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Abstract

This study aims to study the influence of celebrity credibility on attitude toward
Ads, the influence of plot connection on attitude toward Ads, the influence of attitude
toward ADs on brand recognition, the influence of visual placement on brand recognition,
and to explore the influence of plot connection on brand recognition.

The quantitative research method is populations who have watched Korean dramas
“Business Proposal”. The samples are 400 populations. By using method of purposive
sampling design. A questionnaire is used as instrument to collect data with a 5 points
Linkert scale. Data is analyzed by using the Structural Equation Modeling (SEM). The
results showed that the level of celebrity credibility, visual placement, plot connection,
attitude toward ADs and brand recognition are high level. The results of hypotheses
testing have found that celebrity credibility and plot connection have a positive influence
on attitude toward ADs, visual placement have a positive influence on brand recognition
and plot connection have a statistically significant positive influence on brand recognition,

while attitude toward ADs have no influence on brand recognition.
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oy 3 v Wuiasaundsziuss HAaN1IATREBUNLIIAANNTBIASITBILUDRDLANN
firlnunndn 0.60 Nndaday %@LﬂumﬁLLamﬂﬁLﬁudﬂLLU‘U’Y@]mmsni‘ﬁ%‘?m\lﬁmui’mqﬂi:mﬁ
wuirdemawluuuugauaiAl 10C Aous 0.00-1.00 smsudasoaidszwing 0.60-1.00
uaavirdasaudanadfissnsadeiiam

3. nMameaNdesi (Reliability) TavdUUTOUIN Iﬂﬂﬁf‘;é’ﬂ‘lﬁﬁ%muaaumuﬁmu
mMansimanadisansslunaedld (Try-out) fuvssannsfifivssaunsnieesuoadsfinma
309 UAuaAjuguinyinudsesnu (Business Proposal) 37u7u 30 Au I uuUsUN
NWIN1IATIINBUAIANN TR URILLLEDUANN  (Reliability) Tael#35mamadnys=ans
waan1IaIAIaULIA (Cronbach’s Alpha Coefficient) Femfimnzanasiiddousd 07 duly
(Cronbach, 1951) Tapdranudesiudilgfieod mmmﬁaﬁamaavﬁﬁ%mﬁm fidnanndiniu
() Wit 0776 nsdsingadudilasldnm feanadeiu (o) wihiu 0.894 31503
aduiiiedesiudon faanudeiu Q) Wiy 0918 viAuARsslamwn AN
Wastu () Wity 0819 wazn1sansadud Saanudesiu (o) Wity 0947 uamein
wwussunwdanudeduge sansmhluFlunsifudoyals

4. MIWATvinedUsznauiBeBuii (Confirmatory Factor Analysis: CFA) lawiidy
iMInAaaUmuUINNAIFIBNITIATIEiBvAYTEnaUIBNEUEU  (Confirmatory Factor
Analysis: CFA) WefutuesdsnevpssiTaiidensiuasnasesiulumaiildlumsisesos
Tusunsnsu5agy (Byrne, 2010) wadwsi FanmadaseiesiUsenauiseil Chi-square/df =
1419, CFI = 0.990, GFI = 0.939, RMSEA = 0.032 usar RMR = 0.032 nAwisinaa
wsnzandild wudn mansiensiesduszneudeiusiniuuaadiiuin fvamesuidei
aaandpatulunauasnquililunsids (Hair et al. 2010) uaziimsdianzvianuduius
321995 (Correlations) lagnagauANNFNRUSTEnINefILUsDasEiwnITAIATIEA
ananRuSuULLESaU (Pearson Correlation Analysis) 289fausanuiu 5 fuds lasdan
ANMNNNNUSTENTWAILLS  0.455-0.804 °?i\1LLamTﬁLﬁu’j'}ﬁmmﬁuﬁuﬁ’agﬂui:ﬁuﬁ'}ua:izﬁu
g9 (Hinkle et al., 1998) uanmnﬁﬂ%a‘mﬂ“ﬂﬁmaau Variance Inflation Factor (VIF) Wu71
AN VIF fiAagisering 1.261-8525 uav@1 Tolerance fi@Aagse11ing 0.284-0.793 Faiuly
pNnIRasaniinvue Tesnasinisiansande @ VIF fiusnsandesldaiaiy 5 uay
f Tolerance fmmnzaudiasannnit 02 Fnfuswnsaaqlldidulei 5 dus lifans
fuusnanssaiudefinandldlu Hair et al. (2010) (F9m57l 1)
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AN 1 LEAAENUSEANDanaNRUSIEnINeAILLS (Correlations)

A5 (Constructs) 1 2 3 4 5

1. anudeiinvaynnanddaiie -

2. firupRssla¥N 626" | -

3. maUsinganudlasldnmn 504" | 692 | -

4. maunnganiudiineddiosiuiilenn | 455 | 597 | 804 | -

5. N59RIIAIIRUA AB8* | 497 | 683** | .785* -

RHELYA. N = 400 wae™ p<0.01

5. myAnevideya

nm3lnssvideyaudvesnidu 3 & A 1. ﬁagaﬁ’ﬂﬂmaoﬁmaumeaumaﬂﬂﬂ
l#afif¥ouaz (Percentage) 2. msAAsIeviszauANNARiuDasfuLslaeTFadABanssun
(Descriptive Statistics) Mfun @iy (Mean) LLa:mdauLﬁmmummgm (S.D) uag
3. MshesanNdNiussErie Mudswuuiduaselaslfuuudiassannislaseaiig
(Structural Equation Model)

NAN1SINBLATDALT BN

FTAVAMNAATIUTDIADULLURBUDTN

wansAnE MU szduaaAniuisfuamingete fdefvegsznine 3.78-
426 lapsawdlenafvegi 412 vawis FreuuvussuaadsziuanuAaiuisifuas
Watiovasyaraiiidoes aglussiuann sedvanudauisiuirmefselusaun Saeie
ayzning 367-4.07 lagswiaaduegil 3.81 vanefe FaevuuuasuauiisziuanAaiu
Wenfviruadselzavanegluseduann sziuanadafuieiunmsusngasduilaslinm
fiedafuagszning 380-3.88 lawsmilanaduegil 3.85 munefeneuuuussuniaissdivans
AniuiAsfumasngadudlesldnm agluszdunn seduaMuAAuABTUNTIINg
andudriiiedostuidont feaeduegsiniv 395-4.25 Tassanfidaduogil 4.12
nuedie QmauLLuuaaumuﬁi:ﬁummﬁmLﬁuLﬁmﬁ’umiﬂiﬁngmwﬁuﬁﬂﬁLﬁmﬁuvﬁam
agluszdiunn SuanaAnuABIUNTIRTINTIRLAN ﬁﬁhl,aa"ﬂagjszwi'm 3.89-4.00 Tag7a
flddvegd 3.94 wanpfvimounvuasumufisziuauAniuisiunsansInTIRUA
agluszaunn
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NSNABUENNAFIULAZANNTSIATINT 1

MIIaNeaNNFNRuSszrefuUslaeldlunaaunislasea3ne (Structural Equation
Modeling: SEM) funisadunsanuduiuszesiiudssne q dewanisinszd wudeeil
ANNEDAARDY i CMIN/DF = 7.493, GFI = 0.662, AGFl = 0.605, CFl = 0.786, RMR =
0251 uaz RMRSEA = 0.128 fpudsulamaliidulymuinasinisiiansan §adededniunis
Y5uluiaa Chi-square/df = 1.513, CFl = 0.987, GFl = 0.934, RMSEA = 0.036 8z RMR
= 0035 Waiasanadld Wi RunuTaiNe (Hair et al., 2010) éﬁ’ﬁuﬁaa@‘lﬁiﬂuma
aumislaseasfiaumangay ifaniminesdsznouanasgiu il 2)

miufaduldinmessuanaigiudslunasunislaseaielunimessnains
fuiusiBeanaszniwiuds TapiinisUssanneigega (Maximum Likelihood Estimation)
HanmInaReuingUszavAuLsaanidy 5 Fovanldwadnwseail nansnasauingUszaeAdod 1
\lafnudnBwazesanmindeieveiifeidey fidwwasafiauaiselasan wuiiaaninge
fiovasypeaiiidoidveianinaiBeansioiiaunfselasan fadulssaninnsoanssunsgiu
(B) winiu 0549 uazA1 CR. Wiy 9.613 FeppnsuaNNAgIUN 1 NamIMAsaUTAQUsZER
dafl 2 w”\'iaﬁm:n§m%wama\1miﬁiwngm1§uﬁwﬁL?‘im%mﬁmﬁam fidonasinviauafso lzmun
wuiwmiﬂiwngmﬁuﬁﬂﬁtﬁm“ﬁaoﬁuLf‘iamﬁ'ﬁm‘ﬁwaLfiouaﬂﬁaﬁﬂuﬂﬁﬁaimumw fienduszand
mMsannepNnsgIu (B) WAL 0404 uazdn CR. Wiy 8535 FeaniuannfgIudl 2
fiscduidduneada p < 0.01 wamsmaaui’mqﬂimuﬁ%aﬁ 3 aAnuBninazas
VAuaRdolanun sunasan1sansinsIdud wodsiruaiselawunidniwaiBeuandonis
AIIATIRUAN ﬁﬁiﬁuﬂszﬁwgnﬁnﬂnaﬂmmgm (B) whiu -0046 uazd1 CR. wirfy
-0.866 F9UfiasaNNAZILA 3 wamiwmﬂauﬁfmqﬂizmﬁﬁaﬁ 4 iila@ndndnazosnating
asRudlasldnmanasonisandinsdud wodinsUsingandudilaaldnwddnina
LBILINADNITAINTIATIRUAN ﬁﬁwﬁuﬂnﬁw%mmmaﬂmmgm ([3) Wiy 0.374 LAY
A1 CR. Wil 3.960 Feupuiy auwnAguil 4 fszdutusdmeadn p < 001 wamMIMAdEY
Jaqussasddail 5 ioAnwAnBwarasnsusngandudiiieadeetuidom dewasanis
IATIATIRUA wudwnﬁﬂiﬂngmﬂﬁuﬁﬂﬁLﬁmﬁaaﬁ’mﬁamﬁﬁwﬁwaLﬁ\imnﬁian'ﬁﬁ)mﬂi’wriwﬁuﬁ']
ﬁﬁﬂﬁuﬂizaménwsnmmaﬂmmim (B) = 0536 wazA1 CR. whilu 510 Fewansuanufigiu
iis ﬁizﬁuﬁfﬂﬁwﬁmmmﬁﬁ D < 001 (F9m3797 2)
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VP1 VP2 VP3 VP4 VP53

BR1

cc1

ccz BR2

ce BR3

CC4 BR4

ces BRS

CCH BRE

PP1 PP2 PP3 PP4 ‘ PP5 PP6

2N 2 wanIiessilueaislunaanITlasease
» e 0.01

Note. CC = anwundaioveviiieides, AT = fiauafselasan, VP = madsingasdui
Tagldinw PP = msuUsngasdudimiieadesiuiilon, BR = misasinsdud

Chi-square/df = 1.513, CFl = 0.987, GFI = 0.934, RMSEA = 0.036 w8 RMR = 0.035

A5 N 2 W’s\]ﬂ’ﬁ%ﬂﬂﬂﬂﬁﬁdﬁdﬁi’]u

qUNAFIU Auls *Beta ([3)| "S.E. | “C.R. |Pp-value | wanimasay

aNNAgA 1 | CC > AT | 0559 0.057 | 9613 | 0000 | sANTURNNAFIU

auNAgIud 2 | PP > AT 0.433 0.047 | 8535 | 0.000 | gaNTUTNNAFIU

aNNAgA 3 | AT > BR | -0046 | 0053 | -0.866 | 0386 | Ujissauufignu

auNAgIuf 4 | VP —> BR | 0374 0.094 | 3960 | 0.000 | gENTUTNNAFIU

aNNAgA 5 | PP -—> BR | 0536 0.105 | 5100 | 0.000 | sENTUENNAFIU
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Notes. ** p < 0.01

*Standardized parameter, "standardized error, °Critical ration, “Significant level

CC = munideliovasiiidaifivs, AT = Wauadsalawan, VP = msusingas@udilaglinm
PP = maUnngamdudiiisdestuidom, BR = n1sansiasdud

unasluazisigusuue

misfivsewazesnamaseusanigiy §Ivuldudsnseidswesndu 5 Wadanan
aadosunfguiildmmualuneuusnoeinsids Tapazefdseiannzesnisiiany
duiussznindugs wafildannsiidudsianuduiusiu Hudu awnsaeidsenald
fofl

