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Abstract

The DPU-Communicative English Proficiency Test (DPU-
CEPT) has been constructed and developed for teaching and
learning English at a university level. The DPU-CEPT was
constructed to be analogous to the standardized Test of English
for International Communication (TOEIC) developed by the
Educational Testing Service (ETS). The DPU-CEPT will be equated
with TOEIC for an easier score interpretation. The DPU-CEPT
shows an acceptable internal consistency reliability (KR-20=.78).
The strong correlations between the DPU-CEPT and TOEIC (r=.79)
show evidence of construct validity. Moreover, the DPU-CEPT
also correlates with current GPA (r=.71) and GPAX (r=.57), and
those scores provide the evidence of concurrent validity. With
satisfactorily psychometric properties, the DPU-CEPT can be
applied to learning and teaching English as a Second Language.
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undnte
uvunegau DPU - Communicative English Proficiency Test
(DPU-CEPT) gna%’wuazﬁwmﬁg;uﬁam‘jﬁﬂumsaaummé’anqﬂus:;cgfu
uMINgas wuunesay DPU-CEPT danwaeaaisaaNiuuuunaday
1101957 Test of English for International Communication (TOEIC)
Fuwiannlee Educational Testing Service (ETS) wuunagau DPU-
CEPT gna$n ifigutden (Equating) fuuvumaaay TOEIC emssaI
suwuiediu wuunesay DPU-CEPT fidaauidaii (KR-20 =.78)
Tuszauiigansuld anduiugssnin DPU-CEPT uaz TOEIC (r=.79) fiu
FUANNATNMNNIETUIEgIM (Construct validity) weanNiLULUTNAEaY
DPU-CEPT s“faﬁwﬁuﬁ'ﬁmmmaﬁvﬂ"luﬂmmiﬁﬂmﬂwﬁu (GPA) (r=.71)
uazAALRB AN (GPAX) (r=.57) sz?"azfluwé’ﬂgmmmm\rf’maﬁﬂ el
@mﬂuﬁﬁt?fﬁmﬁﬁﬁmﬁawah wuunegay DPU-CEPT vanwnsaihly
Uszend 1 lumsiSeumsaountaanguiunmiiaasld

Keyword: Construction and Development, Proficiency Test,
Communictive English

eden: MIFINUBSNANLUUNAFDY, LWUUNAFDUSINSMIN,
ﬂ']‘l:}”l?qj’ﬁﬂi]ﬂtﬁﬂﬂ'ﬁalﬂﬁ'ﬁ
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The measurement of English
language proficiency has contributed
many advantages to teaching English as
a Second Language. It can be used as a
placement test in order to classify and
place students into classes suitable for
their language proficiency, as a diagnostic
test to identify the weak language skills
that need improvement, and as an
achievement test for measuring learning
and teaching effectiveness, for instance
(Hughes, 1989).

There are many commercial
standardized tests available for assessing
communicative English proficiency;
however, the Test of English for
International Communication (TOEIC)
developed by the Educational Testing
Service (ETS) is one of the most widely
acknowledged among Dbusiness
organizations worldwide, especially as
a tool for selection, training, and
placement (Educational Testing Service,
2002). The TOEIC test comprises listening
and reading comprehension tasks in a
business context, and is taken by people
whose native language is not English. In
Thailand, many leading corporations
now require an official TOEIC score from
applicants prior to their applying for a
job in those companies (Centre for

Professional Assessment [Thailand],

2006), for example, Siam Cement Group,
PTT Group, Thai Airways International,
etc. For the above reasons, most
university graduates seem to be obligated
to take the TOEIC test as soon as possible
after their graduation to use it as part of
their job application and career
advancement.

The TOEIC test has been well
researched and documented
(Educational Testing Service, 1998, 2002,
2007). Abundant evidence (e.g., Wilson,
1993a; Wilson, 1993b, 1999, 2000; Woodford,
1982) shows that TOEIC is a valid,
reliable, and practical test of English
language proficiency, particularly in the
Thai academic and employment context
(Wilson, Komarakul Na Nagara &
Woodhead, 2004).

However, teachers of English as a
Second Language and university
students seem to be reluctant either to
take or use TOEIC for both teaching and
learning because of its rather high testing
fee in Thailand. Hence, the testing centre
at Dhurakij Pundit University, as an
authorized English language-testing
agency, would like to construct and
develop an English standardized test,
titled the DPU-Communicative English
Proficiency Test (DPU-CEPT) for

assessing English language proficiency



in a business context similar to TOEIC's,
to be utilized as part of English learning
and teaching. The DPU-CEPT will be
constructed and developed as a
standardized test with satisfactorily
psychometric properties and practicality,
and the DPU-CEPT score will be equated
with ETS's TOEIC score for easier
interpretation. It is expected that the
DPU-CEPT will benefit both learning
and teaching English at Dhurakij Pundit
University in various ways, e.g., for
placement and diagnosis, as well as

personnel recruitment tools.

TOEIC: An Overview

Because the DPU-CEPT aims to be
equated with TOEIC, a review of the
TOEIC format, validity, and reliability is
a crucial step for the DPU-CEPT test

blueprint specifications and item writing.
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TOEIC Test Format

According to the TOEIC examinee
handbook (Centre for Professional
Assessment [Thailand], 2006), the TOEIC
is a 2-hour multiple-choice test
containing 200 questions. The test aims
to assess the test candidates in two main
areas: Listening Comprehension (LC),
and Reading Comprehension (RC). The
test contents were developed to meet the
language requirements of the business
workplace where English is used for
communication. Test questions cover
everyday English use. The TOEIC test
does not require specialized knowledge
or vocabulary beyond that of a person
who uses English in everyday work
activities. Each part consists of 100 test
items. The two sections of the test are
subdivided as shown in Table 1, and the
DPU-CEPT will use these TOEIC table
of content specifications as a test

blueprint for item writing and selection.
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Table 1: The TOEIC Table of Contents Specifications

Part Listening Comprehension No. of items No. of choices
Part | One Picture 20 items 4
Part Il Questions-Response 30 items 3
Part Il Short conversation 30 items 4
Part IV Short talks 20 items 4
Part Reading Comprehension No. of items No. of choices

Part V Incomplete sentences 40 items 4

Part VI Error recognition 20 items 4

Part VIl Reading comprehension 40 items 4

TOEIC Validity main constructs: listening comprehension

The ETS developed the TOEIC test
by conducting needs analyses to ask
companies from many nations to
delineate the language functions
necessary for English business
communication (Educational Testing
Service, 1998). The purpose of conducting
needs analyses was to examine the
content-related validity (Woodford,
1982). Afterwards, the ETS continued the
construct validity study.

Regarding the construct-related
validity of the TOEIC test, the ETS
collected the massive data from an ample
sample of test takers who took the TOEIC
test by comparing candidates’
performance with other established
methods that aim to measure the same

construct. The TOEIC test measures two

and reading comprehension. Theoretically,
the ETS investigated the correlations
between TOEIC and direct measures of
different language skills. This was to
ensure that its test could measure the
identical constructs (Cronbach, 1989;
Cronbach & Meehl, 1955), in other words,
that it could also implicitly measure
similar English language skills.

For example, the relationship
between the TOEIC test and direct
speaking measures (LPI: Language
Proficiency Interview; ASLPR: Australian
Second Language Proficiency Rating)
were .66 and .70 respectively. For direct
listening measures, the findings revealed
that the TOEIC test was strongly related
to other

measures of listening

comprehension tests. Concerning



reading, the TOEIC test illustrated an
accurate measure of examinees'
comprehension of written English. In line
with other language skills, the
relationships between the TOEIC test and
a direct writing measure were .83; this
means that the TOEIC reading
comprehension score strongly correlated
(Wilson,
Woodhead, 2004).

Apart from the relationship
between the TOEIC test and other direct
measures, the ETS also linked the TOEIC

score with classroom performance. It was

Komarakul Nagara &

found that as classroom grades increased,
TOEIC Listening Comprehension,
Reading Comprehension and total scores
also tended to increase. Moreover, the
TOEIC Listening Comprehension scores
were most strongly correlated with
classroom grades for listening, and also
presented a moderate correlation with
speaking grades (Wilson, 1999). In
addition, according to Woodford (1982),
it could be concluded that TOEIC and
TOEFL (Test of English as a Foreign
Language) were strongly related, and
could be comparable.

From the aforementioned research,
it is hypothesized that DPU-CEPT will
be correlated with the TOEIC score,

students' cumulative grade point

gniuIviad

SUDDHIPARITAD

average, and students' current grade

point average.

TOEIC Reliability

With regard to its reliability, the
TOEIC test applies an internal
consistency measure using the KR-20
reliability index. The reliability of the
TOEIC Listening and Reading section
scores across all form of their samples
has been approximately .90 (Educational
Testing Service, 2007), which is rather
high according to Nunnally's criterion
(Nunnally, 1978; Nunnally & Bernstein,
1994).

Methodology

Item Selection

In the development of the DPU-
CEPT, test items were drawn and
selected from a test bank previously
created by the DPU Language Institute.
The DPU testing center administers the
DPU-CEPT for DPU students annually
at the beginning of the year, and selected
test items are drawn from the test item
bank for a particular year's test. Following
the students' completion of that year's
test, test items are submitted for item
analysis. Four criteria were used for item

selection: 1) appropriate item difficulty
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index (.2 to .8); 2) high item
discrimination power (.2 or more); 3)
high corrected item-total correlation
statistics (.2 or more); and 4) item formats
consistent with ETS' TOEIC format. As
a result, DPU-CEPT consists of 200 items
measuring listening and reading
comprehension (100 items each). The time
allowed for the test is approximately 120
minutes (45 minutes for the listening task,

and 75 minutes for the reading task).

Data Collection

Fifty-one participants were
selected from fourth-year English
students at DPU; 82.35 % were female,
with cumulative grade point averages
(GPAX) ranging from 1.69 to 3.69 (M =
2.78, SD = 0.47). They were invited and
encouraged to take the DPU-CEPT on
January 11th, 2008, and one week later,
they were also invited to take the real
TOEIC test without any cost. Three
participants were absent from the TOEIC
test; thus, the remaining 48 participants'
scores were submitted for test equating
and validation study. Both the DPU-
CEPT and the TOEIC tests were
administered as normal paper-pencil
tests in order to avoid computer literacy

problems. No extra credits and/ or any

penalties were applied to their classroom
performance. Students were informed of
the test results within a week. For this
reason, the two tests were voluntarily

taken for the test takers' own benefit.

Results

Evidence of Reliability of the DPU-CEPT

The DPU-CEPT showed evidence
of sound psychometric properties as
intended.

The KR-20 (Kuder & Richardson,
1937) showed evidence for acceptable
internal consistency reliability (Nunnally
& Bernstein, 1994) (.79, .68, and .78 for
listening, reading, and whole test,
respectively).

Evidence of Validity of the DPU-
CEPT

Two types of validity, construct

and concurrent, were investigated in this study.

Construct validity

Construct validity concerns the
hypothetical construct that tests purport
to measure. Nomological network or
intercorrelations with intended constructs
are the most frequently used evidence
for construct validity (Cronbach &
Meehl, 1955).



As the DPU-CEPT intends to
measure English communicative
proficiency within the business context,
the correlations with the TOEIC test were
investigated. The DPU-CEPT score
highly correlated with the TOEIC score
(r = .19, p < .01). Moreover, the DPU-
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CEPT listening comprehension score also
highly correlated with the TOEIC
listening comprehension score (r = .70, p
< .01), and DPU-CEPT reading
comprehension score still strongly
correlated with the TOEIC reading score

(r =.71, p <.01) as shown in Table 2.

Table 2: Descriptive Statistics, KR-20, and Intercorrelations Among Variables

Variables Min Max M SD 1 2 3 4 5 6 7

1.TOEIC Total Score 335 835 481.67 105.04 -

2.TOEIC: LC 170 455 277.81 64.68 .93 -

3. TOEIC: RC 130 380 203.85 51.23 .88 .64 -

4.DPU Total Score 68 1239090 13.75 .79 .76 .67 (.78)

5.DPU: LC 31 74 47.67 9.85 .63 .70 40 .85 (.68)

6.DPU: RC 27 59 4323 744 64 47 71 72 25 (79)

7.Current GPA 1.33 387 281 054 .71 .66 .62 .70 47 .66

8.GPAX 1.67 3.69 278 047 .57 48 57 .60 37 .62 .82
Notes: LC refers to Listening Comprehension, RC stands for Reading Comprehension.

All correlations are statistically significant at .01 level.
Numbers in the parentheses on diagonal are KR-20.

Concurrent validity
Concurrent validity refers to the
relationship between variables and their
related criterion being measured at the
same time (American Educational
Research Association, American
Psychological Association, & National
Council on Measurement in Education,
1999).
In educational settings, academic

achievement, using grade point average,

and cumulative grade point average
(GPAX) as proxy, are among the most
widely used criteria. Previous research
by the ETS also found a strong correlation
between classroom performance and the
TOEIC score, especially among the
intermediate class students (Wilson,
1999).

In this study, the DPU-CEPT also
still exhibited a high level of concurrent

validity. However, it should be noted
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that the correlation between the DPU-
CEPT score and current GPA (r = .47 to
.70) is significantly higher than the
correlation between cumulative grade

point average (r = .37 to .62).

Equating DPU-CEPT with TOEIC
Scaled Score
As the DPU-CEPT score strongly
correlates with the real TOEIC score, test
score equating can be done with the
DPU-CEPT via regression analysis for
easier score interpretation in line with
the TOEIC Can-Do Guide (Chauncey
Group International, 2000). Ordinary
Least Squared (OLS) Regression was
used as the method of equating, while
its assumptions were checked thoroughly
with scatter plots, residual plots, and
histogram (Cohen & Cohen, 1983;
Pedhazur, 1982). DPU-CEPT scores and
equated TOEIC scores are presented in
Table 3 below, while regression equation

is displayed in Table 4.

Standard Error of Measurement
(SEM)

The Standard Error of Measurement
(SEM) estimates how repeated measures
of a person on the same instrument tend
to be distributed around his or her true
score according to a classical test theory
(Anastasi & Urbina, 1997; Gulliksen, 1950).
It is used to calculate the confidence
interval of the true score for an
individual; as a result, it is very helpful
for test users to interpret test scores.

To illustrate, if Mr. A earns a 90
score from test X which has a mean of 85
and a SEM of 10, a 95% confidence interval
for the true score can be computed as
1.96 (z—score corresponding to 95% of the
area under normal curve) multiplied by
SEM. Mr. A's true score will certainly be
located in the range of 90 ? 19.6 with a
95% confidence or 5% of error.

The SEM for the DPU-CEPT is
also calculated via equation (1)
(Gulliksen, 1950) and presented in Table
3 for both the DPU-CEPT raw score and
the TOEIC scaled score.

SEM = SD * sqrt (1—rtt)

Whereas,

SEM = Standard Error of Measurement
SD = Standard Deviation
r = Reliability Coefficient

()
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Table 8: DPU-CEPT Score vs. TOEIC Scaled Score

DPU:  TOEIC: DPU: TOEIC:
DPU TOEIC
Listening  Listening Reading Reading
M 90.65 480.16 4761 277.54 43.04 202.93
SD 13.76 83.48 9.66 44.56 7.63 3721
SEM 645 39.15 5.47 2521 3.50 17.05
123 677.45 74 399.26 59 280.74
120 65828 65 357.75 58 275.87
111 603.66 64 353.14 57 270.9
109 591.53 63 348.53 56 266.12
104 561.19 59 330.08 54 256.37
103 555.12 56 316.25 52 246.61
101 54298 55 311.63 51 241.74
100 53691 54 307.02 50 236.86
99 530.84 53 302.41 49 31.9
98 52478 52 297.80 48 27.11
97 518.71 51 293.19 47 22.24
96 512,64 50 288.57 46 217.36
95 506.57 49 283.96 45 212.49
94 500.50 48 279.35 44 207.61
93 49444 47 274.74 43 202.74
90 47623 46 270.13 42 197.86
89 470.16 45 265.51 41 192.99
88 464,09 44 260.90 40 188.11
87 458,03 43 256.29 39 183.24
85 44589 42 251.68 38 178.36
83 43375 41 247.07 37 173.49
81 42162 40 242.45 36 168.61
80 41555 39 B37.84 35 163.73
79 409.48 38 233.23 34 158.86
78 40341 37 28.62 33 153.98
77 397.34 36 24.01 32 149.11
76 39128 35 219.39 30 139.36
74 379.14 34 214.78 27 124.73
73 373.07 31 200.95
72 367.00

68 342.73
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Table 4: DPU-CEPT Score vs. TOEIC Scaled Score

Dependent Independent Unstandardized
t-test p-value
Variables Variables Coefficient
constant -69.91 -1.11 272
TOEIC
DPU 6.07 8.86 .000
TOEIC:  constant 57.98 1.73 .091
LISTENING ppy: Listening 4.61 6.69 .000
TOEIC: constant -6.90 -022 .827
READING  ppy: Reading 4.88 6.81 .000

Discussion

The DPU-CEPT shows appropriate
psychometric properties. Reliability
analysis revealed that internal
consistency reliability was significantly
high (rtt = .68 to .79); however, it is lower
than TOEIC's average reliability (average
r, =.90). Item unreliability can cause large
SEM and wide confidence interval of the
true score. Higher reliability can be
attained by selecting homogeneous items
meticulously, and it should be
implemented in future test development.
For future research, item response theory
(IRT), in which item parameter
estimations are sample-independent, will
be more suitable for item analysis and
calibration (Lord & Novick, 1968).

Moreover, the IRT should be employed

to investigate various item parameters,
e.g., guessing parameter, difficulty index,
and discrimination power for the better
refinement of the test items in the DPU-
CEPT.

However, the DPU-CEPT validity
is quite satisfactory for both construct
and concurrent validity. For construct
validity, the high correlation between
TOEIC and DPU-CEPT ensures that the
two tests have measured the same
construct, and, based on this correlation,
the test score may be similarly equated.
If the sample size allows doing so, future
research should draw attention to the
test dimensionality of the DPU-CEPT to
investigate its factorial validity, similar
to how the TOEIC has explored this
measurement issue (Wilson, 2000). The

other direct measures of English



language skills should also be
investigated together with the DPU-
CEPT to ascertain its construct validity.
For concurrent validity, the DPU-CEPT
correlates with GPA more than GPAX.
Unsurprisingly, correlations between
DPU-CEPT and current GPA were
higher than with GPAX because the latter
may be affected by many kinds of
extraneous variables, e.g., inability to
adjust to a new university environment,
learning curiosity change, test takers'
motivation, etc. However, the DPU-
CEPT predictive validity should be
studied through predictive validation
design, especially in the case of using it
as a personnel selection tool.

