websites.
Therefore, the further study should extend to
include the variety of shopping websites to get
more coverage for WOM of Thai customers
towards online shopping.
Moreover, different in demographic
data might result in various consequences
towards satisfaction, loyalty and WOM of
Lazada.com or online shopping business.
Therefore, further studies should focus on
different approach and study design to
understand more about customers’ perception
towards online shopping. Overall, this study is
pure quantitative type and the online survey
method was applied to get information from
participants. The further studies are
recommended to combine different type of data
collection such as focus group discussion or
individual interview which will lead to
understand more details about online shopping
behaviors of different segment of population.

The outcome of Hypothesis 3 and 4 are
also interested that satisfaction of the customers
showed significant influence over customer
loyalty and WOM of Lazada.com. Moreover,
customer loyalty of Lazada.com also affected
towards WOM. As the perceived website
quality is influenced over satisfaction, the
improving the perceived website quality will
eventually improve customer loyalty and
WOM. Furthermore, Lazada.com also focus on
satisfaction of customer by collecting opinions
from purchased customers for their perception
towards website. Otherwise periodically survey
to frequent customers to measuring their
satisfaction and to get information to improve
website. All the customers who participated in
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ABSTRACT
The purpose of this research is to examine the factors affecting customer loyalty towards Min-Lan
Rakhine restaurants in Yangon, Myanmar. Those factors consist of service quality, restaurant image,
the quality of the physical environment, relative attitude, customer satisfaction and customer perceived
value. The survey method was utilized and 400 self-administered questionnaires were distributed at five
branches of Min Lan Rakhine restaurants. The researchers found out that 1) service quality and the
quality of physical environment have a statistically significant effect on restaurant image, 2) service
quality and customer satisfaction have a statistically significant effect on relative attitude, and 3)
customer perceived value, customer satisfaction and service quality have a statistically significant effect
on customer satisfaction apart from restaurant image. Moreover, there is a strong positive relationship
between the quality of the physical environment and customer perceived value. Relative attitude,
customer perceived value, and customer satisfaction have a statistically significant effect on customer
loyalty, while relative attitude has not a significant influence on customer loyalty.
The findings of this study will be beneficial for not only owners and managers of Min Lan Rakhine
restaurant but also any food-service business. It can provide data that may help such food service
industry to adjust and improve more effective marketing and business model based on the knowledge
of the influences among factors studied in this research in order to create customer loyalty and achieve
the ultimate goals of the firms. The findings suggested that the management should enhance factors
influence customer perceived value and customer satisfaction in terms of maintaining more loyal
customers.
Keywords: customer loyalty, customer perceived value, customer satisfaction, restaurant image,
service quality
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different levels of customer satisfaction and
loyalty is formed differently based on the
individual customer.

INTRODUCTION
Customer loyalty today has become one of the
most important strategic objectives in the service
industry. A research by Mattila, 2001, revealed
that restaurant owners and managers value loyal
customers at a much higher place as these
customers are worth much more than regular
customers. Since most of the restaurants are
developed and rivalry between them is
aggressive, customer loyalty is imperative for
each firm’s achievement. As increased loyalty of
a customer can create a much higher profit
margin in the service industry, restaurants in
particular, customer loyalty is deemed a main
ingredient for the success of long-term financial
performance since it provides a wide range of
benefits to involved businesses such as security,
predictability and prosperity in the long run and
loyal customers provide predictability, security
and prosperity for those involved in the business
(Reicheld 1996, Gremler and Brown 1999, Tsaur
et al. 2002).
There are many independent factors that have a
significant influence on customer loyalty towards
restaurant industry. However, this study focuses
on how customer loyalty is shaped by service
quality, restaurant image, quality of the physical
environment, relative attitude, customer
satisfaction and customer perceived value.
According to Spreng & Mackoy (1996), service
quality and customer satisfaction are the two
main concepts in marketing theory and practice.
They believed that in today’s highly competitive
market, competitive advantage is spewed from
delivering high-quality service that will convert a
regular customer to satisfy and eventually to a
loyal one. Thus, customer satisfaction, which
contributes to customer loyalty, has evolved into
a critical priority due to the potential impact on
repeat sales and positive WOM (word of mouth).
McIlroy and Barnett (2000), said that satisfaction
is the measured unit of how well a customer’s
expectations are met while loyalty is a unit which
determines how far a customer’s repurchase and
engagement with the business will go. However,
the quality of service impact customers
differently depending on the individual and thus

Total service in the restaurant industry covers
both tangible (food and physical facilities) and
intangible (employee-customer interaction)
components. A mix of the tangible and intangible
should bring in a customer’s impression of high
service quality and also that should lead to
accomplish customer satisfaction and positive
behavioral intention in the restaurant industry. In
the evaluating process of restaurant service
quality, food, quality of the physical environment
and employee services are main components of
restaurant experience (Chow et al., 2007;
Namkung and Jang, 2008; Ryu and Han, 2010).
Although intangible components of the restaurant
industry can increase the key factor of the
restaurant’s image in effecting customer
behaviors, customers also extremely rely on the
tangible components, such as the restaurant’s
brand name, the quality of the physical
environment, price. Patterson and Spreng (1997)
also stated that restaurant image is a key strategic
factors affecting the customer’s subjective
perception and his or her consequent behaviors.
Thus, Ryu et al. (2008) suggested that
restauranteurs should focus on unique image
which different from competitors to represent
their positioning and advantages of the product or
service towards the target market.
Furthermore, previous studies have discussed
that the perceived quality of the physical
environment (Baker et al., 1994; Nguyen and
Leblanc, 2002) or the service quality (Lai et al.,
2009) can noticeably influence on corporate
image. Consequently, this image can have a
subsequent influence on customer perceived
value and satisfaction, which, in turn, affects their
loyalty (Lai et al., 2009; Patterson and Spreng,
1997; Ryu et al., 2008). It’s no more doubt that
today’s customers are shrewd to look for a
restaurant where not simply just offer a
distinctive menu with a fair price and also the
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restaurants where additionally offer a nice
experience on its atmosphere of physical
environment and good service (Powers and
Barrows, 2003; Dittmer, 2002). In addition,
Kotler (1973) also suggested that the quality of
the physicality of the place is important, like the
product or service itself in the process of
repatrozing decision making in the restaurant
industry because human’s character and physical
environment have strong interaction with each
other (Mehrabian and Russel, 1974)

[3] To analyze the influence of service quality,
restaurant image, quality of the physical
environment and customer perceived value on
customer satisfaction.
[4] To test a statistical significant relationship
between the quality of the physical environment
and customer perceived value
[5] To conceptualize the influence relative
attitude, customer satisfaction and customer
perceived value on customer loyalty

Todays, since consumers now are capable to
access more available data, they have more
choices and can be more adaptable in their
decision making than before. Therefore,
accomplishing customers to a firm has become
progressively important for service providers
today (Awi and Chaipoopirutanu, 2014).
Moreover, the key sustainable competitive
advantage depends on a restaurant’s ability to
effectively create and playing more important
role in the market in these years and customers
today have increasingly demanded a higher
quality of food preparation, superior quality of
service, better physical dining conditions and
more value for their money (Canny, 2014).
Therefore, a favorable relative attitude is also a
prerequisite for loyalty and customer satisfaction
is considered as a predictor of relative attitude
due to the fact that without satisfaction,
consumers will not hold a favorable attitude
towards a brand compared to other alternatives
acceptable (Dick and Basu, 1994). In this study,
the researchers adopted five theoretical
frameworks to develop conceptual framework for
this study and the total number of seven variables
and five hypotheses.

LITERATURE REVIEW
Customer loyalty: Oliver (1981) mentioned that
customer loyalty is a deeply held commitment to
repurchase a favorable product or service
regularly in the future, in so doing the same
product and same service must be used over and
over again. customer loyalty is an attitude that
displays the relationship between the customer
and the business or firm. As indicated by
Zeithaml et al. (1998), customer loyalty can be
defined as “expressing a preference for a firm
over others by continuing to purchase form it or
by increasing business with it in the future”.
Moreover, Bowen and Chen (2001) stated that
customer loyalty as a customer’s commitment to
repurchase the product or service in the future
toward the product and somehow the customer
will recommend the same product to others.
Customer perceived value: Chu and Lu
(2007) defined a perceived value as a customer’s
feeling of the net gain benefits compared to the
sacrifices that are given for utilizing products or
services.
Customer satisfaction: Churchill and
Surprenant (1982), customer satisfaction is the
customer’s overall response of desire toward a
product or service utilization based on his or her
perception, assessment and psychological
response.

RESEARCH OBJECTIVES
[1] To examine the influence of service quality
and quality of the physical environment on
restaurant image
[2] To evaluate the influence of service quality
and customer satisfaction on relative attitude

Quality of the physical environment: Hul,
Dube, & Chebat (1997) proposed that the
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importance of physical surroundings such as
facility layout, interior design, lighting,
employees’ well dressing to create an image and
to positively influence customer behavior is one
of the main ingredients in the restaurant industry.

Furthermore, service quality, food quality and
atmospheric components such as interior design,
lighting, decoration, and facility layout are
primary stimuli of restaurant’ image. As a result,
the brand image of restaurant can be spoiled in
case those main stimuli do not reach to the
restaurant’s consumers which can lead to
confusion of the customer to restaurant’s
situation.

Relative attitude: Dick and Basu (1994)
defined relative attitude as the product feature
that is supposed to give a stronger point of
patronage and a more favorable attitude that is
higher than when compared to potential
alternatives.

H1: Service quality and quality of physical
environment have significant influence on
restaurant.
According to Alwin (1997), in competitive
marketing environments, customers regularly
make decisions to choose among different
acceptable products because an ability to
compare salient product attributes or alternatives
in the assessment process gives customer more
data or indication compared to a circumstance in
which the product is assessed in isolation. Salas
(2006) characterized service quality as “a global
judgment or attitude, identifying with a specific
service; the customers’ general impression of the
relative inferiority or superiority of the
association and its service. Dick and Basu (1994)
presented service quality as a significant
determinant of relative attitude because service
quality will impact the accessibility, centrality,
and clarity of attitudes.
Bloemer and Kasper (1995) stated that only
repurchase behavior towards a specific brand
does not mean customer loyalty because true
loyalty implies commitment towards a brand, not
because of repeat purchase. Therefore, customer
who repurchase towards a brand because of
inertia may easily switch brand when other
brands have better offerings. Thus, a favorable
relative attitude is a requirement for loyalty and
satisfaction. Moreover, customer satisfaction is a
predictor of relative attitude due to the fact that
without satisfaction, customer will not hold a
favorable attitude towords a brand compared to
other choices acceptable (Dick and Basu, 1994).

Restaurant Image: Baloglu and Brinberg
(1997) stated that restaurant image is the
consequence of the feelings, perceptions and
notions that customer correlate with that product
or service.
Service quality: Zeithamal (1988) defined
service quality as the considerations that refer to
the customer’s feeling of the service such as
employee’s behavior, quick service, the menu
style, the food quality.
According to Ryu et al. (2008), service quality
was the essential drivers of a restaurant image.
Due to the fact that the restaurant image is
damaged and the positioning of restaurant is
confusing to customers if the main drivers,
service quality do not deliver consistent messages
to customers. Booms and Bitner (1982)
documented that the quality of physical
environment of a restaurant industry has a
significant impact on customer revisit intention
and a restaurant’s brand image. Additionally,
they also stated that the quality of physical
environment of hotels or restaurants could be
efficiently used to strengthen the brand image of
the firm, to reposition the visitor's perceptual
mapping among rivalry, and to improve
specifically their consumer satisfaction with the
service experience. Similarly, Baker et al. (1994)
additionally exhibited the role of the physical
environment of service industry on enhancing a
brand image and empowering buy practices.
Additionally, Nguyen and Leblanc (2002)
exhibited that visitor-contact personnel and
physical environment had an essentially positive
effect perceived brand or corporate image.

Dick and Basu (1994) presented service quality
as a significant determinant of relative attitude
because service quality will impact the
accessibility, centrality, and clarity of attitudes.
Moreover, they stated that customer satisfaction
is a predictor of relative attitude due to the fact
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that without satisfaction, customer will not hold a
favorable attitude towards a brand compared to
other choices.

In the restaurant industry, the physical
environment, such as ambient condition, and
seating comfort, interior design of the restaurant
offers first-visit customers with cues that deliver
the expected service offerings’ nature and
customer perceived value (Nguyen and Leblanc,
2002). Moreover, Han and Ryu (2009) proved the
significant positive relationship between three
elements of the restaurant physical environment:
interior design factors, ambient factors and social
factors and customer perceived value perception.

H2: Service quality and customer satisfaction
have significant influence on relative attitude.
Bolton and Drew (1994) stated that customer
satisfaction
relies
on
preexisting
or
contemporaneous attitudes about service quality
and likewise According to this theory, service
quality is the outcome of satisfaction incidents
over time (Parasuraman et al., 1988). Oliver
(1989) stated that customer satisfaction or
dissatisfaction can be affected by perceived
service
quality,
expectations
and
disconfirmation. Booms and Bitner (1982)
proposed that a good brand image can enhance
customer satisfaction in the restaurant and hotel
business. Satisfying physical environments such
as lighting, facility layout, interior design, and
music might be considered as a large extent the
degree of overall satisfaction and consequent
perception towards the restaurant industry while
food and the service should be of acceptable
quality (Hui et al., 2007; Millman, 1986;
Raajpoot, 2002; Robson, 1999; Ryu & Jang,
2008). According to the Holbrook (1994),
customer perceived value is the crucial basis for
all marketing activity and primary motivation for
customer satisfaction. Also, Chiou (2004) state
customer perceived value was main
driver of customer satisfaction,
.
H3: Service quality, restaurant image, quality of
physical environment and customer perceived
value have significant influence on customer
satisfaction.

H4: There is a statistical significant relationship
between quality of the physical environment and
customer perceived value.
Oliver (1999) revealed that a favorable relative
attitude will effect on customer loyalty,
consumers’ recommending a product or service
given by service providers and repurchase
intension. As per Gustafsson (2005), The overall
satisfaction has a significant positive effect on
customer loyalty intentions across a wide range
of product and service categories. Regarding to
the study of Patterson and Spreng (1997), the
researchers confirmed that there had a positive
direct relationship between customer perceived
value and customer satisfaction.
H5: Relative attitude, customer satisfaction and
customer perceived value have significant
influence on customer loyalty.
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CONCEPTUAL FRAMEWORK

Figure 1: The conceptual framework of the factors affecting on customer loyalty towards Min Lan
Rakhine restaurant in Yangon, Myanmar
Part one is screening question, part two is service
quality, restaurant image and physical
environment, part three is relative attitude,
customer satisfaction and customer perceived
value and part four is customer loyalties and the
last past is general information. All details are as
follows:

RESEARCH METHODOLOGY
In this study, the researchers applied descriptive
research method to investigate the factors
effecting customer loyalty towards Min Lan
Rakhine restaurant in Yangon, Myanmar. Survey
method was adopted to collect the data from 400
respondents, which were selected as a sample size
based on the previous studies. Furthermore, the
researchers applied quota, judgment and
convenience sampling techniques of nonprobability sampling to select the sample for this
study. In addition, multiple regression analysis
and Pearson Correlation analysis were applied to
explore the influence of each variable and the
statistical social software was employed to code
the data.

Part 1: Screening Question
The first part of questionnaire included of
only one screening question, in order to know that
whether the respondents had experience in MinLan Rakhine restaurant with the purpose of
acquire the most accurate data from the target
population. There are two alternatives, which are
yes and no, the research design simple categories
scale, providing two mutually exclusive response
alternatives is a useful method usually applied to
the demographic questions (Krosnick and
Presser,2010) If the answer is “no”, the
respondents were exclude from answering further
questions because the researcher conducted
customer loyalty; respondents’ experience in Min
Lan Rakhine restaurant is very important to
consider in this study. Screening question
implemented nominal scale. Nominal scale is a
scale in which the numbers or letters allocated to

The researchers used self-administered technique
in order to collect 400 questionnaires in the five
branches of Min Lan Rakhine restaurant, which
contain 33 of questions. According to Malhotra
(2008) questionnaire can be defined as interview
or measuring research instrument, which is an
appropriate arrangement of inquiries to gather
data from respondents. In this study, the
researcher designed to have five parts.
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objects serve as names for identification or
classification; a measurement scale of the
simplest type (Zikmund, 2003).

an object.Likert scale implemented interval scale
as type of scale measurement. Interval scale is a
scale that sorts out objects or options according to
their magnitudes, while recognizing this ordered
arrangement in units of equivalent intervals
(Zikmund, 2003). The interval type allows for the
degree of difference between items, but not the
ratio between them (Black, 2011).

Part 2: Service quality, restaurant image and
quality of physical environment
This part includes independent variable questions
for this study. There are three independent
variables: service quality, restaurant image, and
the quality of the physical environment. The first
variable which is service quality has 6 questions.
The second variable which is restaurant image
has 4 questions and the third variable, which is
the quality of the physical environment has 6
questions.

Part 5: General information
This part aimed to gather the general
information of the respondents. Moreover, this
part emphasized on demographic details of the
respondents including gender, age, education,
occupation, monthly income and additionally
focus on the customers’ onion and level of
customer loyalty towards Min Lan Rakhine
restaurants. For gender, there are two
alternatives: male and female. For age, there are
five category options. For education, there are
four options. For occupation, there are six
questions and for the monthly income, there are
four questions.

Part 3:
Relative attitudes, Customer
satisfaction and Customer perceived value
This part includes intervening variables questions
for this study. There have three intervening
variables in this study: relative attitudes,
customer satisfaction and customer perceived
value. The first variable which is relative attitude
has 3 questions. The second variable which is
customer satisfaction has 6 questions and the
third variable which is customer perceived value
has 5 questions.

In order to know customers’ opinion towards Min
Lan Rakhine restaurants, the question “what is
the most appealing for you to visit this
restaurants” was asked to respondents and there
are five options to choose. Moreover, the
question “How frequently have you visited this
restaurant during the last two years” was asked to
respondents in order to know customer loyalty
level towards this restaurant. The question of
gender was developed with simple category
scale: providing two mutually exclusive response
alternatives is a useful method usually applied to
the demographic questions (Krosnick and
Presser,2010). The rest of the questions,
implemented categories scale, an attitude scale
consisting of several response categories to
furnish the respondents with an alternative rating
(Zikmund, 2003). Furthermore, questions in this
part are close ended questions; need the
respondent to choose from among given set of
responses (McIntyre and Hobbs, 1999)

Part 4: Customer loyalty
This part includes dependent variable questions.
There is only one dependent variable which is
customer loyalty.
Moreover, for part 2, part 3 and part 4, the
researcher designed five points Likert scale
which was developed by Rensis (1932) to
measure the total of 35 items in this study. Five
points Likert scale is defined as the most famous
method for measuring attitudes and simple to
administer (Rensis, 1932). Zikmund (2003)
stated that Likert scale is an attitude measuring
method which allowed the participants to show
how deeply their agreement and disagreement
with the constructed statements which range from
very positive from very negative toward attitudes
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the influential factors of customer loyalty towards
Min Lan Rakhine restaurant in Yangon,
Myanmar. In this study, the researchers applied
Multiple Linear Regression analysis to test four
hypotheses and Pearson Correlation analysis to
test one hypothesis.

DATA ANALYSIS
After collecting all of the required data through
the questionnaires, the researcher applied the
Statistical social software to analyze and
summarize the data. In order to analyze the
general information of the respondents including,
gender, age, education, occupation, monthly
income and additionally focus on the customers’
opinion and level of customer loyalty, descriptive
statistic was applied; the statistics used to
describe or summarize information about a
population or sample (Zikmund, 2003). Also,
Multiple Linear Regression and Pearson
Correlation analysis, which are inferential
statistics, refers to generalizing from a sample to
the population from which
it was chosen (Peck, Olsen and Devore, 2008),
were applied to test the hypotheses that focus on

TABLE 1: SUMMARY OF RESEARCH FINDINGS
General information

Groups

Percentage

Number

Genders

Female

61.8%

247

Age

21-30 years old

41.8%

167

Education

Bachelor degree

32.8%

131

Occupation

Employee

30.3%

121

Monthly income

More than 500000 Kyat

33.5%

134

Customers’ opinions

Authenticity

41.3%

165

Customer loyalty level

Four to six times

62%

248

Above table 1 indicated that out of 400
respondents, 61.8% were females and 38.3 %
were male. The highest respondents’ groups of
the Min-Lan Rakhine restaurant customers were
aged between 21-30 years old, which were
41.8%. Furthermore, 32% of the respondents
hold a bachelor degree as the highest percentage.
30.3% respondents of the study were employees.
Additionally, monthly incomes of 33.3% of the

participants were more than 500000 Kyats.
Regarding to the information about customers’
opinions towards Min Loan Rakhine restaurants,
majority group of customers: 41.3% of customers
visit to Min Lan Rakhine restaurant because of
the authenticity of Rakhine food and 62% of
customers visits four to six times to this restaurant
during last two years.
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TABLE 2: SUMMARY OF HYPOTHESES TESTING

Hypothesis

Statistical
Treatment

H1a: Service quality and quality of the

Multiple

physical environment have an influence on

Regression

restaurant image.

Analysis

Level of

Beta coefficient

Significance

Value

•

.000

R Square

Correlation

Result

Coefficient

.724

.851

Supported

•

Service quality

•

.000

•

.327

Supported

•

The quality of the physical

•

.000

•

.485

Supported

•

.000

•

.000

•

.261

Supported

•

.000

•

.569

Supported

•

.001

environment
H2a: Service quality and customer

Multiple

satisfaction have an influence on relative

Regression

attitude.

Analysis

•

Service quality

•

Customer satisfaction

H3a: Service quality, restaurant image,

Multiple

quality physical environment and customer

Regression

perceived value have an influence on

Analysis

.572

.638

.756

.799

Supported

Supported

customer satisfaction
•

Service quality

•

.000

•

.214

Supported

•

Restaurant image

•

.127

•

.108

Not Supported

•

The quality of the physical

•

.000

•

.240

Supported

•

.000

•

.335

Supported

•

.000

•

.000

environment
•

Customer perceived value

H4a: There is a statistical significant

Pearson’s

relationship between the quality of the

Correlation

physical environment and customer

Analysis

.663

Supported

.776

Supported

perceived value.
H5a:

Relative attitude, customer

Multiple

satisfaction and customer perceived value

Regression

have influence on customer loyalty.

Analysis

.601

•

.477

•

.032

Not Supported

•

Relative attitude

•

.000

•

.304

Supported

•

Customer satisfaction

.000

•

.435

Supported

•

•

Customer perceived value
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customer satisfaction. For example, Dick and
Basu (1994) clarified that service quality is a
noticeable predictor of relative attitude because
service quality will influence the accessibility,
centrality, and clarity of attitudes customer and
also satisfaction is a determinant of relative
attitude due to the fact that without satisfaction,
customer will not hold a favorable attitude
towards a brand compared to other alternatives
available.

RESULT AND DISCUSSION
Hypothesis 1 tested the influence of service
quality and the quality of the physical
environment on restaurant image. The result
found out that the quality of the physical
environment is the strongest influencing factor on
restaurant image with the Beta value of 0.485,
followed by service quality with the Beta value of
0.327, respectively. It can be concluded that the
more service quality and the quality of the
physical environment of a restaurant is great, the
more restaurant image can be affected; it means
that restaurant image linked to service quality and
the quality of the physical environment which has
supported by many researchers. Similarly, many
studies supported that the quality of the physical
environment significantly impacts on restaurant
image and the researchers highlighted the quality
of the physical environment in the restaurant
business to create image and stimulate customer
behavior (Hui et al.2007; Milliman, 1986;
Raajpoot, 2002; Ryu and Jang, 2008). According
to the Nguyen and LeBlanc (1998),
service
quality is essential of building a brand image; the
higher level of service quality customers
received, the higher level of an association’s
brand image would be great in customers’ minds.
Therefore, if the service quality which is the main
driver for a restaurant does not reach to
customers, the restaurant’ image would be
damaged.

Hypothesis 3 tested the influence of service
quality, restaurant image, quality of physical
environment and customer perceived value on
customer satisfaction. The result indicated that
customer perceived value is the highest influence
factors on customer satisfaction with the beta of
0.335, followed by the quality of the physical
environment with the beta value of 0.240, service
quality with the beta value of 0.214; whereas
restaurant image with the beta value of 0.107
which had no significant influence on customer
satisfaction. It can be concluded that when the
customer received the high quality of the service,
physical environment and customer perceived
value from restaurants, the customer satisfaction
towards the restaurant will be higher, whereas
customer satisfaction cannot be affected by
restaurant image. These findings are supported by
many researchers such as according to the
investigation of customer perceived value’s role
associated with customer behavior in a service
context of Patterson and Spreng (1997), customer
perceived value is as direct positive determinant
of customer satisfaction. Chang (2000) stated that
perceived physical surroundings such as lighting,
interior design can directly influence on customer
satisfaction. Moreover, DeRuyter et al. (1997)
confirmed that when the level of service quality
increases, customer satisfaction will increase
correspondingly.

Hypothesis 2 tested the influence of service
quality and customer satisfaction on relative
attitude. According to the Beta coefficient
received from the multiple regression analysis,
the result indicated that customer satisfaction is
the most effective factor on relative attitude with
the beta value of 0.569, followed by service
quality with the beta value of 0.261. It can be said
that a good perceived service quality and
satisfaction of the customers will show relative
attitude towards the restaurant compared with
other competitors’ ones. It means that relative
attitude related to the service quality and

Hypothesis 4 examined the relationship between
the quality of the physical environment and
customer perceived value. The coefficient r value
is 0.663 that revealed that there is strong positive
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relationship between the quality of the physical
environment and customer perceived value. This
means that promoting quality of the physical
environment can effect in increasing customer
perceived value in the restaurant industry. This
finding is confirmed by the studying of Mattila
(2001) who presented that in the hospitality
industry, the environment factors are indicated as
a salient factor of customer perceived value.
Moreover, there was a similar result that stated by
Liu and Jang (2009),
the
atmospheric
factors significantly effect on customer perceived
value. Since the quality of the physical
environment of Min Lan Rakhine restaurants like
interior design, lighting, facility layout, locations
is comfortable, convenient for the customer as the
researcher discussed in hypothesis one to create
customer perceived value towards Min Lan
Rakhine restaurants.

and Arnold, 2000).
CONCLUSION
This research aims to find the different factors
affecting customer loyalty towards Min Lan
Rakhine restaurant. To conclude the results of
this study; hypothesis one was supported showing
that service quality and the quality of the physical
environment have a significant influence on
restaurant image. Hypothesis two was supported
showing service quality and customer satisfaction
have a significant influence on relative attitude.
The outcome of hypothesis three indicated that
service quality the quality of the physical
environment and customer perceived value have
a significant influence on customer satisfaction;
whereas, restaurant image has no significant
influence on customer satisfaction. The result of
Hypothesis implies that there is a statistical
significant relationship between the quality of the
physical environment and customer perceived
value. The result showed that there is a strong
positive relationship between the quality of the
physical environment and customer perceived
value. The result of Hypothesis five revealed that
customer satisfaction and customer perceived
value have a significant influence on customer
loyalty, whereas, relative attitude have no
significant influence on customer loyalty.

Hypothesis 5 tested the influence of relative
attitude, customer satisfaction and customer
perceived value on customer loyalty. According
to the Beta coefficient received from the multiple
regression analysis, the result indicated that
customer perceived value is the most effective
factor on relative attitude with the beta value of
0435, followed by customer satisfaction with the
beta value of 0.304, respectively. However,
relative attitude with the beta value of 0.032 had
no significant influence on customer loyalty. It
indicates that a good serving to customers that
can reflect their perceived value and satisfaction
towards the Min Lan restaurants really matters to
increase customer loyalty for restaurant owners
and managers. These findings were supported by
many researchers such as according to Gounaris,
Tzempelikos, and Chatzipanagiotou (2007), the
overall level of customer loyalty came from the
value of customers actually received, compared
to the value expected. Also, as indicated by
Bolton & Drew, 1994; Sirdeshmukh et al., 2002,
that perceived value as a main predictor of
customer loyalty in the service industries.
Moreover, firms can see customer satisfaction as
a main antecedent of the role of loyalty (Reynolds

RECOMMENDATIONS
Based analysis of general information, most of
the respondents were females, aged between 21
to 30 years, working as employees and visit MinLan Rakhine restaurants four to six times during
last two years because of authenticity of Rakhine
food. They mostly hold a bachelor’ degree with
the income of more than 500000 Kyats (around
$450 and more). Moreover, the final results from
general information analysis in this study can
improve in better understanding about the right
group of customers. As a consequence, owners
and managers need to analyze these groups of
customer’s need and wants in order to make them
more satisfied and generate more loyal
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customers.

increasing customer satisfaction in order to keep
a good relative attitude towards Min- Lan
Rakhine restaurants.

Moreover, the researcher would like to provide
some recommendations based on the hypothesis
results. In order to maintain restaurant image,
Min Lan Rakhine restaurant’s owner and
managers should pay special attention towards
improving quality of atmosphere is the one of the
major points that can impact on how customer’s
thinking about restaurant image. Therefore, Min
Lan Rakhine restaurant’ owner and manager
should focus on improvement of the physical
environment quality such as facility layout,
interior design and color in order to increase the
restaurant’s image. Additionally, they should
focus on providing a better service quality; in the
case not only maintain current good service
quality but also eliminate services that can
damage restaurant image such as reducing
waiting time for food. From that point of view,
employees need to be trained to able to serve with
effective customer service techniques which can
affect improving restaurant image. Moreover,
they should expand their service quality by giving
more profound and more stunning customer
services utilizing encounters and they should put
more resources in different ranges such as setting
up more air-conditioners to be more comfortable
for customers.

Additionally, in order to increase customer
satisfaction which massively impacts on revenue,
the management team of Min Lan Rakhine
restaurant should mainly target in considering
customer perceived value in term of perceived
food quality, perceived service quality and
perceived price. According to Zeithamal (1988),
customer perceived value can be defined as the
aftereffect of the individual comparison between
receiving overall benefits and sacrifices or costs
paid by the customers. Therefore, it is important
that overall all benefits like service quality, food
quality which is received from service providers
need to be balanced with the cost paid by
customers. For example, when a customer
perceives that the price is reasonable; their
satisfaction towards Min Lan Rakhine restaurant
can be enhanced. In the same way, the researcher
strongly recommends to the management team of
Min an Rakhine restaurant that they should
improve the quality of the physical environment
to enhance customer satisfaction; the physical
environment not only just to keep current
customers but also a useful factor to attract the
new customers, since some customers is spotlight
on the pleasant and innovative environment
rather than food or service itself. Therefore, they
should focus on differentiation of the physical
environment; improvement on the arrangement
of interior decoration, lighting, music to increase
customer satisfaction level. With the purpose of
increasing customer perceived value, the
researcher would like to highly recommend to
Min-Lan Rakhine restaurant’s managers that they
should keep planning, building, renovating and
controlling the restaurant’s physical environment
to establish a distinctive image that differentiate
it from its competitors.

Today’s competitive environment, if the
customers need to make a decision to choose a
product or services, there is an always chance to
evaluate a lot of data and compare acceptable
alternatives in the market. Therefore, having a
good relative attitude toward a product or service
is assumed as the one of the important
alternatives to build a strong relationship with
customers. Similarly, with the result of this study,
it can’t be denied that good relative attitude
towards Min-Lan Rakhine restaurants came from
customer satisfaction. Therefore, the researcher
would like to suggest that restaurant owner and
managers should focus on increasing restaurant’
qualities such as serving with fresh, delicious,
nutritious food, prompt service, that can affect in

Undeniably, customer loyalty today has become
one of the most important strategic objectives in
the service industry and it directly relates to the
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firm’s revenues. Therefore, establishing
customer loyalty is a really important matter for
Min-Lan Rakhine restaurants. In order to keep
maintaining and increasing customer loyalty,
Min-Lan Rakhine restaurants’ owners and
managers should focus on satisfaction. In case
customer satisfaction may come from many kind
of sources such as service quality, customeremployee interaction quality, food quality,
physical environment quality which can be
perceived value for customers from this
restaurant; perceived value is the comparison
between receiving overall benefits and sacrifices
or costs paid by customers. For the purpose of
improving customer satisfaction, they need to
understand customers’ needs and wants so that
conducting surveys is the best way to know the
customer’s mindset. For instance, they can
conduct surveys by using social networks like
Facebook which is the most used social
networking application in Myanmar. After
conducting surveys, they should examine all
customers’ feedbacks The researcher thinks that
it is not enough only keep improving the qualities
that can affect customer satisfaction and customer
perceived value, but also they should support
with customer loyalty programs to maintain
current customers because customer loyalty
programs allow them to collect customer data and
target effective restaurant marketing tactics to
improve customer retention. They can use
multiple ways of rewarding customers, which can
encourage customers to be constantly engaged for
example, give a reward privilege member card or
discount to customers to long term customers to
get access special offers from restaurants; if
customers visit to any branch of restaurants 5
times within 2 months with the amount of 100000
kyats ($100), they can give free food for 1 time
with the amount of 10000 Kyat ($10).
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Abstract
The main purpose of this research is to examine the influences of the factors brand awareness, attitude
towards brand, attachment with brand, and eWOMs (electronic words of mouth) in term of positive
valence, negative valence, and tie strength on the purchase intention of Facebook users towards Nature
Republic cosmetic. Self-administered questionnaires were posted on Nature Republic cosmetic
Myanmar Facebook page to collect data from the respondents. The target audiences were the fans of
the Facebook brand page and 300 samples were collected. The findings of this study described that the
purchase intention of Myanmar Facebook users are influenced by brand awareness, attitude towards
brand, attachment with brand and eWOMs in term of positive valence, negative valence and tie strength.
Among them, attachment with brand and eWOM in term of negative valence have strong influence
towards purchase intention.
Keywords: Social media, Facebook brand page, Electronic words of mouth, Myanmar
networking sites play an essential role in
customers’ purchase decision-making process
in these days more ever than before. As the
marketing channel of businesses has shifted to
social networks to interact or attach with
customers, there are many variables that can
influence the purchase intention of social
network users. Attachment with brand plays a
vital role as a determinant of current and future
purchase behaviour and purchase intention.
Connections, bonds and customers identifying
with a brand are strong interpreters of the extent
a brand was bought in the past and will be
bought in the future (Esch et al., 2006). Soares
et al. (2012) stated that WOM is important for
customer to make buying decision. Social
networks perform as an effective channel for
eWOM and those become important sources for
customers to explore information and opinion
about products/services (Kudeshia and Kumar,
2017). The way of making consumers’
purchase decision has been changed by social
network sites as consumers can easily and
quickly search product-related information and
opinion on those sites (Graham and Havlena,
2007). The attitude towards products can be
very affected by online reviews (Hong and Park,
2012). Purchase intention is determined by an

Introduction
Marketing communication in these
days has been considerably effected by the
social media revolution (Dennhardt et al., 2013).
Lai and Turban (2008) stated that social
network is a virtual space created online which
allows human interaction by sharing ideas,
posting pictures, writing blogs and linking to
other web locations that they are interested in.
In the context of marketing, products/service
brand interaction with its consumers nowadays
takes place within social networking
sites/social media (Dennhardt et al., 2013).
Thus, social media marketing creates more
ways to inform customers about a business’
product/service than the traditional way of
commercial advertising. Customers can
participate or have a voice on the
product/service promotional campaign on
social networking sites as an alternative way of
communicating or creating attachment with
customers. It opens up more business
opportunities and challenges at the same time
since customers purchase decisions are highly
affected by social networking activities. Since
the social networking sites offer the space at
where a large part of interaction happens, social
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individual’s attitude towards a brand (Ajzen
and Fishbein, 1980). An individual’s positive
attitude towards a brand increases the
possibility of buying or using the brand
product/service (Kotler and Keller, 2008).
Social networks also let consumers know and
become familiar with a brand (Dennhardt et al.,
2013). Thus, social networks also create brand
awareness. ). Hoyer and Brown (1990) stated
that the selection of products/service is greatly
influenced by brand awareness, which can be
an important consideration in advance based on
a product category.

To evaluate the influence of eWOM in term of
positive valence, negative valence and tie
strength on purchase intention.
Theory
Purchase Intention: Purchase intention occurs
as the mental stage at which a consumer has
developed an actual inclination to act towards
an object or brand in the decision-making
process (Dodds et al.,1991 & Wells et al.,2011).
Lu et al. (2010) believed that virtual
communities had changed consumers’
purchase decision-making process. According
to researchers, many people examine other
reviews and experiences posted by experienced
consumers in virtual communities before
making a decision to purchase.

Facebook is the most famous social
network in the world with 1.87 billion users as
of January, 2017 according to statista portal. It
has become a unique user friendly social
network with the biggest number of users, all
over the world, helping to connect, interact and
share the online contexts plays as a big role for
marketing (Nie, 2001). Facebook has been
widely used to promote or advertise
products/services in Myanmar where users can
communicate and interact for the context of
products/services. According to Kham (2017),
there are 13 million Facebook active users in
Myanmar.
Nature Republic is a cosmetic brand
founded in 2009 and headquartered in Seoul,
South Korea. It offers various cosmetic
products ranging from skin care products to
shampoo. Nature Republic also uses Facebook
brand page as a marketing channel to reach
Myanmar social network users. Its Facebook
page has got over 3.2 million fans as of
February 2017, comparing to 13 millions of
Myanmar monthly active users of Facebook
(Kham, 2017).

eWOM: eWOM (electronic words of mouth) is
referred to WOM in the context of today’s
information technology like Internet (Soares et
al., 2012). It is also called eWOM when
personal experiences and opinions are spread
through Internet in written words (Bickart and
Schindler, 2001; Sun et al., 2006). Thus, any
positive or negative statement spread via
Internet to the huge numbers of people becomes
eWOM (Hennig-Thurau et al., 2004). Valence
and tie strength are emphasized as the most
important WOM aspects (Okazaki, 2012).
Whether it is positive or negative, valence
captures the characteristics of WOM messages;
while positive WOM strongly endorses the
receiver to purchase, and on the other hand,
negative WOM prevents the receiver from
purchasing product/service. Okazaki (2012)
presented tie strength as “the intensity of the
social relationship between consumers”.
According to the researcher, people receive
WOM from acquaintances (considered as weak
ties), or friends and relatives (catalogued as
strong ties). As the usage of VSNs (Virtual
Social Networks) is growing, the importance of
WOM is raising.

Materials and Methods
Research Objective
There are three research objectives for this
study as stated below:

Brand Awareness: Brand awareness is defined
as the degree to which consumers recognize a
specific brand (Yadin, 2002). According to
Keller (2008), the created brand awareness is
the connection between the strength of the
resulting brand nor or trace and reflection of
customers’ ability to examine the brand under
different circumstances. In another term, it

To study the influence of attachment with brand
on attitude towards brand.
To investigate the influence of attitude towards
brand, attachment with brand and brand
awareness on purchase intention.
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refers to the strength of a brand’s existence in
consumers’ mind. Roselius (1971) and Jacoby
et al. (1977) showed that consumers incline to
make a decision to purchase familiar and wellknown brands. It has been showed that the basic
brand awareness alone, particularly in low
involvement situations, may be enough to have
an impact on choosing a brand (Hoyer and
Brown, 1990).

influence on attitude towards brand. The
finding validated the importance of attachment
with brand and attitude towards brand as two of
strong precursors to keep in mind when
planning to set business strategy to engage
customers and increase their purchase intention
via social media (Tiruwa et al., 2016).
Attachment with brand, attitude towards
brand, brand awareness towards purchase
intention

Attitude towards Brand: Engel et al. (2006)
stated that attitude is an overall persistent
assessment towards things, people, or
goods/service. It is a consistent positive or
negative response towards certain things
through learning (Hawkins et al., 2007).
Favourable or unfavourable evaluation,
emotional feeling, and behavioural inclination
are involved in the learning (Kotler and Keller,
2008). Machleit et al. (1993) described attitude
towards a brand as an individual’s evaluations
for a brand, which is an earlier stage of forming
behaviour. Thus, attitude has an influence on
decision-making process (Venkatesh & Brown,
2001, 2005).

Attachment with brand plays a vital role as a
determinant of current and future purchase
behaviour and purchase intention (Tiruwa et al.,
2016). Esch et al. (2006) stated that if
connections, bonds and customers identifying
with a brand are strong interpreters of the extent
a brand was bought in the past and will be
bought in the future. Turiwa et al. (2016)
affirmed the findings of previous studies about
attachment leads to a buying behaviour by
showing the result that attachment with brand
has a significant influence on purchase
intention (Belaid and Temessek Behi, 2011).
Traditional and previous models
suggest that intention is directly affected by
attitude (Tiruwa et al., 2016). Theory of
planned behavior by Ajzen (1985) is one of
such model which shows that attitude has a
direct link with intention (Ajzen and Fishbein,
2005). Wu and Wang (2011) described brand
attitude as an indicator of behavioural intention.
As brand attitude is the most essential factor of
purchase intention, a customer’s purchase
intention is significantly influenced by the
attitude of customer toward the brand (Abzari
and Vosta, 2014). Summers et al. (2006)
showed that if a customer’s attitude towards
behaviour is positive, his or her purchase
intention is high.
According to Keller (1993) and
Macdonald and Sharp (2000), brand awareness
is an important determinant of purchase
intention because consumers are willing to
purchase a familiar and well-known
product/service. Consumers will intend to
purchase higher with a familiar brand (Kamins
& Marks, 1991). Brand awareness plays a vital
role in the purchase intention of consumers, and
consumers’ mind is acquired by certain brands
which influence the customers’ purchase

Attachment with Brand: A definition simply
sourced from the attachment theory defines
brand attachment as a strong emotional bond or
link between a person and a brand (Bozzo et al.,
2003; Lacoeuilhe, 1997, 2000). According to
Thomson et al. (2005), consumers incline to
have an emotional bond with a limited number
of brands, feeling association, passion or
affection towards them, to a degree that differs
from one brand to another. Shimp (2010) stated
that the perceptions towards the brand mostly
affect the customers’ attitude towards the brand,
a predictor of the consumers’ behaviour
towards the brand. The perception generated by
the brand is called “attachment”.
Related Literature Review
Attachment with brand and attitude
towards brand
Customers’ attachment with brand is surely
influenced on attitude towards brand (Louis and
Lombart, 2010). Attachment with brand and
attitude towards brand are suggested as two
different theories that might be affected by
similar aspects. Tiruwa et al. (2016) showed
that attachment with brand has a significant
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decision (Chi et al., 2009). Chi et al. (2009)
stated that if consumers can distinguish a brand
name when they want or need to purchase a
product/service,
it
means
that
the
product/service gains higher degree of
consumers’ brand awareness.

Park et al. (2010) stated that online reviews
play an important role as strong informers and
advisors, and have a significant influence on
purchase intention. Previous studies also

described that eWOM messages are the
important sources where consumers can
acquire
about
product/service
quality
information (Chevalier & Mayzlin, 2006).
Mortazavi et al. (2014) proved that positive
valence eWOM, negative valence eWOM and
tie strength have significant influences on
customers’ purchase intention. The result
showed that the close relationship (tie strength)
among customers has a strong effect on eWOM.
According to the result, the positive valence
eWOM has stronger and higher influence than
negative valence eWOM.

Figure 1: Conceptual Framework

Methodology

eWOMs towards purchase intention

Descriptive research was used in this
study to describe the characteristics of the
target population in a quantitative aspect to
describe who, what, where, and how questions.
The survey method was applied in order to

eWOM
-Positive Valence WOM
-Negative Valence WOM
-Tie Strength

H3
A tude
towards
Brand
H1

H2

collect the data from the samples of target
population by using questionnaire (Zikmund,
2000). The survey used self-administered
questionnaire to collect the data. The
researchers designed to use non-probability
which is convenience sampling to collect
information to use for respective research by
attaining convenient and available people
(Zikmund, 2003). The target population for this
research was the Myanmar Facebook users who
had never used or purchased the cosmetic
products of Nature Republic but being the
followers or fans of the Facebook page of
Nature Republic Myanmar. The questionnaire
was simply posted on the Facebook page of
Nature Republic cosmetic. Anyone who was
convenient and willing to answer the
questionnaire can take part in by clicking the
link that was posted on the wall of the cosmetic
Facebook brand page of Nature Republic
Myanmar and answer the questionnaire. The
researchers used statistical tool to analyse the
data from the questionnaire. Simple linear
regression analysis was used for the hypothesis
one and multiple regression analysis was
conducted to test the hypothesis two and three.
According to Zikmund (2003), the
researchers believed that the sample size for
this study would be affected by previous studies.
In order to study the purchase intention,

Purchase
Intention

H2
H2

Attachment
with Brand
Brand
Awareness

Research Hypotheses
Null hypothesis is presented as H0 and
hypothesis is described as Ha in this study.
H1: Attachment with brand is influenced on
attitude towards brand.
H2: Attachment with brand, attitude towards
brand, and brand awareness are influenced on
purchase intention.
H3: eWOMs in terms of positive valence,
negative valence, and tie strength are
influenced on purchase intention.
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Mortazavi et al. (2014) used 167sample size,
Kudeshia and Kumar (1017) used 311 effective
samples, and Wu and Wang (2011) collected
.
The questionnaire for this research was
constructed based on three previous studies by
Tiruwa, et al. (2016), Hutter, et al. (2013), and
Mortazavi et al. (2014). There are eight total
parts in this questionnaire. The first part is the
prescreening question used to categorize the
respondents into groups. The respondents must
have never used the products of Nature
Republic cosmetic before. From Part 2 to 7 are
the research questions, and the part 8 is about
demographic factors. In this research, Likert
Scale is used for the questions from Part 2 to 7.
Five Likert-scale points are used in this
research to describe the rank, from 1=Strongly
Disagree to 5= Strongly Agree (Likert, 1932).
The researchers started collect data from the
target population as soon as the questionnaire
was created. Data were collected during
February-March of 2017.

211 samples to do analysis. Based on the
previous studies, the researcher decided to use
the number of 300 samples to analyze the result
Results and Discussion
According to the result of the research, female
accounts for 80% of the total respondents. The
majority of the respondents are at the age level
of among 20 to 30 years old (96%), and the
respondents who hold bachelor degree account
51.7% of total respondents and 40.3% of
respondents holds at least master degree . The
highest income level of respondents group is 52%
of those who have 300,001 to 500,000
Myanmar Kyats per month and the respondents
who use Facebook 3.1 to 5 hours account for
52.3% of total respondents.

Table 1: Descriptive statistics of variables
Construct
Attachment with
brand

Brand awareness

eWOM in term of
positive valence

Item

Mean

SD

I have lot of affection for Nature Republic
I am attracted to Nature Republic brand
Thinking about Nature Republic brand brings a lot
of joy, and pleasure
Because I have visited the Nature Republic
Myanmar Facebook brand page,
I have no difficulties to remember Nature Republic
brand
I know all Nature Republic products
I can distinguish the different Nature Republic
products

3.36
3.44
3.36

.795
.638
.795

Averag
e
3.39

3.31
3.50

.875

3.23
3.20

.805
.873
3.43

I have recommended Nature Republic brand or its
products on Facebook
I speak of Nature Republic's good sides on
Facebook
I am proud to say to others on Facebook that I am
Nature Republic's customer
I strongly recommend people on Facebook to buy
some products from Nature Republic
I mostly say positive things about Nature Republic
or its products to others on Facebook
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3.36

.691

3.40
3.52

.634
.641

3.44

.638

3.44

.639

3.44

.850

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

I have spoken favourable of Nature Republic or its
products to others on Facebook
eWOM in term of
negative valence

eWOM in term of tie
strength

Attitude towards
brand

2.37
I mostly say negative things about Nature Republic
or its products to others on Facebook
I have spoken unflatteringly of Nature Republic or
its products to others on Facebook
My referral sources discourage me from
purchasing from a Nature Republic's product
My referral sources suggest that I purchase from
other products or brands instead of buying products
from Nature Republic that was in my mind
My referral sources share with me their negative
opinions of purchasing from a Nature Republic's
product

1.75

.703

1.94

.601

2.63

.917

2.66

.887

2.88

.863

3.46
I have a close relationship with others on Facebook
It is likely that I share a personal confidence with
someone on Facebook

3.36
3.56

.887
1.133

Bad _:_:_:_:_ Good
Unfavourable _:_:_:_:_ Favourable
Unlikable _:_:_:_:_ Likable

3.44
3.48
3.48

.639
.641
.706

I will definitely purchase products in the future,
belonging to Nature Republic associated with the
Facebook brand page
I intend to purchase the products in the future,
belonging to Nature Republic associated with the
Facebook brand page
It is likely that I will purchase the products of
Nature Republic associated with the Facebook
brand page

3.24

.863

3.40

.899

3.44

.946

3.47

Purchase intention

3.36
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Table 2: Summary of hypotheses testing
Null Hypothesis
Description

Statistical Tool

H1o: Attachment
with brand is not
influenced on
attitude towards
brand.
-Attachment with
brand

Simple Linear
Regression

H2o: Attachment
with brand, attitude
towards brand, and
brand awareness are
not influenced on
purchase intention
-Attachment with
brand
-Attitude towards
brand
-Brand awareness
H3o: eWOM in term
of positive valence,
negative valence, and
tie strength is not
influenced on
purchase intention.
eWOM in term of;
-Positive valence

Multiple
Regression

Unstandardized
Coefficient
(Beta)

Significant

Results

0.704

0.000

Reject H1o

0.629

0.000

Reject H2o

0.479

0.000

Reject H2o

0.097

0.026

Reject H2o

0.287

0.000

RejecH3o

-Negative valence

-0.760

0.000

RejecH3o

-Tie strength

0.257

0.000

RejecH3o

Multiple
Regression

In this study, the researchers constructed and
analysed three hypothesis statements. Based on
the finding of hypothesis one, the researchers
found out that attachment with brand
significantly influences on attitude towards
Nature Republic brand with the significant Beta
value, 0.704. The result also supports the
previous finding of Louis and Lombart (2010),
stated that customers’ attachment with brand
has influence on customers’ attitude towards a
brand. The activities Nature Republic does on
its Facebook brand page will form the
psychological bonding between the brand and
its Facebook fans, and the emotional bonds
significantly affect the attitude of the Facebook
fans towards the brand. As 80 percent of the
fans are female, the brand should focus on
feminine content while creating advertising
posts on the Facebook brand page. It also

should include informative, energetic, and fresh
content in their advertising posts, as the
majority their Facebook fans are educated, 51.7%
with bachelor degree and 40.3% with minimum
master degree and young,96% of the
respondents are in the age of 20 to 30 years.
Based on the finding of hypothesis two,
among the three variables of it, attachment with
brand and attitude towards Nature Republic
have significant influence on the purchase
intention of the Facebook fans. The significant
Beta value of attachment with brand is 0.629
and the attitude towards brand has 0.479 Beta
value with the 0.000 significant level. The
result supports the previous judgements that
affirmed attachment with brand lead to the
intention to purchase (Belaid and Temessek
Behi, 2011 and Park et al., 2010). The result of
the analysis showing that attitude towards
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brand significantly influence on purchase
intention also supports the findings of previous
researches (Ajzen and Fishbein, 2005 and Park
et al., 2010). Nature Republic should create the
content of Facebook posts based on the
demographic factors of the respondents in order
to enhance the emotional ties with the fans and
this will develop the purchase intention of the
fans towards the brand in the future. For the
attitude towards brand, the brand can add value
of responsiveness, accuracy, and attractiveness.
In term of responsiveness, the brand should
respond to comments or questions of fans on
the Facebook brand page in timely manner.
Moreover, in term of accuracy, the brand
should present their marketing communication
posts with trustworthy and reliable information.
Designing posts in adorable colour, pattern, and
layout can also enhance the positive attitude of
fans in term of attractiveness. The higher
positive attitude of Facebook fans towards
Nature Republic brand, the more likely that the
fans’ purchasing behavior towards the products
of Nature Republic will happen.
Based on the finding of hypothesis
three, the impact of negative valence is
obviously stronger than the other two variables,
positive valence and tie strength with its -0.760
Beta value and 0.000 significant level. The
result also supports the findings of the
researchers, Mortazavi et al. (2014), who
studied the roles of the influences of flow, trust
and eWOM towards visual social network users’
purchase intention. In their study, the previous
researchers stated that the positive valence of
eWOM has higher impact on purchase intention
than negative valence. But in this research, the
negative valence has higher and significant
influence on purchase intention than the other
two variables. The negative valence has an
indirectly proportional effect to the purchase
intention. It means that if a fan received high
negative valence, the intention of the fans to
purchase the products from Nature Republic
would decrease. The best way to take
precautions against negative valence is by
offering help line service for the customers,
who already purchased and used the products
before, to complain dissatisfaction or any issue
related to Nature Republic. Another way is to
request experienced customers to complain
product-related issues by messaging directly to

Nature Republic via the Facebook brand page.
By this way, the experienced customers will not
need to make any negative comment or post on
the Facebook brand page. Thus, the Nature
Republic Myanmar Facebook fans, who have
never purchased or used the cosmetic products
of Nature Republic, will not easily find any
negative word or comment that can intensify
the value of negative valence.
Conclusions
Since Facebook was invented, it has
become one of the leading online social
networks in the world. The number of
Facebook users is still growing up and it is still
at the top of the table with its 1.86 billion
monthly active users. Facebook has become the
part of people daily life. The number of
Facebook users in Myanmar has also grown up
very fast since the Internet connection was
widely available to the mass population. So
from the side of business view, how to promote
their products/services and attract the
increasing big numbers of Facebook users via
Facebook become vital for the success of the
business. And also how the activities of the
business on Facebook enhance and affect the
factors that influence the intention of the
Facebook
user
to
purchase
their
products/services become a question.
According to the findings, it can be concluded
that the respondents have importantly ranked
the factors given in this research. All the factors
have influences on the purchase intention. The
conclusion clearly signifies that of the three
hypothesis statements the variables, attachment
with brand, attitude towards brand, and
negative valence of eWOM have higher
influence on purchase intention than other
variables. Therefore those three variables are
crucial and should be paid attention when a
business
decides
to
promote
its
products/services
on
social
networks,
especially on Facebook.
Because of the limitation of the resources, the
researcher collected data from only 300
respondents and has conducted only one
Facebook brand page of the Korean cosmetic
brand as a case study for this research. So the
results do not represent the whole population of
the Facebook fans of the cosmetic brand and the
whole social networks and pages on them.
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The Influence of Perceived Service Quality, Customer Satisfaction, and
Emotional Satisfaction on Customer Behavioral Intentions towards hotel in
Bangkok, Thailand
Thawatwong Limthongsittikun and Sirion Chaipoopirutana
Assumption University, Bangkok, Thailand
Abstract
This research aims to study the influence of perceived service quality, customer satisfaction,
and emotional satisfaction on customer behavioral intentions. Data from a survey of 300 customers who
had experience staying at a selected hotel Bangkok, Thailand were used to test the research model. The
conceptual framework consists of the following constructs: perceived service quality, customer
satisfaction, emotional satisfaction, and behavioral intentions. Moreover, four hypotheses were

developed and tested. The analytical result showed that the dimensions of perceived service
quality including tangibility, reliability, responsiveness, confidence and communication
influenced on customer satisfaction, emotional satisfaction and behavioral intention. Moreover,
emotional satisfaction and customer satisfaction influenced on behavioral intention.
Keywords: Perceived Service Quality, Customer Satisfaction, Emotional Satisfaction,
Customer Behavioral Intentions, Hotel in Bangkok Thailand
Introduction
Thailand is a developing country and
one of the most popular tourist locations with
good feeling and valued for money comparing
to other Asia-Pacific countries, Thailand is the
top destination in the region. Chinese are
usually the biggest international tourists
followed by Hong Kong and Malaysia
(Lunkam, 2016). Presently, the hotel industry
consists of 12,359 hotels and THB 513 billion
revenue in 2014, 14,223 hotels and THB 544
billion revenue in 2015, and 15,510 hotels and
THB 574 billion revenue in 2016 because the
advent of the Asean Economic Community
(AEC) in 2015 affected to the Thai hotel
industry which grew the income of hotel
industry grew by around 5% from previous year
(Kasikorn Research Center, 2016).
The hotel industry is the one of service
industries which have to satisfy traveling
customers by their accommodation to be
comfortable like their home. Normally,
customers have their own identity such as
physical, mental, emotion, need, etc. that makes
many types of hotel satisfy customers
(Sungsungwan, 2004).
Service quality is crucial to the success
of any service organization. Hotels with good
service quality will improve their market share

and profitability. Moreover, perceived service
quality is an important thing for consumers
because they will assess the utility of service
based on the comparison of what is received
and what is given. Good service quality can
deepen customers’ memory to form an
awareness of the brand image and measured the
perceived value of a customer in the
psychology of the customer, these results will
gain customer satisfaction (Xie, 2014).
Customer and emotional satisfaction in the
hotel industry are the important factors for
hotels to differentiate themselves from rivals.
Customer and emotional satisfaction can be
measured from product and services with the
expectation value and quality of customers.
Moreover, hotels can be gain a lot of income
and successful with less cost. If a hotel can
satisfy customer need and emotion, customer
will have behavioral intention with the hotel
(Wilson et al., 2008).
Behavioral intention is the ordinary
goal that all of proficient marketers wished to
get it to hit the heart of customers. On the other
hand, behavioral intention of customers can be
adapted of repurchase for the merely personal
objectives, and can create positive word of
mouth by the free will of the satisfied customer.
Moreover, the usage of a product and service
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are sensitive to the customer’s dependability (Li
et al, 2003).

of customer in order to favorable or unfavorable
to a specific product or service experience. In
terms of the hotel industry, Desmet et al. (2009)
stated that emotional satisfaction is the emotion
after receiving staying experience at the hotel
during consumption, such as satisfaction,
enchantment, enjoyment, etc. which was
measured presently after the perceiving of
service and their presented emotions during the
reaction between customers and hotel staffs.

Research Objectives
1. To study the influence of perceived service
quality on customer satisfaction.
2. To test the influence of perceived service
quality on emotional satisfaction.
3. To identify the influence of perceived service
quality on customer behavioral intention.
4. To examine the influence of customer
satisfaction and emotional satisfaction on
customer behavioral intention.

Customer Satisfaction
Schiffman and Kanuk (2010) postulated that
customer satisfaction is a customer’s perception
of the product or service relating with
customers’ expectations. Bowden and Dagger
(2011) designated that customers will be
satisfied if the performance of a product or
service meets their expectations. Also, they will
be unsatisfied if their expectations were higher
than the performance of a product or service. In
terms of the hotel industry, Ali (2015) indicated
that customer satisfaction is the total evaluation
of the product and service provider at the hotel.

Literature Review
Perceived Service Quality
Kuruuzuum and Koksal (2012) defined
that the perceived service quality is the
consequence of an assessment process, in
which the customers compare their
expectations with their perception of the service
given. In terms of the hotel industry, Getty and
Getty (2003) defined that the perceived service
quality in the hotel industry is assigned by
comparing of expectations of customers with
five
service-quality dimensions.
First,
tangibility of perceived service quality is the
physical actualization and performance of the
hotel (such as the decoration of the hotel).
Second, reliability of perceived service quality
is the hotel staff can operate the right services
in the first time. Third, responsiveness of
perceived service quality is the problems of
customers can be solved suddenly and
effectively. Fourth, confidence of perceived
service quality is the efficacy and manners of
employees, friendly and accessible staffs, and
the safety of the hotel surrounding. Last,
communication of perceived service quality as
the hotel staff can explain to the customers
clearly and also find out particular needs of
customers.

Behavioral Intentions
Danesh et al. (2012) conceptualized that
behavioral intention is the future inclination of
customers to keep using this service provider.
Brown et al. (2005) stated that behavioral
intentions correlates to advise this company to
others, to provide the positive word of mouth
toward the company, and to be willing to
remain the loyal to the company. In terms of the
hotel industry, Kuruuzuum and Koksal (2012)
also stated that behavioral intentions are related
with the service ability of the hotel to make
customers to spread positive things about them,
suggest them to others, keep loyal to them and
pay premium price which can be measured by
positive word of mouth, willingness to
recommend to others and repurchase intentions
to the hotel.

Emotional Satisfaction
Bourne and Russo (1998) predicated
that emotional satisfaction depend on many
factors based on the personal experiencing and
emotion including cognitive or biological
factors considering with the outside influences
such as environment, society, surrounding
people, etc. Westbrook and Oliver (1981) also
indicated that emotional satisfaction is reaction

Related review between Perceived Service
Quality and Behavioral Intentions:
Previous studies have examined that
perceived service quality is influenced on
behavioral intention. Raza et al. (2012)
indicated that service quality is the important
factor that affected on behavioral intention both
indirect and direct. Also, Joshi et al. (2010)
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found that five dimensions of perceived service
quality which are tangibility, reliability,
responsiveness, confidence and communication
are positively influenced on behavioral
intention in the service industry.

or recommend it to others. As a result of this
review of the literature, this study confirms that
customer satisfaction is strongly influenced on
behavioral intentions.
Related
review
between
Emotional
Satisfaction and Behavioral Intentions:
Numerous studies have investigated that
emotional satisfaction is influenced on
behavioral
intentions.
Oberecker
and
Diamantopoulos (2011) investigated that the
emotions of customers are influenced on
behavioral responses of customers. Also,
Kozub et al. (2015) found that emotions of
customers strongly affect behavioral intention
of customers who had a staying experience in a
luxury hotel.

Related review between Perceived Service
Quality and Customer Satisfaction:
Previous studies have examined that perceived
service quality is influenced on customer
satisfaction. Joshi et al. (2010) pointed out that
five dimensions of perceived service quality
including
tangibility,
reliability,
responsiveness, confidence and communication

Conceptual Framework
Figure 1: The conceptual framework of The
Influence of Perceived Service Quality,
Customer Satisfaction, and Emotional
Satisfaction on Customer Behavioral Intentions
towards a hotel in Bangkok, Thailand

can increase customer satisfaction in the service
industry. Getty and Getty (2003) defined the
perceived service quality in the hotel industry
that is perception of quality in service is
assigned by comparing of expectations of
customers.

Hypotheses
H1o: Perceived service quality in term of
tangibility,
reliability,
responsiveness,
confidence, and communication are not
influenced on behavioral intention.
H1a: Perceived service quality in term of
tangibility,
reliability,
responsiveness,
confidence, and communication are influenced
on behavioral intention.
H2o: Perceived service quality in term of
tangibility,
reliability,
responsiveness,
confidence, and communication are not
influenced on customer satisfaction.
H2a: Perceived service quality in term of
tangibility,
reliability,
responsiveness,
confidence, and communication are influenced
on customer satisfaction.
H3o: Perceived service quality in term of
tangibility,
reliability,
responsiveness,
confidence, and communication are not
influenced on emotional satisfaction.
H3a: Perceived service quality in term of
tangibility,
reliability,
responsiveness,
confidence, and communication are influenced
on emotional satisfaction.

Related review between Perceived Service
Quality and Emotional Satisfaction:
Numerous previous studies have
examined that perceived service quality is
influenced on emotional satisfaction. Ladhari
(2009) found that perceived service quality are
influenced on feelings of customers of their
guests who stayed in the hotel. Also, Bagozzi et
al. (1999) mentioned that emotional satisfaction
will occur after the perceiving of service during
the reaction between customers and hotel staff
which has the affect between two variables.
Related
review
between
Customer
Satisfaction and Behavioral Intentions:
Many studies have postulated that customer
satisfaction is influenced on behavioral
intentions. Han and Back (2006) presented that
customers satisfaction is a positive function of
behavioral intention in term of hotel industry.
Ali (2015) also supported that customer
satisfaction was probably affects positive
behavioral intentions such as revisit intentions
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H4o: Customer satisfaction and
satisfaction are not influenced on
intention.
H4a: Customer satisfaction and
satisfaction are influenced on
intention.

emotional
behavioral

influenced
on
Customer
Satisfaction,
Emotional Satisfaction, and Behavioral
intention. Moreover, Customer Satisfaction and
Emotional Satisfaction are influenced on
Behavioral Intention.

emotional
behavioral

Data Collection
Methodology

In this study, the researchers used both
primary and secondary data. The researcher
applied the method of survey to collect primary
data. The researcher distributed questionnaires
to respondents by face-to-face approach and
explain to them about the questionnaires and
material understandably and clearly. The
questionnaires were distributed to customers
who were checking out from the hotel. The
researcher went to collect data since 1 February
2017 until 2 March 2017 from 10:00 to 14:00
reaching 100 respondents at each branches
which are first branch on 1-10 February 2017,
second branch on 11-20 February 2017, and last
branch on 21 February to
2 March
2017. The researcher would wait for customers
in front of the lobby of the hotel in order to
distribute questionnaires after they finished
checking out.
The researcher used the secondary data
to create the structure of this research
systematically and theoretically consisting of
the literature, the framework, analysis,
recommendation
and
conclusion.
The
collection of data were from journals, research
articles, internet, which are associated to this
study.

This study proceeded using descriptive
research to study customers’ behavioral
intentions in the hotel industry and applied
survey technique to collect data, gathering data
from respondents by distributing questionnaires
containing six parts, which are screening
question, perceived service quality, customer
satisfaction, emotional satisfaction, behavioral
intention and demographic respectively. The
study examined the influence of independent
variables that are perceived service quality in
term of tangibility, reliability, responsiveness,
confidence,
and
communication
and
intervening variable that are customer
satisfaction and emotional satisfaction on
dependent variable that is behavioral intention
of the customers. The area of study is in a hotel
Bangkok, Thailand. There were three nonprobability sampling techniques applied, which
are judgment sampling, quota sampling and
convenience sampling to find the sample of this
study. In this research the target population is
available customers who had staying
experience in the hotel Bangkok Thailand.
The researchers applied statistical
software to analyze the data from 300
questionnaires. There are the four main
findings. First is analysis for demographic
factors, most of respondents were male, 41- 60
years old, and having monthly income above
50,000 Baht. Second is analysis variables by
using mean and standard deviation. Third is
reliability analysis of research instrument,
which showed that all parts of questionnaires
were reliable Cronbach’s alpha ≥ 0.60 which
were reliable and applied in this research. The
last is hypothesis testing by Multiple Linear
Regression (MLR), the result represented that
all the null hypotheses were rejected by showed
that all of the sig. were less than .05. It meant
that Perceived Service Quality in term of
Tangibility,
Reliability,
Responsiveness,
Confidence,
and
Communication
are

Findings
Table1: The summary of hypotheses testing
results in Table1 represents all the null
hypotheses are rejected.
According to Table 1 and 2, it indicated
that perceived service quality in term of
tangibility,
reliability,
responsiveness,
confidence,
and
communication
were
influenced on customer satisfaction, emotional
satisfaction,
and
behavioral
intention.
Moreover, customer satisfaction and emotional
satisfaction are influenced on behavioral
intention.
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Hypotheses
Statements

Sig.
valu
e

Hypothesi
s testing
results

H4o: Customer
satisfaction and
emotional
satisfaction are
not influenced
on
behavioral
intention.
- Customer
.000 Reject H4o
satisfaction
- Emotional
.000 Reject H4o
satisfaction
Recommendation

Statistic
al
techniqu
e used

Multiple
Linear
Regressi
on

Based on hypotheses two, the
researcher found that perceived service quality
of tangibility, reliability, responsiveness,
confidence, and communication are influenced
on customer satisfaction which deeply
information it found that the highest influenced
on customer satisfaction was confidence. From
the result, researcher would like to recommend
that the hotel should emphasize on the efficacy
and manners of employees, friendly and
accessible staffs, and the safety of the hotel
surrounding because all of them can affect
customer satisfaction.
The results from hypotheses one and
three, the researcher found that perceived
service quality of tangibility, reliability,
responsiveness,
confidence,
and
communication are influenced on emotional
satisfaction and behavioral intention which
deeply information it found that the highest
influenced on both emotional satisfaction and
behavioral intention were tangibility. The
researcher would like to suggest that Novotel
hotel should focus on the physical actualization
and performance of the hotel such as the
decoration of the hotel which is the tangibility
to maintain emotional satisfaction and
behavioral intention of customers. Moreover,
the hotel should interview and ask feedback
what the customers like to improve themselves
to be satisfied customers anytime.
Based on hypotheses four, the
researcher found that customer satisfaction and
emotional satisfaction are influenced on
behavioral intention which deeply information
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Hypotheses
Statements
H1o:
Perceived
service quality in
term
of
tangibility,
reliability,
responsiveness,
confidence, and
communication
are not influenced
on
behavioral
intention.
- Tangibility
- Reliability
- Responsiveness
- Confidence
- Communication
H2o:
Perceived
service quality in
term
of
tangibility,
reliability,
responsiveness,
confidence, and
communication
are not influenced
on
customer
satisfaction.
- Tangibility
- Reliability
- Responsiveness
- Confidence
- Communication
H3o:
Perceived
service quality in
term
of
tangibility,
reliability,
responsiveness,
confidence, and
communication
are not influenced
on
emotional
satisfaction.
- Tangibility
- Reliability
- Responsiveness
- Confidence
- Communication

Sig.
valu
e

Hypothesis
testing
results

Statistical
technique
used

Multiple
Linear
Regression
.000
.007
.032
.004
.001

Reject H1o
Reject H1o
Reject H1o
Reject H1o
Reject H1o

Multiple
Linear
Regression
.042
.001
.013
.000
.000

Reject H2o
Reject H2o
Reject H2o
Reject H2o
Reject H2o

Multiple
Linear
Regression
.000
.022
.001
.005
.001

Reject H3o
Reject H3o
Reject H3o
Reject H3o
Reject H3o
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it found that the highest influenced on
behavioral intention was emotional satisfaction.
According to the result, researcher would like
to advice that Novotel hotel should focus on the
reaction of customer positively anytime to keep
customer behavioral intention highly.
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Further Study
For the further study, .First, researcher would
like to apply the study with other locations of
Novotel Hotels. Second, researcher would like
to study about the applying variables in the
study with the different hotels. Third, collecting
data shall be done in holidays which can get the
various data from respondents. Fourth, after
researcher collect the data, researcher found
that in Novotel hotel customers have a different
nationality, which is interesting to study. Last,
in the future the researcher would like to add
some different variables such as customer
loyalty, and location accessibility.
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Abstract
The purpose of this research is to explore the co-working space users’ perceived value through their
hedonic, utilitarian, and social values. New to Bangkok's modern entrepreneurship and younger
generations' lifestyles with SMEs, co-working space service prompts an investigation of relationship
between each type of value dimensions on the users' satisfaction, their overall perceived value, and their
behavioral intention to use co-working spaces located within Bangkok Metropolis. Impacts of value
dimensions upon overall satisfaction are also included in this study.
Data are collected from 408 residents in Bangkok Metropolis. The respondents are drawn from those
who experienced using co-working space service, and those interested in using this new service.
Questionnaires are distributed via both online and offline practices. Treatment of data employs Pearson
correlation and Multiple Linear Regression.
The result reveals that all the values—hedonic, utilitarian, and social values—significantly have
relationship with the users' behavioral intention to using the co-working space service. Social value
shows the strongest relationship with behavioral intention, and has a strong impact upon the users'
satisfaction. Utilitarian value receives the highest level of perception with mean value of 4.05 out of the
scale of 5. Hedonic value ranks the lowest (0.369) in terms of its relationship with the users' behavioral
intention. However, hedonic value exhibits the strongest relationship with overall perceived value.
Users' satisfaction shows the strongest relationship with behavioral intention to using the co-working
space, trailed by the overall perceived value.
This study hopes to enable operators and owners of co-working space to identify their current
customers’ and potential customers’ perceived values. With these outcomes, operators can plan their
marketing strategies and space management, be they brand identity, market positioning, service scope,
or spatial concept.
Keywords: co-working space, hedonic value, independent worker, knowledge economy, monetary
value, perceived value, social value, telecommuting, utilitarian value
working space first aimed to tackle with
unproductive work life of home office. Two
years later, the term ‘co-working’ was noticed
as the trend on Google’s database in 2007,
when 75 co-working spaces sprouted to 160
within a year. CBRE (2016) contended that the
growth has surged to more than 7,800 spaces
worldwide in 2015. The cities in the West such
as New York and London have more than 120
spaces individually. In Asia Pacific, coworking spaces are mostly located in gateway
cities such as Tokyo, Hong Kong, Melbourne,

Introduction
Co-working space is a new work phenomenon
in business world. Over the past decade, coworking space has continued to gain more and
more popularity among independent workers
globally. The term ‘co-working’ was initially
used by Bernie DeKoven in 1999 to identify a
collaborative work and business meetings
assisted by new technologies particularly
computer (Foertsch & Cagnol, 2013).
Conceived in San Francisco in 2005, co-
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Shanghai, Singapore, and Sydney. There were
more than 300 co-working spaces in these
cities. Tokyo has approximately 100 spaces,
while Hong Kong, Singapore, and Shanghai has
40 to 60 each. Co-working spaces in Asia
Pacific are dominated mostly by local and
regional operators accounting for 60% of the
market share (CBRE, 2016).
Thailand, especially in Bangkok Metropolis, is
no exception to the rapid growth of co-working
spaces. Despite their popularity in the local
market, the business is maturing. The growth of
co-working space in Bangkok is expected to
slow down in half this year after they have been
doubled annually over the past five years
(Nguansuk, 2016). This is a result of the
increasing numbers of co-working space, which
causes over supply in the market. With the
transforming of service offices into co-working
spaces and the comings of global operators into
Thai market, the competition is intensified
further. Some operators have become
unsuccessful as they could not create a shared
working environment with the shared coworking community values. Without these
shared values and learning opportunities, the
creativities that would derive from the synergy
of idea sharing and collaboration within the coworking space would be torn down. As such,
various operators have been trying to offer
more than just a place for work by creating their
own conceptualized spaces to attract their target
shared-value customers, in order to facilitate
the end users with the opportunities to learn and
achieve more productivity.
The rapid growth of co-working spaces in
Bangkok Metropolis and its prominent impacts
in businesses, co-working spaces have been,
however, largely overlooked by academics.
Although the concept has been mentioned in
some articles, books, and online sources
regarding as future business trends, only a few
academic research studies appear to offer
profound analysis of this subject. Studies are
found only in descriptive approaches in terms
typologies of co-working space, and the degree
to which co-working spaces involve in new
work concept, libraries, and learning centers.
As there are only a few academic research
studies that investigate the phenomenon in
Bangkok, they are insufficient in addressing the
key success values to conducting a co-working

space business particularly for operators in
Bangkok. These value offerings are essential
for operators to capture their target groups.
Identification of the basic values the coworking spaces’ customers want to pursue
would enable the co-working space operators to
create the service package to match with
individuals’ resources and capabilities, thus
resulting in distinctive selling points.
The objectives of the study therefore aim:
To describe the perceived values of co-working
space in Bangkok in views of independent
workers;
To identify the extent to which the behavioral
intention to use co-working space is related to
overall perceived values; and,
To identify the extent to which the behavioral
intention to use co-working space is related to
satisfaction.
Materials and Methods
Literature Review
Development of Co-working Spaces
Co-working space could be defined as a shared
working environment that goes beyond private
and professional spaces like home or office, and
café functions, which provides users with
various supporting facilities. It aims to support
independent workers and individual innovators
with convenience place for work, meet, eat, and
relax at once. The atmosphere is more formal
than home, and less formal than office. The key
success factors for this business model are easy
accessible locations, affordable prices,
attractive facilities, and unique selling points in
terms of overall concept and appearance. The
space should also enable users to enjoy,
collaborate, and socialize among the coworking community resulting in greater
productivity as a whole.
The popularity of co-working space has
changed the ways that modern day workplaces
are organized. Gen Y people are bored of
routine work and strict rule. They yearn for
freedom of life and work. This is part of a
reason why they resign, and become freelancers
or initiate their own start-up businesses.
Various creative and design firms such as
DTAC, CMO Group, Saatchi & Saatchi, and
Ananda Development have adopted this kind of

76

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

untraditional working environment to boost
their employees’ creativity and comfort their
corporates’ work life. They transform the office
space to facilitate better collaboration and
knowledge sharing among employees. They
aim to offer the employees with freedom to live,
learn, work, and play at the same time. They
also offer additional facilities for a break during
and after works such as small informal
gathering space, fitness, and karaoke room.
Co-working spaces have grown in line with the
increasing popularity of startups, demand for
more flexibility of doing work, and
technological advancement, which allowed
people to work independently. It is believed to
be one of the key successes in the startup
ecosystem, which provides a place for
incubating talented individuals to share idea
and develop new projects, said Teerapon
Tanomsakyut,
chief
innovation
and
sustainability officer of True Corporation
(Nguangsuk,, 2016). Due to its flexibility in
working space’s options, supporting facilities,
and affordable prices, this business model has
become one of the most successful businesses
in Thailand. The number of co-working space
operators has started from four companies in
2012 and grown to 120 spaces in 2016. The
market is not mature yet with only 20,000
square meter of co-working space available in
Thailand comparing to the 9 million square
meter of commercial office space, said Amarit
Charoenphan, the co-founder of Hubba which
is the first co-working space in Thailand
(Nguansuk, 2016).
The business can be set up from the area around
100 square meters up to over 10,000 square
meters with various supporting facilities such as
high-speed Wi-Fi, printer and scanner, café for
food and beverage services, locker, and shower
room. There are also various zones for variety
of work process such as private room, event
space, and studio for photo shoot or art work.
Some operators have even scoped down their
concepts to create specialized spaces for
particular users’ segments such as designers,
architects, scientists, and 3D printer and
robotics makers.
As such, users at large would perceive a coworking space to encompass the elements in
which they find it enjoyable, conducive for
social or business encounters, and useful as they

spend time at any co-working spaces. This
study therefore focuses on the following
variables.
Hedonic Value
Babin, Darden & Griffin (1994) define hedonic
value as an individual feeling and emotional
response that results from being fun and
playful. Emotion is an important part of the
overall value of product or service context as
consumers usually buy product or service in
which it gives pleasurable and joyful
experiences. Brillet, Rivere & Garets (2014)
describe hedonic value as self-oriented,
intrinsic value that is derived from the feelings
or emotional state created by a product such as
pleasure, beauty, and appearance.
Utilitarian Value
Hirshman and Holbrook (1982) define
utilitarian value as the value that is derived from
functional benefit. It is related to efficiency and
economical aspects in terms of task-specific of
products or services. Ha and Jang (2010)
explain that utilitarian value adopts cognitive
aspects of attitude in terms of the value for
money and evaluations of convenience and time
savings. Griffin et al. (2000) also support that
utilitarian value increases as task completes in
more efficiently and effortlessly ways. Brillet et
al. (2014) describe utilitarian value as selforiented, extrinsic value that is derived from the
utility, quality, and performance of products or
services.
Social Value
Sweeny and Soutar (2001) define social value
as the utility that is derived from the ability of
products or services to enhance individual’s
social self-concept. Sweeny and Soutar (2001)
also state that the concept of social value
corresponds to social image as it focuses on
self-image perceived by others. Consumers can
enhance their self-concept through the use of
product or service that is viewed as innovative
or trendy, which can lead to belonging to a
particular social class. Brillet et al. (2014) also
describes social value similarly in which it is
related in building a self-image that an
individual
reflects
to
others.
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Overall Perceived Value
Zeithaml (1988) define overall perceived value
as the overall assessment of the utility of a
product or service of the customers. The
assessment is evaluated based on a thing that is
received and given, which can be referred as the
trade-off between get and give elements.
Dootson, Beatson & Dreannan (2016) also
describe overall perceived value similarly in
terms of the trade-off between benefits and
costs of performing a behavior. Overall
perceived value is a multidimensional view of
value, which is varied across consumers as it is
an assessment of individual’s perceived value
from various sub-components trading-off
against one another. A thing that is received
such as value, quality, and convenience, and a
thing that is given such as money, time, and
effort are different among various perspectives.
It is a key concept in understanding user
behaviors including service adoption. Zeithaml
(1988) also contends that behavioral intentions
are the results of perceived value.
Prior studies have proposed several types of
perceived value. Sheth, Newman & Gross
(1991) construct an extensive framework
interpreting perceived value as having
emotional, functional, social, epistemic, and
conditional dimensions. Sweeney and Soutar
(2001) consider perceived value as multiple
value dimensions, which compose of
emotional, social, price or value for money, and
quality or performance. The last two
dimensions are regarded as the subset of
functional value. Yu, Zo & Choi (2013) regard
perceived value as comprising of hedonic,
utilitarian, and social dimensions. Dootson et
al. (2016) consider overall perceived value as
composing of utilitarian and behavioral
perspectives, which divide into usefulness and
monetary value for utilitarian perspective, and
social value for behavioral perspective.
Satisfaction
Oliver (1981) defines satisfaction as a postconsumption assessment based on a
comparison of the expected value before the
consumption and the received value after the
purchase or use of a product or service. In
others word, consumers tends to compare their
expectations with perceptions of consuming a
service or product. If the perceptions exceed
expectations, satisfaction arises. Oliver (1981)

also contends that satisfaction has positive
influenced on behavioral intentions.
Behavioral Intention to Use
Ajzen (1991) defines behavioral intention as an
individual’s probability or degree to perform a
given behavior. Intentions are believed to be
captured by various motivational factors that
can influence a behavior, which vary
extensively across customers depending on
personal assessment on various concerned
factors. It also depends on personal factors such
as how hard individuals are willing to try or
how much effort they use. The higher intention
of the individuals to engage in a behavior, the
more probability that performance will happen.
Research Framework and Methodology
The conceptual framework of this research uses
hedonic value, utilitarian value, social value,
satisfaction, and overall perceived value as
independent variables while behavioral
intention to use co-working space service is
used as dependent variable. It is shown in
Figure 1. The framework is conducted to
examine the relationship and impact between
independent variables and dependent variable.

Figure 1. Research framework
Data are collected from 408 residents in
Bangkok Metropolis. The respondents are
drawn from those who experienced using coworking space service, and those interested in
using this new service. The method of choosing
sample is non-probability and convenience
sampling. This means that the samplings are
selected non-randomly with some conditions
while they are not divided into subgroups.
Questionnaires are distributed both via online
and offline practices. Treatment of data
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employs Pearson correlation and Multiple
Linear Regression.
Reliability analysis is conducted to ensure that
all questions regarding to the variables can offer
reliable results, which can be applied into the
real world. The variable with Cronbach’s alpha
of greater than 0.6 is considered to be reliable.
The reliability test result with 30 respondents is
shown in Table 1. The result of this study
ranges from 0.621 to 0.872. Therefore, the
criteria for reliability are met for this study
(George & Mallery, 2003).

value, which can be inferred that co-working
space give good functionality in terms of
supporting facilities and zone for variety of
work. The respondents also have high
satisfaction with the service scope of coworking space. They believed that co-working
space is useful for their work and it can boost
their creativity. Fortunately, they will use coworking space service in the future.
Table 2: Descriptive Statistics of Variables
Variables
Hedonic value
Utilitarian value
Social value
Overall perceived value
Satisfaction
Behavioral intention to
use

Table 1: Reliability Test (Pre-Test)
Variable
Hedonic value
Utilitarian
value
Social value
Overall
perceived value
Satisfaction
Behavioral
intention to use

No. of
items
4
4

Cronbach’s
alpha
0.780
0.621

4
3

0.872
0.812

3
3

0.844
0.821

Mean
3.84
4.05
3.57
3.88
3.91
3.86

S.D.
0.61
0.53
0.64
0.60
0.59
0.66

Hypothesis Testing
This study is constructed by using eleven
hypotheses tested by Pearson correlation and
Multiple Linear Regression. The results
indicate that all hypotheses are significant with
level of less than 0.01. The correlation ranges
from low to medium positive association. The
perceived values can predict satisfaction for
37.2%, which is quite acceptable.

Results and Discussion
Respondent Profile and Important Findings
Most of the respondents are female (59.1%)
with age ranges from 26 to 33 years old
(46.1%). Almost one third of the respondents
work in creative, design, architecture, and
interior fields (29.2%). Half of the respondents
earn 25,000 to 50,000 Thai Baht per month
(50.0%). More than half of the respondents visit
café or coffee shop for their work off site
(54.4%). They usually work off site during
weekend (64.0%). Half of the respondents like
individual desk for one to three people (50.2%).
Most of the respondents value high-speed WiFi in choosing co-working space (67.9%). They
prefer the window seat (65.2%) to other
locations, and avoid shared-table-seat (58.6%).

Table 3A: Hypothesis Testing Results
Hypothesis

H10: Hedonic
value is not
related to
behavioral
intention to use
the co-working
space service.
H20: Utilitarian
value is not
related to
behavioral
intention to use
the co-working
space service.

Descriptive Statistics of Variables
The results indicate a favorable outcome in
which all variables exceed the benchmark score
of three as it refers to neutral preference.
Utilitarian value received the highest mean
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H30: Social
value is not
related to
behavioral
intention to use
the co-working
space service.
H40: Hedonic
value is not
impact up on
overall
satisfaction
with the
service.
H50:
Utilitarian
value is not
impact up on
overall
satisfaction
with the
service.
H60: Social
value is not
positively
impact up on
overall
satisfaction
with the
service.
H70: Hedonic
value is not
related to
overall
perceived
value.
H80:
Utilitarian
value is not
related to
overall
perceived
value.
H90: Social
value is not
related to
overall
perceived
value.

0.483**

0.261**

H30:
Rejected

Hypothesis

H100: User
satisfaction is
not related to
behavioral
intention to
use the coworking
space service.
H110:
0.546**
Overall
perceived
value is not
related to
behavioral
intention to
use the coworking
space service.

H40:
Rejected

0.163**

H50:
Rejected

0.335**

H60:
Rejected

0.530**

H70:
Rejected

0.455**

H80:
Rejected

0.496**

H90:
Rejected

Pearson
correlation
coefficient (r)
0.576**
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relationship on utilitarian value with correlation
of 0.449, and hedonic value with correlation of
0.436.
The crosstab results claim that the respondents
ages from 18 to 41 years old working in the
fields of SME, creative, design, and IT can be
presumed as the potential users for co-working
space. While all respondents from the age
groups and natures of business prefer the
individual desk to private room; the potential
age groups of 18 to 33 years old like studio,
whereas the older age groups like event space.
The potential business groups of SME, creative,
and design fields have preference for studio—
the type of space suitable for their natures of
work. Respondents in IT related field favor
more on event space.

Conclusions
Although only 45% of the respondents have
visited co-working space before, the result of
level of perception of co-working space
indicate a favorable outcome in which all
variables exceed the benchmark score of three
with mean value ranging from 3.57 to 4.05.
According to the level of perception, utilitarian
value is perceived as the highest value,
followed by satisfaction, overall perceived
value, hedonic value, and social value. The
respondents respectively favor the supporting
facilities, zone for variety of work, scope of
service, and usefulness of co-working space.
The respondents also perceive that co-working
space is a comfortable and happy place for
work. Most importantly, the respondents intend
to use co-working space service in the future.
Moreover, the data analysis reveals positive
outcomes. All five independent variables
including hedonic value, utilitarian value,
social value, overall perceived value, and
satisfaction are significantly related to
behavioral intention to use the co-working
space service. Amongst all independent
variables, satisfaction has the strongest
relationship with behavioral intention to use,
followed by overall perceived value. Amongst
the perceived values, social value has the
strongest relationship with behavioral intention
to use with correlation of 0.483. All three
perceived values are also significantly related to
overall perceived value with hedonic value
having the strongest correlation of 0.530.
Moreover, the hedonic, utilitarian, and social
values significantly have impact upon overall
satisfaction with the service. Social value has
the strongest impact upon overall satisfaction at
the value of 0.335.
Furthermore, the study also explores on the
relationship of perceived value dimensions with
behavioral intention to use by nature of
business. All value dimensions have significant
relationship with behavioral intention to use
except for the relationship of hedonic value of
consultant. From all four business groups,
Social value has the strongest relationship
following by utilitarian value and hedonic
value. IT related field has the strongest
relationship on the social value with correlation
of 0.625. SME merchandiser has the strongest

Managerial Implications
The results lead to some constructive
recommendations for operators of co-working
space on how to create value offering for
customers. The operators should focus on all
three perceived value dimensions since they
have significant relationship with overall
perceived value and behavioral intention to use,
and impact up on satisfaction. Among all value
dimensions, operators should focus on offering
social value since it has the strongest
relationship with behavioral intention to use at
either regard or disregard the nature of business.
It also has the highest impact on satisfaction,
which is a variable that has the strongest
relationship with behavioral intention to use.
According to the result of level of perception on
social value, respondents perceive that various
concept of co-working space can help them
show others their personal uniqueness or
identity. Secondly, they also perceive that they
will become part of co-working community by
using the service. Thus, the operators should
focus on building their own distinct concept to
make their brands stand out from others. Also,
they should concentrate on the development of
social interactions and notions of community
within the co-working space.
Moreover, the operators should focus on
providing utilitarian value as it is perceived as
the highest rating on the level of perception, and
the second highest relationship amongst all
value dimensions with behavioral intention to
use. Co-working space should offer adequate
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supporting facilities such as high-speed Wi-Fi
and café together with zones for variety of work
that suits different target customers’ fields of
work. The combination of supporting facilities
and work spaces should enhance on customers’
productivity, creativity, flexibility, and
interaction among users, which can lead to
learning opportunities and idea developments.
Amongst all independent variables, satisfaction
has the strongest relationship with behavioral
intention to use following by overall perceived
value. Hence, operators should focus on the
overall service satisfaction by offering scope of
service targeting on their customers. Amongst
all value dimensions, hedonic value has the
strongest relationship with overall perceived
value. With the support that the respondents
like window seat, the operators should focus on
providing comfortable place for work by
offering transparent, open, and playful types of
space with the incorporation of brand identity.
The ambience of the space should be an
informal working environment that allows
users to concentrate, interact, and relax at the
same time.
The findings also indicate that the potential
customer segment for co-working space covers
the age group of 18 to 41 years old, whose
works are in the fields of SME, creative, design,
and IT. While all respondents prefer individual
desk followed by private room, studio is
favorable by younger age group and event
space is favorable by older age group. Thus, if
the operators want to reach out to the new
generation, they should offer a kind of
experimenting spaces. On the other hand, if the
operators aim to create more professional
community, event space is the best option in
this field.
Furthermore, the findings show that different
business groups prefer different types of space
that suit their fields of work. Hence, if the
operators know what their target customers are,
they should offer combination of space that
would complete and facilitate their customers’
work processes. Those who work in SME,
creative, and design fields may need studio for
their photo shoot of new products or models. IT
related field may favor event space for
attending or creating seminar or workshop, in
order to gain new experiences.
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Exploring Customer Satisfaction and Loyalty at the Head Quarter of a Life
Insurance Company in Bangkok, Thailand
Treechat Chawiwat and Sirion Chaipoopirutana
Assumption University, Bangkok, Thailand
Abstract
There has been a continuous growth in the life insurance industry in Thailand over the past years and is
forecast to keep growing despite the economic recession. This study aims to research and understand
the factors influencing customer satisfaction and loyalty among Thai insurance customers. The
population under this study is Thais, both male and female who are current and existing customers of a
life insurance company in Bangkok. The data were collected through total 300 existing customers who
were at the head quarter office of a life insurance company in Bangkok waiting for services. The
descriptive research and survey technique were used for this study. Both Simple and Multiple
Regression Line are applied to test the influence between variables, and find out the extent to which the
independent variables have impact on the dependent variable. The findings showed that brand image
had an influence on service quality. Service quality influenced price perception. Also, service quality
and price perception influenced on satisfaction. Finally, satisfaction and brand image influenced loyalty.
Only service quality did not significantly influence loyalty.
Keyword: Life Insurance, Price Perception, Brand Image, Bangkok, Thailand
in which the consumer’s needs, desires and
expectations during the service experiences
have been met or exceeded. Each variable
would have a different contributing weight
towards customer loyalty. Thus, it is important
to understand them so that the factors can be
determined significantly.

Introduction
Customer loyalty is important for every
business especially in the servicing sector.
Loyalty is the factor that would ensure the
continuous purchase from the customers.
Oliver (1997) defined loyalty as a deeply held
commitment to repurchase or re-patronise a
preferred product or service continuously in the
future (despite situational influences and
marketing efforts) having the potential to cause
switching behavior. Lovelock and Wirtz (2007)
described loyalty as a customer’s commitment
to continue patronising a specific firm over an
extended period.

In the past, Thai people viewed an insurance as
a topic they are dread to talk about. When
speaking of insurance, people usually changed
the topic to something else. This may be
because of the fact that it might lead to
uncomfortable situations where people they
knew trying to sell life insurance policies to
them. Moreover, people also felt that it is a
waste of money because you can never get to
use its benefit while you are still alive and the
money paid continuously is a big burden to
carry on for many years. In addition, some
people are tricked into buying a life insurance.
This also contributed to the people’ negative
attitudes towards an insurance industry.

Creating customer loyalty, though, is not easy
and require times to develop. However, it can
be done through different variables. Many
studies have been done and confirmed that
customer loyalty can be directly and indirectly
achieved through different variables such as
brand image, satisfaction, service quality
including price perception. Hunt (1977) defined
satisfaction as a post purchase estimation of a
consumer on total experiences on service. It is
an affective (emotion) state of feeling reaction

Nowadays, the general perspectives towards
life insurance has been improved. People have
started to pay more attention to the details of life
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insurance policy, learned more about its
conditions, advantages and realized the
importance of life insurance. According to
website of The Thai Life Assurance
Association (www.tlaa.org), the insurance
penetration rate vs GDP equals to 3.96%. This
signified the interest of people in a life
insurance. In order for life insurance companies
to gain more market share in a growing
industry, the questions to consider are how to
acquire the new customers, and how to retain
and develop more business where an insurance
can still be considered as an unwelcoming
topic. The companies need to understand their
customers, and what factors that would create
customer satisfaction, positive word of mouth,
and customer loyalty. From the referencing data
of www.tlaa.org, it showed the increasing total
premium in a life insurance industry since 2012
at 391,358.01 million Baht until end of 2016 at
568,260.38 million Baht. It can be implied that
there has been rising demands in the life
insurance market and it tends to grow in the
future. One of the factors boosting the life
insurance industry is the government’s policy
where the life insurance premium paid can be
used as one criteria of annual revenue tax
deduction. It is true in some levels that Thai
consumers do not actually know much in detail
about the life insurance products, but they tend
to rely on word of mouth of people they trust.
Hence, we need to also understand the variables
that would have impacts on customer’s
experiences to develop customer loyalty.

the product/service to others. The researchers
chose to conduct the research analyzing the
influencing variables of the winning company
to understand what were the reasons and in
which level they created and/or influenced
customer loyalty among the company’s existing
Thai customers.
Research Objectives
1. To test an influence of brand image on
service quality.
2. To analyze an influence of service quality on
price perception.
3. To evaluate influences of service quality and
price perception on satisfaction.
4. To determine influences of brand image,
service quality, and satisfaction on customer
loyalty.
Literature Review
Theory
Brand Image: It is the idea of consumers
towards the brand when reflected by brand
association processed in memories of
customers (Keller, 2003).
Kotler (2001)
described image as “the set of beliefs, ideas, and
impression that a person holds regarding an
object”. According to Aaker (1991), brand
image was referred as “a set of associations,
usually organized in some meaningful way”,
while Keller (1993) defined it as “perceptions
about a brand as reflected by the brand
associations held in customer memory”. Brand
image can also be referred as consumers’
knowledge and assessment of a brand
(Friedmann and Lessig, 1987). Gatewood et al.
(1993) pointed image as being just connected
with the firm’s name. Ulusua (2011) also
believed that brand image is important, for it
occupies a crucial place in consumers’ minds.

Among top 10 of life insurance companies
according to The Thai Life Assurance
Association (www.tlaa.org), the company
ranked number in 2016 with the most market
share at occupied 21.34% of the market. To
maintain market share and its market position,
acquire new customers, and develop more
revenue from existing customers, it is important
for this company to understand what factors can
lead to customer loyalty. Pearson (1996) has
defined customer loyalty as the mindset of the
customers who hold favorable attitudes toward
a company, commit to repurchase the
company’s product/service, and recommend

Service Quality: The definition of service
quality is the perspective of customer linkage
between real performance and their expectation
(Gro¨nroos, 1984). The idea is based on the
disconformation paradigm (Parasuraman et al.,
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1985), where service quality perception results
from comparing to what consumers consider
the service should be and the service provider’s
actual performance and proposed the
SERVQUAL structure of service quality. The
perceived quality of a service can be
conceptualized between a service firm’s
performance against some benchmark set in the
customer’s mind (Torres, 2014).

advising the retailer to the other customers
show the presence of attitudinal loyalty.
Related Review Literature
Brand Image and Service Quality
Ali, Zhou, Hussain, Nair, and Ragavan (2016)
studied about “Does higher education service
quality effect student satisfaction, image and
loyalty?” to seek out the effect of Malaysian
public universities’ service quality on
international student satisfaction, institutional
image and loyalty. The findings illustrated that
five dimension of higher education service
quality have impacts on student satisfaction
which also influence institutional image as
well. This can be implied that the brand image
and service quality has a relationship with each
other. In addition, Wu (2011) studied about
relationship among hospital brand image,
service quality, patient satisfaction, and loyalty
in Taiwan. The positive effect is demonstrated
in the verifications among hospital brand image
and service quality at β = 0.701, p < 0.001
meaning that a positive hospital brand image
initially increases service quality perceived by
a patient.

Price Perception: Perceived price can be stated
that they are the customers’ judgement about
service’s average price when comparing with
the competitors (Chen, Gupta, and Rom, 1994).
Price perception will include monetary and
nonmonetary prices (Chen, Gupta, and Rom,
1994). In service industry, nonmonetary costs
such as time and effort to the customers must be
also considered (Zeithaml, 1988). Price is an
important factor in consumers’ purchase so it
holds a large influence on consumers;
judgements about the service (Herrmann et al.,
2007).
Satisfaction: Satisfaction is a state of meeting
expectations (Rai and Srivastava, 2014). It also
is a person’s feeling of pleasure or
disappointment happening from comparing a
product’s perceived performance (or result) to
his or her expectations. Customers are either
satisfied or disappointed based on a comparison
made between their perception and service
outcome expectation (Kotler and Keller, 2006).

Service Quality and Price Perception
Olbrich and Jansen (2014) studied about pricequality relationship in pricing strategies for
private labels. The study in respect of the nonfood products showed that the price effectively
indicated product quality. On this regard, it can
be implied that the products / services with high
price tends to have higher quality. However,
Peterson and Wilson (1985) argued that the
relationship between price and perceived
quality is not universal and that the direction of
the relationship may not always be positive.
Other research, summarized by Olson (1977),
shows that price becomes less important as a
quality indicator when other product quality
cues, such as brand name (Gardner 1971) or
store image (Stafford and Enis, 1969) are
present.

Customer Loyalty: Loyalty is defined as a
commitment of the customers that is deeply
formed between a steady customer and the
specific brand. Loyalty will provide a repetitive
buying of the same product or service despite
the marketing efforts or situational effects
(Oliver, 1997).
Loyalty is classified as
behavioral and attitudinal characteristics
according to Bowen and Chen (2001).
Behavioral approach defines loyalty as the
consistent and repetitive purchases of the
product or service. Attitudinal approach is
about personal attitude. Although a customer
could not purchase steadily from the retailer, by
having positive feelings about the retailer and
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fairness and service convenience influence
satisfaction and loyalty of customers in the
Indian retail banking industry. Their findings
revealed that the service quality dimensions,
perceived price and fairness, service
convenience dimensions have a positive impact
on satisfaction and loyalty of customers. The
dimension of service quality applied by Kaura
and Datta (2012) were people, process and
physical evidence. Kaura and Datta (2012)
found that people factor processes a positive
impact on customer satisfaction which can also
lead to conclusions that better tangible aspects
of service quality of the bank branches increase
satisfaction of customers.

Brand Image and Loyalty
Chao, Wu, and Yen (2015) studied about the
influence of service quality, brand image, and
customer satisfaction on customer loyalty for
private karaoke rooms in Taiwan. The study
showed that brand image had a positive
influence over service quality and customer
loyalty. The research paper of Ogba and Tan
(2009) examined how brand image could
influence customer loyalty including making an
impact on customer’s commitment to market
offering within Chinese mobile phone market.
The study was about the impact of brand image
on customer loyalty and commitment in China
and their findings supported the assumption that
there was a positive impact between a brand
image and customer loyalty. This finding is also
consistent with earlier study showing that brand
image has a significantly direct impact on
loyalty (Merrilees and Fry, 2002).

Price Perception and Satisfaction
Kuara, Prasad and Sharma (2015) studied about
service quality, service convenience, price and
fairness, customer loyalty, and the mediating
role of customer satisfaction to determine to
which level service quality, perceived price and
fairness and service convenience influence
satisfaction and loyalty of customers in the
Indian retail banking industry. This study
proved that perceived price also has a positive
impact on satisfaction of customers.
In
addition, Marinkovic et al. (2014) studied to
identify the factors that will lead to satisfaction
and revisit intentions for full-service
restaurants. Their result was interestingly
showed that there was no statistically
significant impact of perceived price on guest
satisfaction. However, satisfaction along with
atmosphere and perceived price emerged as a
significant trigger of revisit intentions. The
research of Marinkovic et al. (2014) implied
that the low-price product and/or service may
not always generate customer satisfaction
which then would fail to create the loyalty
(revisit intention), but if positively combined
with other factors, loyalty may occur.

Satisfaction and Loyalty
Parasuraman et al. (1991) believed that there
was a positive influence from the consumers’
perception of service quality towards their
willingness to recommend the firm to others.
Chiu, Zeng and Cheng (2015) studied about the
influence of destination image and tourist
satisfaction on tourist loyalty: a case study of
Chinese tourists in Korea. The study was to
examine the effects of image through both
aspects on satisfaction levels and the loyalty of
tourists. The result illustrated that both
cognitive and affective images had positive
influences on satisfaction, and in turn,
satisfaction predicted tourist loyalty.
In
addition, Hart and Johnson (1999) added that
one of the conditions of true customer loyalty is
total satisfaction.

Service Quality and Satisfaction
Service Quality and Loyalty
Kuara, Prasad and Sharma (2015) studied about
service quality, service convenience, price and
fairness, customer loyalty, and the mediating
role of customer satisfaction to determine to
which level service quality, perceived price and

Kuara, Prasad and Sharma (2015) studied about
service quality, service convenience, price and
fairness, customer loyalty in the Indian retail
banking industry. Besides the result between
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H4o: Brand image, service quality, and
satisfaction are not influenced on customer
loyalty.

price perception and satisfaction including
service quality and satisfaction, this research
proved a positive relationship of service quality
dimensions, and loyalty of customers. Cronin
and Taylor (1992) concentrated merely on
repurchase intentions, whereas Boulding et al.
(1993) focused on the elements of repurchasing
as well as the willingness to recommend. The
result of Cronin and Taylor’s study
demonstrated that service quality did not appear
to have a significant (positive) effect on
repurchase intentions (in contrast to the
significant positive impact of satisfaction on
repurchase intention), while Boulding et al.
(1993) demonstrated positive relationships
between service quality, repurchase intentions
and willingness to recommend.

H4a: Brand image, service quality, and
satisfaction are influenced on customer loyalty.
Methodology
Under this study, the researchers applied the
descriptive research method. This method aims
to answer the questions of who, what, when,
where and how (Zikmund, 2003). For the
research technique, the researchers applied the
survey technique to collect the data. A total 300
questionnaires, designed with 5-point Likert
Scale, were distributed to respondents who are
available to answer in order to collect the data
at AIA Tower at Surawongse Road in Bangkok.
This location is the main and a head quarter of
the life insurance company. All aspects of their
business are operated here such as new business
attendance, renewal process, claim payment.
The sampling units are Thai customers, male
and female, and live in Bangkok who are
existing customers. For sampling units, the
researchers used non-probability by using
convenience and judgement technique. For
hypotheses testing, the researchers applied
Simple and Multiple Regression Line to
analyze the inferential analysis on hypotheses.

Conceptual Framework

Figure 1: The Conceptual Framework of
“Exploring Customer Satisfaction and Loyalty
at the Head Quarter of a Life Insurance
Company in Bangkok, Thailand”

Data Collection
In this research, the primary data were collected
from the population by distributing the selfadministered questionnaires to 300 respondents
at the researchers’ convenient date and time
during the month of February - April 2017. The
language used in questionnaires were both in
Thai and English languages. It was initially in
English and the researchers translated from
English to Thai. A translation was reviewed and
checked the English-Thai relevancy by 3
expertise majoring in linguistic field. On this
regard, it can be said that the translation is
relevant and reliable in terms of contexts.

Research Hypotheses
H1o: Brand image is not influenced on service
quality.
H1a: Brand image is influenced on service
quality.
H2o: Service quality is not influenced on price
perception.
H2a: Service quality is influenced on price
perception.
H3o: Service quality and price perception are
not influenced on satisfaction.

Result and Discussion

H3a: Service quality and price perception are
influenced on satisfaction.
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Table 1: Summary of result of hypotheses
testing
Hypothesis

Test
Statistic

Sig
lev.

H1o: Brand
Simple
.000
Image
Reg
H2o:
Simple
Service
.000
Reg
Quality
H3o:
Service
.000
Multiple
Quality
Reg
H3o: Price
.000
Perception
H4o: Brand
.000
Image
H4o:
Multiple
Service
.630
Reg
Quality
H4o:
.000
Satisfaction

Beta

Result

.832

Rejected
H1o

.722

Rejected
H2o

.316

Rejected
H3o

.669

Rejected
H3o
Rejected
H4o

.319
.027

Failed to
reject H4o

.723

Rejected
H4o

serve price perception of the customers first.
The finding can guide the company to set its
policy in the utmost position.
Finally, based on the findings of hypotheses
one, brand image influenced on the company’s
service quality at beta .832. With positive brand
image, the customers would feel that the service
quality of the company increases. On this
regard, the company should conduct more of
CRM and/or CSR activities to increase public
perception on company’s brand image.
Further Study
Future study can be done in different
geographical areas including other branches of
the company because the study was done only
at a head quarter office in Bangkok and the
service provided may not be sufficient to
evaluate the result of total picture. The result of
this study does not represent the different times
during the year. Future research can conduct a
comparative study to compare and evaluate
results in different time of the year. It is possible
that the customers would have different opinion
and reasons to buy life insurance policies in
different period. For example, customers who
purchase life insurance at the end of the year
may choose to buy solely for just the purpose of
annual tax deduction, and not for the
importance of the insurance while those who
buy in other period may be because of other
purpose. In addition, the researchers only
examined the variables of brand image, service
quality, price perception, satisfaction towards
customer loyalty. There are other variables that
could affect the customer loyalty which have
not yet explored. The future research may focus
more on other factors such as word of mouth,
perceived price fairness, or customer trust in
brand which may affect the customer loyalty
differently.

Conclusion and Recommendations
Based on the result of hypothesis three,
researchers found that price perception had
highest beta (.669) when compared with service
quality (.316) which influenced on satisfaction.
Researchers would like to recommend that the
life insurance company should set its pricing
strategy appropriately and properly for each
market segmentation. The price may vary
according to the monthly income of its
customers and/or according to the coverage its
customers prefer. Alternatively, it may launch
special campaign with special price in the
market to generate positive perception on its
price. Proper pricing strategy would lead to
customer satisfaction and more insurance
placement.
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Abstract
This research aims to focus on the repurchase intention of Thai population aged twenty years old and
above who have purchased organic food during the past six months. The primary data were collected
from 300 respondents of the organic food stores in Bangkok through self-administered questionnaires
in Thai language. The collected data were processed using statistical analysis software and analysed
using descriptive analysis and the inferential analysis in which Simple Linear Regression Analysis and
Multiple Linear Regression Analysis were applied. The results indicate that all variables (knowledge
and education, environmental attitudes, attitudes towards organic food, perceived behavioural control,
subjective norms, perceived value) tested by Multiple Linear Regression Analysis have positive
correlation with consumer repurchase intention concerning organic food. Among these variables, health
consciousness showed the highest correlation with repurchase intention. The relationship between
organic knowledge and attitude towards organic food that was tested using Simple Linear Regression
Analysis. The result showed that there was the strong positive relationship between organic knowledge
and attitude towards organic food.
Keywords: Environmental concerns, organic knowledge, attitude towards organic food, health
consciousness, perceived value, subjective norms, intention to repurchase organic food, organic food
stores in Bangkok
essential element of competitive advantage for
businesses and industry (Cronin, 2000).
However, keeping customers is the point that is
so challenging, which is why businesses must
know the reason their customers keep buying
the same products. In using repurchase
intention to anticipate the actual purchase of
organic food, it is critical for academic
researchers and marketers to understand the
significant factors or determinants of
repurchase intention. As Thailand's domestic
market and interest for organic food continue to
grow, the researchers are highly interested in
conducting a research on repurchase intention
towards organic food among Thai consumers.
However, only a few studies concerning
organic food repurchase intention have been
conducted in Thailand.
Therefore, the researchers are interested in
studying this topic and the main study's
objective is to investigate the variables that may
have an impact on customer repurchase
intention. Based on several previous researches,

Introduction
Nowadays, purchasing in organic food does not
require the launching of specialty stores. The
organics industry is growing rapidly and has
become widely available in conventional
grocery stores in many developed and emerging
countries. Today, consumers can find a large
selection of organic products in various types of
supermarket chains. Major retailers have started
to expand their organic selection and many
conventional retailers now dominate organic
retailers for their share of organic food sales. As
a result, organic food producers and vendors
have come to realize that their businesses are
getting closer to be important and keystone
(Torres, 2006). As competition and costs of
attracting potential customers increase, keeping
the existing customers or making them
repurchase the products seems to be the most
cost-effective approach for organic food
businesses to maintain sustainability (Wizdom,
2013). That is why customer retention has been
appreciated as a key to business success and an
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the researchers found many independent
variables that have impacts on repurchase
intention concerning organic food products.
Chong (2013) implied that organic knowledge
was the strongest predictors of repurchase
intention. Besides the organic knowledge and
attitudes toward organic food are widely used
by researchers in studying consumer's
repurchase intention (Lee and Goudeau, 2014).
For the environmental concern and attitude
towards organic food are proved to be the most
influential factors explaining repurchase
intention (Magistris and Gracia, 2008). AlSwidi (2014) applied perceived value and
subjective norms to study online organic food
purchase intention. Their study results
indicated these two factors significantly affect
repurchase intention towards organic food.

attitude towards organic foods is the
consumer’s impression or willingness to act or
react to the organic products that they are
interested in. Furthermore, one of the most
urges of a customer in buying organic food has
been their perception and attitude about organic
food being healthy food. (Zanoli and Naspetti,
2002).
Health Consciousness
Health consciousness referred to the degree to
which health concerns are integrated into a
person’s daily activities (Jayanti and Burns,
1998). Davis (1995) stated that health
consciousness is implied on the consumer's
perception that organic food is healthy. Higher
level of consciousness relates to higher
motivation
towards
healthy
actions.
Michaelidou and Hassan (2008) defined health
consciousness as the readiness to undertake
health action and was considered as a subjective
intention or motivation to improve an
individual’s health.

Research Objectives
The objective of this study is to examine the
important factors that influence Thai consumer
repurchase intentions concerning organic food.
The study focuses on Thai adults aged twenty
years old and above who have experience in
purchasing organic food products. The
independent variables focused in this research
include environmental concerns, organic
knowledge, attitude towards organic food,
health consciousness, perceived value, and
subjective norms and dependent variable that is
the intention to repurchase organic food. The
main research objectives are as follows:
1.To find the influence on environmental
concerns, organic knowledge, attitude towards
organic food, health consciousness, perceived
value, and subjective norms and intention to
repurchase organic food among Thai
consumers.
2. To find the influence on organic knowledge
and attitude towards organic food among Thai
consumers.

Environmental Concerns
Lee (2008) explained environmental concerns
as the degree of involvement in environmental
issues. Chen (2009) defined environmental
concerns as predisposition to respond
consistently protective or conservative manner
with respect to in environmental issues.
According to Dunlap and Van Liere (1978),
environmental concern was said to be a global
attitude with indirect effects on behaviour
through behavioural intention. According to
Crosby and Taylor (1981), the number of
vegetarians have increased compared to the past
few decades. Apart from the health concerns,
another reason for people adopting a vegetarian
lifestyle was their concern for the environment.
Organic knowledge
Alvesleben (1997) defined that consumer’s
knowledge explains with taking into
consideration all the information that affects
their decision to buy an organic product.
Additionally, Fricke and Alvensleben (1997)
stated that the knowledge in organic food, such
as ingredients and nutritional value, was the
only means for consumers to distinguish
organic food from non-organic food.
Knowledge was proposed to have a positive

Literature Review
Theory
Attitude toward organic food
Jung (1971) defined attitude as a psychological
construct representing customers' willingness
for acting or reacting in any particular ways.
Moye and Kincade (1999) indicated that
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effect on a person’s perceived diet effectiveness
and his or her consumption of organic products
(Peter , 1999). Hill and Lynchehaun (2002) and
Gracia and Magistris (2013) discovered that
knowledge is an important factor when
purchasing organic products.

(2001) showed that consumer's repurchase
intention depends on the experience before and
the value obtained from previous purchase.
Similarly, Olaru (2008) stated that consumers
make decision for the future purchase through
the value obtained in the previous transactions.
Based on Lim and Razzaque (1997), repurchase
intention is measured using the repeat purchase
rate. The repurchase rate is generally evaluated
by the subject's indication of the likelihood that
individuals would repeat the purchase of certain
products in the future.

Perceived value
Perceived value was illustrated as the
consumer's’ assessment of the advantages of a
product based on the consumers’ perceptions of
what they give and receive in return (Naylor &
Frank, 2000 ). In other words, the consumers’
perceived value was a tradeoff between the
perceived benefit and cost (Chiou, Droge, and
Hanvanich, 2002). Moreover, ZakowskaBiemans (2011) described the perceived value
of organic food that was the individual's
sensory factors that was the most important
factor in affecting organic food purchasing
intention, followed by price and safety.

Related Literature Review
Related
literature
review
between
environmental concerns and intention to
repurchase organic food.
The study of Liang (2015) is about the
relationships among repurchase intention in
organic food that showed the results that
environmental concerns toward organic food
had a strong positive impact on consumer
repurchase intentions. Suki (2016) studied
about organic product purchase intention which
showed the impact of organic product in
environmental concerns have positively
influences on customer repurchase intention of
organic food. Moreover, Gracia and Magistris
(2008) investigated the decision to buy organic
food products in Southern Italy that presented
results that environmental concerns are the
most important factors that explain consumers’
decision-making process for organic food
products.

Subjective Norms
Ajzen (1991) defined that subjective norms
were external factors such as family, friends
and society which influences the customer’s
decision and he also referred that it is the social
pressure that enhances consumers to perform or
not to perform behavior. Subjective norms were
concerned with an individual’s beliefs about the
expectations and favorableness from those
people who are important to them (Chang,
1998). Bonfield (1974) defined subjective
norms as what other people whose opinions are
important to her expect her to do with respect to
purchase or repurchase and use of each brand of
the product. Another study of Bonne (2007)
defined subjective norms as the social pressure
on individuals to perform or not to perform
certain behavior such as the motivation to
comply with significant others’ views.

Related literature review between organic
knowledge and intention to repurchase
organic food.
According to Fricke and Alvensleben (1997),
the knowledge about organic food were related
to motivate buying frequencies of organic
foods. Dimitri and Dettmann (2012), who
study on organic product repurchase intention
which showed the impact of organic product in
organic knowledge have positively influences
on customer repurchase intention of organic
food. Additionally, Paul and Rana (2012)
determined the factors influencing consumer
behavior and repurchase intention for organic
food. The results indicated that organic
knowledge factors positively influence the

Intention to repurchase organic food
Ajzen (1991) indicated that intention is the best
predictor of behavior. According to Hellier
(2003), repurchase intention refers to the
subjective probability associated with intention
that consumer will continue to purchase the
products in the future. Similarly, Zeithaml
(1996) described repurchase intention as the
judgment of an individual about purchasing a
product or service again. The studies of Wathne
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consumer’s repurchase intention for organic
food.
Related literature review between attitude
towards organic food and intention to
repurchase organic food.
The attitude of organic food had positive view
and increase the repurchasing intentions
(Williams and Hammitt, 2001). The study of
Liang (2015) explained the relationships among
repurchase intention in organic food that
showed the results of attitude towards organic
food had a positive impact on consumer
repurchase intentions. Moreover, a study of
Tarkiainen and Sundqvist (2005) concluded
that there was a significant positive relation
between the attitude of buying organic food and
the intention to repurchase.

Related literature review between subjective
norms and intention to repurchase organic
food.
Bonfield (1974) found that influence of
subjective norms was strongly supported by the
study of intention to repurchase organic food.
The relationship between subjective norms and
repurchase intention was supported by past
researches that stated about subjective norms
based on family, personal, social and was
confirmed in the literature (Aertsens, 2009).
Shaharudin and Pani (2010) also indicated that
subjective norms appears as the most important
reason for purchasing organic food.
Related literature review between organic
knowledge and attitude towards organic
food.
Consumer’s knowledge is a relevant construct
that affects attitude towards organic food of
consumers decide to buy (Poelman, 2008).
Teng and Wang (2015) confirmed that organic
knowledge have a significant positive
association with attitude towards organic food.
Alvensleben (1997) also indicated that organic
knowledge was made the consumers to
understand and recognize the characteristics
and benefits of organic foods compared to the
conventional foods that help with creating a
positive attitude of consumers towards organic
foods.

Related literature review between health
consciousness and intention to repurchase
organic food.
According to Davies (1995), the most
motivated of purchasing organic food was
health consciousness because of consumers’
perception that organic food is healthy to them.
Paul and Rana (2012) determined the factors
influencing consumer behavior and repurchase
intention for organic food. The results indicated
that health consciousness factors positively
influence the consumer’s repurchase intention
for organic food. Salleh and Ali (2010)
investigated the consumer’s perception and
repurchase intentions towards organic food
products. The findings indicated that health
consciousness factor had strong impact on
customer repurchase intention of organic food
products.

Related literature review between perceived
value and intention to repurchase organic
food.
According to Vongmahadlek (2010) examined
the phenomena and provide the empirical
evidence of organic products repurchase
behavior in Thailand. The empirical results
confirmed that perceived value had impacts on
organic products repurchase intention. Harun
and Jalil (2010) also confirmed that perceived
value have a significant positive association
with organic food intention to repurchase.
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problem that had some previous understanding
of the nature. Thus, it could help segment and
target market.For research technique, the
researchers used survey technique to collect
data, gathered data from respondents by
distributing questionnaires.

Conceptual Framework
Figure 1: The conceptual framework of a study
of factors affecting repurchase intention toward
organic food consumptions in Bangkok,
Thailand.

Data Collection
In this study,7 the researchers used survey
method to collect primary data. Zikmund
(2003) implied that primary data refers to the
data gathered and assembled specifically for the
research project at hand. The researchers
utilized non probability samplings in this study.
Particularly, paper questionnaires were
employed to perform sampling and the
researchers collected 300 data which were
collected the data from consumers who shop at
the organic food stores in Bangkok where the
most suitable representative respondents are
expected, which in the convenience sampling,
this method applied in the study may
demonstrate a bias. The researchers collected
data on Saturday and Sunday between 11:00 to
14:00 due to weekend, thus, easy to reach target
number of respondents. The researchers waited
for customers in front of stores in order to
distribute questionnaires after they have
finished shopping.

Research Hypotheses
H1o: Environmental concerns, organic
knowledge, attitude towards organic food,
health consciousness, perceived value, and
subjective norms are not influenced on
intention to repurchase organic food.
H1a: Environmental concerns, organic
knowledge, attitude towards organic food,
health consciousness, perceived value, and
subjective norms are influenced on intention to
repurchase organic food.
H2o: Organic knowledge is not influenced on
attitude towards organic food.
H2a: Organic knowledge is influenced on
attitude towards organic food.

Results and Discussion
For the summary- of demographic factors in
this research, a total of 300 questionnaires were
distributed to Thai shoppers aged twenty years
and older, experienced in purchasing organic
food products in the past 6 months. There are
four demographic factors in this study, which
include gender, age, education and income level
(per month).The majority 60.3% (181
respondents) of respondents who have
experience in purchasing organic food during
the past six months were female and 41- 60
years old were the largest age group of organic
buyers with 42.0% (126 respondents). Overall,
72% (216 respondents) of respondents reported
they held bachelor's level of education that the
time of survey. Most of the respondents 44.3%
(133 respondents) have a monthly income
above 45,000 Baht.

Methodology
This study used descriptive research to study
customers’ behavioral intentions towards
repurchase of organic food products. Zikmund
(2003) indicated that descriptive research
aimed to describe the characteristics of
population or phenomenon and also attempt to
determine the answer to who, what, when,
where, and how question. It is used to transform
the raw data into an easier form to understand
and interpret so as to create descriptive
information and focused on the research

For summary of hypotheses testing results, the
relationship between environmental concerns
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organic knowledge, attitude towards organic
food, health consciousness, perceived value,
subjective norms and intention to repurchase
organic food, and the influence of the organic
knowledge on attitude towards organic food
among Thai consumers in Bangkok, Thailand.
The two hypotheses were tested using statistical
analysis software. For hypothesis 1, the
variables were tested using tested using
multiple linear regression methods, and
hypothesis 2 was tested using simple linear
regression method. The details are shown in the
table1:

health consciousness, perceived value,
subjective norms and repurchase intention
toward organic food or the researcher can
conclude that these variables move to the same
direction, which was supported the result of
hypothesis testing. In addition, many previous
types of research have been done to support the
linkage between these variables. Chong (2013)
studied about “Factors Influencing on
Purchasing Behaviour of Organic Foods”. The
results of this study showed that environmental
concerns, organic knowledge, attitude towards
organic food, health consciousness, and
perceived value had a positive and significant
influence to repurchase intention toward
organic food. Kim and Chung (2011) studied
about “Consumer purchase intention for
organic personal care products”. The results of
this study showed that environmental concerns,
organic knowledge, attitude towards organic
food, health consciousness, perceived value,
and subjective norms had a positive and
significant influence to repurchase intention
toward organic food.The other empirical results
that indicated the higher repurchase intention
toward organic food was affected by the
influence of environmental concerns, organic
knowledge, attitude towards organic food, and
health consciousness that were supported by Yi
(2009) that mentioned about “Consumer
behavior towards Organic Food Consumption”.
Thus, the researcher can conclude that
environmental concerns, organic knowledge,
attitude towards organic food, health
consciousness, perceived value, and subjective
norms influence on the repurchase intention
toward organic food and these are supported by
past researchers in the variety of studies.

Table 1: The Summary of the Hypotheses
Testing Results

The results from the table1 are the analysis of
relationship between the factors affecting
repurchase intention toward organic food
(environmental concerns, organic knowledge,
attitude towards organic food, health
consciousness, perceived value, and subjective
norms) and intention to repurchase organic food
by using multiple linear regression analysis, the
Unstandardized Coefficients (B) of health
consciousness,
environmental
concerns,subjective norms, perceived value,
attitude towards organic food, organic
knowledge are equal to 0.378, 0.332, 0.286,
0.043, 0.040, 0.034, respectively.

As the result from the table 1 that is the analysis
of the relationship between organic knowledge
and attitude towards organic food by using
simple linear regression analysis, the
Unstandardized Coefficients (B) of organic
knowledge is equal to 0.881. Moreover, the
results indicate organic knowledge was
significant at 0.000. The number showed that
there was the strong positive relationship
between organic knowledge and attitude
towards organic food or the researcher can
conclude that these variables move to the same
direction, which was supported the result of

Moreover, the results indicate environmental
concerns, health consciousness, and subjective
norms were significant at 0.000; organic
knowledge was significant at 0.037; perceived
value was significant at 0.044; and attitude
towards organic food was significant at 0.047,
which were less than 0.05. It means that the null
hypotheses one were rejected. The number
showed that there was the positive relationship
between environmental concerns, organic
knowledge, attitude towards organic food,
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hypothesis testing. In addition, many previous
types of research have been done to support the
linkage between organic knowledge and
attitude towards organic food. Suki (2016)
studied about “Green product purchase
intention: impact of green brands, attitude, and
knowledge”. The results of this study showed
that organic knowledge had a positive 6 and
significant influence to attitude variable. Teng
and Wang (2015) studied about “Decisional
factors driving organic food consumption”. The
results of this study showed that organic
knowledge had a positive and significant
influence to attitude towards organic food. The
other empirical results that indicated about the
higher attitude towards organic food was
affected by the influence of organic knowledge
that was supported by Magistris and
Gracia(2008) that mentioned about “The
decision to buy organic food products in
Southern Italy”. Thus, the researchers can
conclude that the organic knowledge influence
on the attitude towards organic food and this is
supported by past research in a wide variety of
studies.

Roitner-Schobesberger (2008). Therefore, the
results from the demographic factors analysis in
this research may facilitate effective analysis in
better targeting the right group of organic
consumers. For the hypothesis testing, all the 2
null hypothesis were rejected from a total of
two hypotheses. Therefore, based on the results,
the study showed that there is a positive
relationship between the factors.
According to the first hypotheses tested by
Multiple Linear Regression methods, all
independent variables (environmental concerns
organic knowledge, attitude towards organic
food, health consciousness, perceived value,
subjective norms) were influence on repurchase
intention toward organic food product. Among
these variables, health consciousness is the
most influential factor determining repurchase
intention, in which the unstandardized
coefficients (B) equal 0.378, followed by
environmental concerns, subjective norms,
perceived value, attitude towards organic food,
organic knowledge are equal to 0.332, 0.286,
0.043, 0.040, 0.034, respectively. Moreover,
hypotheses two was tested by Simple Linear
Regression method, the independent variable
(organic knowledge) was found to have a strong
influencing factor on the attitude towards
organic food which the unstandardized
coefficients (B) is equal to 0.881. Based on the
results, the significance of this study is that the
findings may provide an insight into the factors
that have an impact on repurchase intention of
organic food products. Moreover, this study is
one of a few studies that discusses repurchase
intention in the context of organic food,
especially in Thailand. Thus, the results of this
research could provide the better understanding
of consumers' related perceptions, attitudes,
values, behavior, and lifestyles of the organic
consumers, which may assist organic food
vendors to address the marketing strategies that
can best be applied to the Thai organic food
buyer context. Finally, the findings from the
study can help and also provide useful
information for the food producers, vegetable
vendors, and the green marketers in order to
help them to make better decisions while
launching organic food into the Thailand
market in the future.