1. gunfgiuil 1 ansidetiovosyaasiiideideidniwaBeuinsafimafise lavon
InManageUsNNAg UL Ansidedavasyanaiiide feeiianinadenanderiduaise
Tasann aenefifuddumeadafiszdy 0.01 LL@:ﬁﬁﬁﬁNﬂi:ﬁ%%ﬂﬁsnmnaﬂmmgm B wiriy
0549 FeppNSuNNNAZIUA 1 mmina%mﬂ\lﬁi'}Lﬁmmnﬁu%‘[nﬂl,ﬁmmmﬁﬁnL%aﬁaiuﬁaazﬂi
fsingegludsdinmd mnfuilaanslulalusiazes deaviliiuslaisviruadiifselusan
fisazassenanimn flumslzsandiy Senoandooivauidezes a3l o STusd UAy
ANlY (2559) \lﬁﬁnmma\‘lﬁ‘w%‘wa*’ﬂaoﬁﬂuﬂﬁﬁﬁrfiamﬂmwmﬁﬁuﬁﬂugmzﬂﬁﬂﬁ'unmaﬁdwwam
ﬁm%wammaoﬁﬁi:namjaomﬁmaawﬁmﬁmﬂmﬂqﬂﬂaﬁﬁ%aLﬁﬂogiﬂaﬂuﬁ’ﬂﬁv%a WUIINTIVIBY
naniuTlasyaraniido  pefidninaliiinnsneuaussiidsalawun naAemsiyanadil
Horduofiguslnai@nduseviudonaliiiniauadselayuniiyanaifide dsstuiiaus 1wy
Wenfufunansidezes nawssas niuon (2560) Ans1iEesmsidasy fiauad Viﬁﬁiaqﬂﬂa
ﬁﬁ%aLﬁmﬁLﬂuw%muma%’lmwmmm%’u’[ummQU%TnﬂTummn;amwumum NANIANBHINUIN
ﬁﬂuﬂﬁﬁﬁﬁiamiﬁmﬂﬂaﬁﬁ%aLﬁmu‘fluw%Lﬁul,maﬂumﬂmymmﬂ%uTu wudn mnyARaiia
Fordueihanlasanianmindefeasdenalifiiaiauadnslasunludonin deduwusiu
Twdsunsznivenuindeiovesyaasiiideidsuaziruafse lawan

2. auNAgIui 2 msﬂﬁnngmwﬁuﬁﬂﬁLﬁmfﬁmﬁ’uLﬁamﬁﬁwﬁwmﬁamnﬁiaﬁﬂuﬂﬁ

Aolamun INMamasaUsNNAgIUWLIINTUSINgaTRuAmAInsdosiuilamddnswadeuan

aada

Aoviruafdelasu sdwilduddymeainnszdu 0.01 LLa:ﬁﬁﬁuﬁs:ﬁm%mmmaﬂmmgm
(B) wiitu 0.404 $oslau%uauuﬁ§1u17‘i 2 mmina%mﬂlﬁdﬂnﬁﬁﬂiwngmﬂﬁuﬁﬂummzﬁﬁm:m
Souaney LHUMALATNENITINRTIRUAN viiodudaTuRuMFeenslasuniu Lﬁaﬁuﬁnﬂ%’u
fEnmslasaumiu ssdonalvitiaauadsolzsandudiidacasnands Saeandaeiuuide
289 Yang and Yin (2018) l§vin1sfnuideises ﬁw%wammmiﬂiﬂngmﬁﬁuﬁ'}ﬁLﬁmﬁadﬁ’u
ilevmasnasinnudslagorasiuslae TasmsAnnidaauiuluil msdmaidevaweunsuas
Fensnsmifiinmsasaunindudluieomassnmeuns wuhnssnganduifiiisdes
ﬁ"uLi‘famw%aaamLwﬁnangffamdawaL’?mmnLLatﬁﬂfﬂdﬁﬁzgﬁiamsﬁ)mﬁmﬁuﬁﬁ LRLWNANIT
ApdliFuihnesngandusfidsdesiudamademsludannuasiitbidyserauadse
Tzsanzasfuslng
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3. auNAgIudl 3 siruadsie lasauniidninadeuinsennsansindud1 nnImAseY
auuAgunuIviruaddelasaunliidniwasonsandiasduin adnelitoddymeaiafiszdy
0.01 LL@:ﬁﬁﬂﬁNﬂi:ﬁﬂéﬂﬁﬂﬂﬂﬂﬂmmgﬂu () wihifu-0.046 FeufiasannAguil 3 aansn
aBuwléin fuslneidunguiegnesnsiiszaumsallunisgdsdinmasmannnans nlally
fuiiiguslnaiaanuaulaniofudiuiidmazesiduseuldade 9 aziianisuesdiululs
Fenonadaefivauddevey susiswnnsal pgpdull uar 375155 A3UseTR (2558) Anmn
WVenfuiauafiselzsan  waswgAnssunimanideslzsaniunmeuns waannsAnswu
Hounneuns flgdLWﬂ’ﬁ’mLLat‘m}j\‘] ayIzniv 15-39 ¥ fiiAuafselzsanluduan ndide
Furaunssuralasanlulssnweuns udlasmuudiiiauailudeaudelzsanlulsanneuns
wuiu TapfiwgAnssumaniasaanvanegUuuy 1wy dnlssnmeuadiiunaiinmun Wusu
WulRefuauiduzes Pasharibu et al. (2013) vhn1sfnieniudninazesiAuafuas
mssuinndudidernuiladereslavansaulmivulivlsfiadetnodeen wanmsAnwmudy
HaMIAnEwUIALARdarT RudlTBnSnasan1sansIn AU lesaniiruafsie lumun
fsngegluedetnudsanooula wwnMiwﬁuﬁwﬁuLflw?iﬁé’nw%aLﬂuMiﬂﬁuﬁ1ﬁ1ﬁ%’unﬁiLLutﬁﬂ
viafumsRuinifinsesmnegnlaazifunsfudiiifuiinasosnsinniigalassalusid eas
FINAFBNITIRTIATIFUA AU

4 qunAgui 4 nsUngasdudlasldnmiddninadeuandensansiasfudn
PINMIMATUTNNAT UL MsdsingasRudlasldnniidniwaiBeuindensaniinsfu

aaa

A agiddAgneadanssdy 0.01 LLa:ﬁmﬁuUitﬁm%mmmnaﬂmmgﬂu By wirty
0374 FewpnsuanuAzui 4 awnsaedueldindeihnmwanfudandifinmalEeniauen
Ju quivinudseonusniiusloaiifszaumsalsusdidinmaGasionanléiviu fuslane:
sunsnendanAuildndinndudniu Unngegludsd Seaenndeeiunuiduesy Kembuan
et al. (2021) lgvinsfneises Bndwazesnisuislasanfudivie Samsung Tudidinva
389 “Cash Landing on You” &9KasBN13ans s &ud NMsETINgNIIBE AN
ANELATEAEASULATTINT aANE1dY Sam Ratulangi wuimsdsingan&udilesldnmmie
msaamLminmwﬁuﬁﬂuLﬁawﬂﬁ%‘ﬁﬁuﬁﬁﬂﬁﬁﬁmLLa:z\iawaL‘Bamnﬁiamiam’wmwﬁuﬁw

5. auNAgIufl 5 m‘sﬂﬁngmwﬁuﬁ'}ﬁLﬁ'm“ﬁaoﬁ’uLﬁawwﬁﬁmﬁwaL’?Nmnﬁiamsamﬁi"]
AFIFUAT INNTNARBUFNNAF WU msﬂswngmwﬁuﬁwﬁLﬁmﬁaoﬁmﬁamﬁﬁw%waLi‘mmn
famsandaAud aisditudduneadnfisLdu 001 Ltazﬁﬁwﬁuﬂszﬁwénwsnmnaﬂmmgm
(B) wiriu 0536 FewenuaNNAgLA 5 awnsaeduneldinudeinmwiaifladsinisung
anAuiluidem sefazanidudanldnuuaznanioasmauosdudniu 4 olwidemn
FHdazdinsnanonnduigt 4 awiliguslaafanssus wasiiohanludsdiuanl
fuslaasuzadnads denaliguilaaiianisendiamdudiuldindamduidnanysing
ogluiilomesdidinvmd Seapaadostuoiduoss wan1539uua9 Parengkuan et al.
(2020) Anw1i3ey BndwazemsiaINwAnduT luNNEAS AL TIENT InsimTdan135cAnde
adudzosauguiaauiiiss Tneagunan1sdneni wudflnﬁﬂifmgm'\auﬁﬂuLﬁawﬁﬁﬁwﬁwa
28 19NINABNTINTIATIAUAN
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doiaunuuznIsiIITuasIsaly

v o

Wialvdnfeiladeninasnonisanainsnfudandssinivases “daupaju quin

q
6

¥uLsronU (Business Proposal)” pgwuiiade wazawnsmilydesealiiinuszlemigege
UszifudmsunsaneddeTuadesiely Q"‘ié’ﬂﬁmqmﬁuﬁ'aﬁ

1. dlpsnenddoadeiifiumsfnsiBestna dofu asesfinsfnesviedseluge
QmmwLﬁaLﬂuﬁagamﬁlummﬁuaquLﬁuLﬁu'[ﬁ?l”agaﬁmwmL%aﬁamn?ia*’ﬁu Laraw1Inuin
fennwudasmazesuilnaldodsuiiade

2. AT UTOULUVDINFUADE S ImﬂLﬁannf,g'uﬂszmmﬁagjuanmﬁamnﬁjﬁﬁ
Ui:ﬂumini%’mu%%ﬁﬁmﬁfmuam'gu éu%nﬂﬁuﬂi:mmﬁamaaudwmnLflunf\juﬂi:mnsﬁﬁ
Uszaunsaliupndidusninileaindidinmiasfeaansoandiasfudniivsingldagniall
%’\1%LﬂuLmeﬂﬁﬁuﬁnmimmmium{iﬁmmﬁwﬁ’zyﬁ’ﬂm}m'lLLN\m'm?io%u FameRnIg
NN WU LLazﬁflLﬁumsLﬁﬂﬁﬁjﬁTnﬂLﬂm%’umslﬁmﬁuﬁuﬁﬂLLa:u%mﬂﬁaﬂ"mﬁ?io%u

3. AIAnEtadedu g fiaiednaciidndnadanisandinsfudidiy Ausnmile
nsusngasdudilesldnm LLa:miﬂiﬂngmﬂﬁuﬁ'}ﬁL%'auimﬁ’uLffam U woRnIInnsiy
folawnun (Advertising Acceptance) \fudi (Aeazun YWYITIU, 2559) Wadnsuieatu

o

fusmsaniasRuAANEN Feazaenaliinnsnanauaz§lsznaunsaINIsn N UNLTAILN
fuduaznislason

4. arsfnmiladadudszmnsmansuuuiatzas iy Ansinisandinndudized
ngu§uslna Generation X Generation Y Generation Z (fudiu ielvinsudayaidedn

Lﬁmﬁun@;mju?[nﬂﬁl,tﬂuau LLazmmsméaﬁwmimmm\lﬁmamun@:uu‘]wwmﬂ

15



16 SUTHIPARITHAT JOURNAL Vol. 37 No. 3 July - September 2023

‘]Jiiﬂﬂ‘léﬂ‘éﬂ

NTWITU INBLNDN. (2560). Madasy w”ﬂuﬂﬁﬁﬁm'ayﬂmﬁb’iﬁ'mﬁwﬁu‘]uwﬁﬁumaﬁwymv
yasuluzavguslnalusangommumuas PnondwusuSaaamiiuda,
NMNINBRBDITNAEAT]. Ethesis Digital Archive. http://ethesisarchive.library.
tu.ac.th/thesis/2017/TU__2017__5907011091__8311__8599.pdf

ndns fazia, gninwal widufsssn, war o703 Tiihya. (2555). WuIMINTTNRTIRUA
TunmeuasUssimindosu. asaInisssmduniusuasnslasan, 571), 63-82.
https://so03.tci-thaijo.org/index.php/jprad/article/view/134253

inA Uszia3gqD. (2561). South Korea's soft power: Strengths and limitation soft power
YDINVIRLE: quLﬁ\‘lLLazﬁaﬁf’lﬁ'ﬂ International Journal of East Asia Studies,
22(1), 122-139. https://so02.tci-thaijo.org/index.php/easttu/article/view/144286

\INON WIMNSN®N. (2557). n1asusuasiauafzaviuslnase lamarusenivlnarimi:
NIIANSI; amigfﬂﬁaﬂwu gy [Msfuahdnszliy e,

N IMEAEBTINAERAS]. VERYAUNNNAINENAUETINANERAS. hitp://ethesisarchive.
library.tu.ac.th/thesis/2014/TU__2014__5602115197__1255__335.pdf

LABITUN YEgITIns. (2559). i]@a"w"ﬁﬁwﬁwam’ammm"vua:n77§’Ujm57ﬁuﬁ7/y§n7m'7u
Tmn/m71/umwaauZau’maﬂ‘;‘:mmfu@"’dm”mnyazww;vmum [MIduaTdaszUIuan
amUufin, avInenaengann]. DSpace at Bangkok University. http:/dspace.
bu.ac.th/jspui/handle/123456789/2360

mind Mgsuns. (2559). thseiisninasanssnduladenseduisinlzavouly
sremanwnyimivesivulungummaniuas [NMsfuaidassySyyinmiudio,
N IMENABNIMN]. DSpace at Bangkok University. http://dspace.bu.ac.th/
jspui/handle/123456789/2270

yuNsinnIal agutud uar 9155 ITUIIR. (2553). HrAuaRnslAsULAaTNgANTINNTVEN
Weslzwanlulssnmweuns. 2138501505 mdmiusuasnslaman, 3(4), 218-
239. https://s003.tci-thaijo.org/index.php/jprad/article/view/134373

oy a@ndlng. (2554). FaInergaamnIINLAZBVANTS. PANINTATNIINEAL.

