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Abstract

This arficle is concerned with identity formation of youth through
fashionable clothings in Siam Square. The objectives are to study youth
clothing fashions by putting emphasis on motivations and expressions as well
as to explore how youth define and give meaning of their dressing style. The
relationship between fashionable clothing and its effect on the youth’s
identity formation was also analyzed. In addition, the study also  investigates
frendy youth construction of identity through the study of hip hop fashions

The result shows that the youth identity formation begins with the
conditions which motivate youthto dress fashionably. These conditions
are teenage natural drive, family economic and social contexts, peer groups,
mass media as well leisure activities. After that, they go through “distinction”
and “imitation” processes. In fact, this fashion expressions represent their
tastes, lifes-styles, social classes, and authoritative relationships within their
social and cultural milieu. The process also connote the modernization of
individual youth and their relationship with a particular group. In other words,
this fashionable clothings are in fact parts of self-identity and shared
collective identity. It was found that the fashionable identity also brings about
particular characteristics and  personality identity through gestures and use of
slang words related to fashion.

Since discourse on fashion constructed in consumer culture among the
youth who are in the transitional period is a continuous process, the process
of formation identity is consequently flexible and fluid depending on social
interaction in the context of place and time. Therefore, it was found that
while some youth are just forming their identity, others already complete theirs.
Nevertheless, the identity formation based on the consumer culture is
considered the product of impermanent social process. In other words, this
identity is temporary, representing youth identity at a particular time and is

subject to change in the future.

MdA Nn9asaRANEal, NMguAINIBundl, nTuslnAneTmuesTL,
AENUALAIT
Keywords : Identity formation, Fashionable clothings, Cultural consumption,

Siam square
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efluns=unns e (@AM ﬁ{lmwﬂaqa,
2543: 139-141)
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Abstract

During the past decade there is an increasing of studies relating
to infernational tourists to Thailand such as tfourist behaviors, travel
patterns and trip characteristics. However, the literature review indicates
that most studies seem to focus on examining international ftourists based
on one particular country or culture rather than exploring them in terms
of comparative studies. This study thus aims to examine and compare
fravel motivations of infernational tourists to Thailand between Asion and
European tourists. The results indicated that fravel motives of Asian and
European respondents seemed to be similar in that most of them were
more likely to be motivated by ‘novelty seeking” when traveling
overseas. However, there were some differences regarding the
perceptions of destination attractions drawing them to Thailand. Most of
Asian respondents were more likely to be aftracted by ‘a variety of
tourist attractions and activities’ while the European respondents
appeared to view ‘cultural and historical attractions” as the key factor to
visit Thailand. The results of the study provide practical implications that
can be helpful for both policy makers and industry practitioners to
develop appropriate marketing strategies and tourism products for the

Asian and European travel markets.

AdrAny o wsegalalumsviaadien, dhveaneaunun, dsznalng

Keywords : travel motivations, international tourists, Thailand
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1. Research Background

It is generally argued that the
tourism industry is one of the largest and
most important sectors for Thailand
economy. During the past decade, the
tourism industry has significantly
expanded and contributed to the
overall economic growth of Thailand.
Each year millions of international visitors
come to Thailand to experience the
uniqueness of Thai culfure and the
beauty of natural resources. According
to the statistical reports by the Tourism
Authority of Thailond or TAT (2008), the
number of infernational tfourists visiting
Thailond has been increasing over the
past 10 years, from 7.76 millions in 1998
to 14.46 million arrivals in 2007 (TAT
2008). Overseas tourists visiting Thailand
come from different parts of the world.
Major markets include Asia, Europe,
North America and Australia (TAT 2007).
Although the fourism industry in Thailand
has been growing during the past
decade, the market competition within
the region should not be overlooked. In
recent years there has been an
increasing market competition in the
region from major competitors such as
Malaysia and Singapore as well as
emerging destinations like Vietham and
Cambodia. In particular, major
competitors like Malaysia, with 17 million

tourist arrivals a year, and Singapore,

with 10 million fourist arrivals a year,
(World Tourism Organization 2007), they
have allocated a lot of budgets for
promoting tourism in their countries each
year with the aim to be the tourism hub
of the region (World Tourism
Organization 2007). Their aggressive
marketing strategies, for example, can
be evidently seen from various media
(e.g. TV,

magazines) aiming to promote Malaysia

coverage newspapers,
or Singapore as the leading tourist
destination. Since the tourism industry is
a major economic driver and a
powerful revenue-generating activity in
many countries, it is anticipated that the
tourism competition is more likely to be
more intensified and competitive within
the region. With the expected trend
and current competitive tourism market,
increasing the number of international
tourists to Thailand and fargeting
Thailond as the fourism hub of the
region seem to be the challenges for
Thailand’s tourism industry to compete
with key competitors and emerging
destinations.

Given the importance of the
tourism industry to the Thailand’s
economy and the intensive market
competition, it is essential for Thai
tourism marketers to develop effective
marketing strategies to atfract more
international tourists to the country as

well as to develop tourism products



responding to the needs of the target
fourists. In order to be successful in
global fourism, according to the
literature, tourism marketers should
understand fravel needs and behaviors
of the target markets (Yoon & Uysal
2005; Jang & Wu 2006). One of the
useful approaches to understand travel
needs and tourists’ tfravel-related
fo examine ‘travel
(Crompton 1979; Chaq,
1995; Yoon & Uysal

2005). Understanding travel motivations

behaviors is
motivations’

McCleary & Uysal

could be regarded as a starting point
for the success of the tourism marketing
programs (Cha et al. 1995; Jang & Wu
2006). This is because travel motivations
help explain tourists” intfernal needs to
fravel and what mofivates them to a
particular destination, and they are also
destination
1979).

travel

associated with fourists’
1977; Compton

knowledge of

choice (Dann
Thus, the
motivations would enable tfourism
marketers to better satisfy fravelers’
needs and wants, and then develop
appropriate marketing programs serving
the needs of the tfarget markets (Jang
& Cai 2001; Andreu, Kozak, Avci, &
Ciffer 20006).

One of the common and useful
approaches to examine fravel
motivations is based on the theory of
push and pull motivations or often

called theory of push and pull factors
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(Dann 1977; Crompton 1979, Yoon &
Uysal 2005). A review of literature
indicates that examining ftravel

motivations based on the theory of push
and pull motivations has been widely
in the fourism literature
(Pearce & Caltabiano 1983; Yuan &
McDonald 1990). This is because the

theory helps explain why people travel

accepted

and where they go; providing clues for
holiday decisions. According to the
theory, push factors are related to travel
motives (why people travel) while pull
factors are associated with fourism
attractions (what attracts people to visit
a destination). When considered
together, push and pull factors are
believed to be related to tourists” fravel
decision making and destination
choices. With this regard, the theory of
push and pull motivations seems to
provide a useful framework fo examine
different forces motivating a person to
take a holiday, and also helps identify
the factors attracting that person to
choose a particular destination. In order
fo wunderstand travel needs of
international tourists, and to develop
effective marketing programs, this study
aims to employ the theory of push and
pull motivations fto investigate travel
motivations of infernational tourists fo
Thailand. More specifically, the study will
compare fravel motivations between

Asian and European tourists. Asian and
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European travel markets are the top
inbound markets for Thailand’s tourism
industry (TAT 2008), and both are worth
for further investigations to beftter
understand their travel characteristics.
The literature, in Thai context, reveals
that most studies on fourist-related
behaviors are primarily focused on one
single market (one country) rather than
examining or comparing tfourist groups
from different countries or regions.
Moreover, previous research indicates
that fourists from the same region such
as Asia or Europe may have some
similarities on travel related-behaviors
such as travel motivations and/or travel
preferences because they may share
some commonalities with the core
culture either Asian cultures (Asian
tourists) or Western cultures (European
tourists), and this may be worth for
further studies (Lee 2000; Kim & Prideaux
2005). It is hoped that the findings of
the study will provide policy markers
and destination marketers a better
understanding of fravel motivations of
international tourists to Thailand and
assist them in formulating appropriate
tourism polices and strategies to
effectively target the international tourist

markets.

2. Literature Review

Concept of the Theory of Push and Pull
Motivations

The theory of push and pull
motivations, developed by Dann (1977),
is one of the useful theories widely used
to examine tourist motivations
(Crompton 1979; Pearce & Caltabiano
1983; Yuan & McDonald 1990; Jang, Bai,
Hu, & Wu 2004). Dann (1977) made @
significant contribution in suggesting two
factors motivating people to travel and
to go to a particular destination. The
two factors are called push and pull
factors. The concept of the theory
describes that people are pushed to
fravel by internal motives (called push
factors) and pulled to a destination by
destination attributes/attractions (called
pull factors) when making their fravel
decisions (Lam & Hsu, 2004). Thus, the
concept is classified info two forces/
factors (push and pull factors) indicating
that people travel because they are
pushed and pulled to do so by some
forces or factors. Push factors (internal
motives) are mainly considered to be
associated with socio-psychological
motives that predispose people to travel
(e.g. novelty/knowledge seeking, rest/
relaxation, socialization) while pull factors
(destination attributes) are those that
aftract people to choose a particular

destination such as culture, natural



aftractions, food, local people (Lam &
Hsu 2004). These two factors are related
to people’s decision making for fravel
and leisure purposes. It is argued that
findings from the research examining
tourists” motivations by using push and
pull factors provide useful insight into the
target markets and help tfourism
marketers in planning effective
marketing strategies such as product
development and advertisement (Jang

& Cai 2002; Jang & Wu 2006)

Studies Related to Push and Pull
Motivations

Several studies (e.g. Yavuz, Uysal,
& Baloglu 1998, Zhang & Lam 1999;
Jang & Cai 2002; Jang & Wu 2006)
have been conducted using the push
and pull motivations theory to
investigate travel motivations and tourist
behaviors. These studies provide useful
implications to tourism marketers in
formulating appropriate strategies to
attract a target market. Some of them
have been reviewed, for example,
Zhang and Lam (1999) investigated
Mainland Chinese visitors” motivations to
visit Hong Kong and disclosed that the
most important push factors influencing
the Mainland Chinese people to visit
Hong Kong were ‘knowledge’, ‘prestige’,
and ‘enhancement of human
relationship’ motives. The most important

pull factors or attractions of Hong Kong
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were ‘hi-tech image’, ‘expenditure, and
‘accessibility’. This study implied that the
Mainland Chinese ftravelers perceived
Hong Kong as a unique, modernized,
friendly, and convenient place for
holidays, and therefore suggested that
concerned parties should build Hong
high-tech

in the world to

Kong’'s image as a

multinational city
Chinese people via various accessible
media. Another study by Jong and Cai
(2002)

seeking’,

reported that ‘knowledge

‘escape’, and ‘family
togetherness’ were the most important
factors to motivate the British to travel
abroad. However, ‘cleanliness & safety’,
‘easy-to-access’, and ‘economical deal’
were considered the most important pull
factors attracting them to an overseas
destination. The findings from comparing
the push and pull factors across seven
international destinations (USA, Canada,
South America, Caribbean, Africa,
Oceania, and Asia) as perceived by the
British travelers indicated that each
region had its own strengths and
weaknesses in tferms of its position in the
minds of Brifish fravelers. The authors
suggested that knowledge of people’s
motivations and its associations with their
destination selection is critical to predict
their future ftfravel patterns, and the
findings could be used for destination
product development and formation of

marketing strategies.
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Kim, Lee and Klenosky (2003)
examined the fravel motivations of
visitors to visit Korean national parks.
They found that the most important
push factors influencing Korean people
to visit the national parks were
‘appreciating natural resources and
health’, followed by ‘adventure and
building friendship’, ‘family fogetherness
and study’, and ‘escaping from
everyday routine’ respectively, while the
most attractions of the national parks
(pull factors) were ‘accessibility and
fransportation’, ‘information and
convenience of facilities’, and ‘key
tourist resources’. The authors suggested
that the park administrators should
recognize the needs of different groups
of visitors (students, families, and older
people), and develop the products
responding to each group. Another
study focusing on domestic fourism
conducted by Zhang, Yue and Qu
(2004) found fthat

‘novelty’ were regarded as the top two

‘prestige’ and
important push factors of domestic
tourists, while ‘urban amenity’ and
‘service attitude and quality’ were the
most important pull factors of Shanghai
appealing to domestic tourists. One
important finding from the sftudy
indicated that the pull factors like
‘service afttitude and quality’, ‘urban
amenity’, ‘expenditure’ and ‘hi-tech

image’” may influence the fourists’

likelihood to recommend Shanghai to
their relatives and friends. In order tfo
promote Shanghai, the authors
recommended positioning Shanghai as a
city of unique cultural and economic
image as well as improve the service
quality in Shanghai in order to aftract
the domestic tourists.

In relation to Thai context, a
review of literature indicates a few
studies have examined tfravel mofivations
of international tourists to Thailand.
Among them, Varma (2003), for
instance, examined push and pull
factors between U.S. and Indian fourists.
The study disclosed that U.S. and Indian
tourists had differences in relation to
push and pull factors. When traveling,
the U.S. tourists were more likely to be
motivated by exciting experiences while
the Indian fourists were primarily
stimulated by relaxation motives. The
study also revealed that both groups
had differences in the perceptions of
destination attractiveness (pull factors)
such as cultural activities, inexpensive
environment, leisure activities, cuisine
and safety. Different marketing strategies
were suggested for each market.
Cheewarungroj (2005) investigated travel
motivations of ASEAN ftfourists to Thailand.
The results indicated that some
demographic variables, such as age,
income, fravel experience, had impacts

to travel motivations (push and pull



factors) among ASEAN tourists. For
instance, ASEAN tourists aged 46 or
above were more likely to be motivated
to fravel by relaxation motive than other
groups, and tourists with different
income level also revealed differences
in travel motives and destination
aftractions. The study reported that first-
tfime visitors perceived knowledge
seeking as a major motivation while
repeat visitors placed novelty experience
as major motivations, and they also had
differences in the perceptions of
sightseeing variety in Thailand. A recent
study by Sangpikul (2008) revealed an
interesting result regarding tfravel
motivations of Korean travelers to
Thailand. The finding indicated that
many Korean travelers were primarily
motivated to travel by ‘fun & relaxation
motives’ while the ‘attraction variety &
costs of travel’ were perceived as major
attraction drawing them to Thailand. To
attfract Korean ftravelers, marketing
themes relating to the relaxation
motivations and a variety of fourism
programs were suggested.