Conclusion
This research was aimed at studying Thai
consumers' repurchase intention concerning
organic food in Bangkok, Thailand. The
researchers focused on the factors affecting
repurchase intention toward organic food in
terms of environmental concerns organic
knowledge, attitude towards organic food,
health consciousness, perceived value, and
subjective norms. A total of two hypotheses
were tested using statistical analysis software.
Hypothesis one was tested by the Multiple
Linear Regression method and Hypothesis two
was tested by the Simple Linear Regression
method.
Based on the descriptive analysis of the
demographic factors in this study, most
consumers who have experience in purchasing
organic food during the past six months and
have the intention to repurchase organic food
are largely composed of women, aged between
41- 60 years old and have at least a bachelor's
degree with an income over 45,000 Baht per
month. This finding is similar to the previous
studies carried out by several researchers such
as Teng and Wang (2015), Liang (2014), and
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ABSTRACT
The objective of the study is the factors affecting towards brand equity of Myanmar Beer. In order to
understand the relationship of these variables, relevant theories and concepts were reviewed to form the
theoretical and conceptual frameworks. In the conceptual framework, the researcher applied Aakar’s
brand equity dimension which are perceived quality, brand awareness, brand association and brand
loyalty and two selected marketing elements; advertising and distribution intensity. The researcher’s
purposes are to find how the two selected marketing mix elements (i.e. advertising and distribution
intensity) support the brand equity dimensions (i.e. brand loyalty, perceived quality, brand awareness
and brand association) to find out the value of brand equity. Therefore, Myanmar beer can follow the
ways to manage their potential brand value in the future. The researcher found out Myanmar beer market
that there are stronger positive significant relationship among two selected marketing mix elements and
brand equity dimensions. The result shows that the marketing mix elements are significantly effect on
the brand equity dimensions. Besides, selected marketing elements are affecting the brand equity
through perceived quality, brand awareness, brand association and brand loyalty. All the 6 variables are
significantly effect on Myanmar Beer brand equity.
Key Words: advertising, distribution intensity, brand awareness, brand association, perceived quality,
brand loyalty and brand equity.
brands in recent year. In order to win the
country’s beer market share, which has great
business potential in the near future, Myanmar
Beer has to compete with international brand.
Past years, large companies, which have to fight
to gain market share in Myanmar market, they
have to take in consideration of local people
daily income and local beer low price due to
lower personal income of Myanmar customers
tend to go for cheap beer brand. By strategically
reducing the price, Myanmar Beer has good
opportunity to get more market shares and
make it successful among other imported beers.
Sinha and Chang took some market shares from
Myanmar Beer by selling half of Myanmar
Beer price. Later, Yoma and Tuborg, which are
distributed by Carlsberg tried to beat Myanmar
Beer market by crafting for local taste and
cheap price; and excellent marketing.
As the country is one of the fastest
growing and most promising economies in Asia
Pacific, global beer brands are taking places in
Myanmar’s beer market. It is easy for them to

INTRODUCTION
The beer production in Myanmar has
increased year to year. It reached double within
three years, according to statistics. If the
markets of new local are allowed on
international breweries, it can be expected in
significant increasing of beer production in
Myanmar. As international liquor business has
landed in the country and enforced competition
in the market and the existing local beer
company, it can develop the alcoholic
beverages in Myanmar. The strong local
Myanmar Beer reflects the value of Myanmar
people and it promoted the sense of belonging
to the country and patriotism. Myanmar Beer
provides new era in the beer industry in
Myanmar and it is later considered as one of the
symbols of Myanmar which Myanmar people
are proud of. Carlsberg and Heineken, which
are known as global giant beer companies
decided to invest and open beer breweries
factories in Myanmar since the Myanmar
market is promising for international beer
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get a place because of their experienced and
matured beer business. For that reasons,
Myanmar Beer should take a deep research on
their consumers’ awareness on Myanmar Beer
brand, how their consumer associate with the
brand, how many of Myanmar Beer consumers
are losing loyal on the brand. Therefore,
Myanmar Beer should plan an excellent
marketing tactics to maintain the consumers’
loyalty and value of the brand.

Myanmar Beer can improve brand
loyalty by holding the commitment of the
customers to return to a particular service or to
repurchase the same brand in the future, there
by causing repetitively using same brand or
same brand set purchases, despite other
influences having potential impacts on
customers’ behavior.

Brand awareness
In accordance with Aaker (1991),
brand awareness as the memory that the
customer has which is related to the good image
of the brand, and it can determine the ability of
customers to differentiate a brand form the
other in different situation. In the times when
international beer brands are getting their places
in Myanmar market, Myanmar beer has to
compete with international beer brands and
brand awareness plays an important role for
Myanmar beer to keep its position in higher
place.

RESEARCH OBJECTIVES
The research focuses on brand equity
and its relevant factors, such as advertising,
distribution intensity, perceived quality, brand
awareness, and brand association and brand
loyalty in this study. The objectives of this
study are as follows:
To identify the influences of advertising and
distribution intensity on perceived quality.
To examine the influences of advertising and
distribution intensity on brand awareness.
To identify the influences of advertising and
distribution intensity on brand association.
To test the influences of distribution intensity,
perceived quality, brand awareness and brand
association on brand loyalty.
To examine the influences of perceived quality,
brand awareness, brand association and brand
loyalty on brand equity.

Perceived quality
Baker et al. (2010) explained perceived
quality is excellent consumer experience
overall evaluation of the current consumption
of the product. Perceived quality is based on the
quality of the scope of competition experience
can be used as a measure of the quality of
different brand revelation customer products or
services. For that reason, even though Myanmar
Beer has been influencing in Myanmar market
by the taste of the beer, Myanmar Beer should
be thinking about the impact of price,
promotion, advertising and outlets images
expenditure, which are direct contact with the
consumers.

LITERATURE REVIEW
Researcher finds out Aaker’s brand
equity dimensions, which are brand loyalty,
perceived quality, brand awareness and brand
association; and the two selected marketing mix
elements were the best way to examine
Myanmar Beer’s potential brand value.
Brand equity
There are lots of beer brands in
Myanmar market. The consumers’ behaviors
are also different regarding to the brand. That is
the reason that Myanmar Beer should study
their brand equity to improve their brand value.
Brand equity is the intangible quality
incremented on goods and service, which may
affect the consumers’ way of thinking, feeling
and acting regarding to the brand (Aaker, 1991).

Brand association
Brand association is anything which
links the brand to the customer, consisting of
user imagery, the reputation of a company,
brand personality, features and quality of
service or product which bridge customers’
memory with brand (Aaker, 1991). Moreover,
brand associations are also images and symbols
that are associated with a brand and its value.
For example, Adidas with three stripes, LG
smile, the capital “M” and McDonald’s, Shell

Brand loyalty
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and Dutch multinational oil and gas companies,
the Firefox with Mozilla, etc.

H2: Distribution intensity and advertising are
significantly influential on brand awareness.

Advertising
Kotler (2001) defined that advertising
is any form of marketing communication that
are usually paid and are used to promote the
brand; ideas, goods and services persuade
potential customers by mean of different media,
for example, social online media, magazine,
billboard, TV program or radio and newspaper,
etc.
Distribution intensity
Bucklin et al. (2008) has been broadly
defined distribution intensity for manufacturers
to rely on a number of retailers in all business
areas, to bring its brand. There are three level of
distribution intensity: intensive distribution,
selective distribution and exclusive distribution
which Myanmar beer can imply in its
distribution. Intensive distribution also known
as mass distribution, it means the company
provides their products to all markets. On
selective distribution, manufacturers rely on the
few institutions of its products. Exclusive
distribution is often characterized as the dealer
carries only manufacturer’s products which
exclude all others trading. It is important for
Myanmar beer to analyze the market demand
and beer industry to imply the suitable
distribution intensity at different conditions.

H3: Distribution intensity and advertising are
significantly influential on brand association.
H4: Distribution intensity, perceived quality,
brand awareness and brand association are
significantly influential on brand loyalty.
H5: Perceived quality, brand awareness, brand
association and brand loyalty are significantly
influential on brand equity.
METHODOLOGY
In order to describe the characteristics
of a population in this study, the researcher used
descriptive research to conduct the research.
The descriptive research is to describe the
characteristic of the population or phenomenon
in quantitative aspect. Churchill (1991)
identified that descriptive research study is
normally related to determining the frequency
with, which something happens or the
connection between two variables and it can be
used as a method to find the answers to who,
what, when, where and how questions. To
collect the questionnaires from respondents of
selected target population, a researcher used
survey method. Aaker et al. (1997) defined that
the researcher collected data based on the
communication with a representative sample of
the target population. Jacksoz (2009) stated that
the survey method means which participants
answer questions administered through
interviews or questions. In order to collect the
data,
the
researcher
distributed
the
questionnaires among the consumer of
Myanmar Beer who usually chose to drink

RESEARCH HYPOTHESES
The researcher presents the modified
conceptual framework in Figure 1. Distribution
intensity, advertising, perceived quality, brand
awareness, brand association and brand loyalty
are the independent variables and brand equity
is the dependent variable.
Figure 1. A modified conceptual framework of
the factors are affecting toward brand equity
and its dimensions.

There are five hypotheses in this study, which
are developed from the above conceptual
framework and the objectives of the study.
H1: Distribution intensity and advertising are
significantly influential on perceived quality.
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Myanmar Beer in Naypyidaw, Myanmar. As
using SPSS software, Statistical Package for
Myanmar government restrict the selling of
Social Science. The appropriate statistical
alcohol directly or indirectly to young people
treatments used in this research are Descriptive
under age 18, the researcher collects the data
Analysis and Inferential Analysis in order to
from the consumer of Myanmar Beer who is
interpret all data. Descriptive Analysis was
above 18. The researcher collected the data
used in order to investigate general information.
from 6most popular bar and restaurants in
Inferential analysis comprises Multiple Linear
Naypyidaw which are: Emerald restaurant,
Regression (MLR). All these statistical
Diplomatic Bar, Rangoon Kitchen, Café Flight,
procedures are conducted using Statistical
Maw Khan Nong and YKKO. As a sample size,
software.
the researcher collected data from 420
According to Ikeda (1971), the
respondents for this research and 5% of the
variables are consistent and reliable when the
samples (20 respondents) are for reducing the
result from Alpha test is above 0.6 or equal. It
error. In this study, the researcher applied
means the variables’ questions are suitable to
judgment sampling, convenience sampling and
for this study as research instrument; all
quota sampling techniques.
questions are consistent and reliable to be
After collecting the necessary data, the
applied as the research instrument for this study.
researcher will code the completed and returned
questionnaires (400) into symbolic form by
Table 1: Reliability Analysis Value of Variables
Variables
Alpha (α-test)
No. of Questions
Advertising

0.918

3

Distribution intensity

0.930

3

Perceived quality

0.830

4

Brand awareness

0.865

3

Brand association

0.825

4

Brand loyalty
Brand equity

0.871
0.678

6
3

Total

26

RESULTS
According to descriptive analysis result, the demographic profile of the 400 respondents can be
summarized as follows:
Table 2: Summary of the Results from Hypothesis Testing

Hypothesis statement

Statistical Test

Significant Correlation
Result
Value
Coefficient

H1a: Distribution intensity and advertising
are significantly influential on perceived
quality

Multiple
Linear
Regression

0.000
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H2a: Distribution intensity and advertising
are significantly influential on brand
awareness

Multiple
Linear
Regression

0.000

.282
.266

H3a: Distribution intensity and advertising
are significantly influential on brand
association

Multiple
Linear
Regression

0.000

.213
.228

H4a: Distribution intensity, perceived
quality, brand awareness and brand
association are significantly influential on
brand loyalty

Multiple
Linear
Regression

H5a: Perceived quality, brand awareness,
brand association and brand loyalty are
significantly influential on brand equity

Multiple
Linear
Regression

Reject
H2o

Reject
H3o

0.000

.091
.498
.085
.185

Reject
H4o

0.000

.141
.151
.180
.449

Reject
H5o

significant effect on perceived quality.
Distribution intensity has the highest beta value
which is equal to .375 and it means that
perceived quality of Myanmar Beer is strongly
affected by distribution intensity and
advertising has the lower beta value which is
equal to .236 and it means that perceived
quality of Myanmar Beer is less affected by
advertising. The findings of this research were
supported by scholars: one of the most useful
marketing contributors know as distribution has
great impact on sales and market share
according to Hanssens et al. (2001).
Hypothesis 2: The result of hypothesis two
indicated that there is a statistical significant
impact on Brand awareness from advertising
and distribution intensity. Advertising has the
highest beta value, which is equal to .282, and
it means that brand awareness of Myanmar
Beer is strongly affected by advertising and
distribution intensity has the lower beta value,
which is equal to .266, and it means that brand
awareness of Myanmar Beer is less affected by
distribution intensity. By the result of Keller
(2003) supported brand awareness is the result

DISCUSSION
The researcher studied about the factors
affecting brand equity of Myanmar Beer in
Naypyidaw, Myanmar and the primary data are
collected from the respondents who are above
18 and usually choose to drink Myanmar Beer
in Naypyidaw through the selected six most
popular bars and restaurants. The researcher
applied (4) demographic factors; gender, age,
occupation, monthly income in this study.
The researcher utilized the Multiple Linear
Regression to test the correlation of each
hypothesis in this study. The researcher utilized
(5) hypotheses and (7) variables, advertising,
distribution intensity, perceived quality, brand
awareness, brand association, brand loyalty and
brand equity in this study. The results of
significant values are equal to 0.000 (less than
0.05), which means all of the null hypotheses
are rejected. The detailed results of this study
are as follows;
Hypotheses
Hypothesis 1: Based on the multiple linear
regression results of hypothesis one, the
researcher explored that advertising and
distribution intensity have a statistically
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of consumers’ prolonged experiences towards
the brand.
Hypothesis 3: The result of hypothesis
three indicated that there is a statistical
significant relationship between brand
association and advertising, distribution
intensity. Distribution intensity has the highest
beta value, which is equal to .228, and it means
that brand association of Myanmar Beer is
strongly affected by distribution intensity and
advertising has the lower beta value, which is
equal to .213, and it means that brand
association of Myanmar Beer is less affected by
advertising. Oliver et al. (1989) explored that
consumers will be more satisfied, however,
when a greater number of products available in
the store, because they will provide the product,
which, when they need it.
Hypothesis 4: As for the hypothesis four, the
results of the study showed that there is a
statistical significant effect on brand loyalty
with distribution intensity, perceived quality,
brand awareness, brand association. Perceived
quality has the highest beta value which is equal
to .498 and it means brand loyalty of Myanmar
Beer is strongly affected by perceived quality
and distribution intensity has the lowest beta
value which is equal to .091 and it means brand
loyalty of Myanmar Beer is less affected by
distribution intensity. Nguyen et al. (2010)
studied about the brand loyalty for emerging
markets, which conducted in Thailand and
Vietnam. The result of the research is brand
awareness and perceived quality positively
significant impact on brand loyalty. Buil et al.
(2013) also revealed that a perceived quality
and awareness of a brand could increase loyalty
towards a brand among its target population.
Hypothesis 5: As for the hypothesis five, the
results of the study showed that there is a
statistical significant effect on brand equity
with perceived quality, brand awareness, brand
association and brand loyalty. Brand loyalty has
the highest beta value which is equal to .449 and
it means brand equity of Myanmar Beer is
strongly affected by brand loyalty and
perceived quality has the lowest beta value
which is equal to .141 and it means brand equity
of Myanmar Beer is less affected by perceived
quality. The result supported by the research of
Gil et al. (2007) studied on brand equity and the
dimension between the relationships, the

researchers found that perceived quality and
brand loyalty positive correlation, but it is not
significant.
CONCLUSION
This study investigated the brand
equity of Myanmar Beer, and followed with a
structure model of the relationships between
marketing activities, brand awareness,
perceived quality, brand association and brand
loyalty.
For the demographic factors of the research, the
results indicated that most of the Myanmar Beer
customers were male aged between 30-45 years
and most of them were private companies’
employees. Myanmar Beer managers or
marketers should pay more attention to this
group of people. They need to analyze and
understand their needs and wants in order to
make them more satisfied and keeping the
positive brand equity to their customers.
Based on the result of hypothesis 1, the
researcher found that distribution intensity and
advertising have statistically a significant effect
on perceived quality. By considering the beta
coefficient the researcher indicated that
advertising and distribution intensity have a
positive influence on the perceived quality of
Myanmar Beer. Distribution intensity has the
highest beta value, which means it affects the
perceived quality of Myanmar Beer the most
and advertising has the lowest beta value.
Based on the result of hypothesis 2, the
researcher found that distribution intensity and
advertising have a statistically significant effect
on brand awareness. By considering the beta
coefficient the researcher indicated that
distribution intensity and advertising have a
positive influence on the brand awareness of
Myanmar Beer. Advertising has the highest
beta value, which means it affects the brand
awareness of Myanmar Beer the most and
distribution intensity has the lowest beta value.
Based on the result of hypothesis 3, the
researcher found that distribution intensity and
advertising have a statistically significant effect
on brand association. By considering the beta
coefficient the researcher indicated that
distribution intensity and advertising have a
positive influence on the brand association of
Myanmar Beer. Distribution intensity has the
highest beta value, which means it affects the
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brand awareness of Myanmar Beer the most
and advertising has the lowest beta value.
Based on the result of hypothesis 4, the
researcher found that distribution intensity,
perceived quality, brand awareness and brand
association have a statistically significant effect
on brand loyalty. By considering the beta
coefficient the researcher indicated that
distribution intensity, perceived quality, brand
awareness and brand association have a positive
influence on the brand loyalty of Myanmar
Beer. Perceived quality has the highest beta
value, which means it affects the brand loyalty
of Myanmar Beer the most and distribution
intensity has the lowest beta value.
Based on the result of hypothesis 5, the
researcher found that perceived quality, brand
awareness, brand association and brand loyalty
have a statistically significant effect on brand
equity. By considering the beta coefficient the
researcher indicated that perceived quality,
brand awareness, brand association and brand
loyalty have a positive influence on the brand
equity of Myanmar Beer. Brand loyalty has the
highest beta value which means it affects the
brand loyalty of Myanmar Beer the most and
perceived has the lowest beta value.
By better understanding marketing activities
and their effects on brand awareness, brand
association, perceived quality, brand loyalty
and brand equity it will be helpful for Myanmar
Beer in approaching their segment market in a
right channel. Myanmar Beer marketers should
be able to employ more effective marketing and
advertising strategies in building brand equity
among customers. With higher perceived
quality, brand awareness, brand association and
brand loyalty there will be positive brand equity
of Myanmar Beer among its customers.
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Abstract
Trend in purchasing and transacting in e-commerce are now emerging and growing in Thailand. Ecommerce will unquestionably become another core distribution channel to many businesses to keep
eyes on. Correspondingly, the millennial population is going to be the more powerful in the market,
especially online channels in near future. The objective of this research is to understand the factors
influencing consumers’ purchase intention. The researcher used paper and online surveys to develop
and distribute questionnaires to the target population. The target population was people who were born
in 1980-1996, or generation Y, that know or have experience in e-commerce. The researcher utilizes
the data of 400 respondents by conducting the Multiple Linear Regressions and One-Way ANOVA to
examine the assumptions. The results show that subjective norms, attitude and perceived behavioral
control have a positive influence toward purchase intention in e-commerce, while perceived value and
price consciousness also reveal positive influence with attitude toward e-commerce. Nevertheless, the
result of the One-Way ANOVA was not significant between the levels of internet usage and purchase
intention among millennial.
Keywords: e-commerce, purchase intention, millennial, subjective norms, perceived value, price
consciousness, perceived behavioral control, attitude toward e-commerce

value in Thailand will grow at 12.4%,
accounting for 2.52 billion Baht in 2016
(ETDA, 2016).
Millennial, or Generation Y who are known as
a diverse group, are eager for promotions,
individualistic, tech savvy and embracing
globalization via boundless online channels.
Moreover, millennial is making up 32% of the
Thai population. They are now the world’s
largest demographic, accounting for 38.8% of
the total population recently. They are also the
national economy drivers based on their
spending habits (Wangkiat, 2015). Referring to
this study, it indicates the significance of
millennial consumers toward the rise in ecommerce trends. Firms who are looking for
growing market online must find ways to attract
the millennial who are their incoming big chunk
of revenue and powerful consumers.

Introduction
Due to technology advancement and increase in
digital trends, people are introduced to many
new things in order to serve their convenience
as well as respond to lifestyle changes. Now
families can earn more income while they have
less time or in other words are “money-rich and
time-poor” (Rosen, 2015). They have to work
for a whole day and also spend time travelling
back and forth. E-commerce has been
introduced to people so they can save time
shopping, by shopping online as they can select,
review and purchase products and services by
using only computers or their smart phones.
However, there are some constraints that
providers need to know about in order to
enhance the trustworthiness and shift up the
creditability of purchasing via e-commerce as it
is quite new to many Thai people. E-commerce
trend has to be focused due to the rapid
expanding market size and value, referring to
ETDA illustrated that e-commerce market
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Literature Review Subjective Norms
Subjective Norms are referred to social pressure
resulting from the perceived expectations an
individual have from the influence of other
individuals or group. The more important the
other individual or groups, the more likely an
individual will likely comply with the
expectations (Fishbein and Ajzen, 1975). There
are two main aspects that can influence
individual,
including
normative
and
informative influence. Normative influence is
based on the number of product-followers (i.e.
potential purchasers), they could result in acting
to persuade, convince, or influence others for
the purpose of having a specific effect
(Kozinets, 2010). The number of previous
buyers can serve as a form of “social
validation” (Cialdini, 2007) for that brand or
product – more specifically, a large buyer
number signals higher product quality and/or
greater deal value (Dean and Lang, 2008). On
the other hand, information susceptibility is the
basis of purchase decision on the expert
opinions of others to make informed choices
(Bearden, 1989). Sometimes people tend to ask
more opinion from others, (reference group or
their reliable sources) when they have little
knowledge on product and/or service. At the
same time, post purchase experience and
evaluation from customers can impact
prospective customers’ susceptibility towards
buying in e-commerce as a form of “social
validation”.

Price Consciousness (PC)
It is the degree of consumer focus on purchase
of low price products and/or services (Konuk,
2015). Consumers who are price conscious look
for low price products and/or services when
they want to make a purchase. When consumers
are price conscious they will shop at more than
one stores in order to compare prices before
making a purchase decision so they can buy
product and/or services at the lowest price.
Therefore, price conscious consumers are more
likely to purchase online when e-shopping sites
offer a lower price or financial benefits
(Koyuncu and Bhattacharya, 2004).
Attitude Toward e-commerce (ATT)
Consumers’ relevant social and psychological
characteristics are mainly derived from
psychological theories. Favorable attitudes
towards e-shopping are positively associated
with consumers’ e-shopping intention and
actual use (e.g. Ahn, 2004; Kitchen, 2014;
Ratten, 2007). In addition, favorable attitudes
towards internet vendors catalogue retailing
and marketing and advertising (Cho, 2004;
McKnight, 2002, Donthu and Garcia, 1999)
were also found to positively affect the
adoption of e-shopping.
Perceived Behavioral Control (BH)
It is a state of personal perception of
individual’s ability to perform some specific
behavior (Ajzen, 1991). Perceived behavioral
control can be broken down into 2 attributes
which
are
external
dimension
(i.e.
conveniences and time), and internal dimension
or individual ability to perform specific tasks
(i.e. sufficient knowledge about specific
subject), the more the resources and
opportunities available the likelihood of
performing the behavior (Oom Do Valle,
Rebelo, Reis and Menezes, 2005). In addition,
the level of web interface design has a
significant impact on consumer purchase
behavior, including impulse buying occurring
at the website as it has been found by previous
researchers (Wolfinbarger and Gilly, 2003).

Perceived Value (PV)
Perceived value is defined as a “concern for the
price paid relative to the quality received”
(Lichtenstein, 1993), in particular the greater
the perceived value received, the greater the
willingness by the consumer to adopt a new
product (McGowan and Sternquist, 1998). On
the other hand, if a consumer does not believe
that the product has any value either as a result
of price, quality, emotional, or a feeling of
social acceptance received from obtaining the
item, they will not purchase the product
(Kitchen, 2014).

Purchase Intention (PI)
Faruk Anıl Konuk, (2015), defined Purchase
Intention as the degree of customer’s intent to
make a purchase on some products/services in
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the future. However, the degree of the purchase
intention vary among individuals. It depends on
personal criteria and evaluation toward specific
product and/service by considering product
quality, price, benefits, promotion, brand
image, and so on.

Control toward Intention to buy e-deals. Within
the core framework, it examines the
relationship between Perceived Value and Price
Consciousness toward the Attitudes in buying
e-deal. Successively, the conceptual framework
is developed for this research to study the
factors influencing the purchase intention in ecommerce of Thai millennial. The levels of
internet usage was embraced to be investigated
to determine if there any significant relationship
toward purchase intention in e-commerce.

Research Framework and Methodology
The conceptual framework of this research is
based on the theoretical framework that aims to
investigate the relationship between Attitudes,
Subjective Norms, and Perceived Behavioral
Conceptual Framework

determinant-choice question and a 5-point
Likert scale were used to test each variable
ranging from, 1 refers to “strongly disagree”
and 5 to “strongly agree”. Two statistical
analysis methods were used for the study which
are; a Multiple Linear Regression analysis to
determine the relationship between each
independent variable and the dependent
variable (H1a, H1b, H2a, H2b, H2c and H2d),
and One-Way ANOVA to compare the mean
difference between the levels of internet usage
toward purchase intention in e-commerce (H3).

The conceptual framework is developed to

identify 7 Hypotheses which are:
H1a: Perceived Value has a positive effect on
attitudes in e-commerce
H1b: Price Consciousness has a positive effect
on attitudes in e-commerce
H2a: Normative Influence has a positive effect
on the purchase intention of millennial in ecommerce
H2b: Informative Influence has a positive
effect on the purchase intention of millennial in
e-commerce
H2c: Attitudes has a positive effect on the
purchase intention of millennial in e-commerce
H2d: Perceived Behavioral Control has a
positive effect on the purchase intention of
millennial in e-commerce
H3: There is significant mean difference
between each groups of internet usage level
toward purchase intention
Research MethodologyA onetime crosssectional quantitative research is conducted for
this research study. The questionnaire was
distributed both as paper and online survey,
applying non-probability convenience and
snowball sampling methods to collect data. The

Population and Samples
The screening questions were applied in
order to specify the target respondents for this
research study to be only millennial, or
generation Y (people who were born in 19801996) who know or have experience in ecommerce. The questionnaire was distributed
using paper and online survey by applying the
convenience sampling and snowball methods to
collect the data. In order to represent the
population of Thais with a 5% margin of errors,
the minimum of 384 respondents were required.
The total valid results for this research study
were 400 respondents.

Reliability Test
The result of reliability testing conducted to test
the questionnaire showed the target respondents
reach 30. The Cronbach’s Alpha Coefficient
was computed using the standard acceptable
level, greater than 0.7 (Cronbach, 1951). The
result of this composite study ranged from
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0.703 to 0.880. Therefore, the criteria of
reliability are met for this study.

Table 1: Consistency of the scales test (N = 30)

Variable

No. of Item Cronbach's Alpha

Normative Influence (NI)

8

0.848

Informative Influence (II)

4

0.806

Perceived Value (PV)

5

0.880

Price Consciousness (PC)

5

0.876

Perceived Behaviroral Control (BH)

4

0.728

Attitude toward e-commerce (AT)

6

0.703

Purchase Intention (O)

3

0.878

are males and 72.7% are females. 44% of the
respondent are earning more than 50,000 per
month, while a majority of respondents,
(accounting for 54.7%) earn income per month
at 20,001 to 50,000,
and the rest of 1.3% of respondent have income
lower than 20,000 per month. The education
level is 9.3% below Bachelor’s degree, 58.2%
Bachelor’s degree and Master degree or higher
at 32.5%. Out of the 400 respondents, 49% of
them spend 4-7 hours a day on the internet,
followed by 34.5% who spend more than 8
hours a day, and 16.5% of the respondents who
spend 1-3 hours a day.

Results and Discussion
Data Analysis
Statistical software was used to evaluate the
data in order to identify the relationship
between each variable and the purchase
intention in e-commerce of millennial
customers.
Descriptive Analysis of Respondent Profile
A descriptive analysis was conducted to
describe the data collected from 400 samplings.
According to the screening method, 100% of
the respondents are millennial who know or
have experience in e-commerce. 27.3% of the
respondent
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Table 2: Descriptive Analysis and Correlation Matrix
The 5-point Likert scale was used to test each variable, 1 refers to “strongly disagree” and 5 to “strongly
agree”.

Variable
Mean
SD
AT
PV
Attitude toward e-commerce (AT) 4.0537 0.54735
1
Perceived Value (PV) 3.7567 0.75765 0.648***
1
Price Consciousness (PC) 4.0535 0.75163 0.529*** 0.610***

PC

1

***Correlation is significant at 0.001 level (1-tailed)

The correlation matrix of Attitude toward e-commerce (AT), demonstrates that all variables have
correlation coefficients of less than 0.7. They have positive relationships with each other. Moreover,
none of variables has a strong relationship toward each other.

Variable
Mean
Purchase Intention (PI) 3.9364
Normative Influence (NI)
3.08
Informative Influence (II) 3.5825
Attitude toward e-commerce (AT) 4.0537
Perceived Behaviroral Control (BH) 3.8413

SD
0.66662
0.098
0.79496
0.54753
0.65665

PI

NI
II
1
.622***
1
.391*** .439***
1
.195***
.129* .163***
.568*** .291*** .157***

AT

1
.124*

BH

1

***Correlation is significant at 0.005 level (1-tailed)
* Correlation is significant at 0.01 level (1-tailed)

The correlation matrix of Purchase Intention (PI) illustrates that all variables have correlation
coefficients lower than 0.7. The matrix also discloses that all independent variables have a positive
relationship with each other. Moreover, none of variables have strong relationship toward each other.
Inferential Analysis
Table 3: Result of Regression for Hypothesis
Beta
(std error)
.375***
(.034)
.155***
(.034)

Independent Variable
Perceived Value (PV)
Price Consciousness (PC)
R2

0.448

2

0.446

Adjusted R

VIF
1.594
1.594

Beta coefficients with standard errors in parenthesis, *** p ≤ 0.05

independent variables greater than zero (b =
.375, p ≤ .001; b = .155, p≤ .001). Besides,
44.6% of the Attitude toward e-commerce can
be explained by Perceived Value (PV) and
Price

As shown in the above table (PV, PC and AT),
both independent variables (Perceived Value
and Price Consciousness) have positive
contribution to the Attitude toward ecommerce. They have the coefficients of
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Consciousness (PC), which means that H1a and
H1b are confirmed.
For the multicollinearity problem, variance
inflation factors (VIF) were tested to the model
and it is revealed both variable show value at

1.594. Hence, the multicollinearity is not the
critical problem in this research.

Beta
(std error)
.302***
(.026)
.092***
(.031)
.083***
(.041)
.420***
(.035)

Independent Variable
Normative Influence (NI)
Informative Influence (II)
Attitude toward e-commerce (AT)
Perceived Behaviroral Control (BH)
R2
Adjusted R
Based on this model, the 4 independent
variables (Normative Influence, Informative
Influence, Attitude and Perceived Behavioral
Control) have positive contribution to Purchase
Intention in e-commerce. All four dependent
variables have coefficients of independent
variables greater than zero (b = .092, p ≤ .001;
b = .223, p≤ .001; b = .342, p≤ .001). The 4
variables including Normative Influence (NI),
Informative Influence (II), Attitude (AT) and
Perceived
Behavioral
Control

VIF
1.324
1.258
1.040
1.102

0.566

2

0.562
(BH) can explain the Purchase Intention at
56%, meaning that H2a, H2b, H2c and H2d are
confirmed.
For the multicollinearity problem, variance
inflation factors (VIF) were tested for the model
and it shows within the range of 1.040– 1.324
which is lower than 10. Thus, the
multicollinearity is not a critical problem in this
research.

Table 4: Result of One Way ANOVA
Degree of
Sum of Mean Square
Frequency
SIG.
Freedom
Square
(Variance)
Between Groups
2
0.868
0.434
0.976
0.378
Within Groups
397
176.441
0.444
Total
399
177.309
and internet usage levels by using One Way
As shown in table 4, SIG. value of One Way
ANOVA. The time spent, especially online
ANOVA is 0.378 which is higher than 0.05.
interface, has no impact on purchase intention
Therefore, there is no significant mean
in e-commerce toward millennial.
difference between each group of internet usage
The core conceptual framework includes
level toward purchase intention, meaning that
Subjective Norms, Attitude toward eH3 are rejected.
commerce and Perceived Behavioral Control as
independent variables and Purchase Intention
of millennial as a dependent variable. Perceived
Conclusions and Recommendations
The empirical analysis of a sample of
Value and Price Consciousness are also the
400 respondents provides understanding about
independent variables when Attitude toward ecustomers’ purchase intention in e-commerce
commerce is used as a dependent variable. The
of the Millennial. The results show that there
result illustrates that all dependent variables
are no significance between purchase intention
have a positive relationship toward purchase
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intention and attitude respectively. On the
whole, 56.6% of purchase intention can be
explained by Subjective Norms, Attitude
toward e-commerce and Perceived Behavioral
Control.
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Recommendations & Implication for Future
Research
According to the empirical results in this
research, business owners should be concerned
about the impact of subjective norms, including
normative and informative influences, meaning
that sources of information must be available,
sufficient and reliable for consumers to
consider and make decisions. Sales promotion
can be a solution and a motivation for
customers who both perceive value and price
conscious when purchasing online in order to
create positive attitude toward online shopping.
In addition, perceived behavioral control is
another aspect to focus on. E-commerce should
be user-friendly and have features such as clear
and easy online transactions and nice interface.
In terms of Limitations of this study, this study
considered respondents who are Millennial, or
generation Y. In fact, there are many
generations of people categorized by age or
lifestyles such as generation Z and generation
Hipster, who may become powerful players in
the digital world in the future. Thus, future
studies can be extended to study to evaluate
more groups of people based on demographics
and psychological aspects. Additionally, there
are many factors which can influences purchase
intention such as eWOM, sales promotion,
advertisement, data security and payment
functions that it would be interesting to observe
and examine.
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Abstract

Revisit intention of tourists is one of the most important contexts of religious tourism, as in general,
paying a visit to religious site is not a one-time phenomenon. This paper aims to investigate
factorsinfluencing revisit intentions of tourists to the birthplace of Lord Buddha in Lumbini, Nepal.
400respondents were surveyed in order to measure their revisit intentions. The data collection was
conducted at Maya Devi Temple in Lumbini, Nepal. Both simple and multiple linear regression analysis
for data analysis were applied. Final results indicate that tourism service quality in terms of reliability,
tangible facility and, empathy influence destination image. Additionally, destination image, word of
mouth and, tourist satisfaction influence revisit intention. These findings could be used as a benchmark
in order to boost tourism service quality, to build destination image, to spread word of mouth and to
improve tourist satisfaction in order to encourage revisit intention of the visitors.
Keywords: tourism, word of mouth, destination image
people per year by 2020. Due to having positive
social, cultural and economic effects tourism
turned into the first sector in the world in a way
that many countries attempt to benefit from the
industry through providing appropriate
infrastructure and intending to reach and satisfy

Introduction
Late king Birendra Bir Bikram Shah Dev of
Nepal once said, “Tourism, if cultivated
properly, may help a country to earn foreign
exchange as well as friends from across the land
seas, helping to forge link of mutual
understanding and appreciations for a better
world of tomorrow.”

tourists’ demand (Amiri and Momeni, 2011).
Many countries thereby discern tourism as a
significant source of commercial activities,
employment and international exchanges
(Haber and Lerner, 1998). The European
Commission (2002) defined tourism as the set
of activities performed by people who travel
and stay in places outside their usual
environment for not more than one consecutive
year, for leisure, business and other purposes.
Li et al. (2008) stated that it is fairly accepted
that repeat visitors enjoy holiday destination for
either aesthetic reasons who visit sentimentally,
memorably, with a sense of belonging or
utilitarian reasons that gain a better knowledge
of the geographic area for selected activities (or
both). Although, holiday destinations rely
heavily on revisits until recently limited
research has been conducted on revisit
intentions and its antecedents for several

Thus, tourism is emerging as good option for
rural development as well as for raising the
living standards of people in developing
countries like Nepal. Increasingly, there is a
need for a strong emphasis on recognizing the
value of one of the oldest forms of tourism, i.e.,
religious tourism. Religious tourism in Nepal
has economic advantages for the tourism
industry as it benefits local economic and social
development.
Some countries in terms of tourism constitute
the utmost structure of economics and are
deemed as an employment and economic
generator. According to Fourie and SananaGallego (2011) tourism service industry is
accepted as an international growing pioneer
among service industries. Also, Coshall and
Charlesworth (2011) estimated that the demand
for tourism will reach one billion

118

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

reasons. However, this researcher is aimed at
giving recognition to religious tourism in
Lumbini, Nepal not being a one-time
phenomenon by applying previous studies and
the empirical testing. Lumbini, which was
granted, World Heritage Site status by
UNESCO in 1997 is a Buddhist pilgrimage site
situated in the foothills of the Siwalik range in
the Rupandehi District of Nepal. It is the place
where, according to Buddhist tradition, Queen
Mayadevi, the queen of Sakya king
Suddhodana of Kapilvastu gave birth to
Siddhartha Gautama in 563 BCE, which now is
called Maya Devi Temple. Gautama, who
achieved enlightenment became the Gautama
Buddha and founded Buddhism. Lumbini
therefore is one of many magnets for
pilgrimage that sprang up in places pivotal to
the life of Gautama Buddha. Accordingly,
Lumbini has been enlivened till date by the
multitude of architecturally beautiful temples,
stupas and monasteries built by various
international Buddhist communities from
Thailand, Myanmar, Korea, China, Japan, and
Vietnam having impeccable architectural
values. Thereby, Lumbini is inscribed as one of
the 10 Heritage Sites in Nepal. Although
Lumbini is not in the List of World Heritage in
Danger but due to the demonstration effect as
younger population of religious background
countries strive to emulate western lifestyle,
this consequently leads to loss of natural and
cultural heritage in the eyes of younger
generation so it is better tourism sector initiate
the ways and factors for this site’s sustainability
and promote its outstanding universal value.
Therefore, this research is conducted and
applied variables are relatively reviewed below.

(Parasuraman et al., 1985) as an effective
framework to measure tourism service quality.
Service quality contributes significantly to
marketing issues of service differentiation and
positioning in the market on the long term for
organizations, destinations or countries in order
to incorporate the best service methods for
favorable customer perceptions. This study
adapted an integrated model of tourism service
quality dimensions, destination image, word of
mouth, tourist satisfaction and revisit intention
from tourists’ perspective towards Lumbini,
Nepal. Parasuraman et al. (1985) defined the
service quality concept in terms of five major
dimensions that are briefly outlined below.

Tourism Service Quality: It is acknowledged
that quality in tourism is an essential factor,
which eventually dictates the success of the
tourism business. Quality has to be conceded as
strategic operational efficiency that enhances
tourism business.
Tourism service quality is defined as “a global
judgment or attitude or attitude related to the
superiority of a service in terms of customer
satisfaction” (Parasuraman et al., 1988).
Accordingly, several studies (Armstrong et al.,
1997; Choi and Chu, 1998; Atilgan et al., 2003;
Chen and Tsai, 2007) have used SERVQUAL

III. Tangible Facility: Tangible facility means
the appearance of physical facilities,
equipment, personnel and communication
materials (Parasuraman et., 1988). The service
recipients, i.e., customers, often anticipate it.
Those who provide a service should ensure that
their employees’ appearance, uniform,
equipment, and work areas on-site look well.
Bergman et al., (2003) mentioned that tangible
facility is highly valued, for example, when
visiting restaurants, tourism destinations, etc.
Thereby, tangible facility of a destination image
is reached when the appearance of physical

I. Assurance: Assurance is defined as the
competence and courtesy of personnel and their
ability to convey trust and confidence
(Parasuraman et al., 1988). Trust and
confidence may be embodied in the person who
links the customer to the company, for example,
within the marketing department. Overall, a
service provider is expected to be the expert of
the service they deliver to their customers. In
tourism prospect assurance of a destination
image is covered via attainment of trust and
confidence of visitors.
II. Reliability: Reliability means the ability to
perform the promised service dependably and
accurately (Parasuraman et al., 1988). It means
that the service provider delivers on its
promises about delivery, service provision,
problem resolutions and pricing. In context of
tourism, reliability of a destination image is
obtained through performing the promised
service with outcomes and attributes.
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facilities,
equipment,
personnel
and
communication materials are well managed.

sources (word of mouth) such as friends and
relatives have been shown to influence image
formation about tourist destination.

IV. Empathy: Empathy is defined as
representing provision of caring, individualized
attention to customers (Parasuraman et., 1988).
Empathy could be conceived as synergy, the
trust and confidence of customers, which, at the
same time increases loyalty. In this competitive
world, service providers of every sector must
take into consideration that the service that they
provide meets the demands of each individual
customer or else there are always other options.
In some countries, individual attention is
provided to the visitors of a destination to show
that the tourism sector does its best to satisfy
tourist needs.

Word of Mouth (WOM): Word of mouth is
defined as the means by which consumers
communicate their opinions to others in an
unofficial way after they have used a product or
taken a service (Westbrook et al., 1987).
Eventually, WOM can be either positive or
negative. Positive WOM will happen when a
person confronts satisfactory services
(Susskind, 2002). WOM influences a variety of
conditions, such as awareness, expectations,
perceptions, intention to visit, and behavior.
Tourist Satisfaction: Satisfaction is defined as
the tourist’s emotional state after experiencing
the trip (Baker and Crompton, 2000). The
concept of satisfaction was initially introduced
by Cardozo (1965) in consumer studies and was
then picked up by scholars from various fields
involved in this area of study. Tourists’ feeling
about a destination signifies destination
features from their viewpoints (Alegre and
Garau, 2010). For instance, satisfied tourists
may revisit a destination or recommend it to
others. Contrarily, dissatisfied tourists may not
revisit a destination and do not recommend it to
others.

V. Responsiveness: Responsiveness is the
willingness to help customers and to provide
prompt service, whilst capturing the notion of
flexibility and the ability to customize the
service to customer needs (Parasuraman et al.,
1988). It emphasizes attentiveness and
promptness in dealing with customer’s
requests, questions, complaints, after-sale
service and problems in any sector.
Responsiveness is communicated to customers
by length of time waiting for assistance,
answers to questions or attention to problems.
More importantly, in tourism sector it captures
the notion of flexibility and ability to customize
the service to tourist needs.

Revisit Intention: Revisit intention is defined
as the willingness of tourists to repeat the same
destination (Fishbein et al., 1975). Repeat
visitors are destination-aware tourists whose
expectations are based on previous experiences
(McKercher and Wong, 2004).
Previous studies have shown that although
repeaters are less likely to be satisfied, they still
have a stronger intention to revisit a holiday
destination in the future. Repeat visitors also
stay longer, spend more time but visit fewer
attractions (Lau and McKercher, 2004). Revisit
intention is considered a key research topic in
tourism destinations and is a significant
behavioral intention (Jani and Han, 2011).

Destination Image: Destination image is a
term for the attractive perceptions of historical
or touristic associations that potential visitors
have about a destination (Hunt, 1975). Bigne et
al. (2001) defined destination image as a mental
representation of a place of interest. According
to the latest guidelines for tourism marketing,
the development of the image of a tourist
destination is based on consumer rationality and
emotion and is the result of two main
components. One, Perceptual and cognitive,
means the destination image is evaluated by the
attributes of its resources of attractions which
motivate tourist to visit; and two, affective,
referring to feelings and emotions evoked by
tourist destinations. Therefore, destination
image plays a vital role in tourist decisions. As,
Martin and Beerli (2004) divulged that informal

Materials and Methodology
Based on the conceptual framework, formed
four hypotheses (H1 to H4) express the
associations between independent and
dependent variables. To verify whether or not
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these variables are significantly related, each
hypothesis was tested.

dependent variable and demographic factors
questions in order to ascertain clarity. For
screening questions (3), this researcher applied
simple category scale method. The questions
(44) regarding each independent and dependent
variables have been adopted from previous
studies in the form of a five-point Likert scale
method. The five-point Likert scale defines
different numbers presenting different opinion
levels: 1 = strongly disagree, 2 = disagree, 3 =
neutral, 4 = agree, 5 = strongly agree. The
respondents were asked about general personal
data such as religion, gender, age, marital
status, annual household income and purpose of
their visit for answering demographic factors
questions(6).

H1: Tourism service quality in terms of
assurance, reliability, tangible facility, empathy
and responsiveness statistically influence
destination image.
H2: Destination image and tourist satisfaction
statistically influence word of mouth.
H3: Destination image influences tourist
satisfaction.
H4: Destination image, word of mouth and
tourist satisfaction influence revisit intention.
Figure 1: The proposed conceptual framework.

Results and Discussion
Descriptive analysis of demographics
Descriptive statistics were used to analyze
demographic
characteristics
of
target
population who have visited the birthplace of
Buddha in Lumbini, Nepal. Religion, gender,
age, marital status, annual household income
and purpose of visit were chosen as applicable
demographic characteristics. The highest
percentage and frequency of the results
obtained by collecting 400 valid samples are
shown in table 1.

This researcher applied descriptive research to
construe the characteristics of a population in
this study. According to Malhotra (2007),
Descriptive research is a method used to
describe market characteristics or functions in
qualitative analysis on the basis of large and
representative samples. In addition to the
descriptive method, the researcher also applied
survey method. A survey method is the
compilation of primary data acquiring by
communication with a typical sample of
individuals. McDaniel et al. (2000) stated that
survey is the research approach in which a
researcher uses a questionnaire to obtain
opinions, facts and attitudes of the respondents.
This researcher, distributed questionnaires
among tourists who were to answer the
questions in order to find out the revisit
intentions of visitors towards the birthplace of
Buddha in Lumbini, Nepal.

Table 1: Demographic participants

Hypothesis testing analysis
There are two types of inferential statistics
employed in this study: simple and multiple
linear regression analysis. The simple linear
regression analysis tests research hypothesis H3
and Multiple linear regression analysis tests the
research hypotheses H1, H2 and H4. Table 2
shows the summary of findings of hypotheses
testing of this study.

Data Collection
The target population of this research comprises
both male and female visitors who have visited
the Birthplace of Buddha in Lumbini, Nepal.
400 questionnaires were dispatched to
individuals in a face-to-face approach at Maya
Devi Temple in Lumbini, Nepal during March
2017. This researcher divided the questionnaire
into 4 parts; screening, independent variables,

Table 2: The summary of results hypotheses
analysis, using simple and multiple linear
regression
Model Summary
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Hypothesis one found that tourism
service quality dimensions i.e., assurance,
reliability, tangible facility and empathy
influence destination image whereas in terms of
responsiveness, tourism service quality does
not influence destination image. It is fortunate
that visitors are reliable about their services
being accurate as promised that help influence
positive destination image. The physical
appearance of a place, service providers and
tools used to communicate with the visitors
were of good quality, which projects a positive
destination image. Empathy also influences
destination image which indicates that visitors
had all their needs met by the tourism sector of
Nepal, which helped form a positive destination
image in their minds. This outcome echoes a
study by Akroush et al. (2016) who studied
tourism service quality and destination loyalty
– the mediating role of destination image from
international tourists’ perspectives. They found
that reliability, tangible facility, empathy and
responsiveness in terms of tourism service
quality significantly affected destination image.
In this study, however, responsiveness in terms
of tourism service quality did not have a
significant relationship with destination image.
Concerning the results obtained by hypothesis
two, destination image and tourist satisfaction
influence word of mouth. In general, when
visitors have a positive mindset about a
destination and are satisfied, the possibility for
positive word of mouth is higher. People are
positive about Lumbini, Nepal because it is the
birthplace of Lord Buddha. Also, it has been
chosen by UNESCO as a world heritage site,
which undoubtedly propagates word of mouth.
As Nepalese language is derived from Sanskrit,
there is a code of conduct in Sanskrit that people
respect, “Atithi Devo Bhava”. It means “the
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guest is God”. Nepalese citizens consider it an
honor to have guests in their home or their
country, and to please them as there’s nothing
like Nepalese hospitality. Therefore, this is the
prime reason why destination image and tourist
satisfaction both affect word of mouth. The
outcome is consistent with a study by Tzetzis et
al. (2014) who predicted visitors’ satisfaction
and behavioral intentions from service quality
and concluded that satisfaction had positive,
significant influence on word of mouth.
Based on the result obtained by hypothesis
three, destination image influences tourist
satisfaction. It is believed that general tourist
satisfaction is formed through their evaluation
of destination features based on their
expectations. Lumbini, Nepal, as the birthplace
of Buddha, generates a positive image and
satisfaction in visitors’ mind. All the temples,
stupas, monasteries, built by various
international Buddhist communities, add a
tangible architectural value to the birthplace of
Buddha, which set the right image and
positively affects visitors’ satisfaction.
Hypothesis four found that destination image,
word of mouth and tourist satisfaction
influence revisit intention. It is generally
believed that visitors who have a positive
destination image, and are satisfied are likely
to spread the word to others and also tend to
revisit.
The beauty and tranquility of the birthplace of
Lord Buddha in Lumbini, Nepal is not only for
pilgrims but also for anyone seeking peace and
serenity. This spiritual destination abounds
with historical, cultural and spiritual values that
form a positive image in visitors to revisit.
Many stories near Lumbini are linked with
stories connected to Lord Buddha or Buddhism,
and the tourism sector presents them in an
intriguing manner, which boosts word of
mouth, and also influences revisit intentions. A
previous study by Isa and Lizana (2014)
supports that word of mouth has a positive and
significant relationship with revisit intention.
Furthermore, Tzetzis et al. (2014)’s study of
predicting visitors’ satisfaction found that
tourist satisfaction has a positive and significant
impact on revisit intention.

Recommendations
Lumbini, Nepal has immense potential in the
tourism sector, because religious tourism in
Lumbini, Nepal can inject more life into the
tourism sector, even during Nepal’s political
instability. An increase in religious tourism
needs a sustainable platform to keep on
growing. Beside Maya Devi Temple, Lumbini
is filled with several pilgrimage destinations
stupas or monasteries built by various Buddhist
nations. Targeting Buddhist holidays is an
effective way to attract them. The tourism
sector should present various offers and
programs to fully utilize such Buddhist holidays
for religious tourism. However, they should not
only reach for new visitors but also attempt to
maintain their existing customers, market share
and revenue. Tour agencies operating in major
cities face harsh competition among numerous
service providers. Findings of this research
emphasize that tour agencies in Nepal ought to
develop appropriate strategies to keep their
existing customers. Based on the findings of
this study, the following recommendations
could be made, listed in order of hypotheses.
Hypothesis 1 found that tourism service quality
dimensions (reliability, tangible facility and
empathy) positively influence destination
image, unlike research in the past sought to find
a positive relationship between all five
dimensions of tourism service quality and
destination image. The Tourism sector of Nepal
must work on building assurance in terms of
tourism service quality, as results of this study
shows that it negatively influences destination
image. Tourism service providers must also
consider reliability by providing services
accordingly to their customers’ needs for e.g.
changing itineraries, ticket schedules, etc.
Service providers, therefore, need to follow-up
with customers if they are in being overcharged
at any place of lodging, eating or traveling.
Service providers must also ensure cleanliness,
proper personnel attire and the way they
communicate with their customers. In regards
of empathy, personnel should be well-behaved
and must serve with attention to meet
customers’ needs. Also, the tourism sector
should also target visitors from Buddhist
nations and attract them special packages,
timed for Buddhist holidays to meet their needs.
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Hypothesis 2 found that destination image and
tourist satisfaction positively influence word of
mouth. As there are already many foreign
investments in Lumbini, Nepal, promoting such
image would certainly create a positive
reputation and may also generate further
foreign investment.
To achieve it, Nepalese tourism service
providers should improve service quality,
employ appropriate pricing strategies, and
promote it between Buddhist and Hindu visitors
(the majority of respondents in this research).
Competitive price is an efficient way to
enhance visitors’ satisfaction, as highest
numbers of visitors were young adults in this
study with an annual household income of
$8,000. Therefore, this group of customers
would definitely be open to affordable tourism
packages. However, it is quite a sensitive issue
to promote and commercialize religious sites so
there must be accurate information sharing to
build destination image. This will contribute to
spreading the word in a positive direction.
Hypothesis 3 found that destination
image positively influences tourist satisfaction.
Tourism sector must maintain the monasteries,
stupas in Lumbini and monitor sustainability to
add value of its image, since the statement “I
enjoyed the style of buildings in Lumbini,
Nepal - the birthplace of
Buddha.” got the highest mean out of all tourist
satisfaction statements. Promoting this
religious site with accurate information will
definitely attract foreign investments like those
in the past. It will certainly build a positive
destination image and those who visit will be
satisfied. Also, in regards to not let Lumbini,
Nepal be placed on the list of World Heritage in
Danger (UNESCO), tourism sector must ensure
this site’s sustainability and promote its
outstanding universal value.
Hypothesis 4 found that destination image,
word of mouth and tourist satisfaction
positively influence revisit intention based on
Beta Coefficient Value. Tourism sectors are to
create and maintain destination image, as it is
the medium through which visitors set their
perception about Lumbini, Nepal as a
UNESCO World Heritage Site. Tourism
service
providers
need
to
maintain
infrastructure to preserve this heritage site’s

outstanding universal value. If the site is listed
on
‘World Heritage in Danger’, visitors will
undoubtedly have a negative destination image.
As regards positive word of mouth, promoting
intriguing stories about Buddha and Buddhism
through social media would boost word of
mouth
Despite political obstacles, religious tourism
could earn billions of rupees by showcasing
Buddha’s teachings at the birthplace of Buddha.
Furthermore, a focus on competitive advantage
by providing unique services, such as
meditation courses,
Discourse in Buddhism, etc., could enhance
tourist satisfaction, ensuring the future return of
visitors.
Conclusion
Nepal is an economically underdeveloped,
landlocked country where the tourism sector
plays an important role in the economy of the
nation.
Through tourism, people can find employment
opportunities and a means to earn their
livelihood.
Traditional perspective of the tourism industry
needs to change into a mixture of attracting both
foreign and domestic tourists, both of whom
may generate cash flow within the country. It is
determined through this research that in the
tourism sector, building a positive image in
visitors’ mind plays a vital role in intention to
revisit. Results in conclusion show that better
tourism service quality which satisfies visitors
and increase word of mouth, will help develop
tourism in Nepal and encourage visitors to
revisit in the future.
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Abstract

Employee satisfaction and employee performance among hotel has been considered as a vital factor for
the improvement of the hotel industry. The purpose of this study is to identify the antecedents of
employee job satisfaction and employee job performance in a five star hotel at Yangon, Myanmar. 480
respondents were chosen as accurate target population, which were completely answered. Data were
collected by using survey questionnaires, multiple regression analysis and simple regression analysis.
The results indicate that there is a strong relationship between each variable on employee job
satisfaction and employee job performance. Job training has the positively strongest influence factor on
job satisfaction and followed by pay, job clarity, role ambiguity, perceived organizational support and
promotion. However, role conflict negatively influence on job satisfaction. These findings would
greatly assists in organizing uniform, effective and cost saving training programs to increase the level
of employee job satisfaction and employee job performance for the mutual benefit for the five star hotel
at Yangon Myanmar.
Keywords: five star hotel, job satisfaction, job performance
Myanmar is seeing good prospects in tourism
industry in 2016, with increasing number of
tourists to be expected during the year.
Myanmar attracted 2.64 billion U.S dollars’
foreign investment in 47 projects in the sector
of hotels and tourism in the year 2016.
According to the ministry’s master plan (20132020), tourist arrivals are estimated to hit 7.49
million in 2020. According to the Myanmar
Hoteliers Association, Myanmar’s hotels are
also sprouting up across the nation to give
adequate accommodation to the increasing
number of tourists. Once operational, total
supply of international standard rooms as five
star hotel in Yangon will more than double.
Occupancy for the upscale and luxury segments
increased from 45.8% in 2009 to a record
80.0% in 2013. Based on the information from
the ministry of hotels and tourism, tourist
arrivals in Myanmar increased to 4.68 million
in 2015 from 3 million in 2014, a significant
increase of 52%. In 2015, revenues from
tourism jumped to over $1.78 billion. With the
increase of tourist number, the growing

INTRODUCTION
In today’s global competitive environment,
world business plays a very important role in an
economy. Modern enterprises are facing
environment challenges globally and because
of the effects it brings, many enterprises are
developing better competitive strategies. As
employees are a company’s most precious
strategic assets and strongly influence the
operational success of the companies for which
they work, the success or failure of any
organization depends upon its employees. An
organization’s success mostly depends on the
employee performance.
Nowadays, service industry is growing very
faster. DSEC (2009) explains that the service
industry
requires
more
employee
empowerment compared to the manufacturing
industry because customers are in the direct
relationships with employees. The luxury hotel
has become a significant segment of the general
hospitality industry and is undergoing
expeditious expansions.
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demands for a hotel. There are about 1,300
hotels around the country in 2016.

very faster. Siu (2002) indicated that employee
satisfaction in the service industry is very
importance because all employees deal directly
with the customers. If employees are satisfied
their job, it may get to enhance their job
performance to customers so that it will
definitely affect customer’s satisfaction and
business success.

The importance of an employee in the
hospitality industry becomes more significant
because huge amount of human resources
utilized in this industry. Sule Shangri-La hotel
has been awarded the best performance award
for foreign direct investment hotels by the
ministry of Myanmar hotels and tourism in
2014. Moreover, this hotel has been awarded
“best hotel bar and nightlife” category in the
Myanmar dining and nightlife awards in 2016.
Furthermore, Sule Shangri-La hotel can offer
more hotel rooms than other 5 stars hotels in
Yangon and also has the highest number of
reviews from the customers for “excellent” on
Trip Advisor travel site. Hence, it is obvious
that Sule Shangri-La hotel is offering better
performance and service to their customers than
year by year. Therefore, the researcher decided
to study employee job performance at Sule
Shangri-La hotel, Yangon,
Myanmar.

I. Job training: Human resource is very
important and is the backbone of every
organization. Job training is a set of planned
activities on the part of an organization to
increase the job knowledge and skills of its
members in a manner consistent with the goals
of organization (Landy, 1985). Jones et al.
(2008) investigated the association of job
training affecting different aspects of job
satisfaction, such as satisfaction with
achievement, satisfaction with pay, satisfaction
with job security or satisfaction with work
itself.
II. Job Clarity: Job clarity refers to the level to
which jobs, rules and regulations and how to do
a job are clearly communicated to the
employees (Sarathy, 2012). In enhancing
employees
work
and
organizational
performance, job clarity plays an important
role. Moreover, Job clarity can be increased
through additional job information.

Literature Review
Job Performance: Employee job performance
is one of the most important factors and has
been studied for decades (Wall et al., 2004).
Extensive
research
provides
greater
understanding behind the significant variation
in job performance among employees. Factors
such as job training. (Sultana,
2011), role clarity, role ambiguity and role
conflict
(Shah, 2011), perceived organizational support
(Eisenberger et al., 2011), salary and promotion
(Leiter et al., 2015) are directly affected on job
satisfaction (Wang, 2013) and have been
studied to determine the influence of these
variables on job performance. Besides, it can be
found several researches for the employees’ job
satisfaction are directly affected on job
performance.

III. Role Ambiguity: Role ambiguity refers to
the feeling of uncertainty of occurs to
employees when there is no sufficient definition
of requirements to compete the assigned tasks
(Rizzo et al., 1970). Employees’ role ambiguity
occurs while no sufficient information is
provided to perform the assigned tasks and
unsure of expectation and satisfaction of
outcomes of their tasks (Churchill et al., 1976).
IV. Role Conflict: Tidd and Friedman (2002)
defined role conflict as the certainty of
employee towards task objectives and
performance. Jon conflict is inevitable in both
teams and organizations, due to the complexity
and interdependency of organizational design.
Many researchers have stated that role conflict
are negatively related to job satisfaction
(Churchill et al., 1974; Kelly et al., 1981,
Walker et al., 1975).

Job Satisfaction: Employee satisfaction in an
enterprise is an important indicator to determine
its survival and development (Ebadan and
Winstanley, 1997). Employee job satisfaction
shows the relation between human expectations
and advantages taken from the job (Darvish,
2013). Nowadays, service industry is growing
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quantitative research model is preferred for
testing the hypotheses. With the help of the
research questionnaire, the respondents are able
to indicate their attitude and view about their
job satisfaction and job performance in Sule
Shangri-La Hotel at Yangon, Myanmar.
Therefore, this research focus to get the
improvement of employee job satisfaction and
job performance to retain the employees by
using the empirical evidences from Sule
Shangri-La Hotel’s human resources. The
researcher developed the hypotheses of this
current study for two statements in
investigating the antecedents of job satisfaction
and job performance as follows:

V. Perceived Organizational Support
(POS):
Perceived organization support (POS) refers to
the employees’ belief that the organization
values their contribution and that the
organization will help employees to complete
their jobs (Eisenberger et al., 2002).
Eisenberger et al. (2002) stated that POS has
quite a compelling connection with job
satisfaction. Employees’ beliefs concerning the
extent to which the organization values their
contribution and cares about their well-being.
VI. Pay: Pay is one of the most important job
attributes to job satisfaction, giving the variable
significant consideration when measuring
satisfaction in the workplace (Lazear and
Sherwin, 2000). It refers to a certain amount of
compensation to employee as return of their
working performance
(Lawler, 1970).
VII.
Promotion:
Promotion
is
an
organizational reward which
supports
employees to compete and have a good chance
to get a higher position or get higher incentives
level in order to adjust organizational goals
(Lazear and Sherwin, 1981).
When employees perceive that there are golden
chances for promotion they feel satisfied for the
respective place in the organization (De Souza,
2002).

H1: Job training, job clarity, role ambiguity,
role conflict, perceived organizational support,
pay and promotion have influenced on
employees’ job satisfaction towards Sule
Shangri-La Hotel. H2: Job satisfaction has
influenced on employees’ job performance
towards Sule Shangri-La Hotel.
Data collection
In order to collect the data based on the
population, census survey is applied by the
researcher. According to the Zikmund et al.
(2013), a census survey is defined as an
investigation of all the individual elements that
make up the population. Therefore, the
researcher aims to study “employees’ job
satisfaction and job performance” and collect
data from all the employees who are working at
Sule
Shangri-La Hotel in Yangon, Myanmar.

Materials and Methods
This study was descriptive in nature and
quantitative methods were effective for the
hypotheses to be tested and differences between
variables to be explored (Field, 2009). The
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Figure 1: The proposed conceptual framework

promotion yields at the significance level of
0.002 all variables are less than 0.005 at 99%
significance level. Therefore, it implies that all
of seven independent variables have a
significant influence on employee job
satisfaction.
The researcher also found that except role
conflict, others variables were positively
influenced on job satisfaction. But role conflict
was negatively impacted on job satisfaction.
Job training, job clarity, role ambiguity,
perceived organizational support, role conflict
and pay are at the unstandardized beta
coefficient are “.582, .199,
.082, .026, .524, .012,” respectively. However,
the lower beta value of role conflict is (-0.383)
which mean that Therefore, it implies that job
training has better influence on job satisfaction
than other variables. The result of the study is
also supported by a research done by Burgard
et al. (2011). This researchers investigated the
job training positively influences on job
satisfaction. Moreover, Jawahar and Thomas
(2010) supported that there is a relationship
between payment and job satisfaction.
This study suggests that Sule Shangri-La hotel
has to pay attention to improve the quality of
job training given to the employees and payroll
of the employees to make them more satisfied.

The sample size was “480 respondents” as
shown in Table 1. Five point Likert scales were
used to measure “the antecedents of job
satisfaction and job performance” for 35
questions of the research questionnaires.
Inferential analysis was conducted by using
“multiple linear regression and simple linear
regression.”
Results and Discussion
The majority of respondents are females which
are “60 %” or “288 respondents.” The range of
wage “between 100$ to 300$” have the highest
percentage among all the respondents, which is
“47.3%”or “227 respondents.” Among all the
respondents, working experience level
“between 1 to 5 years” have the highest
percentage “45.8%” or “220 respondents.” In
addition, the largest group in seven departments
is from the employees of Food and Beverage
department, which is “35.2%” or “169
respondents.”
As per hypothesis one (H1), the result indicated
that job training, job clarity, role ambiguity,
role conflict, perceived organizational support
and pay yield at significance level of 0.000 and
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Table 1: Total population in Sule Shangri-La Hotel

The result of the study is also showed that role
conflict is negatively related to job
satisfaction.
It means that a higher role conflict leads to
lower job satisfaction. In other words, when
role conflict occurs, employees will appear
uncertain about their tasks objectives and
performance. De-Dreu and Van
Vianen (2001) supported that conflict was in
the inverse correlation to business performance
and employees’ satisfaction. Therefore, this
study suggests that Sule Shangri-La hotel
should think about avoiding role conflict to
increase job satisfaction. Regarding hypothesis
two (H2), the result indicates that job
satisfaction yields at the significance level of
0.000 which means less than
0.005 at 99 percent confidential level.
Moreover, the unstandardized beta coefficient
result get 0.923. Therefore, it implies that job

satisfaction have a positively significant
influence on employee job performance. When
the employees satisfied their work, a higher job
satisfaction leads to higher job performance.
Ashill and Carruthers
(2008) found that there is a positive influence
of job satisfaction on job performance. Job
satisfaction plays an important role on the
employee’s performance, people’s attitude
affect people’s performance, satisfaction with
the job and a positive attitude could bring a
positive feedback on performance. This study
suggests that Sule Shangri- La hotel can think
about employee job satisfaction to get
enhancement of employee job performance. In
conclusion, the hypotheses of this current study
were supported, which found significant
influence of job satisfaction and job
performance as shown in
Table 2.
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Recommendations
From interpretation of the data & analysis,
conclusion must be drawn that the findings
from all
480 employees indicated to reject the null
hypotheses. Furthermore, this study has
proved the important of analyzing job
satisfaction and job performance by
summarizing the results of hypotheses testing
which gave the recommendations and
suggestions to the Five Star Hotel.
The first recommendation is to focus on job
training of employees. Therefore, organizations
must aware that training & development
programs can not only bring the job satisfaction
but also the higher productivity of the
employees. Moreover, organizations need to
develop some overseas training if possible in
order to achieve growth of their employees.
Another way is to invite the people from head
office (Hong Kong) to conduct training for the
employees in Myanmar. The study proves that
a high percentage of employees are satisfied
when they get good training. In addition, all
employees are pleased to get job training to
enhance the job performance by well-trained
trainers.

In addition, the second recommendation is to
improve payment program. Employers should
make sure that employees are satisfied with pay
satisfaction and reduce the intention to
turnover, increase their trust, offer better job
performance and create more organizational
effectiveness. Therefore, company policies
must include pay policies related to increased
pay for increased contributions.
The third recommendation is the organization
make sure to give a clear idea about
responsibilities and duties to every hotel
employees in hotel. By giving hand books every
beginning of the year, this can improve the
knowledge of employees with regards to
organizational details. Positive influences of
job clarity on job satisfaction based on the
results of this research illustrate high job clarity
could make employees feel confident and
satisfied with their jobs.
Moreover, it is very important to understand
their role and responsibilities in hotel. If the
employees have less doubt on their duties what
is expecting to be done. If employees who are
clear with their role will satisfied with their job.
Then, it can increase in role ambiguity and
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cause individuals will not spend any effort in
order to perform the outstanding service.

job satisfaction to improve employee job
performance and productivity.

Another recommendation is about the
employees who have perceived organizational
support are more satisfied with their job. The
level of satisfaction with job will increase,
when organizations treat employees well,
provide good care and increase the sense of
praise and good opportunities of approval then
have higher job satisfaction and may
reciprocate through effort exerted towards
performing well on the job or serving the
organization.
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Furthermore, another recommendation is to
reduce role conflicts in jobs in order to enhance
smooth job satisfaction tends to job
performance.
Therefore, firstly, the organization need to
define acceptable behavior, having clearly
defined job descriptions so that employees
know what’s expected of them will help avoid
conflicts. Second, the communication is very
important, take efforts to provide adequate
materials required for job and make clear,
accurate and timely communication of
information will help to convenient to decrease
role conflicts. Finally, the directives,
instructions and guidance should be made as
clear as possible so as to reduce role conflict.
In addition, the hotel need to improve the
promotion of the hotel employees. Top
management needs to understand the
employees feeling and think about the
promotion system. To retain the good and
potential employees, management gives more
preference to promote employees within the
organizations. Organizations must have the
right person at the right place to do the right
things at the right time. Hence, human resource
management need to use promotion
opportunities as a reward for highly productive
workers to exert greater effort and finally to
accomplish the goals and objectives of the
organization. As the findings indicated that
there is a strong influence of job satisfaction on
job performance. Therefore, the researcher
would like to recommend that the hotel try to
increase job satisfaction then the employees’
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Abstract
As foreign texts with high production values that depict both historical Korea and urban modernity,
Hallyu is inevitably associated with urban middle-class consumers in Thailand. Patbingsu or Bingsu,
Korean originated shaved ice dessert, is widely recognized and popular among Thais. Accordingly, this
study was conducted to understand the relationship between Physical Evidence, Food Quality, Service
Quality, Restaurant Image, Customer Perceived Value, and Behavioral Intention impact customer
satisfaction towards dessert products: A case study of Korean shaved ice dessert restaurants in Bangkok,
Thailand. After a thorough literature review, Physical Evidence, Food Quality, Service Quality,
Restaurant Image, Customer Perceived Value, Behavioral Intention were selected as impact factors to
customer satisfaction towards dessert products. A total of 400 questionnaires were collected from
Bangkokians. The finding revealed that Physical Evidence, Food Quality, Customer Perceived Value,
Behavioral Intention have statistically influence on customer satisfaction toward dessert product. In
addition, Service Quality and Restaurant Image have relationship with examined variable. This research
contributes benefits to the Korean restaurants owners to see the impact factors influencing customer
satisfaction.
Keywords: Physical Evidence, Food Quality, Service Quality, Restaurant Image, Customer Perceived
Value, Behavioral Intention, Customer Satisfaction, Bingsu
.
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customer satisfaction and following behaviors
(Reidenbach and Sandifer, 1990; Wakefield
and Blodgett, 1999; Sayed, et al., 2003).
(Milliman, 1986), in some scenarios the interior
or more exceptionally the physical environment
had higher impact on the purchase decision
comparing to the product itself. If consumers
perceived negative or less-welcoming promts,
they might pick another – in their own
perspective – more satisfying choice to dine
(Riley, 1994; and Canny, 2013) pointed out that
physical environment had positively impact on
customer satisfaction in which customer
satisfaction had positively impact on behavioral
intentions.
Physical environment refered to the three
elements which were spatial layout, decor and
orientation signals, and ambient conditions
(Bitner, 1992). The ambience could be color,
light, temperature, noise, odor and music.
Spatial layout was the conceptual design and
layout of buildings, arrangement of equipment,
and plan of furniture layout match to the
required needs of the service delivery process.
Decor and orientation signals were visual
symbols adopted to generate an acceptable
atmosphere and lead customers while the
service consumption occured. Ambient
conditions might have an influence on the
individual five senses of consumer which these
five senses of perception well reacted to the
environment.

Introduction
Hallyu or Korean Wave is a term popularly
spreading of Korean entertainment, Korean
fashion, and Korean culture across Asia and all
over the world. Not only entertainment and
culture, but also the cuisine and culinary
customs are spreading across the world.
Korean series and Korean songs influence
Thais in many aspects. As most Thai teenagers
and Thai early working-age people are
influenced by Hallyu as Korean hair style and
clothes style which those Thai copy the singer
or actor. Moreover, Korean cuisine arrived
through Korean dramas and movies and
influences Thais to consume Korean cuisine
and also encouraged them to learn how to cook
Korean food.
Patbingsu or commonly known as Bingsu, is a
Korean-originated shaved ice dessert topped
with red bean paste, mini rice cakes and ground
nut powder. In the modern era of the fusion of
contemporary culture, Bingsu has adopted
many other variations with some of the new
combination.
In Bangkok, there are many Bingsu restaurants
some of which are well-known franchises from
Korea, some are new brand open in prime areas,
and some are small corner shops locating in
community areas. Given that the trend of
Hallyu through Bingsu in Thai context, it is
meaningful to study affecting factors that
influence customer satisfaction toward dessert
products: a case study of Korean shaved iced
dessert restaurants in Bangkok. Few researches
have explored factors that affect customer
satisfaction towards dessert products: a case
study of Korean shaved iced dessert restaurants
in Bangkok. This current research aimed at
understanding factors affecting customer
satisfaction on dessert products: a case study of
Korean shaved iced dessert restaurants in
Bangkok.

Food Quality (FQ)
Food quality could be evaluated by several
dimensions, such as food presentation, varieties
of menu, food menu options, taste of food,
freshness of food, and proper temperature of
food. Through these dimensions, taste was
expressed to be the essential attribute affecting
restaurant selection and customer satisfaction
(Namkung and Jang, 2007; Kivela et al., 2000;
Koo et al., 1999). For example, Namkung and
Jang (2007) studied on the food quality
dimensions were to increase customer
satisfaction, and revealed that food taste and
food presentation was the most critical
influenced. Moreover, Liu and Jang (2009)
investigated the study of Chinese restaurants in
the USA, found out that taste and service
reliability were the significant dimensions to
win consumers’ hearts.

Literature Review
- Physical environment (PE)
The significant cause of consumer psychology
and attitude was the physical environment as a
service was conducted essentially for hedonic
purposes and as customers consumed in a
period of time in a particular physical
environment (Ryu and Jang, 2007; Wakefield
and Blodgett 1994; Bitner, 1992). Physical
environment could either strengthen or restrain
customers’ mental state that might affect
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Service Quality (SQ)
Service quality referred to overall impressions
of cutomers towards the company’s services in
dimension of superiority or inferiority
(Johnston, 1995). Moreover, service quality
was admitted to exceed customer expectations
rather than just meet the expectation level, and
supposed to comprise the continuous
improvement circumstance (Lloyd-Walker &
Cheung, 1998).
Commonly, quality of food, physical
environment condition, and preceived
employee service consistented to service
presentation which can be functional,
mechanical, and humanic clues (Berry et al.,
2002). For a restaurant, the variables which
were most impacted by employee actions are
service, food taste, and physical environment,
consecutively (Zhang et al., 2013).

Behavioral intentions (BI)
The idea of behavioural intentions regard to the
likelihood of a customer revisit to a company
where the customer has been utilized the
service, or broadcasting positive information
about an company to family and friends
(Othman et al., 2013; Wu, 2015). These
reactions performed as the consequence from
customer satisfaction (Othman et al., 2013). On
the other hand, satisfaction caused a positive
impact on customer intentions (Kitapci et al.,
2014). According to some studies (Chen and
Chen, 2010; Ha and Jang, 2010) revealed that
experience value boosts positive behavioral
intentions, an integration of the experience
value construct may impact positive behavioral
intentions.

Restaurant image (RI)
Prior studies demonstrated that the brand/store
image has a positive effect on customer
perceived value, customer satisfaction, and
customer revisit intention (Andreassen and
Lindestad, 1998; Bloemer and Reyter, 1998;
Cretu and Brodie, 2007; Lai et al., 2009;
Patterson and Spreng, 1997; Ryu et al., 2008).
Therefore, it is the most critical issue for
restaurant management level to take a
consideration on maintaining the differentiated
restaurant image rather than compete with other
brands. Taking a consideration on an
appropriate and unique restaurant image was a
critical marketing strategy element for
restaurant manager which influences on
customer perceived value and customer
satisfaction.

Customer satisfaction (CS)
Customer satisfaction could be explained in
circumstance of meeting the cutomers’
expectations
regarding
to
satisfactory
evaluation parameter (Malik & Ghaffor, 2012).
Johan explained that the customer mind was a
complicate set of thinking and view which
could not be predicted.
Thorsten and Alexander (1997) investigated
that customer satisfaction towards company’s
product and services was the strategic key of
company’s competitive advantage. In the
perspective of relationship marketing, customer
satisfaction was the approach that influence to
customer retention in long run since unstisfied
customers had a high tendancy to switch to
competitors (Lin & Wu, 2011).
The conventional belief affirmed that the
success of company and growth of company
relied on customer satisfaction which directly
impacted sales and profits (Gustafsson et al.,
2005). A loyal customer or even an advocate
had a high posssibility to come from a customer
who was fully satisfied. They were not sensitive
in price changes and not willing to switch to
competitors (Ferrel and Hartline, 2010). These
customer satisfactions had a positively sequent
impact on a company’s competitiveness (Ferrel
and Hartline, 2010)

Customer perceived value (VAL)
Patterson and Spreng (1997) studied the aspect
of customer perceived value in summarizing
consumer behavior in a service situation and
revealed that customer perceived value was
acted as antecedent which positively direct to
customer satisfaction. The relationship between
store/corporate image and the customer
perceived value in a service circumstance were
empirical tested by Andreassen and Lindestad
(1998).
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Figure 1: Conceptual Framework of variables influencing customer satisfaction

identify relationship between independent and
dependent variable by linear equation (H1a,
H1b, H1c, and H1d). Moreover, Pearson
correlation analysis was used to determine the
relationship between independent and
dependent variable (H2, H3).
The Likert scale model was conducted in the
online survey questionnaires developing to
measure attitude on a 5-point scale ranging
from 1 which is ‘strongly disagree’ to 5 which
is ‘strongly agree’.

Source: Developed by the researcher for this
study.
This study examined seven hypotheses to
achieve the research objective.
H1a: Physical environment concern explains
unique variance of customer satisfaction toward
cold dessert products.
H1b: Food quality concern explains unique
variance of customer satisfaction toward cold
dessert products.
H1c: Customer perceived value concern
explains unique of customer satisfaction toward
cold dessert products.
H1d: Behavioral intention concern explains
unique of customer satisfaction toward cold
dessert products.
H2: There is a statistically significant
relationship between service quality and of
customer satisfaction toward cold dessert
products.
H3: There is a statistically significant
relationship between restaurant images of
customer satisfaction toward cold dessert
products.

Measurement of variable
The target respondents for this study were
students and working-age people who lived in
Bangkok-base.
Population and Sample
Online questionnaires were conducted to gather
data from 400 respondents by convenience
sampling method and snowball sampling
method.
Reliability Test
The reliability test was conducted when the
target number of respondents reached 30, which
was conduct by Cronbach’s Alpha Coefficient.
Commonly, the reliability result had to be
greater than 0.7 (Cronbach, 1951) in order to
meet with the typical prerequisites of reliability
of research instrument.

Research Methodology
A quantitative approach was implimented in
this study to investigate the hypotheses. The
probability sampling technique was conducted
by convenience sampling technique, and quota
sampling technique to collect data from target
population.
Survey
is
online-base
questionnaire. There were three statistical
analyses conducted to test hypotheses. First,
regression analysis was utilized in order to

Table 1: Consistency of the scales test
Pilot Study – 30 Questionnaires
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employee, and 2% of housewife. For the
income per month, 40 % of respondent earned
between 15,000 – 30,000 baht, and 33 % earned
below 15,000, and 21 % earned between
30,001-50,000, 4.5% earned between 50,00180,000 baht, and lastly 1.5% earned more than
80,000 baht. Moreover, the respondents visit
frequency data reveal that 64.5 % had less than
2 times/month, 26 % had 2-4 times/month, 7 %
had 5-6 times/month, and 2.5 % had more than
6 times/month. Their spending per visit data
reveals that 75.5 % spends between 201-500
baht/visit, 15.5 % spends below 200 baht, and 9
% spends between 501-1,000 baht. The time
that the respondents usually visit data reveals
that 38 % visit at 16:01-19:00, 32.5 % visit at
13:01-16:00, 23.5 %
visit at 19:01-22:00, and 5.5 % visit at 10:0013:00. The person whom the respondents
usually go with data reveals that 61 % go with
friends, 18.5 % go with boyfriend or girlfriend,
18 % go with family, and 2.5 % go alone. The
channel that the respondents know the
restaurant data reveals that 48 % are from
online media, 45.5 % are from offline media, 5
% are from friends, and .5 % is from family.
Furthermore, descriptive
analysis
and
correlation between all variables are revealing
in Table 2.

Result and Discussion
Data Analysis
Statistical application was used to analyze the
data to define the relationship between
variables and mean of two groups.
Descriptive analysis
Descriptive analysis was utilized to
describe the basic features of the collected data.
All respondents 400 were living in Bangkok
showing 100 %. High school students and
working aged people both show 50 %. Next is
demographic data which reveal 62% of female
and 38% of male. The age of respondents
reveals that 67.5% aged between 18-25 years
old, 18.5% aged between 26-35 years old, 7.5%
aged below 18 years old, 4.5% aged 36-40 years
old, and 2% aged above 40 years old. The
marital status of respondents shows that 89.5%
are single and 10.5% are married. Occupation
reveals that 50% is high school student while
another 50% is working aged people including
31 % of corporate employee, 8% of freelance, 6
% of entrepreneur, 3% of government

Table 2: Descriptive analysis and Correlation Matrix

The correlation matrix revealed that all
variables have correlation coefficients
exceeding 0.8 except customer perceived value
(VAL) and physical environment (PE) at 0.790
and customer perceived value and behavioral
intention at 0.798. Significantly, there is

positive and strong relationship between food
quality (FQ) and customer satisfaction (CS) at
0.891. Also, there is positive and strong
relationship between behavioral intention (BI)
and customer satisfaction (CS) at 0.891.
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Table 3: Result of Pearson Correlation

Table 3 shows that Service Quality has significant relationship with Customer Satisfaction at p-value
of .000 and the Pearson correlation value presents .813. Thus, Ho is rejected and Ha is failed to reject.
Restaurant Image has significant relationship with Customer Satisfaction at p-value of .000 and the
Pearson correlation value presents .823. Thus, Ho is rejected and Ha is failed to reject. The result of
regression analysis of independent and dependent variable is shown in Table 4.
Table 4: Result of Regression

Model 1 reveals that four independent variables
(physical environment, food quality, customer
perceived value, and behavioral intentions)
have positive contribution to customer
satisfaction. All four corresponding regression
coefficients of independent variables are
significantly greater than zero (b = .146, p ≤
.001; b = .255, p ≤ .001; b = .173, p ≤ .001; b =
.384, p ≤ .001). And physical environment, food
taste, customer perceived value, and behavioral
intentions can explain variance of customer
satisfaction at 87.2%. That means H1a, H1b,
H1c, and H1d rejected Ho and this failed to
reject Ha. The result showed consistency with

previous studies which show that food quality
is a factor for creating positive customer
satisfaction (Qin, H., & Prybutok, V. R., 2009).
To test multicollinearity problem, variance
inflation factors (VIF) was tested in Table 4.
The result revealed the range of 4.110 – 6.348
which does not exceed the maximum value of
10 (Hair et al., 1995). Thus, the
multicollinearity is not the critical problem in
this research.
Inferential Analysis
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Conclusions and Recommendations
This research clarifies customer satisfaction
towards cold dessert products in Bangkok
between high school students and working age
people. The results of this study present
significant difference between high school
students and working aged people. The results
of this study confirm that physical environment,
food quality, customer perceived value,
behavioral intention are determinants for
positive customer satisfaction toward cold
dessert products while restaurant image and
service quality are not. Moreover, liner
regression result can explain that physical
environment, food quality, customer perceived
value and behavioral intention as independent
variables impact customer satisfaction toward
cold dessert product by 87.2%. Furthermore,
this study reveals both consistent and
inconsistent results with previous studies (Qin,
H., & Prybutok, V. R. , 2009).
The empirical results of this study provided the
benefit to the cold dessert restaurant and
relevant businesses in Thailand especially in
Bangkok because the relevant party can
improve strategic and sustainable development
strategy due to findings from this study and to
create benefit to each industry. For example,
behavioral intention had the most impact to
customer satisfaction towards cold dessert
products: a case study of Korean shaved ice
dessert (Bingsu) in Bangkok. The customer will
be satisfy with the restaurant when they are feel
good and willing to have a good intention
towards the restaurant in the near future. So, the
business should take a consideration on the
customer experience when they visited the
restaurant as behavioral intention is the
likelihood of a customer revisit to a company
where the customer has been utilized the
service, or broadcasting positive information
about an company to family and friends
(Othman et al., 2013; Wu, 2015).

This research is conducted only within the
Bangkok boundary. Given that popularity of
Bingsu in Thailand, it will be useful if future
research covers across the country.
This study can be the initiative information for
future study to observe in the same field or
across fields to define the determinants of
customer satisfaction of the consumer to other
restaurant types.
Lastly, there are more determinants that may
influence creating customer satisfaction toward
cold dessert products. Thus, the future study is
recommended to conduct with those factors.
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Abstract
This research aimed to study the human behavior in terms of the satisfaction toward the mobile
application. ‘A’ Bank was selected to study the behavior of their customer who lives in Bangkok,
Thailand. Derived from related theories and literature review, the selected five independent variables accessibility, perceived usefulness, perceived ease of use, security and trust- were used to examine an
effect on the dependent variable (customer satisfaction). The obtained data from 250 respondents were
analyzed to test research hypotheses through multiple linear regression method. The questionnaires
were distributed via online channels and offline channel. The Findings of this research and the essential
suggestions for further development to improve customer satisfaction were discussed.
Keywords: Customer Satisfaction, Mobile Application, accessibility, perceived usefulness, perceived ease of
use, security, trust

Introduction
Nowadays, the
world has
becomes
interconnected in the internet era. According to
Electronic Transactions Development Agency
(ETDA, 2016), Thailand Internet user via smart
phone has grown 9% in 2016. They uses
internet 6.2 hours/day in 2016 comparing to 5.7
hours/day in 2015. Smart phone is also the main
device for the user to use internet (ETDA,
2016). The business sector adapts itself to
respond to this change. Banking industry also
responds to this change by launching the mobile
application.
According to The Nielsen Company
(Thailand), the most popular mobile banking
application that Thai people uses is ‘A’ Mobile
Banking which accounts for 22% of all users.
‘A’ Bank is the first bank in Thailand that offers
mobile banking services.
‘A’ Bank and its subsidiaries have a net
profit of 40,174 Million Baht in 2016. It
increased from 700 Million Baht or 1.77% in
2015 (Stock Wave, 2017). In the past five years,
the fees and services income of ‘A’ Bank have
increased. In 2015, the income is 37,526
Million Baht comparing to 20,637 Million Baht
in 2011. It shows that the fees and services are
important source of income. It is a room to

generate more income. As a banking service
provider, it is important for them to enhance
their services to improve customer satisfaction
especially in the mobile banking.
Literature Review
Review of Theories Related to Customer
Satisfaction
Technology Acceptance Model
Technology acceptance model (TAM)
was developed by Davis (1989). The model
reveals that the technology that is easy to use
and also useful will have a positive effect on the
intended users’ attitude. It will increase their
intention toward using the technology which
generates the adoption behavior. After that,
many studies added more variables to TAM
which enhanced the predictive power to the
model. Based on TAM, Perceived web security
was added to the study by Cheng et al. (2006).
This study empirically tested its ability in
predicting behavioral intention ofcustomers
toward adopting Internet banking. According to
Al-Gahtani and King (1999),
satisfaction can be predicted by using TAM.
It is found that the components of TAM –
Perceived usefulness and Perceived ease of use
– are crucial in forming customer satisfaction
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and attitudes toward e-commerce channel. It is
found that satisfaction was
affected by perceived usefulness and perceived
ease of use (Hsieh& Wang, 2007). It consists of
four dimensions which are access to
information, accessibility of computer
equipment, reliability of system and ease in
learning the language used (Rice&Shook,
1988).

level of satisfaction which is higher level of
usage.
Review of Literatures Related to
Independent Variables
Accessibility
Accessibility refers to the physical
dimension that related to the terminal of access
as well as the usability of the system
(Karahanna &Straub, 1999).
Accessibility has a strong effect on
customer satisfaction toward internet banking
(Sharma & Malviya, 2014). Accessibility is
also one of the components that are in service
quality model that can be used to measure
customer satisfaction. Therefore, it is suitable
to be used to measure customer satisfaction.

Relationship Marketing Theory
Relationship marketing theory was
proposed by Berry and Parasuraman (1991). It
concerns about attracting, developing, and
retaining customer relationships. Customeroriented relationship marketing improves the
flow of information among bank and
customers. It enhances the positive feeling of
customers toward the bank. Therefore, it
increases satisfaction and enhance relationship
(Barnes &Howlett, 1998; Ennew & Binks,
1996). According to Morgan and Hunt (1994),
trust is the central to understand the relationship
marketing. In one study, it is found that the
customers prefer to transact with service
providers because they can trust the one whom
they can share an understanding about implied
and unspecified obligations that control their
relationship (Singh & Sirdeshmukh, 2000).
Therefore, trust positively effects on customer
satisfaction.

Perceived usefulness
Perceived usefulness refers to the degree that a
user believes that using a particular system
will enhance the job performance of the user
(Chen et al., 2007; Ajzen, 1991).
Usability is a key factor of the users’
satisfaction as well as the virtual environment
(Flavian et al., 2006). Many researchers have
found that perceived ease of use significantly
effects on user attitudes that is relatively
impact on the user satisfaction and adoption
(Davis, 1989; Detlor et al., 2013; Hess et al.,
2014; Martins et al., 2014; Morosan, 2012).

Service Quality Model
According to Zeithaml (2002), there
are seven dimensional items of e-SERVQUAL
which includes efficiency, reliability,
fulfillment, privacy, responsiveness,
compensation and contact. It is used to
measure e-service quality. According to Yang
et al. (2005), there are five factors of service
quality based on the context of information
service on the internet which are usability,
adequacy of information, usefulness of
content, accessibility and interaction. A study
by Al-Tarawneh (2012) mentioned that
reliability, ease of use, responsiveness,
personalization, security and website design
positively impact on the customers’ perception
of the e-service quality of banking services.
According to Eriksson et al. (2007), the high
levels of service quality will stimulate higher

Perceived ease of use
Perceived ease of use can be defined as the
perception of the person towards the use of a
particular system that is free of effort or easy
to do (Davis, 1989; Taylor&Todd, 1995).
Perceived ease of use is considered as
one part of mobile satisfaction in the mobile
industry (Lee & Jun, 2007). A study of online
banking, perceived ease of use is an antecedent
of customer satisfaction (Yoon, 2010). It is
found that perceived ease of use is the factors
that effect on the satisfaction of users in the
study of a measurement of system quality as
well as a determinant of IT adoption (Davis,
1989; DeLone & McLean, 1992; McHaney &
Cronan, 1998).
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Guilan, it is found that there is a significant
relationship between security and customer
satisfaction (Ganjinia et al., 2013). In addition,
security is also one of the components that are
in the service quality model that can be used to
measure customer satisfaction. Therefore, it is
suitable to be used to measurecustomer
satisfaction

Security
Security can be defined as the freedom without
risk, danger and doubt. It includes
confidentiality, financial security and physical
safety (Parasuraman, 1985).
Many studies on internet reveal that there is a
positive impact of security of internet banking
and customer satisfaction (Jun & Cai ,2001;
Liao & Cheung, 2008). In the study of banks of
.Trust
Trust refers to the belief that service providers
or sellers attempt to meet the expectations of
people as well as avoid taking advantage of
others (Gu et al., 2009).
The satisfaction level can be determined by the
trust of the customer toward a particular
product and service either in online or offline
context (Chiou, 2004; Line & Wang, 2006). It
is found that trust that derived from the
information system, mobile website, etc. would
have a significant relationship with customer
satisfaction (Lee & Chung, 2009; Zhou, 2011).

Conceptual Framework
The researcher applied three major theories in
order to develop conceptual framework. The
first theory is the technology acceptance model
(TAM) which perceived usefulness and
perceived ease of use are selected in this study.
The second theory is the relationship marketing
which trust is selected in this study. The last
theory is E-service quality which in this case the
researcher selects only accessibility and
security. Therefore, the selected independent
variables
are
accessibility,
perceived
usefulness, perceived ease of use, security and
trust which will be used to identify the effect on
customer satisfaction.

Review of Literatures Related to Dependent
Variable
Customer Satisfaction
Customer Satisfaction can be defined as the
summary of the psychological state that is
resulting from the emotion surrounding
disconfirmed expectations which is coupled
with the prior feelings of customers toward the
consumption experience (Oliver, 1981).
According to Amin et al. (2014), it is found that
perceived usefulness and trust have a positive
relationship with mobile user satisfaction.
According to Yoon (2010), it is verified that
speed, design, information content, security and
customer service significantly influence on
customer satisfaction with electronic banking.
It is also found that the level of user satisfaction
is determined by accessibility, content, comfort,
design and speed among others aspects (Ahmad
& Al-Zu’bi, 2011). According to Yoo and
Donthu (2001), it is believed that ease of use in
one of the important factors that influence on
customer satisfaction toward internet banking.

Figure 1: Conceptual Framework

Research Hypothesis
Based on the conceptual framework, there are
five hypotheses that were formulated.
H1o: Accessibility does not affect Customer
satisfaction.
H1a: Accessibility affects Customer
satisfaction.
H2o: Perceived usefulness does not affect
Customer satisfaction.
H2a: Perceived usefulness affects Customer
satisfaction.
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H3o Perceived ease of use does not affect
Customer satisfaction.
H3a Perceived ease of use affects Customer
satisfaction.
H4o: Security does not affect Customer
satisfaction.
H4a: Security affects Customer satisfaction.
H5o: Trust does not affect Customer
satisfaction.
H5a: Trust affects Customer satisfaction.

to screen qualified respondents which are the
residence in Bangkok and have used ‘A’
mobile banking service.
Pretesting Questionnaire
A pretesting questionnaire was
distributed on the 5th February 2017 to 30
respondents who live in Bangkok and have
used ‘A’ Mobile Banking. To evaluate the
reliability of the questions, the researcher used
Cronbach’s Alpha test. The pretesting result of
Cronbach’s Alpha for this questionnaire shows
that all questions of these variables are reliable
to be used. It is in the range from .866 to .920.

Methods of Research Used
Respondents and Sampling Procedures

Table 1: Pretesting Questionnaire for
Reliability (N=30)

Target Population
The target population of this research was Thai
people who live in Bangkok and have ever
used ‘A’ Mobile Banking.

Variables
Accessibility
(IV)
Perceived
Usefulness (IV)
Perceived Ease
of use (IV)
Security (IV)

Sample Size
The Bangkok population was recorded by the
Department of Provincial Administration,
Ministry of Interior. It revealed that the
population in Bangkok was 5,696,409
(National Statistical Office, 2015). The
population that is greater than 100,000, the
sample size is 204 at 95 percent confidence
level and ±7% of precision level (Israel, 1992).
The researcher distributed extra 46 samples.
Therefore, this research has a total 250 sample
respondents.

Trust (IV)
Customer
Satisfaction
(DV)

Number
of items

Cronbach'
s Alpha

5

.866

5

.894

5

.891

4

.902

4

.920

5

.920

Results
Descriptive Analysis
The data of 250 respondents were
collected via online and offline channels. The
respondents consists of 155 females (62%) and
95 males (38%). In this research, the age of the
majority respondents is between 21-30 years
old which consists of 162 respondents
(64.8%), followed by 31-40 years old with
52(20.8%), 41-50 years old with 17(6.8%),
below 20 years old with 11(4.4%) and above
50 years old with 8 (3.2%). Regarding
educational level, 157 respondents (62.8%) are
bachelor’s degree holder, followed by master
degree or above with 86 (34.4%) and below
Bachelor’s degree with 7(2.8%). In addition,
the occupation of 173 respondents (69.2%) is a
company employee, followed by student with
44(17.6%), Business owner with 27(10.8%),

Sampling Procedure
This research applied non-probability
sampling procedure which includes
convenience sampling as well as snowball
sampling method. For convenience
sampling, the researcher selects the
respondents who are convenient and available
at that time. The questionnaires were
distributed via online channels and offline
channel. Online channels include email,
Facebook and LINE. For offline channel, the
researcher distributed questionnaires to the
students in Assumption University. All of
these channels were used in the snowball
sampling by allowing the respondents to
forward the questionnaire to their family
members, friends or colleagues who are
qualified. There were two screening questions
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government employee with 3(1.2%) and others
with 3(1.2%). Finally, income of the majority
respondents is 20,001 – 30,000 Baht with
82(32.8%), followed by above 50,000 baht
with 62(24.8%), below 20,000 baht with
43(17.2%), 30,001 – 40,000 baht with
43(17.2%) and 40,001 – 50,000 baht with
20(8%).

variables. According to Evans (1996), the
strength of the correlation can be described as
.00-.19 very week, .20 - .39 weak, .40 - .59
moderate, .60 - .79 strong, and .80 – 1.0 very
strong. As illustrated in Table 5, the analysis on
accessibility, perceived usefulness and
perceived ease of use had positively strong
relationship with customer satisfaction. On the
other hand, security and trust also had
positively moderate relationship with customer
satisfaction.

Table 2: Descriptive Information
Variable
Gender
Male
Female
Total
Age
Below 20 years old
21 – 30 years old
31-40 years old
41- 50 years old
Above 50 years old
Total
Education
Below Bachelor's Degree
Bachelor's Degree
Master’s Degree or Above
Total
Occupation
Student
Company Employee
Government Employee
Business Owner
Others
Total
Income
Below 20,000 Baht
20,001 – 30,000 Baht
30,001 – 40,000 Baht
40,001 – 50,000 Baht
Above 50,000 Baht
Total

Frequency Percent
95
155
250

38
62
100

Table 3: Pearson’s correlation coefficient
(N=250)

Factors
11
162
52
17
8
250

4.4
64.8
20.8
6.8
3.2
100

7
157
86
250

2.8
62.8
34.4
100

44
173
3
27
3
250

17.6
69.2
1.2
10.8
1.2
100

43
82
43
20
62
250

Signifi
cant
Value
at 0.01
level
(twotailed)

Level Correlation
of
Coefficient
Corre
lation

Accessibilit
y

.000

.756

Perceived
usefulness

.000

.791

Perceived
ease of use

.000

.748

Security

.000

.552

Trust
.000
Note. P-Value < 0.01

.548

Strong
Relationshi
p
Strong
Relationshi
p
Strong
Relationshi
p
Moderate
Relationshi
p
Moderate
Relationshi
p

Hypothesis Testing
The data in Table 4 illustrated the
relationship between all independent variables
(accessibility, perceived usefulness, perceived
ease of use, security and trust) and dependent
variable which is customer satisfaction. The
multiple linear regression analysis was utilized
to analyze the proposed hypotheses. In addition,
the variance inflation factors (VIF) was also
applied to affirm that there is no
multicollinearity violation.
Table 4 shows the value of adjusted Rsquared at .690. It means 69% of variation in

17.2
32.8
17.2
8
24.8
100

Correlation Analysis
Pearson’s correlation coefficient test
was used to test the dependent and independent
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customer satisfaction can be explained by all
the independent variables which are
accessibility, perceived usefulness, perceived
ease of use, security and trust.
According to Martz (2013), VIF value
between 5.00 – 10.00 indicates high correlation
that may be problematic. In this study, the VIF
Value is between 1.926 – 3.831which are lower
than 5.00. Therefore, the multicollinearity is not
a problem for this study.
Table 4: Summary of Multiple Linear
Regression Analysis for Variable Predicting
(N=250)
Variable
B
SE B Beta
Accessibility
.231 .065 .236
Perceived
usefulness
.436 .063 .425
Perceived ease of
use
.152 .071 .149
Security
.065 .047 .067
Trust
.056 .045 .061
Note. R²= .696, Adjusted R²=.690,p<.05

Sig.
.000
.000
.032
.170
.217

Hypothesis 1
H1o: Accessibility does not affect Customer
satisfaction.
H1a:
Accessibility
affects
Customer
satisfaction.
According to Table 4, accessibility had a
statistical significant effect on customer
satisfaction with .000 significant value (p<.05).
Therefore, the null hypothesis 1 was rejected.
The standardized coefficient (ᵝ) was .236,
which had the second highest value and can be
concluded that as one unit increase in
accessibility, customer satisfaction will
increase by .236 (23.6%).
Hypothesis 2
H2o: Perceived usefulness does not affect
Customer satisfaction.
H2a: Perceived usefulness affects Customer
satisfaction.
According to Table 4, perceived usefulness had
a statistical significant effect on customer
satisfaction with .000 significant value (p<.05).
Therefore, the null hypothesis 2 was rejected.
The standardized coefficient (ᵝ) was .425,
which had the highest value and can be

concluded that as one unit increase in perceived
usefulness, customer satisfaction will increase
by .425 (42.5%).
Hypothesis 3
H3o Perceived ease of use does not affect
Customer satisfaction.
H3a: Perceived ease of use affects Customer
satisfaction.
According to Table 4, perceived ease of use had
a statistical significant effect on customer
satisfaction with .032 significant value (p<.05).
Therefore, the null hypothesis 3 was rejected.
The standardized coefficient (ᵝ) was .149,
which had the third highest value and can be
concluded that as one unit increase in perceived
ease of use, customer satisfaction will increase
by .149 (14.9%).
VIF
3.567
Hypothesis 4
H4o: Security does not affect Customer
3.049
satisfaction.
H4a: Security affects Customer satisfaction.
3.831
According to Table 4, security had a statistical
1.926
significant effect on customer satisfaction with
1.979
.170 significant value (p>.05). Therefore, the
null hypothesis 4 was failed to reject.
Hypothesis 5
H5o: Trust does not affect Customer
satisfaction.
H5a: Trust affects Customer satisfaction.
According to Table 4, trust had a statistical
significant effect on customer satisfaction with
.217 significant value (p>.05). Therefore, the
null hypothesis 5 was failed to reject.
Summary,
Conclusion,
Recommendations

And

Summary of Findings
As a result of data from 250 respondents, a
majority of the respondents are females with
155 (62%), age between 21-30 years with 162
respondents (64.8%), Bachelor’s degree holder
with 157 (62.8%), Company employee with
173 (69.2%) and the income between 20,001 –
30,000 Baht with 82 (32.8%).
In terms of the correlation, all of the five
variables had a positive significant relationship
with customer satisfaction at significant value
(p>0.01). Security and trust also had a moderate
relationship with customer satisfaction.
Accessibility, perceived usefulness and
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perceived ease of use had a strong relationship
with customer satisfaction.
As seen in Table 4, the null hypotheses 1-3 were
rejected while 4-5 were failed to reject that is,
accessibility, perceived usefulness and
perceived ease of use are the factors that affect
customer satisfaction toward ‘A’ mobile
banking. On the other hand, security and trust
are not the factors that affect customer
satisfaction toward ‘A’ mobile banking.

In terms of the user interacting with
organizational systems, there is an evidence
that support the relationship between user
satisfaction and usefulness in information
systems research (Lai et al., 2009; Seddon,
1997). According to Bhattacherjee (2001), the
perceived usefulness is used to predict
satisfaction in the post adoption context.
Usability is a key factor of the users’
satisfaction as well as the virtual environment
(Flavian et al., 2006). In the mobile commerce
context, customer satisfaction can be explained
by perceived usefulness which is the key
construct of the TAM (Lee&Jun, 2007).

Discussion and Conclusion
The purpose of this research is to examine
factors affecting customer satisfaction toward
‘A’ mobile banking. The results indicated that
accessibility, perceived usefulness and
perceived ease of use significantly affect
customer satisfaction. However, security and
trust do not significantly affect customer
satisfaction.

Perceived ease of use
The finding of this study reveals that perceived
ease of use has a significant impact on customer
satisfaction. Previous study found that
perceived ease of use is considered as one part
of mobile satisfaction in the mobile industry
(Lee & Jun, 2007). According to Rezaei and
Amin (2013), there is a positive relationship
between perceived ease of use, perceived
usefulness and customer satisfaction in the
environment of online shopping. A study of the
commercial website found that perceived ease
of use has a positive effect on satisfaction
(Abdinnour-Helm et al. 2005). A study of
online banking, perceived ease of use is an
antecedent of customer satisfaction (Yoon,
2010). It is found that perceived ease of use is
the factors that effect on the satisfaction of users
in the study of a measurement of system quality
as well as a determinant of IT adoption (Davis,
1989; DeLone & McLean, 1992; McHaney &
Cronan, 1998).

Accessibility
The study found that there is a significant
impact of accessibility on customer satisfaction.
The previous study supported that accessibility
had a positive relationship with customer
satisfaction (Sharma & Malviya, 2014).
According to Poon (2008), Casalo´ et al. (2008)
and Sadeghi and Hanzaee (2010), accessibility
is beneficial to gain user satisfaction in the
adoption of electronic banking. Moreover, it is
found that accessibility that includes
information content, usage constraint that
includes the support as well as the intention to
use which involves the future continuance were
significantly used to explain the user
satisfaction which in line with the existing
literature (George & Kumar, 2013; Gupta &
Kamilla, 2014; Mattila et al., 2003; Sadeghi &
Hanzaee, 2010; Yoon, 2010

Security
This study found that there is no significant
relationship between security and customer
satisfaction which is contradict to some of the
previous study. Many studies on internet
banking that considered security as one of the
most important factors reveal that there is a
positive impact between security of internet
banking and customer satisfaction (Jun & Cai
,2001; Liao & Cheung, 2008). It is found that
there is a significant relationship among
security and satisfaction of the customer in
ICBC internet banking. The security of service

Perceived usefulness
Perceived usefulness has a significant impact
on customer satisfaction in this study. Previous
study found that perceived ease of use and
perceived usefulness are significantly effect on
user attitudes that impacts on the user
satisfaction and adoption (Davis, 1989; Detlor
et al., 2013; Hess et al., 2014; Martins et al.,
2014; Morosan, 2012). According to Delone
and Mclean (2003), the positive experience
with use will generate higher user satisfaction.
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also has a strong correlation with satisfaction of
customer (Lin, 2003). In the study of banks of
Guilan, it is found that there is a significant
relationship between security and customer
satisfaction (Ganjinia et al., 2013). On the other
hand, other previous study found that security
was insignificant to satisfaction (Schaupp &
Belanger, 2005). Moreover, security does not
influence on customer satisfaction in the online
shopping context (Hila ludin & Cheng, 2014).

by facilitating the customer to easily access to
the needed information such as creating each
part of the application to present at the same
time upon the customer requested. ‘A’ mobile
banking should also make this application
easily to download in any mobile operating
systems since currently it can be downloaded
only in android and iOS operating system.
Moreover, the language used in the application
must be easy for the user to understand.
Next, perceived usefulness also has a
significant impact on customer satisfaction. The
bank should continue to add more features that
can facilitate the users in other aspects such as
add the memo feature to let the user create some
notes or keep some information. The bank may
also add the feature that can help the user
organize a personal saving plan.
Finally, perceived ease of use has the effect on
customer satisfaction. Perceived ease of use is
the perception of the person towards the use of
a particular system that is free of effort or easy
to do (Davis, 1989; Taylor&Todd, 1995).
Therefore, the bank may let the user be able to
customize the interface of the application to
make it easy to use since each user may have
different level of usage in each feature.

Trust
The result of this study found that trust has no
significant relationship with customer
satisfaction which is contradict to some of the
previous study. According to Wetsch (2005),
trust significantly impacts on satisfaction. The
satisfaction level can be determined by the trust
of the customer toward a particular product and
service either in online or offline context
(Chiou, 2004; Line & Wang, 2006). It is found
that trust that derived from the information
system, mobile website, etc. would have a
significant relationship with customer
satisfaction (Lee & Chung, 2009; Zhou, 2011).
In buyer-seller relationships, trust has also been
used to studies in many studies that link to
customer satisfaction (Selnes, 1998; Garbarino
& Johnson, 1999; Hennig-Thurau & Klee,
1997). According to Singh and Sirdeshmukh
(2000), the service provider that the customer
can trust, shares the understanding about the
implied and unspecified obligations that control
their relationship is the one whom the customer
prefer to transact with. Therefore, customer
satisfaction is positively affected by trust. On
the other hand, other previous study reveals that
trust has a negative effect on customer
satisfaction (Sikdar et al., 2015). In addition,
trust cannot be used as an indication of
satisfaction (Hila ludin & Cheng, 2014).

Further Studies
Further study may consider collecting the data
on broader geographical areas which can
capture customer satisfaction towards ‘A’
Mobile Banking more comprehensively.
Further study may also apply different sampling
methods. For example, stratified sampling
method can be used to collect the data from all
sub-dividing groups in order to gain more
accurate insight on customer satisfaction.
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Abstract
The comparison between value and contrarian strategy is rarely examined due to observation
that they share similar characteristics by which that both strategies select neglected and left undervalue
stocks. The objective of this study is comparatively reviewed the portfolio performance based on value
investing and contrarian strategy. The research also examines these two strategies could generate
positive abnormal return. The data of stocks listed under the Resource industry in the Stock Exchange
of Thailand (SET) are used to construct both value and contrarian portfolios during 3 periods of
portfolio formation in 2010-2012. The single-sort methodology is applied in the study by which PE
ratios are used to construct value portfolio. The measurement timeframes are 3-months, 6-months, 1year, and 2-year holding return after each 1-month lag formation period. The results show that, out of
the 12 holding periods, the contrarian strategy beat the market by 6 times from 12 times, and value
investment’s return exceed market by only 2 times. Returns from contrarian strategy were higher than
returns from value investing strategy in 10 out of 12 holding periods. Investors could apply the finding
by relying more on contrarian strategy than value strategy when investing in the cyclical nature of stocks
in the Resource industry in the SET. With this strategy, they could increase their chances to beat the
market.

Key words: Investment, Contrarian strategy, Value strategy, Portfolio return, Stock
Despite the similarity in nature, the key
difference between the two strategies would be
the criteria used to screen out the stocks to be
put in the portfolio. Value investing is a style of
investing that look at a security price in
comparing with their intrinsic value (Truong,
2009). Several matrices such as Price to
Earning (PE), Market to Book (M/B), or other
financial ratios are the examples of criteria
value investors used to screen the undervalued
and neglected stocks (Fama and French, 1992),
(Graham and Dodd, 1934), and (Lynch &
Rothchild, 1990). Price to Earning (PE) ratio
has been one of the valuations multiples that are
extensively used by investors and security
analysts to select which stocks should be
purchased. Its eased of calculation and
interpretation are a key reason for its popularity

Introduction
There are multiple investment strategies used
by investors to seek for maximum return, and,
at the same time, beating the market. Investing
strategies such as value versus growth strategy,
contrarians versus momentum strategy and
technical analysis strategy are apparently
widely used in practical world and examined in
the academic area.
Value and contrarian strategies are sometimes
viewed as similar principles in nature of
investing in neglected stocks. Investors are
often overreacted to stocks that perform badly
or over sell them and cause these out-of-favor
stocks to become underprices (Lakonishok et
al., 1994).
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(Pei Fun and Ronni Basana, 2012). To generate
higher return in the future, investors will look
for stocks that trade at low PE as they perceive
the stock to be cheap, vice versa. Numbers of
academic studies such as Basu (1977) and
Lakonishok et al. (1994) have found that low
PE Ratio stocks tend to outperform the higher
PE Ratio stocks.

during the period 2011-2015. Additionally, this
research also aims to find out if these two
strategies could outperform the market or
generate positive abnormal return during the
same time horizon.
This study selected Resource industry in the
Stock Exchange of Thailand (SET) as the
sample of the study due to the size composition
to the SET. According to Bloomberg data, the
resource industry was the second largest portion
in SET which accounted for 2.99 trillion Baht
or 19.32% of total SET market capitalization of
15.5 trillion Baht as of 24th January, 2017. The
familiar names of listed companies in this
industry are PTT Public Company Limited
(PTT) and subsidiaries PTT Exploration and
Production Public Company Limited (PTTEP),
Thai Oil Public Company Limited (TOP),
Electricity Generating Public Company
Limited (EGCO), Ratchaburi Electricity
Generating Holding Public Company Limited
(RATCH), Banpu Public Company Limited
(BANPU), and the Bangchak Petroleum Public
Company Limited (BCP). Additionally,
according to SET, the Earning before Interest
and Tax (EBIT) of this industry contributes
nearly one fourth or 24.43% of the EBIT of the
total market. Researcher could say that this
sector is significant enough to study.

On the contrary, contrarian investment strategy
is a style of investing that typically goes against
the normal rules in investing strategies. The
strategy expects a major change contrary to the
perception of traditional investors on the
situation within the stock market. Stocks picked
by the contrarian approach would possibly be
undervalued due to overreaction of other
investors in the market. By holding these out of
favor stocks, they could obtain positive
abnormal return from their investment (Bryan,
2006).
Originally, contrarian investing focused on the
loser or worst performing stock in term of price
traded in the stock markets (DeBondt and
Thaler, 1985). Stocks were single-sorted by
ranking the performance of the trading price.
Buying worst performance stocks in the last
quartile were considered forming a loser
portfolio using contrarian strategy. The
performances are then measured in different
subsequent periods. DeBondt and Thaler
(1985) found out that buying prior losers and
selling prior winners earning significant
abnormal return in the longer period i.e. 3-5
years. Their studies stimulated more researches
in financial literature such as Jagadeesh (1990);
Chopra, et al., (1992); Assoe (2003); and Cheng
et al. (2010). Some of these researches extended
the finding of DeBond and Thaler R (1985,
1987) by developing double-sorted process to
be able to explain the rationale behind the
abnormal return. Therefore, the results of these
studies were mixed.

The timeframe of the study is from 2010 to
2015 with 3-month formations periods and 12
holding periods return measurement. For the
market return, the Stock Exchange of Thailand
(SET) Index is used to measure the
performance. The performance of each strategy
and market return is measured in 4 nonoverlapping timeframes; 3-months, 6-months,
1-year, and 2-years after each formation period
during 2011-2015. The data are collected from
Bloomberg. All data were analyzed by Excel
program.
The benefit of this research is that investors
could investigate whether value and contrarian
strategy could generate abnormal returns or not.
Furthermore, the study could help enhance
investors’ performance investing in Resource
industry stocks in Stock Exchange of Thailand
(SET) by applying relatively more effective
strategies. Besides, the study could be used as
empirical evidence for further study in other

The comparison between value and contrarian
strategy is rarely examined due to observation
that they share similar characteristics as stated
earlier. Therefore, the objective of this study is
to comparatively examine the return generation
based on stock selection using value investing
and contrarian strategy in the Resource industry
in the Stock Exchange of Thailand (SET)
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industry stocks or the same industry in other
stock markets.

low PE Ratio comparing with its peers. One of
the golden rules of Benjamin Graham written in
his famous value investing book in 1974, the
Intelligent Investor, investors should buy a
stock if the stock trades below 10X PE ratio to
gain margin of safety. Numbers of academic
studies such as Basu (1977) and Lakonishok et
al. (1994) discovered that low PE ratio stocks
tend to outperform the higher PE ratio stocks
and generate positive abnormal return. Basu
(1977) found that the low PE portfolio
generated higher rates of return than the high
PE portfolio. The study was on the 14 year
periods during 1957 and 1971. Similarly,
Lakonishok et al. (1994) also found out that low
PE portfolio also earned higher return that high
PE portfolio during the five-year holding period
return on his studies. On the contrary, Beneda
(2002) and (Pei Fun and Ronni Basana, 2012)
found some evidence that dispute the previous
studies. Beneda (2002) studied stock in USA
and found that the high PE portfolio or what he
illustrated as growth portfolio, yielded better
return than the low PE portfolio in long term
period up to 18 years. Examined the PE ratio
and stock return analysis in the Indonesia stock
market, Pei Fun and Ronni Basana (2012)
discovered that there was no significant
relationship between stock return and trailing
PE ratio.

Literature Review
Value investing is a style of investment that
attempts to identify undervaluation based on
comparison of the security price or the market
value against the intrinsic value. Value
Investing has long been introduced by and
associated with Professor Benjamin Graham at
Columbia University and his protégé, David
LeFerve Dodd. This approach becomes more
famous after successfully adoption by the
legendary value investor like Warren Buffett
(Truong, 2009).
In academic worlds, researchers have been
testing on the value investing and many found
out that the strategy could outperform the index.
Fama and French (1992) used three factor
models (company Size, Price-to-Book, and
Market Risk) to test the USA market and found
out that it would be profitable to buy stocks
with low price to fundamental. They extended
the study to twelve major European countries,
Australia and the Far East with more criteria
such as Price to Earnings ratio (PE), Price to
Cash Flow and Dividend Yield and found out
that value portfolio still delivered abnormal
return than the markets. (Beukes, 2011).
Apart from different key financial multiples and
ratios, Price to Earnings ratio (PE) has been
extensively used by investors and security
analysts to select which stocks should be
purchased because of the ease of use and
understandable (Pei Fun and Ronni Basana,
2012). PE ratio can be calculated by simply
dividing the stock price by its earning per share
(EPS). There are two types of PE ratio based on
how the multiple is calculated; trailing (current)
PE and leading (forward) PE. Trailing PE ratio
will use the past 4 quarters or 12 months to
calculate the earnings per share (EPS). On the
other hand, the leading PE ratio will use
forecasted earnings as the denominator. The
predicted earnings are usually extracted from
analysts’ consensus estimate. In Thailand, the
data could be taken from Bloomberg or
Settrade.com.

Contrarian strategy, on the other hand,
is often involved with a situation in which
investors go against normal rules in investing
strategies. Contrarian investors expect a major
change contrary to what traditional investors
perceived was happening within the stock
market. Contrarian stock selection would
possibly be undervalued because of the
overreaction of other investors in the market.
By holding these out of favor stocks, they could
obtain positive abnormal return from their
investment (Bryan, 2006).
Contrarian investing initially focused on the
loser or worst performing stock in term of price
traded in the stock markets (DeBondt and
Thaler, 1985). After the single-sorted process
based on performance of stocks’ price, buying
worst performance stocks in the last quartile
would establish losers or contrarian portfolio.
DeBondt and Thaler (1985) found out that
buying prior losers and selling prior winners

Many security analysts recommend
buying a certain stock if the stock is trading at
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would generate significant abnormal return in
the 3 to 5 years’ period from the result of
overreaction. Their studies had been
empirically examined in financial literature
such as Jagadeesh (1990); Chopra et al. (1992);
Assoe (2003); and Cheng et al. (2010).
Jegadeesh (1990) showed evidence that
contrarian strategies can generate abnormal
return. The results could be from the effect of
short-term price pressure or a lack of liquidity
in the market rather than overreaction. Similar
to Jegddesh’s finding, Chopra et al. (1992)
research found that the loser portfolio, formed
on the basis of prior 5 year returns, could
outperform winners by 5.10% per year during
the subsequent five years. Additionally,
contrarian strategy generated a significant
abnormal return of 19.39% over the 3 year
performance period in the Taiwan stock
exchange according to Cheng et al. (2010).
Their studies also added fundamental factor like
market-to-book value to sort the data.
Surprisingly, given double-sort-method, the
loser portfolio earned a significant abnormal
return of 41.18% using 1990-2008 data. Assoe
(2003) studied the effectiveness of contrarian
strategy in Canadian stock market during 19641998 and showed that the strategy generated
excess return from the result of small firm
effect. Interestingly, the strategy is not working
when adding trading costs to the study.

trailing earnings data used to form the value
portfolios. Additionally, to be included in the
sample of this study, the firms must report their
earnings every year and the PE ratios must be
positive during the formation period.
Furthermore, the sample stocks are required to
trade every year during return measurement
period. Then, sorted PE ratios companies are
ranked from highest to lowest PE ratio in each
formation period. Using 5-quatile, the stocks in
the 20% of the firms with lowest PE group are
selected and assumed equally weighted to form
value portfolios for further performance
measurement.
For contrarian portfolios, sample firms are
ranked by 3-months cumulative abnormal
return (ARi,t) in the non-overlapping three-year
formation period or 2010, 2011, and 2012
similar to the study of De Bondt and Thaler
(1985). The cumulative abnormal return (CAR)
is calculated by summing up the monthly
abnormal returns for each firm in the formation
period, where the monthly abnormal return for
firm i in month t, ARi,t is computed by the
market-adjusted model as follows:
ARi,t = Ri,t – Rm,t
Where, Ri,t is the monthly return for firm i at
month t, and Rm, t is corresponding market
return at month t. The cumulative abnormal
return, CARi,t for firm I in the formation is
estimated as follows:

Methodology

CARi,t = ∑𝑇𝑡=1

Data Collection
Data of listed companies in Resource industry
in Stock Exchange of Thailand (SET) were
collected over the sample period of 2010, 2011,
and 2012. The numbers of sample are 29 listed
firms in the Resource industry. All data of SET
Index’s close prices, stocks prices, and earnings
are collected from Bloomberg during 20102015.

Ari,t

Using 5-quatile, losers or underperformed
stocks are selected and picked to form
contrarian portfolios for further performance
measurement. Additionally, stocks that are
selected must be actively traded throughout the
study period. And similar to the value portfolio,
we assume equally weight in the selected
stocks. This study will focus only on 3-months
formation i.e. during the month of October to
December of each formation year unlike
previous studies for comprehensive purpose.

Methodology
We firstly examine value strategy portfolio
using single-sort methodology, similar to the
study conducted by Beneda (2002). Sample
firms are ranked by Price to Earnings ratio (PE)
in the non-overlapping three-year formation
period over the whole sample period 20102015. Thus, the first three-year formation
period is from 2010, 2011, and 2012 with 1 year

The performance of both value and
contrarian portfolios are evaluated in the 3months, 6-months, 1-year, and 2-years holding
period using buy-and-hold strategy. The returns
are measured one-month lag period
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subsequently to the formation period (k) to
negate the effects of short term return reversals
especially from January effects (Eggins and
Robert, 2010). Thus, the first 3-months holding
period measurement is between February to
April 2011. The last holding period, or 2-year
return from the 2012 formation period, is from
February 2013 to February 2015. The return of
stock I is measured by with the holding period
return (HPR) formula ((market price –
initial)/initial price)). All stock prices data are
already adjusted for stock splits and stock
dividends.

Data Analysis
Both value and contrarian profit from singlesort methodology
We examine the profits of value strategy across
three formation periods (2010, 2011, and 2012)
with various length of holding periods. Base on
single-sort methodology using PE ratio matrix,
the value portfolio are formed by selecting the
20% bottom percentile of the firm with lowest
PE ratio. To be included in the sample of this
study, the firm must report their earnings every
year, the PE ratios must be positive during
formation period, and the stock must trade
every year during performance measurement
period. Consequently, there are total of 25, 28,
and 22 listed companies in Resource industry in
Stock Exchange of Thailand (SET) data were
collected for study purpose in 2010, 2011, and
2012, respectively.

The average return of portfolio is
measured by dividing the returns of stock I in
value/contrarian portfolios in each formation k
by the number of value/contrarian stocks in the
portfolios. In this study, we assume no
transaction costs.
For measuring the performance of the
market, this study use Stock Exchange of
Thailand Index (SET) as the benchmark. The
return of the market is computed by finding the
percentage changes between the close price of
the SET Index at the formation period (k) and
the average monthly price of the month ending
at the measurement period to avoid price bias.
For an example, the first performance
assessment period will be the percentage
change between average monthly close of the
SET index during February 2011 to April 2011
and the SET Index close price at December end
2010.

Contrarian portfolios are constructed during the
same formation periods i.e. 2010, 2011, and
2012 using the single-sort methodology. The
loser portfolios are formed by selecting the 20%
bottom tier of the firm with worst performance
using 3-months cumulative abnormal return
(CAR). As stocks required to be actively traded
during the 2010-2015 studying period, there are
data of total 29 firms in the Resource industry
in SET that are collected. List of stocks in value
and contrarian portfolio are in Table 1, Table 2,
and Table 3.
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Stock name
Market Return (SET Index)
Contrarian Portfolio Average Return
PDI
SUPER
SCG
AKR
AI
LANNA
Value Portolio
Average Return
MDX
TOP
IRPC
SPCG
TCC

3 Month
7.52%
3.90%
0.44%
0.84%
1.37%
1.59%
9.61%
9.56%
7.19%
3.72%
14.96%
7.67%
9.63%
-0.03%

Formation 1 (2010)
6 Month
1 Year
8.18%
10.30%
7.21%
-16.84%
-13.03%
-41.24%
34.73%
-16.45%
-4.12%
-3.81%
-0.17%
-33.97%
4.15%
-22.22%
21.67%
16.64%
-2.29%
-11.20%
-5.50%
-16.27%
3.70%
-2.06%
-2.79%
-20.32%
-7.10%
-11.80%
0.25%
-5.54%

2 Year
40.42%
40.09%
-46.09%
95.91%
52.05%
46.54%
86.70%
5.43%
14.73%
137.16%
-0.13%
-28.20%
6.37%
-41.54%

Table 1: Performance of contrarian and value portfolios selected from 2010 formation period.

Market Return (SET Index)
Contrarian Portfolio Average Return
GUNKUL
TTW
AI
PDI
SOLAR
AKR
Value Portolio
Average Return
PTTEP
EARTH
PDI
GLOW
TCC

3 Month
12.02%
6.60%
1.22%
15.64%
4.83%
0.84%
4.71%
12.36%
5.77%
-0.33%
20.57%
0.84%
9.70%
-1.93%

Formation 2 (2011)
6 Month
1 Year
12.75%
36.26%
8.12%
63.25%
-1.67%
52.61%
26.01%
66.59%
27.88%
111.23%
-15.81%
-1.88%
-3.73%
66.57%
16.02%
84.35%
-3.39%
15.51%
-5.53%
-5.63%
21.64%
73.49%
-15.81%
-1.88%
9.24%
39.10%
-26.52%
-27.56%

2 Year
21.25%
62.95%
22.90%
56.71%
166.23%
-48.06%
104.60%
75.32%
-19.15%
-11.53%
50.73%
-48.06%
22.72%
-109.64%

Table 2: Performance of contrarian and value portfolios selected from 2011 formation period.

