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Abstract

This article aims to analyze the relationship between politics and Universal Health
Coverage (UHC) by examining its historical development, theoretical foundations, and
institutional models at the global level. It argues that UHC should not be understood merely
as a public health policy or a technical instrument of health financing, but rather as a
political project intrinsically linked to the allocation of public resources, the definition of
citizenship rights, and the legitimacy of the state in modern society.

The article traces the development of Thailand’s health insurance system from the
period prior to 2002, when access to health services was characterized by substantial
inequality, to a critical turning point at which UHC was elevated to a national public policy
through the “30 Baht Universal Coverage Scheme” and the enactment of the National
Health Security Act of 2002. The establishment of the National Health Security Office (NHSO)
as a strategic purchaser of health services reflects an institutional design intended to balance
state and bureaucratic power, while simultaneously creating space for public participation in
the policy-making process.

At present, UHC systems in both Thailand and the global context face shared
challenges, including fiscal sustainability, demographic transitions, the rising burden of non-
communicable diseases, and persistent inequalities within systems that are nominally
universal.

In conclusion, the success of Thailand’s UHC system cannot be attributed solely to
technical or administrative factors, but rather to the interaction of political will, academic
evidence, and active civil society engagement. Nevertheless, sustaining the substantive
meaning of “universality” requires robust institutional mechanisms, transparent governance,
and system designs that enable political processes to promote long-term social equity

without undermining citizens’” fundamental rights.

Keywords: Politics / Risk / Sustainable development / Universal health coverage /

Vulnerability



INTANTAUNINYINNUNH Y 6285792

U 22 atiufl 1 @ns1a - fguisu 2569)

unin

unArmiiiingusrasdifietinnedinnuduiudseninadestussuundnusstugunn
27un1 (Universal Health Coverage: UHC) lagajaaungiiaiuinis wwifnlianged) wagguiuy
szuundnUsziuguamdiuntiialan saenauuiunmenailies iasugAa wazdsaudindenasy
msfdiauagnasisseguessruundnUsziugununiilulssmelng unanudlvidiuinssoy
UHC Fldiduifissuleunisduaisisuguniewni ssflonamaiasunisiiuavam mnudidu
“IM39n1591191156883” (political project) Figtoddnensstunsdnasmineinsaisisae nsienu
avdvosnudunaidios Lazauveusssuvesigludnuadel

AW uiauensouluIAnYeITsUUnanUsEAuauanduntilusedulan laun Beveridge

Model, Bismarck Model, National Health Insurance/Single-Payer Model agsguunau (Hybrid

=

Models) 1 a3 liiudrainuunndevessruvluunagUssinaasiougaunisainianisid og
UsgRmanssguf wasaudunusigesdIunaseninesy fain wazdvdninmg 11nn3inisiden
Bamallaiieang1afied 91nN5oUMINa1 ssuunanUseiuguaindiuninvesUssmalnedianwae
1< (Y] ' a a @ PRIV 3 a a 1%
Wussuulseiuguamwisnawuunsidugiu ddgeuinissedeiniglalase Samvatgnaau
& @ = - Y @
Fadunavensuseiivssusuniinisilowaslassainesying

lumuimuns@lseifaans ssuunanuseiuguaindiuntludssmalneglaimuiain
1 A = o o s Y s A ) A o u A 9 i
Henewl w.a. 2545 Failanunenagilunisiinfauimsguan gealisudAgllessuudingn

gnensrautiuulovisaisisugszavanuuleuie “30 UInsnwIMnlsa” LasnN1snT)

[
v o w [

N5V UURANTNUTEAUAVAINWANR WA, 2545 N1FIAAIENTNNUNENUTEAUFVAINULAIYF

(auay.) lugrugg@auinisagyiounseanuuuleantiuion199ag1uIIneNISIle AL SEUUTIUNIT

NSoUNAUANUN N AUSEI Ul dIus Il unsEUIUNTAITUALLEUNe

AudnSavesszuund nuseiuguamdruninlulssimalneidunaainnisuaiuiuves
wnsuamanndies ndnguidainns warnisidiusanvesniauszrisy szuviiaduiiedag
ddguesmsiaunizatannislulssmaidaiau uagdnadulangmenaiiouasdenuiifos
sumsunilesuazianethwionios Bindidu ssuundnusefuguamdumhldnaredutimune
Aeulsueilsfunssensveginirndussdulanlugznalnddglunsduaiunudusssy
yadanuaranadoudduguniw eg1lsfiniy nsnegUuaznisd seeguessuy UHC fld
Juwavesanuinndmamedadissdis mnusidunandavainszuiunisimunulouieasisuy
fidoslsosnadndatunatrmanadios auduiusifesinng uaznisesesdsanitu Tuuunues
Uszinelne szuundnuseduguaimdruminiad uuasiaunnigliideulimisnisdesanied

FIALVIOUNIUNUIMVDITT AT IUINNNITLERY kagn1THaIUTINYBINIAUTEVIVY Vs SEUY

-3



MIATAUNNINAUNY MUY
Vol. 22 No. 1 (January - June 2026)

e285722

Finandandganudsudidasiaineiifuaionszningaunfivesemdaunn miauenia wag
answnaidies Audeadifannisifieaasiasugia 919 arudsduniinisadiuazusanasuain
Tasvadreusernsideuuvasl amelddeuladanan unanuddsaauenseunisiiase
5 Yszifulug Woviannudilanuinienisdestunaswannszuundnussiuauamdauni
Tanunsadssunumlumsdsasuanudusssunsdeniliogsdeduimnarauliuiueu

V9NILABIUALLATEFAA

ssuundnuseiugunmiaundnalan

ANLUIARURIRIAN1ToUNNElan (World Health Organization: WHO) sguunanuseiu
aunmiumii (Universal Health Coverage: UHC) manefis msfiuszvnvsumnauannsaindsuing
quniisdu ssdumsdaadugunn msdestulse nsvneua LLazﬂ’]ﬁy\Iuwamim’lw lag
Lindyguassamanisiiu Fededunidudmuensiaunfidadu (SDG 3.8) vesszvinulan
(United Nations, 2015) 84An159u138lanwassuA1slanlasufunauf st inAun 1Iut v
UHC Tngld@ad Tandn 1dun n1snseunquuinisquain (SDG 3.8.1) uagn13AuATOSAIINA S
M9M3RY (SDG 3.8.2) (Finauimunuleuigguaimseninaseine, 2566)

sruuvdnUssiugunmiunihisuuuuiivainvats Juegiuuiunmaasugia madies
wazdanuvasunazUszima nednivnisindangquidu “gaunf” (ideal types) wan 9 loun
Beveridge Model, Bismarck Model, National Health Insurance #3® Single-Payer Model uay
syuusay (Hybrid Models) @slunsufualifivssmalalisunuulaguuuunisegnsuiqns wed
msUsulfuasnaunanumuteuluiannzusan (Kutzin, 2011)

Beveridge Model agviounuafaingunimiduuinsasisny wardvituiugiuvomaiios
Tno¥gvmiiiduisddamitusasdliuing suuszanaanainadiil vinsanlvgns w 99
193013 (free at point of service) svutilifoulesfusgatafnisuuudinuszasulaey fyaudedu
ANNLELBANA Wazn1IAIUANALNL uasidediinainnsiiannsudszanassgs waranadsssedamn
A5 LaTLIINARUNIINSITRY firegeUseme taun ansivenandnsuasnauusemeainuawsey

Bismarck Model #3AL5uA1INNITANATOWTIURaIMNTTY tnldnasulseiuaunn

AadeRUnldussuLazuedesInany spyiminiidnugua vaesiidbiusnisduauanndu
Y v a & a

nsunseRIAnsllkanils sruulidenndesiusgaianinisuuueysnuilon—aaslaisiad fqauds

9

AUAMAINUSNTHAEISIIlavalliuInTs uiddedinauaududau Aunugs wagaudewe

o

= 3 A o | [ a U A
AmdsNamnsgaanyuliiiiene degrussma loun weosuidl dsuaa wazdUu (Nguyen,
2017; Kutzin, 2011)



INTANTAUNINYINNUNH Y 6285792

U 22 atiufl 1 @ns1a - fguisu 2569)

National Health Insurance %38 Single-Payer Model gﬂum’jwLﬂuazwmﬁamwdwam
Tunadedy Tnedgvimidifud daniusasddouinnameien wilddniudeadudives
anungaTaun Uszuegneldnesuifisvionamundniier S5lidnadesesdiumengs
PrwanANuImdend warmuaNFuyulda ogdlsfinny stuuiifesendeTnauaunsovesiygs uay
o1awdymulifunmnngunsnussnisnsiiies fegsszma TouA ueuian inmald wayldniu
(WHO, 2010)

Tuanaduass Useimandswvauisiuiuunn sudsuseinalneg Tdssuunas (Hybrid
Models) fiUsznaudionatsnesmuaielulseimaiertu n1sasiegveamalsssuuaysiou
msUstiusrusdediunamensiles warlasaadnrudy wnninseeniuumsasINEAUAUAIN
ATHAGERNILe

sruunanyseiuguanaunt1vesUseimalnedidnvarlnaiAssiu National Health
Insurance wuundugiu IneaseurquuszansaulngiussuundnUssiuguanuiani (Jns
na9) Mnalnddauinisseiien Ao dnineundnysziugunnisiannd (aas.) uagkonunuim

1 vV

sginegfrnnunulous fieuinis wardliuinisesadau egilsfiniy Yssimalned snsdiszuy
Usziudspudmsunssnuenay wazalannissnwimeiviadisisnis ilileenmsiudussuy
aunInLuUnaIeneu (hybrid multi-scheme system)

fadu szuuvdnuszfugunmdiunidsadlifeanadanisnisGuguam mnusidunim
azviouinsyllenudnsvesuseyvuedly waslianinienNuduRUSIENINNTg na1n wasdauly
Fnwarla nsduszmelnouanddififiuin anudruminiaduneldssuunindesuuunan laild

o 13 o ) & = a o Ay Yo [
sadainisiusy wasdipadulangnienisilies ieswgia wasdiauideslasumsiauinazuntes

2819m0L109

%4 =

ﬂﬁg‘U'JUﬂ'ﬁWW‘U'Wl'NuIEJU']EJﬂ']ﬁ'liﬂJ%LLﬁZﬂTiL&la\‘i

sruunanUsziuguamiiuninvessemdlvedlanatuegisdunau mnusidunadnsves
NILUIUNITHAIUINIIULEVIBAISITUL N15L009 LATIZUUIIVNITATUAISITUFVT & sauun

1 a o w = o v Y = a a o 1J

2¢198173uU Wneddmneddyfe n1svitldussssunnauauisad1fausnisquainiandu
Ieeghalusssn lnglignudnnisennanisiuauinainueinau (Tangcharoensathien et al., 2019)

1. seEzUNwI: SINgunaunsIvianyUseiudaunti

i P~ a % A Y] ]

Aowl w.a. 2545 Usendlnedseuun1sAuATEIEUAMNKUIMENALED 1 UENIFIAULAZ D1 TN
lagd151vnslasvaiannissnyine1u1aansy vausiussnulussuulasunnuduaTomIusEUY
UsgAudiay duussrvudiulng 1nglanizilsiuuenTsUULazin¥RIAT ABINININITINYR ULDY
WIOLATINTTIMARLANIENGUYRST (Patcharanarumol et al., 2011)

-5-



MIATAUNNINAUNY MUY
Vol. 22 No. 1 (January - June 2026)

e285722

Tuganafinan ﬁzymmié’:uazmmmﬁw%’nmwmmaLLazmmmﬁama%ﬂumilﬂ’hﬁq
UinsquamisaUsingda dawalsiiniuinis waznmauloueBusdnfunuifniEosdvdugunin
wazAnudnduvesszuulseuguamdaunt ansiertu Ssldamuimunlasadrsiugiudiu
UinsansnsagusziuUgugiluruunetaseiiles dsnaeidugiudidyresnmsveisanuduasedy
au1Am (Tangcharoensathien et al., 2020)