In sum, the literature has shown
that pervious studies focusing on the
push and pull motivations provide a
useful and practical approach for
understanding travel needs and wants
of people as well as where they desire
to go for holiday. The results of these

studies imply that the conceptual
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framework of push and pull factors can

be applied to examine ftravel
motivations of different groups of fourists
(domestic and infernational tourists).
Although there are a number of travel
motivation studies in infernational
context (suggesting the importance of
fravel motivation studies), few studies
have been conducted in relation tfo
Thai context. Given the need for tourism
business to satisfy travelers” needs and
expectations in a competitive global
tourism, more research in this area
(fravel motivations of infernational
tourists) is needed, particularly the
studies comparing travel motivations of
different target markets visiting a

particular destination (e.g. Thailand).
3. Methodologies

The samples in this study were
Asian and European tourists aged 20
years older and over. A pilot test was

conducted with 50 respondents to
obtain feedback and comments on the
clarity and appropriateness of the
research questions about push and pull
fravel motivations. Based on the pilot
test, some modifications were made tfo
ensure respondents could better
understand the questions and choose
appropriate answers. This study used a
convenience sampling method, and

data were collected at major tourist
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attractions in Bangkok through a closed-
ended, self-administered questionnaire.
The target samples were approached,
and asked for voluntary participation.
Once they agreed, they received small
souvenirs for their participation. To
ensure a high return and usable rate,
questionnaires were collected onsite and
checked for completeness. Four hundred
questionnaires were collected and used
for data analysis. Among them, there
were 220 Europeans from 9 countries,
ie. UK (38), German (35), France (33).
Switzerland (28), Italy (25), Sweden (23),
(16), (12)
Netherlands (10), and 180 Asians from 7
countries, i.e. Malaysia (40), Singapore
36), Hong Kong (29), South Korea (22),
China (19), Japan (16), India (10) and

Taiwan (8).

Denmark Spain and

The questionnaire was developed
from a review of previous studies
focusing on push and pull motivations
(Cha et al., 1995, Kim & Lee, 2000;
Klenosky, 2002; Jang & Cai, 2002; Jang
& Wu, 2006). The items for each set of
push and pull factors that were used to
measure travel motivations for visiting
Thailond were selected from motivation
items identified in previous studies as
well as suggestions from a group of
experts (tourism professors). Based on
the review, 13 motivational items were
generated for each set of push and pull

factors and converted info a closed

questionnaire style using five-point Likert
scales, ranging from 1 (strongly disagree)
to & (strongly agree). The questionnaire
was divided info two sections: general
informatfion and travel motivations. The
sample question for push factors was,
for instance, “"Do you think you travel
abroad because you want to see
something new and exciting”. For pull
factor, the respondents were asked “Do
you think Thai culture is an important
factor for you to come to Thailand”.
Data were analyzed by using the
Statistical Package for the Social
Sciences (SPSS) program, and they were
performed through three steps. Firstly,
descriptive statistics (i.e. mean,
frequency, percentage) were used to
describe general information of the
respondents. Secondly, descriptive
statistics (i.e. mean and standard
deviation) were also employed to rank
the push and pull factors in terms of
individual item to determine which items
served as major push and pull factors.
Then, each push and pull factor was
ranked in terms of the importance from
the most important factor (highest
mean) to the least important one
(lowest mean). Thirdly, the push and pull
factors were then grouped by using
factor analysis to find the push and pull
factor dimensions (or similar factor
groupings) that may emerge among the

respondents. Factor analysis was chosen



ansuUsia

SUDDHIPARITAD

43

because it is a statistical approach used groupings (Hair, Anderson, Tatham, &
to analyze interrelationships among a Black 2006). It should be noted that a
large number of variables and to 0.05 level of significance was employed
explain the variables in terms of their in all of the statistical assessments in this

common underlying dimensions or similar study.
4. Findings

Respondents’ Profile

Table 1: Profile of research respondents

Characteristics Descriptions Number (n=400) Percent (100%)
Gender Male 232 58.0%
Female 168 42.0%
Age 20 - 30 years 128 32.0%
31 - 45 years 160 40.0%
46 - 55 years 72 18.0%
56 years or older 40 10.0%
Marital status Single 216 54.0%
Married 162 38.0%
Divorced/Separated/Widowed 32 8.0%
Education High school or lower 72 18.0%
Bachelor degree 236 59.0%
Master degree or higher 92 23.0%
Occupation Company employee 140 35.0%
Government officer 72 18.0%
Student 60 15.0%
Business owner 36 9.0%
Independent/self-employed 32 8.0%
Unemployment 24 6.0%
Housewife 12 3.0%
Retired 20 5.0%
Others 4 1.0%
Monthly Income USS$ 1,000 or lower 48 12.0%
Us$ 1,001 — 2,500 104 29.0%
us$ 2,501 — 3,500 132 33.0%
US$ 3,501 — or higher 116 26.0%
Regional base Asia 180 45.0%

Europe 220 55.0%




ansudsimd

SUDDHIPARITAD

From table 1, the samples were
58% males and 42% were females. Most
of them were in the age group of 31 -
45 years (40%) and 20 — 30 years old
B2%). More than half were singles (54%).
and most of them (69%) had education
at the college level (bachelor degree).
The respondents came from different
occupations, for example, 35% were
18%

company employees, were

Factor Analysis of Push Factors

Table 2: Factor analysis of push factors (Asian tourists)

Push factor dimensions (reliability alpha)

Factor 1: Novelty seeking (alpha = 0.82)

want to see something new and exciting

want to learn new things from a foreign country.

want fo seek fun and adventure.

want fo fulfill my dream of visiting a new country.

want to fravel to a country | have not visited before.

want to rest and relax.

want fo improve my health and well-being.

Factor 2: Escape (alpha = 0.79)
| want to escape from busy job or stressful work.

| want to escape from routine or ordinary environment.

Factor 3: Socidlization (alpha = 0.69)
| want to spend time with my family members

while traveling.

| can talk to everybody about my trips when | get home.

| want to see and meet different groups of people.

Total variance explained

want fo experience culture that is different from mine.

government officers, 15% were students,

and 9% were business owner.

Approximately 29% of the respondents
had monthly income in the range of
USS 1,000 — 2,500, 33% had income in
the range of USS 2,501 — 3,500, and
26% earned approximately USS 3,501 or
higher. Among 400 respondents, there
were 180 Asian respondents and 220

European respondents.

Factor Eigenvalue Variance Factor

loading explained mean

7.12 34.89% 3.87*
0.72
0.71
0.68
0.65
0.59
0.54
0.54

0.50
234 10.28% 3.72
0.67

0.65

1.78 8.57% 3.45
0.65

0.62
0.59

60.35%

* the most important factor



As shown in table 2, three push
factor dimensions were derived from the
factor analysis, and they were
categorized info 3 groups: (1) ‘novelty
(2) (3

‘socialization’. Each factor dimension

seeking’, ‘escape’, and

was named based on the common

Table 3 : Factor analysis of push factors (European tourists)

Push factor dimensions (reliability alpha)

Factor 1: Novelty seeking (alpha = 0.83)

want fo see something new and exciting

want to learn new things from a foreign country.

want fo travel to a country | have not visited before.

want fo seek fun and adventure.

want fo fulfill my dream of visiting a new country.

Factor 2: Escape and relaxation (alpha = 0.79)

| want to escape from routine or ordinary environment.
| want to escape from busy job or stressful work.

| want to rest and relax.

| want to improve my health and well-being.

Factor 3: Socialization (alpha = 0.76)
| want to see and meet different groups of people.
| can talk to everybody about my trips when
| get home.
| want to spend time with my family members

while traveling.

Total variance explained

want fo experience culture that is different from mine.
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characteristics of the variables it

included. The fthree push factor

dimensions explained 60.35% of the total
variance. Among them, ‘novelty seeking’
(factor mean=3.87) and ‘escape’ (factor
mean=3.72) emerged as the major push
factors motivating the respondents to

tfravel abroad.

Factor Eigenvalue Variance Factor

loading explained mean

7.45 38.78% 4.10*
0.85
0.78
0.76
0.75
0.71
0.70
2.47 12.38% 3.89
0.66
0.64
0.61
0.60
1.5 8.55% 3.55
0.72

0.70

0.65

61.28%

* the most important factor
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According to tfable 3, similarly tfo
Asian tourists, three push factor
dimensions were derived from the factor
analysis, and they were categorized into
3 groups: (1) ‘novelty seeking’, (2)
and (3)

Each factor dimension

‘escape & relaxation’,
‘socialization’.
was named based on the common

characteristics of the variables it

Factor Analysis of Pull Factors

Table 4: Factor analysis of pull factors (Asian tourists)

included. The three push factor
dimensions explained 61.28% of the total
variance. Among them, ‘novelty seeking’
(factor mean=4.10) and ‘escape &
reloxation” (factor mean=3.89) emerged
as the major push factors motivating the
respondents to travel abroad. It should
be noted that, in general, factor
analysis of push factors between Asians

and Europeans were relatively similar.

Pull factor dimensions (Cronbach’s alpha) Factor Eigenvalue Variance Factor
loading explained Mean

Factor 1: A variety of tourist attractions & activities (alpha = 0.85) 7.47 35.81% 3.83*

A variety of tourist aftractions 0.88

Cultural/historical atftractions 0.85

Thai culture 0.83

Thai food 0.80

A variety of shopping place 0.78

Natural aftractions 0.70

Beach/seaside 0.69

A variety of leisure activities and entertainment 0.66

Travel information 0.62

Factor 2: Travel costs (alpha = 0.80) 2.30 10.88% 3.58

Low cost of living 0.78

Travel costs to Thailand 0.75

Factor 3: Safety and cleanliness (alpha = 0.75) 1.45 8.23% 3.24

Hygiene and cleanliness 0.68

Safety and security 0.61

Total variance explained 60.15%

* the most important factor



With regard to pull factors (table
4), factor analysis with varimax rotation
was performed to group the pull factors.
According to table 6, three pull factor
dimensions were derived from the factor
analysis, and they were named: (1) ‘a

variety of tourist aftractions & activities’,

Table 5: Factor analysis of pull factors (European tfourists)
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(2) ‘travel costs’, and (3) ‘safety &
cleanliness’. These three factor

dimensions explained 60.15% of the total
variance. Based on the result, ‘a variety
of tourist attractions & activities” (mean
factor=3.83) and

factor=3.58) were regarded as the major

‘fravel costs’ (mean

pull factors attracting the respondents to
Thailand.

Pull factor dimensions (Cronbach’s aloha) Factor Eigenvalue Variance Factor
loading explained Mean

Factor 1: A variety of tourist attractions & activities (alpha = 0.82) 7.05 35.81% 3.89

A variety of tourist attractions 0.89

Beach/seaside 0.81

Natural attractions 0.79

A variety of shopping place 0.75

Low cost of living 0.73

A variety of leisure activities and entertainment 0.71

Travel cost to Thailand 0.70

Travel information 0.68

Hygiene and cleanliness 0.54

Safety and security 0.51

Factor 2: Cultural and historical attractions (alpha = 0.87) 1.58 10.88% 4.15%

Thai culture 0.78

Cultural and historical places 0.75

Thai food 0.70

Total variance explained 59.25%

* the most important factor
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For European tourists, a similar
factor analysis with varimax rotation was
performed fto group the pull factors. As
shown in fable 5, two pull factor
dimensions were derived from the factor
analysis, and they were named: (1) ‘a
variety of tourist attractions & activities’
and (2)

attractions’. These two factor dimensions

‘cultural and historical
explained 59.25% of the total variance.
With relatively high score of factor
mean, ‘cultural and historical attractions’
(factor mean=4.15) and ‘a variety of
tourist atftractions & activities” (factor
mean=3.89) was considered as the key
pull factors attracting the respondents to
Thailand.

and

5. Discussion, Conclusion

Recommendations

5.1 Discussion

According to push factor analysis
(table 2), it was found that ‘novelty
seeking’ was regarded as the most
important push factor stimulating Asian
respondents to fravel abroad. Likewise,
the study (table 3) revealed similar
results indicating that “‘novelty seeking’
was regarded as the most important
push factors motivating European
respondents to fravel overseas. In
overall, the results of push factors

analysis (motives to travel) of the two

markets were quite similar, though there
are minor or slight differences in other
motives (e.g. escape and socialization
motives). Generally, the current findings
are similar to previous studies revealing
that novelty seeking is the major motive
for many tourist groups fto fravel tfo
overseas destinations. For example, Lee
(2000) revealed that novelty experience
was the major push factor among
international tourists visiting South Korea.
Cha et al. (1995) and Jang & Wu (2006)
also found that novelty and knowledge
seeking was the key push factor for
Japanese and Taiwanese to travel
This that, in

intfernational fourism, novelty seeking or

abroad. suggests
the motive to experience something
new, exciting or different from people’s
usual environment seems fto be the
major motive stimulating people to
tfravel to different parts of the word in
order to seek something that they can’t
obtain in their usual environment. Thus, it
is not surprising with the current findings
revealing that both Asian and European
tourists were motivated by novelty
motive to fravel to a particular
destination if they wish to experience
something that is different from their
own cultures or surroundings.