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

3 Month
Market Return (SET Index)
7.01%
Contrarian Portfolio Average Return 33.59%
TTW
7.20%
PDI
0.65%
DEMCO
60.90%
SCG
-22.04%
SOLAR
94.92%
AKR
59.89%
Value Portolio
Average Return 19.72%
GLOW
-4.43%
SCG
-22.04%
TCC
-14.40%
SOLAR
94.92%
SPCG
44.54%

Formation 3 (2012)
6 Month
1 Year
1.11%
-9.48%
5.97%
-6.46%
4.86%
-3.89%
-18.16%
-39.72%
8.91%
-5.88%
-34.91%
-43.24%
60.21%
47.04%
14.91%
6.94%
-6.94%
-19.77%
-9.34%
-11.65%
-34.91%
-43.24%
-72.32%
-88.67%
60.21%
47.04%
21.66%
-2.35%

2 Year
10.90%
60.90%
23.23%
34.77%
60.67%
-11.79%
154.97%
103.56%
36.23%
10.27%
-11.79%
-11.81%
154.97%
39.49%

Table 3: Performance of contrarian and value portfolios selected from 2012 formation period.
Comparing between the performance of value and contrarian portfolio, the contrarian strategy
had outperformed Value strategy in most of measurement period. The last role in the Table 4 illustrated
the difference between holding period return of both strategies. The negative sign of the number showed
that the return from the loser portfolio is more than that of the value portfolio. Return from the value
strategy were higher in only 2 periods out of 12 holding periods measurement i.e. in 3-month and 1year holding period in Formation 1 (2010). The value portfolio formed in 2010 could earn 7.19% and 11.20% in 3-month and 1-year period in the first formation timeframe, whereas the contrarian portfolio
could generate 3.90% and -16.84% in the same period. Contrarian portfolio clearly outperformed in
Formation 2 with exceptional difference of 82.10% in the 2-year holding period return.
Strategy
Contrarian Portfolio
Abnormal Return (Rcp - Rm)
Value Portfolio
Abnormal Return (Rvp - Rm)
Contrarian vs. Value Portfolio

3 Month
3.90%
-3.62%
7.19%
-0.33%
-3.29%

Formation 1 (2010)
6 Month
1 Year
7.21%
-16.84%
-0.98%
-27.14%
-2.29%
-11.20%
-10.47%
-21.49%
9.50%
-5.64%

2 Year
40.09%
-0.33%
14.73%
-25.68%
25.36%

3 Month
6.60%
-5.42%
5.77%
-6.25%
0.83%

Formation 2 (2011)
6 Month
1 Year
8.12%
63.25%
-4.63%
26.99%
-3.39%
15.51%
-16.15%
-20.75%
11.51%
47.74%

2 Year
62.95%
41.70%
-19.15%
-40.40%
82.10%

3 Month
33.59%
26.57%
19.72%
12.70%
13.87%

Formation 3 (2012)
6 Month
1 Year
5.97%
-6.46%
4.86%
3.03%
-6.94%
-19.77%
-8.05%
-10.29%
12.91%
13.31%

2 Year
60.90%
50.00%
36.23%
25.32%
24.68%

Table 4: Performance of value and contrarian portfolios return comparison and SET Index returns.
Abnormal return is calculated by using return of each portfolio (Rvp and Rcp) minus return of the market
(Rm).
Considering if the two strategies could beat the
market, from all the 3 formations and 12
performance measurement periods, value
investment strategy could earn abnormal return
of only 2 times. These two times are during
formation period 2012 with 3-months and 2years measurement periods with positive
abnormal return of 12.70% and 25.32%,
respectively (see Table 4). On the contrary,
contrarian portfolio could beat the market by 6
times out of 12 measurement periods. The loser

portfolio could generate positive return of
26.99% and 41.70% during Formation 2 (2011)
in 1 year and 2 year holding period returns,
respectively. Notably, the contrarian portfolio
could earn abnormal return in every subsequent
periods in Formation 3 with percentage
difference of 26.57% 4.86% 3.03 and 50.00%
in 3-month, 6-month, 1-year, and 2-year
holding period, respectively. Both strategies
could not beat the market at all during the
Formation 1 or portfolio formed in 2010.
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return and trailing PE ratio in Indonesia stock
market.

Discussion
This paper studies the effectiveness of value
and contrarian strategy on investing in the
Resource industry in the Stock Exchange of
Thailand during the period 2011-2015 and
whether if these two strategies could beat the
market return during the same time horizon. In
the world of investment, value and contrarian
strategies are two major investment strategies,
which had not been extensively assessed on the
comparative basis. Furthermore, academic
research investigating the two investment
strategies could generate superior return than
the market remains limited.

There are several key possible explanations
over these astonished results. Firstly, lower PE
ratio stocks in the market are concentrated in
mature, low-growth industries and in stocks
that have fallen on hard time as the effect of
economy or so called cyclical stocks. When the
trailing PE Ratio of these cyclical stocks drops
to single digit, it may be time to sell the stock
given the earnings were peak (Ahmed, 2003).
Companies in the Resource industry are mainly
cyclical stocks and earnings of companies are
directly or indirectly with oil prices. From the
information of historical oil price, average
annual OPEC crude oil price was 77.38
USD/barrel in 2010 and went up to higher
levels of 107.46 USD/barrel, 109.45
USD/barrel, 105.87 USD/barrel in 2011, 2012,
and 2013, respectively. The price of oil price
then started to drop to 96.29 USD/barrel in
2014 and eventually plunged to 49.49
USD/barrel in 2015. This could result in strong
earnings of companies in the Resource industry
during 2011-2013 and made the earning per
share (EPS) in the nominator of PE ratio higher
and cause PE ratio to be low. Low PE ratio
stocks then picked up in the study during the
formation period. Unfortunately, the market
price may start to underperform the market,
reflecting the pessimistic outlook of the oil
price in 2014-2015 periods. As the results, low
PE ratio companies in the Resource industry
may not able to generate positive abnormal
return.

The result of the study showed that the
contrarian strategy had outperformed value
strategy in most of measurement period. Return
from the contrarian strategy were higher in 10
periods out of 12 holding periods measurement
with the highest difference of 82.10% and the
lowest difference of 0.83%. Return from the
Value strategy were higher in only 2 periods out
of 12 holding periods measurement i.e. in 3month and 1-year holding period in Formation
1 (2010) with 3.29% and 5.64%, respectively.
Comparing between the return of the two
strategies with the return of the market, the
result illustrated that both strategies could not
outperform the market 6 out of 12 performance
measuring periods. The contrarian strategy
could beat the market 6 out of 12 times, while
value strategy could earn abnormal period by
only 2 times. Contrarian strategy could generate
positive abnormal return clearly in 1-year and
2-year in Formation 2 (2011) and all the
measurement periods in Formation 3 (2012).
Regardless of the significance, the results
achieved through contrarian strategy were in
line with previous studies of DeBondt and
Thaler (1985); Jagadeesh (1990); Chopra et al.
(1992); and Cheng et al. (2010).

Secondly, studying in 267 stocks listed in
Indonesia stock market during 1994-2000, a
study written by Asri (2002a, 2002b) found that
low PE portfolio could not generate abnormal
return due to liquidity problem. His finding
about nonexistence of low PE effect could be
caused by illiquid stocks categorized in low PE
portfolio.

The results from Value Investment strategy, on
the other hand, was conflicting with the finding
of Basu (1977) and Lakonishok et al. (1994)
who have found that low PE Ratio stocks tend
to generate positive abnormal return. The
results rendered toward the work of Pei Fun and
Ronni Basana (2012) who discovered that there
is no significant relationship between stock

Lastly, the study use PE ratio as the onedimensional tests to examine the effectiveness
of the value strategy. Despite the ratio is one of
the criteria for value investing to screen out for
possible undervalue stock to the intrinsic value,
it may be difference if taking other factors into
account like other previous research such as
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three factors model by (Fama and French, 1992)
which include company Size, Price-to-Book,
and Market Risk into the study.

Limitations of research
The study is limit to only stocks listed in
Resource industry within Stock Exchange of
Thailand (SET) during 2010-2012. Therefore,
the result may not be able to explain the
performance in other markets, industries, or
different time periods. Transaction cost is not
included. The sorting methodology for value
investment used only single matrix which is PE
ratio and using trailing earnings per share.
Thus, using other matrix or adjusted earnings
may yield different results. Secondly, the
transaction cost is not included in this study. If
any transaction cost is included, the results
could be altered. Lastly, the size of the sample
may be small and not adequate enough to
perform inferential statistical results.

Conclusion and Recommendation
From the study on the effectiveness of value
investing and contrarian investing on the
Resource industry of the Stock Exchange of
Thailand during 2010-1015, researcher could
conclude that the contrarian strategy is
relatively more effective than value investing.
The return from the contrarian strategy were
higher in 10 periods out of 12 holding periods
measurement whereas the return from the Value
strategy were higher in only 2 periods out of 12
holding periods measurement. Furthermore,
contrarian strategy did relatively better than
value strategy when comparing with the market
return during the study period. Although, the
contrarian strategy could provide positive
abnormal return only 6 out of 12 performance
measuring periods.
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The influencing factors of service quality, price and food quality
on customer satisfaction and customer loyalty
towards a restaurant in Bangkok,Thailand
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Abstract
The purpose of this research is to investigate the influencing factors of service quality, price
and food quality on customer satisfaction and customer loyalty towards a restaurant in Bangkok,
Thailand. This research conducted descriptive research to study customers’ loyalty in restaurant
industry. For research technique, the researchers applied survey technique for collecting data, obtaining
data from respondent by distributing questionnaires. Total 300 questionnaires were distributed to
customers who have dining experience at Thai Cuisine restaurant in Bangkok. Data analyses were
performed using Multiple Linear Regression and Simple Linear Regression. The results show that
customer satisfaction is influenced by service quality, price and food quality. Moreover, customer
loyalty is influenced by customer satisfaction.
Keywords: customer loyalty, customer satisfaction, service quality, restaurant in
Bangkok

2002). In the restaurant context, for example,
satisfied customers are found to be more loyal
to the restaurant than those with less
satisfaction. Thus, customers of restaurant who
are satisfied with the services are more likely to
repurchase and more willing to spread a
positive word-of-mouth to others.
The restaurant industry in Thailand continues to
grow because of increased spending of
consumers. According to the Office of National
Economic and Social Development Board,
Thailand’s restaurant sectors expanded by 15.9
percent in the third quarter of 2016, 12.7
percent higher than in the previous quarter.
There are 11,020 restaurants registered with the
Ministry of Commerce. The long term
viewpoint for the restaurant industry is still
positive as a result of higher consumer
disposable income, increasing urbanization,
and a trend towards eating out. Moreover, wider
availability of the internet and the growth of
social media usage increasingly influence Thai
people to move from traditional open-air food
stands to indoor restaurants, especially
restaurants that are located in shopping malls.
The constant growth of shopping mall operators
and modern retail food establishments have
given Thai people easier access to casual dining
restaurants. In addition, changing in food
purchasing and consumption patterns has

Introduction
Customer loyalty is an important factor of
stability and growth in the restaurant business
because maintaining existing customers can
provide several economic benefits (Reichheld
and Detrick 2003). Consequently, customer
loyalty has become an ultimate goal for many
particular businesses in the service sector
because maintaining existing or repeat
customers provide more profitability than
continually looking for new customers (Bove
and Johnson 2000).The measurement of
customer loyalty should involve not only the
intention to repurchase, but also other positive
consumer responses for example an intention to
spread a positive word-of-mouth which can
create a great impact on the popularity of
restaurants. Customer satisfaction is a feeling
that customers have as a consequence of the
post-consumption assessment of services.
Customer satisfaction has been known as one of
the most significant factor affecting customer
loyalty. The linkage between customer
satisfaction and customer loyalty has been
confirmed by several studies that were
conducted in several hospitality contexts (Ho
and Lee 2007; Oh 2000; Yuksel and Yuksel
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encouraged Thai customers to eat out more
cause a growth in restaurants. Survey of Nielsen
Research revealed that 70 percent of Thai
people eat out at least once a week. Increasing
in eating out and patronizing restaurants is
especially prominent among the younger Thais
as well as working professionals.
Therefore, the researchers would like to
investigate which factors have significant
influence on customer satisfaction and
customer loyalty towards this restaurant in
Bangkok,Thailand. Since, customer loyalty can
be described as an important factor for
restaurant sustainability because customers
have various options in selecting restaurant.
Thus, how to maintain their loyalty and attract
more to visit are very vital for survival and
profitability.

significant influence on the reactions of
customers’ decisions related to pricing
(Kahneman et al., 1986). Xia et al. (2004) stated
that the perceptions of price refer to overall
customers’ evaluation of whether the offered
price of a product or service of a seller is really
reasonable, can be accepted or justified.
According to Anderson et al. (1994), the prices
of a product or service can affect the degree of
satisfaction among customers because
whenever they assess the given value of a
purchased product or service, they tend to
consider its price. Andaleeb and Conway
(2006) stated that the costs associated with
restaurant merchandise vary depending on the
style of restaurant. If price is high, customers
will expect premium quality. However, if the
price is low, customers may believe that
restaurant is poor in terms of merchandise.

Literature Review
Theory
Service Quality
Service quality means the level of service
provided by restaurant staffs, which in turn
depends on the interactions between customers
and restaurant staffs (Ha and Jang, 2010). These
interpersonal serviced experiences ultimately
served as a way for customers to assess the
quality of the service offering, and to form their
overall quality perceptions of the restaurant
(Ryu et al., 2012). Therefore, building on
customer-employee interactions should result
in high levels of restaurant service quality,
which should result in customer satisfaction
(Ryu et al., 2012). Yuksel and Yuksel (2002)
also mentioned the differences and proved that
service quality had the most significant effect
on dining satisfaction at the aggregate market
level. Based on the previous literature, the
researchers believe it is important to include
service quality in this study.

Food Quality
Food quality was accepted as the important
component of product quality in restaurant
contexts (Ryu et al. 2012). Food quality had
been examined from various aspects to assess
quality such as food presentation, taste,
freshness, temperature, healthy options and
food safety (Namkung and Jang, 2008; Liu and
Jang, 2009). Food quality was found to be the
quality of features associated with food that was
acceptable to customers (Ha and Jang, 2010).
Quality of food is described as food that is wellpresented, fresh and tasty (Ha and Jang 2012;
Ryu et al. 2012). From their research, Namkung
and Jang (2008) identified food presentation
and tastes as the most influential food quality
factors, whereas Ha and Jang (2012) identified
food variety as the most important contributor.

Price

Customer satisfaction
Torres and Kline (2006) defined customer
satisfaction as the "personal about his/her
expectations of the performance of the product
or service. Schiffman and Kanuk (2010)
defined customer satisfaction as a customer’s
perception of the performance of a product or
service, in relation to his or her expectations.
Bowden and Dagger (2011) mentioned that
customers were satisfied if the performance of

Price is widely accepted as a key
marketing factor that affects consumer
behavior. While brands put high efforts to
maximize their business profits generally based
on the price of their product or services,
customers tend to search for the best priced
products and services which would bring
maximum value for them. Certain researchers
confirmed that the perception of price has a

167

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

a product or service meets their expectations,
while they are dissatisfied if expectations are
not met. Customer satisfaction was further
consistently identified as a key antecedent to
loyalty,
repurchasing,
and
long-term
relationships, since it positively influenced
customers’ affective commitment, trust and
delight (Dagger et al. 2013).
Customer loyalty
Customer loyalty is a significant goal for
business in service marketing industries as it is
an essential element for a company’s long-term
competitive edge. Oliver (1997) defined loyalty
as a deeply held commitment to repurchase or
repatronize a favorite product or service
consistently in the future. Schneider and Bowen
(1999) indicated that customer loyalty means a
customer’s possible repurchase behavior and
willingness to become a member of the service
institution. It was observed that service
providing to the customers play a significant
role in raising the customer loyalty and
customers highly consider the price of these
services (Haroon, 2010).

price can be considered as one of the important
aspect for assessing customer satisfaction in the
restaurant industry. The findings of this paper
also provide restaurant managers with better
recommendations to build up better pricing
strategies and effective pricing mechanisms so
as to increase customer satisfaction. Restaurant
managers are also advised to put consideration
into pricing issues and price adjustments which
directly can influence customers’ satisfaction.
Therefore, practices enable a restaurant to stay
competitive and improve its performance on the
long-term.
Related literature review between product
quality and customer satisfaction:
Fu and Parks (2001) used “the quality of food”
to measure quality of restaurant service in their
study Clark and Wood (1998) stated that food
quality has been considered a substantial
element when choosing a restaurant and
identified food quality during the dining
experience as the most influential factor of
customer satisfaction. In addition, Mattila
(2001) showed that food quality was one of top
three reasons for customers to patronize a
particular restaurant. By those studies, food
quality or product quality has a positive
relationship with customer satisfaction.

Related review literature
Related literature review between service
quality and customer satisfaction:
Bitner (1990) extended a model to evaluate
service encounter and experienced considered
that satisfaction was the premise of quality
service. Cronin and Taylor (1992) investigated
the conceptuality and measurement of service
quality and the relationship between service
quality, purchase intentions and consumer
satisfaction. The results showed that service
quality was a premise of consumer satisfaction
while consumer satisfaction was not an
important predictor of service quality. Oliver
(1997) also pointed out that the service quality
is
a
key
component
lead
to
dissatisfaction/satisfaction. Thus, there’s a
strong positive relationship between service
quality and customer satisfaction.

Related literature review between customer
satisfaction and customer loyalty:
The customers’ response to food, beverage,
services and prices directly influence on
customer satisfaction and also their decision to
recommend the restaurant to other customers.
When the satisfaction increases to a certain
level, customer loyalty will increase very much
at the same time. However, when the
satisfaction drops significantly, loyalty also
dropped sharply (Oliva et al.,1992). A small
increase in customer satisfaction can raise
customer loyalty too extreme. Customer
satisfaction is an important indicator to judge
customer loyalty. A high degree of satisfied
customers are more likely to repurchase the
product or service and are willing to
recommend to other people (Liu and Jang,
2009). Therefore, the customer satisfaction has
relationship with customer loyalty (Taylor and
Baker, 1994).

Related literature review between price and
customer
satisfaction:
Kaura and Datta (2012) revealed that
price has a significant positive effect on
customer satisfaction. This study confirms that
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Conceptual Framework

by nature non-representative, and the
probability of elements being selected cannot
be assured. Therefore, the researchers applied
three non-probability sampling techniques,
which are judgment sampling, quota sampling
and convenience sampling. In this research, the
researchers used both primary and secondary
data for the purpose of this study. The
researchers applied the survey technique to
collect data as primary data. The total 300
questionnaires were distributed on weekends
(Saturday to Sunday) from 12.00 pm until reach
60 respondents at each branch, which are
targeted at Siam Paragon, CentralWorld,
Central Embassy, Emquartier and Erawan
Bangkok. The researchers decided to collect
data at weekends because ease to reach target
number of respondents. The researchers waited
customers in front of the restaurant in order to
distribute questionnaires after they have
finished dining.

Research Hypotheses
H1o: Service quality, price and food quality are
not influenced on customer satisfaction.
H1a: Service quality, price and food quality
influenced on customer satisfaction.
H2o: Customer satisfaction is not influenced on
customer loyalty.
H2a: Customer satisfaction is influenced on
customer loyalty.
Methodology
This research conducted a descriptive
research to study customers’ loyalty in
restaurant industry. In this research, the
researchers aim to examine the influence of
service quality, price, food quality, customer
satisfaction on customer loyalty towards Nara
restaurant. The target population of this study
was customers who had dining experience at
restaurant in Bangkok,Thailand. Saunders et al.
(2007) stated that non-probability sampling is

Findings
Summary of Hypotheses testing
Table 1: Summary the result of Hypotheses testing

Hypotheses Statements

Statistical
technique
used

Unstandardized
Beta Coefficients

Significant
value

Hypothesis
testing
results
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H1o: Service quality, price
and food quality are not
influenced on customer
satisfaction.
Service quality
Price
Food quality

H2o: Customer satisfaction is
not influenced on customer
loyalty.

Multiple
Linear
Regression

Simple
Linear
Regression

0.151
0.249
0.247

0.004
0.000
0.000

Reject H1o
Reject H1o
Reject H1o

0.431

0.000

Reject H2o

maintain customer loyalty of the restaurant.
Besides, restaurants have to ensure high service
quality and food quality regularly. The
restaurant should also provide promotion
programs for patronize customer such as
member card in order to retain the relationship
with customers via emails, phone or social
network for example anniversary or birthday
discount coupon can give the customers a
reason to celebrate at the restaurant. These
relationships will enhance both customers’
satisfaction levels and loyalty that can
contribute to positive word-of mouth of
customers.

Recommendations
According to the data analysis of this study, the
result can help restaurant managers and
marketers to understand the customer loyalty of
restaurant. Regarding to the research findings,
it is indicated that service quality, price and
food quality influenced on customer
satisfaction. If the customers perceive the
quality of these three factors in high level, the
customer satisfaction also grow in the same
ratio. The researchers would like to suggest that
Nara restaurant to focus on these three factors
and consistently improve its quality so as to
yield the customer satisfaction. When
customers are satisfied with overall service
components of the restaurant, it will lead to
customer loyalty.

Further study
The researchers focused only on five variables
in this study because of a limited timeframe and
cost. Further studies could focus on other
variables that could influence on customer
loyalty for example atmospherics, restaurant
location and customer trust, which is supported
by Haghighi et al. (2012) who studied about
evaluation of factors affecting customer loyalty
in the restaurant industry. Also, other
independent variable for example behavioral
intentions can be applied for further study.
Moreover, this study focused only on customer
loyalty of Thais. Therefore, it is interesting to
study about customer loyalty towards Thai
cuisine restaurant from non-Thai population.

The researchers would also like to suggest
strategies that could be suitable for the
restaurant to maintain their number of loyal
customers. Firstly, keep improving and
maintaining service quality and food quality of
the restaurant because the service and food of
the restaurant are vital factors that directly
influence to selection of the restaurant by
customers and makes the customers keep
returning to dine and enjoy the same pleasant
experience at the restaurant. Moreover, now the
customers have more concerning about price
and tend to be more price-value oriented.
Therefore, the restaurant should contribute
adding special value and highly quality service
that base on their needs and expectations. In
addition, building long-term relationship with
customers is also important to increase and
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ABSTRACT
The purpose of this research is to explore factors influencing online purchase intention from
the customers towards ‘A’ online shopping website in Bangkok area. After reviewing related literature,
four independent variables (trust, perceived risk, attitude, and online shopping experience) were chosen.
To measure the constructs of the research instrument, a survey questionnaire was distributed and the
data were collected from 384 respondents who have never purchased a product from ‘A’ online
shopping website before in Bangkok area. The relationships of trust, perceived risk, attitude, and online
shopping experience on ‘A’ towards online purchase intention were tested and analyzed using the
multiple linear regression. The findings of this study illustrated that all four independent variables had
a significant impact on online purchase intention. This result provided essential managerial implications
to ‘A’ online shopping website to improve the customers’ purchase intention and enhance profitability.
Further investigation of the factors contributing to online purchase intention and in other geographical
areas are recommended for future studies.

Keywords: Attitude, Online Purchase Intention, Online Shopping Experience, Perceived Risk,
Trust
in 2016 (eMarketer, August 2016). In Thailand,

INTRODUCTION

based on Forbes article, an estimate of 11
Nowadays, globalization makes the world

million Thai consumers or 16% of Thai

smaller in terms of borderless communication

population purchase products via online

and flows of information. The internet also

method such as websites, mobile applications,

becomes an essential way to communicate and

or social media and are expected to increase

transfer the data endlessly. It shows the

twofold in 3-5 years (Lamy, 2016). Hence, the

significant evidence that internet is a vital mean

significant growth of e-commerce in Thailand

for many activities ranging from business to

can lead many local or international e-

individual uses as it grew from 7% to 50.1%

commerce companies such as Amazon, eBay,

between 2000 and 2016. In Asia-Pacific region,

Rakuten, WeLoveShopping, Tarad to compete

it was ranked as the world’s largest e-commerce

fiercely for the growth of their market share. At

market in 2016 with the approximate value of

present, the current market share of the e-

$1 trillion (eMarketer, 2016). Moreover, this

commerce market in Thailand as of 2016 shows

region is considered to have the fastest growth

that ‘A’ is the top leader of the market share

in retail e-commerce sales with 31.5% increase

(approximately
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WeLoveShopping (around 10%) and Tarad

a product or service towards the internet

(around

2016).

(Salisbury et al., 2001). According to Stimulus-

Therefore, in spite of being the leading

Organism-Response model (S-O-R), the theory

company as ‘A’, it is essential for ‘A’ to know

has been widely used in many research studies.

the factors that affect new customers to

The stimulus is the website elements that

purchase products in order to maintain the top

influence consumer’s affective and cognitive

position in the e-commerce market share and

states (organism) mediating his/her responses

respond to the trend effectively.

during online shopping (Eroglu et al., 2001,

7%)

(Ecommerceiq.asia,

2003). In terms of online shopping, stimulus (s)
The objective of this research is to understand

represents the total cues environment in the

the factors that affect online purchase intention

retailer websites that online shoppers can see

of consumers in Bangkok towards ‘A’, which is

and examine (Eroglu et al., 2001). The S-O-R

the largest and famous online shopping website

model was adapted by Karimov (2012) in his

in South-East Asia including Thailand.

research framework to study the effect of web
communities on consumers' initial trust in B2C

LITERATURE REVIEWS

e-commerce websites.
Online purchase intention is referred to
customer’s intention to perform the purchase to
Figure1: Stimulus-Organism-Response

Theory of planned behavior (TPB) was

purchase behavior by utilizing a survey of

originally developed by Ajzen (1991) showing

consumers in Thailand in which Laohapensan

several factors that are linked with the purchase

applied TPB as the theoretical base. Also, the

intention. Ajzen and Maden (1986) reported

study done by Warangkana, Sirion, and Howard

that attitude towards using, subjective norm and

(2015) showed the relevancy among factors

perception of control can have an important

such as attitude towards use, subjective norms,

effect on customers’ purchasing intention. The

perceived behavioral controls, and online

previous research from Laohapensan (2009)

purchasing intention.

studied the factors influencing the internet
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Figure2: The Theory of Planned Behavior

Theory of reasoned action (TRA) which was

by Damhorst, Sapp and Laczniak (2003)

developed by Fishbein and Ajzen (1975) stated

showed the appliance of TRA with theory of

that in order to understand human behavior,

innovation adoption to study the factors

attitudes and subjective norms are two

influencing online shopping behaviors and

important factors affecting different human’s

purchase intentions of consumers in online

behavioral intentions. The study of prior online

apparel shopping. The result of the research

experience with the internet that influences

indicates that consumers’ online purchase

beliefs about Internet apparel shopping and

experience is a strong indicator in online

apparel purchase intention towards the Internet

shopping behaviors and purchase intentions.

Figure3: Theory of Reasoned Action

Based on the aforementioned three theories, the

Pavlou & Gefen, 2004; Pavlou & Fygenson,

factors chosen in this research are trust,

2006). The study from Gefen and Straub (2003-

perceived risk, attitude, and online shopping

2004) reported that social presence such as web

experience.

interface can have either a direct or an indirect
positive effect on the consumers’ trust which

- Trust

finally influences purchase intentions.
Trust can be referred to the customers’

- Perceived Risk

reliance on the company’s reliability or service
quality on the product or service (Garbarino &

Perceived risk can be referred to

Johnson, 1999). Trust has positive influence on

financial, product or service performance,

purchase intentions (Chang & Chen, 2008;

physical,
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customers

are

making

purchase

online

- Online Shopping Experience

(Boksberger et al., 2007; Chang, 2008; Corbitt
Online purchase experience can be defined as

et al., 2003; Lim, 2003; Mitchell, 2001; Smith

the level of knowledge in a person acquired

& Sivakumar, 2004). Cox and Rich (1964) also

from any previous online purchases which can

defined the perceived risk as the amount of risk

enhance his/her experience and knowledge in

that occurred to consumers when making a

pursuing for the next purchase (Venkatesh &

purchase decision. The previous research

Davis, 2000; Min & Galle, 2003). Monsuwe et

regarding financial risk can be seen from Egeln

al. (2004) defined the online purchase

and Joseph (2012) who reported that online

experience as the direct factor influencing

shopping can create a difficulty for shoppers in

consumers’ online purchase intentions. Zhou et

terms of price comparison of the same product

al. (2007) reported that online purchase

from different e-tailers, which negatively

experience affects the intentions to purchase

influences the purchase intention.

online.
- Attitude

Similarly,

the

research

from

Korgaonkar et al. (2004) indicated the same
impact on Hispanic American population.

Attitude in online shopping can be
referred to how consumers differently perceive
retailer’s website elements such as design,
CONCEPTUAL FRAMEWORK

webpage complexity, convenience of use, etc.
and respond to the website in a favorable or

As aforementioned in the literature review, the

unfavorable way (Chen & Wells, 1999). Morris

researcher applied three major models to

et al. (2002) attempted to examine how

develop a conceptual framework for explaining

affective and cognition can influence attitude

purchase intention. Based on rigorous literature

and eventually predict purchase intention.

review on previous studies, four independent

Another research developed by Fazio (1986)

variables which are trust, perceived risk,

suggested that attitudes have a direct impact on

attitude, and online shopping experience are

the purchase intentions especially in several

selected to diagnose statistical influence on

advertising and marketing related studies (Jun,

online purchase intention as shown in Figure 4.

Cho, & Kwon, 2008; MacKenzie, Lutz, &
Belch, 1986; Muehling, 1987; Shimp, 1981).
Figure 4: Conceptual Framework
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(Source: Developed by the researcher for this study)
- Hypotheses

education level, and occupation. Third, the
multiple linear regression method was selected

H1o: Trust does not affect Online Purchase

to see whether independent variables have

Intention

significant effect on the dependent variable.

H1a: Trust affects Online Purchase Intention

- Target Population and Sampling Size

H2o: Perceived Risk does not affect Online

The target population of this current

Purchase Intention

research was Thai consumers in Bangkok area

H2a: Perceived Risk affects Online Purchase

who have never purchased products from ‘A’

Intention

online shopping website. There were 384
respondents participated in online and offline

H3o: Attitude does not affect Online Purchase

survey.

Intention
Data Collection
H3a: Attitude affects Online Purchase Intention
The research questionnaires were distributed
H4o: Online Shopping Experience does not

via both online and offline methods. For the

affect Online Purchase Intention

online method, the questionnaires were sent to

H4a: Online Shopping Experience affects

the targeted respondents via e-mail, Facebook

Online Purchase Intention

and

LINE.

The

researcher

created

the

questionnaire in ‘Google Forms’ with English
METHODS

and Thai. In offline method, the researcher

The researcher selected three methods

printed copies of the questionnaire in both

of analysis. First, Cronbach’s alpha was used

English and Thai and distributed them on

for the reliability test of the questionnaire.

Assumption University (Huamak campus) and

Second, a descriptive research was used to

workplaces. For both methods, the researcher

collect the demographic information from the

used non-random sampling method to spread

respondents such as age, gender, income level,

the questionnaires. The collected data were
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computed and analyzed by a statistical analysis

within 0.6 to 0.7 to show the reliability of the

program to test research hypotheses.

questionnaire. The result of 0.7 to 0.8 indicates
a fairly good outcome and more than 0.8 to 0.9

- Pilot Study

shows a good result. As a result of pretesting,

Cronbach’s Alpha test was applied to check the

Cronbach’s alpha for each variable ranged from

reliability of the questions. Walker and Almond

0.762 to 0.922, which was considered to be

(2010) stated that the result of the test should be

reliable as shown in Table 1.

Table 1 – Reliability Analysis of Research Instrument (N=30)
Number of

Cronbach’s

Items

Alpha

Trust (IV)

5

.922

Perceived

5

.875

Attitude (IV)

4

.883

Online

4

.762

4

.861

Variables

Risk (IV)

Shopping
Experience
(IV)
Online
Purchase
Intention
(DV)

In terms of income, the respondents with less

Data Analysis

than 20,000 baht were the majority of the
Data from 384 respondents were

sample with 106 (27.6%), followed by more

collected. The respondents consisted of 251

than 50,000 baht group with 93 (24.2%). For

females (65.4%) and 133 males (34.6%). In

education, respondents with Bachelor’s degree

terms of age group, the age group of 25 years or

were the largest sample consisting of 205

below accounted for the biggest group of

respondents (53.4%), followed by Master’s

respondents with 189 (49.2%), followed by the

degree or above with 154 (40.1%). Regarding

age group of 26-35 years old with 162 (42.2%).

the occupation, full-time employment group
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was the majority with 219 (57%), followed by
students with 119 (31%).
Table 2 – Summary of Descriptive Statistics
Gender
Frequency

Percent

251

65.4

Male

133

34.6

Total

384

100.0

Valid Female

Age
Percen

Valid

Frequency

t

25 or below

189

49.2

26-35

162

42.2

36-45

33

8.6

Total

384

100.0

Income
Percen

Valid

Frequency

t

< 20,000

106

27.6

20,001-

80

20.8

81

21.1

24

6.3

93

24.2

30,000
30,00140,000
40,00150,000
> 50,000
Total

384
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Education
Percen
Frequency

t

25

6.5

Bachelor’s degree

205

53.4

Master’s degree or

154

40.1

384

100.0

Frequency

Percent

Students

119

31.0

Part-time

4

1.0

219

57.0

Self-employment

34

8.9

Others

8

2.1

Total

384

100.0

Valid Below Bachelor’s
degree

above
Total

Occupation

Valid

employment
Full-time
employment

- Hypotheses Testing
Multiple linear regression was used to examine the relationship between four independent variables and
a dependent variable. Based on the data in Table 3, the value of adjusted R-square was .501 which
indicates that 50.1% of variation in online purchase intention can be explained by all independent
variables. In multicollinearity test, Walker and Almond (2010) suggested that the variance inflation
factors (VIF) value should not be more than 5.00. The result of the test shows that all VIF values were
in the range from 1.512 to 1.973 showing no serious violation of multicollinearity in this current study.
The result is shown in Table 3.
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Table 3 – Summary of Multiple Linear Regression Analysis (N=384)
Variable

B

SE

Beta

Sig.

VIF

B
Trust

.230 .039

.260

.000 1.512

Perceived

.120 .049

.124

.015 1.973

Attitude

.177 .041

.199

.000 1.636

Online

.289 .046

.303

.000 1.779

Risk

shopping
Experience
*Note. R²=.506, Adjusted R²=.501, p<.05. Dependent variable: Online purchase intention
Each independent variable had a significant effect on online purchase intention. The factor which had
the strongest contribution on online purchase intention was online shopping experience. All hypotheses
were supported by the findings of the current research as shown in Table 4.
Table 4 - Summary of Hypotheses Testing
Hypothesis

Significant Standardized
Value

Status

Coefficient
(β)

H1o: Trust

.000

.260

Rejected

.015

.124

Rejected

does not
affect
Online
Purchase
Intention

H2o:
Perceived
Risk does
not affect
Online
Purchase
Intention
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H3o:

.000

.199

Attitude
does not
affect
Online
Purchase
Intention
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H4o:

.000

.303

Rejected

Online
Shopping
Experience
does not
affect
Online
Purchase
Intention

making an online purchase (Boksberger et al.,

RESULTS

2007; Chang, 2008; Corbitt et al., 2003; Lim,
First, trust had a significant influence on online

2003; Mitchell, 2001; Smith & Sivakumar,

purchase intention. The outcome supported the

2004). Second, the study also supported the

previous studies (Bhattacherjee, 2002; Chang

previous research from Lee and Tan (2003)

& Chen, 2008; Lim et al, 2006; Pavlou &

stating that perceived risk was a significant

Fygenson, 2006; Pavlou & Gefen, 2004), which

factor that impacts amount and frequency of

suggested that trust is the important positive

online purchase of New Zealand consumers on

influence on consumers’ online purchase

online shopping websites.

intention. Moreover, these studies indicated
that high level of trust positively impacted

Third, as for Attitude, the analysis results are

online purchase intention from the consumers

consistent with the previous studies showing

while the low level of trust reduced the

that high level or positive attitude influences the

consumers’ certainty regarding online purchase

increase in online purchase intention on

intention which eventually lowers the level of

website. The study was supported by the

online purchase intention.

previous study from Morris et al. (2002) which
stated that the affective and cognitive factors in

Second, the findings of the study indicated that

attitude can significantly influence customers’

perceived risk had a significant influence on

purchase intention. Also, design, webpage

online purchase intention which supported

complexity, convenience of use, etc. on the

previous studies’ outcome. First, perceived risk

website are the important factors that impact the

helped consumers consider and evaluate the

customers’ attitude towards the web site which

shopping websites better in terms of the

eventually influences the decision to make an

privacy, financial, performance, service when

online purchase (Chen & Wells, 1999).
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Lastly,

online

shopping

the

financial information, there was still a concern

findings of this research illustrated that online

regarding the safety of credit card number when

shopping

the customers were making purchase on the

experience

experience,

had

a

statistically

significant influence on online purchase

website.

intention and had the strongest impact on the
- Perceived Risk

online purchase intention. This study was
supported by Shim et al. (2001) which proved

Second, perceived risk had a significant

that online shopping experience was the best

influence on online purchase intention. To

indicator

purchase

increase the positive perceived risk from

intentions. Also, the previous studies from

consumers, ‘A’ may consider to create more

Korgaonkar et al. (2004), Monsuwe et al.

positive image and credibility regarding the

(2004), and Zhou et al. (2007) resulted with the

financial

same conclusion. If the consumers had

information kept, product performance, and

experienced previous online purchases, it

product delivery timeliness. Perceived risk can

would lead to the increase of purchase intention

be also referred to price comparison risk for

in online method.

customers when considering the same product

influencing

online

information

privacy,

personal

among online shopping websites (Egeln &

DISCUSSION

Joseph, 2012). Hence, the company may keep
updated about the competitors’ prices line by

- Trust

line in order to stay active in the market and see
First, trust has an impact on online purchase
intention with the

second highest

the potential of new competitors who are newly

beta

introduced to the market.

coefficient (.260) in the multiple linear
regression. Trust from the customers in ‘A’ can

- Attitude

be increased by providing sincere and honest
The result showed that attitude also had a

information on the website. For example, the

significant influence on online purchase

company can improve each product description

intention. Hence, to increase the positive

in more detail that the customers can use to

attitudes of consumers towards ‘A’ online

compare with the other products. ‘A’ can also

shopping website, the company can focus on

increase the customers’ trust by reducing the

the enhancement of the website interface with a

chance of the delivery not being complete in

more modern style and easy-to-use platform.

time, or adding more monitoring process from

Moreover, the company may develop 24-hour

the warehouse to the end customers in order to

online chat on the webpage to help guide the

eliminate the chance that the customers

customers on the products they are looking for

received the damage goods. In terms of

or any queries they need. Therefore, these
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recommendations may increase the customers’

The future researcher may collect data using

attitude towards ‘A’ and eventually raise more

different sampling methods such as the

purchase intention to the company.

stratified sampling method to gather the data
from all sub-dividing groups. Thus, this will

- Online Shopping Experience

improve representativeness of population as
well as external validity.

Lastly, online shopping experience had a
significant impact on online purchase intention
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and also had the strongest contribution with the
highest beta coefficient (.303). To increase
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FACTORS INFLUENCING THAI’S PURCHASE INTENTION OF
APPARELS THROUGH FACEBOOK ADVERTISING
Thita Dumrongchanawong
Graduate School of Business, Assumption University, Thailand, thita.drw@gmail.com
ABSTRACT
This research identifiesfactors influencing Thai people’s purchase intention of apparels through
the appeal of Facebook advertising.Gender difference of the Facebook users is also discussed with
regards to the extent to which different genders yield different magnitude of purchase intention. A
survey—using online questionnaire—is conducted on 400 respondents, equally divided between men
and women who have Facebook account, been aware of Facebook advertising, and used to experience
online purchase of apparels. Multiple linear regression is used to treat the data, which analyze the
influenceof Advertising Contents, Celebrities or Endorsers, Engagement or E-WOM, and Advertising
Repetition on Purchase Intention. Independent sample t-testis used to analyze the different genders and
their Purchase Intention. The results show that that the attributes of Advertising Contents, Celebrities
or Endorsers, Engagement or E-WOM, and Advertising Repetition of Facebook Advertising have
significant influence on Purchase Intention ofapparels. Also, different genders yield different Purchase
Intention of apparels shown on Facebook Advertising. This investigation would be beneficial to apparel
brands targeting Thai consumers to understand the factors for Facebook advertising that can influence
the purchase intention in order to develop and plan for marketing aspect.
Keywords: Purchase Intention (PI), Advertising contents (CT), Celebrities or Endorsers (ED),
Engagement or E-WOM (EG) and Advertising Repetition (RP)
Facebook is one of the most active social media
that Thai people subscribe membership. It
reported that about 32% of total Thai people
have Facebook account (We are Social, 2016).
Their
log-on-time
is
constant
and
limitless.Mostly; people use Facebook to
construct the social interaction by sharing and
exchanging their information, attitudes and
interest. They also gather information about
attractive products and services from Facebook.

1. INTRODUCTION
People nowadays live in the internet disruption
period, in which everyone relies on the internet,
according to the statistic of internet users from
2000 to 2009.

Advertising can create mass assessments with
brands through customers’ journey in terms of
brand awareness, consideration, purchase
intention and actual purchase. Social media like
Facebook thus becomes an alternative channel
for any brands to advertise their products and
services. Brand owner ofeither big or small
enterprises might see opportunities for
advertising their products and services to
capture mass people online. Not only does such
communication through Facebook create
engagement, but it also has impact upon the
audience’s purchase intention.

Figure 1: The statistic of Thai internet
penetration from 2000 to 2009
Advancement of technology from smart phone
brings people connect more to the Internet in
every way.The evolution of online website and
applicationshave prospered tremendously, and
it especially has created greater connection of
people from everywhere via social media.
Social media has become a part of life, from
sharing
people’s
attitude,
exchanging
information to gathering useful information.
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Apparels and fashion brands significantly
utilize social media to advertise their products
to appeal an online shopping.In addition, online
advertisement provides the customers with
knowledge of trends, upcoming fashion, and
commentaries. Facebook seems to play a key
role in this arena.

the customers (Iau& Shen, 2003). The
audiences always want advertising contents
related to what they are looking for (Robins,
2003). Most consumers are interested in
acquiring the contents or message relevant for
them (Milne & Gordon, 1993).
For apparel advertising, the kinds of content to
attract the consumers are another potential
factor to consider as most target tends to
purchase based on the visualization or picture
and information providing in the content.

While advertising manages to create brand
awareness, often it fails to influence its
audiences on purchase intention of products
and services. Several factors seem to have
adverse effect on the effectiveness of Facebook
Advertising. Little has been conducted to
identify those factors and their magnitude of
influence on purchase intention, particularly on
apparels. This investigation is there intended to
identify the factors influencing effectiveness of
Facebook advertising of the apparel products
appeared on online shopping platform. It is
expected that this research study be useful for
those Facebook advertisers to construct more
profound strategy of the online sales of
apparels.

Endorser or Influencer
The celebrities are famous people. They can
make unpopular products to be well known and
can make customers feel good with the brand
(Lin, 2008). Likeability and attractiveness of
the endorsers from the advertising can bring
attention from the audience to watch the
advertising (Erdogan, 2001). Celebrities or
endorsers are the known people who can
endorse or influence others to try the brand
(Friedman &Friedman, 1979). Using celebrities
or endorsers in advertising has positive effect
on popularity, recognition and purchase
motivation of the products (McCuthceon,
Lange &Houran, 2002). Advertising by the
endorsers would greater create more intention
to purchase on the brand as from the research in
positive relationship (Brajesh&Gouranga,
2011). By contrast, negative action of the
celebrities would affect less appeal on the brand
or the products that they are endorsed (White et
al., 2009). Trustworthiness of the endorsers
refers to believability, integrity and honesty of
them (Erdogan, 2001).Attractive celebrities can
affect customers’ belief on the products
(Debevec&Kernan, 1984; Chaiken, 1979).

So, this research could be beneficial to identify
the factors influence the purchase intention of
apparels on Facebook advertising in order to
understand potential audients which can be
utilized on strategy for create effective
Facebook advertising.
2. LITERATURE REVIEW
Advertising Contents
About 66% of online advertising consumers
can remember the contents of advertising, and
they are likely to perceive the brands more
favorably, thereby leading to purchase intention
(Online Publishers Association, 2008).
Entertainment—as an essential element of
advertising—fulfills needs of consumers in
terms of enjoyment and positive emotional
experience (McQuail, 1983). With its concise
and hilarious feature, entertainment can capture
consumers’ attention (Katterbach, 2002).
Informative contents positively bring about
reaction of the audience with their needs of the
products (Varshney, 2003). Content delivered
on mobile advertising need to provide the
quality of product feature on how would it
create usefulness, timeliness, or accuracy for

Endorser is another possibility to create awared
of the products and enhanced creditability as
the driver to purchase especially for apparels
because they act as real users to review the
brands. And, they are followed by consumer as
their fashion models.
Engagement or WOM
The traditional phrase word of mouth (WOM)
can be defined as "a process of sharing opinions
and information about specific product between
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customers" (Jalilvand et al., 2011). Regarding
the context of the internet and online channels;
the eWOM describes any negative or positive
statement made by current or prospects
customers about the organization or its products
by the use of the Internet (Hennig-Thurau et al.,
2004). Likewise, the concept eWOM might
occur in different settings; customers can post
their comments, opinions and reviews of
products and services on different channels;
like discussion forums, weblogs, review
websites, and social networking sites (e.g.,
facebook, Youtube, Twitter etc.). According to
Hennig-Thurau et al. (2004), marketing
professionals needs to pay more attention for
eWOM
communications.
For
many
researchers, the eWOM concept seems to be the
cornerstone of the promotional mix (e.g., ShuChuan&Yoojung, 2011;Yeh& Choi, 2011).

(1998) examined the impact of advertisement
exposure on brand loyalty and purchase. Batra
and Ray (1986). When the repetition of ad
increases it will also increase the brand attitude
and purchase intention.
Repetition of apparel advertising to the right
target would drive consumers intended to buy
as they would frequently see the design with
many people wearing the items.
Purchase Intention
Consumers’ buying decision is complex.
Usually purchasing intention is related with
consumers’ behavior, perception and their
attitude. Purchase behavior is an important key
point for consumers during considering and
evaluating of certain product (Keller, 2001).
Ghosh (1990) stated that purchase intention is
an effective tool use in predicting purchasing
process. Once the consumers decide to
purchase the product in certain store, they will
be driven by their intention. However, purchase
intention might be altered by the influence of
price, quality perception and value perception
(Zeithaml, 1988) and Grewal et al (1998). In
addition, consumers will be interrupted by
internal impulse and external environment
during purchasing process. Their behavior will
be driven by the physiological motivation that
stimulates their respond which bring them to
the retail store to fulfill their need (Kim and Jin,
2001).

Engagement act as the E-WOM to represent the
reputation of the apparel brands and most
people tend to look at the comments before
purchasing. If brand get positive engagement, it
would create intended to purchase by others.
However, the E-WOM could be in negative
which could impact to depressing brand
reputation.
Advertising Repetition
The repetition helps the consumer to that he can
recall the product if have seen the
advertisement of the certain product several
times and make them easy to remind due to
repetition. Effective Advertisement Repetition
and Advertising Appeals are very important
factors of the advertisements that influence the
purchase intention of the consumer. The
repetition of the advertisements creates tedium
the advertisers should focus that they should
produce something interesting and new in the
advertisements which appeals the customer and
likely to create the purchase intention (Air
University Multan, 2014). According to
Krugman (1972), the first exposure of customer
to television advertisement raises the curiosity
and then second exposure of television
advertisement lead to an evaluation and in third
exposure customer decide that whether to
purchase product or not. Campbell and Kel
(2003) examined brand familiarity and
advertisement repetition effect. Tellis G. J

The companies ‘goal of achieving the highest
profitability would initially somehow comes
from driving sales by creating people intended
to purchase the products. So, Purchase intention
is the key desired indicator of apparel brands to
generate the sales volume for more
profitability.

3. RESEARCH FRAMEWORK
METHODOLOGY

AND

Conceptual Framework
The conceptual framework of study developed
based on three research models. The first
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research model was proposed by Ashraf Bany
Mohammed, Mohammed Alkubise (2012)
whose studied about “How Do Online
Advertisements Affects Consumer Purchasing
Intention: Empirical Evidence from a
Developing Country”. The second research
model was proposed by Air University Multan
(2014) whose studied about “TV Ads Impact on
Consumer Purchase Intention”. And, the third
research model was proposed by Mariam El
Ashmawy and Farid El Sahn (2014) whose
studied about “Measuring university students'
attitudes toward Facebook advertising”.

Secondly, Independent SampleT-test is
conducted to test meandifference between
customer purchaseintention and behavior
(homogeneousgroup)
and
nationality
(dependent) variable (H2a).
The study uses five point Likert scale survey
questionnaire to collect data from the target
respondents.
Zikmund
(2010)
stated
thatpopulation refers to a group of people who
share acommon set of characteristics and
similar interest.
Measurement of Variable
The target population of this study is those who
are Facebook users and used to or intend to
purchase apparels based on their viewing of
Facebook advertising. The respondents of this
research are people whose agesare from 18
years old to 60 years old and live in Thailand.
Population and Sample
The researcher collected the data by
usingconvenience sampling technique from
people who are convenient and willing to
answer the research’s questions. The
respondents are filtered to be Facebook users
and used to purchase or intended to purchase
apparels based on Facebook advertising in
Thailand, Quota sampling was also used which
divided group of target respondents by gender;
male 50% and female 50%. The 400
questionnaires were collected from October to
November 2016.

Figure 2: The modified conceptual framework
of the “Factors influencing purchase intention
through Facebook advertising for apparels
among Thai people”
Source: Developed by the researcher for this
study;
H1: Advertising Contents, Celebrities or
Endorsers, Engagement or E-WOM, and
Advertising
Repetition
of
Facebook
Advertising influenceto Purchase Intention of
Apparels.

Reliability Test
H2a: There is a different of Purchase Intention
of Apparels through Facebook Advertising
between Genders.

The test is done when the targetnumber of
respondents reached 30, whichwas conduct by
Cronbach’s AlphaCoefficient. Typically, the
reliability resulthas to be greater than 0.7
(Cronbach,1951) in order to meet with the
typicalprerequisites
of
reliability
of
researchinstrument.

Research Methodology
A quantitative approach is used in thisstudy to
explore these hypotheses. Thepurposive
sampling technique was used tocollect data
from the target population. Survey is distributed
via online questionnaire. There are two
statistical
analysesconducted
to
test
hypotheses. Firstly, multiple regression
analysis is utilized in order to identify
relationshipbetween
independent
and
dependentvariable by linear equation (H1a).

Table 1: Consistency of the scales test
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Table 3: Descriptive
Correlation Matrix
Variable
PI
CT
ED
EG
RP

4. RESULT AND DISCUSSION

Variables
Gender
Female
Male
Age
Below 15
16–25
26–35
36–45
Over 45
Education
Lower than Bachelor Degree
Bachelor Degree
Higher than Bachelor Degree
Occupation
Entrepreneur
Freelance
Not working
Private enterprise officer
Public enterprise officer
Student
Others
Income
Less than 15,001
15,001 –35,000
35,001 –55,000
More than 55,000

Frequency Percentage (%)
52.0
48.0

2
177
104
41
76

.5
44.3
26.0
10.3
19.0

22
267
111

5.5
66.8
27.8

80
1
3
215
33
67
1

20.0
.3
.8
53.8
8.3
16.8
.3

46
173
90
91

EG
.623
.452
.455
1.000
.708

RP
.684
.520
.515
.708
1.000

H1: Advertising Contents, Celebrities or
Endorsers, Engagement or E-WOM, and
Advertising
Repetition
of
Facebook
Advertising influence to Purchase Intention of
Apparels.

of

208
192

ED
.658
.503
1.000
.455
.515

Result of Regression

Descriptive Analysis
Profile

CT
.683
1.000
.503
.452
.520

and

The correlation matrix revealed that all
variables have correlation coefficients
exceeding 0.4. There is a moderate positive
relationship between each variable and strong
positive relationship between Repetition and
Engagement variable.

The researcher utilizes a Statistical program
toanalyze the data that collected from 400
respondents. Descriptive Analysis,Multiple
Linear Regression (MLR) and Independent
Sample T-Test are used as data analysis
techniquesto analyze the related factors.

Table 2: Demographic
Respondents

PI
1.000
.683
.658
.623
.684

Analysis

Table 4: Model Summary of Hypothesis1
Model Summary
Adjusted

Model
1

Model
Summary
R Square
R Square

R

Std. Error of
the Estimate

Adjusted
of
.830a
.689 Std. Error
.686
Model
R
R Square
R Square
the Estimate
a
1 a. Predictors:
CT, EG .31655
.830(Constant),
.689RP, ED,
.686

.31655

a. Predictors: (Constant), RP, ED, CT, EG

Table 5: ANOVA Table of Hypothesis1

Table
5: ANOVA
of Hypothesis1
Table
5: ANOVA
Table ofTable
Hypothesis1
a
ANOVAa ANOVA
Model
Model
1 Regression

Sum of Sum of
Squares
df
Squares
87.862
4

1 Regression
Residual
Total
Residual

39.581
127.442

87.862
395

399
39.581
Total
127.442
b. Predictors: (Constant), RP, ED, CT, EG

11.5
43.3
22.5
22.8

a. Dependent Variable: PI

Mean
Square
df
21.965

4

.100

Mean
F
Sig.
Square
F
219.206 .000b
21.965 219.206

395
399

.100

a. Dependent Variable: PI

Table 6: Coefficient result of Hypothesis1

b. Predictors: (Constant), RP, ED, CT, EG
Coefficientsa
Unstandardized
Coefficients
Model
1 (Constant)

Inferential Analysis

B
1.059

Std. Error
.090

CT

.271

.028

ED

.194

.023

EG

.106

RP

.166

a. Dependent Variable: PI
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Standardized
Coefficients
Beta

t
11.776

Sig.
.000

.337

9.667

.000

.288

8.280

.000

.025

.169

4.187

.000

.029

.241

5.624

.000

S
.0
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** Correlation is significant at the 0.05 level

products (McCuthceon, Lange and Houran,
2002).

R2 statistic shows 68.9 percent of the Purchase
Intention (PI) can be explained by Advertising
contents (CT), Celebrities or Endorsers (ED),
Engagement or E-WOM (EG) and Advertising
Repetition (RP).

The third impacted factor is Advertising
Repetition (RP) which affects to Purchase
Intention contains Beta = 0.166. This support
Air University Multan, 2014 about repetition
helps consumer to recall the product if have
seen the advertisement of the certain product
many times and easily make them to remind
due to repetition. In addition, Batra and Ray
(1986) mentioned that when the repetition of
advertising increases, it will also increase the
purchase intention of consumers. According to
Krugman (1972), the first exposure of customer
to advertisement raises the curiosity and then
second exposure of television advertisement
lead to an evaluation and in third exposure
customer decide that whether to purchase
product or not.

The significant (p-value) of the H1 are less than
0.05. This means that H1 is failed to reject. Or,
Advertising Contents, Celebrities or Endorsers,
Engagement or E-WOM, and Advertising
Repetition of Facebook Advertising influence
to Purchase Intention of Apparels.
When looking at the Beta of each variable, the
result shows that Advertising Contents (CT)
got the highest. This can indicate that CT
contains Beta = 0.271, is the most impact
factors to PI through Facebook Advertising.
This supports with the research that 66% of
online advertising consumers can remembers
on the contents of advertising and are likely to
create more favorable on the brand which leads
to purchase intention (Online Publishers
Association, 2008). And, the investigation from
Ashraf Bany Mohammed, Mohammed
Alkubise, 2012 which found that there is
statistically significant impact of advertisement
characteristics on online advertisement that
affect purchasing intention. Also, this support
investigation of Air University Multan, 2014
found that Content Credibility and Advertising
Appeals shown in advertisements have positive
significant relationship with the purchase
intention. Similar to Advertising message has a
significant positive relationship with attitudes
towards Facebook advertising (Mariam El
Ashmawy and Farid El Sahn, 2014).

The least impact factor is Engagement or EWOM (EG) which affects to Purchase Intention
contains Beta = 0.106. This support the study
from Frambach, Roest, & Krishnan, 2007;
many customers search for comments about
products and service online during prepurchasing stage, a lot of customers also shared
opinions both positive and negative comments
about their experience of using the products and
services online at the post purchasing stages.
Also, the marketers’ ability to recognize the key
reasons behind customer’s engagement in
eWOM communications; can establish clearer
picture in which eWOM affects buying
decisions (Goldsmith and Horowitz, 2006).
Result of Independent sample T-Test
H2: There is a different of Purchase Intention
of Apparels through Facebook Advertising
between Genders.

Following by Celebrities or Endorsers (ED)
contains Beta = 0.194 in the second important
factors. This can support the investigation that
Celebrities or endorsers are the known people
that can endorse or influence other to try the
brand (Friedman and Friedman, 1979). Also,
advertising by the endorsers would greater
create more intention to purchase on the brand
as from the research in positive relationship
(Brajesh and Gouranga, 2011). And, Using
celebrities or endorsers in advertising is
positively affected on the popularity,
recognition and purchase motivation of the

Table 7: Independent sample T-Test Result:
Gender
Male
Female

Standard
Deviation
3.5174
.56432
3.6812
.55578

Mean

F
.189

Sig.
.664

t
-2.922
-2.920

Sig. (2tailed)
398
.004
394.403
.004
df

** Correlation is significant at the 0.05 level
The significant value is 0.664 which is more
than 0.05. So, the downward line is considered.
Thesignificant value of 2-tailed is 0.004 which
is less than 0.05. This means that H2 is failed to
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reject or in other word, there is a different of
Purchase Intention of Apparels through
Facebook Advertising between Genders.
5.
CONCLUSION
RECOMMENDATION

Further Study
From the study of Factors Influencing Purchase
Intention of apparels through Facebook
Advertising, the interested topic for further
develop for investigation are as following.

AND

Conclusion and Recommendation

Firstly, Advertising Contents is the most
important factors for consideration when doing
the Facebook Advertising. There are many
types of content for firms to be concerned such
as relative, attractive, promotion, entertainment
contents. The beneficial further study might
help firms to investigate in which types of
content can drive the Purchase Intention to the
audients.

This study identifies the factors
influencing the Thai consumers of online
purchase of apparel products as they see
through Facebook advertising. Factors include:
Advertising Contents, Celebrities or Endorsers,
Engagement or E-WOM, and Advertising
Repetition. Through online based to data
collection, treated by Multiple Linear
Regression and Independent Sample T-Test,
the study finds that all the four factors are
significantly influencing the Thai consumers’
purchase intention to buy apparel products.
Also, different genders act differently on their
purchase intention.

Secondly, the endorsers are also important, to
enhance the Purchase Intention of the audients.
The beneficial further study might help firms to
investigate in which types of endorsers can
drive the Purchase Intention to the audients
such
as
the
attractive
celebrities,
trustworthiness or expertise.

From the four factors concerned,
Facebook advertiser marketing planners may
interpret them into: contents, endorsers,
repetition and engagement, respectively. In
addition to the contents’ relevant to audience’s
preference, they should be portrayed more
realistic information to the products. Using of
entertainment or drama, pictures or clips,
including interesting posts should have enticed
the audience’s attention. Facebook advertisers
should be selective on endorsers-celebrities
with trustworthiness and expertise – to create
greater appeals to the audience. While
repetition of advertising content is essential in
creating awareness, and engagement of
advertising helps to make audience stay on
pages longer, thus making decision to buy.

Thirdly, as there is a different of Purchase
Intention through Facebook Advertising
between Genders, it might be beneficial if there
is the investigation of different criteria
considering for purchase behavior through
Facebook Advertising between male and
female.
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Abstract
The aim of the research is to study the factors, the service quality and customer satisfaction, which
influenced over the behavioral intention of mobile service users of Telenor Myanmar in Yangon,
Myanmar. Convenience and quota sampling were applied to collect data from 300 respondents at three
service centers of Telenor Myanmar in Yangon. The result of the study showed that service quality in
terms of reliability, responsiveness, assurance, empathy and tangibility are influenced on customer
satisfaction. Assurance and empathy under service quality have no influence upon behavioral intention
of mobile service users while customer satisfaction has influenced on customers’ behavioral intention.
Keywords: Service Quality, Customer Satisfaction, Behavioral Intentions
Introduction
Nowadays, with the development of
digital technology, accessibility to mobile
phones has increased throughout the world
especially in the low and middle income
countries. According to the World Bank, the
accessibility to mobile phones in these
countries has reached 93.6% of the population,
which is higher than accessibility to water and
electricity. In order to compete in the new and
highly competitive environment, likes
Myanmar, in the mobile service industry,
customer satisfaction is regarded by service
providers as a major component of the strategy
and a considerable determinant of long term
workability and prosperity in a competitive
situation (Andaleeb, 2001). Hence, providing
higher quality of service can help companies
become more lucrative or beneficial and help
them extend a competitive advantage within the
markets they served. (Hampton, 1993). In
Myanmar, the government targeted 22.8% of
mobile phone coverage in March 2014 and it
was increased by up to 50% in March 2015. It
was increasing to between 75% and 80% by
March 2016. (Tahseen S., 2016). The dynamic
1

Ooredoo is a telecommunication company in
Myanmar, a subsidiary of Qatari Ooredoo Group.
2
A state owned enterprise in Myanmar under the
Ministry of Transport and Communications. It used

changes in the telecommunication industry of
Myanmar started after the democratic political
transformation since 2010. The Myanmar
government granted opening licenses to two
international telecom companies, which are
Telenor from Norway and Qatar based
Ooredoo 1 in 2013. Furthermore, the mobile
market has experienced intensive growth from
2013 to 2016. The mobile penetration rate has
increased from 7% in 2013 to over 80% by
2016 and it is expected to be over 90% by the
end of 2017. In addition, the market is also
anticipated to have rapid growth of mobile
broadband over the next five years. With
around 50 million mobile phone subscribers,
mobile broadband has experienced massive
growth. The penetration rate has heightened
from 15% in 2014, to 26% in the end of 2015
and it has reached 35% in 2016. (Myanmar
remains poised for the entry of a Fourth Mobile
Operator, 2016). The market leader is
Myanmar Posts and Telecommunications 2
(MPT) with 20 million subscribers at the end of
May, 2016. Norway’s Telenor followed in the
second place with 16.9 million subscribers in its
second quarter of the year. Then Ooredoo
followed with 8 million subscribers. In
to be the sole telecommunications operator in the
country.
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percentage, the market shares are 44%, 38%
and 18% respectively for each operator
(Essential Mobile Snapshot: Myanmar, 2016).
Telenor Myanmar launched the operation in
major cities in September 2014. Shortly after, it
gained enormous numbers of subscribers
reaching 18 million in 2016 and 64% are active
data users. At the same time, daily data usage
of its network is around 360 terabytes. The data
consumption amount is incredible since it is
1500 times compared to the usage in 2015. The
company gained around 40% of revenue from
the usage of data and it is still increasing
(Gilmore, 2016).

service provider or the reaction of the customer
to find out the difference between the qualities
comprehended to the quality accepted in respect
to the gratification of the target or requirement
of the customer (Hansemark and Albinsson,
2004). Satisfaction is the productive state of
customers after judging the comprehensive or
inclusive quality of the service experiences
furnished by the service provider (Dagger and
O’Brien, 2010). Customer satisfaction has
gained substantial concentration and interest
among business researchers because of its
consequential as a principal element of business
strategy, and purpose of many business
activities particularly in the competitive market
nowadays. (Lovelock & Wirtz, 2007).

This has shown that the telecom
industry
is
booming
in
Myanmar.
Consequently, analyzing service quality which
leads to customer satisfaction and behavioral
intention is crucial for service providers. The
researchers examined the independent variable
which is service quality in terms of reliability,
responsiveness, assurance, empathy, and
tangibility and its influences on satisfaction and
behavioral intention of the customers.
Furthermore, the researchers also examined
influencing factors of customer satisfaction on
behavioral intention of Telenor Myanmar, the
selected mobile service provider in Myanmar.
Therefore, the researchers think that the mobile
service providers have to be thoroughly
knowledgeable about these factors and this
study will help in finding out those factors for
the selected mobile service provider in
Myanmar.

Behavioral Intention: According to Zeithaml
(1996), behavioral intention might link with the
capacity of service provider, which make its
customers spread positive reviews (Boulding et
al., 1993), to recommend to other customers
(Parasuraman et al., 1991), to be willing to
spend more (Lin & Hsieh, 2007), to revisit to
their service center (Rust & Zahorik, 1993), and
to pay premiums for the service prices (Lin &
Hsieh, 2007). Though, if the behavioral
components are contradictory, the opposite
consumer behavior is probable to develop.
According to Chen (2011), repurchase intention
was ascribed to the conclusive responses
created from a customer after performing
overall product or service evaluation
concerning his or her future intentions.
Furthermore, the outcomes of customers’
attitude extracted from his or her preceding
experiences towards a product or service are
regarded as very significant factors in
customers’ intentions to repurchase and
recommend (Han and Kim, 2009).

Literature Review
Service Quality: Gefan (2002) mentioned the
service quality as a subjective comparison that
customers have the right to make between the
degrees of excellence of the service which they
expected to receive and what they actually
receive. Grönroos (2001) had mentioned the
importance of the corporate image and the
experience of service quality. Customers often
have a link with the exact service company
based on their previous experiences and
extensive perceptions of service form to every
single encounter.

Review of Related Literature
Service Quality (in terms of Responsiveness,
Reliability, Assurance, Empathy and
Tangibility) and Customer Satisfaction: The
query of whether customer satisfaction is the
prerequisite or result of service quality is not
fixed and has produced substantial argument in
the marketing literature (Andaleeb & Conway,
2006). One group of researchers describe
service quality as a universal estimation of a
particular service setting and according to this

Customer Satisfaction: Customer satisfaction
is the opinion of the customer regarding its
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theory, service quality is the outcome of
satisfaction
occurrences
over
time
(Parasuraman et al.,1985). Bagozzi (1992)
proposed that service quality assessment of the
service encounter gave rise to a sentimental
satisfaction evaluation. Moreover, Cronin et al.
(2000) pointed out that service quality
perceptions resulted in customer satisfaction.
According to the findings mentioned before, the
researchers would like to suppose that service
quality as the precondition of customer
satisfaction for this research while inspecting
the relationship between service quality and
customer satisfaction.

influence customer post-dinning behavioral
intentions. Kim et al. (2009) also confirmed that
customer satisfaction is positively associated
with customer return intention and customer
positive word-of-mouth endorsement.
Conceptual Framework

Service Quality (in terms of Responsiveness,
Reliability, Assurance, Empathy and
Tangibility) and Behavioral Intention:
Perceptions of customers on quality have been
examined in depth since service quality impacts
customer satisfaction and future behaviors.
Perceived quality is also regarded as an
important forecaster of customer’s decision
making (Chiou et al., 2002; Wong and Sohal,
2003). Several researchers confirmed a positive
connection or relationship between customers’
perceptions of service quality and their
willingness to reuse the services or products, in
other words, superior service is likely to raise
customers’ favorable behavior (Choi et al.,
2004; Laroche et al., 2005). Likewise,
perceived service quality has been notified as
an important indicator of post-consumption
behaviors or future behavioral intentions,
including
repurchase
intention,
and
recommendation (Ha and Jang, 2012).

Research Hypotheses
In this research, there are three hypotheses in
which the null hypothesis and alternative
hypothesis were represented by Ho and Ha
respectively.
H1: Service quality in term of reliability,
responsiveness, assurance, empathy, and
tangibility is influenced on customer
satisfaction.
H2: Service quality in term of reliability,
responsiveness, assurance, empathy, and
tangibility is influenced on behavioral
intentions to use Telenor Myanmar.
H3: Customer satisfaction is influenced on
behavioral intentions to use Telenor Myanmar.

Customer Satisfaction and Behavioral
Intention:
Some
researchers
have
confirmed that there is a positive relationship
between customer satisfaction and consumer
behavioral intentions including customers
repurchase intention and word-of-mouth
intentions. Anderson and Sullivan (1993)
informed that the higher the satisfaction of
customer, the lower the tendency to switch the
service providers, while in turn can increase
customers’ repurchase intentions. Getty and
Thompson (1994) demonstrated that customer
satisfaction can increase customers’ repurchase
intention and customers’ recommendation
intention. Kivela et al. (1999) mentioned that
dining satisfaction would significantly

Methodology
The researchers have implemented
descriptive research which is used to provide a
systematic description. The survey technique
was implemented by using the questionnaire to
collect data from respondents. Again, Zikmund
(2003) mentioned that the survey method
provides a quick, inexpensive, efficient and
accurate mean of assessing information about
the population. To collect the survey, the
researchers chose three service centers located
in major business centers of Yangon according
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to the recommendation of the communication
officer from Telenor Myanmar. The first place
is Junction Square service center in Kamayut
Township. The second place is Myay Ni Gone
service center in San Chaung Township. The
third service center is Olympic tower service
center in KyaukTaTar Township. The
researchers distributed the questionnaires to the
users of Telenor Myanmar to analyze the
relationship between service quality, customer
satisfaction and behavioral intention. The
researchers conducted the questionnaires in
English and Myanmar languages. In this
research, the researcher made a decision to
determine the sample size according to the
proportion of customers in the service center
mentioned above. Convenience sampling,
judgment sampling and quota sampling were
applied. The researcher applied these
techniques to guarantee the sample size of
every sub-group for gathering data from the
respondents. The entire 300 questionnaires
were separated similarly and allotted among
three mobile service center of Telenor
Myanmar in Yangon. Questionnaires were
separated into five parts which are the screening
question,
service
quality
including
responsiveness, reliability, assurance, empathy,
and
tangibility,
customer
satisfaction,
behavioral intentions, and demographic factors
of respondents. Totally, 36 questions were
included in the questionnaire. The researchers
requested a representative to collect the data for
each of the selected target area.

using Simple Linear Regression. After
analyzing, most of the null hypotheses were
rejected but some were failed to reject.
According to the outcomes of demographic
factors, the researchers observed that there are
more female respondents 54.3% than male
respondents 45.7%, and 59.3% of the
respondents hold bachelor degree. Also,
majority of the respondents 61% are within the
age of 21to 30, while the occupation result
showed that 49.3% of the respondents are
employees. In addition, most of the
respondent’s monthly income is between
150,001 and 300,000 Kyats which is worth
110.23 to 220.46 US dollars with the exchange
rate of 1360.78 kyats per dollar.
According to the finding from
hypothesis one, the researchers found that
service quality in terms of reliability,
responsiveness, assurance, empathy, and
tangibility is influence on
customer
satisfaction. As the R value is 0.767, the result
proved that there is a strong positive strength of
correlation between service quality and
customer satisfaction. Moreover, the beta
coefficient of reliability is equal to .353,
responsiveness is equal to .316, assurance is
equal to .165, empathy is equal to .203, and
tangibility is .294, respectively. It verified that
service quality in terms of reliability had the
highest influence and assurance had positive
influence on customer satisfaction. Based on
the results from hypothesis two, the researchers
found that service quality in terms of reliability,
responsiveness, and tangibility is influence on
the customer behavioral intention of customers
of Telenor Myanmar. But, customer behavioral
intention of Telenor Myanmar is not influenced
by service quality in terms of assurance and
empathy. By reflecting the beta coefficient,
service quality in terms of reliability (β = .281),
responsiveness (β = .240), and tangibility (β =
.387) had positive influences on behavioral
intention of customers of Telenor Myanmar. It
confirmed that service quality in term of
tangibility had the highest influence on the
behavioral intention.

Results and Discussion
The researcher presents and illustrates
the findings from analysis of data, and the
interpretation of all collected data which are
analyzed and evaluated by using statistical
software. The study examines various
implications of the results of the descriptive
analysis of the demographic factors, general
analysis of the variables and hypotheses testing.
The researchers employed Multiple Linear
Regressions to test the hypothesis one and
hypothesis two. Hypothesis three was tested by
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According to the hypothesis three, the
researchers found that customer satisfaction is
influenced on behavioral intention of customer
of Telenor Myanmar. The value of correlation
coefficient R is 0.786, which indicated that
customer satisfaction and behavioral intention

have a strong positive correlation. In addition,
the beta coefficient of 0.582 verified that
customer satisfaction had the positive influence
on behavioral intention of customers of Telenor
Myanmar.

Summary of Hypothesis Testing

Hypothesis

Statistical
treatment

H1a: Service
quality in terms
of reliability,
responsiveness, Multiple
assurance,
Regression
empathy, and Line
tangibility is
influenced on
customer
satisfaction.

H2a: Service
quality in term
of reliability,
responsiveness,
assurance,
Multiple
empathy, and
Regression
tangibility is
Line
influenced on
behavioral
intentions
to
use
Telenor
Myanmar.

H3a: Customer
satisfaction is
influenced on Simple
behavioral
Regression
intentions
to Line
use
Telenor
Myanmar.

Level
of
Beta coefficient values
significance

Reliability
Responsiveness
Assurance
Empathy
Tangibility

.000
.001
.026
.010
.000

Reliability
Responsiveness
Assurance
Empathy
Tangibility

.000
.000
.078
.260
.000

.000

.582

Result

.353
.316
.165
.203
.328

.297
.279
.100
.067
.399

Reject
H10
Reject
H10
Reject
H10
Reject
H10
Reject
H10

Reject
H20
Reject
H20
Failed
to
Reject
H20
Failed
to
Reject
H20
Reject
H20

Reject H30

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

it assurance and empathy. Therefore, the
researchers would like to recommend the
company to focus on improving the service
quality in terms of reliability, responsiveness
and tangibility. According to the results of
hypothesis three, customer satisfaction is
influenced on behavioral intention of customers
of Telenor Myanmar. The researchers suggest
that Telenor Myanmar should improve the
satisfaction of customer by improving its
service quality.

Conclusions and Recommendations
The findings of this research can be
advantageous for the management of Telenor
Myanmar to understand more details related to
customer satisfaction and behavioral intention
of customers. Concerning the outcomes of this
research, the researchers would like to suggest
some recommendations to Telenor Myanmar to
enhance the favorable behavioral intention of
customers and this would result in increasing
the revenue and reputation of Telenor
Myanmar.

Further Study

Based on the result of hypothesis one
and two, there is a strong positive relationship
between service quality between customer
satisfaction and behavioral with the R value of
0.767 and 0.762 respectively. For service
quality, Telenor Myanmar should increase the
quality of service in terms of reliability,
responsiveness, and tangibility. By doing so,
the company would For reliability, Telenor
Myanmar should provide it service at the time
they promise to do. For responsiveness,
customer service staffs of Telenor Myanmar
should always be willing to help customers and,
they should tell customers exactly when
services will be performed. For tangibility,
Telenor Myanmar should improve their
physical facilities to be appealing visually by
applying up-to-date equipment.
Telenor
Myanmar should provide training to its
employees in order to develop and control the
quality of services. Telenor Myanmar should
also develop the motivation of employees by
giving some influencing talk by a motivational
speaker. By doing this, employees can serve
customers and solve the problems more
sympathetically. The researchers think that, by
applying the above suggestions, Telenor
Myanmar can create customer satisfaction
better than before and this would lead to
behavioral intention to continue to use its
service and recommend others to use the
service of Telenor Myanmar. Since the service
quality in terms of assurance and empathy is not
influenced on the behavioral intention, the
researchers think that the customer or mobile
subscribers of Telenor Myanmar focus on
physical appearance and reliability of the
service as the most important reason when they
visit the service center rather than focusing on

Firstly, this research focused
only five dimensions of service quality as
determinants of customer satisfaction and
behavioral intention. Therefore, the researchers
would like to suggest for future research
opportunities in focusing different independent
variables, which may affect on behavioral
intention.
Secondly, the respondents for this
research are collected from three selected
service centers in Yangon. The future
researchers
could
distribute
more
questionnaires in other services centers or cities
of Myanmar such as Mandalay, Magway, and
other cities. This would furnish the future
researchers with favorable comprehension
towards customers or subscribers in order to
improve satisfaction and behavioral intentions
of its users.
Lastly, this study focuses only on
Telenor Myanmar. Therefore, this research
cannot cover the customers’ perception of
telecom industry of Myanmar including other
mobile service providers in Myanmar such as
MPT, Ooredoo, and Mytel. Further studies
could also do a comparative research between
Telenor Myanmar and other mobile
telecommunication service providers in order to
study the differences and similarities between
customers and determinants of customer
satisfaction and its impact on behavioral
intention.
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ABSTRACT
This study aims at examining the relationship between R&D and stock price, stock return, stock price
volatility and return volatility: as a case study of high-technology industry including technology
hardware equipment and pharmaceuticals biotechnology industry in Chinese stock market during 2010
to 2014. There are eleven independent variables (R&D expenditure, R&D expenditure supplement,
R&D per share, R&D intensity, price to R&D ratio, ROE, ROA, EPS, market capitalization, total asset,
total cash dividend) and four dependent variables that will determine the relationship in this study. The
dependent variables in this study that is classified as stock price, stock return, price volatility and return
volatility. The multiple regression models is adopted in this research to test hypotheses that firm’s R&D
project impact on stock market performance. The data conclude five years database from year 2010 to
2014, on a total of 99 firms in Chinese Stock Market. The result showed that in the five years between
2010-2014, stock price had significant relationship with R&D expenditure, R&D per share, ROE, EPS;
stock return had significant relationship with R&D expenditure, R&D expenditure supplement, price to
R&D, market capitalization, total cash dividend; price volatility had significant relationship with price
to R&D, market capitalization and total cash dividend, return volatility had significant relationship with
R&D expenditure, R&D expenditure supplement, market capitalization total asset and total cash
dividend.
Keywords: R&D, stock price volatility, pharmaceuticals biotechnology industry
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investors’ high expectations psychology and
firm’s business decision. If company invest
R&D project, it affects investors’ expectations
about the price and return of its stock.

INTRODUCTION
In the current world, research and development
(R&D) was an important core part of modern
business (Franzen and Radhakrishnan, 2009). A
company’s investment in research and
development will affect the share price
volatility of the market. The company’s R&D
project decides the company’s business plans
and major decisions policy in the future.
Research and development (R&D) is usually
refers to the long-term, future science and
technical activities. In American, they have a
typical index is about research and development
for an industrial company. The amount roughly
is 3.5 of revenues; they call “R&D intensity”
(Titi, 2014). This research has also chosen R&D
intensity to be the one of the independent
variables. Usually, the high-tech industry
companies invest more funds in R&D. Hightech industry includes: biotechnology and
pharmaceuticals, computer manufacturers, and
engineering companies etc. The importance of
existence of a strong and dynamic high
technology companies sector in the current
world economy is enormous as it largely
influences
the
potential
for
global
competitiveness of individual nations or
regions (Bielawska, 2008). These phases are
very important in research and development
project, such as competition, production and
sales. When companies know competitors and
clients closely they can adjust themselves to
match with current business trends and meet
with demands of customers. High technology
sector also requires continuous and intense
innovative activities as well as large research
and development investments (Bielawska,
2008).

In this study, the researcher mainly studied the
relationship between stock price, price volatility,
stock return, return volatility and R&D
expenditure, R&D expenditure supplement,
R&D per share, Price to R&D, R&D intensity
in high-technology companies including
technology
hardware
equipment
and
pharmaceuticals biotechnology industry in the
Chinese stock market.
LITERATURE REVIEW
The research and development expenditures
have been an interesting topic for many studies
over the past decades. Previous studies have
discussed eleven financial variables theories
and that also have been examined empirically.
In the United States market, Titi (2014) studied
the stock returns, price and the volatility for
biotechnology and pharmaceutical companies
R&D spending during 2002 to 2013. The
biotechnological and pharmaceutical sectors
were chosen to study together due to the high
collaboration between them. Biotechnology
and pharmaceutical companies is considered to
be high R&D intensive, because a lot of
research and development spending.
Wang and Fan (2014) using a hand-collected
sample from 3664 Chinese listed companies
from 2007 to 2012. The purpose of their paper
was the research and development of different
accounting choice (capitalization and expense)
affect the value of China’s new accounting
standards under the background of listed
companies. To find different ways to report the
effect of R&D investment value of listed
companies in China. In particular, companies
choose to use its R&D investments has a higher
stock price and return. On the contrary, the
company that chose to expense their own
research and development spending has a low
share price and return.

At the same time, the researcher found that
research and development is difficult to
measure, nobody can guarantee the result of
research and development result (Xu, 2006). As
now it is well known that we invest more in
R&D expenditure, but nobody can promise the
researchers can get more creativity and more
benefit, also not equal to greater stock price and
greater stock return. Research and development
belongs to the most risky area due to many
uncertain factors. Sometimes R&D expenditure
creates a link between the stock market

Xu (2006) studied the major effect of the R&D
strategy of drug discovery and development of
diversification of stock price volatility.
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Company a wider variety of drug combination
to reduce the stock price fluctuations, and lower
stock returns. On the opposite side, the
company more concentrated drug combinations
with higher stock price volatility and higher
stock returns.

way - price ratio. In addition, when testing
allows the change of the beta has nothing to do
with the size, market of the relationship
between beta and average return is flat, even if
the beta is the only explanation variable.
RESEARCH MODELS

Kyle and Frank (2013), in their research tried to
determine some financial variables that affect
the share price volatility. Financial data analysis
and found that work overtime more than 500
listed companies investment value line survey
database using ordinary least squares regression.
Studies testing that the effects of financial
variables (is considered appropriate with
financial documents) of sample stock price
fluctuation, screening survey database.
Through the analysis of the company of
financial factors on the large sample selection,
their research was able to identify the financial
variables, proves that the interpretation of the
history of stock price fluctuations.

To examine the relationship between the
variables and the significant determinants of the
stock price, price volatility, stock return and
return volatility. The most widely used way to
construct the model is the method of panel data
and cross-section model. Aleksandra (2014) has
used a cross-sectional vs. panel data to study the
relationship between the stock price, price
volatility, stock return and return volatility and
its determinants. Zeyad (2013) used Descriptive
analysis, correlation analysis and a crosssectional time series multiple least square
regression method to measure whether dividend
policy has an impact on the price volatility. Lots
of researchers have used regression analysis to
test the indicators estimating the stock price,
price volatility, stock return, return volatility in
industry data of Chinese market.
The research model which catches all the
independent variables are interpreted in the
conceptual framework and have the following
pattern:

Ramadan(2013) studied on the impact of
dividend policy on the stock price volatility in
the Jordanian industrial companies. All the 77
industrial enterprises listed at Amman stock
market for 12 years’ data were selected from
2000 to 2011. Ramadan chosen methods
include: Descriptive analysis, correlation
analysis and a cross-sectional time series
multiple least square regression method. The
three methods are used to display the data
analysis, hypothesis testing, to achieve the
objective of the study.
Hashemijoo，Ardekani and Younesi(2012)
studied the relationship between dividend
policy and stock price volatility and focus on
consumer products listed companies in
Malaysia stock market. To this end, a sample of
84 listed companies on the main market since
142 consumer products company Malaysia's
choice and the relationship between the share
price volatility of dividend policy of the two
main measurement, dividend yield and payment,
by applying multiple regression for a period of
six years from 2005 to 2010.
Fama and Franch (1992), they used two easily
measured variables, the size and the market
shares, to capture the cross-sectional variation
in average stock returns and the market beta,
size, leverage, book-to-market equity, and the

Stock price = 𝛽0 ββ1RDit β β2RDsit β β3RDpsit β
β4PRRit β β5RDIit β β6EPSit β β7ROEit ββ8MktCapit
β9ROAit ββ10Totasstit β β11Totcashdivit
β
𝑁−1
𝑇−1
θDummyi β
αDummyt β εit (1)
β
Ʃ
Ʃ
Price volatility = αββ1RDit β β2RDsit β β3RDpsit β
β4PRRit β β5RDIit β β6EPSit β β7ROEit ββ8MktCapit
β β9ROAit ββ10Totasstit β β11Totcashdivit β
𝑁−1
𝑇−1
θDummyi β
αDummyt β εit (2)
Ʃ
Ʃ
Stock return = αββ1RDit β β2RDsit β β3RDpsit β
β4PRRit β β5RDIit β β6EPSit β β7ROEit ββ8MktCapit
β9ROAit ββ10Totasstit β β11Totcashdivit
β
𝑁−1
𝑇−1
θDummyi β
αDummyt β εit (3)
β
Ʃ
Ʃ
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Yit   0  1 X it   2 D2i   3 D3i     n Dni   it

Return volatility = αββ1RDit β β2RDsit β β3RDpsit
β β4PRRit β β5RDIit β β6EPSit β β7ROEit
β9ROAit ββ10Totasstit β
ββ8MktCapit
β
𝑁−1
β11Totcashdivit
θ Dummyi
β
β
Ʃ
𝑇−1
αDummyt β εit (4)
Ʃ

Where β0 , β1 , γ2 ,…, γn are unknow
coefficients to be estimated. To drive the
relationship between the coefficient and the
intercepts in this equation, compare the
population regression equation for the first
state is β0 + β1Xit , so α1 = β0. For the second
and remaining states, it is β0 + β1Xit +γi, so αi =
β0 + γi for i ≥2. Thus, β1 is the only hypothesis
testing to make the significant test for the
relationship between dependent variables and
independent variables.

Fix Effect Panel Data Regressions Model
Fixed effects model is used as a statistical
model that shows the research of the variable
observation conditions, the amount of volume
group (Diggle, et al., 2002). Part of the fixed
effect panel data analysis, have a fixed
estimator, the influence of coefficient of
estimation is useful (Fitzmaurice, et al., 2004).
Fixed effect is widely used to find the
relationship between independent variable and
dependent variable at any entity, such as
company and every company has its own
characteristics may influence the outcome of
the test (Wooldridge, 2002). One supposes that
some bias will affect the test results when
using fixed effect (Wooldridge, 2002).
The Unobserved Effects Model (UEM) or
Fixed Effects Model to observe my formula, as
follows (Wooldridge, 2002):
Yit   0  1 X it   2 Zi   it
Where Zit is a variable unnoticed, varies from
one state, but does not change over time (for
example, a representative cultural attitude to
drinking and driving). It estimates βi, the effect
on Y of X holding constant the unobserved
state characteristics Z.
“Because the Zi change from one state to the
next constant over time, the population
regression model can be interpreted as n
interception, every state. Specifically, let αi –
β0 + βzZi. “Then fixed effects regression model
can be written more closely as:
Yit  1 X it   i   it

HYPOTHESES
Ho: R&D related variables and control
variables (R&D expenditure, R&D
expenditure supplement, R&D per share, R&D
intensity, price to R&D ratio, ROE, ROA,
EPS, market capitalization, total asset, total
cash dividend) has no significant effect on
dependent variables (stock price, price
volatility, stock return, return volatility) of the
high-technology (including technology
hardware equipment industry and
pharmaceuticals biotechnology industry)
companies listed in Chinese stock market
during 2010 to 2014
Ha: R&D related variables and control
variables (R&D expenditure, R&D expenditure
supplement, R&D per share, R&D intensity,
price to R&D ratio, ROE, ROA, EPS, market
capitalization, total asset, total cash dividend)
has a significant effect on dependent variables
(stock price, price volatility, stock return, return
volatility) of the high-technology (including
technology hardware equipment industry and
pharmaceuticals
biotechnology
industry)
companies listed in Chinese stock market
during 2010 to 2014

In which αi , ......, αn are treated as unknown
intercepts to be evaluated, one for each state.
“The interpretation of αi as a state-specific
intercept comes from considering the
population regression line for the i th state; this
population regression line is let αi – β1Xit .”
Development of the fixed effects regression
model using binary variables, you can write and
fixed effects regression model equivalent:
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Table 3 Multiple regression model results
analysis of price volatility during 2010 to 2014
year in high-technology industry including
technology hardware equipment industry and
pharmaceuticals biotechnology industry

RESULT of HYPOTHESES ANALYSIS
Table 1 Multiple regression model results
analysis of stock price during 2010 to 2014 year
in high-technology industry including
technology hardware equipment industry and
pharmaceuticals biotechnology industry

Note: *,**,***=significance of 10%, 5%, and 1%
respectively.

Note: *,**,***=significance of 10%, 5%, and 1%
respectively.

Table 4 Multiple regression model results
analysis of return volatility during 2010 to 2014
year in high-technology industry including
technology hardware equipment industry and
pharmaceuticals biotechnology industry

Table 2 Multiple regression model results
analysis of stock return during 2010 to 2014
year in high-technology industry including
technology hardware equipment industry and
pharmaceuticals biotechnology industry

Note: *,**,***=significance of 10%, 5%, and 1%
respectively.

Note: *,**,***=significance of 10%, 5%, and 1%
respectively.
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market discounts heavily the likelihood of their
future recovery by undoing management’s
signals. Regarding the effect of R&D intensity
on stock returns, we find no evidence to support
any significant relationship among these two,
which supports previous findings by Chan et al.
(2001). At the same time, R&D intensity had a
negative relationship with return volatility. Titi
(2014) also got a significant and negative effect
between R&D intensity and stock price.

DISCUSSION
The results show that R&D expenditure has a
significant positive effect on stock price in the
year 2010 to 2014. Titi (2014) also received the
same result. The R&D expenditure had a
significance positive effect on stock return.
According to Titi (2014)’s research also show
that R&D to market value has a positive effect
on returns and supports previous findings by
Lev and Sougiannis (1996); Chan et al. (2001);
Chambers et al. (2002). The R&D expenditure
had no relationship with price volatility and a
negative relationship with return volatility.

RECOMMENDATIONS
This study aims at examining the effect of firm
R&D project on stock exchange with a case
study of Technology hardware & equipment
and Pharmaceuticals & biotechnology industry
on Chinese stock exchange during 2010 and
2014. Investors and researchers can use this
information for insight into the relationship
between R&D project and stock exchange in
China. About R&D investors, they will profit
sharing, resource sharing, easy access to new
markets, research and development tax
incentive, grow their business through R&D
investing and get the long term income. About
R&D researchers, the on-going research will
lead to new opportunities, due to the researchers
can’t always predict what will be the results of
their research. The R&D project can help them
to find opportunities to open new channels. At
the same time enhanced reputation, they engage
in the research and development will help to
establish the product brand. We know that
farmers and growers are more likely to believe
that a strong scientific research and
development base.

The results showed that R&D expenditure
supplement had a negative relationship with
stock return and return volatility in the year
2010 to 2014. At first, it was expected that the
R&D expenditure supplement may affect the
stock price because the higher R&D
expenditure supplement would show a higher
stock return. In this research, the R&D
expenditure supplement has no relationship
with stock price and price volatility. The global
subprime crisis still hasn’t disappeared and
most firms are still in the slow recovery and
have slow growth.
The result showed that the R&D per share has a
negative relationship with stock price in the
year 2010 to 2014, and R&D per share has no
significant relationship with stock return, price
volatility and return volatility. In the current
year the government mentioned that pay more
attention to R&D project, support enterprise to
invest money into research and development
plan, will make to firms have confidence by
increasing loans to expand the development
path, create more profits and value for
enterprise in the future.

This study also provides valuable results and
useful information to individual investors.
Complete understanding of factors related to
stock price, stock return, price volatility and
return volatility is very fruitful as further
information to support their business decision
whether to put more investment in the R&D
project.

The results showed the R&D intensity had no
significant relationship with stock price in the
year 2010 to 2014, but R&D intensity had a
positive significance relationship with stock
return and price volatility in the year 2010 to
2014. However, Titi (2014)’s research, they
received contradicting results for R&D
intensity, which show a negative significant
effect on stock returns. According to Chan et al.
(2001) stocks with high R&D to market ratio,
tend to be stocks with poor past returns and the

FURTHER RESEARCH
Further studies could include the China
biotechnology and pharmaceutical part and
observe the differences and similarities
between these two markets. We would suggest
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using the cross sectional approach instead of
panel data and see if there exist any differences
in valuation methods. An alternative robustness
check would be using a different measure of
R&D intensity, see Eberhart (2004) where
R&D intensity is defined as R&D expenditures
to total assets. A final suggestion would be
using portfolio analysis, refer to Lev and
Sougiannis (1999) where they rank all
observations in ten book to market portfolios.
Further studies might focus on the same
variables but can change to other industries
within China or to other country. An analysis of
similarities and differences within China and
across borders may prove informative. Other
financial structures may be used as indicators to
identify the firm’s business plan. Time series
may create different results, as the frequency of
data may change from being quarterly or even
monthly. The more data that is available for
each study, the better it will be and we can use
the results to make more accurate predictions.
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Abstract
The objectives of the research were to determine the influence of perceived reward value of AirAsia
BIG Loyalty Program in terms of economical rewards, hedonist rewards, functional rewards,
informational rewards, and relational rewards on program satisfaction and airline loyalty, as well as
influence of program satisfaction on airline loyalty. Convenience sampling method was used to collect
the data from Thai AirAsia passengers who all were Thai at the arrival and departure halls of both
domestic and international terminals at Don Muang International Airport. 400 sets of questionnaires
were distributed and returned; however, only 388 questionnaires were completed and valid. The results
from the regression analysis indicated that perceived reward value in terms of economical rewards,
hedonist rewards, functional rewards, informational rewards, and relational rewards significantly
influenced program satisfaction at approximately 58.3 percent; moreover, informational rewards had
the highest impact on program satisfaction. In addition, program satisfaction significantly influenced
airline loyalty at approximately 46.8 percent. Finally, perceived reward value in terms of economical
rewards, hedonist rewards, functional rewards, informational rewards, and relational rewards
significantly influenced airline loyalty at approximately 48.7 percent, in which functional rewards had
the highest impact on airline loyalty.
Keywords: AirAsia BIG Loyalty Program, Frequent Flyer Program, Perceived Reward Value,
Program satisfaction, Airline loyalty

form alliances, operate long-haul, and offer
more products and services; therefore,
investing in and developing their Frequent
Flyer Programs (FFPs) could make low-cost
carriers more competitive, profitable, and better
positioned to retain valued customers (Boer &
Browning, 2013). In Thailand, Thai Airways
are one of the full-service airlines and they have
Royal Orchid Plus as their frequent flyer
program, therefore low-cost airlines have

Introduction
Low-cost carriers perform a significant
role in the airline industry as they have changed
the competitive environment within modern
markets and have made a great impacts on
passengers’ market globally, which had
previously been controlled by full-service
carriers (O’Connell & Williams, 2005). The
low-cost airline industry in Thailand is one of
the largest among the Asian countries and one
of the fast growing globally (Kositchotethana,
2012), Thai low-cost airlines include Thai
AirAsia, Thai AirAsia X, Nok Air, NokScoot,
Thai Lion Air, Thai Smile and Thai Vietjet Air.
The increase in competition, together with the
growing focus on business travelers, has led
low-cost carriers to test new models as well as

also developed the strategy of frequent flyer
programs to compete with full-service airlines.
As a result, AirAsia’s global loyalty program:
“AirAsia BIG Loyalty Program”, was officially
launched in Thailand in February, 2012 and
allowed members to redeem their points for
flights on any of AirAsia’s subsidiaries or
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partner companies. This loyalty program
rewards frequent flyers on AirAsia while
simultaneously enabling AirAsia to increase
load factor and earn additional revenue from the
sale of points to financial and retail partners.
There has also been a notable increase in
membership every year, with approximately 1.3
million members in Thailand in 2014 and an
expected 1.5 million members in 2015. Thus,
this research aims to study the effectiveness of
AirAsia BIG Loyalty Program by focusing on
the five rewards types of frequent flyer program
including economical rewards, hedonist
rewards, functional rewards, informational
rewards, and relational rewards based on
Waarden (2013), and whether customers’
perceived program value affects program
satisfaction and create airline loyalty.

Literature Review

motivations that induce frequent flyer program
usage. There are three main categories of
reward which are 1. Utilitarian rewards
(economical rewards and monetary savings,
functional and convenience, and informational
rewards 2. Hedonistic rewards 3. Recognition
and social –relational rewards. Furthermore, the
study by Waarden (2013), categorized five
reward types based on Gwinner et al., (1998)
offered by frequent flyer scheme to members,
these are economical rewards, hedonist
rewards, functional rewards, informational
rewards and relational rewards. Economical
Rewards refer to the pecuniary benefits
customers derive by subscribing to the
membership of a frequent flyer program offered
by a particular airline, which is deemed to be
reasonably priced, good value for money
and economical (developed from
Karjaluoto et al., 2012; Sweeney & Soutar,
2001).
Hedonist
Rewards refer to the customer’s perception of
enjoyment, pleasure and fun gained by
subscribing as a member of a frequent flyer
program with a particular airline (developed
from Gummerus & Pihlstrom, 2011; Turel et
al., 2007).
Functional Rewards refer to
the benefit customers can gain from the
perceived quality and expected efficiency of the
product or service (Sweeney & Soutar, 2001).
Informational
Rewards refer to trying new or innovative
products, satisfying interest about events and
promotional offers, or seeking information to
keep up with new trends (Babin et al., 1994;
Chitturi et al., 2008; Dreze & Nunes, 2001).

Frequent Flyer Program
is the
concept of rewarding customers for their flight
ticket purchases and subsequently ensures
customer retention. (Jha, 2013).
AirAsia BIG Loyalty Program is
AirAsia’s loyalty program, BIG members are
issued with a BIG card and earn BIG points
when travelling and shopping at participating
companies (tune2big.com, 2015).
Perceived Reward Value
is the perceived value of five reward
types offered by frequent flyer programs to
members. Gwinner et al., (1998) classified
rewards into categories that induce customer
perceived value; they introduced specific

Relational Rewards refer to the
benefits customers received from the loyalty
reward programs due to having cultivated a
long-term relationship with their airline service
operators (developed from Dimitriadis, 2010;
Gwinner et al., 1998; Su et al., 2009).
Program Satisfaction in this
study will reflect the sacrifice experienced and
the level of satisfaction towards the loyalty
program from members or cardholders.
Satisfaction depends on the experience of using
the product or services; hence, program
satisfaction is defined as “program member’s
affective state as a result of cumulative
evaluation of experience with the loyalty

Research Objectives
1 To determine the influence of
perceived reward value of AirAsia BIG Loyalty
Program in terms of economical rewards,
hedonist
rewards,
functional
rewards,
informational rewards, and relational rewards
on program satisfaction.
2
To
determine the influence of program satisfaction
on airline loyalty.
3 To
determine the influence of perceived reward
value of AirAsia BIG Loyalty Program in terms
of economical rewards, hedonist rewards,
functional rewards, informational rewards, and
relational rewards on airline loyalty.
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program” (Omar et al., 2013).
Airline Loyaltyis a general description
of loyalty would be something that consumers
may use as an expression to brands, services,
stores, product categories, and activities
(Uncles et al, 2003). Customer loyalty can be
defined as “a deeply held commitment to re-buy
or re-patronize a preferred product or service
continuously in the near future, thereby causing
repeat purchase of the same brand though
situational influences and marketing efforts
having the potential to cause changing of
behavior” (Oliver, 1997). Customer loyalty is
both an attitudinal and behavioral tendency to
favor one brand over all others (Odin et al.,
2001; Evanschitzky et al., 2006; Kim et al.,
2004; Mellens et al., 1996).
Relationship between perceived
reward value and program satisfaction: The
value disconfirmation experience supports the
relationship between perceived value and
satisfaction when customer expects to receive
benefits greater than the cost on each purchase.
Moreover, an unexpected increased or
decreased in the cost or benefit after the
purchase varied the perceived value, and affect
to the decreased or increased of customer
satisfaction (Ball et al., 2006; Gale, 1994; Grace
and O’Cass, 2005).
Relationship between
program satisfaction and airline loyalty:
Omar et al. (2013) show the results from their
research that cardholders who perceive a higher
value of the loyalty program would have higher
program satisfaction and program loyalty
toward the retail store. Moreover, in the airline
context, Qin (2012) found that the low-cost
airlines customer satisfaction influence on the
customer loyalty.
Relationship between
perceived reward value and airline loyalty:

Loyalty programs comprise integrated systems
of marketing actions and communications that
aim to increase loyalty, repeat buying, and
switching costs by providing economical,
hedonist, informational, functional, and
sociological or relational rewards (Gwinner et
al., 1998; Gable et al., 2008).
Conceptual Framework
According to the Figure 1, the
conceptual framework developed for this
research is based on theories related to
perceived value, customer satisfaction,
customer loyalty, and the previous relevant
studies. Five dimensions of perceived reward
value including economical rewards, hedonist
rewards, functional rewards, informational
rewards, and relational rewards are derived
from Waarden (2013).
Perceived reward value is an
independent variable of this study while the
dependent variables are program satisfaction
and airline loyalty. (Refer to Figure 1)
Hypotheses
1 There is an influence of perceived
reward value in terms of economical rewards,
hedonist
rewards,
functional
rewards,
informational rewards, and relational rewards
on program satisfaction.
2 There is an influence of
program satisfaction on airline loyalty.
3 There is an influence of perceived
reward value in terms of economical rewards,
hedonist
rewards,
functional
rewards,
informational rewards, and relational rewards
on airline loyalty.
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Figure1. Conceptual Framework of the Study

PERCEIVED REWARD VALUE
Economical Rewards
Hedonist Rewards
Functional Rewards
Informational Rewards
Relational Rewards

AIRLINE LOYALTY

PROGRAM SATISFACTION

Methodology
Part II: The second part consists of 4 attitude
rating scale questions in order to measure the
level of AirAsia BIG Loyalty Program’s
satisfaction based on the study by MimouniChaabane and Volle (2010). The respondents
were asked to indicate their level of agreement
for each question on the five-point Likert scale,
ranging from very satisfied to very dissatisfied.
(Refer to Table 2)

The target population for this research
was the 1.3 million AirAsia BIG Loyalty
Program members in Thailand, both Thai and
non-Thai (Annual Report 2014 of Asia Aviation
Public Company Limited).
The sample size was based on
the table for determining sample size from a
given population (Krejcie & Morgan, 1970). In
this research, a minimum number sample size
of 384 was required for the 1.3 million
populations.
The
questionnaire of perceived reward value was
developed based on Waarden (2013) while the
questionnaire of program satisfaction was
developed based on Mimouni-Chaabane and
Volle (2010) and the questionnaire of airline
loyalty was developed based on Colakoglu and
Artuger (2013). The questionnaire contained
four parts;

Part III: The third part consists of 10 attitude
rating scale questions in order to measure the
level of airline loyalty with behavioral approach
and attitudinal approach based on the study by
Colakoglu and Artuger (2013).
The
respondents were asked to indicate their level of
agreement for each question on the five-point
Likert scale, ranging from strongly agree to
strongly disagree. (Refer to Table 3)
Part IV: The fourth part consists of 4 questions
regarding the demographic information of
respondents, which include gender, age, career,
and monthly income.

Part I: The first part consists of 15 attitude
rating scale questions in order to measure the
level of perceived reward value in term of
economical rewards, hedonist rewards,
functional rewards, informational rewards, and
relational rewards based on the study by
Waarden (2013). The respondents were asked
to indicate their level of agreement for each
question on the five-point Likert scale, ranging
from strongly agree to strongly disagree. (Refer
to Table 1)
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Table 1: Perceived Reward Value
Economical Rewards
1. AirAsia BIG loyalty program is the best mean
to reduce the ticket price.
2. AirAsia BIG loyalty program gives financial
benefit.
3. AirAsia BIG loyalty program allows making
substantial economies.
Hedonist Rewards
4. AirAsia BIG loyalty program gives me
pleasure as I participate in sweepstakes.
5. AirAsia BIG loyalty program airline gives me
pleasure when I exchange points (miles).
6. AirAsia BIG loyalty program creates pleasant
attractions and surprises.
Functional Rewards
7. AirAsia BIG loyalty program allows finding
flight details of my usual destinations more
easily.
8. AirAsia BIG loyalty program grants
additional services (car rental/ hotel
reservation).
9. AirAsia BIG loyalty program makes
reservations easier and more practical.
Information Rewards
10. AirAsia BIG loyalty program makes me
acknowledges new launched destinations.

11. AirAsia BIG loyalty program makes me
discover good ticket bargains.
12. AirAsia BIG loyalty program allows me to
be well informed about recent campaigns and
promotions.
Relational Rewards
13. AirAsia BIG Loyalty Program makes the
airline paying more attention to me than others.
14. AirAsia BIG Loyalty Program makes me
adhere to a group of privileged customer.
15. AirAsia BIG loyalty program makes the
airline treating me as a privileged customer.
Table 2: Program Satisfaction
Program Satisfaction
1. I made a good choice when I decide to
participate in AirAsia BIG Loyalty Program.
2. My overall evaluation of AirAsia BIG
Loyalty Program is good.
3. The benefits I receive, being a member of
AirAsia BIG Loyalty Program, meet my
expectations.
4. All in All, I am satisfied with AirAsia BIG
Loyalty Program.

10. If AirAsia was shut down, I would have a
hard time to find an equivalent airline.

Table 3: Airline Loyalty

The pretest was conducted in order to
test the reliability of the questionnaire. 30
copies of the questionnaire were distributed to
Thai AirAsia passengers at the arrival and
departure halls of both domestic and
international terminals at Don Mueang
International Airport.
The
results of the reliability test shown in Table 4,
reveal that Cronbach’s Alpha of all variables
was greater than 0.7 which is considered
reliable (Nunnally, 1978).

Airline Loyalty (Behavioral Approach)
1. I am regular customer of AirAsia.
2. In case I would use an airline in the future, I
would think of AirAsia which is my very first
choice.
3. I have flown several times with AirAsia.
4. I use AirAsia most of my flights.
Airline Loyalty (Attitudinal Approach)
5. I would encourage and suggest my family,
friends and colleagues to fly with AirAsia.
6. I would tell optimistic things about AirAsia.
7. When people ask for recommendation, I
would suggest AirAsia.
8. Even I may not fly with AirAsia, I would
recommend it to the other people.
9. Even it is hard to reach AirAsia, I would still
continue to fly with AirAsia.

Table 4: Cronbach’s Coefficient Alpha of
Each Variable
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Cronbach’s
Alpha

Economical Rewards

0.932
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Hedonist Rewards

0.906

Functional Rewards

0.926

Informational Rewards

0.920

Relational Rewards

0.960

Program Satisfaction

0.958

Airline Loyalty

0.935

Collection of Data
Convenience sampling method was used to
collect the data. The sample group was Thai
AirAsia passengers at the arrival and departure
halls of both domestic and international
terminals at Don Muang International Airport,
which were selected on the basis of
convenience. All respondents were Thai, and
they were screened with the initial question of
whether or not they were members of AirAsia
BIG Loyalty Program. The screening question
was “Are you a member of AirAsia BIG
Loyalty Program?” A total of 400
questionnaires were distributed and all were
returned. However, only 388 questionnaires
were completed and valid, and that 388
questionnaires were used for data analysis

In this research, regression analysis
was used to test the influence of perceived
reward value including economical rewards,
hedonist
rewards,
functional
rewards,
informational rewards, and relational rewards
on program satisfaction and airline loyalty.
The
multiple linear regression analysis was used to
analyze research hypothesis to determine the
influences of five perceived reward value
dimensions on program satisfaction and airline
loyalty, while the simple linear regression was
used to test the influence of program
satisfaction on airline loyalty.

Results Profile of Respondents
From totally 388 respondents, majority of the
respondents were female, consisting of 200
respondents or 51.5%, at the age 31-40 years
old, consisting of 203 respondents or 52.3%,
who are employees, consisting of 197
respondents or 50.8%, with a monthly income
over 50,000 baht, consisting of 142
respondents or 36.6%.
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Table 5: Profile of Respondents
Mean Evaluation
Demogra
phic

Number of
respondent
s
Male

188

Female

200

20 - 30

78

31- 40

203

41 - 50

72

Over 50

35

%
48.
5

Gender

Age

51.
5
20.
1
52.
3
18.
6
9.0
5.2

Student
Self-employed
Career

Government
officer
Employee
others

20
98
68

197
5

25.
3
17.
5

50.
8
1.3
0.8

Monthly
Income

Below 10,000

3

8.5

10,001 - 20,000

33

11.
6

20,001 - 30,000

45

30,001 - 40,000

47

10,001 - 50,000

118

Over 50,000

142

12.
1
30.
4
36.
6
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Table 6 shows the overall means and standard
deviations of all variables. Four reward types of
perceived reward value, out of the five fell into
the ‘Agree’ category: economical rewards, with
the highest mean score of 3.77; informational
rewards, with the second highest mean score of
3.72; hedonist rewards, with the mean score of
3.51; and functional rewards, with the mean
score 3.43. On the other hand, relational
rewards had the lowest mean score of 3.39 and
fell into the ‘Neutral’ category. Program
satisfaction had a mean score of 3.51, denoting
that respondents were ‘Satisfied’ with the
program whist airline loyalty had a mean score
of 3.50 and thus fell into the ‘Agree’ level.
Table 6: Mean Evaluation of five dimensions
of perceived reward value, program
satisfaction and airline loyalty

Key Construct
Economical
Rewards
Informational
Rewards

Mean

Std.
Deviati
on

3.77

0.79

Agree

0.81

Agree

3.72

Interpret
ation

Hedonist
Rewards

3.51

0.77

Agree

Functional
Rewards

3.43

0.81

Agree

Relational
Rewards

3.39

0.76

Neutral

Program
Satisfaction

3.51

0.68

Satisfied

3.50

0.69

Agree

Airline Loyalty
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The influence of perceived reward value on
program satisfaction and airline loyalty

Hypothesis 2
H02: There is no influence of program
satisfaction on airline loyalty.
Ha2: There is an influence of program
satisfaction on airline loyalty
According to Table 8, the results of a
simple linear regression analysis show that
program satisfaction significantly influenced
airline loyalty as R Square = 0.468, Adjust R
Square = 0.466, F =335.582, p = 0.000.
Therefore, the null hypothesis was rejected, and
program satisfaction influenced airline loyalty
at approximately 46.8%.

Hypothesis 1
H01: There is no influence of perceived
reward value in term of economical rewards,
hedonist
rewards,
functional
rewards,
informational rewards, and relational rewards
on program satisfaction. Ha1: There is an
influence of perceived reward value in term of
economical rewards, hedonist rewards,
functional rewards, informational rewards, and
relational rewards on program satisfaction.
According to Table 7, the linear
combination of economical rewards, hedonist
rewards, functional rewards, informational
rewards and relational rewards as perceived
reward valuesignificantly influenced program
satisfaction as R2 = 0.583, Adjust R2 = 0.577, F
=105.685, p = 0.000. Therefore, the null
hypothesis was rejected, and the combination of
economical rewards, hedonist rewards,
functional rewards, informational rewards and
relational rewards as perceived reward value
influenced
program
satisfaction
at
approximately 58.3%. Informational rewards
has the strongest impact on program
satisfaction, followed by relational rewards,
functional rewards, economical rewards, and
hedonist rewards respectively.
Table 7: The Influence of Perceived Reward
Value on Program Satisfaction
Beta

P-value

Economical
Rewards

0.148

0.000

Hedonist
Rewards

0.147

0.000

Table 8: The Influence of Program Satisfaction
on Airline Loyalty

Beta

P-value

Program
0.700
0.000
Satisfaction
R = 0.684; R Square = 0.468; F = 335.582;
P-value = 0.000 *Significant at 0.05
confidence level*
Hypothesis 3
H03: There is no influence of perceived
reward value in term of economical rewards,
hedonist
rewards,
functional
rewards,
informational rewards, and relational rewards
on airline loyalty.
Ha3: There is an
influence of perceived reward value in term of
economical rewards, hedonist rewards,
functional rewards, informational rewards, and
relational rewards on airline loyalty.
According to Table 9, the linear
combination of economical rewards, hedonist
rewards, functional rewards, informational
rewards and relational rewards as perceive
reward value significantly influenced airline
loyalty with R Square = 0.487, Adjust R Square
= 0.480, F =71.679, p = 0.000. Therefore, the
null hypothesis was rejected, and the
combination of economical rewards, hedonist
rewards, functional rewards, informational
rewards and relational rewards as perceived
reward value influenced airline loyalty at
approximately 48.7%. Functional rewards had
the strongest impact on airline loyalty, followed

Functional
0.149
0.003
Rewards
Informational
0.167
0.001
Rewards
Relational
0.165
0.001
Rewards
R = 0.764; R Square = 0.583; F = 105.685;
P-value = 0.000 *Significant at 0.05
confidence level*
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by relational rewards, hedonist rewards,
informational rewards and economical rewards
respectively.

Hedonist
Rewards

Economical
Rewards

P-value

-0.084

0.065

0.001

Functional
0.244
0.003
Rewards
Informational
0.122
0.019
Rewards
Relational
0.213
0.000
Rewards
R = 0.698; R Square = 0.487; F = 71.679;
P-value = 0.000 *Significant at 0.05
confidence level*

Table 9: The Influence of Perceived Reward
Value on Airline Loyalty
Beta

0.178

Conclusions and Recommendations
positive and significant influence on airline
loyalty. Among the five reward types, the
functional rewards had the highest impact on
airline loyalty, followed by relational rewards,
hedonist rewards, informational rewards and
economical rewards. To increase airline loyalty,
AirAsia should strongly focus on functional
rewards as they had the highest degree of impact
on airline loyalty. Additionally, since the
respondents were not sure whether AirAsia BIG
Loyalty Program provides additional services
(car rental/ hotel reservation), given its lowest
mean score with a neutral level of agreement, it
would be optimal if

Conclusions
The results from this study showed that
five reward types of perceived reward value had
a positive and significant influence on program
satisfaction, in which informational rewards
have the highest influence on program
satisfaction, followed by relational rewards,
functional rewards, economical rewards, and
hedonist
rewards
respectively.
Since
informational rewards had the highest impact on
program satisfaction, AirAsia should prioritize
focus on this reward type to increase program
satisfaction and continue developing its
communication channels to efficiently provide
the members with updated information.
Furthermore, program satisfaction may also
influence other factors such as word of mouth
and intention to recommend. Dubrovski (2001)
stated that customer satisfaction is the most
efficient and least-expensive source of market
communication since consumers who are
satisfied with products or services will be more
likely to recommend their favorable experiences
to others. Therefore, it would be beneficial for
the airline to increase program satisfaction.
Additionally, program
satisfaction had a positive and significant impact
on airline loyalty. Consequently, to create airline
loyalty, AirAsia should focus on improving
customer satisfaction towards AirAsia BIG
Loyalty Program.
Furthermore,
perceived reward value (economical rewards,
functional rewards, relational rewards, hedonist
rewards, and informational rewards) had a

AirAsia were to improve members’ awareness
by promoting such additional services through
marketing campaigns and its communication
channels (email/ SMS).
In conclusion, perceived reward value
could significantly influence airline loyalty
through program satisfaction and had a direct
impact on airline loyalty. Additionally, between
perceived reward values and program
satisfaction,
reward values had more influence on airline
loyalty than program satisfaction. Therefore, it is
recommended to focus on improving perceived
reward values in order to increase airline loyalty
to AirAsia.
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Recommendations for Future Research
This research studied the
influence of perceived reward value in terms of
economical rewards, hedonist rewards,
functional rewards, informational rewards, and
relational rewards of AirAsia BIG Loyalty
Program on program satisfaction and airline
loyalty, as well as the influence of program
satisfaction on airline loyalty. For future
research into this field, other factors related to
AirAsia Big Loyalty Program satisfaction
should be added, namely the number of airline
partners, various redemption options and
easiness for point redemption (Gil & Yan 2013).
Also, other factors, namely priority check-in,
access lounges and last minute ticket availability
are recommended for further study as factors
that influence airline loyalty (Warrden 2013).
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ABSTRACT
Purpose - This study was conducted in order to assess the performance of centralized public procurement in
Malawi with a case of Malawi Central Government Stores (CGS). The researcher wanted to establish the
extent to which the CGS’s customers (Ministries and Departments) are satisfied with goods or services offered
by the Central Government Stores (CGS). CGS is a sole supplier of commonly fast moving items like
stationery to public institutions.
Design/Methodology/Approach: This study uses Exploratory Mixed Method designated. It is a combination
of quantitative and qualitative research. Data were collected using questionnaires administered to 386 staffs
involved in procurement from various Ministries and departments of the government in Malawi. In addition,
interview questions were distributed to four experts with minimum of five years working experience at the
Central Government Stores (CGS) on qualitative part. Data were analyzed using descriptive and exploratory
analyses. Pearson correlation analysis and Multiple Linear Regression (MLR) are also being used through
SAS software analysis.
Findings: The study found that customers were not satisfied with goods and services provided by the Malawi
Central Government Stores (CGS). Furthermore, qualitative results revealed that procurement operations
were affected when customers failed to pay the CGS in time. Also, service quality is considered as the main
function to serve procurement performance.
Research limitations: The study was conducted at a time when there were problems to do with funding
where Ministries and Departments were getting reduced funds from Treasury. This may have affected the
payment of goods to CGS hence affecting its performance. The results may therefore strongly represent the
situation at that point in time.
Practical Implications and Recommendations: The study provides insights into the procurement operations
in the centralized public procurement in Malawi. It reveals the current status quo of the procurement
performance in Malawi. The study recommends that CGS should work on reforming its internal operations
by ensuring adequate procurement staff to ensure that goods procured are of better service quality. The study
also recommends that policy makers on procurement issues should embark on procurement performance
measurements probably through surveys to establish whether the policies are implemented effectively.
Keywords: Public Procurement, Malawi, Procurement Performance, Quality Sourcing, Value for money.
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Introduction
Purchasing and supply management has for
many years been a subject of considerable
academic research (Thompson M, 1996).
Procurement is essential for the development of
economies and as a result governments, policy
makers, business practitioners and academia
are giving it much attention than ever.
Procurement budgets in developing countries
account for about 20 per cent of government
expenditure globally (Mlinga, 2009 as cited by
Kusi et al, 2014).
Public procurement is a multi-step process of
established procedures to acquire goods and
services by government entity. The
procurement process involves the full cycle
from needs assessment through the preparation
of the procurement documentation, the
awarding of the contracts, the implementation
and final account of a completed contract
(Transparency International, 2010).
Public procurement plays a very significant role
in economic development of any nation and
therefore this calls for improved public
procurement management. Public procurement
is the process of purchasing goods, services and
works which have to be done by the
governments and state-owned enterprises
(OECD, 2013).
Almost all government enterprises carryout the
procurement of goods and services and
therefore it is directly related to government
expenditures. Procurement therefore takes a big
part of government expenditures since each
government ministry and department is
involved in procurement. OECD (2013)
estimates that member countries spent about
13% of Gross Domestic Product (GDP) on the
procurement of goods, services, and
infrastructures, such as roads and hospitals in
2011. The Malawi Procurement Assessment
Report of 2004 issued out by the World Bank
revealed that public procurement expenditures
exceeded 40% of both recurrent and non
recurrent expenditures of the budget from 1996
to 2002. The expenditure accounted to 12.2% to
16.25% of GDP and approximately U$235m
(CPAR, 2004). This denotes the importance of
procurement in economic development.
Purchasing and supplier management is
important to managerial accounting and supply

chain efficiency because purchasing selects
suppliers and establishes mutually beneficial
relationships with them. Without good
suppliers and without superior purchasing,
supply chains will not compete as effectively in
the marketplace (William B, 2006). The
challenges of sustainable development are
increasingly being addressed by supply chain
management
(SCM)
practitioners
and
researchers
(Sarkis,
2001;
Svensson,
2007;Carter and Rogers, 2008; Seuring and
Muller, in press as cited Preuss, L. 2009).
For effective public procurement management,
performance measurement is very important.
This provides the picture as to how goals and
objectives are achieved by a particular entity.
Procurement Performance is the qualitative or
quantitative assessment of the degree to which
the purchasing functions and those employed
therein achieve the general or specific
objectives assigned to them (Lysons and
Gillingham, 2003).
Public procurement takes place in many forms
and differs from country to country. Public
procurement
can
be
centralized
or
decentralized. Centralized procurement is a
procurement system in which the key decisions
on the purchase of goods and services (what,
how and when) are adopted by the central
procurement unit. On the other hand
procurement is decentralized when divisions or
local administrations are delegated the power to
decide how, what and when to procure (Dimitri
et al., 2006 as cited by Šerpytis et al., 2011).
Currently, Malawi is using a kind of centralized
public
procurement
system.
Central
Government Stores (CGS) is a government
department that procures goods especially
commonly fast moving items such as stationery
for government ministries and departments.
The process starts from ministries where the
ministries request quotations from the CGS for
the supply of goods as specified in the
requisitions. CGS issues invoice or quotation to
these ministries for the items requested. The
goods are then procured by CGS from private
suppliers after which it supplies to the
customers. Central Government Stores’
customers consist of all government ministries,
departments and some other statutory
corporations. However sometimes private
organizations also purchase goods from the
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Central Government Stores. CGS mainly relies
on local suppliers and the procurement process
follows public procurement procedures.
The procurement system in the one party
system of government was a centralized one
which had been there for a long time controlled
by the Central Tender Board (CTB) that used to
be responsible for all procurements above a
prescribed threshold for Government Ministries
and Departments. The Central Government
Stores (CGS) used to procure commonly used
items for Government Ministries and
Departments.
Studies were conducted to assess the Malawi
Public Procurement system with the
preparations traced all the way from 1996. The
studies revealed that the procurement system
lacked a comprehensive legal framework. The
system had outdated regulations which were
not reflecting the current practise with no any
link to the budgeting system. It was also
revealed that the system lacked adequate
procurement procedures. The system also
lacked a regulatory authority responsible for the
oversight of the procurement system through
policy formulation and promotion of
harmonization (CPAR, 2004). The purchasing
procedures could not be followed, and staff
charged with purchasing supplies for
departments could arrange contracts with
themselves for the supply of goods, works and
services. In some cases, prices would be
adjusted to avoid competitive bidding (World
Bank Report 1998 as cited by Mapulanga,
2015).
The results from the studies prompted the
Malawi government to carry out a number of
procurement reforms that led to the
establishment of an independent Directorate of
Public Procurement known as the Office of the
Director of Public Procurement (ODPP). As
stipulated in the Procurement Act of 2003, the
ODPP was established to carry out a number of
functions and mainly regulation and monitoring
of the public procurement system in Malawi.
The reforms included the introduction of
decentralized public procurement.
In 2010, the government decided to revamp the
Government Central Stores in its plan to return
to centralized public procurement. It re-adopted
the centralization strategy through policy
formulation outlined in the expenditure control

measures memos from the Office of the
President and Cabinet. The centralization was
specifically for the fast moving items especially
stationery items. The procurement of items of
other kinds such as computers and other
machines were still under ministries and
departments.
The centralized procurement system received
several sentiments from various stakeholders.
Concerns raised included the claim that it
would be uneconomical for Central
Government Stores (CGS) to procure the goods
locally and resell them to the ministries and
departments. The implementation was
associated with issues of transparency, delays
and quality which made some Ministries and
Departments (MDAs) to bypass the CGS by
procuring the fast moving items directly from
private suppliers. Many MDAs therefore were
not complying with the direction of the
government for centralization.
This research therefore aimed at investigating
the improvement of customer satisfaction as in
terms of the MDAs and achievement of value
for money as the main objective of the
centralization of public procurement.
Specifically, the researcher wanted to measure
procurement performance in terms of customer
satisfaction, value for money and effectiveness.
Thus, the study sought to reveal the extent to
which centralized procurement resulted into
customer satisfaction and value for money. In
the first place, the quality sourcing was
assessed in terms of the quality goods procured
by the Central Government Stores (CGS) to be
resold to ministries and departments. Then,
quality services aspects were assessed in terms
of how the Central Government Stores served
the ministries and departments in supplying the
goods.
Materials and Methods
Literature Review
Procurement Performance
Procurement performance is defined as
efficiency and effectiveness in acquiring goods
and services in order to change in being reactive
to being pro active to attain set performance
levels in an entity (Koach and Namusonge,
2015).
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Purchasing performance is the qualitative or
quantitative assessment of the degree to which
the purchasing function and those employed
therein achieve the general or specific
objectives assigned to them (Lysons and
Gillingham, 2003).
This study defines
Procurement performance as the acquisition of
the right goods with the right quantities while
considering laid down principles to achieve
value for money through, accountability,
effectiveness, and efficiency in respect of the
Malawi Central Government Stores.
The procurement of goods and services is a
major activity in public entities that use public
funds from taxes. It involves spending of large
sums of money and that calls for a need to
ensure better procurement performance. Poor
procurement performance causes the delay in
delivery, increases defects, and leads to low
quality goods with sometimes no deliveries
made. Therefore poor performance is a major
challenge that affects the procurement entity’s
growth
(Gordon &
Murray,
2009).
Procurement performance affects several areas
in the public sector. Poor performance therefore
negatively affects such areas. Khanyoma and
Khomba (2013) state that the procurement
functions derailed health care delivery due to
failure in ensuring availability of drugs in
Malawi. The performance of procurement
function was not efficient enough to avoid stock
outs that led to drug shortages leading to deaths,
deterioration of heath conditions of patients and
hospital overcrowding.
The measurement of performance in purchasing
is mostly associated with operational activities.
Effective purchasing must involve activities,
objectives and measurement relating to both
tactical and strategic issues (Baily at al., 2005).
Procurement involves doing the right things
and doing them right. This denotes that
procurement should be aligned to strategies of
an organization and be implemented based on
the planned objectives and strategies.
Measurement therefore should also be carried
out based on the set objectives. Among other
things, the objectives of public procurement in
Malawi include ensuring fairness, transparency
and value for money (Malawi Public
Procurement Regulations, 2004).
The procurement of goods and services is a
major activity in public entities that use public

funds from taxes. It involves spending of large
sums of money and that calls for a need to
ensure better procurement performance. Poor
procurement performance causes the delay in
delivery, increases defects, and leads to low
quality goods with sometimes no deliveries
made. Therefore poor performance is a major
challenge that affects the procurement entity’s
growth (Gordon &Murray, 2009 as quoted by
Kipngetich, 2015).
Procurement performance measurement is very
important to an organization. Lysons and
Gillingham (2003) contend that performance
measurement aims at comparing actual results
with
planned
performance,
ascertain
preventable and non preventable reasons for
substandard performance and provide a basis
for improvement, improve decision making and
provide feedback to staff to improve motivation
and encourage a search for improvement with
more efficient and effective discharge of
purchasing
responsibilities.
Procurement
performance measurement offers several
benefits to an organization. Lysons et al. (2003)
state that if an activity cannot be measured, it
cannot be effectively managed and continuous
and sustainable improvements cannot be made.
Furthermore, measurement is critical for
maintaining competitive advantage edge of
companies in an increasingly crowded global
marketplace.
Customer Satisfaction
Customer satisfaction is defined as a person’s
feeling of pleasure or disappointment resulting
from comparing a product’s perceived
performance in relation to the customer
expectations (Kotler, 2009). Customer
satisfaction is also defined as an affective state
with positive feelings (Cronin et al., 2000).
Procurement is a function involved in the
acquisition of goods and services. Normally,
procurement departments are responsible for
the procurement of goods and services for all
departments in a procurement entity. The goods
are intended to satisfy a need. The procurement
performance therefore involves satisfaction of a
customer’s need and customers may be internal
or external. Owuoth and Mwanangi (2015) used
customer satisfaction as a sub variable of
procurement performance while studying
procurement performance of public sector in
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Kenya with a case of Rural Electrification
Authority. Customer satisfaction is also used as
sub variable of procurement performance by
Barsemoi et al., 2014 in their study about
factors influencing procurement performance
in the private sector in Kenya.
Quality Sourcing
Sourcing is the set of business processes
required to purchase goods and services. The
process of locating and employing suppliers
involve a decision making process referred to
as souring decisions. Sourcing thus involves
much more than simply picking a supplier or
contractor for each requirement in isolation
(Chopra et al., 2007). Quality Sourcing affects
procurement performance as studied by
Owuoth and Mwanangi (2015) on effects of
public procurement regulations on procurement
performance in public sector in Kenya, a case
of Rural Electrification Authority.
Service Quality
Parasuraman et al., (1988) define service
quality as consumer’s evaluation based on the
comparison between customer expectations
against performance. Service quality is
customers’ overall judgment of the excellence
of service offering (Santos, 2003 as cited by
Ishaq, 2012). Service quality also applies in the
public services. Several studies have been
carried out dealing with service quality in
public services (Wisniewski and Donnelly,
1996; Rowley, 1998; Wisniewski, 2001;
Brysland and Curry, 2001 as cited by
Ramseook et al., 2010). Service quality had an
impact on customers’ perceptions and
satisfaction in public service delivery in
Mauritius (Ramseook et al., 2010).

efficiency are sub components developed by
Barsemoi et al. (2014) who studied about
procurement performance in private sectors in
Kenya. The third study was done by Owuoth
and Mwanangi who also studied about
procurement performance in public sector in
Kenya in the year 2015. These sub components
of
procurement
performance
include
accountability, customer satisfaction and value
for money. In the same year 2015, Koech and
Namusonge (2015) studied about procurement
performance in the public sector in Kenya and
customer satisfaction and effectiveness as sub
components of procurement performance.
Mwanjumwa and Samba, 2015 used efficiency,
effectiveness and quality in their study about
procurement performance in nongovernmental
organizations. Finally, Simiyu and Namusonge
(2016) adapted some of the components used in
previous studies and included accountability
and value for money as sub components of the
dependent variable.
This study opts to select customer satisfaction,
value for money and effectiveness as sub
components of dependent variable. On the other
hand, independent variables such as quality
sourcing and service quality are adopted where
dimensions of service quality are used to define
customer satisfaction. Other independent
variables include procurement methods and
resource allocation used in qualitative part.
Figure 1 depicts the conceptual framework used
in this study.

