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Abstract

The correction of vision and eye health issues is an essential part of primary
medical and public health services, with optometrists playing a crucial role in providing
these services. In 2024, Thailand had 725 licensed optometrists. However, the demand for
eye health services continues to rise due to an aging society, increased use of technology,
and the goal of the Sustainable Practices in Eye Care Services 2030 (SPECS 2030) initiative
by the World Health Organization (WHO), which focuses on enhancing public health system
capacity to ensure equitable access to eye care services.

This study examines the workforce of optometrists in Thailand using Secondary
Analysis, comparing optometry workforce in Thailand with international standards set by the
WHO, the World Council of Optometry (WCO), the International Agency for the Prevention
of Blindness (IAPB), and ASEAN countries. Additionally, it forecasts the production rate of

optometry graduates from educational institutions offering optometry programs.
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The findings reveal that the workforce ratio of optometry professionals in Thailand
does not yet align with international standards for developing countries, which recommend
at least 1,400 optometrists for a population of up to 70 million. This gap may affect
long-term accessibility to eye health services. Aligning the workforce with global standards can
help reduce disparities in access to eye health services and support public health reforms.
A key recommendation from this study is to establish a national goal for developing the
optometry workforce in accordance with WHO and IAPB standards. Additionally, integrating
optometrists into the public healthcare system is essential to improving the nationwide

distribution of eye care services, ensuring sustainable and equitable access for all citizens.
Keywords: Optometry, Art of Healing, Workforce, SPECS2030, Public Health System
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Abstract

This study aims to examines the impact of service efficiency on customer satisfaction
within government financial institutions. Data was collected by distributing questionnaires
to a sample of 385 government financial institution customers. Multiple Regression Analysis
was employed to analyze the data. The findings support the hypothesis, indicating that
service efficiency significantly affects customer satisfaction in government financial institutions
at the 0.001 statistical significance level. Notably, the service efficiency variable with the
highest impact on customer satisfaction was progressive service (Beta = 0.497), followed by
continuous service (Beta = 0.194), ample service (Beta = 0.173), timely service (Beta = 0.170),
and equitable service (Beta = 0.168). These results demonstrate that all aspects of service
efficiency influence customer satisfaction in government financial institutions, with progressive
service receiving the highest positive evaluation. Progressive service helps bridge the gap
between traditional public sector operations and the evolving expectations of customers,
who increasingly favor digital and user-friendly services. The study suggests that progressive
improvements, such as mobile banking and digital document processing, positively affect

customer satisfaction by enhancing accessibility and convenience.

Keywords: Service Efficiency, Customer Satisfaction, Government Financial Institutions
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Introduction

In today’s highly competitive financial environment, government financial institutions
are increasingly challenged to deliver high-quality services that align with the evolving needs
and expectations of their customers. Unlike private financial institutions, which frequently
focus on service innovation to attract and retain clients, public institutions often operate
under bureaucratic limitations, limited budgets, and uniform policies. These constraints can
result in lower service efficiency, which may negatively impact customer satisfaction.

Government financial institutions, therefore, face mounting pressure to enhance
service efficiency to fulfill customer expectations and boost satisfaction. Private institutions
have the advantage of quickly adapting to customer needs through advanced technology
and flexible service models, while government financial institutions may be restricted by rigid
frameworks that limit responsiveness and adaptability (Wibowo, 2020). This gap presents a
challenge for public institutions, as customers may compare their service quality to that of
private entities, leading to potential dissatisfaction if expectations are not met.

Customer satisfaction within government financial institutions is essential because it
not only impacts customer loyalty but also reflects public confidence in government systems.
However, there is a limited understanding of the specific elements of service efficiency that
influence satisfaction in public financial services. This research aims to identify the most
influential aspects of service efficiency that affect customer satisfaction in government
financial institutions, examining both operational and strategic dimensions. By addressing
this gap, the study seeks to provide insights that could enhance service quality, improve
the customer experience, and foster a positive public perception of government financial
services.

Customer satisfaction is also a well-recognized factor in fostering loyalty and trust
in financial services, as well as a measure of institutional success (Parasuraman et al., 1988).
Although significant research has examined customer satisfaction in private financial
institutions, there is a noticeable research gap regarding the factors that influence satisfaction
in government financial institutions, especially regarding service efficiency. Service efficiency,
which includes aspects such as response time, accessibility, and accuracy, has been
identified as essential to customer satisfaction, but its effects within public institutions remain
underexplored (Johnston, 1995).

Research indicates that inefficiencies in government services can lead to reduced
satisfaction and a decline in public trust, potentially discouraging the use of public financial
services (Bitner et al., 2000; Yusoff & Alhaji, 2012). This study, therefore, aims to bridge this
gap by analyzing specific dimensions of service efficiency that impact customer satisfaction
in government financial institutions. By examining these dimensions, the study aims to offer
recommendations that could enhance service delivery, improve customer satisfaction, and

strengthen public confidence in government-managed financial services.
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The Objective of Study
To examine service efficiency that affects customer satisfaction in government

financial institutions.

Literature review
Service efficiency

In government financial institutions, service efficiency refers to the ability to deliver
public financial services effectively and promptly while minimizing costs and maximizing
resource utilization. This concept involves balancing speed, quality, and accessibility in
service delivery to meet public needs reliably. Service efficiency is measured by factors such
as equitable access, timeliness, adequacy, continuity, and innovation in services provided.
Government financial institutions often face unique constraints—such as regulatory limits,
resource limitations, and rigid operational frameworks—that impact their capacity to deliver
services as flexibly as private financial institutions. Efficient service in this context means
optimizing available resources and managing procedural hurdles to enhance customer
satisfaction and public trust (Johnston, 1995). In this sense, service efficiency also includes
the ability to adapt progressively to meet the evolving needs of the public, ensuring fair
and consistent access for all customers (Yusoff & Alhaji, 2012).

To provide a robust theoretical underpinning, service efficiency can be anchored
in frameworks such as the SERVQUAL model (Parasuraman et al., 1988), which highlights
the dimensions of service quality affecting customer satisfaction. Adapting SERVQUAL to
public financial institutions, the five key aspects—equitable, timely, ample, continuous,
and progressive service—align with the broader principles of service quality and customer
satisfaction.

Effective service efficiency in public financial institutions reflects a commitment to
transparency, responsiveness, and adaptability, aiming to enhance the customer experience
and foster a positive perception of government-managed financial services. In exploring
the dimensions of service efficiency in government financial institutions, five key aspects—
equitable, timely, ample, continuous, and progressive service—have emerged as significant
components impacting customer satisfaction.

1. Equitable Service: Equity is essential in public services, as it ensures fair treatment
and equal access to resources, promoting a sense of justice and inclusivity among
customers (Bayly et al., 2021). This factor is particularly relevant in government financial
services, where equitable access can improve public trust and satisfaction. Ensuring fairness
in service delivery is fundamental in public institutions, fostering trust and inclusion
(Johnston, 1995). Equity reflects adherence to principles of social justice, particularly in

serving diverse customer bases.
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2. Timely Service: The promptness of service delivery is critical, as delays can
negatively impact customer satisfaction and deter engagement with services. Efficient timing
has been shown to significantly correlate with higher satisfaction, especially in sectors where
service speed is a benchmark of quality (Luengalongkot, 2021). Responsiveness, as identified
in SERVQUAL, has been repeatedly shown to influence customer satisfaction, particularly in
contexts where delays undermine trust (Wibowo, 2020).

3. Ample Service: Ample or comprehensive service refers to the breadth and depth
of support provided to meet customers’ needs fully. Studies indicate that comprehensive
services that address all facets of customer requirements enhance the perception of value
and satisfaction (Johnston, 1995). Providing sufficient and accessible resources meets
customer expectations, ensuring their needs are met without unnecessary strain (Anderson
& Mittal, 2000).

4. Continuous Service: Consistency and reliability in service provision are also vital,
as they build trust and facilitate a stable customer relationship. Regular, uninterrupted
service improves satisfaction by reducing the stress and inconvenience associated with
service lapses (Bitner et al., 2000). Uninterrupted service provision demonstrates reliability
and organizational resilience, which are critical in government institutions (Hsiao & Lin, 2008).

5. Progressive Service: Progressive or innovative services adapt to changing customer
needs and technological advances, which is particularly relevant as customers increasingly
compare public sector efficiency with private entities that often embrace innovation more
rapidly. This element not only enhances satisfaction but also aids in maintaining relevance in
a competitive landscape (Yusoff & Alhaji, 2012). Innovating and adapting services to evolving
customer expectations signals adaptability and commitment to improvement (Fornell &
Larcker, 1981).

Together, these dimensions form a comprehensive framework for examining how
service efficiency affects customer satisfaction. By addressing each dimension effectively,
government financial institutions can work to close the gap between public and private
service quality, fostering greater satisfaction and public trust. These insights align with recent
findings in public administration and service management research, underscoring the need
for a well-rounded service approach that includes equitable and progressive models to
meet evolving customer expectations.

Empirical studies reinforce the significance of these dimensions. A study by Jones
and Sasser (1995) found that equity in financial services led to higher levels of customer
satisfaction and loyalty. Research by Bitner et al. (1990) emphasized the importance
of timeliness and responsiveness in retaining customer trust. The role of ample and
continuous service was highlighted in studies by Berry and Parasuraman (1991), linking

resource adequacy and reliability with enhanced customer experiences.
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These insights align with recent findings in public administration and service
management research, underscoring the need for a well-rounded service approach that

includes equitable and progressive models to meet evolving customer expectations.

Customer Satisfaction Levels

Customer satisfaction represents how well a service meets or exceeds the
expectations of its customers, and it is fundamental for customer loyalty and organizational
success. Researchers categorize satisfaction into distinct levels that reflect increasingly
positive customer experiences: (Chaturvedi, 2021).

1. Basic needs satisfied: This is the minimum threshold where a service meets a
customer’s core expectations. Fulfilling basic needs prevents dissatisfaction, but does not
necessarily inspire loyalty. In government financial institutions, this level of satisfaction
involves providing reliable, essential services in a secure environment, fulfilling customer
expectations without any extraordinary service attributes. Meeting fundamental requirements
is the foundation of customer trust. Neglecting these needs can lead to dissatisfaction, as
suggested by Herzberg’s Two-Factor Theory (1959).

2. Expectation satisfied: Here, services not only meet but also modestly exceed
the customer’s anticipated quality or efficiency. This level may involve enhancements like
responsive support or ease of access. For instance, timely updates and minimal wait times
in government financial processes may help meet or slightly exceed expectations,
contributing to overall satisfaction but still within a predictable range (Saxena, 2023). Aligning
with customer expectations ensures a neutral-to-positive service experience and prevents
dissatisfaction (Oliver, 1980).

3. Extra satisfaction: this level is achieved when services go beyond standard
expectations, creating a memorable experience that increases customer loyalty. At this
stage, personalized service, efficient digital tools, and proactive customer support can
leave a positive impression, particularly in sectors where personalization is rare. Providing
additional benefits, such as personalized services, fosters emotional engagement and signals
organizational care for customer well-being (Anderson & Mittal, 2000).

4. Customer delight: This pinnacle of satisfaction is achieved when service delivery
not only meets all expectations but surprises customers, evoking an emotional connection.
In financial institutions, deligsht might involve unexpected conveniences or rewards, such
as personalized advice, financial tools, or offers that enhance the perceived value and
deepen customer loyalty. (Chaturvedi, 2021). Going beyond expectations creates memorable
experiences, generating strong emotional connections that lead to advocacy and loyalty
(Kumar et al., 2001).
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Each level of customer satisfaction plays a role in fostering loyalty, with higher
levels often correlating with increased trust and reduced churn rates. While meeting basic
expectations is essential to retain customers, higher levels of satisfaction and delight are
essential for customer loyalty and positive public perception, especially within government
institutions where customers may otherwise have limited choice.

To provide a more comprehensive theoretical foundation, the concept of customer
satisfaction can be linked to several established theories: 1) Expectancy-Disconfirmation
Theory (Oliver, 1980): this theory posits that customer satisfaction arises from the comparison
between expectations and perceived performance. The transition from basic needs
satisfied to customer delight reflects a progression from meeting to exceeding expectations.
2) Maslow’s Hierarchy of Needs (Maslow, 1943): applied to customer satisfaction, this
framework suggests that services must first address basic functional needs before
advancing to higher levels of emotional and experiential fulfillment, such as delight.
3) Service-Dominant Logic (Vargo & Lusch, 2004): this perspective underscores the co-creation
of value, emphasizing how services must align with customer roles, preferences, and
contexts to achieve higher satisfaction levels.

The significance of these levels is well-documented in empirical studies: Basic
Needs Satisfied: Research by Kotler and Keller (2016) highlights that fulfilling functional
needs prevents churn. Expectations Satisfied studies by Zeithaml et al. (1993) show that
meeting expectations correlates strongly with retention rates. Bitner et al. (1990) observed
extra satisfaction unexpected positive services enhance overall satisfaction scores. Customer
Delight according to Rust and Oliver (2000), delight amplifies loyalty and advocacy, making

it a strategic priority for organizations.

Conceptual framework

Dependent Variables Independent Variables

- Equitable Service - Basic Needs Satisfied

- Timely Service - Expectations Satisfied
—>

- Ample Service - Extra Satisfaction

- Continuous Service - Customer Delight

Hypothesis: Service efficiency affects customer satisfaction in government financial

institutions.
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Methodology
Population and Sample

The population used in this research consists of customers of government financial
institutions, with the exact number of this population being unknown. The sample was
obtained through 1) stratified sampling: the sampling process begins by distributing participants
across each of the seven government financial institutions headquarter, with 55 participants
selected from each institution 2) Time sampling: the researcher sets a specific time frame
for distributing the questionnaires, which is Friday from 11:00 to 14:00 p.m. In determining
the sample size for this study, the researcher applied a formula for cases where the exact
population size is unknown. Consequently, Cochran’s formula for an unknown population
size was used, setting a 95% confidence level and a 5% margin of error (Cochran, 1977).
Based on this criterion, the minimum sample size required is at least 385 participants. The
study employed a self-administered questionnaire method to collect data. This approach
is widely recognized for its efficiency in gathering large volumes of information directly from
respondents while minimizing interviewer bias. Questionnaires were distributed at branch
offices of financial institutions on Friday from 11:00 to 14:00 p.m. Clear instructions were
included to guide respondents on how to complete the questionnaire.

The data for this study was collected using a questionnaire with the following
sections: (1) demographic information about respondents, including gender, age, education,
occupation, and income; 2) service efficiency is equitable service, timely service, ample
service, continuous service, and progressive service presented in a 5-level Rating Scale 3)
customer satisfaction levels are basic needs satisfied, expectation satisfied, extra satisfaction,
customer delight presented in a 5-level Rating Scale. Prior to the main data collection,
a pilot test was conducted to ensure reliability. The internal consistency of the 385 responses
was measured, resulting in a Cronbach’s alpha of 0.98. Content validity was confirmed by
three experts, yielding an average Index of Content Validity (I0C) of 0.90, with item-wise
values ranging from 0.80 to 1.00, which supports the questionnaire’s validity, as all values
exceed 0.5. Statistical analysis was performed using software, and hypothesis testing was

conducted via Multiple Regression Analysis.
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The Results
Table 1

General Demographic Information of Respondents

Demographic Characteristics Number (Person) Percentage (%)
Gender
Male 143 37.14
Female 242 62.86
Age
20-30 years 27 7.01
31-40 years 133 34.55
41-50 years 140 36.36
51-60 years 45 11.69
Above 60 years 40 10.39
Education
Below Bachelor’s Degree 113 29.35
Bachelor’s Degree 237 61.56
Master’s Degree 25 6.49
Doctoral Degree 10 2.60
Occupation
Government Employee 120 31.17
State Enterprise Employee 105 27.27
Company Employee 50 12.99
Entrepreneur 60 15.58
Others (e.g., Retired) 50 12.99
Income
Below 15,000 THB 10 2.60
15,001-25,000 THB 27 7.01
25,001-35,000 THB 130 33.77
35,001-45,000 THB 128 33.25
45,001-55,000 THB 60 15.58
Above 55,001 THB 30 7.79

From Table 1, it was found that the majority of respondents were female 242
(62.86%). Most were aged 41-50 years, totaling 140 (36.36%), with the highest level of
education being a Bachelor’s degree, held by 237 (61.56%). Regarding occupation, the
majority were government employees, numbering 120 (31.17%). The most common income
range was 25,001-35,000 THB, reported by 130 (33.77%).



Service efficiency Mean Standard Deviation Level of agreement
(SD)

Equitable service 4.13 0.77 Agree

Timely service 4.15 0.65 Agree

Ample service 4.21 0.72 Strongly agree

Continuous service 4.23 0.80 Strongly agree

Progressive service 4.28 0.74 Strongly agree
Total 4.20 0.60 Agree

Table 2 shows that the mean value of overall service efficiency was evaluated by
customers had high average (M = 4.20, SD = 0.60). When considering each aspect, it was
found that service efficiency in terms of progressive service had the highest average (Mean
=4.28, SD. = 0.74), followed by continuous service (Mean = 4.23, SD = 0.80), ample service
(Mean = 4.21, SD = 0.72), timely service (Mean = 4.15, SD. = 0.65), and equitable service
(Mean = 4.13, SD. = 0.77).

Table 3

Mean and Standard Deviation of customer satisfaction levels

Customer satisfaction Mean Standard Deviation Level Of Agreement
levels (SD)
Basic needs satisfied 4.35 0.57 Strongly agree
Expectation satisfied 4.30 0.54 Strongly agree
Extra satisfaction 4.23 0.64 Strongly agree
Customer delight 4.16 0.60 Agree
Total 4.26 0.45 Strongly agree

Table 3 shows that the mean value of overall customer satisfaction levels had a
highly average (Mean = 4.26, SD. = 0.45). When considering each aspect, it was found that
customer satisfaction levels in term of basic needs satisfied had the highest average (Mean
=4.35, SD. = 0.57), followed by expectation satisfied (M = 4.30, SD = 0.54), extra satisfaction
(Mean = 4.23, SD. = 0.64), and customer delight (M = 4.16, SD = 0.60).

SUTHIPARITHAT JOURNAL Vol. 39 No. 1 January - March 2025
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Mean and Standard Deviation of service efficiency
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Table 4

Multiple Regression Analysis of service efficiency and customer satisfaction levels

Customer satisfaction levels

Service efficiency Sig.  Tolerance VIF
S.Eest B t

Constant 0.127 | 0.152 1.835*** 1 0.000

Equitable service 0.175 | 0.056 | 0.168 | 2.432*** | 0.000 0.494 2.023

Timely service 0.180 | 0.061 | 0.170 | 3.541*** | 0.000 0.289 3.458

Ample service 0.184 | 0.049 | 0.173 | 3.742*** | 0.000 0.370 2.703

Continuous service | 0.224 | 0.059 | 0.194 | 3.789*** | 0.000 0.304 3.295
Progressive service | 0.558 | 0.057 | 0.497 | 9.842*** | 0.000 0.311 3.219
R =0.892 R® = 0.687 Adjust R* = 0.683 F = 163.583 sig = 0.000

***statistically significant level at the 0.001

According to Table 4, the researcher used independent variables or predictor
variables to examine whether these variables could jointly predict the dependent variable
by applying Multiple Regression statistics. The analysis found that there were four predictor
variables: equitable service, timely service, ample service, continuous service, and progressive
service. These four independent variables were able to significantly predict the satisfaction
of users of public financial institutions at the 0.001 level and had a predictive power of
approximately 68.3% (Adjusted R? = 0.683).”