Another discussion regarding push
factor is ‘escape and relaxation” which

was raked as the second important



motive in both Asian and European
markets. In previous studies, they also
found that ‘escape’, ‘rest’ or ‘relaxation’
(e.g. a travel to improve health, to
escape from busy environment or
stressful work) was regarded as the
major motive stimulating people to
fravel (Kim & Prideaux, 2005; Jang &
Wu, 2006).

major motive like ‘novelty seeking’, this

Besides focusing on fthe

second motive could provide tourism
marketers another marketing implication
for doing marketing programs to attract
both Asian and European ftravelers to
Thailand. This implication might be used
for various targets such as repeat
visitors, leisure tourists, long-stay travelers,
senior travelers, honeymooners or those
who seek for rest and relaxation
purposes (e.g. natural attractions, beach
tourism).
With regard to pull factor
analysis (tfable 4 and 5), it seemed that
the results of pull factors between Asian
and European tourists were different. In
case of Asian tourists, ‘a variety of
tourist attractions and activities” was
regarded as the most important factor
attracting them to Thailand while
European fourists perceived ‘culfural &
historical attractions” as the most
important factor drawing them to
Thailond. Basically, it should be noted

the result of pull factors (destination
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attractions) could be viewed differently
by country to country or market to
market (i.e. Asians and Europeans)
depending on the image and
perception of tfravelers toward a
particular destination (Kozak 2002). In
the current study, it could be possible
that Asian tourists, with similar cultures
and distance closure to Thailand, they
may perceive Thai culture not much
different from their cultures or Asian
subcultures. Instead, they may be
aftracted to Thailond due to a variety
of tourism products and services being
offered or marketed fo the mass market
by Thai tourism businesses/operators.
According to the Tourism Authority of
Thailand’s reports (TAT 2006; TAT 2009),
Thailand is marketing a variety of tourism
products to the Asian markets including
cultural tourism, health tfourism, natural-
based tourism, special interest ftourism.
Furthermore, there are several studies
indicating that many Asian tourists come
to Thailond because of a variety of
tourist atfractions such as culture,
historical sites, beach tourism, shopping,
night life or city entertfainment
(Nuchailak 1998; Tanapanich 1999; Soda
2001). With the counftfry’s image of
tourism product varieties among Asian
markets and the above arguments, it
could be possible that many Asian

respondents may perceive Thailand as
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one of the destinations with the variety
of ftourism aftractions, and this could be
the major aftraction drawing them to
Thailand.

In the case of European tourists,
it seemed that they were more likely to
appreciate Thai cultural and historical
attractions as the major pull factors
drawing them to Thailand. The current
finding is somewhat similar tfo other
studies examining fravel motivations of
European tourists (e.g. Yavuz et al. 1998;
You & O’Leary 2000). Those studies
indicated that cultural and/or historical
attractions are common destination
attractions drawing European tourists 1o
visit a particular destination. For
example, Yavuz et al. (1998) disclosed
that European travelers perceived
cultural attractions of Cyprus as more
important factor for them than any
attractions. Furthermore, You and
O’Leary (2000) argued that culture and
heritage attractions have strong appeals
among many intfernational fourists when
visiting overseas destinations. This type of
attraction could be ranked among the
top destination attributes attracting
European travelers to overseas
destinations. In case of European tourists
to Thailand, it could be possible that
European respondents may perceive
Thailand differently from Asian

respondents. European respondents may

appreciate Thailand as the distinct
country in Asia with old history and
unique culture (e.g. Thainess). There are
several studies reporting that many
European tourists perceived Thai cultural/
historical attractions as the most
important factor for visiting Thailand
such as Prasertwong (2001) and Zhang,
Fang, and Sirirassamee (2004). Another
argument could be that Thailond is one
of the few countries in the world that
has preserved it independence from
This

phenomenon affects the nature of the

western powers until today.
lond, culture, history, and Thai people to
this day. Previous research has shown
that many international tourists come to
Thailand because of the attractiveness
of Thai unique culture and historical
backgrounds (Praserfwong 2001; Zhang
2004).
(2001) argued that Thailond is usually

et al. Moreover, Prasertwong
perceived to be a destination that is
rich in historical and cultural attractions;
making it different/distinct from other
Asian countries and attractive to many
international tourists. In addition fo
previous studies’ support, it seems that
the influences of marketing campaigns
by the Tourism Authority of Thailand also
have the impacts on Thailand’s cultural
image among European ftfourists. The
campaigns in European markets can be

found and supported by various types



of activities using Thai cultural, historical
and/or heritage themes as the key
marketing tools atftracting European
tourists to Thailand (TAT 2007; TAT 2009).
These marketing tools have been widely
recoghized and succeeded in the
European markets (TAT 2007). Based on
the above arguments, it is not surprising
why many internafional tfourists including
European tfourists visit Thailand because

of the Thai cultural/historical attractions.

5.2 Conclusion

Using the theory of push and pull
factors as a conceptual framework, this
study has the objectives to examine
and compare fravel motivations of
intfernational tourists to Thailand based
on geographical regions (i.e. between
As noted,

the study was done on the assumption

Asian and European tourists).

and previous studies’ support in that
tourists from the same region (Asia or
Europe) may share some similarities or
commonalities on fravel related-
behaviors such as travel motivations and
fravel preferences.

According to the current study,
the results revealed that travel motives
(push factors) and the perception of
Thailand’s destination attractions (pull
factors) differed between Asian and
European tourists. For Asian tourists, the

study identified three push and three
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pull factor dimensions associated with
Asian fourists” fravel motivations. The
three push factors were named as (1)
‘novelty seeking’, (2) ‘escape’, and (3)
‘socialization’, while the three pull
factors included: (1) ‘a variety of
tourists” attractions & activities’, (2)
and (3)

cleanliness’. Among them, ‘novelty

‘travel costs’, ‘safety &

seeking” and ‘a variety of ftfourist
atfractions & activities” were viewed as
the most important push and pull factors
for Asian tourists. With regard to
European tourists, the study identified
three push and two pull factor
dimensions related to European tourists’
travel motivations. The three push factors
were named as (1) ‘novelty seeking’, (2)
and (3)
‘socialization’, while the two pull factors
included: (1)

aftfractions & activities” and (2) ‘cultural

‘escape & relaxation’,

‘a variety of tourist

& historical atftractions’. Among them,
‘novelty seeking’ and ‘cultural &
historical attractions” were regarded as
the most important push and pull factors
It is hoped that

the current findings would add to the

for European tourists.

tourism literature in travel motivations
subject, particularly in Thai context, by
providing a better understanding of
fravel motivations differences of

international tourists to Thailand.
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5.3 Recommendations

Since this study examined and
compared travel motivations between
Asian and European tourists, the
recommendations will be proposed
based on the results of each group. It is
hoped that the recommendations would
be useful for destfination tourism
marketers and travel business operators
to develop appropriate marketing
strategies, policies and products
corresponding to the needs of the

target markets.

Asian Tourists

According to the literature,
knowing the importance of push and
pull factors perceived by the ftourists
can help destination marketers develop
the marketing programs to meet the
desired needs of the target market
Jang & Wu 2006). This implication could
be applied to the current study to
develop the products and services to
attract the international fourists to
Thailand. Based on the current findings,
‘novelty seeking” was found fo be the
most important motive stimulating Asian
respondents to travel abroad, and ‘a
variety tourist attractions & activities’
was regarded as the major destination
attfraction drawing them to Thailand.

Based on these results, tourism marketers

should readlize the importance of push
factor ‘novelty seeking’ which are
related to the needs to see something
new, exciting or different from fravelers’
usual environment. These motives are
regarded as driving forces for Asian
fourists to fravel abroad. At the same
fime, destination marketers should realize
that ‘a variety of tourist attractions &
activities” is perceived as the major
destination attraction (pull factor)
drawing them to Thailand. According to
You, O’Leary, Morrison, and Hong (2000),
tfourism marketers need to tie the
motivational drives (motives) with the
activities that the destination can offer
(atfractions) and then package them to
better satisfy the targets’ needs. This
suggestion could be applied to the
case of Asian tourists who are mainly
motivated to fravel abroad by ‘novelty
seeking” and attracted to Thailand by
‘a variety of tourist attraction &
activities’. Thus, it is important for
destination marketers to develop
marketing programs (e.g. advertising,
communications) by stimulating the
needs of the targets (novelty seeking)
and satisfy those needs with Thailoand’s
destination attractions (a variety of
fourist attractions & actfivities). This can
be done by designing appropriate
marketing programs or advertisements

(e.g. TV ads, travel guides/books,



brochures) by matching what they need
and what we can offer. One of the
possible ways is to create a marketing
or fourism theme specially targeted for
the Asian markets, for example, “Explore
Thailand: Discover and Experience the
Land of Exotic and Variety”. The theme
might help stimulate the needs of
novelty seeking (something new,
different or exciting), at the same time,
attract or persuade them to discover
those things in Thailand by offering a
unigue and a variety of tourism
products reflecting the ftheme. The
products may include cultural tourism,
natural fourism (e.g. beaches and
islands), spa/health tourism, and
shopping/entertainment programs.

With regard to travel costs, this
pull factor is another key attraction of
Thailond among Asian market. This could
provide useful implication for destination
marketers to develop another effective
marketing strategy. They might create
the marketing program promoting
Thailand as the best value destination
for overseas holiday among Asian
tfravelers (including European market if
they wish). The marketing program may
focus on competitive fravel costs of
Thailond when compared to other
The

marketing/tourism theme could be, for

destinations. sample of the

example, “Enjoy Your Holiday with a

ansuUsia

SUDDHIPARITAD

53

Variety of Thailand’s Aftractions, the
Plaoce Where You can Afford”. This
strategy could be an alternative (option)
to the above theme by focusing on a
variety of tourism attractions and
competitive costs to Thailand. It is
hoped that these suggestions could be
applicable in some ways for Thai tourism
business/operators to develop effective
marketing strategies (e.g. tour programs,
advertising and product promotion) for

their target markets.

European Tourists

The recommendations for
European tourists would apply the same
concept of those discussed in Asian
tourists (matching the results of push
and pull factors). However, the
strategies need to be modified to cater
to the needs of European tourists. The
findings derived from European
respondents indicated that ‘novelty
seeking’” and ‘cultural & historical
attractions” were regarded as the major
push and pull factors. Thus, destination
marketers need to fie the motives (push
factor) with the activities that the
destination can offer (pull factor) and
then package them to better satisfy the
targets’ needs. Like the Asian tourists,
destination marketers may develop
marketing programs (e.g. advertising,

communications) by stimulating the
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needs of novelty seeking and satisfy
those needs with Thailand’s cultural and
historical aftractions. This can be done
by designing appropriate marketing
programs or advertisements (e.g. TV ads,
fravel guides/books, brochures). Like the
Asian market, one of the possible
marketing or tourism themes developed
for the European market could be, for
example, “Explore Thailand: Discover
and Experience the Treasure of
Southeast Asia” or "Discover the
Kingdom of Thailand: the Land of Exotic

and Unique Culture”. The themes might

help stimulate the needs of novelty
seeking (something new, different or
exciting), at the same time, attract or
persuade them to discover and
experience the cultural heritage of
Thailand such as Thai culture and local
ways of life in different sub-regions,
historical places, ancient capitals or
cities, traditional Thai food or local food,
and Thai traditional performances. It is
hoped that the suggestions here could
be helpful for the industry practitioners
to get some ideas of how to develop
or design the marketing plans/strategies

for the European markets.
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Abstract

In this paper, we propose a framework to explain suppliers’
infention to participate, and the level of participation, in B2G electronic
auction (e-auction) markets. This will be tested in the Thai e-auction
markets. Evidences support that low supplier participation has been a
major problem in this market, perhaps resulting in a non-competitive e-
auction environment. However, research to understand the behaviour of
supplier participation in B2G e-auction markets is lacking, particularly in
developing countries. The conceptual framework draws from the
Motivation-Ability Framework, Transaction Cost Theory, Institutional Theory,
and Resource-Based Theory. It proposes that four key consfructs —
efficiency motive, legitimacy motive, environmental uncertainty, and
organisational capabilities — influence suppliers’ intention to participate,
as well as their participation level. Preliminary evidence from the field

provides initial support for the proposed framework.

Adidn : Husznaunisgninsy. manantslsryasudiannsetind,
nsidsanulszyareisznaunis
Keywords : Business-to-Government (B2G), electronic auction markets,

suppliers’ participation
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1. INTRODUCTION

Business-to-Government (B2G)
electronic markets can be considered
as “business activity that involves a
business selling its products or services to

local
http://

business.govt.nz). Electronic auction (e-

the cenftfral, regional or

government” (source:
auction) markets are increasingly being
used in B2G electronic markets fo
create opportunity for suppliers to
penetrate new markets (Beall et al.,
2003). The majority of research on
e-auction markets is focused on
developed countries, primarily in North
America and Europe (Germer et al.,
2004). There is very little empirical
evidence on how B2G e-auction
markets perform in the context of
developing countries, especially in the
Thai context. Developing counftries
generally lack resources (e.g. skilled
people, proper ICT infrastructure) and
they also generally report slow
economic progress (Jones, 2007),
compared with developed countries.
The literature also reports the need for
fransparency in e-government
procurement, especially in developing
countries (Rege, 20071). This study will
therefore increase our understanding of
how a B2G e-market will assist the Thai
government in promoting the level of

suppliers’ participation.

In B2G e-auction markets, a
government procuring agency invites
pre-qualified suppliers who compete
against each other, to supply a
specified good or service, thus driving
down the price. Governments generally
find the e-auction process attractive
because of the tangible benefits of
price reductions and the prospect of a
reduced transaction cost (Beall et al.,
2003). Similarly, suppliers can obtain
benefits from opportunities to bid
electronically for new business, to
penetfrate new markets, to create new
low costs sales channels, to lower
overall transaction costs for buyers in
e-auction markets (Smelizer and Carr,
2003), and also fto obtain the benefit
fromm the auction process cycle time
reduction between bidding and winning
the business (Smart and Harrison, 2003).