2. yaulAsunanisidiaanaznisiiiaszuundnuseiugunioundh

nawasuruiiddintulutasiunassy 2500 Wevdnusefuguamdumignensedy
nferauedvivinisivdulsvivasisazsediund wagldsunisndnduegaduulaiunssuiunis
Fands ulsuns “30 viminwnnlsa” grihanldidunalndidylunisuensdnsdiuguainun
ﬂsmwuﬁlﬂagﬂuiwwizﬁ’uimmdau (Tangcharoensathien et al., 2020)

Tl w.a. 2545 UssinalnglansinsesvUygivanyssfuauninuieyd wazdnsedtnay
vanUsziuguAMUiITA (adav) FsfioidlunisiusesdnsiuguamuesszrviluBsngmne uaz
vilvmdnusAugunmiumiinaneiduanitunnsvesis snnindeuisiinsnvesizuialaizuia
wils (@rifnsmmdnusziuguaimusiend, 2545)

3. MIEANUUILATAITVIYVRULIAUING

ndamsdanassuundnusziuguaindiund SgldTausULuunsdaasssudssanuuas
M3TefulianIuuIng Wy ssuuimnde e (capitation) uazn1sdndosnsingud eniugu
Funuuaziinuseavsamnsliningins (WHO)

FZUUAINGNTIWANFAEIUNITIEAITAING1UIaAINNTEL U VOIUTEVIvUDE 19T ud ALy
waziiiunsfsusnnsveanguiuzuns Tnolamzyssvvuluruunuaziseldes dawals
Usealngldunssoniulussiuununmaindunidussmansliuiunaniivszauaruduialy
nsaiiuuleuieseuuvanuseiugunmeIunii (Hughes & Leethongdee, 2007; dnanusioiwn
WleUIEFUANTENINIUTENA, 2566)

4. aruvnmelugatagliy

Audnsaes Ussiugunmdiunidldiinantadesumeaiaiiesod1auier usiingin
N1IHATUAUYDUINTIUINNNITLDY YANFIUTNIYING UazNITRAIUTINVBINIAYTTIIVUY TEUY
sanandaududiegrsdidgyuesnisiaunsgaiannisiuguamlulssmaniauiau wazdinay
Tandidsuloueiigodlasumsnauiogsmotiloduouinn (WHO: United Nations) agslsfinnu
Uszaun1salvasussimalnauanslimiiuin nsiiendiuemienisdies MsatuayuaInaiyng waz
mMsfldnsiuvesmaUszvivy Aedaduddyiviliszuundnusefuguaniuniiianinsadiseeg
wagsiaunaolld wifluuFunmensdewasiasusiafiivdsunlamasainan ssuunanuseiy

guamdrunthvesszmelng “ldly” szuuwuuiendin o uiilussuurauiilidnuaznuengso

-6 -



INTANTAUNINYINNUNH Y 6285792

U 22 atiufl 1 @ns1a - fguisu 2569)

wliaudnsavessruunanUseiuguaimdiuniivesingasdnsalugenunsounay uids

a ¥ 4

WIUAMUNIMIEINNNSIUABULUAASIAS19UsEYNT NSnddsrnasls A1selsalifnmesese way

v Y Y

¥ o (% v

Fodnfinduudszanauaridsrumenisunmd (@anduidessuuaisisugy wd) Useidumand
agviouliiuinssuunanyseiuavamdiunilallyssuud “@saauysaluas” wnuiduuleuied
Aotofen1sUTuAegm ol aantelausunninisdes 1Asugna wasdemuiudsuwdasly

(Tangcharoensathien et al., 2019)

Usuniensiiiaslnevasszuunanyseiuguaindaumii

szuuvdnuszduguaminunthEuanuleuie “30 vminwwnlsa” vessguranssalnesn
Ine Tae vingas Sutns Tl 2545 Fefeduloviodessndondlssunuiongs uaslidautedia
$mnulsvnsfidhicuinisendssanasesar 76.00 Wy 96.00 aelunandudu (Premiership of
Thaksin Shinawatra, nd) sguuiifegnuesinduulouts “Usswdien” lesndesnisadiegiu
pzuuudos wieunaiiFesinnsalitonnaneausuUsinuatuayy wafiunsylitussu
a1s15ug nasUn.A. 2549 efimsiasuiguia szuu “30 v IdUAsuguuuunsiAuAuIng
aunaeidu “usmsns” Tnglidesdnersssuiloniianuinig (Wangkiat, Paritta, 26 November

2017)

1. AnnudunusvasszuuUsEiuguawiunisliesivandeila

seuundnuseiuaunmauntludsemelneianuduiusiunisidesegimanideddlaly

(%
aa o

waeild Neludelouy sudszana andu wagamnssy weuigauvandseiuguamdngniivue

) LY

nieUsuldsuludrmidsmiorinddsusyuia wu nsuseniauleuiednInes n159e188n5
Uselovil 13aMITnassIuUssanamIuaIsITagY Seaeiouanun1salarafuANU@AYy 0IsTUIR
wiazyn szuumanUsziuguamduniggnldiduaisadionanisdeaiieasanimanvaives

w2 v a

fafadnanitedszaivw” Tasanngluuiunnisustunienad esnisludssma vusideiy
AU UNIUNI9N T 09d snalngn T olad B30 1MVBIIUUTEIMNAT AL 1T UYBITT UL
(ABUYNIINIDNITATANGITEUEY EA", 2564)
ludmgud szuunanysziuguainduntildeeduisalsvieansisagy mnudilu
“Iasanismanisiies” (political project) Miwadosiun1sdnassnsneins nsfnundnsuves
USEATU UATAILYDUSITUVDIIG [esansruuananlfauyszanudiuaumn ATOUARNUILYINT
faUsewa uazdsnanodinusedTuvesUssavulaenss Ynsgeandsiuiuuniawesinssuy

wanUseiuguamdiunindugduuunives “dyqiuszvnan” (social contract) 581n3e3giv

Usgywu Wesyuuignihunldduiuiiudedumenisidios nsunsnugsdaietunnuazlnednluds

-7 -



MIATAUNNINAUNY MUY
Vol. 22 No. 1 (January - June 2026)

e285722

nsunsnussvanislleslussuunanuseAuguaindiuntinaiunsndwunlaegetosdsseiv
Usensusn Ao msunsnuadauleuty Fanuleniluuagtieinfianuveusssulusyueuuszysulng

W nslduleunendndseivguaimduulovienides nsvenedniuszlesd wsensendnAisiy

Y '

318 n3dl “30 vmshwvnlsa” WWudiegrsddgaeinslduleuisguamidladiewazneuland
ANUmdeNaNTelATEse pg1slsinn nsunsnusslussruidagnanadulgmidionisindulalids
nanNgIU wazyanausElerininsilossverauy

Usen 1998049 Ao NITUNTAUTUTNUUSEII TedananoladasnInueessuulangnsy ssuu

[y o v

v Ao v A o = ) P o w
‘viaﬂ‘Uizﬂuqmmwmwu’mmlwamiﬂjmmﬂugmmENWﬂmmif\maﬁwﬂizmmiwﬂLLazmm‘U

APUAIAYVDITTUIR AIUTAKE 1T 01ULITIETIERILATAURUATEATENINMUILITUAN 9]

'
=

avvioudlgmiinadeshauluseudy snsflssuuaunmiesnisenudeiiles dwaliaouneua
warypaInIfeaLUnIunstluszeze

Usensiianu A Msunsnuradeanivi ssuunanusziugunmdrumiaelvsinegiw
9ONUUUBIANTAIBATY WU drlinnundnyseiuguaimuiand (@aUav) Wleusnnisuiniseonain
nadlessety egdlsfinu maudsdsmnssuns maudlunguang wagnistmungiuantig
Fenadutomisiinndesanmnsounsnuesld arudaudsseninnsmsns mirsnudde uay
dliuinistulszmelnedsazyiounsredidssunannnintssinudanatia

Usen1971a Ao n1sunsnuwadeamnssy Feudfuedhiviuludangmnevdesuyseana ued
wdage 1nnssuiiAnsssuundndseiuguamduntiindu “Ussnden” wionanmingld

v

nsUnsnedldusmaiiududu duareviruaRvesdenl AUYBUSIINVRITEUU LazyTnyi1dlaves

e o\

Aansguan Tudansidles 1mnssudaduedesiiounsnussidunumusidmansynugs
nsdluszwelng ssuundnusziugunmdunindanuuszuisenisilenduiiawain

nanetade 1un mafnnulevisidendannnirdunufvessudui Tassadamaisnesmui

Foslosiunadiesasmnuiondn uassruunsiisimugudgs dmalifiamneosssuuanse

Waguwladlddedesguiaaey

=

Tu@aimsizat aaudadskuleimsiinisil o U A 8199993 0l WAAILEBNLUL

o

syuvagelslinisiiliasanunsaatuanuaudusssy Inelivaurnateanuditiuvesseuu Useinen

3

Uszauanudnsaindinguunenanysziugunmiduuds uazdinalndaszanudmnisuazaulszana
Mmilniswasuuleunedauyumiansiiedas
2. MsilasvamanyseiuguaIwa Ui

v

FEUUNANUTEAUAUN NI UNTNTaIU ST AL NEANTLIINNTEUIUNITN NS D901 TN Y

Lildanauinvdmamediadiessguiiey guamgnenseduanizesvesnsataeilugans

walles uaznareduwnunanslunmsdenuauduiusszninedgiuusesnsu wleuty “30 Umsnen

-8-



INTANTAUNINYINNUNH Y 6285792

U 22 atiufl 1 @ns1a - fguisu 2569)

o a o

ynlsa” Wugaldsudagiivihliguaimnateiduuleuismary wasiduunainiuyeusssunis
=
nskles
waINsaIUuIsTUY Makilesdilaedas widheludauunisdeseadisandu nsdana avas,
lugrug @ ousnisiduniseenuuuidinisiilaui 061998811958 UUI19N TRz AN Wil 19
aaUszsuiidiusiy agdlsinnu lassasiedsnaniesinataiduunasanudaudinugiunuas
NINYINT
nswlesveassyvunandseiuguandiuntiinedeiidurunisdegd@amnssy dends
v = I a Sa Ao a A
WYNLIUAANDUANNYBUFTTUVRITEUUMENSANT LT uUTEr ey vaueNdndegudunsauansas
ans mnulusssy wazdnarsanuluuyed anudauddasvioumaiuiiugiuieriuunuiuessy
Tudipuuszansulaeg
wiszuundnuseiuavnmaiuntnglasunisatvayuanUssvsued 19niewie widieg
=] dl' = 1Aa v a o [ [ = o
WEU1amen1siled Wesnfiansudssinaurufuiagnsindulavessguraidundn ssuudad

la,iﬂmaL{’Ju{ifummamaé’aﬂuasmamuuia}uawu%’uﬁﬂ (Greer & Méndez, 2015)

Tuvheiian nslleweawmanUseiuauainaumilulssnalvneldlyfisaosulssunamie

[

JULUUIEUU wadenTsaediiomvuaaumungves “Gns” “anudusssy” uway “winfivessy”
szuviliieterdenisunlesandsrnegiwaiilos msglulananuduase ndnuseiuguamiau

Y ay va 2% = ' a 1A 2% o LY = 2 vy
wihillagueglasenguuneiieset1ader mnusduaglameauesiuiuii liiilasasgnitald