When considered overall, it is found that the F-statistic has a value of 163,583, and
the p value is less than 0.001. This implies that there is statistical significance overall at the
0.001 level. When examined in detail, it is found that

1. The t-statistic for the variable ‘progressive service’ has a value of 9.842, and the
p value is less than 0.05. This indicates that progressive service variable significantly affects
customer satisfaction levels in government financial institutions at a statistical significance
level of 0.001.

2. The t-statistic for the variable ‘continuous service’ has a value of 3.789, and the
p value is less than 0.05. This indicates that continuous service variable significantly affects
customer satisfaction levels in government financial institutions at a statistical significance
level of 0.001.

3. The t-statistic for the variable ‘ample service’ has a value of 3.742, and the
p value is less than 0.05. This indicates that ample services variable significantly affects
customer satisfaction levels in government financial institutions at a statistical significance
level of 0.001.
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4. The t-statistic for the variable ‘timely service’ has a value of 3.541, and the p
value is less than 0.05. This indicates that timely service variable significantly affects customer
satisfaction levels in government financial institutions at a statistical significance level of
0.001.

5. The t-statistic for the variable ‘equitable service’ has a value of 2.432, and the
p value is less than 0.05. This indicates that equitable service variable significantly affects
customer satisfaction levels in government financial institutions at a statistical significance
level of 0.001.

When considering the Beta values, progressive service (Beta = 0.497) has the greatest
impact on organizational citizenship behavior, followed by continuous service (Beta = 0.194),
ample service (Beta = 0.173), timely service (Beta = 0.170), and equitable service (Beta =
0.168).

The issue of multicollinearity was examined to ensure that all independent variables
were not intercorrelated. This was assessed using the Collinearity Statistic, which evaluates
the relationships among multiple independent variables. The results yielded two key values
1) Tolerance values ranged between 0.289 and 0.494, all of which were greater than 0.10. 2)
Variance Inflation Factor (VIF) values ranged between 2.023 and 3.458, all of which were less
than 10. These results indicate that there is no multicollinearity problem or intercorrelation

among the independent variables.

Conclusion and Discussion

This study aimed to examine the effect of service efficiency on customer satisfaction
within government financial institutions. The findings supported the hypothesis, revealing
that progressive, continuous, ample, timely, and equitable services are key components
of service efficiency that significantly impact customer satisfaction in government financial
institutions but were most positive in their assessments of progressive service.

The findings of this study highlight that service efficiency in government financial
institutions is a multidimensional construct that significantly affects customer satisfaction.
Specifically, progressive service, continuous service, ample service, timely service, and
equitable service were identified as critical components influencing satisfaction levels. These
dimensions provide actionable insights for improving service delivery in government financial
institutions, aligning with previous research on public sector service quality and efficiency.

Progressive service, characterized by innovation and modernization, was found to be
an essential predictor of customer satisfaction in this study. This aligns with the SERVQUAL
model, which emphasizing adopting forward-thinking, technology-driven solutions to
enhance customer experience (Parasuraman et al., 1988). In government financial
institutions, progressive service helps bridge the gap between traditional public sector

operations and the evolving expectations of customers who increasingly favor digital and
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user-friendly interfaces. The results suggest that progressive service improvements, such
as mobile banking options or digital document processing, can positively impact customer
satisfaction by making services more accessible and convenient. The importance of continuous
service, ensuring that services are consistently available and reliable, also emerged as a
significant factor. This finding supports prior research which highligchts the need for
dependability in service delivery, particularly in public financial institutions where interruptions
can directly impact customer trust and satisfaction (Bitner et al., 1994). In contexts where
government financial institutions may face resource limitations or bureaucratic constraints,
establishing a consistent service framework is crucial. By ensuring that services are
continuously accessible, these institutions can meet customer expectations for reliability,
thereby enhancing satisfaction and fostering trust. Ample service, or the sufficiency of
resources and personnel, was another crucial dimension identified. This aspect is often
linked to customer perceptions of the organization’s capacity to handle inquiries and
issues promptly and effectively. Adequate staffing and resource allocation, such as an ample
number of service counters or extended customer support hours, can improve the customer
experience and reduce wait times, a factor known to influence satisfaction (Johnston, 1995).
By ensuring that resources are proportionate to customer needs, government financial
institutions can address service gaps and boost customer confidence in their service
efficiency. Timely service has been widely recognized as a fundamental determinant
of customer satisfaction in both public and private sectors (Zeithaml et al., 1990). The
findings of this study underscore that timely service delivery, especially in government
financial institutions, is critical for maintaining a high level of customer satisfaction. Delays
in financial transactions, processing times, or customer service response can quickly erode
trust and satisfaction. Thus, government financial institutions should prioritize minimizing
delays through streamlined processes and efficient workflow management, as the speed of
service is directly related to customer perceptions of  Finally, equitable service emerged
as an important dimension, reflecting the importance of fairness and impartial treatment
in customer service. Research on public sector service delivery suggests that fairess is a
significant determinant of customer satisfaction, particularly in settings where customers
expect standardized, non-discriminatory service (Haque, 2001). For government financial
institutions, equitable service is vital as it aligns with public expectations of transparency and
accountability. Customers place high value on receiving fair and unbiased treatment, which

can influence their trust in the institution and, consequently, their satisfaction.

Suggestions
1. Government financial institutions should prioritize investment in modern
technologies that streamline service delivery. This can include mobile banking apps, Al-driven

customer service chatbots, and online account management tools, which provide
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customers with flexible, accessible service options. These innovations not only make
transactions easier but also align public institutions with the digital service standards often
associated with private sector banks, thus enhancing customer satisfaction.

2. Government financial institutions should conduct periodic assessments of service
demand and allocate resources accordingly. For example, increasing the number of service
counters during peak hours, extending customer support hours, or hiring additional personnel
can help meet demand effectively. Utilizing data analytics to predict high-traffic periods
and reallocating resources based on these insights will ensure that customers receive the
support they need promptly, leading to greater satisfaction and efficiency.

3. Government financial institutions should focus on streamlining internal processes
to reduce transaction times and enhance response speed. Implementing workflow
automation, minimizing paperwork, and using digital forms can all contribute to reducing
customer wait times. Additionally, establishing clear service benchmarks (e.g., average wait
time, response times for queries) and regularly monitoring performance against these

benchmarks will allow institutions to maintain high standards for timely service.

Future Research

1. Future studies could focus on the impact of digital transformation initiatives
within government financial institutions.

2. Future studies could explore how aspects of organizational culture, such as
openness to innovation, employee empowerment, and customer-centric values, impact
the implementation of service efficiency improvements.

3. Future studies could investigate how customer expectations and satisfaction with
service efficiency vary across different regions or demographic groups.

4. Future studies could investigate whether improved service efficiency leads
to sustained customer trust, repeat usage, and overall loyalty to government financial

institutions.
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Abstract

This research aims to investigate the components of work engagement among
new employees that influence organizational citizenship behavior. In this study, data was
collected by distributing questionnaires to a sample group of 370 new employees. Data
analysis was conducted using multiple regression statistical analysis. The results indicated
that the hypotheses were supported, as the components of work engagement among
new employees significantly influenced organizational citizenship behavior at a statistical
significance level of 0.001. Notably, the component that had the most significant impact
on organizational citizenship behavior was the variable of trust (Beta = 0.395), followed by
commitment (Beta = 0.233), goal-setting and objectives (Beta = 0.157), and autonomy in
work (Beta = 0.148).

This study demonstrates that all components of work engagement affect
organizational citizenship behavior, with the most positive assessment being that trust

influences organizational citizenship behavior significantly. For new employees, trust is
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particularly important as they navigate various challenges in a new work environment.
Trust fosters a psychological safety net that empowers them to take initiative and engage
in organizational citizenship behavior, as they feel more secure in their roles and supported
by the organization and its members. Furthermore, the presence of trust enhances new
employees’ work engagement by reducing fear of reprisal for minor mistakes and enabling
open communication, both of which contribute to higher levels of job satisfaction and

organizational commitment.

Keywords: Work Engagement, Organizational Citizenship Behavior, New Employees

Introduction

In today’s rapidly changing business environment, organizations increasingly rely on
new employees to adapt quickly and contribute effectively. However, fostering high levels
of commitment and positive behavior in new hires remains a challenging. Organizational
citizenship behavior, characterized by voluntary and beneficial actions that go beyond
formal job duties, is crucial for organizational success. New employees often face difficulties
integrating into their new roles and organizational culture, which may impact their level of
engagement and, consequently, their organizational citizenship behavior.

In the modern organizational landscape, work engagement plays a critical role in
influencing employee behaviors, especially among new employees who are transitioning
into their roles. Work engagement, typically characterized by trust, commitment, goals
and objectives, and autonomy has been found to have a strong correlation with positive
workplace outcomes, including organizational citizenship behavior (Schaufeli et al., 2002).
Organizational citizenship behavior, which refers to discretionary actions that contribute
to the organization’s overall effectiveness but are not part of formal job requirements, is
essential for fostering a cooperative and productive work environment (Organ, 1997).

Work engagement is a key factor influencing how new employees connect with
their work and organization, potentially shaping their willingness to exhibit organizational
citizenship behavior. Understanding the specific components of work engagement that
foster organizational citizenship behavior in new employees is vital for organizations
aiming to improve their onboarding processes and build a more collaborative, efficient, and
motivated workforce.

For new employees, establishing a sense of belonging and commitment can be
particularly challenging due to unfamiliarity with the organizational culture and work
processes. Their level of engagement is likely to affect their integration and subsequent
willingness to go beyond their formal job responsibilities (Saks & Gruman, 2014). The

components of work engagement such as emotional commitment, cognitive engagement,
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and the sense of purpose can therefore be critical in shaping these employees’ inclination
toward organizational citizenship behavior.

However, despite the known importance of work engagement, there remains a gap in
research specifically addressing the components of work engagement that most significantly
influence organizational citizenship behavior among new employees. Existing studies often
examine the two constructs in isolation or focus on general employee populations (Bakker
& Demerouti, 2008), leaving a gap in understanding the unique challenges and dynamics
faced by new hires. This gap is crucial to address, as effective onboarding and engagement
strategies can promote behaviors that improve teamwork, reduce turnover, and enhance
organizational performance (Allen, 2006).

Therefore, this research aims to explore the specific components of work engagement
that impact organizational citizenship behavior among new employees, providing valuable
insights for human resource professionals and organizational leaders in enhancing employee

integration and productivity.

The Objectives of Study
To investigate the components of work engagement among new employees that

influence organizational citizenship behavior.

Literature review
Work engagement

Work engagement is a multidimensional construct that reflects the energy, dedication,
and involvement individuals bring to their work roles. It comprises several key components
that contribute to an individual’s overall engagement and satisfaction within their job
context. This literature review explores four primary components of work engagement: trust,
commitment, goals and objectives, and autonomy.

1. Trust: Trust in the workplace is foundational to fostering engagement among
employees. Trust involves the belief that colleagues and organizational leaders will act in
a reliable, fair, and supportive manner. According to Mayer and Davis (1999), trust is built
upon three factors: ability (competence to perform tasks), benevolence (intentions to do
good), and integrity (adherence to a set of principles). When employees perceive trust in
their workplace relationships, they are more likely to engage fully in their roles, contribute
innovative ideas, and collaborate effectively with others (Dirks & Ferrin, 2002).

2. Commitment: Work commitment refers to the psychological attachment
employees develop towards their organization and its goals. Meyer et al. (1991) identified
three types of organizational commitment: affective commitment (emotional attachment
to the organization), continuance commitment (perceived costs of leaving the organization),

and normative commitment (sense of obligation to remain). High levels of commitment
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are associated with greater engagement, as committed employees are motivated to invest
time and effort into achieving organizational objectives and promoting its success (Meyer
& Herscovitch, 2001).

3. Goals and Objectives: Clear and meaningful goals and objectives provide
employees with direction and purpose in their work. Locke and Latham (2002) emphasize the
importance of setting specific, challenging, and achievable goals to enhance motivation and
performance. When employees have a clear understanding of their roles and responsibilities,
along with well-defined objectives aligned with organizational priorities, they experience a
greater sense of accomplishment and fulfillment. This alignment fosters engagement by
enabling individuals to see how their contributions contribute to larger organizational goals
(Latham & Locke, 2007).

4. Autonomy: Autonomy refers to the degree of independence and discretion
employees have in making decisions and performing tasks related to their job roles. Deci
and Ryan’s Self-Determination Theory (1985) posits that autonomy is a fundamental
psychological need that, when satisfied, promotes intrinsic motivation and engagement.
Empowering employees with autonomy not only enhances their sense of ownership and
responsibility but also allows them to leverage their skills and creativity to solve problems
and achieve outcomes. Organizations that provide autonomy alongside appropriate support
and resources enable employees to thrive and contribute actively to organizational success
(Gagné & Deci, 2005).

Organizational Citizenship Behavior

Organizational citizenship behavior refers to voluntary, extra-role behaviors exhibited
by employees that are not explicitly required but contribute to the overall functioning and
effectiveness of the organization. These behaviors enhance the social and psychological
environment within which task performance occus. organizational citizenship behavior is
typically categorized into five key dimensions: altruism, courtesy, sportsmanship, civic virtue,
and conscientiousness. This literature review examines each of these components and their
importance in fostering a positive organizational climate.

1. Altruism in the context of organizational citizenship behavior refers to voluntary
behaviors that help others within the organization, often without expectation of direct
reward. These behaviors may include offering assistance to colleagues who are strugsling with
their tasks, mentoring new employees, or stepping in to help during times of high workload.
According to (Podsakoff et al., 2000), altruistic behaviors can enhance team performance
and create a more cooperative work environment. Research suggests that altruism not only
improves interpersonal relationships but also contributes to organizational effectiveness by

increasing employee satisfaction and reducing conflict (Organ, 1997).
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2. Courtesy is defined as behaviors that prevent work-related problems for others
by being considerate and proactive. This can involve keeping colleagues informed, offering
warnings about potential problems, or taking steps to ensure that one’s actions do not
create unnecessary inconvenience for others. Courtesy is seen as a preventive measure that
helps mitigate misunderstandings and conflicts in the workplace (Podsakoff et al., 2000).
Employees who display courtesy often reduce interpersonal tensions and contribute to
smoother team interactions, thus fostering a more collaborative environment.

3. Sportsmanship reflects an employee’s willingness to tolerate less-than-ideal
conditions without complaining or showing negativity. It involves maintaining a positive
attitude even in challenging situations and refraining from creating unnecessary issues or
conflicts over minor inconveniences. Podsakoff et al. (1997) emphasize that sportsmanship
enhances organizational efficiency by minimizing distractions and conflicts, allowing
employees to focus on their tasks. Organizations that cultivate sportsmanship create a more
resilient workforce that can better handle stress and organizational change.

4. Civic virtue refers to behaviors that indicate an employee’s active participation
and interest in the organization’s well-being. Employees displaying civic virtue are concerned
with organizational governance, often attending meetings, staying informed about
organizational developments, and making suggestions for improvement. Civic virtue reflects
a broader sense of responsibility and loyalty to the organization (Organ, 1997). Research
indicates that employees who engage in civic virtue behaviors often contribute to the
organization’s long-term success by promoting innovation, policy adherence, and
organizational improvement (Podsakoff et al., 2000).

5. Conscientiousness within the framework of organizational citizenship behavior
refers to going beyond the basic requirements of one’s job, such as adhering to rules, arriving
on time, and ensuring that work is completed to a high standard. Conscientious employees
are meticulous, dependable, and consistent in their performance, often taking extra steps to
ensure the quality and timeliness of their work. Organ (1997) noted that conscientiousness
is crucial for organizational efficiency, as these employees help maintain order and prevent
issues that could arise from neglecting standards. High levels of conscientiousness contribute

to creating a disciplined and reliable workforce.

Hypothesis: The components of work engagement among new employees influence

organizational citizenship behavior.
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Methodology
Population and Sample

The population used in this study consists of new employees from three private
sectors in financial industry consider employees whose length of stay with the organization
has been less than 15 months in each department. The sample was obtained through
systematic random sampling procedures. The researcher obtained a list of new employees
from Human Resource Department of three private sectors because they all determines
that the employees who stay with the organization has been less than 15 months is new
employees. and selected 370 employees who had worked no more than 15 months in
each department. The researcher asked for assistance from Head of Human Resource
Department for identifying eligible employees and in distributing the questionnaires. The
respondents for this study were all considered permanent employees of the organizations.
The researchers determined the sample size using the formula from Krejcie and Morgan
(1970, pp. 607-610), resulting in a sample size of 370 individuals. Additionally, a 11% reserve
was added for incomplete questionnaires, amounting to 20 employees. In total, the sample
size is 370 employees.

The tool used for data collection is a Structural Questionnaire, comprising the
following sections: 1) general characteristics of the sample, including gender, age, education,
duration of employment, and income. 2) work engagement, such as trust, commitment,
goal and objectives, and autonomy. 3) organizational citizenship behavior, such as altruism,
courtesy, sportsmanship, civic virtue, and conscientiousness presented in a 5-level Rating
Scale questionnaire. Prior to actual data collection, a pilot test was conducted. The internal
consistency of the 370 questionnaires was assessed, yielding a Cronbach’s alpha coefficient
of 0.98. Content validity was confirmed through evaluation by three experts, with an
average Index of Content Validity (I0C) of 0.91. The item-wise I0C values range from 0.80 to
1.00, since the calculated values are greater than 0.5, the questionnaire is considered valid.
The researcher analyzed the data using computerized statistical software and conducted

hypothesis testing through Multiple Regression Analysis.

Data Collection

The researcher collected data as follows: 1) Developed an online questionnaire
using Google Forms, based on a pilot test conducted with a sample of 30 individuals.
Subsequently, the online questionnaire was sent to the Human Resources Department,
following a formal request for research collaboration. The data collection process via Google
Forms was successfully completed. 2) Checked the completeness of the responses received

for the online questionnaire. 3) Proceeded to analyze the collected data statistically.
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The Results
Table 1

Mean and Standard Deviation of work engagement

Work engagement Mean Standard Deviation (S.D.) n
Trust 4.42 0.76 370
Commitment 4.40 0.72 370
Goals and objectives 4.35 0.83 370
Autonomy 3.78 0.80 370

Total 4.24 0.78

According to Table 1, the mean value of overall employee engagement in work was
evaluated by employees as highly impact (Mean = 4.23, S.D. = 0.78). When considering each
aspect, it was found that employee engagement in terms of trust had the highest average
(Mean = 4.42, S.D. = 0.76), followed by commitment (Mean = 4.40, S.D. = 0.72), goal and
objectives (Mean = 4.35, S.D. = 0.83), and autonomy (Mean = 3.78, S.D. = 0.80), respectively.

Table 2

Mean and Standard Deviation of Organizational citizenship behavior

Organizational citizenship behavior = Mean Standard Deviation (S.D.)