Conceptual Framework
In developing the concept, the researcher
carried out an analysis of the development of
the sub components of the dependent variable
that has been taking place from 2013 to 2016 by
several researchers.
Kiage(2013) studied about procurement
performance in public sector in Kenya. The
researcher used efficiency and effectiveness as
sub components of procurement performance.
Customer satisfaction, quality services and

Figure 1: Conceptual Framework of assessing
Performance of Centralized Public
Procurement in Malawi: a case of Malawi
Central Government Stores (CGS)

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

Results and Discussions
Source: modified by author
Descriptive Analysis
The following hypotheses are shown : H1o: There is no any significant relationship
between Quality Sourcing and Procurement
Performance.H1a: There is a significant
relationship between Quality Sourcing and
Procurement Performance.
H2a: There is a significant relationship between
service quality and procurement performance.
Method of Research Used
The researcher used the mixed methods
consisting of qualitative and quantitative
designs. As a result of exploratory mix method
design, questions are modified to fit with expert
opinions prior to launch 30 sets for pre-test and
another 356 later.
Both primary and secondary data were used in
the research where primary data were collected
by distributing questionnaires to target
respondents as well as from the interviews with
four officials of Central Government Stores.
Secondary data were obtained from journals
and research papers.
The researcher uses the formula developed by
Cochran (1977), to calculate the number of
sample size with the 95% confidence level with
a sample size of 386.
Research Instruments/Questionnaires
Self administered questionnaire was used to
gather the data from the respondents. The
questionnaire consists of three parts. The first
part is the screening question aimed at
establishing if the respondent has been involved
in procurement one way or the other. The
second part is the demographic information
such as gender, age, education, years of
experience and section/department. The third
part contains 20 questions for the independent
variables and 10 questions for sub components
of dependent variable. There were 11 questions
for qualitative part. The researcher used Fivepoint Likert scale as follows (1) Strongly
disagree (2) Disagree (3)Moderately (4)
Agree(5) Strongly agree.

The data were analyzed and the results are as
follows. The respondents were 386 in total. The
majority were male respondents at a number of
248 representing 64.2%. On age category, the
majority were of the age between 31 and 45
with 35.2% and a total number of 136.
University Graduates represent 42.5% as well
as diploma holders. In addition, 215 of the
respondents were from lower management
level forming a majority with 55.7%. The
results also show that the majority were
respondents working in procurement sections
forming 65.3% of respondents. Finally, the
majority of respondents had worked in the
government for at least seven years forming
31.1% of the total respondents.
In addition, the researcher analyzed the
response from respondents after being asked
the extent to which they were satisfied with
procurement performance and if at all value for
money was achieved. The results indicated that
73.1% of respondents were not satisfied with
quality of goods supplied by CGS. It was also
revealed that 62.1% of the respondents were not
satisfied with the overall experience of services
from CGS. On value for money, 62.1% of the
respondents were in disagreement that there
was a reduction in wastages and damages of
goods procured from CGS (e.g. Toners
purchased work properly for a reasonable
period most of the times). Finally it was
indicated that 73.1% of customers were not
convinced of any significant reduction in costs
due to introduction of centralized public
procurement.
Reliability Tests
The results were tested for reliability using
Cronbach’s Alpha coefficient where all
variables were analyzed and the results are
shown in Table 1.

Table 1: Reliability
Cronbach’s Alpha

Test

result

with
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Variable
s
Quality
Sourcing
Assuranc
e
Reliabilit
y
Responsi
ve
Value for
money
(VFM)
Custome
r
Satisfacti
on

No. of
questio
ns
10
3
3
4
5

5

Cronbach’s
Alpha
N = N=38
6
30
0.96
0.929
4
0.85
0.83
6
0.85
0.799
6
0.88
0.834
8
0.91
1
0.91
1

0.889

0.891

Deviati
on
-0.0377
-0.0313

The results from the Pearson’s correlation
coefficient analysis show that the P-value is less
than .0001 which means that the null
hypotheses (H1o and H2o) were rejected. This
denotes that there is a relationship between
quality sourcing and procurement performance
as well as there is a relationship between
Service quality and procurement performance
at .01 significant levels.

-0.0713
-0.0647
0.00247

-0.0224

Multiple Linear Regression (MLR) Analysis
Table 3 shows the summary of the MLR results
and below is the multiple linear regression
equation.
Procurement Performance = 0.166 + 0.357X1 +
0.547X2
(1)
(R-square = 0.732); where X1 = quality
Sourcing and X2 = Service Quality
Table 3: The Summary of MLR Results
towards Procurement Performance

Source: calculated by author
The results are reliable because the results show
that all dimensions have a test of more than
0.7.It means that all the questionnaires are
applicable and reliable for this study
(Manerikar and Manerikar, 2015).

Inferential Analysis
Factor analysis is used to confirm the usage of
ten questions used in the quality sourcing as
shown in Table 2.
Pearson’s correlation coefficient was used to
test the relationships among variables and the
results are presented in the table 3.

Variab
le
Interce
pt
Quality
sourcin
g
Service
quality

Estimat
ed
Parame
ter
0.166

Std.
Err
or
0.07
4

0.357

0.01
2

0.547

0.01
7

Pr>|t|
<0.00
01

VIF

<0.00
01
<0.00
01

1.19
8
1.19
8

0

Source: Calculated by author by SAS
Table 2 The Relationship between two
Variables and Procurement Performance.
Variable

P-value

Level of
correlation
|r|
0.841

Quality
<
Sourcing
.0001*
Service
<
0.847
Quality
.0001*
*means p-value is less than 0.01

The R-square of 0.732 is the proportion of
variance in procurement performance which
can be explained by quality sourcing and
service quality at the significance level of 0.05.
As a result, each variable can be sequenced to
its importance that service quality can explain
the procurement performance greater than
quality sourcing in the magnitude of 55% of the
total possibility.
Discussions
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The Pearson correlation analysis has indicated
that there is relationship between quality
sourcing and procurement performance as well
as service quality and procurement
performance. This has proved that these were
right factors to influence procurement
performance. The analysis of the response on
procurement performance has indicated that
most of the respondents are of the view that
procurement
performance
at
Central
Government Stores is not good as most of them
were not satisfied with its goods and services.
The majority (73.1%) said that they were not
satisfied with goods and services. In addition,
62.1% of the respondents indicated that they
had no good overall experience with the Central
Government Stores. Finally 73.1% of the
respondents were of the view that there was no
significant cost reduction with centralized
public procurement. In addition, the statistical
highest mean was 2.534 which was for quality
sourcing and specifically on delivery time that
was corresponding to customer satisfaction
question 2 which talks about over all experience
of services by CGS which had 2.6 mean. It
actually denotes that customers were more
dissatisfied with the overall experience when
goods were not delivered on time.

the Ministries and Departments in making
payments to the CGS. This also affected the
private suppliers who also received their
payments very late.
The study provides insights into the
procurement operations in the centralized
public procurement in Malawi. It reveals the
current status quo of the procurement
performance in Malawi. The study
recommends that CGS should work on
reforming its internal operations by ensuring
adequate procurement staff to ensure that goods
procured are of better service quality. The study
also recommends that policy makers on
procurement issues should embark on
procurement performance
measurements
probably through surveys to establish whether
the policies are implemented effectively.
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Abstract
The success and failure of firm’s invest projects would bring a series influence towards firm’s
development. Internal cash flow is the most stable and reliable fund resource for firm’s
investment expenditure and usually is the guarantee of the success of external financing. The
dependency investment towards cash flow is called investment cash-flow sensitivity. This
study investigated effect of factors on investment cash-flow sensitivity under different financial
constraints, which can provide reference basis for firms to optimize investment and financing
strategy and behaviors. This overall result indicates that cash flow, cash holding, firm size, firm
debt, liquid asset and asset turnover have significant effect on investment cash flow sensitivity.
The majority sub-group results suggested that high financial constrained companies have a
stronger investment cash flow sensitivity compared with low financial constrained companies.
Keywords: investment cash flow sensitivity, financial constraints, cash flow, cash holding, assetsliability ratio, interest covering ratio
Introduction
Firms’ operation target was reaching maximum
of scale and profit, investment is the main
method to realize the target goal. Effective
financing arrangement and rational investment
decision can not only save capital cost, increase
fund usage efficient, optimize capital structure,
allocate resource more effectively, but also
have an important function to firm’s future
development and its market value incensement.
The investment fund came from firm’s different
financing sources mainly include are internal
financing, debt financing and equity financing.
Internal cash flow is the most stable and reliable
fund resource for firm’s investment expenditure
and usually is the guarantee of the success of
external financing. The dependency investment

towards cash flow is called investment cashflow sensitivity which refers to change in
capital expenditures depending on changes in
cash flows, according to Dichu (2012). Because
external financing need trading costs, generally
speaking, all companies face financial
constraints which defined as “the disability of
firms to raise the enough amounts of needed
funds(usually because of the shortage of
external financing resources) to finance their
optimal path of growth”. And financial
constraint level would influence investment
cash-flow sensitivity as well.
Researches about investment cash-flow
sensitivity under different financial constraint
levels which deeply illustrate the relevance
investment decisions with internal cash flow
can provide reference basis to investment and
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financing decision, optimizing investment,
together with financing behavior since effective
financing arrangement and rational investment
decision can not only save capital cost, increase
fund usage efficient, optimize capital structure,
allocate resource more effectively, but also
have an important function to firm’s future
development and its market value incensement.
Researchers keep studying factors that
would influence corporate’s investment cashflow sensitivity. Modigliani and Miller (1958)
initiated theoretical basis towards firm’s
investment. They pointed out that under the
frictionless market, firm’s capital structure is
not related to their investment decisions, and
what is more, external capital can be switched
to internal capital indiscriminately without any
cost. While, internal and external financing
cannot be replaced due to existing of
information asymmetry (Leland and Pyle,
1977); and firms prefer to finance internally
rather than external financing according to
information asymmetry theory. Agency cost
theory (Jensen and Meckling, 1976) illustrated
that, firm’s managers tended to put a lot of
resources into projects which have not
maximum profit because of personal interest
and monitoring cost. With the existence of
information asymmetry and agency cost
problems, there is cost variance between
internal financing and external financing, thus
caused financial constraint problems.
Abundant related researches aim to
demonstrate the hypothesis whether sensitivity
relationship between capital expenditure based
on financial constraint and cash flow is
monotonous or not. Researchers like Fazzari,
Hubbard and Petersen (1988) supported: higher
financial constraint corporations have higher
investment cash-flow sensitivity; while other
researchers like Kaplan and Zingales (1998) got
the result that firms, with less financial
constraint, their investment have more
significant correlation with cash flow; there are
also some researchers argued that, when
financial constraint level located at the two
extreme spot: investment cash-flow sensitivity
in either high or low spots are always higher
than middle places. In another word, investment
cash-flow
sensitivity
shows
U-shape
relationship with financial constraint. In fact,
because researchers choose different proxies to

represent financial constraint which cause
different analysis result. The adverse
conclusions raised great interest of researchers
to investigate investment cash-flow sensitivity.
Technology hardware and equipment
industry mainly refers to fields like information
technology, bioengineering, new material field,
new energy resources field, aerospace field and
marine field which focus on producing hightechnology (high-tech) products. With the
advantage of intelligent, creative, strategic and
low-level pollution, technology software and
equipment industry has great significance to the
society’s and economic development. The
quickly development of technology software
and equipment industry since 1980s already
made huge influence to world’s economy. The
important characteristic of technology software
and equipment is: the investment expenditure of
R & D is quite a lot, and there is a long period
from product development to launching on the
market, uncertainty factors are difficult to
predict, therefore, the investment risk is quite
high too. In this case, managers need to better
understand the investment cash-flow sensitivity
of technology hardware and equipment industry
to better use limited fund and resources to make
right investment decisions in this industry.
Concerning of Chinese “transition period”
background, researchers studied factors’
influence towards firm’s investment cash-flow
sensitivity under different financial constraints.
The research results will be helpful for
investors, creditors, managers and researchers
to better understand the invest decision and the
investment’s connection with cash flow under
different financial constraint levels in China, it
can also provide reference basis, guidance for
firm to make useful investment and financing
strategy, as well as optimize investment and
financing behaviors.
And provide help to the undergoing capital
market and equity structure reform.
Literature Review
This study aims at demonstrating
investment cash-flow sensitivity under
different financial constraint: as a case study of
technology software and equipment sector in
Chinese stock market during year 2009 to 2013.
There are seven independent variables (cash
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flow, cash holding, growth opportunity, size,
long and medium term debt, liquid asset and
asset turnover), one dependent variable (capital
expenditure: used to measure firm’s
investment), and four financial constraint
proxies (business group, age, assets-liability
ratio, interest covering ratio) that will determine
the relationship the investment cash-flow
sensitivity.
Researcher applied different financial
constraint proxies among researches about
investment cash-flow sensitivity. Hoshi,
Kashya & Scharfstein (1991) used the condition
that whether firm belong to business group or
not as matric of financial constraints proxy;
Chirinko and Schaller (1995) used ownership
concentration degree to measure financial
constraint; Jaramillo(1996) used firm’s size or
firm’s age as metric of financial constraints
proxy; Allaynni and Mozurndar(2004) used
positive and negative cash flow as metric of
financial constraints proxy; Degryse and
Jong(2006) used Tobin’s Q angle to measure
financial constraints. Nevertheless, no matter
what kind of criteria used to measure financial
constraints, there is still no unified conclusion.
Tang (2011)’s study signify that cash flow
is significant positive related to firm’s invest
expenditure, and investment cash-flow
sensitivity is mainly due to different level of
financial constraint that firm faced. With
stronger financial constraint, firm’s investment
cash-flow sensitivity is larger and other
variables would bring more effect to firm’s
investment. There are 5 variables used to study
their influence to investment decision: cash
flow, sales growth rate, cash stock, cash flow
volatility as well as Tobin’s Q.
The main research findings of Chen
(2006)’s research are: investment expenditure
is significantly correlated with cash flow for
Chinese manufacturing listed firms and
financial constraint is the main reason that
firm’s investment cash flow exists; for using
interest covering ratio as financial constraint
proxy, lower interesting covering ratio means
stronger financial constraint for firms, and in
this situation, firm’s investment rely heavenlier
on cash flow. The independent variables used
in this article include cash flow, Tobin’s Q as
well as sales growth.

As per He (2009), investment expenditure
is significantly correlated with cash flow for
Chinese manufacturing listed firms and
financial constraint is the main reason that
firm’s investment cash flow exists; for using
interest covering ratio as financial constraint
proxy, lower interesting covering ratio means
stronger financial constraint for firms, and in
this situation, firm’s investment rely heavenlier
on cash flow; for using average asset-liability
ratio as financial constraint proxy, higher assetliability ratio reflect weaker of firm’s
refinancing ability, firm’s investment cash-flow
sensitivity became higher under this situation.
The whole sample regression results of Liao’s
( 2014) research revealed that firm’s investment
cash-flow sensitivity is significantly influenced
by financial constraint, and result also
supported by subgroup regression (classified by
independent variables above, like cash flow,
business group, firm size, sales growth rate ,
asset-liability ratio and so on). The proxies used
in this study are novel and completed, and can
comprehensively analyze investment cash-flow
sensitivity. The variables that used to study
their influence in firms’ invest decision are:
cash flow, Tobin’s Q, main business income,
total value, asset-liability ratio, return on equity,
sales growth rate, sigma, beta, current ratio,
market competition level, proportion of block
holder, institutional ownership, business group
and firm’s size.
Kuo and Hung (2012) got results that family
controlled situation would cause stronger
sensitivity of investment towards cash-flow,
specifically in firms that have lower Tobin’s Q
and highly concentrated control power.
Kangarlouei’s (2013) research concluded that
operating cost to sale, free cash flow and
manager’s optimism are all positively and
significantly related to investment cash-flow
sensitivity, and assets turnover negatively and
significantly correlated to investment cash-flow
sensitivity.
Research Design
To investigate the factors that would affect
investment cash-flow sensitivity of technology
software and equipment sector in China,
researcher
selected
capital
expenditure(INVEST) as dependent variable;

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

cash flow, cash holding, growth opportunity,
size, firm long and medium term debt, liquid
assets and asset turnover as independent
variables for the measure model. Soumaya
(2012) used fixed effect regression model to
analysis whether debt, size and liquidity are
related to investment cash-flow sensitivity or
not of all firms listed in Paris stock market.
Okumu (2014) applies multiple linear
regression analysis to measure the sensitivity or
importance of each independent variable in
influencing of investment cash-flow sensitivity
among enterprise in Nairobi stock exchange. In
order to test the effect of factors towards firm’s
investment cash-flow sensitivity under
different financial constraints from technology
software and equipment sectors in Chinese
stock market, researcher carefully selected the
variables and models.
Theoretical Framework
The fixed effect panel data regression
model is applied in this research to test
hypotheses that factors that affect firm’s
investment cash-flow sensitivity as showed
below:
INVESTi,t = α β β1 CFi,t β β2 cashholdi,t β β3
Growthopi,t β β4Sizei,t β β5 DLMTi,t β β6
Liqassti,t β β7 assetturni,t β ∑µ1dummy i +
∑µ2dummy t + εi,t
Where:
i = Firm i
t = Year t
INVESTi,t = Capital expenditure of firm i for
time period t
CFi,t = Cash flow of firm i for time period t
cashholdi,t =Cash holding of firm i for time
period t
Growthopi,t = Growth opportunity (sales growth
rate) of firm i for time period t
Sizei,t = Natural logarithm of total assets of firm
i for time period t
DLMTi,t = Long and medium term debt of firm
i for time period t
Liqassti,t = Liquid assets of firm i for time
period t
assetturni,t = Asset turnover of firm i for time
period t
α = Constant term or an intercept
β1…… β7, µ1, µ2 = Regression coefficients

ε = Error term of the model
dummy i = cross-section dummy variables
dummy t = time-series dummy variables
Conceptual Framework
It is difficult to give financial constraints an
explicit definition because it cannot be
observed
directly
as
an
abstract
nonrepresentational concept.
Researchers can only indirectly measure
financial constraints through some indexes,
according to Chen (2006). Zhao (2013)
concludes: one way to measure financial
constraints indexed is univariate index. In this
study, univariate index include business group,
age, assets-liability ratio and interest covering
ratio.
Young firms have more difficulties to
finance both internally and externally, which
means younger firms have higher financial
constraint than older age firms. Assets-liability
ratio is an indicator that reflects firm’s debt
paying ability; creditors tend to load money to
firms with lower assets-liability ratio to assure
debt repayment without too much risk.
Therefore, it is suitable to take assets-liability
ratio as financial constraint indicator. Stateowned enterprise had lower financial constraint
than privately operated enterprise. It is suitable
for Chinese specific conditions to measure
firm’s financial constraint level based on
whether is state-owned enterprise or not. Firms
with higher interest covering ratio have stronger
ability to repay debt and earn more profit,
which means that banks, creditors and
shareholders are willing to invest money, in
other word, these firms own stronger ability of
external financing.
Asset turnover is calculated as: Sales
/Average Total Assets. It is an indicator that
reflects firm’s debt paying ability, and creditors
care most of the safety of the fund they lend to
firms and whether firms is able to pay back in
duty time. Overall, asset turnover has an
important significance of choosing financing
method and is the key point of the success of
financing. Hence, the hypothesis is proposed as
followed:
H1: Asset turnover has significant positive
effect on investment cash-flow sensitivity in
overall group and financial constraints groups
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separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Cash flow equals to income before
extraordinary items plus depreciation and
amortization. Internal cash flow is the most
stable and reliable fund resource for firm’s
investment expenditure and usually is the
guarantee of the success of external financing.
Hence, the hypothesis is proposed as followed:
H2: Cash flow has significant positive effect on
investment cash-flow sensitivity in overall
group and financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Suen (2011) defined cash holding:
company’s holding of cash as well as cash
equivalents. The purpose of companies to
reserve cash is to decrease expense of
transaction as well as to block out insufficient
investment phenomenon which caused by the
lack of funding based on the research of Chen
and Chuang (2009). Hence, the hypothesis is
proposed as followed:
H3: Cash holding has significant positive effect
on investment cash-flow sensitivity in overall
group and financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Proxy for growth opportunities is growth
rate of sales which is calculated as: (Sales in
current year–Sales in previous year) / Sales in
previous year. Growth rate of sales has the
function of indicating firm’s potential
development of the market. Firms that have
weaker opportunities to growth get a number of
Tobin’s Q which would be smaller than one,
vice versa. Hence, the hypothesis is proposed as
followed:
H4: Growth opportunity has significant
positive effect on investment cash-flow
sensitivity in overall group and financial
constraints groups separated by (a) business
group, (b) age, (c) assets-liability ratio, (d)
interest covering ratio.
The working capital is applied as an index
of liquid assets since it could be converted into
cash holding (Ferreira and Vilela, 2004). Haan
and Hinloopen (2003) found that liquidity is

strong positive related to internal finance and
negative to external finance. Firms which have
a high amount of liquidity do not borrow much
(Deesomsak, Paudyal and Pescetto, 2004).
Hence, the hypothesis is proposed as followed:
H5: Liquid assets have significant positive
effect on cash-flow sensitivity in overall group
and financial constraints groups separated by (a)
business group, (b) age, (c) assets-liability ratio,
(d) interest covering ratio.
Long and medium term debt that has a
repayment period over than 12 months or one
year is called long-term debt. Meckling (1976)
believed that firms with more debt were easier
to have assets substitution problem,
shareholders or managers had strong
motivation to invest in high risk and high return
projects. The increase of debt means more
stress of managers to return principle and
interests, which means higher bankruptcy risks
too. Hence, the hypothesis is proposed as
followed:
H6: Debt has significant positive effect on
investment cash-flow sensitivity in overall
group and financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Researcher chooses a logarithm to the base
of value of firm’s total assets to determine size
of a firm.
Firm size is often used as one index for
financial constraints. Generally, big size firms’
sensitivity of investment towards cash-flow is
smaller compare to small size companies,
because big size firms have more assets to be
used as mortgage, it is easier for them to
financing outside. Hence, the hypothesis is
proposed as followed:
H7: Size has significant positive effect on
investment cash-flow sensitivity in overall
group and financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Research Methodology
In this study, fixed effect regressions model
is applied to investigate the influence on
investment (which is dependent variable) and
independent variables including cash flow, cash
holding, growth opportunity, firm size, firm

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

debt, liquid asset, asset turnover under different
financial constraint levels which classified by
business group, age, asset-liability ratio,
interesting covering ratio and return on equity.
The reason for applying fixed effect regression
models in this research is: there are five years
data of totaling 79 firms which makes the
analyzed data as panel data and researcher aims
to study the correlation of independent
variables with dependent variables.
The fixed effect assumption refers to
individual specific effect is relevant to the
independent variables according to Grey (2006).
Fixed effect regression model investigate the
correlation of independent variables with
dependent variables within an entity. Each of
them has their unique characteristics that might
or might not affect the independent variables
based on research of Oscar (2000).
This research test the significance of
factors, and researcher applied 2-tailed T-test to
test the research hypothesis and exam the total
seven independent variables with the level of 95%
confidence. In this study, the null hypothesis is
rejected once p-value is smaller than selected
certain level of significance which is 5% or 0.05.
Researcher cannot reject the null hypothesis
when p-value was higher than or just equal to
certain level of significance.
Results
The study investigated effect of factors to
investment cash flow sensitivity under different
financial constraint levels of technology
software and equipment sector in Chinese stock
market during year 2009 to 2013. The data
include five years database from year 2009 to
2013, on a total of 79 companies from both
Shenzhen stock market and Shanghai stock
market of China.
Table 1 shows the regression results of assets
turnover’s effect towards investment cash-flow
sensitivity in financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Table 1 Hypothesis results of influence assets
turnover towards investment cash flow
sensitivity.

Asset
turnover
Financial
constraint
business
group
age

high
low
high
low
high

Coefficient
-9.245
12.483**
-9.464
10.762

tstatistic

pvalue

-0.450
2.964
-0.476
1.379
0.278

0.652
0.003
0.633
0.169
0.782

asset10.003
liability
low
3.770
ratio
11.449**
high
-10.740
-0.961
interest
covering medium
11.137
1.190
ratio
low
8.793
0.462
*, ** = Significant at the 5% and 1% level.

0.0002
0.338
0.237
0.644

Asset turnover has a significant positive
effect on investment cash flow sensitivity
during year 2009 to 2013. Increasing of asset
turnover means that company is able to
generate more revenue and more cash to
support investment activities, according to
Pecking order theory, company prefer to choose
internal financing for investment. Overall,
increasing asset turnover make companies’
investment expenditure more rely on internal
cash flow
Table 2 shows the regression results of cash
flow’s effect towards investment cash-flow
sensitivity in financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Table 2 Hypothesis results of influence cash
flow towards investment cash flow sensitivity.
Cash
flow
coeffici
tpFinancial
ent
statistic value
constraint
high
0.563** -5.435
0.000
business
group
0.060*
low
-2.568
0.011
0.579** 8.451
high
0.000
age
0.069*
low
2.434
0.015
assethigh
0.431*
2.324
0.027
liability
low
0.068** 2.969
0.003
ratio
high
0.587** 3.910 0.0002
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interest mediu
0.343** 3.708 0.0004
m
coverin
g ratio
low
-0.008
-0.701
0.483
*, ** = Significant at the 5% and 1% level.
The results showed that cash flow has a
significant positive effect on investment cash
flow sensitivity during year 2009 to 2013. It
means when cash flow increase, the investment
cash flow sensitivity will increase. The
existence of financial constraint makes firm’s
investment rely on internal cash flow, more of
the cash flow generated from business activities,
larger size of investment decisions would be
made by companies. And under different levels
of financial constraints, the sensitivity
investment activity towards cash flow would be
different too. And it showed that high financial
constrained companies have a stronger
investment cash flow sensitivity compared with
low financial constrained companies.
Table 3 shows the regression results of cash
holding’s effect towards investment cash-flow
sensitivity in financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Table 3 Hypothesis results of influence cash
holding towards investment cash flow
sensitivity.
Cash
holding
Financial
constraint
busine
ss
group

coefficie
nt

tstatist
ic

high

0.093**

3.155

low

-0.021

-0.859

high

0.226**

8.204

low

-0.026

-1.44

high

0.062

0.671

low

0.037**

3.194

age

assetliabilit
y ratio

pvalu
e
0.00
0
0.39
1
0.00
0
0.14
9
0.50
7
0.00
2

0.02
1
mediu
0.18
0.045
1.332
m
6
0.13
low
0.020
1.485
9
*, ** = Significant at the 5% and 1% level.
interest
coveri
ng
ratio

high

0.091*

2.350

Cash holding has a significant positive
effect on investment cash flow sensitivity
during year 2009 to 2013. If the cash holding
increases, it will have a positive effect on the
relationship between investment and cash flow.
If the cash stock is abundant for a company, it
is more likely that this company will use it to
expand their investment expenditure. The
significant effect that cash holding has on
investment cash flow is more obvious among
financial constraint firms, since external
financing would be costly for financial
constraint companies, they tend to hold more
cash to prepare for good investment
opportunities.
Table 4 shows the regression results of growth
opportunity’s effect towards investment cashflow sensitivity in financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Table 4 Hypothesis results of influence growth
opportunity towards investment cash flow
sensitivity.

Growth
opportunity
Financial
constraint
high
business
group
low
high
age
low
assethigh
liability
low
ratio
high

coefficie
nt

tstatistic

pvalue

223.02
-0.02
95.61
19627.3
-1702.8

0.537
0.957
0.249
1.765
-0.098

0.591
0.391
0.803
0.079
0.922

546.81
1800.45

0.897
1.001

0.370
0.319
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mediu
interest
7295.96
0.332
0.74
m
covering
ratio
low
-40.15
-0.171 0.863
*, ** = Significant at the 5% and 1% level.
Growth opportunity has no significant
effect on investment cash flow sensitivity
during year 2009 to 2013. In this study, we use
growth rate of sales as proxy for growth
opportunity. So, the result means that no matter
the growth rate of sales increase or decrease, the
investment cash flow sensitivity would not be
influenced.
Table 5 shows the regression results of liquid
asset
‘s effect towards investment cash-flow
sensitivity in financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Table 5 Hypothesis results of influence liquid
asset
towards investment cash flow
sensitivity.
Liquid
tasset
coefficie
pstatisti
Financial
nt
value
c
constraint
high
-0.204** -9.389 0.000
busines
s group
low
-0.005
-0.320 0.749
high
-0.304** 14.99 0.000
age
1
low
-0.012
-0.813 0.417
-3.940 0.000
assethigh
-0.215**
5
liabilit
y ratio
low
-0.022
-1.824 0.068
high
-0.156** -5.470 0.000
interest
mediu
coverin
-0.054
-1.544 0.126
m
g ratio
low
-0.013
-0.870 0.385
*, ** = Significant at the 5% and 1% level.
Liquid asset has a significant negative
effect on investment cash flow sensitivity
during year 2009 to 2013. Large firms hold
liquid assets so that they will be able to keep
investing when cash flow is too slow and when
outside funds are expensive. Additionally,
firms which have a high amount of liquidity do
not borrow much. Therefore, with the

increasing of liquid asset, investment
expenditure can rely more on it rather than
internal cash flow.
Table 6 shows the regression results of long and
medium term debt’s effect towards investment
cash-flow sensitivity in financial constraints
groups separated by (a) business group, (b) age,
(c) assets-liability ratio, (d) interest covering
ratio.
Table 6 Hypothesis results of firm’s debt
towards investment cash flow sensitivity.
Debt
coefficie
tpFinancial
nt
statistic value
constraint
high
0.093**
3.295
0.001
busines
s group
low
0.046
1.345
0.181
high
0.179**
7.167
0.000
age
low
0.155**
4.542
0.000
assethigh
0.478**
3.012
0.005
liability
low
0.059**
2.842
0.004
ratio
high
-0.009
-0.162
0.870
interest
mediu
coverin
-0.039
-0.644
0.520
m
g ratio
low
-0.004
-0.294
0.768
*, ** = Significant at the 5% and 1% level.
Firm’s debt has a positive significant on
investment cash flow sensitivity during year
2009 to 2013. Firm’s managers will consider
internal financing first when making
investment decisions, but when internal
funding is not sufficient, it will force the
company to borrow from outside, which means
the debt will increase. Facing high cost of
increasing debt, the company will be more
willing to use the internal funding if they have
enough internal resources.
Table 7 shows the regression results of firm
size’s effect towards investment cash-flow
sensitivity in financial constraints groups
separated by (a) business group, (b) age, (c)
assets-liability ratio, (d) interest covering ratio.
Table 7 Hypothesis results of influence firm
size towards investment cash flow sensitivity.
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Size
Financial
constraint
busines
s group
age
assetliability
ratio

high
low
high
low
high

coefficie
nt
12.214**
13.047**
11.957**
13.013**
12.722**

tstatisti
c

pvalue

5.993
2.66
4.640
8.071
2.404

0.000
0.009
0.000
0.000
0.023

low
12.486** 8.574
high
12.19**
2.898
interest
mediu
coverin
5.413
m
13.217**
g ratio
low
11.801** 6.053
*, ** = Significant at the 5% and 1% level.

0.000
0.004
0.000
0.000

Firm size has significant positive effect on
investment cash flow sensitivity during year
2009 to 2013. For larger firms, they are able to
choose the investment timing and the fund
resources; it is feasible for them to invest until
they have enough internal sources rather than
borrow from costly external funding. While for
small size company, the investment opportunity
is not much as large company, and due to the
high competitive pressure between small
companies, they cannot afford to wait but to use
external financing to seize investment
opportunity. This kind of force among small
companies will decrease the sensitive of
investment toward cash flow. Therefore, when
firm size is increased, firm’s investment
expenditure will be more sensitive to the
changes of cash flow, which means the
investment cash flow will increase too.
Discussion and Conclusion
In the result of using business group
(country-owned company and private company)
to separate companies into high and low
financial constraint groups, among seven
factors, cash flow has a significant positive
effect in both country-owned companies and
private companies; Cash holding, debt and
liquid assets have significant effect on
investment cash flow sensitivity only in high
financial constrained companies.
In the result of using age (young company
and old company) to separate companies into

high and low financial constraint groups, cash
flow and debt have a significant positive effect
in both high and low financial constraint
companies; Cash holding and liquid assets have
significant effect on investment cash flow
sensitivity only in young companies.
In the result of using assets-liability ratio to
divide high and low financial constraint groups;
cash flow, firm size and debt have a significant
positive effect in both high and low financial
constraint companies; Liquid assets have
significant effect on investment cash flow
sensitivity only in high financial constrain
group.
In the result of using interest covering ratio
divide company into three groups: high
financial constraint, medium financial
constraint and low financial constraint
companies, cash flow has a significant positive
effect on investment cash flow sensitivity in
both high and medium financial constraint
groups, while has no significant effect on
investment cash flow sensitivity in low
financial constraint group; Cash holding and
liquid assets have a significant effect on
investment cash flow sensitivity only in high
financial constraint group.
Overall, among seven factors, the majority
results in each sub-group suggested that high
financial constrained companies have a
stronger investment cash flow sensitivity
compared with low financial constrained
companies.
Recommendations
Internal cash flow is the most stable and
reliable fund of firm’s investment expenditure,
there is a tight relationship between internal
cash flow and investment expenditure, so
company should value the importance of
internal financing as well as improve the invest
efficiency of cash flow; Enterprise must
strengthen the management of cash flow which
can be accomplished through these parts: (1)
management of funds, unified deployment of
the use of funds to strengthen the management
of corporate cash management; (2) strengthen
the management of transactions and inventory,
speed up the turnover of funds; (3)
appropriately use corporate credit and bank
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credit to finance and increase the amount of
corporate disposable cash.
In order to alleviate financial constraint of
private companies in China, integrity
construction of private companies must be
promoted, that is the very base to make sure that
private companies can finance successfully
through normal way. With the raising of their
integrity degree, bank’s risks would be
decreased at the same time, then more likely
private companies can get a loan from bank thus
their financial constraint would be less too.
Company can strengthen the normative,
timely and standardize disclosure of
information, build a good corporate image,
reduce information asymmetry.
Strengthen market investors’ confidence thus
reduce its financing costs and financial
constraints.
Institutional
investors
are
professional in the information analysis
capabilities, and have better corporate
governance than individual investors, can
provide high-quality information and help for
corporate governance, and provide effective
management for corporate governance and
supervision to
prevent the agent problem
occurs.
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Abstract
TV advertisement is one of the popular sources of advertisement in India. The influence of television
commercial on TV viewers in India is significantly high. The use of advertisement is beneficial and has
been used by millions of electronics companies’ worldwide. However, in line with its benefits,
companies have also faced certain challenges. They have found out that managing customers
satisfaction and trust over electronics product and TV advertisement is very important task for the longterm growth of the business, yet it is easier said than done. The present study seeks to identify the effect
of TV commercial of electronic products on Indian consumers. To test this, TVC appealing factors and
Viewers Attribute’s factors are taken as independent variables. TVC Appealing Factors constitute with
four independent variables and Viewers Attribute constitutes three independent variables. A convenient
sampling method is used to collect the data. The sample size is 422. The structured survey is used as an
examination instrument to gather data from targeted respondent from India. The data is analyzed with
Simple Linear Regression and Pearson Correlation. The result implies that TVC appealing factors have
a positive moderate effect on the TV views purchase intention. The research result also indicates that
the viewers attribute has a positive and strong relationship with the TV viewer’s purchase intention.
Keywords: Likability of advertisement, Sales Promotion, Attitude towards advertisements, Brand
Awareness, Effect of advertisement.

Introduction
TV advertisements in India are one of the
quickest developing markets in the Asia
Pacific, since Indian TV is going through
noteworthy technological changes with new
advanced technologies, like digital cables, DTH
(Direct to home) and I.P TV (Internet Protocol
TV) etc. TV advertisements are clearly going to
tackle another part due to the expanded
intuitiveness in content and niche programming
styles, obliging to a particular targeted group.
Advertisements on TV are more focused and
will achieve more attention in future. In
addition, today, TV empowered portable
handsets are gaining prevalence in India. This
may add a new horizon in TV advertisements.
The Indian people strictly follow their culture,
values, and traditions, as a result, foreign
electronics companies are forced to give an
Indian touch in their television advertisements.
For example, Karva Chauth is more famous
than Valentine’s Day, so the advertising
companies use the theme of Karva Chauth to

introduce their products, (Manorma, 2014).
Indian consumers love features in the electronic
products, they don’t go by brand name only.
The advertisements that differentiate two
electronic products easily get attention.
Now, competition is very tough in Indian
electronics
market
and
television
advertisements play a very important role in the
strategy to place their product in the viewer’s
minds. Creativity, humor, culture, innovation,
style, all plays an important role in television
advertising. The electronics sector has played a
major role in the economy of India. The Indian
electronic market is primarily driven by
imports; however, the Indian government is
very serious about the macroeconomic factors
and impetus with make in India project. Make
in India project was launched as an initiative to
encourage multinational companies as well as
domestic companies to make their products in
India. India is the third largest country for
scientists pool in the world and demand for
electronics items is projected to be USD 94.2
billion in the year 2015, with an industrial
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growth rate of 9.88% in the years 2011 to 2015
(India, 2014). The Indian electronic market is
very big, so the make in India project has
already got foreign investors from many
countries; some of them are IBM, Dell,
Motorola, Applied Material, and Jabil, all from
the USA, Samsung and LG from South Korea,
Nokia from Finland, and Lenovo from China.
So a high amount of competition is predicted
among the electronics companies to grab the
huge electronics market in India. Advertising is
the only way to make customers aware of their
products. Advertisement can be done through
print media, electronics media or as commercial
films but the thing that matters inside the
advertisement is the appealing factor of the
advertisement.
Literature review
Purchase Intention
Purchase intention is an arranged behavior that
a customer is willing to purchase any product,
Ajzen (1991). There is a relationship between
brand and purchase intention so advisement is
the main consideration to expand brand picture
on the customer. Johne and Storey (1998)
specified that, customers plan to buy the
product in the light of the fact that they think
they have the right price quality connection. He
also discussed that shoppers who are happy
with the product will have an opposite state of
mind towards the brand and later has sway on
purchase aim. Byoungho and Yong (2005)
indicated in his research that, there is a
connection in the middle of the state of mind
and buy expectation, if the buyers have an
inspirational state of mind towards the brand it
will expand buyer’s expectations.
Brand credibility
Buil, I., De Chernatony, L. and Hem, H. E
(2009) argued that brand credibility can be
identified as convictions about both product
related and non-product related brand
characteristics. Knox (2004) said that brands
that are trusted regularly are bought more much
of the time than their competitors that don't
inspire high degrees of trust. Netemeyer, R.,
Krishnan, B., Pullig, C., Wang, G., Yagci,
M.,Dean, D., Ricks, J. and Wirth, F (2004)
argued that buyers are willing to pay a higher
cost for tried brands. Chitturi, R., Chitturi, P.

and Raghavarao, D (2010) in his research found
that both brand quality and pricing data affect
shoppers’ preferences. Consequently, a
comprehension of the connections between
sound brands and pricing is vital for effective
brand strategies. Credibility plays an important
role in TV viewers purchase intention because
an advertisement has the credibility if compared
with the brand credibility. So credibility is
taken as the one of the variable of TVC
appealing factors.
Likability of Advertisement
According to Aaker (1997) likability of
advertisement plays a very important role in
product selection. Consumers start liking the
product after comparing the product with the
competitor’s product. Halan (2003) discussed
that, advertisements highlight the items
according to the likability of consumers.
Blosser and Roberts (1985) in his research
discussed the new generation electronic devices
with style and added features especially focused
at youngsters to spur them to attempt new
brands and influence them to purchase more.
Liking is in the affective stage of Hierarchy Of
effect model. In this stage the customer starts
liking the product after comparing with the all
other competitor’s products and it has effect on
consumers purchase intention. Viewers watch
numerous advertisements and compare the
products according to their requirements so
likability is taken as one of the independent
variables of TVC appealing factors
Sales Promotion
TV is one of the most grounded medium of
advertising due to its mass reach, it can impact
not just a single state of mind, behavior,
lifestyle in the long run but it also effects the
culture of a country. According to Young
(1990) an announcement in the public medium
by any source to promote a product, service and
event is called as an advertisement. The point
of television advertising is to meet and fulfill
the target consumers wants & needs. Alvarez
and Casielles (2005) said that the main idea of
TV advertising and marketing is to achieve a
target and make as big clients group. To do so
they give interesting promotions. According to
Peattie (1998) Promotions or Sales promotions
are deﬁned as a unique offer or pieces of
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marketing correspondence. Different types of
promotions are given to buyers to motivate
them to buy their products so the effect of
promotion on consumers purchase intention is
high so sales & promotion is taken as the one of
the variable of TVC appealing factors.
Innovation
Cooper and de Brentani (1991) said that
product innovation for instance, focuses on
changes on product attributes only because
innovation is less imperative for new service
development than for product improvement.
The necessities on innovative work assets are
higher for products than for services. Ebling,
G., Hipp, C., Janz, N., Licht, G. and Niggeman,
H (1999) in his research discussed that Product
innovation in the service of the client increases
the value of corporate equity. If an organization
can meet an imperative need with an
innovation, the client will be less aware of the
value and cost. Firms improve not only for the
purpose of innovation but rather to build
execution, especially for deals and proﬁts.
Product quality always gives a competitive
advantage & it has a positive effect on
consumers purchase intention. Products that are
made according to the consumer’s requirements
always grab attention from the viewers. So,
innovation (quality & style) is taken as one of
the variable of the TVC appealing factors.
Attitude towards Advertisement
Attitude towards advertisement is based on
consumer’s based information that is resolved
both by the behavioral reaction and
psychological recognition in the present time
period and also in earlier time periods (Dickson,
1982). A literature review uncovers that there
may be different ways to deal with attitude
towards the brand. One seems to gauge the
direct role of different determinants on brand
loyalty. Yoo, B. and Donthu, N (2001) said that
one should gauge the direct role of different
determinants on brand loyalty by analyzing the
effect of marketing mixed variables on brand
liking. Kirmani and Bright (1999); Moorthy
(1984); Yoo et al (2001) discussed that its role
ought to be in an indirect way connected to
brand loyalty, proposing that instead of the
advertisement itself, it is the way advertising

influences customer perception of the ﬁrm and
has effect on the consumers purchase intention.
This methodology raises such matters as, for
instance: how does the client see the ﬁrm’s
advertisements.
So
attitude
towards
advertisement is taken as one of the variable of
the viewers attribute.
Desire of Uniqueness
One of the significant inquiries in connection to
the comparative advertisement is its
effectiveness. A considerable amount of
research has been completed by numerous
researchers who have tried to check the
effectiveness of comparative advertisement by
referring to the Hierarchy of Effect model
(HOE). According to Smith, C. D (1998) the
HOE model additionally highlights three
elements of advertisement in its progressive
steps beginning from awareness to purchase.
The initial two stages (awareness and
knowledge) are linked with information or
ideas, the second two stages (liking and
preferences) are linked to make more good
sentiments towards products and the last two
stages (conviction and buying) are linked to
provoke the customer to have the desire to use
that product. Kang, J. Y (2008) in his research
finding indicates that attitude, subjective norm,
perceived behavioral control, desire for
uniqueness and perceived risk significantly
combined together to predict purchase
intention. Attitude, subjective norms & desire
for uniqueness among the five predictors which
shows the significant relationship with
purchase intention. So the desire is taken as one
of the variable of the viewer’s attributes.
Brand Awareness
According to Aaker (1996) brand awareness is
one critical part of brand value. Purchaser
consciousness of the brand alludes to the
capacity to recall, perceive the brand in
different circumstances and the connection to
the brand name, logo and jingles. Not just
awareness is one of the primary variables to
make brand esteem. Additionally, it is a key
component that impacts on customer
recognition and demeanor. To some degree,
products that have a high level of awareness are
prone to bring about higher deals in the light of
the fact that without awareness no
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correspondence or exchange will happen.
What's more, awareness makes for an
incredible relationship in buyer recollections. In
this manner, the level of awareness can be
measured by the purchaser’s capacity to review
the brand in their mind. So merchants use
different advertising and promotion strategies
to pull in clients and increase deals. This stage
is very important and challenging. There is no
guarantee that the customer will become aware
about a certain product of brand after watching
the advertisement customers watch many
advertisements everyday but only remember a
few brands. So awareness is taken as the one of
the variable of the viewers attribute.
Methodology
Conceptual Framework is developed by
reading numerous articles related to TV
advertisements, the hierarchy of effect model
and AIDA model
Figure 1: Conceptual Framework
TVC appealing factors
Brand
Credibility
Likability of
Advertisemen
t
Sales
Promotion
Innovation
(feature,
packaging,
uniqueness)

(Fig, 3.5)
Viewers attribute
Attitude
towards
Advertisements
Desire for
Uniqueness
Brand
Awareness

Purchase
Intention

Source: Developed by researcher for this study
This research examines seven hypotheses to
achieve research objectives.
H10 : There is no effect from credibility on
purchase intention.
H20 : There is no effect from likability of
advertisement on purchase intention.
H30 : There is no effect from promotion on
purchase intention.
H40 : There is no effect from innovation, quality
and style on purchase intention.
H50 : There is no relationship between attitudes
towards advertisements and purchase intention.
H60 : There is no relationship between desire of
uniqueness and purchase intention.
H70 : There is no relationship between brand
awareness and purchase intention.
Research methods
For hypothesis testing Simple Linear
Regression is used to find out the effect of the
independent variable over purchase intention
and Pearson’s correlation analysis is used to
find the relationship between the independent
variable and the dependent variable. Which
may have a direct or indirect effect on consumer
purchase intention of electronic gadgets in
India? The questionnaire is used as a research
instrument to gather information from the
respondents from India. The Questionnaire
contains sets of questions appropriately made
for the research. The analyst uses a well suited
academic research paper to develop questions
for the content’s validity. The questionnaire is
based on the 5 point Likert scale in which 1 is
strongly disagree and 5 is strongly agree. The
survey method is used as a research tool to
gather data from the proposed respondents.
Sampling Procedures.
This study focused on gathering 422 responses.
To achieve the targeted number of respondents,
the researcher chose internet to approach the
target respondents by using social networking
sites. The Researcher believes that consumers
using the internet are suitable respondents for
this research because consumers using an
electronic device to access the internet may be
more familiar with the new trends in electronic
products than other people. The second point is
that consumers using the internet may provide
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replies cost effectively and timely for the
research.
Descriptive Analysis
In this research, descriptive analysis of
demographic factors, i.e. age, education, gender
and occupation are analyzed to know the
information about the target respondents among
Indian internet users. This part shows the
frequency, percentage, valid percent and
cumulative percentage of each of the
demographic factors of all respondents.
Table 1: Summary of Majority in terms of
Frequency and Percentage of all
Respondents.
Variable
Age
Education

Gender
Occupatio
n

25 – 30
Bachelors
and below
Above
Bachelors
Male
Unemploye
d/
freelancer

Freque
ncy (f)
158
211
211

Percenta
ge (%)
37.4 %
50%
50%

242

57.3%

117

27.7%

In order to understand the demographic factors
of the respondents, descriptive analysis of the
demographic factors is conducted as shown in
Table 1. The descriptive statics shows that the
maximum numbers of respondent 37.4% (158)
are in the age group 25-30. Respondent’s
education level is bachelor’s and below 50%
(211) and above bachelor’s 50% (211). The
Descriptive analysis also shows that maximum
number of respondents 57.3% (242) are males
who participated in the survey followed by
27.7% (117) respondents who occupation is
unemployed/freelancer.

Credibility
IQS
Awareness
ATVC
Desire
PI
Valid N
(listwise)

Likability
Promotion

N Mean
422 3.7494
422 3.8697

3.8787
4.0008
4.1602
3.9597
4.0716
3.9626

.63983
.67160
.52539
.61516
.56845
.63532

422

As shown in Table 2 the lowest Mean is 3.74
for the independent variable likability. A Mean
3.74 of likability indicates that the average
respondent either likes watching TV
advertisements for electronic products or keeps
a neutral view about the advertisements for
electronic products.
The SD of likability is high in comparison with
the independent variable i.e. sale & promotion,
brand credibility, Innovation, brand awareness,
ATVC, Desire of uniqueness and dependent
variable Purchase Intention. This indicates that
respondents view about likability of TV
advertisements is deviated .823 from ‘strongly
disagree to strongly agree’.
As shown in Table 3 the highest Mean is 4.07
and the lowest SD is .525 of the independent
variable brand awareness which indicates that
the maximum number of respondents view
about the brand awareness is similar. They
agree that they have got the awareness from TV
advertisements about electronics products.
Table 3: Summary Result of Hypotheses
Testing (Simple Linear Regression)
N Hyp
o othe
sis

Uns
tand
ardi
zed
Coe
ffici
ents
B
.425

Stan
dard
ized
Coe
ffici
ents
β

Sig.

Result

.184

.428

.000

Rejected
H0

2

R

1

H10
:

2

H20
:

.152

.039

.198

.000

Rejected
H0

3

H30
:

.287

.116

.340

.000

Rejected
H0

Table 2: Descriptive Statistic (Mean)
Std.
Deviation
.82395
.75358

422
422
422
422
422
422
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4

H40
:

.312

.109

.330

.000

Rejected
H0

H10 : The measure of the strength of the
association between purchase intention and
brand credibility is the multiple R = .428 which
shows a moderate relationship between the
dependent variable brand credibility and the
dependent variable purchase intention. R2 =
.184 is the percentage of variance which
indicates that 18.4% of purchase intention is
affected by the credibility of TV advertisements
on electronics products. The β of brand
credibility is .428 which indicates a moderate
relationship between purchase intention and
brand credibility. The sig value is .000. So H10
rejected.
H20 : The measure of the strength of the
association between the purchase intention and
likability of advertisement is the multiple R =
.198 which shows a low relationship between
the dependent variable likability of
advertisement
and
the
dependent
variable purchase intention. R2 = .039 is the
percentage of variance which indicates that
3.9% of purchase intention is affected by
the likability of TV advertisements on
electronics products. The β of likability of
advertisement is .198 which indicates a low
relationship between purchase intention and
likability of advertisement. The sig value is
.000. So H20 rejected.
H30 : The measure of the strength of the
association between purchase intention and
sale’s & promotion is the multiple R = .340
which shows a moderate relationship between
the independent variable sale’s & promotion
and the dependent variable purchase intention.
R2 = .116 is the percentage of variance which
indicates that 11.6% of purchase intention is
affected by sale’s & promotions from TV
advertisements for electronics products. The β
of sale’s & promotion is .340 which indicates a
moderate relationship between purchase
intention and sale & promotion. The sig value
is .000. So H30 rejected.
H40 : The measure of the strength of the
association between the purchase intention and

innovation is the multiple R = .330 which
shows a moderate relationship between the
dependent variable innovation and the
dependent variable purchase intention. R2 =
.109 is the percentage of variance which
indicates that 10.9% of purchase intention is
effected by the innovation of TV
advertisements for electronics product. The β of
innovation is .330 which indicates a moderate
relationship between purchase intention and
innovation. The sig value is .000. So H40
rejected.
Table 4: Summary Result of Hypotheses
Testing (Pearson Correlation)
No Hypothesis

5

H50 :

Level
of
sig.
.000

Value
“r”

6

H60 :

.000

.593

7

H70 :

.000

.444

.480

Result

Rejected
H0
Rejected
H0
Rejected
H0

H50 : As indicated in Table 4, the result from
Pearson’s Correlation analysis shows that the
sig. value is .000, which is less than 0.1 (.000 <
.01). It means that the null hypothesis is
rejected. Thus, there is a relationship between
purchase intention and attitude towards
advertisements. The value .480 from the table
also shows that there is a moderate positive
relationship between Purchase intention and
attitudes toward advertisement. So H50
rejected.
H60 : As indicated in Table 4, the result from
Pearson’s Correlation analysis shows that the
sig. value is .000, which is less than 0.1 (.000 <
.01). It means that the null hypothesis is
rejected. Thus, there is a relationship between
purchase intention and desire of uniqueness.
The value .593 from the table also shows that
there is a strong positive relationship between
purchase intention and desire of uniqueness. So
H60 rejected.
H70 : As indicated in Table 4, the result from
Pearson’s Correlation analysis shows that the
sig. value is .000, which is less than 0.1 (.000 <
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.01). It means that the null hypothesis is
rejected. Thus, there is a relationship between
purchase intention and brand awareness. The
value .444 from the table also shows that there
is a moderate positive relationship between
purchase intention and brand awareness. So
H70 rejected.
Discussion
Simple linear regression analysis is conducted
to check the TVC appealing factor’s effect on
the purchase intention. The result indicated that
likability of TVC contributes only 3.9% effect
on Indian consumers purchase intention to buy
electronic products followed by sales &
promotions 11.6%, brand credibility 18.4% and
innovation 10.9%. So according to these
results, Indian consumers are keen to know
about innovations quality and style of
electronic products and they also put emphasis
on promotional schemes of the electronic
products. Result also indicated that the
credibility of the advertisement is very
important for Indian consumers. Viewers’
attributes like brand awareness, attitudes
towards advertisements and desire of
uniqueness have a positive relationship with
purchase intention. This result also shows that
all variables of viewers attributes play an
important role in Indian consumers purchase
intention. So according to this result
advertisement should be credible and
informative enough to make Indian consumers
desirable to buy the electronic products.

Conclusion
Research result indicates that Indian consumers
are keen to know about new electronic products
and they also place emphasis on promotional
schemes for electronic products shown on TV
advertisements. This indicates that Indian
consumers want value for money and latest
upgraded quality electronic products together.
The result also indicates that the credibility of
the TV advertisements is important for Indian
consumers. Indian consumers do not believe
blindly on the TV advertisements, their
awareness play a major role in selecting
electronic products because the result indicates
that Indian consumers give more weight to buy
their desired products or brands they like the

most. The results also show that Indian
consumer’s purchase intention of the electronic
product does get effected by their own desire
for the electronic product. So according to the
results, TV advertisement for electronic
products should be credible and informative
enough to make Indian consumers want to buy
the electronic products. Both appealing factors
and viewers attribute influence Indian
consumer’s purchase intention for electronic
products.
Recommendation
The findings from the research deliver some
beneficial
information
for
the
TV
advertisements of electronic products in India.
Accordingly, there are some valuable
recommendations that can be made1. Simple linear regression analysis of
credibility on purchase intention shows a
positive relationship between credibility and
purchase intention. So the credibility of
advertisement is very important. To make
advertisements more credible, there are few
steps that should be taken like (i) listen to the
consumer on what they are saying about the
product and advertisement and act accordingly.
(ii) Electronics companies and advertisement
firms should show sincerity and goodwill of
product. (iii) There should be evidence of the
quality of the product in the advertisement.
2. Research finding indicates a low positive
relationship between likability and purchase
intention. So some steps should be taken to
improve the likability of advertisements like (i)
TV advertisements should be presented in an
artistic manner to make the advertisement
interesting for the viewers. (ii) TV
advertisements should include an informative
context of the product so that viewers come to
know about the product easily.
3. Pearson’s correlation analysis shows a strong
relationship between awareness and purchase
intention. Awareness is one of the important
attributes which plays an important role in
consumer’s purchase intention. So the TV
advertisements should be informative enough,
that it will help consumers to use
advertisements as a tool to compare one brand
of product with the other brand of product in the
same category.
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4. A new trend of TV advertisements i.e. TV
shopping is viral now a day’s. Electronic
companies are telecasting different type of
promotions for their product to attract TV
viewers. Sometimes promotional schemes are
more influential to buyers than its brand does.
So the product should be displayed in a proper
manner to influence viewers by showing the
feature of the products, ease of product use,
how much product is consumer friendly etc.
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Abstract
Beating the market return is one of the key objectives that investors all over the world try to achieve.
Momentum and contrarian strategies are among investment strategies that have been tested around the
world whether they could generate abnormal return; however, they are rarely tested in the Thai market.
Therefore, this study investigated whether the performance of momentum and contrarian strategy
whether they generate a better return than the market. Besides, this paper will examine that which
strategy is more effective. The study chooses stock listed in Service industry in the Stock Exchange of
Thailand (SET) during 3 formation periods 2010-2013 and measured in total 12 measuring periods. The
result showed that momentum strategy could generate positive abnormal return in 11 out of 12
measurement periods, while contrarian strategy deliver positive abnormal return in 7 out of 12 times.
The result showed that Thai market is in weak-form market efficiency. Comparing between momentum
and contrarian strategy, the momentum strategy is relatively more effective. As the result of the study,
investors could consider applying both strategies in the Service industry of SET. This study found
evidence to support the return generating potential of the momentum strategy.
Key words: Momentum strategy, Contrarian strategy, Stock investment
Introduction
Efficient market hypothesis (EMH) is a basic
hypothesis in stock market introduced by Fama
(1970). The key hypothesis asserts that there are
three forms of the market efficiency which are
weak-form EMH, semi-strong EMH, and
strong-form EHM. Under weak-form EMH,
investors could not use historical data to
generate abnormal return. Semi-strong form
EMH asserted that inventors could not use all
published data to gain excess return to the
market. Lastly, the strong-form EMH or the
perfect market suggested that every published
and non-published data were fully reflected in
the security price. Therefore, Efficient Market
Hypothesis holds that all the technical analysis,
fundamental analysis, and inside information re
useless to generate abnormal return.
Efficient Market Hypothesis is one of the
widely debated topics in academic research in
Finance. Many studies attempt to prove that the

EMH is not correct at all time or all situations.
There have been supporting evidence
academically that trading strategies such as
momentum and contrarian strategy were
producing abnormal returns. Specifically,
Momentum strategy is an action of investors
when they buy stocks that have performed well
in the past and expect the momentum of the
stocks to continue (Eggins and Robert, 2010).
On the other hand, investors buy poorly
performs out-of-favored stocks, or what we call
contrarian strategy, and expect reversal of the
price from any overreaction in the past (Bryan,
2006).
Jegadeesh and Titman (1993, 2001) are among
the first researchers to publish paper to support
the momentum effect. Their two studies found
that momentum strategy could generate
positive abnormal return especially for the
holding period less than 12 months after the
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formation period. After their works, there were
many researchers try to test the effectiveness of
the strategy with other markets. Anusakumar
(n.d.) studied on 13 Asian markets including
Thailand and found that the momentum
portfolios performed well and return were
statistically positive. Kang et al. (2002) found
that momentum portfolio generated abnormal
return in medium term period. His sample was
the stocks in China market during 1993 to 2000.
For the contrarian strategy, DeBondt and Thaler
(1985) studied common stocks in New York
Stock Exchange (NYSE) and found that buying
prior losers or, contrarian strategy, would earn
significant abnormal return from the result of
investors’ overreaction. Moreover, the study
discovered that US market during the 19261982 period was in weak-form efficiency when
historical data could generate excess return. His
study attracted interest from other academic
researches. Cheng et al. (2010) tested the idea
with listed stocks on the Taiwan Stock
Exchange over the period 1990-2008 and found
that contrarian strategy could generate a
significant abnormal return of 19.39% over the
three-year performance period. Moving to India
or the National Stock Exchange (NSE),
Dhankar and Maheshwari (2014), discovered
similar finding and contended that the
contrarian strategies were more effective than
pure momentum strategies.
As there are few studies testing on the
effectiveness of momentum and contrarian
strategy in Stock Exchange of Thailand (SET),
this research aims to add empirical evidence on
the comparative performance between
momentum and contrarian strategy in
generating better returns than the market, and
the effectiveness of the strategies in investing in
Service Industry stocks of the SET during
2011-2015. The result of the study could be
used to infer the state of the form of efficient
market hypothesis for the Stock Exchange of
Thailand (SET).
In this study, the researcher chose listed stocks
in the Service industry in the Stock Exchange
of Thailand (SET) during period of 2010-2013.
The study selects this industry because it is the

largest industry in term of market capitalization
of the Stock Exchange of Thailand (SET) with
the size of 3.67 trillion Baht or 23.62% of the
total market capitalization as of January 24th,
2017. The revenue from this sector was around
39.82% when compared with Thailand 2016
GDP of 14 trillion Baht. There are six sectors
contribute the SET Service industry i.e.
Commerce sector, Health sector, Media sector,
Professional sector, Tourism sector, and
Transportation and Logistic sector. Some of
examples of large listed firms are CP All Pcl.
(CPALL), Big C Supercenter Pcl (BIGC), Siam
Makro Pcl. (MAKRO), Bangkok Dusit Medical
Services Pcl. (BDMS), and Minor International
Pcl. (MINT).
The performance of both momentum and
contrarian portfolio are measured in 4 periods
which are 3-month, 6-month, 1-year, and 2-year
with 1-month lag after each formation period.
Altogether, there are 12 performance measuring
periods in the study. All of the data was
collected from Bloomberg and were analyzed
by excel program.
This research focuses only on stock listed in
Service Industry in the Stock Exchange of
Thailand (SET) during 2010-2013 periods. As
a result, the finding may not explain the return
in other stock markets and industries.
Furthermore, the transaction cost is not
included in this study. If the transaction costs
are included, the test result may be impacted..
This study can be helpful to the investors to
better understand the application of momentum
and contrarian strategies in could beating the
market, and serve as a more effective strategy
for investing in Service Industry stocks in the
SET during 2011-2015. This study also showed
the level of efficient market hypothesis for the
Thai market. This study could be used as
empirical evidence for further study in other
industry stocks or the same industry in other
stock markets.
Literature Review
The efficient market hypothesis (EMH) was
introduced by Fama (1970) and become one of
the basic hypothesis in stock market. There are
3 types of market efficiency which are weakform market efficiency, semi-strong market
efficiency, and strong form market efficiency.
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The differences between these 3 forms are how
the security price in the market reflects
information.
The weak-form EMH stated that the security
price has reflected all the historical information
such as example historical security price,
trading volume, and percentage of return.
Therefore, investors could not earn abnormal
return using historical data or often refer to
technical analysis.
The semi-strong form EMH suggested that the
market price of security quickly reflect all
public new information. As the result, all the
public information such as historical stock
price, trading turnover, rate of return, earnings,
dividend payment, and other fundamental
analysis matrix using historical numbers could
not be used in order to gain abnormal return. In
other words, technical analysis and
fundamental analysis are not useful to gain
extra return from the market as they are all
incorporate in the price.
The strong-form EMH asserted that the price of
security reflect all both public and non-public
or private information. All the historical data,
published data, and inside information are
reflected in the stock price. Therefore, this
strong-form EMH assumed the market is
perfect. Investors cannot rely on technical
analysis, fundamental analysis, or non-public
data to earn excess return from the investment.
Although, there are many academic researchers
trying to prove that momentum and contrarian
strategies are able to generate abnormal return.
Momentum strategy is the action of investors
that construct portfolios that consisted of long
or buy best performing stocks and short the
worst performers (Eggins and Robert, 2010).
Jegadeesh and Titman (1993) studied the effect
of the momentum strategy on the data of US
market between 1965 and 1989. They found
that momentum strategy generate significant
positive abnormal returns over 3- to 12-month
holding periods. However, this report was
challenged by several academic reports saying
that the momentum effect could be the effect of
data mining. Thus, Jegadeesh and Titman
(2001) conducted further research to reassure
on the effect buy testing in different
timeframes. The result also reaffirmed that

performance of the momentum portfolio in 1 to
12 months could generate positive abnormal
return. However, the return of the momentum
between 13 to 60 months following the
portfolio formation month showed negative
outcome. Other than the US market, there are
several researches try to test on the abnormal
return of momentum strategy. Kang et al.
(2002) studied on the China market during 1993
to 2000, and found that momentum portfolio
generated abnormal return in medium term
period such as 26 weeks. Additionally, the
study suggested that the longer the formation
and holding periods, the higher the momentum
profits. Anusakumar (n.d.) studied on 13 Asian
markets using 12-year period of data from 1
January 2000 to December 2011 and found that,
11 out of the 13 countries under study, the
momentum portfolio performed well and return
were statistically positive. The result showed
that momentum portfolio implementing in
Stock Exchange of Thailand (SET) generated
statistically positive result of 1.932% over the
study period. Interestingly, the research pointed
out that the momentum effect arises only during
optimistic and mild period of the global stock
market sentiments. On the contrary, Li et al.
(2010), using monthly stock return in China for
the period from 1994 to 2007, found that there
was no momentum profitability in any of the 25
strategies. The result of the report was
supportive of the effectiveness of the contrarian
strategy which could generate the average
return of around 12% per annum.
Contrarian strategy is the opposite of the
momentum style. With contrarian strategy,
investors do not follow normal rules and try to
pick the losers stocks. Investors would choose
stocks that were perceived to be neglected and
undervalued from the overreaction from the
market. Investors would hold these out-offavored stocks and expect reversal in the future
(Bryan, 2006). DeBondt and Thaler (1985)
were among the first group of researchers being
interested in this topic. They studied on
common stocks in New York Stock Exchange
(NYSE) during January 1926 and December
1982 and found that buying prior losers or least
performing stocks would earn significant
abnormal return, especially 36-months after
portfolio formation or around 25% more than
winner. Additionally, they also discovered that
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US market during the tested period was in
weak-form efficiency.
Using DeBondt and Thaler (1985) as a key
model, there are more researchers studying
other stock markets around the world. Cheng et
al. (2010) investigated all listed stocks on the
Taiwan Stock Exchange over the period 19902008 and found that contrarian strategy could
generate a significant abnormal return of
19.39% over the three-year performance
period. Dhankar R.S. and Maheshwari S.
(2014), using the monthly-adjusted prices of all
the stocks listed on National Stock exchange
(NSE) of India for the sample period January
1997 to March 2013, discovered similar
findings that the contrarian strategies were
observed to outperform the pure momentum
strategies.
Many academic researches try to explain for the
momentum and contrarian effect. Chopra et al.
(1992) found that contrarian strategy did better
than momentum portfolio of 5.10% per year
during for the period of 5 years. Interestingly,
the returns of loser portfolio are reduced when
controlling the size. Thus, the size of the firms
is one of possible explanation. Another
interesting
report
from
Daniel
and
Subrahmanyam (1998) suggested that the
momentum and contrarian effect was caused by
how investors react to information in the
market. They found that investors tended to
overreact to information in the short term;
however investors would recognize these
mistakes in the longer term. Another
explanation of the cause of momentum effects
is related to the market states during which the
momentum portfolio are formed. Wang et al.
(2009), using weekly data from the Taiwan
Stock exchange over the 1-year timeframe
1997-2006, investigated the impact of market
states on the profitability of momentum
strategies. The study found that market states in
formation period affected the profitability of
momentum portfolios. The profits appeared to
be higher in a bearish holding period and lower
for a bullish holding period with average return
for the momentum strategies of 0.42% in the
down-market holding period versus the -1.79%
in the up-market holding period.
Methodology

In order to discover whether momentum and
contrarian strategy could generate better return
than the market and which strategy is more
effective, the study used listed companies’ data
of Service industry in the Stock Exchange of
Thailand (SET) during 2011-2015. To be
included in this study, stocks must be actively
traded during the formation period. If any
stocks were suspended by the regulator for any
reason, the stocks would not be included. As a
result, there are total of 74 listed companies
selected in 2010 and 2011, respectively, and 75
firms in 2012 to form momentum and
contrarian portfolios’ formation periods. Data
of stock prices and SET Index close price are
collected from Bloomberg for the period 20102015.
The research uses the single-sorted
methodology similar to that in DeBondt and
Thaler (1985). Sample firms are ranked by
cumulative abnormal return (CARi,t) in
ascending order using 3 months data during
each formation periods. The year 2010 is set to
be formation I, the year 2011 is set to be
formation II, and the year 2012 is set to be
formation III. The abnormal return is simply the
difference between the return of the stock i at
month t and the return of the market at month t
(ARi,t = Ri,t – Rm,t ). The cumulative abnormal
return is calculated by adding up the monthly
abnormal returns for each stock in the
formation period using following formula.
CARi,t = ∑𝑇𝑡=1

Ari,t

Where, Ri,t is the monthly return for firm i at
month t, and Rm,t is corresponding market
return at month t or each monthly ARi,t as stated
earlier. After the data are ranked in each
formation period, the data is divided into 5
quartiles. The set of best performing stocks in
the top 20% quartile will be used to form
momentum portfolios. On the other hand, the
bottom 20% worst performance stocks are also
equally weight to form contrarian portfolios.
The weighting of each stock will be equally
weighted and using buy-and-hold strategy.
The performance of both momentum and
contrarian are then measured by calculating the
average return of 4 timeframes; 3-month, 6month, 1-year and 2-year holding periods with
one month lag subsequent to each formation
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periods. Skipping one month, or January, will
help to negate the effects of short term return
reversal as stated in the study of Eggins and
Robert (2010). The result of the study would be
affected by seasonal effect. Therefore, the
returns of the portfolios are calculated using
following formula:

momentum portfolio return could not exceed
the market in 3-month period of the formation I
with -7.67% underperformed. The highest
abnormal return was 27.43% in 6-month period
of formation II, while the least outperform was
in 6-monthperiod of formation I at 0.34%.
The contrarian strategy was able to deliver
positive abnormal return in 7 out of 12
performance measuring periods. In both
formation I and formation II, the contrarian
strategy failed to beat the market in short term
time frame or 3-month period. However, the
strategy could generate excess return in 6month, 1-year, and 2-year period in both
formations. Opposite results are seen in
formation 3 where the contrarian strategy could
generate abnormal return in 3-momth period
but not the others. The highest abnormal return
was seen in 2-year holding period in formation
II with 69.47%, and the lowest excess return
rate was seen in 3-month of formation III with
only 0.41%. The maximum rate that the
strategy underperforms the market was in 2year holding period with -9.88% negative
return.

Average return of portfolio = sum of Returni,k
/number of stocks in the portfolio.
Where Returni,k is the return of stock i in
momentum/contrarian portfolio at each
formation k. Note that, the stock price in this
study are adjusted for stock splits and stock
dividend. Another key assumption in this study
is that the transaction cost is not included.
To measure the market return, the study uses
the Stock Exchange of Thailand Index (SET) as
the reference. The market return is measured by
finding percentage changes between the close
price of the SET Index at the end of each
formation period and the average monthly price
of the month ending at the measurement period
to avoid any potential price bias.

Figure 1: Comparison between the rate of
return from the market, contrarian portfolio,
and momentum portfolio in 2010 formation
period.

Data Analysis
Firstly, the researcher analyze on performance
comparing between the return generated by the
momentum and contrarian portfolios to the
market return. The momentum and contrarian
portfolios are formed by a single-sort
methodology based on 3 months period at each
formation time which are 2010, 2011, and 2012.
The winner and loser portfolios are stocks that
are ranked as the top and bottom 20% of the
cumulative abnormal returns in the formation
period.

Table 1: The return of momentum and
contrarian portfolio comparing with the market
returns.
Strategy
3 Month
Momentum Portfolio
-0.15%
Abnormal Return (Rmp - Rm) -7.67%
Contrarian Portfolio
5.35%
Abnormal Return (Rcp - Rm) -2.17%

Formation 1 (2010)
6 Month 1 Year
8.52% 12.65%
0.34% 2.35%
21.25% 37.81%
13.07% 27.51%

2 Year 3 Month
66.64% 14.30%
26.23% 2.28%
90.72% 5.35%
50.31% -6.67%

Formation 2 (2011)
6 Month 1 Year
25.01% 63.57%
12.26% 27.31%
21.25% 37.81%
8.50% 1.55%

2 Year 3 Month
48.68% 18.85%
27.43% 11.84%
90.72% 7.43%
69.47% 0.41%

Formation 3 (2012)
6 Month 1 Year
4.95% -6.91%
3.85% 2.57%
-1.82% -10.66%
-2.93% -1.17%

From the Table 1, momentum strategy could
generate positive abnormal return in 11 out of
12 performance measuring periods. The

2 Year
25.01%
14.11%
1.03%
-9.88%

Looking at each formation period, Figure 1
showed that both momentum and contrarian
strategies could not beat the market in short
term or 3-month period. However, both
strategies could beat the market in 6-months, 1year, and 2-year period. Comparing between

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

the effectiveness of the two strategies,
contrarian strategy was able to generate
relatively higher return than momentum
strategy in every period for this formation.
Figure 2 illustrated that momentum strategy
beat the market in every period in the formation
II. Contrarian strategy failed to beat the market
in only 3-months period or the same as
formation I. In this formation, momentum
strategy earned higher return in 3-months, 6months, and 1-year, but less than contrarian
strategy in 2-years period.
Figure 2: Comparison between the rate of
return from the market, contrarian portfolio,
and momentum portfolio in 2011 formation
period.

Lastly, in formation III, the momentum
strategy, again, could outperform market in
every period. Contrarian strategy could beat the
market only one period i.e. 3-month timeframe.
Momentum strategy was clearly able to deliver
higher return than contrarian strategy in every
period.
Figure 3: Comparison between the rate of
return from the market, contrarian portfolio,
and momentum portfolio in 2012 formation
period.

Conclusion and Discussion
This paper investigates the relative
performance of momentum and contrarian
strategies against the market return and the
effectiveness between the two strategies. Using
data from the listed stocks in the Service
industry in the Stock Exchange of Thailand
(SET) over the period 2010-2015, the research
found that momentum and contrarian strategy
could generate abnormal return. This
observation suggested that the market was in
weak-form EMH according to Fama (1970)
where the stock prices do not fully reflected
historical data. Using historical stock prices to
form momentum and contrarian portfolio could
possibly generate excess return than the market.
Furthermore, momentum strategies clearly
generated positive abnormal return in 11 out of
12 performance measuring periods despite that
the strategy could not beat market only once or
in 3-month period of formation I. The result is
quite similar to Jegadeesh and Titman (1993)
that found momentum strategy generate
significant positive abnormal returns over 3- to
12-month holding periods. This result is also
slightly differing from Jegadeesh and Titman
(2001) because the strategy also outperforms
the market in 1 to 2 year holding period as well.
In case of contrarian strategy, the strategy could
deliver positive abnormal return in 7 out of 12
performance measuring periods. The strategy
outperformed in 6-month, 1-year, and 2-year
period in both formation I and II. The strategy
is not work in short period of these two
formations. The results were similar to
DeBondt and Thaler (1985) and Cheng et al.
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(2010) as stated that the contrarian strategy
tends to work in longer holding periods.
Comparing between momentum and contrarian
strategy, the momentum strategy delivered
higher return in 7 periods out of 12 measuring
periods that the study measuring. This finding
contradicts that of Dhankar and Maheshwari
(2014), who found that contrarian strategies
were observed to outperform the pure
momentum strategies in Indian stock market.
Recommendation
From the empirical results of this research,
investors could apply both momentum and
contrarian strategy in investing in the Service
Industry of Stock Exchange of Thailand (SET).
Especially, from the results, the momentum
strategy was relatively better than the contrarian
strategy, and had higher probability to occur.
Notably, contrarian strategy works well in
longer period. Therefore, this strategy is
suitable for long term investors. Researcher
could investigate the effect of the momentum
and contrarian strategy on different sectors in
the same market or the same sector in different
markets for further study.
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Research on Personal Credit Evaluation based on Criminal Justice DataMiao
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Abstract-Traditional economics and management science may justify the personal credit evaluation
system in one way or another, but generally speaking, they are not specific enough. This article sets the
personal credit evaluation based on criminal justice data as the focus and uses theories of management,
economics, sociology, law and criminology to explore its source and inner mechanism of action.
Keywords- Personal credit evaluation; Criminal justice data
I. INTRODUCTION
1.1 Personal credit evaluation in China

not only harms the rights of the creditors by
making the judicial execution more difficult but
also destroys the mutual trust between people

Credit is the foundation for both individual
accomplishments and national development.
However, the current Chinese economic
development and transition are challenged by
series of credit problems including neglecting
credit, cheating, failing to perform economic
contracts, malicious delinquent loans and
troublesome triangular debts. According to the
statistics from

the State Administration of

and restrains the healthy growth of the social
economic order. In recent years, Chinese courts
at all levels deal with about 2,400,000 new
execution cases on average each year, the
number reaching 2,820,000 in 2014, 70 percent
of which witnessed the property debtors delay
the execution, or even evade or violently defy
the execution, causing serious waste of judicial
resources.

Industry and Commerce (SAIC), the lack of
credit has caused economic confusion and

Key figures of personal credit are not currently

invalid cost which amounts to 10 percent to 20

transparent in China, and most personal credit

percent of the whole GDP of China, resulting in

evaluation organizations have not included

up to RMB 500 billion worth of both direct and

judicial data in their research. Even the credit

indirect economic losses. Credit even becomes

information publicity system supported by the

an issue in judicial practice of safeguarding

judicial power is not without flaws. Today, the

people’s rights, for example, the typical acts of

inquiry platform for the breach of the person

ignoring the law and maliciously evading debts

subjected to execution is available for the
public to check the information of the breachers

3
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in all the execution cases either newly received

more normative by verifying the credit of the

or unfinished by 3,484 local courts in China

transaction parties. (2) It will help to drill into

st

since January 1 , 2007. In November, 2013, the

the heads of the businesses and individuals the

Executive Board of the Supreme People's Court

concept of obeying the law, respecting the

signed a memorandum of cooperation with the

contract and valuing one’s credit in mind and

Credit Information Center of the People's Bank

actions. (3)It will serve as a punishment to those

of China, agreeing on the decision to include

who have defaulted in the judicial execution

the list of the defaulters in the bank’s work

and restrict their capacity and qualifications in

related to credit information, the defaulters’

big economic activities.

breach of execution to be added to their credit

II. THEORY AND HYPOTHESES

archives and presented in the format of a credit
report to financial institutions for reference

2.1

Transaction Cost Theory

before they approve a loan in future. So far the

2.1.1 Theory

courts at all levels have successfully matched

Traditional

with 19 bank systems nationwide. However,

transaction cost is zero, and the pricing

only the People’s Bank of China is able to

mechanism is

realize

organizing

money

online

real-time

transfer

economics

and

assumes

omnipotent

that

the

by efficiently

coordinating

transactions.

execution, and that is only after a complicated

However, the new institutional economics

process. What’s more, the public is not given

(NIE), which has its roots in two articles by

access to the information. There is still a lot of

Ronald Coase, "The Nature of the Firm" (1937)

space for improvement.

and "The Problem of Social Cost" (1960) ,

1.2 Personal credit evaluation in US

holds that there is a transaction cost and thus

The US has both governmental and nongovernmental organizations that specialize in
collecting personal credit data related with the
judicial field. Despite the differences in social
and economic systems, China bears similarity
to the US in the fundamental economic
principles that elicit breach of the credit system,
and the criminal motives. Combining personal
credit evaluation with judicial data will exert
three influences on business transactions:(1) It
will prevent transaction cheating, improve the
security of the transactions and make them

comes the transaction cost theory. Coase (1937)
proposed that transaction cost was the price
paid for attaining precise market information,
as well as the cost for negotiation and regular
contracts. Specifically speaking, the transaction
cost includes the cost for attaining information,
signing contracts, negotiating, monitoring and
managing, and dealing with defaults. The
transaction cost theory gives an explanation to
the credibility problems in society from the
perspective of the cost: if abandoning one’s
credibility could not bring as serious economic
losses, the defaults will remain, whereas if the
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cost of abandoning one’s credibility proves

comprehensively weighing and considering the

much above the profits, the defaults will, no

time, location, the suitable victim and the lack

longer driven by interest, diminish and even

of a capable guardian. Therefore, to avoid a

disappear. Therefore a strict punishment

crime, those factors must be reduced to make

mechanism for defaults must be established to

sure at least one factor is missing. It actually

reduce the frequency of defaults and warrant a

contains punishment deterrence here by making

healthy credit environment.

the crime factors incomplete to prevent the
offender from taking any chance, to let him or

2.1.2 Hypothesis

her know that a crime means more risks and so
Hypothesis 1: Default cost is closely associated
with default frequency.

give up the criminal intention. However, the
theory

is

more

about

inevitability

of

2.2 Routine Activity Theory

punishment than its severity.

2.2.1 Theory

2.2.2 Hypothesis

Routine Activity Theory is actually an

Hypothesis

extension

punishment reduces the frequency of defaults.

of

Rational

Choice

Theory.

Developed by Marcus Felson and Lawrence E.

2.3

2:

Judicial

supervision

and

Profit Maximization Theory

Cohen in 1979, it analyzes and explains the
different probabilities of criminal assaults by

2.3.1 Theory

different groups. The theory states that a

Profit maximization theory, also a market

criminal is an event, which needs at least three

theory, proposes that a firm aims to get profits

factors to aggregate in time and space to occur:

by manufacturing and selling its products. If the

a motivated offender, a suitable target, and the

total revenue exceeds the total cost, there will

absence of a capable guardian (not only a

be a surplus called “profit”. According to the

family guardian, but also social guardians like

relationship between cost and revenue, if the

policemen). In other words: for a crime to occur,

total revenue is equal to the total cost, the firm

a likely offender must find a suitable target with

neither gains nor losses, but only gains normal

capable guardians absent. Without anyone of

profits. However, if the total revenue is below

the three, the crime might not be committed. To

the cost, there will be a loss. In 1968, Gary

take a macro-level view, among the three

Becker, an American economist, used the basic

factors, any change to any one may influence

economic theory of “cost-benefits” in his article

the

"Crime

crime

probability.

Once

the

three

and

Punishment:

An

Economic

simultaneously appear, the probability will

Approach" to analyze crime and punishment,

increase progressively. The motived offender is

holding that the theory also applied to the

only going to commit a criminal activity after

rational offender: only when the benefits of the
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crime outweigh the cost will the offender
commit a criminal action. Thus to curb the
offender’s motivation, the crime cost must be

III. METHODOLOGY
3.1 Logistic Regression Model

increased so as to surpass the benefits.
Punishment deterrence may be used here, for it
is a process during which the offender
compares and calculates the crime cost, or risks,
and the benefits. Each criminal is a “rational”
calculator, comparing the crime cost and
benefits before a final decision to commit a
crime is made. In his book “The Economic
Approach

to Human

Behavior”,

In studying real problems, people have to find
out the relationship between the probability of
a random event A and certain factors. P means
the probability of A when the independent
variable is X1, X2,... The logistic regression
model is described as:
1

P= 1+𝑒 −𝑠

（1）

S= 𝛽0 + ∑𝑘𝑖=1 𝛽𝑖 𝑋𝑖

（2）

Becker

expounds upon the cost of crime and
punishment, and provides the best solutions to
counter different crimes with different risk

𝑋𝑖 （i=1,2,…,k）is the independent variable,

tendencies of the offenders. According to

meaning the evaluation indicators in personal

Becker, compared with legal acts, criminal acts

credit evaluation. 𝛽𝑖 （ i=1,2,···,k ） is the

are more uncertain. So to curb crimes the
“subjective expected utility” of legal acts must

coefficient. The regression value p ∈（0，1）

be strengthened, whereas if the “subjective

means the outcome of the credit evaluation. The

expected utility” of criminal acts outweighs that

closer it gets to 0, the worse the credit is. Since

of legal acts, the offenders will opt for a crime.
The construction of the credit system must keep
an institutional rein on the three factors of crime,

p falls between 0 and 1, logit（p）=lnp/(1-p)
can be used to transform the equation above
into a linear model:

lower the risks of defaults, better the objective
conditions for both sides to keep promise and
use punishment deterrence to prevent anyone

ln

𝑝
1−𝑝

= 𝛽0 + ∑𝑘𝑖=1 𝛽𝑖 𝑋𝑖

（3）

taking a chance to default, for if the cost of
defaults is far above that of keeping one’s
credibility, defaulting will be no longer a
rational choice.

3.2 Lasso Algorithm
Lasso Analysis Method, introduced by Robert
Tibshirani in 1996, formulates a penalty

2.3.2 Hypothesis

function to create a refined model, shrinking

Hypothesis 3: Rewarding credibility will

large regression coefficients in order to reduce

reduce the default frequency.

over-fitting and to make the interpretation
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simpler. It is an estimate to handle with

Fan and Li proposed to introduce Lasso penalty

collinear covariates. The basic idea of Lasso is

method into the linear model and generalized

to force the sum of the absolute value of the

parametric model, as well as in proportional

regression coefficients to be less than a fixed

hazard model. Zou (2006) posed a framework

value, minimize the residual sum of squares, set

of making the linear model adapting to Lasso,

certain coefficients to zero, and effectively

holding that the sum of squares of residuals can

choose a simpler model that does not include

be replaced by likelihood function.

those coefficients.

𝛽̂= argmin{−1(𝛽) + λ ∑𝐽 | 𝛽𝐽 |}

Let there be a given data （x 𝑖 ,y𝑖 ）,i=1,2,···,n.

（5）

Let x 𝑖 = (x𝑖1 , x𝑖2 ,···, x𝑖𝑝 )𝑇 be the predictor
variable and y𝑖 be the response variable. In
ordinary regression models, all the observed

𝑝

n
n
l(β)=Σi=1
Pi = Σi=1
[𝑦𝑖 𝑙𝑜𝑔 1−𝑝𝑖 + log(1 − 𝑝𝑖 )]
𝑖

（6）

values are presumed to be independent from
each other, or the response variables are

n
k
=Σi=1
β𝑖 𝑥𝑖 − 𝑙𝑜𝑔[1 + exp(β0 +
{𝑦𝑖 (β0 + Σi=1

independent when a fixed predictor variable is

k
Σi=1
β𝑖 𝑥𝑖 )]}

given. Meanwhile, consider all the x 𝑖 are
normalized,

namely

fitting

∑i x𝑖𝑝 /N=0,

So the 𝛽̂ in Lasso Estimate of Logistic
Regression Model can be described as :

∑i x𝑖𝑝 2 /N=1, If 𝛽̂= ( ̂
𝛽0 ,···, ̂
𝛽𝑝 )𝑇 ,
2

𝑝
𝛽̂= argmin{∑𝑛𝑖 [（𝑦𝑖 − 𝛴𝑗 𝛽𝑗 𝑥𝑖𝑗 ） +

∑𝐽 | 𝛽𝐽 |]}

（7）

n
k
𝛽̂=-Σi=1
β𝑖 𝑥𝑖 − 𝑙𝑜𝑔[1 +
{𝑦𝑖 (β0 + Σi=1
k
exp(β0 + Σi=1
β𝑖 𝑥𝑖 )] + λ ∑𝐽 | 𝛽𝐽 |}

（8）

（4）
3.4 Analysis of Personal Credit Evaluation

In (x) of (4）, the first measures the goodness

Based on Judicial Data

of fit while the second is in fact a penalty

3.4.1 Source of Data and Variables

function which prevents over-fitting. As the
harmonic coefficient λ varies, the number of
preserved variables also changes. The bigger λ
is, the stronger the penalty function is and the
fewer variables will be preserved.
3.3

Lasso Estimate of Logistic Regression

Model

The data is from Montgomery County
Community Supervision Department of Public
Safety and Correctional Services. This article
chooses 50000 cases from the data base. From
graph 1, there are several variables for each
single case.
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that as λ grows in value, the shrinking degree of
the model increases and its function to select
variables is more obvious. To get as many
important variables as possible, the perfect
value for λ would be what makes the shrinking
Graph 1: The single case from the Maryland
Community Supervision data base.

degree of the model strongest. According to
Tibshirani (1996) in his research, when the log
(Lambda) value on the right-side dotted line is

3.4.2 Model Evaluation and Variable
Selection

chosen and λ=e-6.
Graph 3 lists the parameter estimation results of

The evaluation model combining Lasso and

all variable logistic model, Lasso-logistic

logistic regression model in this article uses

model and Ridge-logistic model. As can be seen

the glmnet program package of R-studio for

from the graph, the all variable logistic model,

cross validation and gets the graph which

with the significance level being 5%, sifts out

indicates the model error varies on the Y-axis

X1，X4 and keeps 4 independent variables;

as λ changes on the X-axis. The X-axis above
is the number of variables selected for each λ.

Lasso-logistic model abandons X1，X2，X4
and keeps 3 variables; X1，X2，X4 fails to
select the variables. After comparison, Lassologistic model stands out in reducing the
number of variables, making the model simpler
and making it easier to spot the key variables
that will influence the final result.

Graph2: lambda and the numbers of the

variables

symb
ol

All
variab
le
logisti
c
model

Lasso
logist
ic
mode
l

Ridge
logist
ic

Income
level

X1

0

0

1.041

Criminal
record

X2

-0.080

0

0.077

Defaults
cost

X3

0.171

0.148

0.158

variables
In graph 2, the dotted line on the left indicates
the value of λ when the error is minimized and
the number of variables selected by the model.
As can be seen in the graph, the error changes
as λ grows in value. So does the shrinking
degree of the model. Therefore the model error
and the number of selected variables must be
comprehensibly considered. Graph 2 indicates
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Insurance

X4

Supervisi
on level

X5

Parole
and
Probation

X6

0

0

0.427

0.017

0.466

0.472

After the establishment of the evaluation model,
this article also tests one by one the prediction
accuracy of the three models mentioned above:
all variable logistic model, Lasso-logistic

-0.144

0.130

0.137

model and Ridge-logistic model. Graph 4 offers
the prediction performance of the three models
at different sampling rates. It can be seen that

Graph 3: Variable Evaluation

there

is

little

difference

between

their

After analyzing X3, X5 and X6, the

performances, with all variable logistic model,

conclusion of H1, H2, H3 can be made:

Lasso-logistic

Default cost is closely associated with default

model

slightly

but

not

remarkably better than Ridge-logistic model.
However, in real prediction, faced with

frequency

enormous amounts of data, predictors have to
Judicial supervision and punishment reduces

take into account the time it takes to predict.

the frequency of defaults.

That is, both prediction accuracy and efficiency

Rewarding credibility will reduce the default

are important. In this aspect, Lasso-logistic

frequency.

model excels for it needs shorter time to

3.4.3 Accuracy Comparison of the Models

produce a prediction upon a huge database than
all variable logistic model. In real practice,

Model

95%

90%

85%

80%

ALL

65.15

66.10

66.28

65.74

variab

%

%

%

%

while processing the sample amount of data in
this article, Ridge-logistic model has already

le

shown signs of insufficiency in its running
speed, which makes it time-consuming besides
its lack of advantage in accuracy. Therefore,

logisti

comprehensively

c

speaking,

Lasso-logistic

model is better at prediction than all variable

Lasso-

65.13

65.79

65.75

65.75

logisti

%

%

%

%

c

logistic model and Ridge-logistic model.

IV. CONCLUSION

Ridge-

64.57.

65.53

65.81

65.81

This article introduces Lasso analysis method to

logisti

%

%

%

%

Logistic Regression Model and brings judicial
data into personal credit evaluation. With Lasso

c

analysis method and Logistic Regression
Graph 4： Prediction accuracy

Model combined, the function to shrink the
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model and select the variables is realized. The
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Abstract
This paper examined the returns generated by mechanical simple moving average against a buy-andhold strategy on five listed stocks in the Information Communication Technology of the Stock
Exchange of Thailand during the 2010 – 2016. Based on five mechanical simple moving average trading
rules, the study revealed that SMA (10,50) rule produced superior return in comparison to other average
day-cut, and the buy-and-hold strategy. The transaction cost adjusted returns from SMA (10,50) for
ADVANC, DTAC, INTUCH, JAS, and TRUE recorded 360.3%, 351.8%, 516.7%, 3,092.8%, and 351.8%
respectively. During the research period, the buy-and-hold strategy generated returns 79.9%, -9.5%, 91.4%,
343.1%, and 312.1% respectively. With simplicity, the simple moving average techniques could be
considered as one of the preliminary filters for retail investors before making the trading decision. It
could also be applied as a tool to limit downside risk, in comparison to the traditional buy-and-hold.
Keywords: Moving average crossover strategy, technical trading rules, market timing, profitability,
trading range breakout
Introduction
Efficient Market Hypothesis (EMH) held that in
the efficient market, where investors, were
rational, the buy-and-hold strategy would
supersede any attempts to obtain superior
returns based on the study of historical
information. Despite this skepticism and
continual academic debates, technical analysis
has been used for over decade, and widely
recognized as a tool for market timing. Studies
in developed and developing markets suggest
that there were evidences of abnormal returns,
compared to the passive buy-and-hold.
Specifically, Brock et al. (1992) applied moving
averages (MA) and support/resistance rules on
the Dow Jones Industrial Index from 1897 to
1986. Their researches suggested that the
conditioned returns, generated by MA and TRB
rules, were significantly different from the
unconditioned one, purporting the predictive
power of technical trading rule on DJIA.
Similarly, a number of researchers have found
evidence of earning profitability as compared to

the passive buy-and-hold strategy, including
transaction costs, such as Lai and Balachandher
(2002), Lento (2008), Yu et al. (2013),
Metghalchi et al. (2007), Praekhaow (2010), and
Tapa et al. (2016).
It’s important to note that despite a large variety
of technical analysis techniques, a number of
academic research chose Simple Moving
Average Strategy as an indicator of technical
analysis in studying the comparative
performance against the buy-and-hold. The
study of Simple Moving Average could be
attributed to two main reasons: its simplicity
and its popularity as trend tracking systems for
practitioners. (Masry, 2017)
Therefore, this paper seeks to study the
effectiveness of simple technical trading rule in
return generation vis a vis the traditional buyand-hold strategy. The study reviewed the
return generation during 2010-2016 in the
Information and Communication Technology
of the Stock Exchange of Thailand to identify
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the trading rule that optimize investment
returns.
Deeper understanding of significance of simple
moving average in Thai market would benefit
retail investors in Thailand to study the tools as
a supplement approach to their investment
decision making.
Materials and Methods
This research papers adopted the methodology
of Tapa et al. (2016). The combinations of short
and long term moving average are SMA(1,50),
SMA(1,200),
SMA(10,50),
SMA(10,200),
SMA(50,200).
According to moving average crossover rules,
trading signals occur when there is a different
in value between short-term and long-term
moving average. More specifically, a buy signal
will be triggered when the short-term moving
average rises above the long-term moving
average. On the contrary, a sell signal will be
triggered when the short-term moving average
falls below the long-term moving average.
The n-day short-term moving average price of
security Xn at time t is defined as follows,
1

St(n) = n ∑ni=1 X n

(1)

The m-day long-term moving average price of
security Xm at time t is defined as follows,
Lt(m) =
(2)

1 m
∑ X
m i=1 m

; where m > n

Buy position;
St(n) > Lt(m)

(3)

The buy signals are generated at the cutting
point, which the short-term moving average is
greater than the long-term moving average.
Sell position;
St(n) ≤ Lt(m)

The sell signals are generated at the cutting
point, which the short-term moving average is
lower than the long-term moving average.
The signals of moving average rules are
displayed as follows (see in Figure 1).

Figure 1. The Signal Points of Trading Rule
As stated in the rules, any signal generated
at the end of trading day would affect the
trading decision on the next day. In general, the
investors would take action on a buy or sell one
day after the trading signal had been generated.
When the buy signal was observed, the
investors would use all cash to buy that security
on the next trading day. With the sell the signal,
they would sell all investments on the following
day. Cash would be held until the next buy
signal. It is further assumed that if the price on
the next day did not result in profit, the
investors would sell all investments in the next
cycle of trading.
To determine profitability, the researcher
calculated the difference between the returns of
last trading day generated by moving average
crossover strategy. Such return was compared
with the returns of buy-and-hold strategy. The
assumption for calculating the return for buyand-hold was based on investing the whole
assets in the SET index on the first day, holding
them until the last day of study period, with the
sale of all investments in the last trading day.
The net profits or returns of all strategies are
calculated as follows,
Net Profit = Sale Price − Cost Price
(5)
Sale Price = Market Price −
Commission (6)

(4)
(7)

Cost Price = Market Price + Commission
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Percentage of Net Profit =
x 100 (8)
Cost Price

(Net Profit)

Research data consisted of daily prices for all
trading days in Thailand’s stock market index
(SET). The period started from January 4, 2010
to May 19, 2016. This time frame covered
approximately 1,555 daily observations. All of
the SET index’s closing prices were obtained
from Bloomberg data service. The data focus on
the five biggest volume stocks in year 2016
primarily in ICT industry, which consist of
ADVANC, DTAC, INTUCH, JAS, and TRUE.
All price data in this study were adjusted for
dividends, splits, and trading fees via the
Internet based on SCB securities with the
prepaid account rate of 0.157% (“Commissions
and Trading Fees”, 2017).
Results and Discussion
During January 4’ 2010 to May 19’ 2016, the
daily stocks of ADVANC, DTAC, INTUCH,
JAS, and TRUE had the average, maximum and
minimum price data as shown in Table 1.
Table 1: Price of the Selective Stock in ICT
sector

Stock

ADVAN
C
DTAC
INTUCH
JAS
TRUE

Maximu
m
Price
(Baht)
310.00

Minimu
m
Price
(Baht)
73.25

Averag
e
Price
(Baht)
179.81

129.00
97.25
9.80
14.54

27.75
23.00
0.41
1.50

75.12
58.30
4.58
6.07

In the Table 1, each of the stocks has different
growth rate during the experiment. By
comparing between the maximum and
minimum price, JAS’s share increased in the
highest rate of 2,290.24%, while INTUCH’s
share increased in the lowest rate of 322.83%.
ADVANC’s, DTAC’s, and TRUE’s share
increased
323.21%,
364.86%,
869.33%
respectively.

Table 2: The Buy and Hold Return VS SET Index Return (Without Transaction Fee)
Stock

Closing Price
Closing Index
SET
Buy-Hold
Return
4-Jan-10 19-May-16
4-Jan-10
19-May-16
Return
ADVANC
86.50
156.00
80.3%
1,392.97 1,617.73
-13.9%
DTAC
35.25
32.00
-9.2%
1,392.97 1,617.73
-13.9%
INTUCH
27.50
52.75
91.8%
1,392.97 1,617.73
-13.9%
JAS
0.50
2.22
344.0%
1,392.97 1,617.73
-13.9%
TRUE
1.78
7.35
312.9%
1,392.97 1,617.73
-13.9%
The buy and hold strategy
The Table 2 presents the price of each stock on
the first and the last trading day including the
SET index. All returns on the Table 2 did not
include the transaction fees. The maximum
return from buy-and-hold strategy was 344.0%
generating from holding JAS’s share. The
minimum return from applying same strategy
was -9.2% obtaining from holding DTAC’s

share. Other stocks like ADVANC, INTUCH,
and TRUE, generated the return of 80.3%, 91.8%,
and 312.9% respectively. An equally weighted
portfolio would generate the average buy-andhold return of 64.0%, which was greater than the
SET index return of -13.9%.

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

Table 3: The Buy and Hold Return VS SET Index Return (With Transaction Fee)
Stock

Closing Price
Closing Index
SET
Buy-Hold
Return
4-Jan-10 19-May-16
4-Jan-10
19-May-16
Return
ADVANC
86.50
156.00
79.9%
1,392.97 1,617.73
-13.9%
DTAC
35.25
32.00
-9.5%
1,392.97 1,617.73
-13.9%
INTUCH
27.50
52.75
91.4%
1,392.97 1,617.73
-13.9%
JAS
0.50
2.22
343.1%
1,392.97 1,617.73
-13.9%
TRUE
1.78
7.35
312.1%
1,392.97 1,617.73
-13.9%
Table 3 shows the net returns after adjusting
transaction cost of 0.157%. The results did not
make a lot different comparing to the returns in
Table 2 because the costs occurred two times,
only at the first entering the market and on the
last day of trading. The average returns of
equally
weighted
portfolio
including

transaction costs would be approximately
63.4%.
The simple moving average crossover
strategy
The analysis of trading performance,
employing five combination of short and long
period moving average in five selected stocks,
is presented in Table 4-8.

Table 4: Trading Performance Analysis of ADVANC

For Table 4, the highest strategy return of
SMA(10,200), and SMA(50,200) also provided
378.1% without transaction cost and 360.3% with
higher return than simple buy-and-hold strategy,
cost came was derived from SMA(10,50). It was
except SMA(1,50). Even though it had achieved
higher than the buy-and-hold strategy, which
lower return compared to the buy-and-hold
generated only 80.3% return without transaction
strategy, it still gave positive return contrary to
cost and 79.9% return adjusted cost. Not only
invest in SET index.
SMA(10,50) generated profits, SMA(1,200),
Table 5: Trading performance analysis of DTAC
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From Table 5, all simple moving average rules
provided the excess returns compared to the
buy-and-hold strategy, except for the return
adjusted transaction cost in SMA(1,50) rule that
gave the negative return of -4.7%. It was because
the shorter number of period in short and longperiod moving average increased the number of
trades. As increasing the number of trades, the
transaction costs were raised up. If total strategy

return did not make much profit, then it could
not cover the costs. The combination of short
and long-period that given the highest return
was SMA(10,50). It could generate the return
adjusted cost of 351.8% and non-adjusted cost of
370.4%. Apart from that, SMA(1,200),
SMA(10,200), and SMA(50,200) also provided
superior return comparing to trade by
employing the passive strategy.

Table 6: Trading Performance Analysis of INTUCH

As for Table 6, SMA(10,50) could generate the
highest return adjusted cost of 516.7% and nonadjusted cost of 534.7%, which was superior
than trading by the buy-and-hold strategy.
Moreover, the return of SMA(1,50) could beat
the original buy-and-hold strategy, while other

rules like SMA(1,200), SMA(10,200), and
SMA(50,200) gave positive return, but they
failed to deliver superior returns, compared
with SMA(10,50). It was probably because
number of winning/losing trades and average of
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profit/loss per trade had an impact on the total
return.
Table 7: Trading Performance Analysis of JAS

The International Conference of Entrepreneurship
and Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st , 2017

For Table 7, SMA(10,50) was the only trading
rule that could beat the buy-and-hold strategy. It
generated the highest return adjusted cost of
3,092.8% and non-adjusted cost of 3,217.5%.
Other rules could not beat the original strategy,
its adjusted and non-adjusted returns were
343.1% and 344.0%. On the contrary, they
provided the positive returns except for the
return adjusted cost in SMA(1,200), which
yielded the return of -11.9%.
Table 8: Trading Performance Analysis of TRUE

From Table 8, the benchmark return from the
buy-and-hold strategy generated the total return
adjusted cost of 312.1% and non-adjusted return
of 312.9%. Out of five moving average rules,
only SMA(10,50) provided the highest earning
of 370.4% without considering transaction cost
and 351.8% with considering the cost. Its earning
was superior to the benchmark return.
Although, other rules did not beat the return of
benchmark, those rules still provided positive
investment return, except for SMA(1,50) that
gave a negative return of -4.7% in the portfolio
with transaction cost.
The empirical evidence as shown in trading
performance from Table 4-8 demonstrated the
profitability from applying moving average
rules in five selected stocks in ICT industry.
Among five moving average rules, the most
profitable rule is SMA(10,50). During the
studying period, it generated the highest returns
in ADVANC, DTAC, INTUCH, JAS, and

TRUE. Their returns adjusted transaction costs
were 360.3%, 351.8%, 516.7%, 3,092.8%, and
351.8% respectively, which also were greater
than the buy-and-hold strategy. However, our
finding is different from previous studies, we
discover that SMA(10,50) is the best rule among
others and could beat the buy-and-hold at all
times. Although some rules may generate the
positive returns, they still cannot outperform
the buy-and-hold strategy. Some may provide
the excess returns before adjusting the
transaction costs. In most cases, the returns
became negative, after taking the costs into
account.
Conclusions
This study examined whether the simple
moving average rule could generate the excess
returns in Thai stock market, specifically in the
five largest volume stocks under ICT sector.
The benchmark return was the market return
based on the buy-and-hold strategy. Our
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findings indicated that the use of different short
and long-period moving average rules had
generated both positive and negative returns.
The moving average crossover strategy with the
combination of 10 and 50 days outperformed
the passive buy-and-hold strategy in all stocks
even after the transaction cost had been
adjusted.
Based on the results in this study, we suggest
other academic researchers to test more on
different industry by using moving average
strategy compared to the buy-and-hold strategy.
We encourage others to try on different cutting
point for shorter and longer-period in order to
maximize the profit. Also, alternative
researchers should be try to use other relevant
methods; such as EMA, WMA, or relative
strength indicator, and even can try to apply on
other business sectors such as energy or bank
sector in Thailand. Our last suggestion is test
stock identification based on fundamental
analysis , coupled with the technical trading
rules to increase a chance of trading gains and
maximize investors’ portfolio.
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Abstract
The research analyzes the relationship between macroeconomic factors and the volatility of soybean
related products in the Chinese future market by using monthly data from January 2008 to October
2016. Researchers use the ARMA model and the GARCH-type models to estimate the results. It
shows that: first of all, the currency exchange rate (Yuan/Euro), world crude oil price and importsoybean of value have significant relationship with the price volatility of soybean no.1. Furthermore,
the currency exchange (Yuan/USD), the currency exchange rate (Yuan/Euro), the consumer price
index, the Chinese producer price index, world crude oil price and import-soybean of value have
significant relationship with the price volatility of soybean no.2. What’s more, the currency exchange
(Yuan/USD), world crude oil price and the import-soybean of value in China have significant
relationship with the price volatility of soybean oil. Last but not least, import-soybean of volume and
the import-soybean of value in China have significant relationship with the price volatility of soybean
meal. These results can either be used in further research of Chinese future market, especially in
soybean related products, or as the information to financial institutions and individual investors.
Keywords: Soybean, volatility, China, GARCH-type models.
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Introduction
This chapter is about the background of the
futures market and soybean futures analyze the
price volatility of soybean relate products, and
analyze the relationship between Chinese
soybean
related
products
with
the
macroeconomic factors. Additionally, this
chapter describes the objectives, scope,
limitations and significance of this research.
Many researchers have a lot of empirical
studies on the determinant of the price volatility
of soybean products. Frankel and Rose (2009)
use multivariate regressions to examine the
relationship between macroeconomic factors
and the soybean price volatility in America.
Dönmez and Magrini (2013) use the GARCHMIDS models to analyze the determinants of
soybean volatility and the data that obtained
from the Chicago Board of Trade. However,
there are just a few researchers focused on the
Chinese future market. The future market in
China is quite new, attracting many investors
and researchers to study and explore it. Soybean
products play an important role in the Chinese
economy. The soybean industry has a direct
impact on people’s livelihood, and has an
important strategic significance. To examine
the relationship between price volatility of
soybean related products in China and
macroeconomic factors is useful for the
investors.
In the economic world, especially in the
developing countries, the commodities market
is a very important part. In China at this stage
of society, economy plays an important role,
and agricultural products are not only a
necessary for life, but also an important invest
part for the investors. To analyze the main
determinants of the price volatility is a key
problem for the policy-makers to make decision
(Donmez & Magrini 2013). So, to find out
which macroeconomic factors can influence the
price volatility of agriculture commodities is
very necessary.
Materials and Methods
Review of previous studies
The agricultural price volatility is clearly
asymmetric (FengYun, 2008), and the future
movement is very uncertain. So it will be a big

risk for the investors. The agriculture price
volatility is directly and indirectly influenced
by macroeconomic policies (Lapp and Smith,
1992). In recent years, agriculture commodities
prices have fluctuated frequently. Frequent
fluctuations in agriculture commodities prices
have a significant impact on producer behavior,
consumer behavior, and macroeconomics. It is
bad for producers and consumers if the price
movement is high. To know the volatility can
know the risk, it is an important factor for
investors. Therefore, to understand the
characteristics of price volatility has a practical
significance. Mushtaq et al. (2011) investigated
the relationship between macroeconomic
variables and real wheat prices. The results
shows that real money supply, openness of the
economy, and the real exchange rate has a
significant effect on real wheat prices in the
long run.
Chen et al. (2003) investigated the most
determinants of commodities futures price
volatility that are trading in China. In this study,
the researchers chose the past price volatility,
trading volume, day / seasonality / year effects,
open interest, time to maturity and so on as the
macroeconomic factors. They choose four
relatively commodities futures as the subjects:
soybean, wheat, copper, and aluminum. The
data was obtained from three important futures
markets in China which are SHFE, DCE and
ZCE. For the data, the time period of aluminum
and soybean covers from the beginning of
January, 1999 to the end of December, 2002.
The time period of wheat covers from the
beginning of January, 2000 to the end of
December, 2002. The time period of copper
covers from January 2, 1996 to December 31,
2002. They chose the Regression model. The
results show that: there is a positive result
between unexpected trading volume and trade
volume and price volatility of soybean, wheat,
copper, and aluminum. However, there is a
negative result on price volatility for open
interest and expected open interest in copper
and soybean.
Balcombe (2009) investigated the determinant
of volatility in agricultural prices. They focused
on 19 agricultural commodities, such as: wheat,
naize, rice, soybean and so on. They chose the
oil price volatility, past volatility, trend, stock
level, yields, exchange rate volatility, export
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concentration and interest rate volatility as their
indicators. In this paper, they used two methods
of analysis: The decomposition approach and
the panel approach. The data came from Food
and Agriculture Organization. For the
decomposition approach, the data is monthly
data. For the panel approach, researcher used
the monthly data to calculate the annual data. In
this case, they found that the volatility was
affected by past volatility, transmission across
prices, stocks and yield. The result show that
the oil price volatility had a positive affect on
commodity price volatility. The exchange rate
volatility had an influence on the volatility of
agricultural prices.
Apergis & Rezitis (2010) investigated whether
there is a relationship between food prices
volatility and macroeconomic factors. The
monthly data came from the Research
Department of the Bank of Greece and to get
the money supply (M1), income per capita
(YPOP), real exchange rate (RE), real deficit to
income ratio (RDEFY), real money supply (RM)
and relative food prices (PP) for the period
1985-2007. They used the Augmented DickeyFuller method for unit root non-stationarity test
first, and the results shows that the hypothesis
of unit root is not rejected for the variables at
the 5% significance level. However, the
Augmented Dickey-Fuller test has received
very strong unfavorable critique as a result of
its low power. The methodology follows the
GARCH and GARCH-X models. The results
shows that all macroeconomic variables exert a
statistically significant effect on relative food
prices.
Diego (2012) explained that the factors can
affect price volatility on soybeans futures prices.
In this paper, they examined that: first, whether
oil spot price and U.S renewable fuel policy
have an influence on the volatility of soybeans
futures price; second, whether soybean
consumption in China will affect soybeans
futures price volatility; third, whether the U.S
dollar index value against currencies in
Argentina, currencies in Brazil and currencies
in China will affect soybeans futures price
volatility; finally, financial speculation will
affect soybeans futures price volatility. And
they obtained the data of daily soybeans futures
price from CBOT cover 1991 to 2011. In this
paper they used the linear Granger Causality

model and the Engle-Granger methodology as
their methods. They result shown that oil prices
and financial speculation will influence the
soybean futures price volatility, but the U.S
renewable fuel policy cannot. The evidence is
not enough to show that the soybeans imports
to China can affect the soybean futures price
volatility.
Donmez & Magrini (2013) analyzed the
relationship between agricultural futures price
volatility and macroeconomic factors by using
the data of daily prices over the period of 1986
to 2012. In this paper, the macroeconomic
factors are the US interest rate, the stock-to-use
ratio, and global crude oil price volatility.
Wheat, corn and soybeans are the three
agricultural commodities that they focused on.
In this study, they used GARCH-MIDS to
analyses the problem. As a new class
component volatility model, The GARCHMIDS will provide a unified framework to
work with data in different time frequencies.
The results show that the price volatility of
soybeans and wheat can be influenced by the
global real economic activity. Moreover, three
of the agricultural commodities are influenced
by the macroeconomic factors that were chosen
in this topic.
Objectives
There are ten objectives:
1. To test whether the currency exchange rate
(CNY/USD) has a significant relationship with
futures price volatility of soybean related
products.
2. To test whether the currency exchange rate
(CNY/ECU) has a significant relationship with
futures price volatility of soybean related
products.
3. To test whether the currency exchange rate
(CNY/JPY) has a significant relationship with
futures price volatility of soybean related
products.
4. To test whether money supply M1 in China
has a significant relationship with futures price
volatility of soybean related products.
5. To test whether the consumer price index has
a significant relationship with futures price
volatility of soybean related products.
6. To test whether the Chinese producer price
index has a significant relationship with futures
price volatility of soybean related products.
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7. To test whether the world crude oil price has
a significant relationship with futures price
volatility of soybean related products.
8. To test whether the imports-soybean of
volume in China has a significant relationship
with futures price volatility of soybean related
products.
9. To test whether the imports-soybean of value
in China has a significant relationship with
futures price volatility of soybean related
products.
10. To test whether the Shanghai stock price
index has a significant relationship with futures
price volatility of soybean relate products.
Conceptual Framework

The data was obtained from Thomson Reuters
and rechecked from Dalian Commodity
Exchange, all the data are monthly data from
January 2008 to October 2016. The average
monthly data were calculated from the daily
data. It needs a bit of data manipulation to set
up an individual series for the futures prices.
The reason is, it needed to combine different
contracts with a limited life span (Gutierrez,
2013). Samuelson shows that if the contract
more approaches the delivery data will cause
the price volatility raise (Samuelson, 1965), the
researcher take the nearest contract up to the
first day of its maturity month and then the
researcher rolls over to the next contract. The
delivery months for soybean No.1 and soybean
No.2 are 1, 3, 5, 7, 9 and 11. And the delivery
months for soybean oil and soybean meal are 1,
3, 5, 7, 8, 9, 11 and 12.
Research Models

Sample and data
This study, we used the secondary data, and the
population are the future prices of soybean
products and macroeconomic factors. In
Chinese commodities market, there are four
soybean products: soybean No.1, soybean No.2,
soybean oil and soybean meal, so all of them
were chosen for observation. From previous
studies, six variables were chosen as the
macroeconomic factors.
In this study, the samples are currency
exchange rate, money supply, inflation, crude
oil price, imports, Shanghai stock price index,
soybean No.1 price, soybean No.2 price,
soybean oil price and soybean meal price. For
currency exchange rate, the US Dollar and
Chinese Yuan, the Chinese Yuan and Euro, and
Chinese Yuan and Japanese Yen were used. For
money supply, we choose M1 was chosen the
indicator. For import of soybean, we use the
import of volume and import of value. For
inflation, the CPI and PPI as indicators were
used.

In order to test the relationship of the
macroeconomic factors on the price volatility of
soybean products and to find out whether the
macroeconomic factors have a significant
relationship with the price volatility of soybean
products, the research model will follow the
forty hypotheses that shown as below:

Where:

ß = Coefficients t = the time period “monthly”
mns = Money supply (M1)
cpi = Consumer Price Index
ppi= Producer Price Index

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

exusda = Currency Exchange Rate (YUANDOLLAR)
exeua = Currency Exchange Rate (YUANEURO)
exya = Currency Exchange Rate (YUAN-YEN)
oil = Crude Oil
impton = Imports-soybean of volume
impusd = Imports-soybean of value
shinsexa = Shanghai Stock Price Index
Results and Discussion
By using the best ARMA models, the next step
is to find volatility equation in GARCH-type
models. The next step is to find the volatility
equation in GARCH-models.
Table 1 The Significant Results of GARCHtype Models for Soybean no.1
Model type
SIC Value
AIC Value
ARCH(1)
-3.828507
-3.956407
TGARCH(1,1)
-3.823024
-4.002083
TGARCH(2,1)
-3.790243
-3.994882
Table 1 shows the results of each GARCH-type
models. There are three models which can give
the significant results to build the final GARCH
model. All the coefficient are significant at 5%
levels. By comparing the SIC value and AIC
value, TGARCH(1,1) has AIC value -4.002083
which is the lowest one. So, researchers chose
the TGAECH(1,1) as the best GARCH-type
model of soybean no.1.
Table 2 The Significant Results of GARCHtype Models for Soybean no.2.
Model type
SIC Value
AIC Value
ARCH(1,1)
-3.307038
-3.383318
GARCH(1,1)
-3.345575
-3.447283

GARCH(2,1)
TGARCH(1,1)
EGARCH(1,1)

-3.336063
-3.374605
-3.311506

-3.463197
-3.501739
-3.438641

Table 2 shows the results of each GARCH-type
models. There are five models which can give
the significant results to build the final GARCH
model. All the coefficient are significant at 5%
levels. By comparing the SIC value and AIC
value, TGARCH(1,1) has AIC value -3.501739
and SIC value -3.374605 which are the lowest
one. So, researchers chose the TGARCH(1,1)
as the best GARCH-type model of soybean no.2.
Table 3 The Significant Results of GARCHtype Models for Soybean meal.
Model type
SIC Value
AIC Value
GARCH(1,1)
-2.724058
-2.852733
Table 3 shows the results of each GARCH(1,1).
There is only models which can give the
significant results to build the final GARCH
model. All the coefficient are significant at 5%
levels. So researchers use the GARCH(1,1) to
examine soybean meal.
Table 4 The Significant Results of GARCHtype Models for Soybean oil.
Model type
SIC Value
AIC Value
GARCH(1,1)
-3.325959
-3.477614
Table 4 shows the results of each GARCH(1,1).
There is only models which can give the
significant results to build the final GARCH
model. All the coefficient are significant at 5%
levels. So researchers use the GARCH(1,1) to
examine soybean oil.
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Table 5: The results of hypothesis testing of soybean no.1.

Table 5 shows that the null-hypotheses of H1,
H3, H4, H5, H6, H8 and H10 are fail to be
rejected. It means that the currency exchange
rate (Yuan/USD), the currency exchange rate
(Yuan/Yen), money supply M1, the consumer
price index, the Chinese producer price index,
import-soybean of volume in China and the
Shanghai stock price index have no relationship
with soybean no.1 price volatility. Since H2, H7
and H9 are rejected, the currency exchange rate
(Yuan/Euro), world crude oil price and importsoybean of value have a relationship with
soybean no.1 price volatility.

Table 6 shows that the null-hypotheses of H13,
H14, H18 and H20 are fail to be rejected. It
means that the currency exchange rate
(Yuan/Yen), money supply M1, importsoybean of volume and the Shanghai stock
price index have no relationship with soybean
no.2 price volatility. Since H11, H12, H15, H16,
H17 and H19 are rejected, the currency
exchange (Yuan/USD), the currency exchange
rate (Yuan/Euro), the consumer price index, the
Chinese producer price index, world crude oil
price and import-soybean of value have a
relationship with soybean no.2 price volatility.
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Table 6 The results of hypothesis testing of soybean no.2.
Hypotheses
H110 : There is no significant relationship between the currency exchange rate (Chinese
Yuan/US dollar) and soybean no.2 price volatility.
H120 : There is no significant relationship between the currency exchange rate (Chinese YuanEuro) and soybean no.2 price volatility.
H130 : There is no significant relationship between the currency exchange rate (Chinese YuanJapanese Yen) and soybean no.2 price volatility.
H140 : There is no significant relationship between money supply M1 and soybean no.2 price
volatility.
H150 : There is no significant relationship between the consumer price index and soybean no.2
price volatility.
H160 : There is no significant relationship between the Chinese producer price index and
soybean no.2 price volatility.
H170 : There is no significant relationship between world crude oil price and soybean no.2
price volatility.
H180 : There is no significant relationship between imports-soybean of volume in China and
soybean no.2 price volatility.
H190 : There is no significant relationship between imports-soybean of value in China and
soybean no.2 price volatility.
H200 : There is no significant relationship between the Shanghai stock price index and
soybean no.2 price volatility.

Results
reject
reject
fail to reject
fail to reject
reject
reject
reject
fail to reject
reject
fail to reject

Table 7 The results of hypothesis testing of soybean oil.
Hypotheses
H210 : There is no significant relationship between the currency exchange rate (Chinese
Yuan/US dollar) and soybean oil price volatility.
H220 : There is no significant relationship between the currency exchange rate (Chinese YuanEuro) and soybean oil price volatility.
H230 : There is no significant relationship between the currency exchange rate (Chinese YuanJapanese Yen) and soybean oil price volatility.
H240 : There is no significant relationship between money supply M1 and soybean oil price
volatility.
H250 : There is no significant relationship between the consumer price index and soybean oil
price volatility.
H260 : There is no significant relationship between the Chinese producer price index and
soybean oil price volatility.
H270 : There is no significant relationship between world crude oil price and soybean oil price
volatility.
H280 : There is no significant relationship between imports-soybean of volume in China and
soybean oil price volatility.
H290 : There is no significant relationship between imports-soybean of value in China and
soybean oil price volatility.
H300 : There is no significant relationship between the Shanghai stock price index and soybean
oil price volatility.

Results
reject
fail to reject
fail to reject
fail to reject
fail to reject
fail to reject
reject
fail to reject
reject
fail to reject
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Table 8 The results of hypothesis testing of soybean meal
Hypotheses

Results

H310 : There is no significant relationship between the currency exchange rate (Chinese Yuan/US
dollar) and soybean meal price volatility.
H250 : There is no significant relationship between the conumer price index and soybean oil price
volatility.
H330 : There is no significant relationship between the currency exchange rate (Chinese YuanJapanese Yen) and soybean meal price volatility.
H340 : There is no significant relationship between money supply M1 and soybean meal price
volatility.
H350 : There is no significant relationship between the consumer price index and soybean meal price
volatility.
H360 : There is no significant relationship between the Chinese producer price index and soybean
meal price volatility.
H370 : There is no significant relationship between world crude oil price and soybean meal price
volatility.
H380 : There is no significant relationship between imports-soybean of volume in China and soybean
meal price volatility.
H390 : There is no significant relationship between imports-soybean of value in China and soybean
meal price volatility.
H400 : There is no significant relationship between the Shanghai stock price index and soybean meal
price volatility.