Twiin SyadAsaed. (2560). malzwanlneldyaaaiifoidesiunisinduledodosunsusi
tovnvesula (Buaniuniy) ﬂaaﬁzﬁfmfummn;amwwmuﬂi [M3AUATIDaTE
Yygrumiudie, amInedeniamn]. DSpace at Bangkok University. http://
dspace.bu.ac.th/jspui/handle/123456789/3711

Tofin Syad@3aed uas Ugan amzniiu. (2563). dndwazasmslawunlasldyaeaiiide
\dsiumsdaduladoideiudunudusmunsuvssfuilaelumangsmmamiuas,
MIasdmamans, 38(1), 27-38. https://so02.tci-thaijo.org/index.php/jcomm/

article/view/169386



21581SgnSUSIFAL Un 37 aduil 3 nsnIAL - AUENEU 2566

o € o

ngwiie @uuih. (2558). nslawanlasliyaaaiddaides Govswaseniaiadulade
waniuiafanvevguslnalumangommaniuas [nMsduaidassuiyaamiudin,
N IMENABNImMN]. Dspace Digital Collections. http://dspace.bu.ac.th/han-
dle/123456789/2414

flgua ASAeesnsnl. (2558). ViAUAA ma‘jm’m"uﬁ"a URSWOANTINAINANEEN [
paulal PneninusuSuanumiudin, sotuiuiaimuuimsaans]. NIDA
Wisdom Repository. https://repository.nida.ac.th/handle/662723737/4951

U3 1w lA3. (2558). viauaduavgsinadidse layaudsefiidodesun
ngommwanuAT nendnusuSyanamiudin, sodudufiaimuuinsaans).
SUTUAANIUDIAIAERS.

Uu193 1RAININT. (2557). miﬁnynﬂ?ﬂmﬁyyﬁﬂmﬁﬂadg‘fyﬁmn@w Gen Y Zuw/mngdmwv
uasysuamaninanislzasannvnsouas lasauiviids nsvmivevaudyssion
sagus [EsiwusUSyoavndyda, wvinineaunina]. CMMU Digital Archive.
https://archive.cm.mahidol.ac.th/handle/123456789/1225

qggﬁ%ﬁﬁ W BIBINA. (2559). T:uymﬁLmomuaguuaamﬁm%wm MIFVINGANTINFIART
Lﬁamiﬁm/m, 8(2), 17-36. https://so02.tci-thaijo.org/index.php/JBSD/article/
view/65350

Anavy §2l3. (2564). m5ﬁ’nmmﬁ°’yjuzv:mi'emv’7fwz~/m7uﬁ/oilss:mwugmﬁuﬂmiﬁmaﬂ
209Ngx Generation Y [f3iwusyUSuaamiuda, svineduasinal. CMMU
Digital Archive. https://archive.cm.mahidol.ac.th/handle/123456789/4275

swiing sl (2553). vinuadvavansTusunailondeeniidselmwanusslusenisazas

Insvimsd nenfinusuSwanaumiudia, sminendedosind], sminendoBosina.

Tudy AuRIneiving. (2563, 29 dquieu). vluFsdinmaseasavlanu,

https://www.the101.world/why-korean-dramas-are-popular/

I8 J9509NR. (2552). A13IMANNI1TARINA (ﬁuﬁﬂ%\‘iﬁ 5). mﬁﬁmé@gw.

Al quias. (2555). woAnssuguslna: Consumer behavior. .. lmuainiui.

A379700 W35l (2538). nagmsN1IARIA NMTUTNITNITARIA UALNIAIANET. WUNANS

goana Serlad, suada e, war Soilps Anlamuyiand (2552). adddiased
FM5SUM I AIANmanSuaswgAnIsuAIEns inalan1slolUsunsn LISREL

FYOREPS))

(RuNATN 3). RSANUAINITRNA.
a 4

p3pd ol Jrupy, UnI FUsUM, uar NuAT WIBENR. (2559). dnGnazesiAuARNnan1T

3

' a

Tawanduiuaziiruaiifisenfuiluguziadodunasiidenandninazesns
%’mmwﬁmﬁmﬂmﬂqﬂﬂaﬁﬁ%aLﬁngmmé"’ﬂa%a. IHVTNNINENEARLINT AU
mwlng armadvaumans sysemaasuazAals, 36(3), 145-168. https://so05.
tci-thaijo.org/index.php/sujthai/article/view/71742

Ywdns suudenilaf. (2560). gi/uzfyn'mvi”wumuﬁ’yﬂmvﬁwﬁaLﬁwfugiﬁaymwyuﬂﬂm/
[Wnaniinuiliganauiiude, sminedomaluladszusaanszuas).
Repository RMUTP. http://repository.rmutp.ac.th/handle/123456789/2984

17



18 SUTHIPARITHAT JOURNAL Vol. 37 No. 3 July - September 2023

aw Yusu. (2553). masulasanuavluasasiinasuzavindneiaas Inemsvanis
N InenapAarng g nsaFIaunmnyIy3 PneiwusuSyanamiude,
NN eNauAaUINg]. MIS MS SU. http://www.mis.ms.su.ac.th/MISMS02/
PDF01//2553/BE/6.pdf

Byrne, B. M. (2010). Structural equation modeling with AMOS: Basic concepts,
applications, and programming (2nd ed.). Taylor and Francis Group.

Cobanoglu, C., Werde, B., & Moreo, P. J. (2001). A comparison of mail, fax and
web-based survey methods. International Journal of Market Research, 43(4),
1-15. https://doi.org/10.1177/1470785301043004

Cronbach, L. J. (1951). Coefficient Alpha and the internal structure of tests.
Psychometrika, 16, 297-334. https://doi.org/10.1007/BF02310555

Dens, N., De Pelsmacker, P., Wouters, M., & Purnawirawan, N. (2012). Do you like
what you recognize? The effects of brand placement prominence and movie
plot connection on brand attitude as mediated by recognition. Journal of
Advertising, 41(3), 35-53. https://doi.org/10.2753/JOA0091-3367410303

Fossen, B. L., & Schweidel, D. A. (2019). Measuring the impact of product placement
with brand-related social media conversations and website traffic. Marketing
Science, 38(3), 481-499. https://doi.org/10.1287/mksc.2018.1147

Garrison, K. C. (1972). Educational psychology: An integration of psychology and
educational practices. Charles E. Merill.

Hair, J. F., Black, W. C., & Babin, B. J. (2010). Multivariate data analysis (7th ed.).
Pearson Prentice Hall.

Hinkle, D. E., Wiersma, W., & Jurs, S. G. (1998). Applied statistics for behavioural
sciences (4th ed.). Rand McNally College.

ltoo, M. H., & Nagar, K. (2018). An experimental investigation of effects of media type
and plot connection on brand placement effectiveness. International Journal
of Applied Marketing and Management, 3(1), 20-32.

Kembuan, K. F., Lapian, S. L. H. V. J., & Wangke, S. J. C. (2021). The influencer of
Samsung product placement In Korean Drama “Crash Landing on You” on
brand memory. Executive MBA (EMBA) Journal, 9(4), 95-104. https://bitly.ws/
U7Tc

Kenton, W. (2022, December 31). What is brand recognition? Why it’s important
and benefits. Investopedia. https://www.investopedia.com/terms/b/brand-
recognition.asp

Lehu, J-M., & Bressoud, E. (2008). Effectiveness of brand placement: New insights
about viewers. Journal of Business Research, 61(10), 1083-1090. https://
www.sciencedirect.com/science/article/abs/pii/S0148296307002895



21581SgnSUSIFAL Un 37 auui 3 nsnoAu - Augneu 2566 19

Likert, R. (1961). New patterns of management. McGraw-Hill.

Lin, W. (2019). Study of visual packing design, perceived quality, and perceived value
of organic foods on brand preference of young Chinese consumers
[Graduate Independent study, Bangkok University]. DSpace at Bangkok
University. http://dspace.bu.ac.th/jspui/handle/123456789/3866

Naderer, B., Matthes, J., & Bintinger. (2020). It is just a spoof: Spoof placements and
their impact on conceptual persuasion knowledge, brand memory, and brand
evaluation. International Journal of Advertising, 40(1), 106-123. https://doi.org/
10.1080/02650487.2020.1793632

Parengkuan, V. J. J.,, Tulung, J. E., & Arie, F. V. (2020). Influence of product placement
in movies and television programs towards brand recall of millennials. Jurnal
Riset Ekonomi, Manajemen, Bisnis dan Akuntansi, 8(1), 2085-2094. https://
doi.org/10.35794/emba.v8i1.28060

Pasharibu, Y., Purwati, Y., & Jie, F. (2013). The influence of attitude and brand
recognition toward purchase intention of online advertising on social
networking sites. In Proceedings of the 18th Asia Pacific DSI Conference
(pp.1-14). International DSI and ASIA Pacific DSI 2013 Bali Conference.

Russell, C. (1998). Toward a framework of product placement: Theoretical proposition.
Advances in Consumer Research North American Advances, 25.
https://www.semanticscholar.org/paper/Toward-a-Framework-of-Product-
Placement%3A-Russell/6ee547bb1dc6dal9a75caf585e1df82e2b9b23e8d

Russel, C. A. (2002). Investigating the effectiveness of product placement in television
shows: The role of modality and plot connection congruence on brand
memory and attitude. Journal of Consumer Research, 29(3), 306-318.
https://www jstor.org/stable/10.1086/344432

Ryu, K. (2017). Effect of a brand story structure on perceived brand image: The
mediating role of immersion in a brand story of a luxury hotel. Open
Access Theses, 1317. https://docs.lib.purdue.edu/open__access__theses/1317

S. Nam. (2020, April 6). “A Business Proposal” ends on ratings rise as no. 1
monday-tuesday drama. Soompi. https://www.soompi.com/article/1520789
wpp/a-business-proposal-ends-on-ratings-rise-as-no-1-monday-tuesday-drama

Singh R. P., & Banerjee, N. (2018). A study on exploring the factors influencing
celebrity endorsement credibility. Global Business Review, 19(2), 494-5009.
https://doi.org/10.1177/0972150917713537

Yang, L., & Yin, C.-Y. (2018). Influence of product plot connection of product
placement on purchase intention. Advances in Social Science, Education
and Humanities Research (ASSEHR), 184, 107-111.



20 SUTHIPARITHAT JOURNAL Vol. 37 No. 3 July - September 2023

NIINURUNNSAI TR BINATANITNENN T
waanilymaurinaiia nsdidne : fudAnguiiuau
LAZLATDIUAYN USHN 1odd 911

UTILIZING FORECASTING TECHNIQUES FOR
PURCHASE PLANNING TO REDUCE SHORTAGE
PROBLEM: A CASE STUDY OF BEDDING AND
HOME LIVING CATEGORY OF ABC PUBLIC
COMPANY

Received: 14 June 2023
Revised: 22 August 2023
Accepted: 23 August 2023

ny3 uandin
Mayuree Chaemfa*
ALNNT TMUINTIA™

Kunakorn Wiwattanakornwong™*

*, = ImpduImsgsiauinnssuuacnstnd aminendugsiaduding

*, ** College of Innovative Business and Accountancy, Dhurakij Pundit University
* Email: 64230004@dpu.ac.th

** Email: kunakorn.wiw@dpu.ac.th



21581SgnSUSIFAL Un 37 aduil 3 nsnIAL - AUENEU 2566
UNANeD

mu%é’ﬂﬁlﬁmﬁaaﬁ’umiwmnsniﬂaﬂmﬂauﬁmfcjuﬁuauuazLﬂ’%f'aauau \l991n
MevdsNsuNIszUATeadslifa COVID-19 AidewalimnAnssnmasiuilnafimaudsunlas
msLLﬂqﬂ’uTuqsﬁaﬁmiLLqioﬁugo%u HAAnFBsUIMsTANSNaENEEuIIAN SINEenTUIMNg
FansfudAIRRI LS AnSam 5mqﬂi:aaﬁ[umﬁ$ﬂﬂ%off aRNEINTIILNUNNTNENTES
fudnguiiuauuaziadasuauiivesisn uazwailaddwensaliminsandmiunsneunu
masde Tmﬂﬁnmﬁuﬁ'}ﬁﬁﬂmmﬂga warwuilymAUAI I I HINABUNNTIAN-FUINAN
2565 PBIUSENIIUIU 5 T18M5 LHWA LNUTDIUBUTUIA 37 WHUTBIUBUTUIA 3.5” NNDUNLU
vnaudne uazgainy WendnwuFeuieuismswennsal 3 33 Tdud A8manennsalenaie
wasufiuuudisimin A8nanensaidiudsuendlluudea uardinensaiUsudeuuuy
wnsluwuoathassase u,a:mmLaﬁﬂmaﬁaﬂa:mmﬂmﬂLﬂﬁauﬁugmﬁuum:i%‘ War
waAMIwenTaifmansanLaruugasRuA sz s aslHlusunsn Microsoft Excel
wazlsunsn Minitab Tunsiiessiddioys mamsdne degiuudimldnswennsalusudiade
wasufidanhndn annswisudisunswensaliudzsn wui &ud 4 Tenslimada
ManenIniUsy L%'EruLanﬂmuu@ﬂaﬁﬁhLaﬁmm%aﬂatmmﬂmﬂLﬂﬁauﬁ’ugszﬁﬁaﬂﬁqﬂ 1w
WHUIBIUDUDUIA 37 WHUTBIUDUDUIA 357 MNBUNUU URzvNaUdg fudio 4 31903
FearsuSuanldwmatian1swensaivsussuiendliiuudea ﬁmé“uﬁuﬁmmﬁﬁg’l%mmﬁﬂ
mswensaidieduiadeuiidinimin Aedszesiosazaruaaaedsudtysaitioniige

Mmad :  Mswennsaladsialeuiuuudieimin mswensaivsuseuendliiuuibea
nawensailsuissunuuendliuuduatisosase aallgmAudmiaie

Abstract

This research focuses on sales forecasting of mattresses and bedding products
in light of the changes in consumer behavior caused by the spread of the COVID-19
virus. The intensifying competition within the industry necessitates effective pricing
strategies and efficient inventory management. In order to address the issue of out-of-
stock items during January to December 2022 at ABC Public Company Limited, this study
examines five items: bed sheets (size 3"), bed sheets (size 3.5"), pillows, bolsters, and
bed linen. Three forecasting methods, namely the weighted moving average forecasting
method, exponential smoothing forecasting method, and double exponential smoothing
forecasting method, are compared to determine their suitability and accuracy for each
item. The data analysis was conducted using Microsoft Excel and Minitab. The study
findings, company currently uses a weighted moving average forecasting technique,

when comparing forecasting by other methods indicate that the X-smooth forecasting
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method yielded the lowest mean percentage of absolute error for four products, namely
mattress pad (size 3"), mattress pad (size 3.5"), pillow, and bolster, suggesting its
potential as an effective forecasting technique. For linen products, the weighted moving

average forecasting method demonstrated superior performance.