Altruism 3.96 0.69 370

Courtesy 4.00 0.83 370

Sportsmanship 4.01 0.89 370

Civic virtue 4.05 0.77 370

Conscientiousness 4.05 0.79 370
Total 4.01 0.80

Table 2 shows that the mean value of overall organizational citizenship behavior
had a high average (Mean = 4.01, S.D. = 0.80). When considering each aspect, it was found
that the highest average, shared by two behaviors, was conscientiousness (Mean = 4.05,
S.D. = 0.79) and civic virtue (Mean = 4.05, S.D. = 0.77), followed by sportsmanship (Mean
= 4.01, S.D. = 0.89), courtesy (Mean = 4.00, S.D. = 0.83), and Altruism (Mean = 3.96, S.D. =
0.69), respectively.
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Table 3

Multiple Regression Analysis of Work engagement and organizational citizenship behavior

Organizational citizenship behavior

Work engagement

Sig. Tolerance VIF

b S.Eest B t
Constant 0.421 | 0.145 2.934*** 1 0.000
Trust 0.393 | 0.047 | 0.395 | 8.757*** | 0.000 0.422 |2.370
Commitment 0.203 | 0.043 | 0.233 | 4.927** | 0.000 0.438 |2.282
Goals and objectives| 0.139 | 0.046 | 0.157 3.099*** | 0.000 0.417 |2.395
Autonomy 0.164 | 0.047 |0.148 | 3.568*** | 0.000

R=0.796 R* = 0.632 Adjust R2 = 0.628 F = 168.041 df = (4, 365) SE.est = 0.407 p value = 0.000

***statistically significant at the 0.001 level

According to Table 3, when considered overall, it is found that the F-statistic
(4, 365) has a value of 168.014, and the p-value is less than 0.001. This implies that there is
statistical significance overall at the 0.001 level. When examined in detail, it is found that;

1. The t-statistic for the variable “trust’ has a value of 8.757, and the p value is less
than 0.001. This indicates that the trust variable significantly affects organizational citizenship
behavior at a statistical significance level of 0.001.

2. The t-statistic for the variable ‘commitment’ has a value of 4.927, and the p value
is less than 0.001. This indicates that the ‘commitment’ significantly affects organizational
citizenship behavior at a statistical significance level of 0.001.

3. The t-statistic for the variable ‘goals and objectives’ has a value of 3.099, and the
p value is less than 0.001. This indicates that the ‘goals and objectives’ variable significantly
affects organizational citizenship behavior at a statistical significance level of 0.001.

4. The t-statistic for the variable ‘autonomy’ has a value of 3.568, and the p value
is less than 0.001. This indicates that the ‘autonomy’ variable significantly affects
organizational citizenship behavior at a statistical significance level of 0.001.

When considering the Beta values, it is observed that the variable that has the
greatest impact on organizational citizenship behavior is the trust variable (Beta = 0.395),
followed by commitment variable (Beta = 0.233), goals and objectives variable (Beta = 0.157),

and autonomy variable (Beta = 0.148).
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Conclusion and Discussion

The research aims to investigate the components of work engagement among
new employees that influence organizational citizenship behavior. The hypothesis posits
that trust, commitment, goals and objectives, and autonomy will be evaluated as key
components of work engagement influencing organizational citizenship behavior.

Hypothesis was supported that all components of work engagement are influencing
organizational citizenship behavior. The findings of this study underscore the pivotal role of
work engagement components, particularly trust, in shaping the organizational citizenship
behavior of new employees. Work engagement, defined as a positive, fulfilling, work-related
state characterized by trust, commitment, goals and objectives, and autonomy, serves as
a foundational mechanism that encourages new employees to ¢o above and beyond their
formal job roles. Within this framework, trust emerges as a crucial factor that significantly
influences new employees’ willingness to contribute voluntarily to the organization.

This study highlights the significant influence of work engagement components trust,
commitment, goals and objectives, and autonomy on organizational citizenship behavior
among new employees. Each component uniquely contributes to fostering a supportive and
motivating environment that encourages new employees to go beyond their formal roles,
thus, positively impacting organizational citizenship behavior. These insights are particularly
valuable for organizations looking to optimize their onboarding and integration processes
to cultivate engaged and proactive new employees.

Trust emerged as a foundational of work engagement components influencing on
organizational citizenship behavior among new employees. Trust plays an essential role
in easing the transition period for new employees, who may initially feel uncertain about
their roles and the organizational culture (Saks & Gruman, 2014). A high level of trust in
supervisors, colleagues, and the organization can significantly enhance a new employ-
ee’s comfort level, thereby fostering psychological safety a crucial factor for encouraging
organizational citizenship behavior (Edmondson, 1999). When new employees trust their
environment, they are more likely to engage fully, seek help when needed, and exhibit
behaviors that support their team, even beyond their job descriptions. Establishing trust early
on, therefore, is crucial to integrating new employees in ways that promote engagement
and discretionary behaviors.

Commitment is another factor that drives engagement and organizational citizenship
behavior among new employees. New hires who feel a strong sense of commitment to the
organization are more likely to internalize its values and objectives, which encourages them
to contribute positively and proactively (Allen & Meyer, 1990). In this study, commitment was
found to be closely linked with the likelihood of new employees exhibiting organizational
citizenship behavior as they feel aligned with the organization’s mission and goals.

Organizations can foster this sense of commitment by emphasizing cultural fit during
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the recruitment process and reinforcing it through orientation and onboarding programs.
By building commitment early on, organizations help new employees feel a deeper
connection to the organization, which translates into higher levels of engagement and a
greater propensity for citizenship behaviors.

For new employees, having clear and achievable goals and objectives is essential

for both understanding their roles and contributing to organizational success. Goal-setting
theory (Locke & Latham, 1990) suggests that specific and challenging goals are highly
motivating, particularly for employees who are new to the organization and need clear
direction. This study found that new employees who had a strong understanding of their
goals and objectives were more likely to engage in organizational citizenship behavior by
contributing positively to the organization and assisting colleagues as part of their learning
process. Clear goals help new employees see how their roles fit into the broader
organizational framework, making them more likely to go above and beyond their formal
duties. By establishing clear goals during onboarding, organizations can help new employees
feel empowered to contribute meaningfully from the start.
Autonomy is another component for encouraging organizational citizenship behavior,
especially among new employees. Although new hires often require guidance and support
as they learn the ropes, providing them with a certain level of autonomy fosters a sense of
ownership and confidence in their abilities. Research on self-determination theory (Deci &
Ryan, 1985) supports the idea that autonomy enhances intrinsic motivation, which can drive
new employees to engage more fully in their roles. This study indicates that new employees
who feel empowered to make decisions within their roles tend to take greater initiative and
contribute positively to their teams, often through voluntary actions that exceed their job
requirements. Granting new employees autonomy early on fosters both engagement and a
proactive attitude, leading to behaviors that benefit the organization as a whole.

The interplay between trust, commitment, goals and objectives, and autonomy
suggests that a comprehensive approach to work engagement can have a powerful
cumulative effect on the organizational citizenship behavior of new employees. When new
hires experience high levels of trust and commitment and have clear goals paired with
sufficient autonomy, they are likely to develop a deeper connection to the organization and
a willingness to contribute in ways that support the organization beyond their prescribed
roles. These findings align with previous research emphasizing that multiple facets of work
engagement are necessary to fully realize organizational citizenship behavior (Bakker &
Demerouti, 2008). By focusing on these components, organizations can create an onboarding
experience that not only engages new employees but also fosters a sense of responsibility
and ownership that encourages citizenship behaviors.

For organizations, these findings emphasize the need to cultivate a culture of trust

from the very beginning of an employee’s tenure. Practical initiatives, such as mentorship
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programs, transparent communication, and consistent feedback, can significantly influence
the degree of trust new employees feel. In particular, mentoring relationships have been
shown to support new employees’ integration and trust-building processes (Allen et al,,
2006). By fostering trust, organizations not only enhance work engagement but also encourage
new employees to engage in organizational citizenship behavior, reinforcing a positive and
collaborative organizational culture.

In conclusion, this study underscores the importance of trust, commitment, clear
goals and objectives, and autonomy as foundational components of work engagement that
influence organizational citizenship behavior among new employees. By focusing on these
aspects, organizations can create a supportive and engaging environment that encourages

new employees to go beyond their formal roles and contribute to organizational success.

Suggestions

Organizations can enhance trust by creating open communication channels and
providing supportive onboarding experiences. Commitment can be fostered through initiatives
that reinforce organizational values and recognition for early contributions. Setting clear goals
and objectives helps new employees align their efforts with organizational expectations,
while autonomy gives them the confidence to take initiative and contribute meaningfully.
By integrating these components into onboarding and early career development programs,
organizations can help new employees become engaged, proactive, and valuable

contributors to the organizational culture.

Future Research

Future research could further explore how the dynamic interactions between these
components impact long-term engagement and retention, as well as the overall performance
of new employees, providing a more comprehensive understanding of engagement’s role

in shaping positive organizational outcomes.
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Abstract

This research is a qualitative research using in-depth interviews, purposive selection,
and the study area within Bangkok. The concept and theory of business value creation are
used in the research. The research instruments are in-depth interviews and observation.
Data collection from interviews and documents, data analysis, and content analysis are
the objectives: 1. to study the business value creation of Generation Y businessmen, 2. to
study the supporting factors for Generation Y businessmen, and 3. to study the guidelines
for Generation Y businessmen to be successful. From key informants, 16 Generation Y
businessmen, divided into 13 business groups as follows: 1. Consumer goods export business

2. Restaurant and beverage business 3. IT business 4. Bitcoin and real estate investors 5. Car
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color changing business 6. Imported furniture distribution business 7. International freight
business 8. Department store rental business 9. Construction material wholesale business
10. Nationwide freight business 11. Franchise business 12. Hotel business 13. Aluminum
production and distribution business The study results according to objective 1. Business
value creation of Generation Y businessmen found that there was value creation in 4 areas
as follows: 1. Product and service value 2. Customer experience value 3. Organizational
and operational value and 4. Social and environmental value. The study results according
to objective 2. Supporting factors for Generation Y businessmen found that “capital” is a
supporting factor for business, divided into 4 types as follows: 1. Economic capital 2. Cultural
capital 3. Symbolic capital and 4. Social capital and the results of the study 3. Guidelines
for Generation Y businessmen to be successful found that there are 9 guidelines for running
a business to be successful as follows: 1. Using technology to create benefits 2. Paying
attention to brand values and social responsibility 3. Creating good experiences for customers
4. Thinking creatively and creating innovation 5. Building networks and business partnerships
6. Continuous learning and adaptation 7. Creating a balance between life and work 8. Making

use of social media 9. Creating a sustainable business.
Keywords: Business Value Creation, Generation Y Entrepreneurs, Generation Y
uni
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Abstract

This research aimed to 1. develop and examine the consistency of the structural
equation model of factors influencing customers’ e-loyalty to sustainable fashion products
via e-commerce in Thailand, and 2. study the direct, indirect, and total effect on customers’
e-loyalty to sustainable fashion products via e-commerce in Thailand. This research was
a quantitative research using a questionnaire as a research tool. The sample group of the
research was 400 male and female customers aged 18 years and above who purchased or
used sustainable fashion products which are mass market fashion brands distributed via

e-commerce channels in Thailand. A multi-stage sampling method was used. This research
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used descriptive statistics and structural equation modeling. The results of the research
revealed that the structural equation model of factors influencing customers’e-loyalty to
sustainable fashion products via e-commerce in Thailand is consistent with the empirical
data. In addition, the results of the hypothesis testing found that: 1. e-commerce service
quality has a direct effect on customers’ e-trust in e-commerce sustainable fashion products
in Thailand; 2. e-commerce service quality and sustainable lifestyle have a direct effect on
customers’ green perceived value of e-commerce sustainable fashion products in Thailand;
3. e-trust, green perceived value, and sustainable lifestyle have a direct effect on customers’
e-loyalty towards e-commerce sustainable fashion products in Thailand; 4. e-commerce
service quality has an indirect effect on customers’ e-loyalty towards e-commerce
sustainable fashion products in Thailand through e-trust and through ereen perceived value;
and 5. sustainable lifestyle has an indirect effect on customers’ e-loyalty towards e-commerce
sustainable fashion products in Thailand through green perceived value with the statistical

significance level of 0.001.

Keywords: E-commerce Service Quality, Electronic Trust, Sustainable Lifestyle, Green

Perceived Value, Electronic Loyalty, Sustainable Fashion Products
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Tunsuanseendanginssuiidufinsedanndouuasilvinsaduayy vieguiudesdnsifing
Tnagvsddendnde wu dendnsurifidulinsiefundeusgidulssd wastoldosnuaiiles
suddlimsaiuayunielifuduazuinsdu q vesshufinty uandelafmuiiinandusivie

v
P

U3nslvi 9 91ngsianazdenseldusnisiaus (Dagher & Itani, 2014)

Snvia N1sEIRTdiuannanisAnuwes Amoako and Dzogbenuku (2020) Wuin
ﬁﬁuﬂﬁﬁm?ﬁlqLL’mé’amLLazmmiﬁmﬁ'u?iqLmﬁamé’aﬁﬁmﬁwam&é’au@iawqaﬂiimmi??aﬁtﬂuﬁm
sodandon Taedinssuinumddondusudsdein denndesiunanisdnyives M. Demir et
al. (2021) fnu anunssindudsnndosuasemuifudanndeuddvinamedoudenuiils
Tusmsswosgnénfiundinlsausudden Inedinamssuianaddodiduiudsdei sadan
ssaunssuisuandiuldh esusznoureanslitinfissduiivnanlunsinwadsdiivssneuly
fhe 1. MimuaRdudanndon 2. avwiifeniudanndon way 3. aunszutindudaandes 16
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a &

SvBwamamssonissuiaumdiden warddviwamsdousenginssunstefifulinaedaunadon
uazseAuRdlatos fadussdusznautesnuing sufmusnivesgnéndeldiniungfingsy
athanila (Lovelock & Wirtz, 2011)

nsfuiauAdden (Green Perceived Value) Wuanuuandssgninenisiduaasves
qﬂﬁ’ﬁﬁumaﬂiﬂa‘zjﬂﬁlﬁ%’umﬂNémﬁm%ﬁL"ﬁluﬁmﬁa%qmé’auﬁwam‘m%@ (Woo et al,, 2019) iaii
Sangroya and Nayak (2017) Iﬁﬁmimiﬁ’muﬂmqa%ﬁﬁiwmnwmaﬁﬁmaamﬁui@mm%@snu,az
linTivaevesdusenouremsiuiauad@dliedliun Audnisidnu (Functional Value) AnuA
yneensual (Emotional Value) AssAmadannl (Social Value) uagparndaitouly (Conditional
value) lngBudunmenmarignaraooninlunimged wasih 4 esdusznoutiannsalingaaey
waAnssuvesiuslandensuilaafiduiinsdedanndenls daudussiusnauviosuusiidunald

voaMsTuinnAmAdetlunuided Vsl 91nmsfinwives Jalu et al. (2023) wudn n1sTuiRme

ad a v

AdeiBvisnanenswomuinifiduivesgnén agulddn gafvasesaansiuinmalfiiniy
Tumemgnafieliifnmnudng lesan fgndaulaldinisfionsandin nandusinduiingse
Aunndeuiinissuiauiigilumemuonuies gniasiiamundeugeiiasinisdevietnan sl
Aduiinssedanadountiauiluganuindlilusuian

ANUANANBIanNIedng (Electronic Loyalty) TuuSunmsdidnnseindviensesulal
mnufnfazgniFenin mnufndmedidnnsednd Tnsdeidudsddydmivgsiveeulal daas
AendestuarnjuiulunistoauduazuinissiBnanunanresuseulaussnning q saufa
LLH%ﬂWU@ﬂﬁE]L%QU’JﬂIﬁﬁUEgSu (Sadeghi et al., 2019) et pnusnAmeBidnnsedndlunsinwm
Woedsilfio anuinivesgnéniifisondntasiunsuilfuinsedaunndenludesmaseulay uay
é’m"i”umii’mmmffﬂﬁmq@Léﬂwiaﬁﬂémaqgﬂﬁqﬁu nsAnuneunthitdulngjasldedusznou
vesusiidanaldvesenusniimedidnnsednds i 2 esddszneviie arwsdlafiazdeduay
n1stuziuense (Jeon & Jeong, 2017) et ielFnsinauAninBidnnsetinduasnnside
Tuadsiifionuumnseannisinuidenount Seldliemesddszneuniemulsidunalives
mnufnAmeBidnnseindfiustneulude 1. muddlaiazdosn (Repurchase Intention) 2. A
Tindulwsiesian (Price Tolerance) 3. msuuzihuense (Recormmendation) (Lopez-Miguens

=1

& Vazquez, 2017) FaulussAusyneursemuUsidunaldvesanuinfnediannselindlusuided

e

INNITNUNILITTUNTINAINGITIHY FINNTIUAFNLATIY ULagNTBULLIAAYTDUITET
fannit 1 GediswasiBon el

auuAgiudl 1 (H1): aunmuinss-nesniiselidvisnanmensaionuilindadidnnsetind
vosgniuanfariuiduiiduinsdedanadennd-reufisalulsmelng

auuAgIuil 2 (H2): A MUIn138-neudsulidvsnamanswion1siuinumaddeives
gnénansusiuriduniduiinssodauandeunmd-aeudifeluusymelneg

aunAgIud 3 (H3): anulindedidnnsedndddvnansmssennuinivnadidnnsednd
vosgniniifidendniusiuniuiiduinsiedaundonmed-neuiiselulssmelne

auuAgud 4 (Ha): msuinudideiininamanssionnuinindidnnsedndues

[

anénfidrendndaeiundundulinsreduindounned-noudselulszmelve
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AAgILT 5 (H5): SIS sEuiiavsnamanseionissuinarndideivesgniwantasi
widuidufinssedanadeurutemd-rondsalulszinalne

auAg Ui 6 (H6): 5T sBuiidvdnamanssionnusnimadidnnsetindvesgnin
Alsonandnsiunduiidulinsrodundonrutemid-aeuiisalulsimelng

aunAg Uil 7 (H7): aunmuinsd-aeuidisuiidvdnamadendemuinimedidnnsednd
vosgniiidinendnsusiundunidulinsrodunndeunad-rouiisalulssmalne sunnulinda
ddnwseiind

auAig Ul 8 (H8): AuunmuinsB-reuidsulidvdnamadendemuinimedidnnsednd
vosgnidsondnfasiunduiiduinsiodunndeunad-neuiiseluusemelne shunssuiamuan
Aen

auAgIuT 9 (H9): MsliTAnTdBuiidvimandensernuindmedidnnseindvesgnin

a o 4

nilsondndeiunduiidulinsdedaundeunied-rondistlulsemelve kunssuinnd@iden

i 1

o

ATOULLIANTINLTY

integnby Competence Benevolence

Usahility

Persanalzation

Repurchase

Intention

Custormer Serice E-Commerce

Electronic Loyalty

Frice Tolerance

Sendice Quality Towards Sustainable

Site Desigr

Fashion Froducts
Recommeandation

Fravacy

Green Attitude

Green Hnowledge

Security Functional Value

Ermational Valua

Sustainable
Social Value

Lifestyla

Green Awaraness

Conditional Valus

A5aiiun1599y

msfnyidenaiiunsidvdmadaiinu Vssnnsildinulunuideite nqugnén
fiftong 18 Viuly Mamenouasnddlusamdlneitoviolindnfasiuisuiidulnsiodaunnon
Usglan Mass Market Fashion Brands finadwinesinugemnad-aesdseluuszmelng Taons
Anvifondedlfldguuuvannsddasaidlumalnssimaudiusvosiulsudameuenuay
fautsuslsnelu Tnsviluuddurnuesiegnefiturieseilugiuuvannaiddeassadiasiy
ogffudunuresiulsidunalddmivdeyaiinanszanedaund il Bentler and Chou (1987)
Ielidelauouugin sandmiiannsndululde 5 de 1 veswhuusidunald Aifomoudidmsu
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Tumafidfuysudauasiinnuduiusulddudou Smndosnsldduiivensuanndu Nunnally
(1967) l¢lvidoiausuuyin fe Rule of Thumb udh Smsrdwiidu 10 de 1 vessudsiduns
18 Sorinfu Lower Bound dmfuduauvanzauudnesmunniaens ddunisfnuideaded
fifudsidanalddnnu 19 fuls Senmsafmusuunadesnaldivindy 190 Megadusen
ffoy uonnissanunsafmunuuInvesitegsieIsnslignanisdiuanues W. G. Cochran Tu
nadifilamausulssensiiuiueu WesnnUsssnsiidungugndiitenieldnan susundui
Hulinssiodanndendinsnszaneiiagmudminsis 4 vessemelne uagliweiinstufindeya
yoaszrnsiiiundugnidananliognedniu dudu idedsimussunaiegndunsdiiliny
Fruudsznnsiiuvide shemslignsiuinmes Cochran (1977) lugasvesnsditlinsudndou
Useanns fiseiummuidesiu 95% (faen Mivddyen, 2551) Kot