YUNRRUNIIEAUYINIURI DENTUE N IAL

= Y @ v v : a o < a oy

ﬂ'?']&ll"élEN‘UEN‘J::’UU%Qﬂﬂﬁgﬂuq‘Uﬂ']Wﬂ’THVU']‘J&'ﬂ'J'NQﬂNﬂﬂﬂ'Uﬂ'J’]&IL‘U‘IJ’\]SQ‘VI'Nﬂ’]‘JL&IE]\‘l
WasLATEENa

sruunandsziuguamdiuntlasuniseeusuluszavuiugifdnduniddduanudusa
drfeyvessgadielu Mdlugiuznalnadeanudusssumeding wazsngIuesnuiunIRI ULy LY
aglsfinny neldnimanudnsadinan ssuunandseiuguaindiuntiluununnuszmenas
w3 iuANUdsullaTEiennaNuduteutumuMURguLUamIaATYENa din wazn1siiles
(Greer & Méndez, 2015)

= G Ao 1 a LY LY ! ' ! [ ! )

Anudssaidnlivnnglusuvefingadunau mnudazavsgureslumsgly auduneu
rudaduvessruulussezen Misuiledweioderiaandnuannisilos MU UssuUNSAREuN M
wazn1sasulussuudesdulsa wasnine1nsuyudad1993939 ialvvanyseAuguaingiunti

anunsaesveyliegauniwasidusssy



MIATAUNNINAUNY MUY
Vol. 22 No. 1 (January - June 2026)

e285722

1. anudesiuaudBumnisade

amadssiiugiuiiaavesszuundnussfuguamiiunii fe pudidunienisiu Tasame
syuufiondesulssanuaina@ialy wu vesUsemelne iswﬁgqaq'uuamﬁgmdw%’g%ﬁmﬁa
Faassautszanasiuguanldodeeideuasiivme uslumnanduaie suussanad gl
ARFuRINATIzIATYEATaANDY N9 aT uresdunuiumalulafuaruiniamianisunme uas
nsveneivaseniInsaunnlusseze (@otudTaiensiauUsEwalng, 2559)

uenanil sulsznaiuavamdadesdtutuuleuedudu Wy mnusuas Tassadhg
gy vienisnseduiasugia Fansdnduladaasminenamardingnimunlaenads
NNNTBIINNIWANFIUTNIVINT anudsamenisedadsldltidissdgm@unaia widudgm
N15LlasvBsaIRuALEAYYDIST

2. anuidssanmsiasuudadlassadrassvnsuazanselsa

MaAsusinugdenugels mafiuduvedlsaldfadededs wazarufavdmanalulad
nsuwnd uarnudsaddasadeiissuundnussfugunmdaundvlandoundsy dadeimani
yhliuumIguaguaTiituegwalion vaueiigund uarsiulssnsfeinnundureed
G189

dmsulssinalng nmsdigdsanasivegissiadailissuudesiunisenisguaszezen
ns¥nuilsaiFess uagnisiluyaussoain daduuinsildninensgs wildnaneuunuids
“aufoananiadles” dndnsfnvlsadsundu anudsdudad Fddldfoadessudssanm
uitfumanudenaamsdenuigatunsiadifuanudidyseninansiaegdefunisensesiu
AN MTIn waranudusssulunsdaasmineinsgunn

3. annadeaduamumienainelussuuiiBenindauni

wliszuunanUseiugunmdiuninazdanan “audiuntn” Wuknunans ualunnsdjoR
aruvensmeluszuusiasiisseg warluuiensdindudauiu

Tudszimalng N15dnatenonuguAINAIAgg Wi Unsned Useiudiny wazaiafinis
11519015 M lAnAuuane1es1udniuselesd nalnn1391eidu wazUszaunisalvesUae
audevanilaildmely LLGﬁQﬂﬁ’mizLﬁw”LmeuamuzmsﬁNmLLamu%’jumqé’mm uananil
WiUsynsaglasumuANATadlaesIN kARMAIMUINITHaEIa1tuNSNTwnnaeiusEnINg
fufidouazauun sudsdgmnisnszneyaanamensumnsiliauna

Tusgsulan wunlidumsvesunumvssmaensuduiiuanudedissuundnussfuguam
frundagnanedudios “areanuvasadetuin” vueddidnsnmmanssgiaanunsodife
W3msfinmimiugemdu audiumtindsenamdeiisrnnumnaddadneel 1nniienanenia

Tu@ausyaunsalass

- 10 -



INTANTAUNINYINNUNH Y 6285792

U 22 atiufl 1 @ns1a - fguisu 2569)

4. AUHLIRINAITUNINUTININTNBIALININTIIUR
szuundnusgiuguamdrundnduulevenldsuauiouas Jmanaesulinazgnlddu
iATesonnsiles Meluguvesnisnides myasininanval viien1slauddensetiy aades

dfglilaeginisleadunieidedlaediiues uidon1svianalnduasesseuuannsdedula

(%
1Y

syozau mawasulouefilidmdngiu wagmsaaneuunumvesesdnsdaseivimihiidaana
Tunsdisemelng anufandsaseninadionisides ssuusvns wazesdnsddousns
agyiounuUIEUIadsaaTuvessruvguaminunt Welafinnmidudaszsvesszuugniumey
ArandnsodvivesUsyrsudeufinduiud
5. anuidsadedsny uazAMUYBUSTINYRsEUUILITEZEN?
uonimiloansudszanauaznguine szuundnUsziuguamdumindandyainumdes
FumNLYeUsTIINEIAL vndsauiBuieinszuugnifiudes fldansldaunslésy vienuam
uimshiduiun8iane nsaduayunanisiflesdessuuazaes o anas ufszuvazdinseyly

v
a a = [ [ P

Wanguang 1mnssudnuaetiiavuidluraneUssmea uasisuusingludnulng Faludygondou

[y

dAYRPRUIANYDITTUY
lagasy anudesvasssuundndseiuguainaruniilalaeg in1sduimaled1sdunay
mnusiegnisdeunesagsrsalursglunigliusinaduninisfes wisugha wasdsay szuud

U A

q: 9 1A a P 5% & P o I3
ENE’Juﬁ]\ihﬂfﬂLWEJ\ﬁg‘U‘UV]NQU‘UﬁgﬂJr]ﬂJLWENW@ LLGW]ENLUUigUUVIﬁ’]N']ﬁﬂUﬂ{j@\TMaﬂﬂqiﬂﬁqNLUUﬁﬁim

7 7
a v A

LAz AVIBTUNUFIUUBIUTEHBUIINNTUNI NN Uauvinanale

Vinefign AaudAgyIdidlydn “asiindnuseiuauamaiunionseld” wnusfe “sinw
nanuseiuguamaluntiliasainunuievesddn ‘Gaunid’ laegials lulandinisides uaz

IngNsRTeINRNINTUY NI

wuINN1TUBINULAT WAL TP UUNANUSEAUEUN WA IUNTN
msvilszuundnyseiuguamdiuntiiunsasdadudndudesenfouimsnisidassuy
fiasounquitslud1unisads n13u3nns sssundivia waznades lldifsanisvensdns
nsSnwmeunaTy 119INTEIAYUTZNBUME N1TUIMTIANITIUUTEIN O NTUTEaNE AN
nsUfuszuueduliasandestuuinisuaganudnduresiud msiawiauamuInisuas
danuansnsugy Tneamzluiuiivading nslfmeluladatiuauuuing wu Telehealth masnau
MIn99e0U uazUsziiiunaag waloswusaiindnuseiuguamdaumi uarnseiuaiessnniva

LBUENITUUAVNINEDNINININTNSHlDaTsevay

- 11 -



MIATAUNNINAUNY MUY
e285722
Vol. 22 No. 1 (January - June 2026)

wanusziuguamdrunililyiisswlevisaisisagy mnusmdu “fusdygrnisdany”

g7

' [ Y
= a (3 LY

Nagougaunisaiimuadusssy mnuanen1a wasdnstuiiugiuvesyed ssdniseundivlan

! 1 =

s3I UHC munefamsivszvvuynauansnsadifsuinsguamiisidulsessdnanin laglsl
Lm%mmﬂmﬁmmamiﬁu (World Health Oreanization, 2025) nMsassszuuiididuwemsentngs
AuAEITeURIL fausiAIRsUImensiy maAsuuladasiadeussring Waudssanady
msmaflosnaziasusia ahliiiudaiissuundnUssfuguamiduvthdedldiunsduasesde
nalni@sulouns wazantuiiues Tliendeoifissuussanasiouinsinumeuna

1. wasdsiumenisdlesgnsanduauiiseriies

winsEudussuUnanUseiuguamiuminasdesefediunanisides udmnusiaain
nalnidsantuuagmssifuguaidanu anussdudandgouiunumumadendmiansiuas
$guna uAnuddn ulsuis UHC gainunegnsdndslnslassadanisiioasmsmtuguases
Uszina Felienaneaduiivslssiiumatiadiuavninld wwimadauleuiedinlssiuianisns
npmnevidelastainsiiuguiiasegldudmadiondisunlas Wy mafmuadnsaunmduiiugwily
NAMNNYEIER viomsdndsesinsdaseiivimihiidunsesdnifugaunm

2. I3 UAMUTNLTIVDIETTUAUIATTUUFUA N

sssunfviassuugunmduiileddglunisundesszuundnussiugunimdauniiain
usanafunensiles waznaUstlemilongnga svuuiiiisssnAviaiadesiinmailusda asaaeuls
wazilalenalifidulddudenaraniadrudrundunum lidrazduniavszesu Jadnms
nsung vi3edtmuaulenis ssdniseunsielang1dn nmsussq UHC sndudosondeszuuguamd
ulauss LLagmi“EJuULﬂ?ﬂl’e]quEJUWEJLLUU‘U‘Jim’lmiﬁ]’mﬂaWﬂ’mﬁ’m (World Health Organization, 2025)
fheghslunaneysunaie madnsaagnssunsulovisguaimiidesdusznaunanvais ilean
ManUIMEINa Lazifiuanuveussnlunsinduls

3. wWalunszuuuin1sviBangy uasnauaussdantsiUAsuLYAg

m’m€J"qﬁuéuawé’ﬂﬂszﬁ’uqmmwﬁawﬁfﬁuasUJ'ﬁ’uﬂ:nummsmaﬁwuﬁmﬁum&ﬂ%’u@h
sorruAsuulanmesdsay iiasdudaugsts nsslsndess vieingeauam Wy msszun
v01lain-19 Funeliifuisgngounasanudevesszuuguanluvatsussng seuuiidlassaig
wusawazdanguanusasuiieduingalainil nsdaszuuuinisguamugugidugiuasyieesy
msgualdsteadu annszuinsiamenefiidunugs waziuaudeliesuesnisqua (World
Health Organization, 2025) AMUEANEUGMLIETINAINITHAIUIAIGIAY TLUUTRLUAAUAIN WAL

nalnn1sa18kuNTessuan umMsaiatnvatelae llduneuadgsNINYBITEUY

-12 -



INTANTAUNINYINNUNH Y 6285792

U 22 atiufl 1 @ns1a - fguisu 2569)

4. WoulsauuszunafUNAWSAUEUAW LazAdALENDANA

mMsdnasseuUszinuimuguanliasinnsanfiosiin uidesdeulosfununinuas
wadnd 1wy Msasuitunsdesiulsa uaznisduaiuguam Jarasanfunuszozenn uastity
AudsBurassruy mamfusUssnunsisoguudoyaiesedny nstssiiunududn uas
mMsdamunslisuUsznaegislusda Tulssmdlne fdeiauenisufsussuumdnusefugunmiie
@SuanudsdudunisadanarUseansanlaesiuvesseuu fadufiamsddluouian (a1gdn
ILUUAVNN, 2565)