Keywords: Weighted Moving Average Forecasting Method, Exponential Smoothing
Forecasting Method, Double Exponential Smoothing Forecasting Method, Reduce

Shortage Problem
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%ﬂﬂa\iﬂ%\‘] (Single
Exponential Smoothing)
- nwwmmnﬁmquma
WULAULABS (Winter's
method)

YsuSpuuuniendlliuudey
fidadniimiign Sodanls
TumsmemensainNdeens
fusm wasldiuny
ulbueRuiasmdsivd dona
Tﬁﬁuuuiauaﬂm foray 31.96
WRTWLIIEINTOLANEAT

vudsufiuiasadsiaiodad
Jomaz 51.73

25



26 SUTHIPARITHAT JOURNAL

Vol.

37 No. 3 July - September 2023

sy | snddeidedesiive wnAALAENqEFI a9UnaN1TNE
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2. ihdeyafisauswldnldihnsiessd ddumsnensaliomaidasg 9 uaz
WisuLisy
2.1 "3uam:ﬁ*’ﬁa:3amnna;uﬁuﬁ'lﬁwuﬂfymﬁuﬁwmﬁa Lﬁ'am‘swmnin}’ﬁaga Toeld
Hoyasfnfounduimnldlunsneunulusuan Anslasldnguinswensal (Forecasting)
NNIWINTAIBILUSN (Quantitative Forecasting) frofl
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a1sefl 1 JuuuuzesgaImMInensaiisaateiouiiuuudisdvin Tuldsunss Microsoft

Excel

Wau t AN939 A Anensal F,

NNFIAN 1 A

nuATUS 2 A

Juan 3 A,

LY 4 A4 F4 = (05 A3 + 0.3 A2 + 02 A1)/3

NOHNAN 5 A, F.=(05A +03A +02A)3

Nquiau 6 A, F =(05A +03A +02A)3

nsngAN 7 A F =05A +03A +02A)/3
7 7 6 5 4

favinau 8 A, F.=(05A +03A +02A)/3

AU 9 A, F, = (05A +03A +02A)3

ANNAN 10 A F =0O5A +03A +02A)/3

9 10 10 9 8 7

WOAINLU 11 A F =(05A +03A +02A)3
1 11 10 9 8

Funau 12 A F=05A +03A +02A)3
12 12 11 10 9

212 A8nswennsalusuiseuiendluiuuidsa (Single Exponential
Smoothing) funsmeAnadeadsuiivuudsiminddadmensaloanunlugduuunisly

finsdn Searldadeyasnsudnieuasdinihminlaglddussinaidadoy (o) A
9E5e1IN 0 fiv 1.00
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At—l Lﬂuﬂ’]ﬁ)iﬂu“ﬁ’)\‘lL'Jﬁ’]ﬂﬁ]uﬂﬂiWEﬂﬂim 1 9N

Foy  dudmennsallugnaineunisnensal 1 239

213 33n1snensalusudeuuuuiendlliuuifuadiaevass (Double
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S¢ = aXy+ (1 —a)(S—1+ by)
by = B((S¢—Si—1)+ (1= B)bry

Taofi  Feem  ewennsoiinandaly

St ANSUITNUTEAY
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Xy AdaNATig t

B Aasfigmsuuuality 0 < B <1)
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Abstract

The major purpose of this comparative study of the corporate governance
relationship of family and non-family businesses listed on the Stock Exchange of Thailand
was to see how they relate to operating performance and firm value. The corporate
governance variable is an independent variable, consisting of shareholder structure,
the board of directors’ structure, efficiency of enterprise risk management, efficiency
in internal control. The dependent variables are operating performance and frim value,
containing return on asset ratio, equity return ratio, net profit, sales growth, and Tobin's
value. The study collected secondary data during the year 2016 - 2021 from 513 listed
companies in SET and MAI. The tools used for analysis and hypothesis testing consisted
of descriptive statics, Pearson correlation coefficient analysis and multiple regression
analysis. The results show that at the statistical significance level of 0.05, corporate
governance of shareholder structure, board structure and efficiency in internal control
was a statistically significant positive correlation with operating performance and firm
value. The findings indicate that corporate governance is very important in the efficient

management of a business.

Keywords: Corporate Governance, Operating Performance, Firm Value, Family Business
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Abstract

This research aims to 1. assess the value of passengers' willingness to pay for
luggage delivery and expedited lane services and 2. to study the relationship between
the pattern of luggage delivery by private companies. with delivery by airline with the
method of evaluating by using the method of hypothesis Evaluate and use a double
bounded CVM questionnaire based on both statistical and qualitative research methods.
A study by online questionnaire from 442 informants from users of the Bangkok-air-
port luggage delivery service. The results showed that 1. Willingness to pay Surcharge
for luggage delivery at the airport It was found that 442 samples were willing to pay
for the extra charge. Luggage delivery service Bangkok-airport (by airline) decreased
by 98 THB, luggage delivery service Bangkok-airport (by private line) increased by 35
baht, and luggage delivery service Bangkok-airport (with tracking system) decreased.
Equal to 125 baht and 2. the correlation of this study reflects only 44 people in the
income over 100,000 group among the informants. On the other hand, most of the
sample groups do not have the capacity to pay for Fast Track Lanes. The results of this

research can be applied to develop applications for users to accept more technology.
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Vindnﬁoamummﬁﬁ@ﬁﬁaga‘ls\iwhﬁ’uszijv'hﬂ%aw%aﬁﬂﬁu%mma:vllwmw%aﬁj%’uu%mi
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WowSsufwhliAedlam 2 Usemsfe damnisideniiin (Adverse Selection) Liutlaymn
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msldusng Sennmaeiilvinlaidomitetulumsiniulauaznianssrilusain Tasamy
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widedu 9 fiAedesnndudnmadennils dwmideyassuninsde Tiwdneaudnm
IR palsfmadeti lignansovilé madeniufialdAensliteyaiidulsslemihesng
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Tunizﬁﬁ'ﬁagaaﬂumm%gnﬁﬂsﬂwﬁ ﬁoﬁmiLﬁﬂﬂﬂﬂﬁdﬂi:ﬂﬁﬂ‘l;L’%f'aaﬁnﬁ[umﬂﬁjﬁa
nMsUsNs Bndednaty gafessiufedegiiogluitsinidenadsogeas donaniusmissiu
biel7 ﬁdﬁﬂnﬁﬂﬂﬁjnﬂaﬁﬂqiﬁaﬁﬁﬂawuLﬁﬂoLLa:waﬁﬂ'ﬁﬁaﬂm Wananideansidandilifiedsad
Tumﬂmw%msmimuﬂ'ans:Lﬂwﬂﬂﬂmi YIENDURY 'ﬂ%ﬂf\ﬂﬂﬂﬂiﬁuﬂtitqr]’;juﬂuﬁ1ﬂ‘ﬁﬂu
ARG uazBenfuSuanwInsndus v Avilieadeeiunisyseifiu
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winAnAEUEeLRe909/nT (Corporate Reputation) Lﬂuﬁwﬁmaﬁﬂﬁﬁﬁﬁmuﬁama
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Tass7n (Collective Judgments) Pe9§FinAnN5al (Observers) Lﬁ'mﬁuaaﬁnsﬁjﬁﬂm q
uuﬁugmmaamsﬂsuﬁu (Assessments) BUHANTINUAIUNITEY F9RN wazAwIndow
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a9AnIVdadAug 4 ’jmﬂuazhﬂﬂumﬂmmmﬁau’ﬂu A7 “reputation” Tuiedesiuanude
fu enaiudetie wisanuusnasgudlésunsuessuludeaunsasiuas Snendeidoe
Lﬂua“i\if\f’]ﬁfﬂunnﬁm FiDENILTU D}ﬂﬂﬂﬂ’]iﬂa’lﬂﬂULaaﬂﬁﬁJﬂﬁv%mi’%\ddﬂitLﬂ’]ﬁ)’mﬁm’mﬁu
Feaunsduieiifisauweniinslduinsussnensuaudurilfisanudoiuluninsousf
vidouinmIvasyanavioasdnaiiu ¢ sellanudideifedudeionndensidsuuuy sy
innelusednsiiwendnual Weilesinsazvinaadw uazsnendeidesesinsldlasnisasng
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s euarinsdaidvasAnsiniugaciianudduiuanuindeiovesesdng (Credibility)
AMNEasiurpaddng (Reliability) Axl59191aTup9ANT (Trustworthiness) warANSLAAZTOL
(Responsiveness) $78 (Fombrun & Rindova, 1996) duifiaiseufisunmansninazainud
Foidueravasdnsuansliiiuiinmdnsal 28909ANTLTUNRIINNITUIELAUBIANTVDIGNAN
fuauidodsemssaednsiiumwneiiiindusnawanual ﬁgnﬁmuﬁumﬂm’guuawm
and1 N1IANEBY Jotikasthira et al. (2020) ﬁnmmmﬁ%aLﬁﬂaiuaguuaamaognﬁﬁ "ﬁagnﬁﬂ
sanenafideissasasnistululsaifurasaembudesiusdniiivssauausdise
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findua %’nmé’zyzyw‘f[ﬁl’ﬁﬁugnﬁﬂﬁatmﬁ uasiinwansifisenndasiuauiideiieeas
gemsiu dodu Fadusesdnsiaiunstsyfiudanlssaunmsaifidnossing laidnazifiu
nsdeanendnsaiavdns LLazmiLﬂuaﬁagaﬁmmsﬁ'Lﬁmﬁumi@hLﬁumumaoaoﬁns Tae
HanaUuUTina natBaInnsiite dusesdnsiitiu intuainanaisdesduiusiusening
296 Usznaumie q ﬁﬂswngﬁumnaaﬁnﬁu‘[miwﬁu isvendodoadudsiiiniuansves
DIANTILEY mﬂiﬁmﬂﬁqm@hmnn@gnﬁ'] fievandedesiitiudiu wasnanduuazusnis
findntulapasdng dowaliignérfianudseavdfiesinoduiododudfinaniu Tnsesdnsii
FoFueidufiturey Shapiro (1983) Fuvinlvesdnsiideifesiifarsunsarnuasiafiiiu
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Tinmely uasyszaumaaiannnsldusnsadeiisnuan Avcilar and Alkevii (2017) panA&paif
Lﬂum'ﬁﬁﬂLﬂum'ﬁmmﬁﬂﬁu%n’mﬁamauauam’amwﬁummmm‘u%ms Taunssnanaienala
gasgnénlFludilenn nsAuuinsiunszuunsiineusulisemiieignéiiels vie
liwelandugamusiinelafussdnimiauinns msfAuuimsuansrsainmsianisde¥osisou
m\iﬁsjoLﬁulﬂﬁmimauaumﬁuﬁﬁiammé’ummma\m%m'ﬁ n'lﬁmn'ﬁﬁa%mﬁﬂu%ua;iﬁu
Hp%p9158U09gnA Kau and Wan—Yiun Loh (2006) Foprainananudumadlunslinsnng
wsrilosangnéniilimeladulnajindaafiaziansal msfAvuimsdawenenauilatigmiuins
wudauﬁgnﬁﬂ%ﬂuw%aﬁauﬁmnLm'w:aanmnu%ms*?iwuﬁumm\laiwah ADAAADINY MUANANT
thuf uaz nguen Besiauge (2562) vmadnsglduinmasuaalusededu uasiages
vsimaudaeediBnfinss $in wazudumluswdldlng din TudawianszuaseaSoyse
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U3nsusEm wedilBndinss Sadauasdmsy vsEm luseddlne s1da wud qmmwﬁiﬁ%’u
Tugwanaindetie 19nlald dunsmevausssognéuazduns Fanuazidnlagnén
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nouan WesTaugy uar auwa vant (2562) Senudn aunmnisivinisiu fuanueaga
Tunnsmeuauss duanudeiauazlinsle Fwnssuuseiu wazduadaenlaldgnén
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Tumaassgmansyadmaassgiadumsanadselomiilésunnfudmdeusmsunsaunm
nuassgia lasldazfanumiteduam ﬁoﬁumsﬁmwﬁoLﬂuﬁhmulﬁugaqmﬁﬁjﬁﬁLﬁu
nMlRNIzasBufuarannsnansiionalsylomivdeusnsfewinla  (Freeman, 2003) %9
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nwdennngiinssnaainaseiviilinn Seyadmasdudmiauiniszesusiazeu (Revealed