The Thai government has shown
commitment in promoting the B2G

e-auction markets by making it
mandatory for all Thai government
agencies to procure goods and services
through e-auction markets. However, the
Thai government faces a major problem
pertaining to too few suppliers
participating in these markets - this
could result in a non-competitive
electronic auction environment (NSO,
2007). Smeltzer and Carr (2003) have
suggested that at least four or five

suppliers are needed to begin the bid



process. Whereas, Elmaghraby (2005)
argues that more bidders is not always
better. Prior studies suggest that a
sufficient number of qualified suppliers
parficipating in B2G e-auction markets
can significantly lead to a competitive
market environment (Beall et al., 20083;
Elmaghraby, 2005; Smeltzer and Carr,
2003). Thus, the number of qualified
suppliers plays a significant role for the
success of e-auction markets. However,
the effort to understand the major
determinants of suppliers’” behaviour to
participate in B2G e-auction markets has
been lacking. Prior research in this area
has two main foci, both in terms of the
type of electronic marketplaces (e.g.
B2B electronic marketplaces) (Son and
Benbasat, 2007) as well as the research
approach (e.g. qualitative case studies).
However, the results do not allow us fo
generdlize to other settings and they
also do not dallow us to quantitatively
validate relationships between key
constructs. Thus, the aims of this
research are: 1) to investigate the
factors that influence suppliers’ intention
to participate and the level of
participation in the Thai B2G e-auction
markets, and 2) to examine differential
effect of the four groups of factors in
participation intention and participation
level.
This main

paper has two

conftributions. First, it presents a
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conceptual framework for understanding
suppliers” participation in B2G E-auction
markets using Motivation-Ability
Framework, Transaction Costs Theory,
Institutional Theory, and Resource-Based
Theory. Secondly, it presents preliminary
evidence from the field for the initial
support of this framework. Based on our
results, the follow-up for this research will

be discussed.
2. BRIEF Background

The Motivation-Ability framework
was infroduced by Merton (1957). It has
also been applied in the marketing and
stfrategic management literature to study
organisation behaviour in terms of
organisations” movement towards online
channel. For example, Grewal et al.
(2001) employed the motivation-ability
framework to investigate organisational
participation in business-to-business (B2B)
e-markets. The authors found that
electronic market participation depend
on organisational motivation and ability.
The authors also developed the
efficiency construct from transaction
cost economics, the legitimacy construct
from the institutional theory, as well as
the learning and IT capabilities from the
Strategic Management literature. Son
and Benbasat (2007) extend Grewal et
al.’s (2001) work by identifying the

salient factors rooted in efficiency
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motive and legitimacy motive, which
affect organisation buyer’s adoption and
use of B2B e-marketplaces.

According to Transaction Cost
Economics (TCE), all economic activity
revolves around a transaction, which is
simply some form of exchange of a
good or service between two or more
economic actors. Transactions may be
divided into production and
coordination costs (Malone et al., 1987).
Coase (1937) proposed that the use of
price mechanisms generates cost
such as searching for prices, reaching
an agreement and enforcing the
commitments. As production costs
remain constant regardless of the sale
mechanism, this study will concentrate
on coordination costs. If transaction
costs are high, liftle or no economic
activity from suppliers is likely to occur.

The institutional approach has
been used tfo study organisations.
Institutional environments are important
for organisational structure and action
(Son and Benbasat, 2007; Teo et al.,
2003). behind

institutionalization is that organisational

The key idea
action reflects a patftern of doing things
that evolves over time and becomes
legitimated within organisation and an
environment (Eisenhardt, 1988). DiMaggio
and Powell (1983) suggested three types

of isomorphic pressures - mimetic,

coercive, and normative — that cause
an organisation fo have the same form
with their environment (e.g. competitors
or government/ buyer).

The Resource Based View (RBV) of
the firm suggests that organisations
compete and create value on the basis
of resources that are unique, rare,
valuable, and not easily imitable or
1991).

Competencies develop when such

substitutable (Barney,
resources dre combined to create
specific organisational ability (Teece et
al., 1997). Hall (1993) suggested the
sources of sustainable competitive
advantage consist of two types of
capability  differential; namely,
capabilities based on assets and
capabilities based on competencies.

The main research questions to be
addressed are;

1) What types of precursor factors
infention to

motivate suppliers’

participate, and to increase their level

of participation in B2G e-auction
markets?

2) How do these factors
interrelate?

3) Do these key factors play
different roles in explaining suppliers’
infention to participate and participation

level?



3. A CONCEPTUAL Framework

In this section, we propose a
conceptual theoretical framework to
explain the factors that influence
suppliers’ participation in B2G e-auction

markets. We propose that four main
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constructs: efficiency motive, legitimacy
motive, environmental uncertainty, and
supplier capabilities - influence suppliers’
parficipation (dependent variable) in
B2G e-auction markets. Components of
the proposed model (Figure 1) are

explained below.

Efficiency Motive

Environmental Uncertainty
* Dynamism

Legitimacy Motive

Market Transaction Costs % Compllexity
+ Operational Costs * Hostility
* Contractual Costs
| Market Transparency |
I Auction Process Cycle Time | Supplier Capabilities
Supplier Capabilities based on Assets
Participation « Cost Leadership

» Transaction Intention
(Potential Suppliers)

* Excess Production Capacity

Coercive Pressure
* Perceived Dorninance of
Government Procurement

Mimetic Pressures « Participation Level (‘:_xp abilities pnsed on
* Participation Among (Current Suppliers) Competencies

Competitors x + Top Management’s e-auction
* Perceived Success of Self- Efﬂcgcy

Competitors + Total Quality Management

Normative Pressures

Control Variables

* Participation in * Firm Size
Professional and Trade P_ﬁSf— E)fpleléenze v
Associations Financial Condition

Figure 1:

Research framework for suppliers’ parficipation in B2G e-auction markets.
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3.1 Supplier Participation
In B2G e-auction markets,
suppliers” participation can be classified
infto fwo groups; fransaction intention
In the

technology acceptance model and

and their participation level.
e-commerce literature, transaction
intention is likely to influence future
fransaction behaviour (Davis, 1989; Son
and Benbasat, 2007: Teo et al., 2003).
Behavioural intention refers to the
motivational factors that cause people
to try to undertake a behaviour (Ajzen,
1991).

To deal with the varying levels of
supplier activities in B2G e-auction
markets, the participation level can be
classified into four distinct stages:

exploration stage, frial stage,
commitment stage, and passive stage
(Grewal et al., 2001; Son and Benbasat,
2007). A supplier firm can only be in
one stage at any point in time (Grewal
et al, 2001). In the exploration stage,
the supplier has been registered in the
B2G e-auction market but has not yet
begun to conduct trading activities
through the e-auction market. In the
trial stage, the supplier has conducted
several fransactions through a B2G
e-auction market, but is still evaluating
the pros and cons of this means of
doing business. In the commitment

stage, the supplier has made a full

commitment as frading through a B2G
e-auction market has become an
important part of its operations. In the
passive stage, the supplier has
considered not doing business or
terminated conducting business in the

B2G e-auction market.

3.2 Efficiency Motive

Organisations participating in
e-commerce would be looking to obtain
both efficiency and effectiveness
benefits. An e-market can reduce
coordination costs, which include setting
up a relationship, search costs, and
market costs, between the buyers and
the sellers (Bakos, 1991). We draw from
the Transaction Cost Theory to study the
economic organisation of how suppliers
seek tfo minimize fransaction costs
(Williamson, 1981). Arguments for the
move to e-markets were based on
expected reduction in the transaction
costs between buyers and sellers (Bakos,
1991; Wiliamson, 1981, 1999).

E-markets offer facilities to support
communicating information about price
and production characteristics, and
conducting transactions between buyers
and sellers (Bakos, 1991; Ivang and
Sorensen, 2005). E-markets can also help
to reduce transaction costs that occur
between buyers and suppliers (Bakos,

1991). Market transaction costs are



defined as the coordination costs
involved in using outside markets,
comprising operational costs and
contractual costs (Gurbaxani and
Whang, 1991). Operational costs refer to
the costs for accessing market
information and process fransaction
such as search costs and
communication costs. Contractual costs
refer to the costs of establishing and
maintaining contractual relationships with
outside parties, including costs of writing
contracts and costs of enforcing

contracts.

Hypothesis 1:  Market transaction costs
in a B2G e-auction market will
negatively influence a supplier’s intention
to participate and the level of
participation in the B2G e-auction

market,

Market transparency is defined by
Madhavan (2000) as “the ability of
market participants to observe
information about trading process”.
Suppliers can make decisions fo
parficipate in frading through e-auction
markets based on information disclosure
tfrading rule, price as well as information
on transaction process (Granados et al.,
2006).

e-auction markets would help suppliers

Increased fransparency in

to reduce the information processing
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costs and opportunity costs of obtaining
information about auction price and

auction process.

Hypothesis 2:  Information transparency
in a B2G e-auction market will positively
influence a supplier’s intention to
participate and the level of participation

in the B2G e-auction market.

The use of traditional processes for
government buying of goods and
service can consume several weeks or
months (Beall et al., 2003; MacManus,
1991). On the other hand, the use of
e-auction markets can decrease auction
process cycle times (Emiliani and Stec,
2005), which are condensed into a
period of a few hours (Beall et al.,
2003).

B2G e-auction markets can benefit

Process cycle time reduction in

suppliers in that suppliers would be
better

scheduling because time is reduced

able to plan production

between bidding and winning the
business (Beall et al., 2003).

Hypothesis 3:  Auction process cycle
time in a B2G e-auction market will
negatively influence a supplier’s intention
to participate and the level of
participation in the B2G e-auction

market,
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3.3 Legitimacy Motive

Much of the institutional literature
emphasises that organisational structures
and processes tend to become
isomorphic with the accepted norms for
organisations of particular types
(DiMaggio and Powell, 1983). As with
Teo et al. (2003), we focus on two
specific types of mimetic pressures:
participation among competitors and
perceived success of participated
competitors. Participation among
competitors refers to the participation
level of competitors participating in B2G
e-auction market. Whereas, perceived
success of participated competitors refer
to suppliers often closely monitoring their
competitor to identify successful
practices and imitate their actions to

achieve similar benefits.

Hypothesis 4: Mimetic pressures in a B2G
e-auction market will positively influence
supplier’s intention to partficipate and
the level of participation in the B2G

e-auction market,

Coercive pressures is defined by
DiMaggio and Powell (1983, p. 150) as
“both formal and informal pressures
exerted on organisations by other
organisations upon which they are
dependent and by cultural expectations

in the society within which organisation

function”. These pressures may take
several forms, such as force, threats,
persuasion, and invitation (DiMaggio and
Powell, 1983).

Hypothesis 5: Coercive pressures in a
B2G e-auction market will positively
influence supplier’'s intention to
partficipate and the level of participation

in the B2G e-auction market.

Normative pressures imply that

strategic  processes taken by
organisations are subject to the values
and norms shared among members of
their social network (DiMaggio and
Powell, 1983). Normative pressures from
parficipation in professional and frade
associations may promote transactions

through a B2G e-auction market.

Hypothesis 6: Normative pressures in a
B2G e-auction market will positively
influence a supplier’s intention to
participate and the level of participation

in the B2G e-auction market,

3.4 Environmental Uncertainty

Organisational theories have
suggested that organisations must adapt
their environment to remain viable in
business (Duncan, 1972). Lee and Clark
(1997) claimed that environmental

uncertainty is inherent in e-markets. The



literature has identified many different
environment dimensions. Three factors
are viewed as particularly important
(Kabadayi et al., 2007; Newkirk and
Lederer, 2006) and have been included
in a majority of e-commerce studies.
They are dynamism, complexity, and
hostility. Dynamism refers to the rate
and unpredictability of environmental
change. It is especially challenging for
suppliers who need to partficipate in
B2G e-auction markets (Kabadayi et al.,
2007). Complexity refers to the number
and diversity of competitors, suppliers,
buyers, and other environmental actors
that firm decision makers need fo
consider in formulating their strategies
(Kabadayi 2007).

represents the availability of resources

et al., Hostility
and the degree of competition in
e-auction markets (Newkirk and Lederer,
2006).

Hypothesis 7:  Environmental uncertainty
in a B2G e-auction market will
negatively influence a supplier’s intention
to participate and the level of
participation in the B2G e-auction

market.

3.5 Supplier Capabilities
This construct is mainly drawn from
Resources-Based View Theory (RBV). In

the sfrategic management literature,
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there is growing evidence that
competitive advantage often depends
on the firm’s deployment of capabilities
(Barney, 1991; Day, 1994, Wade and
Hulland, 2004). Suppliers with greater
efficiency can develop sustainable
competitive advantage by using this
capability to reduce costs and develop
a cost leadership position in ftheir
1991). Hall (1993)

suggests that two types of supplier

industry (Barney,

capabilities (capabilities based on assets
and capabilities based on competencies)
could influence a supplier fo gain
competitive advantage in markets.
According to capabilities based
two

on assets, we propose

sub-constructs that can influence
suppliers’ decisions to participate in B2G
e-auction markets. Cost leadership and
excess production capacity would be
used as sources for suppliers’
competitive advantage in B2G e-auction
markets (EImaghraby, 2005). Cost
leadership refers to supplier gaining sales
by offering products and/or services at
a price that is lower than that of
competitors as well as pursuing
economies of scale in production
(Kabadayi 2007).

production capacity infers a supplier

et al., Excess
may differ in its production capacity to
gain competitive advantage in the

markets. Excess production capability
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can be used to supply products and
services as supplier’'s competitive

advantage (Eimaghraby, 2005).

Hypothesis 8: Capabilities based on
assets of supplier will positively influence
a supplier’s intention to participate and
the level of participation in the B2G

e-auction market,

Hall (1993) proposed two types of
capabilities based on competencies as
sources of sustainable competitive
advantage - functional capability (i.e.
fop management’s e-auction self-
efficacy) and cultural capability (.e.
In the

context of B2G e-auction markets, top

tfotal quality management).

management’s e-auction self-efficacy
refers to the perceptions of the owner
CEO of the

manipulate the e-auction process in the

and/or supplier to
accomplishment of a fask (Bandura,
1986, Compeau and Higgins, 1995). This
definition is based on the concept of
self-efficacy defined by Bandura (1986,
p.391). Total quality management (TQM)
refers to the continuous improvement of
work processes to enhance the
organisation’s ability fo deliver high-
quality product or services in a cost-
effective manner (Beer, 2003). Supplier’s
firms that implement TQM are better

positioned to gain through lower costs

and improved customers’ satisfaction
(Beer, 2003).

Hypothesis 9: Capabilities based on
competencies of a supplier will positively
influence a supplier’s intention to
participate and the level of participation

in the B2G e-auction market.

4. PRELIMINARY SUPPORT OF FRAMEWORK

In this Section, we report some
initial high level empirical support for the
proposed framework reported in Section
3, within the Thai context. Particularly,
we wished to verify sources of
Motivation-Ability factors of suppliers in
the Thai B2G e-markets. Two sources of
data were collected for this purpose:

1. secondary data (this is
available online in Thai
language from on the Thai
government procurement
information center website
(www.gprocurement.go.th).
Details are elaborated below.)
and

2. a one hour telephone interview
with a third party e-auction
market representative, which is
Pantavanij Company Limited
(www.pantavanij.co.th) - the
leading third party provider of

e-auction services for Thai



government agencies to
procure their products or
services. The interview was
conducted by the first author
using the Thai language; this
generated a two page
summary.