Table 7 shows that the null-hypotheses of H22,
H23, H24, H25, H26, H28 and H30 are failed
to be rejected. It means that the currency
exchange rate (Yuan/Euro), the currency
exchange rate (Yuan/Yen), money supply M1,
the consumer price index, the Chinese producer
price index, import-soybean of volume and the
Shanghai stock price index have no relationship
with soybean oil price volatility. Since H21,
H27 and H29 are rejected, the currency
exchange (Yuan/USD), world crude oil price
and the import-soybean of value in China have
a relationship with soybean oil price volatility.
Table 8 shows that the null-hypotheses of H31,
H32, H33, H34, H35, H36, H37 and H40 are
failed to be rejected. It means that the currency
exchange (Yuan/USD), the currency exchange
rate (Yuan/Euro), the currency exchange rate
(Yuan/Yen), money supply M1, the consumer
price index, the Chinese producer price index,
world crude oil price and the Shanghai stock
price index have no relationship with soybean
meal price volatility. Since the H38 and H39 are
rejected, import-soybean of volume and the
import-soybean of value in China have a
relationship with soybean meal price volatility.

fail to reject
fail to reject
fail to reject
fail to reject
fail to reject
fail to reject
fail to reject
reject
reject
fail to reject

Conclusion
The main purpose of this study is to examine
whether the macroeconomic factors, including
the currency exchange (Yuan/USD), the
currency exchange rate (Yuan/Euro), the
currency exchange rate (Yuan/Yen), money
supply M1, the consumer price index, the
Chinese producer price index, world crude oil
price, import-soybean of volume and the
import-soybean of value in China and the
Shanghai stock price index, have relationship
with the volatility of soybean no.1, soybean
no.2, soybean oil and soybean meal price in
China. Data used in this study are monthly data
from the period of January 2008 to October
2016. Total monthly data are 106 or equal to
105 returns of observations. Researcher used
the original data to convert to return data to do
ARMA model and GARCH-type models
analysis. By using the best GARCH-type model
is to estimate the conditional variance volatility
of the data and test the relationship with the
independent variables. The results show that:
first of all, the currency exchange rate
(Yuan/Euro), world crude oil price and importsoybean of value have significant relationship
with the price volatility of soybean no.1.
Furthermore,
the
currency
exchange
(Yuan/USD), the currency exchange rate
(Yuan/Euro), the consumer price index, the
Chinese producer price index, world crude oil
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price and import-soybean of value have
significant relationship with the price volatility
of soybean no.2. What’s more, the currency
exchange (Yuan/USD), world crude oil price
and the import-soybean of value in China have
significant relationship with the price volatility
of soybean oil. Last but not least, importsoybean of volume and the import-soybean of
value in China have significant relationship
with the price volatility of soybean meal.
According the result of this study, first,
investors should pay more attention about the
movement of the currency exchange rate
(Chinese Yuan-Euro), world crude oil price and
imports-soybean of value in China when
analysis the soybean no.1; second, investors
should pay more attention about the movement
of the currency exchange rate (Chinese
Yuan/US dollar), the currency exchange rate
(Chinese Yuan-Euro), the consumer price index,
the Chinese producer price index, world crude
oil price and imports-soybean of value in China
when analysis soybean no.2; third, investors
should notice the movement of the currency
exchange rate (Chinese Yuan/US dollar), world
crude oil price and imports-soybean of value in
China when analysis the soybean oil; last,
investors should notice the movement of the
imports-soybean of volume in China and
imports-soybean of value in China when
analysis soybean meal. If there are big changes
about those factors, the soybean related
products will be affected.
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Abstract
The objective of this paper is to examine the relationship between US macroeconomic news
announcement surprise and NAVs volatilities of equity mutual fund during period 2010 to 2016
evidence from China. The approach captures the macroeconomic announcements and the ARMA,
GARCH type models known from monthly NAV which is top ten equity mutual fund in term of sizing.
Our result show that most of US macroeconomic announcements have more or less significant
relationship with NAVs volatilities of Chinese equity mutual fund. Several of them like GDP, House
starting, Nonfarm payroll, PMI Chicago and Unemployment rate have a strong significant effect on the
NAVs volatilities; Consumer price index, Retail sales, Import price index and Consumer confidence
index have a weak significant relationship between them.
Keywords: Volatility, the macroeconomic announcement, the NAVs of equity mutual fund, China.
Introduction
With the advantage of great population and
wide market, the speed of China mainland
market growth is extremely fast, but market
space is still existing, so investors favor
Chinese mainland fund market. Emerging
market is the country or area in which GDP per
capital is less than 10,000 Dollars each year
(World Bank). Although GDP per capital in
China is just 6807.34 dollars, economy
increase rate is high. Being in the beginning of
economic development, China is on the way to
be the main economic entity. (Qiuhua.W &
Jinzhou. D, 2011). As data collected by
Thomson Reuter Lipperin, there were 830
funds launched in 2015, which was twice more
than 2014 which launched 406. Li Huang,
associate director at Fitch Ratings said,
“Chinese money market funds (CMMF) has
been a main contributor for the growth of
Chinese mutual funds in recent years. CMMF
has experienced substantial growth since the
second half of 2013 driven by the demand for
e-commerce money market fund. The growth
of Chinese mutual funds is supported by the
expanding middle class, high savings rate and
large amount of bank deposits. The mutual
recognition scheme [MRF] is still at early stage

and it did not drive the growth last year.”
(http://www.ftchinese.com/story/001065675
， accessed on 1st November 2016). As the
statistics from AMAC (Asset Management
Association of China) show, there are in total
104 fund management companies which
include 44 Sino-foreign joint venture
companies and 60 domestic companies till June
of 2016. All the above companies manage
79,500 trillion Yuan capital of public offered
funds.
As economic globalization existed, it could
hardly to find any markets standing alone but
being impacted by global economy
(Albuquerque and Vega, 2008), excluding
those underdeveloped and closed countries or
areas. US macroeconomic announcement
which is released regularly, as the largest GDP
economy entity in the world, the influence of
US economy on other markets from it market
movement is obvious (Nikkinen, Omran,
Sahlstrom, and Aijo, 2006). There are
uncountable evidences from researchers that
statistically significant relationship between
US public information and financial markets
has been found in widely geographic range.
295
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Like the Jochen, Andritzky, Geoffrey, and
Natalia (2005) found out broadly robust impact
of macroeconomic announcements on 12
emerging bond market which including Brazil,
Chile, China, Colombia, Korea, Malaysia,
Mexico, Poland, South Africa, Thailand,
Turkey, and Venezuela. Butter, Hayo, and
Neuenkirch (2012) and Nguyen (2011) tested
US unanticipated news announcement on local
stock markets of CEEC-3 (Czech Republic,
Hungary, and Poland) and Vietnam
correspondingly. Albuquerque and Vega
(2008) studied and approved the significant
relationship between US macroeconomic news
surprise and US and Portugal stock market. As
most of article suggested that Nonfarm payroll,
GDP and CPI are most powerful variable to
financial market.
There is a great amount of papers that
researched the relationship between U.S.
macroeconomic announcement news and
finance market (equity market, bond market
and money market) and the relationship

2. Review of related studies
To analyze the cause of the NAVs of mutual
fund market volatility which relate to the
macroeconomic factors，due to mutual fund
market is directly affected by stock and bond
market and literature about impact of
macroeconomic news announcements mainly
focus on stock ， bond or exchange market.
These are previous studies that examine the
impact of macroeconomic factors in stock or
bond market.
Chatrath,
Miao,
Ramchander
and
Villupuram (2012) investigated the impact of
macroeconomic news releases on corporate
bonds. Multivariate regression model and
pooled regression model were employed in this
research. They find high-yield bonds are more
sensitive to macroeconomics than investment
grade bonds. And corporate bonds which are
similar with equity are more sensitive to
negative economic shocks than positive
shocks. Chen,Gong and Chen (2012) studied
the dynamic relationship between Chinese
stock market and bond market based on U.S.
information shocks by bivariate GARCH
model, in turn affects the stock market and

between Chinese equity market and mutual
fund market. Like on stock market (Nguyen,
2011), on bond market (Balduzzi, Elton and
Green, 2001), on exchange market (Almeida,
Goodhart and Payne, 1997). And several
researchers tested the relationship between
equity market and mutual fund market. To
illustrate, Mishra (2011) tested the dynamics of
the relationship between mutual funds
investment flow and stock market return in
India, Edwards and Zhang (1998) found equity
and bond funds are significantly affected by
stock and bond returns. Thus, previous studied
didn't provide any evidence about the
relationship between US macroeconomic news
announcement and Chinese equity mutual
fund. However, the blank space here is that the
relationship between U.S. macroeconomic
announcement news and Chinese mutual fund
market have not been studied yet. That is the
main motivation why the author researches this
topic.

bond market. It is not only the effect on linear
assets return but also the effect on nonlinear
asset volatility. Andersen and Bollerslev
(1998) used an annual sample of five-minute
return to investigate the characterization of
volatility in Deutshe mark-U.S. dollar foreign
exchange market and U.S. macroeconomic
announcements. The approach captures the
intraday
activity
(ARCH)
patterns,
macroeconomic announcements and volatility
persistence. Most portion of return variability
at the intraday and daily level quantifies and
describes different function. They found and
discussed fundamental influence behind this
volatility “driving force”. The high-frequency
returns are valuable to a broad range of issue in
financial economics. Nguyen’s (2011)
framework used time-varying (MA-EGARCH)
model to explore the spillover effect of the 12
key US macroeconomic news in the first two
moments of the Vietnamese stock market
returns. This result is interpreted as evidence of
the USA’s real economic activities other than
other variables deliberated by Vietnamese
market participants. It is also exhibited that
even though the Vietnamese stock market
returns are significantly impacted by the US
296

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

stock market (proxied by S&P500 index), the
spillover effect of the US macroeconomic news
is still significant. Gurgul and Wojtowicz
(2014) analyzed the effect on intraday returns
of Polish stock exchange indices which is the
largest and the most liquid stock market among
the new European Union member countries.
The result shows that there is a slower but more
persistent impact on smaller firms’ stock
returns. They found that Nonfarm Payroll as a
describing economic indicator of the US labor
market is the most influential announcement.
Gurgul and Wojtowicz (2015) also tested the
impact of several U.S. macroeconomic news
announcements on the stock prices quoted on
the Vienna Stock Exchange. All computations
in this study are based on one-minute logreturns of the AXT from January 2007 to
December 2013 by using nonparametric rank
test in the framework of event study
methodology. The event study also performed
in the sun-period reveals a significantly
stronger reaction of the ATX to U.S. news
announcements during the crisis of 2008.
Nikkinen, Omran, Sahlstrom and Aijo (2008)
tested whether the volatilities of emerging
stock market in the Asia-Pacific region are
impacted by United States macroeconomic
news announcement. Four important scheduled
US macroeconomic announcements (CPI,
Employment Situation, ISM Manufacturing
and PPI) are examined with nine major
emerging markets. This suggests that the stock
valuation perspective is influenced by the
prospect of the US macroeconomic news

announcements. Cai, Joo and Zhang (2009) test
the effect of exchange rate in emerging market
on macroeconomic news in the U.S. and
domestic economic news utilizing a unique
high-frequency database and OLS regression.
They found that major U.S. macroeconomic
news strongly influence the returns and
volatilities of exchange rate in emerging
market, but many domestic news does not. In a
nutshell, currencies in emerging market is
more sensitive to U.S. news in recent years.
They also observed that market sentiment can
sway the effect of news on the exchange rates
systematically. Market uncertainty interacts
with macroeconomic news in a statistically
significant way as well. Brenner, Pasquariello

3. Data and methodology
This paper intents to study the relationship
between
US
macroeconomic
news
announcement surprise and NAVs of equity
mutual fund in China. For Nonfarm Payroll,
Consumer Price Index, GDP QoQ,
Unemployment Rate, Retail Sales & Food
Service Total MoM, Housing Starts Number
MM, Purchase Manager Index Chicago,
Industrial Production, Consumer Confidence
Index and Durable Goods Orders, the actual
macroeconomic variables or independent
variables, data will be collected from the
Bureau of Labor Statistic, Federal Reserve,
National
Association
of
Purchasing
Management, The United States Census

Bureau. The expected value of independent
variables will be collected from Thomson
Rueter Eikon. The dependent variables or
Chinese equity mutual fund which are top ten
equity mutual funds in term of sizing from the
Sina Finance. All data are monthly data from
the period Jan 1, 2010 to June 30, 2016.
Unit root test analysis, ARMA model
and GARCH type model will be employed to
process the data. For getting stationary data to
evaluate in ARMA and GARCH types model,
as the analytic instrument, the unit root test
analysis is applied firstly to change the nonstationary data to be the stationary data.
ARMA model is used lately to specify the other
models or predict many values in the future.

and Subrahmanyam （ 2016 ） provided a
deeper insight into the relationship between
financial and the real economy. They examined
the impact of the first release of surprise U.S.
macroeconomic information on the short-term
anticipation and response of U.S. stock,
Treasury, and corporate bond markets. This
paper estimated by several extensions of the
parsimonious multivariate GARCH-DCC
model of Engle (2002 and reveals a statically
and economically significant dichotomy
between the responses of the stock and market
to the arrival of macroeconomic news
announcement.
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Finally, the GARCH types model is to test the
fluctuation.
The ARMA model is combination of
the AR (p) and MA (q) models, which is
introduced by Box and Jenkin in 1970. The
formula of ARMA (p, q) model is;
𝑋𝑡 = ∅1 𝑋𝑡−1 + ∅2 𝑋𝑡−2 +. . . +∅𝑝 𝑋𝑡−𝑝 + 𝜀𝑡
+ 𝜃1 𝜀𝑡−1 +. . . +𝜃𝑞 𝜀𝑡−𝑞
Where: 𝑋𝑡 is the data value at the time t
∅ is the estimated auto regressive
coefficient at lag
p.
𝜃 is the estimated moving average
coefficient at lag q.
𝜀𝑡 is the error term or conditional
residual at time t.
The ARCH model is introduced by Engle
(1982). The Formula for The ARCH (q)
model is;
2
𝜎𝑡2 = 𝛼0 + 𝛼1 𝜀𝑡−1
+
2
2
𝛼2 𝜀𝑡−2 +. . . +𝛼𝑞 𝜀𝑡−𝑞
Where: 𝛼𝑞 is the ARCH coefficient of the
conditional variance at lag q
2
𝜀𝑡−𝑞
is the conditional of error at the
time t which depends on q lag squared error
For the conditional variance is positive, it
2
requires the parameter 𝜎0 > 0 and 𝜀𝑡−𝑞
≥0
Bolerslev (1986) developed the ARCH model
into GARCH model. Generally the GARCH
(p,q) can be described by this formula;
2
2
𝜎𝑡2 = 𝛼0 + 𝛼1 𝜀𝑡−1
+. . . +𝛼𝑞 𝜀𝑡−𝑞
2
2
+ 𝛽1 𝜎𝑡−1 +. . . +𝛽𝑝 𝜎𝑡−𝑝
Where: 𝛼0 is the constant term.
𝛼 is the GARCH the conditional
diversity’s coefficient on lag q.
𝛽 is the GARCH coefficient of the
conditional variance on lag p.
𝜀 is the error term.
𝜎𝑡2 is the conditional variance of
stock return at time t.
Nelson (1991) created the EGARCH
model to address the problem of asymmetry.
The EGARCH (p,q) model is;

𝑞

ln 𝜎𝑡2

= 𝛼0 + ∑ 𝛼𝑗 (|𝜖𝑡−𝑗 | + 𝛾𝑗 𝜖𝑡−𝑗 )
𝑗=1

𝑝

2
+ ∑ 𝛽𝑖 ln 𝜎𝑡−𝑖
𝑖=1

That
: 𝛼0 is the unchanging term.
𝛼𝑗 is the parameter of ARCH component
model
𝛽𝑖 is the parameter of GARCH component
model
𝜎𝑡2 is the conditional variance of stock
return at the
time t.
∈𝑡−𝑗 is the conditional error at time t

In order to find out whether the
macroeconomic variables have a significant
relationship with NAVs volatilities of Chinese
equity mutual fund, the model of research will be
as follows from one hundred and ten hypotheses
that will be presented next.
𝜎 2 = [selected GARCH typed models’ variables]
+ Nfprt + Cpimt + Gdpqt + Ueprt + Rtsmt + Hsnmt
+ Pmic t + Impit + Indpt + Ccfit + Dgodt
Where:
𝜎 2 = The NAV volatility of Chinese equity
mutual fund
𝑡 = The time of period “Monthly”
Macroeconomic surprise value
Nfpr = Nonfarm Payrolls
Cpim = Consumer Price Index
Gdpq = Gross Domestic Product
Uepr = Unemployment Rate
Rtsm= Retail Sales & Food Services
Hsnm = Housing Starts
Pmic = PMI Chicago
Impi = Import Price Index
Indp= Industrial Production
Ccfi = Consumer Confidence Index
Dgod= Durable Goods Orders
The surprise value = actual value of
announcement - expected value of announcement
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4. The empirical result
Table I Descriptive statistic of independent variables

Table I Descriptive statistic of dependent variables

The first row of table I is the name of the
macroeconomic variables and NAVs of equity
mutual fund which these macroeconomic
variables are the independent factors and
NAVs of equity mutual fund is the dependent
factor. Mean value is the summation of total
values divide by the amount of data. Median
represents the middle value between the
maximum value and the minimum value.
Maximum value stands for the highest value
among many values. Minimum value is the
lowest value among many values. Standard
deviation is the calculation which finds the
distribution of data, which indicates the
volatility of data. While standard deviation is
high, the volatility of data is also high. It means
that the volatility directs variation with the
standard deviation. There are two methods to
examine Skewness as the class of inclination in

the data, consisting of calculating to find the
coefficient and consider from the frequency
curve. Skewness can be explained easily; if
mean value is equal to median value, it will be
called “Normal Distribution”. If mean value is
greater than median value, it will be called
“Skewness to the right”. And if mean value is
less than median value, it will be called
“Skewness to the left”. Kurtosis is the class of
height in enumerating the data which can check
this value from finding the coefficient.
Observation is the amount data which is
investigated. Due to the non-stationary data
which cannot use to evaluate in ARMA and
GARCH types model, the data from Table I is
transferred to the stationary data which can use
to evaluate in ARMA and GARCH types
model.

4.1 t-test statistics
Time series data will be test whether it is the
stationary data or non-stationary data in this
part If t- statistic is less than the critical value,

the data will be the stationary data or has the
unit root by using Augmented Dickey-Fuller
unit root test (Dickey & Fuller, 1979),
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However, while t-statistic is greater than the
critical value, the data will be regarded as the
non-stationary data or hasn’t the unit root.

Therefore, the hypotheses in this test can be
specified as follows:
H0: The data has unit root
H1: The data hasn’t unit root

All of the data are converted to be the stationary
data by using log difference which these data can
be evaluated to the next step. Therefore, NAVs

of equity mutual fund can be evaluated in the
following ARMA model and GARCH type
model processes.

4.2 The methodology of ARMA model
After changing the non-stationary data to be
the stationary data, to find the best ARMA
model from independent variables that are the
surprise
value
of
macroeconomic
announcement is the next step. For finding the
best ARMA model; AR can be estimated from
partial correlation function (PACF) and MA
can be estimated from auto correlation function
(ACF). Estimating equation with constant
value will be conducted as follow. After
completed this process, next method is check
the serial correlation LM test. If the prob. F and
prob. Chi-square value in the serial correlation
LM test is less than 5% level (0.05), it means
that the serial correlation LM test has the
problem and so the ARMA process needs to be
estimated the ACF and PACF again. To pass
the serial correlation LM test; prob. F and prob.
Chi-square value should have the value more
than 5% level (0.05).
After passed the serial correlation LM
test, next process is the heteroskedasticity test

which can be checked by ARCH test. If the prob.
F and prob. Chi-square value in the
heteroskedasticity has value less than 5% level
(0.05), it means that there is the problem in the
heteroskedasticity test. This situation can be
solved by white heteroskedasticity consistent
standard errors. Inspecting the value for AR,
MA, and constant value by cutting off the value
which has value more than 5% level (0.05) will
be performed next. Finally, the ARMA model is
completed but in one variable of dependent and
independent variable, the ARMA model can be
estimated more than one. By comparing the
Schwarz criterion value (SIC). If there is any
ARMA model that has the lowest SIC value, the
best ARMA model can be chosen. Based on the
mean equation ARMA model is constructed.
GARCH model will be established for the
volatility estimation. There are three GARCH typed models employed in this study: ARCH (q)
Model, GARCH (p,q) Model, and EGARCH
(p,q) Model.
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Table II The ARMA model and GARCH type model of Chinese equity mutual fund
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Table III The effect of macroeconomic variables on the NAVs volatility of Chinese equity mutual
fund
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Table IV: The effect of macroeconomic variables on the NAVs volatility of Chinese equity mutual
fund (Continue)
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5 Discussions and Conclusion
From table III and IV can indicate that there is
some the significant relationship between the
macroeconomic variables and the NAVs
volatility of Chinese equity mutual fund at 5%
level of significance. The hypotheses results
regarding
Nonfarm
payroll,
GDP,
Unemployment rate, House starting and PMI
Chicago and NAVs volatility of Chinese equity
mutual fund confirmed a strong significant
relationship between them; these five
macroeconomic variables affect more than half
equity mutual fund. Consumer price index,
Retail sales, Import price index and Consumer
confidence index have a weak significant
relationship between them; these four
macroeconomic variables affect two or three
equity mutual fund. Industrial production and
Durable goods have no significant relationship
between them. From the previous evidences; it
is hardly to find study to examine the impact of
macroeconomic variables and on the NAV
volatility of equity mutual fund. But it has been
proven that the volatility of equity mutual fund
is affected by stock market and stock market is
influenced by US macroeconomic news,
Mastronardi, Patane and Tucci (2013) found
the significant relationship between the
macroeconomic variables and the equity
market returns volatility in Italy. They found
that the news of nonfarm payroll，consumer
confidence and unemployment rate had the
impact on the equity index volatility. Nguyen
(2011) examined the important relationship
between the macroeconomic variables and
stock returns volatility in Vietnam. From his
empirical result showed that unemployment,
gross domestic product, percentage level
housing statistics, industrial production,
leading indicators, retail sales, consumer price
index, producer price index, current account,
trade balance, and the Federal Reserve’s target
rate which these macroeconomic variables had
the positively significant relationship with the
volatility of stock market returns. Nguyen and

Ngo (2014) detected the significant
relationship between the US macroeconomic
news on Asian stock markets. Their evidences
showed that consumer price index and current
account have the strongest effect to all the
Asian country they studied, and unemployment
rate has the strongest spillover impact on the
Asian stock markets. Nguyen (2011) also
found many the US macroeconomic factors
which affected to the stock market returns
volatility in Vietnam. He proved that
unemployment, gross domestic product,
percentage level housing statistics, industrial
production, leading indicators, retail sales,
consumer price index, producer price index,
current account, trade balance, and the Federal
Reserve’s
target
rate
which
these
macroeconomic variables had the positively
significant relationship with the volatility of
stock market returns in Vietnam. This research
just is the prediction the impact of
macroeconomic and their unexpected
macroeconomic variables on the NAV
volatility on the period from January, 2010 to
June, 2016 which examines only the outside
factor but in the truth the volatility of NAVs of
equity mutual fund don’t depend on the only
the outside effect. There are many causes of the
fluctuation such as the personal income,
operation of fund manager, the strategic plan in
the asset management companies, and so on.
Since the researcher uses the 5% level (0.05) of
significant confident in the hypotheses because
it helps to certainly prove the impact of
macroeconomic volatility. But it doesn’t mean;
the other factors don’t have the effect on equity
mutual fund NAVs volatility, some dependent
variable which are Industrial production and
Durable goods have the effect on NAVs
volatility of equity mutual fund which have a
weak significant relationship on the fluctuation
of NAVs of equity mutual fund at 10 % level
(0.1) of significant confident. This research can
indicate the cause of the volatility of equity
mutual fund volatility in long term.
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Abstract

As environmental degradation occurs, several solutions have been suggested to help saving the world.
A major consumption of human beings is electrical energy. Lots of energy is lost during the daily
consumption of human beings by using traditional lamps. For example, incandescent lamps or
fluorescent lamps. LED lamp is a new technology proposed to use for reducing the waste energy. Thus,
the researcher aims to examine the factors influenced purchase intention of LED lamps. The factors
under consideration are environmental concerns, attitude – driven for environmental responsibility,
supporting environmental protections, environmental friendliness of companies, subjective norms, and
price. All the factors are hypothesized to influence to consumer’s purchase intention toward LED lamps.
In this research, the researcher conducted both online and offline questionnaires as the research
instrument to gather data. People, who lived in Bangkok and / or Chon Buri provinces and were willing
to purchase LED lamps in the future, were the target population, and the sample size was 250
respondents. The questionnaires were distributed by both offline channel, around the Eastern Seaboard
Industrial Estate, and Home appliance stores, and online channels i.e. Facebook, and Line application.
This research employed descriptive and inferential analyses to analyze the data; there were mean and
Pearson’s correlation coefficient. The findings showed that all the hypotheses were supported; all six
independent variables included (1.) environmental concerns, (2.) attitude – driven for environmental
responsibility, (3.) supporting environmental protections, (4.) environmental friendliness of companies,
(5.) subjective norms, and (6.) price had positive significant relationships to purchase intention to LED
lamps, the only one dependent variable. From inferential analysis, supporting environmental protection
was the strongest factor related to purchase intention of LED lamps; others had moderate relationship
with purchase intention to LED lamps. In order to increase purchase intention of LED lamps, LED lamp
companies should improve all six factors by making them more touchable.

Keywords: Purchase Intention, LED Lamps, Thailand
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Introduction
There are several suggestions to reduce the
environmental degradation. Many studies have
suggested improving national and international
environmental regulations. Governments can
increase an awareness of environmental
concern. Several suggestions are long – term
plan; it takes time to show the result. But one
suggestion that can perform immediately to
support environmental protection and improve
the quality of nature is personal ecological
consumption. Green products were announced
to the public as one solution to protect and
improve quality of the environment. Green
product is defined as a product produced by
environmental
friendly procedure
and
ingredient, and certified by a recognized
organization (Gurau and Ranchhod, 2005).
The households will receive the ultimate benefit
from this research, because several major
consumptions of human activities are from the
electrical energy usage. Their daily activities
need electricity. LED lamps, introduced in
recent years, are green product released to
support the efficient consumption of electricity.
The product is considered as a green product,
because manufacturing process removes toxic
gas in production and it consumes less energy,
leading to reduction of electrical power
generation. The researcher focused on the
relationships of factors influenced the green
product purchase intention to reduce the gap
between them and enhance the environmental
protection.
Research Objective, Scope of the Research,
and Limitations of the Research
The environmental degradation in Thailand is
one important issue to Thai people. The study
of Maichum, Parichatnom, and Peng (2016)
mentioned that Thailand is one of the business
centers in Southeast Asia, with huge
population, several manufacturing sites, and
rapid economic growth. Due to the rapid
economic growth, natural resources are
degraded in parallel. They also claimed that
awareness of environmental protection and
information for consumer decision toward
green purchase intention in Thailand is lacking.
Thailand
has
regulations
related
to
environmental protections, but they are a small
part of improvement. The research objective

was focused on the over – consumption and
over – utilization of electrical power, consumed
lots of natural resources and led to
environmental problem. The report of electrical
energy consumption in each province from
National Statistical Office, Ministry of
Information and Communication Technology
of Thailand, shows the consumption has been
increasing during past several years, as shown
in the Table 1.
Table 1: Summary of Electrical Energy
consumption in Thailand.

Source: The Provincial Electricity Authority
(http://service.nso.go.th/nso/web/statseries/stat
series18.html, March 23, 2017)
The research scope was to find a relationship
between all six independent factors including
(1.) environmental concern, (2.) attitude –
driven for environmental responsibility, (3.)
supporting environmental protection, (4.)
environmental friendliness of companies, (5.)
subjective norm, (6.) price, and the only one
dependent variable was green product purchase
intention. The target population of this study
was people, who lived in the selected provinces
of Bangkok and / or Chon Buri, and knew about
LED lamps.
There were several limitations in this research.
First was the researcher could not collect the
data from all population, because the
population size was not completely known.
Second, the limitation of the research was time
constraint to find the previous articles and
complete the research. Third, the research
focused only six independent factors influenced
on green purchase intention, but there were
additional factors, such as environmental
knowledge or marketing strategy, probably
influenced the purchase intention.
Besides, the researcher focused on people, who
lived in the selected provinces, because these
two provinces were the top two cities that
consumed the highest electrical power in
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Thailand for several years; for this reason the
expected result might not be highly accurate.
Literature Reviews
Review of Literature Related to Dependent
Variables
Green Product Purchase Intention
Chan (2001) and Beckford (2010) stated green
purchase intention as the probability of
customer decision to buy green product. Kumar
and Ghodeswar (2015) defined green product
purchase intention as consumption of a product
that reduced the environmental impact. The
result of study from Maichum, Parichatnom,
Peng (2016) indicated that there are many
factors, such as personal attitude, subjective
norm, that have a significant effect direct and
indirect to the purchase intention of green
products.
Review
of
Literatures
Related to
Independent Variables
The first independent variable concept of
environmental concerns toward green product
purchase intention was Grob (2015) stated that
environmental concern is the recognition of
environmental
problems.
Maichum,
Parichatnom, Peng (2016) found that
environmental concern had significantly
positive effect on green product purchase
intention, because consumers, who had a higher
level of concern, were willing to purchase green
products. The second one of attitude – driven
for environmental responsibility toward green
product purchase intentions was related to
Kumar and Ghodeswar (2015) mentioned that
attitude
to
drive
for
environmental
responsibility as personal commitment to
improve the quality of environment at an
individual level. The third review of supporting
environmental protection toward green product
purchase intentions was Han (2010) found that
supporting environmental protection is a
change of positive environmental mind into
actual purchase on green products over non –
green products. The fourth idea of
environmental friendliness of companies
toward green product purchase intention was
derived from Papadopoulos (2010) defined

environmental friendliness of companies as
companies, who design product with less
harmful to environment and comply with
national and international regulations. The fifth
one of subjective norm toward green product
purchase intention was Han (2010) defined
subjective norm as the social pressure on
consumer’s decision to perform or not to
perform behavior. Maichum, Parichatnom,
Peng (2016) also studied subjective norm
toward purchase intention of green products;
they found that subjective norm has
significantly influenced to purchase intention of
green product. The last one of price was Chang
(2011) and Olson (2013) stated that price is one
major factor, while people making green
purchase decision. And Iyer, Davari, and
Paswan (2016) found that price fairness is being
a moderator between personal motive and green
purchase intentions.
Conceptual Framework
The researcher developed a new framework
from the result of three theoretical frameworks.
The new model studies the relationships of six
independent variables toward purchase
intention to LED lamp green product, as shown
in Figure 1. These six independent variables
included (1.) Environmental concern, (2.)
Attitude – Driven for environmental
responsibility, (3.) Supporting environmental
protection, (4.) Environmental friendliness of
companies, (5.) Subjective norm, and (6.) Price.

Figure 1: Conceptual Framework.
Source: Kumar and Ghodeswar (2015),
Maichum, Parichatnom , Peng (2016), Iyer,
Davari, Paswan (2016).
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The researcher selected the factors of
environmental concerns and subjective norms
from the study of Maichum, Parichatnom, Peng
(2016), because they found that the two factors
had direct influence on green product purchase
intention. The factors of attitude – driven for
environmental
responsibility,
supporting
environmental protection, and environmental
friendliness of companies from the study of
Kumar and Ghodeswar (2015) were selected,
because they had positive relationship to green
product purchase intention. Finally, Price
fairness was found as the mediator of economic
motives and altruistic motive, and had
influenced on purchase intention of green
products. The researcher assumed that all six
variables were factors that had significantly
influenced on purchase intention to LED lamps.
Methodology
The researcher collected data by using
questionnaire as the instrument for data
collection. The researcher distributed the
questionnaire using two approaches of (1.)
online questionnaire and (2.) face – to – face
interview. For the face – to – face interview, the
researcher distributed the questionnaire in
many places, such as the Eastern Seaboard
Industrial Estate, Home appliance stores e.g.
Homepro, Megahome in Si Racha, Chon Buri
province.
There were several types of analysis applied to
this research, such as Cronbach’s alpha,
descriptive research, and Pearson’s correlation.
Firstly, Cronbach (1951) mentioned that
Cronbach’s alpha was a way to measure
reliability or internal consistency of a
psychometric instrument. The researcher used
Cronbach’s alpha to test the reliability of the 45
samples data. Secondly, descriptive analysis
was a process to transform the collected raw
data to be descriptive information for easily
interpreting and understanding (Zikmund,
2003). Lastly, Pearson’s correlation to
investigate the relationship of environmental
concerns, attitude – driven for environmental
responsibility,
supporting
environmental
protections, environmental friendliness of
companies, subjective norms, and price on
purchase intention to green product LED lamps
in Bangkok and / or Chon Buri provinces.

Target Population, Sample Size, and
Sampling Procedure
The target population was the people, who lived
in Bangkok and / or Chon Buri provinces and
had intention to purchase LED lamps in the
future. Based on the information of the official
statistics registration systems in December
2016 showed that Bangkok had population
equal to 5,686,646 people and Chon Buri
province had population equal to 1,483,049
people.
(http://
stat.dopa.go.th
/stat
/statnew/upstat_age_disp.php., March 23,
2017). Also, Bangkok and Chon Buri provinces
were the two highest electrical energy
consumption areas in Thailand, based on a
report of the National Statistical Office,
Ministry of Information and Communication
Technology of Thailand. The research data
were collected in the month of February, 2017.
Sample size is the sample number that can
represent the population after observation
(Evans et al., 2000). There are three criteria to
determine the sample size, such as the level of
confidence, precision level, and degree of
variability (Miaoulis and Michener, 1976).
Based on the total population of 7,169,695
people from official statistics registration, with
level of precision of ±7, level of confidence of
95%, and degree of variability of .5, the
appropriate sample size was 204 respondents.
In this study, the researcher had usable data of
204 responses as required, and more extra 46
samples. Therefore, this research had a total
250 sample respondents.
The sampling procedure was the non –
probability sampling with convenience
sampling technique for the study. Non –
probability sampling is a selection method, not
based on chance; therefore, the researcher
cannot estimate a chance of anyone in particular
being selected. The selection methods
depended on knowledge, judgment, and
expertise of the researcher (Israel, 1992).
Convenience sampling technique is the
selection of population that is most
conveniently accessible to researcher (Etikan et
al, 2016). For the study, the researcher applied
convenience sampling by distributing the
questionnaires via online channel on Facebook
to respondents who seemed to live in Bangkok
and / or Chon Buri provinces, and also
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distributing the questionnaire around the
Eastern Seaboard Industrial Estate, home
appliance stores, provincial administrative
organization in Chon Buri province area.
Actually, 298 questionnaires were distributed
with three screening questions, which
respondents were asked that “Do you live in
Bangkok and / or Chon Buri?,” “Do you know
LED lamps?,” and “Will you buy LED lamps in
future?” The objectives of three screening
questions were to obtain the target respondents,
who lived in the target area and were willing to
buy LED lamps.
Research Instruments / Questionnaire
The researcher used questionnaire as the
primary research instrument. There were four
sections in the research, such as screening
question, six independent variables, one
dependent variable, and demographic factors.
The screening question section consisted of
three questions in order to ensure that the
respondents lived in the target areas and were
willing to purchase LED lamps in the future.
Section two of the questionnaire would be used
to evaluate six independent variables:
environmental concerns, attitude – driven for
environmental
responsibility,
supporting
environmental protection, environmental
friendliness of companies, subjective norm, and
price. Section three, the researcher evaluated
dependent variable of purchase intention to
LED lamps. For sections two and three, the
researcher applied the five – point Likert scales
(1 = Strongly disagree, 2 = Disagree, 3 =
Neutral, 4 = Agree, 5 = Strongly agree). The last
section, demographic factors consist of gender,
age, education, family size, income and
occupation.
Pretesting Questionnaire
In order to ensure that the questions in the
questionnaires were reliable for the research,
the questionnaires from 45 respondents
collected in the beginning of February 2017, are
used for pretest by using Cronbach’s alpha in
SPSS. Cronbach’s alpha was used to measure
the internal consistency of scale and connection
between the interrelation of the used questions
resulted between 0 to 1 (Tavakol and Dennick,
2011). The result of reliability test by using

Cronbach’s alpha test with more than 0.7 was
acceptable (Bland and Altman, 1997). The new
scales could be permissible to obtain alpha
values slightly lower 0.60. Then, the alpha
value at 0.60 was acceptable (Nunnally, 1978).
The sample size of pretesting should be about
15 to 30 people as many researchers had
recommended.
As the results of Cronbach’s alpha test shown
in Table 2 indicates that all seven variables:
environmental concerns, attitude – driven for
environmental
responsibility,
supporting
environmental
protection,
environmental
friendliness of companies, subjective norm,
price, and green product purchase intention
were more than 0.6. Therefore, the result
revealed that all questions were consistent and
reliable.
Table 2: Pretesting Questionnaire for
Reliability (N=45)
Variables
Number Cronbach’s
of Items
Alpha
Environmental
4
.766
concerns (IV)
Attitude-Driven
4
.770
for environmental
responsibility
(IV)
Supporting
4
.736
environmental
3
.775
protection (IV)
Environmental
friendliness of
companies (IV)
Subjective norm
4
.660
(IV)
Price (IV)
4
.704
Green product
4
.713
purchase
intention (DV)
Data Collection Methods
Both primary and secondary data had been
used. Primary data were collected from
respondents, who lived in Bangkok and / or
Chon Buri provinces and were willing to
purchase LED lamps in the future. The
collection method used offline method by
distributing and collecting the questionnaire in
the Eastern Seaboard Industrial Estate, home
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appliance stores, provincial administrative
organizations in Chon Buri province; and
online channel via Facebook during February
and March 2017. The number of total
questionnaires distributed to the respondents
was 298 sets, but the returned usable data was
250 sets. Secondary data were used by
collecting from the previous studies, articles,
books and through online database, website,
and university library. Secondary data were
used to develop previous studies, conceptual
framework and research hypotheses.
Findings
Summary of Demographic Factors
The major respondents of this research’s
questionnaire were males accounted for 59.6%.
Most of the respondents were between the ages
of 26 – 32 years old (45.6%). The highest of
respondents’ education level was Bachelor’s
degree (64.8%). Most of respondents had
family size of 3 – 5 people (71.2%). The highest
percentage of respondent income was 30,000 –
50,000 THB (30.8%). The majority of
respondent
occupation were
company
employee (54.4%).

Summary of Descriptive Analysis
There were seven parts for descriptive analysis
in the current study that each part indicated the
analysis from different variables. First, the
independent variable of environmental
concerns, the highest mean was “I am very
concerned about the current environmental
situation,” which was equal to 4.07 with
standard deviation equal to .88. Second, the
independent variable of attitude – driven for
environmental responsibility, the highest mean
was “I feel the environmental problems is very
important,” which was equal to 4.26 with
standard deviation equal to .84. Third, the
independent
variable
of
supporting
environmental protections, the highest mean
was “I prefer to buy LED lamps advertised
higher saving electricity energy,” which was
equal to 3.98 with standard deviation equal to
.91. Fourth, the independent variable of
environmental friendliness of companies, the

highest mean was “I feel good about buying
LED lamps from companies, which are less
damaging to the environment,” equal to 3.70
with standard deviation equal to 1.03. Fifth, the
independent variable of subjective norms, the
highest mean was “I know an advantage of
using LED lamps from usage’s experience,”
which was equal to 3.56 with standard deviation
equal to 1.09. Sixth, the independent variable of
price, the highest mean was “component used
for efficient consumption of LED lamps made
its price higher than normal lamps,” which was
equal to 3.83 with standard deviation equal to
.87. Last, the dependent variable of purchase
intention of LED lamps, the highest mean was
“I prefer to buy LED lamps because of energy
saving more than normal lamps,” which was
equal to 4.22 with standard deviation equal to
.83.
Summary of Hypotheses
Table 3 shows the results of hypothesis testing
using Pearson’s Correlation. It indicated all
hypotheses in this study had the positive
significant value at .000, which was less than
.01 (.000 < .01). The result could be interpreted
that all null hypotheses were rejected.
Therefore, there was a statistical significant
relationship between all independent variables
and dependent variable.
The findings implied the study’s result had
similarity with literature review. This research
found a strong relationship in hypotheses three
only, supporting environmental protection to
purchase intention to LED lamps, which r-value
was .684. And, researcher found that
hypotheses one, two, four, five, and six had
moderate relationship with purchase intention
to LED lamps, which r-values equal to .581,
.573, .542, .500, and .553, respectively.
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Table 3: Summary of Hypothesis Testing
Result

Environmental Concerns
The study found that environmental concerns
had a positive relationship with purchase
intention of green product LED lamps, which
was consistent with the study of Maichum,
Parichatnom, and Peng (2016), and Tang and
Lu (2014). The correlation coefficient of
environmental concerns was .581, indicated
that the relationship was moderate.
Attitude – Driven for Environmental
Responsibilities
The study has found that attitude – driven for
environmental responsibilities had a positive
relationship with purchase intention to LED
lamp green product, which was consistent with
the study of Kumar and Ghodeswar (2015), and
Maichum, Parichatnom, and Peng (2016). The
correlation coefficient of environmental
concerns was .573, indicated that the
relationship was moderate.
Supporting environmental protections
The study found that supporting environmental
protections had a positive relationship with
purchase intention to LED lamp green product,
which was consistent with the study of Kumar
and Ghodeswar (2015) and Gadenne et al
(2011). The correlation coefficient of
environmental concerns was .684, indicated
that the relationship was strong.
Environmental friendliness of companies
The study found that environmental
friendliness of companies had a positive
relationship with purchase intention to LED

lamp green product, was consistent with the
study of Kumar and Ghodeswar (2015). The
correlation coefficient of environmental
concerns was .542, indicated that the
relationship was moderate.
Subjective norms
The study found that subjective norms had a
positive relationship with purchase intention to
LED lamp green product, which was consistent
with the study of Maichum, Parichatnom, and
Peng (2016) and Kumar and Ghodeswar
(2015). The correlation coefficient of
environmental concerns was .500, indicated
that the relationship was moderate.
Price
The study found that price had a positive
relationship with purchase intention to LED
lamp green product, which was consistent with
the study of Iyer, Davari, Paswan (2016). The
correlation coefficient of environmental
concerns was .553, indicated that the
relationship was moderate.
Conclusions
LED lamps can be considered as an effective
solution to reduce the impact to environment
from the routine human activities. Several
lamps were produced and sold to the people for
the whole year. LED lamp market is projected
to grow by more than twelve times in the next
decade, its value in the beginning of 2014 was
about $2 billion, and it is expected that the value
will increase to $25 billion in 2023. Many
encouraging indicators showed that the demand
for green products has been increasing
dramatically in the recent years, because people
have been impacted by environmental
degradation. Although green consumption
trend is increasing, but they still need more
encouragement, especially in many developing
countries i.e. Thailand.
The findings of the research will be beneficial
to LED lamp companies, marketer of company
who will launch the new green product to
market, and government team who makes a
policy for environmental protection. The
information will help them to conduct the
implementation plan and strategy to catch up
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new consumers and increase their purchase
intention.
Based on Pearson’s correlation result, the
researcher concluded that environmental
concerns, attitude – driven for environmental
responsibility,
supporting
environmental
protections, environmental friendliness of
companies, subjective norm, and price
influenced on purchase intention of LED lamp
green product.
Recommendation
There are several articles, books, and research
that study about the purchase intention to green
product, and there are more variables that could
have influenced on purchase intention toward
green product. Therefore, the further researcher
should also determine on the other factors in
order to create more comprehensive picture.
The researcher just only studied in Bangkok
and Chon Buri provinces. Additional
commercial areas and communities can be
investigated to understand more comprehensive
picture.
The result of this research indicated that the
internal factors, such as environmental
concerns and attitude, had high mean. But the
external factor, such as price, subjective norms,
or environmental friendliness of companies,
still had less impact to decision making of
people. Therefore, the researcher would
recommend studying more physical factors for
understanding how to make more effective
action for improving purchase intention to
green product.
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Abstract
This study examines the potential of social enterprise for poverty reduction of small-scale rice farmers
in the northeastern part of Thailand. The general purpose of this study is to bring a deeper understanding
of what social enterprise organizations are bringing on change to Thai society, especially in terms of
improving the quality of life for the poor. The qualitative research approach has been chosen in order
to get a deeper understanding of the social enterprise. The study will be conducted through in-depth
interviews, using case study methods and by choosing four rice industries social enterprises that are
currently working with the rice farmers in the focusing area of Northeastern Thailand. The Social
Impact Assessment Theory (SIA) is adopted to analysis the results of study, together with the Theory
of Change, the Stakeholders Theory, and the Impact Value Chain Model as tools for analyzing. The
main conclusions show that social enterprise could be a great poverty reduction model to help rice
farmers successfully and permanently uplift them out of poverty, under the circumstance of keeping
balance in both financial and social returns. The recommendations in the study pointing at the lack of
consumer perception about the social enterprise and its products which considering the main obstacle
Thai social enterprises are facing. Therefore the findings of this research are expected to provide a better
understanding in the change of social enterprises are providing to society.
Keywords: Social Enterprise, Poverty Alleviation, Rice Farmers
Introduction
According
to
The
United
Nations,
approximately 836 million people still live in
extreme poverty and around one in five persons
in developing regions live at or below US$1.25
per day. Unfortunately, many of them are
lacking access to adequate food, clean drinking
water and sanitation. (United Nations
Development
Programme,
2016)
As
devastating as it is, the impact of poverty had
led the entire global network to work together
to end one of the world's most pressing and
important problems. It started with the
commitments of 117 countries in 1997, to
eradicate absolute and reduce overall poverty
(Gordon, 2005), and has progressed to the latest
agenda in 2015, to end poverty, protect the
planet, and ensure prosperity, known as

Sustainable Development Goals (United
Nations, 2015). Making the number of people
living in extreme poverty dropped by more than
half, from 1.9 billion to 836 million, but too
many are still struggling for the most basic
human needs. As a complicated social
phenomenon, to eradicating poverty in all its
forms is considered one of the greatest
challenges facing humanity (United Nations
Development Programme, 2016). And it is
becoming even more difficult to reach the
remaining in extreme poverty and will be
critical to find ways to tackle the issues as
making progress of end poverty in all forms and
dimensions toward 2030. (World Bank Group,
2016)
Social analysis of FAO pointed that investment
in the agricultural sector effectively reduces

The International Conference of Entrepreneurship
and Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st , 2017

poverty and agriculture and rural development
can significantly contribute to the goals (FAO,
2011). Thailand, an upper-middle income
economy, predominantly an agricultural
country also has a strategic plan to end
poverty. The development model of poverty
reduction is about improving the well-being of
disadvantaged families, sharing the benefits of
growth across communities, and connecting
remote regions within the country and with the
rest of the world (Jitsuchon & Kaspar). Over the
last 30 years, poverty rate in Thailand has
successfully declined substantially from 67% in
1986 to 7.2% or around 4.8 million people in
2015, due to high growth and rising agricultural
prices and governmental policy supporting
agricultural sector (National Economic and
Social Development Board, 2016). Poverty in
Thailand is primarily a rural phenomenon, as of
2014, over 80 percent of the country's 7.1
million poor live in rural areas, the poorest rural
is the northeast region (World Bank Group,
2017). Thus, the population of 10.5% living
below the national poverty line is still the main
task of the country to end poverty (Asian
Development Bank, 2017).
Agricultural products are a major source of
income for Thailand and makes up about 25%
of the exports from the country. For Thai people,
rice is not only a source of cultural traditions
and customs, but also the main economic crop
making up 24% of the global rice export in
2016 (Thai Rice Exporters Association, 2017).
Rice farmers share a majority of the 3.7 million
of the 6.6 million agricultural households which
make up a significant portion of half of
Thailand’s labor force. This makes rice an
important part of the "backbone of the nation”.
(Food and Agriculture Organization of the
United Nations). They grow rice to feed the
entire population which makes Thailand the
world’s largest rice exporter for the last three
decades
(Titapiwatanakun,
2012).
Unfortunately, the increase in GDP at 2.5% rate
in the agricultural sector in 2016, developed in
the opposite direction from rice farmer’s
income which decreased the rice farmers
income by a confirmed 8.91%. The Thailand
Office of Agricultural Economics defines the
rice farms income as “the lowest” and therefore

“the poorest” of all Thai farmers (Thansettakij
News, 2016).
As Ban Ki-moon, Eighth Secretary-General of
the United Nations once said "Saving our planet,
lifting people out of poverty, advancing
economic growth, these are one and the same
fight." (United Nations Secretary-General,
2011) Rice farming is dependent on weather
conditions, so the extreme flood and drought
cycle caused by climate change is a problem for
farmers. Both the domestic Thai problems and
global problems, such as supply over demand,
highly competitive market, rising costs or poor
yield, are the cause of 75% of Thai rice farmers
to still live below the poverty line. The problem
is getting worse because not only do rice
farmers having the lowest income, but their
household debts have tripled in the last decade.
(Fiscal Policy Office, 2016) Thai rice farmers
are also faced with the land occupation problem,
occupation extension, chronic poverty, and
income inequality. To focus on manufacturing
process in order to enhance agricultural
productivity and help raising only the income
(Kingdom of Thailand and FAO, 2012) might
not be enough, but it would improve the longterm living standard of the rice farmers. At the
same time it would solve the poverty’ related
social problems and take better care of the
environment.
Social Enterprise (SE) has emerged over the
past several decades as a way to identify and
bring about potentially transformative social
change (Osberg & Martin, 2015). It is viewed
as a way of combating poverty and
marginalization (Diochon, 2013), due to its idea
of using business to solve major social and
environmental problems (UNDP Regional
Bureau). It is able to tackle economic and social,
concerns and challenges that neither public
agencies nor for-profit enterprises can address
effectively. (UNDP Regional Bureau)The
effectiveness of such an organization in
achieving its goals and their efficiency in
financing will further enhance their impact
towards eradicating poverty. Thailand has
adopted the United Nations 2030 Sustainable
Development Agenda, with its first goal of “No
Poverty, ”using Doi Tung Development Project
(DTDP) as a blueprint of the successful poverty
eradication of SE (Ministry of Foreign Affairs,
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2016) with an effective and sustainable income
generation in Northern Thailand (Shahnaz &
Tan Shu Ming, 2009).
Several studies on the topic of social enterprise
and rice farmer’s poverty have suggested that
further study in this area should be specific in
the exact organization needed to deepen the
understanding of how social enterprises sustain
their performance and respond to the
environment (Tepthong, 2014). Therefore, the
objective of this study is to identify how social
enterprise can potentially serve as a poverty
alleviation strategy for small-scale rice farmers
in the poorest part of Thailand. By adopting a
Social Impact Assessment (SIA) methodology,
this study is to investigating how social
enterprise can potentially serve as a poverty
alleviation strategy for Thai small-scale rice
farmers based on the Theory of Change, the
Stakeholders Theory, and the Impact Value
Chain Model as tools for analyzing.
Materials and Methods
The qualitative research approach has been
chosen in order to get a deeper understanding of
the social enterprise program, to collect the data
and organize the research. The study will be
conducted through in-depth interviews, using
case study methods and by choosing four rice
industries social enterprises that are currently
working with the rice farmers in the focusing
area of Northeastern Thailand.
Information from individuals is gathered by
using a semi-structured in-depth interview.
Interviews are partially structured by a written
guide to ensure that they are focused on the
issue, structure is divided into three main parts;
general questions regarding the enterprise and
rice industry, financial information, questions
related to the Social Investment Assessment.
The interview questions are constructed to
explore the organizational effectiveness in each
of the social enterprise organization in
eradicating urban poverty.
The one to two hours interviewing time is set
for the interview to stay conversational enough
for participants to introduce and discuss aspects
that considered being relevant. It also providing
enough time for a researcher follows up the
explanations, asking more specific questions
when necessary and pursuing a deeper

understanding of business. Because the
interviewees are both Thai native speakers and
a English native speaker, the interviews are
conducted in bilingual version depending on the
nationalities of interviewees. All of the session
are recorded using a voice recorder and will be
in form of MPEG-2 Audio Layer III (MP3)
format.
The four representatives of the company are
invited to the telephones interviews, which
enable a researcher to gather information
rapidly, also help solve the distance problem
between a researcher and the interviewees. The
case study will be an explanatory type, aims to
examine closely both at a surface and deep level
in order to explain the phenomenon of how
social enterprise can reach its company goals
and also help increasing Thai rice farmers with
the poverty issue. The results will be presented
in a variety of tables; all of the similar outcomes
from the interview will be used to create a
proper conclusion for the poverty reduction
strategy for small-scale rice farmers in the
North-eastern part of Thailand.
Results and Discussion
The purpose of this study is to investigating
factors
social
enterprise
organizations
potentially serve poverty alleviation for Thai
rice farmers, focusing on the small rice industry
social enterprises that are working with the
small-scale northeastern rice farmers of
Thailand. By adopting the Social Impact
Assessment (SIA) Theory, which includes the
Theory of Change, the Stakeholders Theory,
and the Impact Value Chain Model as tools for
analyzing. In order to answer this question, both
primary and secondary data sources were used,
along with specific research questions to help
narrow the scope and guide the research in the
desired direction. The results are as follows.
The first Factor is Internal Planed Work of the
Organization including Company’s Goals,
Stakeholders Theory, Input, and Activities of
Impact Value Chain. Regarding the
Organization’s goals of making change in some
social problems they see, which every company
interviewed in this thesis all share the same goal
of solving the poverty problem of Thai rice
farmers. Each company is willing to solve the
same issue by using each of their exclusive
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management methods. For example, the Siam
Organic Company strongly emphasizes the
market-based approach in a sustainable,
irreversible and scalable manner, in order to
achieve the goal of transforming Thai farmers’
quality of life to help them lift themselves out
of poverty. While Pensook Company have been
adopting the long-term goal of how to manage
itself to go broke, which means that the
company has been trying to provide rice
farmers with significant amount of resources,
and through different scenarios that can provide
positive outcomes, it is possible to devise a way
for their farmers to live a healthier life with a
more sustainable organic agricultural technique.
This way more income is generated and at the
same time it continues to help future production.
After identifying major issues and determining
the goals, it is important to identify the
Stakeholders and find out their needs or
expectations. Stakeholders are those who are
socially impacted or who have a social impact
on the firm through social drivers and barriers
(Kusyk and Lozano, 2007 cited in Burga &
Rezania). Results from the study show that the
Input and Activities are mostly focus on two
groups of stakeholders that are the main priority.
They are the rice farmers and the customers
(end user). Farmers are playing an important
role in the production process. They are in
charge of the supply chain, funding, seeds, and
fertilizers. Any other basic agriculture facilities
are provided by the organization. The top two
activities provided by all the four case study
companies, are Agricultural Education and
Agricultural Knowledge. More so in organic
farming as it provides both a theoretical and
practical on field demonstration. A very
important activity that helps raise the income of
farmers is the Purchasing Process with a
guaranteed price. According to PenSook
Company, a 60year-old farmer claimed with the
project manager himself that at the highest
purchasing price he has ever received in the
entire life. And that has made the customers or
end users play in the role of Buyer, which is one
of the significant roles in keeping every form of
business driving.
The Goals of an Organization direct where they
would want to invest their resources in the Input
process, especially with limited human resource

and capital, to make the impact they wish to see.
Following with the Activities process, each
Organization is taking further action.
According to the Logic Model Framework,
Inputs and Activities are internal factors (So &
Staskevicius, 2015) that the organization has
control of or a plan to work on, in order to
pursue the the most favorable result.
An
example in FarmerDo’s community, which the
Initiator spends her time doing field research
and by conducting “Cost Benefit Analysis of
Different Rice Cropping Systems in Thailand”
practically in real rice field alongside with real
farmers in her community. She funds the work
herself in order to gain the farmers trust and
aims to prove that the System of Rice
Intensification (SRI) is a suitable and useful
system to solve soil condition problems for
Thai rice farming. In educating farmers with
organic agriculture knowledge, FarmerDo is
also at the same time cultivating rice with them.
Second is the Extended Results or external
factors, which include Output and Outcome.
Output is the result of the activities that are
undertaken, while the Outcome or Impact are
the changes or effects on individuals or the
environment that follow from the Output. These
two factors are the following effects from the
Planned Work Input and Activities. Such
results will show the impact or the change
Social Enterprise is making on society. An
outstanding example is Siam Organic Company,
who are making progress in increasing the
amount of farmers and arable land. They do this
by growing the amount of generated income
providing access to high quality crops for self
consumption, good quality seeds, and more
effective forms of fertilizers. This leads to an
outcome of sustainable livelihood, together
with the increasing net income and price
stability; it can also improve crop yield and
health of rice farmers. Moreover, Siam Organic
is providing a monetary value on social benefits
called Social Return on Investment (SROI)
number of 5.7 in 2016. It means that for every
1 Dollar that is invested into the Company, the
Social Return generates 5.7 Dollars for the
Farmers.
Discussion
The four Social Enterprise Organization chosen
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as a case study in this research share the same
mission of solving poverty problem and uplifting quality of life for the small-scale farmers
in rural area in the northeastern part of Thailand.
The process of serving the poor and making
change in rice cultivation face many obstacles,
three out of four social enterprises are willing to
accept low profit margins and the aim at
maximizing stakeholder value. One of the case
studies has not been able to make profit since
starting the business, another company is
starting loosing profit recently and the third
enterprise only generates profit when excluding
the opportunity cost. Although social mission is
the most important thing for social enterprise,
but earning an income is also vital to keep
company running in the long-term.
Siam Organic, the only one company that has
reviewed its 4-year track record of proven
financial and social impact success. The
company has claimed that their success factors
based on market-driven social solution and
value-added innovations, scalable business
model, sustainable revenue model, a huge
organic market demands in US and EU, along
with a well-balanced highly driven team of
social entrepreneurs from diverse backgrounds.
These are the result of Input and Activities this
company is doing differently from the rest.
Despite the fact that all of the SE organizations
are aiming to solve poverty problems and other
social problems, knowledge sharing among
organizations is another possible factor for SE
to learn from each other’s approaches and best
practices toward the desire outcomes and
developing the overall quality of the social
enterprise.
Conclusions
Social Enterprise seems be the most reasonable
poverty-reduction strategy to can help rice
farmers successfully and permanently uplift
themselves out of poverty. As Fair Trade
businesses, Healthy and Sustainable Living and
Agricultural Education are the outstanding
performance provided by Thai’s small-scale SE,
by engaging and investing in the poor, they are
now becoming more effective and efficient
farmers. Adding in with the Company’s aim for
the farmers to also become self-made suppliers
and owners in the future. Not only does Social

Enterprise aims to help farmers by solving
environmental problems, it also aims to
alleviate social problems and eliminate poverty
at the root so that everyone can enjoy a higher
standard of living.
The most compelling challenge Social
Enterprise Organizations face is how to make
enterprises sustainable by increasing the profit.
Even though it is not the primary objective of
the business, profit is still necessarily a function
of sustainability. Despite the fact it is a social
organization, it still needs to generate some sort
of profit so that it can maintain its functionality.
From case studies gathered regarding
Thailand’s social view towards SEs, there
seems to be a lack of awareness amongst the
population, thus are unable to support the SEs
despite it being able to make profits. Now that
profits are being generated many farmers are
also joining in on the SE type business model.
At this point, the supply has exceeded demand.
This is now a new problem SE must face.
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An antecedent towards brand loyalty of a cosmetic brand among Burmese
female consumers in Yangon, Myanmar.
Myat Myat Thin
Graduate School of Business, Assumption University
ABSTRACT
Myanmar is a developing country in terms of cosmetics consumption and has a great potential with a
population of 54.8 million. This study aims to determine whether Burmese women have brand loyalty
in the cosmetics sector. This study designed to observe antecedents’ impact on loyalty in a highly
competitive of cosmetics brand dealing with a majority of local female consumers in Yangon,
Myanmar. The study also addressed the influence of brand image on satisfaction and brand trust.
Women purchasing and personally using Maybelline cosmetic products were participants of this study.
Data gathered from a total sample of 420 women from Yangon region were used for the statistical
analysis. It was collected from four main shopping malls of Maybelline Myanmar retailers. Multiple
Regression Analysis was applied to test brand image, brand personality, brand trust, brand experience,
and satisfaction effects on brand loyalty. Besides that, it tested the influence of brand image on
satisfaction and brand trust by Simple Regression Analysis. The results demonstrated that brand image,
brand personality, brand trust, brand experience, and satisfaction had significant impact on brand
loyalty; particularly, these factors are in the prioritization order. Moreover, satisfaction and brand trust
also had positive effects on brand image.
Keywords:

cosmetics, brand image, brand loyalty.
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Introduction
Myanmar is one of the quickest developing and
most encouraging economies in Asia Pacific
according to the strategic market research of
Euromonitor International (2014). The demand
of blooming beauty is growing with a variety
of products and services (Jessica, 2013). The
competitions between brands have become
common though the success depends mainly on
the capability of drawing in customers towards
its brands. In addition, the expenses of
attracting a new customer have been observed
to be around six times higher than the expenses
of keeping an old one (Khraim, 2011).
Therefore, gaining loyalty of consumers ensure
the survival of brand. Oliver (1997) also stated
that the loyal consumers create a steady stream
of revenue as consumers valued these brands
for what they are and what they represent
sufficiently enough to stick with them and
reject the overtures of competitors. However,
consumers are more likely to buy well-known
brand products with positive brand image
(Alba and Hutchinson 1987) in order to save
themselves from the fraud or untrusted brands
(Kim and Lee, 2011). In terms of developing a
quality relationships, it is essential to build
through a process of making and keeping
promises where customers have assurances
that the products they are buying is what they
believe to be so. In that way, the long-lasting
positive brand experiences stored in the
memory of customers will affect their
satisfaction and loyalty (Oliver, 1997). The
foundation of this study is relying on brand
experience, brand trust, brand personality,
brand image and satisfaction, which are
affecting the brand loyalty in the field of
cosmetics.
Research Objectives
The study aimed to examine variables
which are related to loyalty and its associated
factors such as brand personality, brand
experience, satisfaction, brand image, and
brand trust in the case of Maybelline cosmetics

among Burmese female consumers in Yangon,
Myanmar. The objectives of the research are as
follows:
To analyze the influence of brand image on
satisfaction of Maybelline cosmetic brand.
To study the influence of brand image on brand
trust of Maybelline cosmetic brand.
To identify the influence of brand personality,
brand experience, satisfaction, brand image, and
brand trust on brand loyalty of Maybelline
cosmetics.
Literature Review
Brand Personality
Brand personality can be categorized as
human characteristics associated with the brand
(Aaker, 1997) mainly in three sources such as
consumer’s association with a brand, the creation
of a company’s display image, and the attributes
of product (Jouzaryan et al., 2015). That is to say,
brand personality can be seen as a matching
process or procedure of coordination between the
ideal self of the consumer and the attributes of a
product in the case of buying cosmetics (Craik,
1993). Thus, customers appreciate specific
brands when the brand personality parallels with
the consumer's own personality or the identity
they want to accomplish (Sirgy, 1982). Guthrie et
al. (2008) analyzed women’s views of brand
personality in connection to their cosmetic usage
where customers tend to settle on buying choices
based on self-developed brand images instead of
the original information provided. According to
Long-Yi (2010), the personality of its brand plays
an important role to identify the variable of the
purchaser’s choice of brand. Not only to convey
one’s ideal self or different forms of the self but
also the perceptions and evaluation assessments
of the brand can be delivered through brand
personality (Guthrie et al., 2008). Therefore,
brand personality has been one of the most
standout issues in marketing (Dick et al., 1990).
Starting with understanding the customers’ needs
and wants in order to capture them are a must for
firms’ success in the marketplace (Kohn, 1993).
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Brand Experience
Brand experience is expressed as
feelings, sensations, cognitions, and behavioral
reactions that evolve by the brand-related
stimuli that are part of a brand’s environment,
communication, identity, packaging, and
design (Brakus et al., 2009). Also, brand
experience is specified as the perception of the
consumers during the first interaction with the
brand or the level of value concerning the
individual treatment they receive (Jouzaryan et
al., 2015). However, Alloza (2008) argued that
brand experience as not only the first encounter
experience with the brand but involvement at
every moment of the contact consumers have
with the brand. By using the brand, talking
about the brand to others, seeking out brand
information, events, promotions, and so on
give birth to brand experience (Sahin, 2011).
Furthermore, marketing communication can
deliver brand experience through television,
radio, and positive word of mouth without any
interaction with the product (Lau and Lee,
1999). Offering experience is claimed to be an
answer for building up another pattern of key
promoting in strategic marketing as today's
customers are searching for products, as well
as hunting down a new experience (Schultz,
2000).
Satisfaction
Satisfaction is mentioned as the
customers’ evaluation of product or service on
the agreement level of meeting their need and
expectation or an estimate evaluation of the
purchase
(Fornell,
1992).
Likewise,
satisfaction is an effective reaction,
concentrated on product performance
contrasted with some pre-purchase standards
during or after consumption (Halstead et al.,
1994). According to Anderson and Sullivan
(1993), a positive emotional response to the
result of a related experience is defined as
satisfaction. In addition, satisfaction has been

found to prompt to the long term blending
relationship between consumers and the brands
as a satisfactory partner in an ongoing
relationship with each other (Sahin et al.,
2011). In other words, satisfaction is the
strength of a consumers’ relationship with the
brand (Anderson and Sullivan 1993) where, the
evaluation result of comparing the expectations
of customers and their impression of the
estimation of the product or service received
(Oliver, 1997). However, satisfaction is an
important yet not adequate part of loyalty
(Chambersburg, 2008) because it is considered
as an indirect source of brand loyalty in the
empirical research on global brands by Sahin et
al. (2011). Therefore, consumers' buying habits
are not always consistent with satisfaction,
although satisfaction is associated with loyalty
(Bennet and Rundle-Thiele, 2004).
Brand Image
The image of a brand is the perception
and expectations from a product or service
(Liebermann and Stashevsky, 2002). To be
specific, the mental representation of
consumers towards the offering and it includes
symbolic meanings that consumers associate
with the particular attributes of the product or
service (Salinas and Perez, 2009). In other
words, Padgett and Allen (1997) identified that
the associated meaning of a product or
service’s attributes also symbolize brand
image. For example, the image, logo, firm
name and trademarks which bring the brand
into the mind of the consumer are different
stimulants of brand’s image (Aaker, 1997). In
other words, brand image inhibits the learning
of other attribute information such as providing
particular information on the quality of
product,
its
reputation,
performance,
credibility, prestige and so on (Afsar, 2014).
Therefore, the higher the image of a brand, the
more significant and dominating impact it has
in assessing a brand (Afsar, 2014). As
indicated by Grewal et al. (2008), consumer
will positively recognize product quality in the
case of a better brand image. Thus, Brand will
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be recognized the strengths and weaknesses
through its image as well as consumers'
insights into their products or services.
Brand Trust
Brand trust is identified as a
consumer’s confidence in the certainty of a
future promise to be delivered or a
performance for services or goods received
(Jouzaryan et al., 2015). On the other side, trust
can be seen as maintenance in support of a
continuous trade relationship to obtain a
consumer's confident beliefs or credit in which
consumer can rely on the brand to deliver the
promised services or attributes (Sahin et al.,
2011). In short, brand trust can be
characterized as the degree to which a
consumer’s beliefs that a specific brand to
fulfill his/her needs. Additionally, brand trust
is noted as the willingness of the average buyer
to depend on the ability of the brand to play out
its stated function (Chaudhuri, and Holbrook,
2001). Trust can be considered as an essential
component of any consumer- brand relation
(Jacoby and Chestnut, 1978). With competition
of winning the long-term relationships with
customers among brands, trust between
customers and brands has been found to
influence brand loyalty (Chaudhuri and
Holbrook, 2001). The presence of trust invites
confidence in shoppers. Subsequently, Chiou
and Droge (2006) highlighted that the more
trustful the brand becomes the more likely it is
to attain the consumer’s loyalty-involvement in
the long-run.

Brand loyalty
Brand loyalty can be measured as the
consistency of a profoundly held responsibility
to re-buy or re-patronize a favored service /
product in the (repetition of buying the same
brand), in spite of situational impacts and
marketing encouragements to switch brand
behavior (Oliver, 1997). In other words, brand
loyalty is characterized as a long term

commitment with a particular product or
service incorporated with the consumer’s
positive attitudes and repetitive purchases
toward the quality of a brand (Li et. al., 2011).
Also, loyalty is defined as an attitude that
displays the relationship between the customer
and the business or company. In the case of
beauty products, women attach emotions in
association
with
brand
relationship
management to buying decisions and loyalty,
which result in a longer run retention (Afsar,
2014). Churchill and Surprenant (1982)
characterized brand loyalty as the repeated
purchase conduct in view of buyers' fulfillment
with their accumulated encounters in buying a
similar brand. According to Kumar et al.
(2006), loyal customers make purchase
decisions solely on their previous experiences
rather than the needs of evaluating the brand.
Besides, selling to brand loyal consumers costs
less than attracting new consumers (Oliver,
1997). From the point of competitive offerings
in the marketplace, brand loyalty reduces the
consumers’ sensitivity by giving more time for
the company to respond (Aaker, 1997) because
loyal consumers are less price sensitive
(Yannopoulou, 2011). On the contrary, a high
level of brand loyalty is the birth of brand effect
which is associated with consumer's positive
emotions and favors building a promising close
relationship between the brand and the
consumer (Khraim, 2016).
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Therefore, this study hypothesized three
statements in investigating their relationship as
follows:
H1: Brand image influences satisfaction.
H2: Brand image influences trust
H3: Brand personality, brand experience,
satisfaction, brand image, and brand trust
influence brand loyalty. Methodology
The study adopted a descriptive survey
research design to estimate the ratio of people
in a specific population who act in a certain
way (Churchill, 1999). For example, inquiring
the verification question of who, what, when,
where and how the characteristics of certain
population based react (Zikmund, 2004). Selfadministered questionnaires (SAQ) data
collection method and 5 points Likert Scale are
employed to measure the agreement level of
respondents. In order to collect the reliable
results, not only the related secondary data
from the previous articles and journals but also
the primary distributed questionnaires data are
gathered in this study.
Data Collection
The target population in this study is female
consumers in Yangon, Myanmar who have
experienced using the cosmetic brand,
Maybelline. The respondents’ age range
included 4 different groups: 15 to 20, 21 to 30,
31 to 40, and 41 to 64 years old. The sample
size was 420 respondents and the questionnaire
consists 47 questions with four parts. The
initial part of the questionnaire is the screening
questions to filter the type of respondents to fit
into the required characteristics so that only the
qualified respondents can continue to complete
the rest of questions. The second part designed
to measure the degree of agreement and
disagreement level which reflecting on
independent variables of the study: brand
experience, brand personality, brand trust,
brand image, and satisfaction. The third part
was asked on loyalty of Maybelline cosmetic
brand to evaluate the level of its loyalty. In The
last part,
demographic factors, aimed to
analyze in personal details of respondents’

marital status, age, education, occupation,
purchase frequency, and income in order to
segment the market and estimate the ecological
conscious behavior (Hair, 2010).
Findings
The findings of the descriptive analysis showed
in Table 1, that the major age group of
respondents was 31 to 40 years at 49.8% or 209,
which is almost half of total respondents. In terms
of marital status, although the majority of
respondents were married (42.9% or 180
respondents), the number of single respondents
was 178 or 42.4%, only 0.05% short. That being
said most respondents were adults, majority are
working in public sector (153 or 36.4%) and most
hold a bachelor’s degree, which accounted for
283 respondents or 67.4%. As majority are of
mature age, the purchase frequency came in once
in 6 months as the most frequent one with 120
respondents, 28.6%. As results showed, most
respondents have income or pocket money of
200,001 to 300,000 kyats (151 or 36%).
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Table 1:Findings of Descriptive Analysis
Frequency(f)
178
180
62
71
109
209
31
52
283
73
12
40
96
153
89
37
5
109
102
89
120
13
124
151
53
62
17

Percentage (%)
42.4
42.9
14.8
16.9
26.0
49.8
7.4
12.4
67.4
17.4
2.9
9.5
22.9
36.4
21.2
8.8
1.2
26.0
24.3
21.2
28.6
3.1
29.5
36.0
12.6
14.8
4.0

Demographic Factors
Single
Married
Other
15 - 20
21 - 30
31 - 40
41 - 64
High School
Bachelor
Master
PhD
Student
Private Sector
Public Sector
Self-employed
Housewife
Retired/Other
Once in a month
Once in two months
Once in three months
Once in six months
Less than 100,000
100,001 - 200,000
200,001 – 300,000
300,001 – 400,000
400,001 – 500,000
More than 500,001

The findings of hypotheses testing analyses,
inferential analyses, were conducted by using
Simple and Multiple Linear Regression.
Hypothesis one and two were tested by Simple
by Multiple Linear Regression. And all null
Table 2:
Hypotheses testing analyses
Hypotheses Description

Variables

H1: Brand image influences
on Satisfaction.
H2: Brand image influences
brand trust.
H3: Brand experience, brand
personality, brand trust,
brand image, and satisfaction
influence brand loyalty.

Marital status
Age

Education

Occupation

Purchase Frequency

Income/ Pocket Money
per Month ( Kyats)

hypotheses were rejected, implying there are
influences from the independent variables on
the dependent variables. The results are shown
in the table 2.

Sig. Level

Satisfaction

Unstandardized
Coefficient (Beta)
0.647

Brand trust

0.278

0.000

Brand experience
Brand personality
Brand trust
Brand image
Satisfaction

0.116
0.180
0.151
0.237
0.056

0.000
0.000
0.031
0.001
0.033

0.000
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Discussion
Base on the analysis results of hypothesis one,
brand image influences satisfaction in the case
of Maybelline cosmetic brand. This result is
consistent with the finding by Sondoh et al.
(2007), who discovered the influence of brand
image on customer satisfaction in the context of
color cosmetic products. However, the effect of
brand image on satisfaction in this study found
that Burmese female respondents are not
heavily relying on the brand image alone to
evaluate their satisfaction. Nevertheless, brand
image helps in assisting the consumers to
identify a product and its quality to gain certain
satisfaction, which was supported by Thakor
(1997). Concerning the result of hypothesis
two, the researcher found that brand image
influences brand trust of cosmetic products
brand, Maybelline. The finding is supported by
the study of Afsar. (2014) who studied the
effect of brand image on trust towards
consumers' evaluative judgments for beautify
products in Pakistan consumers.
Regarding results of the Multiple Linear
Regression Analysis in hypothesis three, the
researcher found that there are positive effects
of brand personality, brand experience,
satisfaction, brand image, and brand trust
influence on brand loyalty towards Maybelline
cosmetics. Prioritizing orders are brand image,
personality, trust, experience and satisfaction
on brand loyalty. The finding indicated that
brand image has positive influence on brand
loyalty and which is consistent with the finding
by Sondoh et al. (2007), who stated that a
company could expand brand loyalty by
guaranteeing buyers that its brand image and
character are consistent. Besides, many
researchers have suggested that brand image
has a positive influence on consumer’s brand
loyalty namely Bennet and Rundle-Thiele
(2002); Johnson et al. (2001). Secondly, in the
case of brand personality, the finding is
supported by Jouzaryan et al. (2015), who
indicated that brand personality has a positive
effect on brand loyalty in the case of cosmetic
products. The third case of brand trust, the

finding is supported by Khraim, (2011), who
discovered that brand trust and brand loyalty
are strongly influenced and Sandvik (1996)
analyzed brand trust as predictors of brand
loyalty. In terms of brand experience, the
finding is consistent with the study result of
Sahin et al. (2011), who revealed that brand
experience has positive effects on loyalty.
There are three previous studies supported this
particular finding; namely Brakus et al. (2009);
Zarantenello and Schmitt, (2000); Jouzaryan et
al. (2015). The least factor effecting brand
loyalty in this study is satisfaction. This result
was supported by two previous studies done by
Ganesan 1994; Olive (1980). However, Sahin
et al. (2011) specified that satisfaction is
important yet not an adequate part of loyalty.
Recommendations
As brand image has positively influence on
satisfaction and trust, the brand should identify
the audience needs first. Maybelline should
provide customers what they want and when
they want it. For instance, know when to offer
birthday discount, anniversary makeover, and
after water festival care promotion. Train
Maybelline employees on relationship
marketing skills. Such training would build a
customer-oriented climate in which contact
staff can deliver brand’s positive image
efficiently and effectively. Subsequently,
customer associated activities can serve as the
criteria for Maybelline staff performance
evaluations and promotions. For trust,
consistency of products and service quality are
required to be available in store and online
because they can make Maybelline standout as
one and only reliable brand throughout
Myanmar. And educate the consumers how to
protect themselves from fraud. The reason why
consumers should look out for trusted cosmetic
brands is not only the harmful chemical
associated with products but also, the unknown
side-effect (skin diseases).
Concerning loyalty, brand should upgrade its
image by redesigning the packaging in terms of
colorful and bright color to attract teenagers
such us baby-lips in rainbow colors, and build
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its cosmetic brand images through word-ofmouth (WOM) promotion on Facebook and
YouTube as well as use of free samples.
Maybelline should carry out up-to-date survey
research to find out what images their brands
have in Burmese customers’ minds and what
kind of buying characteristics are in trends. As
Burmese consumers have a low degree of
ethnocentrism towards cosmetic brands, so
brand should take advantage and promote the
attribute of on country of origin (Maybelline
New York). In this way, Maybelline will have
a strong personality impact which perfectly
match with the demands of Myanmar’
cosmetics industry.
Brand trust, Maybelline should encourage
customer reviews on their websites and other
credible websites to generate trust about their
brand and products. If Maybelline made their
products available on their official brand
websites like Maybelline.co.th, this may
overcome functional (authenticity of product)
and financial risk (safety of credit card or brank
transfer).
Brand experience, provide effective shopping
experience over the phone, mobile application
(Viber or Line), and internet via social media
(Facebook) to make it ease and comfortable for
busy consumers to save their time and be able
to pick up at their convenience choice of
Maybelline’s locations. Besides, Maybelline
Myanmar should increase its sale display in
stores to get repeated contacts between the
brand and customers. Also change the store
environment in particular having a testing
powder room with showcasing all the brand’s
makeup to create a complete look for shoppers
where all those testers are also available to
purchase nearby display. In that way, shopping
Maybelline will be as fun as a social hang out
spot for girls, ladies and women. For product
experience, as women cosmetic needs
constantly evolve throughout life, innovate on
wrinkles, and spots correcting products.
Additionally, brand should have an estimate
outcome label like visible results in 21 days on
products. Also, training the sale representatives

will create confidence in the consumer usage of
products, which may lead to subsequent
purchases of the same product or becoming
loyal to the brand.
For satisfaction, Maybelline should strive to
expand in areas such as the men’s skincare
products, eco-friendly cosmetic products
packaging, organic makeup, and free animal
testing product to satisfy a wider range of
consumer needs. In the long run, this guidance
above will not only benefit the particular
cosmetic firms, but will also shape the
attractiveness of the country’s retail market. In
other words, this will have a profoundly
positive affect on Myanmar’s much-needed
economic progress.
Future Studies
This study concentrated on analyzing the
antecedents of brand loyalty towards
Maybelline cosmetics brand in Yangon,
Myanmar. Future research can be extended to
other parts of the country to also establish the
determinants of brand loyalty cosmetic
products in those areas. Besides, the research
can be extended to different brands or luxury
department stores that deal with cosmetic
products in Yangon. Furthermore, the other
determinants of brand loyalty apart from brand
satisfaction, brand experience, brand trust,
brand personality and brand image can also be
carried out to deepen the understanding of
loyalty. Especially, the four dimensions of
brand
experience
(sensory,
affective,
intellectual, and behavioral) are recommended
to study in order to recognize how differently
they evoked. In future, the relationship between
brand image and brand endorser should find out
to define a better understanding of its influence
on consumer loyalty. As well as the use of other
instruments and the span of attributes that
affects brand loyalty, variable such as the store
environment, country of origin, price, product
quality, and promotion to get better results.
Conversely, the ultimate users may have an
impact on the study's results and thus, focusing
on smaller age group, for instance, teenagers for
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future research is advisable. Studies may
consider examining one type of color cosmetic
product category, for example, lipstick or
foundation. Lastly, the findings of brand loyalty
in different fields apart from cosmetics whereas
the data collecting through the interviews and
focus group will be valuable to know.
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Abstract
This paper presents on-going action research which is derived from an actual organization
development project with ABC Company. The rationale is based on the fact that the CEO and Human
Resources Department did not see tangible results from previous HRD training programs whereby
the emphasis tended to be placed on knowledge building while it was not evidenced as to what actions
were taken by employees upon completion of these intensive training programs. Per such facts, the
leadership team wanted to change the way that HRD training programs are delivered to enable
employees to better cope with changing marketplace while crystallizing possible organization
development projects as measures for effective training. This on-going action research that comprises
Phase I: Induction, Phase II: Interaction and Phase III: Integration. The first phase begins with selfdiscovery process that allows participants to recognize self strengths, then each individual person
articulates his/her experience about the current organization situation; and lastly collectively
translates common realities to possible organization development programs. The site of on-going
action research is taking place in Bangkok at the Headquarters of ABC Company. This action research
has been carried out for the last 8 months and continues evolving. Total participant is 40. Fifteen out
of 40 are CEO, COO, Executives and Director and 25 out of 40 are VP, Directors, Senior Managers,
Managers and Supervisors. Sampling method is purposive sampling. This on-going action research
is based on a qualitative approach, employing the generative process to extract perspectives and ideas
on how those might enhance organization productivity and effectiveness. Data gathering techniques
comprise of focus-group interviews, workshops, discussions and reflection. As for data analysis
techniques, they consist of categorization upon combination of all workshop outputs, summary of key
points that emerge from undertaking workshops, discussion and reflection and pattern-matching
based on predicted theoretical/conceptual explanations. Two research questions are to be answered-1). What is considered “strengths” of the company today? and 2). what internal OD and change
initiatives can be designed and implemented to strengthen the organization vision, mission and core
values? Per initial findings, it was found that 27 different organizational characteristics were
collectively identified as current strengths of the organization, and 31 different ideas represent
possibilities or futures which participants commonly agreed to pursue, for the sake of co-creating an
organization alignment from vision, mission, core values, and actions to outcomes.
Keywords: Self-discovery, Organization Development, Developmental approach, Action Research,
Positive Change, Induction, Interaction and Integration, Vision, Mission
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Introduction
Approaches to Organization Development
and change efforts are varied, depending on
the need, context and nature of each
organization. Organization (McLean, 2006;
Palmer, Dunford & Akin, 2006). Development
(OD) is inter-disciplinary, embracing a variety
of fields of studies, ranging from psychology,
anthropology, social sciences, humanities, and
organization behaviors to management; and
thus its OD application tends to be multidimensional and flexible (Haines, Aller-Stead
& McKinlay, 2005)
Organization development is embedded
in every job and function. Most development
opportunities employed by the organizations
tend to focus on improving capacity and
capability in people and systems (Cumming &
Worley, 2009). Inevitably, people help keep
organization systems functioning as they
maintain productivity and effectiveness.
As articulated by Anderson & Anderson
(2010), the organization is composed of
people, contents and processes. To further
elaborate, people play an important role in
ensuring goals are met; the contents
meanwhile represent symbols, strategy and
structure and lastly the processes represent sets
of activities that maintain the interactions.
Coming to the organization, some of the
common issues causing dissatisfaction are
related to people. HRD initiatives; thus, plays
an important role in preparing and improving
human resources, ensuring the right kind of
development in knowledge, abilities and skills
is provided appropriately for competitive
advantage and achieving organizational
purpose.
Meanwhile, HRD is being challenged by
business imperatives and the marketplace to
make training and development programs to
become more attractive, positive, practical and
holistic as opposed to traditional HRD training
program that tend to focus on knowledge
building and knowledge transfer. Plus, when

it comes to the impact on an individual’s
learning and commitment in translating
knowledge to specific set of actions it is
seemingly individual-oriented instead of
group-oriented engagement.
Materials and
Methods
This qualitative-based action research
comprises three phases of development.
Phase I : Induction
Phase II : Interaction
Phase III : Integration
Table 1: Research Design
Phas
Procedure
e

Products

I

● Selfassessment
tool.
● Individualgroup
interviews.
● Discussion
s.
n = 40

● Qualitative
findings on self
and institutional
strengths.

II

● Thematic
development.
● Categoriza
tion
● Prioritizati
on
● Reflection
n = 40

● Images of
preferred
futures.

III

● Organizati
on
development
project
formulation
n = 40

● Initial
proposed OD
projects.

The procedure of each phase serves as a
set of action steps for this on-going action
research;

The International Conference of Entrepreneurship
And Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st 2017

Phase I: Participants self assess own
thinking styles, using a self-administed tool
which contains 63 questions. Each participant
then computes the scores to map out his/ her
thinking style. This process, from answering
the 63 questions to basic interpretation of data,
takes 60 minutes. Upon completion of this
procedure at the induction phase, the
participants have spent another two full days
to learn about appreciative inquiry while
conducting face-to-face interviews with
his/her team mates, using a five interview
questions checklist. The nature of questions
enables the participant to connect their
experiences from past and present and
envision the preferred futures.
Phase II: Participants collate, decode,
combine and synthesize the commonalities to
identify themes based on each individual
experience and idea. Participants freely draw
images that are connected with the storylines
emerged from individual-group discussion,
categorization and reflection.
Phase III: Participants are facilitated
through the process of formulating
organization development initiatives. The
participants are guided by a written instruction
that contains approaches to formulating OD
projects.
The sampling technique is purposive. The
selection criteria for the participants are 1)
Full-time employees who have worked for the
company over 5 years; 2) Full-time employees
who holds the position of manager who
manages a team of at least two members; and
3) Full-time employees who are identified as
potential candidate for future leader of his/her
respective function.

Research instruments comprise of a selfassessment instrument; interview checklists;
and lesson plans for classroom learning and
discussion.
Data analysis procedures include
contents analysis to identify common themes
from the interview transcripts. This process
involves the coders who are participants of the
study who also help categorize or group
similar phenomenon while developing the
themes of existing strengths (phase I) and
preferred futures (Phase II) as well as
formulation of possible OD projects (Phase
III). The site of this study is at the
Headquarters of the participating company in
Bangkok, Thailand
Conceptual framework
The conceptual framework below is
derived from two prominent Organization
theories which are Appreciative inquiry
(Cooperider, 2010) and Human thinking styles
(Lynch & Kordis, 2015; Tayko & Talmo,
2010). These two prominent Organization
Development theories are employed as the
framework to seek to understand the current
situation of personal-institutional needs as these
collectively define and refine future
possibilities for long-term organization
development efforts.
Changing
World
Outside-in

DESTINY

DREAM
Precision
thinking

Creative
thinking

Inside-out
Purpose

DESIGN

Active
Thinking

Humanistic
Thinking

DISCOVERY

Figure 1: Conceptual Framework
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As illustrated in the Figure 1, the flow of
conceptual framework starts from the central
part in this model; it is called “inside-out
purpose” which represents one of the
dimensions in the human social systems.
The purpose preconditions personal goals
and actions (Love & Cugnon, 2009). Adjacent
to the central core, is human thinking styles
which consist of precision, creative, active and
humanistic as characterized by Lynch (2009).
Beyond those four characteristics of human
thinking styles, it is the facilitation process that
is utilized to reframe the ways of viewing
current situations; that facilitation process is
guided by the 4D’s--- discovery, dream, design
and destiny as characterized by Cooperrider
(2010).
Results
Discussion

24.5 out of 40 members are precision thinking
style, representing 61.25%.
11.0 out of 40 members are creative thinking
style, representing 27.5%.
1.5 out of 40 members are active thinking style,
representing 0.0375%.
2.0 out of 40 members are humanistic thinking
style, representing 0.05%
The drawings below illustrate the actual
outputs after matching computed data with the
framework of human thinking styles.

and

Based on last 8 months action research
project with the participating company,
extensive data were gathered through a series of
workshops, discussions and reflections, and
then sets of data were inter-coded, calibrated
and synthesized by the participants, some
patterns can visually and conceptually be
observed that:
At the induction phase, as per patternmatching technique with the framework of
human thinking styles (Lynch, 2009), the
predominant thinking style of this group (n =
40) tends to demonstrate precision and creative
thinking styles while the presence of active and
humanistic thinking styles appears minimal.
To further elaborate the current human
thinking styles more concretely, the participants
have translated the numbers of red dots as
illustrated below (Figure 2), using basic
frequency and percentage, it can be read that:

Figure 2: Outputs of Thinking Styles
The participants further inter-coded,
calibrated and synthesized the current thinking
profiles as illustrated above and were asked to
elaborate how these might be viewed by the
organization; followings are some quotable
statements from group workshops which are
captured from extensive discussion and
reflection:
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“Look for consistency, but can also easily
accept dealing with the unknown”
“Sort things out and analyze the
consequences”.
“Manage complex systems and circumstances
is not a problem”
“Make abstraction more solid and build
bridges between people and technology”.
“Bring order and consistency”
“Develop formal mastery and skills in the way
you use information”
“Reduce the disorder in your life and increase
your knowledge of what is happening to you
and around you””
Think and talk about the future”
“See the consequences of new approaches and
ideas in the real world”
“Attract to new ideas and approaches”
The
participants
then
conducted
qualitative analysis to identify potential
strengths and opportunities of current thinking
styles and the implications for the organization.
The participants have come up with simple
summary of analysis:
Table 2: Strengths & Opportunities
Strengths
Opportunities
• Systems thinking
• More action or
approach.
results driven.
• An outcome must
Drive biz results.
be predictable.
• People
• Good planner.
development and
management.
• Room for mistake
is limited.
• Brand
• Creative thinking
management—
create a sense of
skills
pride to improve
demonstrated
passion and
while comfortable
loyalty.
with technical
stuff.
• Belief and values
orientation.
• Seeing the
unknown.
• Value-proposition
oriented

The first phase of OD cycle allows the
participants to understand and realize self
strengths and identify key opportunities for
personal-professional development as they
think of how their personal strengths could
support the organization as they move toward
the second phase of OD cycle.
Coming to the second phase of OD cycle
in which participants are guided by the
facilitator through the process of discovery,
dream, design and destiny. The participants
have spent two full days to generate, categorize
and synthesize the high points of current
experiences and preferred futures, utilizing
interview
transcripts,
storytelling
and
discussions.
Seven groups are formed to crystallize key
ideas by drawing them on the flipcharts,
illustrating the shifts from present situations to
the preferred situations. The examples of actual
outputs are presented below.

High Points & Future: Group 2

SEC, Tohken, BTC, Comserve, FX,
Support, Compile
Accept
Success
Happiness

Teamwork
Happiness
Quality and Trust
Collaboration
Stable and sustainable

Figure 3: Outputs of Present & Possibility
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High Points & Future: Group 2

Some patterns of past-present experiences
and preferred futures or possibilities have
emerged and those can be collated and
summarized as illustrated in the Figure 6 below.
International 1
Grow together, Work anywhere 2
Inside-out capabilities
Freewill > Alibaba 3
Branches of successes e.g., compile, insure, token, sec
Flat & Fast, Civic organization, happy workplace 4
Knowledge-based leadership
Anywhere & Anytime as if it functions as human brain 5
Experienced team,
Customer happy 6
Creative
New Tech and New Gens 7
Help customers and society
Team Happy and work together 8
Flexible work and life balance
Total solutions 9
Opportunity
Office = Home 10
Work atmosphere “PI-Nong”
Technology leader 11
Out of comfort zone
Growth and Sustainability. 12
Challenge
High return 13
New things/Markets
Life time benefits 14
Involvement
Satisfaction, Happiness 15
“PI-Nong” atmosphere
Good career 16
Learning/Knowing/Sharing
Capable resource 17
New venture
Positive and commit to success 18
Success,
Free Space 19
Accept, Success, Happiness, Team
Community learning 20
International, Overseas experience
Creative 21
Incentives, team unity
Teamwork, Happiness 22
design that meets customer needs
Quality and Trust, Collaboration 23
Like talking with customers.
Stable and sustainable 24
Team happiness, challenging and patience
Freewill Campus 25
Research, acceptance and honesty.
Work smart 26
From 100++ to 500 employees.
Dare to think differently 27
From Thailand to Vietnam
Reinventing as continuous innovation process 28
From silo to values chains
Change leader in technology stock exchange and insurance 29
Improve life of community 30
From “borrow” to “producer” 31

Present and possibilities

SEC, Tohken, BTC, Comserve, FX,
Support, Compile
Accept
Success
Happiness

Teamwork
Happiness
Quality and Trust
Collaboration
Stable and sustainable

Figure 4: Outputs of Present & Possibility

High Points & Future: Group 6

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.

Figure 7: Combined Outputs of Presents &
Possibilities
Inside out capabilities
Branches of successes e.g., compile, insure,
Knowledge-based leadership, token, sec,
Experienced team, creative

Work smart, International
Grow together, Work anywhere
Freewill > Alibaba
Flat & Fast
Civic organization, happy workplace

Figure 5: Outputs of Present & Possibility

High Points & Future: Group 7

Help customers and society
Flexible work and life balance
Opportunity
Work atmosphere “PI-NONG”

Anywhere
Anytime
As if it were functioning as
human brain

Figure 6: Outputs of Present & Possibility

As illustrated in the Figure 6, it shows that
the participants have recognized 27 experiences
as current happenings and 31 possibilities for
the organization to further pursue. The
summary of the presents and possibilities are
done collectively by the entire 40 participants.
As the group begins identifying how to
actualize future possibilities, the entire group
has revisited the organization vision and
mission to ensure seamless connection with
future possibilities; it has turned out that the
vision and mission needed to be upgraded to
satisfy not only external stakeholders, but also
internal stakeholder.
The vision and mission before they are
upgraded were more relevant to the previous
marketplace. While the company continues
growing, its previous vision and mission no
longer serves such changing marketplaces; and
thus prompted the participants to take this
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opportunity to refine the existing vision and
mission. The refinement process on vision and
mission is extensively involved with CEO,
COO, Executives, Directors and Managers,
totaling 40 members.
The participants have narrowed down
from 31 of future possibilities to nine possible
Organization Development (OD) projects
which are creative, learning campus,
technology leader, growth and sustainability,
work smart, positive thinking, team happiness;
design
that
meets
customer;
learning/knowing/sharing. The nine OD
projects are selected by the participants based
on their passion, knowledge and experience.
When matching the listed potential projects
with the predictive conceptual framework, the
nature of possible OD projects can visually be
mapped out as follow:

• Designs that
meets customer
needs.

• Growth and
Sustainability

Precision
thinking

Creative
thinking

Active
thinking

Humanistic
thinking

• Creative
• Positive thinking
• Technology
leader
• worksmart 1.0
• worksmart 2.0
• Learning,
knowing and
sharing

• Team happiness

Figure 8: OD projects matching with
predictive framework

those projects are still undertaking at this point
of this publication.
Conclusion
This on-going action research employed
the appreciative inquiry and human thinking
styles to assist in facilitating the discovery of
personal-institutional strengths and present
phenomenon as well as future possibilities for
long-term organization development efforts.
The approach places the emphasis on
inside-out orientation through idea generation
while cultivating collective experience of the
participants.
The initial findings are visually imaged
which are derived from individual-group
dialogues and interviews. Key opportunities for
organization development efforts consist of
shifting focus from a technical-driven to
creative-oriented team; creating a learning
center that allows a learning organization and
management; reframing the worldviews with
positive thinking approach; creating virtual
workplace to accommodate across generations;
driving growth and sustainability by improving
internal business processes; building internal
experts for products; creating a work smart
workplace, leveraging technologies to shorten
cycle time for prototype and communication
and creating a happy workplace that enhances
participations, appreciation and understanding
of young-experienced employees while
embracing the organization’s vision, mission
and values.
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Abstract
The main purpose of this research is to investigate the perception of service quality performance of
the international hotels in the northeast destination in Thailand. The study used a quantitative
analysis of responses from 379 hotel guests selected from five international hotel companies. A
survey questionnaire for data collection was undertaken to explore: 1) the service quality
expectations and perceptions of the guests and 2) the importance-performance gaps. The ImportancePerformance Analysis (IPA) was used to test the importance of the gap between expectations and
perceptions of the Thai guests. The finding represents that most participants are satisfied with the
hotels’ product and service quality and that the hotels’ service quality performance meets their
expectations but the hotels do not represent service quality performance that exceeds their guests’
expectations. The study suggests key outcomes, including, further research recommendations and
implications for professional practice with additional evidence to that found in the literature.
Keywords: expectation and perception, performance, service quality, hotel, Thailand
Introduction
Thai visitors, tourists, and excursionists
comprise the largest national grouping visiting
the northeast destinations in Thailand (Tourism
Authority of Thailand, 2015). This means that
most current Thai consumers visit destinations
and consume tourism and hospitality services
and facilities within their own region
(UNWTO, 2014).
Source markets for internal tourism in the
northeast destinations in Thailand have then
traditionally been largely concentrated in the
progressive economy of the country’s ‘2015
Discover Thainess’ campaign, projected by the
current Thai Government (Chaiya & Sritan,
2015; Thailand Business News, 2015). As in
2014, the northeast destination was a strong
region growing with an increase of 4.03% in
local traveler arrivals (visitors=2,774,506,
tourists=1,702,979,
and
excursionists=1,071,527). In terms of tourism
earnings in the northeast destination, the region

recorded accommodation establishments of
6,481 rooms sold (+6.44%), 53.28% of
occupancy rate (+3.06%), and a number of
1,683,416 guest arrivals (+4.66%). While
average expenditure for Thai tourist consumers
in the region accounted for 1,202 Baht per
person per day (+2.38%), and revenue
(receipts) in the region accounted for 5,261
million Baht or β4.84% of the region’s total. As
a result, Thai consumers are still the northeast
destination’s largest source market segment,
generating dramatically over half of the
region’s grand totals in terms of both traveler
arrivals and tourism earnings (Tourism
Authority of Thailand, 2015).
However, the above regional results of the
northeast destination differ significantly from
the other regions’ traditional markets of
Thailand; that is, most typical markets of the
other regions of Thailand are mainly based on
international arrivals. Those differences
possibly include the tourist destination
landscapes, attractions, cultural dimensions,
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travel motivations, public utility readiness, and
customers’ service quality perceptions about
tourism and hospitality attributes and their
influence on overall customer satisfaction as
described by many researchers such as
Albayrak and Caber (2015), Chaiya, Mohsin,
and Lockyer (2012), Mohsin and Ryan (2005),
Rittichainuwat (2013), Sun, Zhang, and Ryan
(2015).
Significantly, for the above reason this study
focuses on responses by Thai consumers or
Thai guests to their service quality performance
perceptions regarding the international hotel
companies of the northeast destination in
Thailand. It primarily aims to provide
substantial service quality patterns of nuance in
distinctions that will be made at subordinate
levels of the formation of destination image on
their part, especially in terms of consumerbased service quality prioritization and
perception of the hotel attributes according to
their influence on overall customer satisfaction
in a holistic way (Albayrak & Caber, 2015).
Research questions
The study primarily intends to provide
the answers for the following research
questions:
1. How do Thai tourists or guests perceive the
quality of the international hotels’ service and
products in the northeast destination of
Thailand?
2. What is managerial implication that possibly
needs recognizing the disparity in order to
undertake measures to improve an approach of
trying to exceed the expectations of the guests
to build up their satisfaction and loyalty?
Research objectives
The above research questions provide
the implications for the two objectives of the
current research:
1. To analyze the importance-performance gap
of the service quality of the international hotels
in the northeast destination of Thailand.
2. To investigate the implications for
management measured by the importanceperformance analysis derived from the disparity
in service quality features of the international
hotels.

Literature reviewPerceived service quality
theory
During the period of the 1980s, the term
“service quality” was unambiguously defined
by Parasuraman, Zeithaml, and Berry (1988a,
p. 5) as the perception of consumers or
customers. This means that the customers’
perception derives from a comparison of their
expectation of what a service company should
offer with their perception of the performance
of the organization providing the services;
Therefore, this study uses the view of
Parasuraman, Zeithaml, and Berry’s (1988a)
the perceived service quality theory as the
degree and direction of discrepancy between
the consumers’ perceptions and expectations
towards the service and product quality
performance of the service organizations,
thereby what and how service organizations
‘should’ offer the quality of their services and
products for their customers rather than ‘would’
offer.
Service quality gap
The definition of the perceived service quality
theory mentioned previously addresses the
incremental involvement in doing things right
in order to meet customers’ needs and
expectations more rapidly and at a reduced cost.
It is significantly involved in the total quality
management (TQM) system for managing and
improving the service quality performance of a
service organization continuously (King &
Cichy, 2005). In this sense, Tse and Ho (2009)
state that service quality performance in the
international hotel industry needs to be assured
at all levels. This is because the assurance of
service quality performance acts as a means of
differentiation and implemented to create
competitive positioning and improve the return
on investment.
The study of Tse and Ho (2009) indicates that
if customers are not satisfied with the quality of
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service they previously expected, the service
quality performance is considered unacceptable
(Fitzsimmons & Fitzsimmons, 2006), which
significantly leads to the understanding of the
gap of service quality performance of the
international hotels customized in the current
study accordingly. Specifically, the customer
perception gap of service quality performance
can be fundamentally explained by the key
determinants of perceived service quality
originated by Parasuraman, Zeithaml, and
Berry (1985, 1988a, 1988b) in the SERVQUAL
model. The SERVQUAL scale contains the
following five gaps: 1) the difference between
the customers’ expectations and the company’s
perceptions of what the customers expect, 2)
the translation of management’s perceptions of
customer expectations into the service quality
design, 3) the difference between the design of
service quality features and the actual service
delivery provided to the customers, 4) the
difference between the actual service quality
delivery and various forms of external
communications conveyed to the customers,
and 5) the difference between customer
expectations and the perceived service quality
actually received.
Hence, the study employed the service quality
gap in the notion of the conceptualization of
service quality between customer expectations
and perceptions of the performance of a service
organization showing the difference between
customer expectations and the perceived
service quality actually received, which in turn
might
lead
to
delight,
satisfaction,
dissatisfaction, or disgust (Fisk et al., 2007).
Reasonably, if the international hotel
management understands the perception gap of
their customers with regard to service quality,
this helps to identify areas of disparity that need
special management to fulfill and exceed their
customers’ expectations in return (Mohsin &
Lockyer, 2010).

Importance-Performance Analysis (IPA)
The importance-performance analysis
or IPA, originated by (Martilla & James, 1977),
is considered a tool to gauge the disparity of the
service quality performance gap of the
hospitality organizations. IPA is also currently
used by the world recognized tourism and
hospitality researchers and scholars due to its
usefulness of assessing between customer
expectations and the perceived service quality
actually received, particularly in the hotel
industry (Mohsin & Ryan, 2005).
For the value of IPA related to its property of
the service quality performance assessment in
the hotel industry, thereby this study intends to
utilize the IPA as a tool to measure the Thai
customers’ perceptions of the service quality
performance of the international hotels in
Thailand. The above discussion of perceived
service quality theory, gap, and IPA lead to the
conceptual framework of the study as shown in
Figure 1:
Figure 1 Conceptual framework of the study
Expectation of
-Room service
-Restaurant
-Room quality
-Service process
-Hospitableness

Service
Quality
Perception

SQ
Gap

Methodology
The purpose of this quantitative study is to
provide answers to research questions and
verify research objectives for managerial
implication and further research. This study
uses the quantitative research because it is
directly linked to the positivist philosophy
usually associated with a deductive process of a
research project. It helps generalize and
replicate the findings and reduce bias of
subjective interpretation, wide coverage of
quick and reduced cost of computerization and
economic implementation, and final analysis of
an easier assessment for finding validity
respectively (Altinay & Paraskevas, 2008;
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Bryman, 2001; Creswell, 2009; Ryan, 1995).
The quantitative research design of this study is
then identified as the following related
methodological terms:
Questionnaire design: It consists of both
expectation and perception parts which are
designed to collect information about the
importance and performance of service quality
for which the participants choose to stay or use
the services and products of the international
hotels. The two parts of the questionnaire
consisted of the same 33 service quality
expectation (importance) and perception
(performance) items, rated by using a 7-point
Likert-type scale ranging from extremely
unimportant / extremely poor performance (1)
to extremely important / extremely high
performance exceeding customer expectation
(7) respectively. The questionnaire also
contains the part of socio-demographic factors
(sex, age, income, and region), which is
designed to collect basic demographical
information about the participants. The
questionnaire was done in Thai because the
samples are Thais.
Sampling
method
selection:
The
questionnaire survey was administrated in full
serviced international hotels in the northeast
destination of Thailand. This study used a
convenient sampling technique to collect data
from the participants. The current study utilized
this convenient sampling method so that the
researcher would obtain the possible responses
as much as from the potential participants;
thereby, the researcher and other research
assistants approached participants in public
areas or places- such as local/international
airports, shopping malls, travel companies, and
academic and business organizations when they
had finished their staying at the selected hotels.
This is because: (1) participants are not
interrupted during their stays, (2) participants
have experiences with products and services in
the hotels, and 3) most of the hotels do not
allow the researchers to collect the data directly
from their guests due to the protection of the
guests’ privacy and security.
This study aimed to collect approximately 400
responses from five full-serviced international
hotels in the northeast destination. The five

selected international hotels are situated in
Khonkaen, Nakonratchasrima, and Buriram
Provinces. All the international hotels are rated
“4-5 star hotel” according to the hotel standard
lists of Thai Hotel Association. The targeted
locations and hotels are chosen because they are
considered famous full-serviced international
hotel companies located in the potential region
for domestic travelers and tourists. The five
selected full-serviced international hotels
include different types and styles of the hotel
personality presentations, such as luxury,
business, resort and convention and so on. The
above criteria allow the study to explore a wide
range of the participants’ perceptions to
evaluate the service quality performance of the
hotels.
Data collection procedure; the fieldwork of
quantitative data collection was carried from 15
September 2016 to 15 December 2016. Owing
to the privacy protection policy of the
international hotels for their guests’ safety and
security, the researcher and survey assistants
themselves administered and distributed a total
of 450 questionnaires to interview the potential
participants in different airports, shopping
malls, travel companies, and academic and
business
organizations
in
Khonkaen,
Nakonratchasrima, and Buriram Provinces.
In order to ensure the validation of the research
data, all participants were asked if they had
really used or stayed at the targeted
international
hotels
respectively.
The
researcher and his assistants gave participants
information about the research goals with an
introduction letter explaining the project
objectives, participation information sheet and
consent form for permission to administer the
survey questionnaire.
This assured the participants that all
information collected was anonymous and
confidential used for academic purposes. When
the questionnaires were completed, the
researcher and his assistants checked the
completion of the questionnaires done by the
participants.
Then, the researcher went to pick up all
questionnaires at the travel companies and
academic or business organizations by himself
in order to observe and discuss any sample error
problems and important issues with the tour
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leaders, tour guides, and human resources
managers. This practice has gradually increased
trust and close relationships between the
information providers and the researcher
(Ryan, 1995).
After the processes of quantitative data
collection were completely finished, the total
402 questionnaires were returned. The
researcher checked for the completeness of all
returned questionnaires; 23 copies were done
incompletely and taken apart. Finally, there
were 379 questionnaires or 84 percent of the
total questionnaires used in data analyzing
process.
Regarding sample characteristics of Thai guests
(see Table 1), forty-three percent were men, 57
percent were women. Most Thai guests were
aged with 18-29 years (34%) and 30-39 years
(34%) and aged with 40-49 years (21%). The
majority of them were professional or
managerial (25%), students (20%), white collar
or administrative (14%), self-employed
(17.4%), semi-skilled worker (5.8%), and
bureaucrat or civil servant (5.5%) respectively.
Almost half of the guests had monthly
household income on average (41.1%), above
average (32.7%), and one fourth of them had
substantially above average (13.5%) and
conversely below average (12.1%).
About 38.5% of the guests live in a central part
of Thailand, 29 percent were guests coming
from the north and 20.6 percent were the guests
living in the northeastern provinces, and nearly
a fourth of them (12%) came from South, East,
and West respectively. Most guests visited
northeastern destinations on holiday and
business.
Table 1 Profiles of Participating Guests
(N=379)
Variable
Percentage
1. What is your gender?
Male
42.5
Female
57.5
2. What is your age
34.0
group?
18-29 years
34.3
30-39 years
21.4
40-49 years
10.3
Over 50 years

3.
What
is
your
occupation?
Skilled worker
White
collar/administrative
Professional/managerial
Bureaucrat/civil servant
Self-employed
Home carrier/housewife
Student
Currently
no
paid
employment
Other
4. Your monthly
household income is
Below average
Average
Above average
Substantially above
average
5.
What
is
your
ethnicity?
Central
North
South
East
West
Northeast
6. Your purpose of
staying
Business only
Holiday only
Both
business
and
holiday

5.8
14.2
25.00
5.5
17.4
5.5
20.6
4.2
1.6

12.1
41.4
32.7
13.5

38.5
29.0
6.1
3.7
2.1
20.6

15.8
65.2
19.0

Data analysis: Paired-Sample t-test and
Independent Sample t-test techniques were
used to compare mean differences between
service quality expectation and performance
features. Computer software called SPSS with
the use of IPA technique was then employed to
assess the disparity or gap of the service quality
performance perceived by the entire
participants in a holistic view.
Finally, Item-total Statistics and Reliability
Coefficients of the two parts of service quality
expectation and perception features of the
questionnaire contain α-value at 0.955 and
0.966 with rxy of .531-.708 and .587-.726
respectively, which are above 0.7 and 0.5 for
Alpha and item-total statistical testing. As a
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rule of thumb; thereby, the survey questionnaire
is suitable for further data analysis (Ryan,
1995).
Findings and discussion
Service quality expectation
Descriptive analysis of service quality features’
scores for importance showed that most guests
consider the 11 out of 33 service quality
expectation items as “Of significant important”
with the mean-score range=5.53-5.88 (e.g.
Your feeling of safety and security in the hotel,
Quality of the restaurant food, Quality of room
cleanliness, Quality of bathroom and W.C
facilities, Hospitableness of front office staff,
First impression, Quality of mattress, pillow
and linen, General cleanliness of the hotel,
Overall impression of the hotel experience, The
quality of restaurant service, and First contact
with the hotel front office). The rest of 22 items
were rated “Of substantial important” (Mean
range=5.21-5.50) listed in the service quality
expectation features (see Table 2). The
following shows in descending order of means,
the five most important service quality
expectation features rated by the Thai guests
with regard to the individual service quality
expectation features. That is, most guests tend
to consider the first five highest items from
service quality expectation features scores for
importance in the international hotel in the
northeast destination, with mean scores of over
5 from the maximum possibility of 7: 1) your
feeling of safety and security in the hotel, 2)
quality of the restaurant food, 3) quality of
room cleanliness, 4) quality of bathroom/WC
facilities, and 5) hospitableness of front office
staff. On the contrary, Table 2 also shows the
service quality features that receive the lowest
scores in the important items. Most guests rated
the following five least lowest importance
features scores, yet they were above 5 from the
maximum possibility of 7: 1) variety of items
on the room service menu, 2) Efficient
reservation, promptness of room service, if
used, 4) assistance with luggage, and 5) value
for money from room service.

Service quality perception
Table 2 shows descriptive analysis of
the service quality performance features’ scores
for each service quality performance item. The
results showed that only two items of service
quality performance- Your feeling of safety and
security in the hotel (Mean=5.67) and Quality
of bathroom/W.C. facilities (Mean=5.54) – are
considered “Very high performance as well as
meeting my expectations”.
However, most of the Thai guests consider
“High performance” for the rest of all 31 items
listed in the service quality performance
assessment scale. The following shows in
descending order of means, the first five highest
service quality performance features rated by
guests with regard to the service quality
performance items of the international hotels.
Namely, most guests tend to score the items the
first highest items from service quality features
scores for performance in the international
hotels, with mean scores of over 5 from the
maximum possibility of 7: 1) your feeling of
safety and security in the hotel, 2) quality of
bathroom/W.C. facilities, 3) quality of room
cleanliness, 4) overall impression of the hotel
experience, and 5) General cleanliness of the
hotel.
In term of the service quality features obtaining
the lowest scores in the performance items (see
Table 2), most guests rated the five least lowest
service quality performance features scores, yet
again all the five items were above 5 from the
maximum possibility of 7 as follows: 1) variety
of items on the room service menu, 2)
promptness of room service, if used, 3) efficient
reservation, 4) prompt response from room
service/order taker, and knowledge and skills of
front office staff.
Refer back to the survey data of service
quality expectation and performance as
illustrated in Tables 1-2; it can be said that
while Thai guests highly expect high service
quality performance from the international
hotels, the international hotels can reciprocally
provide the guests with high service quality
performance to meet the guests’ expectations,
but not yet exceeding the expectations of the
guests. This implies that the current service
quality performance of the international hotels
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in the northeast destination can possibly satisfy
the guests’ needs and wants, but they do not
reach the position that can delight or fulfill the
guests’ desires (Kotler et al., 2014).
Also, Table 2 illustrates that overall in almost
all cases service quality expectations were rated
slightly highly than service quality
performance, and the mean score difference
between them was less than “1” indicating a
small disparity (Total mean difference between
expectation and performance = 0.09., t-test =
3.37**). It states an interesting situation that
participating
guests’
service
quality
expectations were met which leads to the
impact of service quality perceptions of the
consumers. This phenomenon perhaps suggests
that guests are a crucial indicator of the success
of service quality performance of the hotels due
to the fact that guests purchase the hotels’
products and services with their hard-earned
money as well as with their irreplaceable time
(Kotler et al., 2014; Mohsin & Ryan, 2005;
Mohsin & Lockyer, 2010).
Importance-Performance Analysis: IPA
For better understanding the service
performance assessment of the international
hotels in a holistic view, Figure 1 reflects the
overall entire evaluation of the performance.
All the expectation (importance) and
performance (actual experience) attributes
obtained mean scores of over 4 from maximum
possibility of 7; the overall mean of the mean
score for the expectation items is 5.45,
reflecting not only the overall high scores, but
equally an overall mean of the mean of
performance score of 5.35 is also properly high.

The illustration in Figure 1 uses the mean for
the definition of the co-ordinates of the matrix.
The features displayed in Figure 2 clearly
shows that using the conventional midpoints of
the expectation and performance scales (a value
of 4) produces a grid where all the items are
located in the top right-hand corner of the
matrix to prove a situation where the
international hotels in the northeast region of
Thailand possess high expectations with fairly
high performance simultaneously; otherwise,
the international hotels substantially maintain
the good work of their service quality
performance perceived by Thai guests (Martilla
& James, 1977; Mohsin & Ryan, 2005).
The conventional mid-point 4 of an odd number
scale of 7 points is used for this differential
scale rather than a value of mid-point 3.5,
because the Important-Performance Analysis
(IPA) requires a semantic differential scale that
seeks to rank attributes conventionally divided
into four key different locations as the results
identified in Figure 2.
Consequently, the researcher uses 7 points on
the scale to undertake the differences of the
identified results; namely, the points from 1-3
values represent a negative result position,
while 5-7 points indicate a positive result
location, and a 4-point represents a middle
category or neutral position respectively.
Within this aspect of odd scale differentiated by
the mid-point 4, the respondents are not to be
forced to decide the direction of their attitude
(Ryan, 1995).
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Table 2 Paired sample t-tests for service quality expectation and perception attributes
No.

Attributes

1
Your feeling of safety and security in the hotel
2
Quality of the restaurant food
3
Quality of room cleanliness
4
Quality of bathroom/W.C. facilities
5
Hospitableness of front office staff
6
First impression
7
Quality of mattress, pillow and linen
8
General cleanliness of the hotel
9
Overall impression of the hotel experience
10
The quality of restaurant service
11
First contact with the hotel front office
12
The value for money from accommodation
13
Interpersonal skills of front office staff
14
Knowledge and skills of front office staff
15
Quality of furniture/fixture in the room
16
Dealing with housekeeping complaints
17
Dealing with complaints in the restaurant
18
Value for money from the restaurant
19
Interpersonal skills of restaurant staff
20
Timeliness of restaurant service
21
Appearance of the restaurant staff
22
The overall quality from room service
23
Appearance of the housekeeping staff
24
Prompt response from room service/order taker
25
Product knowledge of restaurant staff
26
Receiving confirmation of reservation
27
Process of checking in and out of the hotel
28
Ambience of the restaurant in the hotel
29
Value for money from room service
30
Assistance with luggage
31
Promptness of room service, if used
32
Efficient reservation
33
Variety of items on the room service menu
Note: *p < .05, ** p < .01, N=379

Expectation
Mean Std.
Dev.
5.88
1.10
5.68
1.05
5.66
1.08
5.65
1.08
5.63
1.05
5.63
1.12
5.59
1.09
5.57
1.05
5.55
1.08
5.54
1.04
5.53
1.09
5.50
1.10
5.50
1.12
5.47
1.10
5.46
1.09
5.46
1.06
5.46
1.08
5.46
1.10
5.41
1.13
5.40
1.10
5.37
1.08
5.37
1.13
5.35
1.11
5.35
1.11
5.35
1.17
5.34
1.14
5.34
1.09
5.33
1.11
5.32
1.22
5.27
1.26
5.25
1.17
5.21
1.22
5.21
1.23

Perception
Mean Std.
Dev.
5.67
1.09
5.42
1.06
5.50
1.02
5.54
1.03
5.44
1.02
5.41
1.02
5.44
1.01
5.45
0.98
5.46
1.00
5.39
1.03
5.37
1.00
5.38
1.10
5.33
1.05
5.27
1.03
5.38
1.07
5.29
1.01
5.30
1.05
5.31
1.13
5.31
1.01
5.39
1.01
5.35
1.01
5.29
1.01
5.32
1.00
5.24
1.01
5.32
1.00
5.33
1.00
5.33
0.99
5.31
1.03
5.33
1.01
5.29
1.07
5.22
1.03
5.23
1.06
5.21
1.08

Paired
Differenc
e
.21
.26
.16
.11
.19
.22
.15
.11
.08
.15
.16
.12
.16
.20
.09
.17
.16
.15
.10
.01
.02
.08
-.10
.12
.03
.01
.01
.02
-.01
-.02
.03
-.01
.00

t-test

3.03*
3.76**
2.38*
1.59
2.96*
3.42**
2.19*
1.79
1.28
2.30*
2.60*
1.76
2.43*
3.16*
1.24
2.52*
2.38*
2.29*
1.49
.20
.27
1.25
-1.47
1.72
.45
.17
.08
.22
-.14
-.34
.38
-.20
-.03
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Figure 2 Co-ordinate Matrix of ImportancePerformance Attributes (IPA)

Conclusion
According to the results of the expectationperception mean scores and IPA shown in
Table 2 and Figure 2, most Thai guests tend to
substantially rate all features of service quality
expectation and perception. This indicates that
most domestic guests highly expect high
service quality performance for the hotels, and
at the same time the hotels possess high ability
to provide them with high service quality. This
result implies that most guests are fulfilled with
the hotels’ service quality performance, but not
yet the service quality performance of the
international hotels can delight the Thai guests.
Similarly, the IPA result has revealed the
service quality performance of the international
hotels does not reach the point that exceeds
Thai guests’ expectations, but just meet their
expectations. This is a service quality gap that
the international hoteliers of the northeast
destination in Thailand should carefully
consider for the improvement if they wish to
delight the guests as the service quality of the
hotels has been proclaimed (Kotler et al.,
2014Specifically, for the improvement of the
quality of the hotels’ service and products, the
international hoteliers in Thailand should
carefully consider the outcomes of the paired
sample t-tests for the service quality
expectation-perception attributes that are found
to be statistically significant reciprocally. The
study suggests the hotel management should
identify the disparity and undertake
assessments and actions to improve an
approach of trying to exceed the expectations of
the guests so as to enhance their
guests’ satisfaction and loyalty for their next
visits or stays (Lai & Hitchcock, 2017; Mohsin
& Ryan, 2005). In other words, the
improvement and management should be

linked to the discrepancy assessment of the
actual experience of guests at the hotels. This
helps to increase long-term support and repeat
business by the guests accordingly (Mohsin &
Lockyer, 2010).
Hence, the current study supports the
usefulness of “the perceived service quality
theory” proposed by Parasuraman, Zeithaml,
and Berry (1986, 1988a), which was
successfully applied in this study. Within this
research site phenomenon, no research has been
done in terms of the service quality disparity
perspective, which is linked to the relationships
among the total service quality management
and continuous improvement approaches and
the success of the business process
performance. Especially with regard to the
context of the international hotels of the
northeast region is very limited in literature.
The current research also helps provide
additional evidence in the existing literature.
Therefore, for future research it would be of
value to see to what extent these service quality
management and continuous improvement
approaches can be related to the measures of the
hospitality and tourism business success in such
an individual airline, spa, travel company, or
restaurant. It will possibly contribute some
useful implications for the practices of both
hotel management and future researchers’
conceptualization in developing and improving
the delivery of service quality that will benefit
guests and international hotels in Thailand in
the future.
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Abstract
The purpose of this research is to study the factors that alter customer loyalty in hotel industry, which
consist of service quality and customer satisfaction. Initial sample size is 300 respondents were collected
from customers who have stayed at four star hotel in Bangkok or come to use some service such as
restaurant at the hotel. The discussion of this study showed that there is a positive influence of service
quality and customer satisfaction on customer loyalty. The researchers collected the data from 300
respondents. Descriptive research and survey technique by distributing questionnaire were used for this
study. The statistical treatment was uses Simple and Multiple Regression Line. The results of the study,
the researchers found that service quality in terms of service product, service delivery, and service
environment were influenced customer satisfaction and customer loyalty, except service environment
was not influenced on customer loyalty. Also, customer satisfaction was influenced on customer loyalty.
Keywords: Customer Satisfaction, Service Quality, Customer Loyalty, Hotel
Introduction
Customer loyalty represents the next level of
customer-brand relationship. According to
Lewis (2004), once customers create loyalty
towards a brand, they have high possibility to
make repeated purchase and have less concern
to a competitor’s offer. Furthermore, there is
high possibility to create positive word of
mouth. Due to current situation in market,
companies need to compete with each other for
the identical target market. Therefore, customer
loyalty becomes an important factor for
business to maintain existing customer.
Referred to TePeci (1999), customer loyalty
can generally be defined into three
measurements.
Firstly,
behavioral
measurement focused on steady and repeated
purchase behavior. The problem encounters in
this measurement is that the repurchase only
cannot represent the complete figure of
psychological commitment toward the brand.
Secondly, attitudinal measurement indicates
loyalty, engagement and allegiance by using

information to reflect the emotional and
psychological effect. Third, composite
measurement is the combination of the first two
assessments by evaluating a customer's product
preferences, tendency of brand-switching,
frequency of purchase, recency of purchase and
total amount of purchase (Wong et al., 1999).
Pritchard and Howard (1997) said that the
implication of attitude and behavior in loyalty
definition significantly raises the analytical
power of loyalty. The two dimensional
composite measurement approaches has been
applied and considered as a valuable tool to
understand customer loyalty (Pritchard and
Howard, 1997)
Novotel is an international hotel chain by Accor
Hotels group, which is the modern easy living
and full service hotel brand. The staffs of
Novotel are well known for their attention to
detail and always on hand to help guests as
request. Perfectly located in major cities
throughout the world, Novotel offers a unique
approach to hospitality, which is built on
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simplicity, elegance and that is loved all over
the world.
Novotel Bangkok on Siam Square is an ideally
located 4-star hotel in the heart of Siam Square.
Only few minutes away from Siam BTS
Skytrain Station, Novotel Bangkok on Siam
Square is the perfect destination for leisure,
shopping, entertainment and business purpose.
Research Objectives
1. To test the influence between service quality
in terms of service product, service delivery and
service environment on customer loyalty.
2. To analyze an influence between service
quality in terms of service product, service
delivery and service environment on customer
satisfaction.
3. To evaluate an influence between customer
satisfaction and customer loyalty.

Service quality
Service quality is the reflection of a customer's
perception of specific aspect of service:
reliability, responsiveness, assurance, empathy,
and tangibles (Zeithaml and Bitner, 2003). A
business with high service quality performance
will meet or exceed customer expectations
while remaining economically competitive.
The main dimensions of service quality
determination are as follows: which include
1. Service product: The service and
accommodation that provide to customer
2. Service delivery: The service experience
and perception between customer and service
provider
3. Service environment: The appearance and
condition of the service that provide to
customer
Customer Satisfaction

Literature Review
Theory
Customer loyalty
Customer loyalty occurs when people
choose to use service of a particular shop or buy
one particular product instead of using other
service or products from other brands.
Customer reveals loyalty when they
consistently purchase a certain product or brand
over an extended period of time (Richard, 1997)
Customer loyalty is classified as both
attitudinal and behavioral characteristics to
favor one brand over the others, satisfaction to
the product or service, convenience of
performance, or just familiarity and comfort
with the brand. Customer loyalty encourages
consumers to constantly spend more and have
positive feeling toward shopping experience
(Dowling and Uncles, 1997). Behavioral
loyalty refers to customers buying exclusively
or mostly only one brand, whereas attitudinal
loyalty is all about having an emotional
attachment to a brand, liking it more than others,
and even loving it.

Customer satisfaction is a consumer’s
judgment on a product or service providing at
satisfying level of consumption-related
fulfillment (Oliver, 1997). Satisfaction is more
inclusive which is influenced by perceptions of
service quality, product quality, and price as
well as situational factors and personal factors
(Zeithaml and Bitner, 2003). The more positive
level of customer satisfaction, the more likely
the customer to repurchase and recommend that
company to others with same interest. However,
if a company fails to fulfill customer
satisfaction, there will be consequences of
negative reputation towards the company.
Related Literature Review
Service quality and Customer satisfaction
The
influence
over
customer
satisfaction is developed from consumer’s
experience of a particular product or service
(Cronin and Taylor, 1992). Therefore, customer
satisfaction will be determined by service
quality. Supported by Lewis (1993), who
described that customer satisfaction is related to
a specific transaction in contrast with ‘attitudes’,
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which are more enduring and less situationaloriented.
The research for the link between service
quality and customer satisfaction is plentiful, in
which many researchers have confirmed the
relationship between these two concepts. Some
researchers consider the two concepts to be
synonymous because they exhibit the high
degree of correlation (Oliva et al., 1992), while
others have found significant differences
between customer satisfaction and service
quality (Sureshchandar et al., 2002; Bitner and
Hubbert, 1994). In a study, Oliver (1999)
proved that service quality leads customer
satisfaction and these concepts are inextricably
related to each other.

important index of customer loyalty. Therefore,
there is positive correlation between service
quality and customer loyalty. Supported by W,
W and J (2001), after the empirical study of
three travel agencies in Guangdong, there is a
significant direct influence of service quality
towards customer behavioral intention. Han
and Wang (2003), pointed out that service
quality has a direct impact on customer's
cognition and emotional loyalty after the
investigation of six classes of service
enterprises: hotel, bank, hospital, civil aviation,
mobile communications, and beauty salon.
Conceptual Framework
Figure 1

Customer satisfaction and Customer loyalty
The influence of customer satisfaction to
customer loyalty has established a positive
relationship according to Anderson (1996).
Customer loyalty had been affected by the
positive customer satisfaction. By transforming
from the positive satisfaction to be the loyalty.
The most satisfied customers turn to be the
loyalty customer in the long run of the brand
(Berman and Evans, 2010). Supported by
previous researches, it proved the positive
relationship between satisfaction and loyalty
(Lai-Ming Tam, 2012). Based on Coyne (1989),
there are two critical thresholds affecting the
link between satisfaction and loyalty. On the
high side, when satisfaction reaches a certain
level, loyalty increases dramatically; at the
same time, when satisfaction declined to a
certain point, loyalty dropped equally
dramatically (Oliva et al., 1992).
Service quality and Customer loyalty
Researchers have mentioned a lot of opinions
about service quality and customer loyalty.
Some researchers prove that service quality can
directly affect customer loyalty through
empirical research. According to Parasuraman,
Zeithaml and Berry (1988), the researchers
point out that the relation between service
quality and customer behavioral intention is
close and the service quality will affect
customer’s willingness to recommend others.
In general, recommendation intention is an

Hypotheses
H1o: Service quality in terms of service product,
service delivery and service environment are
not influenced on customer loyalty.
H1a: Service quality in terms of service product,
service delivery and service environment are
influenced on customer loyalty.
H2o: Service quality in terms of service product,
service delivery and service environment are
not influenced on customer satisfaction.
H2a: Service quality in terms of service product,
service delivery and service environment are
influenced on customer satisfaction.

51

The International Conference of Entrepreneurship
And Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st 2017

H3o: Customer satisfaction is not influenced on
customer loyalty.