5. daiEsunsidInsIuveUTEuvY waznALATeYY

syuundnuseiugvamduniiiduudsiosendonisfidiusuvesssvvuegauiase

[ [y

alusziuguyy warseauulouy nsiaiuilvgliuinig eensyuy waznaUssdnuiiunum

98 l1TE VALY DUAINABINITTWTIATY LNAUYOUSTTY UArAANISATOUTBINAUTE Y]
| ISP ! IS a va 5 ! o a a =< a

nengu MsildusinasianuvanglunielfUa awdnisdmuedniussleviluauinisinny

wavUszdiuna dieasanuidndudivessiuvessyuy

GENL
n1stesiukasaunszvuranuseiuavamdunildlyiieassunaidaniunisdiunie
[ a U 1% o a ' A ' a & de v
N133AU3N1s Mnualdunisasieszuuatssuguniisssunavia Widla angu wasiUanuiily
nnaedudndidinsin ssuundnUsziuguaindiuntivessemelve Fadidnvaedu National
Health Insurance wuun1$idugiu aeldlassadisaanemu axvisunavaanisuseiuszusy
Mansidles warlassadavutuvesiging nmsviliszuuilinssegldegadidu Jeesodunisulas
o | VY & a v Ao = [y v 6 a [ 1%
Adunemsidedildunalni@eantunduas Maweuleasulssanuiunadng wasnsasundsli

Uszrsududnvesszuusgauwiass WelindnUssiuguamduninluanifisiumesdeslussezen

UIUIUNTAU

ANENITNIBANTNSANGITAIGY WA, (2564). $189IUNANITTITAIANY IS8 MU sUnanysenu
gunmeauminyesszmalneiion)simuniiead (Thai universal health coverage
reform for sustainable development).
https://www.senate.go.th/assets/portals/122/fileups/146/ files/suluds1e9u
NANUTEAUAUAIN%20PDF(L).pdf

RIEANTTULAUNIN (2565): nan1sAnwU]sU ‘vdnUseiuauniwauniilng’ agu 3 Jetaueasn

audsBuiinuszansamdeies. https://www.hfocus.org/content/2022/03/24683

- 13-


https://www.hfocus.org/content/2022/03/24683

MIATAUNNINAUNY MUY
e285722

Vol. 22 No. 1 (January - June 2026)
drtinauimunuleuigguamseninaseme. (2566). 59E9IUNITUTEYUTEAUTIAN WA UTEAY
FUA M IUNYeaUsenalneg w.a. 2566: NUNIUAN UazkoaINITalgouIne.
https://www.resourceihpp.com/site/materialdetailuniversal/6184dfe1-18ea-459f-
bcd5-259ff68f76c6

dinauiwunulevieguamseniradsema. (dusngl). unsSeunisiurssuuvanUseiuguam
damhlutszmalneg. uumys: NFENTINESIUET.

aotuidusyuvanssaan. (Wusngl). 20 U wanyseaugunmgaunils: aauanss auimme
UagauIAg. NTUNN: #01UUIVLITTUUEANGITUGR.

dothiideifienswaunUssmelng (2559, NINHIAN). ﬂalﬂﬂmqLﬁ'amigimmsszuwé’ﬂﬂizﬁu
duN1W The Harmonization of Thailand Health Insurance Systems ISBN 978-616-
92250-1-0

Greer S. L., Méndez C. A. (2015). Universal health coverage: A political struggle and
governance challenge. American Journal of Public Health, 105(Suppl 5), S637-5639.
https://doi.org/10.2105/AJPH.2015.302733.

Hughes D., Leethongdee S. (2007). Universal coverage in the land of smiles: Lessons from
Thailand’s 30 baht health reforms. Health Affairs, 26(4), 999-1008.
https://doi.org/10.1377/hlthaff.26.4.999

Kutzin J. (2011, November 21). Bismarck vs. Beveridge: Is there increasing convergence
between health financing systems? World Health Organization.

Nguyen A. (2017, August 15). International health care systems part 1: The Beveridge model.
Morning Sign Out. https://morningsignout.com/international-health-care-systems-
part-1-the-beveridge-model/

NHSO. (2024). Universal health coverage system overview.
https://eng.nhso.go.th/view/1/Secretary-General/From-Treats-All-Diseases-to-
Treatment-Anywhere-The-Transformation-of-Thailands-Universal-Coverage-
Scheme/610/EN-US

Patcharanarumol W., et al. (2011). Thailand’s universal coverage scheme: Achievements and
challenges. World Health Report Background Paper.

Premiership of Thaksin Shinawatra. (nd.) Premiership of Thaksin Shinawatra.

https://en.wikipedia.org/wiki/Premiership_of Thaksin_Shinawatra?utm

- 14 -


https://www.resourceihpp.com/site/materialdetailuniversal/6184dfe1-18ea-459f-bc45-259ff68f76c6
https://www.resourceihpp.com/site/materialdetailuniversal/6184dfe1-18ea-459f-bc45-259ff68f76c6
https://morningsignout.com/international-health-care-systems-part-1-the-beveridge-model/
https://morningsignout.com/international-health-care-systems-part-1-the-beveridge-model/
https://eng.nhso.go.th/view/1/Secretary-General/From-Treats-All-Diseases-to-Treatment-Anywhere-The-Transformation-of-Thailands-Universal-Coverage-Scheme/610/EN-US
https://eng.nhso.go.th/view/1/Secretary-General/From-Treats-All-Diseases-to-Treatment-Anywhere-The-Transformation-of-Thailands-Universal-Coverage-Scheme/610/EN-US
https://eng.nhso.go.th/view/1/Secretary-General/From-Treats-All-Diseases-to-Treatment-Anywhere-The-Transformation-of-Thailands-Universal-Coverage-Scheme/610/EN-US
https://en.wikipedia.org/wiki/Premiership_of_Thaksin_Shinawatra?utm

INTANTAUNINYINNUNH Y 6285792

U 22 atiufl 1 @ns1a - fguisu 2569)

Tangcharoensathien V., Patcharanarumol W., Kulthanmanusorn A., Saengruang N., Kosiyaporn H.
(2019). The political economy of UHC reform in Thailand: Lessons for low- and middle-
income countries. Health Systems & Reform, 5(3), 195-208.
https://doi.org/10.1080/23288604.2019.1630595.

Tangcharoensathien V, Witthayapipopsakul W, Panichkriangkrai W, et al. (2020). Health
systems development in Thailand: A solid platform for successful implementation
of universal health coverage. The Lancet, 391(10126), 1205-1223.

Wangkiat, P. (2017, November 26). Health care on life support. Bangkok Post.

World Health Organization. (2010). Health systems financing: The path to universal coverage.
WHO.

World Health Organization. (2025). Universal health coverage (UHC).

https://www.who.int/health-topics/universal-health-coverage

- 15 -


https://www.who.int/health-topics/universal-health-coverage

'J'Wlia’]iﬂﬂ/mWW‘*U'JﬁlﬂUﬂaﬁiﬂﬁl 286898

U 22 atiufl 1 @ns1a - fguisu 2569)

nislddemdnanazdedoavaaulau Waldsuds10adUS
arun1swanlddndgeolinyasnsyalnu
Utilizing digital and Social Media to Enhance Livestock Production

Knowledge for Modern Farmers

Al AnaaT19A* MEI5T MU NIUE YYAT

Ratsamee Seetalavarang* Wittayatorn Tokeaw** Karn Boonsiri***

(Received: 4 February 2026, Revised: 25 June 2026, Accepted: 28 June 2026)
UNANED

nslddendviauasdedinusaulal WaldSuasianuimunisninuadniveanunsnsealng

v

nsilasukUaImanelulad fanaladinan o nn1sa i udInnarn15Usenaua It wue U s v

a o w

lunnaipdiu sawdenianisineasuaznisuadad aduniduninesvgivddyvesUszmalne

e

v & o v o & £% a [y % v/ a A =~
bNAINIRLA mamﬂuﬁﬁ]f\;‘uumLﬂummLmjzuuﬂummmmamﬂmuﬂqummawmw N UAsULUAY

)
anmafiennia lsaszuialudnd wazanudesnisvewmaniiuasuutates 15952 madhisesd
mnufiigndes viuafe wazanunsnthludsey ndldldasedaduiiaduddiiviofinuseansamns
NAnwaras1auaINsalun1sut sty defdauasd edsaueaulavldidundunuindiday
Tunsanevenesdauy Aanmdinfumsuadaiannmienuniaig aadunsdnw oy

waztasevenunsnsilgdldnuliegesiaiuagibs unanuiiiingussasiiiiofiny) unuinaes

= -

doRvvalunsduaduganminuasanuifunsnanuade’ uazuumnanislidendviauardedany
ooulatiilelatuaiemmduazaunmdinsunsndnUadnivennun snsgeluel Januin deddvia
annsndaeifinlenialunisiFoud msuanivdsuuszaunisal uaznisidnfsdoyasumealulad
nsuanldegsdiuszaninim egrdlsfiniu deildedinduinuzAdve anmindeiievesteya uas
auvdevanlunadifanelulad Tsesdnstmuinagnsnisdearsfimnsanduuiunves

nasnsuiazngy ieliiinniseausukazihausluldusslovilaagnedegu

AdARY: NMInanUAdRT / inwnsnsealui / dedaaueeulal

*yidngnsusvanuitaudin arvindnamans auglnamans sninerdugluiesssugse

**36. 05, ANEIWMAMANT UNINYIREFLlUTEEITUEIY

e, 3. Anzlvamans uwinendeglavivsssungny

*Doctor of Philosophy Program in Communication Studies, Faculty of Communication, Sukhothai Thammathirat University
**Assoc. Prof., Dr., Faculty of Communication, Sukhothai Thammathirat University

***Asst. Prof., Dr., Faculty of Communication, Sukhothai Thammathirat University

Corresponding author: Ratsamee Seetalavarang, E-mail: ratsameeseetalavarang@gmail.com

-1 -


mailto:ratsameeseetalavarang@gmail.com%20

MIATAUNNINAUNY MUY
Vol. 22 No. 1 (January — June 2026)

286898

Abstract

This academic article examines the use of digital media and social media to enhance
livestock production knowledge among modern farmers. Digital technological advancements
have impacted the lifestyles and occupations of people across all sectors, including agriculture
and livestock farming, a key economic sector in Thailand. Modern livestock farmers face
challenges such as rising production costs, climate change, animal diseases, and rapidly
changing market demands. Access to accurate, up-to-date, and practical knowledge is crucial
for improving production efficiency and competitiveness. Digital media and social media play
a significant role in disseminating knowledge and improving the quality of life in livestock
farming from government agencies, educational institutions, experts, and farmer networks to
users quickly and comprehensively. This article aims to study the role of digital media in
promoting quality of life and knowledge in livestock production, and to explore strategies for
using digital media and social media to enhance the knowledge and quality of life of modern
farmers. The findings indicate that digital media can effectively increase learning opportunities,
facilitate the exchange of experience, and improve access to information on production
technology. However, limitations remain in digital skills, information reliability, and access
inequality. Therefore, developing communication strategies tailored to the context of different

farmer groups is essential for sustainable knowledge acceptance and utilization.

Keywords: livestock production / modern farmers / social media
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Abstract

Conceptual metaphors shape how people use language and make sense of human
experience. Holocaust fiction, in particular, offers a metaphor-rich context for cultivating
empathy and critical thinking, which are widely regarded as essential 21st-century skills for
global citizenship. Drawing on a lesson originally designed for secondary-school learners, this
article proposes a metaphor-oriented Holocaust-fiction lesson for a university critical reading
course and situates it within a 15-week syllabus for Thai English-major undergraduates. The
planned lesson includes careful text selection, trauma-sensitive scaffolding, and activities that
guide students from metaphor noticing and mapping to reflective discussion and short
analytical writing. To make the design usable for other practitioners, the article also explains
how the lesson connects with earlier and later course units, especially work on fact versus
opinion, tone and stance, and inference. Rather than reporting empirical classroom data, it
offers a practitioner-researcher’s forward-looking reflection on anticipated pedagogical
affordances such as increased metaphor awareness, deeper critical reading, and enhanced
ethical engagement with historical atrocity as well as likely challenges related to linguistic
difficulty, historical distance, emotional sensitivity, and institutional constraints. The article
concludes with suggestions for implementing and systematically investigating Holocaust-
fiction-based critical reading lessons in Thai ELT higher education.

Therefore, critical reading and ethical literacy contribute to learners' social awareness,
empathy, and global citizenship, which are important dimensions of social well-being and

quality of life.