The secondary data and infterview
suggest that B2G e-auction markets help
both the government agencies (buyers)
and suppliers to effectively manage
their frading activities through these
e-markets. The secondary data shows
that the Thai government provides the
following information online on the
government website:

B procurement information - the
initial bidding price, winning
bidding price, potential
suppliers, and a confract for
the winning bidder,

B e-auction process information
for the public to verify and
monitor the e-auction process,
and

B information on market actfivities
to allow tracking for suppliers
in the e-auction markets.

In addition, the

conveyed that the Thai B2G e-auction

inferviewee

market still face the problem of low
level of supplier participation in the
e-markets. The auctioneer felt that

supplier participation in the e-markets
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may be affected if there is a high level

of economic uncertainty and
competitive uncertainty. Even if some
suppliers were awarded a government
contract, it is possible they could not
deliver the specified products/services to
the government because they could not
handle inconducive economic situations
(for example economic recession can
result in higher production costs and
financial slack; as a result suppliers
cannot profitably produce and deliver
the products at the contract price).
However, the distinctive capabilities of
them to

suppliers may enable

outperform in the competitive
marketplace.

The interview also suggest that
some suppliers still desire to get a
government confract (e.g. from the
Bank of Thailand) even if a contract
causes the supplier to lose some profit
or even lower their total cost of
ownership. This is because when a
contfract is awarded by the Bank of
Thailand

beneficial for that supplier to engage in

(i.e. government), it is
business with other financial insfitutions in
the future. In some cases, suppliers may
not want to participate in these
e-markets because they perceive that
the markets have been dominated by
large-sized companies. Sometimes,

suppliers may want to participate in



ansudsimd

SUDDHIPARITAD

72

e-auction markets because they can
take advantage of the opportunities of
participation at a low cost (e.g. the low
cost of entry fee); that is, the cost of
not winning a government confract is
not high. The interview thus, provides
initial support for the research
framework. Specifically, we find high
level support for all the constructs at the
highest level: efficiency motive,
legitimacy motives, environmental
uncertainty, and supplier capabilities.
However, there was no initial indication

of the sub-construct Normative Pressures.
5. Conclusion

In this paper, a theoretical
framework for explaining supplier
behaviour in a B2G e-auction context is
proposed derived from an extensive and
rigorous literature review with initial high
level support. It is anticipated that the
examination of four key constructs;

efficiency motive, legitimacy motive,

environmental uncertainty, and supplier
capabilities will help to identify reasons
for suppliers’ decision to participate in
B2G e-auction markets in Thailand.
Overall, we believe that this paper
extends the understanding of supplier
behaviours in the Thai B2G e-auction
markets. We also hope that the
outcome of this study encourages new
thinking and research into the B2G
e-auction markets. The empirical
evidence reported in this paper is at its
preliminary stage, and represents the
viewpoint of the auctioneer only. In the
next step of this research, more
interviews need fo be conducted with
other auctioneers, as well as
representative suppliers, in order to
further probe the relevance of the
sub-constructs of each of the key high
level constructs. Further exploration of
the proposed framework will give us
further confidence and insight into

developing the survey instrument.
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Abstract

This survey research was conducted to measure the satisfaction of
people who bought condominium in Bangkok during 2006-2008. The
scope of the study included only condominiums that were priced not
over 5 million baht. Using the strafified three-stage random sampling,
236 persons were selected and collected data about personal data,
former residence, current workplace, data collection behavior before
buying condominium, and satisfaction after buying. The study proposed
to measure satisfaction in 4 dimensions, i.e. product, price, facilities, and
environment. If all dimensions were evaluated together, it was found that
customers did not satisfy with their condominiums. However, when
analyze each dimensions the study found that only environment
dimension satisfied the customers. Concerning about the product
dimension, three most dissatisfied things to customers were ready to
move-in, beautiful furniture, and the quality of furniture. For the price
dimension the most dissatfisfied things were cenfral-sharing expenses,
value for money of provided furniture, and utility expenses. And the most
dissatisfied things about facilities in condominium were wireless internet,
restaurants, and coffee shops. On the other hand, three most satisfied
things for the condominium residents were security of condominium and

surroundings, convenience transportation, and pollution free.

o o %3 = v a a
ANANALY : mfmquwa%mmqﬁm, AaulaLLLewy

Keywords : Customer satisfaction, Condominium
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Abstract

Presently, the commercial world is moving tfo a boundaryless
market. In order to survive, multinational corporations (MNCs) and global
companies have attempted to perform various strategies for building
their competitive advantages. Implementing marketing programs is one
of the sfrategies for enhancing ftheir sufficient success which any
company conducts to respond to customers and consumers’ needs. The
concept of standardization, adaptation, and contingency are
deliberately discussed including relevant issues. The key question is
whether the practice of standardization is suitable for global companies
in infernational expansion in another country. Euro Disney is an example
case to show that the practice of standardization, once was superbly
successful in Japan, may not be the absolute answer for every country.
Alternatively, a contingency perspective is likely to be a good approach

to put into practice global achievement.

AdAY : nemamgLluLLNmsg ALY, NMsnatngluuulsrens,
nsmanszaulan, glsaatld

Keywords : Standardization, Adaptation, Global marketing, Euro Disney
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Abstract

The use of English as an L2 among Thai academics has been
influenced by the Thai language (L1) and culture, resulting in its unique
characteristics.  The purposes of this paper are, first of all, to describe
the status of English in Thailand, secondly, to analyze its use among Thai
academics in five areas: (1) pronunciation, (2) loan words, (3) code-
switching/mixing, (4) names and ftitfles, and (6) rhetorical conventions.
In each area, evidence collected from various sources-newspapers,
textbooks, articles, and research/thesis reports-is provided. In addition,
opinions and comments based on interviews with some Thai academics

in business-related fields are included.

Ay o nsldnendsnguaesdniinistne, naslddng,
N13AaL/Uun"1n, NseanIdn
Key words : L1 Transfer, Thailish, Thai English, Code mixing/switching,

Thainess, Thai academics
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1. Introduction

In light of the notfion of English as
a global language, English being used
among Thai academics in business-
related fields has salient characteristics
of Thainess due to the influences of Thai
language and culture. This preliminary
study attempts to provide some linguistic
evidence fto show the assertion of Thai
identity in the use of English as a global
language by Thai academics. This study
"What are the

characteristics of the English being used

asked, salient
by Thai academics?”

After discussing the use and status
of English in Thailand, this paper reviews
the literature on language transfer and
the study on English varieties. It then
explains how the data have been
collected and analyzed. After that, it
categorizes the use of English info five
domains: pronunciation, loan words,
code-switching/mixing, names and ftitles,
and rhetorical conventions, followed by

the conclusion.

Terminology
1. Academic: In this arficle, the
ferm ‘academic’ is used fo
refer o an expert in a
particular field; he or she may
not necessarily be in a

university. In this study,

the Thai academics refer only
tfo the academics in the
business-related fields such as
business administration and
economics.

2. Loan word: A loan word is a
word borrowed from one
longuage and incorporated
into another, e.g., English words
used as common words in Thai
such as strike (ﬁvl,méﬁ),
technology (meiuiaa), or gas
(LLﬁa). Most loanwords from
English have been adapted fo
suit the local context.

3. Code-switching/Code-mixing
In this study, the terms ‘code-
switching” and ‘code-mixing’
are used interchangeably,
referring to the practice of
mixing two languages in
communication.

4. Rhetorical conventions: The use
of English at a discourse level,
including citation conventions
and sociolinguistics conventions
such as greeting and thanking.

5. L1 Transfer: The influences of
the first language (L1) on the
use of the target language (L2)

being used or learned.

The next section is the literature

review on the status of English in



Thailand, the main theories or concepts
on the study of English variety, and the
existing body of knowledge on Thai-

English.

2. Literature Review

The literature review is divided info
three parts. Part 1 briefly reviews the use
of English in Thailand; Part 2 discusses
the influences of English on Thai
laonguage. Part 3 reviews the literature
on the use of English among the Thai

academics.

2.1 English in Thailand

Even though English came fto
Thailand during the Ayutthaya period, its
influences on Thai culture were
documented only during the early
Rafttanakosin period.

At its first infroduction, English was
the language learned only by the ruling
class. King Mongkut (Rama 1V), for
example, was probably the first Thai
academic who wused English to
exchange knowledge between Thai and
the Western countries. Publications in
English and Thai came info existence
during his reign (Prasithrathsint, 1985).
After World War |l, it has become a
longuage learned by the ruling class as
well as the general public (Cefola,

1981). At present, the status of English in
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Thailand is that of an international
language (Wiriyachitra, 2002). Unlike in
Singapore or in Malaysia where English is
the second language, English is a
foreign language in Thailand. It is, in
fact, the most popular foreign language
in Thailand.

English as a global language is
more than just a language for global
communication. In many countries,
English has become a status symbol
1992).

countries, the ability to speak or use

(Phillipson, Like in many other
English well in Thailand is seen as a
means to enhance one’s social status.

Nowadays, it is observable that
English has permeated into all fabrics of
Thai society and culfure, as evidenced
by the greater number of English words
mixed with Thai words or phrases in Thai
media (Kapper, 1992).

Among Thai academics, English is
recognized as an academic language.
In addition to utilizihg the knowledge
borrowed from the literature written in
English, Thai academics generally use
their

English words or tferms in

communities.

2.2 Influences of English on Thai, L1
Transfer, and Perceptions of Thai English

When two languages are in
contact, they influence each other. As it

is difficult tfo separate a language from
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its culture, what has influenced the
language has inevitably influenced its
culture.

Long before the influence of
the Thai
influenced, via the
Buddhism, by Sanskrit and Pali. Since the

beginning of the 20th century, however,

English, language was

infroduction of

English has had a greater influence.

2.2.1 Influences of English on Thai

The relationship between English
and Thai has been asymmetrical; it has
been almost unidirectional. While more
and more English words are being
infroduced into Thai language, very few
Thai words such as Thai, vasana,
baramee, Songkran, Baht, Siam, and
Tom Yum Koong have gained currency
in the world of English.

On the one hand, the influences
of English are welcome as a sign of
creative growth and development; on
the other hand, as voiced by many
conservative academics, the influences
are a threat to the purity and
development of the Thai language.
Anchalee Thong-aim (BE 2538), for
example, expressed a grave concern on
the English code-switching/mixing by
some Thais, especially the youngsters,
arguing that such practice would water
down the values and purity of the Thai

language.

A study headed by Pratana
Naovakul (BE 2544) has criticized the
practice of the mixing of Thai-English
words found in Thai TV, arguing that
such is a threat to the development of
the national language. Similarly, Prisana
Tantinakom (BE 2538) has criticized the
code-mixing behavior of Thai radio
announcers, and has urged them to be
more careful when using the language.

Despite concerns and criticisms,
the influx of English-mediated cultures
info Thailond seems unstoppable; more
Thais are learning English; more and
more English is being used. Evidence is
not too hard to spot. For example,
many billboards, including TV ads and

magazines, mix English with Thai.

2.2.2 L1 Transfer

Like most foreign uses of English,
Thai users of English, whether speakers or
writers, often allow the knowledge of
their native language (Thai) to interfere
with English. In the field of second
language acquisition, when transfer
occurs, it either promotes or hinders L2
acquisition. Richards, Platt, and Weber
(1985) have explained that there are
two types of language transfer: negative
and positive transfer. Negative fransfer
occurs when rules or patterns of one’s
native language lead to an error or

inappropriate form in the farget



longuage. Positive fransfer, on the other
hand, makes L2 learning easier as the
two languages have the same or similar
forms or rules. However, in Thai contfext,
L1 fransfer has often been blamed as a
source of ‘bad grammar and
pronunciation’.

It is easy to blame Thai students’
bad grammar on L1 negative transfer.
Research has revealed that many Thai
students’” grammatical errors are partly
due to the interference of English.
Intratat (2001), for

concluded that Thai students’ errors in

example, has

using English adjectives were partly due
to the interference of Thai, their mother
tfongue. Thep-Ackrapong (2006) also
investigated Thai students’ patterns of
errors and concluded that they were
partly caused by the differences
between Thai and English. Similarly,
Sattayatham and Honsa (2007) analyzed
Thai medical students’ errors and
reported that one of the major causes
was the cross-linguistic differences. Na
Ranong (2009) has observed Thai
learners make typical errors in their
writing of English such as dropping
sentential subjects/objects, and such
errors are partly the result of LI
interference. However, the SLA literature
on L1 transfer seems to say that there
are various reasons why people make

grammatical mistakes or errors. For one
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thing, not all errors are due to negative
tfransfer; many of them seem to reflect
normal acquisition processes.

As English has become a
dominant global language, it opens the
way for its various users to alter the
language to suit their environments;
English is the property of no single
culture or nation. Thai users, like users in
many other cultures, have gradually
Siamized their use of English. Some Thai
words have been Romanized and used
in the English newspaper, The Nation.
More Thai literature has been translated
info English. More theses have been
franslated or written in English.

When Thais use English among
themselves or with foreigners who are
familiar with the Thais, the use of such
English is smooth with very few
problems. However, when Thais use
English with Thai accent with native
speakers or those who are not familiar
with Thais, communication problems may

arise.

2.2.3 The Perceptions of Thai-
English

Like Singlish (Singaporean English),
there are, broadly speaking, two views
of Thai-English: positive and negative.
The positive view, expounded by
progressive educationists, welcomes the

use. The negative view, however,
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regards such unique usage das an
imperfect form of English or the ‘weird,
if not wrong, English’, something to be
avoided, errors to be corrected.

This paper, while acknowledging
the classification of global English use by
Kachru (1985), also proposes that English
in Thailand has manifested some of ifs
unique characteristics, showing an early
development of another variety - Thai-
English or Thailish.