Findings
Table 1: Summary of hypotheses testing

H3a: Customer satisfaction is influenced on
customer loyalty
Methodology
In this study, the researchers choose the
descriptive research method. The descriptive
research can simply describe as the attempt to
define, describe or identify what is, while
analytical research is tries to find why things
happen, or how things came to be (Ethridge,
2004). Descriptive research uses a process of
data collecting to completely describe the
issues or problems (Fox, 2007). For this study,
descriptive method is applied to determine the
impact between dependent and independent
variables.
The survey method is the technique of
gathering data by asking questions to people
who intend to have desired information. A
formal list of questionnaire was prepared.
Generally a non-disguised approach is used.
The respondents are asked questions on their
demographic interest opinion. Surveys can be
use when a researcher would like to collect data
from respondents which are not possible to
directly observe. Therefore, in this study the
researchers collect data by used survey
distributions technique (primary data collection)
from questionnaire. The researchers choose afive point Likert Scale for respondents to
answer in the questionnaires. The respondents
were asked to rank from a scale of 1 (strongly
disagree) to 5 (strongly agree) as the way to
answer.
Data Collection
The researchers applied both primary data and
secondary data in this study. However, the
researchers choose questionnaires method by
distributing 300 sets of questionnaires at
Novotel Bangkok in Siam Square Hotel during
February 2017 to both male and female, Thai
and non-Thai population who have used the
services of Novotel Bangkok on Siam Square
Hotel at least five times.

Recommendations
This study gives the knowledge about influence
of service quality and customer satisfaction on
customer loyalty of Novotel Bangkok on Siam
Square Hotel, Bangkok, Thailand. It is
expected that these findings will be useful and
applicable to the customer relationship
management of Novotel Bangkok on Siam
Square to keep customer re-visiting. The
following recommendations are suggested to
the management of Novotel Bangkok on Siam
Square hotel.
Based on the result from hypothesis one,
according to the result, the researcher found
that service product and service delivery have
influenced on customer loyalty but service
environment are not influenced. Therefore, the
researcher would like to recommend to the
manager to focus and improve on service
environment such as cleanliness of hotel rooms
and facilities because an unclean room and
facility not only look unpleasant but also
unhealthy for customer to stay in the room and
use the facility.
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According to the result of hypothesis two, the
researcher found that service product,
service delivery, and service environment have
influenced on customer satisfaction. Hence, the
researcher would like to recommend improving
or adding new products or services such as
renovate or redecorate the reception.
According to the result of hypothesis
three, the researcher found that customer
satisfaction have influenced on customer
loyalty. As the result, the researcher would
like to
Further Study
This research analyzes the potential influencing
elements of service quality and customer
satisfaction on customer loyalty of Novotel
Bangkok on Siam Square Hotel, Bangkok
Thailand. The variables that influenced the
customer loyalty of Novotel Bangkok on Siam
Square Hotel, Bangkok Thailand are Service
quality in terms of service product, service
delivery and service environment, customer
satisfaction. For further study, the researchers
would like to suggest analyzing the different
research design which may lead to another
decision of customer’s perception towards
Novotel hotel. Moreover, Novotel Hotel
operates many branches in Bangkok as well as
other provinces of Thailand. Therefore,
selecting others branches of Novotel may give
knowledge about more comprehensive view of
customer loyalty towards Novotel in Thailand.
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Abstract— The purpose of this research is to measure the factors influencing customer loyalty towards
Sedona hotel in Yangon, Myanmar. The conceptual framework was developed to represent the customer
loyalty and its influencing factors such as service quality, interaction quality, outcome quality, customer
satisfaction and trust. The researcher collected the primary data from 400 respondents at Sedona hotel
in Yangon, Myanmar through self-administered questionnaires in both English and Myanmar language.
According to hypothesis one, interaction quality and outcome quality have a statistically significant
effect on service quality. According to hypothesis two, service quality, outcome quality and interaction
quality have a statistically significant effect on customer satisfaction. According to hypothesis three,
customer satisfaction has a statistically significant effect on trust. According to hypothesis four,
customer satisfaction and trust have a statistically significant effect on customer loyalty.
Keywords — customers’ loyalty, customers’ satisfaction, interaction quality, outcome quality, service
quality and trust
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INTRODUCTION
In the past few decades, hotel and tourism
sectors in developed countries have taken a
tremendous structural improvement to
compensate declining profits in other areas like
manufacturing (Kerr, 2003). The hotel sector is
especially competitive with the emergence of a
variety of hotels and apartments throughout the
world. It has been argued that, in order to stay
ahead of competition, hotels need to utilize their
resource capabilities to improve their
operational performance in terms of various
criteria (McCleary et al., 1993). As indicated by
Kamakura et al (2002) and Heskett et al (1994),
the theory of service-profit-chain has shown
that performance of a firm in the service sector
requires high degree of customer satisfaction or
loyalty and customer loyalty is achieved by
greater levels of operational performance,
which in turn requires resource capabilities,
including manpower. Also, loyalty has been
widely recognized as important for businesses
survival (Zeithaml, 2000). Moreover, customer
loyalty is crucial for success as attracting new
customers is considerably more expensive than
retaining existing ones (Reichheld and Schefter,
2000).
RESEARCH OBJECTIVE
1.
To identify the influence of interaction
quality and outcome quality on service quality.
2.
To evaluate the influence of service
quality, interaction quality and outcome
quality on customer satisfaction.
3.
To test the influence of customer
satisfaction on trust.
4.
To analyze the influence of customer
satisfaction and trust on customer loyalty.
LITERATURE REVIEW
Customers’ loyalty: Loyalty has been defined in
a several different ways alternately from
probability of frequent purchase to proportion
of purchase by Dick and Basu (1994).
Customers’ satisfaction: customer satisfaction
is defined as the perception of a person which
can be satisfaction or dissatisfaction about the
result from comparing perceived performance

with his or her desire of a product by (Kotler,
2003)
Interaction quality: The foundation of a
successful hospitality industry is management
of the service encounter is defined as the time
when the consumer interacts directly with the
service provider by (Shostack, 1985).
Outcome quality: Brady and Cronin,(2001)
stated that in face-to-face service encounters
interaction quality which is conceptualized as
comprising three factors, are called customer
perceptions related to: employee behavior; their
attitude; and role-related competencies.
Service quality: Service quality can be defined
as an overall excellence of services that
customers received from service providers,
including employees are well-dressed, and also
provide impressive services to customers by
Nitecki and Hernon (2000).
Trust: In general terms, Mooraman (1993)
defined trust as the courage to buy the same
thing again and again and rely on the exchange
partner for good trust.
H1a: Interaction quality and outcome quality
are influenced on service quality towards
Sedona hotel in Yangon.
Brady and Cronin (2001), service quality is an
emphasized assessment that reflects the
customer’s feeling of service such as interaction
quality, quality of atmosphere and outcome
quality. Interaction quality (Grönroos, 1982,
1984) refers to the customers’ perception of the
manner in which the service is delivered during
service encounters (Lemke et al., 2011).
Service outcome refers to the outcome of the
service act and what the customer is left with
after service delivery is complete (Grönroos,
1984).
H2a: Interaction quality, outcome quality and
service quality are influenced in customer’s
satisfaction towards Sedona hotel in Yangon.
In a similar point of view, Jamel and Naser
(2002) speculated that relational quality, which
refers to quality of interactions between
employees and customers, has a direct
influence on customer satisfaction. Hsieh and
Hiang (2004) demonstrated that the perceived
quality of service outcome (outcome quality)
positively influences customer satisfaction
across several types of services. Cronin and
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Taylor (1992) revealed that service quality
appears to be an antecedent of customer
satisfaction derived from an investigation on
the conceptualization and measurement of
service quality perception.
H3a: Customer’s satisfaction is influenced on
trust towards Sedona hotel in Yangon.
Ravald and Grönroos (1996) proposed
that trust is an aggregate evaluation at some
higher level than satisfaction, and that
satisfaction in fact is an important source for
trust. Trust was also found by Hsu (2007) which
has a positive effect on loyalty and it helps to
attract new customers and later can retain
existing ones besides influencing overall
satisfaction.
H4: Customer’s satisfaction and trust are
influenced on customer loyalty towards Sedona
hotel in Yangon.
Garbarino and Johnson (1999) also suggested
that trust is one of the key mediators between
component attitudes and future intentions for
high relational customers and that it is
influencing loyalty both directly and indirectly,
through satisfaction. Hsu (2007) posited that
trust has a positive effect on loyalty and it helps
to attract new customers and later can retain
existing ones besides influencing overall
satisfaction.

measured and further analyzed for statistical
treatment in order to support or refute “alternate
knowledge claims” (Creswell, 2003). In this
research, the researcher used descriptive
research, in order to examine the factors
effecting customer loyalty towards Sedona
Hotel in Yangon, Myanmar. Also, survey
method was implied to collect the data from 400
respondents, which were selected as a sample
size based on the previous studies. Furthermore,
the researchers applied judgment and
convenience sampling techniques of nonprobability sampling to select the sample for
this study. In addition, simple regression
analysis and multiple regression analysis were
applied to explore the influence of each variable
and the statistical social software was employed
to code the data
The researchers used self-administered
technique in order to collect 400 questionnaires
at Sedona hotel in Yangon, which contain 35 of
questions and all questions are measured by
Five Points Likert scale, which range from
strongly disagree to strongly agree towards an
attitude. The questionnaire consists of five parts
including screening questions, independent
variables, intervening variables and dependent
variables and general information of the
respondents. The survey questions were
designed based on the conceptual framework
comprising from outcome quality, interaction
quality, service quality, customer satisfaction,
trust and customer loyalty.
DATA ANALYSIS

Figure 1: The conceptual framework of the
factors influencing on customer loyalty
towards Sedona hotel in Yangon, Myanmar.
RESEARCH METHODLOGY
In conducting the research, the researcher
applied a quantitative approach, which refers to
the collection of data so that information can be

After collecting all of the required data through
the questionnaires, the researcher applied the
Statistical social software to analyze and
summarize the data. In order to analyze the
general information of the respondents
including, gender, age, education, occupation,
monthly income and also the researcher put
some additional questions like purpose of
staying, customer loyalty level and spending
per time, descriptive statistic was applied; the
basic features of the data in a study and it
provides simple summaries about the sample
and measures together with simple graphics
analysis (William, 2003). Also, Simple Linear
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Regression and Multiple Linear Regression
which are inferential statistics were applied to
test the hypotheses that focus on factors
influencing on customer loyalty towards
Sedona Hotel in Yangon, Myanmar. In this
study, the researchers used Simple Linear
Regression analysis for testing three hypotheses
and Multiple Linear Regression analysis for
testing one hypothesis.

of visitors who came to visit Sedona hotel for
business, 44.5% of visitors came to Sedona
hotel between 3 to 5 times during last a year and
46.8% of visitors spent less than $500 for each
time when they stayed at Sedona hotel.
Table 2: SUMMARY OF HYPOTHESES
TESTING

TABLE 1: SUMMARY OF RESEARCH
FINDINGS
General
informatio
n
Genders
Age
Education
Occupation
Monthly
income
Purpose of
staying
Customer
loyalty
level
Spending
rate per
time

Majority group

Percentag
e and
numbers
Male
60.5%(242
)
31-40 years old 35.8%(143
)
Master degree
41.8%(167
)
Owner/proprieto 43.8%(175
r
)
More than
71.3%(285
2,000,000Kyat
)
For business
54.8%(219
)
3 to5 time
44.5%(178
within a year
)
Less than $500

46.8%(187
)

Dealing with the demographic factors of this
study, the results indicated that out of 400
respondents, 60.5 % were males and 39.5%
were male. The highest respondents groups of
the visitors who came to Sedona hotel were
aged between 31-40 years old, which were
35.8%. Furthermore, 41.8% of the respondents
hold a master degree as the highest percentage.
43.8% respondents of the study were
owner/proprietor.
Additionally,
monthly
incomes of 71.3% of the participants were more
than 2,000,000 Kyats. Based on the
information, for the purpose of staying at
Sedona hotel, majority group of visitors: 54.8%

DISCUSSIONS AND IMPLIMENTATIONS
Hypothesis 1 tested the influence of interaction
quality and outcome quality on service quality.
The result found out that outcome quality is the
strongest influencing factor on service quality
with the Beta value of 0.485, followed by
interaction quality with the Beta value of 0.327,
respectively. It can be concluded that the more
interaction quality and outcome quality of hotel
is great, the more service quality can be
affected; it means that service quality of a hotel
is directly linked to outcome quality and
interaction quality which has been supported by
many researchers. Similarly, many studies
supported that service outcome refers to the
outcome of the service act and what the
customer is left with after service delivery is
completed (Grönroos, 1984). Brady and Cronin
(2001), Grönroos (1982, 1984), and Kang and
James (2004), all revealed that outcome quality
represents the customer’s perception of the
superiority of service experience.
Based on the results of hypothesis two, the
researcher discovered that interaction quality,
outcome quality and service quality are
influenced on customer satisfaction. The result
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found that outcome quality has the highest
influence factors on customer satisfaction with
the beta of 0.327, followed by service quality
with the beta value of 0.306, while interaction
quality with the beta value of 0.252. According
to the results, it can be concluded that when the
customers received the high quality of the
interaction, outcome and service from the hotel
and those good quality will lead the customer to
be satisfied about services towards the Sedona
hotel will be higher also. The result is supported
by many researchers, Mohsin and Lockyer
(2010) stated because of the existing
competitive situation, where most hotels have
similar facilities, the survival of hotels mainly
depends on delivery of service quality which is
affecting on customer satisfaction. Moreover,
Rust and Oliver (1994) identified that service
quality as one of the vital element for business
sustainability and also it’s essential for firms’
accomplishment. Additionally, DeRuyter et al.
(1997) who studied about merging service
quality and service satisfaction, the researcher
posited that when the level of service quality
increases, customer satisfaction degree will
increase respectively. In a similar point of view,
Jamel and Naser (2002) speculated that
relational quality, which refers to quality of
interactions between employees and customers,
has a direct influence on customer satisfaction,
and also Jap (2001) suggested that employee’s
efforts and personal interactions intended to
build and maintain the relationship with
customers are antecedents of customer
satisfaction. Also, Hsieh and Hiang (2004)
noted that customer perception of service
outcome quality, which is critical in forming an
evaluation of service delivery (Rust and Oliver,
1994) leads to customer satisfaction. Because
of this relationship, the researchers posited that
there exists a positive relationship between
outcome quality and customer satisfaction in
hospitality services and also found out that
where a higher (lower) level of outcome quality
is expected to increase (decrease) customer
satisfaction.
According to the results of hypothesis three, the
researcher found out that there is a relationship
between customer satisfaction and trust.
Various studies about the relationship between

trust and customer satisfaction have supported
the result of this hypothesis. Among them,
Moreira and Silva (2015) who studied about the
trust-commitment challenge in service qualityloyalty relationship and the researchers stated
that the service quality had impact on customer
satisfaction and also the result demonstrated
that there was a positive relationship between
customer satisfaction and customer trust.
Ravald and Grönroos (1996) proposed that trust
is an aggregate evaluation at some higher level
than satisfaction, and that satisfaction in fact is
an important source for trust. Several studies
advocated that customer satisfaction is
important for developing customer trust and
commitment (Kantsperger and Kunz, 2010).
Thus, the researcher believed that customer
satisfaction is one of the vital factors for trust
and the level of customer satisfaction is higher,
there also the level of customer trust will be
higher.
Lastly, from the findings of hypothesis four
which is examined the relationship between
customer satisfaction and trust towards
customer loyalty. The result indicated that
customer satisfaction has the highest influence
on customer loyalty with the beta of 0.401,
followed by trust with the beta value of 0.387
respectively. Homburg and Giering (2001)
claimed that customer satisfaction is a critical
issue in the marketing field since satisfied
customers turn into loyal customers and ensure
profitability, which is crucial for most
businesses. Researchers suggest that it is
necessary to look beyond satisfaction, at
variables such as trust, to predict loyalty
(Szymanski and Henard, 2001). Trust has been
recognized as an important influence on
customer commitment and hence on loyalty
(Morgan and Hunt, 1994), especially during
and after periods of crisis, where trust can even
enhance brand loyalty (Hegner et al., 2014).
Ranaweera and Prabhu (2003) argued that trust
is a stronger emotion than satisfaction and that
it may therefore better predict loyalty. Hsu
(2007) stated trust had a positive effect on
loyalty and it helps to attract new customers and
later can retain existing ones besides
influencing overall satisfaction. Many studies
have found that customer satisfaction plays a
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mediating role in the customer satisfaction and
customer loyalty relationship. Most marketing
researches try to figure out the antecedents of
loyalty, and amongst them the significant
predictors are customer satisfaction and trust
(Fornell, 1992, Oliver, 1999). Customer
satisfaction is viewed as the cumulative
experience with a certain product or service as
satisfaction with a single with a single
transaction barely leads to long-lasting
customer loyalty (Fornell, 1992). Caruana
(2002) found out that a positive effect of
customer satisfaction exhibits a strong
influence on customer loyalty.
CONCLUSION
The objective of the research is to find the
factors influencing customer loyalty towards
the Sedona hotel in Yangon, Myanmar. The
research focused on different factors, including
interaction quality, outcome quality, service
quality, customer satisfaction, trust, and
customer loyalty. A total of four hypotheses
were tested utilizing statistical analysis
software and the researcher collected the data
by applying close ended questions, along with
five-point Likert scale. In this study, hypotheses
one, two and four were tested by multiple linear
regression method and only hypothesis three
was tested by simple linear regression method.
Based on the result of hypothesis one tested by
multiple linear regression method, the
researcher found that interaction quality and
outcome quality have a positive influence on
service quality towards Sedona hotel. Based on
the result of hypothesis two analyzed by
multiple linear regression method, the
researcher found interaction quality, outcome
quality and service quality have positive
influence on customer satisfaction towards
Sedona hotel. According to the result of
hypothesis three analyzed by simple linear
regression method, the researcher found that
customer satisfaction influences on trust. Based
on the result of hypothesis four analyzed by
multiple linear regression method, the research
found customer satisfaction and trust have a
positive influence on customer loyalty towards
Sedona hotel.

RECOMMENDATIONS
According to hypothesis one, the result
indicated that interaction quality and outcome
quality have a statistically significant effect on
service quality. Schutz (1966) pointed out that
customer interaction quality is demanded by
customers and has three types of requirements:
acceptance, control, and emotion. Thus, it
means the hotel’s employees need to be welltrained for the purpose of interacting with
customers very kindly, try to fulfill the kinds of
services customers need and want, also if
customers complain about services or others
necessities they have to handle professionally
and work until customer are satisfied. So, the
researcher suggests that the hotel management
team should focus on training and improving
interaction skill of their employees because
hotel services they are mostly deal with
customers and also every service firms need to
keep a good relationship with customers is very
important.
According to Grönroos (1982, 1990), the
outcome quality dimension refers to the result
of the service transaction. It is concerned with
what the customer actually receives from the
service transaction or, conversely, what is
delivered by the service provider. The process
quality dimension, on the other hand, refers to
the manner in which the customer receives the
service from the service provider. Thus, the
researcher would like to suggest the hotel
management team should focus on providing
hotel services qualities which such as, welldisplayed traditional accessories likewise in the
hotel lobby, clean and well-arrangement hotel
rooms, provide delicious, nutritious foods,
prompt services, transportation services for
foreign visitors, that can affect the customer
satisfaction and to feel they get their expected
outcome from the hotel.
According to hypothesis two, the result
indicated that service quality, interaction
quality and outcome quality are influenced on
customer
satisfaction.
The
researcher
recommends that the management team of
Sedona should keep improving service quality
for the better and also needs to maintain current
good services in order to capture customer
satisfaction by targeting on the process of
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service quality, including training the staff to be
willing to help customers, to provide prompt,
quick, and correct service and also to be neat
and well dressed. Additionally, they should try
to keep providing good service quality; in the
case of maintaining the existing customers.
From that point of view, employees need to be
trained to able to serve with effective customer
service techniques which can affect improving
servicer quality. Therefore, there researcher
would like to suggest the management team of
Sedona should train their staff to work under
any conditions because the key elements of
interaction quality, such as politeness,
friendliness, sensitivity, and empathy, are
considered critical in driving customer
satisfaction.
Based on the hypothesis three, customer
satisfaction has a statistically significant effect
on trust. Therefore, the researcher would like to
provide some recommendations according to
the result of the hypothesis three. In today’s
competitive environment, it’s not really easy to
get customer trust. Therefore, having a good
relationship or customer satisfaction which
relates with a product or service firm is assumed
as the one of the important alternatives to build
a trust with customers. In order to capture trust
from the customers, the hotel should keep
improving and providing good services quality
including interaction quality and outcome
quality in order to fulfill customers’ expectation
and turn it into satisfaction. In other words,
customer satisfaction happens from equality of
expected quality and received quality.
According to the hypothesis four, customer
satisfaction and trust have a statistically
significant effect on customer loyalty. This
means customer satisfaction and trust play a
significant role in influencing customer loyalty.
The researcher would like to suggest in terms of
developing customer trust, the hotel
management team need to attract customer are
willing to use hotels services while giving the
best and enjoyable services compared to other
hotels.
There is no doubt that customer loyalty today
has become one of the most important strategic
objectives in the service industry and it directly
relates to a firm’s revenues. Therefore,

establishing customer loyalty is a really
important matter for Sedona hotel. In order to
keep maintaining and increasing customer
loyalty, Sedona hotel management teams and
managers should focus on satisfaction. To the
purpose of improving customer satisfaction,
they need to understand customers’ needs and
wants so that they should try to get customers’
feedback or review by every possible ways after
the customers use their hotel services in order
to know good and bad point of the hotel
services promptly from them and also it would
be the best way to know the customer’s freshly
feeling on theirs. The researcher posits that it is
not enough only to keep improving the qualities
that can affect customer satisfaction, but also
they should support with customer loyalty
programs to maintain current customers
because customer loyalty programs allow them
to collect customer data and target effective
marketing tactics to improve customer retention
or customer loyalty. They can use several ways
of rewarding customers, which can encourage
customers to be constantly engaged for
example, give a reward privilege member card
or discount to customers to long term customers
to get access special offers from the Hotel.
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Abstract
This study aims to develop the current culinary arts program at a tertiary level so as to prepare for a
career as a professional chef in Thailand. The current study is needed because the hospitality industry,
particularly in the food service industry, has been dynamically changed and become more diversified
than ever before; thereby, it is necessary to develop the most appropriate contents for the culinary arts
program focus on the implementations of the student-centered and project-based teaching methods for
the new generations of Thai chef learners compatible to the change. This study proposes a conceptual
framework related to key factors influencing culinary arts program development based on the
relationships between the professional chef competency factors (personality effectiveness, academics,
workplace, and work techniques) and the culinary arts educational achievements of the project-based
teaching and student-centered performance in relation to task-based teaching outcomes. The study also
investigates the perception of professional chefs at the level of formal culinary education that is needed
for the entry improvement of the culinary arts program at the tertiary teaching level in Thailand. The
outcomes of the study will create a career foundation for young professional chefs who aspire for a
culinary arts career path working as an apprentice in a restaurant or hotel business. Consequently, the
study of culinary arts program development is important teaching and learning material which creates
a performance standard for the culinary arts disciplines not only for students but also for individual
cooks to engage in culinary professional program development especially in the kitchen department of
the food service industry.
Keywords: development, culinary arts program, chef, food and service industry, Thailand
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Introduction
Nowadays, culinary arts programs have become
an interesting and exciting for students, cooks
and distinctive professionals to get the various
opportunities and a variety of chances in the
assortment of culinary careers’ paths
(Scheuerman et al., 2004), such as being chef,
grand chef, chef owner, restaurant owner, chef
instructor, master chef, or working oversea as a
chef. This program will provide the disciplined
standards required in the career to learn a
variety of professional culinary arts skills in
terms of standard cooking competencies,
advanced cooking personality abilities, cooking
techniques, including ingredients terms, the
nature of ingredients, equipment and utensil
terms, cooking terms, and professional
communication skills that might be possibly
needed for the development of the program.
All of these skills require formal culinary
education, which is the reason that a formal
culinary education is an influential aspect and
important factor for students, cooks and
individuals to push and motivate themselves
into the culinary education to advance their
career experience. Namely, all of these are the
contents of learning and teaching methods and
can be the model testing ideas that will be
possibly tested for evidence meaningful for the
expected outcomes of the current study.
Importantly, these professional chef skills and
competencies and culinary arts educational
achievements are considered critical factors
that help culinarians achieve the goals of their
career paths (Hertzman & Ackerman, 2010),
particularly in the professional chef in the food
service industry the future.
Statement of the problem
There are many culinary arts schools in
Thailand both in public and private institutes
which provide culinary arts programs for
individual and young students. However, due to
high competition, some private cooking schools
have relatively high tuition fees and are very
well accepted in the food service industry. This
is because private cooking schools require
higher teaching abilities for their new culinary
educators; for example, they should have not
only a certain number of years of practical

teaching experience but they should also have
professional affiliation with some industryacademic research projects to improve their
practical teaching skills for the culinary arts
program (Lin & Chang, 2010).
For public cooking institutes, they usually offer
a variety of academic cooking programs that
probably match the current trend of cooking
methods. However, at present, most of the
public cooking institutes or universities lack
some qualified professional cooking educators
who could develop culinary arts programs to
help prepare students for a career as a
professional chef in the food and service
industry in Thailand. This issue is crucial and
urgently needed for the development of the
culinary arts program in order to serve the needs
of both the current culinary arts students and the
food service industry in Thailand, which is very
limited in literature and practice.
Therefore, it is believed that the current study
will not only provide the culinary arts students
and academic institutes with the opportunity of
learning and teaching career preparation as a
professional chef but will also assist in the
development and improvement of the culinary
arts program as an international cuisine
program to be recognized and accepted
worldwide in the future.
Research questions
According to the significance of the problem
statement described earlier, two research
questions from this study can be identified as
follows:
1. What conditions are primarily
needed for the development of the culinary arts
program in tertiary education in Thailand?
2. What factors have an impact on
culinary arts program development at the
tertiary education level in Thailand?
Research objectives
Based on the two research questions
mentioned previously, two research objectives
are identified as the following:
1. The primary objective is to study the optimal
way to develop a culinary arts program at the
tertiary education level in Thailand.
2. The secondary objective of this research is to
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examine the factors influencing culinary arts
program development at the tertiary education
level of Thailand.
Literature review
Development of culinary art education in
Thailand
From 1940 to 1997, culinary art
education was internationally developed by the
collaboration between the professional in the
culinary field and the chef instructor. It was
designed to develop the professional chef
training by using the traditional European style,
which is matched with the educational
technique in the United States for the
foundation of a successful chef career within
the service industry. This was the first public
school of cooking in the United States, which is
currently called ‘LA Trade Tech’, originally
called ‘The Frank Wiggins Trade School’. The
program was designed to lead cooking students
through the classical system of kitchen
organization, which was the modesty of duty
system called “the French brigade system”
(Mandalbach, 2003). In 1963, vocational
education played an important role in the
construction of various modern vocational
schools that had never existed before, the
impact of which had an effect on the
development of culinary arts programs.
Consequently, there was an interesting
development in the instruction system in 1973,
when there was a change from the traditional
credit-hour educational system to a competency
base program method which focused on theory
and skill and evaluated the capacity of students
based on their work skills to measure that
students’ abilities corresponded with the
expectations of an employee in order to
preserve employment. This initiation education
system became an important function in the
field of culinary arts, showing that cooking is
not only a trade, a proficiency, or vocation, but
a competency based on the education as well
(Vanlandingham, 1995).

Importantly, the above development of
the international culinary art education system
marked an important course change of for the
culinary arts program in the Thai education
system as well. The teaching method of this
program is to train learners about food
preparation, sanitation, hygiene, utensils and
equipment use and afterwards serve the school
canteen customers under the control of a chef
instructor and the canteen or restaurant
manager. The teaching and learning of culinary
arts are only partially applied in Thailand's
education system, but are not applied for the
whole functions of teaching and learning at
culinary arts programs in Thailand. The
teaching methods and material that will be
derived from the current study will provide a
significant opportunity for culinary arts
students to explore their real-world experiences
under the directions and suggestions of
instructors and professional chefs, thereby
getting the feedback or recommendations from
the food service industry owners in order to
improve their professional skills or cause
change in a progressive way.
Hence, the objective of a culinary arts
program for a tertiary school in Thailand is to
provide the foundation of the program by
introducing fundamental knowledge and
training in the culinary arts field, including the
introduction of elemental skills such as modern
food preparation, work safety, food safety,
hygiene, sanitation, correct equipment use and
learning about the various types of food service
such as dining room service, catering, buffet, à
la carte and food service based on a special
event function (Cariddi & Kaigle, 2011).
Professional competency concept
David C McClelland (1970) defined
professional competency as a feature which is
hidden inside the person, which will motivate
the person to produce the best results and work
in a highly responsible manner. Boyatzis (1982)
remarked that competencies refer to the
person's underlying traits, such as character,
motivation, social role, self-image or skill. It is
then the body of knowledge that a person needs
to perform in order to achieve a performance
above their current level of competency. The
word competency also refers to a group of
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attributes and behaviors that a person needs to
perform in a certain position, behave
responsibly and succeed at work (Boam &
Sparrow, 1992). Spencer and Spencer (1993)
added that professional competencies refer to
the underlying characteristics within the
individual, namely, knowledge, character,
motivation, skill and self-concept, and these
features can activate a causal relationship in a
person to perform work responsibilities and
duties or in related situations effectively. In this
sense, Nadaillac (2003) argues that competency
is an ability to practice and achieve results, and
includes objectives which will drive the
individual to acquire the knowledge, the knowhow, the personality and the attitude to help the
individual face and fix the situations or
problems occur to the life.
Finally, Dubois and Rothwell (2004) conclude
that professional competency is the totality of
features that everyone has and uses properly to
achieve expected goals which t include these
attributes: personality, social motivation,
knowledge, skills, and personal nature, as well
as thought patterns and thinking styles as well
as including feelings and the actions. These
features of professional competencies help the
service organization identify the qualities or
good attributes of the workforce in its
organization. The researchers have then
concluded the meaning of competency which
refers to the behavior in which a person
demonstrates his or her ability, attitudes,
knowledge, skills, and individuality to achieve
measurable results and which can be improved
through a specific planned training program.
Professional chef competency factors that
impact the culinary arts program
Regarding professional chef competencies that
possibly impact the culinary arts program, the
current study is based on professional
qualifications proposed by the Employment and
Training Administration (ETA) (2016). The
ETA (2016) defines the four key competencies
for culinary art food service providers or
professional chefs as the following: 1)
Personality effectiveness competency: This
relates to honesty, professionalism and skill,
ability and willingness to learn; 2) Academic

competency: This consists of analytical
thinking ability, competent communication
skills and basic computer ability; 3) Workplace
competency: This dimension focuses on
working well with others, having a customer
focus, problem solving and decision making
ability, and includes hygiene, safety and
professional skills; and 4) Technical
competency: The last factor is based on work
safety and cleanliness, service product quality,
quality cost control, culinary arts skill, and back
of the house supervision.
Therefore, the current study customizes these
key professional chef qualifications for food
service providers and professional chefs in
terms of the culinary arts competencies offered
by the ETA (2016). The influential factors
should be primarily realized and customized
according to individual culinary arts programs
developed for professional chef preparation
especially in the tertiary level cooking schools.
Hence, in order to understand the factors of
professional chef competencies that probably
impact the success of the culinary arts program
in a holistic way, these factors need to be taken
into account when considering their impact on
the culinary arts program.
The achievements of the culinary arts
education program
The achievements of the culinary arts program
customized in this study determine the overall
success of the culinary arts program
development in a holistic way. Based on the
literature review, the achievements of culinary
arts program development are identified as the
following three main factors:
1. Culinary arts educational achievement
(Program assessment): By applying the threestep process of assessment planning,
assessment implementation, and program
evaluation, the culinary arts programs have the
tools to provide unity and cohesion between
program outcomes and daily learning goals.
Colleges need to verify the effectiveness of
their programs and services, as testified by
many of the recent works on assessment
(Hatfield, 2001; Roberson et al., 2002; Seybert,
1993; Suskie, 2009; Weaver-Kaulis &
Crutsinger, 2006). Career schools and
vocational schools in particular, should
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commonly provide premise of learning in their
programs, the proof of which is often
established by means of assessment (Popham,
2004; Suskie, 2009). By using research
methods and professional standards, program
evaluations can assist organizations in
presenting such evidence through a systematic
process for assessing eht results of the program
(Wholey, Hatry, & Newcomer, 2004).
Accrediting organizations, state and federal
governments, program advisory committees,
administrators, employers, alumni, and even
current students request proof that learning is
relevant, useful, and appropriate to academic
degree and industry demands. Government
demands for higher education amenability
(Popham, 2000; U.S. Department of Education,
2006) affect both delivery and measurement of
learning outcomes in culinary education.
Accreditors, representatives from state and
federal departments of education, program
advisory committee members, administrators,
employers, alumni, and students request proof
that learning is relevant, useful, and appropriate
to degree and industry demands. Colleges often
need to verify the effectiveness of their
programs and services (Hatfield, 2001;
Roberson et al., 2002; Seybert, 1993; WeaverKaulis & Crutsinger, 2006). In the term of the
gainful employment rules of the U.S.
Department of Education, 2016), the
assessment and accountability practices have
never been more critical to technical and career
education. The U.S. Department of Education
designed gainful employment regulations to
ensure program completeness and provide
consumers with better information about the
effectiveness of career colleges and training
programs. Culinary schools have been charged
with producing employees for the foodservice
industry, sometimes at the expensive of
individual learning, exploration, and growth
(Hegarty, 2004). More importantly, for the
ultimate benefit of culinary educators and
culinary
students,
Driscoll
(2005)
recommended that the response to the critical
reflection of current teaching methods be to
change kitchen demonstration practices from
the habitual and finding new tactics for teaching
which may have enduring and even
revolutionary effects on culinary art education
in particular and the foodservice industry in

general.
For professional development based on the
educational philosophy of student-centered
learning, it may help to develop a new
paradigm-based learning process. The
foodservice industry must cultivate talented
professionals who shape the foodservice
industry sustainably. Chefs not only want to
teach students to cook, but also to teach students
about industrial businesses as well, Besides
classroom or kitchen learning, safety aspects,
sanitation and respect for their chosen career
paths and traditions, this means preparing the
student's head, hands and heart that is the
foundation for each of them to be successful in
their own life. The combination of Bandura's
social learning theory assessment model,
Kirkpatrick's training evaluation model, and
student-centered learning are powerful bases
for creating the future of culinary education.
Students, both graduates and all people, should
develop their minds, bodies, and spirits for
lifelong learning and fulfillment.
Adults in the technical and professional training
program deserve new approaches to education
that combine the best human and social learning
theories with results-oriented training as a
guideline for training and business needs today,
if the foodservice industries are unable to judge
the graduates' ability to meet the employer's
needs alone, how can the school advance
beyond the internship level?
From a purely educational perspective, the most
important student experience is that student
learning outcomes should be paramount in
culinary schools. In contrast to the needs of the
industry for trained manpower, most culinary
studies have abandoned the proud foundation of
the association and the internship system in the
higher education model of the United States.
(Davis, 2004; Mandabach, 1998; Olliff, 1998;
Ryan, 2003). State that a well-intentioned
organization endorses the appraisal of academic
chefs rather than culinary credentials, enforcing
creativity and practice in the traditional higher
education format. (Accrediting Commission of
Career Schools and Colleges, 2011; Fitzpatrick
et al., 2003; North Central Association of
Colleges and Schools, 2011). The researchers
clarify that, in the past decade, culinary
curricula have become too formulaic and
uncreative in the United States.
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Instructional
achievement
(Instructor
assessment): Hegarty (2004) has stated that a
majority of chef instructors are cooks with little
base knowledge or fundamental curiosity about
the history and the science of food and the aim
of most culinary schools is to provide trained
workers to the food service industry (Hegarty,
2004; Kaplan, 2011). In teaching and learning,
there are exceptions, and student development
will be impaired because they learn fewer
technical tips from the chef instructors who
were, in turn, taught by their mentors before
them; this system was normative two decades
ago. For other educational methods, lifelong
learning is also an important part of humanistic
learning model which the culinary arts field is
using to attract new students. The humanistic
model is especially beneficial for culinary arts
because of its association with adult learning
and its emphasis on the individual with diverse
needs, abilities, and aptitudes (Morrison et al.,
2007). that American culinary schools regularly
follow the Tyler (1950) model, which is a wellknown four-step and rather prevalent education
model in professional culinary arts education,
consisting of the following parts: Generate an
objective, select relevant activities, organize
and sequence activities and evaluate.
Chef instructors will often follow the Tyler
model when they plan daily learning activities
or a class curriculum in which the objectives
usually involve the preparation of a dish
incorporating classical cooking techniques,
taste, timeliness and sanitation. The activities
usually include lecture and a demonstration and
are followed by a practical class during which
students prepare the same dish.
The organizing and sequencing of learning is an
important part of the fundamentals of cookery,
such as proper slicing and cutting techniques,
preparing soup stocks and classical sauces, and
general cooking, as well as other fundamental
techniques
which are required before
advancing to more complex dishes and
procedures. Student assessment is often a
subjective determination by the chef instructor,
even though rubrics are also employed. This
approach is analogous to Bandura’s social
learning theory with its four steps: attention,
retention, production and motivation (Bandura,
1986; Morrison et al., 2007).
In addition, culinary arts education should

deeply integrate the three key aspects of
learning: heads, hands and heart, such that the
learner will internalize the necessary
information
by
personally
experience
educational events in different ways.
Based on 15 years of personal experience of the
researcher, chef instructors do not readily
embrace student-centered learning (Barr and
Tagg, 1995). For the chef instructors, studentcentered means that the students can practice
and try anything which might help increase
their culinary arts knowledge, while the chef
instructor’s role is to guide and observe what
the students are doing. In regards to students
who need special attention, educators must
either attempt to train them or tolerate and be
responsible for their failure. It is important for
instructors to be patient when working with
students, encourage them, define what is
expected of the students and monitor their
success. Chefs can also utilize the so-called the
master-apprentice learning environment, in
which student actively await instructions and
demonstrations from their mentor and then
repeat the technique.
Chef instructors do not want to entertain
questions that reveal the extent or limits of their
knowledge. The knowledge of cooking is
something that can be enhanced and
supplemented over time. Based on the
experience of this researcher, many chefs are
uneasy about revealing to students that they do
not know the answer to a question. They feel
generally defensive and challenged. There are
different hierarchies in the kitchen and the
chef's power, skills and knowledge should not
be challenged. However, even though most
chefs are true professionals whose priorities are
their students and their cooking abilities, they
are more comfortable with the tyrannical style
in which they are in charge. Although there are
different attitudes, most of the culinary arts
programs in the United States follow this
model. They think that individuals must be
completely rigorous or completely apathetic.
The most remarkable teachers of any subject
are comfortable with the lack of their own
knowledge and do not feel pressured to put
students in their place. (Bain, 2004). Mentioned
that culinary education must find a mechanism
to support questions and discoveries
consistently and maintain a hierarchy in
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classroom. Generally, chefs in culinary
education have high technical skills. However,
they need to develop their teaching and
assessment skills through experience and
regular teaching training.
3. Learning achievement (Student assessment):
The assessment of student learning outcomes
can contribute to improving instruction,
learning and responsibility (Hatfield, 2001;
Kirkpatrick & Kirkpatrick, 2006; Stufflebeam,
2001; Suskie, 2009). The assessment of student
learning outcomes based on performance
standards and the analysis program
effectiveness in tertiary culinary arts education
may be the as yet unrecognized key aspect as to
which tastes are preferred and how cooking

knowledge is diversified and disseminated in
the current system. New levels of responsibility
within higher education certainly have already
affected the transfer and measurement of
performance standards in culinary art education
(Popham, 2000, 2004; Suskie, 2009; U.S.
Department of Education, 2006).
According to the professional chef
competency factors and achievements that
might possibly impact the development of the
culinary arts program in Thailand as identified
previously, the initial conceptual framework
showing the research process of the
development of the culinary arts program as
defined by the current study is finally proposed
in Figure 1.

The Research Process of Developing the Culinary Arts Program in Thailand
Input
Professional Chef Competency
of Culinary Arts Program
1. Personality effectiveness
competency
2. Academic competency
3. Workplace competency
4. Technical competency
Determining Factor

Mediator

Output

Instructional
Achievement
(Instructor
Assessment)

Learning
Achievement
(Student
Assessment)

Determined Factor 1

Determined Factor 2

Outcome
Culinary Arts
Educational
Achievement
(Program
Assessment)

Determined Factor 3

Figure 1: An Initial Conceptual Framework of the Culinary Arts Program Development in Thailand
Based on the key factors affecting the
development of the culinary arts program in
Thailand as described in the initial conceptual
framework as the research process of this
study, the hypotheses of the current research
are then proposed as shown in the following
hypothesis model of Figure 2:
H1: Overall professional chef competencies
are positively correlated to instructional
achievements.
H2: Instructional achievements are positively
correlated to learning achievements.
H3: Learning achievements are positively
related to the overall achievement of the
culinary arts program at the tertiary
educational level.
H4: Overall professional chef competencies
are positively correlated to overall

achievement of the culinary arts program at the
tertiary educational level.
H4.1: Personality effectiveness competency is
positively correlated to overall achievement
of the culinary arts program at the tertiary
educational level.
H4.2: Academic competency is positively
correlated to overall achievement of the
culinary arts program at the tertiary
educational level.
H4.3: Workplace competency is positively
correlated to overall achievement of the
culinary arts program at the tertiary
educational level.
H4.4: Technical competency is positively
correlated to overall achievement of the
culinary arts program at the tertiary
educational level.
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The Research System of Developing the
Culinary Arts Program in Thailand
Input
Overall Professional
Chef Competency of
Culinary Arts Program
1. Personality
effectiveness
competency

Outcome

H 4.2

Mediator

Output

H1

Instructional
Achievement
(Project-based
teaching
Assessment)

Learning
Achievement
(Studentcentered
Assessment)

Culinary Arts
Educational
Achievement
(Program
Assessment)

2. Academic
competency
H2

H3

3. Workplace
competency
Determined Factor 1

Determined Factor 2

H 4.3
Determined Factor 3

4. Technical
competency

Determining Factor

Figure 2 The Final Conceptual Framework with the hypothesis model of the study
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Research method & statistical design
The research utilizes mixed methods of both
quantitative and qualitative approaches. This
study consists of three stages: literature review,
fieldwork, and collection and analysis of
exploratory and empirical data.
For the first stage of literature review,
definitions of key terms – professional chef
competency factors, culinary arts program
development and achievement, project-based
teaching and student-centered method, and
task-based teaching and etc. - are reviewed and
synthesized. The relevant information will be
collected from appropriate books, journals,
publications, conference papers, reports and
theses published. Further documentation is also
collected during the data collection period. All
data collections are undertaken in northern
region of Thailand.
The second step is fieldwork using semistructured interviews. A key theme in studies on
the effect of professional chef competencies on
the culinary art program development and
achievement is the main objective of the study.
Hence, semi-structured interviews are
conducted with key informants chosen from the
professional chefs of the five luxury hotels
participated in this study. The key informants
have experience of direct participation in the
formation of professional chef competency or
are directly involved in professional chef skills
and disciplined standards of the culinary fields
in the selected luxury hotel in Northeastern
region.
The interviews are chosen for this qualitative
study because it provides the opportunity for
the researcher to raise additional questions and
ensure that the desired information would be
obtained. This number of interviewees is
considered sufficient because of the depth of
information gathered during the interviews
provided saturation or a repetition of these
informants (Patton, 2002).
The third stage of collecting quantitative data is
done by assessing the impact of professional
chef competencies on the achievements of the
culinary arts program development by using a
questionnaire based on the proposed conceptual
framework. The targeted sample groups are 400
culinarians. These participants are randomly
selected from five luxury hotels located in the

northeastern region on the list of Thai Chef
Associations. The sample groups are
considered suitable for the study because they
are real professional chefs with advanced
cooking skills which can fulfil and provide the
meaningful data for the development of
culinary arts program. This survey framework
approach follows Tyler’s model (1950)
suggesting that the survey approach is the norm
when measuring chef perceptions of
professional chef competency in the culinary
arts program. The data obtained by the
questionnaires is used as exploratory data for
confirming the validity of the questions and
ensuring all input variables within the study
have been identified (Ryan, 1995).
To obtain access to data, the researcher will
provide professional chefs presentation through
the Human Resource Departments of the
selected hotels. The researcher initially
contacted the Human Resource Directors in
each hotel with an introduction letter explaining
the project objectives, participant information
sheet, interview procedures and questions,
including a consent form asking for permission
to administer the survey questionnaire and had
interviews. The introduction letter assured the
hotels that all information collected would be
anonymous and all respondents would remain
anonymous. The letter indicated the researcher
would provide a report summarizing findings
and analyzing their significance to contribute to
the future culinary arts program development in
the food service industry. (Ryan, 1995).
Regarding data analysis, ANOVA and
multinomial regression techniques are used to
test the perceptions of professional chefs and
statistical
significances
across
sociodemographic, determining, and determined
variables. Structural Equation Modeling (SEM)
software called Mplus editor 6.12 is employed
to analyze the casual relationships among the
determining and determined variables and the
research hypotheses.
Finally, the mixed research method helps to
integrate concepts, assumptions, sampling, and
appropriateness and adequacy of data that are
triangulated to inform the research problems or
questions (Bryman, 2001; Creswell, 2009).
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Conclusion
This study is based on the culinary arts program
development of the overall professional chef
competencies focus on four key determining
factors
of
personality
effectiveness
competency, academic competency, workplace
competency, and technical competency. These
factors are considered the input variables of the
professional chef competency mindset
necessary for developing the culinary arts
program particularly in the context of Thailand
culinary arts education. Apart from the key
factor related to the professional chef
competency mindset, the study also has a chief
purpose to continuously explore the
instructional achievement of the instructor
assessment as a mediation factor that could lead
to the learning achievement of the student
measurement as an output factor. This output
factor is believed to probably determine the
overall achievement of the culinary arts
program as an outcome of the current study.
The significant notions arising from the initial
relevance factors influencing the development
of the culinary arts program lead to the research
questions of the study; namely, what factors are
primarily needed and have an impact on the
development of the culinary arts program in the
tertiary education in Thailand. The research
questions need to be answered in relation to
fulfil the research objectives aiming to find out
the guidelines to develop a culinary arts
program in the tertiary education in Thailand
and to examine the factors influencing the
culinary arts program development in Thailand.
The consequence of this paper is then to present
the proposed conceptual framework together
with the research process of how the researcher
develops the culinary arts program as the
outcome of the current study.
It is believed that the proposed conceptual
framework as a research process will help the
researcher develop the research design and its
instruments as a foundation for identifying the
competencies needed for the assessment of the
entire entry-level culinary arts program in
Thailand.
Importantly, this professional chef competency
study will specifically focus on the culinary arts
education, which engages the whole entry-level
hotel departmental positions, such as food

industry, restaurants, food service and catering,
and international hospitality and food-service
providers related to the professional chef
competencies in a holistic view.
Therefore, the study of professional chef
competency development has a contribution to
most of the current studies related to the
technical skills measured crucially by
professional chefs and learning respondents
concerning food hygiene and sanitation, food
production and purchasing and the proper and
safe operation of equipment as essential skills.
This also includes food-service studies, related
simulations or coordinated to the work
experience which will expose students to
develop both technical and human skills
(Mariampolski et al., 1980) in the overall
professional chef competency engaged with the
culinary arts program. The current study
intends to help drive appropriately students to
prepare themselves as professional chefs in the
food service industry.
Ultimately, this study is believed to give the
worthy opportunities for the graduates to be
well-educated with wide ranges of knowledge
and skills in culinary arts education standards in
order to be accepted and successful in the
culinary art career in the future.
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Abstract
This research aims to study the social media impacts in Thailand due to the change of consumer
behaviors in the new era of digitalization with unlimited internet access. The digitalization and social
media applications have been affected into the many areas including tourism, especially in Thailand.
This research has the main objectives to study the changes of new consumer behaviors that affecting to
make decision to choose the tourist destination, hotels, resorts, local transportation, and tourism
activities for business or leisure purpose of travelling. The objectives for studying this research are; a)
to study what are impacts of social media affecting to the tourism in Thailand, b) to study and understand
how are the changes of consumer behaviors related to the social medias and digital platforms, c) to
study how to handle the tourism agencies such as tourism organizations, hotels, resorts, restaurants,
tourist attraction offices and tourism related business handling with the social media impacts in the
present days, d) to study what are the main social medias that the travelers using to getting the
information and making decision in travelling to Thailand, e) to study why people changes their
preference from offline media to be social media in making decision for any tourism purchase travelling
to/among Thailand.
It was agreed by the interviews-in-depth with specialists who working in this tourism and
digitalization that there are the strong impacts of tourism activities due to internet access and social
media implementation travelers, so the tourism service investors and providers have to adjust their
business platforms to be practical and logical in order to match with the changes of current consumer
behaviors.
Keywords: Digitalization, Social Media, Internet, Online booking, Travel, Tourism, Thailand
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growth of hospitality and hotel industry

Introduction
Thailand is one of ASEAN

indirectly in the same time.

countries that there are tourists around the

In 2014, there was a benchmark

world come to visit for leisure and

report from www.wttc.org, showing that

business purposes because Bangkok which

the revenue of travel and tourism industry

is a capital city of Thailand where it is the

feeds into the economic system of Thailand

hub of ASEAN featuring with many key

up to 72 billion Thai Baht, recorded to the

factors support the tourism and hospitality

World Travel & Tourism Council (WTTC).

of Thailand has been developed the

Travel and tourism industry became the top

growth rapidly

forth driver the Thai economic system after

(http://investasean.asean.org/, 2012).

retail, agriculture, automotive industry and

Thailand is the destination combining of

the travel and tourism industry generated

natural attraction such as the white sandy

19.3 percent of Thailand’s Gross Domestic

beaches, coral reefs, mountain and tropical

Product (GDP) in year 2014 (World Travel

forest, historical sites, amazing man-made

& Tourism Council, 2015)

parks, religious attraction, tasteful

Referred to the number of tourist

gourmet, unique Thai cultures, affordable

arrival recorded by the Office of Tourism

accommodation, ecotourism and

Development

sustainable tourism, shopping tourism and

website(http://www.thaiwebsites.com/tour

signature service-mind to welcome the

ism.asp, 2017), there were 10.13 million

tourists, create the memorable experience

visitors in year 2001, increased to 15.94

during staying in Thailand and also

million visitors in year 2010 and rose to

generate the word-of-mouth talking about

29.88 million visits in year 2015 even there

the charming of Thailand; these factors

was the crisis of demonstration of military

building the reputation through the globe

coup in year 2014. From this figures, it

(Craig Burkinshaw, 2017). The growth of

could be seen that the tourism and

tourism industry develops the

hospitality tourism in Thailand has been

transportation and infrastructure system to

growing continuously, the visitors know

support the tourism growth; moreover,

more about Thailand and the media could

Thailand attracts the business investors

reach more target travelers for aim to visit

and entrepreneurs for meeting, incentive,

Thailand for leisure or for business

convention and exhibition affecting to the

purposes, that were showing in the below
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figures

to 1997, they all have changed the routine

(http://www.thaiwebsites.com/tourism.asp,

behaviors and consumer behaviors. In the

2017)

period of Baby Boomer between 1946 to
1964, the consumer behavior was quite

Table 1.1 Tourist arrivals recording

simple and we consumed the information

from year 2001 to year 2015

through the traditional channels in order to

Year

2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015

Source:

The

Number of
Arrivals (Millions
Person)
10.13
10.87
10.08
11.74
11.57
13.82
14.46
14.58
14.15
15.94
19.23
22.35
26.55
24.61
29.88

Office

of

make decision to choose the destination of
travelling,

accommodation,

traveling

activities; in the same time, the tourism
investor and entrepreneurs also use the
existing old channels to promote and do
marketing

for

their

consumers

(http://www.thaiwebsites.com/tourism.asp,
2017).

Overview of Social Media
Social media is the application or
website which is the online communication
and channels that people could be able to

Tourism

share the information, exchange the

Development (2001 – 2015)

experience, keep in touch with the network

(http://www.thaiwebsites.com/tourism.asp,

and community (Margaret Rouse, 2016).

2017)

Moreover, nowadays most of business

The number of tourists’ arrivals to

especially the hotels, resorts, tourism

Thailand has been increased continuously

offices in many countries are using the

because the word-of-mouth image from

social media as the medium channels or

those who experience in Thailand and

tools to give the information about their

nowadays people can easily access to the

business and highlights in order to persuade

social media and learn more details about

and attract the potential consumers through

the uniqueness, beauty, safe, and security

the applications and website. In the past,

about the new destinations. With the new

there are only personal computers but

generation of Millennials or members of

presently, there are the mobile phones and

Generation Y who are born between 1987
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portable gadgets that the consumers could

Types of Social Media

be able to check the information, update

There are many types of social

their lifestyle and get the promoting and

media that were created and used through

advertising information from these online

the online community and network to suite

channels. (Laura McCarthy, Debra Stock,

with the change of new generation and

and Rohit Verma, Ph.D., 2010)

consumer behaviors that exist nowadays;
1. Facebook: It is a social media platform

Table 1.2 Time spent on the internet per

that the consumers could create their

day in 2015

account, upload their photos, update their

Average number of hours spent using the

status, share the video and live the current

internet per day

situation that they are facing with.

Access
through
laptop/deskto
p
Access
through
mobile device

Vietna
m
5.2

France
1.9

US
A
4.9

Thailand
(Margaret Rouse, 2016).
2. Twitter: It is a free microblogging
5.5
service that allows the consumers to

2.7

1.3

broadcast their short posts into their
4.1
network. Most of messages are mainly in

2.5

form of text and sentences.

Source: www.keywordsuggest.org

3. Google+: It is pronounced as Google
Plus, and it is one of online functions of

Table

1.3

Thailand

Social

Media

Google that could the Google users to live

Population Overview in 2014

Growt
h
Users
(Millio
n)

Facebo
ok
53%

Twitt
er
350%

Instagra
m
13%

28

4.5

1.7

and spend time with their network and
friends by updating and sharing their real
and current experience (Margaret Rouse,
2016).
4. Wikipedia: It is a free and open content

Source: www.techinasia.com

online

encyclopedia

created

by

Wikipedants to give the full details and
information or topic, subjects, person and
places. (Margaret Rouse, 2016).
5. LinkedIn: It is a social networking that
allows the consumers to post and update
their professional information show their
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previous working experience, training or

certain topic of interests or general

other working reference in their career

information that the web blog page owners

(Margaret Rouse, 2016).

wish to share to their online community.

6. Pinterest: It is one of social media

(Margaret Rouse, 2016).

platform that allows the consumer to share

11. Online Travel Agents: In the present

the photo with the short content based on

days, the online travel agents’ websites

their preference. (Margaret Rouse 2016).

have been developed to add a page allowing

7. Instagram: It is another one of social

the visitors to share their experience after

media platforms that allows the consumers

making the online purchase from these

to upload the photo and video through their

websites. (Rohit Bhadra, 2016).

network and community. The consumers
often create the hashtags (#), # then

Statement of Problem

followed with word of the interested in

In the past, when the traveler or

order to capture the attention from the

tourists would like to visit the places for

others (Elise Moreau, 2016).

holidays or business purposes, they will

8. Social Media Marketing (SMM), it

search for the information and details from

happens when the business investors and

printed

owners trying to use the social media for

Sometimes the information of destination

business advantages in order to promote

and tourism activity could be learnt from

their products and service and to reach

the television and radio promoting into the

more existing and potential consumers

public as the traditional medium of

through social media. (Margaret Rouse,

communication in Thailand. The people

2016).

trusts in the information from the printed

9. Search Engine Optimization (SEO): It

magazine and it also generates the wide

is the new function to manage the visibility

growth of communication industry in

of the commercial and business websites to

Thailand while there are many new

be often seen by the potential and current

magazines,

consumer. (Margaret Rouse, 2016).

international publications launched in the

10. Web Blog: It is online website that

previous period Laura (McCarthy, Debra

allows the consumers registration their

Stock, and Rohit Verma, Ph.D., 2010)

magazine

and

newspapers

newspaper.

and

new

accounts to write their stories and share

Last few years, there was the

experience. It might be written about

sudden change that mobile phone become
80

The International Conference of Entrepreneurship
And Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st 2017

the fifth factor of living then the social

investors, generating the shortcut of

media, application and online websites are

making the business and profits.

the mandatory features that all consumers

The

printed

media

becomes

rely on. The consumer behaviors have been

disadvantage as there is the limitation to

changed obviously. The people search the

reach to the consumers in the large area.

information before making any purchase of

The social media and online platform will

products and services. The consumers

support to reach the new, potential and

prefer to buy the online purchase. From

existing consumer. The tourism and

www.webcoursebangkok.com,

is

hospitality industry get the affect from this

mentioned that the number of online

rapid change due to the development of

booking was increased to be more than 50

social media into the routine lifestyle. If

percent in year 2010. The social media and

any tourism and hospitality agencies don’t

online

key

have the fast change and implementation of

influencers in making the decision. 61

new platform of social media, it will

percent of internet users in United States of

become difficult to allow people know your

America have changed their behavior to do

production, service and image, currently,

the research the information of the

the social media developed themselves to

destination, accommodation and tourism

expand into levels of ages, careers and

activity before traveling and prefer using

countries. Thailand is one of countries has

the online social media. Social media and

been change the pattern of marketing and

weblogs could reach 8 out 10 of online

communication to match with the new

internet users (Carl Heaton, 2014). The data

trend of consumer behavior change by

is also shown that online booking help the

relying one on digital marketing, online

consumer saving cost; US$2 – US$6 taking

activities and social media management.

platforms

become

it

the

place from the online booking and US$6 –

Research Questions:

US$10 taking place from phone booking

This research will answer the

costs. This could be shown that the online

following research questions in below;

channels would be more interesting to save

1. How is the easy accessibility to the

time and save cost for both of consumers

internet and information increase

and business investors. In the same time, it

the more online bookings of

helps to create the direct communication

tourism activities?

between the consumers and business
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2. How are the word of mouth from

3. The result of the research could show

review and the word of mouth from

what are the social media impacts affecting

online influencer affect to the

to the persons who are working in the field

online

related in tourism in order to have better

booking

of

tourism

activities?

understanding and learn how to handle the

3. How is the change of consumer

impacts with new changes of consumer

behavior relying on the internet

behaviors and have the up-to-date strategies

access and social media?

to cove with these social media.

4. What are the factors affecting the

This research could provide the

number of online bookings of

direct and indirect information to all

tourism activities?

tourism agencies which are involved in

5. Why the social media become

tourism industry to develop the new trend

influential to the new generation?

of tourism industry and success in tourism
by understanding the full perspectives of
social media and consumer behaviors.

Significance of the Study
This research could be the useful
information and tool for many parties in

Scope of the Study

tourism to be reference to develop the new

This research has the specific study

business and industry for the better

of social media impacts that affect to the

understanding about the online social

tourism in Thailand which becomes the

media, the impacts and know how to handle

main factor in gathering the information

the new change of consumer behavior in

related to Thailand and making the decision

order to have the better success as the

to travel to Thailand including choosing

following;

other tourism activities in Thailand, so the

1. The result of the research could give the

scope of the study are as following;

meaning of social media, their advantages

1. This research focuses on the international

and disadvantage in tourism

tourists who travel to Thailand and also

2. The result of the research could show

national tourists who travel within Thailand

what the social media impacts are affecting

how the social media are used to be the tool

to

companies

to get tourism information and making the

involved in tourism and how to handle the

decision in choosing the destination and

impacts with the better understanding

activity

the

organizations

and
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2. This research focuses on the tourism

the researcher also required to have the

agencies

/

secondary data from the existing source

tourist

such as newspaper, magazine, internet and

attraction and other tourism business

textbooks. The findings shows that most of

investors facing with the social media

facebook users in Thailand are young and

impact and how they handle the changes of

educational, so the advertisers need to

these consumer behaviors

adjust the format of advertising in facebook

3. The area of studying and getting the

to be matching with the targeted market.

information for this this research could be

The price issue is sensitive to make the

covered throughout Thailand, which is

decision of purchase of the product and

related to tourism in Thailand.

service. The investment in advertising the

such

organizations,

as

tourism

hotels,

offices

resorts,

products and services in facebook is
effective because the advertisers could

Literature Reviews
The researcher found one of

select the targeted market as expected. The

literature review in the topic of a study of

social image of products has the highest

factors of social network affecting attitude

average means of factors and credulity has

towards brand advertising and purchase

the lowest average means of factors in

intention a case study of facebook in

making decision to purchase the product

Bangkok

Pharuepon

and service via facebook in Thailand. The

Assumption

consumers prefer to update the updated

University, Bankok. The objective of the

information from advertising in facebook

research was (1) to study the relationship

because they feel that it is up-to-date

between credibility and attitude toward

information and trendy lifestyle to improve

brand advertising (2) to study about the

and upgrade their living and social status, it

product information and attitude effecting

shows that the advertising in facebook in

from the brand advertising (3) to study

Thailand is influential making the decision

about the connection of attitude towards on

due to the change of consumer behaviors.

are

Manomayangkul,

by

Ms.

(2012)

brand advertising and purchase intention.
The researcher also set the sampling unit

Additionally, the researcher also

with 400 persons to from the whole

studied another literature review created by

population to get the primary data to

Mr. Mahender Reddy, Mr. Govinda Raj E.,

analyze in the further process. Moreover,

and Mr. Lokesh Kumar on the topic of
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Social Media Marketing in Tourism: A

tourism. The feedback of social impact

Study on Andhra Pradesh Tourism, even

depends on the demographic issue showing

the content of research is not involved in

in the number of followers and the number

Thailand, its content could be applied for

of talking about the tourism on social

the general understanding about the social

media, all online activities on social media

media and online network. The objectives

will be linked between the tourism offering

are clearly set as follows (1) to study what

and the preference of consumers.

is the social media and implementation of
Research Framework
social media in promoting Andhra Pradesh
The research framework will be
Tourism (2) to understand the roe of social
explained and covered the objectives and
media and online network in promoting
questions of the study as planned by the
tourism (3) to analyze the potential
researcher. By creating the relationship
consumers through the implementation of
between the independent and dependent
social media. This researcher used other
variables, for example; to find out the easy
methods such as observation method and
accessibility to the internet which is the
interview method to get the full information
first factor that influences and bring other
to analyze even the location of study is
independent variables. In traditional period,
limited only in Andhra Pradesh Tourism.
the consumers has the limited access to the
The finding of this research was concluded
internet; on the other hands, the internet
that there is the continuing growth of social
access has more reasonable cost allowing
media and becomes the key of marketing
everyone to access the internet all the time,
tool in promoting the product and service,
which means to the easy accessibility to the
especially in tourism because it could
information, to be communicated more
support to create the destination reputation
about the tourism products and service and
and full information and positive image by
additionally to create the demand of
online advertising. There are many case
travelling in the new destination, staying in
studies in Andhra Pradesh proved that the
the new accommodations and choosing the
creative and innovative social media and
new tourism activities for their specific
communication will help to reach the large
purposes after learning and getting the
number of target rather than the expectation
sharing information and experience which
and it becomes the best effective way to
could be the word of mouth from the review
save cost and generate the revenue in
by those who used to experienced them
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before or the word of mouth from the online

Figure

influencers. There are other important

methodology

1:

Flow

chart

of

applied

independent variables such as the selfmanagement, competitive online price,

Data collection

Data from

through depth

secondary

interview

source

From

time-saving by self-managed booking, and
the attractiveness of automatic feed online
advertising which will be lead and affect to
the number of online bookings of tourism
activities in Thailand, based on the statistic

Raw Data

and record by Accor Hotel Group,
reflecting into the number of online
bookings. Finally, the main output of this

Course-checking data

study was in form of feedback and shared
the realistic statistics and records.
Data analysis

Methodology
This research is qualitative with
Report Writing

deductive research design by collecting the
data and information from primary source
from ACCOR Hotel Group and the

As shown in figure 1, the process

secondary source of information as well.

of writing this study starts from collecting

For example, there are the finalized figure

the data which will be divided into 2 kinds

of change and growth of online booking

(1) interview-in-depth and (2) second

from different channels that come to

source of information. Then combining all

ACCOR Hotel Group with the changes of

raw data in order to course checking before

consumer

analysis and write the report and finding

behaviors

in

the

new

digitalization. Moreover, the researcher

respectively.

also conducted the interview-in-depth with

Research Environment

different positions in the concerned area in

The study of this research is

order to get as much as information to be

conducted and developed in Bangkok,

compared and analyzed for the proper

Thailand.

findings.

concentrate in collecting the information
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Online
Travel
Agencies
at
agoda.com

from the one of largest international hotel
chain of ACCOR which is growing

OTA

2

continuously in Asia Pacific and other
Sampling Method

continents. ACCOR has the worldwide
tourism partners in both of offline and

To collect the information for the

online ones, which could provide the

detailed study, the researcher concentrate

realistic information and potential finding

on the sampling by pointing target

of study.

population which could be the hoteliers,
tourists or tourism service providers and
investor, then narrow the sampling to the

Informants
The informants of this study were

studying population by choosing the

the employees who work for ACCOR Hotel

management and executive directors of

Group in the concerned area with topic of

ACCOR Hotel Group to be source of

this research. The researchers choose them

information for interview-in-depth and

as ACCOR is the global leading hotel group

secondary data. Lastly, the researchers

managing more than 4,000 hotels with

finalized and selected whom and which

international standards and platforms, the

department of ACCOR Hotel Group the

research trust that the collecting data will

researcher

consist of creditability and reliability for

information, so the researcher chose to the

the study.

interviewers in the digital, reservation,

will

interview

and

select

marketing & communications which are
concerned with the online social media in

Table 1: Informants
Position(s)
Code
Regional Director RDDM
of
Digital
Marketing
Regional
Digital RDMM
Marketing
Manager
Digital Executive at
DE
Novotel Phuket
Reservation
RM
Manager at Sofitel
Krabi
Marketing
MarCom
Communications at
ibis Styles

No.
1

tourism and hotel industry. The selected
sampling is based on non-probability
covering for convenience sample and

1

purposive sample (Gina Wisker, 2006)
1
Research Techniques
1

The selected research technique is
qualitative by creating the research tools in

1

form of the open-end and flexible questions
to gather and gain the wide qualitative
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understanding such as the fact, records,

newspaper, magazine, internet, textbooks

figures, experience, and sharing in the

and recorded statistic and figures.

exploratory platform. The interview-indepth is conducted formal ambiance as all

Data from the interview-in-depth

of interviewers are professional and

Change of Generations

specialists in this career.

The

change

of

generations

originally leads the change the consumer
behavior combining with the new age of

Data Collection and Analysis
The research of study is descriptive

digitalization created the online social

one that gives the information and

media impact in tourism in Thailand. After

understanding about the online social

finishing baby boomer, following to Gen X,

media and internet access which affect to

Gen Y, Gen Z, Gen Me and Gen Alpha

the tourism in Thailand. It is adopted from

cause the higher level of online social

Ms. Pharuepon (2012) and Mr. Mahen

media native into the consumer behaviors

Reddy, Mr. Govnida Raj E,. and Mr.

respectively.

Lokesh Kumar (p. 2) for the descriptive
method and technique used for the relevant

Thailand Digital Landscape

topic about social media. Moreover, the

Due to the change of generations,

research also used “non-probability” from

then the pattern of target clients need to

Ms. Pharuepon (2012) to get the data from

modify and concentrate on type of the

respondents, which means the respondents

change of digital platforms including the

would not know that they will be selected

social media in Thailand such as facebook,

to provide the answer and information to

Instagram, Twitter, Google+, YouTube,

the researcher for certain objectives.

Line, Webboard, Webportal, Professional

Additionally, the researcher also applied to

social network, infographic to understand

collect the information from the secondary

the traveler’s lifestyle in implementing the

data which from the existing sources from

customer

Ms. Pharuepon (2012) and Mr. Mahen

retention because the customer journey and

Reddy, Mr. Govnida Raj E, and Mr. Lokesh

decision process has been changed.

Kumar (p.2) to get wide range of
information

and

understanding

from
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The Change of Marketing Pattern in

media shared and posted their experiences,

Tourism cause from online social media

if it delivered in the positive message, it

impacts

will become the highlights and unique

The distribution channels have

selling of the tourism activities. It is like

been changed to online through social

working with an ongoing consumer focus

media and the consumers prefer the new

group.

tools as social media and found that display

Due to easy accessibility to the

AD becomes the rich media and influential

internet and information in social media

to make decision of tourism activities, so

that will be linked to the tourist service

the Key Performance Indicator (KPI) has

providers and investors’ website, ACCOR

been changed to the web analytics and

Hotel Group has proved the statistic record

conversation tracker.

gathered from the well-known online travel
agent and Tripadvisor, the vocational

The challenges and impacts of online

rentals presenting there was the gradual

social media in ACCOR Hotel Group

increase of the number of tourists, the

Since there is the social media

number of bookings, and the number of

through online internets and platforms, it

revenue. The digital department of ACCOR

leads the people trust in people increasing.

Hotel

By the statistic record of ACCOR Hotel

competitive pricing and benefits in order to

Group, there are 95 percent of travelers

grab the tourists and increase the direct

read reviews prior to make the online

travel of online bookings that the travelers

booking decision for hotels, resorts, and

prefer to have the self-management and

other tourism activities. The tourists found

also time-saving for online. Price and

that there are 68 percent of consumers trust

benefit are become sensitive and influential

reviews more when they see both good and

to allow the travelers making the booking

bad score from their online network

by themselves.

Group

needs

to

create

the

including the influencers. Additionally,
there are 76 percent of travelers are

Advantages of Online Social Media to

travelling to pay more for a hotel with

Tourism in Thailand

higher review score even they chose the
hotel based on the competitive

Social media works as the new

online

sales tool in increasing the online revenue.

price. When the friends’ network in social

It functions to build the brand awareness by
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creating the participative activities to get

through online network, social media and

the travelers involved with the tourism

application, it brings 26 million visits per

service providers and support the mutual

month in 2016 on average and go up to 4

(two-way)

downloads

conversation

between

the

of

the

ACCORHOTELs

tourism service providers and travelers

application per minute on average on 2016.

which become active and influential in

The tool to promote is concentrated on

making decision to make all online

more than 378,000 photos and 2,650 video

bookings and proved return of investment

through social media translated into 17

in form of the number of reach, clicks,

languages in all digital solutions. The

views, interaction/engagement, visits, time

travelers prefer to have the new digital

to spent on website, conversions ratio and

experience by dreaming from what they see

revenue.

in social media, selecting the destination,

The social media is used as the

accommodation, airline, transportation and

public relations tool to promote in

tourism activities then making the online

providing the information to the travelers

and direct booking, planning the trip. Then

and support the process of making decision

after they come back home, we will review

of travel to make the online booking easily.

and share experience of the trip that could

The social media will help to push

be shown that the online social media is

the more visitors to visit the website and

attached with the travelers along the whole

once the consumers go directly to the

process of travelling. The travelers found

website, the greater possibility to influence

that

in making the bookings and online

customized booking experience and easier

revenues.

on-site experience is less complicated than

the

online

bookings

offer

the

booking through travel agencies. ACCOR
The new challenges and development

Hotel Group got more than 10 million

with the digitalization and online social

followers on social media pushing for the

media

lead

triggering comments. Moreover the online

ACCOR Hotel Group to create the new

social media supports and creates a long-

online platforms in order to achieve the

lasting

target.

information, promotion and offer and also

happened

in

tourism

relationship

by

update

the

ACCOR Hotel Group launched a

allow the travelers to share what they

true digital footprint on digital distribution

experience in order to serve them or other
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travelers in the better way. Finally the

Business owners: They can apply the

social media brings the return to the

results to their marketing for segmenting,

destination and tourism service providers

targeting,

with living a new unforgettable experience

successfully.

and service during journey.

Tourists: They can learn the new way of

budgeting

and

positioning

bookings through social media with
digitalized

Conclusion

platforms

without

middle

The easy accessibility of internet and

person as travel agency to maximize the

information brings the following sequences

benefits.

by creating the social media in support the
tourism industry. The traveler behavior has
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The Challenges Faced by Small Travel Agencies in Bangkok
Huan He
MBA-Tourism Management, Graduate School of Business, Assumption University
ABAC HuaMak, 11240, Bangkok, Thailand
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Abstract
This research aims at investigating the negative impacts of Thai regulation about “Zero-dollartour” on travel agencies and how those travel agencies deal with the influences and break
through the dilemma. Moreover, the study further investigates the influence of increasing
individual tourists on travel agencies’ business in Thailand due to the regulation and how travel
agencies overcome this challenge from Chinese individual travel visitors. Furthermore, the
research investigate the factors which contribute to the customers’ satisfaction and the ways
travel agencies maintain the customer relationship, as well as the limitations of travel agencies
and explore strategic solution to break through the predicament. This study is based on review
of the previous studies and conducting in-depth interview with five small travel agency
managers and five Chinese tourists. The collect data was transcript to words without recording
as the agreement with informants, and the study was executed via qualitative content analysis.
The finding of this research pointed out that small travel agencies suffer a lot form the
regulation and there is increasing number group tourist transfer to be individual travelers. Small
travel agencies must improve the quality of products & services, expand diverse tourism routes
and provide more specific & personalized packages to satisfied customers. Meanwhile, those
hotels also should adjust target market and build strategic collaboration based on the actual
demands of market.
Keywords: Travel agency, package tour, individual tourists, customers’ satisfaction, strategic
collaboration, zero-dollar-tour
traditional travel agencies, especially the
small travel agencies. Benefiting from the
high mobile technologies, consumers can
directly interact with travel suppliers, and
more travelers turn to book online and starts
“do-it yourself” travel activities (Cheyne,
Downes& Legg 2005). Forced by the
consideration of the high cost and limited
budget, many travel agencies had to
minimize the distribution cost to save
money, which result the decrease in the
travel experience. Meanwhile, most small
travel agencies are facing the limited
resources and budget, most of them cannot
compete with the foreign travel agencies

Introduction
Due to the rapid development of mobile
technology and globalization, more and
more Chinese prefer overseas holidays,
especially in the Southeast Asia, such as
Thailand, Laos, Myanmar, Cambodia, and
Malaysia and so on. As we all know, travel
agencies are the key intermediary between
the tourism consumers and suppliers, and
which provide massive information to
travelers 4 . Therefore, the travel agencies
are so vital that cannot be ignored in
tourism industry. However, arising of the
information technology and spread of
Internet create great challenges to the
4

Source from: Jo Cheyne, Mary Downes and

choices. Journal of vacation marketing, 12,

Stephen Legg (2005). Travel agency vs.

41-42.

internet: What influences travel consumer
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because of small scale and short comings.
Lowering price became the main method
for them to attract the tourists and earn
revenue. In order to control the cost, the
travel agencies decrease the quality of the
travel products, degrading the tourists’
travel experiences. In addition, the low
quality tourism business also damage local
resources of the destinations, as well as
brings harm to the local Thais’ daily life,
which
destroys
the
sustainable
development of Thailand tourism. As the
result, Thai government proposed the
regulation on “Zero-dollar-tour” to regulate
the travel market, especially for inbound
Chinese tourists.5 Under the circumstances,
many travel agencies are facing the dual
challenges of strict regulation and fierce
competition from online travel agencies
(OTAs).
This study investigates the
challenges of the small travel agencies
operation based in Bangkok from the
aspects of customers’ satisfaction and
strategic collaboration, as well as explores
the solutions to survive in the “zero-dollar
tour” regulation.

activities and choose overseas holiday to
spend the vacations. Due to the barrier of
the language and complex online booking,
traditional travel agencies are still the first
choice for the Chinese travels with overseas
holidays. In the past several years, Thai
government account China in the list of
VISA on Arrival, which boost the Thai
tourism industry’s development and China
becomes the largest market. And it
predicted that Chinese tourists will arrive 6
million during the Chinese New Year
20176. Most of the Chinese travelers choose
package tour with is provided by the
thousands small travel agencies. As the
limitation and fierce competitions of travel
agencies
industry,
most
of
the
organizations developed a costly method to
attract customers---low price even the zero
dollar, which is known as the “zero-dollartour”. Massive Chinese customers bring
income for Thailand, however, great
number of Chinese tourists also bring
negative impacts on Thai tourism industry.
Therefore, Thai government adopts the
regulations on the “zero-dollar-tour” which
aims to improve Thai tourism quality 7 .
Under the circumstance, thousands of small
travel agencies are facing the challenge of
the surviving and have to explore a new
way the increase revenue. Meanwhile, due
to the low price of package tour, some are
zero dollars, travel agencies that tend to cut
the budget and degrade the quality of
tourism products, which leads to the
decrease of travelers’ travel experience,

Research Background
Small travel agencies, which are defined as
firms employing less than 20 workers,
target at the Chinese inbound tourists. In
the past 20 years, Chinese travel
destinations expand from domestic to the
overseas destinations. More and more
people have heavy budget on travel

5

join-forces-to-promote-quality-thailand-tours-

Source from:打击“零团费” 泰国为中国旅行团

for-chinese-visitors/.

定最低价. (2017). Cnta.gov.cn. Retrieved 26 May

http://www.tatnews.org/thailand-continues-

2017, from

see-record-breaking-visitor-numbers-32http://www.cnta.gov.cn/xxfb/jdxwnew2/201610/t20

millionth-2016-arrives/

161007_785766.shtml

7

The data comes from China National Tourism

Admission Newsroom; Regulation on “Zero6

TAT and Thai Smile join forces to promote

dollar-tour”, Thai government limited the

quality Thailand tours for Chinese visitors.

lowest

(2017, June 01). Retrieved June 03, 2017, from

http://www.cnta.gov.cn/ztwz/cjyzt/dtxw/201

http://www.tatnews.org/tat-and-thai-smile-

610/t20161008_785829.shtml
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which related to the tourists’ satisfaction of
consuming 8 . Many research have do
survey on the influence of Internet on
traditional travel agencies, however, did not
mention the strategic collaborations of the
small travel agencies and customers
satisfaction with the travel agencies
products.
Meanwhile, most Chinese
tourists are one-time tourists and most will
not visit Thailand second time. Therefore,
this paper investigates the challenges of the
small travel agencies, especially in
Thailand,
and
explore
strategic
collaborations between small travel
agencies to survive in the regulation of
“zero-dollar-tour” and promote the tourism
products.
Meanwhile, due to the degrade travel
experience and wide usage of the mobile
applications, more and more Chinese
travelers prefer “do-it-yourself” travel
form, which also can be termed self-guided
travel. It is easier for Chinese travelers to
collect the travel information about
Thailand Travel activities and routines.
80% download mobile tourism applications
during the travel process and some travelers
directly book online. The top 5 travel
applications are Ctrip, Qunar, Tuniu
Network, Lvmama, and Cellul Network,
especiallt the Ctrip and Qunar make up to
50% of the totally online book market
according to the official report form Sina in
2016. 9 Therefore, the traditional agencies
are also facing great challenges from the
independent
tourism
and
mobile
technology tourism.

dollar-tour” on travel agencies business in
Bangkok?
RQ2. What are the possible challenges
for tour operators based in Thailand dealing
with inbound Chinese tourists organizing
independent visits?
RQ3. What are the possible factors
contributes to the satisfaction of travelers?
RQ4. What are the possible measures to
maintain the relationship between
customers and build long-term customer?
RQ5. What are the possible strategies to
build strategic cooperation among the
travel agencies industry to improve
agencies effeteness?

Research Questions

Materials and Methods

Finding solutions to the research issues, the
study set up the research questions as
following:
RQ1. What are the possible impacts of
Thai government clamp down the “zero-

In order to capture the challenges faced by
small travel agencies based in Bangkok, a
two-staged approach was employed. In the
first stage, researcher reviewed the various
related previous literatures.

8

9

Research Objectives
According to the research questions, the
research objectives are:
RO1. To investigate the possible impact
of Thai government clamp down the “zerodollar-tour” on travel agencies business in
Bangkok;
RO2. To investigate the possible
challenges of individual tourism on tour
operators;
RO3. To investigate the factors which
influence the satisfaction of tourists;;
RO4. To investigate the possible
strategies to maintain the long-term
relationship with customers and returning
customers;
RO5. To investigate the possible
collaboration strategies among travel
agencies to improve travel agencies’
effectiveness.

The source from: Somdech Rungsrisawat

The data comes from:

(2013) . Zero-Dallor Tour: The Damage of Thai

http://finance.sina.com.cn/roll/2016-08-

Tourism. Word Academy of Science,

29/doc-ifxvitex9216230.shtml

Engineering and Technology 80.
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agencies’ service performance and visitors’
trust. Li (2013) had further distinguished
the differences between quality and values,
in which the quality refers to what
customers gain and value is the comparison
between disburse and harvest. Customers
will consider other elements when they
make purchase decision, such as, money,
time, and convenience. Generally speaking,
travelers would choose the most costeffective tourism products.

Customers’ Satisfaction
Gilbert and Gao (2005) indicated that
companies in the all industry face the
problem of maintaining customers’
satisfaction via service quality management.
In addition, customers’ satisfaction refers
to the level of the comparison of the
accepted service with expected services
quality. In the tourism industry, travel
agency is one of the main channels for
travelers to gain the information of the
destinations and purchase their holidays,
meanwhile, it is also the main media for
suppliers to get access to the potential
customers.
Therefore,
a
great
understanding about the customers’
satisfaction on travel agencies is can help
travel agencies do more effectively. In the
research paper of the Gilbert and Gao
(2005), the customers experiences is
strongly corrected to customers tolerance,
which suggest travel agencies could
promote the services context to improve the
customers’ satisfaction and maintain
customers’ relationship. The research
findings highlight the importance of the
services performance in the professional
travel agencies environment as the services
quality has a positive implication for the
organizations performance and competitive
position.

Strategic Collaboration
Liu (2011) indicated that most of the small
travel agencies could not competitive with
the large professional travel agencies
because of the small scale, poor
management and low quality of services.
Many business organizations choose to
cooperate, instead of costly competition
nowadays. Therefore, the strategic
cooperation among travel agencies is so
essential and urgent to promote the services
performance. The research paper pointed
out that the travel agencies should focus on
the integration of resources from different
tourism destinations to promote the
featured products and competitive
competence. Meanwhile, resources sharing
among travel agencies are also essential for
organizations to minimize the cost and
achieve diversified operation. Due to the
current occasions of the travel agencies,
travel agencies are lacking of a unified ecommerce platform to collect data and
organize information to feedback to the
market timely. At the present, not only the
travelers are scattered, but also do the travel
agencies, which means it is not easy for
travel agencies to set up the reasonable
price strategy to absorb the different types
of customers form different geographic
places. The unified association could help
travel agencies to organize the scattered
travelers to increase the revenue. On the
other hand, the research finding also
indicated that maintaining customer
relationship also plays an important role in
the travel agencies’ business operation. Liu
(2011) pointed that high quality of the
services and customers’ satisfaction

Li (2013) investigated that the customers’
satisfaction & trust is related to the service
quality of the travel agencies and visitors’
perceived value. Nowadays, the services
performance of the travel agencies is the
main bottleneck of Chinese tourism
industry, especially for the outbound
business, while increase of the travelers’
satisfaction id the main task for travel
agencies to promote the competitive
competence. Due to the increase in the
tourists’ complaints and conflicts, there is
rising doubt on the crebility of travel
agencies in the tourism industry. The
research findings indicated that travel
agencies’
service
performance
is
proportional to the travelers’ trust and
satisfaction, in addition, travelers’
perceived value is the media of the travel
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contributes to the market share of the
organization, as well as minimization of the
cost. Therefore, travel agencies do need to
explore the customers’ competence and
communicate with the tourists. Building
and sharing the information which based on
the customer and promoting the interaction
with the travelers, travel agencies could
overcome the challenges and do more
effectively.

based on the requirement from the
informants, there was no recording of the
interview. The research conducted content
analysis to analyze the generate codes and
explore the challenges faced by small travel
agencies from the following eight
perspectives.

Methodology

As shown in Table 1, regulation policies
adopted by Thai government lead to the
sharply decrease of Chinese travelers and
increase of the operation cost, especially
the package tour in 201610 . According to
the respond from the informant 3, package
price is increased by 6000Baht on average,
and many travel agencies suspended the
travel route from Bangkok to Pattaya as few
customers, furthermore, the increase of cost
also beyond the affordability of the travel
agencies. Under the current circumstance,
the travel agency lost 5000Baht per deal
due to the cancel of the customers’
shopping activities and increase of the
service fee charged by divers and tour
guides.

The Negative Impacts of the Regulation
on the Travel Agencies.

The second stage is the in-depth interview
involving 10 informants. Five of them are
the owners or the managers of travel
agencies, while the rest are Chinese tourism
who traveled in Thailand. The interviews
took place at the managers’ work place,
inns in Bangkok, Thailand, except one
informant was interviewed via Internet.
According to the requirement of the
managers, the research prepared the
interview questions in advance and had the
appointment on time. On the other hand, the
researcher contacted with the other 5 selfguided travelers on Internet and made the
appointment in Bangkok during their
Bangkok visit. Based on the convenience,
two interviews were conducted in the inns
where the informants stayed. The whole
process lasted about three weeks from 9th
February to 2nd March, 2017. The data were
collected via structured interviews with
several conversations with five travel
agency managers and 5 Chinese travelers.
To do the face to face in-depth interview,
the research prepared the interview
questions in advance and confirmed with
the interviewers again to make sure the
interviews occur on time. The following is
the details about the interviews.

Table1 The negative impacts of regulation
on the travel agencies
The

negative --Decrease

impacts of

of

Chinese travelers

regulation on the --Increase of the
travel agencies
operation cost
--Lacking for tour
guides and buses
--Cancel shopping
activities cause the
lost

Data Analysis and Findings
After the interview with the ten informants,
their responses were transcribed into the
words and coded for analysis. However,
10

Thailand is on course in ensuring quality

http://www.tatnews.org/thailand-is-on-

travel experiences for Chinese tourists. (2017,

course-in-ensuring-quality-travel-experiences-

June 01). Retrieved June 03, 2017, from

for-chinese-tourists/
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The Corresponding Measures Adopted
by Travel Agencies to Deal with the
Dilemma Caused by Regulation

The Impacts of Chinese Individual
Travelers
Based on responses from informants, most
travel agencies suffer little from the
Chinese individual visitors as most
individual travelers are young generation
who are not the main group of the inbound
Chinese tourists. However, the informants
also pointed out that the regular travel
routes are becoming less popular, because
many customers enquire about other travel
destinations which are less known by
Chinese visitors before.

The corresponding measures of regulation
adopted by those travel agencies are shown
in Table 2. Travel agency develops the
diversified products to absorbing the
customers; especially add the tourism
products for the individual travelers, for
instance: the short term products as
individual visitors prefer to purchase oneday or half-day services. Meanwhile, due to
the increase of the services price, travel
agency is making efforts to improve the
customers’ travel experience visa the
service quality as the compensation. In
addition, travel agencies upgrade the
tourism product’ quality and improved
services attitude to achieve customers’
satisfaction. Excepting the mentioned
approaches, travel agencies also seek the
effective cooperation with network
platforms to take advantage of B2C
business model.

Corresponding
Strategies
Travel
Agencies Adjust to Deal with the
Increased IndividualTtravelers
Table 3 shows corresponding strategies that
used to deal with the negative impact.
Based on collect data, travel agency could
focus on the old age group as those people
have enough time & money, and less
consider about service price. Meanwhile,
travel agencies could focus on high-end
travel products and provide high quality
services for high income groups as those
people also consider less about the price. In
addition, specific services, personalized
tourism products and boutique travel routes
would be outlets for travel agencies. The
informants also indicated that individual
visitors prefer to have a deep experience
about local culture and requires more
personalized services, as well as short term
tourism products(from half day to two or
three days).

Table 2 The measures adopted by travel
agency to deal with the dilemma caused by
the regulation
The
measures --Provide
adopted by travel
diversified tourism
agency to deal
with the dilemma products
caused by the
--Sales services to
regulation
individual visitors
--Improve

the

Table 3. Corresponding strategies travel
agencies adjust to deal with the increased
individual travelers

quality of tourism
products
--Taking

Corresponding
strategies travel
agencies adjust to
deal with the
increased
individual
travelers

advantage of B2C
platforms
--Enhance
the
cooperation with
travel
agencies
located in China

--High-end travel
--Old age group
--Specific services
--Personalized
tourism products
--Boutique travel
routes
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Table 5 The ways to maintain customer
relationships

The Factors Contribute to the
Customers’ Satisfaction
Table 4 illustrates the key factors which
contribute to customers’ satisfaction. The
reliability of information and timely
responsiveness
contribute
to
the
satisfaction about the travel agency. In
addition, assurance, security and good deals
with emergency also play an essential role
when travelers plan overseas holidays. In
addition, security is also one of the most
important factors in holidays, especially
overseas holidays. Travelers would
consider the brand of travel agency and
accessibility of the resources when
choosing travel agencies, too.

The
ways
to --Improve quality
maintain customer
of
tourism
relationships
products
--Price
--Services
--Internet
resources
--Cooperation
which
travel
agencies located in
China

Table 4. The factors contribute to the
customers’ satisfaction

The Limitations
Agencies

The
factors --Reliability
contribute to the
--Assurance
customers’
satisfaction
--Security

--Responsiveness
--Accessibility
--Information
Maintain

Small

Travel

Most of the travel agencies are small scale
and dispersed, which caused to the poor
management and low quality tourism
products that could not compete with large
travel agencies as the high operation cost
and limited purchase power, as shown in
Table 6. Small travel agencies are lacking
the information systems about customers,
which prevent those agencies having a
further understanding about travelers and
limited the competitive competence.
What’s more, small travel agencies rely on
low price to absorb customers, which also
leads to the costly price war.

--Good deals

The Ways to
Relationships

of

Customer

Regard to maintain the relationship with
customers, Table 5 indicats that quality of
the products and reasonable price are the
most essential aspects. Quality of products
includes satisfaction of customers’
experience,
specific
services
and
personalized products. Meanwhile, the
price also plays an important role when
customers purchase the tourism holidays.
Internet resources also contribute to explore
and maintain customers, especially B2C
platforms.
Otherwise,
customer
information is also an important resource
for travel agencies, taking full advantage of
customers’ competence.

Table 6. The limitations of small travel
agencies
The limitations of
small travel
agencies

--Small scale
--Poor
management
--Customer
resources
--Price war
--Low loyalty
customer
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mobile technology, organizing the
customer resources and providing diverse
products are urgent for travel agencies.
5.
Building strategic collaborations
among travel agencies to break through the
limitation form scale and bargain power,
which also contribute to enhance small
travel agencies purchase power and
minimize the operation cost.

Possible Measures for Travel Agencies to
Overcome the Limitations
Based on the dilemma travel agencies are
facing, Table 7 indicates that travel
agencies should organize the accessible
resources to promote the competitive
competence. And building strategic
cooperation among different destinations to
work effectively and reduce the operation
cost. In addition, a unified customer
information system to share the customer
resources is also vital to promote the
business.

Conclusion
Travel agencies are facing the challenges
from Thai government regulation on “Zerodollar-tour” and its own limitations. After
regulation, Chinese travelers reduce
sharply as the increased price, meanwhile,
many Chinese visitors turn to be individual
tourist to seek deep travel experience.
Those travel agencies need to improve the
tourism products’ quality and services
attitudes to gain customers. Under the
circumstance, diversified tourism products
are becoming more important and urgent to
satisfy visitors. The old age groups suffer
from the language barrier and need the
comprehensive arrange services travel
agencies, therefore, travel agencies could
pay more attention to those group people
and provide more specific trip route for
them. In addition, those groups retired and
have enough time & money to expenditure,
same as the high income travelers, all of
them seek for deep experience of overseas
trips with less consideration with price. No
matter the mentioned groups or young
generation travelers, travel agencies are
facing the challenge from providing
specific services and personalized products
to catering Chinese visitors’ needs. On the
other hand, with the spread of the mobile
technology, many Chinese travelers prefer
to experience the routes that are less known
by Chinese in the past, so travel agencies
could focus on those destinations and
explore new boutique routes to absorbing
Chinese tourists. To cater the customers’
satisfaction, travel agencies must pay more
attention on the following dimensions:
reliability, assurances, security, good deals,
timely responsiveness and accessibility to
information and so on. Unless satisfy the

Table 7. Possible measures for travel
agencies to overcome the limitations
Possible measures --Organize
for travel agencies
resources among
to overcome the
limitations
different
destinations
--Strategic
cooperation among
travel agencies
--Unified
information
system of customer
Recommendations and Conclusion
Based on the findings, there are some
recommendations for small travel agencies
that located in Bangkok
Recommendations
1.
Promote the management and
improve the customer services platform
2.
Promote
the
customers’
satisfaction visa standard quality services
and diversified options.
3.
Retarget the customers and set
effective marketing strategies to expand the
Chinese market and promote the business
in Bangkok.
4.
Building its own customer
information system and taking advantage of
customers’ competence. Befits form the
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customers’ needs from those aspects, travel
agencies would be out from the customers’
eyes. Furthermore, taking full advantage of
Internet platform should be carefully
considered, especially for those could not
get access to customers directly and rely on
the third organization to provide customer
resources. Customers’ competence is also a
powerful resource to better understand
customers and promote the business
operation. The last but not the least,
building strategic collaboration among
travel agencies contributes its travel
agencies to break through the limitations.
For instance, strategic collaboration with
suppliers, retailers, other travel agencies,
internet platforms, contributes to enhance
small travel agencies’ purchase power and
reduce the operation cost, as well as sharing
and organizing accessible resources.

Liu, D. (2011). Strategic collaboration
among small travel agencies. South
China University of Technology, 4(12),
514—532
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Abstract
This short exploratory study aims to explore and identify the reasons for failure of tourism small
and medium-sized enterprises (TSMEs) and possible strategies to remedy the ugly trend in the industry
mainly from literatures due to the short nature of the study. The paper also highlights possible
interventions by public sector, private sector and civil society to restrain failure of the businesses in the
sector.
Keywords: Driving Forces, Reasons, Strategies, Interventions
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financial breakeven points, relying on longterm loans and overdraft, lacking skills in
marketing, financial, human resource, strategic,
production, operations, service and information
technology management and purchasing of
economies of scale [Seaton & Bennett, 1996].
Notwithstanding, tourism has developed into a
great industry worldwide with diverse sectors
that encourage various forms of businesses
[Kaewkitipong & Brown, 2009].
Tourism businesses entail production,
exchange, distribution, buying and selling of
tangible and intangible products between
operators and consumers which vary according
to different forms of ownership and
classification. Ownership takes form of sole
proprietorship, partnership, corporation and
cooperative. Tourism business, therefore, is a
unique industry modeled after business
enterprises either large (corporations), medium
or small. In this context, TSMEs comprise
micro companies, small companies and
medium-sized enterprises which employ
employees according to definition of small and
medium sized enterprises by different countries
which is generally not less than ten (10) and
fewer than three hundred (300) employees.
Hence, like any other sector, is creating
business opportunities for small and medium
scale operators to make their ends meet.
TSMEs may be different from points of origin
but surely have economic, environmental and
social impacts on the hosts and tourists
[Christina, Semenik, Sophie, Sylvia & Kristina,
2009]. Meanwhile, economic growth in most
nations is slow thereby affecting tourism
business operators to source for international
market.
Considering the complexity and nature
of tourism business in both internal and external
environment, Moutinho, Ballantyne and Rate
[2011] identify a framework called
“SCEPTICAL analysis [which] considers
environmental influences in terms of social
factors, cultural factors, economic factors,
physical factors, technological factors,
international factors, communications and
infrastructure factors, administrative and
institutional factors, legal and political factors”
[p. 2]. Additionally, the era of development and
maintenance of Computerized Reservation
Systems (CRSs) is financially exorbitant to the

Introduction
Tourism products are unique in nature
relating to perceptions and experiences of
features by both the operator and the consumer
[Carr, 2002; Cole & Illum, 2006].
Undoubtedly, tourism has become a source of
development worldwide for developed,
developing and poor countries including postindustrial regions [Igbojekwe, 2011]. As the
sector is influenced by small nature of operation
and low barrier entries providing opportunities
for a person that has the finance. Tourism
business lacks definition regarded as an entity,
for economic and political reasons to
amalgamate different businesses relating to
tourism activities. Customers are becoming
more knowledgeable about features of tourism
product with diverse perceptions and
expectations [Kozak & Baloglu, 2011].
However, it is disheartening to observe
that most times, the dreams and aspirations to
run the business effectively and efficiently are
always dashed before they can even breakeven
at all. The question is what is actually wrong
with tourism small and medium scale business
enterprises? If there are any challenges, then
there must be possible strategies that can be
employed to avert the ugly trend. Thus, this
short study explored the reasons for failure of
small and medium business enterprises in
tourism context and as well identified some
strategies to arrest the situation now and in
future towards achieving a tremendous change
in the sector [Isern & Pung, 2007].
Trends and Driving Forces of Tourism
Small and Medium-Sized Enterprises
(TSMEs)
Tourism encircles various perspectives
of the tourist, the business, the public sector, the
private sector, the civil society and the host
community. As a service oriented business,
services in tourism industry depend largely on
the stakeholders’ abilities to apply functions of
management; planning, organizing, controlling
and coordinating to management of human,
materials, machines, technological resources
towards attainment of goals.
Many tourism businesses are usually
located at resort centers or tourist destinations
either in urban, rural or coastal areas operating
at lower market levels, trading at levels below
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small and medium business. As such, diverse
exogenous and endogenous forces as the size
and scope, the sector and country, the tax
advantages, disclosure and compliance
requirements affect TSMEs..
Nevertheless, the industry is dominated
by SME operators who are opting out of
business environment within a short period of
operation run directly or indirectly by the
owners or through employed managers.

expectations during operation, lack of
resources, managers’ support and beneficiary
involvement and setting unrealistic goals and
expectations.
Other factors responsible for failure of
TSMEs comprise lack of adequate planning and
technical ability, production of brochure
without mentioning special events, inconsistent
product quality and failure to attract new
customers, perception of expensive price by
customers, failure to recognize location of
major competition, concentration on the
concept rather than the customers and
competition called conceptitis, economic
recession, problem of understanding tourist
demand, suffering from seasonality and
demand fluctuations especially in rural and
coastal areas, conspiracy against the survival of
the small business in the environment, lack of
trained and qualified employees, government
bureaucracy and regulatory issues such as
subject of restriction of visas to tourists,
registration of tourism businesses and lack of
resources to market a country or a region’
tourism businesses to all the market that may be
involved
[Lussier, 1995; Luders, 1993].
Nevertheless, the rate of the menace can be
reduced in order to sustain the sector [Goeldner
& Ritchie, 2009].

Reasons for Failure of Tourism Small and
Medium-Sized Enterprises (TSMEs)
TSMEs are most times restricted to the
scale and scope of activity in which the
business can hardly and usefully participate.
Scholars [Avraham & Ketter, 2013; Bovaird &
Russell, 2007; Dewhurst, Dewhurst & Livesey,
2007; Hass, Pryor IV, & Broders, 2006;
Jauhari, 2009; Kask, Kline, & Lamoureux,
2011; Semeniuk, Bourgeon, Smith, & Rothley,
2009; Toader, Brad, Adamov, Marin & Moisa,
2010] express that the reasons for failure are
actually peculiar and numerous. The reasons for
failure of TSMEs as disclosed among others
include mature or declining market, non
availability
and
unaffordable communications technology
developments and maintenance, changing
patterns of consumer behavior, tribalism,
ethnicity and gender discrimination, level of
education,
qualification
and
practical
experience, lack of governmental support,
power, time and financial resources, operating
within environment with high levels of
uncertainty and weaker position, limited direct
control and influence on product, price and
distribution, lack of planned cooperation, and
coordination and linkages between tourism
organizations in a country or region, lack of
funds for promoting tourism businesses to
markets and real, current and historical events
happening and war within geographical
boundaries. The rate of failure as gathered
include lack of efficient and effective
operations breeding poor accountability, record
keeping, carelessness, entanglement to existing
and traditional business practices and policies,
poor asset, infrastructure and superstructure
management, failure to attain complete level of
requirements before commencement of
business operation, change of requirements and

Possible Strategies that can Restrain
Failure of Tourism Small and Medium
Sized Enterprises (TSMEs)
Authors [Goeldner &Ritchie, 2009;
Lewis & Chambers, 2000; Moutinho, 2011;
Seaton & Bennett, 1996] offer possible
strategies to reduce the rate of failure of TSMEs
in the tourism industry. Suggested strategies
according to the scholars include development
of small scale business cooperative linkages
designed to maximize the return on scarce
resources, breaking down of decision making
process that caused missed opportunities,
rigidity, and business weakness, focusing on
identifying problems and solving them,
investing cash into new innovative tourism
business and technology that take share from
competitors, change the stereotyped or
monotonous business culture, resources and
inventory controls and periodical and rotational
training and development of employees without
favoritism and bias.
105

The International Conference of Entrepreneurship
And Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st 2017

The TSMEs operators could also
engage in filling of vacancies through
promotion from within, discipline for real and
effective cash management and not
management by accounting profit and loss
statements, strong, visionary and active
leadership with a clear sense, better business
planning and sharp performance, starting
subsequent businesses with long-term
perspective and clear objectives, direct and
support services, conducting needs assessment
of the tourism industry and encouraging
employees formal training and development in
hospitality and tourism institutions.
Furthermore, sound management
practices, efficient and effective marketing
management strategies through constant
refocusing on consumer preferences and
business,
product
rebranding
and
benchmarking, introducing exciting new
products and process innovations, marginal
pricing and constant sales despite the seasonal
trends even during low or off peak season and
proper record keeping could also serve as
measures to reducing the rate of failure in the
sector. The small tourism business must
identify means of making product readily
available to the customer, embarking on growth
routes of penetrations, new product
development, new market development,
diversification and franchising, engaging in
environmental scan to appraise internal and
external environments, regular operations of
assessing the demand of current and future
market(s), detection of environmental change,
flexibility and responsiveness, possession of
ability by owners and managers to understand
the cross impacts of external change,
contingency approach planning, forecasting,
and creative responses to both functional and
operational
issues,
carrying
capacity
management and seeking for possible
interventions by public sector, private sector
and civil society sector.
Nevertheless, collaboration among the
stakeholders in the TSMEs' system for
implementation of such strategies is imperative
to better reducing the rate of failure in the
business sector than only suggestion by the
researchers. Thus, public and private sector in
conjunction with civil society can also make
meaningful contributions towards enhancement

improvement and sustainability of operation of
TSMEs.
Possible Interventions by Public Sector,
Private Sector and Civil Society Sector to
Restrain Failure of Tourism Small and
Medium Sized Enterprises (TSMEs)
Involvement public and private sector
in conjunction with civil society can be felt by
granting low interest or soft loan void of
administrative bottlenecks policies in bank of
industries or commercial banks, organizing
TSME business owners’ competence study
program, greater attention to the wishes of the
tourism small scale operators, encouraging
foreign investors into the field, creation of
enabling environment for the business and
tourists and coordinating TSMEs activities
through market research by national, regional
and local tourist boards. The intervention could
also
be
reinvigorating
tourism cooperation through private/public partnership
strategy, production and distribution of
brochure with special events to attract
customers, tax reduction, creation of
development agencies for monitoring activities
of operators, organizing traveler and tour
programs so as to become acquainted with
markets and processors in other countries and
establishing tourism policy to stipulate the rules
and terms of condition guiding functions of
tourism operators. Others include making
technical support available and affordable,
reducing unnecessary bureaucracy and
bottlenecks in public offices, availability of
direct international flights and growth of low
cost airlines, reporting tourist business flows
through efficient and effective statistical
techniques, providing remedial natural action
patterns of diversifying the base of visitors,
diversifying the geographical base of tourism to
reduce overconcentration of TSMEs in certain
areas and ensuring low cost in electronic media
houses as a means of encouraging heavy
promotion.
Civil society can make positive impact
in the industry through equalities agenda,
enclosed socio-cultural relationship, ethical,
transparent and honest behavior and equity and
regard for the rule of law [Alawe, 2004;
Benoliel & Somech, 2010; Boone & Hendriks,
2009; Catibong-Sinha & Wen, 2008; Dimoska
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& Trimcev, 2012; Kaewkitipong & Brown,
2009; Khan, Breitenecker & Schwarz, 2015;
Kim Lian Chan, 2009].
In view of tourism contributions to
nations’ economy dependence, notably,
interventions by public, private and civil
society sectors are undoubtedly relevant to
reducing the rate of failure of TSMEs in the
tourism industry.

strategies such as focusing on identifying
problems and solving them, investing cash into
new innovative tourism business and
technology that take share from competitors,
change the stereotyped or monotonous business
culture, resources and inventory controls and
periodical and rotational training and
development of employees without favoritism
and bias.
However, appropriate implementation
of the strategies by the TSMEs operators in
conjunction with the possible interventions by
the sectors stand to making positive impacts
and helping the operators to recording a better
experience efficient and effective TSMEs
operations to breakeven as at when due for
maximum profit and thereby restraining failure
for sustainability of TSMEs.

Delimitation of the Study
Due to the fact that it was a short study,
the scope of this study was to explore the reason
for failures of tourism business small and
medium scale enterprises and possible
strategies from literatures without field study.
The paper covered only nature of tourism small
and medium-scale driving forces and trends of
tourism business, reasons for failure and
possible strategies as means of discontinuing
the ugly trend, possible contributions that can
be made both by public and private sector and
civil society. However, this paper requires
further study in TSMEs as case study(s) in any
parts of the world.
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Abstract
Northern Thailand is a prime ethnic tourism destination. The rich cultural diversity of the so-called
“hilltribes”, a plethora of minority groups that inhabit the mountainous north and north-west of the
country, is considered a key tourist attraction and, indeed, this sector is a significant component of the
country’s overall tourism industry. A vast number of tourism service providers, mostly private sector
businesses in Chiang Mai and Chiang Rai, offer a variety of products that aim at connecting tourists to
the cultures and lifestyles of Thailand’s minority groups. The country’s ethnic minorities, however, are
amongst the most marginalized and underprivileged members of Thai society, many lacking citizenship
and most facing economic barriers, a loss of traditional culture and widespread discrimination. Their
appropriation for tourism development thus entails a concerning number of ethical considerations
relating to human rights, inequality, exploitation, and cultural commodification. This study will outline
the current state and structure of ethnic tourism in Northern Thailand to show that, overall, the sector is
characterized by an asymmetrical power relationship amongst stakeholders which exacerbates, rather
than alleviates, the systemic marginalization of ethnic minority communities. A review of pertinent
academic literature will highlight that unregulated and exploitative business practices, contradictory
government policies, and a lack of community participation are root causes of this predicament. It will
be concluded that unless fundamental transformations to the structure of ethnic tourism in Thailand are
initiated, large-scale positive impacts of tourism development will remain unfulfilled. Mobilizing
preliminary findings from ongoing research towards the author’s Master’s Thesis at Assumption
University, the study will showcase the role of a Non-Governmental Organization (NGO), the Mirror
Foundation, in championing these transformations.
Keywords: Ethnic Tourism, Northern Thailand, Minority Groups, Community Participation, NGO
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Introduction
The United Nations (UN) has declared
2017 as the Year of Sustainable Tourism for
Development. The intention is to “celebrate and
promote the contribution of the tourism sector
to building a better world” (UNWTO, 2016),
highlighting the role tourism can play in
creating inclusive and equitable economic
growth,
reducing
poverty,
managing
environmental and cultural resources, and
fostering mutual understanding between
cultures. The UN strives for tourism to be a tool
for all member states in reaching the 2030
Sustainable Development Goals (SDGs). In
line with the main principle of the SDGs – a
commitment of “leaving no one behind” – The
UN’s designation of the Year of Sustainable
Tourism in 2017 indicates the seriousness of the
international community’s conviction that
building a better world is impossible without
sustainable tourism. While this is a noble and
welcome commitment, critics and activists
(Monshausen, 2016; Canada, 2017) have
responded by stressing that the SDGs cannot
materialize within the current structures of the
tourism industry. As a result, A consortium of
civil society organisations have released the
Berlin Declaration for Transforming Tourism.
The document broadly states that:
“… the current dominant tourism model is
not able to support the necessary transformation
of our world envisaged by the 2030 Agenda. On
the contrary, in too many cases it is exploiting
people, harming communities, violating human
rights and degrading the environment.” (Bah,
2017).
The Berlin Declaration proclaims that in
order for tourism to have any chance of
meaningfully contributing to sustainable
development, a “fundamental transformation of
tourism itself is essential and urgent.”
(Monshausen, 2016). Stressed in particular is
the need to more seriously ensure the protection
of human rights, a fair distribution of economic
benefits, the conservation of natural
environments, and progressive changes in
tourist behavior. A concern for the continuing
exploitation of poor and marginalized
populations is vocalized strongly, as it is they
who tend to bear the brunt of untrammeled
tourism development.

This paper, based on ongoing research for a
Master’s Thesis at Assumption University, will
present ethnic tourism in Northern Thailand as
a case study for the need to transform today’s
dominant tourism paradigm.
By virtue of possessing unique cultural
attributes perceived as exotic, ethnic minority
communities in Thailand, popularly referred to
as “hilltribes”, are deeply entrenched in
Thailand’s tourism industry, attracting
hundreds of thousands of visitors to the North
each year. Due to their marginalized position in
Thai society and an ongoing struggle to balance
integration whilst maintaining a distinctive way
of life, many observers (Smith, 2009; Cohen,
2016, Polladach, 2012; Telfer, 2008) have
pointed out that tourism development could be
an invaluable opportunity for the sustainable
development of hilltribe communities within
the Thai state. The reality, however, is that in
most cases ethnic tourism tends to only
marginally benefit Thailand’s minority groups
and has led to outright exploitation and abuses
of human rights (Bartsch, 2013; Kaewnuch,
2012; Petry, 1999; Cohen, 2016; Nazayran,
2014; Trupp, 2011; Trupp, 2014). Indeed, as
Andrea Valentin (quoted in Keyte 2015) notes,
when it comes to ethnic tourism in Thailand
“the private tourism sector is the major
beneficiary, but not the people on the ground.”
This asymmetrical relationship in tourism
stakeholders has led to an ethnic tourism
industry predicated on economic dependency,
unequal distribution of opportunities and
benefits, and cultural commodification.
This paper will argue that in order for
Thailand’s ethnic tourism sector to live up to its
potential, and fulfil the purpose for sustainable
tourism envisaged by the United Nations, a
transformation in stakeholder relationships
needs to take place on a large scale. The paper
will begin by outlining the context of ethnic
tourism in Northern Thailand. This will be
followed by an analysis of its current state and
structure, with two concrete examples.
Preliminary research findings from a hilltribe
community in Chiang Rai will then be
mobilized to advocate for a “bottom-up
approach of community-based ethnic tourism”
(Polladach, 2012), in which the Thai NGO, the
Mirror Foundation, plays a key role in
developing a sustainable tourism model guided
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by principles of community empowerment and
participation.

many hilltribe communities for hundreds of
years, the majority of today’s hilltribe
populations have, in fact, only settled in
Thailand within the last century, largely as
refugees and migrants escaping from civil
unrest in China, Myanmar and Laos (ITDP
International, 2015). Many Karen, for example,
came to Thailand in the 1980s, fleeing from a
long civil war in Myanmar while a large
number of Lahu and Hmong came from Laos
after the communist takeover in 1975 (Trupp,
2014; ITDP International, 2015). Now, more
than half of Thailand’s hilltribe peoples were
born within Thailand’s borders, with increasing
population growth documented (ITDP
International, 2015). However, despite more
than half being born in Thailand, less than half
of hilltribe members possess Thai citizenship
(ITDP International, 2015). Lack of citizenship
is a direct result of complex regulations, limited
access
to
resources
and
structural
discrimination from mainstream Thai society.
Without documentation, hilltribe peoples are
considered stateless and struggle to acquire
health care, own property or land, travel freely,
attend school or receive fair wages. Hilltribe
women and children fall victim to violence,
sexual abuse, and human trafficking. (ITDP
International, 2015). Thailand’s hilltribe groups
are thus amongst the most marginalized in the
country. Even for the many thousands that do
possess Thai citizenship, there are structural
barriers in the way of fair treatment and
development. This is especially true in regards
to unequal employment opportunities as a result
of inadequate access to education, poverty,
discrimination, government regulation, lack of
land, and a continuing adherence to a traditional
lifestyle that does not conform to a modern
Thailand driven by market capitalism. The
1989 Thai logging ban has had particularly
severe implications for hilltribes, since their
livelihoods depend on the resources they
procure from the forests, their traditional slashand-burn agriculture requires alterations to
forest environments, and many hilltribe peoples
live within designated national parks (Trupp
2011, 2014). Stereotyping and discrimination
against hilltribes by Thai society is a significant
problem – hilltribes are often seen as criminals
responsible for deforestation and opium
production and may be considered socially and
racially inferior to Thais.

1. Ethnic Tourism in Thailand:
Overview and Context
Ethnic tourism can be broadly defined as
“tourism motivated primarily by the visitor’s
search for exotic cultural experiences through
interaction with distinctive ethnic groups.”
(Yang and Wall 2014: 2). Ethnic tourism in all
its forms – whether a day-trip to an ethnic theme
park or a multi-day excursion to remote villages
– views the cultural uniqueness and perceived
exotic character of an ethnic group as a
resource suitable for tourism development. For
many tourists, vacations are a form of escape
from the mundane and the modern they are used
to at home – tourism authorities as well as tour
operators capitalize on this “quest for
authenticity” (Trupp, 2014; 57) by promoting
experiences with exotic cultures found within a
destination region.
In Thailand, ethnic tourism operates
predominantly in the mountainous north where
a large concentration of hilltribe peoples live in
highland villages distributed across the
landscape. Ever increasing number of hilltribe
communities, however, are also moving to
cities or are relocated to lowland rural areas
(Cohen, 2008). The term hilltribe is a blanket
designation for a large a diversity of different
ethnic groups which are culturally and
linguistically different not only from
mainstream Thai society but also from each
other. There are ten officially recognized
hilltribe cultures – Akha, Hmong, H’tin, Karen,
Khmu, Lahu, Lisu, Lua, Mien and Mlabri – but
there are several others that have not been
formally recognized (Asia-Pacific Human
Rights Information Center, 2010). The total
population of hill peoples in Thailand is around
one-million, most living in the twentyprovinces of north and north-western Thailand;
Chiang Mai province has the highest proportion
of hill people communities (Kaewnuch, 2010).
Historically, hilltribes inhabited the border
lands of Thailand, Myanmar, Laos, Vietnam
and China where they lived a semi-nomadic
lifestyle, rotating between different settlement
areas across the mountainous and densely
forested landscape practicing their preferred
method of slash-and-burn agriculture. While
Northern Thailand has been a homeland to
3
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Despite all of these challenges, hilltribe
peoples continue to try and maintain their
cultural traditions while also seeking ways of
improving their livelihoods and developing
their communities. Nowadays, the majority of
hilltribes are still engaged in agriculture as their
main economic activity (both subsistencebased and market-based), while handicraft
production and wage-labor for lowland Thais
either on farms or in the cities may be primary
or secondary sources of income (Fujiko, 2002).
Tourism has become increasingly important as
a potential source of economic benefit for
hilltribes.
Ethnic tourism in Northern Thailand can be
said to have emerged in the 1970s when, due to
the rapid growth of international and domestic
travel, interest began to develop in the “exotic”,
“unmodern” minority groups living in remote
areas of the country (Kaewnuch, 2010; Cohen,
2008). Initially, it was predominantly Western
backpackers and explorers who were drawn to
the rugged north and its unique cultural
diversity but, beginning in the 1980s, a
concentrated campaign by the Thai government
as well as private business marketing led to the
emergence of a distinct ethnic tourism industry
(Cohen, 2016; Cohen, 2000; Trupp, 2011;
Kaewnuch, 2010). In Mae Hong Son, for
example, “the exotic appearance of Karen
women was at that time rather unknown and so
the Karen became the symbol of ethnic tourism
in Mae Hong Son, heavily promoted by external
factors such as the provincial tourism
administration and private agencies.” (Trupp,
2011; 145). Large tour operators began offering
hilltribe trekking in their packages and many
new travel agencies opened in Chiang Mai that
sought to capitalize of this now lucrative sector
(Trupp, 2014). Over the next three decades the
supply and demand for hilltribe tourism in
Northern Thailand grew steadily. Trupp (2014:
58) informs us that “because of growing tourist
demand for unspoiled and authentic regions,
new hilltribe areas were constantly being
developed. Once a mountain village no longer
provided the desired grade of authenticity, it
was taken out of the tour programme and
replaced by a new back region”. Furthermore,
tourism authorities supported the creation of
staged ethnic villages around the cities of
Chiang Mai and Chiang Rai, which are meant
to serve tourists wishing to see and learn about

hilltribes without committing to treks or long
journeys into the mountains (Trupp, 2011).
Cohen (2008) notes, how beginning in the
2000s, there was a shift in Thai tourism policy
towards “quality tourists”, i.e. high spending,
which meant that hilltribe tourism has been
neglected as a form of tourism development.
Regardless, the rhetoric of promoting tourism
in terms of exotic and “Otherness” prevails
(Cohen, 2008).
While initially a niche sector for intrepid,
adventure-base tourists, hilltribe tourism is now
characterized by diversification as most types
of travelers in Northern Thailand wish to be
exposed to the unique cultures of ethnic
minority groups. The size of hilltribe tourism is
difficult to determine, as the industry is largely
unregulated and statistics are unavailable. It is
estimated that trekking tourism alone attracts
500,000 tourists a year (Mostfanezhad, 2013,
Cohen 2016). The number of tourists visiting
villages on day trips is likely higher. Some of
the most popularity visited hilltribe villages,
such as Jorphaka in Chiang Rai (see below),
receive up to 100 tourists every day (Trupp,
2014), while ethnic theme parks receive a
seemingly endless stream of tour groups.

2. The Structure of Ethnic Tourism in
Northern Thailand
Leeprecha (2005: 3) states that “owing to
the importance of income from the tourism
industry, different organizations, including
private, government or NGO based, have
become involved with ethnic tourism.” While
these interest-groups may have different
approaches, most share common features in
terms of the types of activities provided.
Firstly, it is the cultural uniqueness and
exotic character of hilltribes that seems to be the
main attraction. The beauty of the surrounding
environment in which hilltribe villages are
located are also an important element. The most
well-known tourism activities associated with
ethnic tourism, trekking and homestays, depend
on these two factors (Kaewnuch, 2010).
Secondly, there exist a large diversity of
products and services that include interaction
with hilltribes: camping, tribal spas, traditional
performances, visiting sacred sites, purchasing
handicrafts, elephant riding, bamboo rafting
and visitations to natural resources such as
4
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Figure 1 Leeprecha’s (2005) model for the
overarching structure of ethnic tourism in
Thailand. The reader is encouraged to refer
back to this throughout the proceeding
discussion.

waterfalls (Kaewnuch, 2010). Particularly
popular are tour packages that include some
kind of combination of all of these and allow
visitors to glimpse the lifestyles of hilltribe
peoples as well as the natural resources in the
area.
Kaewnuch (2010) notes that the most
common hilltribe tourism programs are three
days and two nights though there are many
service providers that offer half or single-day
visits to hilltribe villages. Short stay programs
tend to be focused on the selling of locally made
handicrafts
and
offering
photo-taking
opportunities with a very limited degree of
genuine cultural interaction. Leeprecha (2005:
4) points out that “no matter which kind of
ethnic tourism, in general the stakeholders
consist of tourists, middleman – government
and/or business agencies - and tourees or ethnic
villagers.” (Figure 1). As Leeprecha’s (2005)
model shows, the structure of ethnic tourism is
predicated on an interconnected relationship
amongst shareholders, whereby government
policy, promotion, and implementation creates
ethnic tourism opportunities between tourists
and ethnic people. Business agencies –
predominantly not ethnic peoples themselves –
take up this opportunity to provide tourism
services. In some instances, however, local
communities, often through the support of
social enterprise or NGOs, may do so
themselves.

3. Examples of Ethnic Tourism in
Northern Thailand
In order to build on the general outline and
discussion above, two examples of hilltribe
tourism will now be provided. These will serve
to illustrate the diversity of tourism products
available and, most importantly, the degree to
which the current structure of ethnic tourism
has engendered an asymmetrical stakeholder
relationship which denies agency to hilltribe
communities while rendering them vulnerable
to exploitation.
3.1 The Akha Village of Jorphaka in
Chiang Rai
Trupp (2014) conducted research regarding
the impact of tourism at Jorphaka, which is a
fairly large Akha village (around 650
inhabitants) located in Chiang Rai province.
This village is not a “traditional” Akha
community, but rather is “incorporated into
Thai administrative-bureaucratic systems such
as land registration, formal schooling, national
identity card system and so on.” (Trupp, 2014;
60). While ninety-percent of villagers have
Thai citizenship “the villagers’ main problem is
that they have almost no economic earning
5
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opportunities, since the surrounding fields and
woods are either owned by Thais or under the
control of the Royal Forestry Department.”
(Trupp 2014: 60). Most villagers work as
laborers for Thai farmers or in the cities,
performing low wage labor (often below the
Thai minimum wage).
Tourism plays a significant role in the lives
of villagers’ at Jorphaka. Trupp (2014: 62)
reports that “the type of hilltribe tourism
occurring in Jorphaka can be seen as excursion
tourism or as a tribal village tour.” Each day,
around 100 tourists visit the village, usually in
large tour groups containing 15 to 25 people or
smaller groups of 9 or fewer people. Groups are
accompanied by a Thai guide and, in the case of
international companies, a guide from the
country of origin is present as well. The length
of stay is usually very brief, between 10 to 40
minutes, and includes viewing souvenir stalls
(where traditional handicrafts are sold – many
of which are actually bought from companies in
Chiang Mai or Chiang Rai) and learning about
cultural features such as the village gate, statues
and swing (used for ceremonies). The main
draw for tourists “are the exotic Akha
themselves, in particular the women, who wear
imposing head decorations.” (Trupp 2014: 61).
The cost of one-day trips from Chiang Mai is
around 1,400 Baht and includes stops at several
hilltribe villages, including Jorphaka. None of
the profit goes directly to the villagers. Rather,
they are dependent on the selling of souvenirs
and small commissions to benefit from tourism
(Trupp 2014). Cultural interaction between
tourists and villagers are brief, superficial, and
predominantly economically motivated. This is
due to the short duration of the stay and
language barriers. Furthermore, the village tour
follows a marked path – confined to the main
road and souvenir stands – that does not
infiltrate the majority of the Akha village.
Trupp (2014: 61) notes that “this protection
mechanism keeps the tourist economy spatially
confined to the main street of the village; a
spatial structure that can also be observed at
other hilltribe village tour sites.” Indeed, Cohen
(2008: 25) has noted how contemporary ethnic
tourism in Thailand is characterized by such
“tourist spheres … separate from the flow of
life in ethnic communities.”

Karen long neck villages are types of staged
hilltribe villages, often defined as “ethnic theme
parks” (Trupp, 2011; Cohen 2008), which were
created specifically for travelers in order to
witness the exoticness the Karen whose women
are renowned for wearing elaborate columns of
brass rings around their necks. Trupp (2011:
142) argues that ethnic theme park, such as long
neck villages, are a continuation of ‘human
zoos”, popular during the colonial era, in that
they “charge admission fees, have entrance
gates, clear defined boundaries, and exhibit
‘living otherness’.” Unlike more typical forms
of ethnic tourism, such as the Akha village
Jorphaka (see above), which usually take places
in more remote areas, ethnic theme parks are
situated close to major urban areas (Chiang
Mai, Mae Hong Son, or Chiang Rai). The vast
majority of Karen that live in these villages are
refugees from Myanmar and do not have Thai
citizenship (Keyte, 2015; Trupp, 2011). The
village of Huay Pu Keng, in Mae Hong Son, for
example, is comprised of 122 Karen people, all
of whom are recent illegal immigrants to
Thailand. Due to this status they are not allowed
to accept other formal jobs and are not able to
travel freely beyond the village (Trupp, 2011).
Huay Pu Keng receives around 32,000 tourists
annually, most of whom are international
tourists (Trupp, 2011). Sources of income are
primarily from selling souvenirs and entrance
fees, though these admission charges need to be
shared “with Thai residents as the Karen with
their insecure political status are also dependent
on the benevolence of the mainstream society.”
(Trupp, 2011; 146).
Perhaps the most popular ethnic theme park
in Thailand is Baan Thong Luang, near Chiang
Mai city. While it is most famous for the longneck Karen, the park is designated as a
“Hilltribe cultural preservation village” and
puts on display a variety of Thailand’s ethnic
minorities (Keyte, 2015).
Like other ethnic theme parks, the villagers
working there profit almost entirely from the
spending power of tourists all while being
unable to pursue other employment options,
move freely, or gain access to essential services
such as health care and education. For this
reason, Baan Thong Luang, as well as other
Karen ethnic villages, have received significant
criticism for being “human zoos” where they

3.2 Karen Long Neck Villages
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are forced to stage authenticity while being
denied fundamental human rights (Keyte,
2015). A widely publicized boycott of the Baan
Thong Luang has led to a drop in tourism
(Keyte, 2015). Some have questioned the
effectiveness of this boycott since it has
deprived the villagers of tourism income while
offering no alternatives in its place (Keyte,
2015). For Karen people living in ethnic
villages tourism development has led to a form
of “economic dependency”. (Trupp, 2011;
147). While the government as well as tour
agencies argue that ethnic villages are a way of
preserving the unique culture of the hilltribes
while providing economic opportunities, there
are many who claim that, in reality, they are
forcing marginalized minority and refugee
groups to stage authenticity in order to satisfy
the demands of tourists and create profits which
are, all too often, not shared evenly at all.
(Trupp, 2011; 2014; Keyte, 2015; Bartsch,
2013).

women, it also creates an economic dependency
based on staging cultural authenticity for
tourists – “the influx of tourism may keep the
custom alive, yet economic dependency and
political concerns remain unsolved.” (Trupp,
2011: 147)
The Akha village of Jorphaka is also, in
many ways, dependent on tourism. As Trupp
(2014) informs us, 100 people in the village (a
relatively large proportion) rely on tourists
buying their souvenirs on a daily basis as their
sole source of financial income. Due to the
villages’ “poor economic starting position
arising primarily from lack of land use rights”
(Trupp, 2014: 76) tourism is one of the only
economic opportunities available to the
villagers regardless of possessing Thai
citizenship. Tourism businesses would argue
that by providing a daily stream of visitors they
create jobs in the village while preserving the
culture of the Akha. Trupp’s (2014) research
has shown ,however, that these lofty claims are
unfulfilled and rather ethnic tourism has created
economic dependency while also putting in
place a structure of unequal distribution of
profits. None of the money that tourists pay for
a day trip, which includes a visit to the Akha
village, actually goes into the community. The
money goes to the travel company and includes
paying the guide (who is Thai or foreign),
transportation (minivan or buses), other
operational costs, and, of course, profit for the
company. Furthermore, while, when interacting
with tourists the Akha wear their traditional
dresses, sell their traditional handicrafts,
maintain their sacred spaces, etc. it can be said
that the role of tourism in aiding with cultural
retention and pride is merely superficial and
pales in comparison to bigger issues such as
land rights, citizenship and agricultural
problems (Trupp 2014). As such, it can be said
that tourism may actually get in the way of
meaningful development since tourist demand
necessitates that villages look authentic,
unmodern, and exotic (Bartsch, 2013;
Leeprecha 2005). This gives travel business a
large degree of power of hilltribe villages – they
control the demand of tourists (and thus the
potential of income for villagers) and they
frame the expectation that communities must
look exotic; an expectation communities are
required to match, or they may be replaced on
the itinerary by another village (Bartsch, 2013).