Another suggestion for future
research arises from the practical side.
Alternate or various forms of the DPU-
CEPT should be further developed and
revised in the near future in order to
prevent students cheating on the test,
testing effects, memory effects (for the
case of pre-test vs. post-test research),

and other practical testing issues.
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Regarding the future use of the
DPU-CEPT, this standardized English
test will be beneficial for learning and
teaching English language as it can be
used as a placement test for classifying
students' English language proficiency,
for assigning them to suitable classes,
and as a diagnostic test to indicate
students' language weaknesses that need
support. With its high correlation to the
TOEIC test, the DPU-CEPT can also be
taken as a helpful preparatory test for
students who wish to see how proficient
their English language is before taking
the actual TOEIC test. Apart from its
academic use, the DPU-CEPT can also
be employed as an effective personnel
recruitment tool for the Human Resource
Department to screen and select staff
possessing adequate English proficiency.
In addition, in terms of personnel
development, this standardized test can
be applied as an English diagnostic test
for staff to indicate which English
language skills are weak and need
amelioration. Clearly, the DPU-CEPT has
versatile purposes for both the academic
arena and the university's personnel

recruitment and development units.
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Public consciousness : The Power of The Saikhao narrative
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Abstract

The research has 2 objectives. The first is to study dynamic in
Saikhao community, where there is a mix of population differenting in
ethnicity, religious and culture, through the phenomenon of peace and
harmonious living amidst violence in The Deep Southern. The second is
to study how the power of narrative creates public conscious in Saikhao
community. The researcher selects 2 target-groups as subjects. One is
the ideology leader from religious communities and local administrative
officers from Saikhao. The other is 3 generations of villagers in Saikhao.
The reason is to observe different dynamics in each generation.
Furthermore the researcher participated and observed in traditional rituals
in Saikhao, i.e. the marriage of Buddhist-Thais and Moalid of the Muslim-
Thais.

The research finds that The Saikhao narrative told from generations
to generations since the ancient time has influenced beliefs and behaviors
of Buddhist-Thai and Muslim-Thai in Saikhao. Furthermore, it integrates
2 cultures to create the unique identity of Saikhao people that is different
from other Muslim-Thai communities in The Deep South , especially the
"language” . Usually, Muslim-Thais in the Deep South speak Malayu
language, but Muslim-Thais in Saikhao speak local Saikhao language, a
key factor in preventing the creation of segregation and creating trusts,
the basis that form public consciousness of ‘Saikhao people'. Thus Saikhao
villagers feel that both Muslim activities and Buddha activities are Saikhao
activities . That is the presentation of "public consciousness" which leads
to a strong civil society that experiences no violence in Saikhao.

Both Buddhist-Thais and Muslim - Thais who define themselves
as "Saikhao-people" conclude that there are 6 factors contributing to no
violence incidents in Saikhao community despite the Deep South crisis.
They are 1. no suspicions between different religious groups in the
community  2.understanding between Buddhist-Thais and Muslim-
Thais 3. Feeling of belonging to the same group 4. common language 5.

strong leadership and 6. industrious and entrepreneurial nature of Saikhao.

Keyword :  Dynamic, Narrative, Identity, Public Consciousness
FaAg : wadn, (Saua, ananwal, InariinaIsIT0NE
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Abstract

Objective of this research was to comparison efficiency of
statistical forecasting technics between Box-Jenkins method and
Radial Basis Function method for four model nonlinear time series
viz model : Quardratic , Cubic , Exponential and Unpattern .The
substitute data for four nonlinear time series models for this
study used are the sales volume of compresser and motorcycle in
Thailand , the import volume of mineral fuel and lubricant, and
the export volume of pigs in Thailand.

The results of this study show that Radial Basis Function
model has a suitable model and more accuracy than Box-Jenkins

Method in case of model nonlinear time series

Keywords  Box-jenkins Technics, Radian Basis Function
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16un niaeuaseNNeMIaLAaaURAEME
d@29 (RMSE)
dimsudeyanazlflunsideasal
astfudiayameiuassgiauazmstinuns 7
o v 1 4‘ 1
hmaneseuudrhiguuuumsiadeulld
Farduludnwagen 9 Nifedules lulssine
e 4 sUuwu Thud Uuuumsiedeulmuuy
MauasHn (Quadratic) w3a lwd ludlearas
GRN gﬂtmummwﬁaﬂmLm‘uﬁa"ﬁﬂ (Cubic)
= | al = o 4'
wia lwd luilgamaseany sUuuumsiaaoulm
wuuidng luiuudea (Exponential) #afhidu
'3 a d} a}
Vefavasaamsiin wazgUuuumstadeu i
1 a o «3 ds('L VY o
Tofiwvuney  Taglums Taased ldvins
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Time Series Plot of compresser
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Time Series Plot of motercycle
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UM 1 dmifEnamshmibeeaunsaizes
Tudsznelng

d' () [J 1} £ 'd
U 2 ahdRinamsmhasaansenueug
Tudsznelng

Importing quatity mineral fuel and lubricant
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Time Series Plot of pig
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UM 3 aflUSnamahuin e waesssuma
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(maliamsianzaynsuiaiuuy
veanduasiauiud (Box and Jenkins
Technic)

(hdBeneiindemnumsalamain
(Stochastic Process) Tﬂﬂﬁaﬁﬁagaﬁlﬁﬂﬁu
Hhilumunaiasuulas fsnuasmside
Afulumungeminhaziu fvme i Y i
AMFUNAYBIBUNTNOIN Bl LIaN t N Y e
anumnuiuhaziu (Probability Density
Function) tHuuunin@iidindeite U uas
aenuudsdsiu Gyz TogiiehanumanaLaaon
vaviioys (€) o LM t iMsuINUIUY

UM 4 nSwidinaimsdeaandnsiizio
Tudsznelng

Undfieniaaediu o wasiimanuudsusi c,
WU
m'ﬁLﬂ'ﬂzﬁagﬂsunauﬁam'ﬁwmﬂiﬁi
ToeAatonduaziauiuding anuaEUBIBYNTY
vadevduaynsn it fluaiefuund
(Stationary Time Series) ﬂiiﬁﬁagﬂ’mum
liifiquaniRaninnsazdewtateynsum
Tifiquaiisenaidenay Faanarh ldviang
Foudu m'ivnwaﬁiwwaqmﬁmﬂmﬁag’iaﬂﬁu ms
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a'l,gﬂ'mij*?;a::ﬁmﬁLﬂs1gﬁ1®83§3§
Tonduaviauind  ievnaumswennsoiien
genléilu 2 ngu ldud

1. aynsuInEeiuni (Stationary
Time Series) Lﬂuaqﬂsumawﬁdﬁammﬁ
GETGIIGIGRERGED Auade anuulssy
wazisiFuenumnuinhazdhu(Probability
Density Function) 284@1d3tne a4 138161797
agit namie l/Aeuuaslumunamin/ae
T uu aynsun (Y) Aluaasnng e
ANNFNAUSLBNEDRTEWIN Yo X o Y, e
Y. ﬁa;méué’u t Vl,a\ishqmﬂmméfuﬁué}%q
aﬁaswiw Y, Y oY, e Y, 790
NI t+ WSV 1 = 1,2,...,n

2.aynsue Ll uainfuun3
(Nonstationary Time Series) (uaunsn

tanfiendane lifiguatGduaaiiung

m'iﬁm'imnﬁmgﬂiuLaanﬂuam%’uuﬁ
vide Ll wRNTANNNATNUBIBYNTNIN
afinsananeasalsunsuiiuaasilediuam
duius luaues (Autocorrelation Function
: ACF) viae Wenduavduiusunaiu (Partial
Autocorrelation Function : PACF) Fail
AMINEEE

1. flafuaminniug luiies lag k (r)
Duitedshuit Foavduindsenhamdane Ly
mgﬂimam?;ﬁwﬁu k dwa agld r_ unu
et Fuamduiugluauassesiaa] lag k
r_fluissinawes p, Fafuitaridu
awauwué’lummawmﬂsvmnw lag k r,
nqmﬁmmmu r, Henagsenin -1 891 uay
WarFuanduius luauaasening Y uazY
2z lushenniedFuanduiug ludeasening
Y uaz Y it

r=r  azdnoue r
1éan
n—k
(¥, = Y)Y, )
= k=12,... €))
2% =Yy

t=1

n Lﬂuwmmmagﬂsu (W1

enagilan Fuaviduius luauag r e
U v 1 1 o dl L) > 1
hlnd +1 udaehedunaieginemu k 2
LA NEVFNNUSHUNN  wazaNndNNUS N
PNONHU NENPD oen Y Nenge @ Y,
mmmﬂ visat@ Y fieneh e Y, 9% i

el LNFJ r whlad -1 LLG@Q’J'lﬂ'laﬁLﬂ(ﬂ‘Yla%i

[ J a}
Lﬂuﬂ'ltﬂﬁﬁl?lﬂﬁﬂléﬂiu (W]

et k 22900811 NanduwusnusnnuLai
a U % 1 =) v 1 IS J
fiemassiwiu. nande de Y fienge
Y, mummwsamm\( fieheh mY mu
g mar ummﬂﬂao LEA mmmmm
¥anu k Zranafanduiusnusiaenn
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d' 1 1 1 4! J
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a} P P~/ | l:ll [
yneynsuaai P, fduth o vielaiin agld
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ANNFIUTDINIT
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Fae = P
k-1
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4
We r = r -r 1
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MINTIFDUANNAFIUATADINNTAN D
r agmeluze T2 whwesendeaunasgu
<~ 1 v 1 [ J (o4
vad r_vi3e i dhagfluzidsnanazeeniu H
waosh Pk =o &2 WudsinaeenZ
wazeleumnasguees r Ussinasne
2. WanFuanduiusudiun lag k
axuainamifnisssinendanaiiegiaii
; 4 . o 4 d
k 229008 (iafwue lienaang o apuesi
¥ r unuilsdFuanduiususdiuues
fhaehi lag k ihudnlszanawes P Faun
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dmisu k

1
N
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agfluzhe F2 uhwesddesuunasg e
A L v | 1 b 1 (24
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i1 Amuaduuy (Identification)

ﬁaumiﬁmuﬂéhLmuﬂlﬁﬁuaqﬂsmam
{y} a::@fmﬁmimﬁmgﬂiunmﬁuﬁ@mauﬁa
I~ [y | ] J ]
Wuawunavse Ly mﬂwmwaqﬂimaaﬂu
\Huanduwsdasutaseynsueia lud sy
aefnaney  wdhdenimuuunvanzay 1w
fluaynsua vl

Y, = 8 + ¢1Y1-1 + (|)2Yt-2 +

Yt
) fa Mean

Y c} o
mu,uumgﬂ'sunan/flii"luﬂﬁwmﬂ'ﬁm
wuutenduasiaunudiisaynsnnaniinmueiia
3 [ a Ao agll
Wudeduuns Nael
% = = £ % d'

L duvvas ladinsaduasuduin p
(Autoregressive Model of Order p):
AR(p) @4 p @
Feuuum lueail

Tueunveases leawnsasn

DY+ E, (3)

o V"hﬁﬁLﬂﬂﬂHﬂﬁJL')ﬂW M et

A J a 4 = IS
A MW Lﬂﬂ?ﬁﬂﬂﬂﬂiﬂimiﬂ‘lﬁl\l

(Autoregressive Parameters)

€ A MANNAMALAFAN B 18D t AMSLanuLaLuuUn®@

Faendgihiu o menNwlsUsuehiu O

([ 1 [ =) = v d’
fMatheresimuuuea ledinsadwauaun p
1. vy AR(1)

Y, = 6 + (I)lYt—l + &

ol (I)1| < 1 {udeuluiivinl

2. MUUU AR(2)

Y, = o+ (I)lYt—l + (I)2Yt-2 + &

o

‘nauﬂsunamqmauﬂ’&am%’uuﬁ

t

it O+ ¢, <1, ¢,- §,<1 uaz | (])1| <1 L?Juﬁ}auvlwﬁﬁflﬁagﬂﬁmam

NaantiBandinnd
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2. MuvuARagedaUNIuaUN q (Moving Average Model of Order q) : MA(q)
d! A v oo d’ L ' d' 4' d' S ﬂ-'l [ dy
B9 q Aeduduivasiuuummasedaul IFuuuin ludsl

Yy -0+g-0¢g,-0¢,-..-0¢g, )
Toe Yt fa AT UNAYBIBUNTHIN B 1IN t

a4

) Ao aesi
“ o e A4 .

0,.0,....0, A wmninesvedwdniedauil (Moving Average Parameters)

= 1 ﬂ' IS a o1 d’

€ Ao enanueaIaedaY o 118 t AMsuanuasnuulng dende

WNU 0 A NNwUsUTIMIYAU

w o v o dd o de oo o d
MBLNYNMILVUANRRELAREUNDUNUN q
1. vy MA(1)

y=0+¢g,-0¢,_

t
it | 91| <1 (duSeulaiheynsunaiiguani@idhidunesiida (Invertible)

Fadugauantifmh i deu € Twwenwes Y,Y .Y, 18 wazlsEanameNNeMInLAa ey
203 € 1

2. Muuu MA(2)

Y = 8 +8t_ 6181-1' 6281»2

t

T
= o

we 0+0,<1 , 0,0,<1 uaz |92| < 1 Judeulaiivh leynsunand
aouantifduduieside (Invertible)
. o4 4 d a4 ae o d ,
3. fuuunaNAILRdIAdauluazes la3tnsadWaudul p waz q (Mixed

Autoregressive and Moving Average Model of Order p and q) : ARMA (p,q) 361
wuuvi Ll

YI = 8 + d)lYt-l + (I)zYt-z T +¢th-p + 81_ 618t—1 - ezgt-z Tl 7 qut-q (5)
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([ 1 [ J d’ d} d' =) = [V d'
MathaasimuuunENaIRdgedaULazes [naInTaaWduaun p uas q
1. ARMA (p,q) % p = 1, q = 1 w8 ARMA (1,1)

Yt = 8—’—(I)lYt—l +8t_elgt-1

i | (|)1| < 1 dulauleimh eynsunafiguantifandingg

uat | 91| <1 Judeuleivh lWeynsunaiiguanii@iduducesdda (Invertible)

ﬂsiﬁﬁagﬂiunaﬂmﬂuam%’uuﬁ MIMMuUUmNEaNIuaYNTHNIMTUAEABY
u,ﬂaqmgﬂiuL'Ja{lﬁlﬂuamﬁuuﬁﬁau Faov ldvaneds  SantewlFmennldus  msmuaa
(Differencing) a¥aunINOIANGY HadNYaIBYNTHLIANREINIATIUBE UTIaYN TN

r&'q wa 20w A Y A v YV Iy o 1 [ o o Y =R o

aeeTiulinaeiRaainnIuamied aﬂutnmmmmﬂﬂauLﬂummuuﬁummmaqﬂiunm
d'd a > = w d' \
niqueniRaintins  lumfmuuuiivansauses W

ANDUNTHOIN {Y,;} mma@hqauﬂiunm {Zt} azl#msnseyh V iieasuamem
ma&hwaqagﬂiuwauaué’qﬁ

NANASIN 1 zZ = VYt
= Y -Y
t t-1
NANASIN 1 zZ = V"’Yt
= Y -2Y +Y
t ' -1 t-2

éfmuua‘t,gﬂiunmﬁﬁaqmwa@hwaqauﬂsuL’Jauﬁﬂﬁﬁﬂmauﬁ’aamﬁuuﬁ Tosmviue
YY) 1 [ [ a o d' J d' = =
duduraInImInaa (d > 1) (Huduuuduiitnsniadeiedeuiivazes losinsndu
(Autoregressive Integrated Moving Average) : ARIMA (p,d,q) oo d (Huduéiui
BAGNNRE LU LU6ail

Zt = 8 + d)th—l + (I)2Zt-2 T +¢pzt-p + St_ 6181-1 - 6281-211 Tl 7 qu

t-q
z fB MaINm & LM t NBYNTHIN
a4 A
) RGN
d.0, ¢ A windiwasealaitnm@n (Autoregressive Parameters)
. ¢

0.0,...0, @ wileesyeiwdindauil (Moving Average Parameters)



gniuIviad

SUDDHIPARITAD 45
= 1 4’ IS aa J d’
€ A eAnueaIAedaY o 118 t AMsuanuanuulndll ande
i 0 enenuulsuuiiu o
o o e 4 4 d —
MetNrasmuuuduinsndsedauiuazea lostnsman
1. ARIMA (0,1,1) %38 IMA (1,1) #éuuu
-0+¢g,-0¢,, /o |91| <1
= 8 +Yt-1 + 81_ 6181-1
2. ARIMA (1,1,0) %38 ARI (1,1) #éhuuu
z=8-0z, +¢ it | | <1
= 8 + (1+¢1)Y1-1 - (I)lYt-Z +&,
3. ARIMA (1,1,1) #ifMuuu
z,=0-0z, +¢-0¢, o | 91| <luag | (|)1| <1

= 6 +(1+¢1)YH - (I)lYt»z + gt - elgt»l

4. ARIMA (0,1,0) Héhuuy
Zt = 0+ St
Yt = 8 + Yt—l + 81:

i’ﬁm,gﬂillLjaﬂﬁﬁﬂﬁimfl%ﬁLL‘L!'JT,ﬁNLl,a::ﬂ’n&lﬁuLLﬂiLﬁﬂﬂﬂWﬂqgﬂWﬁL%’WN”ILﬁ'EI'J"EII?N
%ﬁmuwéﬁtmu SARIMA (P,D,Q), (Seasonal Integrated Autoregressive and Moving
Average) #i Oder (P,D,Q) loe P (Husudusas SAR (Seasonal Autoregresswe) Q (fu
UAUYBY SMA (Seasonal Moving Average) waz D Lﬂummumwmwamqqmmatwa
i veynsuim (Y J muLﬂuam%um‘smmmﬂq@maLﬂuagﬂiuuaTqmdlmJ {z} wuqma:uum
Wuaons Toe
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Wy dwiuaynsunmnediew L =12

D=1, z=V,'¥y
= Y,-Y,,
D=2, z=-V.,'Y,
=V, (Y,-Y,,)
=Y,-2Y, - Yo,

mamwaqmuwaunsunm SARIMA (P, D,Q)
auniunamﬂmauwumuumﬁu SARIMA (o 1 1) wdgumuuudu

=& - ®18x-12 e |®1I <1
n3e Y, =Y, *+E - ®18t-12

H a ar A
logh Yt o eifune o oo tuas Y femduneiiegdeunm t 12 danm

C

o 4 4 d .
e mniliasuasiiRduedeuiiggma (Seasonal Moving Average

Parameters)
#uf 2 mabsanasmnniines (Parameters Estimation)
madsznadwniiess luiuuusz 1¥msiensiiney (Numerical Analysis) B
afanlszinasmwiniiveslhuuuiheBhasaiooge (Least Squares Method) o
mvaesznandaedy (Initial Estlmate) ﬂaqwmumaitwammtlivmmaﬂmﬂ (Final
Estimate) Tngmehe (Iteration) ‘Zm1ﬂs~miuwm"lwwasaummaewmmwﬂmmLﬂaau

e’ i‘iﬁ'whqmzL‘ﬂuﬂ'wﬂszmm“fl’lif’luaum‘swmn‘mi



il 3 mInTERUeTIIMINE@IEY
fuuu (Diagnostic Checking)
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Tumsnsanumnganeesduuy ante
T léun
Y 4
1. manaadauestenduazys (Box-
Ljung) (WansI98auAINAIALAADUUDINS
wennsal (e) Nifhdaseiuvdald dhems