Keywords: Conceptual metaphor / Critical reading / ELT pedagogy / Holocaust fiction /
Thai higher education
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Introduction

Numerous Thai universities continue to prioritize examination-oriented approaches in
English language teaching and assessment. As a result, classroom instruction frequently
emphasizes grammar, vocabulary, and reading comprehension exercises designed to prepare
students for standardized tests rather than higher-order interpretive skills such as critical
reading and critical literacy. This examination-driven orientation has been widely recognized as a
continuing challenge in Thai ELT contexts (Ratanaruamkam et al., 2023). Grammar, vocabulary,
and reading comprehension exercises that simulate standardized tests consume significant
classroom time. While these methods may assist students in navigating high-stakes assessments,
they provide minimal direct engagement with critical reading, metaphor, or intricate literature.
In the curriculum, literary works are often employed for linguistic input rather than for examining
ethical dilemmas, historical consciousness, or global citizenship.

Despite increasing recognition of the importance of critical reading in higher education,
many Thai English-major students have limited opportunities to engage with texts that
require higher-order interpretation, evaluation, and critical reflection. Recent studies indicate
that Thai EFL learners tend to rely on lower-order reading strategies while experiencing
difficulties in interpreting complex academic texts, evaluating arguments, and constructing
critical responses. Vocabulary limitations and insufficient exposure to analytically demanding
texts remain major obstacles to developing critical reading competence. As a PhD researcher
specializing in Holocaust fiction conceptual metaphors and an English language lecturer at a
Thai university, my research has analyzed how The Tattooist of Auschwitz and The Librarian
of Auschwitz employ metaphors of ligsht and darkness, enumeration, journey, and knowledge
to illustrate pain, survival, and resilience. My daily observations indicate that numerous Thai
English-major students possess limited opportunities to engage with texts that compel them to
contemplate moral and historical dilemmas. The integration of these two roles has prompted
me to thoughtfully contemplate the incorporation of metaphorical Holocaust narratives in a
critical reading course for English majors.

Students in my class find it challenging to analyze tone, stance, connotation,
implicature, and metaphor beyond merely identifying the main idea. They may identify
explicit information but find it challenging to articulate how an author positions readers,
conveys perspectives, or influences emotional responses through figurative language. There

is little Thai ELT literature that offers concrete frameworks for using challenging texts such as
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Holocaust fiction in ways that are both linguistically productive and ethically responsible.
Although recent studies have explored various approaches to teaching critical reading in
Thailand, including literature-based instruction and multimodal pedagogies, relatively few
studies provide explicit pedagogical frameworks for teaching historically sensitive and
linguistically demanding literary texts such as Holocaust fiction within Thai university ELT
classrooms. Consequently, practical guidance for integrating metaphor analysis, critical
literacy, and trauma-sensitive pedagogy remains limited. This gap compels practitioner-
researchers such as myself to formulate Thai ELT classes that integrate critical reading,
metaphorical understanding, and nuanced historical content.

A lesson utilizing excerpts from Holocaust fiction can help address that deficiency. The
lesson will be incorporated into a 15-week Critical Reading course for Thai English-major
undergraduates at a juncture in the syllabus when students have addressed text structure,
claim reason evidence, fact versus opinion, and Al literacy and are beginning to concentrate
on meaning, tone, stance, and the author's intent. The author elucidates the text selection,
scaffolding, and classroom activities of the lesson, demonstrating their connection to other
curriculum units. The author subsequently examines the anticipated pedagogical advantages
and obstacles of such a lesson in a Thai university and propose future classroom-based
research. This paper presents a practice-oriented methodology and reflection from a Thai ELT

practitioner-researcher intending to integrate Holocaust fiction into a critical reading curriculum.

Conceptual and Pedagogical Background

This manuscript presents a practitioner-researcher design study that proposes the
integration of metaphor-oriented Holocaust fiction into a university-level Critical Reading
course for Thai English-major undergraduates. Grounded in Conceptual Metaphor Theory
(CMT) (Lakoff and Johnson, 1980; Lakoff, 1993; Kovecses, 2010, 2021), the study outlines a
two-week instructional unit embedded within a 15-week syllabus and considers its potential
pedagogical affordances and constraints within Thai higher education.

Importantly, this article does not report empirical classroom data. Rather, it offers a
forward-looking pedagogical design and theoretical reflection, aiming to bridge insights from
metaphor research with ELT classroom practice. This orientation is particularly relevant in
contexts where reading instruction remains predominantly exam-oriented and focused on
surface-level comprehension, with limited emphasis on critical interpretation, metaphor

awareness, and ethical engagement with texts.

-3



MIATAUNNINAUNY MUY
Vol. 22 No. 1 (January — June 2026)

e286447

Within this framework, Conceptual Metaphor Theory (CMT) is used as a pedagogical
lens to support students’ engagement with figurative language and deeper meaning-making
processes. The proposed lesson design draws on Holocaust fiction as a metaphor-rich genre
that may facilitate exploration of themes such as trauma, survival, and resilience. At the
same time, the study adopts a cautious stance: it does not claim that CAT-based instruction
directly enhances students’ critical thinking ability. Demonstrating such effects would require
a systematic empirical design, such as pretest and post-test measures.

Instead, this article seeks to illustrate how CMT informed pedagogy can be used to
support and scaffold the development of critical reading and thinking processes. Specifically,
it explores how metaphor-oriented instruction may guide students from recognizing
fisurative language to interpreting tone, stance, and underlying assumptions within texts. In
doing so, the study contributes a theoretically grounded and pedagogically explicit model

that connects metaphor analysis with critical literacy practices in ELT contexts.

The Planned Critical Reading Course and Syllabus
Course context
This critical reading course is for second-year Thai English-major students at a private
university in Thailand (hereafter University A). The approximated CEFR level of students
ranges from A2 to B1l. This course is about essential reading competencies, including
differentiating between facts and opinions, formulating interpretations, and making deductions.
This course focuses on making judgments and articulating understanding through written
analysis. It also aims to achieve five course learning outcomes (CLOs), which are as follows:
e CLO1: Identify and distinguish facts and opinions across genres, citing linguistic cues
(evaluatives, modals, and attributions) and giving a brief justification.
e CLO2: Analyze text structure using Claim-Reason-Evidence (CRE) and argument
mapping, and produce a focused analytical paragraph.
e CLO3: Interpret meaning, tone, stance, connotation/implicature, and writer’s purpose
with text-based evidence.
e CLO4: Make inferences from textual cues (bridging vs. elaborative coherence) and
from data/graphs/tables accurately.
e CLO5: Evaluate headlines, framing, bias, and source credibility (including basic Al-

literacy checks) to make a justified judgement.
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CMT lessons can strengthen students’ critical reading and thinking skills by helping
them distinguish facts from opinions through attention to language cues like evaluatives,
modals, and attribution (CLO1). They also support structured reasoning by guiding students
to break down arguments into Claim—-Reason-Evidence and develop clear analytical writing
(CLO2). Through close reading, CMT promotes deeper interpretation of tone, stance, and
purpose using textual evidence (CLO3), while also building inference skills from both written
texts and visual data (CLO4). Finally, CMT equips students to critically evaluate media by
analyzing headlines, bias, framing, and source credibility, including basic awareness of Al-

generated content (CLO5).

Instructional Pathway for Developing Critical Reading through Conceptual Metaphor

Building on Conceptual Metaphor Theory (CMT) (Lakoff and Johnson, 1980; Kévecses,
2021), this study proposes a pedagogical framework that explains how metaphor-oriented
instruction facilitates the development of students’ critical thinking ability in EFL contexts.
Rather than treating metaphor as a purely linguistic feature, this framework conceptualizes
metaphor as a cognitive entry point into deeper layers of meaning-making, interpretation,
and critique.

Specifically, critical thinking is understood not as an isolated skill but as an emergent
outcome of a structured progression of interpretive processes, which can be scaffolded
through classroom instruction. The framework proposes the following developmental pathway:

Core Progression of Meaning-Making

Metaphor structures meaning — shapes emotional tone — reveals authorial stance
— exposes ideological assumptions — enables critical thinking

Metaphor structures meaning suggests that metaphors are not merely decorative
language but cognitive tools that organize abstract experiences and guide readers’
understanding of a text (Kévecses, 2021). As meaning is constructed through metaphor, it
subsequently shapes the emotional tone of the text, influencing how readers perceive
emotions such as hope, fear, despair, and resilience (Huynh & Nguyen, 2024). Metaphorical
expressions help create feelings such as hope, despair, fear, resilience, or uncertainty,
allowing readers to perceive the emotional atmosphere embedded in the discourse. This
emotional tone further reveals the author's stance, reflecting evaluative positions and

communicative intentions encoded through metaphorical language (Huynh & Nguyen, 2024).
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By examining how metaphors influence mood and evaluation, readers can identify the
author’s attitude, perspective, and intention toward the subject matter and the audience.
The authorial stance then exposes underlying ideological assumptions embedded in
discourse, allowing readers to recognize values, power relations, and cultural perspectives
represented in the text (Jiang & Zhao, 2024). Through deeper analysis, readers can uncover
the values, beliefs, power relations, and cultural assumptions embedded in the text. In this
way, metaphor becomes a means of revealing how ideology operates beneath the surface
of language. Finally, tracing the progression from metaphor to ideology enables critical
thinking by encouraging readers to question assumptions, evaluate evidence, and construct
independent interpretations, which are central goals of critical literacy (Huh et al., 2021; Roe
et al,, 2025). By tracing how metaphor structures meaning, shapes emotion, reveals stance,
and exposes ideology, readers develop the ability to question, evaluate, and interpret texts

more critically and independently (Huh et al., 2021; Roe et al., 2025).

Overview of 15-week syllabus
The table below shows the planned syllabus for the critical reading course. (see Table 1)

Table 1 15-week syllabus

Weeks Course content

Week 1 Course introduction and syllabus

Week 2-3 | Chapter 1 - Text structure; Claim—Reason-Evidence (CRE)

Week 4 Chapter 2 - Fact vs. opinion; Al literacy; identifying fact vs opinion in different genres

Week 5 assigcnment A: analytical paragraph

Week 6 Chapter 3 — Meaning, tone, stance; connotation, implicature, writer’s purpose

Week 7 assignment B: analytical paragraph

Week 8 Midterm exam

Week 9 Midterm Break

Week 10 Self-study

Week 11 Chapter 4 - Headlines, judgement, and bias

-6 -
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Weeks Course content

Week 12 Chapter 5 — Inference from textual cues; bridging vs elaborative inference; inference from

different genres

Week 13 o (Week 12) in-class activity and assignment C: analytical paragraph

Week 14 Presentation week

Week 15 Final exam

Rationale for locating the Holocaust-fiction lesson in Chapter 3 (Weeks 6-7)

By week 6, students will be able to analyze the text structure and claim-reason-
evidence (CRE) from weeks 2 and 3. They must differentiate between fact and opinion when
addressing Al literacy and be capable of verifying it. Chapter 3 will examine the intricacies of
meaning, encompassing tone, stance, connotation, implicature, and the author's intent. The
initial extensive literary passage will be an excerpt from Holocaust fiction. Students are
encouraged to engage with a range of genres, and the chosen excerpts provide a particularly
rich site for examining metaphor. Students may analyze the tone, perspective, and
underlying values of the atrocities committed in concentration camps. Students can verify
facts, identify the author's intent and viewpoint, and ascertain whether the novel includes

fictional elements related to Auschwitz.

Planned connections to other weeks

By using the excerpt from the novels, The Tattooist of Auschwitz and The Librarian of
Auschwitz, the lecturer can apply the backward link and forward link between the chapters.
For the backward link, the lecturer can apply CRE to characters and the narrator’s claims
about camp life. The students are also encouraged to do research on the Auschwitz camp
to revisit facts vs. opinions within testimony, memory, and fictionalization. For the forward
connection, the lecturer can reuse a short passage in Chapter 5 when teaching inference and
coherence. They could compare the inferences drawn from the literary text with those
derived from literary genres that focus on conflict or human rights. Graphs and tables can
also be part of making the inferences.