3.3 Observations
The two examples of the Akha village
Jorphaka and the phenomenon of Karen ethnic
theme parks highlight the ways in which ethnic
tourism disproportionally benefits the private
tourism
sector
rather
than
hilltribe
communities. Indeed, as Andrea Valentin
(quoted in Keyte 2015) notes, when it comes to
ethnic tourism in Thailand “the private tourism
sector is the major beneficiary, but not the
people on the ground. That’s the problem that
needs to be addressed.”
Virtually every travel agency, hotel or
other tourism related business in Chiang Mai
offers trips to nearby Karen long neck ethnic
villages. The sheer volume of tourists and the
profits they generate do not match the economic
situation of the Karen people in those villages
(Keyte, 2015). As mentioned, most are refugees
from Myanmar and do not possess legal status
– as such they are unable to benefit from
tourism beyond making money from selling
souvenirs. Even the income from entrance fees
are rarely distributed equally to villagers. Trupp
(2011: 147) has found that only “only those
women who wear the rings [the brass rings
Karen women wear around their necks] receive
an income.” As such, while tourism may help to
preserve the long-beck tradition of Karen
7
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Bartsch (2013: 8) points out “… it is difficult
for the villagers to change this situation of
unequal power and dependency alone. On the
one hand they do not have the means to do so.
On the other it is difficult for them to give up
the tourism business because they need the
income.”
It is important to note that over the course
of the last decade there has been an increased
number of Ecotourism providers which seek to
involve local communities in the decisionmaking processes and ensure a fair distribution
of income. An example of this is the Lisu Lodge
in Chiang Mai (See Cohen, 2008; 35). While
some of these seem to have a positive impact,
by and large, as Cohen’s (2008) synthesis
reveals, the industry continues to consist of
“establishments which are often initiated and
owned by outside entrepreneurs.” These tend to
be motivated primarily by profit maximization
rather than concern for the agency and selfdetermination of hilltribe populations.
Within the matrix of stakeholders involved
in ethnic tourism in Thailand, it can be
identified that human rights-based NGOs are at
the forefront of speaking out against
exploitative tourism practices. As will be
described in the next section, some NGOs, such
as the Mirror Foundation, are also actively
involved in partnering with hilltribe
communities to leverage tourism to be a
positive force in supporting livelihood
improvement and development ambitions.

alternative to more conventional forms of
hilltribe tourism. In contrast to the example of
Jorphaka outlined by Trupp (2014), for
example, the Mirror Foundation trains and hires
guides from the villages they work with and
ensure that the money spent by tourists goes
into the local economy (supplies bought locally,
eating meals locally, etc.) and that villagers
aren’t coerced into putting their culture on
display
(Mirror
Foundation
Web).
Furthermore, money spent by tourists also goes
towards the NGO’s multifaceted development
goals. In addition to an Ecotourism Program,
the Mirror Foundation also operates a popular
volunteering initiative whereby travelers or
group tours can commit to participating in
development projects (usually construction,
emergency relief or teaching English) spanning
from a week to several months.
To demonstrate the Mirror Foundation’s
approach to ethnic tourism the author, as part of
ongoing research for a Master’s Thesis, will
present preliminary findings from the Akha
village of Pak La, which receives assistance
from the NGO. The thesis is an investigation of
the role the Mirror Foundation serves in being
at the forefront of transforming ethnic tourism
in Thailand.
3.4 Methodology
Joining two separate tour groups, between
April 27-30 and June 5-8, 2017, respectively,
the author has been able to collect important
preliminary findings from Pak La village. The
research methods employed where participant
observation and key-informant interviews.
Participant observation was undertaken through
a phenomenological approach, whereby the
author foregrounded direct experience and
interaction with community members, tourists,
and NGO staff. Key informant interviews were
held with the village chief, Mirror staff (who
has been with the organization for nearly fifteen
years), as well as the church leader. These are
the key stakeholders involved in tourism
development and decision-making at Pak La.
Interviews were structured informally, and
were corroborated with ongoing conversations
over the course of the stay at Pak La.

3
Preliminary Research Findings: The
Mirror Foundation and the Community of
Pak La, Chiang Rai
The Mirror Foundation is a Thai nongovernmental organization (NGO), based in
Chiang Rai, which works towards promoting
hilltribe rights through a wide variety of
initiatives including help with attaining
citizenship, combatting drug abuse and human
trafficking, disaster relief, advocacy through
media, and providing fair employment
opportunities. The NGO also has a strong
presence in the ethnic tourism sector, mainly
through its Ecotourism program which, as
stated on their website, is “aimed at promoting
a fair and sustainable method of tourism”. The
Ecotourism program is designed as an

3.5

Site an Experience Description
Pak La, located in Chiang Rai Province, is
a small Akha village populated by around 200
people. The village was founded just five years
8

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

ago when plots of land began to be purchased
from the Thai land owner of the surrounding tea
plantations. Migration to the village has
occurred gradually with families hailing from
different areas of Northern Thailand, attracted
to Pak La due to its proximity to Chiang Rai
city. All of the residents are Christian (mostly
Catholic) and while Thai is widely spoken, the
community is shaped by a strong Akha cultural
affiliation. Out of the 200 villagers, only around
40 have Thai citizenship; a situation which
severely impacts all aspects of life and makes
this a particularly impoverished community.
The majority of residents work as day laborers,
mostly in construction, closer to the city while
others work in the nearby tear plantation
(which surrounds the village on all sides) or on
other Thai-owned farms. While Akha
communities traditionally depend on farming,
in this community – due to lack of land and a
tax on farming – very few are involved in
agriculture. Some households grow peanuts
which they sell for supplementary income. The
community is largely dependent on buying
resources, including rice, from outside. There is
little to no government support. Pak La is
epitomic of the situation of many ethnic
minority communities in Northern Thailand.
The Mirror Foundation has been partnering
with Pak La since 2013, bringing volunteerbased tour groups to work on development
projects. This has included the laying of pipes
for water distribution and the repair of a house
after a major fire. Most recently, an agreement
with a Canadian tour operator has been reached
to regularly supply groups which will provide
funding for and aid in the paving of roads (2
groups have already participated in this). Pak
La can thus be said to be involved in volunteerbased Ecotourism. The researcher participated
in two volunteer visits of this Canadian
organization to Pak La. The generalities of the
experience are as follows.
Tourists first received an orientation at the
NGO’s headquarter in Chiang Rai, where a
comprehensive overview of the organization
and of Pak La were given. Appropriate behavior
and cultural dos and don’ts were explained as
well. The group was then brought, via
songhtaew, to the village. There they were
introduced to their host families and the
community at large. All meals were eaten in
respective homestays. Over the course of a few

days, the group joined in the construction of the
road, mostly mixing cement and aiding the
more-skilled community members. In the
afternoons, the group enjoyed their leisure time
as they pleased. On the last evening, a pig was
killed for a communal feast with the entire
community.
Traditional
Akha
dance
performances were displayed and tourists were
incited to join.
3.6 Research Results
Participant observation and in-depth
interview with Mirror staff, the village leader,
and head of the local church has led to some
important preliminary findings. It can be stated
that, in the context of ethnic tourism planning
and development, that the Mirror Foundation’s
burgeoning tourism development at Pak La is
based
on
community
participation,
infrastructure
improvement,
providing
supplementary income, and fostering cultural
pride. These shall be briefly outlined.
Community Participation
Akha communities are governed by a
voluntary council of village elders.
Additionally, the church leader also holds an
important position and garners trust. Mirror
Foundation staff (who, himself, is Akha)
coordinated with these individuals prior to any
decision making on the tour itinerary or project
work. During the stay, it was apparent that the
relationship between Mirror staff and the local
community was built on trust, solidarity, and
reciprocity. On many occasions, the researcher
observed Mirror staff discussing and consulting
with community members.
Infrastructure Improvement
Due to Pak La’s extreme socio-economic
marginalization, it receives no aid from the Thai
government. The community is unable to
secure basic infrastructure development such as
road paving, water piping, or emergency relief
after disasters such as fire. The Mirror
Foundation, as a development NGO, largely
fulfills these roles. Tourism is one avenue of
securing funding and manual labor. This year,
in working with two groups, 60,000 BHT has
been invested in road paving. The Mirror
Foundation only works on communityrequested projects, meaning that the need to

9

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

pave the road was voiced by the villagers of Pak
La themselves.

Cohen (2008) concludes that the current
situation of ethnic tourism in Thailand is
dictated by two parallel processes. One the one
hand, national integration policies have eroded
the traditional life ways of hill peoples, while
on the other the penetration of market-based
capitalism has altered economic opportunities
and social mobility. Cohen (2008) writes “the
ethnic communities in the region appear to be
suspended between two unpalatable, but
unavoidable choices: either to let their cultures
be transformed into a tourist entertainment,
thereby preserving their survival and viability
in a changed context, or to strive to preserve
them as petrified museum objects.” (52). He
further adds that “there is an urgent need to find
ways to ameliorate these stark choices and to
empower ethnic peoples in decision making
processes regarding their future.” (52). It is
argued here that the case of Pak La, along with
other communities collaborating with the
Mirror Foundation, indicates that a bottom-up
approach with support from a well-functioning
development NGO is a powerful way of
precisely such amelioration. Ongoing research,
which will involve further communities in
Chiang Rai Province, will add to these findings
to create a fuller picture of how these processes
can facilitate transformation in Thailand’s
ethnic tourism sector on a larger scale.

Economic Opportunity.
Tourism can be said to provide economic
benefits to the village of Pak La. As mentioned,
economic opportunities are very sparse and
most villagers work as day laborers outside the
village. Hosting tourists for multiple days
allows for supplementary income through
homestays, food, and in-village purchases. A
total cost of 6,500 BHT per tourist is charged
for participation in the project at Pak La. The
Mirror Foundation manages this money and
ensures that community members are fairly
compensated, while retaining some for other
ongoing projects and initiatives. Families
providing homestays are paid for providing
room as well as cooking food and extra
housekeeping duties. In a previous study on the
role of the Mirror Foundation, Polladach (2012)
found that households partnering with the
Mirror Foundation generally receive up to 80%
more income than they do from private tour
operators.
Cultural Pride
Nowhere in its marketing does the Mirror
Foundation portray hilltribes as exotic,
unmodern, or primitive. They are portrayed as
dynamic, resilient communities attempting to
develop at a self-determined pace within a
complex matrix of barriers to upwards mobility.
In conversation with Pak La community
members, there was a feeling that they had
nothing to offer tourists as they perceive their
village to be poor and devoid of attractions.
Having guests with a willingness to learn about
their culture, without the expectation of
“authenticity”, instills a sense of cultural pride
and facilitates genuine immersion. As hilltribe
communities
suffer
from
structural
discrimination, allowing them to dictate which
traditions and cultures they can and want to
share is a positive influence of tourism
development. For example, a final ceremony –
which involved a pig slaughter for a feast and
traditional dancing (also paid for by the tourist
fee) – involved the community and tourists
allowing for a display of culture in an organic
and reciprocal fashion.

Conclusion: The Need for
Transformation
Thailand’s ethnic tourism sector is
emblematic and symptomatic of a global mass
tourism paradigm which foregrounds economic
growth, all too-often at the expense of
marginalized communities who ultimately bear
the brunt of untrammeled, top-down, tourism
development. In line with the Declaration for
Transforming Tourism the author’s ongoing
research is meant to elucidate the ways in which
global tourism currently fails to deliver on its
potential to lead to sustainable development
while also providing a possible means to
address inherent structural issues. Ethnic
tourism in Thailand, which involves some of
the
world’s
most marginalized
and
underprivileged populations, is a fitting case
study and lessons should be considered
carefully.
This paper has outlined the development
and current state of ethnic tourism in Northern

4.4 Discussion
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Thailand. The two examples, the village of
Jorphaka and ethnic theme parks, served to
illustrate the many ways in which ethnic
minority groups are appropriated for tourism
while benefitting little, if at all. In situations
where income is generated, it is all too often a
form of economic dependency which forces
cultural commodification without providing
means for agency towards upwards social
mobility within Thai society. Private business
prioritization of profit maximization and
government-led promotion of hilltribes as
exotic and unmodern, contradicted by
assimilation
policies,
render
hilltribe
communities vulnerable to exploitative tourism
practices. This predicament – which
characterizes the situation of ethnic tourism in
Thailand – runs counter to UN’s narrative that
tourism can be a tool for development.
Research findings from field work in Pak La
were mobilized to show that a concrete way of
transforming the way in which ethnic tourism
operates may be the involvement of
development NGOs, such as the Mirror
Foundation, which implements a bottom-up
planning approach, foregrounding local
empowerment and participation.
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Abstract
Purpose – The purpose of this research is a continuation of the policy of
Thailand Government that need to expand support for tourism in campaign
“Tourism for all”. Thailand has many tourism destination place not only in
downtown of Bangkok. Particularly niche tourism pay attention on their
purpose more. So this research study to be used as guidelines for the reform
and development of tourism whatever any group of tourist that need to have
the quality in human rights.
Design/methodology/approach – the government policy and campaign that
the global interested. It is the equality of human rights for living. From the
experience of organizations working for the people has this problem. United
Nation (UN) s an organization that has been providing guidance and providing
information that is useful to guidelines and develop tourism management can
be applied to reach maximum benefits. The article research to study the overall
needs and to prepare for capability development in the tourism industry of the
disabled people, factors that have continued to travel of persons with
disabilities and is providing basic knowledge with organizations.
Findings – The study was published in the article. The selected articles of
articles and important part in further education to complement ideas of the
individual concerned. Including the retention of tourists and people with
disabilities to travel within Bangkok. By talking to the inquiries and study the
behavior of tourists is disabled. It found that in many organization join to
develop and support tourism in future. This will happen more by base on the
universal design fundamental.
Originality/value – The papers of people with disabilities and tourism that
shown the concept of global consider to people disabilities. The people work
involved or in the field to meet people with different types. Need to have
knowledge to services and prepare the facilities for support them. The results
of the study can be introduced as basis development potential of country and
requirement of tourists. The operator related to use is the core concept and
policy in the managements related to people with disabilities and those with
needs. Universal design by making easier to access and cause the
sustainability is also the section to promote and tourism market wider.
Keywords – Universal Design, Niche Tourism, People with Disabilities,
Organization, Future Trend of Tourism, Facilities, Hospitality, Architecture
and Design
Paper type Research paper
Introduction:
Nowadays the world is changing. The population around the world has
increased, but the rate of population who are children and younger has lower
than people who are elderly. Part of it, they are taking care themselves by
exercise, take care for food as eat clean food and concern on benefit of food
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nutrition. On the other hand, we also have a part of the population who are
disabilities. The person who disabilities, it is increasing too. Some of them
disabilities since they were born, but somebody just has health problem when
they grow up. It can be from an accident or health problem. Another way, some
people disabilities from chronic disease. The world population has more people
who are disabilities over 15% and it also increases in every year. Then they
have problem in dairy life, it come from the physical body, it doesn’t work and
it became to social problems.

Figure 1
World Population Growth Rate during year 1750-2100
Source: https://ourworldindata.org/world-population-growth
Disabilities it has many types, while some of health conditions come up with
poorer health and health care. People with disabilities have more lack of health
care. So, it's become with inequality of society. According to their condition,
that involved with ages and behavior of health. Such as co-morbid conditions,
ages-related conditions, engaging in health risk behaviors and higher rates of
premature death. Moreover, people with disabilities they have more difficulty
in health. For example; Cost, Limited availabilities of service, physical
problem, lack of skills and knowledge. Thus, world organization they would
like to help people who are disabilities to understand the standard of health
care that related with people disabilities by the World Health Organization they
set up the standard to help people around the world who disabilities and help
to promote campaign to people that they need to understand as well. (WHO,
November 2016)
When World Health Organization (WHO) they would like to promote a
campaign for people with disabilities around the world. Thailand is another
country to accept this campaign. In September 2016 Thailand government
come up with World Tourism Day 2016 from Thailand is the leader of the
tourism industry. This year is the first time of celebration to have a world
tourism day in Thailand and Thailand is the leader of ASEAN and world
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traveling. Thailand mention on the idea of United Nations World Tourism
Organization (UNWTO) is “Tourism for all” that they have concern with
responsibilities and support in tourism. They are also mention and
consideration on universal accessibilities or facilities for disabilities people to
provide for people who have health problem as disabilities people. In Thailand,
Thailand 4.0 policy it has a part of they want to gain GDP and income of
Thailand by using tourism industry to help Thailand and develop the image of
Thailand.
On Tourism day 2016, Thailand Prime Minister Prayuth Chan-o-cha, he would
like to promote campaign for people who love to travel as “Tourism for all” to
support world tourism policy. Whoever children, teenager, elderly or people
with disabilities they can travel in Thailand. So Thailand need to prepare
universal design to support disable access, facilities access and
accommodations access. He concern with the purpose of Thailand economic
development by using tourism industry to push up Thailand economic and
tourists attitude. They prefer to disables tourists that they need to use difference
of facilities and accommodation when they travel in Thailand and other
countries. Therefore, Thailand want to be the leader country to set up the blue
print of universal design by concern with need of every tourists. Thailand, it
will be the hub of universal design. (Tourism Authority of Thailand, 2016)
In addition, United Nations World Tourism Organization UNWTO promote
campaign for Tourism for all of Thailand; everybody can travelling and
accessible to tourism. (United Nations World Tourism Organization,
September 21st, 2016) they refer to Thailand campaign have accessibilities
provide to people with disabilities, elderly and families traveling with
children. UNWTO appreciated with Thai campaign to promote universal
design in world tourism day 2016
Nowadays, the world population has increasing but the rate of percentage
people who are kids is lower than people who are elder. Also, people who are
disables has increasing as well. The percentage of people with disability come
from the decadence in society. Moreover it come with the world has changing
in every day. People and industry try to using more of chemical to produce a
product. It is the way to save the time to produce the products. Then it can
become the way that people get more of chemical and make the health of
people in present get disease.
The global organization has consider to the disabled as World Health
Organization (WHO). There propose on how to handle with the disabled by
there made the campaign to help them e.g. promoting to make people to
understanding about disabled. While, World Health Organization (WHO)
promote the campaign of people with disability. Other organization as Thai
Health Organization and Thailand government also feedback to do as World
Health Organization as well.
In September 2016, Thailand is the host of World Tourism Day 2016 by theme
of this year is Tourism for all. Whoever small children, families traveling,
senior traveling and people with disability can access to traveling. The theme
of Universal Design or Universal Accessibility it the aim to share responsibility
to people and all of the business that involved with tourism. World Health
organization refer to the statistic of people around the world it has people more
than 1 million living with disability. When the people they need to access to
the place or wherever, it is the fundamental of accessibility to reach the people
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and support them. The theme of tourism for all is the challenge of Thailand and
other countries to provide and improve the Universal Accessibility for support
to all people.
In the previously, Universal Design will know in the people who are designer
and architect that they concern with the ergonomic and postures to support the
human body. There use universal design to develop and design environment
and facilities for people who elder, disabled, and people with limitation in the
human body. But nowadays, people more consider to do universal design for
all type of people as the World Health Organization (WHO) and the health
organization. As the pattern of products and electronic machine have more
develop for support to all people as Japanese. Japan is the aging society, it can
represent how the people in the country living.
According to, the Thai policy in term of Tourism for all, it just has some group
of people who concern about it. Somebody thinking it far away to consider it
doesn’t need to understanding. We can see from somebody who took a car on
the space that provided for handicap. They just are thinking it easy and wide
for parking. The handicap parking it is very close to the importance area.
(Accessible Thailand, the Disabled Travelers’ Essential Guide to Thailand,
2016)
The problem of Universal Design it not enough to support for tourism because
we don’t have enough space to support them. Then, it become to social problem
and economic problem. If we have enough and good facilities it will made the
people who elder and disables want to travel in Thailand but if we don’t have
a good of facilities and infrastructure it will make loss of profit to developed
countries.
Part in tourism, we need that requires physical strength in tourism. The
traveling to the destination need to use the body strength. If the body it not
strength enough it will make difficulty in traveling and it will become the
problem of this group of people. They won’t want to travel or they will find
some places which have more facilities to support them.
So, tourism is an importance part of Thailand industry to help Thailand
economic because it will make people to choose to travel in Thailand. If
Thailand has more of traveler and tourists it will gain more of GDP of country
to be good image of Thailand. (Thailand GDP Growth Rate, Trading
Economics, 2017)

Defining and conceptualization of Universal Design
The concept to design for environment facilities accommodation and public
space. The Universal Design using standard of accessibility. It will easy to
access, convenience, comfortable, safe and all type of people can use it. It is
not specific for some group. Universal Design it involved with the ergonomic,
human body, and postures. It has seven types of fundamental concepts as the
following;
1.

Equally

2.

Flexible

3.

Easy to understand and access
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4.

Show the information

5.

Safe system

6.

Labor-saving

7.

Size and space is suitable

All of seven concepts can use in the design concept and can apply to the
innovation system for create the new thing to support it.
The Niche Tourism means a group of tourist that interesting in the specific
market as the following there are some part of niche tourism:
• Meetings, Incentives, Conferences, and Exhibitions (MICE); is the tourism
for business and invertor they have the purpose to come in Thailand and the
main purpose that focus on business.
• Health Tourism The purpose of this group is that tourists travel to relax from
the tensions by divided time for travel and rehabilitation body. But somebody
come in Thailand to treat themselves.
• Cultural Tourism a kind of this tourism is gain more of knowledge in history,
art and cultural of Thai that can attractive to domestic and international tourists.
They can get new experience and learn from what do they see
Type of Niche Tourism
In term of tourism can categorized group of tourism in seven group (Jittanuch
Raksatja, 2007)
1. MICE Tourist; these tourists from events such as meeting, incentive,
convention, and exhibition such as businessman and investor they will be plan
for meeting to talking about their business. (TCEB, 2014)
2. Elderly Tourists; this type of group they can spend time for long term to
traveling. They get income from tax of their country after retried from their
work. They have a lot of potential to pay more money for leisure and relax
time. Also, the most of all type tourists is elderly people. (ACS Distance
Education, Senior Tourism, 2017)
3. Youth Tourists; people who are 15-26 years old. They often to travel and
high rate of percentage of tourists because they have factors to support of their
travel e.g. they want to get new experience. (Norwegian Directorate for
Children, Youth, and Family Affairs, the Delta Center), (World Tourism
Organization UNWTO, Global Report on the Power of Youth Travel, 2016)
4. Education Tourists; It from people who are the students they want to learn
the new things. A kind of this group is in long term stay and it depends on
program and course. For example; study tour and student exchange. (World
Tourism Organization UNWTO, Global Report on The Power of Youth Travel,
2016)
5. Back Packer; a group of people who plan program of trip by themselves.
Most of them will stay in homestay or guesthouse. The purpose of them is they
want to learn the way of life of local. (ASWE Travel, 2014)
6. Sport Tourist: As golfers, they will find the new place to play. It will be the
challenge. (Sport Management Degree Guide, 2016)
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7. They will find the new one of place to play. It will be the challenge. (Sport
Management Degree Guide, 2016)
8.Honeymooner; a couple who just marriage they will plan for have a good
time together by the popular place they choose, it will have the good romantic
view as the beach at the south of Thailand. (Alonissos, 2014)
As well as Thailand, trying to make all Thai have more equally of freedom.
Universal Design it can attract foreigners and tourists come into the country
and travel. If we provided more facilities to people who have the health
problem such as elderly and people with disabilities. We have to pay attention
to in the universal design to be effective. It is good that we promote more

efficient. (TAT Review Magazine, Tourism Authority of Thailand, 2016)
Source: National Statistical Office, Office of the Prime Minister.
Figure 2 Report of Health and Welfare Survey. 1996
Source: National Statistical Office, Office of the Prime Minister
As the statistic from Ministry of Social Development and Human Security
(MSDHS), Thailand statistic information has information who register for
disabilities people since November 1st, 1994 until February 28th, 2017 by
divided on each part of Thailand and gender.

The table to show amount of people in each part of Thailand who disabilities
Update: March 2nd, 2017
Source: Ministry of Social Development and Human Security (MSDHS),
Thailand
Aim of research
The purpose of this research, to learn more about tourist information who have
problem about physical body. They will consider to Universal Design.
Because it can explore more to gain the benefit of tourism industry in Thailand.
Especially, Bangkok it has a lot of destination and Thai governor want to push
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Amount

Part of
Thailand

Male

Female

Total

1. Bangkok

39,943

32,407

71,750

2. Regions

876,515

783,333

1,659,848

915,858

815,740

1,731,598

190,434

161,210

351,644

2.2 Northeast

59,431

336,368

695,799

2.3 North

211,153

190,613

401,766

2.4 South

108,709

89,340

198,049

6,788

5,802

12,590

876,515

783,333

1,659,848

Total
Regions
2.1 Middle and
East

2.5 Not
mentioned
Total

Bangkok to be great place for living and safety to tourists. So, this research is
to help Thai government and local to reach the highest benefit and valuable.
Focusing on tourists who are in group people with physical disabilities. These
people can communicate with other but need to use the function of Universal
Design including domestic tourists and international tourists. It will get the real
fact and information form the real user. What required for this group of people
and all the problems that people in this group are in need during the time they
traveling in any destination in Bangkok. And a place to going to explore in this
research is a major tourist attraction

Theoretical Framework
This research consider with two of variable between independent variable and
dependent variable. Both of variable it involved together. The structure to
group people with disabilities issued by each category from the basic structure
that is acceptable to all organizations that have worked. And support to people
with disabilities. And using the structure below. To visualize the chain
operation. And the relationship of each system.
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Figure 3 Systematic relationship
Conceptual Framework
The research is created to explain the experience of people with disabilities in
Bangkok, Thailand while, they are traveling. The research study about
percentage of Bangkok, Thailand is strongly enough in the facilities for people
with disabilities or not. Which part that need to improve and develop it. And
which part that can use it to be as the case study of Thailand.

Figure 4 Conceptual Framework
relationship of independent variable and dependent variables
Independent Variables
The research focus on the people with disabilities and the independent
variables are the socio-demographic as type of disabilities, limitation of human
body, Nationality, Gender and Ages. In each tourists they can choose the
difference way for access in Bangkok, Thailand. Transportation to access to
the accommodation it will depend on which they choose to do. They might use
limousine from the airport or choose the different transportation tools.
Dependent Variables
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In this study, the dependent variables are the purpose of research that focus on the experience and
perspective from tourists with disabilities because it is the factor that help the tourists attraction place in
Bangkok, Thailand need to develop which part of universal design to support them. Which part of
Bangkok, Thailand lack of awareness in universal design. The satisfaction of tourists with disabilities it
helps Thailand to promote and which part need to rearrange to be better for decreases the gap of human
rights.
Papers in this issue
Eleni Michopoulou, Simon Darcy, Ivor Ambrose and Dimitros Buhalis (2015) they focus on the
accessibility of facilities whatever in each type of it. It will have the impact ot people in urban life and
accessible tourism. Even though, we do the best for universal accessibility if people and organization
don’t consider with it. It just the planning create the facility to support and provided for them. According
to the article of them, the improving facilities for the disabled. We need to have cooperation from several
parties. Although we have received cooperation from intrinsic already. We also want investors to come
together to support and help the development of maximum impact, because even with organizations that
wanted to help people with disabilities to be able to use the facilities, but if a lack of people to take care
of and develop it an made to same problem. So, we need to help people understand the purpose of human
rights and to achieve social equality. If we are conscious and everyone knows needs. Therefore, to care
and help, it would be easier.
Mr. Kampon Tanjasadja (2016) descript on the launching to support people with disabilities, so that
people have a common understanding that a group of persons with disabilities, elderly, children and
pregnant women to travel in any Park to be safety, as well as help push management facilities of nation
to provide a Tourism for all. As we found in various locations, with the cooperation and assistance for
persons with disabilities are able to access more social role. The tourists attraction also helped them
equal to humans right but the campaign, it does not cover in some areas because some organizations or
some people still lack knowledge and understanding, so that is why people do not really pay attention.
However, it is the starting point to development of facilities for the disabled.
Victoria Eichhorn, Graham Miller, Eleni Michopoulou, Dimitrios Buhalis (2007) their research present
about standard facilities to how to access the data an information that have two types of it. The first,
study and provides an opportunity to provide services to meet the needs of customers study and
information according to the client's needs to provide clear communication prior to purchase to achieve
the satisfaction of our customers. And the second part is to bring the experience to assess the structure
of this study. This process can increase the consumer's perception of the actual product. From such
research can be used as an example in the field of research. In terms of customer behavior the group of
people with special needs are difference from other. It can be used as a guide in creating a strategy to
provide customer satisfaction and performance potential, which all have a relationship corresponding.
Alina Zajadacz (2015) use the geography of disability to development of accessibility tourism. Tourism
development to people with disabilities. They need to learn that people with disabilities are different
because people with disabilities are different for each type of symptoms and disease when understand
the symptoms and the disease to improve access to tourism by understanding it to help in the design,
improve the space to services for each type of people. Characteristic in each person can help to improve
access of people with disability.
John J. Burnett and Heather Bender Baker (2001) mentioned the disabled consumer that people with
disability. The relationship between people with disability and decision making. The disabled is in the
group of expression tourist group from the elements of global change and demand. The relationship of
consumer, there are problems in terms of physical differences. There needs to be different from the guests.
The proportion of the number of this group of people as a minority people. However, there are still some
exploitation such as the form of the construction buildings, this is why it is occurring is not equal in the
field of human rights.
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Dr. Kriengsak Charoenwongsak (2008) interesting to study on create Niche Tourism on the strength point
on Bangkok tourism. The tourist market is the large market that has driven the country to achieve
economic and Bangkok is the center of country, Thailand. There is the beautiful place as other country.
Bangkok is the great place to connect the country around Asia and other countries. Niche Tourism is
another group of tourism to help Thailand. If the government and cooperation to push forward to achieve
efficiency in traveling. It would help to reduce the gap tourism business. These are the group that have
the specific interests and needs.
Chooglin Ounvijit, Yanat Sirisarn,, Pirat Rongsa-ad (2014) according to Guidelines for Recreation and
Tourism Development For the People with Disabilities in Chiang Rai Province, Thailand that talked about
tourism is the basic needs of people but for the disabled it is the way that they get new experience in
socialize and they also relax and improve themselves. By the research represent the disabled choosing
travel with family and the give the family to select where they want to go there and give all decision to
them because cost of traveling the family will pay for them. On the other hand, the disabled they also
want to meet new friends as them that have some of physical problem. It can help them to increase their
mind. So, the disabled they have to join to do some activities together it can help them from stressing and
what they are worry about? Local organization is the main to start planning for people with disability and
cooperate with organization to develop tourist attraction for people with disability in every province. It is
the way to gain income for each country. Moreover it help to develop the disabled group to be better.
Pitak Siriwong and Pathamaorn Sengdang (2011) have spoken to the travel of disabled people in Thailand.
By means of observations and interviews with staff and stakeholders. In research with reference to the
needs of people with disabilities. People with disabilities have the same needs as other as well. The people
want to create their own value to social value and the human the equality in life. Everyone needs four
factors, including the need to have experience in tourism which is no difference from others that you want
to have new experiences from tourism. When disabled persons have to face obstacles. Problem while
traveling, making these people rarely want to come out, travel together. But when every day, the world
has changed, it is necessary that we should be supported so that it can travel at all.
Marcin Popiel (2016) referred to people with disability they are the same with other people but difference
from the human body. They just lack of a part of body. They have the same motivation to travel, but the
physical limitation is not comfortable to travel much. So, whenever we are the people, we need to have
the human right. Tourism of the disabled is very strong growing but people still lack of knowledge on the
special needs of people with disability.
According to the article that talks about the need of people. As the Maslow’s Theory. The people have
the factor to living. And the traveling is a part that people can put in which on the Maslow’s theory. Some
people might put in on the Esteem Need and some people put it in Self-Actualization. Moreover, people
need to concern to ethics and human right. The people we can live together, it will have the rule and
regulation to control. As the way of people with disability and general people. Tourism, it has a lot of
services and products that need to have standard whoever can using it. It isn’t specific only the common
task. It is the barrier between people in human right.
Conclusion
An era is changing rapidly, making the technology involved in the all living of us. Which is a good thing
and bad things either, depends on any benefits to the technology, helping the people are much more as
well.
The regularly travel through the observation to the conclusion.to know the future trend of tourism seem to
be. It can evaluate the field situation in the future more easily. The government and private sector have a
role in helping people with disabilities more, whether in the field of tourism and employment.
The exploration of the research in the people with disabilities involved with niche tourism that can be
answer the trends of future tourism.
People who work involved, or in the field to meet with people with different need to know in the service
and prepare the facilities to support everyone. The finding could form the basis of the development of the
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country in need of tourism to operators to use as the main concepts and policies for managing an
organization's image related to persons with disabilities and those who are required to use universal design
by making it easier to access, develop and cause the sustainability is also the section that helps to make the
PR and marketing tourism expanding wider.
According to a study in the fields of tourism trends in the tourist market grows, revealing that both the
public and private sectors have joined it to support the growth of the tourism industry. All parts involved
both directly and indirectly, have partnered together to help support the driver. But there are other factors
involved that limit the ability of developers to help disabled people and people with disabilities,
physiological body needed. Barriers exist which is the quality standard of facilities, which makes it not
covered and misunderstandings. In the current and to develop further is the facilities to accommodate all
types of people. Because in some places has been prepared, but no administrator or is in a condition that
is not active. Therefore, we would have gone to help in the development of a strategy for tourism in this.
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Abstract
The tourism and hospitality industries have adopted more about information and
communication technology which is create a lots of positive impact , such as reduce costs, enhance
operational efficiency, and the most significant to improve service quality and customer
experience. This articles offer a brief literature review of the research journals and articles of
Information and Communication Technologies in Tourism and article describe that the information
and communication technology is becoming critical for the competitiveness in the tourism and
hospitality organizations as well as for managing the marketing and distribution on a global scale.
As a customer behavior in online or offline process will go through the five stages in buyers’
journey that they are most commonly mentioned; Awareness, Consideration, Purchase, Retention,
and Advocacy. For more developed in this digital era needed more than five stages. The article
presented the new model of customer journey for tourism and hospitality industry with include
seven stages of customer journey and describe how the information and communication technology
have play an importance role in each stages, it include Dreaming, Planning, Evaluation, Booking,
Experiencing, Review & Rating, and Repurchase
Keywords: Customer Journey, Information and Communication Technology, Tourism and
Hospitality, Research Journals, Tourism Management and Marketing
.
are create the tourism and hospitality
Introduction
Customer journey is taking the
businesses have to improve themselves and
customer perspectives and understanding
keep updating to maintain and develop the
what they do from the time they are
competitive advantage in the market.
deciding to do business with all the way
through to after they have their core
The
role
of
information
and
experience with. So it is looking at the
communication technology has more
customer from end to end (Scerri &
involve in every business widely, it make
Randhawa, 2015).
more chance to be success with the
Customer journey mapping helps to
information
and
communication
visualize customer’s experience from the
technology to management and also put
customer’s point of view, across all the
brighten in the marketing process.
different touch points they have with brand
Hence,
Information
and
as they seek to achieve a specific goal or
goals.When people turn to a device with
communication technology assists the
intent to answer an immediate need. In this
organization to manage information
moment, the height for travel brand as
dynamically and influences business
preferences are shaped and decision are
competitiveness through assisting decision
made. And this effects the travel decision
makers to make appropriate investments
making process (2016).
and
decision.
Information
and
The new technology has created a new
type of customer behavior changing the
communication technology in tourism and
way to finding an information by searching
hospitality system will create more
their destination from offline to online
advantage in the efficiency and quality of
process (Gretzel et al, 2012). The new
service provided and meet a demand of
innovation with high technology adopted
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customer in timely. Tourism is an
information intensive industry (Cox et al,

content analysis which the researcher
journals and articles of Information and
Communication Technologies in Tourism.
The research is how people should see
the
roles
of
information
and
communication technology with in whole
and in part, so that the author can make a
conclusion with a developed model of
seven stage’s; Dreaming, Planning,
Evaluating,
Booking,
Experiencing,
Review & Sharing, and Repurchase
customer journey. The brief literatures are
provide to support each stages.

2009). We can say that tourism and
hospitality are social phenomena.
In this article have conducted research
that generates innovative knowledge that
bring the tourism and hospitality industry
into a right way and generate innovative
knowledge that bring the benefit these
industry and ultimately society.
As investment and adoption the
information
and
communication
technology into the tourism and hospitality
industry, ICT serves as a tools for enabling
and inducing change.
It is advantage for tourism and
hospitality manager in particular to be
aware of the recent changes in the
information
and
communication
technology and improve their relationship
with customer service. As the innovation
and globalization in this recent year is
made the information technology becomes
more complicated and difficulty in
selecting analyzing, implementing and
operating
new
information
and
communication technology.
Research journals can offer a reviewed
and unbiased information on the
involvement of the information and
communication technology in the customer
perspective for support the new model of
customer journey for tourism and
hospitality industries.
As a tourism and hospitality industries,
it can feel like there is always a new
marketing that should be developed in the
firm. Here’s how to look at the customer
journey as a marketing effort for maximum
impact.

Results and Discussion
Dreaming
Planing
Evaluation
Booking
Experiencing
Review & Rating
Repurchase

Figure: The developed model of customer
journey for tourism and hospitality industries.
The model for the customer journey is
include with the five stages; Awareness,
Consideration, Purchase, Retention, and
Advocacy. Which from the study by used
the brief literature review method in this
recent year, consumers are now
ubiquitously connected across a growing
number of channels and touch points, have
essentially unlimited buying options, and
expect from businesses an unprecedented
level of personalization and service when it
comes
to
consumer
engagement
(Kitewheel, 2014). The seven stages in
customer journey inckude with processes
of before, purchasing any product/ service
and after their have experience with

Materials and Methods
With the brief literature review study,
the researcher comes up with the
knowledge and the conclusion of the
information of customer perspective about
the information and communication
technology via the customers’ decision
making process. This study adopted
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product or service is conclude with seven
stage; Dreaming, Planning, Evaluation,
Booking, Experiencing, Review & Rating,
and Repurchase which more influence with
the information and communication
technology.

The increase number of 80% of social
video interactions in 2015 took place on
Facebook. Social media marketing using a
variety of social media channels to
promote a company and its products
(Barefoot & Zhao, 2010).
The developed of information and
communication technology has more
unique and interesting with the
storytelling. Storytelling is an intrinsic part
of human existence. It allows us to make
sense of our environment. It also enable us
to pass on information, culture and values
(Soraia Ferreira, Artur Pimenta, and Celia
Quico, 2014). They are how humans make
sense of events and share information with
other. It is the most powerful form of
communication carrying not only
information but also emotion (Rose, 2011)
In the consumer perspective, they look for
the inspiration on holiday, traveling, and
trips by watch a video from YouTube
within 400 hours of content are uploaded to
YouTube every minute.

DREAMING
The importance to have a strong
presence through the channels where
customer are starting their journey online.
With the old way of advertiser on media
but in this area of the customer journey,
spending more about required to try to
generate inspiration.
Therefore, the organization needs to do
other way to bring the motivation of the
customer to have more demand and
inspiration
to travel and use their business. First, the
different ways to generate inspiration.
Such as, motivate someone to recommend
products, generating digital word of
mouth, presence on social media or third
party websites. Second, manage brand’s
impression across the digital area.
Dreaming moments happen when people
are exploring destination options and ideas.
When the stage of dreaming happen,
travelers reach for the nearest device for
finding the answers. The study consumer
behavior and especially consumer
information search behavior, can help the
tourism and hospitality industries to
improve and develop, optimize search
engine, and customize their information
and communication technology to meet the
demand of customer. The internet based
become importance sources of consumer
information. The consumer habits have
changed with the new technology.
Refael Vieira , 2016 mention about the
number of 83% of leisure travelers use
social network, video or photo websites as
sources of inspiration and 11.4 m peoples
mentions of holiday, traveling and trips per
month online.
Indeed, social media become one of the
most importance that effective to the
tourist for finding an information and share
the travelling experience (Cox et al, 2009).

The views of travel-related on YouTube
was increase in 118%.There has been 97%
increase in views on smartphones and
205% increase on tablet in year 2016.
Augmented Reality (AR) technology or
other static media tools and location- based
storytelling provides an opportunity to
creat new engaging tourist experience
(Paolis, & Mongelli, 2016). However,
people travelers still prefer printed
brochures as their major information
source (Lin, 2005) and many travelers use
the internet in conjunction with offline
information to plan a trip (Lee, Soutar, &
Daly, 2007)
PLANNING
This is how the consumer decides
exactly where to go and when. At this
stage, consumers are open to new and
different transportation, accommodation,
and all the tings they’ll do while they are
there.
During their trip planning, tourists
usually engage themselves with active
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information search (Pappas, & Bregoli,
2016).
Tourists seek information in order to
satisfy certain needs which define or refine
their travel motives.
The information represents the
importance determinant of destination
image formation. Victor Gideon Wilson
(2014) advances that the information is
very crucial in inducing a destination
image on the potential visitors especially in
context where tourist have no experience in
locum and that through information it is
possible to configure a stronger and lighter
images of a destination.
In the internet era, search engines play
an importance role in information
searching (Ho&Liu, 2005) and Google
search engine in particular is perceived to
be the most importance tool (Law &
Huang, 2006)
For customers searching on the Internet
for the lowest room rates, the websites of
travel agents and reservation agents are
likely to be the best choice (Law, Chan, &
Goh, 2007).
More recently, mobile device provide a
new and convenient way for tourist to
gather information from any location, and
perhaps more significantly at the
destination, have been introduced.

expectations for the experience across
digital touch point.
Consumer searching an information by
use the information and communication
system to evaluate alternative travel
opportunities and to compare and contrast
offering.
Using to search the information from
the agency website is create the potential
travelers can identify and evaluate products
according to their preferences, filters and
requirements (Buhalis, & O’Connor, 2005).
The customers prefer the different level
of information content to across different
levels
on
Destination
Marketing
Organization
websites,
and
their
information needs and the changes of their
behavior at different stage of travel (Choi,
Lehto, and O’Leary, 2007)
In addition, the online booking via
website or application motivation differs
according to the complexity of the
platform, with variation depending on the
internet skill levels of users (Beldona,
Morrison,
&
O’Leary,
2005).
Furthermore, the opinions and
preference of consumers showed no
differences or association in the type of
websites they primarily use.
BOOKING
This happen when the research is done,
and people are ready to purchase. These
moment are huge. This is when people put
their dollars behind their decisions.
Travelers are using social media to find
online travel agencies. It is importance to
be a part of the conversation during these
first inspiration moments, but there are still
many opportunities for brands to become
involved.

Mobile technologies support location
based services, interpretation at the
destination and dynamic interaction with
tourism suppliers (Buhalis & Law, 2008).
These are the features that consumers
value most when it comes to
accommodations which it’63% of
consumers concern about air conditioning,
46% concern about Wi-Fi, 40& concern
about breakfast.

The use of information and communication
technology is enhancing the confidence
among customers, facilitating customers in
their decision making, encouraging
customer to purchase new products. Thus,
consumers are eager to purchase more &
more through online mode. Consumers
perceive that purchasing with the help of
information
and
communication
technology have multi purposes. They are

EVALUATION
In this part, users have more
considerate to select the best choice that
appropriate to them. They are responding
to the website – ease of use across device,
speed, information and content, emotion.
As the customer are more used the
digital device, there is a higher level of
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of the view that use of IT makes the
payment easy, information is ample and
purchased order can be booked easily, etc
(Beldona, Morrison, & O’Leary, 2005)

Many service businesses benefit from
the fact that the value they deliver is much
more closely tied to in-person interactions
with customers.
When the customer meet in the touch
point of service and they feel satisfied with
products or services and they will
recommend some opinions. The opinions
that people share about their satisfied with
a product or brand are a highly valued
source of information relied upon by
prospective customers as they contemplate
a purchasing decision.
In fact, 70% of consumers trust the
opinions of other online users, making it
one of the most trusted types of
information that potential buyers consider,
second only to the opinions of people they
know. The firm can tap the customer easy
for share their contentment on their social
media and to contribute comments, rating
or review of products and services

EXPERIENCING
This become a brand ambassador with
free word of mouth marketing. They post
their favorite moments from the trip for
everyone to see. During or/and after the
trips, they can become brand ambassadors
or detractors, depending on their overall
satisfaction with the brand.
The habits of consumer has change
with more involve about social
community. They want to make the most of
this trip and share memorable moments.
Travelers often like to share and
exchange their travel experience. Tourists
can create and share their experiences
online over different time horizons (Berger
& Schwartz, 2011). The expansion of new
media and mobile technologies increases
the possibility of real-time experience
sharing and encourages synchronic
communication
types
(Bødker
&
Browning, 2012; Litvin et al., 2008;
Qualman, 2009; Shih, 2009).
This recently, the majority of
consumers will purchase holidays through
the Internet, and that the digital society will
change their purchase behavior. The
strategic show that almost 97% of
millennials use social medis while
traveling and 52& of travelers are
influenced by recommendations found on
social media.
Blogs themselves have changed the
face of communication, and may lead to
corporations potentially losing control of
information exposure. If managers do not
closely monitor the digital society, they
will not know their customers’ views and
what is being discussed about their brand
online (Dwivedi, Shibu, & Venkatesh,
2007).

REPURCHASE
Provide awesome customer service
before, during, and after and exceed the
consumer’s expectations. Because of this,
they might well become a repeat customer.
After customer have been down a long
road together. All the company need the
customer to stick with them.
As tourism and hospitality get more
effective with the information and
communication technology, they are
putting in place sophisticated retention
strategies
to
deliver
personalized
marketing to existing customers. Continue
to build relationship with customer by
personalizing the marketing and offerings
and providing exclusive promotions.
The factor effective to the repurchase
behavior of customer is not because the
quality of products or services only but also
give them discount, coupon, to create their
motivation to use product or service as well
(Fayossy, 2016).

REVIEW & RATING
At this stage can be widely particularly
between customers using products and
services. The touch point with usage such
as service support, it should also tent to the
relationship with the customer.

Conclusion
The information and communication
technology has play more importance role
in the consumer’s behavior. It enables
readers in general, and tourism and
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hospitality managers in particular to better
understand the research finding about the
involvement of the information and
communication technology with the
consumer perspective.
The most effective of the customer
journey model go beyond simply capturing
and representing a format to tell a story
about customer’s experience from their
perspective.
They help to create
empathy for all customers and support
growth-oriented decision making within
the organization.
The results has support by customer
behavior information search of customer
for today’s world.
1. Dreaming; Travelers face a verity
number of decision in the process of
planning a trip. People are more turning to
the smartphone for searching finding an
inspiration. The most attraction to bring an
inspiration to the customers is video &
photo website. People are more focus in an
information and share the travelling
experience via social media platform.
The way to use storytelling and
Augmented Reality (AR) technology will
give more emotion to attract customers.
However, travelers still want to print they
ticket and brochures as their major source.
2. Planning; this is the statement of
designing where to go and when. The real
time information are needed in this stage.
Most of customer use search engine on the
internet for find the lowest room price.
They mostly go through the website of
travel agents and reservation agents.
People are face with smartphone and use to
seeing the location and feature that
appropriate
with
them.
For
an
accommodation, more than 60% of
customers are concern about air conditions
and 46& concern about Wi-Fi.
3. Evaluation; Customer has more
considerate to select the best choice.
Customer are more trust in the user
information on the information online.
4. Booking; when the stage of finding
information is done and ready to purchase.
Customer are finding to payment with
online system.
5. Experiencing; a good service will
lead to a positive experience. When people

are traveling, they like to post and share
their experiences via social media. This
make them become brand ambassadors to
the brand. However, an organization
should be aware of the customer
experience. It’s can create both negative
and positive to the organization. It depend
on their experience.
6. Review & rating; for get along with
the customer, the organization should
make relationship with customers after
using product or services by asking they
recommend, opinions, and rating.
7. Repurchase; all organizations are
need the customer to be loyal. Customer
are satisfied with product and service, then
they repurchase. But not only service, give
them a promotion also involve. Which
more active information by using the
information
and
communication
technology to receive comments from user
and send back a promotion information.
From the study, the nature of consumer
perspective needed the finding service with
can provide them in a convention way with
more digital device. After careful analysis,
the right information and communication
technology can be incorporated into the
business and be a part of business process
reengineering exercise that can support the
business to maximize its full potential.
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Abstract
Yacht Tourism is one of the important business that become the major part of the world’s
service economy. The main objective of this study is represent how Yacht entrepreneur start up their
own business, to study how can Thai entrepreneur avoiding the risk market, to study how the
entrepreneur operate their own business, to investigate the process and investigation of the Yacht
market in Phuket Island, Thailand, to study the distribution channel of the Yacht business, and to
identify the standard business operations and the successful startup of Yacht business in Phuket
Island, Thailand.
In order to run the Yacht industry in Phuket is not easy because there are many Yacht competitor
today. For this study, there are ten informants from Fin-Fin Adventure Company Limited, Vitamin
Sea Company Limited, and Sea Excursion Company Limited. The data collection was face to face /indepth interview with those who worked in the Yacht Company. Then, all the information was
analyzed from the interview transcripts using constant comparison method.
Currently, there are complications and risks to start. Mainly, operational issue is important factor that
indicate the business model to run Yacht Company. Each company has a different idea/concept of
putting money aside for Yacht business investment before getting into the market. Moreover, the
expense that that the company have to incur in order to run Yacht Business, include, the environment
in the workplace, the contract agreement, and the financial concern. In Order to run Yacht business,
the entrepreneur has to adopt a strategy quite different from other competitors, including the channel
distribution of Yacht Business.
There are some suggestions for the new comer, especially Thai entrepreneurs who want to start up
their Yacht business.
Keyword: Recreational Purposes, Yacht Business
Introduction
This research focuses on several aspects of the
importance of the chosen topic and its different
aspects. The author attempts to investigate on
Yacht businesses, the current circumstance and
the importance of yacht tourism in Phuket
Island, Thailand. Recently, tourism has become
the important part of the world’s service
economy. Tourism plays role in the world
especially the host countries and local
communities toward economic and cultural
exchanges. Thailand is located in mainland

Southeast Asia, with coasts on the Andaman
Sea and the gulf of Thailand. Tourism in
Thailand today has a strongly support from the
government, including hotel and restaurant
which is important for Thai economy.
However, the Thai Government is concerned
more about the industry market share, so they
tried to push through aggressive and intense
campaigns all year. Due to the high competition
in Yacht Tourism industry today, there is more
complication and risks for those who want to
start a business. Nowadays, there is the
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competition without the border line, for many
countries tourism is the easy way to make a
fortune, including Thailand. Thailand will need
to play harder to be success in this current
situation.
Yachting Tourism has many forms, including
fishing, sightseeing, and leisure sailing, and it
has become the popular activity for
international tourists who prefer new
experiences. Recently, Tourism is very
important that positive effect on all developed
and developing countries, especially in the view
of political, economic, cultural social life. Also,
Marine Tourism is popular for those
international travelers, in term to provide lots of
various activities. Most travelers enjoy
activities such as recreation, relaxation and all
specific purpose for the international tourist that
depending on the customer aiming vacation
involve commercial yacht rental, private yacht
or by being a service organization related to
tourism.
Statement of the problem
The Yacht Business is one of the fastest
growing sectors in the tourism industry.
(Khosphpakyants & Vidishcheva n.d).
Research plays an important role in the tourism
industry. However, today Yacht industry is
facing several challenges, such as Diesel
Maintenance,
competition
of
yacht
manufacturer, economic crisis, safety, design
and operational challenges, boat and yacht
insurance issues.
Due to the increasing number of tourists and
high competition between different Yacht
businesses, tourism development needs to be
carefully studied and planned. A tourism
destination should know about itself and its
target segments.
Therefore, this paper is emphasize the
perception of manufacturer/entrepreneur in
Yacht business, the development of business
standards and service, brand building,
psychographic, and management of the yacht
business, and the attributes to succeed in the
yacht tourism.
Research Questions
1. What is the major motivation/inspiration of
the entrepreneur to set up a yacht business in
Phuket?
2. What investment is being placed to setup the
Yachting business in Phuket Island?

3. While launching yacht business, how can
entrepreneur avoid the risk to deal with market
situation?
4. Has a model/business plan been elaborated or
the company study the feasibility of the
location? If so- How does it impact to Yacht
business in Phuket, Island, Thailand?
5. How does the company try achieve their
business mission and goals on the web,
including specific digital marketing objectives;
online promotional activities?
6. What are the standard business operations to
startup a Yacht business? What are the key
drivers of a successful Yacht business?
Significance of the Study
This study explored the attitude, motivation,
inspiration, and the main goal, towards the
success of Yacht business on Phuket Island.
The findings of this study will provide
valuable information as follows;
Yacht business to run the business.
business for the next generation who want to
be the yacht entrepreneur.
experience in Yacht business.
run the
business help the company, in term of
improvement and future goals.
the community or prominent organization can
build respect and good reputation in the local
community.
The outcomes of this study provide the attitude
of the successful Thai entrepreneur that
launched the merchandises and integrated
service of Yacht business in Phuket Island. All
the information will benefit greatly the project,
especially those who want to improve the
overall performance of Yacht business in
terms of the bottom line.
Scope of the Study
This study intends and redefines the successful
of Yacht business in Phuket, Island. These
studies re-clarify and redefine the success of
Yacht business field.

33

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

several aspects of organizational performance.
A study also review the sought to understand
the link between certification and companies
performance.

Limitation of Study
The research measured the success issues of the
entrepreneur in Yacht Tourism field serve
international tourists. The process that the
researcher used was in-depth interview.
Limited number of participants. The participant
yacht organization in Phuket organization were:
-Fin Adventures Company Limited

& Hadjiadamou, (2007), identify ISO 9001's
contribution to the five enablers of the
European Foundation for Quality Management
(EFQM) excellence model. The fining of this
study is useful for the researcher because the
studies was demonstrate its ability to
consistently deliver products and services that
meet customer requirements and applicable
statutory and regulatory requirements,
including processes for improvement of the
system and the assurance of conformity to
customer requirements and requirements of
applicable
statutory
and
regulatory
requirements.

To conduct the research, this study used
qualitative study. The time for interview of the
informant was 30 minutes.
Literature Review
Yacht business is one of an important business
that drives economy in Thailand. From this
research, there are three main literatures as
details below;
business, the entrepreneur has to determine the
level of difficulties/obstacles associated with
the implementation of ISO 9000, the
importance
of
achieving
expected
improvements and the level of success in
achieving expected improvements. In case
studied help to explore or describe the data with
the implementation of ISO 9000 through the
research.

Research Framework
In business, there is highly intense, rapid
competition in the marketplace. Furthermore,
there are various important factors that the
entrepreneur should be concern with as follows:

relationships among overall quick-casual
company image, perceived value, customer
satisfaction, and behavioral intentions in the
quick-casual of the industry. A study observes
the factor that affecting the industry, such as the
most pleasant experience with a person can’t
make up for bad food, faulty products or
shipping delays.

Methodology
Research Methods
Qualitative Study Process
Qualitative research method include in-depth
interviews with individuals, group discussions
(from two to ten participants is typical); diary
and journal exercises; and in-context
observations.
The information was gathered by conducting
face to face in-depth interviews and focus
group. Researchers used snowball sampling
technique to approach study informants.
Data Collection and Analysis
This study used two sources to collect the data;
primary and secondary data. For the primary
data, the data collections were face to face /indepth interview with those who worked at the
Yacht Company. The targeted information were
different from persons based on qualification,

aspects of the motives and benefits of certified
ISO 9001: 2000 companies in the United Arab
Emirates (UAE). A study not only analyze the
motives and benefits of ISO 9001: 2000
certified companies in the UAE but also the
studies finds the way to improving processes or
products than by external reasons like pressure
from customers or imitation of competitors.

an empirical study of the impact of motivational
factors underlying ISO 9000 certification on
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expertise, and experiences in working directly
in the Yacht business line.
Informants
o Company 1: Fin-Fin Adventures Company
Limited

academic studies and articles from the business
press as well as internet sources was used.
After the data were collected, the interviews
inform the details were encoded and
interpreted.
Findings
In order to run the Yacht business in Phuket
Island and become successful, Small details of
guests profile are important, communicating
with guests and always seeking feedback from
guests to help improve the standard of service.
Based on the objectives of the research, there
were six research objectives related to the
success of three companies namely Fin-Fin
Adventures Company Limited, Vitamin Sea
Company Limited, and Sea Excursion
Company Limited as details below;
o Business model to operate the Yacht
Company on Phuket Island.
-Fin Adventure Company Limited

(4 informants from Fin-Fin Adventures Co.,
Ltd. )
o Company 2: Sea Excursion Company
Limited
(5 informants from Sea Excursion Co., Ltd. )
o Company 3: Vitamin Sea Company Limited
(2 informants from Vitamin Sea Co., Ltd. )

During the interview, the researcher
interviewed more than ten persons; Fin-Fin
Adventures Company Limited (3 person) and
Sea Excursion Company Limited (8 person).
Initially, the researcher directly sent the formal
e-mail to the organization for the permission to
interview and followed up by e-mail plus the
letter of permission from Graduate Office.
Before the interview started, the interviewers
explained the specific purpose of the research.
An inductive approach was used because the
aim of this study was to understand the success
of entrepreneur in Yacht Sector in Phuket,
Island. The study used Semi-Structured to
collect the information. Semi-structured
interviews questions were prepared ahead of
time. This allows the interviewer to be prepared
and ready during the interview and allow
informants the freedom to express their views
in their own terms.
The researcher visited the office suitable for
interview. The length of the interview was no
more than 30 minutes of their time. Also, the
questions asked were related to the question and
objectives of the researcher. Before the
interview, the researcher asked permission to
record the interview. When the interview was
over the researcher gave a small token of
appreciation.
The secondary data was based on information
from books, journals, articles, previous
researches, related websites and reports by the
organization. To gain useful information,

The company operates as a family with welltrained employees. Fin-Fin Adventures focused
on what they are going to do. In the future, the
company plans a day trip program in
cooperation with a travel agent. The company
will also focus its marketing strategy.
Moreover, Fin-Fin Adventure tries to network
with the local fishermen.

Vitamin Sea focuses on the Yacht charter tour
and Yacht package tour, especially speedboat
tour. Vitamin Sea cooperates with the travel
agencies, direct booking online and walk-in
customers. Most of Vitamin Sea customers
prefer special offer than the tour program.

Sea Excursion focuses on Yacht tours. Sea
Excursion also provide various kinds of
products, such as hotel package and tour
package. On the other hand, the company
focuses Thai region. Sea Excursion plans to
provide local tour in Phuket town, with
delicious food, Thai-Chinese Tradition
“Hokkiean”, “Baba-Yaya”, The ChinoPortuguese architecture. Sea Excursion plan to
have both domestic and international
customers. Sea Excursion advertises their
product through trade show.
o Yacht entrepreneur idea/concept for
running their business.
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-Fin Adventure Company Limited

good; as the company had been investing on
facilities and human resources. Although,
Vitamin Sea invested for the system of the
opening company to make it more professional
and effective.

Initially, Fin-Fin Adventure’s concept is fun.
“FIN” that is the acronym from Thai language
means be thoughtful, charming, or incredibly
helpful. The entrepreneurs are locals who want
to take the long-term investment in Phuket
Island. Eco-tourism's idealistic goal is the main
point that they would like to improve with the
local community and care about environment in
Phuket.

In terms of the investment expense, Sea
Excursion said that it is dependent on each
company because not all invest in very high
capital. The company have the connection are
more important than the amount of investment.
o Marketing Process and investigation of
the Yacht market in Phuket Island,
Thailand.
-Fin Adventure Company Limited

Vitamin Sea runs their company while focusing
on the Yacht tour program. The name of the
company received the inspiration from the
quotation i.e. “All I need is Vitamin Sea”.
Vitamin operated for one year and they try to be
different from competitors by providing
something new, fun and joy. The name of the
company is easy to remember and catchy.

The operating for the Yacht business in Phuket
Island focuses on the business and the market
groups. Fin-Fin Adventure aim to be train their
all crew and raise the high service minded. Be
humble is also important, when people run the
business. Pricing is a strategy of the company
to be competitive. The company is doing offline
system Fin-Fin Adventure to promote their
company via five star hotels, villas, and some
high-end agencies and online (Fin-Fin
Adventure website and social media like
Facebook, Instargram, Whats-app, etc. It also
has a plan for Trade-Show.

The major strength of the company is the locals
in Phuket Island. As Sea Excursion is wellknown as tourist attractions, Sea Excursion
does not only focus on Yacht tour programs but
also concerned on the Phuket tradition, culture,
Thai-Chinese Tradition “Hokkiean”, “BabaYaya”, the Chino-Portuguese architecture, and
where to go and what to eat.
o Investment to setup the Yacht businesses
in Phuket Island
-Fin Adventure Company Limited

To start the company, Vitamin Sea needs
approval from the Tourism Authority of
Thailand (TAT), and the Phuket Marine
Department, the Revenue Department. Vitamin
Sea needs to have guide license and insurance
coverage for the speedboat and the passengers.
Vitamin Sea is a service provider and not the
tour agent.

Fin-Fin Adventure has invested approximately
4 million Baht. While 60 percent is on bating
engine, 20 percent for the operation cost and for
20 percent for liquidity. Fin-Fin Adventure has
two licenses, namely one Business Data
Warehouse (DBD) for the company and second
one is from Tourism Authority of Thailand
(TAT).

Sea Excursion points out that business
development is important because the company
should develop their own products and seek for
the new joint markets always.
o Distribution channel of the Yacht business
in Phuket Island.
-Fin Adventure Company Limited




Vitamin Sea Company Limited
Vitamin Sea started as small company. Vitamin
Sea is continued as an average company;
Vitamin Sea is expanding their channel with
new speed boats in 2017. Vitamin Sea gets

Fin-Fin Adventure promote their products via
brochures and on social media. Normally, FinFin Adventure set a high price and provide a
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high quality. Fin-Fin Adventure does not lower
it’s because some customer care about quality
the price.

Vitamin Sea has been operating for a short
period, so the company tries to get customers
from the other travel agent companies. Vitamin
Sea believes that the company has a lot of good
connections and good reputation. Vitamin Sea
offers reliable, safety, with grateful service.

Vitamin Sea uses online booking. Vitamin
Sea’s package includes Phi Phi Island and Jame
Bond Island. Therefore, Vitamin Sea is offering
high value of the money and flexible for the
customers. Vitamin Sea tries to combine
accommodation and airfares.
Excursion Company Limited

To run Yacht business, the entrepreneur
investor should know each detail inform to the
customer, including hotels, trips where
(personal experience). Secondly, connections
are also important for success. Lastly, online
marketing is quite important, it not just success
when the investor promote to the public but the
investor needs to be good advertise for the
customers.
Conclusion and Discussion
In order to run the Yacht business in Phuket
island and become successful, fine details of
guests profile are important, communicating
with guests and always seek feedback from
guests to help improve the standard of services.

To promote its product, Sea Excursion uses
online channel as direct advertisement and
Trade show in Thailand. The main target are
Thai citizens, Sea Excursion offers one day trip.
Sea Excursion has brochures of tourist
attraction places. Sea Excursion has the
international customers from Laos, Indonesia,
and many countries.
o
Standard business operations and
successful startup of Yacht business on
Phuket Island, Thailand.
-Fin Adventure Company Limited


The key issues of the business model to run
Yacht Company in Phuket Island, Thailand.
o Family System, including inward looking,
emotion based, and lifetime membership
o Employee’s knowledge and experiences in
Yacht industry.
o Operational issues all crews and in sales
marketing department.
To study the idea/concept of putting money
aside for Yacht business investment before
getting into the market.
o Environment and E-co Tourism concern.
Focus on local community, cultural, and Phuket
tradition.
o Investment depends on the capital of each
company.
o Encourage Thai citizens to travel in their
own country.
To measure the component of investment into
the setup of the Yachting business of Yacht
business in Phuket Island, Thailand.
o Financial concern
o Facilities and Amenities in the workplace
Contract Agreement

Fin-Fin Adventure is operating as a family
business and uses freelance and outsource to
promote and coordinate with the travel
agencies. Fin-Fin Adventure sells their
products in the premium market, who are
customers with the family group and retirement
group. This group has a high purchasing power,
so they care more about privacy as the priority
and the company does its best to fulfill them,
including the premium standard 10 percent of
the target is the teenager those who have high
purchasing power. Instead of dumping the
price, Fin-Fin Adventure are trying to set up the
more offer to their customers. Currently, FinFin Adventure has planned to extend their route
in Andaman Sea.
Fin-Fin Adventure companies do not set only
one price but special offers like free photo or
give vouchers that Fin-Fin Adventure. Even the
low season or high season, the price of the tip
remains the same because Fin-Fin Adventure
has a unique price. For Some companies, FinFin Adventure’s boat acts as the main supplier
and this promote the boat too. Now, Fin-Fin
Adventure is looking for the strategy for the
promotion.
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o Highly experienced
To investigate the process and investigation
of the Yacht market in Phuket Island, Thailand.
o Use differentiation strategy
o High quality of products and services
o Good connections with tourism industry
such as tour agents
To study the distribution channel of the Yacht
business in Phuket Island, Thailand
o Set up Campaign
o Social media marketing i.e. Facebook,
Twitter, YouTube, Flickr, Line, What App,
Instagram etc.
o Online PR and Article Marketing
o Joint Marketing with the other organization
o Connections around Phuket Island.
To identify the standard business operations,
including the suggestions for a successful
startup Yacht business in Phuket Island,
Thailand.
o
Receive the certificate/approval and
Government regulation from the Ministry and
insurance.
o Department of Business Development,
Revenue Department, Marine Office 5 Phuket
Branch, and Tourism Authority of Thailand
(TAT).
o Concentrate on the customer’s satisfaction,
especially the customer’s feedback.
Recommendations
The findings of this study revealed several
points to be considered to start up Yacht
business on Phuket Island.
Government regulations and polices

as the teamwork easily. Moreover, if the
entrepreneur select those who had past
experience, there will be high opportunities in
Yacht Company to remain competitive.
Involving many financial critical success
factors
Setting up the forecast of the company, the
financial factor is one of the factors that indicate
the company to success or loss. Although, the
Yacht Company should set up their target and
goal that is critical for Yacht Company to meet.
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The Yacht restriction is crucial because
legalized the corporate is very important to
follow the Yacht policy. The licensing process
of Thai entrepreneur is very important and do
not allow the International travelers to
commerce in Thailand.
Human resources issues
Due to employee’s issue, if the company find
those employees who have many past
experience will be great benefit for the
company itself. Although, the company will
receive the best outcome because the
employees had the soft skills and they can work
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Abstract
This research aims to understand general opinion, preferences, and support of general public and other
stakeholders towards a Muslim style hotel in Bangkok. Further it investigates key strategies adopted
and challenges encountered by hotel to remain competitive and continuation in Bangkok. There were
15-20 informants in this research but there were only nine informants participated in the actual interview
date from ABC Hotel, in Bangkok. The actual interviews with the informants were conducted in March
2017 followed by analysis of data using codification conducted on the interview transcript.
It was found out that all informants agreed that there is a certain degree of survivability of Muslim style
hotel in Bangkok. The main reasons for establishing this kind of business is the family heritage and
business objectives. There are favorability for this kind of hotel, regardless of religious inclination is
good by general public. The main strategic approach knows the cultural aspects of the employees and
creates distinct corporate culture. For the managerial level, return of investment is the the primary goal
in order to keep the hotel on its track. Lastly, on the anticipated challenges and problems, there is the
lack of knowledge by general public on Halal, the ability to innovate and adopt new marketing
strategies.
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seen in Malong. The market for textile featuring
Muslim style pattern are being adopted in
various studies and context. In Thailand, the
cultural influence from geographical locations
show the diversity of clothing patterns on which
Muslim style is a part of it. According to
Duangpattra and Somsophon (2009), Thai in
general, including its culture and hence fashion
are
influenced
by
different
ethnic
groups along its borders such as Khmer, Malay,
Chinese, Hmong and other Tai ethnic groups.
The original Thai, that include the way women
dress, is a product with diverse background.
Thai women (former Siamese women) wore
wrapped lower garments or locally termed as
chong kraben, while women of other ethnic
groups wore tubeskirts or locally termed as pha
sin. The textile and dress are differentiated from
one another based on the ethnic groups it
belongs. Each ethnic group distinctively knows
each other’s distinction and originality and even
in present generation, the traces of this

Introduction
It is undeniable that the growing interest in
Halal tourism has been recognizable in the past
years (Battour, Battor, & Bhatti, 2013). In
Bangkok alone, Halal tourism has been
dwelling and start to create recognition from
food industry, fashion and clothing as well as
hotel chain. It is very recognizable that along
the streets of Bangkok lie many Halal related
tourism particularly restaurants. The selection
varies from Indian Halal food, Middle East
oriented Halal food, Asian Halal food and so
on. Even buffet restaurant also have Halal. For
example, the Srinthon Steak in Bangkok is one
of the most famous Halal restaurants and it is
very famous among Mulims living and visiting
Thailand. Halal Food is one of the dominant
indicators of Halal; it is not only food that
involved Halal tourism. Fashion design such as
Batik, garment texture and design commonly
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historical influence are still eminent. Take for
example the issue three Thai women’s
magazine which circulated in the year 1978,
1892, 1988, 1992 and 1998 namely Sakul Thai,
Ying Thai, and Khwan Ruean are pretty similar
to Women's Day magazine. The main themes of
these magazine in those time were to show how
Thai women preserve the Thainess or of being
Thai by upholding both typical Thai textile and
Thai-Mulsim. Muslim styles are undoubtedly
the symbol of Thai traditional costume. The
government is trying to preserve Thai textile by
investing on information drive, advertisement,
assisting local weavers, promoting local
consumption of Thai textile products with the
main aid of Thai women (Ying, 1992).
Recently, hotel industry is beginning to take
Halal tourism. For example, the ABC Hotel
located at the very heart of Bangkok already
gained its fame by being one of the first and
leading high-end Muslim style hotel in
Bangkok. It is common to see Small Medium
Enterprise (SME) to invest in Halal Tourism
such as restaurant but it is unlikely to see a
multi-million dollar investment for Halal
Tourism such as ABC Hotel which was
established in 2015.

Specifically, this study answered the following
research questions:
1 How in a cosmopolitan Bangkok culture a
Muslim style hotel can survive?
2 What are the underlying principles and
rationale in establishing a Muslim style hotel in
Bangkok?
3 How the general public and other
stakeholders (travel agents, hotel owners)
respond to Muslim style hotel in Bangkok?
4 How Muslim style hotel in Bangkok maintain
and develop their competitive advantage?
5 What challenges and problems encountered in
the business operations of Muslim style hotel in
Bangkok?
Significance of the Study
1. Investors, business start-up or Small Medium
Enterprise (SME) – the main beneficiary of this
research are those investors who are doing
feasibility study or planning to invest a big
capital in Halal tourism. The result of this study
can help the investor to decide wisely on
investing based on the current state of affairs.
2. Tourists – tourist in general, whether locals
or foreigners, can greatly benefit from this
research because this study can provide them
essential features and information that is
beneficial to their travel plan.
3. Teachers – the result of this study can be
reference material for teachers and lectures
under the hospitality and tourism or related
field. It can also be a good case study to be
analysed by the students.
4. Students – graduate students who are
undergoing research regarding hotel and
tourism and Halal industry can make the best
use of the methodology and results of this study
as their reference. The methodology in this
research can be replicated in different context
and hence, making graduate students
understanding in research deeper through
practical application.

Statement of Problem
There are many underlying principles involving
the term Halal in business as it includes
religious guidelines and principles. For
example, the term “Halal” means “Permissible”
in Arabic and therefore all activities related to
tourism must be under and guided by Islamic
teaching and principles. Hence, it limits
business in many marketing strategies and it
narrowed the business focus mainly in Muslim
community. There are business limitations in
this aspect but there are also business
opportunities. It is the objective of this study to
determine the underlying principles and
rationale in establishing a Muslim style hotel in
Bangkok and what risks are involved in taking
such investment. Further, to know how a
Muslim style hotel such as the ABC Hotel
survived the first year in operation and their
survivability in the future. Apart from that, it is
also essential to know the pulse of the general
public in accepting the Halal in tourism
industry.

Scope of the Study
This study focused on a specific Muslim style
hotel which is ABC Hotel in Bangkok. The
main informants of this research were the
competent representatives of ABC Hotel to

Research Questions
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whom details related to the objectives of this
study were asked. This study took place from
February to March in the year 2017. The actual
interview was arranged in the mid of February
and the analysis of the data took about 1 and a
half month. The areas of inquiries were focused
on the key success factors of ABC Hotel in
Bangkok.

company or disseminate research findings in a
journal with an end purpose of providing them
necessary
information
to
concerned
stakeholders interested in Halal tourism.
Methodology
Research Methods
This research is a qualitative research aiming to
explore the Halal tourism in Thailand using
focused group interview in one of the most
successful Halal

Research Framework
This research is a qualitative research following
Input-Process-Output (IPO) framework. The
input pertains to the literature related to Halal
tourism and how this new tourism trends
emanated and penetrated the tourism market.
The main data on this study comes from the
interview session and information on the hotel
by the competent representative of ABC Hotel
in Bangkok. The research design was a
qualitative research methodology and the main
tool to collect the data was interview session.
The final output of this study was be the
information regarding the growth trends,
competitive advantage, customers’ satisfaction
and problems and challenges of establishing
Muslim style hotel in Bangkok.
The research framework specifically covers
each objective of this study, for example, the
input of determining the survivability of
Muslim style hotel and investigating the
reasons of Muslim style hotel owners/investors
would address directly the first two objectives
of this study. While input related to opinion and
preference of general public towards Muslim
style hotel in Bangkok would directly answer
the third objective, the key strategies being
applied can answer the fourth objective.
Finally, the input related to understand the
challenges and problems would answer the last
objective of this study. In the process stage
though, the data was classified into five themes
such as survivability of the business, rationale
of establishing the business, opinion and
preferences, key strategies and problems and
challenges. These five broad themes were the
basis of categorizing the interview transcripts
for relevant information or keywords pertaining
to each objective. In order to further, enhance
the trustworthiness of the information, the
categorized data was given to the second and
third readers so as to affirm its relatedness to the
objectives of the study. Finally, the main output
of this study was in a form of feedback to the

tourism hotel in Bangkok. In this research, the
qualitative design is divided into four main
phases as shown in Figure 1.
Fig. 1 The research procedure of the study

As shown in Figure 1, the procedure begins
after reviewing related literature of this study.
The first step was the creation of interview
questions. The researcher first validated the
interview questions through the expert in the
field and through the adviser. After that the
researchers arranged formal interviews with the
selected informants of this study and formally
conduct an interview. The participants in the
study were selected via purposive sampling and
were asked to participate in a one-hourinterview. Next, the researcher transcribed the
recorded data before the data was analysed,
interpreted, and presented.
Research Environment
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This study was conducted in Bangkok,
Thailand. The Halal tourism is still new in
Thailand and has completly spread throughout
the country yet. However, the success of some
start-ups in Bangkok could encourage other
entrepreneurs to start Halal tourism businesses
in other provinces and cities in Thailand. For
the meantime, the concentration of this research
focused on Bangkok as this is the area where
Halal tourism started to flourish.
Informants
The informants of this study were from ABC
hotel official representative because this hotel
is the pioneer in Halal tourism and has survived
the first year in operation. The expected number
of informants were 15-20. However, only 12
informants were able to make it during the
interview date because because of various
reasons. Nonetheless, the actual 12 informants
were the key person in this organization and
hence, provided essential and valid
information. Some of the informants were
concerned to share all their information about
their work; the names of individual remain on
confidential in terms of undertakings given by
the researcher to informants.
Table
1
Informants

appointment which indicated the research
objectives and background that included the
rights of the informant. Apart from this, the
letter request for an appointment was not
limited to the general manger of ABC Hotel.
The manager of the hotel may opt to invite other
hotel staff if necessary.
Research Techniques
The technique in this research was purely
qualitative. Moreover, the research tool was a
self-constructed interview questions which is
based on the exploratory study on what
predicaments and challenges lies ahead in
establishing Halal tourism in Thailand. The
interview sessions were conducted in both
formal and non-formal manner and the
questions were open-ended in order to extract
essential information aligned to the objectives
of this study.
Data Collection and Analysis
As stipulated in the research methods, this study
was conducted using semi-structured interview
questions. The method of analysis was
typological
analysis
adopted
from
Chanthawanit (2011); the data was categorized
and grouped according to type. Furthermore,
inductive data analysis was used. Following
Patton (1990), patterns, themes, and categories
of analysis that “emerge out of the data rather
than being imposed on them prior to data a
collection and analysis (p. 390)” was applied.
The initial interpretation of data was counterchecked in two ways: counter-checked
information and discussion from the experts
through triangulation. Triangulation pertains to
asking three readers to read the initial
interpreted data and from then, the comments
and confirmation of the readers were the basis
of the final interpreted data. This counterchecking was specially executed in some
information that has vague meaning or sensitive
in nature. Some information that cannot be
disclosed to public according or some company
secret was not presented in this study. The
actual interview was scheduled in the ABC
Hotel in Bangkok reception area on the 25 and
26 of February 2017. The interview was in
English and lasted for 30 minutes. It was
recorded as per the approval of the interviewees
for proper transcription and data analysis. The
interviewees were informed their rights on the

Sampling Method
The sampling method was convenience
sampling primarily because ABC hotel is the
pioneer in terms of big investment in Halal
tourism. Formal letter request
was sent to the general manager of ABC Hotel
in Bangkok requesting for an interview
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However, one of the main challenges is the
difficulty to find Muslim workers. It is very
essential to have Muslim staff because it is
natural for them to act and observe appropriate
gestures when dealing with Muslim customers.

interview sessions in order to maintain and keep
ethical concerns related to the interview itself
and business secrecy issues. The interviews
resulted in about 20 pages of transcripts.
Multiple readings were undertaken to capture a
holistic picture of informants’ viewpoints.

Establishment of Muslim style hotel in
Bangkok
All informants confirmed that the main reason
of establishing Halal tourism is increasing
market demand. As the Muslim tourists’
destination shifted to Asia, the demand for
Muslim related tourism become increasingly
popular. True Muslim carries with them the
observance of Muslim religious practices
everywhere. It is preferable to provide Muslim
tourists convenient and safe place to practice
their religious obligation and culture even they
are enjoying their vacation. One informant
claimed that,
have been practicing this faith since they
w“Muslims prayed five times a day and they
can’t do it anywhere. There’s a certain place
because this is the time they communicate to the
most scared being in their life—Allah, it is
highly recommended to provide this necessity to
them” (GM).
Apart from this, the main reason of establishing
this kind of business is because of family
heritage where family traditions are transferred
to their siblings. One of the follow up question
emanated from the interview which is not part
of the structured interview question was, Is it
necessary to be Muslim in order to establish
Halal tourism related business? In response to
this, one informant responded that,
“It is not necessary to be a Muslim but it is very
essential to keep in Muslim faith, tradition and
customs. It is advisable to have Muslim
consultant because Muslim inherently know
what being a Muslim is. They ere born”
(Asst.Prof.).
Having an expert is very essential because
Muslim does not only apply to spiritual aspect
but also to physical aspect such as room
direction. The room must be based on Quila
location or Makah direction. In this way, guest
can immediately locate where they will face
during prayer hour.

Findings
The results are presented as follows:
To have or not to have a Muslim style hotel in
Bangkok.
Based on the interview, participants claimed
that the survivability of Muslim style hotel is
inevitable after 9/11. Before the incident, many
Muslim tourists preferred visiting America. But
after the attack, American authorities strictly
implemented regulations for Muslims tourist
visiting America. In some cases, Muslims have
been marginalized and discriminated. As a
result, many Muslim tourists tend to visit other
countries. One such tourist destination is
Thailand. This shifting of tourist destination
paves way for Thailand to be one of the
Muslim-friendly
destinations.
Thus,
establishing Halal tourism is a good and timely
idea. Another participant claimed that Muslim
tourist preferred to have more decent place
where no guest drink alcohol, smoke and near
house of ill-refute. One participant said,
“Muslims, I mean true Muslims, they are not
happy seeing people in the hotel drinking and
smoking because this is prohibited in the
religion. They preferred the place where they
can see appropriate scenes and environment”
(PC).
Apart from this, the use of Muslim identity is an
advantage because it shows identity symbol.
Muslim tourists see the identity of Muslim hotel
as a comfort zone of the haven in the midst of
busy metropolitan area. The first informant
claimed that,
“Having Muslim symbol or identity attracts
Muslim tourists. Muslim preferred to be in the
Muslim community because they don’t feel
indifferent or single out. They want companion
and belongings. Our hotel provides these innate
needs” (DM).
Having Muslim identify in the mids t of
Buddhist dominated Bangkok would provide a
chance to showcase unique service and
hospitality. These reasons add value to the
survivability of this business in the long run.

Preference and favorability towards Muslim
style hotel in Bangkok.
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In dealing with the key strategies both
managerial and ground level, informant
revealed that their primary consideration: the
cultural background of the employees and
possible implication to the business. Based on
the interview, informants revealed that having
unified cultural aspect can create unified
cultural company identity. This helps company
growth and promotes solid working
camaraderie among hotel staff. For the manger
or on the policy making position, it is quite
essential to have solid background in running
hotel. In line with this, there should be sound
knowledge of Halal. These are just basic
essentials and these are the main key aspects of
the company. Therefore, management should
have solid background and knowledge in both
running the business and keeping the company
vision. Although having clean facilities and
excellent service is a given proposition, but this
hotel provides more emphasis because all
aspect of sanitation must pass to Halal standard
such as laundry, house keeping, and others.
Similar to other hotels, the focus of this hotel is
the return of investment. Part of which is the
marketing strategy which includes conducting
marketing campaign and participate on a road
show. In some instance, collaboration with
Tourism Authority of Thailand also a great
factor in marketing success. The hotel also
participates in some Halal festival across the
country. For the ground level strategies, it
emphasis that all employees must be able to
explain and make customers understand about
Halal concept and Muslim traditions.
Challenges, and strategies for a Muslim style
hotel.
Based on the interview, the pressing problem
that is dominant in establishing Muslim hotel is
the knowledge of Halal. Lack of adequate
knowledge causes misunderstanding and
confusion. Apart from this, another problem
that the hotel is facing is the difficulty in
coming up with new and attractive marketing
strategies. There are many restrictions in
promoting Halal and it might look old fashion.
Adapting new concept of advertisement might
violate some Halal rules and restriction. In the
long run, informants claimed that the long-run
problem for this business is to creating brand or
branding. Although Halal tourism is booming
business but to reach up to branding category

In terms of the opinion of general public and
other stakeholders preference and favorability
towards Muslim style hotel in Bangkok, most
Thai Buddhist maybe indifferent to the concept
Halal because they perceived it as an act of
being separated or trying to be indifferent. For
example, Muslim cannot simply eat anywhere
and it can cause some level of uncomfortable
feeling to the group who has no restriction in
terms of food. One informant said that,
“Some non-Muslim think that it is pretty
difficult for them to get along with other
Muslims because they feel they have many
restrictions and they feel shy to simply act freely
because their Muslim companion might not like
or might get offended (CA)”.
On the other hand, some non-Muslim and all
Muslims visiting the hotel are happy and fully
stratified with hotel services and facilities. They
literally express their gratification towards
hotel services. All informants claimed that,
“One guest told me that he is very happy being
in our hotel though they are not Muslim. They
feel the serenity in the place though they don’t
possess Muslim faith. On the part of
management, this kind of comments is
overwhelming. I guess, Muslim who will hear
this can also feel the serenity of God being
proclaimed in this hotel (FBM).”
In other occasion, one informant claimed that
some Buddhist admired their courage in
establishing a Muslim type of hotel in a country
where Buddhist is majority country. It is quite a
risk as the informant said but they already
conducted viability and feasibility studies to
feel confident in establishing such business.
Apart from this, this business is a family
business which share common vision and
aspiration in establishing and promoting Halal
tourism. In terms of rules and regulations,
general public and other stakeholders preferred
this hotel because they can ensure that no
alcohol or drinking session will take place
within the hotel premises. Although the hotel
staff may not be able to totally ensure a 100%
alcohol free premises. Lastly, the investor
revealed that the end reason of having this kind
of business is to offer services to Muslim in
other country and to let them feel that they are
in their home country.
The key strategies to maintain and develop the
competitive advantages.
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might need years before its realization. In the
positive view, one informant said,
“I have positive view on this business. I might
not be that certain but there is less certainty to
its back fall. I mean, the possibility to bankrupt
is very less compare to it profitability (GM).”
In exceptional case, Muslim customer may not
act like a true Muslim. They don’t follow the
practice of halal and this destroy the image of
the hotel. Another challenge that this hotel faces
is the entertainment image of Bangkok.
Establishing a Muslim hotel in the midst of
Bangkok is very challenging.

based on the current marketing trends might
violate some basic principles and rules of Halal
and Muslim traditions.
Recommendations
The recommendations are divided based on the
possible end user of this study as follows:
Students – students can use the results and
methodology of this study in other field or in
analyzing other industry related subjects.
Business owners – business owner who might
be willing to invest or establish their own Halal
tourism concept business
Tourists – For both Muslim and non-Muslim,
this research is beneficial and can be used as
guidelines in order to be attuning with Halal
concept.

Conclusion and Discussion
Survivability of Muslim Style Hotel
It can be concluded that all of the informants
agreed that there is a certain degree of
survivability of Muslim style hotel in Bangkok
primarily because of the shifting of tourism
destination and unique market segment.
Establishing Muslim Style Hotel
The main reason for establishing this kind of
business is the family heritage and business
objectives. Return of Investment is at par with
other prevailing reasons. This is obviously true
because even though this business has religious
implications, it is still a business. Profitability
must be emphasized.
Opinion of the General Public
There are various opinions but in general, the
favorability for this kind of hotel, regardless of
religious inclination is good. Muslim guests are
very happy with this hotel. Non-Muslims also
express full satisfaction on the services of the
hotel. There are some reservations though but it
is still significant to the overall impression to
the hotel.
Key Strategies both Managerial and Ground
Level
The main strategic approach is to know the
cultural aspects of the employees and start
creating district corporate culture. For the
managerial level, return of investment is the the
primary goal in order to keep the hotel on its
track.
Anticipated Challenges and Problems
There are two main problems. The first one is
the lack of knowledge of the general public on
Halal. This leads to hasty generalization and
wrongful assumption about Muslim. The
second one is the ability to innovate and adopt
new marketing strategies. Advertising blindly
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Abstract
The aims of this research are to identify the core competencies in the hotel industry, and to identify the
hotel strategies used during economic crisis, and role of IT department in terms of gaining competitive
advantage to hotels. Further it also investigates the influence factors lead hotels to gain competitiveness
as well as to understand hotel quality management in hotels. The research was conducted using semistructured interview method in two hotels, one service apartment and a resort. First was a selected hotel
in Singapore, second hotel was a selected hotel, selected service apartment in Bangkok and a selected
resort in Samui island, Thailand. Data gathered in the interviews was analyzed via descriptive research
used in qualitative technique and evaluated and interpreted by defining competitive advantage,
interrelationship between Information Technology and Front Office, Quality and Management Control
and Information Technology used in the hotel industry, comparing customer’s satisfaction and
expectation along with the marketing mix (4 Ps). The results related that hotels should be able to reduce
their room rates in order to compete and survive, unique selling points and value to customer as basic
strategy, and hotels should be able to invest in new technologies which change rapidly.
Keywords: Competencies and competitive advantage, hotel industry
consumers and gain a competitive advantage as
well
as
gain
the
best
Introduction
The hotel industry and the development of
technology cannot be separated, and it leads
hotels and other accommodations such as
luxury service apartments and resorts to gain
competitive advantages over competitors. In
addition, how each hotel runs business along
with competitors and stay it higher than
competitors are the key of success in the hotel
business. Hotel managers and owners
determine the strategies and tactics during the
economic crisis in order to gain competitive
advantages according to Tavitiyaman, Zhang,
and Qu, (2012). Thus, the department of
operation as the front office should provide a
good service in order to satisfy guests and

performance of a department. Therefore, to
explore and evaluate in terms of money that
guests spent is necessary as well as explaining
the attitude hotel services provide such as
programs or promotions which are suited to
guests in different areas, and target markets.
Next, in order to gain competitive advantage, to
investigate and identify the ways that hotels
actually use strategies and tactics to achieve
their goals in term of profit, exploring IT and
online marketing is useful in the hotel industry.
Vision and missions of the managers and
supervisors attitude are ways that influence the
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decision making of the hotel to gain
competitive advantages. Alliances with the
third parties are being used to inform business
relationship instead of competitors directly and
indirectly. Finally, the goals, missions, and
objectives are needed to investigate, describe,
explore and identify the ways of gaining a
competitive advantage by the hotel.
Nevertheless, Sadi and Bartels, (1996) stated
found that in Singapore, the National
Productivity Standard Board has set out a target
of spending 4 percent of payroll on training for
all companies in the Republic. Many large
hotels with 500 or more employees have
allocated more than 7.2 percent of their payroll
for training, while small hospitality employers
have allocated 1.4 percent The Singapore
International Convention & Exhibition Center
at Suntec City aims at spending US$1.42
million over the next three to five years on staff
training and manpower development. While,
the Tourism Authority of Thailand in its recent
report had given an account of obstacles in the
way of tourism growth in ASEAN and its wider
region. It also discussed a number of factors
supporting its optimism. The factors supporting
tourism that Tourism Authority of Thailand
report were the existence of a diversity of
tourism resources; the promotion of regional
investment; the development of transport and
communication systems; and the promotion and
staging of campaigns for regional traveling.
However, obstacles include limitations of
budgets in relation to the development of new
attractions, a shortage of accommodation
rooms, a shortage of trained manpower, the
insufficient infrastructure, and unforeseen
environmental constraints.

for customers, employees, and owners has
become a central theme in strategic
management for hospitality companies. To
create value for these stakeholders, a firm
should achieve a competitive advantage over its
competitors by adapting itself to the uncertain
industry environment, understanding the
changing needs of customers, and responding to
new market entries. Therefore, to understand
the stakeholders and the environment that could
help gaining competitive advantage are
important for the hotel industry. Thus, Taylor &
Todd, (1995), mentioned that an important
objective of IT research is to measure the value
of information technology to an organization
and to understand the determinants of that value
Hospitality organizations attempt to understand
what and how technologies can lead to
competitive advantage through enhanced
productivity and value. Some firms invest in IT
and enjoy competitive advantage whereas some
are struggling to gain competitive advantage
from IT. The determinants of this phenomenon
should be investigated.
Statement of the Problems
First, the most interesting dimensions of
competitive advantages in the hotel industry
and competition increases continuously.
Moreover, a review research engaged in
competitive advantage in the hotel industry
could lead the researcher to identify the roles
and obstacles of competency of the competitive
advantages in the hotel industry. Second,
nowadays all business including hotel keens on
the unexpected economic and political situation
then how hotels would go through those
situations perfectly. Third, what is the meaning
of competitive advantage? To know that from
the vision of each manager that determines the
strategies and goals to achieve in every segment
of a business period. Finally, in order to gain
knowledge and understanding of the core
competencies of the hotels managers and
supervisors of the hotels know how to use the
tactics, strategies in order to drive their

Research Background
According to Bilgihan, Okumus, Nusair, and
Kwun, (2011), there are multiple areas and
issues that need to be considered in making and
implementing IT investment decision if there
are to contribute to the company’ competitive
advantage. While Kim and Oh, (2004), value
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organization to be ready for the competition
among.

RO3. To investigate and identify the influence
of competitive strategies on hotel performance
by IT and front office

As present, social media influence the guests
and consumer’s behavior; thus, the aim is to
present on how the hotels use social media to
market their organizations as well as other
channels such as newspapers and magazines
that are useless at present, but the printing
media that the hotels are using that is actually
still useful. Moreover, the tactics that are used
would be valuable to the hotel industry in order
to gain a competitive advantage. Among the
competitors, how would each hotel contemplate
and considerate against each other? The media
channels that influence the decision of the
guests and consumers are as the competitive
tools that each hotel use to drive hotels to reach
and hit their target every year.

RO4. To understand hotel quality management
that improves both cost and differentiation
competitive advantage in the hotel industry
RO5. To identify IT in term of giving a
competitive advantage over competitors
Scope
This research aims at investigating the business
competitive advantages in the hotel industry in
Singapore and Bangkok, Thailand. In addition,
the importance of the online channel,
information of technology, and promotions are
included. Services provided by the operation
department at the front office are investigated,
and quality and management control are
included in this study.

Research Questions
RQ1. How do hotel managers in Thailand and
Singapore gain a competitive advantage?

Limitation
The limitation of this study is to find
interviewees and participants who have the
qualifications that match with the research
expectation and need. Then the three
interviewees were in Singapore, so the
researcher could not approach them physically
for interview and had to interview the two
participants by using video conference
interview instead.

RQ2.
How does a hotel determine the
measures to gain competitive advantage during
economic crisis?
RQ3. How do hotel departments like IT and
Front Office gain a competitive advantage?
RQ4. How does hotel quality management
improve both cost and differentiation for
competitive advantage in the hotel industry?

Literature Review
RQ5. How does IT application give a
competitive advantage?

Although the overall hotel industry in Asian
countries is likely to grow due to the increasing
number of tourists, competition is more intense
due to the increase in the number of hotel
businesses. The operator of each group uses a
different strategy in order to obtain
competitiveness. The major hotel group
expands business all around the world. The
small hotel is uniquely created for a small group
of tourists’ targets to provide them new
experiences as well as adding value in term of
unique selling point to their business. In the

Research Objectives
RO1. To identify the meaning of competency
in the hotel industry in Thailand and Singapore
RO2. To identify the strategies used by hotel
managers during an economic crisis
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digital age the online market will open for all
businesses including the hotel industry. There
are four types of competitive advantages a (
Cost Leadership b (Differentiation c (LowCost Focus d (Differentiation Focus as the basis
in every industry to gain competitive
advantages over competitors. While Sigala,
Lockwood and Jones (2001), stated that the
features that distinguish each approach to
reservation management are the specifics of an
individual customer’s situation and the
different economics of distribution channels.
There is a shift from general customer
segmentation toward the life time value of a
specific customer transaction and the value of
each individual customer. In one sense,
therefore, strategic goals shift from share of the
market to share of the customer. It can be
achieve by maximizing each customer’s value
over his or her patronage life time. To achieve
this goal, new approaches are required that
change the way information about customers is
collected, analyzed and used at every customer
interaction.

competition and uncertainty, it is difficult to
increase revenues. On the other hand, the
competitive environment can provide an
advantage to the organization which has the
ability to negotiate lower prices for purchasing
goods and services. The opportunity to increase
income without relying on raising revenues is
the essence of strategic sourcing initiatives.
Hence, hotels experience intense competition
between brands, and hotels which develop
strategic relationships with suppliers for goods
and services that are valuable or critical to the
company will gain a competitive advantage
over those who do not use strategic sourcing.
Measuring the amount of the cost savings and
the competitive advantage is not an easy task in
the short-term.
This research paper explores that a competitive
human resource (HR) strategy can have a direct
impact on a hotel performance and a
competitive IT strategy a direct impact on a
hotel financial performance. In addition,
Pereira-Moliner, (2016), examined the
relationship between practices of quality
management (QM) and the characteristics of
organizational design, and QM and competitive
advantage. And found that QM practices
improve both the cost and differentiation
competitiveness in the hotel industry.

According to Kim and Oh, (2004), hotel
managers need to understand how their firms
achieve a competitive advantage (CA) over
their competitors. Three approaches, Porter’s
five forces approach (PFA), the resourced
approach (RBA) and the relational approach
(RA) need to be integrated to understand the
sources of CA and discussed. A more
comprehensive
approach
to
strategic
management in the hotel industry, as well as the
implications for research and practice, are also
presented.

Finally, Bilgihan, (2011) illustrated how IT
applications may lead to a competitive
advantage in hotel companies. Therefore, all
above five journal articles link this research
study in terms of competitive advantage in the
hotel industry.

Next, Pattni, (2006) reviewed many hotels that
have resorted to cost cutting, lay- offs,
restructuring, and increased productivity
measures to manage expenses and increase
profit in order to retain a competitive
advantage. Thus, the decision made by
purchasing professionals can help to determine
the financial viability of the organization, so
under economic conditions of strong
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conceptual framework is the hotel structure that
creates an environment of competitive
advantage, and it will be the consequence of the
hotel performance. Then no.3 as the last part of
the framework is the hotel performance that is
analyzed.

Conceptual Framework

Methodology
Research Methods
Boddy, (2016) described the meaning of the
purpose of qualitative research is to determine
the sample size. It is and partially dependent
upon the scientific paradigm under which the
investigation is taking place. Therefore, this
qualitative research study used in-depth
interview method aims to (1) define the
meaning of main competency and competitive
advantage in the hotel industry based on its
ability and locations. (2) qualify and construct
the interview questions measuring competitive
advantage in the hotel industry, especially in
Singapore and Bangkok, Thailand. (3)
summarize all the information, including
negative and positive impacts which hotels face
at present and in the future.

Figure 2: Conceptual Framework

Source: Applied from Tavittiyaman, P., Zhang,
H. Q., & Qu, H. (2012),"The effect of
competitive strategies and organizational
structure on hotel performance", International
Journal of
Contemporary Hospitality Management, Vol.
24 Iss 1 pp. 146

In particular, Bryman and Bell, (2003) pointed
out, the side of qualitative research there should
be a place for quantitative research as their
various different natures and characteristics
may constructively inform each other
Alternatively, quantitative and qualitative
research also have their different terms, On the
other hand, qualitative research follows a
phenomenological paradigm and has also
named qualitative research, or subjective study,
or inductive research.

This conceptual framework applied from the
related study using descriptive research design
to determine the cause-and-effect relationships
among competitive strategies, organizational
structure, and hotel performance based on 1)
hotel internal structure consists of front office
department as well as services and promotions
provide 2) the hotel structural 3) the hotel
internal structure and the hotel structural
convert to hotel performances. Moreover, the
hotel and its department structure are identified
and investigated as focusing on the hotel
industry as the core of the study as well as
defining the relationship between IT and online
marketing as one of hotel department. Hotels
services and promotions provide to gain
competitive advantage. In addition, this

Target Informants and Sampling Procedure
The target informants of this research study
were 16 persons who worked in tourism
industry especially, service apartment, resort
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and employees of the selected hotels in
Singapore and Bangkok, Thailand. As soon as
the researcher had accepted for interview
session, and the letters for participants were
issued by GSB office for five participants in
order to conduct the research questions, and the
letters were distributed to the participants in
advance before interviewing. Another five
participants were interviewed by personal
contacts without letters.

3. Summarization of quality management
and control and IT used in the hotel
industry
4. Consumers and customers’ needs and
expectations in IT in the hotel industry

Findings, Conclusion, and Recommendation

Data Collection Technique
The participant observation technique and indepth interview were used to collect data. The
two participants of selected hotel in Singapore
allowed the researcher to interview them by
video conferencing during February of 2017.
Then during the end of February, 2017, all eight
participants were interviewed using in-depth
method in a face to face meeting in Bangkok
and data collections were recorded via
transcript.

Research Objectives

Four
Types
Competitive
Advantages

of

1.The Meaning of
Competency
and
Competitive
Advantage in the Hotel
Industry

A) Cost Leadership
focuses on hotels in the
same
segmentation.
Prices should not be
different,
especially
during economic crisis

Data Analysis
The researcher analyzed interview transcripts
by using the key words in each question
received, and putting them into the summary
cell- space and then concluding by using all key
words of each question in the summary of
findings. Therefore, there are four categories
based on the questions conducted and the
research objectives. The analysis by using the
keys and coding from interview transcript
results as follows;

2.
Harmony
and B)
Differentiation,
Interrelationship
hotels should have
between IT and Front unique selling points
Office Together to
Gain a Competitive
Advantage
3.Quality
C) Low- Cost Focus,
Management, Control value for money is a
and IT Used in the must
Hotel Industry

1. The opinions of the owners, managers,
supervisors and staff in the hotel
industry

4.
Consumer
and
Customer Satisfaction
and Expectations in the
Hotel Industry

D)Differentiation
Focus, focusing on IT
as well as developing
services provided to
guests
Table 6.1: Comparison of Summaries of
Findings

2. Explaining competitive advantage in
the hotel industry during economic
crisis
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In addition, having instant exchanges and
interactions among repeat guests is needed.

Defining Competitive Advantage:
Competitive advantages are an ability of hotels
to give guests options by providing good
services while understanding guests’ cultures.
Therefore, by offering real value added to hotel
products delivered to guests, it will make the
hotel business be a leader with profits.

IT and front office have a difference way to
create a competitive advantage for the hotel.
This research study has found that front offices
mainly focus on soft skills. IT enhances the
efficiency of the operations and indeed helps
the hotel to serve guests better with hotels
centralization and extranet which link hotels to
preferred suppliers and in turn manage costs.

Creating a unique and selling point of the hotel
business by using strategic planning, extensive
research and investing in marketing and
applying a market strategy while doing market
research to understand the target market.

The influences to IT and front office in terms of
gaining a competitive advantage are
significance. So, hotels have to plan as
comprehensively and thoroughly as possible for
IT. Moreover, those plans have to be creative
flexible.

The competitive advantage of hotels will be
definitely higher because the hotel business is
growing year by year. Thus, new generations,
and travelers start to consider about travelling.
They create and generate demand in
accommodations or hotels at the final
destinations.

Quality
Management
Control
and
Information Technology used in the hotel
industry:

During an economic crisis and unexpected
situations, hotels should be able to provide good
services. Advertising on online channel and
focusing on customer relationship management
are needed.

To gain a competitive advantage, all
departments in the hotel should work together
in order to enhance hotel performance.
The systems, structures, processes, and
innovations are all aimed at the voices of
market and customers. Quality and
management control come hand in hand, and
valuable in the organizational design.
Management has to have a direction in ensuring
that there is an uncompromising level of quality
at all times.
Quality and management control promotes and
enhances productivity, and impact cost and
differentiation. Cost leadership is about
organizing all resources around producing
goods and services at the lowest cost as
possible.

Interrelationship between Information
Technology and Front Office:
Programs and promotions which make guests
satisfy with hotel business are value of money.
It means the room rate should not be high as
they could afford while it should be all
inclusive. Online research is preferred in terms
of finding trend of customers, and the most
important is electronic word of month.
To gain a competitive advantage over
competitors, hotels should be able to develop
marketing plans, especially in time of economic
crisis. So, in order to have repeat guest hotels
have to utilize social media, a powerful, and it
is cost effective tool for engaging with guests.

The positive effect to hotels in terms of quality
and management is a worthwhile for customers.
Repeat guests who pay more and return to the
experience of exclusivity and attentive service
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are needed in terms of gaining a competitive
advantage over competitors.

era and from mass production to mass
customization, hotel need to reengineer their
processes and policies. These are evolving from
a decision support tool to a critical application
for supporting and complementing competitive
strategies. Hotel companies are increasingly
considering new concepts and practices;
however, they imply new philosophies of
management, and hence new evaluation
mechanism,
metrics
and
management
techniques. Moreover, this research study
found that the positive effect in terms of quality
management is to add value in order to ensure
guests return. New technology should be
invested to pull new generation guests who
preferred the new technology. In addition, it is
important to note that the similarity of
competitive advantage in term of IT in hotel
industry is consistent with Bilgihan, Okumus,
Nutsaur, and Kwun, (2011) study, which
indicated that in order to achieve IT-induced
competitive advantage, it is advised that
hospitality managers consider the above issues
very closely. The second area is the deployment
of IT projects in which hotel companies need to
consider
technology
sophistication,
management skills, integration of resources,
and integration of IT projects with other
systems. IT investments can help hotel
companies develop IT capabilities and IT
competencies which lead to achieving the
following closely interrelated outcomes: low
cost, added value, speed, agility, and customer
service.

Customer’s satisfaction and expectation:
IT is the basic to grow the business. Invest in
new technology will make the hotel business
competitive in the long run. However, the latest
technology would be the most advantage.
In order to gain a competitive advantage, hotels
should be able to invest in the latest Intranet,
Extranet, PMS, Security, System Software for
Productivity, and the Mobile Application if it is
necessary.
Customer and guest satisfaction with IT needed
in the hotel industry depend on the generations,
ages, culture, and nationality.
In the future, in order to gain a competitive
advantage, hotels should be able to invest in
new technology which creates guest’s emotions
and
satisfactions,
especially
mobile
applications.
In addition, hotel firms must always strive to
ensure that their rooms are full and the revenue
from each sale is maximized. In order to
achieve the core strategic goal, firms devise and
manage the reservations process, the mean by
which potential demand is turned into actual
demand. Hotel firms which do this well will
clearly gain a competitive advantage over those
who will not.

In particular, as Tavitiyaman, Zhang, Qu,
(2012) pointed out, the results can be explained
by assuming that it is also clear that such factors
as organizational structure should be taken into
account in implementing and measuring hotel
performance. In assessing which goals are most
important, and thus which type of
organizational structure is preferable, hoteliers
must consider their business objectives.
Desirable performance can be achieved if hotels
implement the right strategies via a suitable

Discussion and Conclusion
This research study found that the relationship
between IT and Front office lead hotel to gain a
competitive advantage which collaborated with
the related foregoing study of Sigala,
Lockwood and Jones(2001), the hotel industry
moves from the industrial era to the knowledge
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organizational structure. Another important
finding from our study is that guest’s
satisfaction during an economic crisis and
unexpected situations, hotels should be able to
provide good services. Advertising on online
channel and focusing on customer relationship
management are needed. So, these results are
slightly collaborated with previous study of
Pattni, (2006), found when under economic
conditions of strong competition and
uncertainty, it is often difficult to increase
revenues.
Conversely, the competitive
environment can provide an advantage to the
organization which has the ability to negotiate
lower prices for purchased goods and services.
The opportunity to increase income without
relying on raising revenues is the essence of
strategic sourcing initiatives.
Recommendations

3. Hotel obtains a competitive
advantage during an economic crisis?
4. Hotels use marketing strategies to
gain a competitive advantage?
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Abstract
This research aims to study the common interpretation, applicability, monitoring, tools, success
parameters and implementation of sufficiency economy philosophy in tourism by selected tourism
industry stakeholders on sufficiency economy philosophy in tour ism. There were nine key informants
in this study: three from “Bueng Boraphed Swamp”, Nakhon Sawan Provincial Administrative
Organization, two informants from Tourism Authority of Thailand (TAT), two informants from
Thailand Convention and Exhibition Bureau (TCEB) and two informants from selected hotels. The
actual interviews with the informants were conducted in March 2017 followed by codification on the
interview transcripts. The findings revealed that all informants were aware of the sufficiency philosophy
to a considerable extent. The practical applicability of the philosophy can be traced in the reuse, reduce
and recycle policy. Moreover, the main information media disseminated by the informants is social
media. For the maintenance and improvement, most of the informants regularly inculcate the
philosophy to the employees. Finally, there are no clear success indicators apart from fixed cost
reduction and net profit margin. The results of this study can be propagated further to adopt the
philosophy and formulation of programs related to it for benefit of the society.
Keywords: The sufficiency economy philosophy, Thailand
researches provided clear framework on how
Introduction
the philosophy can be applied in specific area
The term sufficiency economy is a philosophy
whether
and a life-time guiding principle bestowed to
Thai people by His Majesty the King Bhumibol
in small medium enterprise and specific tourism
Adulyadej. The principle is based on the
area. With Thailand reached second most
fundamental culture of Thai people on which
visited country in the Asian and Pacific (World
virtue serves a guiding light for day to day
Tourism Organization, 2016) reaching 29.9
living. As mentioned in Ministry of Foreign
million international tourist arrivals in 2015
Affairs, Thailand. Sufficiency Economy
according to World Tourism Ranking, the need
Philosophy (2015), this philosophy is more than
to expand the implementation of Sufficiency
plain rationality and it is more of considering
Economy is highly needed to avoid
the negative and the positive option at hand and
environment exploitation and keeping the
possible consequences. There are many
people away from greed and unbalance
researches involving the effectiveness and
lifestyle. Series of news aired these days that
applicability of sufficiency economy (Thingma
many tourists have been subjected for violation
et al., 2001; Chartrungruang, 2009; Puntasen,
of common environmental aspects from a
Premchuen & Keitdejpunya, 2003). These
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Fig. 1 Research procedures of the study

simple loitering to destruction of natural or
man-made structures. These kinds of behaviors
show the very foundation of lack of respect to
property, possession and event life itself of
other. It is not only true for tourists; some Thai
national were also culprit of some violation that
if the sufficiency
serves as on-hand indicators. Meaning, the
complete and successful application of the
sufficiency economy tourism should be
anchored from its valid and correct conception,
applicable design, practical implantation and
sustainable operation, or otherwise known as
CDIO framework. This framework serves as a
rubric in order to systematically focus the
collection of data and to empirically validate
the information from the qualitative data.
Moreover, this framework is deduced to its
simplest form for easy replicability purposes.
Finally, this framework can be applicable in
other concepts of the sufficiency economy
tourism such as key success factors, needs
analysis and alike.

Figure1 shows the procedures taken after
reviewing the literature related to the study. The
researcher initially started the 1st phase stage
by constructing and qualifying the interview
questions before asking the experts to consider
the validity of the questions. The participants of
the study were selected via purposive sampling
and were asked to participate in a one-hourinterview. The researchers applied the
Calaizzi’s method (transcribing, coding and
theming the data) before the data were
analysed, interpreted, and presented the results
as a whole (Lippitt, Watson and Westley,
1958).

Methodology
Research Methods
This research followed qualitative study
approach to understand the factors involved in
the application of the sufficiency economy
philosophy. The qualitative study (Streubert &
Carpenter, 1999) stretched out the core
characteristics as follows: a) literature review,
b) explicating researcher’s beliefs, c) role of
participants: subject or informant, d) selection
of participants, e) setting for data collection, f)
approach to data analysis and g) saturation. The
data collection took place during the months of
February to April 2017. The data were
classified and re-classified after reading the
interview transcript. The interview sessions
were recorded and all participants were
informed to follow ethics (assurance of
anonymity & confidentiality) to join this
research.
In this research, the qualitative design is divided
into four main phases as shown in Figure 1.

Informants
The participants in this study were 2 Bueng
Boraphed Swamp director/manager, 1 hotel
manager, 1 hostel manager, 2 managing
directors of Tourism Authority of Thailand
(TAT), 2 managers of Thailand Convention and
Exhibition Bureau totalling 9 participants.
As interviews were conducted on condition of
anonymity, the names of all individuals quoted
here are withheld and following codes were
applied for each participant of this research:
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Table 1. Informants of the Study

which codes were evident within each
interview, and when several interviewees
discussed similar issues or concerns within any
given theme. From this procedure, a code
matrix that is a list of common codes and
themes was constructed. Some terms found in
the transcript directly leads to similar term but
does not correspond to the actual meaning in
context. In this sense, the coded words selected
in this research were only those that were
aligned with the terms itself and also with the
context and peripherals and possible implied
meaning.
Findings
The results are presented in the order of
objective presentation as follows:
1. Common Interpretation and Understanding
Based on the interview, all informants
confirmed that they all know and understood
the philosophy. As one informant claimed,
“I think all Thai citizens know this. It’s from our
King and it’s part of our daily life. In fact, it is
Thai way of life” (BBS_1).
Informants corroborated that the Philosophy of
the King is more of a virtue and not a mere
guidelines or rules. Its understanding must
come from internalization and pure acceptance
of the philosophy and not just on the surface or
text understanding. Another informant
exclaimed,
“The Philosophy of the King is a belief and
spiritual in nature (Hostel_1).
When asked for further and detailed
understanding of the Philosophy, informants
unanimously stated that the main and common
understanding of the philosophy is under the
notion of “saving today for the sufficiency in
the future.” This implies that majority of the
informants interpreted it that the action must be
done today in order to get the benefit in the
future. If the planning is not good today, the
reaping in the future will likely be the same.
Just as the universal law of Karma, what you
saw, then you shall reap. This philosophy is
interpreted in this manner. Specifically, the
practical application includes the manner of
saving and arranging/allocating resources
smartly or appropriately. For example, the
usage of the natural resources today might
make or break the future sustainability of
natural resources. As one participant
exclaimed,

A convenience selection of sample of
executives in selected organizations was asked
for an interview session drawn from different
organizations in Bangkok. This research used
interview technique to gather information. The
researchers created a self-constructed interview
checklist questions.
Data Collection and Analysis
This study used qualitative interview session to
collect the data from the informants based on
CDIO Framework Analysis on the Application
on Sufficiency Economy Tourism (Malmqvist,
2007). In this study, the data were collected
using a semi-structured interview questions. To
analyze qualitative data, a typological analysis
(Chanthawanit, 2011) was used to categorize
and group data according to type. The
typological analysis aims to report each stage of
the procedures. Hence, the steps will be,
problem enunciation, selection of the method of
measurement, establishment of grouping
procedures, deciding the sample size,
interpretation and establishment of the sample
profile and classification and validation.
Inductive data analysis is used in which
patterns, themes, and categories of analysis that
“emerge out of the data rather than being
imposed on them prior to data a collection and
analysis” (Patton, 1990, p. 390). In terms of
scrutinizing each transcript, the authors,
however, identifies common themes and
patterns. Moreover, each interviewee was
assigned code and listed in a coding matrix.
These procedures enabled the authors to note
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“Natural resources are exploited. Sooner or
later, there will be no more natural resources
waiting for our grandchildren.” (Hotel_1)
Another participant agreed that, people around
the world are overusing our natural resources
from the ocean, forest, and even human
resource. This is true and the world is become
warmer each day, the tragic global warming
still has its main cause of human actions and
irresponsible use of nature. Another practical
application and practicability issue was the
launching of new pilot projects. Every
organization of the informants has a project
related to the Philosophy. Finally, the main
interpretation is spending a life happy with
good balance. Meaning having enough for the
present but also has to prepare for future usage.

bringing a lunch box from home and share with
other co-workers is one good way to apply this
philosophy. Apart from this, some respondent
claimed that their Human Resources
Management promotes “bring lunch a day
keeps the debt away” as money saving measure
to avoid buying expensive Bangkok lunch.
Finally, all informants were certain that they
will continue applying the Philosophy in the
long run.
Table 2 Applicability and Keyword
Implementation of the Indicators
Philosophy Applicability
and Implementation
Applicability
and Keyword
Indicators
Implementation
Bueng Boraphed Swamp Integral Part of
Company’s
(BBS)
mission
and
vision
Observance of
Hotel
Reduce, Reuse
and Recycle
Observance of
Hostel
Reduce, Reuse
and Recycle
Self awareness
TAT

Table 1 Common Interpretation of the
Philosophy
Common
Keyword Indicators
Interpretation
Bueng
Boraphed Well understood the
Philosophy and doing
Swamp (BBS)
pilot projects.
Environment
Hotel
Protection and good
behaviour
Cleanliness,
Hostel
happiness and balance
life
Environment
TAT
Protection
Sustainability
Sustainability
TCEB

Selfdiscipline
3. Information Dissemination channels
Based on the respondents’ common
understanding, the best possible means to
inform the public about the sufficiency
economy philosophy is through electronic
media. Electronic media such as Facebook,
commercial, YouTube commercial, pre-movie
show commercials and some even suggested
email looping. For the aspect of education, it is
also suggested to include the philosophy in the
curriculum and teach people indirectly what
good sides are. One respondent said,
“The philosophy should be taught all across
level—from kindergarten to doctoral level.
There must be appropriate curriculum
depending on the level of learners.” (TAT_2)
Similarly, another respondent said,
“Certain pedagogy must be developed just to
teach the philosophy of the King. The teacher
should also be a practitioner and model of the
TCEB

2. Applicability and Implementation
It was unanimously agreed that it is practical
since every sort of business activities need a
good plan. Every organization prefers to
promote this philosophy. It has become part and
parcel of the mission and vision of the
company. Some informants acknowledged,
they literary include the philosophy in their own
mission and vision statement. One key practical
application is the observance of Reduce, Reuse,
Recycle notion. Some respondents claimed that
they are now applying the “less to no” paper
office. Meaning, all documentation are
electronic. All hard copy are scanned and the
internal communication of the company is done
electronically. One respondent suggested that
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philosophy. I mean not all teachers are
qualified to teach this topic.”(TAT_2))
Moreover, among the stakeholders — hotels,
travel agents, restaurants and tourists—it is
agreed that travel agent is the one that needs
clear indoctrination of the philosophy because
they are prone to always takes advantage from
the tourist. On the company level, the means to
disseminate and indoctrinate the sufficiency
economy philosophy the employees and
customers is through explanation to them by
holding a weekly meeting for staff. Lastly,
another way o inform the general public is to
display boards and posters in encouraging
customers who come to visit the Bueng
Boraphed to have clearer understanding.
Table 3 Various Information Drive of the
Philosophy

4. Macro and Micro Implementation plan
The strategic mission and vision regarding
sufficiency economy philosophy is to try to
apply the philosophy as much as possible. This
is the general answers of all respondents. They
try to maximize the application of the
philosophy in all practical and feasible aspects
as possible. They aim at reducing energy,
electricity, and water supply usage in their own
organization. In terms of human resource,
officers or employees are not encouraged to
apply for mortgage and loan programs. Using
credit cards are also discouraged as it might
lead employees to unnecessary debt. As
Kiyosaki (1997) termed this as rat race. For the
policy level: it revealed that it is necessary to
design a project for giving knowledge to the
vendors, business owners in the area of Bueng
Boraphed including tourists. Apart from this, it
is also suggested to provide means to have
competition in saving the world and using
reused / recycles products. For the ground level:
constant reminder tries to remind officers /
tourist on their expenditures is a valuable
measure to remind stakeholders about the
philosophy. The programs that would directly
help employees’ welfare and customers’
satisfaction is to save money and avoid
applying for loan and mortgage programs.
Another suggestion is to serve tourist by
adopting the main ideas of this philosophy and
why it should be followed.

Means
and Keyword Indicators
Various
Information
Internet (Social Media,
Bueng
YouTube advertisements)
Boraphed
Swamp
(BBS)
Public
printed
Hotel
advertisements (posters,
flyers etc.)
Internet (Social Media,
Hostel
YouTube advertisements)
Integration
to
school
TAT
curriculum
Model
TCEB

Table 4 Micro and Macro Implementation of
the Philosophy
Micro and Macro Keyword Indicators
Implementation
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5. Monitoring, Maintenance and Improvement

employees internalized and acquired the
philosophy and thus become a way of life. The
improvement or innovation plans regarding the
application of sufficiency economy philosophy
are is done through contest/competitions
regarding sufficiency economy philosophy and
the main way to spread and disseminate the
information about the Philosophy is through the
use of social media. For example, one
informant said that their company launches a
personal sufficiency performance chart. Each
employee has personalized monitoring or
checklist or Key Performance Indicators for
sufficiency Philosophy.

The respondents claimed that they monitor the
implementation stage of Sufficiency Economy
philosophy in their company through the
changes in the fixed costs of the organization by
comparing the current statement to the
previous. Apart from the fixed cost, the net
profit margin is also the indicator on how they
monitor the implementation of the philosophy.
Apart from this, to maintain the activities
related to sufficiency economy philosophy,
most of the respondents have continuous
repetition of application until the officers/
tourists get used to apply this philosophy in
their everyday lives. This process helps the

Table 5 Monitoring of the Philosophy

6. Tools and Success Parameters
The measurement tools in defining the Key
Success Factor of applying the sufficiency
economy philosophy can be measured
according to the way officers, tourists follow
and practice willingly once the organization
launch new projects and implement as actual
plan. For example, one informant shared that
once the company announce the “Lunch Box”
program, almost all employees willingly joined
the campaign. This informant further shared
that there are many unique programs that their
company launched related to the “Lunch Box.”
One program is “All Veggie Lunch Box,”
“Total Fruit Day Lunch Box,” Healthy Lunch
Box,” etc. The company HR provide weekly
meal plan for the employee and they have
weekly competition about it. However, there
are
no
personally
crafted

measurement for specific target market,
location and attraction. Each company and
organization of the informant does not initiate
with their own level. They have to initiate and
propose to the top management first if they
want to promote any aspects. Based on
informants’ opinion, they haven’t succeeded
yet
because
although
the
philosophy is well-known but they still unclear
on to what extent the successes are or what are
the boundaries of success and failure. Officers
just abide by the rules which might be a project
created by following this philosophy. They just
follow their supervisors, but they don’t get
thoroughly.
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Table 6 Tools and Success Parameters of the Philosophy

Conclusion
It can be concluded that all of the informants
and general public are aware of the philosophy
primary because it is and it has been a way of
life of Thais. Apart from this, this philosophy is
the way of life of the King on which,
categorically, all Thai people yield their
admiration. Without hesitation, all informants
agreed that it is applicable to many levels. It is
aligned to worldwide call for earth restoration
and global warming solutions. Convincingly,
all informants agreed that the best way to
disseminate the philosophy is through
electronic media. Almost everyone on the
planet has access in the online information. This
is the best advantage so far. There are only two
prevailing implantation activities: classical
conditioning and constant repetition. It is only
by constant use and reminders the philosophy
can be naturally acquired to become a way of
life. The means to monitor the success of the
philosophy is through the accounting of fixed
cost and net profit margin. These are the key
measure mentioned by the informants. There
are no clear benchmarks in terms of measuring
the success of the philosophy this date. The
only indicators were the willingness of the
officers and employees to follow the
philosophy.
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Abstract
This research is mainly focused on differences between the business travel and pleasure travel. The
purpose of this research is to understand the differentiation between the business travel and pleasure
travel and the mix of these two types of travel. So the aim of this research is to investigate and describe
the factors that decide people to travel for both business travel and leisure travel in order to know their
travel behaviour. This research applies qualitative research technique to collect data. The researcher
used 10 face to face in-depth interviews, 8 are managers and employed in the private organisations and
2 are the travel agencies in Thailand. The researcher analyzed qualitative data by using a typological
analysis to categorize and group data to identify common codes. The result showed that, majority of the
informants travel for a business trip to visit their parent company. All of them want the experience from
the business trip with the good accommodation, accessible transportation, facilities offer, and safety
along the trip. Moreover the informants prefer to add on a leisure trip while going for business travel.
For the destination, most of them prefer to go to the landmark destination in that country including
famous sight-seeing. Another factor that also affects the tourist decision is the price or promotion from
airlines, hotels, and destinations. Tourists always look for the best price and destination that can respond
to their specific needs. In terms of budget, most of the company budget is not enough for tourist to
match the high cost of living in another country.
Keywords: Business trip, Leisure trip, Tourist behavior, Motivation
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stress out of their business travel and keep them
more relaxed while away from home.

INTRODUCTION
This section include the background of the
topic, purpose of the topic, problem of the topic,
research questions, research objectives, scope
of the study, limitations of the study, and
significance of the study.

Statement of problems
This study is conducted because nowadays
many people travel for different reasons and
factors. There are difference between the
business travel and pleasure travel. And there
are also difference in the activity. So the aim of
this research is to investigate and describe the
factors that affect the people’s decision and
behaviour when go on both business travel and
leisure travel.
For pleasure travel, the destinations/places that
people prefer to go the most and the activities
that people will do on their trip. The study can
explain the difference of the lifestyle of people
and how can pleasure travel make a satisfaction
in their own way. That shows the travel
behaviour of people as well.
For the business travel, the main purpose for
travel is for business or work. People travel to
their intended destination outside of their
workplace especially in another country to
contact or coordinate with other people or
companies for their own business. So,
sometimes they might easily get some stress or
pressure when they travel. Some of them want
to include leisure activities while traveling
during business trips. Most of them add the
pleasure travel at the end of business trip in
order to eliminate the stress out from the work
trip. So the study investigates the way people
on business travel add leisure days onto their
business trips to see how they manage their own
time, activity, money, and priority in their
travel.
All of the above can show the differentiation of
business travel, pleasure travel, or a mix of
both. It can also identify the main factors that
affect the people in order to make a decision
and describe the travel behaviour among them
clearly.

Research Background
Nowadays many tourists travel for various
reasons and purposes. Some go on pleasure
travels primarily to take some time-off from
everyday stress. It might include staying in nice
hotels or resorts, relaxing on beaches or in a
room, going on guided tours and experiencing
local tourist attractions, visiting some natural

attractions, attending sports events or concert
world tours, shopping and etc. The main factor
of pleasure travel is to have fun and excitement,
rest and relaxation, and to enjoy their travel on
the vacation time as well. On the other hand,
business travel is a trip undertaken for work or
business purposes. People go on business trips
for their business concerns which may include
attending business meetings at other company
locations, conferences, exhibitions, visiting
customers
or
suppliers,
professional
development and attending a congress, market
or promote a new or an existing product or
visiting project site for evaluation of business
work. Unlike pleasure travel, business travel is
not seasonal and people go on trips whenever
or wherever their business or work demands.
Also, they have the ability to pay and manage
all the costs for their travel. At present, there is
a new type of travel where a traveller combines
a business trip with leisure, it is called “Bleisure
Travel”. This is very popular recently because
when people go on business trips, they prefer to
add at least two additional days to their trip for
leisure. They think this is a good way to help
them to work more effectively, take some of the
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order to ensure that all the questions of the
interview are answered as well.

Research Questions
RQ1. What are the main features of a business
travel trip?
RQ2. Do travellers on their business trips add
on leisure time at the end of a business trip?
RQ3. How do travel activities differ between
the business trip and leisure trip?
RQ4. How do airlines, hotels, and destinations
meet or handle tourism related opportunities
with the blurring of lines between business and
leisure travel?
RQ5. Is there a distinction between business
expenses and personal expenses when people
take bleisure trips?