AIINFDUANNIMINZENYDITILUURAIEID  Vedauannfgv
) ac| 4 ] - [ (.4 QQJI =<
LLﬂamamﬂumaﬂ‘gﬂnmuauﬂu MNUHINAIT

dl‘ifﬂ”liﬂ‘i')ﬂﬁﬂ‘ljﬂ"]”luLWN”I%GN%@”IEI%%W%BNﬁu

H, : pl(el):...:pm(e,)zo

H, : p,(e) vumliwhny o §msu k=12,..m
Toal#fmasauada
2
m e
O=nn+2)87 )
a1 n—k

) E o v c} a L4
($Y13)] n 200) "'\]'M'JWZI@EQWR)SOI{IHWITJ LAISHBUNINLIF)

M @8 lag gegaiidesmsnaaauy
=) J I e o ' 4' d’ L [ 1

r, (e, ) Ao enilariduamiiiug lushiasasianuematadaunegaiu k 2nm

o aa | 4 prps & a 1o =

fmedausda Q Tmsuanuasuwuuleauas ilasemanududaszwhiu m-n_%
n_ @A uwnniess luduuy
P o aa = 4 PP S a 1o

fmedausda Q Imsuanuasuuuleauad Nilasmanududasevhiu m-n_
% n fa Iumniiess lumuuy

asfias H e udashiuuy ARMA(p,q) Midwuadshivangay

2. finsandauemaLedauYaIMsNEnnsal (e ) Hilanduiusiumse Lidhemsnasau

ANNAFIU

HO : pk(ez)zo
H, : p(e)#0

wlfias H & 7, (e,) anaguanda 2 whuesdudsaumnaspures  aquhin

wuu ARMA(p,q) #ifmuad lamnzay
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#f 4 mawennsad (Forecasting)

Tovendussiauiudas 1 ¥aumwennsel
fiazlEmewemnnsaldramin ldvanadiem
sumswenslazadnniuuui ldvagauy
udrnumnzanifumswennsal lagdnlnajen
wennsel ldannaumswennsal - madums
wennselsvezen ewennsaiaas Wanszan
fayerdalioons  uazATNwuRIdnAms
wennsoiasiiehanasnhmswennsoiszes i

Tassthausdeaiudanediiu (Radial
Basis Function)

Tasethasweadaieiig  Julase
hedszamienwuumikmmion 1 ¥uann luay
v J < Cé 4
mumsiszanasmisemswennsoifioys Tase
Dasidsaudaidudunuuionaside
Winvadaniisnnu s Fuldud Huduwn Hudau
waz ey Fedfuderasiivie 1 Funhii

I'd | < & e

L munzeslaseihesidsaudanad Fu
annsadsuduaunsmeadinenagns el

£&=wp+Y willx—c{)
i=1

e f,(-) Ao wmwnvealasae

a L4
X fie suwnnnees uag x=[x1 Xy ... xp]r

p 79 lamudu (Dimension) vosduwnINMOT

~ o + o
d() o wHaileHu(Basis Function) 30 R is R

”” Ao Euclidean Norm

4 o 3 ¢
nr 89 IUIUIBUIADT

. <] ]
c;eR”, I1<i<n, fo Wumesveslnsee

: Y o o 4. v =
wi, I1<i<n, @8 enhwindendesswhesend 1 Tufudeu Fuinsewwas

@MW

wisiediu @) Flidenldvaspluvy Tuegivamuumnzassmsin Il
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1. The Gaussian function

2
1%
o) = exp| —

2. The Thin - Plate - Spline Function
p(x) = v logv
3. The Multiquadratic Function
1
v )2
o) = exp| —
B

IﬂﬁﬂhﬂL‘SLa‘c‘laLU%ﬁﬁﬁﬁ"B}HmmSGL%ﬂudlué’ﬂﬂmsilaﬁiﬂﬁﬁﬂ%’N‘YINﬂmﬁGlﬂﬂﬁuéﬁgﬂﬁ 1
2 v & & & ad o & &
Falsznauludhe Huduwn Hudou waztuewiun lesdlizudeuasiiies 1 Fuihiiu

Jr(x)

W, . )
0 1 linear combiner

non-linear
transformation
(oq‘x—ciH); 1<i<n,

X1 X2 Xp

JUn 5 dnwaszlassadnveslasehesifeaudaledtu

¥
v 4 (¥4 ]

Foyatamiwmuestugden azlfnnnudsiluiduressvesrie(Radial Distance) 551in

Q

a [ 4 o d'
BYIDUNNUISLTULODT UaAeNTUN 2

9 Y
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Unit Inputs

Radial Distance Basis Unit Outputs

Computation Function

W 6 dmsazmahouldudewreclasuhasdeaBaeti

dans3fiuluma3eujuuy LMS (Least Mean Squares)
e R < v ) S e a a < 4:‘!:7 1 <
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Travel Motivations and Tourist Behaviors of
Korean Travelers to Thailand
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Abstract

The Korean travel market is one of the important international
markets for many Southeast Asian destinations. With the well-
established economy and emergence of affluent middle class,
millions of Koreans travel abroad each year for their leisure and
holiday purposes. However, Thai researchers are yet to pay attention
to investigate this important segment. In order to increase the
number of Korean travelers to Thailand, it is important for tourism
marketers to learn and understand their travel related behaviors
for developing appropriate marketing strategies for the target
market. This study, therefore, aims to examine travel motivations
and tourist behaviors of Korean travelers by using the theory of

push and pull motivations as a conceptual framework.
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A self-administered questionnaire survey was used to collect
data from 400 Korean travelers who were visiting Thailand. The
results of factor analysis identified three push and two pull factor
dimensions. The three push factors (travel motives) were 'fun &
relaxation', 'novel experience', and 'socialization', while the two
pull factors (destination attractions) included ‘attraction variety &
costs' and 'safety & cleanliness'. Among them, 'fun & relaxation'’
and ‘attraction variety & costs' were regarded the most important
push and pull factors, respectively. The study also reveals interesting
findings of Koreans' travel behaviors and provides practical
implications that can be useful for both policy makers and industry
practitioners to develop appropriate marketing strategies and

tourism products for the target market.
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1. Introduction

Tourism industry is one of the
largest and most important sectors for
Thailand's 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 Thai culture and the beauty
of the natural attractions in Thailand.
Major overseas tourists visiting Thailand
come from different parts of the world.
One of the important segments is the
Korean travel market (i.e. South Korea).
South Korea has achieved dramatic
economic growth over the past decades,
which has been associated with the
emergence of affluent middle class (Kim,
1997). With a strengthened economy, the
demand for outbound travel will also
increase significantly (Kim & Prideaux,
1998). Today, South Korea is one of the
major tourist generating countries in the
Asia Pacific region, and most Korean
tourists take trips to neighboring
countries such as China, Japan and
Southeast Asia (Ministry of Tourism and
Sports, 2008). Growth in the South Korea's
outbound market has been so fast that
many destinations, including Thailand,

have not well prepared to adjust their

range of tourism products and services
to specially cater for this segment. During
the past decade, Thailand has benefited
from an increasing of the Korean
outbound tourism. According to the
statistical reports by the Tourism
Authority of Thailand or TAT (2008), the
number of Korean tourists visiting
Thailand has been increasing over the
past 10 years, from 411,087 tourists in 1997
to 1,075,516 tourists in 2007 (TAT, 2008).
Today, South Korea becomes Thailand's
the third largest inbound market (after
Malaysia and Japan). In spite of its
significance, when considering the recent
number of Korean inbound tourists to
Thailand such as the year 2006 or 2007,
there were approximately 1,000,000
travelers a year. Though this figure seems
to be large for Thailand's tourism,
however, it represents only 8% of the
overall Korean outbound market. During
the past few years approximately 12-13
million Koreans traveled abroad each
year (Ministry of Tourism and Sports,
2008). This figure evidently shows that
the number of Korean arrivals to
Thailand is still small when compared
to the overall outbound market. In other
words, it could say that there are
opportunities for Thailand to actively

increase market shares of the Korean



outbound market. With the competitive
global and regional tourism, increasing
the number of Korean travelers to
Thailand seems be the challenges for
Thailand's tourism industry, and this is
the focus of the research issue identified
in this study.

Due to the increasing importance
of the Korean travel market to the Asia
Pacific region, it is essential for Thai
tourism marketers to develop effective
marketing strategies to attract and
increase the number of Korean travelers
to Thailand. According to the literature,
in order to be successful in tourism,
destination marketers should understand
the basic wants and needs as well as the
behaviors of the target tourists
(Crompton, 1979; Yoon & Uysal, 2005; Jang
& Wu, 2006). One of the most useful
approaches to examine tourist behavior
is understanding 'travel motivations'
(Crompton, 1979; Yoon & Uysal, 2005; Jang
& Wu, 2006). Understanding tourist
motivations is the starting point for the
success of any tourism marketing
program (Jang & Wu, 2006). This is
because travel motivation helps explain
why people travel (Dann, 1977, Compton,
1979). Knowledge of tourist motivations
would enable tourism marketers to better

satisfy travelers' needs and wants, and
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then develop appropriate marketing
programs for the targets (Jang & Cai,
2001; Jang & Wu, 2006).

One of the basic and useful
approaches to examine tourist
motivations is based on the theory of
push and pull motivations (Dann, 1977;
Crompton, 1979; Yoon & Uysal, 2005). A
review of literature indicates that
examining tourist motivations based on
the theory of push and pull motivations
has been widely accepted (Pearce &
Caltabiano, 1983; Yuan & McDonald,
1990). The theory of push and pull
motivations can provide a useful
framework for examining different forces
that influence a person to consider taking
a vacation and the factors that attract that
person to choose a particular destination
(Klenosky, 2002). Thus, this study has
the objectives to examine travel
motivations of Korean travelers by using
push and pull factors as well as to
examine their travel behaviors and
tourist satisfaction. It is hoped that the
findings of the study will provide a better
understanding of travel motivations of
Korean travelers by assisting both policy
makers and industry practitioners in
formulating appropriate travel related
polices and strategies to effectively target

this important market.
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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; Yuan & McDonald 1990;
Jang & Wu, 2006). Dann (1977) made a
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
motivational factors. The concept of push
and pull motivations theory describes
that people are pushed by internal
motives (called push factors) and pulled
by destination attributes/attractions
(called pull factors) when making their
travel decisions (Lam & Hsu, 2004). This
concept is classified into two forces/
factors (push and pull factors), which
indicate 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
socio-psychological motives that
predispose people to travel, while pull
factors (destination attributes) are those
that attract people to choose a particular

destination (Lam & Hsu, 2004).

The push and pull motivations
theory seems to be widely discussed and
recognized by tourism researchers as a
useful and appropriate approach to
examine tourist motivations (Klenosky,
2002; Lam & Hsu, 2004; Yoon & Uysal,
2005). This is because the push and pull
motivations theory provides a simple and
intuitive method for explaining tourists'
motivations and their travel-related
behaviors as well as helps explain why
people travel (Dann, 1977; Klenosky, 2002;
Jang & Wu, 2006). Thus, the application
of the push and pull motivations theory
to examine travel motivations of Korean
travelers should provide a useful
approach to understand a wide variety
of different needs and wants that
influence their motivations in visiting
Thailand. Moreover, it appears that there
is no empirical study employing the push
and pull motivations theory to investigate
travel motivations of Korean travelers to
Thailand. Therefore, the push and pull
motivations theory is considered to be
appropriate and relevant to the purpose

of this study.

Tourist Behaviors
Tourist behavior has been a major
topic for decades for hospitality and

tourism practitioners. Contributions have



been made from various aspects to
understand tourist behaviors such as
mode  of

destination choice,

transportation, travel expense,
accommodation, and leisure activities. In
tourism studies, tourist behavior is a
fundamental but critical subject affecting
the development of marketing strategies
and product development (Chen & Hsu,
2000). Today, many scholars have
investigated tourist behaviors and trip
characteristics in order to satisfy
customers' travel needs and meet their
expectations.

In relation to Thai context, there
are several studies examining tourist
behavior of international travelers visiting
Thailand. For example, Laksanakan
(2003) investigated travel behaviors and
trip characteristics of international visitors
to Phuket and found that most
respondents were male travelers aged
between 25 - 34 years old. Many of them
were Asian travelers with college degree.
Their average annual income was
approximately US$ 5,000. Most of them
were first-time travelers and visited
Phuket for relaxing purpose. Many of
these travelers were couples and spent
approximately 4-7 days in Phuket.
However, European travelers seemed to

stay longer (e.g. 8-14 days). Major
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spending was based on accommodation
(Baht 3,501 - 4,500) while other spending
(e.g. food, shopping) was approximately
Baht 1,001 - 2,000 per person per day.
The study found that tourists with
different backgrounds (e.g. nationality,
education, occupations, income) would
have different travel characteristics.
Investigating Thai and international
tourists' behaviors visiting Chiang Mai,
Yenkuntauch and Lougepanitpitak (2004)
revealed travel behavior differences
between Thai and foreign tourists in
many aspects including type of food,
souvenirs, accommodation, destination
choice, spending, and travel preferences.
However, the study found that most of
them received travel information about
Chiang Mai from their friends and
relatives. Sansartji (2005) examined travel
behavior of foreign tourists after the
Tsunami disaster in the southern
Thailand and found that most of the
samples were repeat visitors traveling
for holiday and leisure purposes. They
chose to visit Thailand due to low cost
of living and beautiful natural attractions
(e.g. islands and beaches). Most of them
spend approximately more than one
week in Thailand with primary spending
on shopping, accommodation and food/

beverage. A recent study by Taworn
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(2007) found some differences of travel
behaviors between Thai and international
tourists. The study revealed that most of
them visited Chiang Mai because of
natural attractions. Thai tourists came
here with their friends while many
international tourists traveled alone. Both
groups preferred city hotels. Thai tourists
received travel and accommodation
information from their friends and
relatives while foreign tourist mostly
relied on Internet information. In relation
to accommodation selection, the study
indicated that both groups had different
perspectives in terms of prices, location,
quality and services. Based on the
literature, different aspects of
international tourists' behaviors were
investigated, and tourists with different
culture  and/or  demographic
characteristics seem to have different
travel behaviors and travel preferences.
Hence, Korean travelers may have
different travel behaviors and trip
characteristics from other travelers, and
this seems to be worth for further

investigation.

3. Research Methodologies
The population in this study were
Korean travelers visiting Thailand for

holiday and leisure purposes both group

and individual travelers who were 20
years old and above. Since the population
or Korean tourists visiting Thailand each
month is unknown (in term of exact
numbers) and the elements in the
population have no probabilities for
being equally selected as the samples,
by

convenience sampling was deemed to be

non-probability  sampling
appropriate for this study (Cavana,
Delahaye, & Sekaran, 2001). According
to the Tourism Authority of Thailand,
(2008), there are approximately 83,000
Korean arrivals to Thailand per month.
Based on the statistical estimation
(Cavana et al., 2001), the samples of 400
tourists seem to be appropriate for the
population of Korean tourists to
Thailand. The research instrument
(questionnaire) for investigating travel
motivations and behaviors of Korean
travelers was developed from a
comprehensive review of relevant
literature focused on travel motivations
and tourist behaviors (i.e. You & O'Leary,
1999; Heung & Cheng, 2000; Huh & Uysal,
2003; Jang & Wu, 2006). The questionnaire
was originally designed in English and
translated into Korean language by
academic scholars specializing in Korean
and English languages. The questionnaire

consisted of 4 sections, i.e. 1)



demographic characteristics 2) travel
behaviors/trip characteristics and 3)
travel motivations (push and pull factors)
and 4) tourist satisfaction with Thailand's
destination attributes. Sample questions
for measuring travel motivations were,
for instance, "One of main reasons why
I travel abroad is to travel to a destination
I have never been to" (push factor) or
"Do you think Thai culture is an
important factor attracting you to
Thailand" (pull factor). Then, the
respondents were presented with a 5-
point Likert scale (1=strongly disagree
to s5=strongly agree). To survey tourist
behaviors, the respondents were asked
a series of questions regarding their travel
behaviors and trip characteristics (close-
ended questions with choices). For
measuring tourist satisfaction, the
respondents were asked to indicate the
level of their satisfaction toward
Thailand's destination attributes (based
on a 5-point Likert scale ranging from
1=very dissatisfied to 5= very satisfied).