Preference) ﬁﬁﬁamﬁﬂﬁagaTuanﬂunﬂﬁni*?iLﬂ%ﬂuLﬁﬂuﬁuﬁﬂzumaWWLwi‘lz\i\lﬁmgamﬁuﬁﬂ
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wazudnafiliinunaalunistorsuaniUio 3%‘51’3%97’1Lﬁumsmaaﬁ’nmwgmm% Toeaz
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mmLﬁudlﬁnmimmﬂmméuﬁnﬂ ETuLﬁaammnm'ﬁmﬁﬂuLLﬂaaTuﬂ%mmw%anmwmm
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TuyadilalgiasanaslyTuyarmesiuduazuinsinunaiauaiyadudegluyaizes
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dnlaegwuiaderildmilugnslilddneuainannifineds q vsviaey viliinmsimus
dnuuzaasnumadalunsoudel mMadermaauuuie (Closed-Ended Question) N133¢y
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Abstract

The objectives of this research were: 1. to analyze the key components that
contribute to the success factors of energy businesses, which impact sustainability, and
2. to examine the direct, indirect, and collective influences of management practices
on business excellence and the ability to generate value-added for sustainable energy
businesses in Thailand. The study employed in-depth interviews with top-level executives
from six registered companies in the energy industry, in addition to survey
questionnaires administered to employees from a simple random of energy business
companies, totaling 350 respondents. The qualitative data were analyzed using factor
analysis and structural equation modeling. The research yielded two main findings: Firstly,
the components that impact the success factors of sustainable energy businesses were
identified as organizational management for excellence, the ability to create value-
added through energy business operations, and business sustainability. Effective business

management and the development of a skilled workforce are crucial, but it is equally

75



76 SUTHIPARITHAT JOURNAL Vol. 37 No. 3 July - September 2023

important for energy businesses to demonstrate a commitment to sustainable social
development. Secondly, business excellence management has a positive direct influence
on the ability to create business value with an effect size equal to .877 and a positive
direct and indirect influence to business sustainability with a total effect size equal to
.801 and the ability to created business value has positive direct influence on business

sustainability with an effect size equal to .580 at a statistical significance level of .001.

Keywords: Success Factors, Business Excellence Management, Ability to Create Business

Value, Sustainability, Energy Business
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AnwisBumsgsiavesgshanasenilutszmalng vanefs wwAnnssiugsastng
fAnusuRnTaudedIANLatAILIAdaN ANULUIAR The Triple Bottom Line Index (TBL)
(Colbert & Kurucz, 2007; Wang, 2005) U3enausiie mﬁmmumwﬁaﬁuTuﬁ'mLﬁngﬁa
doan Aownden wazanudoiudn 3 dw ueuiulumnafiugsianndu Usznoudae
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Funuuazuvasingiu Wiund r?fulwyaﬁ, 2564) ﬁ']‘[ﬁﬁﬁﬁ’uaoﬁm‘smo 7 MATVIILUINIING
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ANMNFINIalUNIEEe
(Welziuviennan)
msdanmsanuduia qmﬁ'nﬁiumx‘lfriﬁﬂ mwéi’aﬁumaqﬁﬁa
negsne (Value Chain Model (the Triple Bottom
(7S McKinscy) of Porter’s) Line Index)
7S1 : Share Value - Primary Activity SS1 : Economic
7S2 : Structure - VC1 : Logistic Capability N SS2 : Social
7S3 : System VC2 : Operation Capability SS3 : Environmant
7S4 : Style VC3 : Marketing Capability (Colbert and Kurucz, 2007)
7S5 : Staff VC4 : Service Capability SS4 : Financial Growth
756 : Skills - Support Activity SS5 : Eeological Improvement
787 : Strategy VC5 : Firm Infrasturcture SS6 : Ethical Equity
Capaility (wang, 2005)
VC6 : HR Capability
VC7 : Innovation Capability
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350 AU (N30l BamTEna waA, 2562) Tmﬂﬁ%‘%‘nwsjmmmMa%u grotl 1. gung oy
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U 35 USHN USHNAT 10 AU SINT9RL 350 AU
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] Chi-square = 146.957, DF = 49,
Chi-square/DF = 2.998, GFl = 840, AGF| = 889,
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Abstract

The purpose of this research was to study the influence of attitude, subjective
norms, perceived behavioral control, and the service marketing mix on the tourists’
intention towards creative community-based tourism in Songkhla province. The sample
was 400 tourists selected by the multi-stage sampling. Data were collected using
self-administered onsite and online questionnaires. Multiple linear regression analysis was
employed to test the hypotheses. Results showed that attitude, subjective norms, and
perceived behavioral control had a statistical positive influence on creative community
tourism intentions at 01 level of significance with the standardized coefficient (B) value
of 42 (t = 9.84), .30 (t = 6.79), .19 (t = 3.83) respectively. Attitude, subjective norms,
and perceived behavioral control could explain 64%. of variance in the tourists’ intention

towards creative community-based tourism in Songkhla province.

Keywords: Creative Community-Based Tourism, Theory of Planned Behavior, Service

Marketing Mix
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Abstract

Nowadays, social influencer becomes an important marketing communication
strategy for firms in Thailand. This research aims to investigate the effect of omni-
marketing communication by influencer on consumer attitude and consumer trust within
organic beauty product industry in Thailand. This study used online questionnaire to
collect data from 401 samples in Thailand. The data were analyzed by using descriptive
statistics and the hypotheses were tested by using Confirmatory Factor Analysis (CFA)
and Structural Equation Modeling (SEM) at significant level of 0.01.

The result reveals that within organic beauty context, omni-marketing
communication by influencer through both online and offline platforms and multiple
channels has a positive effect on both consumer attitude and consumer trust. The finding
contributes new knowledge regarding this new concept, omni-marketing communication
by influencer to previous academic studies in the field. Moreover, organic beauty product
firms could adopt this strategy to improve its marketing communications performance

with customers in the future.

Keywords: Social Media Influencer, Omni-Marketing Communications, Online and Offline

Touchpoints, Organic Beauty Product
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Introduction

With an expansion of internet and new technology in this era, there are many
emerging marketing strategies that most of companies around the globe would like to
achieve in order to remain and sustain competitive and success position in the industry,
especially within social media marketing strategy. Among many, social influencer as a
tool of omni-marketing communication is an important strategy that most companies
are now emphasizing with an aim to achieve positive customer outcome, which could
finally trigger firm’s sale performance and bottom line. Social media influencer refers
to third party endorsers who can lead or influence customers’ attitude and behavior
through social media (Freberg et al., 2011). A recent report about social media trend
reveals that 94% of marketer who have used social media influencer campaign finds it
effective (Ahmad, 2018). Neilsen marketing survey (Lim et al., 2017) reports that social
media influencer strategy create return on investment (ROI) 11 times more than other
digital marketing strategy (What is influencer marketing?, 2023). Ward (2017) refers to
Media Kix marketing report stating that 80 percent of online marketers believe that
social media influencers can boost their online business transaction (Ward, 2017).

As stated earlier that, the advanced in technology and communication tools has
changed greatly consumer behavior by connecting all multiple different channels (Jodo
& Pastore, 2019; Shi et al., 2020). This includes an increasing use of mobile devices,
tablet, social network, and various software applications (Galipoglu et al., 2018; Melero
et al, 2016). An advancement and development of communication technology
and handheld devices has created huge opportunity for firms to connect and enrich
consumers (Farah et al, 2019; Larke et al, 2018). “Today, the average customer may
engage with a brand across 10 channels and look like a different person on each. If
the brand cannot reconcile all data points to one human being, how does it deliver
a personalized experience?” Melero et al. (2016). These days, consumers can choose
which channel they want to contact with companies by themselves (Bell et al., 2014).
They can use any complementary touchpoints, both online and offline, as their one
single shopping experience (Beck & Rygl, 2015).

This research focuses on both social influencer and omni- channel marketing
concepts by exploring social influencer as a tool of omni-marketing communication, which
will be called as ‘omni-marketing communication by influencer and investigating the
effect of this concept on consumer attitude and consumer trust. This research believes
that this concept, omni-marketing communication by influencer, could have an impact
on consumer behavior. In order to investigate these two concepts-social media
influencer and omni-marketing communication by influencer through both online and
offline touchpoints (e.g. social media site, YouTube, or physical store) on consumer

attitude and consumer trust, Thai organic beauty product industry will be used in this
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research as a study context. The reason is that the revenue of natural cosmetic market
in Thailand amounts to US$ 95.16m in 2023 and is expected to grow annually by 6.08%
(CAGR 2023-2028) (Statista, 2022).

Research Questions

1. How does omni-marketing communication by influencer affect consumer
attitude towards organic beauty product industry in Thailand?

2. How does omni-marketing communication by influencer affect consumer trust

towards organic beauty product industry in Thailand?

Research Objectives

1. To determine the effect of omni-marketing communication by influencer on
consumer attitude of organic beauty product in Thailand.

2. To determine the effect of omni-marketing communication by influencer on

consumer trust of organic beauty product in Thailand.

Literature Review

Omni-marketing communication by influencer

Omni-marketing communication by influencer construct in this research combines
the concepts of social media influencer and omni-channel marketing concepts together.
To understand this variable, both literature reviews of both social media influencer and
omni-channel concepts had been conducted.

When it comes to social media marketing landscape, one of the most important
components is social media influencer. Derived from celebrity endorser literature by H.
H. Friedman and L. Friedman (1979), celebrities refer to "An individual who is known
to the public (actor, sports figure, entertainer, etc.) for his or her achievements in area
other than that of the product class endorsed." In addition, celebrities are well-known
to public and who use that reputation for promoting products through advertisements
(McCormick, 2016). According to Freberg et al. (2011) media influencer is a third-
party endorser who can influence people’s attitude through social media, such as, blog,
tweet, or social network sites (Freberg et al, 2011; Lim et al, 2017). Based on review
of literatures, there are 3 important criteria for social media influencer: namely, fame,
admiration, and advocacy.

This research will follow H. H. Friedman and L. Friedman (1979)’s definition
of social media influencer, which is “An individual who is known to the public (actor,
sports figure, entertainer, etc.) for his or her achievements in area other than that of
the product class endorsed.” (Taillon et al., 2020; Wiedmann & Von Mettenheim, 2020)

Next, in terms of omni- channel marketing literature, there are many definitions of
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omni-channel marketing. In the early period, the focus of channel integration is only
between online and offline channel (Brynjolfsson et al., 2013, p. 24; Frazer & Stiehler,
2014, p. 655). Rigby (2011, p. 4) was the first who defines this word. Rigby (2011,
p. 11) states that omni-channel marketing is “an integrated sales experience that
melds the advantages of physical stores with the information-rich experience of online
shopping.” Moreover, Kamel and Kay (2011, p. 1) also add that a true omni-channel
experience infers the “desire to serve the customer however, whenever and wherever
they wish to purchase merchandise (and return it too)”. Also, “omni-channel retailing”
experience, the distinctions between physical and online will vanish, turning the world into
a showroom without walls Brynjolfsson et al. (2013, p. 24). Later after industry moves
toward seamless, Levy et al. (2013, p. 67), add the concept of seamless experience
to their definition and define it as “a coordinated multichannel offering that provides
a seamless experience when using all of the retailer's shopping channels”. Frazer and
Stiehler (2014, p. 655) also give definition of omni-channel marketing by emphasizing the
importance of customer information and refer omni-channel marketing as the integration
of channel that allow seamless experience that combine physical store with customers’
data and information. Turning to one of the most popular definitions of omni-channel
marketing by Verhoef et al. (2015), this term is defined as “the synergetic management
of the numerous available channels and customer touchpoints, in such a way that the
customer experience across channels and the performance over channels is optimized”
(Verhoef et al., 2015, p. 176). All academia within the field seem to agree the notion
that all channels are integrated for seamless experience.

In this research, omni-channel marketing, which originates from multi-channel
marketing, is strategy with an aim to ‘integrate’ all available channels by avoiding
interruption between each channel (Lazaris & Vrechopoulos, 2014). The basic principle
is to provide customers with holistic and seamless shopping experience (Gupta et al.,
2004; Manser Payne et al, 2017; Verhoef et al., 2015). In omni-channel setting, people
can move freely from one to another channel within single transaction without obstacle
or disruption (Melero et al., 2016). The interaction between 2 parties is with the brand
as a whole, not with the channel (Manser Payne et al., 2017; Verhoef et al, 2015;
Verhoef et al., 2021).

However, in this research, omni-marketing communication channel will only focus
on social influencer and is defined as a multi-channel way to interact with consumers
by using social influencer with a main objective of integrated and seamless experience
throughout every channels. This means that consumers will interact with firms or brands
within all different platforms or devices seamlessly and interchangeably since company
or brand align their message or information across all channels. Easily speaking, every

communication channel of social influencers provides same aspect and information, which
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yields consumers’ familiarity and quality experience. Also, adapted from Sousa and Voss
(2006), there are 2 dimensions of omni-marketing communication channel construct;
namely, channel - service configuration and integrated interactions.