n=7% n= 196 WU n = 384.16 (385)
ae? 4(0.05%

usiilemnuazmnlumsUszifiuna uagtioatunsiiananavesdeya fide3simunyadises
dadudn 15 599 dafu Felounnduinedieiomn 400 18 eeldirunasinuiideuls
Anun LL@z‘l%’%%‘msn'ﬁejmT’;asimmwma%umau (Multi Stage Sampling) dail 1. wladsyans
soniundueesiiBunin Cluster sonidu 4 n1a léiun anAnans mawile nangTusenideanie
waznelsl 2. Wmsduiiegrauuudugl (Stratified Random Sampling) laesinisdudenianin
#1499 vesusarnIA Feudeilainsenuluveuwavieusunves 8-rouidide Selinasinisdas
dwinandunusssnsiiidanmsldiunesdeludmiaty 4 sudunas wamsduldsuou
4 Jande loun njammumuAsTIwIL 242 519 Wedlvaidnuau 48 518 uAssdindIuIu 66 519
LAYANIANSILIY 44 918 NAN91eTl 1 Gl

a
A15199 1
TIIUYTLTINTUALTINIUGI9E 9

IUUTINT  2UIUAIRES Sovaz

393N fldBumasiiln (Sruruuszenns x 400) (Fruaudaegng x 100)
+ NATINUTEYINT + 400
1 [nans ATUMNUMIUAT| 34,226,100 242 60.50
2 |wile Wedll 6,781,900 48 12.00
3 |myiusenideqniie | uAssIvELN 9,323,900 66 16.50
4 |18 GNL 6,213,800 44 11.00
374 56,545,700 400 100.00
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mniuiterssidunaiuioyatungusegannmindreiu udumdlising 400
#egs Ingliuuuasunaluguuvueeulad ddldssymnudansesfnounuvasuaulogudau

isesilefililusidede wuuasuanluguuuuseulatitldimundudsuasdamaumn
MnNMsMUMUIsIANssl Jadseanidu 6 @ ldud 1. deyamluvesireunuuasuau 2. feya
Renfuganmuinis B-aeudide 3. deyaiuriuenulindedidnnsetind 4. deyaifieaiums
TFndidsdu 5. deyaiieafumssudanamdder uas 6. doyaferiumnuinimadidnmsetind
Taouvuasunuludnil 2-6 anduludnvazvesunasiauuulseidiua (Rating Scale) Ailingu
megndlrazuuilunuuasuay FadumsiaseduauAniiurenguogns Tagliinasiauuy
Usziiuen 5 55U AuIAsIALUUALATY (Likert’s Scale) Taefl 1 vanefia doufian uas 5 vaneds
wnilgn (Hair et al, 2010) Snvluvuaounuliirlunageuauiissnsadaden (Content
validity) Tnelidviimmasnadesveailon (00) aiiimssnandiuazdiforvigdiuou 4 viu
MNsUsERILLUUEDUAY HAaNSUsELEunyI Yadnuyndaiien 10C Faust 0.50-1.00 Faann
viawihfu 0.50 uansin Tefanuiiauiiissmswonien (55dl wnuLng), 2551) Pty
naaedld (Pre-test) funguiiegnadiuau 30 11 ilenaaourudosiu (Reliability) fe3gnnsm
duUsyAnsasouu1adara (Combach’s Alpha Coefficient) (ffaen nfudiayy, 2551) uazdiosd
AnsnnIsFeiviniu 0.70 wlanald farunidetelussduiinn vieuuuaounuiiinnuinide
fouazannsahluiudoyassesaluld (Hair et al, 2010) Inglunsideiilgemsnaaounnuide
i 0.979 Fafldunnn 0.70 ulanaldid aanidefiolusedufiunn deseylfuuuaounuis
Audeiold wavausadilunudeyasieeoly (Hair et al., 2010)

nMeiesgiteyaresuifedlfaifidossaun Sudunsaguniousssliius
AudNAILTIYS EednuuzveImmeUTIiUTIUTIINIINNANseE Taedunsiiausdeya
Tuguuuuvesdmnud Frfesas Auads wazAdudonuunnnsgiu dwiuadaidsoyunuazlin
wovanmaiddasiaaiolilunisseyfdviwaninss Svdnanisdon Svdnalaesn wasiteld
nadpUUANNATITeeN1TIde Taefidunou fell 1. Winsevimnuiesmsadanilou Fandauusios
fientmtnuestiade (Factor Loading) 1nnnin 0.50 Srenuudsusaudiatale (Average Variance
Estimate: AVE) 11001 0.50 wazdAnanuifesiunislassadne (Construct Reliability: CR) tnnnin
0.70 (Fornell & Larcker, 1981) 2. mswsganufissnsadssuun nefien Average Variance
Estimate (AVE) #9911nn31@1 Squared Inter-Construct Correlations (SIC) (Fornell & Larcker,
1981) 3. MIAATEIRUUUANNIEdlaTae Tallfdiarteinasinrasounuaenndoes
UL (Goodness of Fit Measures) st Normed Chi-square (X’/df) eunin 3, Goodness of
Fit Index (GFI) 11nn31 0.90, Comparative Fit Index (CFI) 3nAnd1 0.95, Normal Fit Index (NFI)
1711791 0.90, Relative Fit index (RFI) 11nA21 0.90, Adjusted Goodness of Fit Index (AGFI)
11nN31 0.90, Standardized Root Mean-square Residual (SRMR) te8n11 0.50 Laz Root Mean
Square Error of Approximation (RMSEA) ©aen31 0.80 (Hair et al., 2010; Hu & Bentler, 1998;
Schumacker et al., 2010)
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NAN15398

1. namsiinsgviadaBmssann doyamluvesnguiiegisdiuim 400 318 w1 ngu
segndulvailunands $1uau 234 au Anluiosas 58.50 flonysening 26-41 U druau 182
au AnduSevas 4550 flaounmlan s1uau 277 au Andudesas 69.30 fvwldndsaiiou
agsEnIng 35,001-45,000 um 1w 124 au Aaduseeaz 31.00 msfinwidnlngedlusziv
sy duau 181 e Anludewas 45.25 Tendwldundnouuien/gning Swiu 126 au
Anduderay 31.50 dnwazvewdnsasuduiidulnssedundouuseany Mass Market Fashion
Brands ﬁ%aﬂaﬂﬁqmﬁa o S1uau 237 au Andudesay 59.25 uavdnulvgifeanainunanmedy
F-moulisrUsELAN Website vpsusEn/uusun 311 208 au Ancdusesay 52.00

sfumAMUTdse 1. aunwuinisB-aeudse lunmsimeglussduinniian (X =
4.30, S.D. = 0.479) 2. aAnulindladidnnseiing Iumwsmag"l,uszﬁumnﬁqm X= 4.22, SD.
= 0.615) 3. M3ETInASBY lunmswegluszdvann (= 4.1, S.D. = 0.588) 4. Ms3uFAaAT
A7 lunmswegluseduan (X=3.97, SD. = 0.650) waz 5. pruAnavsdidnvsedng lunw
saegluseAuin X =4.05 5D. = 0525)

2. namsiasgianuiisssaBamilou (Convergent Validity) wuih yjndfaudsiiniwiin
10381938 (Factor Loading) 1nnnin 0.50 SiAnAnuudsusiufianale (Average Variance Estimate:
AVE) 1nnnn 0.50 fenaaidiesiunnslasaasine (Construct Reliability: CR) 1A 0.70 aguleidn
Tumansiadulunmunasiinnsgiuiisensu (Forell & Larcker, 1981) fanns1eii 2

A15199 2
KANITNATIEVIAIINTIENATUTUSTOU

AaulsuazasAusenau Factor Loading AVE CR

Ecommerce Service Quality

Usability <--- Ecommerce Service Quality 0.717 0.640 0913
Personal <--- Ecommerce Service Quality 0.853

Customer <--- Ecommerce Service Quality 0.897

Design <--- Ecommerce Service Quality 0.867

Privacy<--- Ecommerce Service Quality 0.774

Security <--- Ecommerce Service Quality 0.665

Electronic Trust

Integrity <--- Electronic Trust 0.906 0.778 0.913
Competence <--- Electronic Trust 0.902

Benevolence <--- Electronic Trust 0.837

Green Lifestyle

Attitude <--- Green Lifestyle 0.864 0.726 0.888
Knowledge <--- Green Lifestyle 0.806

Awareness <--- Green Lifestyle 0.885
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M15719% 2 (5i)
KANITIATIEVIAIINTIENATUTUNToU

faudsuazasnlsznau Factor Loading AVE CR
Green Perceived Value
Functional <--- Green Perceived Value 0.830 0.737 0.918
Emotional <--- Green Perceived Value 0.931
Social <--- Green Perceived Value 0.830
Conditional <--- Green Perceived Value 0.838
Electronic Loyalty
Repurchase <--- Electronic Loyalty 0.840 0.650 0.846
Price <--- Electronic Loyalty 0.872
Recommend <-—- Electronic Loyalty 0.695

3. ATIATIERAMILAEINTUTITILUN (Discriminant Validity) nan1siuSeulfisuan
Average Variance Estimate (AVE) U1 Squared Inter-Construct Correlations (SIC) Wu11 A1
AVE fiAnannnanan SIC Tunnanuduiusvesdanys A anansaaguladi duvvaunisddasasng

TP NB9nsaT9Tun (Fornell & Larcker, 1981) Aam15199 3

M1519% 3
KANITIATIEIAININTENATUTITIYA

Squared inter-construct correlations (SIC)

fiauus AVE
ESQ ET GL GPV EL
Ecommerce Service Quality (ESQ) | 0.640 0.526 | 0.461 0.396 | 0.403
Electuonic Trust (ET) 0.778 0.526 0.454 | 0.508 | 0.429
Green Lifestyle (GL) 0.726 0.461 0.454 0.593 | 0.526
Green Perceived Value (GPV) 0.737 0.396 0.508 | 0.593 0.643
Electronic Loyalty (EL) 0.650 0.403 0.429 | 0.526 | 0.643

NANITILATIZUALUUANNTSTELAT9a519 (Structural Equation Modeling: SEM) W11
wuudrassaunisidelasiaiavesiladeiiidninadennudninisdidnnsedndvosgnéniilse
wanSasiunduiiiusinsdedanndonned-aeuiselulszmelng Aldiamsnannsmuni
ssaunssumazihlugnsouuuifnuesnside Tdnvagauamil 2 wagannnansidoiduluny

Trguszasdnsideden 1 dall
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AN 2

uvutaevaun1sdilasiasisvestsenddninaseniudndndiannsedndvesgnai
denanimsiundutudnsdoduindounvé-neudselulsamalne

@ @ @
@ .

& ” [ integrity | [competence| [Benevolence]
@ -'-'- - a3 ]
@ .22 Electronic 0

Trust
S ®
AT M

© o
(9 ey '“’3? 613

a1 Recommend @
@ .

75
© S R - @

T £ _
@ Awiareness = 3 &1 w4

| Functional | [ Emotionai | [ socal | [ condtional |

Chi-Square = 174.843 ; df = 104 ; Normed Chi-Square = 1.681
GFl = 957 ; AGFl = 922 : NFl = 974 ; RFl = 957 ; CFl= 989 ; RMSEA= 041 RMR = 016

BV nanamTITARUATIAINAREIUBIRLUY (Goodness of Fit Measures) 1y Téan
nadayU Chi-Square = 174.843, df = 104, Normed Chi-Square = 1.681, GFl = .957, AGFIl = .922,
NFI = 974, RFI = 957, CFI = 989, RMSEA = .041, RMR = 016 dfaiiu annsoasuldilunavie
wusaesaunsddasadsdimuaenndomnauniuiutoyadszing sutdaruaonades
ﬂauﬂﬁuh”uiuLma‘vﬁau,wfﬁﬂaaa‘wquwﬁﬁlﬁﬁmuﬂmm:ﬁuﬁaau%"uléf (Hair et al., 2010; Hu &
Bentler, 1998; Schumacker et al., 2010) s# fuUsurnisuon ¥ud Aanmu3nss-newdse
waznsliTIndauiufuUsudsaely Tiun analindedidnmsetind waznssuinmen@iden
Tnefuusudais 4 fauds ansaesuismnufusvesmuinimedidnnseind vieauns
oSuemnuiuLUsve U aesiilditenay 84.8 fiszsutiuddaymnsadia 0.001

5. HANTATILNONTNaN9MTS (Direct Effect: DE) 8vSwavnedey (Indirect Effect: IE)
wazdvswalnes i (Total Effect: TE) isiapnusnimdidnmsetindve sgniiifisiandnsiasiumidu
Aduiinsredanndonma S-aoudstlulszmalng ionouTnguszasinsidedei 2 uasamisiu
9331 9 do wandlumaed a-5 deil
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A5199 4
HANTITIATILIENENAN TS (DE) 895Wan19803 (IE) kazonsnalnegsay (TE)

R TIEO R
fiauusau R® @answa E-Commerce Electronic  Green Green
Service Trust Lifestyle Perceived
Quality Value
Electronic Trust 0.779 DE 0.883%** - - -
IE - - - -
TE 0.883*** - - -
Green Perceived 0.709 DE 0.322%** - 0.563%** -
Value IE - - - -
TE 0.3227%* - 0.563%** -
Electronic Loyalty| 0.848 DE - 0.173*** | 0.216™* | 0.603***
IE 0.347%** - 0.340%*** -
TE 0.347%** 0.173*** | 0.556*** | 0.603***

NBA. “*syautludAnnieata 0.001, DE = Direct Effect, IE = Indirect Effect, TE = Total
Effect, R = Squared Multiple Correlations

6. ATUNANTNAFRUANNRFIUYDINITIVY

INMTAATERIUUALNITIATIAUAZNANITATIVFDUANILADAATDIVDIRIUUY T2
TaNaNTIATEvENaNInse (DE) Sviswanisdou (E) wazdndnalaesau (TE) fidsenudnd
madldnmsedindvosgniiifinendnssiunduiiduinssoduandeunsd-aeudieluusyimelne
dnastu vilFanunsoasunansaaouamRg utesn1ITElE danset 5 fedl

M13199 5
aUNANITNAAOUALNGAYIUYDINITIVE

fiail FUNAFINUY NAN1SNAHRY
HI** | Aaunnu3nisd-reuilseiidninanmsewioanulingda gousu
didnvselindvesgnénndnsiausiunduiiduinsedaundon
Hugened-roulselulsemalny

€ a !

a a a a v Y A a L
H2*** AMATNUINITB-ABDULNITUBNINANIATNADNIITUIAUAE VY gouIu

YosgnAmansuriundundulinsredumindouniutem
g-moandiselulszimelneg

a '

14 a & a caa v a U
H3*** Anulingdadiannseindlidnsnaniemsswmennudnanig gy

a & a ¢ Y Ao a o ¢ v A& a '
@Laﬂ'i’li@'L!ﬂasU'@ﬂQﬂﬂ']VﬁJ aNARNUNLNTUNLUUNRIND
= as
3]

Aunndaunurpawed-aaudsylulseinelneg
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M15719% 5 (si)
aUNANITNATOUAUNGFUYEIN1TIE

fiail AUNAFINUATY NAN1SNAFAU
Ha=* | msfuiaurd@ideldvsnanansswiennuingnig gouy
Bidnvselindvesgnéniisivendnfamiunduiiuiinsde
dawndousinuromned-neuiiselulssmelne

e SLQJdQ Ad A Aa a ] v v | A 1Y
H5 nslInngaduiidninanmemsatenisiuiaued@deives gausu
andmdnsduriuiduniluiinsedsnindouniugenng
g-moandislulszimelneg

U A aa

He*** ﬂ’151‘8’%3@%FJ\'1EJ‘LJlI’eJV]ﬁWﬁVI’NC‘]iW]E)ﬂ’J’]&Jﬂﬂ@VI’N YU5U

£%

Sidnvsefindvesandiitrenansusunduiiduinsde

Y

FAunndaunurpawmed-aaudisylulseinelne

Aas aa a

H7** | Aaunwu3nsd-reuliselidninanadeusonrudnanig gausu
al,aﬂmauﬂamaﬂqﬂmwumawammmLLW%uMLUuumma
Fandeunned-reudistluusymealve wuenulindda
diannsednd

Aas aa a

HE** | AunnUIN138-AouilseliBnEnaniedeusiondudinanig Ny
didnnsetdindvasgninitiiviendniasiunduiduiinsde
dunndeunsd-reudliselulsemalng kun1siunuAdiden

a

e SLQJdQ AJ A aa v ' v a )
H9 NNTEYVINNYIYUUBNTNANINDDUADAINUNAANIY gadIvU

Y a1

aLaﬂmauﬂamadaﬂmwmamamm%LLWGUu‘wLUuumma

U

ﬁﬂLL’ma@ll‘WNE)—ﬂE)llLiJi"’?JIU‘UiSMﬂVLVIEJ mumswgammﬁ@m

MBI, **szautiedifnynieaiia 0.001

djUuazafiusena

as aa
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Abstract

The purpose of this research was to study the factors influencing the car industry
and the production volume of Thailand’s car production industry. The information used in
this study includes variables from using of Thailand’s car production industry. This research
uses a monthly time series of secondary data from January 2017 to December 2023, a total
of 84 months. The data were also analyzed by multiple regression analysis with coefficients
tested at a significance level of 0.05

The results showed that export car sales volume, domestic car sales volume, capital
goods import, automotive industry labor productivity index and economic stimulus policy
2019 factors had an influencing or positive relationship with Thailand’s car production in-
dustry. The electric vehicle promotion policy 2022 factors had an influencing or negative
relationship with Thailand’s car production industry. Every factor could explain the overall
relationship at 70.3%, while the private investment index, exchange rate, crude oil price,
policy to promote the production and use of electric vehicle factors had no significance
relationship with Thailand’s car production industry. The result can be used as a guideline

for planning to support the future changes in the car industry.