“Thailish” or * English with some
Thai characteristics” could be added
info the universe of English varieties; it
has developed to some extent its own
norm and usage, similar to the ‘outer
circle’ countries, as suggested by
Kachru, like the Singapore, Malaysia,
Philippines, or India, albeit at a much
lesser degree. Research conducted by
Pimyupa Watkhaolarm (2005) has shown
some glimpses of Thai characteristics in
Thai-English literature, for example, the
use of Thai words derived from
Buddhism such as Karma.

In the context of teaching English
as a foreign language, one trend in EFL
creative writing is to localize the content
of the insfructional materials. One
example is the activities of the Asian
Creative Writing Network, pioneered by
Alan Maley. In this group, writers who
are English teachers from countries in

Asia, such as China, Vietham, Nepal,

India, Indonesia, Singapore, Malaysia,
and Thailand get together at least once
a year to write poems, short stories, and
produce reading materials. The
objective of the group is to produce
original stories and poems in English with
local contexts, which can be used in
the teaching of English in Asian
countries. This is an example of English
as a global language in action. As a
language for internatfional use, it is a
language that enables the local people
to voice their opinions and concerns
with fellow countrymen, other cultures
and the
(Thadphoothon, 2004). In this sense,

Global English may function as a tool to

rest of the world

empower peoples who have been
marginalized.

It is frue that English has been
taught in Thailand as a foreign
language. It is also true that English has
become a global language (Crystal,
1997). Thai characteristics in English
should be welcomed and reified; they
are ad means fo preserve group identity

and strengthening group relationships.

2.3 The Use of English among the
Thai Academics
Like otfher

academics, Thai



academics, too, have been using
English in their communication. In fact,
they have been relying on knowledge
and research findings from the West,
especially the English-speaking cultures
such as the US and the UK. Being able
to use English for ufilitarian purposes, in
addition to having excellent knowledge
and skills of Sanskritized Thai, has been
recognized as an almost indispensable
requirement for one’s role as a Thai
academic.

An overview of English use among
Thai academics may be found in a
study being conducted by this
researcher; the study investigates the
use of English among postgraduate
students in Thailand, titled The Use of
English with Other Members of the Thai
Academic Community among Dhurakij
Pundit University’s Postgraduate Business
Students. The subjects are 131
postgraduate students in business
of their

perceived overall English ability, it is

administration. In tferms
found that only 16.8 percent of the 123
respondents say their English is ‘good’.
Most of them report that their English is
‘fair’. It is also found that perceptive
skills (reading and listening) were
reported by the students as having
higher level of use in the community.
The reading skill, in parficular, is reported

as the highest used skill. The least used
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skill is found to be writing. However, the
frequency of English use is only
moderate. Besides, most of them agree
that they have problems in English use,
across the four skills.

Naparath Dhithiwattana (BE 2539)
investigated and compared fthe
frequency and fthe pattern of mixing
English in Thai by lecturers of different
disciplines at Kasetsart University and
studied the relationship between their
aftitudes and behaviors of code-mixing.
With regard to the lecturers’ aftfitudes
tfoward code-mixing, it was found that
their attitudes did not always correspond
to their code-mixing behaviors; eight out
of the fiffteen sampled people showed a
correspondence between atfitude and
behavior of mixing English in Thai. In
other words, they had code-mixed even
when they themselves said it was
inappropriate.

Research on the characteristics of
English being used by Thai academics is
still in its infancy. As a preliminary
investigation, this study also aims to
systematize the patterns of the
characteristics of the use of English
among Thai academics in the field of

business administration.
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3. Method

Data collection and analysis
began in December 2008 and were
completed in June 2009. Data have
been collected from the following

sources:

1. Selected news arficles from
The Nation, a famous English
newspaper in Thailand.

The Nation is chosen as it
addresses mainly foreigners
living in Thailand and the Thai
elite. Compared with The
Bangkok Post, it focuses more
on local aoffairs and represents
more Thai views of themselves
and the world'

2. Selected articles from (daily)
Matichon. Matichon is chosen
because it targets more serious
and educated readers.

The use of English words in this
newspaper seems to be

higher than other local
tabloids, such as Daily News

or Thairath.

Selected academic artficles
written in Thai and English by
Thai academics in business-
related fields.

Selected theses written in Thai.
Selected theses written in
English by Thai postgraduate
students.

Five programs of an English
talk show Morning Talk were
randomly selected for the
analysis of pronunciation. The
programs are available on the
Internet at “http://

www. maxnettv.tvhttp://
www.maxnettv.tv.  Morning
Talk was chosen because of
its focus on general issues
relevant to Thailand; the hosts
often inferview Thai academics
and Thai business people.
Professor Wijit Srisa-arn’s
speech on problems of thesis
supervision (in Thai).

The panel discussion Interviews
of Thai academics in business

administration.

' This assertion is based on an opinion found on http://www.thailandguru.com/newspapers-bangkok-post-the-nation-

thailand.html, which states that “...The Nation is a little better at local news and analysis. ...sometimes qualitatively

measured as fairly radical in this culture”.



9. Special interview with dean of
the faculty of business
administration, Dhurakij Pundit
University, Associate Professor
Dr Uoppatham Saisaengchan

(Interviewed on June 4, 2009).

The data are texts, written and
spoken, including the interview (Source
9). The data are obtained from two
different registers: formal and official.
Both reflect the use of the language in
real situations. Simple content analysis
was used to categorize the fexts.

The simple analysis of
pronunciation variability was done by
the researcher with the assistance of a
native speaker, Mr. Timothy Ralph
Woodhouse.

This study is preliminary of a work
in progress, focusing on the use of
English among the Thai academics in
business-related fields. There are, of
course, limitafions; one of which lies in
the size of the sampled data. What this
study attempts to do is to provide some
linguistic evidence to show some salient
characteristics of English being used by
some Thai academics.

Details of the data sources are

available in the appendix.
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4. Findings & Discussions

This section presents five key
domains of findings, based on the
content analysis of the texts mentioned
in the previous section, namely,
pronunciation, the use of loan words,
the practice of code-switching, the use
of names and pronouns, and the use of

Thai rhetorical conventions.

4.1 Pronunciation

The analysis of videotaped/audio-
taped spoken texts (Sources 6, 7, 8, and
9) reveals three categories of
pronunciation patterns.

1. Thai (or rather, predominantly
Thai)

2. Native Speakers of Core-
Countries (e.g.. America, England, and
Australia)

3. Global Accents of English (e.g.,
Asian accents, excluding Thai)

The first pattern, Thai accent of
English, is found in the data sources 6,
7. 8 and 9. It is found in both situations:
Speaking in Thai and in English. This
pattern is the most common one,

reflecting L1 fransfer. In English code-
switching, Siamizing the sound of English
words is a way to make the language
flow smoothly, making the
communication better. One explanation

is from the inferview (Source 9).
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(when English code-switching),
we (Thai academics) speak English using
the Thai style because the Thai
language does not have accented
sounds like English. When we English
code-switch, we do not put any
‘accent’ when we say English words,
which is not a problem for us Thais.

Textual data from the panel
discussion of Thai business people
(Source 8) confirm this practice.
Depending on the situation, many Thai
academics adjust their use of English o
suit the context. They tend fto
pronounce English words with Thai
accent, for example, presentation,
technology, promotion, research,
concept, assignment, work permit,
summer course, lecture, cancel, and
policy.

There are, perhaps, two main
reasons why most Thais, including Thai
academics, ‘Siamize’ their pronunciation
of the English code-switched words in
Thai sentences. One explanation could
be the need fo make communication
easier for their audience, who are Thais,
to understand their messages. The other
is the naturalness of the sounds in Thai
longuage.

However, the contfext of code-
switching and the background of the
academic determine the practice of

code-switched English. English code-

switched data from the analysis of
Professor Wijit Srisa-arn’s speech on
problems of thesis supervision (Source 7)
show the frequent use of code-switched
English with correct word stress. This is
supported by the opinion of the dean
of the faculty of business administration
of a Thai university (Source 9) who has
said that: *...in an ideal situation, | think,
what we need to do is to use proper
stress (English correctly pronounced);
otherwise, the practice (using English
with no accents) will be fossilized”. It is
worth noting here that both Thai
scholars graduated with a Ph.D. from
American universities and are considered
the top scholars in their fields.

This researcher once attended a
conference held in Bangkok in 2008. The
speaker was a well-known Thai scholar.
He code-switched from Thai to English
and the word he code-switched is “soff
power.” He didn’t pronounce it using a
standard English accent; he sounded
Thailish instead.

Moreover, it has been found that
native speakers or foreigners, too, are
frying to sound Thai when fthey
pronounce Thai names, mostly proper
nouns such as names of persons or
places. For example, the infterview with
Khun Nop Runchang by Valerie
McKensy (Source 6) shows this practice.
As the host of the TV show, she



welcomed her guest and pronounced
the guest name using Thai pronunciation
"Khun Nop Roongchaeng (Thai: At UN
@'QLL%’Q).” The same practice can also be
observed on other English programs in
Thailand, such as Newsline (NBT) or
MCOT English News. News anchors often
adjust their speech, that is, slow down
their language when approaching the
Thai names.

In sum, three patterns of
pronunciation have been identified, and
the most common one is the one with
Thai accent. This is due to the influence

(L1 interference) of Thai.

4.2 English Loan Words in Thai

In a complex system, when
longuages are in contact, they influence
one another. English, too, has borrowed
words from many different languages
such as Greek and French. English loan
words appear in many languages
around the world, including Thai. Many
lexical items of English have been
borrowed from other tongues. The
influence of English on Thai shows the
technological and cultural influence of
its speakers.

Loan words are English words
used as common words in Thai. Many of
them have been borrowed from English.
Many of them have become “common

words” in Thai, for example, free (Thai:
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W3, safe (Thai: @), gas (Thai: WNa).
Words borrowed from English have been
adapted (i.e.,nativized). In speech,

English loan words have been
phonologically adapted to fit the Thai
system. Currently, there are probably
thousands of English words being used
in the Thai longuage. The practice of
code switching/mixing is offen
individualized, which is less stable; the
use of loan words, however, is often a
practice which has been institutionalized
and is communal.

Obviously, Thais have borrowed
more words from English. However, some
Thai words have made their way into
the English world. For example, some
Thai words appear in The Nation,
Thailand’s main English newspaper.

Baramee: The use of ‘baramee
(Thai: U’lifl)’, is found in an arficle in
The Nation: *... We must do our part in
accumulating baramee to guarantee
the nation’s safe future...”

(The Nation, 15 May 2009)

Vasana: “...Abhisit Vejjgjiva...a
Democrat by blood and a Bangkok elite
by birth and vasana... (The Nation, 5
June 2009).”

Isaan: “Para-rubber plants
proposed for Isaan”

(The Nation, 2 June 2009)
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Yaba: Two suspected drug dealers
with 296,000 ya ba tablets worth Bt 74

million in their possession, were
arrested...

(The Nation, 1T May 2009)

The ftitle of a column in the

Nation reads Worth Your Satang reveals
an example of the practice of code-
mixing.

The number of English loan words
in Thai is high. The use of loan words
has been found in both written and
spoken texts. For example, an arficle in
Matichon contains a high frequency of
occurrences of the following loan words:
AN unwana luea wasidus naila,
and anA.

The analysis of Thai theses (Source
4) also reveals the use of English loan
words. For example, the first three
chapters of a Thai thesis show the
frequent use of the loan word watA’
or ‘technical’ (104), “WaN&AN’ or ‘plastic’
(10), flowed by common loan words,
namely anm (statistics), mﬂuﬁumﬂ%
(computer), and ARAANS (dollar).

Research info the use of English
loan words in Thailond seems to suggest
that English has permeated deeply into
Thai culture and society (Kapper, 1992).

Many loan words have been altered

such as slang words, for example, 'fis’
(Thai” a’a, English: artist). A survey has
been conducted and reported that
more than half of contemporary Thai
slang items have their origins in English
(Haji Umar, 2006). Clearly, the borrowing
has been asymmetrical; more English

words have been borrowed by Thais.
Calquing Process

This study has also noted another
linguistic phenomenon, the frequent use
of borrowed concepts, that is, the
practice of loan-translation ---- many
words, albeit written in Thai, are loan
words franslated root-for-root from
English. In Thai these words have often
been Sanskritized. In this study, many
terms/words have been identified as
calgues, for example, the code-switched
word UIANTTU or innovation (Source 7)
and the word 895470114 (good
governance) in Source 8.

In a thesis written in Thai (in the
field of banking and finance), it is found
that, in addifion fo the direct use of
English, many calques appear. For
example:

nsiAszinanatla Inasu 1n

< . o X y
Werinls Tadeugnu viu @47

In sum, the use of English loan

words is found in both speech and



writing; calques have been identified.
However, what has been calqued often
springs back to their original forms when

they are used informally.

4.3 Code-switching/mixing
In this study, code-switching/mixing
is found to be the most frequent
linguistic phenomenon. Thai academics
often mix English with Thai in their writing

and speech.

Code-mixing/switching in writing
Generally, Thai academics code-
switch/mix in their writing; they do it in a
variety of ways. An excerpt of an article
in Matichon shows the practice of

bracketing English translation.

L WALNIADALREINTIZIATEYIALT T
(cronies) iaudey TadhemuiaaazEe
n75e1 AuBANTAesUT LS Ing Tadesy
Uszinmauazaty aulaiduen Asudun
dsuaninnisiSunisaasludlszinga wav
Uszr19u (‘Zuﬁﬁﬁm@'yﬂi:mﬁmuﬁw
WITANTITILBN) Uszunl 5 wf/un@il Fasw
wnsevneegliauesaiuszuylura 13 I
vavusaedlnsiudinulagdyguinis
wWaeula (change agent) a0
A5NNEY (empowen) nguaulanguily
ssula.. (Matichon, 1 December 2008)

In writing, most of the code-

switched items are put in brackets, and
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most of these are nouns or noun

phrases. Bracketing verbs is a rare
phenomenon. The verb bracketed in the
above example is “empower”. English
code-switching, according to Source 9,
is a desirable practice; it helps make

successful communication.

Below is another excerpt from the

same newspaper:

mmug?’yﬁmmnmf/mﬁz/\um'ﬂug)
dgmzfugfuassnuies — Passive) usl
alipun p19Rne s ualFIu 01599972
s Anudamuegniniuiilfengn
gam (climax) w?aﬁoqmﬁﬁﬂﬁﬁmmmd
Faeanunla AuguatgAue1nszlaniig
Ihilugiauumessae guzibugddiusy
ludalpemse — active) (Matichon, 1
December 2008)

The above excerpt shows two
adjectives, ‘active’ and ‘passive’, in

brackets and one noun ‘climax’.