Consumer attitude

Consumer attitude is a main construct for social psychology field (Nguyen
et al, 2017), which is defined as the psychological condition (positive or negative
assessment) that occurs during people engage in particular behaviors (Eagly & Chaiken,
1993). Arnould et al. (2002) submit that consumer attitude is a summation of individual’
thought, feeling, and action. Allport (1935) explains that attitude is a mental or
psychological state of willingness which can affect people’s response or action toward
that object and situation that they face (Wei et al., 2017). According to Ajzen and
Fishbein (1980), consumer attitude is individual’s assessment either positive or negative
of performance of one object (Jaiswal & Kant, 2018; Yadav & Pathak, 2017) as they
propose that an attitude is as “a learned predisposition to respond in a consistently
favorable or unfavorable manner with respect to a given object” (Fishbein & Ajzen, 1975,
p. 211). Moreover, Ajzen (1991, p. 188) states that attitude toward the behavior refers
to “the degree to which a person has a favorable or unfavorable evaluation or appraisal
of the behavior in question,” Also, Fazio (1995) suggests that attitude is an interaction
between memory of one object in an individual mind and individual’s evaluation of that
object. This construct shows a psychological evaluation of a particular object in an
individual’s mind (Bonne et al., 2007; Schiffman & Kanuk, 2007).

In this research, with reference to previous works, consumer attitude is an attitude
toward product (Lin et al., 2017). Consumer attitude is defined as a perception toward
object, which in this case is products or brand. Consumer attitude toward product or
brand can be categorized into 2 categories, which are functional benefit and emotional
benefit (Hartmann & Apaolaza-lbafiez, 2012) Functional benefit of product is referred to
attribute in terms of function of the products that is related to environmental strength
and advantages. On the contrary, emotional benefit represents consumers’ positive feeling
to protect environment and positively influence pro-environmental behavior (Matthes et
al., 2014). Emotional benefit is including warm glow benefit, self- expressive benefit, and
nature- related benefit (Hartmann & Apaolaza-lbafiez, 2012).

Consumer trust

Within eco-friendly or organic products context, consumer trust is a widely used
construct in various earlier research (Konuk et al., 2015) since it has been confirmed by
many scholars that it could positively impact consumer purchase intention (Marakanon
& Panjakajornsak, 2017; Nguyen et al., 2017; Teng & Wang, 2015). The reason for this
is that organic product has credence quality meaning that consumers cannot self-

investigate whether the products is really organic before and even after purchasing
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and using them (Nuttavuthisit & Th@gersen, 2017; Teng & Wang, 2015). Also, some
consumers do not have technical expertise to distinguish between organic and normal
products (Jahn et al.,, 2005). Hence, in order for consumer to buy or use organic product,
it is necessary that they should have trust and confidence (Nuttavuthisit & Th@gersen,
2017) that products they use or consume is really coming from organic supply chain
(Daugbjerg et al., 2014; Marques Vieira et al., 2013).

Consumer trust within green or organic industry is defined by Chen (2010)’s as
“a willingness to depend on one object based on the belief or expectation resulting from
its credibility, benevolence, and ability about environmental performance.” Furthermore,
Chen and Chang (2013) provide definition of customer trust or green trust as “Customer
trust (green trust) is the availability to rely on product, service, or brand as the belief
or expectation which is the result of credibility, worthiness, and the capability of the
product regarding to its performance on environment (Chen & Chang, 2013, pp. 63-82).
Easily speaking consumer trust is a level of confidence on the expectation of ability
and reliability or willingness of using regarding environmental performance (Liobikiene et
al., 2016).

Based on a review of prior studies in the field, consumer trust concept has been
used to measure trust toward product, brand or company, and third-party certification
(Chen & Chang, 2013). In summary, this research, by adopting institutional theory, would
like to follow consumer’s trust definition from Chen (2010), who define this construct
as “a willingness to depend on one object based on the belief or expectation resulting
from its credibility, benevolence, and ability about environmental performance.”

Among three constructs mentioned earlier, the proposed relationships are

presented in Figure 1.

Consumer

HA1 Attitude

Omni - marketing

communication

by influencer
H2

Figurel Conceptual Framework



114 SUTHIPARITHAT JOURNAL Vol. 37 No. 3 July - September 2023

The effect of omni-marketing communication by influencer on consumer
attitude

Since omni-marketing communication by influencer concept seems to be rarely
explored in previous studies. Moreover, they have evolved around the concepts of social
influencer and omni-channel marketing individually; thus, this research combines them
together as the new concept and explores its effect on consumer attitude. It is believed
that social media influencers could also favorably impact consumers’ attitude toward
brand or product (Hambrick & Mahoney, 2011; Woods, 2016). According to a study
between Twitter and Annalect — an analytics firm, 49% of people say that they rely
on social media influencers when it comes to purchasing decision (Swant, 2016). Greg
Manago, co- president of content and entertainment for North America at Mindshare,
asserts that “Influencers are such an important part of what brands are doing today.”
(Conner, 2016). Fisher (2009) also suggests that using celebrity in sport industry to
promote products through online social media is one potential opportunity in business
nowadays.

In addition, Vollero et al. (2019) proposes that by coordinating, co-creating, and
co-developing all contents, message in every communication channel and device, from
both social influencers or brand advocates, and (groups of) customers, this can lead
to positive attitude and satisfaction among consumers. According to Goersch (2002,
p. 757), the main objective of integration of various channels is to improve consistent and
seamless customer experience across all channels. Moreover, Shankar et al. (2011)
propose that seamless experience could lead to customer satisfaction and retention
since customers will receive “the same information in the same style and tone across
the channels” (p.33). Sousa and Voss (2006) suggest that integration all multi-channels
are very difficult to achieve but once firms can make it, this will create competitive
advantage and delighting consumers. Therefore, this study proposes the following

hypothesis 1 (HW):

H1: Omni-marketing communication by influencers will have positive effect on
consumer attitude.

The effect of omni-marketing communication by influencers on consumer
trust

One of the reasons why social media influencer becomes an increasingly popular
strategy among marketers around the world is that it has been proposed that social
media influencer could create trust and confidence among individual consumers (Woods,
2016).

By coordinating all social influencer campaign, this research could fill the gap by

investigating how omni-marketing communication by influencer could improve consumer
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trust toward firms or brand. Goersch (2002) explained in their work that in order to create
consumer trust toward firms or brand, all marketing communications should be aligned
in the same direction. They state that an association between electronic and traditional
stores can be a successful way to enhance consumer trust and this association has to
be strong to make consumers perceive that there is seamless entity with no separation
between channels (Steinfield et al, 1999; Vijayasarathy & Jones, 2000).

In addition, this research hypothesizes hypothesis 2 (H2) as follows:

H2: Omni-marketing communication by influencers will have positive effect on

consumer trust.

Methodology

Population

Population for this research is millennial people who live in Thailand. In terms
of millennial generation, it is referred to people born between 1982 and 2000 (Molinillo
et al, 2020). The reasons why this research focuses on millennial generation is that,
firstly, millennial is the most interesting generation toward organic products and
consume more organic products than other generations (Organic Trade Association, 2016).
Millennials are sensitive and concern on sustainability of an environment and they have
higher revenue. Also, they are generations with high level of education and intensively
use internet and technologies, including social media (lvanova et al, 2019; Young &
McCoy, 2016). Moreover, the Deloitte report states that millennials have high level of
green product orientation, which have higher awareness of safety and environment of
products or services (The Deloitte millennial survey 2018, 2018).

Sample Size

The way to calculate sample size for an unknown population is using Cochran
Formula (Cochran, 1977). If the population size is unknown, the population proportion
is unknown. The sample size is 385 respondents based on Cochran formula (Cochran
sample size unknown) at the confident level at 95%. However, this research recruits
401 samples which pass the criteria. The response rate is equal to 73%.

Sampling Technique

The sample in this research will be selected by using “Stratified random
sampling method” by selecting samples from people who are interested in 3 areas
relevant to organic beauty products: Heath/beauty, organic products, and feminine
products (McCombes, 2023).

Data collection and analysis

The online questionnaire consists of two parts. The first part is questions
measuring 3 variables of interest (5-Likert scale) and the second part is demographic

questions. The questionnaire was distributed online using a google form survey through
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email and social media platforms. After that Structural Equational Modelling (LISREL)
has been adopted to analyze the data. This survey had been conducted between June
—August 2022.

Reliability Test

For content reliability analysis, after researcher conducted pilot study by released
30 questionnaire surveys, data are used to calculate “Cronbach’s Alpha Coefficient”.
Table 1 reported that the measurements in the questionnaire have higher than 0.70
(Hair et al,, 2014). This means that the validity of the questionnaire is excellent, can be

rely on and can be used to collect data in the next stage.

Table 1 Content Reliability of variables in the model

Number of | Number of |Cronbach’s
Construct observed | questions Alpha

variables Coefficient
Omni - marketing communication by influencers 4 12 0.883
Consumer attitude 2 26 0.952
Consumer trust 3 6 0912

Result

Research Analysis and Result

This research adopts statistical software to analyze data and test the hypotheses.

Descriptive analysis

According to Table 2, all latent variables in this research are in an ‘Agree’ level.
This means that majority of respondents agreed that they considered omni-marketing
communication by influencer, consumer attitude, and consumer trust when thinking of

organic beauty products.

Table 2 Descriptive analysis

Construct X S.D. Result
Omni-marketing communication by influencers 3.73 .607 Agree
Consumer attitude 3.88 .606 Agree

Consumer trust 4.00 .683 Agree
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Demographic of respondents

The number of respondents is 401 that participated in this survey. Majority of
respondents are female 317 people (79.05%), while 60 people are male (14.96%) and
24 people are not specified (5.99%). 46.38% of respondents are aged between 20 and
25. Followed by people age between 26 and 30 (35.91%). In terms of revenue, around
half of the respondents (52.37%) have revenue between 10,001 and 30,000 THB. The
respondents with revenue less than 10,000 THB are 89 people (22.19%) and with
revenue between 30,0001 and 60,000 are 80 people (19.95%). For education, 68.83% of
respondents have bachelor's degree (n=276). Followed by master's degree at 23.69%
(n=95). Regarding occupation, 38.40% of respondents are employees and 32.42% are

students.

Test of Normality

Before conducting hypothesis testing, a test of normality has been conducted to
make sure that all variables are normal distributed. According to Hair et al. (2014), data
is normal if skewness is between -2 and +2 and Kurtosis is between -7 and +7. The

result of confirmatory factor analysis shows that all variables are normally distributed.

Model Fit

Table 3 presents all fit indices of the model. A goodness-of-fit test, in general,
refers to measuring how well the observed data correspond to the fitted (assumed)
model. According to Hooper et al. (2008), all fit indices pass the criteria meaning the
model fits and can be used to investigate the relationship in the conceptual model. It
reports that (* /df = 1.4756 and P-value is 0.066 (p > 0.05). RMSEA = 0.034 and RMR
= 0.080 which are very close to zero. GFI = 0.98 and AGFI = 0.96; both values are
greater than 0.90. All these indices confirm that the proposed model of this study fits

well with the empirical data, which can process further hypotheses testing.
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Table 3 Model Fit indices

Statistic Value Decision
2/df 1.4756 Pass
p-value 0.06600 Pass
RMSEA 0.034 Pass
GFI 0.98 Pass
AGFI 0.96 Pass
RMR 0.030 Pass
SRMR 0.040 Pass
CFI 0.99 Pass

Hypothesis Testing

According to Table 4, The results of hypothesis testing indicated that all the
paths had significant path coefficients. Also, both hypotheses have t- value more than
2.58 (p <0.01) meaning that both hypothesis 1 and hypothesis 2 are supported (Hair et
al., 2014). Omni-marketing communication by influencers has positive effect on consumer

attitude and consumer trust of organic beauty products in Thailand.

Table 4 Analysis of Model

Hypothesis Path [3 t-value Result

HA1 Omni-marketing communication 0.49 10.20 Supported

by influencers—» Consumer attitude

H2 Omni-marketing communication by 0.62 12.35 Supported

influencers —» Consumer trust

Consumer Attitude

0.49** (CSA)

Omni - marketing
communication by influencer
(OMC)
0.62**

**Significant at p <0.01

Figure 2: The result of Structural Model
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Omni-marketing communication by influencers has positive effect on consumer
attitude equal to 0.49 (t-value = 10.20). The more usage of omni-marketing
communication by influencer will improve consumer attitude. Same as Hypothesis 1,
omni-marketing communication by influencers has positive effect on consumer trust
equal to 0.62 (t- value = 12.35). Consumer trust will increase if a firm or brand adopts

omni-marketing communication by influencers.

Discussion and Contributions

Discussion

This research is the first to investigate the concept of omni-marketing commu-
nication by influencers, which is the combination of two emerging concepts nowadays,
social influencer and omni-channel marketing, together.

This research investigates whether omni-marketing communication by influencer
could strengthen firms or brands’ competitiveness by improving consumer attitude and
consumer trust among millennial consumers within organic beauty product industry in
Thailand. The result confirms that omni-marketing communication by influencer can
increase consumer attitude and consumer trust (Hypothesis 1 and Hypothesis 2 are
supported).