The questionnaire was pre-tested
with 30 Korean travelers in Bangkok to
obtain feedback on the clarity and
appropriateness of questions. Data were

collected from Korean travelers who were
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visiting Thailand for leisure and holiday
purposes during June and July 2008. If
the respondents traveled independently,
and they could speak some English, the
research team would ask them if they
were interested to participate in the
survey. In case of group travelers, the
respondents were approached and
informed about the purpose of the
research by the assistance of tour guides
(local guides) who accompanied the
groups. Respondents were asked if they
would be interested to participate in the
survey. Once they agreed, questionnaires
were distributed on site and collected
by research team. All respondents
received small souvenirs for their
participation. The survey was undertaken
in major tourist cities such as Bangkok,
Ayutthaya and Pattaya. A total of 400
questions were collected and used for
data analysis. Data were analyzed by
using the Statistical Package for the Social
Sciences (SPSS) program. Descriptive
statistics (e.g. frequency, percentage,
mean, standard deviation) and inferential
statistics (e.g. factor analysis, t-tests and
ANOVA) were used to analyze the data.
It should be noted only some results were

presented in this article.
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4. Research Findings

Table 1: Demographic profile of respondents

Travel behaviors/trip characteristics

Number (n=400)  Percentage (%)

Gender Male 216 54.0%
Female 184 46.0%
Age 20 - 30 years 104 26.0%
31 — 50 years 264 66.0%
51 years or older 24 8.0 %
Marital status Single 168 42.0%
Married 192 48.0%
Divorced/Separated/Widowed 40 10.0%
Education High school or lower 80 20.0%
Bachelor degree 220 55.0%
Master degree or higher 100 25.0%
Occupation Company employee 152 38.0%
Government officer 64 16.0%
Business owner 44 11.0%
Student 40 10.0%
Independent/self-employed 28 7.0%
Unemployment 24 6.0%
Housewife 24 6.0%
Retired 20 5.0%
Others 4 1.0%
Monthly Income US$ 2,500 or lower 124 31.0%
US$ 2,501 — 4,000 180 45.0%
US$ 4,001 - or higher 9% 24.0%
From table 1, the proportion of company employees, 16% were

male respondents (54%) was slightly
higher than females (46%). Most of the
respondents were in the age group of 31
- 50 years (66.0%). Almost half of them
were married (48.0% ), and approximately
55% had education at the college level.
The respondents come from different

occupations, for example, 38.0% were

government officers, 11.0% were business
owners and 10.0% were students.
Approximately 31.0% of the respondents
had monthly income in the range of US$
2,500 or lower while 45.0% earned between
US$ 2,501 — 4,000, and 24.0% earned US$

4,001 or more, respectively.
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Table 2: Travel behaviors and trip characteristics of respondents
Travel behaviors/trip characteristics Number (n=400)  Percentage (%)
Number of overseas travel (within 1 year)
1 times 132 33.0%
2-3 times 108 27.0%
4 times or more 44 11.0%
Not sure, depending on opportunity 116 29.0%
Trip arrangement to Thailand
Buy package tours (e.g. air ticket, accommodation) 120 30.0%
Travel with a tour company 220 55.0%
Travel independently 60 15.0%
Number of visits to Thailand
1 times 240 60.0%
2-3 times 140 35.0%
4 times 20 5.0%
Length of stay in Thailand
5 days or less 112 28.0%
6-8 days 236 59.0%
9 days ore more 52 13.0%
Person influencing the decisions to visit Thailand
Own decision 108 21.0%
My friends 100 25.0%
My couple (husband/wife) 84 21.0%
My boy or girl friend 68 17.0%
My relatives 16 8.0%
Others 4 2.0%
Person accompanying the trip to Thailand
Friends or relatives 140 35.0%
Husband or wife 120 30.0%
Family members 80 20.0%
Traveling alone 60 15.0%
Preferred destination/region, except Bangkok (can be more than one answer)
East (e.g. Pattaya) 172 43.0%
South (e.g. Phuket, Samui) 160 40.0%
North (e.g. Chiang Mai) 140 35.0%
Central (e.g. Ayuthhaya, Kancanaburi) 40 10.0%
Northeast (e.g. Nakornratchasrima, Khon Kaen) 32 8.0%
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Preferred leisure activities (can be more than one answer)

Sightseeing 152
Visiting beaches/islands 80
Visiting cultural/historical sites 72
Visiting natural-based areas 68
Shopping 60
Urban traveling 48
Visiting rural areas 8
Others 20
Average daily accommodation expense
Baht 1,000 or less 88
Baht 1,001 - 38,000 172
Baht 3,001 or more 140
Preferred accommodation
Luxury hotel (e.g. 5-star hotel) 60
First class hotel (e.g. 4-star hotel) 160
Budget hotel (e.g. 3-star-hotel) 100
Guest house 64
Friend/relative's house/others 12

Average daily food and beverage expenses

Baht 300 or less 68
Baht 301 - 700 276
Baht 701 or more 56

Average daily shopping expenses

Baht 1,000 or less 140
Baht 1,001 - 2,000 152
Baht 2,001 or more 108

Source of travel information motivating to visit Thailand (can be

Media (e.g. TV, magazines, brochures, newspaper) 120

Internet 260
Friends/relatives 68
Travel agents/tour companies 52
Travel books 20
Thailand's tourism office 60

Others 28

38.0%
20.0%
18.0%
17.0%
15.0%
12.0%
2.0%

5.0%

22.0%
43.0%
35.0%

15.0%
40.0%
25.0%
16.0%
3.0%

17.0%
69.0%
14.0%

35.0%
38.0%
27.0%
more than one answer)
30.0%
65.0%
17.0%
13.0%
5.0%
15.0%
7.0%
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What would be recommended to family/friends/relatives about Thailand (can be more than

one answer)
Thai culture
Thai food
Beaches
Tourism attractions
Thai people
Natural areas
Others

Chance to revisit Thailand in next 1-5 years
Yes
No

Not sure

132 33.0%
116 29.0%
92 23.0%
84 21.0%
72 18.0%
24 6.0%
12 3.0%
248 62.0%
92 23.0%
60 15.0%

What would motivate revisitation to Thailand (based on yes-answer and can be more than

one answer)

Thai culture 204 51.0%
A variety of tourism attractions 152 38.0%
Low cost of goods & services 120 30.0%
A variety of leisure activities & entertainment 108 21.0%
Friendly & nice people 36 9.0%
Nature & beautiful environment 32 8.0%

With regard to travel behaviors and
trip characteristics (table 2), the findings
show that approximately one-third of the
respondents (33.0%) traveled abroad once
a year while 27.0% traveled 2-3 times a
year and 11% traveled 4 times or more.
More than half of them (55.0%) traveled
to Thailand with tour companies (e.g.
inclusive tours) while 30% traveled on
the basis of package tours (e.g. hotel and
air tickets), and 15% were independent
travelers (own arrangement). Most of the

respondents (66.0%) were first-time

travelers to Thailand, whereas 40.0% were
repeat visitors. Most of them (59.0%)
stayed in Thailand approximately 6-8
days, followed by the trip of 5 days or
less (28.0%), and the trip of 9 days or
more (13.0%), respectively. In addition to
visiting Bangkok, many respondents
chose to visit the eastern region such as
Pattaya (43.0%) and the southern region
such as Phuket or Samui (40.0%). While
35.0% chose to visit the northern region
such as Chiang Mai (85.0%). Major leisure

activities may include sightseeing (38.0%),
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visiting beaches/islands (20.0%), visiting
cultural/historical sites (18%), visiting
natural-based areas (17.0%) and shopping
(15.0%), respectively. The study also
found that almost half of them (43.0%)
spent around Baht 1,000 - 3,000 for their
accommodation and they seemed to
prefer first class hotels (40.0%) and budget
hotels (25.0%), respectively.
Approximately 69.0% spent around Baht
301 -700 for their daily food and beverage
while shopping expenditures could vary

from Baht 1,001 — 2000 (38.0%), Baht 1,000

Table 3: Factor analysis of push factors

or less (85.0%) and Baht 2,001 or more
(27.0%). In terms of source of travel
information motivating the respondents
to Thailand, the study found that most
of them were motivated by Internet
(65.0%), followed by media such TV,
magazines, and brochures (30.0%). It is
also interesting to note that Thai culture,
Thai food, beaches and tourism
attractions were regarded as the major
things that the respondents would
recommend to their families, friends and

relatives about Thailand.

Push factor dimensions

Factor laoding Eigenvalue Variance explained Factor mean

Factor 1: Fun & relaxation (alpha = 0.86)
I want to seek fun and adventure.
I want to rest and relax.

I want to see something new and exciting.

6.39 49.15 2.79

0.77

0.75

0.65

I want to escape from routine or ordinary environment. 0.64

I want to escape from busy job or stressful work.
I want to improve my health and well-being.

Factor 2: Novel experience (alpha = 0.80)

I want to travel to a country I have not visited before.

0.66
0.55

0.81

I want to experience culture that is different from mine. 0.80

I want to learn new things from a foreign country.

I want to fulfill my dream of visiting a new country.
Factor 8: Socialization (alpha = 0.77)

I want to see and meet different groups of people.

I want to spend time with my family

members while traveling.

I can talk to everybody about

my trips when I get home.

Total variance explained

0.75
0.53

1.01 7.79 2.49
0.77

0.74

0.55

65.23%



As shown in table 3, three factor
dimensions were categorized into three
push factors: (1) 'fun & relaxation’, (2)
'novel experience', and (3) 'socialization'.
Each factor dimension was named based
on the common characteristics of the
variables it included. Among them, 'fun
& relaxation' and 'novel experience'
emerged as the major push factors
motivating the respondents to travel
abroad with mean scores of 2.79 and 2.74
respectively.

The present finding is somewhat
similar to previous studies. For example,
Hanqin and Lam (1999) found that
relaxation' emerged as one of the push

factors among Chinese travelers visiting

Table 4: Factor analysis of pull factors
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Hong Kong. While Lee (2000) revealed
that novelty' was regarded as one of the
major push factors among international
tourists visiting South Korea. Though the
results of the present study seem to
correspond to previous literature, it
should be noted that push factors
(motives to travel) could be different
from one group of sample to another
(Kozak, 2002). This is because people
travel for many reasons, and people with
different cultural backgrounds or
nationalities may have different travel
motives (Kozak, 2002). In this study, it
was found that many Koreans traveled
abroad due to the motives of 'fun &

relaxation’ and 'movel experience'.

Push factor dimensions

Factor laoding Eigenvalue Variance explained Factor mean

Factor 1: attraction variety & costs (alpha =0.89)

Natural attractions

Beach/seaside

Thai culture

Low cost of living

Travel cost to Thailand

Thai food

Cultural and historical places

A variety of tourism attractions

A variety of shopping place

A variety of leisure activities and entertainment
An availability of travel information
Factor 2: Safety & cleanliness (alpha =0.70)
Safety and security

Hygiene and cleanliness

Total variance explained

5.66 43.51 2.86

0.81

0.78

0.75

0.73

0.70

0.65

0.64

0.60

0.55
0.51

1.47 11.33 2.61
0.68

0.65

54.85%
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With regard to pull factors (table
4), two factor dimensions were named
as: (1) 'attraction variety & costs' and (2)
'safety & cleanliness'. Based on the result,
attraction variety & costs' was considered
as the most important pull factors
attracting the respondents to Thailand
with the mean score of 2.86.

The above result seems to be
similar to Hangin and Lam (1999) who
found that mainland Chinese travelers
perceived sightseeing variety (including
historical/cultural attractions and
beautiful scenery) as the major
destination attraction drawing them to
Kong Hong. Likewise, Sirakaya and
McLellan (1997) discovered that trip costs,

recreation activities, and cultural/

historical attractions were major pull
factors among international college
students. Based on these studies, it
suggests that a variety of destination
attractions and travel costs could be the
common pull factors among international
travelers when traveling abroad. Thus,
Korean travelers chose to visit Thailand
could be due to a variety of Thailand's
destination attractions such as natural
attractions, Thai culture, historical sites,
and beautiful beaches. However, it
should be noted the result of pull factors
(destination attractions) could be
different from country to country
depending on the image and perception
of travelers toward a particular

destination (Kozak, 2002).

Table 5: Level of tourist satisfaction with Thailand's destination attributes

Push factor dimensions

Factor laoding Eigenvalue Variance explained Factor mean

Factor 1: attraction variety & costs (alpha =0.89)
Natural attractions

Beach/seaside

Thai culture

Low cost of living

Travel cost to Thailand

Thai food

Cultural and historical places

A variety of tourism attractions

A variety of shopping place

A variety of leisure activities and entertainment
An availability of travel information

Factor 2: Safety & cleanliness (alpha =0.70)
Safety and security

Hygiene and cleanliness

Total variance explained

5.66 43.51 2.86
0.81
0.78
0.75

0.73

0.65
0.64
0.60
0.57
0.55
0.51
1.47

11.33 2.61

0.68

54.85%



Table 5 shows the mean ranking
of tourist satisfaction with Thailand's
destination attributes. Based on the result,
taste of Thai food (M=3.05), a variety of
tourism attractions & activities (M=3.03),
and prices of goods & services (M=3.01)
received higher scores than other
that the
respondents might be more satisfied with

these attributes than other items. While

attributes; suggesting

the least satisfied attributes included
cleanliness of tourism attractions
(M=2.49), tourist safety (M=2.47), and
public transportation (M=2.42). It should
be noted that these three attributes
received score below 2.50 on the 5-point
scale; suggesting poor performance in
respondents' opinions.

The present result seems to be
partially similar to previous studies. For
instance, Danaher and Arweiler (1996)
found that tourists visiting New Zealand
had different satisfaction levels with New
Zealand's destination attributes such as
public transportation, accommodation,
outdoor activities and tourism attractions.
Some of these attributes received
different levels of satisfaction, and some
could be more satisfied or less satisfied
than the others, depending on its
performance and tourists' expectation.

Similarly, Master and Prideaux (2000)
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revealed that Taiwanese tourists had
different levels of satisfaction toward
Southeast Queensland's destination
attributes such as the attractiveness of
local culture, accommodation, quality of
services, transportation, local tour
services and shopping facilities. Based
on the present study, many Korean
travelers seemed to be satisfied with Thai
food, a variety of tourism attractions and
low costs of goods/services than other
attributes. These three attributes could
be widely argued that they are the
highlights (strengths) of Thailand's
tourism industry (TAT, 2003). Thai food
is claimed to be one of the world's
popular cuisine in many countries
(Cummings, 2000). When international
tourists come to Thailand, they will have
a chance to experience traditional and
original Thai cuisine. With a variety of
ingredients, good taste/favors, and
different styles of cooking, many Korean
may appreciate Thai food and its taste
in Thailand.

Furthermore, Thailand also has a variety

while they were
of tourism attractions including cultural/
historical attractions, natural and scenery
attractions, shopping facilities, and a lot
of leisure activities and entertainment.
With these attractive destination

attributes, Thailand is regarded as one
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of the most popular destinations in the
Asia Pacific region (Sangpikul, 2007).
More importantly, one of the major
factors attracting international tourists to
Thailand is the low costs of living and
goods and services (TAT, 2003; Sangpikul,
2007). Some studies revealed that many
international tourists come to Thailand
because of competitive travel costs, costs
of living and beautiful natural attractions
(Laksanakan, 2003; Sansartji, 2005).
Furthermore, it is often argued that
Thailand has been regularly voted as the
best value destination (best value for
money) in the region (TAT, 2003; Traveler
Counsellors, 2007). With the above
reasons, it could be possible that Korean
travelers might be satisfied with these
attributes of Thailand (i.e. Thai food, a
variety of tourism attractions, prices of
goods) than other items/attributes, and

help justify the result.

5. Conclusions and Recommendations

This study has identified three
push and two pull factor dimensions
associating with Koreans' travel
motivations. The three push factors were
labeled as: (1) 'fun & relaxation', (2)
'novel experience', and (3) 'socialization',
while the two pull factors included: (1)

'attraction variety & costs' and (2) 'safety

& cleanliness'. Among them, 'fun &
relaxation' and 'attraction variety & costs'
were viewed as the most important push
and pull factors, respectively. The study
has revealed some interesting results of
travel behaviors and trip characteristics
of Korean travelers. For example, many
Korean travelers traveled abroad several
times a year. Most of them traveled to
Thailand with tour companies and
package tours while only some traveled
independently. Most of them were first—
time visitors to Thailand, however, many
were repeat visitors. They mainly stayed
approximately 6-8 days in Thailand. They
came to Thailand with their friends,
relatives, and couples. In addition to
Bangkok, their preferred destinations
included the eastern part (e.g. Pattaya),
the southern part (e.g. Phuket), and the
northern part (e.g. Chiang Mai). Major
leisure activities were, for instance,
sightseeing, visiting seasides/beaches,
visiting cultural/historical sites and
shopping. Many of them preferred first
class hotels (Baht 1,001-3,000 a night),
spent approximately at Baht 301-700 for
food and beverage and at Baht 1,001-2,000
for shopping. Furthermore, the findings
also indicated that many of them were
satisfied with the taste of Thai food, a

variety of tourism attractions & activities,



and prices of goods & services. However,
the least satisfied attributes included
cleanliness of tourism attractions, tourist
safety, and public transportation.

To develop marketing programs
attracting Korean travelers to Thailand,
tourism marketers should realize the
importance of push factor 'fun &
relaxation’ and the motives incorporated
in the factor (e.g. the need to see
something new, exciting as well as a
chance to relax from stressful
environment), which are perceived as
driving forces for Koreans to travel
abroad. At the same time, they should
realize that tourist's perception towards
a destination is a measure of that
destination's ability to pull or attract
tourists. In this study, pull factor
'attraction variety & costs' is perceived
as an indication of the 'destination
attractiveness', drawing Korean travelers
to visit Thailand to satisfy their needs of
'fun & relaxation'. According to You,
O'Leary, Morrison, and Hong (2000),
tourism marketers need to tie the
motivational drives with the activities
that the destination can offer and then
package them to better satisfy the target's
needs. This suggestion may be suitable
for the case of Korean travelers to

Thailand who were motivated by 'fun &
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relaxation’ and/or 'novel experience' and
attracted by 'attraction variety & costs'.
To better satisfy customers' needs,
tourism marketers should develop the
products focusing on a variety of
Thailand's attractions including Thai
culture, historical sites, natural attractions
(e.g. beaches/islands), and a variety of
leisure activities and entertainment by
designing different tour programs (tour
choices) that provide travelers with these
experiences while traveling in Thailand.
They should also deign effective
marketing communications/messages
(e.g. advertising) to stimulate the needs
of fun, relaxation, and/or novel
experience (push factors) to be linked/
related with what Thailand can offer or
pull factors (i.e. a variety of tourism
attractions and competitive costs). In
relation to travel costs (pull factor),
destination marketers should convey the
messages promoting Thailand as the best
value destination for overseas holiday
among Korean travelers (e.g. competitive
travel costs compared to other
destinations). It is hoped that these
suggestions would be useful for
developing effective marketing strategies
for the Korean travel market.

For the results of Koreans' travel

behaviors, some observations have been
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made and this would be useful for
tourism marketers to develop
appropriate marketing strategies. For
example, many Korean people travel
abroad quite often each year. This should
provide marketing opportunities for
tourism marketers to develop
appropriate marketing programs to
attract Koreans to visit Thailand by using
the results of push and pull factors as
the marketing theme or guideline. It is
also interesting to note that there were
many Korean travelers who were repeat
visitors. This suggests that Thailand is
one of the popular destinations for
Korean travelers. Destination marketers
may design different marketing strategies
and tourism products for repeat visitors.
In addition to offering main products like
cultural tourism, natural-based tourism
(e.g. mountains and beaches) could be
another attractive program for the targets.
Despite Bangkok is the major destination,
many Korean travelers prefer to travel
to different parts of Thailand. In
particular, the east such as Pattaya and
the south such as Phuekt seem to be a
preferred place for many Korean
travelers. This suggests that Pattaya and
Phuekt may be added or included in the
tour program, especially longer-stay

program. Based on the results of travel

expenses (e.g. accommodation costs, food
& beverage, shopping), these findings
should provide useful information for
designing appropriate travel costs for the
Korean market. The programs could
include both middle class and higher
class tour programs. One interesting
observation is the source of travel
motivation motivating Korean travelers
to Thailand which is primarily based on
the Internet. This suggests that the
Internet should be used as the major
channel to promote tourism in Thailand.
Travel business targeting at Korean
travelers may provide Korean language
on their websites. They should also
develop interesting and attractive tourism
products through the Internet and should
use it as the main media to reach the
targets.