Keywords: Car Production Industry, Car Production Volume, Automotive Industry-Labor

Productivity Index, Thailand
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6. wans ATz JadeiiidnsnwadeUsuiunisnanvesgaavnssunIsNaRsIoUd
Tudszdlne dae3imatinszinisannaennga lun1sinszinSadld3s Enter Regression
?iaﬁw'hLL‘LJiﬁgwmﬁmumsmfs%aauqmauﬁatﬁmﬁumLsﬂ'waummﬁav‘hﬂﬁmaauLLamJizLﬁu
Aeing o iddalaun Aduuseavdavduiusseninulsdase (R) Ardudszavnnsnennsal
(R) ArduuszAvsnanensniuiue (Adjusted R Square) AiATuAAIAIARBUNIATIETY (SE)
AdudszansnisanaesvesiameInsallugUuuunzuuuAy (B) uazAzULUINATEY (Beta) Tisedy
todndymeadian 0.05 Insanunsoasunamsinuaunldwsdl

6.1 wan1smagauAIANLUsUTIUTUNIINEINSAl

M1519% 3
HANITNAFOUAIAIIUKYSUTIUIUNITNEINT)

ANOVA
Model Sum of Squares df Mean Square F Sig.
1 Regression 0.255 10 0.0255 25.50*** 1 .000
Residual 0.090 73 0.001
Total 0.345 83

o o

*** NlgANANINEDRANSEAU 00.01

]

9NA5197 3 WU Fissduteddymneada 0.005 Fudsnennsalnomuaidnu Idun
UsunudseansasudludemnsUseina (EXPQTY) Usununisuigsasusniglulszina (DOMQTY)
Avtinsaamun1aensy (CAPINX) n1sunddua1u (IMPAMNT) AytnGnnImussugnaImngsy
gugud (LOBINX) Sasuanidsuiuns umdensaaianigoiu3ng (ECR) saniifufv (OILPR)
WINTNIINTEAUATYEAIT WA, 2562 (DummyPOL1) ulguredaiueueudlnil wa. 2565
(Durmmy POLtax) Ulsunguanaun1suantaznsiieugudluii 30@30 (Dummy30) Sanuduwus
AusmnUsmuAeUsInunsNansasuivesUsEwAlng (CARQTY)
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6.2 nanagauAdUUTTAVTaNdURUS AN

A19197 4
HannFeUAIFNUTEaNSTaVaUTUS Y Aal

Model Summary Change statistics
Adjusted (Std.Error | R Square Sig. F
Model| R |R Square|R Square | of the | Change | F Change | dfl | df2 | Change
Estimate
1 |.860| 0.739 0.703 |0.03512 | 0.739 20.684 10 | 73 | 0.000%**

Durbin-Watson 1.785

** Qlyd1Ayn9ananszau 0.001

1A 4 wud Fiseduiledifynieeda 0.05 fuUswernsaltamaaiiane e
Usunaudsoansasudludemnsuszima (EXPQTY) Usununisviesasunnigludsema (DOMQTY)
svtinsaamun1Aenay (CAPINX) n1sUndduau IMPAMNT) Aytnannmussnugnamngsy
guBuR (LOBINX) SaruaniUdsuiunsiumaensaarsanioisn (ECR) yiathifufiu (OILPR)
WINININTEAUATEFAY WA, 2562 (DummyPOL1) ulsuneduasuerueudlndind w.e. 2565
(DummyPOLtax) ulgungnandunisuanuazn1sitenusualiin 30@30 (Dummy30) f81u1a
n1sneInIalilazesuIsANduTUsTRIUSINUNIHARSReudUeIUsTIAlne (CARQTY) lnsauaz
70.3 (Adjusted R Square = 0.703)

6.3 NaN15AATIZINTAANBENAN (Multiple Regression Analysis)

f13799 5
mmﬁmwﬁmimnaywy@m (Multiple Regression Analysis)

Unstandardized |Standardized Collinearity
Coefficients |Coefficients Statistics
Model| Variables B |Std. Error| Beta t Sig. |Tolerance| VIF
1 |(Constant) 0.882 | 0.872 1.011 10.315

EXPQTY 0.330 | 0.059 0.491 5.614 10.000**| 0.467 2.143

DOMQTY 0.116 | 0.046 0.231 2.507 (0.014* 0.420 | 2.382

CAPINX 0.001 | 0.001 0.004 0.044 |0.965 0.403 2.482

IMPAMNT 0.430 | 0.125 0.269 3.436 (0.001**| 0.581 1.721

LOBINX 0.001 | 0.000 0.348 3.594 |0.001**| 0.381 2.628
ECR0.389 0.272 | 0.143 1.429 0.157 [0.357 2.798
OILPR-0.086 0.055 | -0.191 -1.552 0.125 ]0.236 4.244
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as9fl 5 (o)
wamﬁmmsvfmmmang@m (Multiple Regression Analysis)

Unstandardized |Standardized Collinearity
Coefficients |Coefficients Statistics
Model| Variables B |Std. Error Beta t Sig. |Tolerance| VIF

DummyPOL1 | 0.036 | 0.016 0.228 2.344 10.022% 0.376 2.658
DummyPOLtax |-0.052| 0.015 -0.398 -3.538 |0.001**|  0.282 3.549
Dummy30 0.006 | 0.020 0.040 0.287 |0.775 0.188 5313

R=0.860, R Square = 0.739, Adjust R Square = 0.703, Std. Error of the Estimate = 0.03512

R Square change = 0.739, F=20.684, F change = 20.684, Si¢. F change = 0.000,
Durbin-Watson=1.785, N=84

*Tfeddynadifisziu 0.05 = itfuddmeediafiseiu 0.01 *Juddyneadifisziu 0.001

MnsanInagevantRgiulumsed 5 wui Jade Ghuusdasy) AdvEnadeuTun
nskanInEUATeITEWAlNELAdDRARDITUANLAFIUNITINY FEenINa1AUAUTBVENAIINNIN
lutfos Uszneulushe fudsiddvEnauniignde nsthidhdudivu (IMPAMNT) fidn Beta =
0.430 s99a9NAe USunadeansnaudludsnsUszme (EXPQTY) fifn Beta = 0.330 USuiaunis
Mesnsuinelulssing (DOMQTY) fifn Beta = 0.116 ulsvigdaasueusudlning w.ea. 2565
(DummyPOLtax) 3if1 Beta = -0.052 1195MINTEAUATEFAIU WA 2562 (DummyPOL1) i
Beta = 0.036 uazfuUsiitdvEnationiigafe FuinannwusINLeRAMNITUELEUA (LOBINX)
fifle1 Beta = 0.001 uazaINHAMIMAABUALYATIUTlFaINTIThIa LUV esaINsannoY
WeAnszimuidvinanarauduiusieusunanmsnansasusvesusamalne T

CARQTY = 0.330EXPQTY + 0.116DOMQTY + 0.430IMPAMNT +0.001LOBINX +

(5.614)x** (2.507)* (3.436)** (3.594)*
0.036DummyPOL1 -0.052DummyPOLtax
(2.344)* (-3.538)**

'
o o a o o aaa o o o

anewme. *Adeddgyniadansedu 0.05 *ddudAyneanafisedu 0.01 **luddgynieada
M5gsiu 0.001

drunguilade (Fudsdasy) Aliidodfyviedvinadevuiunsudnsasudves
Uszinelng (CARQTY) uarldaenndesivanufgiuniside laud dudnisasuniaenyu (CAPINX)
Saruanasufuasumdeneaandanigewiini (ECR) s1thiufu (OILPR) uaguleuiendndu
nMsHARLazNITEIuEUA LN 30@30 (Dummy30)
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anUsnema

31nTngUsEasAreInIsIdeiidein1sAnyiauldnsnavesladenidousunanisud

=

sopudvesUszmelng WovhnsvadevauuAgiuwdmuin fady (Fauusdasy) fdenndostu
amyagﬂumﬁ%’aﬁ%wm 6 Uady uazluaenndesivanyfgiuniside 4 Jady fawolud

U938 (Fauusdase) fisenndasiuauyigiuniside

1. madudrdudnu (IMPAMNT) $i8v3wa (Beta = 0.430) fioUSUIUNTHARTOEUATD
ﬂimwﬂlmmmﬁqm NYAIINTN LﬁamsﬁflLsﬁ’r?mﬁmum?iammaalﬂ 1 vy sgdmaliu3una
nsnansaeusvesUsandlnediindy 0.430 wiae defuunlitladedy o Al deandosiuun
Ansizives il Sungned uazeluin wnsn3 (2566) finuin UsemAlnefismnmsidiaudm
Aouthags Inslamnzlunmanswaniiddnenmuasinadulavessdnnm waznui 3 Tu ¢ Hums
thidnaudmulundueiesing gunsel uasededdusenau Sesufviudmudunaadiolfluniswan
FsaonadoatudoyannnsinuiiigsieniinsididuiugasinsiulavesUnunsndn
gsludng 1wy msudnnireueud Seegluinietionisndnegluvildguniulanuazifuuiom
Frumailfinaluladsziugs

2. BaunaudseansasudludesinaUszma (EXPQTY) fidn5wa (Beta = 0.330) sioUsuiauns
wAnsnEUAvesUsEMAlNY Sesasnanmsthithaudyy mneeudn Weuinadiesnsneudly
HaaUsewme wWasuudadly 1 e avdswaliuiinunsnansosusvesssmdlveniaiu 0.330
i Wermuslitadedu q asil aeandesiuanddeves stusmi waju (2549) l9FnwniFes
JadorimusBinunsdseensnamnsvesingluussmaiu wuin Jadeidvuagununisdieen
g9 TveslsEmalngludUsswaiu Usenouluiig s1andeenewsssuviivedinglusnslsewme
wazUSunamsnanenmvesUsswalvelaefianuduiuslufienafieniu

3. Usunaunisviesasudnigluuszima (DOMQTY) figvSna (Beta = 0.116) Aiou3unn
nMsuanToudvealsEmalug vneawd ieUSinumsessudniglulssmaasuulas
10 1 mie avdswaliUinunisuansasusvesssmdlnediuiu 0.116 mine Werdmualitady
3u 9 Al aerndpstunuideves ide fsedin (2567) insAnuides fdmuanisdulaniediu
gnamnssuNINaawandsazUvesUsTmelng wui Usinansuslaamanduiagy (Usunanis
¥18) AAndseeniads fuindnamussugRannITL Sanuanidsuneaaiansy nsasan
yuamabesiy uazduiiduidiiosaseds fmuduiusifaantulinaumsndninindiagy
vaaUsunalny

4. Wlsunedaasueusudlnind w.6. 2565 (DummyPOLtax) i9vSwa (Beta = -0.052)
UM sHARsasUive UsEWAlne vanena Weulsunsdaaiueueudling we. 2565
Wasuuvadly 1 i axdsualiuinaunsnansnsuduesszmalnganas 0.052 wide ifedmun
Titladedu o Al ilesnmilevisdaaSueueudlning wa. 2565 GuuleviemsanniSludiun
manns Bassnandn uardiduganyunistesasudliihdniuitosnsudinihdmal ooy
soeudlaififiuanntuhlidndumsnanvessnsuidunumeluanas aenrdestuuviinsizvives
ttb analytics agaamnssuenusud ineridssedymidelasainguusgaltuseunanedud (2567)
TnsamnisaliuunltunsisneudlifinesUssmealneazdinnfintudeiios uavavdsald
druutswonvssasudiidueiossudduniunisluneesanasnin 77.9% vesenuieiianun
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Tud na. 2566 wdeiiios 57.9% aelud wa. 2573 FeavdawansznuieUTINMNTHARVDS
gavnIIuesuRTesUTEmAlng 1Hosnnlassadgramnssuntsnane eudlneyTualadn
wazUseinalnedaudeiSeuiuiuunisndnsalulssme

5. 1MAIN1INTLAULATEIAAY W.A. 2562 (DummyPOL1) {8v5wa (Beta = 0.036) sio
Usinaunisnansooudvesusemalng vneaudn Weumsnisnseduiasugial we. 2562
Wasuudadly 1 mite avdsmaliuiuunismansosuivesUssmalnefiatu 0.036 wie
dlornuelitafedu 9 el aenndestu wudinn Ausuina (2563) fidnwiladesenisiam
Wiswgnavesdenlus: mesureriuimuusuuusgiaun wuin Useinadealususzauaiudsa
wagannsaoenanmnuiziesimulundulaniammesninseiyivlanaasugia
wuuinselandsganamnssulmiwaziduspiaunlaniely 30 Yaensld wlevielnesy
msUiuAsulassassuunemaiiieliniafgaiuayuniagsialdogiadud wagnsedumaieiy
dulprnuulouegramnssuidenassiaouuameesss

6. ANAANTNLTIUAIUNTTHE LB LA (LOBINX) flaviswa (Beta = 0.001) fiaUsua
nsHaRsasuivesUsEmAlvetostign mnoaudn Wedvindnnmussnugnamnssueueusd
Wasuuladly 1 mie avdmaliUinaumsnansnsuivesussmalneiiiuty 0,001 i Wt
Titladedu q il denadosty Auginnd wssaussaml wavUdinng Geadeu (2562) s
FnwiFes maiurdnnmussnusonisanaugaalunszuiunsdesn nsdfinungsianns
uas Sminniwdug wui Wewiusdnnmussnufsnisaanangaarlunsiheudmalsign
ALTHUNAESILaUM A ssne LRI U lUde

a

U193y (Fuusdase) Hhisonndasiuauyfgiuniside

1. fiwdinsasuniaenyu (CAPINX) LiddvsnadaUsuunisuansnguivesUsemnelng
Fslaiaenndosiu asans wesnuiluy (2562) uag Manh et al (2022) finud dwinisasuna
nvufivinaroUsiunissdnsasus uaranuanisfniluedednut dedinsasmumeinu
fnansenulufiemaderfuUinansuansasudivosUsemelng (Beta =0.001) a5uneldin e
guasAAufesNTI AT uUTumsAngiutudsalfiAnnsamuresniaenyuin
o LwiLﬁaaﬂmﬁmmGTENﬂ’1iiﬂwﬁama@ﬁwlﬁﬂ%ummw%mamaadamaiﬁmﬂLaﬂmu%hjaww%
waensasuasantesiy algia 1udans uayian Sasudigiad (2564) fimun MIAUNIA
nvufisduardmaliniasiyivlamanssgiadiugdunnUinunsuaniifingtu uasdle
fuslaatoduiiiosasdmalimaanuanaiaentuanas Mnmsnanitanasiilinisaiaiuln
maasughaanasuliieg uazfaenadosivanmnisndnsasudvosusemalnglutisiifing
szuavedlsalain 19 Ausrenuuleuienmsiiu lnsunad 4 3 we. 2567 vesanduyimuda Vs Ay
vmaeu lasld Taside? (2567) fiwun Tuged wa. 2563 Snsseuinvestadn 19 dwaliintym
yauraudlhlanvilvisennansasuivossemalnelassmanandusgrsnnaneeavesasus
flanas Taefinisasumnasunmuzdnisiugdnmuunlduvesgramnssueusudiivzas
nsamulndananuliiueuvesuiuleuigvessmaasyghiaan
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2. SasuaniUAsuRunsumseneaansanigeiiing (ECR) Liflavswasietsunanisedn
sosudvesUssmalnedlisenndoaiiu nn1ana iz (2562) uaziide faesin (2567) inud She
wanasuluasumaensaaianizeninidisvinaiuUiinumInansosus uazankan1sAne
Tuadsiinui Saruaniudsuiiunsumeensamianigeuinmilianssnunmsuantuiinunsude
sosusvesUszmalng (Beta =0.389) o3unglén ledmauanidsuiuumseneaanianigowsin
Lﬁugaﬁ'ﬁu (Fuumeaud) axinafironsnansosudifiedsesnie Baduumiideudunntu Beans
aduayulinansosudifiodseantiiunnty aeandosiuunanunes Auduumuds vs Auduum
oou lasld Taside? (2567) Bos mduumuds Vs aduumeeu lasld laside? indnindlesiiu
sourazunasofdiende Wedwenagldiuiiszutuneaandiothluuanduiuumas s
Fusuduuimanniu

3. siemindiuiu (OILPR) lifidvswaruusinumskansnsusvesusumnelne Sdliaenndas
U Bnane Assiz (2562) finuth athiufuidvswatuuiinunsuansneus wasanuamsing
TuadsinuisambsiufuiinanssnumansidufudiinunissdnsosusvesUssmelng (Beta =
-0.086) a3unelddn MahifuAvduiinatenemindudomaselulsemalnedoneminduiu
dugeduilisahiudemainslulssmaasiugedunuludie deanssnudessldves
fuslnafiananhlimsinduladosnsud Tnslewzsosudidosuidumumeluanashliin
nsuansneuveslsunalneanasnuliiig denndesiv ossana duneens uwavlsh oesgsny
(2557) finut Jaduiifiuansenuseguasdsneud Uszneudne santhduidemas daduaudily
Usgneufufusogus siensosudlulsagngupatn siasasuduszianduitliidusiunusessan
Audnilinaunuiy aldiedmiumslavanluuiazngurain werseldguslan fudsiome
fmnuduiusiuguasdsenieudnudazndunainegisiifioddy uaziniesmnomduszans
aundenndotunguiigUasd

4. YlgUNPHANAUNTHAALAZNNT IFeUBUR WA 30@30 (Dummy30) laifidnSnanu
USinunsuansasuivessuinalnedliaonndostu sudni Ausuina (2563) finudn nsld
ulswevdenesnmsvessyiuansolfiduedesdiolumsuftymmaasgiauazduaiunsiule
YoInIAgRAMNTIUNIHARTaURTe U sEmAlng | dranmsmavieuleuietudaumenzauuay
FLuMIINTRIATIIIEAL LagmnRTiwnIsRansenUTiReUS iU sHARTsUAYe
Usewmalng agnuidn wlguienansunsuantkasnsidenueuntnin 30@30 dnansenulu@auin
(Beta =0.006) fuvinansnansasudvesszinalng edungléin wedinsliulouiendndunis
wAnuazn sl usudlifiifiusnfuardssalfusnaunsdnsosusvesssmalnediutumy
e Wesngudnsasudlnihiivhidhsosudlniiandmihonelulssmalng meldunsns
dussunsliuaznandnsosudlnindesinisansosudlninluussmalng iovnwelunionds
muduuiiuleueimun (gaiand lwaatailnena, 2567)
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unasuuazdatauauuz
unasy

MningusrasdvesnsifeiideanisfnwiauidninavesdadonfseUsinmnisnan
sosusesUssmalve WevihnmsvaaeuaisRguuds wui JedeiiddvinaseUiinansuansagus
y03UsEIvAlne (CARQTY) Haaenadasiuaufigrunsifodiomn 6 fulsanmun 10 fuus
Teun msdrdudmu IMPAMNT) Aifidviswasniign sesawnie Usuinidiesnsasudludisig
Usemel (EXPQTY) Usunaunisviesasudnieludseing (DOMQTY) uleuiedsaiueueudlniii
Y A, 2565 (DummyPOLtax) 1I05N13n58AUATEENAY W.A. 2562 (DummyPOL1) uagavilnGn
AMUTINUIAAMNTTUIUEUA (LOBINX) ATBvEnaseUsunumsnansasudtesiian awnsa

lUlglunsnaunuiiesassunmsilasuilamesgaamnssunisuansaeudivasUsenalnela

daieuauuy
Farauauuzdmsunsinanisidgluly

Afedfumui nmsthddudu Yiinadeensosudludeinsssme Usinanisne
snguaneluuseing ulsuedaaiueueudliinl w.e. 2565 1asmsnseduiasegial w.e. 2562
WAZATUNANN NI IUDAANNTTUETUEUA TuildvswasioUsinunsuansosudesusemelng
fedudedunsiuiaanuansolunsudduiassiounmienuiiensidsunadlug
geavnssuNIRaneusudaielnl MasguazuszneunsiunagaavnIsunMnansaguives
Ustinalng msdidunmsmudolauouusdsl

1. masgmsiuiasmsduasuliguseneunisiinisihdrdudyuinunalulaguay
winnssudunaeluussme eimunnuiaassalunswanuazidunsifiuuszansam
nawanligstu Seardmaliduunsuananas Snsdadunsfsdaaruannsolunsudetures
fusznounsléBndae uenniimasgemsiinesnsatuayuliiianisdienesaddumelulad
wazuianssuntsndneususatslminndamuandsussmaldiudnantuduususvedng
Wiefuflomswasuulasesgmamnssuususivesneiiaasurinluganamnssusususiard
Tndluewan

2. mﬂ%’gmﬁﬁuismaaﬁuauumimaiaauﬁﬁgﬂma’luﬂismmmxainaaﬂlﬂﬁmﬂimm
fiasousquiidludiuvessneusdumuniely wassasudadelml (sosusmdsnulii viesneud
wiuazen) teteatunstadoulasiaireavessasudlunanuazviiliiAanisudadud
Husssussrhssasuidunumeluiindnniglulssmalnefusosuiasilmifiduueduidy
na1nnelulssinAkaznaInrsUsEImne ?ia%ﬁﬂﬁﬁﬂiznaum317'16Q”Luvhﬂsziqﬂwwuﬁumqmamﬂiiu
nsuansagudvessTInAlnansaudsly wazuiumiluganamnssueueudadelvaliogng
3

3. guszneun1suaznadzasiiinasnislunisiauvinesveusanuluningnamnssy
gusuivasstnaAlngligedy warnssmuauisnIsvegraMNI I B UATIMALUABUHY
lugenavnssueuesusiasiol wu shwesumelulad sinwemsvinusufuiasesinsAadnlu
uazieiosdnsdnlusii Wudu oifinduiuveussnuiinuzgs uasidunsfinUssansamusanu
lunipgeaIvnssuNsiansasuAvesUssnalny
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Abstract

Couple tourism represents a significant share in the global leisure market. This
study investigates factors influencing recommendation intentions of coupled tourists visiting
small-scale resorts in a remote destination, with an emphasis on the role of couples’
relationship closeness. Drawing on the theory of planned behavior (TPB) and the principle of
“Inclusion of Other in the Self” (OIS), we proposed a model where attitude, external social
influence, perceived behavioral control predict recommendation intention, with relationship
closeness moderating these relationships. Data from 284 coupled tourists were collected
onsite and analyzed using PLS-SEM. Results suggest that external social influence and
perceived behavioral control positively predict recommendation intention, and relationship
closeness negatively moderates the relationship between external social influence and
recommendation intention. These findings highlight the interconnected nature of
couple travel experiences and the significant role of relationship closeness in shaping
recommendation intentions. Theoretical and practical implications for tourism research and

service practitioners are discussed.