Theoretical Contribution

This research is the first to combines two emerging concepts, which are social
influencer concept and omni-channel marketing strategy, into new construct, namely,
omni-marketing communication by influencer and investigating its impact on consumer
attitude and consumer trust. Thus, the findings will contribute new academic knowledge
to existing literature in relevant fields. Thus, the model of this research could be used
to explore consumer attitude and consumer trust in organic beauty product domain in
Thailand.

Managerial Contribution

This research proof that an integration between online and offline channel for
influencer campaigns makes people have more positive feeling and trust toward brand.
As a result, managers who want to gain a positive attitude and trust among millennials
groups and audiences can adopt the concept of omni-marketing communications by
influencers to manage customer’s attitudes and increase customer’s trust in the future.
Conclusion

This research has an aim to investigate the impact of omni-marketing
communication by influencer on consumer attitude and trust within organic beauty
product in Thailand. The results reveal that omni-marketing communication by influenc-
er has a positive direct effect on both consumer attitude and consumer trust, which

may lead to purchase intention among consumers. The higher use of omni-marketing
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communication by influencer is likely to help increase the attitude and the trust of
organic beauty product ‘s consumer in Thailand. This finding implies that in order to
succeed in the market, firms or brand could adopt omni-marketing communication by
influencer as one of its communication strategies.

Recommendations for future research

The first limitation of this paper is that it concludes only two variables, namely,
consumer attitude and consumer trust. Future research can include more relevant
variables that are related to organic beauty product industry, such as, environmental
concern or health concern.

Secondly, the context of study is limited to organic beauty product industry in
Thailand. In order to broaden the concept, other different contexts of study such as,
new population or industry such as, organic food or even in different countries such
as, in Europe or USA will be beneficial for both academia and practitioners.

Lastly, the result of omni-marketing communication by influencer in this research
is only consumer attitude and consumer trust without exploring that it can finally lead
to consumer actual purchase, which are firms ultimate goal, or not. Hence, future research
should extend the conceptual model to investigate whether omni-marketing communication

by influencer can finally create consumer purchase decision or not.
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Abstract

This research aimed to collaborate with community enterprises to synthesize a
management model for the golden longan processing community enterprise in Ban Thi
sub-district, Ban Thi district, Lamphun province. The qualitative method, incorporating
community participatory techniques, was employed for this study. Participants, selected
through purposive sampling, included the chairman, members, and stakeholders of the
Gold Color Longan Flesh Processing Community Enterprise, totaling 15 members. Data
were collected through focus groups, in-depth interviews, and non-participant observations
to develop a community enterprise management model grounded in genuine community
participation. The research findings revealed that the management model suitable for
community enterprises involved in processing golden longan encompassed five structural
aspects: 1. Planning, 2. Organizing, 3. Staffing, 4. Directing, and 5. Coordinating. This
framework contributed to the enhancement of the management level of the golden longan
processing community enterprise across five dimensions: 1. initiative, 2. management
ability and community enterprise management, 3. role and participation of community
enterprise members, 4. security and economic status of community enterprises, and

5. community welfare activities and public benefits. This management model has the
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potential to foster the growth of a robust community enterprise and facilitate sustainable

development.

Keywords: Management Model, Enhancing Management Level, Golden Longan

Processing Community Enterprise
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Abstract

The purpose of the study is to evaluate and compare the impact of university
social media marketing strategies, alumni’'s word of mouth, and brand awareness on
prospective university enrollment among 161 Nepali and 161 Thai students with
bachelor's degrees. For data gathering and analysis, researchers used a quantitative
research technique, the convenience sample approach, and an online survey were
administrated to collect data from respondents in Thailand and Nepal for the study.
Multiple regression analysis was applied to test the relationships between the variables.
According to the research findings, social media marketing has a considerable influence
on word-of-mouth marketing via alumni and brand awareness, while alumni word-of-
mouth is also statistically significant on brand awareness. Furthermore, brand awareness
is significantly related to enrollment intention in both Nepali and Thai data sets. However,
social media marketing had no statistical impact on Thai students' enrollment intentions.

In contrast, the Nepali dataset revealed an insignificant link between alumni word of
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mouth and university student enrolment. The findings of this article may be used by
a university recruiting team to improve student recruitment efforts in both nations and

make well-informed judgments based on information for strategic formulation.

Keywords: Social Media Marketing, Brand Awareness, Alumni Word of Mouth Marketing,

Enroliment Intentions

1. Introduction

The advent of social media and the proliferation of social media platforms
have opened new avenues for businesses and organizations to expand their marketing
efforts to strengthen their brands and boost sales. Social media has shown to be a
very effective tool for forging and maintaining connections with customers (Geho &
Dangelo, 2012). Compared to traditional media, social media significantly enhances the
distribution of information and offers better accessibility and flexibility (Lester, 2012). As
a result, organizations now have departments dedicated to social media marketing to
build relationships and increase brand recognition. Social media platforms do more than
just publish advertisements; they can also organically establish solid relationships with
potential and long-term consumers while raising brand recognition. More frequently, we
see customers actively contacting businesses to ask questions and provide feedback
on the goods or services they received. Customers' input may be a valuable resource
for the development of products and services, business procedures, research and
development, and marketing. As a result, the growth of social media and its ability to
effect consumers' decisions have had a favorable impact on universities. Higher education
institutions are becoming more interested in using social media as a tool for marketing
(Constantinides & Zinck Stagno, 2011). Students utilize social media networking sites
to research degrees, colleges, and the opinions of alumni who attended their target
universities (Shields & Peruta, 2019).

Similar to this, customers' buying decisions are heavily influenced by word of
mouth (WOM). The advancement of the internet has increased the WOM's power of
impact even further. Positive Alumni WOM can help universities reach out to and build
trust with their target market which in turn, will assist in boosting enrollment in the
universities. Moreover, positive alumni WOM helps universities reach international markets,
strengthen the target customers’ capacity to recall and recognize a brand and build trust
in potential international students Marketing professionals that intend to use and track
WOM as a marketing technique now have more power due to the Internet's accessibility,
reach, and transparency (Kozinets et al., 2010). Educational institutions must be vigilant
and adapt to changing trends to stay competitive and ensure visibility and should

actively contact students and carry out recruiting and marketing initiatives in accordance.
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Research objectives

The main objectives of this research are

1. Explore the effect of Social Media Marketing on the prevalence of Word-of-
Mouth Marketing,

2. Analyze the effect of Social Media Marketing and Word of Mouth on brand
awareness of universities and student enrollment in Nepal and Thailand

3. Observe the effect of brand awareness and word of mouth on student
enrollment at universities in Nepal and Thailand

4. Observe the effect of brand awareness on student enrollment of universities

in Nepal and Thailand

2. Literature Review

Due to the widespread use of social media and globalization, it is crucial for
universities to become more strategic in their student recruiting efforts, whether they
are for domestic or foreign students. Students utilize social media networking sites
to research degrees, colleges, and the opinions of alumni who attended their target
universities (Shields & Peruta, 2019). This is to combat the atmosphere of fierce global
rivalry among institutions (Choudaha, 2013). Social media has proven to be an extremely
potent tool to create and maintain relationships with consumers (Geho & Dangelo, 2012).
When colleges and universities use social media as a marketing tool, it might improve
student enrollment and help potential students make better-informed judgments about
their academic options and institutional preferences (Constantinides & Stagno, 2012).

One of the crucial elements that influences prospective students' behavior is
brand recognition (Mulyono, 2016). Brand awareness is one of the important factors
that affects the behavior of prospective students as well as alumni continuing education
(Mulyono, 2016). It is becoming a crucial component of higher education institutions'
marketing efforts because of the fiercer competition in that sector (Bohara et al.,, 2022).
Marketing professionals who use and track WOM as a marketing tactic, have more
power and potential because to the Internet's accessibility, reach, and openness
(Kozinets et al., 2010). Various sources of information, such as teachers, friends,
dependable advisers, relatives, and family members, may have an impact on prospective
students (Chen & Zimitat, 2006). It goes without saying that recommendations and
referrals from acquaintances and relatives have a significant impact on students'
decisions to enroll in institutions (Mazzarol & Soutar, 2002). Additionally, Mazzarol and
Soutar (2002), also suggested that students seek advice and referrals from the alumni
of the intended universities through social media to listen to the alumni’s experiences

and manage their expectations accordingly.
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Figure 1 Conceptual Framework

3. Research Methodology

The study adopted a quantitative research approach for data collection and
analysis, using Survey as the preferred data collection tool. Close-ended questions
were asked, and the Likert Scale was used as the scaling method. A pilot study was
conducted to test out the survey questions, which were simplified further based on the
responses. The sample populations are Nepali and Thai people with an undergraduate
degree. The sample size of participants was calculated based on the formula proposed
by (Green, 1991) viz. N 50+ 8m, where N is the sample size and m is multiple
correlation. Multiple Regression Analysis was used for both Nepali and Thai dataset
to find the relationships between the study variables. SPSS was used as a method of

analyzing the data collected from the survey. For this study, primary data was used.

4. Empirical Results

Before the analysis of the data construct validity was determined, Cronbach's
alpha was used to test items of the scale, correlation coefficient and multiple regressions
were used to get answers to the research questions and test the hypothesis.

4.1 Socio-demographic Characteristics

The total data collected from respondents was 322, where 161 respondents were

Nepali students, and the other 161 participants were Thai students.
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Table 1 Summary of Socio-demographic Characteristics

Variables Nepalese Thai

Frequency | Percentage (%) | Frequency |Percentage (%)

Age group

18-23 50 31.056 60 37.267

24-29 101 62.733 79 49.068

30-35 10 6.211 22 13.665
Tota 161 100 161 100

Gender

Female 75 46.584 71 44.099

Male 86 53.416 90 55.901
Total 161 100 161 100

Type of Institution
Public 96 59.627 58 36.025

Private 65 40.373 103 63.975

Intention to enroll

Yes 98 60.870 105 65.217
No 18 11.180 20 12.422
Maybe 45 27.950 36 22.360

Total 161 100 161 100

4.2 Reliability Analysis of Study Variables
The reliability analysis for each variable was conducted to examine the internal
reliability of each scale for the sample used in this study. Reliability measures of each

variable have been shown in table 2.

Table 2 Values of Cronbach Alpha for Different Instruments for the Nepali and Thai

datasets
Variable Nepali Thai
Social Media Marketing .956 .899
Word of Mouth 954 872
Brand Awareness 953 867
Enroliment Intention 954 901
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For the Nepali dataset, the Cronbach's alpha value increases after drop of two
items in Social Media Marketing. Therefore, two items were dropped for higher reliability.
In general guidelines, the Cronbach's alpha value is highly acceptable when it exceeds
0.7. For the Nepali dataset, each dimension has acceptable Cronbach's alpha and alpha
values vary in the range of OL = 953 to Ol = .956. In the above table, all the values
are above 0.7, hence, it is highly accepted. For the Thai dataset, each dimension has
acceptable Cronbach's alpha and alpha values vary in the range of QU = .867 to Ol =

.901. In the above table, all the values are above 0.7, hence, it is highly accepted.

4.3 Multiple Regression Analysis
In multiple regression analysis, set of regression models were run simultaneously
on both datasets to examine and test the effect of independent variables: Social Media
Marketing, Word of Mouth, and Brand Awareness- on the dependent variable-enroliment
intention. At first regression analysis was conducted for Nepali dataset and then
regression analysis was conducted for Thai dataset.
4.3.1 Findings of the Nepali Students
To examine the relationship of Social Media Marketing with Word of
Mouth, a regression was conducted. The regression results (table 3) shows that Social
Media Marketing has significant influence on Word-of-Mouth Marketing.
1) The hypothesis testing of Social Media Marketing (SMM) on
Word-of-Mouth Marketing
The regression result showed that the overall model was highly significant
(F value 1789.218, and p-value = 0.000). The R® value showed that 81.7% of the
variation and the beta value of SMM while regressing the WOM was 0.954, indicating

a strong positive and significant relationship between SMM and WOM which supports HW.

Table 3 Regression Analysis for Dependent Variable: Word of Mouth Marketing (Nepali

students)
Unstandardized Coefficients
Model B Std. t value | p value (R Square| Adj F Sig
Error R-squared
Constant 189 104 1.820 .070 817 817 |1789.218| .000
SMM 954 .023 42299 | .000*

Note. * p>0.01, H1: Social Media Marketing (SMM) s Word of Mouth Marketing (WoM)
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2) Hypothesis testing of the Social Media Marketing and Word of Mouth

on a Brand Awareness
As shown in Table 4, The regression result displayed in table shows that the
overall model is a good fit for the data (F value 710.312, and p-value =0.000). The R?
value shows 78.1% of the variation. The regression result showed that 78.1% of the
variation in the dependent variable of SMM and WOM is explained by the independent
variable (BAW). The beta value between SMM and BAW is 0.470. There is a moderate
positive relationship between SMM and BAW. The second research hypothesis (H2) it
is found statistically significant (ﬁ: 0.470, p-value > 0.001). Similarly, the beta value
between WoM and BAW was 0.506, p-value > 0.001). Both hypotheses H2 and H3 are

acknowledged.