In an analysis of an arficle from
Matfichon (28 May 2009, p. 10) written
by Varakorn Samkoset, it is found that
26 lexical items are English. The total
number of Thai lexical items is 1420. The
direct use of English is thus 1.79 per
In this

cent of the fotal lexical items.

article, the author, in addition tfo

bracketing English, explains English
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expressions by bracketing Thai.

- Haztiu wnnuflunsli License
to kil uaygynlvian) agneluindnin..
.. devil is in the detail lansae)

)

fife Yenaduagluseaziden)

Another article written by the
same author on the forecast of the Thai
economy shows both kinds of English
code-switching: (1) direct use of English
items and bracketing the English

translation. For example:

UagAfadiullsznanany guess
1ULINNIN estimate ..

s QII?/ A
L AINAWANNUNAD AAN (GDP) %92
nananuIaululssing. ..

The analysis of academic articles
from two Thai academic journals,
Suthiparithat and BU Academic Review
(Source 3, see Appendix), also indicates
the practice of English code-switching.
For example:

m Ausdaumanalulad

(Technology Environment)
[ ] @jLL‘]J'G"TJJu (Competitors)
B ANANNNNTAAIA (Marketing

Intermediaries)

In academic articles, what is also
common is the practice of bracketing

statistical or research-related ferms. For

example:
B NINAZAUAT (T-testh)
B USELLUANIA
(Survey Research)
| ‘ﬁﬂHaﬂgMﬂuﬁ (Primary Data)
B NIMNANEUNUS UL SEL
(Pearson Product Moment

Correlation)

In Thai theses, the practice of
bracketing the English franslation is
common; the direct use of English
lexical items or texts is also common.
Moreover, names of non-Thai authors
are either fransliterated or used without

any change.

In ferms of references or sources

of referenced information, most
references of the academic arficles or
theses written in Thai are the works
written in Thai by Thai academics; if
theses or articles are written in English,
there are more references in English

than there are in Thai.

Code-mixing/switching in speech

It is common to hear English
words when listening to Thai academics
giving a lecture or a speech in Thai. The
analysis of a lecture given by a

prominent Thai scholar on thesis

supervision (Source 7) shows the ways

code-switching/mixing has been



practiced in Thailand by Thai scholars.
Most code-switched items are nouns or

noun phrases. For example:

Specialization, Specialist, Research,
Graduate school, Taught programs

Nomenclature, Research students,
Discipline, Innovative System, Baby
research

Knowledge for development,
Academic & professional, Psychology,
Taxonomy

Scholarship, Modes of inquiry,
Logic, Subject

English verbs and adjectives have
also been mixed with Thai, especially

among the business people.
— 1uld focus arlaifuqmnuuy

ﬁ@zﬂﬁﬁauazﬁ% grow up

— 89 Tufierlsndufife check

—— N1INNSUR AUAN

LLﬁfaﬁﬂﬁL@ﬂugﬂu:QU?ﬁmiﬁ
make decision 8INUIN

- 191 present A nAshis 1AL
1udn

— Tunsitaztily implement Vi
Tl

— mausEniug design Fanun
wain campaign iy

— viane qmum%:mq’iﬁﬁlﬂu@'m

personal
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(Source 8)

The frequent practice of code-
switching is interesting. What is equally
inferesting is how these code-switched
words are infroduced. Pafterns of code-
switching have been identified; code-
switched items are often introduced
using Thai introductory expressions, for

example:

-~ innovation 38 uiANgsU
(English + or + Calque)

—--ﬁL?ﬂﬂﬂﬁ innovative system 90
FTULUIANGTY  (Thai intfroductory phrase
+ (Target) English + or + Calque)

—— UNAUAEENIN baby research
Wi research YUIALAN (Thai intfroductory
expression (Some people call it) + baby
research + 11 + research + Thai)

- fmlannzAnand fi3endn
nomenclature (calgue + Thai
infroductory expression + English)

— Basfiaedde lnssa¥rafuide
2494 structure 138 taxonomy (Thai +

English 1 + Thai + English 2)

The above patterns reveal the
attempt to explain technical terms. This
same pattern has been found in a
panel discussion (Source 8). For

example:
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.- §99U7AuUNA  WIB good
governance Tunazasy

--- %dﬁﬁ’]@ﬁlﬂﬂ’] culture of the
organization Lﬂuﬁlawaq TAIUFITUUD
29ANT

— 11991 on the job NAB N19
IRNENPEEN

—- 91U marketing 7178 “TUAA"A

- uARsTll A anTeRAels
defect Vi UDIALTIRAIL

— Twflunig win ﬁnmqé’mqm

38N97 win win T9ULaYHAU

Sometimes, the English ferms are
infroduced as familiar words. In this use,
the words or terms are not explained.

For example:

— wnldFau psychology

— ANAY biology

— 14 logic WvnHa

[~ dl ] v

- \flu specialization i3jaliadns
specialist TugnunImnananIe

— N394 infernal audit

—— brand 284504

(Sources 7 and 8)

Another function of aspect of
code-switching is fo give a definition or

to explain jargon.

— TTURAANENABIASY scholarship
An a319m21utflu scholar 17unAy

(Source 7)

— adaneuurAfuAUT ALY
1SO EREHICEhER continuous
improvement LLﬁiﬁ@Qﬁ’uﬁﬁuLﬂu continual
improvement tumlsmenuduly Ae
Tufesisiiudeg

(Source 8)

It must be noted that the rate of
code-switching increases when the
communication event occurs in their
discourse community. According to
Source 9, “...sometimes (using English) is
more effective than using Thai.
Sometimes, when we use English, the
message is easily understood, but when
we use Thai, we need explanations or
franslation.”

It should be noted here that, in
addition to making the message easier
tfo understand, the use of English can
create a ‘good feeling’” among the
parties involved. An example is provided

w

from Source 9: let’s consider the
term ‘external audit’....if | use the ferm
in Thai "M919@8UN"EUBN", instead of
‘external auditor’, the term does not
(When |

external auditor, it sounds good and

sound right. use the term)
important.”

This study has found that who the
listeners are determines code-switching
behavior. Because the audience was a
group of university lecturers, the speaker

in Source 7 English code-switched



technical terms with correct accent. The
practice of bracketing the English
tfranslation is not only a means to
enhance communication, but also a
means to express one’s membership of
a particular community. When they
(students) graduate and do not know
some business jargon, such as human
capital, they might be looked down as
being ‘incompetent’. In this sense, code-
switching has its social function.
According to Beebe (1981), code-
switching functions primarily as a symbol
of group identity and solidarity among
members of the speech community.

In sum, code-switching has been
found tfo be the most salient
characteristic of English use among Thai

academics.

4.4 Names and Titles

Names

The use of names and ftitles is
another salient characteristic found in
this study. What is obvious is the
practice of referencing names of
authors in theses. Unlike non-Thai
authors, Thai authors are quoted using
both first and family names if the work is
written in Thai. This bibliographical
convention reflects Thai culture.

Master’s theses written in English
by Thai post-graduate students reveal a

unique characteristic of usage. A Thai
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author is cited using his first name.
Below are some examples:

Kanokwan (1996) studied the
process of technology transfer in

automobile assembly industry. (. 7)

studied
through

Kriangkrai (1997)

technology transfer
subcontracting system in television

industry. (p. 7)

Kongkiat (1994) compares the
productivity and cost of air carriers in

Asia Pacific region. (p. 22)

(Source 4)

‘Kanokwan’, ‘Kriangkrai’, and
‘Kongkiat’ are the authors’ first names.
This use is also found in The Nation.

However, when Thai authors write
in English, only their family names are
cited. For example:

The most recent study in the case
of Thailand is Chinprateep (1998),...

(Source 4)

Even though the citation follows
the Western style, on the list of
references, the name of the same

author is ordered using the Thai system,
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that is, the first name plus the family
name. Moreover, the researcher adds
the title Mr. in front of his name on the

cover page of his thesis.

Titles

Thai people are particular about
titles, including academic ones. For
example, the ftitfle ‘ajarn” (master) is
often used in front of the first name of
a person who is a teacher. For
example, "Do you know where qgjarn
David is teaching this afternoon?

Source 6 shows the use of
(Thai:

@m) in front of a Thai given name is a

honorific Khun. The use of Khun
common practice in Thailand. In
Morning Talk, the hosts often use this
honorific title, considered neutrally polite
in Thai, to address the guests. For

example:

B Sawasdee krub Khun Johan...
m Khun Piyachart

Ratanaprasartporn...

Other non-academic ftitles have
also been identified. Examples from The
Nation reflect the use of some uniquely
Thai titles:

Thanpuying Chanut Piyaoui,
founder of Dusit International, said the
had

recent political fturbulence

tarnished the Kingdom's image....

(The Nation, 11 May 2009)

MR Pridiyathorn Devakula, the
former Bank of Thailand governor,
yesterday urged Prime minister Abhisit
Vejjajiva to scrap the Bté67-billion NGV

(The Nation, 2 June 2009, p. 1)

Thai names, people and places,
and their titles are part of the Thai
culture. When they use English, these
characteristics are manifested. This
observation is consistent with a study
conducted by Ora-Ong Chakorn (2009)
who reported that many forms of Thai
address in business correspondence
reflected the Thai hierarchy; they have

been used by Thais as well as non-Thais.

4.5 Rhetorical Conventions

The literature on the influence of
LT hos reported that, in writing, Asian
students employ their own rhetorical
conventions when writing in English. This
shows that cultures influence ways
people present their thoughts and
opinions. For example, based on the
analysis of the students’ written work,
Kaplan (1966) argued that cultures play
an important role in the students’ writing
styles and the ways they present their

ideas.



Thai-English, as its name suggests,
is a variety of English that has been
infuenced by Thai culture. When two or
more languages are said to be in
contact, one of them may change
some of its construction. According to
Prasithrathsint (1985), Thai academia was
initially influenced by American scientific
literature. Albeit not obvious, there are
elements of Thainess in the way Thai
people use English, for example, the
structure of an argument.

Research has revealed the
difference between the rhetorical
fradition of Thai academics and Western
ones. Kanoksilapatham (2007) has
compared scientific research articles in
Thai and English. One of her findings
was the influence of Thai culture on the
rhetoric of scienfific articles written in
Thai. She argues that the absence of
critique culture by Thai scholars has
resulfed in the confidence of the fones
of the writers.

In speech, Thais use many
particles at the end of sentences. For
example, the particle ‘krub’ was used
by both Thai and non-Thais in Source 6.
The use of particles such as krub or ka
makes polite utterances. When a native
speaker of English talks to a Thai lady in
is also

their

conversation, for example, the lady

an office, this convention

applied. By the end of
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often ends her sentence with a
common Thai particle for Thai females,
that is, the ending “na ka”. So, it is
natural for her to say, “Don’t forget to
give it back to me, na ka“. Another
example is the use of the thanking
expression in Thai or Khob Khun Ka/Krap.
This practice is manifested in an
interaction between the TV host and the

guest in a TV interview in Source 6.
5. Summary & Conclusion

In line with the literature on
language ftfransfer, this paper has
asserted that the use of English among
Thai academics has been noticeably
influenced by Thai culture and
longuage. Five characteristics of English
used among the Thai academic in
business-related fields have been
identified; linguistic examples have been
provided. The analyses of texts show
some glimpses of Thainess in the
characteristics of English use by Thai
academics.

In conclusion, this study has
provided some evidence to show that
English has permeated deeply into the
universe of Thai academia and
scholarship. English use among Thai
academics has been influenced by the
Thai language and culture, and this

paper has provided preliminary data to
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1. Selected Articles from Matichon

A apurs. “ANUTELETTUYBNELN UNBEUAINANUsInA,” uATLTIETY
1 §UAL 2551, U. 6.

ATINA gauATL. “Nsillaatiniuuesn dniinausllnneldmtinnn, . avusedy
1 §uNnAL 2551, . 7.

“Instnan. (denszane uATUSIEIL. 26 WOAINIEU 2551, U, 18,

29n9el aulniAd, “uluNT LATLIETY. 28 WOENAL 2552, U. 10.

29nsel aulnuer, “wennsoiiAsega e, lafuqila”  uavus ey
12 NUATWUE 2552.

2. Academic papers written in Thai & English in business-related disciplines

gstiuntl wevugissns nsuaunauTausssulussAnsiulsz@nsnn
nevineuduin: netlvesgramnssuiailiumiuaznanasinly
LIANTINNUYNUATUAZLTUTS BU Academic Review, 1(1) July-December
2002, pp. 34-44.

Wts WANTIINA ﬁm;mﬁugﬂumqmmmmﬁlﬁmaﬂi:‘vmﬁiamimmﬂmmmmmijm%m
m?'m%fﬂmu“l,ﬁ“l,uiLLa:m’m"Lummﬁuﬁﬁagﬁmmmﬂ%mﬂm BU Academic
Review, 2(1) July-December 2003, pp. 45-53.

Towns luenlssdm nezuamsrgialan uas NANRRILILATEENA Ng:
temensimumENensuyEel. anFUFial.  9@25), 2537, 13-19.

49N dnszan anundnawiyd: prinhidefosunisdulnglussunessunfina
anFLUTIALL. 20 (62), fuENBU-5UNAN 2549, 28-34

Suvit Maesincee, Krittinee Nuttavutthisit, Ake Ayawongs, and Naphisara
Phasukavanich, 2003. Branding Thailand: Building a Favourable Country
Image for Thai Products and Services. Sasin Journal of Management,

Vol 9, 21-26.
Sooksan Kantabutra 2005 Leadership for Sustainable Organizations: A Proposed

Model. Sasin Journal of Management, Vol 11, 59-72.
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3. Theses

AT BITUTUNA. (2548). nsAneBeuiaueiasiiadinssindnning
mqmﬂﬁﬂLﬁaﬂﬁmﬂé’mmﬁméamwé’nﬁwmunqumwmuazqmmmmm
MMNTUNAANNINE. INETNUE  UNINENAEINEATANART

thun Awa. (2544). maquﬁmLﬁumaqqﬂaﬁni nﬁ31WWqéquqﬁﬂﬁ¢nmm 3 (uAsigu)
A 3 Piiransrurunisiinausy. dneninug L3yggnaumniio
UAINENARIAIUN

Kiananantha Lounkaew (2003). Technology Transfer and Local Technological
Capability: A Case Study of Mould and Dies Industry in Thailand.
Unpublished Master’'s Degree Thesis. Thammasat University, Bangkok.