According to the travel satisfaction
result, it seems that the respondents were
more likely to be satisfied with taste of
Thai food, variety of tourism attractions
and costs of goods and services than
other destination attributes. However,
when considering the overall satisfaction,
the average score was not so high. Many
items scored below 3.0; suggesting fair
performance. All of the destination
attributes examined here are important

to the holiday experience and satisfaction



of international tourists in Thailand. As
noted, tourist satisfaction is important
to successful destination marketing
because it influences the choice of
destination, the consumption of goods
and services, repeat visits, and word-
of-mouth publicity. In order for Thailand
to stay competitive in global tourism, it
suggests that government agencies
involving in tourism development and
industry practitioners need to develop
and improve the quality, standard or
services of these destination attributes.
In particular, some issues such as
cleanliness of tourism attractions, tourist
safety, and public transportation
(convenience and service) seem to be
least satisfied and need serious attention

from concerned parties. Some of these
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could be
established or developed industry

destination attributes

standard such as accommodation,
restaurants, quality and cleanliness of
food, cleanliness of tourism attractions.
Industry standard can be the mechanisms
to ensure the integrity of the products
and services provided to the tourists as
well as to meet the minimum
requirement of the industry (Patterson,
2002). It is hoped that the findings of
tourist satisfaction reflecting from Korean
travelers could be useful for national
tourism organizations and destination
planners in improving those destination
attributes to increase the competitiveness
of Thailand's tourism industry, the level
of tourist satisfaction, and promoting

repeat visit to Thailand.
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Factors Influencing Tourism Crisis Vulnerability
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Abstract

The tourism industry has been influenced by a wide arrays
of global crises in the past few years, such as the September 11th
terrorism, Bali bombing, SARS, bird flu, and tsunami. Unlike other
industries (e.g. manufacturing), tourism has been suffered from
crises tremendously and therefore tourism is unarguably vulnerable
to crises. In order to make explicit those root causes of tourism
crisis vulnerability, this paper examines factors influencing crisis
vulnerability of the tourism industry, by using a critical review of

literatures, and suggests key implications for tourism businesses.
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Introduction

International tourism flows are
subject to disruption by a wide range of
events (Prideaux, Laws et al. 2007),
leading tourists to search for substitute
tourism destinations (Anderson,
Prideaux et al. 2007; Freyer and Schroder
2007). Major disruptions are felt in both
origin and destination areas and affect
both public and private sectors while
disrupting the travel plans of potential
tourists (Prideaux, Laws et al. 2007).
Moreover, major disruptions to tourism
flows as a result of crises have been
challenging the tourism industry as a
whole in recent years (Hopper 2002;
Henderson 2003; Rosenthal 2003; Lyon and
Worton 2007).

A number of authors (e.g. Lyon
and Worton 2007; Prideaux, Laws et al.
2007) have suggested that a thorough
understanding of the impacts unexpected
crises can have on tourism flows is
essential. Although there are many crisis
types which can affect tourism, every
crisis is unique. Their characteristics,
evolution, and resolution are shaped by
a multiplicity of forces both internal and
external to the organization and the
industry (Henderson 2007). As a reult,
not all crisis types lead to similar

consequences, differing from one another
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in both the scope and extent of damage
caused (Aktas and Gunlu 2005). An
example of this is made by Sonmez et
al. (1999) that terrorism has higher impact
on tourism than natural disaster.
Moreover, while a natural disaster can
impede the flow of tourism, terrorism
risk tends to intimidate the traveling
public more severely, as demonstrated
by the realignment of travel flows and
cancellation of vacations during periods
of heightened terrorist activity.

Without a doubt, tourists who have
seen a flood of media coverage
immediately after the crisis struck will
perceive that crisis-struck destination as
a place that has a high level of risk. This
issue poses a serious threat to the tourism
industry as tourism relies heavily on an
atmosphere of safety, security, and
positive perceptions (Cooper and Erfurt
2007; Gurtner 2007). Moreover, tourist
destinations that rely their economy on
tourism (e.g. Maldives, Phuket, and Bali)
will be suffered immensely from such a
negative destination image. This means
that tourism is vulnerable to crisis and
therefore it is crucial for tourism
organizations to understand root causes
of crisis vulnerability in tourism in order
to minimize such vulnerability and

sustain their businesses. In response to
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these issues, the following discussion will
examine factors that influence crisis

vulnerability of tourism.

Factors influencing Crisis Vulnerability
in the Tourism Industry

Vulnerability can be defined as
'susceptibility to attack' (The American
Heritage Dictionary of the English
Language 2007), and it remains crucial
for organizations to reduce susceptibility
in order to ensure business continuity
and profitability (McEntire 2005). In the
context of this paper, the tourism
industry remains highly vulnerable to
crises (Sonmez, Apostolopoulos et al.
1999; Evans and Elphick 2005; Cooper and
Erfurt 2007; Gurtner 2007), and heavily
reliant on maintaining an atmosphere of
safety, security, and positive perceptions
(Cooper and Erfurt 2007; Gurtner 2007).

In addition, tourism is vulnerable to

changes in tourist demand at the best of
times, with decreases in the level of
tourist expenditure having potentially
considerable adverse effects on a
destination (Kennedy 1998).

While tourism organizations are
not really capable of preventing or even
controlling many types of crises, they can
certainly limit their vulnerability to crises
when they occur (McEntire 2005). In order
to minimize crisis vulnerability, a number
of authors have attempted to understand
vulnerability in the context of tourism.
Although their opinions vary to certain
extent, it can be seen that the key roots
of crisis vulnerability in the tourism
industry include, but are not limited to,
the following issues: perceived risk in
tourism, tourism characteristics, and the
complexity of crisis management in

tourism, as illustrated in Figure 1.

Figure 1: Factors influencing crisis vulnerability in the tourism industry

Perceived Risk in Tourism

Characteristics of Tourism

The Complexity of Crisis
Management in Tourism
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Crisis Vulnerability in Tourism




Perceived Risk in Tourism

Perceived risk is a consumer's
importance-weighted, subjective
assessment of the expected value of
inherent risk, in each of the possible
alternatives for a given decision goal
(Conchar et al. 2004, p. 422). Interestingly,
perception of risk varies by nationality
(Lepp & Gibson 2003, p. 612), gender
(Emblemsvag & Kjolstad 2002, p. 843;
Schubert 2006, p. 709), age, and culture
(Emblemsvag & Kjolstad 2002, p. 843). In
addition, individuals also often perceive
the same risk situation in different ways
(Delerue 2005, p. 533; March & Shapira
1987, p. 1405).

Perceived risk plays a key role in
the decision-making process of potential
buyers. In tourism, risk perception is a
decisive factor in decision-making
(Freyer and Schroder 2007), and has
considerable impacts on tourism
demand. Simply put, the higher the
perception of risk in terms of a
destination, the lower the tourism
demand (Sonmez, Apostolopoulos et al.
1999; Anderson, Prideaux et al. 2007).
Because the image of a destination is a
key factor influencing tourists' buying
behavior (Lyon and Worton 2007), and
as tourists are free to choose from a wide

range of destinations, most are unlikely
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to consider traveling to, or in the region
of areas of perceived risk (Lyon and
Worton 2007). As a result, if a destination
is associated with negative images or
sentiments, e.g. a tsunami or SARS crisis,
tourists often simply choose to cancel and
find safer substitute destinations (Freyer
and Schroder 2007; Gurtner 2007).
Tourism involves an inherent
component of uncertainty and
unpredictability (Gurtner 2007; Moreira
2007). In addition, while distance traveling
has always involved risks, the difference
today is that risks are progressively more
evident. Crises such as September 11, 2001,
the Bali bombing and SARS are just
several recent crises that have created a
psychological link between risk and
traveling to a new destination. In many
ways, these crises have changed the
tourism industry worldwide, and
harmed the international image of
specific destinations leading to decreases
in flights and tourist arrivals, and
subsequent impact on tourism related
businesses (Gurtner 2007). Moreover,
these crises have also involved an
increase in perceived risk the result of
travel advisories and warnings issued by
the governments of generating markets,

and, in some cases, exacerbated by media
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coverage (Lepp and Gibson 2003; Aktas
and Gunlu 2005).

The image destinations invoke can
be improved by decreasing perceptions
that specific risk factors are present (Lepp
and Gibson 2003). As images of
destination-specific risks can at times
influence tourists' decision-making
behavior, the tourism industry needs to
understand what can potentially scare
tourism market segments (Dolnicar 2007).
To achieve this, portfolio analysis can be
used to calculate the risk-minimizing
distribution of tourists.

In general, portfolio theory has
been implemented in the field of financial
analysis to help investors allocate
portions of their budget to different
securities, given that the events of the
forthcoming holding period remain
unknown. Portfolio analysis tries to
compute the risk-minimizing portfolio
of assets given the historic risk and
expected return on individual assets.
Similar to securities, tourism markets
have different levels of risk and expected
return, which allows portfolio analysis
to be applied in a tourism context also
(Kennedy 1998).

Loi (2004) emphasized that a

portfolio analysis is crucial to the tourism

industry as it is a highly seasonal and
demand-driven industry. It is also so
vulnerable that it is often the first to be
hard-hit during crises. This is
compounded by the fact that the tourist-
generating countries coming to a
destination are very sensitive to negative
image of the destination, thereby making
the demand very unstable.

While the very nature of the
tourism industry cannot be changed, a
well-diversified tourist-generating
market portfolio can help minimize the
downside effect in bad times. To do so,
the destination first needs to identify its
current tourism mix (portfolio) and then
decide whether such a mix is the most
preferred (Loi 2004). In most cases,
destinations affected by risk factors need
to target tourists with a higher tolerance
for risk (Lepp and Gibson 2003).
However, while perceptions of risk
associated with international tourism
vary by nationality (Kennedy 1998; Lepp
and Gibson 2003), it should be pointed
that different individuals also perceive
the same risk situation in different ways
(March and Shapira 1987), which
complicates any attempt to identify

crisis-resilient tourists.



Tourism Characteristics

While all industries are susceptible
to crisis, the tourism industry is
unusually exposed due to the nature of
its services, markets, and operations
(Henderson 2007). The characteristics of
service organizations which contribute
to crisis vulnerability include: labor
intensive operations; having a high level
of integration and engagement with their
customer groups (inseparability);
displaying an increasing scale of
operations over time; and a range of
internal and external cultural factors
important in shaping the nature of the
(Smith The

characteristics of tourism which

sector 2005). key
contribute to its high level of crisis
vulnerability will now be discussed in
further detail.

Unlike the tangible products of
other industries, tourism products have
inherently unique characteristics
including their perishability, intangibility,
and inseparability (Kotler, Bowen et al.
2003). For an example of perishability,
lost revenue in terms of unsold airline
seats and hotel rooms cannot be retrieved
after a crisis due to the perishable nature
of these tourism products. Another
example which differentiates tourism

products from other consumer goods is
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their intangibility; in other words,
tourism organizations cannot simply
recall their products if tourists are
unsatisfied due to the impacts of a crisis
(Henderson 2007).

Unlike
intangibility, the concept of inseparability

perishability  and
recognizes that a service is 'produced’ at
the time of consumption (Barrass 2002,
p. 411). An example of this can be the
hotel's difficulty to maintain a high
service standard during the tsunami crisis
as there may be a lack of staff or even a
lack of electricity. Such a difficulty is
caused by 'inseparability' as services need
to be delivered upon the guest's request
although the hotel in under an immense
pressure from the crisis.

Moreover, there are other
significant differences between tourism
products and those of other consumer
goods which increase susceptibility to
crisis. In tourism, the industry must move
people to the primary place of
consumption, and accommodate and
entertain them upon arrival. Indeed the
journey itself is considered an aspect of
production (Henderson 2007). As each
tourism trip consists of different tourism
products therefore (e.g. air travel and a
hotel room), a long-delayed flight can

ruin the tourism experience as a whole
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even though the other tourism products
may be satisfactory (Holloway and
Taylor 2006). For instance, both tourists
and business travelers felt it was unsafe
to travel by airplane after the September
11 terrorist attacks (Stafford, Yu et al.
2002), thus canceling trips even though
destinations themselves were unaffected
by the crisis. SARS proved a similar case
in deterring potential tourists based on

concerns about air travel alone.

The Complexity of Crisis Management
in Tourism

While managing tourism crisis
appears difficult in itself, it should also
be recognized that crisis is unpredictable
(Faulkner 2001) which means it is no
longer a question of whether crises will
happen (Anderson, Prideaux et al. 2007),
but rather when and how best they can
be dealt with (Henderson and Ng 2004).
Moreover, the globalization of the
tourism industry has led to a rapid
expansion of tourism businesses
internationally. In turn, this process has
also opened up businesses to a wider
set of 'global risks' (Ritchie 2004); in other
words, the world is becoming more
interdependent and interconnected
whereby small-scale crises in one part

of the world, can dramatically reduce

tourist travel patterns in another (Ritchie
2004; Aktas and Gunlu 2005).

Another issue further complicating
crisis management is the 'ill-prepared'
nature of many tourism organizations.
In general, the tourism industry is
characterized by the sheer diversity of
its sector and range of organizations
within it (Smith 2005), incorporating a
large number of small or micro
businesses (Ritchie 2004). In turn, while
many large organizations are able to
develop crisis management teams, small
businesses are comparatively unable to
devote resources in a similar manner
(Lyon and Worton 2007). As a result,
many small organizations believe there
is little they can do to manage a crisis
(Cioccio and Michael 2007), and thus
remain particularly vulnerable and ill

prepared (Henderson 2007).

CONCLUSION AND
RECOMMENDATIONS

This paper has achieved its aim
by examining factors influencing crisis
vulnerability in tourism. Using a critical
literature review, this paper has found
that such vulnerability is primarily
caused by perceived risk in tourism,

tourism characteristics, and the



complexity of crisis management in
tourism. Taken together, these three
factors have strengthened the literatures
that the tourism industry is vulnerable
to crises (Sonmez, Apostolopoulos et al.
1999; Evans and Elphick 2005; Cooper and
Erfurt 2007; Gurtner 2007).

While it is clear that a crisis is
difficult to manage particularly in the
tourism environment, this paper has
recommended that a portfolio analysis
should be used in time of a crisis.
Utilizing a portfolio analysis would help
tourism organization to target the right
market instead of "putting all eggs in
one basket." Simply put, they will need
to reexamine their current tourism mix
(portfolio) and then target tourists in
destinations with a higher tolerance for
risk. This paper also suggested that
tourism organizations, regardless of size,
should be more proactive toward crisis

management. Such a proactive step can
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be achieved by establishing a crisis
management plan that is flexible enough
to be employed in different crisis
situations.

Having discussed recommendations,
this paper however has a limitation as it
only gained insights through secondary
data. This therefore reflects the need for
further research in regard to tourism
crisis vulnerability. There are several
potential possibilities for future research.
The first step is to conduct exploratory
research with tourism organizations to
identify factors influencing crisis
vulnerability, which may include, but not
limited to, perceived risk in tourism,
tourism characteristics, and the
complexity of crisis management in
tourism. Secondly, descriptive research
is recommended to test the findings from
an exploratory research. This could lead
to a better understanding toward crisis

management in the tourism industry.
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Issues of Authenticity in Brand Licensing and The Use of
Mental Visual Imagery in Authenticity Judgment
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Abstract

Licensed brand refers broadly to any brands that are
manufactured and marketed by someone other than the brand
owner. The goal of this research is to study the link between a
person's assessment of the authenticity of a licensed and his or her
attitude towards the brand by exploring the various dimensions of
authenticity. In addition, In order for the licensed brand to be
perceived as authentic, the cues for assessing and the methods for
communicating authenticity are crucial between marketers and
consumers over what is (or is not) authentic. This paper suggests
that the use of mental visual image can result in better
understanding of cues of authenticity. In a qualitative study and
two field studies, this research examines different types of visual
mental image, attributes and assessment of authenticity and

consumers' attitude formation associated with licensed brand.
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As the world markets become
increasingly globalized, brand licensing
has been used by firms to further exploit
their brand equity in foreign markets. In
brand licensing, a licensee instead of the
brand owner is in charge of the
manufacturing, marketing and channel
development in a marketing territory
specified by the licensing agreement
(Tang & Yu 1990; Griffin & Pustay 1996).
However, despite the increasing activities
in brand licensing by multinational
companies, to date very little research
has been carried out to investigate the
implications of brand licensing and little
is known about why some licensed
brands are more successful than some
others in the marketplace, and some even
surpass the performance of the original
brand. For example, Haier, China's
largest home electrical appliance
manufacturer began its ascent by
licensing refrigerator technology and the
brand from German Liebherr Corp. in
1985 (Peoples' Daily 2002) with the original
brand name of "Liebherr-herr". From 1985
to 1997 Haier started to introduce its
licensed brand and product lines in
China, and despite its licensee image,
Liebherr-herr generated strong domestic
sales. In 1998, the company became so

successful that it decided to drop the
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original brand owner's name in the brand
(i.e. Liebherr-herr) and re-branded it to
the current brand name "Haier". This is
a critical gap for marketers as it raises
an important question as to whether or
not a licensed brand is still capable of
performing similar functions as the
original brand now that it is no longer
‘original'. Therefore the first objective of
this paper is to examine the effect of
perceived authenticity of a licensed brand
on consumers' attitude towards the
brand.

The issues of authenticity have
been studied in various contexts such as
tourism and reproduction of art (e.g.).
Most researchers agree that authenticity
is not an attribute inherent in an object
and is better understood and assessed
by a particular evaluator in its particular
context (e.g. Grayson and Martinec 2004;
Perraloza 2001; Stern 1994). This is
particularly relevant in brand licensing,
as the cues negotiate the meaning of
authenticity for a licensed brand, and
these cues may or may not be related to
the attributes of the original brands.
Drawing from these studies, we propose
that in the absence of originality in the
context of brand licensing, consumers
instead rely on their perception of

authenticity to form their attitude
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towards licensed brands and there exist
multiple dimensions of authenticity in
brand licensing. In other words, we argue
that perceived authenticity rather than
factual "originality" is the key to
understand consumers' attitude towards
brand licensing.

Next, we are interested in
investigating methods which may assist
consumers making sense of the cues for
authenticity. Consumers use different
methods to make sense of cues for
decision making such as cognitive
elaboration (Petty and Cacioppo 1986) or
apply imagery account (Green and Brock
2000). Research has suggested that the
encouragement of applying visual mental
imagery yield more favorable brand
judgments (Schlosser 2003). Mental visual
imagery is the quasi-perceptual
experience which resembles perceptual
experience as one of the mental processes
that consumers use to make sense of cues
(Richardson, 1999). Therefore the second
objective of this paper is to investigate
whether the use of mental visual imagery
will result in better authenticity

judgment.

The link between authenticity and
consumer attitude

Grayson and Martinec (2004)
identified two dimensions of authenticity
based on the semiotic model developed
by Peirce (1998): the indexical authenticity
and iconic authenticity. Indexical
authenticity refers to the physical or
psychological link which distinguishes
the "real thing" from its copies (Grayson
and Shulman 2000). Iconic authenticity
refers to the preexisting knowledge or
expectations which a person perceives
something being similar to something
else. In order for the licensed brand to
be perceived as authentic, the cues for
communicating authenticity are crucial,
and this process of understanding and
specifying these cues is called the
negotiation of meaning (Grayson and
Martinec, 2004).

Attitude towards a brand can be
defined as consumer's overall brand
evaluation (Aaker and Keller 1990).
Zeithaml (1988) indicates that attitude
toward the brand stems from beliefs or
knowledge about attributes of the brand
and its product. Attitudes are enduring
patterns of belief which are predictive

of behaviour (Ajzen 2002). Consumers



who express positive attitudes towards
a certain type of behavior are more likely
to engage in that behavior. Perceived
authenticity is a type of cognitive

association that consumers develop in
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relation to licensed brands. Cognition is
part of the belief formation and the
salience of beliefs in tern form attitude

(Ajzen, 2002). Therefore:

Hi1:

Perceived iconic authenticity is positively correlated with consumers'

attitude formation toward licensed brands.

: Perceived indexical authenticity is positively correlated with
consumers' attitude formation toward licensed brands.