In Week 2-3, the focus is on CRE and text structure. Students apply Claim—Reason-
Evidence analysis to characters’ claims and narrator perspectives by asking: Who says what?

What evidence supports it? In Week 4, the focus shifts to fact versus opinion and Al literacy.
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Students evaluate historical claims about Auschwitz and learn to distinguish fact, memory,
and fictionalization. In Week 6, students examine metaphor, tone, and stance through
Holocaust fiction lessons. They analyze how metaphor shapes tone and how tone reveals
stance, focusing on how language shapes meaning and perspective. In Week 12, students
work on inference and coherence. They reuse literary excerpts for inference-based tasks and
compare literary and non-literary texts related to conflict, human rights, and data. The final
stage is the outcome, which is integrated critical reading skills. This outcome combines CRE
analysis, evaluation, interpretation, and inference, showing that students gradually develop a

comprehensive ability to read, analyze, and critique texts critically.

Text Selection and Lesson Design
Selecting texts from the Holocaust novels

The class will use excerpts from The Tattooist of Auschwitz and The Librarian of
Auschwitz, which demonstrate rich metaphorical use. The criteria of the selection include
(a) dense but teachable metaphor clusters (e.g., light / darkness, numbers, journey, book /
knowledge); (b) language slightly above students’ level but scaffoldable; (c) emotional power
that avoids graphic descriptions and is suitable for trauma-sensitive pedagogy; and (d) length

manageable within 2 hours and 20 minutes.

Planned lesson sequence within Weeks 6-7

The teaching process for each week will include the students' presentation slides.
Thereafter, the flow will follow the procedures here.

First, the lecturer will go through the pre-reading stage. The lecturer will briefly
activate background knowledge using images and keywords about Auschwitz concentration
camp, gates, numbers, light, darkness, books, etc., along with introducing the conceptual
metaphor, its function, and definition. Then, they will elicit everyday metaphors students
already know. For example, demonstrate to the students the concept of life is a journey,
“see the light,” or “kept in the dark.” Students will be informed about setting classroom
norms for respectful discussions of sensitive historical trauma and will be warned that they
may encounter images of victims, camp environments, and related topics.

Second, in the while-reading stage, the class engages in guided reading of the chosen

excerpt(s) with support for key vocabulary. For the metaphor-noticing task, students will
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underline phrases that seem non-literal and share mental images in pairs. They could share
their opinions and what they will uncover in class to encourage participation.

Third, students will move on to the metaphor mapping stage. The lecturer will
provide a teacher-modelled table of source and target domains using one example from the
excerpt. Let students work in pairs or groups to complete mappings for other metaphors
they will discover. For example, if they discover light that corresponds to hope, they may
need to express their opinions of how they map this concept. Thereafter, the lecturer will
conduct a whole-class discussion on how these metaphors shape understanding of camp
life and survival.

Fourth, it then comes to the post-reading reflection stage. Small groups will discuss
questions about tone, stance, and the author's purpose, using the questions provided in the
presentation slides. They will be assigned to write a short reflection on how students
connect one metaphor to a broader question about injustice, atrocity, and human rights
without requiring disclosure of personal trauma.

In addition to these assignments, there is an optional extension available for each
week. They will be encouraged to compare with a Thai proverb or metaphor about suffering,
hope, memory, etc. In addition to these activities, students will be encouraged to connect
the text to contemporary issues for contemplation, such as discrimination, war, and

refugees, through critical discussions or analytical paragraph writing on assigned topics.

Integration with course assessment

The selected excerpts are used as the basis for Assignment B, requiring students to
produce an analytical paragraph that evaluates tone, stance, metaphor, authorial purpose,
and meaning. Alternatively, students may select a topic previously studied in the course and
develop it into an analytical paragraph for their Week 14 presentation.

The analytical paragraph (see picture 1) (Assignments A-C) is assessed with a 10-point
analytic rubric covering Content (4 points), Organisation (3 points), and Grammar and
Language Use (3 points). Content focuses on the accuracy and depth of students’ analysis of
tone, stance, and metaphor with text-based evidence; Organisation addresses paragraph
structure and coherence; and Grammar and Language Use evaluates overall accuracy and

the appropriateness of academic vocabulary. (see figure 1)
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ASSESSMENT OVERVIEW

Two Key Deliverables in the Course

1. ANALYTICAL PARAGRAPH 2. WEEK 14 PRESENTATION
(Assignments A-C) (Student Presentation)
10-POINT ANALYTIC RUBRIC 10-POINT ANALYTIC RUBRIC
% \ Accuracy and depth of analysis of [T T 0 CONTENT AND Quality and depth of analysis,
) CON_TENT tone, stance, and metaphor 4 E | @ CRITICAL ANALYSIS interpretation, and insight 4
4 points with text-based evidence points - 4 points supported by evidence points
ORGANISATION | Paragraph structure, 3 = ORGANISATION AND | Logical organization of ideas 3
3 points coherence, and logical flow y @ VISUAL SUPPORT and effective use of visual .
points \_/ 3 points aids to support content points
o GRAMMARAND | Overall grammatical accuracy 3 Balanced DELIVERY AND Clarity of delivery, engagement 3
| LANGUAGE USE | and appropriate use of Assessment .’)) LANGUAGE USE with audience, and appropriate
3 points academic vocabulary points 3 points language use points
L TOTAL: 10 POINTS TOTAL: 10 POINTS
/ COMMON GOAL
To develop students’ critical reading, analytical thinking,
and academic communication skills.
Analytical Paragraph (Assignments A-C) Week 14 Presentation
Students write a focused analytical paragraph evaluating tone, Students present on a topic of their choice (from course
stance, metaphor, author’s purpose, and meaning using evidence content) and deliver an analytical presentation supported
from the selected excerpts. by visuals and clear explanation.
( 4 .
Consistent Standards, Different Formats
L Both tasks use a 10-point rubric to ensure fairness and consistency while addressing the unique demands of writing and oral presentation.

Figure 1. Assessment Framework for the Analytical Paragraph and Week 14 Presentation

Source: Created by the author (2026)

The Week 14 presentation (see Table 2) is evaluated with a similar 10-point rubric

that emphasizes Content and Critical Analysis (4 points), Organization and Visual Support

(3 points), and Delivery and Language Use (3 points).

Table 2 Rubric for presentation

critical analysis
(e.g., tone,
stance,
metaphor,
inference, bias),

not just

the point.

- Uses some evidence,

but it is not connected to

- The course concepts are
occasionally referred to,

but not consistently.

- The text contains
scant or weak
examples.

- Limited reference
to critical reading

concepts.

Criteria 4 3 2 1 0
Content and | Shows clear [ Mostly accurate - Understanding is | Mostly off- |- No
critical and accurate  [understanding of the partly incomplete  [topic or presentation
analysis understanding  [text/topic. or unclear. inaccurate.  Jor completely
(4 pts) of the - Includes some analysis, |- Mainly - Thereisa  [irrelevant.
text/topic. though parts are still summarizes with  |notable lack
- Provides descriptive. little analysis. of analysis,

ith only
\Vague
comments
being made.
- The text

lacks

-10 -
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summary. significant
- Uses specific supporting
evidence evidence.
(quotations,
examples, data)
to support
ideas.
- Connects
ideas to course
concepts from
(Critical Reading.

Organization - Has a clear structure - Basic structure is |- Structure is | No clear

- Very few language
errors; meaning is always

clear.

maintaining eye
contact and reading

from notes or

- Mostly reads
from slides;

little

and visual (introduction-body- present but not unclear or  |structure or
support conclusion). always clear. confusing. presentation
(3 pts) - Ideas follow a logical |- There is some - Ideas feel as delivered.
order; transitions are easy [logical order, but  |disconnected,;
to follow. ideas occasionally [it is difficult
- Time is managed well.  fjump around or to follow the
- Visuals (slides/handouts,|repeat themselves. |main line.
if used) are clear, - Timing slightly - Poor time
readable, and support  frushed or slow. management.
the message. - Visuals are - Visuals (if
readable but may fany) are
be crowded or only [challenging to
partly useful. read or
distracting.
Delivery and - Speaks clearly and - Generally clear, | Difficult to |- No delivery;
language use audibly; pace is easy to  |but volume or pacefhear or the student
(3 pts) follow. is sometimes understand  [does not
- Maintains eye contact |uneven. (very soft, too|speak.
and engages the - There is a balance |swift, or
audience. between monotone).

11 -
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Criteria 4 3 2 1 0
- Uses appropriate slides. udience
academic vocabulary - Several language |engagement.
(e.g., "suggests," "implies," lerrors, but the - Frequent
"positions the reader").  |message is still language

understandable. errors that

ocabulary is often confuse
sometimes basic or jmeaning.

repetitive.

Teacher stance and constraints

Although the subject of the Holocaust can be very sensitive for students, the lecturer
is required to decide to limit Holocaust-fiction work to one or two carefully designed
lessons. Furthermore, they need to balance language-development objectives with ethical
responsibility and emotional safety for students. In addition to the cultural distance and
limited background on this topic among students, the lecturer still needs to choose
appropriate language and excerpts from the novels. It is important to debrief and offer

students choices or opt-out options. (see figure 2)

TEACHER STANCE & CONSTRAINTS

Limit Holocaust-

Balance language Address cultural

N N distance and limited QQ Debrief, offer
fiction work to development with students choices,
1-2 careful thical ibilt background by [ 3 ] i '

~2 carefully ethical responsibility choosing appropriate and provide

designed lessons. and emotional safety. language and excerpts. opt-out options.

HOLOCAUST-FICTION LESSON DESIGN AT A GLANCE
LESSON STAGES KEY ACTIVITIES STUDENT TASKS INTENDED LEARNING FOCUS

. The Holocaust
\ / is a sensitive topic.

1. PREPARE & ORIENT
Set context and ensure
emotional safety

2. EXPLORE THE TEXT
Build understanding
of the excerpt

« Introduce historical context (Auschwitz)
« Establish classroom norms
« Explain content warnings and choices

+ Guided reading of selected excerpt(s)
* Vocabulary and comprehension support
« Identify key information

3. ANALYZE & INTERPRET
Examine language and
meaning

« Analyze tone, stance, and author’s purpose
« Identify and interpret metaphors
« Examine language choices and evidence

Listen, ask questions,
share prior knowledge
(if comfortable)

©

Read the excerpt,
answer comprehension
questions, note key ideas

Complete analysis worksheet: g
@)

identify tone, stance,
metaphors, and evidence

Build background knowledge
and ensure a safe, respectful
learning environment

Develop comprehension
and vocabulary in context

Develop critical reading skills
(meaning, tone, stance, metaphor,
authorial purpose)

® 0 ®

* Small-group discussion

@) &) @) B

5. DEBRIEF & CHOOSE
Consolidate learning and
support wellbeing

\l/

WHY THIS MATTERS

A structured, sensitive, and choice-based approach enables students to engage meaningfully with difficult texts,
grow their language and critical thinking skills, and feel respected and supported.

* Consider different perspectives

* Debrief emotions and learning
* Allow choice in task/topic
* Provide opt-out/alternative tasks

©

Write a short reflection
or choose next steps
(opt-out if needed)

Es

©

4. REFLECT & CONNECT + Connect to themes (human rights, Q\\ Discuss in groups and 7 /\‘ Foster critical thinking, empathy,
Connect to values and resilience, injusti ® o | reflect on themes; (@) ) bal citi «

A > , injustice) \am &) VS \ /and global citizenship
multiple perspectives N/ record insights Ko 4

Promote emotional wellbeing,
learner choice, and
responsible engagement

ASSESSMENT CONNECTION

Students produce an analytical paragraph (Assignment B)
or a presentation (Week 14), both evaluated with a 10-point rubric.