Keywords: Couple Tourists, Theory of Planned Behavior, Relationship Closeness, Inclusion
of Other in Self
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Introduction

Relationship couples often travel together to strengthen bonds, celebrate special
days, or simply escape from everyday lives (Fakfare et al., 2020; Liu & Draper, 2024). Research
suggests that traveling together improves relationship well-being (Durko & Petrick, 2016).
Couple tourism therefore substantially contributes to economies of destinations worldwide.
According to market research estimates, the value of honeymoon tourism alone stands at
121.3 billion US dollars in 2023, and the trend is expected to continue to grow in the years
to come (Global Market Insights, 2024).

A couple is defined as consisting of two individuals having a romantic relationship
such as lovers, married or dating spouses (Coelho et al., 2018). Traveling couples share not
only the travel but also their romantic relationship. Imagine: when you travel with your
better half, seeing them smiling and having a good time with the attractions, you will very
likely share their joy. This connectedness, in many occasions, is the ultimate goal of planning
the joint trip in the first place because the existence of romantic companions throughout
the travel journey enhances the social aspect of the travel experience, and makes it more
memorable (Hamilton et al., 2021).

Existing research often focuses on individual perceptions, and only a few explored the
couple dynamics and the potential impact of couple relationships in the shared experiences
(Su et al., 2020). Along the tourists’ journey map, tourists interact with many counterparts,
tour guides, residents, frontline staff, and fellow travelers every now and then. Still, the
interaction with the traveling partner can be as much as 24/7. Therefore, the relationship
attributes such as relationship closeness in shaping the tourism experience cannot be
overlooked.

The theory of planned behavior (TPB) with its satisfactory explaining power,
generalizability, and contextualizable nature, has been a well-applied theory in many domains
including tourism. While the TPB’s validity and predictive power have been well-exploited
in predicting tourists’ behavioral intentions, a notable gap exists in the literature regarding
the specific context of couple tourism. In the context of couple tourism, the attributes of
couples’ relationship, according to the social influence theory and interdependence theory,
could be incorporated into the TPB framework. This research seeks to address this gap by
integrating the concept of relationship closeness into the TPB framework.

Therefore, this study constructs an explanatory model based on the theoretical
premise of TPB, with the extension of couple relationship closeness, and attempts to
investigate the mechanism of the relationship closeness in shaping tourists’ recommendation
intention. The research attempts to answer the following questions:

RQ1: How do attitude, external social influence, and perceived behavioral control

affect couple tourists recommending intention?
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RQ2: Does couples’ relationship closeness moderate the influence of these factors
on their recommendation intention? If so, how?

To answer the above questions, a cross-sectional design with a sample of 284
effective responses was conducted. Empirical results of the PLS-SEM model suggest the
moderating effect of relationship closeness on couple members’ external social influence
exists. The findings of this research provide valuable insights into understanding the
influence of relationship attributes in tourists’ loyalty behavior. Meantime, the results provide
practical implications for marketing, operational, and experience design avenues for service

providers targeting coupled tourists.

Literature Review
Couple Tourism

Couple tourism, as a niche form of family travel, is often seen as “purposive” leisure
activities where couples plan and travel to spend time together and foster togetherness
(Shahvali et al., 2021). Besides the instrumental purposes of strengthening bonds or celebrating
meaningful milestones of their relationship (Fakfare et al., 2020), couples traveling together
has become a common practice to escape daily routines and seek new experiences (Liu &
Draper, 2024), such as adventure travels for couples, empty-nester travels (Dong et al., 2022),
and romantic weekend escapes. Couple tourism has a profound economic contribution to
societies globally (Schénzel & Yeoman, 2015). In terms of market size, people who travel
with companions account for a much bigger market share than solo travelers in the global
leisure market. For example, honeymoon tourism alone valued 121.3 billion US dollars in
2023 and is expected to grow by 6.1% annually in the next decade (Global Market Insights,
2024). It is therefore of great interest for both the service industry and acidemias to
investigate behavioral factors driving couple tourism experience while considering the impact
of their relationship.

Research on how tourists’ experience accumulates into loyalty behaviors has been
well documented. These studies show that positive experiences correlate to tourists’ overall
satisfaction, which increases intentions to revisit a destination, repeat purchases, and
recommend to others. Practically, the intention to recommend has been an important
business objective. This is especially so in the digital era, where photos and posts from friends
on social media can be a powerful marketing weapon leading to more effective reach-outs.
For coupled tourists, a memorable experience can be a function of various factors including
their relationship. Previous tourist behavior research focuses on the individual mechanism of
decision-making. E.g. major constructs such as satisfaction, past experience, and destination
image, are all based on individual interpretations. In other words, an individual’s perceptions
and affections (i.e. attitude) influence their behavioral outcome. A few researchers

examined the relationship quality and argued that it is the companions that make the
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tourism experience memorable. Relationship Closeness has a role to play in the process
of tourists’ experience and behavioral outcomes. It is therefore necessary to consider the
relationship and its impact on couple tourists’ decision-making, especially the evaluations

and subsequent loyalty behaviors such as intention to recommend.

Theory of Planned Behavior

Ajzen’s (1991) Theory of Planned Behavior (TPB) is a widely recognized psychological
theory. The theory posits that an individual’s behavioral intention is determined by three
factors: attitude regarding the target behavior, social influence termed subjective norms and
perceived control of the target behavior. The model has been supported across various
domains in predicting human behaviors, demonstrating its robustness and applicability
(Armitage & Conner, 2001). In the field of tourism research, TPB has been extensively
adopted to provide a comprehensive framework to understand and predict tourist behaviors,
such as tourists’ revisit intention and word-of-mouth recommendations (Ulker-Demirel &
Ciftci, 2020). Considering TPB’s satisfactory explaining power in predicting tourists’ behavior,
this study chooses TPB as the theoretical premise to investigate coupled tourists’
recommendation intention. In this research, Recommendation Intention refers to tourists’
willingness to recommend the hotel they experienced to others.

Attitude is defined as individuals’ positive or negative evaluations of the behavior
in question. According to TPB, Attitude predicts behavioral intentions, and this has been
supported by abundant empirical evidence from various contexts (Ajitha & Sivakumar, 2017,
Fischer & Karl, 2022; MclLaughlin et al., 2020). In the context of tourism, Attitude could
involve the overall satisfaction with a destination and perceived value. Previous literature
supported Attitude’s decisive role in shaping tourists’ decision-making: Whether or not to
visit a destination or recommend halal tourism (Mohammed et al., 2023; Vesci & Botti, 2019).

Ajzen’s (1991) Subjective Norm (SN) refers to individuals’ perceptions regarding
“significant others” opinions about the target behavior. The effect of SN on recommendation
intention is context sensitive. For example, in Lam and Hsu’s studies of Chinese tourists’
intention to visit Hong Kong (Lam & Hsu, 2004, 2006), among the two samples from the
mainland and Taiwan, SN was the strongest predictor for tourists from Taiwan, but not for
mainland tourists. More recently, researchers reported SN as the strongest predictor for
tourists’ visit intention (Boley et al., 2018; Hsu & Huang, 2012; Juschten et al., 2019).

In today’s digital era, the importance of SN has become more evident. Especially
with the social media propensity in society, user-generated content, influencers, or Instagram
friends are among the most accessible and influential referent groups for today’s tourists
(Vrontis et al., 2021). For coupled tourists, these social referents are external to their romantic

relationship, i.e., do not include the influence of their relationship partners.
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Perceived Behavioral Control (PBC) refers to individuals’ perceptions of ease or
difficulty in performing the target behavior. In the context of tourism, this may include
tourists’ perception and evaluation of time, cost, and convenience. Prior research supported
PBC’s predicting ability to behavioral intentions, such as green purchases (Paul et al., 2016),
staying in green hotels (Han & Kim, 2010), and revisiting environmental destinations (Wang
& Zhang, 2020). We postulate:

H1. Attitude positively influences coupled tourists’ recommendation intention.

H2: External social influence positively influences coupled tourist’s recommendation
intention.

H3: Perceived behavioral control positively influences coupled tourists’

recommendation intention.

Relationship Closeness

Relationship Closeness is conceptualized as the degree of interdependence and
emotional connection between individuals. It encompasses how much relationship
partners share their lives, support each other, and feel a sense of “we” (Berscheid et al,,
1989). Previous research suggested that couple members’ relationship partners as well as
the relationship attributes influence individuals’ tourism experience (Kang & Hsu, 2005; Kozak
& Duman, 2012; Rojas-de-Gracia & Alarcon-Urbistondo, 2019, 2020). For example, in a study
of 371 cohabitating couples, researchers found that participants reporting no conflicts and
jointly made decisions were the most satisfied tourists (Rojas-de-Gracia & Alarcon-Urbistondo,
2019). In a later study with a mixed-method design, Rojas-de-Gracia & Alarcén-Urbistondo
(2020) found that partners’ satisfaction with the tourism experience impacted participants’
own satisfaction. These findings imply that relationship dynamics play a role in the
experience evaluation process.

However, the exact mechanism of how relationship closeness takes effect in the
post-experience decision-making process is unclear. Stemming from the Self-Expansion
Theory and principle of Inclusion of Other in Self (A. Aron & E. N. Aron, 1986), we expect that
relationship closeness moderates the impacts of Attitude, external SN, and PBC on coupled
tourists” Recommendation Intention because traveling itself is a self-expansion activity, and
as the relationship gets closer, the “we-ness” blurs the boundary between “me” and “us”.
In this vein, your satisfaction is included in our Attitude, your friends and reference groups
become sources of our social influence, and your perceived control strengthens our
confidence. Specifically, we anticipate:

Had: Relationship Closeness changes the relationship between Attitudes and
Recommendation Intention

H5: Relationship Closeness changes the relationship between SN and

Recommendation Intention
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H6: Relationship Closeness changes the relationship between PBC and
Recommendation Intention

In summary, this research proposes the conceptual model to predict coupled
tourists” Recommendation Intention (See Figure 1). The model is built on the premise
of TPB, where tourists’ Attitude (H1), External SN (H2), and PBC (H3) jointly predict their
recommendation intention. Underpinning the Self-Expansion Theory, we extend the TPB by
examining the moderating effect of OIS on the relationships between the TPB mechanism
(H4, 5, 6).

Figure 1

Conceptual Framework
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Research Methodology
Our goal is to investigate the TPB constructs’ impact (Attitude, External SN, and
PBC) on Recommending Intention. We also postulated that the relationship closeness

(as denoted in OIS) moderates these relationships.

Measurement

Key constructs of TPB are measured with scales adapted from prior research
(Juschten et al., 2019; Lam & Hsu, 2006; Quintal et al., 2015), with 7-point Likert scales. In
measuring the External social influence, we adapted the prior scale of Subjective Norms by
instructing respondents that the social referents should not include their relationship partners.
This is because prior research packed multiple accessible sources of social influences into
subjective norms, for example, the “significant others” might be from family and relatives,
friends, or travel agents (Hsu et al., 2006). Relationship Closeness is measured by a set of
graphic representations where respondents were asked to indicate how they perceived the

inclusion of their relationship partner in their self-concept (Aron et al.,, 1992). Aron et al.
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(1992) suggested that through close relationships, individuals are inherently motivated to
expand their self-concept by incorporating their partner’s identities, resources, experiences,
and perspectives. The self-expansion theory and Inclusion of Others in Self (I0S) thus imply
that as the closeness of a relationship increases, there will be a greater inclusion of the
other in the self. As a result, 10S is often used as a tool to measure relationship closeness.
As seen in Figure 2, higher scores indicate closer inclusion of the partner in respondents’
self-concept, in other words, a closer relationship. Finally, Recommendation intention was
measured with three items on a seven-point Likert scale. E.¢. “I will recommend this hotel
to others” Strongly Disagree (1), Strongly Agree (7). Finally, the questionnaire included

demographic guestions.

Figure 2

Inclusion of Others in Self Scale

Solcokn
wlelols:

Note: Aron et al. (1992)

We collected data at three small-scale resorts in Doi Mae Salong in northern Thailand.
Doi Mae Salong is a mountainous town in the northern tip of Thailand, drawing tourists with
its picturesque views, Yunnanese culture, and temperate climate. Most hospitality service
providers here are small-scale and independent local brands. Data collection occurred
between November 2022 to February 2023, after approval from the service providers and
the Human Research Committee of Mae Fah Luang University.

Two trained research assistants intercepted hotel guests at the breakfast venues in
the morning, inviting them to participate in the survey with fresh memories of their experience
with the resort (Quintal et al., 2015). The questionnaires were pre-loaded in Google Forms
and participants scanned a QR code to access the questionnaire and provided responses via
their cellphones. Screening questions were set to ensure respondents were in a romantic
relationship and traveling with their partners. A total of 304 responses were collected. After
eliminating incomplete and non-romantic relationship responses screened, a total of 284

effective responses were used in this study.
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Analysis Procedures

We used two software for the data analysis in this research. Descriptive analysis
was calculated in R and Partial Least Squares Structural Equation Modeling (PLS-SEM) was
performed in Smart-PLS. Smart-PLS is particularly useful for smaller samples and when
data lacks normal distribution (Hair et al., 2019). The significant level of 0.05 were used for

inferential analysis and hypothesis tests.

Sample

Table 1 provides a detailed breakdown of our sample. Of the 284 participants, age,
gender, education level, and the hotel they stayed in were incorporated as control variables.
As our study population is vacationing couples, the gender distribution is even across males
and females. Note that although most of the sample is from heterosexual couples (n = 250),

34 responses are from same-sex couples.

Table 1
Sample Characteristics

Frequency Percent
|Gender |
Male 142 50%
Female 142 50%
o~ |
18-20 7 2.46%
21-30 16 5.63%
31-40 91 32.04%
41-50 113 39.79%
51-60 53 18.66%
61 and Above 4 1.41%
| Educaton ]
High School or Lower 21 7.39%
College Diploma 43 15.14%
Bachelor’s Degree 157 55.28%
Master’s Degree 49 17.25%
PhD or Higher 14 4.93%

Note. n = 284

Source: Author
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Results

Descriptive Analysis

As illustrated in Table 2, generally the sample evaluated their experience higher
than average. Such higher ratings of experience evaluation aligned with prior reports. In terms

of relationship closeness, most respondents reported high inclusion of their relationship

partner in their self-concept.

Table 2

Descriptive Statistics

Key Constructs Mean Std. Deviation
Attitude 5.75 1.51
External Social Influence 5.7 1.4
Perceived Control 5.21 1.78
Recommendation Intention 5.87 1.37
OIS 5.55 1.61

Note. n=284

Source: Author

Reliability and Validity

We followed Hair et al.’s (2011) criteria for PLS-SEM and reviewed internal consistency
reliability, indicator reliability, convergent validity, and discriminant validity. As shown in Table
3, except for OIS, which is a single-item construct, all other key constructs demonstrated
good reliability and validity, surpassing the criteria thresholds recommended by Hair et al.
In addition, the outer loadings surpassed 0.7, suggesting the measurement items contribute
to the respective factors. Henseler et al. (2015) recommended HTMT as a better criterion in
assessing discriminant validity. By their criterion threshold of 0.9, discriminant validity was

established for all our key constructs, as the HTMT of any two constructs were far below

the threshold of 0.9. See Table 4.
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Table 3

Construct Validity and Reliability

7 et AUUN @ UNSIAN - AUIAY D=

Cronbach’s | rho A | Composite | Average Variance
Alpha Reliability | Extracted (AVE)
Attitude 0.921 0.924 0.950 0.863
External Social Influence 0.952 0.954 0.965 0.874
Perceived Control 0916 0.919 0.947 0.857
Recommendation Intention 0.965 0.966 0.977 0.934
OIS 1
Note. OIS was a single-item construct.
Source: Author
Table 4
HTMT Criterion for Discriminant Validity
Attitude Edu |External SN | Gender| OIS |OIS*SN | PC | Rec | Age |Income
Attitude
Edu 0.03
External SN | 0.62 0.08
Gender 0.04 0.03 0.06
OIS 0.21 0.01 0.19 [0.05
OIS*SN 0.22 0.02 0.27 |0.02 | 0.17
PC 0.47 0.16 0.57 |0.10 0.17 0.13
Rec 0.53 0.03 0.76 |0.08 0.19 0.32 | 0.55
Age 0.04 0.04 0.02 (0.14 | 0.04 0.13 | 0.04 [0.03
Income 0.01 0.34 0.03 [0.10 | 0.01 0.08 | 0.06 [0.02| 0.34

Structural Model
PL S-SEM is confirmed by predictability (indicated by R2) and reliability and validity

metrics (Hair, 2017). Unlike traditional covariance-based SEM, PLS does not emphasize on

goodness-of-fit indexes. However, our Smart PLS report suggested an acceptable model
fit. The SRMR for both saturated and estimated models is 0.35, below the 0.08 threshold.
Additionally, the NFI for the saturated model is 0.90 and 0.91 for the estimated model,

suggesting a satisfactory model fit.
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Regarding predictability, R2 for Recommendation Intention stands at 0.58, and
R2 Adjusted is 0.57. The model accounts for 57% of the variance in Recommendation
Intention. The f2 effect size analysis determines the contribution of each predictor variable
to the R2 of the endogenous variable. For our model, External SN 0.4172 contributes a
large effect in explaining Recommendation Intention with an f2 of 0.417. Perceived control
and the interaction term of OIS and External SN contributed small effects (f2 = 0.043 and
0.031 respectively).