: Perceived authenticity is positively correlated with consumers'

attitude formation toward licensed brands.

The link between Authenticity and
Mental Visual Imagery

Past research (e.g. Adeyemo, 1990;
Dahl and Chattopadhyay, 1999; MacInnis
and Price, 1987) has shown that mental
visual imagery is one of the mental
processes which one uses to make sense
of cues. Mental imagery is a form of
internal representation in which
information about the appearance of
physical objects, events and scenes can
be depicted
(Richardson 1999, P. 3). Research in

and manipulated

marketing has distinguished different
types of visual mental imagery: the image
based on memory and imagination (Dahl
and Chattopadhyay, 1999; MacInnis and

Price 1987). These authors define memory

image as the event or occasion that a
person has personally experienced or
observed whereas imagination imagery
is a new, never-before-experienced
event.

Assessment of authenticity
involves a complex perceptual process
(Belk and Costa 1998; Perraloza 2001). A
person may construe the cues via the
formation of mental visual image before
further deriving his/her perception about
the authenticity of a licensed brand.
Iconic authenticity may be achieved
when cues are congruent with their
memory. To view something as iconically
authentic, a perceiver will need to have
some preexisting knowledge or

perceived similarities of a licensed brand
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with something he or she is familiar with,
memory imagery can be interpreted as

the cue which links consumers

preexisting knowledge with the
perceived iconic authenticity about the

licensed brand. Therefore:

iconic authenticity.

consumers. Therefore:

indexical authenticity.

H 4 : The use of memory imagery is positively correlated with perceived

Imagination imagery involves the creation of previously unseen
image and the capacity of imagination imagery determines one's
ability to negotiate meaning out of novel information (Adeyemo
1990). To view something as an index, a perceiver must believe it
actually has the "factual" and "spatio-temporal link" that is claimed
(Grayson and Shulman 2000). Imagination imagery can be an effective
aid to strengthen the acceptance of marketing communications from

the licensee toward the perception of indexical authenticity by

H 5 : The use of imagination imagery is positively correlated with perceived

H 6 : The use of mental visual imagery is positively correlated with

perceived authenticity of licensed brand.

Methods and Measures

There are two stages of data
collection in this research: exploratory
focus group studies and controlled

experiments.

Exploratory Focus Group Studies

The focus group studies were
completed. The purpose of the focus
group studies is twofold. Firstly, we
hoped to gain deeper understanding

about how consumers perceive the

connections among our three focal
concepts and to develop a set of
hypotheses. Secondly, it would help with
the development of relevant measures
to be used in the controlled experiments.

Three focus group interviews were
designed and conducted based on the
guideline from Krueger (1994) and Yin
(1984). Twenty-six informants (20 to 35
years of age) were recruited from both
undergraduate and postgraduate

students in a west midland university in



the United Kingdom. Each focus group
The

informants, 51% of which are female, have

lasted around 60 minutes.

Chinese origin. These informants were
recruited for the consistency with second
stage of data collection in China. The
focus group results were content
analyzed according to the guideline of
Yin (1984). The results shown that, firstly,
there exist different antecedents for the
two dimensions of authenticity (see Table
1 for detail). Secondly, the distinction
between the use of memory and
imagination imagery is important aids

to assess authenticity of licensed brands.

Study One

To examine the effect of perceived
authenticity on consumers' attitude
formation (Hi, H2, and H3), a set of
questionnaire will be administrated on-
line. Real brands instead of fictitious
brands will be employed as subject of
study. Real brands are used to enable
mental visual imagery usage. The original
brands will be selected based on Aaker
and Keller's (1990) criteria for parent
brand selection. Brands will be selected
of being relevant to the subjects, generally
perceived as high quality, able to elicit
associations.

relatively specific

Specifically, the chosen brands should
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have not been largely licensed yet, so
that it can avoid the impact of over-
licensed situations (i.e. noise generated
by multiple licensees). The selection of
prestige (concept) and functional
(concrete, usage) brands implies a
distinction between the brands in the
minds of the respondent, as revealed by
previous research (Park et al., 1989, 1991;
Roux, 1995). Thus brands should be pilot
tested to ensure they are categorized
correctly by respondents and brands not
eliciting clear category responses will be
eliminated from the study. A total of four
brands from the same product category
(to control for the effect of product
heterogeneity on the results) will be
selected and each of the two brands
maintaining distinct indexical or iconic
elements.

The questionnaire will contain
measures of perceived authenticity
developed in study 1. To measure
attitude toward licensed brand, we adopt
the scale recommended by Kind and
Smith (2001). All measurement items in
this research will be using a 7-point
semantic differential scale.

To study the effect of different
indicators on two types of authenticity
(i.e. H1 and H2 an ANOVA will be used

to analyze the significance of the
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relationships. To examine whether
consumer will form positive attitude
towards licensed brand when it is
perceived more authentic (i.e. H3), an
ANOVA will be used to study the

correlation.

Study Two
Method

To examine the use of different
imagery types upon the perceptions of
authenticity (H4 and Hs5), the two
experimental factors (memory and
imagination imagery) will be
manipulated in a between subjects
design. One hundred and fifty students
participated in the study are to be
Chinese -origin from an UK university.
Chinese students are to be recruited for
two major reasons: the consistency with
focus group results and the consistency
with where most brand licensing
activities taken place. Similar studies in
consumer research have used student
samples. Brand and product chosen for
this research will be fictitious.
Fictitiousness will be used to ensure low
levels of familiarity of these brands
among the participants and to reduce
potential noise generated with their

previous experience.

Design

In this study, the independent
Variables will be the visual mental
imagery types which will be manipulated
by instructing participants to rely on
images based on either memory or
imagination during the experiments.
Experimental design will consist of a 2
(imagery type) x 2 (authenticity type)
+1 control mixed model. Imagery types
are between-subjects variables, with
subjects exposed to a set of either
memory or imagination stimuli. In the
memory imagery condition, participants
will be given a booklet containing a brief
description of memory imagery and
information regarding the fictitious
brand. Participants will be asked to "dig"
into their memory and visualize similar
brand and product in their daily life
when filing out questionnaire on the
perception of authenticity. In the
imagination imagery condition,
participants will be given a booklet
containing a brief description of
imagination imagery and the same
information as in the memory condition
the brand.
Participants will be asked to visualize

the fictitious brand based on the

regarding fictitious

information provided in the booklet



when filing out questionnaire on the

perception of authenticity.

Manipulation and Measures

First part of the questionnaire will
contain questions regarding perceived
authenticity. Construct measures
generate from the interviews and
literature will be pre-tested for
convergent and discriminate validity.
Relevant measurement items were
adopted from Laroche et al. (1996) and
Lane and Jacobson's (1995) to measure
iconicity with familiarity of the brand.
Relevant items from Gu?rhan-Canli and
Maheswaran (2005) and Parameswaran
and Yaprak's (1987) scale were adopted
for measuring iconicity with country of
origin. Relevant items were adopted from
Melewar and Saunders's (1999) scale to
measure iconicity with trademark. To
measure idexicality with perceived
manufacturing expertise, relevant items
were adopted from Keller and Aaker
(1992) and Dahl and Chattopadhyay's
(1999) scale. The items focus on perceived
quality and newness of the licensed
product. Relevant items were adapted
from Keller and Aaker's (1992) scale and
focus on fit and logic to license. Relevant
items from Peck and Childers (2003) and

Spangenberg et. al. (1996) scale was
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adopted to measure the perceived
credibility of the retail outlets.

Second part of the questionnaire
will contain questions that sought to
determine the nature and form of their
imagery. It will be adopted from Dahl
and Chattopadhyay's (1999) 7-point scale
which ask how "hard" participants were
using imagery when filling out the
questionnaire. The questionnaire for the
experiments will finish with an open-
ended measure that ask participants to
describe any mental picture they have.
These response will be used to asses the
success of the incorporation of
manipulation. The types of imagery used
to assess perceived authenticity will be
examined with scale measures of
memory and imagination usage. A two-
way ANOVA with imagery types as two
independent factors will be examined.
The open-ended responses will be coded
to identify the number of distinctly
different images involving in the
evaluating process of perceived

authenticity.

Discussion and Conclusions

Little is known about why some
licensed brands are more successful than
some others in the marketplace, and

some even surpass the performance of
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the original brand. Our preliminary
findings suggest that all licensed brands
posses both indexically and iconically
authentic properties and consumers may
rely on their perception of authenticity
to form their attitude towards licensed
brands. To examine what marketers
should do to communicate these two
dimensions of authenticity more
effectively, we have conceptualized that
the process of authenticity assessment
can be intervened by the use of mental
visual imagery.

Base on the discussion above, this

research intend to make two related

contributions. First, we have developed
latent measurements for authenticity in
the context of brand licensing. Secondly,
we are to empirically test whether the
use of mental visual imagery influence
consumers' perception of authenticity.
Results of this research will add a new
dimension to the brand study in
consumer research, providing a critical
level of detail which differentiates types
of visual mental image, cues and
assessment of authenticity and
consumers' attitude toward licensed

brands.
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Table 1. Examples of Informant Description of Indexical and Iconic Authenticity

Dimensions of

Example of responses

manufacturing expertise
of the licensed brand

Authenticity Indicators Description from Informants
Indexicality Familiarity Constructed based on If any company is trying to license a
the awareness of the brand, they should have at least
original brand. licensed it from some brand I have
heard of. If not, I wonder what
difference it would make (F, 21, Hong
Kong).
Country of Constructed based on I only like Japanese made walkman,
origin assessment of country although there are not too many around
of origin of the original | now. the “Japanese made” give me a
brand. feeling of owning the real thing (M,
24, China).
Trademark Constructed based on I am very brand oriented. Logo is
trademark of the something tells me if it is authentic. I
original brand. have seen a “lacoste” shirt which its
crocodile look the other way. What a
trick to fool consumer. (M, 20, China).
Iconicity Expertise The perceived I have seen a Ferrari computer. I think

that is the beautiful piece of design I
have ever seen. | really like to buy
one... just feel good to even think
about it (M, 20, China).

Fit between
licensed and
original brands

Licensee is believed to
have perceived fit with
the original brand.

Do you know that Burberry Japan have
had about 10 designers moving from
UK to Japan....I see no difference in
buying this brand in England or in
Japan (F, 26, Taiwan).

Distribution

Licensor is believed to
have spatio-temporal
link (via credibility of
the retail outlet) with
the original brand.

Last summer [ went to this Ferrari
store in Hongzhou. They even have the
actual car in display. It is very nice and
I paid 150 RMB just for a keychain
(M, 24, China).




106

gndu3iiaad

SUDDHIPARITAD

References

Aaker, David A. and Kevin Lane Keller (1990), "Consumer Evaluations of Brand
Extensions," Journal of Marketing, 54 (January), 27-41.

Adams, Youhanna, C. H. Ong, and Alan W. Pearson (1988), "Licensing as an Alternative
to Foreign Direct Investment," Journal of Product Innovation Management, 5
(March), 32-49

Adeyemo, S. A. (1990), "Thinking Imagery and Problem-Solving," Psychological Studies,
35 (3), 179-190.

Ajzen, 1. (2002), "Attitudes," Encyclopaedia of Psychological Assessment, London,
Sage Publications. 1: 110-115.

Aulakh, P. S., S. T. Cavusgil, et al. (1998), "Compensation in International Licensing
Agreements," Journal of International Business Studies, 29 (2), 409-419.
Atuahene-Gima, Kwaku and Murray, Janet Y. (2004), "Antecedents and Outcomes of
Marketing Strategy Comprehensiveness,” Journal of Marketing, 68 (October),

33—46.

Atuahene-Gima, Kwaku (2005), "Resolving the Capability-Rigidity Paradox in New
Product Innovation, " Journal of Marketing, 69 (October), 61-83.

Baker, T. (1994) "Doing Social Research", 2nd edition, McGraw-Hill: Singapore.

Belk, Russell W. (1990), "The Role of Possessions in Constructing and Maintaining a
Sense of Past," in Advances in Consumer Research, ed. Marvin Goldberg, Gerald
Dorn, and Richard Pollay, Provo, UT: Association for Consumer Research, 669
76.

Boush, David M. and Barbara Loken (1991), "A Process-Tracing Study of Brand Extension
Evaluation," Journal of Marketing Research, 28 (1), 16-29.

Brozniarczyk, S. M. and J. W. Alba (1994), "The Importance of the Brand in Brand
Extensions," Journal of Marketing Research, 31 (2), 214-28.

Capon, Noel and Rashi Glazer (1987), "Marketing and Technology: A Strategic
Coalignment," Journal of Marketing, 51 (July), 1-14.

Cohen, Dorothy (1991), "Trademark Strategy Revisited," Journal of Marketing, 55 (3),
46-59

Dahl, D. W., A. Chattopayay, et al. (1999), "The Use of Visual Mental Imagery in New
Product Design," Journal of Marketing Research, 36 (February), 18-2s.

Darden, William R., Orhan Erdem, and Donna K. Darden (1983), "A Comparison and
Test of Three Causal Models of Patronage Intentions," in Patronage Behavior
and Retail Management, William R. Darden and Robert F. Lusch, eds. New
York: North-Holland.

Deshpande, R. (1983) "Paradigms Lost: On Theory and Method in Research in Marketing”,
Journal of Marketing, 47(4), 101-110.




gniuIviad

SUDDHIPARITAD

107

References

DeVellis, R. (2003) "Scale Development: Theory and Applications", 2nd edition, Sage:
London.

Fournier, Susan (1998), "Consumers and Their Brands: Developing Relationship Theory
in Consumer Research," Journal of Consumer Research, 24 (4), 343-73.

Gatignon, Hubert and Thomas S. Robertson (1989), "Technology Diffusion: An Empirical
Test of Competitive Effects," Journal of Marketing, 53 (January), 35-49.

Grayson, K. and R. Martinec (2004), "Consumer Perceptions of Iconicity and Idexicality
and Their Influence on Assessments of Authentic Market Offerings," Journal of
Consumer Research, 31 (September), 296-312.

Grayson, K. and D. Shulman (2000), "Indexicality and the Verification Function of
Irreplaceable Possessions: A Semiotic Analysis," Journal of Consumer Research,
27 (June), 17-29.

Griffin, R. W. and M. W. Pustay (1996), "International Business?A Managerial
Perspective,” New York: Addison-Wesley Publishing Company.

Gu'rhan-Canli, Zeynep and Durairaj Maheswaran (2000), "Determinants of Country-
of-Origin Evaluations," Journal of Consumer Research, 27 (January), 96-108.

Gupta, Ashok K., S. P. Raj, and David Wilemon (1986), "A Model for the R&D-Marketing
Interface in the Product Innovation Process," Journal of Marketing, 50 (April),
T-117.

Holt, D. B. (2002), "Why Do Brands Cause Trouble? A Dialectical Theory of Consumer
Culture and Branding," Journal of Consumer Research, 29 (June), 70-90.
Hong, Sung-Tai and Jr Robert S. Wyer (1989), "Effects of Country-of-Origin and
Product-Attribute Information on Product Evaluation: An Information Processing

Perspective,” Journal of Consumer Research, 16 (September), 175-87.

Jick, T. (1979) "Mixing Qualitative and Quantitative Methods: Triangulation in

Action", Administrative Science Quarterly, 24(4), 602-611.

Karakaya, F. and M. J. Stahl (1992), "Underlying Dimensions of Barriers to Market
Entry in Consumer Goods Markets," Journal of the Academy of Marketing
Science, 20 (Summer), 275-278.

Keller, Kevin Lane and David A. Aaker (1992), "The Effects of Sequential Introduction
of Brand Extensions,” Journal of Marketing Research, 29 (1), 35-51.

Klein, Jill Gabrielle, Richard Ettenson, and Marlene D. Morris (1998), "The Animosity
Model of Foreign Product Purchase: An Empirical Test in the People's Republic
of China," Journal of Marketing, 62 (January), 89-100.

Kind, R.R. and D.C. Smith (2001), "Threats to external validity of brand extension
research”, Journal of Marketing Research, 38 (August), 326-35.




108

gndu3iiaad

SUDDHIPARITAD

References

Kotabe, Masaaki (1990), "Corporate Product Policy and Innovative Behavior of European
and Japanese Multinationals: An Empirical Investigation,” Journal of Marketing,
54 (April), 19-33.

Kotabe, Masaaki, Sahay, Arvind, Aulakh, Preet S. (1996), Emerging role of technology
licensing in the development of Global Product Strategy: Conceptual Framework
and Research Propositions,” Journal of Marketing, 60 (January), 73-89.

Kozinets, R. V. (2002), "Can Consumers Escape the Market? Emancipatory Illuminations
from Burning Man," Journal of Consumer Research, 29 (June), 20-38.

Krueger, R.A. (1998). "Moderating focus groups,” Thousand Oaks, CA: Sage Publications.

Lee, Angela Y. (2002), "Find More Like ThisEffects of Implicit Memory on Memory-
Based Versus Stimulus-Based Brand Choice," Journal of Marketing Reserch,
39 (4), 440-54.

LIMA, International Licensing Industry Merchandisers' Association (2005), "Global
Brand Licensing."

Malerba, F. (1992). 'Learning by firms and incremental technical change'. Economic
Journal, 102, 845-59.

Maclnnis, D. J. and L. L. Price (1987), "The Role of Imagery in Information Processing:
Reviews and Extensions,” Journal of Consumer Research, 13 (March), 473-491.

Melewar, T. C. and John Saunders (1999), "International Corporate Visual Identity:
Standardization or Localization?" Journal of International Business Studies, 30
(3), 583-98.

Parameswaran, Ravi and Attila Yaprak (1987), "A Cross-National Comparison of
Consumer Research Measures," Journal of International Business Studies, 18
(1), 35-49.

Park, C. Whan, Sandra Milberg, and Robert Lawson (1991), "Evaluation of Brand
Extensions: The Role of Product Feature Similarity and Brand Concept
Consistency," Journal of Consumer Research, 18 (2), 185-93.

Park, C. Whan, Robert Lawson, and Sandra Milburg (1989), "Memory Structure of
Brand Names," Advances in Consumer Research, 16.

Park, C.S. and V. Srinivasan (1999), "A Survey-Based Method for Measuring and
Understanding Brand Equity and Its Extendibility,” Journal of Marketing
Research, 31 (2), 241-88.

Peck, Joann and Terry L. Childers (2003), "Individual Differences in Haptic Information
Processing: The "Need for Touch" Scale," Journal of Consumer Research, 30
(3), 430-42.

Penvaloza, Lisa (2000), "The Commodification of the American West: Marketers'
Production of Cultural Meanings at the Trade Show," Journal of Marketing, 64
(October), 82-109.




gniuIviad

SUDDHIPARITAD

109

References

Peirce, C. S. (1989), "Collected Papers of Charles Sanders," C. Hartshorne, P. Weiss and
A. Blank, Bristol: Thoemmes.

Perky, C. W. (1910), "An Experimental study of Imagination,"” American Journal of
Psychology, 21 (3), 422-452.

Richardson, A. (1969), "Mental Imagery," New York: Springer.