Figure 2. Overview of the Holocaust-Fiction Lesson Design and Teacher Considerations

Source: Created by the author (2026)

-12 -
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Anticipated Pedagogical Affordances and Challenges

Metaphorical pedagogy can be used to help facilitate students’ awareness of
fisurative language in both literary and non-literary texts. It may also support the
development of metaphor decoding skills across a range of contexts, including news media,
social media, and academic discourse. Through guided engagement, students may begin to
interpret implied meanings and reflect on representations of suffering, human rights, and
empathy. This approach can also provide opportunities to explore how language constructs
perspectives on victims, perpetrators, and bystanders.

When implemented with appropriate scaffolding, engaging with historically sensitive
texts from a critical distance may encourage reflective thinking and contribute to students’
ethical and emotional awareness. In addition, such pedagogical practices have the potential
to connect global historical issues with students’ contemporary understandings of
discrimination and violence. However, these anticipated outcomes remain conceptual and
would require empirical investigation to be substantiated. The texts present numerous
challenges, including unfamiliar vocabulary, syntactic complexity, and historical references. A
substantial scaffold is required to prevent overload. Moreover, historical and cultural
disparities may pose challenges for students.

They may possess limited knowledge regarding World War Il and the Holocaust,
potentially resulting in a perception of these events as exotic or inconsequential without
appropriate contextualization. This subject may cause distress or discomfort for some
students, and there is a risk of unintentionally trivializing trauma or turning suffering into a
form of ‘interesting’ classroom content. Ultimately, time limitations within a congested
curriculum, particularly when evaluative frameworks emphasize grades over inquiry, render
this approach challenging to execute in an actual classroom setting.

Planned strategies to address these challenges

To miticate these challenges, the lecturer must possess fundamental background
knowledge, utilize concise and accessible materials, and select less graphic excerpts along
with explicit content warnings prior to instruction. Subsequent to the lesson, they ought to
facilitate pair or group discussions and a comprehensive class debriefing. A rationale for the

inclusion of the curriculum is required for alignment with assessments.

- 13-
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Reflections and Future Directions

As a practitioner-researcher, | contemplate the lesson's design, which seeks to
elucidate the connection between research (metaphor analysis) and classroom practice. It
generates a conflict between the aspirational objectives of critical literacy and the practical
limitations within Thai higher education. A key limitation is that no empirical classroom data
are yet available, although | plan to implement this lesson in a future offering of the course.
In addition, any discussion of anticipated affordances and challenges remains necessarily
speculative until the lesson is actually implemented. Future studies may implement this
lesson in subsequent iterations of the critical reading course and examine its impact on
students’ metaphor awareness and critical reading. Classroom-based research questions may
encompass topics such as alterations in metaphor awareness, student reflection, and writing
stance. Other ELT practitioners are encouraged to consider sensitivity in literary texts for
critical reading while engaging in applied linguistics discussions on metaphor pedagogy,
trauma narratives, and global citizenship in ELT classrooms.

The suggested critical reading lesson has an ethical and social dimension beyond its
pedagogical significance. The lesson exposes learners to the way metaphor, tone, stance and
ideology shape texts on suffering, violence and human dignity. It takes learners beyond a
literal interpretation to one that is ethically attuned. Through critical reading and ethical
literacy, students’ social awareness, empathy, and sense of global citizenship may all be
strengthened important dimensions of social well-being and quality of life. Having students
interrogate how texts assign victimhood, perpetration, and bystanding or historical culpability
encourages those students to consider contemporary issues such as discrimination, exclusion,
conflict, and human rights. In this way, critical reading is not just an academic skill, but a civil
and humanistic practice. It allows students to consider the implications of language, respond
sensitively to the experience of others, and participate more responsibly in pluralistic
societies. Furthermore, this method aids in transformative learning as it enables to the
learner’s literature interpretation along with moral reflection and social engagement. So, by
bringing critical literacy, metaphor analysis and ethically sensitive materials together, a
community of compassionate global readers can be produced who reflect on the expression
and meaning of texts. Therefore, critical reading and ethical literacy contribute to learners'
social awareness, empathy, and global citizenship, which are important dimensions of social

well-being and quality of life.

- 14 -



INTANTAUNINYINNUNH Y e286447

U 22 atiufl 1 @ns1a - fguisu 2569)

References

Huh S., Pascoal L. V., De Almeida Mattos A. M. (2021). Critical Literacy and English Language
Teaching. In The Handbook of Critical Literacies (1st ed., pp. 402-410). Routledge.
https://doi.org/10.4324/9781003023425-46.

Huynh A. T., Nguyen T. N. T. (2024). An integrated framework of critical metaphor analysis
and multi-level view with an application to metaphors for the Vietnam War.
Evolutionary Studiies in Imaginative Culture, 8(Suppl.), 252-267.

Jiang S., Zhao W. (2024). A critical metaphor analysis on green development news discourse
from the cognitive perspective: A case study of China Daily. Scientific Journal of
Humanities and Social Sciences, 6(12), 41-51. https://doi.org/10.54691/bf71zr69

Khathayut P. (2025). Investigating critical reading strategies and challenges among Thai EFL
university students: A mixed-methods study. International Journal of Learning, Teaching
and Educational Research, 24(12), 18-42. https://doi.org/10.26803/ijlter.24.12.2.

Kovecses Z. (2010). Metaphor: A practical introduction. Oxford university press.

Kovecses Z. (2021). Standard and Extended Conceptual Metaphor Theory. In The Routledge
handbook of cognitive linguistics (pp. 191-203). https://doi.org/10.4324/9781351034708-14.

Lakoff G. (1993). The Contemporary Theory of Metaphor. In A. Ortony (Ed.), Metaphor and
Thought (pp. 202-251). Cambridge University Press.

Lakoff G., Johnson M. (1980). Metaphors we live by. University of Chicago Press.

Podosynnikova H., Priadka A. (2024). Forming pre-service English language teachers’ competence in
critical reading through authentic short stories. The Scientific and Methodological

Journal Foreign Languages, 4, 21-28. https://doi.org/10.32589/18178510.2023.4.295043

Ratanaruamkarn S., Piyanukool S., Nuemaihom A. (2023). Trends in teaching critical reading in
the Thai context. Theory and Practice in Language Studies, 13(2), 452-460.
https://doi.org/10.17507/tpls.1302.17.

Roe J., Furze L., Perkins M. (2025). Reflecting reality, amplifying bias? Using metaphors to
teach critical Al literacy. Journal of Interactive Media in Education, 2025(1), 1-15.
https://doi.org/10.5334/jime.961.

Saxena V. (2019). ‘Live. And remember’: History, memory and storytelling in young adult
Holocaust fiction. Literature & History, 28(2), 156-174. https.//doi.org/10.1177/0306197319870380.

Supanchaikul P. (in press). A conceptual metaphor approach to Holocaust literature and its

pedagogical relevance in Thai education. The Scholar: Human Sciences.

- 15 -


https://doi.org/10.4324/
https://doi.org/10.1177/

ANIFENIAUNNTIANUNH NY 6286786

Ui 22 atiudl 1 @ns1a - fguisu 2569)

n1sdisovdruuiodonisunswaiian1swaurdoduuanidusssuy
An Examination of Real Estate Contracts Toward the Development

of Fair Contract Terms

NGB UANDSYNSNE*

Krisda Saengcharoensap*

(Received: 30 January 2026, Revised: 2 April 2026, Accepted: 7 June 2026)
UNANED

[V 7]
v aaou

NuITeasilldingUssasdiiofnwdnvuzanuliidusssundvsngesludyardevis
Ty oaggedvinunsng sautuuuresdygdnsegununging Wwelnszilseudieu
[ a v v Y v d' (= | A o [ v
AunguuneiineitesiudedyanliidusssuludeUssmaiioirlugvaiauauuslunisiiauinis
AuAseIUslan NN dyanFereriessdearisedmnsumindlilianudusssuseluilan
Ingldnsfnuideduenasiluesediolunsiiuniusudeya

[ v

nan1sAnwInudn dnvarvestodygreduniunindidanuldidusssuneduilanauise

oAl [ 1

Tuuneenlaidu 5 nquididy nande 1) dedyaniinisidassiludygndudousinaenisvi

9

]
[ a a

AUl 2) Tedyanianulidanulaggusenevginalinanidalunisinaiu 3) Yodoyailians
uAgUsEnougshausilsshaidedlunsuenidndyauasiuiuiiduilaaldtrsely 4) dedaaidna
Junsenduanusuiavesiusenaugsnalildunisaramd wag 5) e Tyaunitkansenusien1stnsy
samesiuslaansdinafiavieanvesdefiodmuning

Forauouurainmsise edunmsuitgmanangiseiaueuugliiinmsssyndninasily
ﬂ'ﬁﬂmimwdﬁaé’zgzgwé’ﬂwmﬂmﬁmﬁ]%ﬁa'jflﬁmmhiLﬂuamﬁia;}fﬁim msinsdindennudidu
maudsdvsliunguilaalinsu sudsmsiuumdumsdnaandeme igseneussiafisldu
Nnfuslaaveslsemaduanusulifuussmalne

v
o & o A

menAey : dyariiensany / edavsaming / dantee / dandisagy / dedmaniliduss

*g19138Useinnnzlifenans uninedesidn
*Lecturer, Faculty of Law, Rangsit University

Corresponding author: Krisda Saengcharoensap, E-mail: krisda.sae@gmail.com



PITAIAUNNTINAUNY MUY
Vol. 22 No. 1 (January - June 2026)

e286786

Abstract

This research aims to examine the characteristics of unfairness found in contracts of
sale and agreements to sell immovable property, including legally prescribed standard form
contracts. The study conducts a comparative analysis foreign legal frameworks unfair contract
terms to develop recommendations for enhancing consumer protection in contracts for the
sale or agreement to sell immovable property, thereby ensuring greater fairness for
consumers. Documentary research was employed as the primary method of data collection.

The findings indicate that unfair contractual terms in real estate transactions affecting
consumers can be classified into five major categories: (1) contract terms that employ
complex language that is difficult to understand; (2) ambiguous terms that allow business
operators to exercise discretionary power in interpretation; (3) terms granting unilateral rights
to business operators to terminate the contract and forfeit payments made by consumers;
(4) terms that prospectively exempt business operators from liability; and (5) terms affecting
consumers’ payment obligations in cases involving increases or decreases in the area of the
immovable property.

To address these issues, the researcher proposes the establishment of clear criteria
for determining which types of contractual terms may be considered detrimental to
consumers. Contracts should also include provisions expressly notifying consumers of their
rights. Furthermore, Thailand should consider adopting the Japanese approach to calculating

damages recoverable by business operators from consumers.

Keywords: agreement to sell / immovable property / sale contract / standard form

contracts / unfair contract terms
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Abstract

The objectives of this research were to examine the consistency of a causal model of
factors influencing the political participation of first-time voters in Thailand with empirical
data, to analyze the mediating effects of digital political competence and political attitudes
on the relationship between digital media exposure and political participation, to test the
measurement invariance of the political behavior model across multi-groups between first-
time voters in Bangkok and regional areas, and to propose policy recommendations for
enhancing digital citizenship and appropriate political communication mechanisms for Thai
youth based on empirical evidence. A quantitative approach was employed, collecting data
from 700 voters nationwide via a multi-stage, systematic sampling design. Data were analyzed
using Structural Equation Modeling (SEM) and Multi-group Analysis.

The results indicated that the causal model provided an excellent fit to the empirical
data (X?/df = 1.854, GFI = 0.962, CFI = 0.985, TLI = 0.978, RMSEA = 0.042, SRMR = 0.031).
Digital media exposure exerted a significant direct effect on political participation and a
significant indirect effect through digital political competence and political attitudes,
functioning as partial mediators. Furthermore, the measurement invariance test confirmed
scalar invariance across groups, with no significant differences in causal paths between urban
and regional cohorts.