Table 5
PLS-SEM Results

Original Sample Standard | T Statistics | P Values
Sample (O) | Mean (M) Deviation | (|JO/STDEV|)
(STDEV)
Attitude -> Rec 0.064 0.065 0.078 0.823 0.411
External SN -> Rec 0.572 0.572 0.073 7.829 0.000
PBC -> Rec 0.166 0.168 0.048 3.424 0.001
OIS -> Rec 0.015 0.014 0.040 0.377 0.706
OIS*ESN -> Rec -0.044 -0.043 0.022 1.973 0.049
Age -> Rec 0.058 0.056 0.043 1.345 0.179
Edu -> Rec 0.034 0.034 0.042 0.805 0.421
Gender -> Rec 0.032 0.033 0.043 0.746 0.456
Income -> Rec -0.066 -0.066 0.045 1.468 0.142

Source: Author

Table 5 reports the path coefficients. External SN significantly and positively
influences Recommendation Intention (t-statistic 7.829, p-value 0.000). Perceived Control
significantly and positively influences Recommendation Intention (t-statistic 3.424, p-value
0.001). However, the relationship between Attitude and Recommendation Intention (t-statistic
0.823, p-value 0.411) is not significant. The interaction term of OIS and External SN
is significant and negative (t-statistic 1.973, p-value 0.049). The control variables of Age,
Education level, Gender, and Income showed no significant bearings with Recommendation
Intention. These results imply that the more social influence one perceives regarding the
hotel, the more likely one will recommend it to others. Similarly, the more control one
has in visiting the hotel, the more likely one will recommend the hotel to others. The
moderating effect of Relationship closeness significantly and negatively moderates the

relationship between external SN and Recommendation intention. As visitors perceive their
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romantic relationship with their partner to be closer, the impact of Social Influence on
Recommendation Intention weakens. With the above results, we summarize the hypothesis

testing results in Table 6.

Table 6
Hypotheses Testing Results

Hypotheses Results

H1. Attitude positively influences coupled tourists’ recommendation Rejected

intention.

H2. External SN positively influences coupled tourists’ recommendation Supported

intention
H3. PBC positively influences coupled tourists’ recommmendation Supported
intention
H4. OIS moderates the relationship between Attitudes and Rejected

Recommendation Intention

H5. OIS moderates the relationship between External SN and Supported

Recommendation Intention

H6. OIS moderates the relationship between PBC and Rejected

Recommendation Intention

Source: Author

Discussion

Built on the general framework of TPB, this research investigated the factors
influencing coupled tourists’ recommendation intention regarding small-scale resorts in a
remote destination. Our study specifically focused on the role of relationship closeness in
the process. PLS-SEM results strengthened our understanding of the research questions.
Specifically, H2, H3, and H5 were supported, largely confirming TPB’s efficacy in predicting
coupled tourists’ recommending intention, while H1, H4, and H6 were rejected. We now
discuss the main findings and implications theoretically and practically.

Our analysis suggests that coupled tourists’ recommendation intention is significantly
and positively influenced by SN (in our context, external SN) and PBC, but not Attitude. This
indicates that couple tourists” intention to generate positive word-of-mouth depends on
social influence and perceived control. In other words, the more positive word-of-mouth they
hear from their social referents, from friends, non-spousal family relatives, or social media
exposure, the more likely they will recommend the resort. Similarly, their recommendation is

also predicted by how much control they have. This could be the resources in time, money,
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and ease to access to the resort. The more manageable they perceive these resources, the
more likely they will recommend the resort to others. As TPB is a context-specific theory,
the results often vary. The result of our study partially aligns with recent TPB applications
in tourism research where the SN and PBC significantly and positively influenced intention
(Han & Kim, 2010; Manosuthi et al., 2020; Meng & Cui, 2020; Vesci & Botti, 2019).

Contradicting prior research, our model analysis suggests that Attitude does not
significantly predict recommendation intention (t-statistic 0.823, p-value 0.411). This indicates
that couple tourists’ liking of the resort does not result in their recommendation intentions.
One possible explanation could be the unique context of couple travel. As couples travel
together, their experiences are inherently intertwined. Couple members’ individual
preferences may become less pronounced in the face of shared experiences because
of the motivation to maintain harmony and avoid conflicts with their partners. In other
words, the connectedness of their “common fate”, i.e., sharing the same experience, might
overshadow individual attitudes. It is possible that couples prioritize their shared preferences
and common goals for the trip, leading to a less direct link between their individual attitude
and the recommendation intention.

Interestingly, our findings reveal a negative moderation effect of relationship
closeness between the external social influence and recommendation intention (H5, beta
-0.044, t-statistic 1.973, p-value 0.049). The significant negative moderation effect suggests
that as couples feel closer and more connected, their reliance on external opinions
diminishes. Prior research pointed out the importance of relationship partners and the
harmonious relationship in shaping tourists’ satisfaction (Kang & Hsu, 2005; Kozak & Duman,
2012; Rojas-de-Gracia & Alarcén-Urbistondo, 2019, 2020), our findings moved a step further
by underscoring how relationship closeness take effect in the decision-making process.
Specifically, the closer couple tourists see their relationship reduces the effect of external
social influence on their intention to recommend.

Vacationing products heavily rely on social influence. As the nature of intangibility,
tourists can only evaluate the product after their experience, or by actively searching for
information. The information provided by their social circles, often through social media, is
deemed as more authentic because of the relational trust (Pop et al., 2022). However, for
couple members, the power of social influence outside their relationship reduces as their
romantic relationship is perceived closer. Couples perceiving their relationship closer
cultivate a high level of “we-ness”, forming their “inner-circle”, and their shared experiences
and bond provide each other the primary social influence (Minda Orina et al., 2002; Orifa et
al., 2008). In other words, influence from the inner circle might compete with that from the
outer circle. This echoes with A. Aron and E. N. Aron (1986) concept of “inclusion of other
in the self”, which posits that close relationship partners become integral to each other’s
self-concept, resulting in a we-ness, where relationship partners’ preference carries more

weight than the outsiders’ opinion.
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Contributions and Implications

Our study contributes to the tourism research in the following three aspects.

Firstly, this research is among the first to incorporate relationship theories in studying
coupled tourist behaviors. We extended the individual-based theory of planned behavior
with the relationship dimension of OIS. Specifically, the principle of “inclusion of other in
the self” in describing relationship closeness provided explanation in how coupled tourists
process external social influences in evaluating their travel experience, and our empirical
results indicate that couple unity and their inner-circle influence compete with external
social influences from outsider reference groups, which weakens as the romantic
relationship is perceived closer. Although previous studies implied that relationship quality is
an important factor influencing tourists perceived satisfaction, our study empirically revealed
the underlying mechanism with the negative moderating effect of relationship closeness.
Specifically, relationship closeness does not directly influence tourists’ loyalty behavior but
negatively moderates the influence of external SN.

Secondly, our research enriched our understanding of couple tourists’ relationship
and its role in shaping their post-purchase decision-making. We provided empirical evidence
with a specific context of coupled tourists. Our model analysis results not only added
another evidence in TPB’s applicability, but we also separated the construct of SN by two
sources: the internal and external. And our results suggest that although external SN still an
important predictor of tourists’ recommendation intention, the internal, i.e. influence from
their relationship partner, may reduce the impact of external SN.

Thirdly, our research contributes for practitioners and couple tourists. Service
providers can use our results in their marketing and customer experience design. The fact
that external SN and PBC significantly influences coupled tourists’ recommendation
intention confirms the importance of social media and content dissemination. Businesses
may render their offerings pertinent to impress couples, for example, emphasize the romantic
characteristics of the destination, theme decoration or couple adventure activities. Service
providers are also advised to enhance shared experiences through artifacts in their service
packages for their coupled guests, for example, incentivize couples to share their romantic
experience on their social media by creating visible messages, deco, or photo-worthy settings,
to allow couple guests reinforce each other’s experiences during their stay.

For couple tourists, increasing awareness of the “we-ness” while traveling together is
the paramount objective of their joint travel. Thus, in the decision-making, through adequate
communication not only reduces possible conflicts and enhances relationship, as shown in

our results, also contributes to their joint appreciation of the journey together.
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Limitations and Future Research

Studying couple’s dyadic experience is subject to multiple factors. Such
complication warrants that our research cannot go without limitations. Firstly, couples consist
of two unique individuals, although they share their vacation experiences, they each might
have different needs and wants. Investigating couples as groups might reveal more nuances
at both individual and group levels. Methodologically, future research might utilize dyadic
data analysis (Kenny et al., 2006) to study data from both members controlled in one unit.
Our model only considered the general behavioral prediction framework of TPB, and the
construct of attitude did not have significant influence in the recommendation intention.
Attitude is a general concept including multiple expectancy-disconfirmation aspects; thus,
future studies can incorporate relationship characteristics of couples into other models
in tourist study. For example, whether romantic relationship changes couple tourists’
perceptions of destination image, authenticity, or emotional attachment with the
destination.
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Abstract

This study aims to investigate the social identity influences on millennials’
motivation for viewing online live streaming. Data was collected by distributing questionnaires
to a sample of 360 millennials aged between 25-40 years who have engaged in online live
streaming. Multiple regression analysis was employed to analyze the data. The findings
support the hypothesis, indicating that social identity significantly affects millennials’
motivation for viewing online live streaming at the 0.001 statistical significance level. Notably,
the social identity variable with the highest impact on motivation for viewing online live
streaming was broadcaster identification (Beta = .456), followed by group identification (Beta
= .282). Both variables positively affect motivations for viewing online live streaming, with
broadcaster identification having the most substantial impact. These results demonstrate
that all aspects of social identity influence motivations for viewing online live streaming,
with broadcaster identification receiving the highest positive evaluation. Broadcaster
identification, defined as the emotional connection and affinity viewers feel towards the live
streamer, strongly influences the motivation for viewing. Millennials are particularly drawn
to broadcasters who appear relatable, authentic, and engaging. This connection fosters trust

and loyalty, leading viewers to continuously follow and interact with the streamer.

Keywords: Social Identity, Motivations for Viewing, Online Live Streaming, Millennial Consumer
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Introduction

In today’s digital age, online live streaming has become a prominent medium for
entertainment, education, and social interaction, particularly among millennials. Millennials,
defined as individuals born between 1981 and 1996, are highly active in digital
environments, making them a key demographic in understanding live streaming trends
(Dimock, 2019). Platforms like Facebook Live, Twitch, and YouTube Live have transformed
the way content is consumed, providing real-time engagement opportunities between
broadcasters and viewers. However, what drives millennials to engage with live streaming
remains an area that requires deeper exploration, particularly in terms of their social identity
and its influence on their motivations.

Social identity, as conceptualized by Tajfel and Turner (1979), refers to an
individual’s sense of belonging to a particular group, which shapes their behaviors,
preferences, and motivations. In the context of online live streaming, social identity
manifests in two primary dimensions: broadcaster identification (viewers feeling connected
to the streamer) and group identification (viewers feeling part of the community). These
dimensions can significantly influence millennials’ motivations for viewing live streams,
including their desire for entertainment, information, social interaction, and a sense of
belonging (Sjoblom et al., 2017).

Despite the global prevalence of live streaming, research on how social identity
impacts viewing motivations is still in its early stages. Existing studies primarily focus on
Western contexts, leaving a gap in understanding how cultural and regional factors,
particularly in Thailand, shape these behaviors. Millennials in Thailand, known for their strong
digital engagement and community-oriented culture, are an important group to study in this
regard. They frequently utilize live streaming for various purposes, from entertainment and
education to e-commerce, highlighting the multifaceted role of this medium in their lives
(ﬂiwnaa%ﬁaLﬁamiwﬁmazé’mu, AN UAD AR, 2566).

Moreover, live streaming platforms serve as key channels for businesses and content
creators to connect with this demographic. Understanding how social identity influences
millennials’ motivations for viewing live streams can help marketers and broadcasters design
strategies that resonate with their audience. It can also contribute to the theoretical
understanding of social identity’s role in digital behavior, bridging the gap between
psychological theories and modern media consumption practices (Helal & Ozuem, 2019).

Broadcaster identification and group identification are critical dimensions of social
identity that influence online live streaming behavior. Understanding these dimensions
provides valuable insights into the motivations and preferences of viewers, particularly
millennials, in digital media environments. These findings can guide content creators,
marketers, and platform developers in designing strategies to enhance viewer engagement

and loyalty.
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This research aims to investigate the social identity influences millennials’
motivations for viewing online live streaming, with a focus on the Thai context. The findings
are expected to provide insights into the psychological and social factors driving live streaming

behavior, offering both theoretical contributions and practical applications.

The Objectives of Study

1. to determine the influence of social identity in aspect of broadcaster identification
on Millennial motivation for viewing online live streaming.

2. to determine the influence of social identity in aspect of group identification on

Millennial motivation for viewing online live streaming.

Literature review
Social Identity and Its Relevance in Digital Media

Social identity theory highlights how individuals derive their self-esteem and sense
of belonging from group memberships. In online contexts, such as live streaming platforms,
social identity influences how individuals interact with content and participate in
communities. Research has shown that social identity is critical in fostering engagement and
loyalty in digital communities (Haslam et al., 2020).

The concept of social identity has become a critical framework in understanding
individual and group behavior in digital and social media environments. Social identity, as
defined by Tajfel and Turner (1979), refers to an individual’s self-concept derived from their
membership in social groups. This construct can be further analyzed in the context of online
live streaming through two dimensions: broadcaster identification and group identification.

1. Broadcaster Identification: Broadcaster identification refers to the extent to which
viewers perceive a connection with the streamer or broadcaster. This connection often stems
from shared values, relatable characteristics, or admiration for the broadcaster’s content.
Broadcaster identification fosters a sense of personal relevance, which encourages sustained
engagement and participation during live streams (Rubin & Step, 2000). On platforms like
Facebook Live, broadcasters often build strong parasocial relationships with their audiences
through interactive features such as real-time responses, personalized acknowledgments,
and relatable storytelling. These interactions create a feeling of intimacy and connectedness,
leading to heightened viewer identification with the broadcaster. For millennials, who value
authenticity and relatability, broadcaster identification plays a critical role in influencing their
viewing behavior (Sjoblom et al., 2017).

2. Group Ildentification: Group identification involves the perception of belonging to
a community of like-minded individuals who follow and interact with the same broadcaster.
This shared identity strengthens bonds among viewers, creating a sense of community that

enhances engagement and participation (Dholakia et al., 2004). During live streaming events,
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viewers often interact with one another in the comment sections, forming sub-communities
around shared interests or values. This group dynamic is particularly significant for
millennials, who are known for their preference for social interaction and collective
experiences in digital spaces (Dimock, 2019). Group identification enhances the overall viewing
experience by fostering social support and camaraderie among participants.

The interplay between broadcaster identification and group identification
underpins the success of live streaming platforms. Research by Hamilton et al. (2014) found
that viewers’ motivations to engage with live streaming content are not only influenced by
the streamer’s personality but also by the sense of community created during the broadcast.
Similarly, Wang et al. (2019) demonstrated that both broadcaster and group identification
contribute to increased viewer loyalty and willingness to participate in monetization activities
such as tipping or donations.

In the Thai context, live streaming on platforms has become a prevalent medium
for entertainment, education, and commerce. Viewers are drawn to live streams not only
because of the content but also due to the community dynamics and cultural relevance
provided by local broadcasters (ﬂsmaﬁ%ﬁaLﬁamwgﬁmazé’mu, AUNNUADALAITIR, 2566).

Motivations for Viewing Online Live Streaming

Online live streaming has gained significant attention as a digital medium, enabling
real-time interaction between broadcasters and viewers. The motivations for viewing live
streaming content are multifaceted and rooted in psychological, social, and informational
needs. Key motivations include entertainment, social interaction, information-seeking, and
the development of parasocial relationships. Understanding these motivations offers valuable
insights into viewer behavior and engagement patterns.

1. Entertainment: Entertainment is a primary driver for consuming live streaming
content. According to uses and gratifications theory, individuals seek media that provides
relaxation, enjoyment, and escapism (Rubin, 2009). Live streaming platforms cater to these
needs by offering diverse content, such as gaming, music, lifestyle vlogs, and live
performances. Sjoblom et al. (2017) found that entertainment gratification is one of the
most significant factors influencing live stream viewership. Millennials, in particular, favor
content that is interactive and dynamic, aligning with their preference for authentic and
engaging experiences. In the Thai context, live streams featuring celebrities, influencers, or
cultural performances are especially popular for their entertainment value (N3M339Aa
Lﬁamwgﬁml,azé’am, ANUNIUADALAITIR, 2566).

2. Social Interaction: The social interaction element of live streaming allows viewers
to engage with broadcasters and fellow viewers in real time. This interaction fosters a sense
of community and social belonging, making live streaming a unique medium compared to

traditional media (Wohn et al., 2015). Features like live chat and real-time reactions create
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opportunities for viewers to participate actively in the broadcast. For millennials, who value
connectivity and social engagement, these interactions enhance their viewing experience.
Research suggests that the communal aspect of live streaming strengthens loyalty and
encourages repeat engagement (Hamilton et al., 2014).

3. Information-Seeking: Live streaming serves as a valuable source of information,
particularly for educational content, product demonstrations, and event coverage.
Information-seeking motivation is critical in contexts like live commerce, where viewers
actively seek details about products or services before making purchasing decisions (Yu et al.,
2018). In Thailand, live streaming has become a key medium for e-commerce, enabling
consumers to interact with sellers, ask questions, and receive immediate answers. This
behavior underscores the role of live streaming as an interactive tool for information
dissemination

4. Parasocial Relationships: Parasocial relationships refer to one-sided emotional
connections that viewers form with broadcasters. These relationships are a significant
motivation for live streaming viewership, as they create a sense of intimacy and loyalty
(Rubin & Step, 2000). Broadcasters who engage authentically with their audience tend to
foster strong parasocial bonds. Viewers often perceive these broadcasters as relatable or
aspirational figures, enhancing their commitment to the stream. For millennials, who value
authenticity, parasocial relationships are a powerful motivator for engaging with live streaming
content (Sjoblom et al., 2017).

Conceptual framework

Independent Variables Dependent Variables
Social Identity Motivation for Viewing
- Broadcaster Identification Online Live Streaming

- Group ldentification - Entertainment

v

- Social Interaction

- Parasocial Relationships

Hypothesis

H1: Social identity in aspect of broadcaster identification has influence on Millennial
motivation for viewing online live streaming.

H2: Social identity in aspect of group identification has influence on Millennial

motivation for viewing online live streaming.
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Methodology
Population and Sample

The population used in this research comprises Millennials who have previously
watched online live streaming aged between 25-40 years. The sample for this study is drawn
from millennials who have engaged in Facebook online live streaming. Online live streaming
has emerged as a prominent feature on Facebook, providing real-time interaction between
streamers and viewers. Millennials, with their preference for interactive and authentic
content, have significantly contributed to the popularity of live streaming. Features such as
live comments, emoji reactions, and direct engagement with the host make live streaming
a unique communication tool that fosters community and participation. Despite its growing
popularity, the factors influencing millennials’ behavior in live streaming environments remain
underexplored, especially regarding the role of social identity. Millennials, often defined by
their need for social connection and identity affirmation in digital spaces, may engage with
live streaming on Facebook as a means of expressing and reinforcing their group identity
(Haslam et al., 2020).

The exact population size is unknown due to the large and dispersed nature of the
group. The sample size was calculated using Cochran’s formula for an unknown population,
with a confidence level of 95% and a margin of error not exceeding 5% (Cochran, 1977).