Richardson, J. T. E. (1999), "Imagery," East Sussex, Psychology Press Ltd.

Schlosser, Ann E. (2008), "Experiencing Products in the Virtual World: The Role of Goal
and Imagery in InfluencingAttitudes versus Purchase Intentions,” Journal of
Consumer Research, 30 (2), 184-97.

Spangenberg, Eric A., Ayn E. Crowley, and Pamela W Henderson (1996), "Improving
the Store Environment: Do Olfactory Cues Affect Evaluations and Behaviors?"
Journal of Marketing, 60 (2), 67-81.

Stern, B. (1994), "Authenticity and the Texual Persona: Postmodern Paradoxes in
Advertising Narratives," International Journal of Research in Marketing, 11
(November), 387-400.

Thompson, C. J., A. Rindfleisch, et al. (2006), "Emotional Branding and the Strategic
Value of the Doppelg?nger Brand Image," Journal of Marketing, 70 (January),
50—64.

Tang, Ming-Je and Chwo-Ming Joseph Yu (1990), "Foreign Market Entry: Production-
Related Strategies," Management Science, 36 (4), 476-90.

Yin, RK. (1984), "Case study research," Beverly Hills, CA: Sage Publications.

Zeithaml, Valarie A (1988), "Consumer Perceptions of Price, Quality, and Value: A
Means-End Model and Synthesis of Evidence," Journal of Marketing, 52 (July),
2-22.







gniusIviad

SUDDHIPARITAD

111

South Korean Investment in Thailand : A Comparative
Study between Two Chaebols

n1savyuzadnmalludszwalve : mMsEnwuSouliisu
szninungnusluagaungs

*Keatkhamjorn Meekanon

L a o IS
LNEINNIAT NIUDU

Abstract

This pilot study compares Thai subsidiaries of two well-known
South Korean Chaebols from economic, behavioural and strategic
management perspectives. Each perspective has its theoretical flaws,
but each of them is complementary to each other. The eclectic paradigm
and the Uppsala model have existed for almost two decades, but
both theories have failed to explain the strategic direction of investment
behaviour. Strategic directions can reflect the companies' expansion,
stabilisation and retrenchment. Analogously, strategic direction can
mirror investment, commitment and divestment. This study employs
a host-country perspective. The study employs a qualitative
comparative analysis as a research strategy. As an initial phase of the
study, this study uses secondary data of both Chaebols for the analysis.
Nonetheless, two cases of Samsung and LG alone cannot generalise
the investment behaviour of South Korean Chaebols as a whole. More
South Korean cases in Thailand and other host countries need to be
investigated, before a follow-up large-scale quantitative survey in

the future research.
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Introduction

Thailand has recognised the
Republic of Korea (refer to as 'South
Korea") since October 1949. Thailand sent
troops to defend South Korea from North
Korea's invasion during the Korean War
(1950-1953). Both countries signed the
first trading treaty in 1961 (Leepiyachart
& Chunsiripong, 2005). To encourage
foreign companies to invest in the
countries, Thai government enacted
Investment Promotional Act and set up
Board of Investment (BOI) in 1960
(Ramiar, 1998). However, South Korean
companies have begun to invest in
Thailand since 1983 (Leepiyachart &
Chunsiripong, 2005). These companies
are late-comers in comparison with
Japanese, American and European
companies. This situation reflects the
late internationalisation of South Korean
companies (Suh & Kwon, 2005).

South Korean economy is the
showcase of high growth prior to the
late 1990s, followed by a sharp downturn
in 1997 and more recently a sharp upturn
after 1997 (Euh & Rhee, 2007; Park, 2007).
South Korean government since 1962
selected a few 'strategic industries' and
limited the number of firms in each
industry. It has pursued an export-led

industrialisation policy (Kim & Yi, 1999;
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Kim et al, 2004; Suh & Kwon, 2005; Park,
Pak & Lee, 2006; Euh & Rhee, 2007).
'Chaebol' is the term for a South Korean
business group. Chaebol uses the same
Chinese characters as 'Zaibatsu', pre-
WWII Japanese business groups, because
Chaebols are modeled after Zaibatsu.
Chaebols are the engine growth for South
Korean development and industrialization.
Before 1997, the government had let the
business groups carry out debt-financing
policy by guiding banks to grant loans
to these business groups with very low
interest rate. To 'graduate' as an OECD
member for national pride, South Korean
government liberalised the economy
leading to dramatic environmental
change. While the government lost
control its economy, South Korean
business groups intensified their
expansionary strategy and were unable
to withstand the impact of the crisis on
the economy (Park, Pak & Lee, 2006; Park,
2007). The financial crisis hit East and
Southeast Asia in 1997-1998 very hard after
more than two decades of phenomenal
growth. The crisis deeply affected both
Thailand and South Korea. After the
economic crisis, Some South Korean
business groups faded away; other learnt
and become more competitive than ever.

The surviving groups have been forced
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to change their priority from 'expansion
and growth' to 'efficiency and profitability
(Kim & Yi, 1999; Kim et al, 2004; Suh &
Kwon, 2005; Park, Pak & Lee, 2006; Park,
2007)'. These business groups had to
eliminate, divest and consolidate their
business portfolio, otherwise; they went
bankrupt. They learn to restructure on
the basis of clearer appraisal of the
synergic relation between the group
units. South Korea is the world's 12th
largest trading country and 8th in terms
of the number in the Global Brand 100
(Euh & Rhee, 2007). After the crisis, the
government has tried to weaken the
influence of business groups' founding
family (Park, 2007). Overseas subsidiaries
have begun to consider themselves as
profit centres rather than mere service
units of the head office. The globalization
strategies of South Korean companies
have become workable with the
rationalisation of the head offices
(Lindblad, 1999; Suh & Kwon, 2005).
The outward FDI activity of South
Korean MNCs had grown rapidly from
1988 to 1996, with a drastic drop owing to
the economic crisis in 1997, but the quick
economic recovery (Chang & Delios,
2006). As the most important destination,
Asian countries including Thailand
received 64% of South Korean MNCs' FDI.

Thailand had been one of the important
destinations for South Korean outward
FDI in the first half of the 1990s. However,
by the end of 1995, the US and China
became the major recipients of South
Korean FDI (Chung, Lee & Jung, 1997;
Chang & Delios, 2006). South Korean
investment in Thailand comprises mainly
electronic appliance, electrical equipment
and other heavy industries (Leepiyachart
& Chunsiripong, 2005). The number of
Korean companies in Thailand has been
steadily increasing, and becoming one
of the main sources of Thailand's
inbound FDI. Recently, Thailand has
become the 9th recipient of South Korean
MNCs' FDI (Chang & Delios, 2006).
The purpose of this study is to
investigate how factors from economic,
behavioural and strategic management
perspective affect MNCs' investment
decision concurrently. The central
research question is 'how different factors
have an impact on FDI decision?'. The
The

literature on FDI behaviours from

paper is structured as follows.

economic, behavioural and strategic
perspectives is reviewed in the first place.
Next, the three perspectives are
integrated into a model depicting FDI
motivations. Under this model,

conceptual propositions are formulated



as a basis for conducting research on how
factors from these perspectives have an
influence on FDI decisions. A multiple-
case design is proposed for data
collection, management and analysis.
Hence, South Korean companies are
chosen as cases under this study. The
listing of South Korean companies from
Thailand's BOI (www.boi.go.th) is
examined. Two South Korean companies
are chosen. To understand the recent
motivation of South Korean investors,
the cases are chosen from recently

established companies.

THEORETICAL BACKGROUND
There are numerous theories that
have been developed to explain why
companies decide to invest overseas. The
early contribution to FDI theories came
from economic theories because
international direct investment
concerning multinational corporations
(MNCs) has been discussed in economic
literature for more than forty years (Lavie
& Fiegenbaum, 2003; Trevi?o & Mixon,

2004).

Economic Approach
Dunning (1993) has developed the
eclectic paradigm of international

production from several earlier economic
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theories describing FDI behaviour. This
paradigm has been dominant in the
research on MNCs and internationalisation
for more than two decades even if global
business environment and MNCs'
behaviour have been changing
(Cantwell, 2003). Despite the paradigm
developed mainly for manufacturing
firms, several researchers (eg. Brouther
et al, 1996; Stibora & De Vaal, 1999; Bell,
1999) succeed in using it to explain FDI
behaviour in small and service firms.
As a multi-theoretical approach for
studying the choice of entry modes
focusing initially on market imperfection
concerning business or usage specificity,
the eclectic paradigm presumed that
MN(Cs systematically involved in a cost-
benefit computation of all possible entry
modes, such as exports, licensing, hybrid
modes and FDI (Rugman & Verbeke,
2004). This assumption is impossible in
the real-world situation where the
decision-makers do not have access to
perfect information (Johanson & Vahlne,
1990). However, the paradigm cannot
explain all relevant factors at the same
time, because such an attempt generates
the problem of establishing demarcation
lines between the different concepts that
may relate or overlap, and the problem

of analysing and interpreting the effect
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of interrelationship among these concepts
(Johanson & Vahlne, 1990; Andersen,
1997). Even if the paradigm allows
researchers to add new determinants for
investigation, its static nature fails to
explain the shift in entry mode and
divestment (Young et al, 1989; Johanson
& Vahlne, 1990; Andersen, 1997). As a
main paradigm from an economic
perspective, it does not include non-
economic factors that play a crucial role
in FDI decision (Young et al, 1989; Robock
& Simmons, 1989; Bradley, 1995).

Behavioural Approach

Not all FDI decisions are rational.
Johanson and Vahlne (1977) developed
the Uppsala model as a behavioural
approach to FDI decisions. Unlike the
eclectic paradigm, the model can explain
shift in entry mode over time (Andersen,
1997). Even if the model does not explain
why firms start exporting, it can explicate
the attitudes of managers about the risks
and incentive to internationalise
(Johanson & Wiebersheim-Paul, 1975;
Oviatt & McDougall, 1997). The
increasingly globalised competition
nowadays causes internationalisation
process to be systematic rather than
unique to a firm (Oviatt & McDougall,
1997). This trend enhances the model's

generalisation and supports Johanson
and Wiebersheim-Paul's (1975)
speculation that leapfrogging could occur
in the later state of internationalisation
when MNCs gain extensive experience
from the global market. Many empirical
studies support its assumptions, but the
model is generally applicable to only the
early stage of internationalisation process
(Johanson & Vahlne, 1990).

Many critics says the Uppsala
model is too simplistic and broad to have
a clear depiction how knowledge affects
FDI, because it uses only one variable to
depict MNCs' internationalisation
process and choices of entry mode
(Andersen, 1990, 1997; Johanson & Vahlne,
1990; Oviatt & McDougall, 1997). There
are four main challenges to the basic tenet
of the model since its inception over the
last two decades. Initially, MNCs invest
Their

executives can make decisions quicker

overseas at an increasing pace.

with their increasing experience and
confidence. This experience generates
business opportunities, reduces market
uncertainty and the expected cost of
entry, and drives internationalisation
process (Johanson & Vahlne, 1990;
Forsgren, 2002). However, the model
the more

cannot explain why

experienced MNCs tend to use multiple



and cooperative modes of entry, such as
joint venture or strategic alliance in the
stage of development (Andersen, 1997;
Opviatt & McDougall, 1997; Forsgren, 2002).
Secondly, MNCs sometimes invest
overseas without own experiential
knowledge. The model cannot explain
upstart global companies' risk-taking and
client-following behaviours, the first-
mover advantage and the acceleration of
internationalisation fully (Oviatt &
McDougall, 1997; Forsgren, 2002).
Nowadays FDI depends on the ambition
of gaining market knowledge rather than
MNCs' existing market knowledge.
Thirdly, MNCs invest abroads without
possessing any substantial market
knowledge if they perceive risk of not
invest overseas. The fear of losing
overseas customers to competitors is
more important than uncertainty created
by lack of knowledge (Oviatt &
McDougall, 1997; Forsgren, 2002). The
model cannot explain how executives in
different MNCs perceive the risk of
internationalisation. Finally, FDI is not
only the way of using firm-specific
capabilities, but also the means of
acquiring new capabilities abroads.
Knowledge acquisition or experiential
learning can lead to FDI, but the gradual

accumulation of market knowledge does
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not restrain MNCs from radical changes

in FDI behaviour (Forsgren, 2002).

Strategic Management Approach

Many researchers who are
interested in FDI behaviours have begun
to apply variables from the strategic
management literature because these
variables can explain the firm-
environment interface (Trevi?o & Mixon,
2004). Strategic management assumes
that strategic decision should drive
internationalisation process (Fina &
Rugman, 1996; Forsgren, 2002).
International market selection and the
choice of entry mode represent the key
strategic decisions in connection with
MNCs' internationalisation (Bradley, 1995;
Andersen, 1997; Lavie & Fiegenbaum,
2003). This assumption contrasts the
Uppsala model's premise that
internationalisation process is not goal-
driven, because this process should
continue to the same direction rather than
changes in strategic direction (Johanson
& Vahlne, 1990; Forsgren, 2002).

Because the strategic management
approach emphasises the nature of
decision-making within MNCs, it can
explain strategic FDI decisions during the
crisis unlike the eclectic paradigm and

the Uppsala model, (Young et al, 1989;
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Forsgren, 2002). It can justify the variation
in global strategies in particular MNCs
(Robock & Simmonds, 1989).
explicate why MNCs have to withdraw

It can

from some markets, as divestment has
been largely disregarded in present FDI
theories (Matthyssen & Pauwel, 2000).
However, the strategic management
approach cannot describe the evolution
of MNCs owing to its focus on on-spot
events rather than the historical
background of each MNC (McKern,
1993).

RESEARCH METHODOLOGY

By giving
explication that survey research lacks,

comprehensive

case studies offer the prospect of a new
insight into the linkages among related
factors (Ragin, 1987; Eisenhardt, 1989; Yin
2003). The qualitative approach can
demonstrate the dynamism of FDI
decisions among South Korean investors
rather than a check-list of pros and cons
before making a choice. To formulate
conceptual propositions for the future
empirical test, this study compares two
leading South Korean consumer
electronics companies as a secondary-

case analysis.

Case Selection

Consumers in the 2000s acknowledge
the increasingly concentrated and global
nature of competition in electronics
industry (Chang & Delios, 2006). South
Korean consumer electronics companies
have become major players in global
electronics industry alongside their
Japanese counterparts. LG Electronics
(LGE) and Samsung Electronics (SEC)
have recently become major world
competitor in consumer electronics
industry. Both companies have
expanded rapidly into global market in
the early 1990s. South Korean business
laws stipulate that South Korean firms
which invest abroads submit their
investment reports to Import-Export
Bank of Korea, which compiles a
database on investors' name dates
amounts and overseas locations. From
this database, SEC and LGE have been
the first and the second most active
foreign investing firms among South
Korean MNCs (Chang & Delios, 2006).
In the global market, SEC uses Samsung
and LGE use LG for brand and corporate
identity. Samsung is South Korea's
leading business group, both in terms of
total assets (US$ 233.8 billion) and the
number of its affiliates (58) in 2006 (Lee
& Lee, 2007). Because Samsung and LG



are dedicated to electrical machinery and
appliance, because both business groups
compete head-to-head in many
international markets and because both
of them is in the top-2 outward FDI for
South Korean MNCs, both of them are
chosen for comparative case analysis in

this study.

Data Collection and Management

Data are captured from literature
review, documents, archives and news.
Archival data is collected for each case,
including organisational charts, company
histories, historical financial reports,
corporate brochures, annual reports,
press releases, and newspaper's and
magazine's reports on the cases. To
ensure the particularity of FDI
behaviours in each company, and to
identify commonality and patterns of
these behaviours among South Korean
companies on the basis of the initial
model, data analysis is be divided into
(1) within-case level and (2) cross-case
level.

Within-case analysis will delve into
the FDI decision in each company. A
case-order effects matrix links the
viewpoints in the documents and
archival records for each company. On

the basis of data triangulation, the
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convergence of these viewpoints ensures
data validity (Miles & Huberman, 1994;
Stake, 1995). To create pattern-displays
within each case for further comparisons
in the following cross-case analysis, a
causal network for each case is built to
reveal temporal interconnectedness
among decision variables and patterns
(Miles & Huberman, 1994; Pettigrew,
1997). This interconnectedness ensures
the internal validity, credibility and
particularity of each case.

Cross-case analysis bases a
comparison between two companies on
the patterns emerging from the within-
case analysis. A South Korean company
is compared with the other South Korean
companies in the case-order effect
matrix. Both causal networks are
integrated into one cross-case causal
networking (Miles & Huberman, 1994).
This integration reveals the pattern of
South Korean FDI in Thailand. The initial
model will be reconceptualised and
modified according to pattern emerging

from the cross-case analysis.

Case 1: Samsung Electronics
The late Chairman Lee Byung-
Chull founded Samsung on 1st March
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1938 and his son Lee Kun-Hee succeeded
his after his death in 1987 (Lee & Lee,
2007). Samsung Electronics Company
(SEC), founded in 1969 as an affiliate of
the Samsung Group, has become the
largest manufacturer in South Korea with
a turnover of US$ 23.9 billion and
accounted for 32.8% of the total output of
the electronic industry before the
economic crisis in 1997 (Yu, 1998). SEC
has grown on average 38% a year,
extending its product lines from simple
consumer electronics and home
appliances to sophisticated information
and communication equipment,

The

founder of the Samsung Group wanted

computers and semiconductors.

to make SEC one of the largest
manufacturers of electronics goods in the
world. As a result, SEC has taken the
leading role in reaching the frontier of
South Korea's electronics business (Yu,
1998).

SEC started its production of
monochrome TV sets in 1971 and colour
TV sets in 1977. By the early 1980s, SEC
was able to narrow the technology gap
by producing VCRs and microwave
ovens, and eventually by the early 1990s
SEC managed to produce state-of-the-
art products. Within the limit of the

electronics-related area, SEC began to

diversify its product range until its
technological competency augmented.
To capture the benefits of sharing the
technology and management, SEC and
Samsung  Semiconductor and
Communications merged under the
accentuate diversification strategy in 1988
(Yu, 1998). Finally, SEC can keep pace
with US and Japanese MNCs in the
technological ladder. SEC's achievement
is neither a miracle nor a growth
distorted by government subsidy. Itis a
consequence of a well-thought-out
strategy following a step-by-step
learning process from simple to more
sophisticated technologies, and
capitalising on synergy by synchronising
the strategic factors of different
dimensions (Yu, 1988).

Before the crisis, Samsung's
executives frequently made decisions on
the basis of non-economic factors such
as legitimacy-seeking and competitive
imitation (Lee & Lee, 2007). Samsung
Group established its corporate
headquarters, formerly called 'the Office
of the Chairman' to help the central
supervision of chairpersons in 1959. As
a group think-tank, this headquarters is
responsible for group-level, long-range
strategy formulation, the allocation of

financial and human resources, and the



coordination of decisions between
affiliates (Kim et al, 2004; Lee & Lee, 2007).
The planning and finance teams had
dominated strategic decision-making
process at the Office of the Chairman.
As its policy shifted from external
diversification to internal efficiency after
the crisis, the finance team has taken over
the key decisions from the planning team.
All affiliates’ major strategic decisions
need the finance team's approval. The
finance team also devises the 'Long-term
Group Strategy'. The whole corporate
culture of Samsung has been changed
from expansionist mentality to internal
efficiency. In 1998 the Office of the
Chairman was renamed as 'the Corporate
Restructuring Headquarters' and its
planning team was dissolved
subsequently.
Korean Fair Trade Commission (KFTC)

imposed a substantial penalty on

In the same year, the

Samsung for cross-subsidisation of its 7
affiliates (Lee & Lee, 2007).