Significance of the study
The research explores factors affecting the
travel behaviour and motivation of bleisure
tourists in another country. Results of the
research are useful for a company or
organisation in order to know the preferences,
lifestyle, and the motivation factors of
employees when they go on a business trip.
This research investigated the factors that affect
the decision making of tourists. These allow the
organisation understand more about the
perspective of the employee and is useful to
adapt all the information gathered for future
trips. Moreover, the research is also useful for
airline, hotels, and destinations to know how
they should offer their facilities, activities, and
promotions to fulfill the needs and wants of
tourists. Lastly, this research is useful for the
tourism industry to be able to address the
concerns tourists, to not only focus on their
lifestyle but also how they spend their time and
money in order to develop the situation of the
tourism industry in the present time, and
correspondingly play a major role in enhancing
tourist travels in the future.

Research Objectives
RO1. To identify the concept of business travel
recently, its need, facility, and design
composition/itinerary.
RO2. To explore the needs and preferences of
people on business trips to include the leisure
component of the trip.
RO3. To understand and compare the activities
that characterize both business and pleasure
trips.
RO4. To identify the factors that airlines,
hotels,
and
destinations
market
to
accommodate business and leisure traveller
requirements.
RO5. To understand personal budget and
business budget when making a bleisure trip.

Limitations of the study
This study has the following limitations:
1. There was limited duration to collect the
data, the researcher interviewed selected people
in the limited time provided, hence there was
difficulty in managing interview time and
making an appointment with the interviewees.
2. The length of time to conduct each interview,
lasted for an hour, the researcher had difficulty
in getting the full cooperation and attention of
some of the interviewees.

Scope of the study
This study aims to investigate the factors
influencing the travel behaviour and motivation
of Bleisure tourist who travel in another
country. Thus, people from the selected tourists
spots in Bangkok, Thailand are representatives
to explain travel behaviour and motivation. The
scope of this study targeted people who have
experienced being on a bleisure trip in another
country and 10 interviewees were selected to
undergo the methods face-to-face interview in
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evolution of these two particular segments of
travellers and includes comments regarding
their future perspectives.

LITERATURE REVIEW
According to Gustafson (2012) individual
travellers differ very much in their attitudes and
practices regarding travel time and working
time, and that employers generally make no
explicit demands about work during travel
time. Also, although travellers often appreciate
having good working conditions while
travelling, the first priority for many frequent
travellers is to minimize time spent away from
home and family, rather than to make
productive use of their travel time.
Bernardo (2015) contributed to existing
literature by investigating how business and
leisure travellers make travel-related decisions.
By developing scales to measure travel
behaviour and travel decision-making criteria,
this study contributes to the literature on
business travellers vs. leisure travellers.
Kukreja and Batra (2005) stated that the
Travel and Tourism Industry in Bangkok is
growing at a steady pace which holds the
hospitality business in a strong position. In
order to understand the customers’ purchase
behaviour in the hospitality industry,
specifically luxury hotels, it is necessary to
know the perception of tourists’ regarding
several attributes of luxury hotels that create
value. Different guests see value in a different
light depending on their purpose of travel.
Kashyap & Bojanic (2000) investigated
the
relationships
between
travellers’
perceptions of value, quality, and price and
their influence on travellers’ ratings of similar
hotels and revisit intentions in two segments,
business and leisure travellers. The findings
suggest that value plays a pivotal role in
travellers’ decision schema, emphasizing the
need to shift efforts from managing quality
alone to managing customer value.
Pantelescu (2011) explained the business
travellers’ motivation and behaviour by making
a difference between leisure and business
tourists’ specific motivation and behaviour.
The paper also presents the world and national

Illustration and Demonstration of the
Conceptual Framework

Figure 1: The proposed conceptual framework

Source: Adapted from Frederick Dayour ,
Charles Atanga Adongo , Why They Go There:
International Tourists’ Motivations and Revisit
Intention to Northern Ghana, American Journal
of Tourism Management, Vol. 4 No. 1, 2015,
pp. 7-17.
METHODOLOGY
The researcher collected the data by using
qualitative research method. Qualitative
research was utilized to investigate a person’s
perceptions, experiences, and interpretation of
a certain phenomenon. The researcher used
face to face in-depth interviews. In the form of
analysis of interviews, qualitative research
discloses mainly new information.
Target Informants
The participants in this study were private
organizations and tour agencies in Bangkok.
The sample group was selected using purposive
sampling. Purposive sampling was used to
select the participants in this study. The
selection aimed at variation, as different kinds
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of employers may organize travel differently
and employees may travel for different reasons.
In this sense, the researcher used this technique
to best serve the purpose of this study.

What are the main
purposes of your
business trip?
What are the most
motivation factors
that lead you to
concern to have a
business trip?
What design
composition of a
business trip do you
prefer?

Sampling technique
However, due to the limitation and physical
capability of the researcher to collect the
desired number of sample, the researcher
purposely selected 10 participants. In terms of
sampling techniques, the multiple-stage
sampling was used to: (1) the first judgment
sampling method was used by selecting
different private organizations, (2) the second
purposive sampling method to select and ask
the actual participants to answer the survey
form.

Visiting parent
company

Experience

Accessibility and
Facility

Most of participants have main purpose of the
business trip was visiting their parent company
in another country. Every participant was
motivated by the experiences they will gain
from the trip. The design composition/itinerary
of business trip was featured by the good
facilities provided along the trip. (See table 1)

Data Collection
Table 2: Needs and preferences of business
tourists

The researcher used face to face in-depth
interviews on 10 interviewees, 8 of which are
managers and employees in the organization
who always travel for the business trip and 2 are
the travel agencies in Thailand.

Questions
Are you interested
to have a leisure
travel while taking a
business trip? How
and when?
What kind of the
destination place
would you like to
go on the leisure
time while on
business trip?
In your opinion,
What does the
added on leisure trip
make you feel?

PRESENTATION OF DATA AND
CRITICAL DISCUSSION OF RESULTS
To analyze qualitative data, a typological
analysis was used to categorize and group data
according to type. In terms of scrutinizing each
transcript, the author identified common codes.
Moreover, each interviewee was assigned a
code and listed in a coding matrix so that the
procedures enabled the researcher to note
which codes were evident within each
interview. From this procedure, a code matrix,
that is a list of common codes, was constructed.

Free time

Landmark and Wellknown destination

Satisfy

The participants are interested to go on a leisure
trip in their free time, when they had finished
everything on their work tasks. For the common
destination, all participants answer in the same
way that is to go to the landmark attraction of
the country. Most of the time, they are satisfied

Table 1: Codification of business travel
concept
Questions

Code

Code
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with the added on leisure trip that they
designed/arrange by themselves. (See table 2)

promotion to attract
tourist to travel?
How?
Does your tour
package (including
airlines ticket, hotel
room, and
destination) compel
tourists to travel
without considering
in the differentiation
between business
travel and pleasure
travel?

Table 3: Combining business and leisure
trip activities
Questions
What are the
activities do you
do on a business
travel and pleasure
travel? Please
explain separately
How do you
manage the leisure
activity time on
top of your
business trip
commitment?
What kind of the
activities do you
prefer the most
during the Bleisure
trip?

Code

Working/Travelling

After work

The participants show that when the customer
selects the package or makes a decision to
travel, they will focus mainly on the price/costs
involved. There are hotels, airlines, and
destinations who offer cheap price and special
offers for the specific of time to the travel
agency in order to attract customers. Many
travel agencies offer full board packages or allin-one packages that include air fare, hotel,
shuttle service, meals and sightseeing activities
so customers can add leisure trip while taking a
business trip. This makes it easier for the
customer to balance between business and
pleasure trips. (See table 4)

Achieve work
task/Private time
travelling

The participants separated clearly the activities
of their business trip from their leisure trips,
which is usually done after accomplishing their
work requirements. Some participants showed
that they give preference to the activities and
responsibilities required by their work.
However, some also preferred the time they had
during leisure trips so that they can do their own
thing and fulfil their individual needs and
lifestyles. (See table 3)

Table 5: Codification of the budget between
business and personal money
Questions
Do you think that
your organization
give you enough
money to cover all
the expenses during
the trip?
How do you prepare
your pocket money
for your leisure time
when you prefer to
add on the business
trip?
What are the most of
things you prefer to
pay or spend money
for, to fulfil your

Table 4: Codification of airlines, hotels, and
destination handle the tourism
Questions
Do airlines, hotels,
and destinations have
an effect to tourist in
order to make a
decision to travel in
the specific period of
time?
Do you think airlines,
hotels, and
destinations have a
strong attractive

Full board package

Code

Price concerning

Cheap price and
Special offer
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colleagues in the company, attend the
exhibition, meeting, and attend the company
party. For the leisure trip, they travel to the
landmark destination, shopping, eating, walk in
downtown, and enjoy sight-seeing. The tourist
managed their time by focusing on the free time
after their work task. Some of them went to
leisure travel after finish their work or on the
weekend.
Fourth, to know how the airlines, hotels,
and destinations handle the tourism situation
from the bleisure travel. The travel agency
combine the airline ticket, accommodation, and
the destination that sell to the tourist. So, they
know what are the factors that affect the
decision-making of tourist when they make a
travel and they also know the attractive
promotion from the airline and hotel as well.
Another factor that also affects the tourist
decision is the price or promotion on that time.
Tourist always finds the best price and
destination that can response the specific needs
of them. Both airlines and hotels strongly
promote to attract tourist including discount,
bed and breakfast offer from the hotel, and the
facility provided that can make the tourist feel
comfortable and enjoy the trip.
The last one is to understand the tourist
personal budget and business budget when
making a business trip. Most of them think that
the company budget is inadequate to spend due
to the high cost of living in that country. Well
prepare personal pocket money for the
emergency situation and for buying the
personal stuff. Thus, they are willing to spend
the money for what they want to buy and they
want to spend the daily life without worrying
about the inadequate budget.

need and want in the
additional activities
on the trip?
Most of the participants said that their company
or organization offer inadequate budget money
which does not cover all their needs/travel
expenses. So, they have to prepare their own
pocket money, either cash or credit card, so that
they will be prepared in an unexpected
situation. Also all of them are willing to pay or
spend money to bear the costs when they go on
their leisure trip. (See table 5)
DISCUSSION
There are five main issues addressed in the
study. The first one is to know the main purpose
of the tourist to make a business trip, the
motivation that lead them make a decision
making and the design/itinerary of the trip. The
majority of the respondents travel for a business
trip because of work process in their parent
company outside country. They also want to
learn the culture that different from them. The
best motivation factor for all respondents is
experience, all of them want the experience
from the business trip and they prefer to have a
business trip with the good accommodation,
accessible transportation, facilities offer, and
safety along the trip.
Second, all respondents preferred to add
a leisure trip while going for business travel.
For the choice of destination, most of them
prefer to go to the landmark destination in that
country and the famous sight-seeing. In terms
of satisfaction from the trip, most tourists are
satisfied with the add on leisure trip, they really
enjoyed travelling. But some of them got some
problem such as, difficult to communicate in
the different language and lose the way while
travelling.
Third, to describe the tourist activity that
they did along the trip and to know how they
manage their time on top the business trip
commitment. For the business trip, they wanted
to see the parent company, coordinating with

Table 6: Key findings
Objectives
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4. To identify
the factors
that airlines,
hotels, and
destinations
market to
accommodate
business and
leisure
traveller
requirements.



5. To
understand
personal
budget and
business
budget when
making a
Bleisure trip.



1.

2.





To identify the
concept of
business travel
in this present
time, its need,
facility, and
design
composition/itin
erary of a
business trip.



To explore the
needs and
preferences of
people on
business trips to
include the
leisure
component of
the trip.








3.

Price and
promotion
are the top
most
factors to
consider
All-in-one
package is
provided

Inadequate
money
may pose a
problem.
Pocket
money is
also
necessary

To understand
and compare
the activities
that
characterizes
both business
and pleasure
trips.





Activities
are
different
depending
on the
place and
destination
The leisure
trip will be
added after
work done

Conclusion
To achieve the objectives of the study, it is
concluded that when people go on a business
travel, they are concerned, foremost, about the
importance of the work/task to be
accomplished; next is the facility to be provided
i.e. the accommodation, transportation, safety,
and the budget from their organization. The
best thing that they expect to gain from the
business trip is the experience. They want to
have some reference on their job and also for
the personal challenges that they faced when
they go on a business trip outside their own
country. Also, during the trip, the tourist prefers
to have his/her private time for a leisure trip
which is separate from the business purpose
which they can undertake after finishing their
work or on the weekend when they have a free
time. The number one preferred destination for
the leisure travel are landmarks or the wellknown destinations in that country. The tourist
also prefers to try recommended or famous
restaurants. This is very satisfying for all
tourists who added a leisure trip to their
business travel. Airlines, hotels, and
destinations influence the decision of people
and their corresponding organizations when
planning a business trip. They are concerned a
lot about their budget where they compare the
prices and promotions that are offered during
the time of their trip to ensure they get the most
out of it. They are most concerned about their
comfort and safety during their travel, thus they

Working in
the parent
company
Experience
is needed
Safety
accommod
ation and
Easy
access for
transportati
on
Landmark
destination
is the best
attraction
Enjoy the
quality
time of
travel
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make sure that they get nice accommodations.
Hence, attractive travel packages offered by
travel agencies can bring more tourists to buy
and book their travel with them. Moreover, the
company budget is another thing worth
consideration because on occasion it is not
enough to cover an employee’s travel expenses.
Some people get the travel budget from the
organization which is not enough for them to
spend. So, the employee/traveller has to ensure
that he/she brings his/her own pocket money to
prepare them for any emergency situation that
can happen anytime during their trip.
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Recommendations
The recommendation of the research is divided
into many factors as below:
Company/Organisation Sector:
The organisation should allocate adequate
budget for the employees on a business trip to
another country. There are instances where the
cost of living outside country is higher than in
Thailand so, the organisation should be
concerned about this as well.

REFERENCES
Diaz-Bernardo, R. (2015). The Effect Of The
Economic Downturn On The Way
People Travel For Leisure And For
Business: The Case Of Spain.
International Journal of Management
& Information Systems (Online), 19(2),
95.

Airline/Hotel Sector:
Airlines and hotels should provide/offer travel
packages or promotions that combine all-in-one
facilities for the bleisure tourist which it means
the composition of the package should fulfill
the needs of the customer by looking at the
purpose of the travel of the customer.

Gustafson, P. (2012). Travel time and working
time: What business travellers do when
they travel, and why. Time & Society,
21(2), 203-222.
Kashyap, R., & Bojanic, D. C. (2000). A
structural analysis of value, quality,
and price perceptions of business and
leisure travelers. Journal of travel
research, 39(1), 45-51.

Tourism Sector:
The tourist should know clearly about their own
preferences, needs, and the purpose of their
travel. So, it can help them to find or plan the
activities that suites for their lifestyle. In this
way, the tourist can enjoy their bleisure trip to
the fullest.

Knutson, B. J. (1988). Frequent travelers:
Making them happy and bringing them
back. The Cornell Hotel and
Restaurant Administration Quarterly,
29(1), 82-87.
Kukreja, S., & Batra, A. (2005). Business and
leisure tourists' perception on selected
attributes of Luxury Hotels in
Bangkok: a comparative study. AU

Acknowledgement
The research would like to thank several people
75

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017

Journal of Management, 3(2).

Importance of green hotel attributes to
business and leisure travelers. Journal
of
hospitality
marketing
&
management, 21(4), 395-413.
Yavas, U., & Babakus, E. (2005). Dimensions
of hotel choice criteria: congruence
between business and leisure travelers.
International Journal of Hospitality
Management, 24(3), 359-367.

MARIN-PANTELESCU, A. (2011). The
business travellers’ motivation and
behaviour. Cactus Tourism Journal
Vol. 2, Issue 2/2011, 73-79, 2247-3297
Martínez-Garcia, E., Ferrer-Rosell, B., &
Coenders, G. (2012). Profile of
business and leisure travelers on low
cost carriers in Europe. Journal of Air
Transport Management, 20, 12-14.
Millar, M., Mayer, K. J., & Baloglu, S. (2012).

76

The International Conference of Entrepreneurship and
Sustainability in the Digital Era
ICESDE 2017
Assumption University of Thailand
July 21st, 2017
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Abstract
This study investigates domestic and international tourists opinion comparing between local or
international hotels, and to understand tourists’ rationale on choosing
accommodations and to the channel that tourists choose to approach local or international hotels for
booking. Researcher used face-to-face in-depth interviews in order to collect qualitative data from
tourists. Researcher purposively chosen 10 international tourists and 10 local tourists. It was found that
local hotels can satisfy tourists with local ambiance and local decorations while international hotels
offer luxury and full of sophisticated amenities. Also, travelers search and choose local and international
hotels from the internet. They book the hotel according to personal preferences and convenience.
Keywords: Hotel, tourist, local, international, perspective.
Introduction
Everyone wants to get the best thing in life, but
they have to choose it from lots of alternatives.
In services, the competition is very high
especially in hotels or accommodations. Each
hotel provides services and promotions that
attract domestic tourists and international
tourists, and attempts to lure both types of
tourists to become loyal. This study
investigates the factors that influence tourists
to stay in local versus international hotel brand.
Nowadays, social network is very
popular, domestic tourists and international
tourists can search for the accommodations that
they feel interested to stay in and book. Local
hotel brands mainly attract domestic tourists
who seek cheap price than international hotel
brands. Moreover, local hotel brands truly
represent local traditional style. But some
international tourists do fall in love with local
hotel brands because this type of hotel can
make international tourists appreciate and
experience local style different from their
country. International hotel brands remain on
top of mind of both domestic tourists and
international tourists because they have perfect
facilities reflecting their famous brand to the
potential guests. The reputation of international

hotel brands is worldwide, so it is not too
difficult for this type of hotel
to attract sizable customers. There are
lots of advantages that make
international hotel brands become more
popular than local hotel brands. For
example, most of the international hotel
brands are located in the downtown or in
the route that provide most convenience
for customers such as near BTS sky train,
MRT metro, central business districts
such as SIAM, ASOKE, and the airport.
So, this study attempts to investigate the
perspectives
of
domestic
and
international tourists. Weather the results
incline towards local hotel brands or
international hotel brands, researcher
thinks that every hotel has its own style
that can attract domestic tourists and
international tourists if they provide a
good service and impress. Also,
domestic tourists and international
tourists will become loyal if local and
international hotel brands respond to
customers’
need
and
avoid
disappointment.
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occupation, lifestyle, personality, and
good economy affects the consumption of
premium hospitality services directly.
Occupation also affects tourists’ decision
because tourists can book premium hotel if
they have high salary. The last is
psychological factors. For example,
motivation is the important factor for
choosing a type of hotel. According to
Maslow’s hierarchy of needs, everyone
loves to respond their needs by choosing
the best one. Learning is another factor
which affect the consumer’s behavior
because most of people will learn by
experience. When tourists have an
experience, they expect more when
purchasing service next time and avoid the
place that they dislike. Consumers learn
from their previous decisions, so future
decisions may become less complicated.

Research questions
RQ1.What are the differences between local
and
international
hotel
brands?
RQ2. How do travelers choose local or
international accommodation when visiting a
tourist
destination?
RQ3. Which type of local or international hotel
keep hotel guests happy and revisit?
RQ4. How do local or international hotels
impress guests and turn to remain loyal
customer?
Research objectives
RO1. To study domestic and international
tourists’ awareness on choosing between local
or international hotels and to understand tourists’
opinion for each type of hotel.
RO2. To understand tourists’ rationale on
choosing accommodation and the channel that
tourists use to know local or international hotels
to book.
RO3. To compare the strengths and weakness of
staying in either local or international hotel
brands.
RO4. To know perspective of domestic and
international tourists towards local or
international hotels.
Literature Review

A study conducted by Wang (2016:
945) stated that localization has advantages
and it can attract local tourists because the
local hotel brands belong to local persons.
Local owner can better understand the local
policies and culture, and survive in the fast
developed society. Also, local hotel brands
have advantages for using local resources such
as the owners have right to choose the best
location and they can buy the land by
themselves etc. and it has its own advantages
in the mobilization of the local resources.
Moreover, local hotel brands make it easier for
domestic tourists to remember the name and
such brands become popular. With the rapid
development of hospitality industry in recent
years, many international hotel brands expand
market globally in order to gain market share,
obtain the advantage of effectively utilizing
resources, and reduce the gap of cultural
differences. International hotel brands can also
have good location because this type of hotel
has high capital and the purpose is to provide
convenience for customers. Furthermore,
international hotel brands partner with first
class company such as rental car, airline
business, credit-card etc. in order to provide
privileges to customers. So, both local and
international hotel brands have their
competitive advantages and they do compete
with each other in order to be the leader, attain
high profit, and get more regular customers.

A study conducted by Skaliotis and Saaf (2005:
29) mentioned four factors that influence
behavior of people. When people or tourists
want to decide, they will do it according to their
preference, lifestyle, or culture. The four factors
are the main points that affect people’s behavior
and it force them to choose something that is
suitable for them. The first is cultural factor, that
govern the consumer behavior and perception of
products, services and brands. It affects
customers’ decision because cultural values are
passed on from generation to generation. For
example, tourists who choose local hotel brands,
they indirectly support their country and they
love local style. Some tourists do prefer local
hotel brands while others prefer international
hotel brand, it is different need due to their
different cultural background.
Second factor is social factors, there are three
elements of social factors consist of reference
groups, family, role and status. Sometimes, the
reason why tourists choose a hotel might come
from others in the business groups or family.
Thirdly, personal factors such as age,
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From another study conducted by
Khunon and Muangasame (2013: 212) if the
researcher interviews domestic tourists and
international tourists, researcher will get the
real factors of local and international hotels
that attract customers and create customer
royalty. Informal interview can keep tourists
comfortable and answer correctly instead of
telling a lie. Both domestic and international
tourists dared to provide their experience and
recommendations to researcher and the
researcher will know the fact that why tourists
choose local or international hotel brands, and
which factors influence domestic and
international tourists to become customer
loyal.

attitude). These factors can influence
domestic and international tourists for
choosing local or international hotel
brands. For example, tourists may
choose local hotel brands during
economic depression and might choose
international hotel brands if the economy
is good. Choosing the hotel does not
require any rule, it depends on each
tourist, so it is possible to choose local or
international hotel brands as it is
illustrated in conceptual framework.

Figure 1 The factors that influence
tourists to choose the hotel

Conceptual Framework
Hotel in this study is divided into local hotel
brands and international hotel brands. Each
type of hotel brand has its own characteristic
that is different from others. First, most of local
hotel brands have local owner, have full right
to do the business and use local resources
legally. Also, it is easy to become top of mind
for domestic tourists and international tourists
because it is cheaper than international hotel
brands and present the traditional style
perfectly. Next, international hotel brands are
also the good choice for domestic tourists and
international tourists. This type of hotel is
worldwide and it is very popular for tourists
around the world because of high standard or
high class in all facilities. Domestic tourists
and international tourists find convenience
while travelling because international hotel
brands are conveniently located. Moreover,
international
hotel
brands still coordinate with other companies
such as rental car, airline etc. So, tourists can
get the privilege that the hotel offers. Choosing
the accommodations comes from behavior of
people because domestic tourists and
international
tourists
have
different
background, so their preference is different.
Four factors that affect behavior of people
consist of cultural factor (culture, subculture,
social class), social factors (reference group,
family, role and status), personal factor (age,
occupation, lifestyle, economic circumstance,
personality), and psychological factors
(motivation, perception, learning, beliefs,

Source: Skaliotis and Saaf (2005), Why
the brand? The challenge for mid-scale
hotels, No 2005:86. pp.28-33.
Research Methodology
Research method
Researcher used face-to-face in-depth
interviews in order to collect qualitative
data from tourists. Interviewees consist
of international tourists and local
tourists, and researcher went to the
locations that have a possibility of
finding lot of tourists such as
Suvarnabhumi International airport,
Damnoen Saduak floating market, or
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Danang International Airport in Vietnam.
Target informants
February
13, 2017

To study factors that influence tourists to stay
in local versus International hotels, researcher
chose 10 international tourists and 10 local
tourists. Researcher chooses interviewees
purposively, tourists who were not busy or
tourists who were waiting for the flight at the
airport. Researcher went to interview local and
international tourists at the places where
tourists were highly likely to come. For
example, Suvarnabhumi airport, Damnoen
Saduak floating market, coffee shop etc.
Researcher avoided people who never travel,
or people who are working because this group
of people might not give the required
information. So, researcher focused only
tourists who were out to explore to get new
experience and relaxation as part of sightseeing.

February
14-15, 2017

Sample
Researcher interviewed 10 international
tourists and 10 local tourists in order to get
enough information.
February
16, 2017
Table 1 Sampling Procedure
Period

Context
To
conduct
preliminary
interview with
February 9- four
local
10, 2017
tourists
at
Suvarnbhumi
Airport,
Bangkok.
To
conduct
preliminary
interview with a
local
tourist
February
who
was
12, 2017
travelling
in
Vietnam
at
Chinese temple
in Vietnam.

Data collected
Qualitative
data in form of
16 open-ended
questions
completed.

Qualitative
data in form of
16 open-ended
questions
completed.

February
19-21, 2017

To
conduct
preliminary
interview with 2
international
tourists
at
Danang
International
Airport,
Vietnam.
To
conduct
preliminary
interview with 7
tourists consist
of
3
local
tourists and 4
international
tourists
at
Damnoen
Saduak floating
market,
and
Saint Antony
Catholic Church
in Ratchaburi
province
in
Thailand.
To
conduct
preliminary
interview with 4
international
tourists
at
Damnoen
Saduak floating
market
in
Ratchaburi
province
in
Thailand.
To
conduct
preliminary
interview with 2
local tourists at
coffee shop in
Ratchaburi
province
in
Thailand.

Qualitative
data in form of
16 open-ended
questions
completed.

Qualitative
data in form of
16 open-ended
questions
completed.

Qualitative
data in form of
16 open-ended
questions
completed.

Qualitative
data in form of
16 open-ended
questions
completed.

Source: Created by author

Interview Plan
Researcher spent 10 days to interview
both local and international tourists at
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many places. Suvarnabhumi International
Airport, Danang International Airport in
Vietnam, Damnoen Saduak floating market,
Saint Antony Catholic Church, and coffee
shop. All of these places had tourists because
they are located in popular area. For example,
Damnoen Saduak floating market has a lot of
tourists everyday because it is reputable, so any
attraction around there such as church and
coffee shop and tourists visit those places all
the time. Both local and international tourists
did not want to spend too much time and
researcher avoided to disturb tourists too much
for interview, and tourists gave a little bit
information. Also, tourists might not happy if
interview takes long time because of hot
weather and they want sight-seeing.

At Damnoen Saduak floating market, it
was difficult to find the space for
interviewer and interviewees sit and talk
comfortably. A lot of local and
international tourists were walking,
talking, eating, taking photo etc.
including the noise from announcement,
boats, and cars. so, researcher cannot
properly record during interview and
sometimes, researcher could not hear
tourists clearly. Moreover, hot weather
was another problem at that time.
Some international tourists briefly gave
the information instead of long
explanation because it was hot and they
did not want to give too much time for
interview. Researcher understood that
sitting on the chair and interview at
Damnoen Saduak floating market was
not convenient although the number of
local and international tourists was high
but surroundings were noisy. Although
this place presented peace, nature, and
local folkways, but some locals have
changed their way of life such as they
shun to row boat to faster boat with a
motor at the back of boat. Unfortunately
sound is quite loud and it became a
problem during interview. Another
barrier was the time. Researcher was
expected to interview a lot of local and
international tourists within limited time
at some places, so researcher had to
manage the time. Also, places such as
Damnoen Saduak floating market have
tourists only in the morning because the
vendor will come to floating market
since early morning to mid-day.
Researcher tried to arrive there before
midday and try to arrange interview
international tourists.

Field work
Researcher faced challenges while conducting
interview. Suvarnbhumi International Airport
and Damnoen Saduak floating market had
adequate tourists. First, Suvarnbhumi
International Airport, both local and
international
tourists
cooperated
with
researcher well. Researcher did not go to
interview tourists who were busy or sleeping
because those tourists might not participate and
they might refuse researcher because of
disturbance. Researcher choose tourist who
were enjoying at the airport or sitting on the
chair because they wait for the flight, these
tourists were kind enough to participate and
they made researcher feel comfortable during
interview. Researcher’s interview schedule is
as follows (see table 1).
February 9-10, 2017 Suvarnbhumi Airport.
February 12, 2017 Chinese temple in Vietnam.
February 13, 2017 Danang International
Airport.

Researcher spent 45 minutes per persons
to inform local and international tourists
about researcher, the purpose of
interview. Some local tourists cannot
speak English, so researcher had to
interview in Thai language and translated
into English later. But some of local
tourists who can speak English informed
researcher that they can speak English,
they needed to give information in Thai.

February 14-15, 2017 Damnoen Saduak
floating market, and Saint Antony Catholic
Church in Ratchaburi province.
February 16, 2017 Damnoen Saduak floating
market.
February 19-21, 2017
Ratchaburi province.

coffee

shop

in
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All international tourists, were interviewed in
English except Ms. Vientthi Kim Hwa,
Vietnamese that researcher interviewed in Thai
because she can speak Thai, but poor in
English. Researcher used non-recorded
technique because all places that researcher
went to interview were loud, so researcher took
note and listened to tourists intentionally.
Data analysis
Researcher used face-to-face in-depth
interviews in order to collect qualitative data
from tourists. Semi-structure interview might
be formal or informal and interviewer had to
prepare questions in advance. Face-to-face indepth interviews provided qualitative data
because it is open-ended questions, so
interviewees can freely share ideas, opinions,
and
recommendations.
After
getting
information from all local and international
tourists, researcher read all information and
analyzed in 20 pages handwritten transcript.

on
comparing
between local or
international hotels
and to understand
tourists’ opinion for
each hotel.

local decorations.
International
hotels are luxury
and full of good
amenities.

2. To
understand
tourists’ rationale on
choosing
accommodations
and to know the
channel that tourists
know those local or
international hotels
and booking.

Travelers search
and choose local
and international
hotels from the
internet.
They
book the hotel
according
to
preference
and
convenience.

3. To compare the
strengths and
weakness of staying
in either local or
international hotel
brands.

Finding
The researcher read information from all local
and international tourists, analyzed and
summarized them into paragraph. Most
interviewees like the local hotels because they
like local style and the price is cheap.
International hotels are too expensive, although
they can enjoy the luxury amenities. Both local
and international tourists hope to get good
service from the hotel, but some staffs at the
hotels should improve their skill about
communication English. Most interviewees
search for the hotel and book from the internet,
but they still do not know how to get
information about promotion from the hotels.
Some tourists are loyal customer, but someone
might change hotel if they face dissatisfaction
during their stay. Culture is the main factor that
attracts tourists because when tourists travel,
they want to be in touch with natural
atmosphere and local style of living.

4. To know
perspective of
domestic and
international
tourists towards
local or
international hotels.

The hotel that
make travelers
happy and
impress will
attract more
guests, and they
will become
loyal.
Local and
international hotel
brands should
provide good
facilities with
good service. It
can make
travelers feel safe
and impress.

Conclusion

Table 2 Key results
Objectives

Key findings
Local hotels can
1. To study domestic make
tourists
and
international satisfy with local
tourists awareness atmosphere and
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Both local and international tourists have
different perspectives because of factors
influencing behavior. Everyone has different
background, age, lifestyle, culture, beliefs etc.
so, their preferences are different. For
example, tourists who worry about safety will
choose the hotel that is located in the city, not
in the unsafe way. Tourists like the style of
local hotel because they will decorate the
room with local materials such as elephant
model or silk. International hotel is very good
and they can provide luxury amenities to
guests, but can be very expensive. So,
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economy is the one factor that affect tourists’ mind.
Recommendation
Researcher thinks the hotel should launch more
promotion to tourists in order to attract them to be
the guests. There are a lot of channels that the hotels
can promote promotion such as television, social
media, brochure, and billboard etc. International
hotel brands can also attract more tourists by using
local decorations such as silks, or wooden furniture
in order to present about culture of those countries.
Moreover, if the government strictly controls
people’s behavior, price of the products, and
pollutions etc., researcher confidents that number of
tourists will be increased and those countries will
have more income to enhance the economy and
people’s quality of life certainly.
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Abstract
This research aims to achieve the followings: 1) To understand the M-commerce led tourism purchase
behavior of tourists in Bangkok, 2) To uncover the potentials and benefits of business exposure through
M-Commerce by travel related businesses in Bangkok, 3) To understand the influence of mobile
commerce on the Thai tourism industry and 4) To investigate the role of mobile commerce as the main
channel of purchase for the new generation of tourists while traveling. There where ten participants in
total. Seven of which are tourists in Bangkok. Three of whom are experts in the field of study. The
methods of data collection are in-depth interviews and additional observational techniques, and further
analysis of the interview data by codification of the interview transcripts.
The result showed that majority agreed that bookings and payments are done through mobile devices
and are becoming a popular trend among tourists. On the other hand, travel related businesses that
exposes themselves through M-Commerce benefits from boost in sales, increase in accessibility and
capability anticipating pricing techniques. Moreover, the results showed that mobile commerce has a
high level of driving force for the tourism industry. Finally, the research shows that mobile commerce
is becoming the main channel of purchase for the new generation of tourists while traveling. It is highly
recommended that the security of M-Commerce be enhanced since respondents still show signs of trust
issues.
Keywords: Tourism, M-Commerce, Bangkok, Travel, Tourist

Introduction
In this section, the researcher is going to cover
the introductory essences to this research. This
will include the background of the topic,
purpose of the topic, problem of the topic,
research questions, research objectives, scope
of the study, limitations of the study, and
significance
of
the
study.
These
different factors will be clarified thoroughly in
this section.
Background
Mobile and M-Commerce are a fast growing
industry which provides great comfort and fast
purchases. The mobile industry and its
application are continuously being developed
with new advancement features. The
continuous changes have played a major role in
influencing the market trends and method of

final purchases. Therefore even though
research like this has been done in the past it
still has to be updated accordingly with new
and additional methods of research to
effectively come up with a marketing strategy
to best suit each business situation, specifically
the tourism industry.
The researcher has several concrete reasons for
choosing this particular research topic. The
researcher is highly motivated and the
researcher has a high level of interest regarding
mobile tourism because mobile and Mcommerce have been shaping the tourism
industry and suspect the changes of the market
trend will have to be approached with a most
definite change in marketing strategy. The
tourism industry has been influenced highly by
the changes of technology therefore the
researcher would like to conduct an extensive
research regarding this topic for companies
related to the tourism industry, including
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application developers and down to the final
process of purchasing process. The researcher
also thinks that it is a big opportunity to use the
facilities provided to its full potential to gather
up secondary data relevant to the topic.
The researcher also has known links in this
field of business of mobile application
development, which supports the tourism
industry directly, both applications that have
been considered as a native app and
applications still in the developing process to
better suit the mobile users. Being one of the
newer generations, the researcher believes that
it is high time to carry out this research.
The main aim of the study is to know
the current trend of mobile commerce in the
tourism industry in Bangkok to further
determine the marketing and perhaps
contemporary management strategies with the
most updated information; this would make
this research highly valuable to businesses in
this field related both directly and indirectly.
The entire research is broken down into two.
First is to come up with data that businesses in
the field can use to further develop their
company, followed by the acquisition of
essential information which dictates the future
trend of the tourism market.
The problem is that technological advancement
in terms of handheld electronic devices
changes happens at a high rate over a short
period of time therefore research like this must
be done accordingly with updated literature
and secondary data material while conducting
the research itself extensively for accurate
results. Further problem is that M-Commerce
is more likely carried out by minor security
issues appears constantly followed by the
unconfirmed trend of usage of M-Commerce in
Thailand mainly subjective to the tourism
industry.
Research Questions:
RQ 1 - What are the benefits of tourism-related
application (m-commerce) to tourists and other
stakeholders?
RQ 2 - What are the opportunities for travelrelated businesses in Bangkok offering mobile
applications?
RQ 3 - How has mobile commerce influence
the Thai tourism industry?

RQ 4 - Is mobile commerce becoming the main
channel of purchase for the new generation of
tourists?
Research Objectives:
RO 1 - To understand the M-commerce led
tourism purchase behavior of tourists in
Bangkok.
RO 2 - To uncover the potentials and benefits
of business exposure through M-Commerce by
travel related businesses in Bangkok.
RO 3 - To understand the influence of mobile
commerce on the Thai tourism industry.
RO 4 - To investigate the role of mobile
commerce as the main channel of purchase for
the new generation of tourists while traveling.
This study aims to create a platform for new
tourism businesses that want to develop their
own applications to support M-Commerce so
as to boost their revenue. The duration of the
study conducted was from February 5th 2017 to
February 15th 2017 as all primary data are
collected through this period. The study
participants were three experts in the field of
study and seven international tourists on their
visit to Bangkok.
There are some limitations to the research
which the researcher has no control over. Some
interviewees are sensitive towards revealing
in-depth information as some would not like
their names and identities revealed even though
the researcher is deeply committed to keep
information such confidential. Moreover, a
majority of tourist taking part in the interview
are not comfortable of either being recorded or
being photographed.
The significance of this research can be viewed
from many points. The research itself has great
relevance to M-Commerce businesses, tourism
businesses and tourists themselves. The
research is beneficial to the businesses that are
interested in developing an M-Commerce
system as they would see the beneficial
concepts illustrated in this research.
Furthermore the results will also be valued by
members associated with the mobile network
sectors, financial institutes and payment
service providers.
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Literature review
In this section, the research discusses different
concepts and studies compiled in relation to the
research topic. The comparisons and
explanations of the following literatures are
gathered and presented in a written form,
including the underlying theories, relevant
variables in terms of similarities and contrasts,
aim of their study, method of data collections,
sample size and most importantly their key
findings. These are the following literatures
that will be discussed accordingly.
1) Mobile app recommendations: travel
apps
2) An investigation of mobile payment
(m-payment) services in Thailand
3) Tourists’ intention to give permission
via mobile technology in Thailand
4) E-commerce
performance
in
hospitality and tourism
5) Three layers of the electronic
commerce network: challenges for the
developed and developing worlds
A number of studies have reviewed
revealing various aspects of M-Commerce.
The papers above mentioned issues focus on
how the M-Commerce is carried out. They do
not clarify M-Commerce’s probable benefits in
the tourism industry. However, a broader view
of the research has been conducted prior to this
research on the topic of E-Commerce
performance in hospitality and tourism by Hua
(2016). In this paper, the author discusses the
extant of E-Commerce performance in the
hospitality and tourism industry while touching
upon important factors of E-Commerce’s
market environment, organization of the
market environment and the dynamic and
interactive relationship in between. In a study
conducted by Anderson (2016), “Mobile app
recommendations: travel apps”, revealed the
functions of popular applications being used by
tourist globally.
There are applications such as Airbnb,
Google Flights, Trip Advisor, Google
Translate, etc. They discuss the starting point
of the platform of M-Commerce possibly being
implemented in different ways. On the other
hand, Erawan (2016) has addressed the sectors

of mobile technology and its relation to privacy
issues. The paper provides an acceptable
conceptual framework developed by the
“three-sponged approach” to cross validated
the findings of the data being compiled by the
qualitative and quantitative methods, further
revealing the difficulties of restricting or
monitoring privacy issues. Statistics gathered
by the Tourism Authority of Thailand have
also been included while other important
sectors of the tourism industry seem to be left
out.
Phonthanukitithaworn, Sellito and Fong
(2016) have touched upon M-Commerce
services in Thailand with an overall market
group. The determining factors that make people
adopt
M-Commerce
are
compatibility,
subjective norm, perceived trust and perceived
risk. These four factors have also been included
in the conceptual framework developed by
Phonthanukitithaworn et al (2016).
With
a
surprising
result
of
Phonthanukitithaworn et al (2016), there are no
connections of perceived usefulness, perceived
ease of use, and perceived cost to the behavioral
intentions of the users. The author has acquired
these statistics from 529 Thai mobile phone
users along with intercept interview/survey
across eight different locations.
In a study conducted by Singh et al,
“Three layers of the electronic commerce
network: challenges for the developed and
developing worlds”, revealed the concerns and
the challenges that countries might find in
implementing the usage of electronic commerce
in which majority of the respondents of this
research showed similar signs of concern which
represents one of the three layer of Trust,
Commercial
Services, and
Information
Infrastructure.
Regarding all the papers reviewed, the
study conducted by Phonthanukitithaworn et al.,
(2016) is highly interconnected with this
particular research with similar progressive
characteristics.
Research methodology
This section is a detailed description of the
research methodology implemented in order to
conduct this research. The research and the
data analysis methods are further expounded
with figures about collection techniques, a
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research framework model and
development of the checklist questions.

the

Research Method
The method used to obtain feasible data to be
further interpreted for the research is as
follows. This research is a qualitative research
where it is designed to reveal the targeted
groups’ behaviors that drive them to a certain
choice with a thorough technique of acquiring
data and interpretation. The researcher used
face-to-face in-depth interviews involving ten
interviewees, seven of whom are international
tourists and three are acknowledgeable experts
in the field, resulting in a sample size of ten
informants. To further strengthen the finding
the researcher is adopting extra observational
techniques. Some interviews are conducted in
Thai language to allow the interviewees to
express their ideas more comfortably.
The Office of Graduate Studies
provided the researcher with formal letters to
justify the researcher’s enrolment in the
research therefore allowing the researcher to
successfully be permitted to carry out the faceto-face in-depth interviews with the three
experts. The questioned designed prior to the
interview. The researcher personally knows
two of the informants, Asst. Prof. Chanintorn
J. Nukoon who teaches a course that researcher
took as part of his BA at Assumption
University. He is the Dean of the Graduate
School of eLearning. Furthermore Ms.
Sumaitri Nuamto the English Customer
Service Officer of Traveloka is contactable
through a known link of the research. The
interviewees were approached to seek their
participation and approval through e-mails to
confirm the date of each interview. The
interview conducted with Asst. Prof.
Chanintorn J. Nukoon was done on February
8th 2017 at Assumption University’s coffee
lounge and that with Ms. Sumaitri Nuamto was
done on February 15th 2017 in a Library at
Lumphini Park Kaset Nawamin. However, the
interview done on Ms. Sumaitri Nuamto was
done in Thai to create a positive rapport in
order to acquire more information. Mr. Jay
Jhingran the Vice President of Operations of
Compass Hospitality is one of the experts from
the hospitality industry visited Assumption
University on February 9th 2017 to address

student in a class in Huamak campus. The
researcher happened to attend and approached
him and asked him to seek for interview. On
the other hand, the tourists were randomly
selected and formally asked for interviews
(intercept interviews) at Suvarnbhumi Airport.
The researcher chose this place since the
majority of the tourists are not occupied with a
serious task and just waiting for their flight and
are not interrupting with their leisure trip. All
the interviews were conducted in English
however a majority of the tourists are
uncomfortable to be recorded or taken picture
of. The research did not condone any acts of
secretly recording the informants due to ethical
considerations.
The interviews were conducted until the
research reached data saturation. This is to
ensure that the data collected is conclusive and
accurate. When the interviews were completed,
the researcher asked the informants for their
permission to take their picture, asked for their
business card or to sign a data declaration form
as supporting evidence.
Table 1 Data Collection Techniques
Meth
odolo
gy

No. of
intervie
ws and
functio
n

Sampli
ng
frame

Face
to
face
indepth
inter
views
1
Face
to
face
indepth
inter
views
2

7
internat
ional
tourists

Suvarn
abhumi
Airport

3
Experts

Workp
lace or
coffee
lounge
s

Obse
rvati
onal

n/a

Rando
m
frame
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Key
respon
dent
charac
teristic
s
Have a
basic
knowle
dge
regardi
ng MComme
rce
Have
work
experie
nce in
the
field

Mobile
Users

Type

Qu
anti
ty

Short
Notes

30 –
60
min
ute
inte
rvie
w

Voice
Recor
ded
with
additi
onal
photo
graph
ic
evide
nce
Short
Notes

60
min
ute
inte
rvie
w
min
imu
m

n/a
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nique

Source: Created by Author
Table 1 shows the data collection techniques
used in this particular research included all
essential information in terms of methodology,
number of interviews and functions, sample
frame, key respondent characteristics, type of
data recording and finally quantity.

Data Analysis Method
The researcher chose data analysis method of
coding process called “line by line coding”
(coding for each chuck). This method is used
to review all field notes, interview transcripts
and other documents. The researcher assigned
codes to the various statements and answers
provided by the valued interviewees who
contributed to this research as so to highlight
the key response given by the interviewees.
Constant comparisons and thematic
analysis are later used to further strengthen the
data analysis process. The strength and
weaknesses of these types of data analysis
methods are different. First the researcher
started by using a line by line coding technique.
This is to filter the large amount of data
collected and to result with few key words for
each question. Second, the researcher used
constant comparison technique to compare the
coded data of each answer of different
interviewees to conclude their answers into one
understandable result. Finally, the researcher
also adopted the thematic analysis technique in
order to create a clearer illustration of the
answers kindly provided by the interviewees.
Using three techniques in total helps rule out
the weaknesses of each technique and in fact
further strengthens the analysis process for a
precise finding hence the reason for selecting
these three method of analysis.
Findings
Both experts and tourists agreed that MCommerce is a transaction made via mobile
devices which can be through smart phones,
tablets, etc. and that M-Commerce contributes
greatly to tourism or the travel industry in
terms of ease of booking speed of booking and

volume of booking. In addition seeking
information regarding the destination and
accommodation has never been this developed.
Tourists can access and participate in MCommerce by a single touch. A majority of the
tourists and experts carry out M-Commerce
regularly whether it is booking tickets or
carrying out any other transactions. Purchases
of tickets are done differently according to
preference and trust issues. Some individual
prefers to do direct transaction rather than
through M-Commerce while others are
confident that their transactions are safe.
Experts have claimed one benefit of MCommerce is that it drives more business to
one’s business, resulting in an increase in sales.
Mr. Jay Jhingran quoted that “30 to 40 percent
OTA booking is done through mobile.” The
most popular application being accessed by
tourists during travel are Google Maps and
Google Translate alongside with mentions of
Agoda and Expedia. However, major groups of
people still have high doubts in the security of
the application and thus the M-Commerce
system itself. M-Commerce is even quoted by
one of our experts as a double-edged sword
which can be either good or bad as it lacks
security and information in some cases. With the
continuous ever-increasing purchases of mobile
devices, data traffic will be an issue. In addition
the big data that hotel industry make use of
nowadays will grow in size and create
difficulties in the curation process of the big data
to acquire in-sights which in turn may be used by
the hotel or airline industry to strategically set
prices. Every interviewee further agreed upon
the significance of M-Commerce in travel in the
next 5 years and the fact that it will be having a
large role in driving the industry forward.
Observational Data Analysis
The researcher has observed changes in the
years from when mobiles are only capable of
dialing numbers and sending simple text
messages to the booming of M-Commerce.
Back in the days, all transactions were made
upfront. Now-a-days M-Commerce has created
a different platform for all business around the
world especially the tourism industry.
Purchasing tickets and booking hotels can be
done by a simple touch of buttons via mobile
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devices. Mobile devices nowadays are highly
affordable and thus the purchase of the device
continuously increases. This then provides a
great opportunity for them to make use of their
devices and participate in M-Commerce. As
mentioned, application developments to suit
the technological age applications related to the
tourism industry are on the rise. Trip Advisor,
Agoda, Traveloka, Expedia and leading
examples. A majority of them provides MCommerce functionality available for their
customers to make easy access and purchases.
M-Commerce has contributed greatly with no
doubt. However, constant tricks and scams,
considered as cybercrimes are on the rise.
Criminals take advantage of the ease of cashing
in via M-Commerce and trick people into their
trap.

As the interviewees have stated clearly, MCommerce is becoming the driving force of the
tourism industry in terms of electronic
transactions.
-The last aspect is the investigation of the role of
mobile commerce as the main channel of purchase
for the new generation of tourists while traveling.
As tourists carry less and less cash and carrying out
their transactions through their mobile MCommerce is becoming the norm.
Table 2 Key findings
These figures show the key results acquired with
respect to the designed objectives.
OBJECTIVES
1) To
understand the
M-commerce
led tourism
purchase
behavior of
tourists in
Bangkok.

Discussion, Conclusion and
Recommendations
This section provides an in-depth discussion
and concludes the research objectives
mentioned in the previous chapter. The
conclusive results will be shown in the form of
a table while recommendations are based on
the results of the data analysis.
Summary of the Findings
-The first issue to understand the M-Commerce
led tourism purchase behavior of tourist in
Bangkok.
Majority of the tourist agreed that their
purchasing trends have changed over the years
and find that M-Commerce is becoming their
new method of purchase.

2) To uncover
the potentials
and benefits of
business
exposure
through MCommerce by
travel related
businesses in
Bangkok.

-The next aspect is to uncover the potentials
and benefits of the business exposure through
M-Commerce by travel-related businesses in
Bangkok.
An expert from the hotel management line
have confirmed the rise of sales and revenue
where ease, speed and volume of speed is to be
the key point as shown in Table 2.
-Another aspect is to understand the influence
of mobile commerce on the Thai tourism
industry.

3) To
understand the
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KEY RESULTS
 M-Commerce
is
a
very
popular
purchasing
trend
nowadays
 A majority of
bookings and
payments are
done through
mobile devices
 Boost sales
 Anticipate
price setting
techniques
according to
seasonality
 Businesses
exposing
themselves
through
MCommerce
gain
a
competitive
edge.
 Easy
 Fast
 Convenient
 Increase
accessibility


Tourism
industry

in
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influence of
mobile
commerce on
the Thai
tourism
industry.
4) To
investigate the
role of mobile
commerce as
the main
channel of
purchase for
the new
generation of
tourists while
traveling.






Thailand
highly relies
on
MCommerce as a
driving force
M-Commerce
shapes
Has become
one of the main
channel
of
purchase for
the
newer
generations
Some
older
generations
still struggle to
adopt
the
concept

Discussion / Conclusion
Through the extensive research conducted, it
can be concluded that M-Commerce is
becoming a significant drive to the economy. It
has a respectably large contribution in terms of
directing the tourism industry and speeding it
up. The results are conclusive that a majority of
tourists do carry out M-Commerce on a regular
basis both related and unrelated to tourism.
Thus the researcher would conclude that MCommerce is highly beneficial to all industries
and that businesses that expose themselves
through mobile commerce are in line with
customers’ preferences of the period.
Surprisingly, this research has proven to
contradict
with
the
results
of
Phonthanukitithaworn et al. (2016), where the
authors claimed that there are no connections
of perceived usefulness, perceived ease of use,
and perceived cost to the behavioral intentions
of users. In fact, in the tourism industry, the
usefulness, ease, and cost of efficiency of
carrying out M-Commerce are factors that
maintain the popularity of the system in

Thailand specifically. This is achieved by
fulfilling all the following objectives: 1) to
understand the purchasing trend of tourists via
searches through M-Commerce related with
the tourism industry, 2) to uncover the
potentials and benefits of business exposure
through M-Commerce by travel-related
business, 3) to understand the influence of
mobile commerce upon the Thai tourism
industry, and 4) to investigate the role of
mobile commerce as the main channel of
purchase for the new generation of tourists
while traveling.
In spite of all the shine of M-Commerce in
travel, there are major points of concerns to be
discussed. Fixes in security system and
maintenance of the M-Commerce system is a
delicate job. Overlooking this issue might even
compromise the benefits that mobile commerce
may bring to certain businesses.
Recommendations
Recommendations are made according to the
different sectors analyzed in the data analysis
section. The three sectors are the private sector, the
government sector and the consumer sector.
The private sector that still is not provided
should consider M-Commerce to further propel
their business and capability of reaching the new
generation of customers. So private sector should
make the functions on the site or the applications
simple and easy for the older generation of people
to understand easily and therefore can carry out MCommerce through their travel as well. Finally, the
private sector should show the means of identifying
their sites or applications for authentication
purposes as to create trust for the consumers.
The government sector of the IT
department should take charge and improve in
terms of security and help filter information and
fraudulent sites. This is not only for the safety of
consumers in the country but also for tourists from
other countries so that they will not fall into the
wrong hands and leave Thailand with a bad
impression.
Consumer Sector (Both international and
domestic tourists) should be careful during the
selection process to ensure safety and security
over the network of M-Commerce. Consumers
must look for trustworthy sources and do
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extensive research before the first transaction
goes through.

collect sufficient data to make the research
conclusive.

Suggestions for Further Studies
It is suggested by researcher to conduct
research on the following issues: Safety of MCommerce, Online Business and Management
of Big Data.
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Abstract
This research is study about South Korea Tourism Organization popularizing tourism through
Korean Wave in Thailand’s market. Includes finding out Korean Drama/Movies and Pop Music are key
success factors of South Korea Tourism in Thailand and identifying the Korea Tourism Organization’s
management of South Korea tourism through Korean wave as a tourist destination in Thailand’s market.
Moreover, this study also explores the role of Korea Tourist Information Center in Korea for Thai
tourists who visit for Korean drama/movies and Pop music and investigate the promoting activities that
Korea Tourist Information Center in Korea promotes Korean drama/movies and Pop music place for
Thai tourists as well. The study participants are Korea Tourism Organization and Korea Tourist
Information Center officers. This study was conducted in Bangkok, Thailand and Seoul, South Korea
at informant’s workplace on June 2017 with 10 key informants. The research techniques used in this
research is semi-structured interview. The main findings of this research are first, Korean drama/movies
and Korean popular music are one of the key successes factors for South Korea tourism in Thailand’s
market. Korea Tourism Organization mainly focuses on promoting South Korea tourism in Thailand’s
market via Website and also Facebook. Korea Tourism Organization promotes their South Korea
tourism through Korean popular music’s cover dance in Korea tourism festival. Korea Tourist
Information center in Korea provides the information and services for tourists and the role is different
between 2 areas of Myeongdong and Gangnam. In Myeongdong, there are no special activities about
Korean drama/movies and pop music place, but in Gangnam, there is some promoting of Korean wave
through K-Star road, K-Star zone and also medical tour center.
Keywords: Korean wave, South Korea Tourism Organization, South Korea, Tourism.

Introduction
The Korean wave, ”Hallyu” in Korean refers
to a surge in the international visibility of Korean
culture, which began in East Asia in the 1990s and
continuing more recently in the United States, Latin
America, the Middle East, and parts of Europe
(Mark 2009: 1). The Korean wave shows an
unprecedented frame of Korean popular culture by
the Korean media alongside the line with
commercial nationalism. As a result, the Korean
wave is manifested as a regional cultural trend
signifying a triumph of Korean culture (Ju 2007: 3).
In Thailand, Korean wave has influenced
Thai people in every age, and in the research found
that the Korean wave culture gained popularity of
Korean culture among Thai people in many ways
such
as
Korean
people
characteristics,
drama/movies, television, radio (pop music),
92

printing media, and also internet as well
(Pannan 2008: 173). For South Korea tourism
industry, the report found that Thailand is the
fourth rank highest visitors or tourists coming
to Korea, by the highest visitors are from
Japan, Taiwan, and Hongkong respectively
(Korea Tourism Organization 2017: 1).
There have been several studies
conducted about the effects of Korean pop
culture on other countries people and
perception of Korea as a tourist destination
(Kim, Agrusa, Chon, and Cho 2008). Also,
there are many research studies about the
factors affecting other countries intention to
visit Korea (Lee 2015). There are many studies
about Thai people with the effecting from
Korean Pop Culture (Pannan 2008). However,
there has been limited research about studying
South
Korea
Tourism
Organization
popularizing tourism through Korean Wave in
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Thailand’s market. Understanding about the key
success factors of South Korea Tourism that leads
from Korean wave in Thailand’s market can help the
Thai travel businesses to do marketing and also
improve company’s performance on South Korea
tour to satisfy their Thai customer needs. Including
it can help Thai entertainment companies to focus on
the South Korea entertainment which can lead to the
popularity among Thai customers as well.
Furthermore, this finding will benefit marketing
managers who have responsibility in promoting
Korea tour to customers. They could find the result
useful in providing some suggestion about how they
can do business activities with Thai tourists who are
Korean Wave lovers. Not only this research will be
advantageous to the business sectors, it can provide
valuable information and benefits to Thai outbound
tourists or Thai Korean lover customers because
there is some information about Korea and Korean
wave provided by Korea Tourism Organization and
Korean Tourist information center in Korea as well.
Significance
The study on South Korea Tourism
Organization promoting tourism through Korean
wave in Thailand’s market could be highly
significant and will be beneficial to many
stakeholders in many ways. First, to understand
about the key success factors of South Korea
Tourism that stems from Korean wave in Thailand’s
market can help the Thai travel businesses in their
marketing and also improve their company’s
performance on South Korea tours to satisfy their
Thai customer needs. Also, it can help Thai
entertainment companies to focus on the South
Korea entertainment which can lead to its popularity
among Thai customers as well. Especially, there are
many research studies about the factors affecting
other countries intention to visit Korea and also there
are many studies about Thai people affected by the
Korean Pop Culture, but there are no studies about
Korean Tourism Organization’s promoting their
tourism through Korean wave in Thailand’s market.
So, this research could help the Thai travel business
sectors in Tourism industry to respond to their
customer’s needs. Moreover, this finding will
benefit marketing managers who have the
responsibility in promoting Korea tours to customers
and also could find the result useful in providing
some suggestion about how they can do business
activities with Thai tourists who are Korean Wave
lovers. Second, not only will this research be
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advantageous to the business sectors, it can
also provide valuable information and benefits
to Thai outbound tourists or Thai Korean-lover
customers because there is information about
Korea tourism and Korean wave which are
provided by Korea Tourism Organization and
Korean Tourist Information Center in Korea.
Research Objectives
1. To find out Korean Drama/Movies and Pop
Music key success factors of South Korea
Tourism in Thailand.
2. To identify the Korea Tourism
Organization’s management of Korean wave
as a tourist destination in Thailand’s market.
3. To explore the role of Korea Tourist
Information Center in Korea for Thai tourists
who visit for Korean drama/movies and Pop
music.
4. To investigate the promoting activities that
Korea Tourist Information Center in Korea
promotes Korean drama/movies and Pop
music place for Thai tourists.
Literature Review
The Korean wave has undoubtedly had
many positive implications for Korea, such as
improving foreign relations, increasing
tourism and an overall enhancement of
Korea’s image on the international stage (Lee
2011: 89).
Korean Wave usually includes Korean
music, dramas, films and games and is a hot
cultural change and trend especially in Asian
nations nowadays. Korean television drama
has been the one of the most important
initiators for the Korean Wave. Korean wave
trend also has a significant impact on the
Korean economy through exports of its
product and increased tourism (Lee 2015: 7982). The numbers of foreign tourists visit
Korea because of the Korean Wave as cultural
phenomenon results in increased purchase of
the related product. Also, the impact of Korean
Wave is dominant in the tourism and has
played an important role in the steady increase
in foreign tourism in Korea (Yu, Kim and Kim
2012: 398-410).
Korean drama is leading globalization
of Korean pop culture as a form of the Korean
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Wave today. Through the research, it concluded that
Korean star’s major characteristic can be a source of
a fan’s attitude towards Korean television drama.
Korean dramas fans in China believe that Korean
stars are attractive and reliable and those personal
characteristics affect satisfaction. The study also
shows that commitment is a determinant of
satisfaction. Also, it is possible to conclude that the
Korean Wave can boost tourism because satisfied
consumer will select Korea as their tourist attraction
(Lee 2015: 353). Furthermore, there are research
found that Korean TV dramas/movies, and Pop
music are affected to Hongkong people’s preference
to Korean wave and affected to the intention to visit
Korea (Kim, Agrusa, Chon and Cho 2008: 171).
In Thailand, Korean wave has influenced
Thai people every age, and in the research found that
the Korean wave culture is affected to the popularity
of Korean culture among Thai people in many ways
such
as
Korean
people
characteristics,
drama/movies, television, radio (pop music),
printing media, and also internet as well (Pannan
2008: 173). For South Korea tourism industry, the
report found that Thailand is the fourth rank highest
visitors or tourists coming to Korea (Korea Tourism
Organization 2017: 1).
National Tourism Organization (NTOs) is
one type of agency with potentially a significant role
in this regard and also NTOs are official tourism
agencies responsible for marketing and promoting
tourism for the countries they represent. It has been
described as the most powerful travel motivators for
destination. Especially, NTOs plays an important
role in promoting niche tourism as the destination
seeks point of difference in a relatively
undifferentiated mass tourism market as well
(Lovelock 2009: 145).
Ritchie & Crouch (2010) cited Destination
Management includes the activities of destination
management organizations, destination marketing
management, destination policy, planning and
development, human resource development and
environmental management. A distinction is made
between destination management activities
undertaken by the public sector and Destination
Management under-taken by the private sector. The
activities undertaken by the public sector includes
the development of national tourism strategies,
marketing by the NTO, national and regional
manpower programs, environmental protection
legislation, etc (Dwyer 2010: 379).
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In Korea, Korea Tourism Organization
is one of the National Tourism Organization in
Korea, it has been focusing its efforts on
developing tourism technology as well as
combining Hallyu (the ‘Korean Wave’) and
the tourism industry through Hallyu
marketing. By developing Hallyu tourism and
other areas where international audiences have
already shown interest, the KTO hopes not
only to stimulate the Korean tour industry, but
also further share Korea’s culture with the
world (Korea Tourism Organization 2017: 1).
Korea Tourism Organization works with three
channels, webpage, social networking sites,
and smart phone application. These three
channels enable the tourists to get webpage’s
detail information briefly from Social
networking sites and smart phone application.
It provides the informaiton of tourist
destination, accommodations, festivals in
Korea, etc. Moreover, in the website
promoting by Korea Tourism Organization,
there is the news and introduction of Korean
wave included as well (Koo, Shin, Kim, Kim,
Chung 2013: 3-4).
Tourist Information Center (TIC)
provides a wide range of useful information
and services to tourists visiting Korea
regarding
Korean
tourist
attractions,
accommodations, food, and more in Korean,
English, Japanese, and Chinese language.
Moreover, there are tour-related brochures,
such as travel guide books and maps are
provided for free and other facilities are put in
place for the convenience of all visiting
tourists (Korea Tourism Organization 2017:
1).

Conceptual Framework
Korean Wave usually includes Korean
music, dramas, films and games and is a hot
cultural change and trend especially in Asian
nations nowadays. Korean television drama
has been the one of the most important
initiators for the Korean Wave. Korean wave
trend also has a significant impact on
increased tourism (Lee 2015: 79-82).
Korea Tourism Organization in many
countries around the world has been focusing
on developing tourism technology as well as
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combining Hallyu (the ‘Korean Wave’) and the
tourism industry through Hallyu marketing. By
developing Hallyu tourism and other areas where
international audiences have already shown interest
(Korea Tourism Organization 2017: 1). Moreover,
Korea Tourism Organization works with three
channels, webpage, social networking sites, and
smart phone application. These three channels
enable the
tourists to get webpage’s detail
information briefly from Social networking sites and
smart phone application. It provides the informaiton
of tourist destination, accommodations, festivals in
Korea, etc. In the website promoting by Korea
Tourism Organization, there is the news and
introduction of Korean wave included as well (Koo,
Shin, Kim, Kim, Chung 2013: 3-4).
Tourist Information Center (TIC) provides a
wide range of useful information and services to
tourists visiting Korea regarding Korean tourist
attractions, accommodations, food, and more in
Korean, English, Japanese, and Chinese language.
Furthermore, there are tour-related brochures, such
as travel guide books and maps are provided free of
charge and other subsidiary facilities are put in place
for the convenience of all visiting tourists (Korea
Tourism Organization 2017: 1).

Figure 1 Conceptual Framework
Source :
This conceptual framework is adapted
from Pannan, P. (2008). Korean Entertainment
Media and The Appreciation of Korean Culture
Among Thai Adolescents. Retrieved from
http://research.krirk.ac.th/images/researchs/2013_0
7/35/usrfile_945867_190705.pdf_2017, May 23.
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Research Methodology
The research technique to be used in
this research is semi-structured interviews
which are face to face in-depth interviews. For
the face to face in-depth interviews, the
research interviewed with 10 informants from
Korea Tourism organization in Bangkok,
Thailand and also from Korea Tourist
Information Center in Seoul, South Korea.
Semi-structured interviews were used
for this study because more questions could be
used in addition to the ones already set, in
order to have clearer answers from the
interviewees. Also, this can be applied or
adapted in the situations when interviewees
talk in excitement or have no idea about the
topic. They can be flexible and encourage
interviewees discuss deeper the topic when it’s
not straight to the point. Also, interviewers and
interviewees can talk freely to create a friendly
atmosphere. Hence, the researcher finds this
technique suitable to the research.
The respondents are from Korea
Tourism Organization in Bangkok, Thailand
and from the Korea Tourist Information
Center in Seoul, South Korea. Samples to be
selected are employees who work in Korea
Tourism Organization and Korean Tourist
Information Center. The first group was
selected from officers who work with the
Korean Tourism Organization in Bangkok,
Thailand. Presenting the Graduate School of
Business letter from Assumption University, it
included introducing and also informing them
about the research. The second group was
selected from the employees of Korea Tourist
Information Center in Seoul, South Korea.
The Research commenced with the researcher
presenting the letter of intent from the
Graduate School of Business, Assumption
University providing all information and the
research as well. After getting the permission,
the interviews were conducted on June 2017.
The interviews which were conducted for 30
minutes for each respondent used the Thai
language for respondents from Korea Tourism
Organization in Bangkok, Thailand and
English language for respondents from the
Korea Tourist Information Center in Seoul,
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South Korea. The interviews were conducted at the
Korea Tourism Organization in Bangkok branch,
Thailand, and Korea Tourist Information Center in
Myeongdong and Gangnam Branches, Seoul, South
Korea. All respondents cooperated well with the
researcher during the interview.
This study uses constant comparison for
analyzing the data by comparing the data with the
others and see whether the data was collected in the
same ways or different groups coded in the same
category. So, after coding, the data has emerged, it
will get the key point of each category. The final step
is using the result to compare them with the literature
review from previous studies.
This study has 15 people as target informants.
However, after the interview, it reached data
saturation hence, only 10 participants’ interview was
used.
Data Analysis
Korean Drama/Movies and Pop Music are key
success factors of South Korea Tourism in
Thailand.
Korean drama/movies and Korean popular
music are one of the key success factors of South
Korea tourism in Thailand’s market. Moreover, even
though Korean wave in Thailand has been
popularized many years ago, it is still popular until
now and gains a lot of attention because there are
many new famous bands from time to time. Besides,
there are Thai tourists asking for the information
about Korean drama and Korean popular music as
they would like to visit the place such as drama
shooting place and also attend the Korean Popular
Music concert. Furthermore, the response from Thai
tourists to promotions of South Korea Tourism
through Korean wave is good because it gains a lot
of attention especially when it is promoted through
the Korean Popular music’s cover dance during the
Korea tourism festival in Thailand. Also, it received
good response from the Korean wave souvenirs
provided. From the result, all of these factors can
attract Thai tourists to visit South Korea and make
Korean drama/movies and Korean popular music
one of the key successes factors for South Korea
tourism in Thailand’s market.
Korea Tourism Organization’s management of
Korean wave as a tourist destination in
Thailand’s market.
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Korea Tourism Organization mainly
focuses on promoting South Korea tourism in
Thailand’s market via Website and also
Facebook. Korea Tourism Organization
promotes their South Korea tourism through
Korean popular music’s cover dance in Korea
tourism festival in Thailand. Moreover, it
provided the brochures for promoting their
drama shooting places such as Goblin,
Descendants of the sun in Thai language for
Thai tourists. Besides, because of Korean
wave, there are many Thai tourists who now
come to visit Korea. The cover dance that was
included in the event was popular. The gifts
that represent Korean pop music singers gain
a lot of attention. So, promoting South Korea
Tourism through Korean wave makes South
Korea to be one of the tourist destinations in
Thailand. Furthermore, most of Thai tourists
ask for the drama, broadcasting station, music
agency companies and some restaurants which
the Korean pop singers go to or own
themselves. Korea Tourism Organization
helps Thai tourists by giving suggestions and
tips on how to get to the said shooting places,
and some of Thai tourists would even send the
picture via Facebook, so Korea Tourism
Organization will finds the place for them and
give them tips on the easiest and fastest way to
reach those places.

The role of Korea Tourist Information
Center in Korea for Thai tourists who visit
for Korean drama/movies and Pop music.
Korea Tourist Information Center
provides the information and services for
tourists. There are 3 languages speaker
including English, Chinese and Japanese for
servicing tourists. The Center provides
interpreters for English, Chinese and Japanese
speaking tourists. Furthermore, Korea Tourist
Information Center’s role is different between
their 2 branches situated in Myeongdong and
Gangnam. In Myeongdong, there are no
special activities about Korean drama/movies
and pop music place, but in Gangnam, there is
K-Star road, K-Star zone and also medical tour
center. In Myeongdong, normally Thai tourists
come asking for the tourist attractions and
restaurants around there. While, Gangnam,
Thai tourists also ask for the tourist attractions,
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however, what they are looking for are places /
restaurants where they can to follow or see their
favorite artists. Also, Thai tourists who come to
Gangnam want to take pictures with K-Star road, KStar zone and buy souvenirs (Gangnamdol). The
Korea Tourist Information Center helps Thai tourists
to find the place and gives directions on how to go
there by providing brochures about K-wave as well.
This is much unlike in Myeongdong, where,
normally, there is no information about Korean
wave. However, one can find this information in the
internet. The Korea Tourist Information Center will
help to find how to go there, and then translate into
3 languages, English, Chinese and Japanese for
tourists. Moreover, in Gangnam, it has brochure
about K-Star road. So, The Korea Tourist
Information Center provided brochure for free and
has a lot of information about K-wave as well.
The promoting activities that Korea Tourist
Information Center in Korea conducts to
promote Korean drama/movies and Pop music
place for Thai tourists.
For Korea Tourist Information Center in
Korea, the activities of promoting Korean
drama/movies and pop music place for Thai tourists
who come to visit the location is different between 2
Myeongdong and Gangnam. In Myeongdong, there
is only the life-sized picture/ standee of the actors,
actresses / singers for attracting tourists. There are
also pictures of celebrities who come around the area
occasionally. However, in Gangnam, there is the KStar road including Gangnamdol, which are art toys
representing each Korean popular music’s bands
with corresponding miniature sizes which are sold to
tourists as souvenirs. Moreover, it has K-Star zone
that has costumes of the famous Korean drama, the
drama sets where tourists can take pictures and also
experience/hear the voice of their favorite stars. For
the response from Thai tourists regarding their visit
to the Korean drama/movies and Pop music
locations, in Myeongdong, Korea Tourist
Information Center does not know that much about
it since most Thai tourists ask for shopping centers
more than Korean wave. However, for Gangnam, it
received good response because it can see that Thai
tourists come to visit purposely to take their pictures
in K-Star zone and enjoying it. In the future, in
Myeongdong Branch will promote more outside of
Seoul for drama shooting place and also promote
more on Korean wave. On the other hand, Gangnam
Branch, it will continue to promote the Korean wave
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on Gangnam City as a Korean wave road. Also,
the 2nd floor of Korea Tourist Information
Center is a K-Star zone, which is now under
construction, where they will focus their
promotion and which would be great for the
tourists in the future.
Discussion, Conclusion, and
Recommendations
The summary of the findings shows
that Korean drama/movies and Korean
popular music are one of the key success
factors for South Korea tourism in Thailand’s
market. Even though Korean wave in Thailand
has been popularized many years ago, it is still
popular until now. There are Thai tourists who
ask for the information about Korean drama
and Korean popular music as they would like
to visit the different places in Korea such as
drama shooting places and also to attend the
Korean Popular Music concert. The response
from Thai tourists to the promotions made by
South Korea Tourism through Korean wave is
good especially when the promotion is
through the Korean Popular music’s cover
dance in Korea tourism festival in Thailand.
The Korea Tourism Organization
mainly focuses on promoting South Korea
tourism in Thailand’s market via Website and
also Facebook through Korean popular
music’s cover dance in Korea tourism festival.
Moreover, it has produced brochures to
promote the shooting locations of Korean
dramas such as Goblin, Descendants of the
sun, in Thai language for Thai tourists.
The Korea Tourist Information Center
in Korea provides the information and services
for tourists. The Center is equipped with
interpreters for 3 languages, namely, English,
Chinese and Japanese. The role is different
between the 2 branches located in
Myeongdong and Gangnam. In Myeongdong,
there are no special activities about Korean
drama/movies and pop music place, but in
Gangnam, there is K-Star road, K-Star zone
and also medical tour center. Korea Tourist
Information Center have included the places,
restaurants,
music
companies
and
broadcasting station information in the
brochures provided for Thai tourists.
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The promotion activities for Korean
drama/movies and pop music place for Thai tourists
who come to visit the locations conducted by Korea
Tourist Information Center are different between the
2 branches as well. In Myeongdong, there are only
the life-sized pictures of the drama actors, actresses
/ singers for attracting tourists, and of other
celebrities who come around the area occasionally.
However, in Gangnam, there is the K-Star road
including Gangnamdol, which are art toys
representing each Korean popular music’s bands, KStar zone that have big TV screens which presents
KPOP, costumes used in of the famous dramas, the
drama sets where tourists can take pictures and also
experience the voice of their favorite stars. They
also sell souvenirs of small Gangnamdol figures to
tourists.
The Korean wave has undoubtedly had many
positive implications for Korea, such as improving
foreign relations, increasing tourism and an overall
enhancement of Korea’s image on the international
stage (Lee 2011: 89). Furthermore, there are
researches that show Korean TV dramas/movies,
and Pop music has affected Hongkong people’s
preference for Korean wave and which affected their
intention to visit Korea (Kim, Agrusa, Chon and Cho
2008: 171).
In Thailand, the Korean wave has influenced
the Thai people in every age, and in the research
found out that the Korean wave culture has affected
the popularity of Korean culture among Thai people
in many ways such as Korean people characteristics,
drama/movies, television, radio (pop music), print
media, and also internet (Pannan 2008: 173). For
South Korea tourism industry, the report found that
Thailand is ranked fourth in the highest number of
visitors or tourists coming to Korea (Korea Tourism
Organization 2017: 1).
As the result shows that Korean
drama/movies and Korean popular music are one of
the key successes factors for South Korea tourism in
Thailand’s market. Even though Korean wave in
Thailand has been popularized many years ago, it is
still popular until now. Also, there are Thai tourists
who ask for the information about Korean drama and
Korean popular music as they would like to visit the
different places in Korea, such as drama shooting
places and also attend the Korean Popular Music
concert. The response from Thai tourists to
promotions made by the South Korea Tourism
through Korean wave is good when this is promoted
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through Korean Popular music’s cover dance
in Korea tourism festival in Thailand.
In Korea, the Korea Tourism
Organization has been focusing its efforts on
developing tourism technology as well as
combining Hallyu (the ‘Korean Wave’) and
the tourism industry through Hallyu marketing
(Korea Tourism Organization 2017: 1). Korea
Tourism Organization works with three
channels, webpage, social networking sites,
and smart phone application. These three
channels enable the tourists to get webpage’s
detailed information briefly from Social
networking sites
and smart
phone
applications. It provides the information on
tourist
destinations,
accommodations,
festivals in Korea, etc. Moreover, in the
website promoted by Korea Tourism
Organization, there is the news and
introduction of Korean wave included (Koo,
Shin, Kim, Kim, Chung 2013: 3-4).
The result shows that Korea Tourism
Organization mainly focuses on promoting
South Korea tourism in Thailand’s market via
Website and also Facebook. Korea Tourism
Organization promotes their South Korea
tourism through Korean popular music’s cover
dance in Korea tourism festival. Also, it has
the brochure for promoting drama shooting
place such as Goblin, Descendants of the sun
for Thai tourists.
Tourist Information Center (TIC)
provides a wide range of useful information
and services to tourists visiting Korea
regarding
Korean
tourist
attractions,
accommodations, food, and more in Korean,
English, Japanese, and Chinese languages.
Moreover, there are tour-related brochures,
such as travel guide books and maps which are
provided free of charge and other subsidiary
facilities which are put in place for the
convenience of all visiting tourists (Korea
Tourism Organization 2017: 1).
This finding is also related, as the result
shows, that Korea Tourist Information center
in Korea provides the information and services
for tourists. There are interpreters for 3
languages, namely, English, Chinese and
Japanese. However, the role is different
between 2 areas of Myeongdong and
Gangnam branch. In Myeongdong, there are
no special activities about Korean
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drama/movies and pop music place. On the other
hand, in Gangnam, there is K-Star road, K-Star zone
and also medical tour center. Korea Tourist
Information Center has the places, restaurants,
music companies and broadcasting station
information in a brochure provided for Thai tourists.
Moreover, Korea Tourist Information Center has the
activities of promoting Korean drama/movies and
pop music place for Thai tourists, and it is different
between 2 areas. In Myeongdong, there are only lifesized pictures of the actors, actresses / singers for
attracting tourists and also some pictures of
celebrities who come around the area occasionally.
While, Gangnam has the K-Star road, including
Gangnamdol, which are art toys representing each
Korean popular music’s bands, K-Star zone also
have big TV screens which presents KPOP,
costumes used by actors of the famous dramas, the
drama sets where tourists can take pictures and also
experience the voice of their favorite stars, and they
also sell souvenirs of small Gangnamdol figures to
tourists.
Business Sector
 New tour package about Korean wave for
South Korea tourism in Thailand’s market
From the results, it shows that Korean
drama/movies and Korean popular music are one of
the key success factors for South Korea tourism in
Thailand’s market. Even though Korean wave in
Thailand has been popularized many years ago, it is
still popular until now. Nowadays there are many
South Korea tour packages, but only a few number
of South Korea tour packages about Korean wave. If
the tourism companies pay attention more about
Korean wave and include it in their South Korea tour
programs, it would be advantageous and beneficial
to the tourism company to increase more sales and
attract new market. As sometimes, normal tour
packages for South Korea are quite the same
wherein tourists are taken to the same places, and
visit the same shops, which makes tourists feel
bored. In this regard, this tour package about Korean
wave will be more interesting and attract to the new
market Korean lovers as well.


More activities about South Korea tourism
through Korean Wave in Thailand’s
market
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According to the results, Korea
Tourism Organization promotes the South
Korea tourism through Korean wave by
Korean Popular Music’s cover dance and also
has some brochures about the drama shooting
place. So, it could add more activities to attract
more tourists to go to Korea. For example,
inviting Korean stars to promote the new
destination. So, if there is any new place
outside Seoul, it could be difficult for Thai
tourists to find out the place. This can help the
business sectors and South Korea tourism to
attract more tourists to go off the beaten track
in South Korea. It could help to stimulate the
economies in other areas as well.
Consumer Sector

Increase more attention to Korea
Tourism Organization and also
Korea Tourist Information Center
Based on the results, it shows that
Korea Tourism Organization and also Korean
Tourist Information Center has a lot of
activities and information provided to tourists
which includes assistance to 3 different
languages speaking tourists. It would be
valuable information for tourists who come to
travel to Korea and visit the place because
there are activities such as K-Star road which
has Gangnamdol, K-Star zone where one can
try on the famous drama costumes used by
actors and take picture in the drama set as well.
Tourists can experience many things about
Korean wave and they also can ask for more
information which sometimes, the information
that tourists get from the internet will not
update as the Korea Tourism Organization and
also Korea Tourist Information Center. So, if
tourists have time and would like to get an
update or valuable information, they can visit
these places.
Future Research
This study focuses on the general point
of Korea Tourism Organization in Thailand
and Korea Tourist Information Center in
Korea perspective because there are limited
researches about it. To gain better
understanding
about
Korea
Tourism
Organization, future research needs to be
conducted in different countries to see the
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different of South Korean Tourism popularizing
through Korean wave in each counties. Moreover,
the Korea Tourism Organization has over 30
branches with 17 countries around the world as well
(Korea Tourism Organization 2017: 1). So, it would
be great if the research conducted in different
countries.
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FAMILIAL KINSHIP
A PRECURSOR TO SERVICE QUALITY IN THE FILIPINO HOSPITALITY
SETTING
Margret M. Inocencio
Assumption University of Thailand
ABSTRACT
The researcher aims to explore the existence of familial kinship in the hospitality workplace
setting as a precursor to service quality and develop a Human Resources Management model. Extensive
literature has been examined in the course of the study establishing linkages for the research purpose.
Familial kinship when utilized as a leverage for extending quality service in the hospitality setting would
foster and strengthen internal work camaraderie with a practical HRM Model in place. The said study
would provide a benchmark for other hotel management organizations in the Philippines to improve
their daily operations whilst maintaining the cultural identity of the Filipino.
Introduction
CNN Philippines has featured The Department
of Tourism of the Philippines’ 2017 campaign
aptly titled “Anak,” which means child in the
Tagalog language. In the aforementioned
article, Department of Tourism, Secretary
Wanda Teo further elaborates that the focus
would be on the traits of the Filipino among
which is their innate warmth and hospitality
answering the question “Why is it more Fun in
the Philippines?” The gear shift in the campaign
was following a conversation with United
Nations World Tourism Organization Secretary
General Taleb D. Rifai. (Montano, 2017)
Additionally, the Philippines’ Department of
Tourism further encapsulates the character of a
Filipino being a harmonious blend among
Eastern and Western influences as featured on
their official page:
"The bayanihan or spirit of kinship and
camaraderie that Filipinos are famous for
is said to be taken from Malay forefathers.
The close family relations are said to have
been inherited from the Chinese. The
piousness comes from the Spaniards who
introduced Christianity in the 16th century.
Hospitality is a common denominator in the
Filipino character and this is what
distinguishes the Filipino. Filipinos are
11

(2009). Retrieved March 06, 2017, from
http://www.tourism.gov.ph/SitePages/People.aspx.

probably one of the few, if not the only,
English-proficient Oriental people today.
Pilipino is the official national language,
with English considered as the country's
unofficial one."11
Establishing the innate hospitable character of
the Filipinos, the researcher desires to study an
international hospitality brand which has
garnered numerous awards and accolades for
their service, among which is the bagging the
top spot for Service Excellence in Southeast
Asia for their hotel chain. The researcher
particularly chose XYZ Hotel, a 5-star luxury
brand situated at the Philippines' capital, Metro
Manila. XYZ Hotel has opened its doors last
2009 with 342 guest rooms and has recently
expanded another Wing adding 228 to its total
inventory of 570 rooms. The hotel has
consistently dominated the top 10 ranking in
Tripadvisor to date for hotels in the city.
The researcher aims to prove the hypotheses
that familial kinship existent in the Filipino
workplace is a precursor to achieving service
quality. While it has been studied that the
family as a social unit could be applicable in the
execution
of
hospitality
management
operations in enhancing teamwork and overall
customer satisfaction. (Ingram, 2005) This
establishes the linkage of family to hospitality
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which the researcher would further wish to
explore in relation to the specifics of exploring
its applicability. In the hospitality industry, this
paper establishes the managers and employees
operating in the same department, having
intimate social interaction which is linked to job
satisfaction. The close working environment
has a nurturing familial support system where
the managers acts as parents to their employees,
mentoring them to progress and fostering
mutual loyalty and respect (Ingram, 2005).

(Davidson, M. C. G., 2003). There is a certain
need however to blend an integrate all these
together in order to build an organizational
climate, a culture where all employees would
be in synergy towards the common goal of the
organization. The said study conducted by
Davidson, further supports the researchers'
assertion that having an organizational culture
such as familial kinship would strengthen and
foster
cohesiveness
and
propel
the
organization's human capital to its fullest
potential.

Relative to abovementioned, tourists
are now inclined towards purchasing the
experience. In a book authored by Berndt
Schmitt, the decision to purchase is more
influenced by the ‘experiential view’ of the
customer rather than the norm in promoting all
types of products (Schmitt, 2011).

Figure 3. The relationship between organizational

culture and climate, service quality and customer
satisfaction, and organizational performance
(Davidson, 2003).

Hospitality and Family
Modern hospitality operators have a
common ground where the long working hours
and proximity cater a rapport between the
management and subordinates (Ingram, 2005).
Several would associate this intimate social
working relationship to work engagement. This
solid and nurturing familial support unit among
management and line staff is integral in the
hospitality service industry. With the nature of
hospitality industry as a service provider
(Ingram, 2005).

The research would be invaluable in
establishing the linkages in cultural family
values with the daily hospitality operations in
the Filipino workplace setting. Being an ever
growing and fast paced environment, the
hospitality management companies would then
be able to adapt and fine tune their human
resources initiatives to further enhance and
strengthen guest engagement. Thus, increasing
profitability and strategic brand sustainability.
Customers being more discerning with the
advent of travel review sites such as
Tripadvisor and even word of mouth, it is
critical to enable hospitality organizations to
have a benchmark in ensuring consistent,
effective and enduring guest engagement.

The gearshift on hospitality providers
to focus on discerning customer experiences
has paved the way to implementation of
strategic brand management fostering loyalty.
A conceptual framework was conceptualized
ensuring both "effective and efficient brand
equity strategies through the synthesis of
customers’ direct and indirect experiences."
(Xu, J. B., & Chan, A., 2010).
The present organizational structure of
the hospitality management companies have
sophisticated defined layers to its multi-faceted
roles required in successfully and effectively
fulfilling its daily operational demands. The
dynamic and fluid nature of this industry has
paved the way for defined structures such as
learning and development, standard operating
procedures, resource management, service
quality, customer satisfaction, and performance

The study has significance in
unraveling the complexities in human resources
management in hospitality operations in
fulfilling the above need in line with the
changing times.
In particular, a deeper
understanding on how the Filipino workforce
cultural psyche operates with the familial
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relatedness ever present in daily work life.
Uncovering the key to the success of XYZ
Hotel would enable future hotel management
organizations to follow suit on their model on
how human resources, employee engagement
and guest engagement works in synergy as a
result of familial kinship.
1. Research
Questions

Goal,

Objectives

Hospitality Management
The journal article “Triad Theory of
managerial leadership, employee brandbuilding behavior and guest images of luxury
hotel brands," contributes and strengthens the
research topic in connection with the
relationships within a service organization
particularly its employees and clients.
Although this academic paper studied the
managerial leadership support in relation to
employees performance which leads to
customers’ brand image perception, this does
not cover the human resources initiative
element which the researcher wishes to explore
which is in the heart of the organization (Xie,
L. et al., 2016). This journal article has already
established in depth the interrelatedness
between employees and brand images in the
luxury hotel setting. The researcher would then
further explore the guest engagement in relation
to the said study.

and

The researcher aims to study whether
familial kinship in the Filipino workplace
setting is a key success factor in service
excellence in the hospitality industry.
In order to achieve these goals, the
following five objectives are proposed:
1) Identify the verbiage commonly utilized to
establish familial kinship in the
organization
2) Identify various service touchpoints and
approaches utilizing familial kinship
3) Identify how management sustains a
continuous relationship with employees
through familial kinship
4) Identify how employees sustain a
continuous relationship with guests
through familial kinship
5) Develop a human resources employee
engagement model suitable for Filipino
hospitality operations

"I make Great First Impressions" is one
among many service values that the XYZ Hotel
abide by to uphold their set standards.
Employees situated at the front of the house,
such as receptionists, guest relations and
concierge are well versed and trained on
interacting with guests appropriately being
accessible yet remaining unobtrusive. Aside
from their main roles and tasks required to
perform their daily duties, an "emotional
labour" is required where frontliners sell the
facade of either a mental or emotional state
(Hochschild, 1983). Various organizations
tend to fall captive to the belief that the
customer is always right which inadvertently
pressures the employees to suppress their
genuine response of emotional labour (Wynne,
1993). Emotional intelligence plays an integral
role for frontliners managing the guest's
perception whilst maintaining a consistently
accommodating demeanor regardless of the
situation, be it positive or otherwise.
Furthermore, hospitality managers are tasked to
innovate and be creative in optimizing their
employees' emotional intelligence level.
Defined procedures and management initiatives
ought to identify learning needs as well as
fostering further development of emotional
labor enhancing overall guest satisfaction
(Kim, T. (., Yoo, J. J., Lee, G., & Kim, J., 2012).

The above objectives will be explored
through a mixed methodology. The main
questions that will be answered through this
research are:
1) What are the various verbiages utilized to
establish familial kinship in the
organization?
2) What are the various service touchpoints
and approaches utilizing familial kinship
3) How does management sustain a
continuous relationship with employees
through familial kinship?
4) How do employees sustain a continuous
relationship with guests through familial
kinship?
5) What human resources engagement model
could be formulated to best suit hospitality
operations?
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The hospitality sector has shifted to
becoming an experience industry from simply
being service industry (Gilmore & Pine, 2002).
In a recent study, brand experiences scales have
been developed to enhance brand management
initiatives (Rahman, 2017). The said scale
fosters a deeper understanding in elevating the
hotel experience where management could
leverage
on
developing
worthwhile
experiences.

A Description of the Procedure
1.1. A description
framework

of

the

conceptual

The proposed preliminary framework
was derived from two studies, first was with the
premise in the model that in a learning
orientation allows organizations to formulate
sound business practices distinctively yet and
complementary to influence market orientation.
The framework establishes that market
orientation is part and parcel of behavioral
orientation in the organization. This cements
the premise that, market orientation is "at once
a set of norms and values and simultaneously a
set of behaviors and activities" (Mavondo, et,
al. 2005). The paper further establishes that
innovation in the organization comprise the
translation of knowledge into products, services
or managerial initiatives.
The abovementioned study results
imply that a market orientation is an integral
precedent to product, process innovation and
administrative improvement. The significance
of the result of the study establishes the positive
interrelationship between market orientation
and process innovation which in turn
establishes the harmonizing connection
between human resource practices

Further evidence gathered in the
extensive study on the psyche and dynamics of
the workforce, recommended a deeper analysis
on the proven disparity in the thinking and
behavior of hospitality workers across different
generations. These generational differences
impact different facets of work in the
hospitality setting (Lub, X., Bijvank, M. N.,
Bal, P. M., Blomme, R., & Schalk, R., 2012).
The aforementioned research has resulted on
the
concept
of
having
a
"psychological contract" which paves an
avenue for an even deeper perceptive on how
employees various generations interact
diversely or alike within their organizations.
Such binding psyche could be contributory to
the premise on familial kinship and the
dynamics in the angle of generational
differences the hospitality workplace setting.
It has been concluded previous
research that the employees' psychological
resources ought to be tapped in line with the
proper execution of learning and development
programs, empowerment, as well as affirmation
and perks contributing to the employees'
psychological capital to enhance their work
engagement in the hospitality industry. It is
integral to develop trust through having an open
line of communication easily accessible
whenever for enhanced employee retention and
in maximizing the human capital potential.
(Karatepe, O. M. & Karadas, G., 2015). In
relation, having an understanding on the
existence of familial kinship in the Filipino
hospitality workplace setting indeed has
potential significance in maximizing the human
resources capital in the hospitality setting.

Figure 4 HRM quality function deployment,
inputs and outputs in Organizational Culture of
hospitality operations
and
operational productivity, marketing
effectiveness and its significant association
with financial performance.
The
above
framework models recognize human resource
initiatives at the core in maximizing the
organization's full potential. To supplement,
emphasis is given on the organizational culture
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where human resources initiatives are
purposefully designed to with the intent on
achieving customer satisfaction where "Quality
Function
Deployment
process
allows
organizations to tailor fit to the desired
outcomes accordingly. (Crick & Spencer,
2011).

1.1. Analytical technique and research design
The research would utilize a mixed
method approach to conducting the study with
both quantitative and qualitative methods. In
the article entitled "Development of a scale to
measure hotel brand experiences" written by
Imran Khan Zillur Rahman, he outlines a range
identifying brand experience touch points in
hotels. Employing the snowball sampling
method, an open ended survey was conducted
ensuring the participants were representative of
various demographics in order to generate and
isolate each facet affecting the brand
experience in hotels. The rigors of the said
study provides the researcher a scale to follow
as an outline on the survey to be conducted for
the study. The said scale has proven its
reliability after testing across samples which
ensures accuracy and is instrumental in
evaluating hotel brand experiences on multi
levels. (Khan, I., & Rahman, Z., 2017).

Lastly, the journal article entitled
“Insights into emotional contagion and its
effects at the hotel front desk” utilized a similar
conceptual framework which would be highly
useful to the study as it is similarly studies the
employees’ mood, in relation to customer
moods as well as the overall customer
satisfaction (Ustrov, Y., et. al. 2016). The
purpose of the said paper was to study the
emotional contagion framework and tested a
refined model applying it to the hospitality
industry with the focus specifically on hotel
receptionists and the relation to their guest
interactions. Its usefulness and applicability in
the current study correlates with the
researchers’ current chosen topic.
The
researcher would have a framework to base on
which would enable to explore further to have
a more systematic approach in conducting the
said study.

Crouch and Louviere's study, "A New
Psychographic segmentation Method using
Jungian MBTI Variables in the Tourism
Industry" likewise strengthens the significance
of the research that it is imperative to have a
critical understanding of tourists and their
impetus to travel.
The study conducted
provided depth and delved into the tourists'
psyche in relation to external situational
encounters. Particularly of value would be the
psychographic segmentation with the premise
that values precede motives, attitudes and
behavior which in turn be predictive of tourists'
behavior. Utilizing the hypothesized factors
outlined in the study clustered motives as
variables in the survey.
Further
recommendation was testing and formulating
an outlined tourist behavior catalogue for each
segment (Crouch, G. I., & Louviere, J. J, 2001).
This would allow the researcher to have more
directed approach best fitting to the study in
establishing the significance of family
relatedness on various levels in the hospitality
industry.

Exploring the dynamics of internal
service chains in the hospitality industry is
crucial in addressing its daily operational needs.
Internal and external customers vary in terms of
their
expectations.

Figure 5. Internal Service Chains (Paraskevas,
2001).
Internal service encounters vary from
external service encounters such as front and
back of the house interactions (Paraskevas,
2001). Understanding the dynamics of the
internal service chain would likewise be
integral in the said study.
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Figure 6 Illustration of Research Procedure
The researcher would conduct an
observational method in assessing the guest
interactions `with the frontliners. A prior
academic paper written by Edwin N. Torres
entitled "Guest interactions and the formation
of memorable experiences: an ethnography"
written for the International Journal of
Contemporary Hospitality Management is the
researchers' benchmark in conducting the
observational method. The researcher chose
this paper as an ethnographic approach was
utilized in assessing a tour group in exploring
customer interaction in relation to the overall
guest experience (Torres, E. N., 2016). The
covert approach utilized in observation would
allow the researcher to likewise follow the
similar steps used in studying the social
interactions of the various levels in
management as well as guests in the hospitality
industry. This ensures gathering of naturally
uninhibited behavior and reactions on the
natural setting without influence as the
researcher may have previous relationships
with previous colleagues or acquaintances
being a hotelier.

advantageous in proving theories, and
discovering pertinent variables for the study
employing tested statistical procedures. To
supplement, the study likewise utilized
exploratory factor analysis (EFA) testing the
construct validity which allows the researcher
to methodically classify and segregate
correlated variables. Similarly, the researcher
wishes to study the relationship on various
levels of management in the Filipino hospitality
workplace setting. With knowledge on the
above qualitative method, the researcher would
have a more directed approach in ensuring
qualitative results are processed methodically,
tested and interpreted accurately (Mohammad,
A. A., et. al., 2013).
To supplement, the researcher would
be conducting interviews with the Department
Heads, Managers and Supervisors of XYZ
Hotel. As supported with the paper authored by
Carol Lu, et. al., "Service quality and customer
satisfaction: qualitative research implications
for luxury hotels" for the International Journal
of Culture, Tourism and Hospitality Research,
the perceived associations with service quality
with luxury. Following suit, the researcher
would be able to have a basis on formulating
the questionnaire appropriate to the study as
managers and supervisors are going to be
interviewed. Although the paper only covers
the familial kinship as a precursor to service
quality, the researcher would have a benchmark
with the methodology for in-depth structured
interviews and semi-structured interviews
collectively.
Furthermore, the thorough
quantitative study revealed perceptions and
motivations in depth for the benefit of future

The Journal of Hospitality and
Tourism Technology academic publication
entitled, "Assessing the influence of customer
relationship management (CRM) dimensions
on organization performance: An empirical
study in the hotel industry" authored by Abdul
alem Mohammad Basri bin Rashid and
Shaharuddin bin Tahir's quantitative study
would be utilized as a basis in correlating CRM
and its impact on perception on hotel
performance. As established in the paper,
utilizing such quantitative approach is highly
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planning and marketing strategies for hoteliers
(Lu, C., et. al., 2015). This researcher finds the
academic research highly useful in conducting
the qualitative method of understanding
relationships and perceptions in depth similar to
the abovementioned paper.
The survey
questions would be based on (Parasuraman et.
al, 1998, 1991) SERVQUAL scale where it is
defined that SERVQUAL comprise of five
categories namely, tangibles, reliability,
responsiveness, assurance and empathy
(Dedeoğlu, B. B., & Demirer, H., 2015)
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ABSTRACT
The research aimed 1) to study the investigation of a hotel in the northern areas of Thailand for Foreign
Tourists to the quality of services; and 2) to compare the happiness of foreign tourists toward service
quality of hotels in the Northern Areas of Thailand by demographic profiles. A questionnaire was used
as a research tool for collecting data from a sample of 450. The data were analyzed for descriptive
statistics: percentiles, means and standard deviations (S.D.) while inferential statistics used were
Independent-Sample t-test, One-Way ANOVA (F-test), and using Least Significant Difference (LSD)
test to compare each pair at the significance level of 0.05.
The results in this study revealed that the overall happiness of foreign tourists toward service quality in
the Northern Areas of Thailand was high ( xˉ = 3.98). When looking at each item, the results
demonstrated that responsiveness was (xˉ = 4.03), assurance (xˉ = 4.01), reliability (xˉ = 3.98), empathy
(xˉ = 3.98), and tangibility (xˉ = 3.90) respectively. The levels of happiness results in comparison in this
study showed that different demographic factors of foreign tourists in terms of age, education, domicile,
career, and monthly income affected the levels of happiness at the significance level of 0.05; meanwhile,
the demographic factors in terms of gender and marital status did not differently affect the levels of
happiness at the significance level of 0.05.
Keywords : Quality of Service, SERVQUAL, Hotel, Happiness
INTRODUCTION
Thailand is a small but amazing country; it has an
area of 513,120 kilometers and an estimated
population of 68.2 million persons according to
data from the 2016 census. Thailand has rich
resources for travelling: mysterious temples,
beautiful islands, nice beaches, delicious foods,
marvelous cultural attractions. All those elements
deeply attract people from all over the world
(Thaiways, 2002; Sompong & Rampai, 2015). In
2016, around 32 million visitors go there. Tourism
is becoming the pillar industry in Thailand and has
a profound effect on the Thai economy. Tourism
brings a lot of foreign exchange to Thailand and
this money is the foundation of development of
country. In addition, tourism solves a lot of social
problems in Thailand, and a stable social order is
good for economic development. First of all,
tourism promotes development of related
industries. Tourism is not just people coming to
Thailand, going sightseeing to those historical
places and enjoying the natural landscape; people
need restaurants to eat, hotels to live in, vehicles
to drive, stores in which to shop. For example,
according to the data from Thai Hotels
Association (THA), during July to August 2016,

the average hotel occupancy rates were at 75%
and there are 457,029 hotels and guesthouses in
Thailand (from the 2014 hotels and guest houses
survey). These hotels and guest houses bring great
benefits to Thai economy (Economic and Social
Statistics Bureau, 2015).
Tourism is usually described as having three
major types of impacts on many of the places
which tourists visit (Cooper, Fletcher, Gilbert, &
Wanhill, 1993; Simoni & Mihai, 2012; Zaei &
Zaei, 2013). These effects are economic,
environmental, and socio-cultural in nature.
Contrasting some of its environmental and sociocultural effects, tourisms economic impacts are
mainly considered to be beneficial. These are: 1)
the generation of foreign exchange, 2) the creation
of new jobs and employment opportunities, 3) the
stimulation
of
trade,
income
and
entrepreneurship, especially in the service and
small business sectors, 4) the provision of new
infrastructure which is available for non-tourism
uses, 5) increased regional development,
particularly in isolated areas, 6) greater tax
revenues permitting greater government spending
or reduced taxes on other activities, and 7) the
operation of the multiplier effect.
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Developers in most property sectors link what
they anticipate is the positive impact of the
ASEAN Economic Community (AEC) to their
market. Tourism is viewed as being another hot
growth sector for Thailand. With a record high of
32 million foreign-tourist arrivals in 2016, the
country is demonstrating lasting strength in
tourism. This is good news for hotels and serviced
apartments, which can expect higher occupancies

and the opportunity to push for higher room rates.
While, there are some concerns over the
strengthening baht, the cost of accommodation,
food and beverages in Thailand is still low by
international standards and the country is well
positioned in the range of tourist destinations.
Information on Table 1 presented foreign-tourist
arrivals between 2015 and 2016 (Department of
Tourism, 2017).

Table 1. The number of foreign-tourist arrivals in 2015 and 2016
Continent
East Asia
Europe
America
South Asia
Oceania
Middle East
Africa
Total

2015
(Million arrivals)
19.9
5.6
1.2
1.4
0.9
0.6
0.1
29.9

2016
(Million arrivals)
21.6
6.1
1.4
1.5
0.9
0.7
0.1
32.5

Source: Department of Tourism, Ministry of Tourism and Sports of Thailand 2015 - 2016
According to the Professional Tourist Guide
Association of Thailand, along with the College
of Innovation Thammasart University and
Department of Tourism (2012), Ministry of
Tourism and Sports of Thailand (2017) revealed
that the effects of the AEC and globalization on
Thai tourism and how they will create changes
affecting Thai tourism, as follows: 1) An
increasing number of tourists: Globalization
will lead to tourism expansion, and the AEC will
reduce its tourist movement limitations. Examples
of AEC reductions are seen in the granting of
visas, where one visa is granted for entry to all
ASEAN countries; in changed regulations and
procedures with regard to entry permits and in
adopting the same standards for inspecting
immigrants in the region. More than 600 million
more people will come to Thailand, and if there is
a bridge connecting Singapore and Indonesia,
especially tourists from Indonesia whose
population is 240 million. As Thailand is the
center of the region and bordered by neighboring
countries the most, there is still an opportunity for
Thailand to welcome more tourists from outside
the ASEAN region. 2) More competitors in
tourism: Nevertheless, Thailand must still
compete with neighboring countries in order to
attract tourists, especially Singapore and
Malaysia, their strategic attempt to develop manmade sightseeing attractions, such as Universal
Studios, Garden by the Bay, Formula One events,

organizing conferences, seminars, expositions and
high end medical tourism. Singapore and
Malaysia have the advantage of having regionally
central air and marine transportation and they are
also the center of finance for this region. There are
many international offices and international highquality educational institutions in their countries.
So, a free flow of service and investment will
force Thai business to compete more with
international business and will also make the
tourism business belong to other countries more
too. 3) More connectivity of tourism in the
region: Tourism in the ASEAN region has tended
to become more connected, especially since the
AEC's regional tourist promotion has improved
communication infrastructure connecting every
country in ASEAN, and also with the reduction of
limits to tourist movements. These agreements
will render tourism services in ASEAN as more
regional services. In the future, Thailand's tourism
business will network with foreign businesses,
investment or founding offices in neighboring
countries to enable complete services for tourists
and for those desiring to travel in many countries
more effectively. 4) The objectives and styles of
tourism will vary more: Tourists will have more
diverse objectives in traveling across countries:
whether to participate in an exposition, make a
study trip, travel for business and pursue a sales
offer, travel to study the market (business
tourism), travel to buy goods or receive services
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and so on. Moreover, when communication and
transportation across countries becomes more
convenient and low cost, more people will go
across countries in order to receive services, such
as medical services, surgery, short term study or
training, further education and elderly care, and
other services.
5) Personal tourism will
continue to increase: The development of
information technology gives people worldwide
more accessibility to tourist information, and
social networking helps to broadcast tourist
information still further. People share their travel
experiences in many places, and can even view
overseas maps or street pictures from the comfort
of their own home. The development of transnational transportation routes with convenient
border crossings will lead to more international
public transportation services. This will increase
the opportunity for personal travel, and also for
trans-national travel by car and railway, as
similarly experienced by people in countries in
which tourism by group tour is not popular. 6)
Developing routes and new sightseeing
attractions: The creation of trans-national
transportation routes will also create new
sightseeing attractions, such as the development
of the three-way Pan-Asia railway, which is a
railway system between Kunming city in China
and other countries in ASEAN, connecting
Myanmar, Laos, Vietnam and Cambodia. This
railway will link with the railway system in
Thailand, and connect with Malaysia and
Singapore; in other words, with an area that will
develop the economy, known as the Economic
Corridor Project. The East-West Economic
Corridor, North-South Economic Corridor and the
Southern Economic Corridor are areas that will be
developed to be new sightseeing attractions,
especially on a frontier that has the strong
potential to be a new transformation sightseeing
attraction.
7)
Developing
international
standards for tourism service in this region: It
is important that the AEC has international
standards for every section of its tourism services,
through objectives that facilitate and protect
foreign investors in the tourism business so that
the rights of tourists and customers are also
guaranteed and protected. Moreover, the AEC
should facilitate the running of tourism businesses
and give service across boundaries. For this
reason, tourism business entrepreneurs must meet
the cost of improving tourism services to
international standards. Small businesses may

therefore face obstacles to meet improved
standards due to their lack of human resources,
investment and business network (The College of
Innovation Thammasart University & Department
of Tourism, 2012).
Northern parts of Thailand have the advantages of
tourist destinations such as natural sightseeing,
historical, cultural, and specifically historic city
sightseeing. The tourist industry in the northern
part of Thailand has developed furthered tourist
destinations in such areas as adventure tourism,
ecotourism, spiritual tourism, sport tourism and
health tourism. The strategy to develop the tourist
industry in the Thailand Act of Economic and
Social Development of 2012-2016 concerns
sustainable development in all sectors
(Department of Tourism, 2016; National
Economic and Social Development Board, 2012).
Value added tourist products, through the idea of
creative economic and innovation tourist
destination development, became obligatory, to
chair community responsibility to serve
sustainable tourism, such as the promotion
activities for local tourist attractions; home stay by
community’s management, accommodation
(hotels) and local products development, in order
to serve lifelong learning and sustainable
development, according to King Bhumibol
Adulyadej’s expression of “Blow up from inside,
an idea to develop human and community as
sustainable development” (The Chaipattana
Foundation, 2003). Thus, the research into “The
Happiness of Foreign Tourists to the Quality of
Service of a Hotel in the Northern Areas of
Thailand” is necessary, in order to introduce a
high quality of service in a hotel in the northern
areas of Thailand.
OBJECTIVES
1. To study the investigation of a hotel in the
northern areas of Thailand for Foreign Tourists to
the quality of services.
2. To compare the happiness of foreign tourists
with the quality of services of a hotel in northern
part of Thailand by demographic profiles.
LITERATURE REVIEW
According to the United Nation’s World Tourism
Organization (UNWTO), (2012), tourism is
defined as ‘a social, cultural and economic
phenomenon which entails the movement of
people to countries or places outside their usual
environment for personal or business/
professional purposes’. The tourism industry is
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one of the most dynamic and fast growing
economic sectors in the world (World Tourism
Organization UNWTO, 2012). As a result of
intense competition and the hostility of
environmental factors, service quality has become
a foundation stone marketing strategy for
companies. This highlights how important
improving service quality is to organizations for
their survival and growth since it could help them
grab these challenges they face in the competitive
markets. However, there is a need for these
organizations to understand what service quality
is in order to attain their objectives. According to
Eshghi, A., Roy, S. K., & Ganguli, S. (2008) in
service marketing areas, service quality is
generally defined as the overall assessment of a
service by the customers which a service meets
customer’s needs or expectations (Eshghi et al.,
2008). Parasuraman, A., Zeithaml, V. A., &
Berry, L. L., (1985) define service quality as “The
discrepancy between consumers’ perceptions of
services offered by a particular firm and their
expectations about firms offering such services”.
Therefore, service quality is an important area to
academicians because of its relevancy to service
companies. In 1985, the SERVQUAL model was
developed by Parasuraman and his researcher
group which represents service quality as the
discrepancy between a customer’s expectations of
service offering and the customer’s perceptions of
the service received. This model strives to
measure exactly is the consumer perception of the
service quality which depends on the size of the
gap between expected service and perceived
service which in turn, depends on the gaps under
the control of the service provider such as delivery

of service marketing areas (Parasuraman et al.,
1985). The first SERVQUAL model was made of
ten dimensions of service quality when created;
tangibles,
reliability,
responsiveness,
communication, credibility, security, competence,
courtesy, understanding the customer, and access.
Then, later on these dimensions were reduced to
five because some dimensions were overlapping
(communication,
credibility,
security,
competence, courtesy, understanding customers
and access) and they included Tangibles- physical
facilities, equipment, and staff appearance.
Reliability-ability to perform the promised service
dependably and accurately; Responsivenesswillingness to help customers and provide prompt
service; Assurance-knowledge and courtesy of
employees and their ability to inspire trust and
confidence; Empathy- caring, individual attention
the firm provides its customers (Parasuraman et
al., 1988). These dimensions mainly emphasis on
the human aspects of service delivery
(responsiveness, reliability, assurance, and
empathy) and the tangibles of service. According
to study carried out by Ladhari (2009), it is
recommended that the SERVQUAL model is a
good scale to use when measuring service quality
in various specific industries but that it is
appropriate to choose the most important
dimensions of this model that fit to that particular
service being measured in order to assure reliable
and valid results.
RESEARCH METHODOLOGY
The target population in this research was foreign
tourists (3,739,224 foreigners) who stayed at
hotels in the northern part of Thailand as shown
on table 2.

Table 2. The number of Accommodation Establishments by foreigner arrivals
Provinces list in the northern part of Thailand (2013)
1. Kamphaengphet province
2. Chiangmai province
3. Chiangrai province
4. Phetchabun province
5. Phitsanulok province
6. Phrae province
7. Lampang province
8. Lamphun province
9. Sukhothai province
10. Uttaradit province
11. Uthai Thani province
12. Tak province
13. Nakhon Sawan province
14. Nan province
15. Phayao province
16. Phichit province

Accommodation Establishments
(Number of guest arrivals)
6,750
2,584,091
484,132
12,318
147,963
29,317
47,739
7,425
176,483
3,229
3,668
20,455
12,762
14,704
2,188
1,643
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17. Mae Hong Son province
Total
Compiled by: Statistical Forecasting Bureau, National Statistical Office
Source: Department of Tourism, Ministry of Tourism and Sports (2016)

184,357
3,739,224

foreigners
foreigners

(http://service.nso.go.th/nso/web/statseries/statseries23.html)

The sample of this research is calculated by using
Taro Yamane (Yamane, 1973) formula with 95%
N
n = _________
1 + N(e)2

n =

confidence level. The calculation formula of Taro
Yamane is presented as follows.

Where ：
n = sample size required
N = number of people in the population
e = allowable error (%)

3,739,224
1 + 3,739,224 (0.05)2

After calculated the sample size by substituting
the numbers into the Yamane formula, the
numbers of sample is 399.99 foreigners. In order
Provinces list in the northern part
of Thailand (2017)

to obtain reliable of data, researcher has increased
sample size to 450 foreigners.

Accommodation
Establishments
(Number of guest
arrivals)

1. Kamphaengphet province
2. Chiangmai province
3. Chiangrai province
4. Phetchabun province
5. Phitsanulok province
6. Phrae province
7. Lampang province
8. Lamphun province
9. Sukhothai province
10. Uttaradit province
11. Uthai Thani province
12. Tak province
13. Nakhon Sawan province
14. Nan province
15. Phayao province
16. Phichit province
17. Mae Hong Son province
Total

6,750
2,584,091
484,132
12,318
147,963
29,317
47,739
7,425
176,483
3,229
3,668
20,455
12,762
14,704
2,188
1,643
184,357
3,739,224

Quota
Sampling (%)
0.18
69.11
12.95
0.33
3.96
0.78
1.28
0.2
4.72
0.09
0.1
0.55
0.34
0.39
0.06
0.04
4.93
100.00

Number of
questionnaire

1
317
69
2
16
1
5
1
15
0
1
2
1
1
0
0
19
450.00

Noted: created by authors

The sample group in this research included 450
foreign tourists who stayed at hotels in the
northern part of Thailand. A questionnaire was
used as a research instrument for collecting the
data. In the questionnaire, open-ended questions
and the rating scale questions (1: very unpleasant,
2: somewhat unpleasant, 3: nethier pleasant nor
unpleasant, 4: somewhat pleasant, 5: pleasant)
were used to measure the SERVQUAL direction
and intensity of tourist attitudes. Statistics were
used for data analysis namely frequencies,

percentiles, means and standard deviations (S.D.).
Inferential statistics used were the Independent
Sample t-test, one-way ANOVA (F-test) and
differential each pair testing with the least
significant difference (LSD).

CONCEPTUAL FRAMEWORK
In this research, the conceptual research
framework has been created through the theory
SERVQUAL by Parasuraman, Zeithaml, and
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Berry (1988) as shown in Figure 1. SERVQUAL
Theory is a multi-item scale developed to assess
customer perceptions of service quality in service
and retail businesses. The scale decomposes the
notion of service quality into five constructs as
follows: 1) Tangibles - physical facilities,
equipment, staff appearance, etc., 2) Reliability ability to perform service dependably and
accurately, 3) Responsiveness - willingness to
help and respond to customer need, 4) Assurance
- ability of staff to inspire confidence and trust 5)
Empathy - the extent to which caring
individualized service is given. SERVQUAL
represents service quality as the discrepancy
between a customer's expectations for a service

offering and the customer's perceptions of the
service received, requiring respondents to answer
questions about both their expectations and their
perceptions (Parasuraman et al., 1988). The use of
perceived as opposed to actual service received
makes the SERVQUAL measure an attitude
measure that is related to, but not the same as,
happiness (Parasuraman et al., 1988).
Parasuraman, Zeithaml, and Berry (1991)
presented some revisions to the original
SERVQUAL measure to remedy problems with
high means and standard deviations found on
some questions and to obtain a direct measure of
the importance of each construct to the customer.

INDEPENDENT VARIABLE

DEPENDENT VARIABLE
The happiness of the quality of service of a
hotel in the northern area of Thailand
(SERVQUAL)

Demographic Profiles

1. Tangibles
1. Gender

2. Reliability

2. Age

3. Responsiveness
4. Assurance

3. Marital Status

Empathy
Figure 1. Conceptual framework of the happiness of5.foreign
tourists to the quality of service of
hotels in the northern areas of Thailand
4. Occupation

HYPOTHESIS
5. Domicile
The level of different demographic factors has
6. Monthly
income
affected
the level
of happiness of the foreign
tourists on the differential of the quality of
services of a hotel in the northern areas of
Thailand.

RESULTS
The results of “the investigation of a hotel in the
northern areas of Thailand for Foreign Tourists to
the quality of services” will be presented by
following the objectives of this research.
Firstly results of the happiness of foreign tourists
with the quality of services of a hotel in northern
part of Thailand are shown in Table 3 and 4 below.
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Table 3. Demographic Factors of the participants
Demographic Factors
1. Gender
- Male*
- Female
2. Age
- Under 21 yrs
- Between 21 and 30 yrs
- Between 31 and 40 yrs*
- Between 41 and 50 yrs
- Between 51 and 60 yrs
- Over 60 yrs
3. Marital Status
- Single*
- Married
- Divorced / Windowed / Separated

4. Domicile
- Asia*
- Europe
- America
- Africa / Oceania
5. Occupation
- Company employee*
- Government employee
- Business owner
- Student
- Retire
- General employee
6. Monthly income
- Less than US$ 2,000
- Between US$ 2,001 and 3,000
- Between US$ 3,001 and 4,000
- Between US$ 4,001 and 5,000*
- Between US$ 5,001 and 6,000
- Upper than US$ 6,000

Table 3, in terms of demographic factors: most
respondents’ gender were male (52%), age
between 31 and 40 years old (31%), single status

Frequency

(N = 450)
Percentile

232
218

52.00
48.00

22
58
141
136
65
28

5.00
13.00
31.00
30.00
14.00
6.00

275
104
71

61.00
23.00
16.00

246
123
66
15

55.00
27.00
15.00
3.00

165
149
75
17
36
8

37.00
33.00
17.00
4.00
8.00
2.00

72
52
52
104
38
132

16.00
12.00
12.00
23.00
8.00
29.00

(61%), Asian domicile (55%), working in private
company as employee (37%), and monthly
income between US$ 4,001 and 5,000 (23%).

Table 4. The analysis of the happiness of foreign tourists with the quality of services a hotel in northern
part of Thailand
The happiness of the quality of service of a
hotel in the northern areas of Thailand
(SERVQUAL) by foreign tourists
1. Tangibles
2. Reliability
3. Responsiveness
4. Assurance
5. Empathy

Mean
(xˉ )

Total

116

Level of
Happiness

3.90
3.98
4.03
4.01
3.98

Standard
deviation
(S.D.)
0.54
0.55
0.59
0.58
0.55

3.98

0.48

High

High
High
High
High
High
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As shown in Table 4, the results revealed that
most responses had an overall happiness with
the quality of services in hotels in the northern
part of Thailand was high at xˉ = 3.98.
Meanwhile, the results for each item revealed
that responsiveness was high at xˉ = 4.03,
assurance was high at xˉ = 4.01, reliability was
high at xˉ = 3.98, empathy was high at xˉ = 3.98,
and tangibles were high at xˉ = 3.90
respectively.
Secondly, results of this research, designed to
compare the happiness of foreign tourists with
the quality of services of a hotel in northern part
of Thailand according to demographic factors,
are shown on Table 5 below.
Table 5. The comparison of the happiness of
foreign tourists with the quality of
services of a hotel in northern part of
Thailand by demographic factors
Demo
graph
ic
Facto
rs /
SERV
QUA
L
Gende
r
Age

Tan
gibl
es
3.90

Reli
abilit
y
3.98

0.65
1
0.02
1*

0.10
7
0.00
5*

Respon
sivenes
s
4.03

0.812
0.000*

Assu
ranc
e
4.01

Em
path
y
3.98

0.17
6
0.44
0

0.10
7
0.00
5*

Marita
0.06 0.27
0.09 0.27
l
0.074
1
8
1
8
Status
Educat 0.00 0.00
0.00 0.00
0.000*
ion
2*
0*
1*
0*
Domic 0.00 0.00
0.00 0.00
0.018*
ile
0*
1*
0*
1*
Occup 0.00 0.01
0.24 0.01
0.015*
ation
0*
7*
1
7*
Month
ly
0.00 0.00
0.00 0.00
0.000*
incom
0*
0*
0*
0*
e
* : Different at a statistical significance level of 0.05

As Table 5 shows, results indicated that, in
terms of gender and marital status, they have no
different statistics significance in SERVQUAL
(tangibles,
reliability,
responsiveness,
assurance, and empathy) at a level of 0.05.
Meanwhile, when it comes to education,
domicile and monthly income, it was found that
there was a different statistical significance in

SERVQUAL
(tangibles,
reliability,
responsiveness, assurance, and empathy) at
level of 0.05. With the exception of assurance
in SERVQUAL, there was not the different
statistical significance on some demographic
factors, i.e. age and occupation.
DISCUSSION
The research into “Happiness of foreign tourists
to the quality of service of a hotel in Thailand,”
found some issues that will be discussed below.
The study found that happiness levels of foreign
tourists with the quality of services of a hotel in
Thailand were, on an overall average, high.
This could be due to the quality of hotel
services implementing improvements to the
quality of services. Improving the quality of
services should be focused on creating a
customer-centric attitude and expectations, so it
can raise to the highest happiness eventually.
The second issue was to increase the skills and
capacity of hotel staff to answer customer
questions. This increase provides confidence to
customers, in which the high performance of
employees is a key factor. Also, hotels should
be aware of the quality of the services they
offer, so that customers get good quality service
and are highly happiness. This is related to the
concepts of Kotler et. al. (2013), who discussed
the importance of business services that help
manage the difference. In order to offer a good
expectation service quality, this also relates to the
concepts of Pungpho and Wanarat's (2014)
research into “Factors Affecting The
Expectation of Service Quality in Service
Sectors.” They indicated that the overall customer
happiness with the quality of services was high. In
addition, the international tourists’ happiness with
the quality of services of accommodation in
Thailand, researched by Jaroenpong (2004), and
the tourist happiness with the quality of services of
the Kho Chang National Park accommodation in
Trat province, researched by Suwanpipat (2009),
where it was also found that the overall tourist
happiness with the quality of services was high.
Considering each of the five SERVQUAL aspects,
by prioritizing the descending level of foreign
tourists’ happiness in the quality of services, it was
found that the average of responsiveness was
highest, while assurance, reliability, empathy and
tangibles were also high. These results from the
hotels in the northern parts of Thailand have been
emphasized on the quality of services development
by a focus on customer-centric measures, such as
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confidence about the hotel’s services. The hotel
managers should ensure that their relevant staffs
understand all relevant information and all the
hotels’ policies. For the maintenance of
equipment and appliances in the hotels, they
should have a schedule or clear signs of
consistently checking, which can create an
impression of reliability. This may improve the
lower average scores in the research results.
3. In terms of responsiveness, the average score
can be improved, so hotels should be able to
increase staff performance to meet the
customers’ requirements, for example,
empowering employees to be more responsive
to their customers by giving faster and more
flexible service. In order to train staff, to
improve knowledge, skills and understanding,
providing sufficient information to customers,
having a service mindset, and well-mannered
services should be targeted. These can improve
the overall score for foreign tourists’ happiness.
4. For assurance of services, the mean of hotel
standards and safety scores can be improved;
consequently, creating high standards of service
for hotel management plays an important part,
namely creating hotel service regulations for all
relevant staff. This may help hotels to reduce
mistakes and errors in their operations. Integrated
services offer facilities for customers.
Whenever customers get the information they
need quickly; it results in good images and
impressions. The customers’ safety of life and
property is important; so that hotels should
arrange employ a 24-hour security officer and
add surveillance cameras, electrical fire alarms
and improve the security system regularly.
5. Lastly, the factor relating to empathy of
services was considered. Such service should
be friendly and caring for the customers. The
mean for this aspect may also be improved. In
order to improve this aspect, hotels should train
their staff in service mindedness and soft skills,
such as saying “Sawasdee” every time they
meet a customer and saying “Thank you” when
the customer leaves. In order to keep customers,
the hotel should provide good media for
communication such as Facebook, Twitter, and
Google plus. This way of expressing their
thanks to customers allows customers to feel
special. This will allow opportunities for
customers to return to use the services again.

taking good care and helping, facilitating,
coordinating and delivering services to respond to
their customers immediately. These results were
also found by the Thomyawit (2010) and
Suwanpipat (2009) research studies.
Parasuraman, Zeithaml, and Berry (1991)
revealed that the evaluation of the quality of
consumer service is linked to the comparison of
expectations and perceptions after receiving the
services. For example, in terms of tangibles, things
can be touched like places, offices, tools and
service areas. For reliability, they are offering
corrected services as a promise and of having
confidence in their professional career.
SUGGESTIONS
AND
RECOMMENDATIONS
The results in this research include
recommendations for each aspect, as guidelines for
the hotels in the northern part in Thailand. They
should take notice of these points to improve their
policies in the quality of service offerings.
1. The tangibles of service, the mean score of the
hotels’ equipment was lowest; therefore, the
equipment is old or lacks modern hotel equipment.
The hotels should be modified and provide
adequate modern equipment in the guest rooms
and bathrooms. The internet in rooms and lobby,
and Internet access (Wi-Fi) should be available
anywhere in the hotels; ATM machines should be
placed in a good location; decoration and the
surrounding natural environment should be made
beautiful by planting trees. Additional
improvements include that the entrance should be
wide and include additional lighting to highlight
the entrance. The environmenst inside and outside
the hotels should be clean and attractive. Also,
improving the areas of the hall and around the
hotels should include adequate lighting. These
guides can help the hotels to increase the average
score in this research that presented less than the
well-dressed staff aspect. Lastly, the hotels should
be updated in terms of advertising and media, as a
way of providing useful information to their valued
customers, such as details of sightseeing spots,
travel routes, public transports, facilities and
services.
2. For reliability of services, the average scores of
the service, looking at ways of customer retention,
can be improved, so there should be a declaration
or a clear message to customers by relating
messages about privacy and personal information
policies. In cases where the customer must provide
personal information, they should have more
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CONCLUSIONS
The objectives in this research were 1) to study
the happiness of foreign tourists toward
services quality of hotels in the Northern Areas
of Thailand; and 2) to compare the happiness of
foreign tourists toward service quality of hotels
in the Northern Areas of Thailand by
demographic profiles. A questionnaire was
used as a research tool for collecting data from
a sample of 450. The data were analyzed for
descriptive statistics: percentiles, means and
standard deviations (S.D.) while inferential
statistics used were Independent-Sample t-test,
One-Way ANOVA (F-test), and using Least
Significant Difference (LSD) test to compare
each pair at the significance level of 0.05. The
results in this study revealed that the overall
happiness of foreign tourists toward service
quality in the Northern Areas of Thailand was
high (xˉ = 3.98). When looking at each item, the
results demonstrated that responsiveness was (xˉ
= 4.03), assurance (xˉ = 4.01), reliability (xˉ =
3.98), empathy (xˉ = 3.98), and tangibility (xˉ =
3.90) respectively.
For tangibility (xˉ = 3.90), the result found that
an average highest score of foreign tourists’
response was in the good services from hotel
staffs such as a good manner and well-dress. In
terms of reliability ( xˉ = 3.98), an average
highest score of foreign tourists’ response was
no error and mistake from the hotel staff
services. Then responsiveness (xˉ = 4.03), an
average highest score of their response were in
the readiness of the hotel staff services. For
assurance (xˉ = 4.01), an average highest score
of foreign tourists’ response was the
competency of the hotel staff services such as
ability to provide sufficient information and
ability to answer the questions. Lastly, in terms
of empathy (xˉ = 3.98), an average highest score
of foreign tourists’ response was the hotel staffs
meet the guest requirement by providing the
best services.
Meanwhile, the different happiness results in
comparison in this study showed that the
demographic profiles of foreign tourists were
different in terms of age, education, domicile,
career, and monthly income at the significant
level of 0.05. The demographic profiles of
foreign tourists were not different in terms of
gender and marital status at the significant level
of 0.05.
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