The formula is as follows:

n = sample size

P = the percentage of the population to be sampled (set at 50% or 0.5)

e = the margin of error (not exceeding 5%)

= the Z-score corresponding to the confidence level (at 90% confidence,

7 =1.65)
n= [0.5(1-0.5)1.65)]
(0.05)*
n= 272.25

Based on the calculation, the required sample size is 272. To simplify evaluation
and analysis, the sample size was adjusted to 360. A probability sampling method was
employed to collect the sample. This study utilized convenience sampling, wherein the
researcher distributed and shared the online questionnaire link via Facebook. A total of 360
respondents who had previously watched online live streaming were invited to participate
and complete the questionnaire.

The data for this study was collected using a questionnaire with the following
sections: (1) demographic information about respondents, including gender, age, education,
and income; 2) social identity is broadcaster identification and group identification presented

in a 5-level Rating of Likert Scale. 3) motivation for viewing online live streaming is
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entertainment, social interaction, information-seeking, and parasocial relationships presented
in a 5-level Rating of Likert Scale. The evaluation was conducted by calculating the average
score based on the following assessment criteria: (Sunthornthai, 2008)

4.21-5.00 indicates Strongly Agree

3.41-4.20 indicates Agree

2.61-3.40 indicates Neutral

1.81-2.60 indicates Disagree

1.00-1.80 indicates Strongly Disagree

The average score range of mean is prior to the main data collection, a pilot test
was conducted to ensure reliability. The internal consistency of the 360 responses was
measured, resulting in a Cronbach’s alpha of 0.891. Content validity was confirmed by three
experts, yielding an average Index of Content Validity (I0C) of 0.90, with item-wise values
ranging from 0.80 to 1.00, which supports the questionnaire’s validity, as all values exceed
0.5. Statistical analysis was performed using software, and hypothesis testing was conducted

via multiple regression analysis.

The Results
Table 1
General Demographic Information of Respondents

Gender
Male 250 69.4
Female 110 30.6
Age
25-30 years 172 47.8
35-40 years 188 52.2
Education
Below Bachelor’s Degree 70 19.4
Bachelor’s Degree 240 66.7
Above Bachelor’s Degree 50 13.9
Income
Below 20,000 THB - -
20,001-30,000 THB 163 45.3
30,001-40,000 THB 157 43.6
40,001-50,000 THB 28 7.8
Above 50,001 THB 12 33
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From Table 1, it was found that the majority of respondents were male 250 (64.9%).
Most were aged 35-40 years, totaling 188 (52.2%), with the highest level of education being
a Bachelor’s degree, held by 240 (66.7%). The most common income range was 20,001 —
30,000 THB numbering 163 (45.3%).

Table 2
Mean and Standard Deviation of Social Identity

Social Identity Mean | Standard Deviation (S.D.) | Level of Agreement
Broadcaster Identification | 3.87 0.869 Agree
Group Identification 3.38 1.154 Neutral
Total 3.62 0.805 Agree

Table 2 shows that the mean value of overall social identity was evaluated by
online live streaming viewers had high average (Mean = 3.62, SD = 0.05). When considering
each aspect, it was found that service efficiency in terms of broadcast identification had the
highest average (Mean = 3.87, S.D. = 0.865), and group identification (Mean = 3.38, SD = 1.150).

Table 3
Mean and Standard Deviation of Motivation for Viewing Online Live Streaming

Motivation for Viewing Online Mean Standard Deviation Level of
Live Streaming (S.D.) Agreement
Entertainment 3.73 0.865 Agree
Social Interaction 3.57 0.880 Agree
Parasocial Relationships 3.52 0.791 Agree
Total 3.61 0.884 Agree

Table 3 shows that the mean value of overall motivation for viewing online live
streaming had a high average (Mean = 3.61, SD. = 0.554). When considering each aspect,
it was found that customer satisfaction levels in term of entertainment had the high
average (Mean = 3.73, SD. = 0.865), followed by social interaction (M = 3.57, SD = 0.880),
and parasocial relationships (Mean = 3.52, SD = 0.791).
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Table 4
Results of Data Analysis on Social Identity Influence on Motivations for Viewing Online

Live Streaming

Model Multiple R R Square Adjusted R Square Standard Error
1 678 465 .457 678

Table 4 illustrates the results of the analysis of the multiple correlation coefficient
(Multiple R). The value approaches 1, indicating a strong relationship between the
independent variable social identity, including broadcaster identification and group
identification, and the dependent variable, which is the motivation for viewing online live
streaming. The analysis of the adjusted coefficient of determination (Adjusted R Square)
yielded a value of 0.457, suggesting that the selected variables explain 45.7% of the variation

in continuous viewing behavior.

Table 5
Results of Variance Analysis of Social Identity Influence on Motivations for Viewing

Online Live Streaming

Model Sum of Squares df Mean Square F p-value
Regression 116.381 2 58.192 126.23%** .000
Residual 136.434 357 0.531
Total 252.815 359

***statistically significant level at the 0.001

Table 5 presents the results of hypothesis testing using the F-value or p-value. The
analysis revealed an F-value of 126.677 with a p-value of 0.000, indicating that at least one
independent variable significantly affects the dependent variable at a statistically significant

level.
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Table 6

Results of Multiple Regression Coefficients Analysis on Social Identity Influence on

Motivations for Viewing Online Live Streaming

Model B >t Beta t p-value | Tolerance | VIF
Error
Constant 1.035 | .181 5.726%%* .000
Broadcaster Identification | .523 | .068 | .459 | 7.930***| .000 0.674 1.483
Group Identification 245 | .046 | .285 | 4.896***| .000 0.725 1.378

***statistically significant level at the 0.001

Table 6 shows the p-values calculated for the independent variables. Both
broadcaster identification and g¢roup identification significantly influence millennial’
motivations for viewing online live streaming at a significance level of 0.001. The Beta
coefficients indicate that broadcaster identification (Beta = .459) has the strongest influence
on motivations for viewing online live streaming, followed by group identification (Beta =
.285). Both variables positively affect motivations for viewing online live streaming, with

broadcaster identification having the most substantial impact.

Conclusion and Discussion

This study explored social identity influences millennial’” motivations for viewing
online live streaming, focusing on two key dimensions: broadcaster identification and
group identification. The findings reveal that both aspects significantly shape millennials’
motivation, demonstrating that social identity is a critical driver of live streaming engagement.
Broadcaster Identification. The results indicate that broadcaster identification, defined as the
emotional connection and affinity viewers feel towards the live streamer, strongly influences
the motivation for viewing. Millennials are particularly drawn to broadcasters who appear

relatable, authentic, and engaging (Rubin & Step, 2000). This connection fosters trust and

loyalty, leading viewers to continuously follow and interact with the streamer.

Group Identification or the sense of belonging to a community formed around the
live stream, is another significant factor. Millennials value the interactive and communal
aspects of live streaming platforms, such as real-time chat and shared experiences with other
viewers (Dimock, 2019). These elements create a sense of inclusion and social support, which
enhances their motivation to participate in live streaming. Combined Influence together,
broadcaster and group identification account for a substantial portion of the variance in

millennials” motivations for viewing online live streaming. The findings suggest that fostering

both individual and communal connections is essential for sustaining viewer engagement.

1 137



138 :

NsarsansushAl #i e 2TUT @ uNTIAN - LAY bEo

The findings align with social identity theory (Tajfel & Turner, 1979), which posits
that individuals derive part of their self-concept from their membership in social groups
and relationships with influential figures. In the context of live streaming, viewers not only
identify with the broadcaster as a central figure but also with the broader viewer community.

Broadcaster Identification: These results are consistent with studies emphasizing
the role of parasocial relationships in live streaming. Viewers perceive broadcasters as
approachable and trustworthy figures, often engaging with them as if in a personal relationship
(Wohn et al., 2015). Broadcasters who maintain authenticity and interact with their audience
actively strengthen this identification, which directly impacts viewers’ motivations, including
entertainment, social interaction, and emotional connection.

Group Identification: The study also supports prior research highlighting the
importance of social interaction and community in live streaming (Hamilton et al., 2014).
Millennials are particularly motivated by the sense of belonging that live streaming
communities offer. This finding underscores the need for live streaming platforms to enhance
interactive features, such as chatrooms and collaborative activities, to foster stronger group

identification.

Suggestions

1. Enhancing Broadcaster Identification: Live streaming platforms and broadcasters
should prioritize authenticity, relatability, and active audience engagement. Providing tools
and training for broadcasters to build stronger parasocial relationships can further enhance
viewer trust and loyalty. Features like personalized messages, Question & Answer sessions,
and exclusive content for dedicated viewers can strengthen emotional connections.

2. Fostering Group Identification: Platforms should focus on creating robust
community-building features, such as real-time chat, group activities, or gamified interactions.
Developing algorithms to match viewers with communities based on shared interests can
also promote a sense of belonging and engagement.

3. Balancing Individual and Community Connections: To maximize engagement,
platforms should integrate features that support both broadcaster identification and group
identification. For instance, allowing broadcasters to highlight active community members
or involve the audience in content creation can combine the appeal of personal interaction

with the strength of community ties.

Future Research

1. Cross-Cultural Analysis: Future studies could examine whether the influence of
broadcaster and group identification on live streaming motivations varies across different
cultures and demographics. Exploring cultural differences in social identity formation can

provide deeper insights into audience behaviors.
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2. Longitudinal Studies: Conducting longitudinal research would help understand
how broadcaster and group identification evolve over time and their long-term impact on
viewer retention and platform loyalty.

3. Platform-Specific Dynamics: Since different platforms (e.g., Twitch, YouTube
Live, Facebook Live) have varying features and audience dynamics, future research could
explore how platform-specific factors influence the interplay between broadcaster and group

identification.
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Abstract

The objectives of this research were 1. to examine different personal factors that
affected the decision to purchase cannabis products, 2. to examine different marketing
communications for cannabis products that influenced purchasing decisions, and 3. to
investigate the relationship between personal factors and marketing communications that
impacted the decision to buy cannabis products. The samples were 400 respondents from
across the country who had experience using cannabis products at least once during the
years 2022-2023. The research findings revealed that 1. personal factors such as age,
education level, occupation, income, marital status, and purchasing frequency statistically
affected the decision to buy cannabis products at the significant level. 2. The three aspects
of marketing communications that influenced purchasing decisions were advertising with
the greatest impact, followed by public relations and the use of sales personnel. In terms
of advertising strategies, it is essential to present clear, reliable, and product facts that can

be verified. The primary medium should be static advertisements, utilizing attractive content

1 143



144 ;

NsarsansushAl #i e 2TUT @ uNTIAN - LAY bEo

and focusing on communication through posters and storefront signs. Following that, video
clips and animations should be employed. For public relations, emphasis should be placed
on providing information through online media to build a positive image, create impressions,
and enhance the credibility of cannabis products, helping to instill consumer confidence in
product quality and medical safety. This can be achieved by using well-known and respected
people as representatives to convey the message. As for sales personnel, the focus should
be on providing useful information, including product facts and the information that can
be verified. 3. The relationship between personal factors and marketing communications
affected the decision to purchase cannabis products with significant correlations in regard to
age, education level, occupation, status, and income. The frequency of purchases influenced

the decision to buy cannabis products.
Keywords: Marketing Communication, Purchase Decision, Cannabis Products
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flazpovaussieru ausaneulfilazUSnwvi3edu Hair and McDaniel (1992) lilsiaumane
yosnsdeansysanmsi unsabieumnesiuduresyana Tnsedednydnuaiviedsing 4
Atlafuiluidudenans Faynnaazairsmumnesiufuiiouansanddn awdn deifiaae
uazViruAR

94AUSZNBUNTHBANINIINAIALUUYSIING (163 29daian, 2558)

1. malawan (Advertising) Msdeansiifimsasushunisdediuide fsoraludeesnlay
i Tnvie] Ing videdoosulat Wy Google Ads uazunanlesalndoaiiiie Tnoilunsdoasma
weuazliaunsanauausalaviui

2. MyUszvdusiug (Public Relations) nszuumsadseuduiudiifseninsesdnsi
a1y lnedingusrasdlunsiaduairsnmdnuaiifluszozen Taglildjaduluiinmsiaue
PFUALAENT
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M5ansIA1 NTMINYesaNIAM vieRansudalva Gunndidunsesiiuluenadwanszny
AONNENWAlYBIAUA
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wqwﬁ%’umaumzmummau%’u (The Theory of Stage in the Adoption Process)

Rogers (1971) lalvipanumuneiis nszuiunseeusu (Adoption Process) fig NSEUIUAITN
3ola FeymraddnannisidBuafusnifsafumadsuasuimssensunasthUld nssuiums
povsuidumannmmnsaififedusoilosedadunssuinnms uiimeasBeauandstuuds
anfuguientu SuhassgndldiunansuriiddunavestymludnuidiVimunfuay
aufnadeaiunsTdtyen msvheudlatuneunseeniuaztie L TUTEINsaNMALATS
doansmanana Wiead1ensiuiuazsensu muduneununszuaunsdl 1. 113¥u3 (Awareness)
2. aruaula (Interest) 3. n13UsEIu (Evaluation) 4. n15vAaes (Trial) 5. M38aN5U (Adoption)
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muidesiufesas 95 uazAnnuamalRdouiesas 5 Ingismsimuavuiadiegnafsnsiuan
NGAIV8IRBLATY (Cochran, 1977)

msifusausaudoya
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A v o i
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druil 2 Feyamiluvesiouuuuasunu dedidnuasidudoufiiivarednou (Multiple
Choices) uagfamasln (Close Ended) S1uu 6 4o feil e 01y sedunIsfine endw
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/M INAGULATEIND

WuvaaunuUTuUgandlowe lvihmsimsgimanussedadien (Content Validity)
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PNFTEINYIINIU 3 Y1 laeirualiagiuuiinn s

o A Y o A 1 v oA v & ' A o o |
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NUATEH MUY 30 AU MIAIANNTEIIRANUTRNY (Reliability) Tavindu 0.982

Nan133dY
nsenudeyatadvdiuyanavesUsyrvuluwnnannamiuas fideladuundeyanily

Y

oA e 218 sedunsfine 01T seldseidounavaniunin fall

A19197 1
TIWIUarsosazvasladeauYAna

LWl
¥ 272 68.00
o 128 32.00

39U 400 100.00

21g)
918 21-30 U 74 18.50
918 31-40 U 293 73.25
91y 41-50 U 33 8.25
39U 400 100.00
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TWIUUAYTPEazvaI A INYAAD
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FnIUSeaes 3 0.75
Usgyaye3 322 80.50
ganinUSeyeyn3 75 18.75
374 400 100.00
1IN
WNY0§INA/gInAdIU 23 5.75
NUNIUUTENLNBU 171 42.75
Fusvmy/minausgIamng 148 37.00
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niseu/nAne) 1 0.25
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A0TUATW
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1

FUAIS LN 3.62 0.46 170

AUNSUTETIAUNUS 3.52 0.43 170

FUNISIINENUYY 3.42 0.51 Junang

AadelagsIu 3.54 0.36 170
A5 3

NISIUSYUIEUAIINUING NYDIA RN 5AnEU T NAN AT T

. &, mMsaesINsAaANARfueifnY
nsanaulade [ Y v o o Y o
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Mean St Mean St Mean St
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Abstract

This research aimed to 1. compare the work efficiency of employees of a state
enterprise under the Ministry of Transport classified by personal factors and 2. study the
human resource development and achievement motivation that affect the work efficiency
of employees of a state enterprise under the Ministry of Transport. The sample consisted
of 403 employees of a state enterprise under the Ministry of Transport. Data were collected
by questionnaires. Data were analyzed using descriptive statistics, including frequency,
percentage, mean, standard deviation, and inferential statistics to test the research
hypotheses, including Independent Samples t-Test, One-Way ANOVA, and multiple

regression analysis.
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The research results found that employees of a state enterprise under the Ministry of
Transport, with personal factors such as different ages, had different work efficiency in terms
of volume, time and cost. This reflects that age differences affect work efficiency due to the
characteristics of each age group. It was also found that factors such as the need for power,
the need for achievement, education and the need for affiliation had a positive effect on
work efficiency. The Adjusted R Square value was .592, which could explain 59.20 percent
of the variance in work efficiency of employees of a state enterprise under the Ministry
of Transport, with a statistical significance. This reflects that employees with the authority
to make decisions, control work and have leadership tend to want to achieve work goals.
Receiving appropriate education and being accepted by coworkers and supervisors motivates
employees to work efficiently. Therefore, the organization should allow employees to have

a role in decision-making and assign important tasks to promote self-development.

Keywords: Human Resource Development, Achievement Motivation, Work Efficiency
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618 163 40.4
TaIN 240 59.6
2. 918
2130 ¥ 46 11.4
3140 U 157 39.0
41-50 U 166 41.2
51 Yuly 34 8.4
3. S2AUNTSANEN
FnInUSaaes 22 5.5
USeyes 230 57.0
ganuTyes 151 375

4. STAUALAUIY

FnsEeu 3 39 9.7
JEU 3-4 6 15.1
329U 5-6 187 46.4
svstu 7 Ul 116 288

5. szpzaanlun1sufiany

Hownin 59 56 13.9
5-10 ¥ 124 30.8
11-15 9 96 238
16 Vuld 127 315
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FUANUADINITOTUND 4.19 0.722 10
AUAUABINITANUNNY 4.31 0.651 mm?'iqm
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ATUANN 4.33 0.630 Wnitgn
puUTue 4.20 0.686 11N
PuAN 4.16 0.742 11N
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AURNTNT 3 HaN1TIATIZERLARAs ez TELUINATEIUANANLTIYD ST

[
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fiszsumnuAniulassmegluseduinn ((=3.89, 5.0.-0.807) laeshumsilneusuilaadegan
(X =4.14, 5.0.=0.803) S89a311AD AIUAITHAIUT (Y =3.92, $.D.=0.854) @IUATUNIIANYI
firnadosgn (X =3.60, 5.0.21.001) sy useglalddugns gnovuvuasuniuiiszdu
anuAsuiulaesimeglussduanndign (X(=4.34, 5.0.=0.579) Tasduanudesnisaiudida

ﬁﬁ%aé‘lagqqm (X =4.53, S.D. =0.606) F0sa3fe FuAUABINSANURATY ( X =4.31, S.D.=
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nMevianu greuuuuasunuiiszduanudniulassmeglusziuinniian ( X =4.23, $.D.=0.612)
Tnesuannnilaiadegan (X =4.33, 5.0.=0.630) sesa0nAe 1B (X =4.32,5.0.<0.660)
frudsa (X =6.20, 5.0.=0.686) funian (X, =4.16, 5.0.=0.742) drusuaildane flenade

#ga (X, =4.15, 5.0.=0.742) pudiu

duuAgIe 1 ndnawsFlamtwimidudeiansensneuweuniladuduyana laud
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Uadedauunna DA AERR | Sig. | WAN1INAAU
Lt Independent Sample t-Test | t=0.070 | .944 | Tlausneng
91¢ ONE WAY ANOVA F=2776% | .041 TERTRN
STAUNITANY ONE WAY ANOVA F=0176 | 839 | liumnena
FEAUAMNUNY ONE WAY ANOVA F=0429 | 732 | Taumnsin
srgzhaIsUURu ONE WAY ANOVA F=1808 | .145 | ladunneng

a v

NUNGLYA. UANFAN LD

g

dAeyiszav 0.05

ayunisveaeuanufgIul 1 wilnnusgiamtawimilsludainnsensuauuiay N

WA SEAUNISANYY SERuMuMsy sseznansufuRnuuenaeiu duse

a

an

SNV

Talunnsineiu druninauiiiongunnsneiu Jussavgainnsvinauuwansnei (F=2.776%, Sig=.041)

U o W a @

fedAgnsadanszau .05
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AUAITNN 6 WU winewsTawmiauvianis ludeinnsensiauuiauuvimis &
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