In 2006 Samsung renamed 'the
Corporate Restructuring Headquarters'
as 'the Strategic Planning Office, cut the
number of teams from 5 to 3 and axed
employees from 147 to 99. The finance
and management consulting teams

merged and became the 'Strategic
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Support Team' in charge of long-term
strategy for the group. The planning and
PR teams were combined into a one joint
team in charge of only for brand strategy
and the Samsung Group's corporate
identity (Lee & Lee, 2007).

Samsung was established in
Thailand in 1988. Samsung Electro-
Mechanics' factory in Thailand received
the best corporate award in 1995
(www.samsung.com/th). Thai Samsung
Electronics, Co. Ltd is a subsidiary of
SEC in Thailand.
became one of the most wanted
Fifty

In 2004 Samsung

companies for Thai employees.
percent of its revenue came from
electronic appliances, forty percent came
from mobile phone handsets, and the
rest came from IT group (http://
www.l00rankingthailand.com/files/
polldetail.php?researchid=R000277). In
2005, Samsung became the market leader
in TV projections, plasma TVs, flat-
screen TVs, LCD monitors, computer
monitors and refrigerators in Thailand
(http://hitech.sanook.com/trendy/
trendy_07586.php)

Case 2: LG Electronics
LG stands for Lucky-Gold Star,

the name reflecting the merger of Lucky
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group and Gold Star group. It started
up as a cosmetic cream factory in the
late 1940s and then expanded into a plastic
business, an electronics business, a
telecommunication business and other
businesses eventually (Kim et al, 2004).
During the financial crisis in 1997, LG was
one of the top-4 business groups with
more than 50 affiliates in a wide range of
industries, such as electronics,
telecommunication equipment and
services, chemicals, trade, retailing,
financial oil

services, refining,

construction, etc. Owing to declining
competitiveness in many industries and
a liquidity squeeze, LG initiated its
group-wide restructuring. To reduce
debt-to-equity ratios from 313% in late
1997 to 148% by the end of 1999, LG
welcomed foreign capital and pursued a
'select-and-focus' strategy. In 1999 LG
sold off 4 companies, hived off 3
companies, closed down 1 company and
consolidated 8 companies (Kim et al,
2004). Even so, its business portfolio
remained rather unrelated.

To eradicate interlocking
shareholding and cross-subsidisation,
South Korean government lifted a ban
on the foundation of holding companies
(Kim et al, 2004; Choe & Roehl, 2007).

The new fair trade law allows the holding

companies to own at least 30% of each of
their affiliates, but not allows these
affiliates to invest in each other (Choe &
Roehl, 2007). Under new regulation, LG
had set up LG Chemical Investment
(LGCI) and LG Electronic Investment
(LGEI) as holding companies for
different business lines in 2001 and 2002
respectively before merging them into
LG Corporation as a single holding
company in 2003 (Kim et al, 2004; Choe &
Roehl, 2007). LG Corporation takes
charge of investing in their affiliates and
promoting the LG brand and its top
management is responsible for assessing
affiliates and making both investment
and divestment decisions (Kim et al, 2004;
Choe & Roehl, 2007).
affiliates pay dividends and royalties to

their

In turn, these
LG Corporation and top
management is in charge of these
affiliates' decisions (Kim et al, 2004; Choe
& Roehl, 2007). Under a holding
system, LG Group

fundamentally maintained only core

company

businesses, electronics and chemicals
after the restructuring (Choe & Roehl,
2007). To better manage its unrelated
business portfolio, LG Group has
delegate more autonomy to their

professional managers (Kim et al, 2004).



In 1969, LG started its business in
Thailand with selling its products
through Banchongmitr Co, Ltd, its sole
distributor, under 'V-Star' brand.
Because Thai government enforced local
content law in 1980, Banchongmitr Co,
Ltd changed itself from a distributor to
an assembler of television and radio
under 'V-Star' brand by importing
audiovisual parts and components from
Gold Star Co, Ltd in South Korea. In
1989, Gold Star Co, Ltd and Banchongmitr
Co, Ltd have set up a joint venture called
Gold Star Mitr Co, Ltd in response to
expanding Thailand's
electronics market. Gold Star Mitr Co,

Ltd built the first factory in Southeast

consumer

Asia for manufacturing television sets
and video cassette recorders (VCRs)
under 'Gold Star' brand in Samutsakorn.
'V-Star' brand ceased to exit. In 1995,
Gold Star group and Lucky Chemical
group merged to become LG group
world-wide.
Star Mitr Electronics Co, Ltd was
renamed as LG Mitr Electronics Co, Ltd.
All products under 'Gold Star' brand in

Thailand became 'LG' brands in 1996. In

As a consequence, Gold

1997 LG built factories for manufacturing
washing machines, air conditioners,
refrigerators, and other white goods in

expectation of Asean Free Trade Area
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(AFTA). LG expected to use these
manufacturing facilities for exporting to
third countries. In 2002, LG built one
more refrigerator factory. In 2006, LG
Mitr Electronics Co, Ltd was renamed
as LG Electronics (Thailand) Co, Ltd.
(http://th.lge.com/about/corporate/

company _history.jsp)

Cross—case Analysis

The strong rivalry among South
Korean business groups compelled them
to emulate each other's business portfolio
(Lee & Lee, 2007). This rivalry reflects
that the late coming MNCs that were in
the early stages of internationalisation
tended to emulate other firms (Chang &
Delios, 2006). South Korean competitors
intimately matched competitor moves in
the same industry. In most emerging
economies, South Korean business
groups tend to compete with other South
Korean business groups head-to-head
by matching their overseas expansion of
their South Korean rivals (Chang &
Delios, 2006).

The investment of Samsung and
LG in Thailand falls mainly into export-
oriented and market-oriented ventures.
Both companies' FDI in the early stage
were export-oriented investment, which

they imported raw materials from South
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Korea, processed them in Thai factories
and re-export them to other countries.
To reduce labour cost, Thailand had been
an ideal destination for relocating both
companies' manufacturing facilities. To
reap maximal benefit from export-
processing zone, both companies set up
conventional labour-intensive
production in Thailand. LG Thailand
exports more than 85% of its output. In
consumer electronics industry, Samsung
and LG begin to move to a global
production system. To increase the
international competitiveness of exports
and to compete with Japanese consumer
electronics giants, their Thai affiliates
tried to locally source non-essential parts
and components. Their local sourcing
both reduces production cost and
improves a relationship with Thai
government. Samsung and LG began
to dominate Korean investment in
Thailand (Chung, Lee & Jung, 1997;
Lindblad, 1999; Suh & Kwon, 2005).
Since the 1990s, Thailand, along
with China and other Southeast Asian
countries have gained economic strength.
Thailand has emerged as one of the most
important new markets. Samsung and
LG have stepped up their investment and
the number of transactions with Thai

businessmen. Both companies have

recently begun to introduce quality
products to Thai market and taken Thai
consumers seriously (Kim & Kim, 1999).
Because Thai market is not as
sophisticated as those in Europe and
North America, it becomes an ideal
market for traditional low-quality
products. In terms of advertising, both
companies put a strong emphasis on
impressing Thai consumers even if most
of them still focus on export rather than
local market. From then on, their
investment has become both market-
oriented and export-oriented
concurrently (Chung, Lee & Jung, 1997;
Lindblad, 1999; Suh & Kwon, 2005).
Most of Korean companies
MNCs' affiliates in Thailand are joint
ventures. Because Korean top executives
perceive the difficulties related to the
language, culture and personal networks
required in business in Thailand, a joint
venture with Thai partners is the most
appropriate mode of entry. To assure a
smooth transfer of know-how and
quality control, the headquarters of
Samsung and LG in Seoul still exert direct
control over management in Thai
subsidiaries. Because the Thai
subsidiaries of both companies procure
raw materials and parts mainly from their

fellow subsidiaries in neighbouring



countries, they are more likely to rely
particularly on other subsidiaries in
neighbouring countries. To some extent,
Thai subsidiaries have some difficulties
with local suppliers in terms of quality
and delivery. To facilitate communication
with Thai workers, both companies
usually appoint Thai factory managers,
but South Korean expatriates hold most
managerial positions. To cope with the
language barrier with local employers,
both companies even encourage these
With
regard to technology transfer, both

expatriates to learn some Thai.

companies transfer a wide range of
technology, from basic to advances ones.
To transfer technology to Thailand, both
companies often send selected Thai
supervisors and skilled workers to South
Korea for training (Lindblad, 1999; Suh
& Kwon, 2005).

During the process of restructuring,
the head offices intensified the direct
control over Thai subsidiaries with the
localisation of management concurrently.
The participation of Thai managers in
the decision-making process has been
increasing. To reduce the cost of
production and improve quality, these
companies have been moving from local
to global sourcing (Kim & Yi, 1999; Suh
& Kwon, 2005). The crisis affected Thai
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subsidiaries severely. Furthermore, the
economic crisis in Thailand hit South
Korean companies hard. Their local sales
dropped and their export sales were
unable to compensate for this reduction.
Thai subsidiaries have had to reassess
their viabilities without major financial
support from the head office in South
Korean on the basis of long-term
expansionist strategies (Lindblad, 1999;
Suh & Kwon, 2005).

Even if Samsung and LG tend to
match their strategies with each other
and this matching have long reflected
their strong rivalry, their strategy
demonstrates some difference from a
LG tends to

welcome more foreign capital than

secondary data analysis.

Samsung. Albeit their business portfolio
remains rather unrelated after corporate
restructuring, Samsung clearly lets the
finance team dominate their strategic
decision making for internal efficiency
whereas LG carries out a 'select-and-
focus' strategy without further

elaboration.

Discussion

Asian economic crisis really forced
both Samsung and LG to be restructured.
Their strategy in Thailand tends to show

similarity rather than difference. When
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Samsung announces its investment plan,
LG tends to do the same thing in return
almost concurrently. Their investment
behaviours are in line with the argument
that the strong rivalry among South
Korean Chaebols induces them to
compete head-to-head in overseas
markets (Chang & Delios, 2006; Lee &
Lee, 2007). The assumption of rationality
under the economic approach like the
eclectic paradigm cannot explain the
rivalry between Samsung and LG. The
behavioural approach is partly correct
in case that the late comers in the early
stages of internationalization are prone
to imitate other firms. However, it cannot
explain why both Samsung and LG still
compete with each other head-on despite
their achieved aspiration of becoming a
global company. Both of them still match
their overseas expansion strategy with
each other. The strategic management
approach can depict most of their rivalry.
Samsung and LG are goal-driven
companies. Both of them are not
internationalized without purpose. Both
of them underwent economic crisis in
1997 with drastic change in their strategic
directions, such as divestment,
dissolution, liquidation, sell-off, hive-off

and so on.

Limitation and future research direction

This paper can give a preliminary
light of the rivalry between Samsung and
LG in Thailand. However, only two
cases are insufficient to generalise South
Korean investment behaviours in
Thailand as a whole. More South Korean
cases in Thailand need to be investigated
before propositions are formulated for a
further large-scale quantitative survey.
The next step may be further case study
research and a quantitative survey in
other host countries, such China,

Vietnam Cambodia and so on.

Conclusion

This preliminary study just
compares Thai affiliates of two famous
South Korean Chaebols, Samsung and
LG from economic, behavioural and
strategic management approaches. The
assumption of rationality under the
economic approach cannot delineate the
rivalry between Samsung and LG
whereas the behavioural and strategic
management approaches can do.
Nevertheless, as an initial phase, the
paper has not yet reached an empirical
level. Two cases of Samsung and LG
alone cannot generalise the investment

behaviour of South Korean Chaebols as
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a whole. More cases need to be large-scale quantitative survey in the

investigated before a follow-up future research.
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Abstract

Topic Research : Review of Literature to collect and study
the laws that related to communicable diseases control. The
objectives of this research were

1. To study the content and the regulation of medical and
public health law on communicable diseases control.

2. To study the government mechanisms of law enforcement
which are related to communicable diseases control and other section
mechanisms such as private sector, organization, community etc.

3. To study the problems and obstacles caused by the
enforcement of communicable diseases control laws affects on
social, economic, politic/laws, marketing etc.

4. To study the appropriate and effective laws measure by
comparative study between Thailand and other countries.

5. To synthesize data and provide policy administration
guidance for appropriate communicable diseases control laws in
Thailand.

The research methodology used here was documentary review
which involved a study and data collection of textbook, journal,
article, research report, thesis, and other related publication, as
well as data from the internet.

The analysis of data used descriptive methods and analyzed
the content as well as synthesized of national and international
data.
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The results were as follows :

1. Thailand, Malaysia, Republic of China, Japan, England and
the United States have communicable diseases control laws that are
in accord with International Health Regulations in the content as well
as the method.

2. Each country has similar measures and mechanisms on
communicable disease control. The problems and impacts including
effectiveness of measures and mechanisms depend on economic,
social, environment, cultural and politic in each particular country.

3. Recommendations on policy and communicable disease
control adminis- tration must have a good effective and up-to-date
information and public relations system.

Dangerous communicable diseases must be studied intensively
in order to keep abreast of ever-changing situations. Planning for an
aggressive defense should be carried on continuously with regular
readiness evaluation and assessment. Networks of cooperation
among departments, National and international organizations must
be developed on order to continue to build up a body of knowledge
about communicable disease control, quality standards of service

systems, innovations in health care, personnel, funding , etc.
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Book Review : Comparative International Management

by Carla Koen

WLIROUNEIU : ANSIRATSIUSHULNYUSZATINIUSSLNG

Comparative management is a study
of management and organization in
different societal settings. This comparison
focuses on the interplay between social
institutional settings on the one hand, and
various management and corporate forms
hand.

Comparative management has responded

and process on the other
to the extension of global corporate activities
with an outpouring of observation, research
and advice. Comparative analysis can
address large versus small companies,
manufacturing versus service companies,
profit versus non-profit organization,
successful versus unsuccessful companies
and one managerial system versus another
(Nath, 1988; Chen, 1995). Comparative

management, cross-national management,

Inw A1San AU
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cross—cultural management, and
comparative organizational behaviors can
sometimes be used synonymously, because
cultural context is mainly used for
comparisons of management systems
between countries (Redding, 1994; Cray &
Mallory, 1998; Pudelko, 2007). By identifying
either similarity or difference, comparative
management usually aims at devising the
most effective corporate strategy and
structure possible and makes the most
effective use of human resources in different
cultures (Ronen, 1986).

Comparative management and
international business are quite different;
though, closely related. While comparative
management is primarily concerned with

studying the similarities and differences
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among managerial processes in different
countries, international business focuses on
studying issues and problems that involve
the management and activities of
multinational corporations (MNCs) (Nath,
1988; Chen, 1995). Hence, comparative
management is not primarily interested in
the specific issues arising from cross-border
business activities. For example, the
question of political conflicts between host-
country national governments and MNCs,
such as the protection of intellectual
property, trade barriers and local
environment, are unlikely to receive major
attention in comparative management, as
it does in international business (Nath, 1988).
With the increasing complexity of
international environments, markets and
personnel, foreign MNCs to operate within
their boundaries, hints that they have
become more organisationally complex than
the more domestically oriented firms and
they may develop distinctive routines and
competencies as a consequence (Whitley,
2001). In general, comparative management
and international business are interrelated
and overlapping. An international manager
can learn a lot from comparative
management before dealing with different
cultural settings or systems.

As a comprehensive review of
comparative management, Koen (2005) has
done an excellent job by trying to revive

comparative management back into

international business. As the most updated
literature review, her book is prone to be
one of the classic books in comparative
management. As many scholars (e.g.
Ronen, 1986; Redding, 1994; Cray & Mallory,
1998; Bhimani, 1999) have done this work
before, this book summarizes the state-of-
the-art theoretical development of this field.
Apart from the twelve chapters in the book,
the introductory chapter starts with the
theoretical debate between universalistic
and particularistic premises and the
implication of globalization for comparative
management. Chapter 1 discusses the
economist's versus the sociologists' stance
on how the economy has an influence on
culture and societal environment. Chapter
2 inquires into the relationship between
national culture and management consisting
of methodological dilemma, cultural
clusters, an alternative between etic and
emic approach and the influence of national
culture on cross-cultural negotiation.
Chapter 3 investigates organizational
culture concerning the emic and etic
approaches to the research streams, multi-
level shaping of culture, cultural issues in
N&A, industry culture, strategies and
economic performance, and how to create,
consolidate and change organizational
culture. Chapter 4 applies institutional
analysis to the relationship between national
diversity and management, and compares

new institutional theories, especially



between societal effect (SE) and national
business system (NBS). Chapter 5 examines
how to manage human resources in terms
of work relationship, employment
relationship and reward structure. Chapter
6 explains corporate governance with a
societal comparison among major capitalist
models.  Chapter 7 explores the
characteristics and types of production
systems, and their relations with the societal
environment. Chapter 8 compares national
innovation system on the basis of
technological advancement and institutional
involvement in major capitalist countries.
While Chapter 9 discusses structural issues
in MNCs, such as internationalization
process, coordination and control,
knowledge management, and management
of cultural and institutional difference,
Chapter 10 scrutinizes strategy issues in
MNCs.

compete and to cooperate, Chapter 11 depict

To balance the need between to

network and cluster of economic activities
from a theoretical perspective ranging from
network to cluster to innovative milieux.
Finally, to explain the relationship among
globalization, convergence and societal
specificity, Chapter 12 links corporate
governance, the personnel, and industrial
relation systems together.

This book introduces the state-of-
the-art theoretical perspectives and
development of international business

issues to comparative management theory.
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It imports a sociological perspective to
broaden comparative management
framework, especially SE and NBS
approaches. Moreover, it includes new topic
in this field, such as corporate governance,
national innovation system and network
and clusters of economic activities.
Nevertheless, this book can be
improved if it includes the theoretical
development of comparative management
in North America. It does not examine the
pioneer work in comparative management,
such as Harbison and Meyers (1959), Kerr
et al (1960), Farmer and Richman (1965) and
Negandhi and Prasad (1971). Their work
becomes classic books as referred in
subsequent literature in this field, such as
Fukuda (1988), Nath (1988), Chen (1995),
Ronen (1986), Redding (1994), Cray and
The

book mainly discusses only theoretical

Mallory (1998) and Bhimani (1999).
development in Europe. However, her
review implies that the development of
comparative management theories in North
America has come to a halt since the work
of Negandhi and Prasad (1971), whereas
its counterpart in Europe has sprung up
since Whitley (1992) has begun to develop
NBS by importing institutional approach

from comparative sociology.
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