Table 4 Regression Analysis for Dependent Variable: Brand awareness (Nepali students)

Unstandardized Coefficients
Model B Std. t value | p value |R Square| Adj F Sig
Error R-squared
Constant 102 120 .848 .397 .781 .780 |710.312 | .000
SMM 470 .061 7.735 .000*
WoM 506 .058 8.776 .000*

Note. * p>0.01, H2: Social Media Marketing (SMM) = Brand Awareness (BAW), H3: Word
of Mouth (WoM) s Brand Awareness (BAW)

3) Hypothesis testing of the SMM, WoM, and BAW on Enrollment

Intention
The regression result displayed in table 5 shows that the overall model was a
good fit for the data (F value 770.376, and p value =0.000). The R® value shows .247
as the controlled variables (SMM, WOM, and BAW) explains 24.7% of the variance in
ENR. The regression result shows that SMM is significant as p = 0.001 and BAW is
highly significant as p < 0.01. The p-value= 0.000 for the regression between WOM and
BAW indicates a statistically significant relationship between the two. The beta value
between SMM and ENR is 0.180. This shows positive but not very strong relationship
and supports H4. The beta value between word of mouth and enrollment intention is
0.178. This shows a positive but not very strong relationship between WOM and ENR,
therefore, H5 is accepted. Conversely, the beta value between BAW and ENR is 0.602.
This shows a strong positive and significant relationship between BAW and ENR i.e. H6

is supported.
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Table 5 Regression Analysis for Dependent Variable: Enrollment intention (Nepali students)

Unstandardized Coefficients
Model B Std. t value | p value |R Square| Adj F Sig
Error R-squared
Constant 192 .096 1.993 .047 247 852 |770.376 | .000
SMM 180 .052 3.453 .001*
WoM 178 .050 3.546 .000*
BAW 602 .040 15.034 | .000*

Note: * p>0.01) H4: Social Media Marketing (SMM)=» Enroliment Intention (Enr), H5: Word
of Mouth (WoM) = Enroliment Intention (Enr), H6: Brand Awareness (BAW) = Enrollment
Intention (Enr)
4.3.2 Findings from the Thai Students
1) The hypothesis testing of the Social Media Marketing on Word
of Mouth
The regression result displayed in table 6 shows that the overall model was
highly significant (F value 189.658, and p value =0.000). The R’ value shows 54.9% of
the variation in WOM which is explained by SMM. The beta values of SMM ([3 = 0.752,
p >0.001) indicate that SMM has a positive relationship with WOM. In turn, bachelor
students' perception of word-of-mouth marketing is substantially responsive in enrolling

at a university. Therefore, the H1a is supported.

Table 6 Regression Analysis for Dependent Variable: Word of Mouth Marketing (Thai

students)
Unstandardized Coefficients
Model B Std. t value | p value (R Square| Adj F Sig
Error R-squared
Constant 972 234 4149 .000* 549 546 | 189.658 | .000
SMM 752 .055 13.772 | .000*

Note: *p>0.01, Hm1 . Social Media Marketing (SMM) = Word of Mouth Marketing
(WoM)
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2) The hypothesis testing of the Social Media Marketing and
Word of Mouth on a Brand Awareness
The regression result displayed in table shows that the overall model was highly
significant (F value 165.784, and p value =0.000). The R’ value shows 68.1% of the
variation in WOM and indicates that there is a statistically positive relationship between
SMM and BAW among Thai students (ﬁ = 0.292, p > 0.001). Bachelor's degree students
are typically influenced primarily by appealing social media marketing aimed at improving
the university’s brand awareness. Ultimately, H261 is endorsed.
Additionally, the beta value between WOM and BAW ([3 = 0. 666, p > 0.001).
In this regard, WOM has a strong connection with BAW. Remarkably, bachelor's degree
students are impacted by alumni word of mouth to friends and others, which is well
carried through the attractiveness of institution brand awareness. Ultimately, hypothesis

H3 is endorsed.
a

Table 7 Regression Analysis for Dependent Variable: brand awareness (Thai students)

Unstandardized Coefficients
Model B Std. t value | p value |R Square| Adj F Sig
Error R-squared
Constant 79 227 791 430 .681 677 | 165.784 | 000
SMM 292 .075 3.909 .000*
WoM .666 .074 9.052 .000*

Note: *p>0.01, HZE : Social Media Marketing (SMM) = Brand Awareness (BAW), H3a :
Word of Mouth (WoM)mpBrand Awareness (BAW)

3) Hypothesis testing of the SMM, WoM, and BAW on
Enrollment Intention

The conclusion, as F value = 80.320, p = 0.001, R2 = 0. 583, prevails a statitically
significant interconnection between the variables, as the controlled variable explains over
58 percent of the variance in enrollment intention as shown in Table 8.

The regression result shows that SMM does not appear to be significant to ENR
as ﬁ = 0.292, and p > 0.05, hence H4a is disapproved for the Thai dataset. While, WOM
has a positive connection with ENR (B = 0212, and p < 0.05). As word of mouth from
alumni is a powerful kind of marketing, it can have a significant impact on prospective
students' decisions to enroll in university. Ultimately, H521 is accepted. Lastly, it was to
be seen that BAW shows the positive and significant relationship with ENR. It is crucial

for a university to establish and maintain brand awareness in order to attract and retain
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customers. A strong brand awareness can lead to increased enrollment as customers are
more likely to trust and choose a brand they are familiar with, as a result, hypothesis

H68 is authorized.

Table 8 Regression Analysis of of the SMM, WoM, and BAW on Enroliment Intention
of Thai Students

Unstandardized Coefficients
Model B Std. t value | p value |R Square| Adj F Sig
Error R-squared
Constant 837 243 3.442 .001 583 575 80.320 | 0.001
SMM 122 .084 1.453 148
WoM 212 .097 2.184 .030*
BAW 458 .086 5.326 .000**

Note: **p>0.05, **p>0.001, H%l . Social Media Marketing (SMM) s Enroliment Intention
(Enr), HSa : Word of Mouth (WoM) = Enroliment Intention (Enr), Hea . Brand Awareness
(BAW) = Enrollment Intention (Enr)

4.4 Comparison between Nepali and Thai datasets

As displayed in table 9, the comparison of the results between Nepali and Thai
dataset found that. First, HW, H1a: Both data sets are significantly statistical between
SMM and WOM. Thus, H1, H161 are supported. Second, H2, Hza: Both the datasets
showed positive and significant relationship between SMM and BAW. Thus, H2, H2a are
supported. Third, HS, HSa: WoM has significant effect on BAW of universities in Nepal
and Thailand among the students of the respective countries both the datasets showed
positive and significant relationship. Both data sets are significantly statistical between
SMM and BAW. Thus, Hs, H3a are verified. Fourth, H4, H4a: SMM has significant effect
on Enr of universities in Nepal however SMM does not have significant effect on Enr
and Thailand. The Nepali dataset showed positive and significant relationship between
SMM and Enr, however, the Thai dataset showed positive but not significant relationship.
Therefore, H4 is only endorsed. Fifth, Hs, Hsa: The relationship between WoM and Enr
the Nepali dataset showed negative relationship. WoM does not seem significant in the
Enr of Nepali students. Conversely, the Thai dataset showed positive and significant
relationship between WoM and Enr. Therefore, H5a is only endorsed. Sixth, HG, HGa: BA
has significant effect on Enr of universities in Nepal and Thailand. Both the datasets
showed a positive and significant relationship between BAW and Enr. HG, HGa are endorsed.

Table 9 Summary of Hypothesis Evaluation



21581SgnSUSIFAL UR 37 auui 3 nsnniAu - Aueneu 2566 153

H | Hypothesized| [3 Sig. Result | [3 Thai | Sig. | Thai Result
path Nepali
H1V1a SMM = WOM| 0.954 | .000*** | Accepted 752 .000** Accepted
H, . SMM=» BAW | 047 | .000"* | Accepted 292 .000*** Accepted
Hm WOM=» BAW | 0.506 | .000*** | Accepted 666 .000*** Accepted
H4,4a SMM s ENR | 0.18 | .001* | Accepted 122 148 Rejected
H5,5a WOM = ENR | 0.178 | .000"* | Accepted 212 .030* Accepted
H .. BAW= ENR | 0.602 | .000*** | Accepted 458 .000*** Accepted

5. Discussion

The study focused on the comparative study of the role of Alumni’s WoM as
well as Brand Awareness in terms of the relationship between Social Media Marketing
strategies of universities and the intention of Nepali and Thai students to enroll in
universities.

Multiple Regression Analysis was used for both Nepali and Thai dataset to
find the relationships between the study variables. In line with the first hypothesis, the
study concludes the SMM has significant effect on the WoM marketing of universities
in Nepal and Thailand. The finding is supported by previous studies which confirm that
online communities and social media facilitate Word of Mouth and influences consumer
behavior. They also corroborate that online communities are social proxy for individual
association encouraging people to share and participate in WOM activities (Cheung et
al., 2008; Subramani & Rahogopalan, 2003).The second hypothesis, SMM has significant
effect on the BA of universities in Nepal and Thailand. As suggested by Constantinides
and Zinck Stagno (2012), social media supports participation and engagement that if
tapped, has extraordinary potential to increase the visibility and brand awareness of
university and attract more students. The third hypothesis, Alumni’s WoM has significant
effect on BA of universities in Nepal and Thailand among the students of the respective
countries. As suggested by Polyorat (2011) universities especially in Thailand should
provide alumni positive experience to encourage positive WoM which in turn affects the
brand awareness and perception of the universities. The fourth hypothesis, SMM has
a significant effect on student Enr of universities in Nepal. The Nepali dataset showed
positive and significant relationship between SMM and Enr, however, the Thai dataset
showed a positive but not significant relationship. Galan et al. (2015) also believe
universities' social media can be exploited as student recruitment tool. The fifth
hypothesis, WoM has a positive effect on student Enr of universities in Nepal and

Thailand. The sixth hypothesis, BA has significant effect on student Enr of universities
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in Nepal and Thailand. Both the datasets showed positive and significant relationship.
Brand awareness is one of the important factors that affects the behavior of prospective
students as well as alumni continuing education (Mulyono, 2016). BA seems to increase

the Enr more for Thai students rather than the Nepali students.

6. Conclusion

Managerial Implications

Social Media Marketing has a significant effect on Word-of-Mouth marketing,
and universities can use analytics and AB testing to increase brand awareness and
visibility. They also need to be present online on social media to answer and interact with
prospective students. Alumni’s Word of Mouth seem highly significant in the enroliment
intention of Thai students, therefore Thai universities and recruiters can collaborate with
alumni to leverage alumni’s testimonials and employ their alumni to encourage enrollment.
Universities should prioritize alumni's testimonials in their social media marketing plan
to increase student recruitment. The marketing team can collaborate with the alumni
and create testimonials in the form of blogs, podcasts, and videos. Universities can also
share the accomplishments of their alumni in their social media accounts to impress
and attract prospective students. Universities can use social media to increase brand
awareness and visibility to attract more students and localize their content to fit the
preferences of their target audience via blogs, podcasts, videos, online seminars,
workshops, and social media posts. Universities can collaborate with their alumni by
making them student recruiters and working out a compensation system to connect
with international students, creating a student recruitment and outreach team with staff,
current students, and alumni. They should also be present online on social media
to answer and interact with prospective students. Institutions can reestablish contact
with their alumni and solicit financial contributions from them for international student
recruitment. This study will help universities and higher educational institutions set SMART
marketing goals, curate, create and market content accordingly, and inform independent

marketing consultants of the difference in Nepali and Thai students' enrollment intentions.

Theoretical Implication

This study helps to expand knowledge, understanding and application of social
media marketing strategies of universities, alumni's word of mouth as well as brand
awareness in terms of Nepali and Thai students' enrollment intention. It fills the gap in
the literature and provides applicable knowledge on Alumni's Word of Mouth and the

use of Social Media Marketing to amplify the effectiveness of alumni's testimonials.
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Limitations and Future Studies

Future studies should focus on socio-demographic aspects such as income level,
education level, marital status, and employment status, and more to create marketing
plans and student recruitment strategies for specific social media platforms. In addition,

future studies could also differentiate and focus on specific social media platforms such
as Facebook, Instagram, etc.
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Abstract

This research aims to study the general samples of the service marketing mix
by comparing the differences in the cosmetic reproducing decision, by classification of
the business type, the product type, personnel positions, coordinators, quantity of the
products, and the implementation period. In addition, the research is to study the authority
relationship of the service marketing mix, which affects the cosmetic reproducing decision.
The research’s population is entrepreneurs who have reproduced the cosmetic products
at the cosmetic manufacturer in Nonthaburi between September 2022 to February 2023.
Using a survey research method by collecting online questionnaire data from 181 samples.
Initial analysis by descriptive statistics, including percentages, averages, and standard
deviation. Research hypothesis testing by using T-test and One-Way ANOVA (F-test)
statistics, the Pearson Correlation Coefficient Analysis, Multiple Regression Analysis, and

estimating the correlation by and Maximum likelihood estimation method. The results
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showed that most of the respondents were juristic persons, which have operated for
0-5 years, and ordered more than 4 products including cosmetic products. The
business type and implementation period have an influence on the cosmetic reproducing
decisions of medium-sized manufacturers in Nonthaburi. Moreover, the distribution channel,
sales promotion, process, and physical description have an authority relationship in the
cosmetic reproducing decision of medium-sized manufacturers in Nonthaburi significantly,

which effectively predicts the influence of the cosmetic reproducing decision is 89%.

Keywords: Service Marketing Mix, Purchase Decision, Cosmetics, Brand Building
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