Warawadee Hemaratna (2001). Privatization and Technical Efficiency
: An Empirical Analysis of the Airline Industry. Master Thesis. Faculty
of Economics, Thammasat University.

Panukorn Chantaraprapab. The Effects of the United States and Thailand’s
Macroeconomic News on Baht/Dollar Exchange Rate Behavior. Master’s

Degree Thesis, Department of Economics, Chulalongkorn University, 2000.

4. English TV programs, Morning Talk
Five programs were randomly selected for the transcription and analysis.

1. Moming Talk (04/11/2008): Interview with HE Mr. Weerasak Kowsurat by
Johan Vimolchalao

2. Morning Talk (16/10/2008): Interview with Khun Boonyong Tansakul by
Valerie McKensy

3. Morning Talk (30/07/2008): Interview with Khun Piyachart
Ratanaprasartporn by Kipsan Beck

4. Morning Talk (05/05/2009): Interview with Dr Darika Kingnate by Valerie
McKensy (Swine Flu) & Inferview with Dr. Warat Taengjanegit by Johan
Vimolchalao (SPU Library)

5. Morning Talk (25/03/2009): Interview with Khun Pissawan Achanapornkul
(Shell) by Ms Valerie McKensy, Interview with Watcharachan
Sirisuwannatash  (Engineer) by Johan Vimolchalao, Inferview with Khun
Nop Runchang by Valerie McKensy

All the programs are available online athttp://www.maxnettv.tv

“www.maxnettv.tv
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5. Panel Discussion on Good Governance (in Thai)

NM9U9290A9NNT NNTUTNTUAZIANT ASIR 2 (30 899UNALNA UGN
Aadua Ui 18 AAAN 2549 o lsausuiisnAa uNTUA Ao Tl 8991
Aunalugsiaeadud  winduiligAe ARSI auysalaTNs AMAm Sounouen
ua:@nm%ﬁﬁﬂLéaéhiaqﬁ
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%mqﬂi:aqﬁmaqumm3ﬁmﬁvﬁaﬁﬂwﬂua:a%qqmﬁaﬂmiaaﬁumauaﬁw
wasufilael e sndanasiy (Hybrid Algorithm: HA) HA finauanauNay
sadanasnulaiua (Sobel Algorithm: SA) wavdanasnuuAuil (Canny
Algorithm: CA) UAZUARY aaﬂa?mu@uim?UﬂWﬂuumqammuﬂﬂ?wﬂuiua Al
& saunLdaunnTinsiaduldenn sA ax ﬂﬂLMM@?EM@UﬂM%muﬂHWM??@WU
21N CA ﬁuimnﬂwmameUﬂﬁwmmmu UaNANi HA failAduEAnguni
Fanesnuduniinsmind uiunse MansnnLBazinnng
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Abstract

The aim of this paper is to realize edge detection unit of moving
image by using Hybrid Algorithm (HA). The proposed HA is combined
with Sobel Algorithm (SA) and Canny Algorithm (CA) and each algorithm
is stressed with learning index and power index. The sfrong edges
detected from SA are filled with the weak edges detected from CA can
give edge-based image better. Additionally, the HA is more flexibility
than the conventional algorithms due to more number of degrees of

freedom.

AEIATY 1 NNIMTINTULBLAN, NMWAREUN, AUtinITiFELE. AUTAAY.
Tmua wauil
Keywords : Edge detection, Moving image, Learning index,

Power index, Sobel, Canny
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1. Uniin
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ANMUANTA AUAINN N19EIN YiTRsALA
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Abstract

The objective of this survey research was to study a
relationship between attitude ftoward indebtedness and debt of
tfeachers in public sector. A sample of 224 teachers from Office of
the Basic Education Commission (OBEC), Ministry of Education was
collected.

Finding showed that fteachers had bad aftitude toward
indebtedness and variables that were associated significantly at very
high level (p - value = 0.000) to aftitude toward indebtedness were
age at first time of indebtedness and indebtedness at present. When
comparing between teachers with bad and good atfitude toward
indebtedness, it was found that 90.48% of the later group were
indebted at present and 82.67% owed the first debt at age younger
than 30 years or equal. Moreover, they had more times of being
indebted and higher amount of debt than the others. In addition,
region of working/living and tfotal family living cost were also

significantly associated to aftitude toward indebtedness.

mdndy - Veuen, nafunil, ag, driinvuanznssunismsAnendy
WUgIU@Ng.)
Keywords : Aftitudes, indebtedness, teacher, Office of the Basic

Education Commission (OBEC)
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K”UL&auUY9U : Book Review

Title : Industrial Revolution 2.0: a fictional account

Cory Doctorow. Makers. Tor, 2009

Reviewed: Kevin Carson'

Michel Bauwens

A MAKERS | CORY DOCTOROW ¢

I SN

Based on the research on emerging infrastructures of material
production in the age of the Internet, which we fried to visualize in a
mindmopZ, we arrived at the following conclusions, i.e. a description of a
new ‘ecological’ model of industrial development around shared design

communities. The new institutional reality could be described as follows:

' Michel Bauwens is Lecturer at the DPUIC, researcher for the Asian Foresight Institute, and founder
of the P2P Foundation. Kevin Carson is research associate at Center for a Stateless Society, and
the author of Studies in Mutualist Political Economy and Organization Theory:
A Llibertarian Perspective; he has written for the UK Libertarian Alliance and publications including
The Freeman: Ideas on Liberty.

? Open Everything mindmap <http://www.mindmeister.com/28717702/everything-open-and-free>.
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THE FIRST LAYER: COLLABORATIVE
PLATFORMS

- At the core are the enabling
collaborative socio-technological
platforms, that allow knowledge workers,
software developers and open design
communities to collaborate on joint
projects, outside of the direct control of

corporate entities.

Interesting questions already arise
here: who is the driving force behind
the creation & development of such
platforms? They can be initiated by
developing communities, managed and
maintained by a new type of non-profit
institution (like the FLOSS Foundations), or
they can be corporate platforms that
have been opened up to external

participants.

THE SECOND LAYER: OPEN DESIGN
COMMONS

- Around the corporate platform is
the open design community and the
knowledge/software/design commons
ruled by a set of licenses which
determine the particular nature of the

property.

THE THIRD LAYER: ENTERPRENEURIAL
COALITIONS

- Around the commons are the
entrepreneurial coalitions that benefit
and sustain the design commons, create
added value on top of it, and sell this as

products or services to the market.

Important questions raised here
are: how is the coalition itself organized?
Do all parties have equal say, as in the
Linux Foundation, or does one big party
like with the Eclipse
IBM? How does the

dominate,
Foundation and
relate to the

business ecology

community? Is is nothing but a

corporate commons?

THE FOURTH LAYER:
ECOLOGIES

FUNDING

- In addition, there is a funding

infrastructure.

What process governs the stream
of returns from the monetized market
sphere, to the commons, its community,
and the infrastructure of cooperation?
Do businesses support the community
directly, through the foundations? Is the
set of

government or a public

authorities involved? Are there

crowdfunding mechanisms?



THE FIFTH LAYER: THE PARTNER
STATE AS ORCHESTRATOR?

- Finally, there is the role of public
authorities and governments in
orchestrating the public-private-common
triad in order to benefit from the local
effects of the new networked coopetition
between entrepreneurial coalitions and

their linked communities.

In the not so far future, wealth
building or sustaining capacity will be
determined to a large degree by the
capacity of cities, regions and states to
insert themselves within the global
coopetition between different
enterpreneurial coalitions (think drupal

Vs, joomla, but on a much larger scale).

This emergent reality, presently
only existing at the margins, has been
explored fictionally by Cory Doctorow, in

a very convincing way.

The story begins with a press
conference by Landon Ketftlewell,
frontman and CEO for the newly-formed
Kodacell (a merger of Kodak and
Duracell). “Capitalism is eafing itself....
The days of companies with names like
General Electric and General Mills and
General Motors are over.” There are, in
other words, no longer any surviving

forms of capital-intensive, large-batch
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production sufficient to gobble up
enormous amounts of investment

capital.

Kodacell’'s new business model is
to liquidate most of its surplus
manufacturing capability, and use its
cash on hand for microlending to
hardware hackers, to fund thousands of

micromanufacturing startups.

Almost before Kettlewell’s press
conference is finished, this becomes the
dominant investment model for the
dying Fortune 500 corporations that find
90% of their plant and equipment
superfluous and have no idea what to

spend their capital on.

The story focuses on one such
startup, run out of an unfinished mall
cum salvage yard by a couple of
hardware hackers named Perry Gibbons
and Lester Banks. In a direct parallel to
the creation of Web 2.0 by unemployed
or underemployed veterans of the
dotcom bust, Gibbons and Banks are
both former tech industry employees.
Their operation is a perfect illustration of
the principles of agility inherent in open-
source peer production and networked
organization; low-capitalization, low-
overhead microenterprises are like ratfs in

the corporate dinosaurs’ nests.
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The big question, which Doctorow
only addresses obliquely, is why the New
Work boom in his story collapsed. My
conjecture on that question (which
Doctorow has confirmed) follows.

The New Work boom went bust
because it was foo successful. We see
in Part Two, roughly a decade Iater,
that the production technologies of the
New Work, if anything, are even more
ubiquitous than in Part One. @ If the
toys went in the trash, the technology
itself remained as the basis of the

physical production economy.

The U.S., a character says in Part
Two, is a “post-manufacturing”
economy. The economy of Makers may
be “post-manufacturing” in the sense
that there are no longer “jobs” in
“factories,” but if so it's the kind of post-
manufacturing economy in which every
shantytown in America has a collection
of microfactories, operating out of
abandoned storefronts and garages,
that can make anything a conventional
factory used to make in the 20th
century. The collapse of the New Work
didn’t

micromanufacturing technology it was

boom mean the

based on disappeared; rather, it
became so cheap and common it was
impossible for venture capitalists to

make money off it.

The failure of the New Work
boom is a briliant fictional illustration of
how conventional economies are
wrecked by abundance. The key to
why the failure of the New Work boom
is the fallacy of composition inherent in
Kettlewell’s investment model, and that
of the other big corporate venture
capital funds. Those hundreds of
thousands or millions of ventures,
cumulatively, weren’t enough to soak
up even a large fraction of all the
capital lying around waiting to be
invested. What he described was an
excellent model for a single small
venture capitalist with several thousand
dollars to invest. But despite the
astronomical ROIs for individual projects,
the abslute quantities of capital required
for such startups was quite small.
A corporation with fifty billion can’t
repeat the same process a million times-
especially when the entire Fortune 500 is

doing the same thing.

What’'s more, those enormous ROIs
were quite unstable. They depended on
individual startups being sufficiently agile
to switch rapidly fo new products as
returns collapsed on the old ones. But
with the initial capital outlays required
so small, and entry barriers so low, the
period of entrepreneurial rents from

being first to market kept getting shorter



and shorter, until the investors were
barely staying ahead of the shock wave

of competitive price implosion.

Doctorow’s near-future scenario
can be seen as the culmination of a
long trend that began in the 1970s.
According to Charles Sabel and Michael
Piore, there has always been a cyclical
tendency for mass-production industry to
shift output into the craft periphery
during economic downturns’. The
reason is that investing in the expensive
product-specific machinery used in
mass-production industry requires
confidence in sufficient demand fo

utilize it at full capacity.

In the 1970s world capital markets
became saturated, ending a grace
period of twenty-five years or so
following WWII's desfruction of most
plant and equipment outside the US. It
was, consequently, the beginning of a
period of long-term stagnation and
declining profit.  With recurring energy

shocks thrown in, corporate

management was faced with exactly

1984).
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the kind of uncertainty it likes to avoid
in making long-term capital investments.
According to Sabel and Piore, this
meant the shift of production to the
craft periphery became a long-term
structural trend. The technical
possibilities for doing so were enhanced
by Japan’s development of cheap,

small-scale CNC machine tools.

From the 1980s on we’ve seen
progressively larger shares of total
industrial production shiffed to flexible
manufacturing networks like those of
Emilia-Romagna and Shenzhen, and the
growing shiff of contract production tfo
independent supplier networks. The
desktop manufacturing movement in
recent years has taken things further in

the same direction.

According fo Douglas Rushkoff,
the destructive effect of the desktop
computer on the old information and
culture industries resulted from fthe
imploding cost of the means of
Benkler

production®. As Yochai

described it, in a few decades the cost

Charles Sabel and Michael Piore, The Second Industrial Divide: Possibilities for Prosperity (New York: HarperCollins,

Douglas Rushkoff, "How the Tech Boom Terminated California’s Economy,” Fast Company, July 10, 2009 <http://

www.fastcompany.com/article/how-tech-boom-terminated-californias-economy>.
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of basic machinery required for desktop
publishing, sound editing, software
coding, efc., has fallen by two orders of
mogni’rude“. When the initial capital
outlays for information and cultural
production fall by a factor of a
hundred, all the capital previously
absorbed by those industries becomes

superfluous.

We're seeing the same economic
consequences now in the physical
realm. The desktop manufacturing
revolution, with its cheap homebrew
machine ftfools, is in the process of
making most investment capital

superfluous, just as the desktop

°® Yochai Benkler, The Wealth of Networks:

computer revolution destroyed the
information and entertainment industries.
The implosion of capital requirements
and overhead, and the unenforceability
of “intellectual property” law from which
artificial scarcity rents are derived, mean
the fraditional sources of monetized
value are collapsing. The economy s
awash in surplus capacity and surplus
investment capital, with no plausible
scenario by which that capacity can be
utilized or productive outlets for that

capital can be found.

Take these ftrends a few years
further, and you get the scenario at the

outset of Makers.

How Social Production Transforms Markets and Freedom

(New Haven and London: Yale University Press, 1006), pp. 179, 188.
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