These findings lead to policy recommendations emphasizing proactive digital
competence development and political attitude adjustment to foster sustainable digital

citizenship.

Keywords: Digital Citizenship / Political Participation / Structural Equation Modeling (SEM)
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54

o

ANUFUNUS ST NSRS UFBR N aN19n15:189 (DME) #u550Un19n15HiiasRavia (DPE) viduaARNIg

M3LIDA (ATT) wazngANTINNSUAIUSINNINTEI (PART) Aanslumsng 5 wazansei 6

A15199 5 ANFUUSEENTINSWAN19ATI DNSNAN9DBY LazdNSNasI (n = 700)

. . ) ansna amswa
AUsnu (Dependent AauUsnensal Y anana
N19M159 N149294 R?
Variables) (Predictors) 594 (TE)
(DE) (IE)
WruARn1ansies (ATT)  nsilesude (DME) 0.45%** - 0.45 0.20
Aussourmana (DPE) mMsdasude (DME) 0.38%** - 0.38 0.14
A158@IUIIN (PART) nsiasude (DME) 0.15** 0.25%%* 0.40 0.58
7iFuAd (ATT) 0.32%** - 0.32
Aussaurmana (DPE) 0.28%** - 0.28

*MUBLAR: ** p < .01, *** p < .001; DE = Direct Effect, IE = Indirect Effect, TE = Total Effect

M1319% 6 AFUNANIITVIARDUANNAFIULALAFIUTEANSENENE (Standardized Estimates)

duNAg1u (Hypothesis Paths) wan1smagau P (Std.) S.E. t-value (CR) p-value

H1: DME — ATT Atuayu 045  0.052 8.654 e
H2: DME —> DPE atuAyu 0.38  0.048 7.917 Hxx
H3: ATT — PART Atuayu 0.32  0.061 5.246 Hxx
H4: DPE —> PART Atuayu 0.28  0.055 5.091 e
H5: DME —> PART (Direct) Atuayu 0.15  0.042 3.571 Hxx

PN *** p < .001, DME = MsiUaSude, ATT = viAuAd, DPE = aussausana, PART = n15dl

AU
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NANTNA 5 Uag 6 WuimsiUasudenivia (DME) denasengAnssun1sldiusiu (PART)

FumuUsdIuisaesineg 1 iiTud1Aynieadia (E = 0.25, p < .001) Inetdunsaasiuuuy Partial

(Y =

Mediation 19331085 wan19m39 (DE = 0.15) FensdidvdAgy arulszdnSainvosluna
(Coefficient of Determination) A1 R? = 0.58 UstAUsianualulunailaiuisasauduaiuie
AnlsUTUTRIgRnssunslidusunnsdedateiesay 58.00 Fudummeuinguszasden 2

WUszaAn 3 nagauanuliudsiasuvanisinluszaunings

va o

Adelaniunsvageua kiU T UREUYRIN T InTENINNENAI 0N SNUTIN JUNNUMIUAS

[
=1

(n=350) wazituidiugiinig (n=350) lagldnsiasiziinguny (Multi-group Analysis) Lieguguin
wnsiayadianuminsuaglasiasiafertuluisgeinguivui lgfia1su1nA1ALLANA1Yes
puilmnugenndes (A CFl < 0.010 wag A RMSEA < 0.015) a1unausiaed Cheung & Rensvold

(2002) Fanandlunsei 7

M15199 7 wan1svadeuANliLUsURsuYeIN TinsenIniiunngunne wazniinia (n = 700)

LUUAIABINITNAEDU NANI3
X2 df CFlI RMSEA ACFI ARMSEA -

(Invariance Models) WATU
1. Configural Invariance (M1)  382.41 192 0.982 0.038 - - Al
2. Metric Invariance (M2) 396.15 204 0.981 0.037 0.001 0.001 W
3. Scalar Invariance (M3) 412.82 216 0979 0.036 0.002 0.001 W

‘:4' ! a ¢ . & = v
INENTNN 7 NUIMANITAATIENR Configural Invariance (M1) Tuinaiiuguiiauaenndos
TudeyaeUseindlunvassnauiuiiegeiidey Wanmualvr1iiminesduseneu (Factor
Loadings) Yaevisaaanguvinfiu (Metric Invariance M2) wudndn CFl wasuudasiuiiies 0.001 uay
Wervualia1gadawny (Intercepts) Wi (Scalar Invariance M3) wuiia1 A CFI wirriu 0.002
FariunueinnsgIunnseau duduinuinsindanuliulsidsulusedu Strong Invariance
dy a = % a £ v ! ! &I P P = A % 1 1=
waNIN Nan1sUSsuigudNUsEansIdunaTenianguiuiuanslilunsen 8 Feduduinlud

ANLLANANNTDIBVE AT MR sERIenguiLingamn uaziinia Wunsneuinguszasidei 3
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a a

a = = o o ! A A a
M1919N 8 ﬂ']iL‘IJTEJ‘ULVIEJ'Uﬁll‘Uiga‘V]ﬁLaqu\‘iﬁzwqqﬂﬂQNWUWﬂiﬂW]'W°'| LLa&QﬂJﬂqﬂ (n = 700)

Hunednina ngunnwe  gilana AINOAAIY NAN1S3
(Hypothesis Paths) B) B) uaneing (C.R.) Wisuigu
1. DME—> ATT 0.48*** 0.42%** 1.124 laiunnsng
2. DME — DPE 0.35%** 0.41%** -1.056 laiunnsng
3. ATT — PART 0.34** 0.30%** 0.892 laiunnsng
4. DPE —> PART 0.25%* 0.31%% -1.135 Talumneing
5. DME — PART 0.14%* 0.16** -0.428 Talumneing

[y

PR ** p < .01, *** p < .001; A1 C.R. > |1.96] hanatamnuunnssag1aiidedAayd fisedu .05

UszaIAN 4 Tarauauuigauleuny

aa o

ﬂ’]ﬂﬁdaﬂ’ﬁ’mEJ‘V]EJ‘L!EJu’JW?{lIiiﬂuuVI’Nﬂ’ﬁLZLIENﬂQVlaLLﬁu'Vlﬂ‘LlﬂGWl’]ﬂﬂ?iLlI’eNVl’]WU’W]LUum’JLLUﬁ

I Ao w

dwhufiddy uarluwaiinnuaaduamiiisae fifeiniiauedaausuusndalonedieluil

d5duazanusnena

HANTITEEUEUIN uuueamnvesladeidimadanginssunisildiusiuninisileaes

1% a [

nAu First-time Voters luusgwmelngifideimuniy dauaeandesiudeyalisuszdnsluseaua

U

U 1 13 ! a o o w

B Inedvdinseduaninunatnaunndiniunaeiiinssiuainasg1eiedfa wansliiiuin

9 3 v
Tassaseanuduiusszninansleiude inund aussauzAidva waznginssunisddiusou 1Uu
TumafifimuudsdenazansaliilungufeSuieusingnisainisnisdeseugnvulneluga
Jaqulaass

HAN1TIdEEUSUIFUUEEImalinuaennrsiuteyalisUseIndluseauadey (Aull

mmaamé’aqmné"gmummsﬁ) AT NUANSASNIULUY Partial Mediation HIUANSIOULAINALAY

e

NAUARNIINITIH D I@EJI@JL@@&Iﬂ’)?llﬂ\‘lLﬁuﬂfl’ﬂﬁ’Jinmﬂ wwmaamma@mmmaaué’wmami

a
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1. INTWAN1INTIVBINSIUATUTDAR

VianangANTSY

HANNTITENUIN DME H8vSnan1ensarie PART eehsditudaty (B = 0.15, p < .01) @onndes
fu o3 a deuiuy uaz SUUR uTuLTe (2568) uar Xenos et al. (2014) Aiszyindefdviatavan
guassaiddlassainauaznszdumsLansoanyanIidies (Mobilization) oenslsfiniu Svswavnanssd

J £ o Ao v & 1 v A = 1 a L 1A o =
ﬂE]“lJ”U']Wﬂ“ZJIMLWU’NﬂWiiUﬁQL‘WEN@EJ'NLG]EJ’JENI?,JLWEN‘W’EJ‘W]ﬂ“U']@G]’JLLiJiL“UE)iJIENﬂ']EJIu
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2. NalNNSEINIUNIUNAUARLALENTTOULAINS

UsuihuladidnresnuiduRedvswadriu (IE = 0.25, p < .001) Tag (1) unumues ATT:

DME —> ATT (B = 0.45) — PART (B = 0.32) @onndafiu Theory of Planned Behavior fiszuin

)

v dutaderihnengdnssuiiduudsiian uas (2) unuwves DPE: DME — DPE (B = 0.38)

— PART (B = 0.28) @onnassiu Vraga et al. (2015) fivawedn Political Efficacy \dunalniudey
Ms3uigmstuindeudagn

4

3. lnnnidlassasisduiunuaznsnaneiune)iaans

[

NANISNIULNAE Scalar Invariance wazAn C.R. Mlifiduddnlunndunie asvouliiui

o q

dondviavinuindu "The Great Equalizer’ (Norris, 2001) Tngnsguiun1stnnamiensiiieswiuée

a Y]

a ~ < Y] Y v aa Y a
W"\]‘VlaGU't’]\TLEJ'T]%uvLV]EJMWJ']MLUUL@ﬂﬂ’]WV]']“UigLVIﬂ #AOAAADINY FANTTU SUIUURUY (2568) LLag

<9

1AW UIANTNINLG1IV UL DILALYUUNT WU UBHUNITLAIUSINAAIU

Forauanuziildainnisive

1. Jaauauuzidauleune

1.1 vieuniady 019 nIenseAdIvaiiorsugauazden WATNTENTNAITAANANY
INPANEAST IFPUATUTANTIN (97.) mwjimmwé’ﬂqmaaumﬂ%m%mﬁaﬁ%ﬁa 1AgAITLEY
NN5A379 "AUTIAULNINTLBATNR" 1w NIRRT Iwideyat1ans (Critical Data Literacy) uag
M3nsIvdeutvany (Fact-checking) islienvuiinuiulavasaunsalddeifionsidiusu
pgnsasvasIALazUaansiy

1.2 AEnsUNSANSLEeNd (Nnn.) LLazmi’ammmﬂ%’gmiw'ﬁsmwwmmm@’mzmasﬁa%a
(Information Provider) mﬂu@’a%’w "wannasuUfdunus" (Interactive Platforms) e
mia%qﬁuﬁﬂﬁﬁuﬁuéaﬁﬁaﬁﬂaamﬁa (Safe Digital Public Sphere) fidsasulovuiniiaund
Fauansenisiidusan Tnsantesinasenined fnuaule Ui laslensusIunIsE e sL U0 NI

Y

(Two-way Communication) ilelsiiAnmssudindeswesunimiumnesonisimunaiienisuseme

1.3 flesannuansiseBuduinlifirnuunnsrseslumasevinaingamme wazniinia 113y
Jamsnsznesviszanalunisatvayunguianssneivuluszduriesdulnldies esllofdvia
Tumstuiedeuuloveseiviind WelhiAnnisfdusuiduudainfionsuinsena dedu

NTaNDARLTINLTILaIEENES19AUYITIBY (Bridging the Geographic Engagement Gap)
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Abstract

This qualitative research was to study legal problems regarding general partnerships
and limited companies. On the issue of liability and statute of limitations for lawsuits of
partners whose business competes with the partnership. Including the liability of
shareholders who have transferred their shares to another person. By comparing with the
laws of England, the United States and the Federal Republic of Germany. To analyze legal
principles, concepts and theories. as well as suggesting ways to improve Thai laws. By
studying academic documents, laws, judgments, and related research.

The findings indicate that imposing liability on partners who engage in competing
businesses for all profits, without considering other factors such as the principle of restitution
or the impact on market share, is inappropriate. Additionally, a prescription period of only
one year from the date of the violation may lead to unfairness if the injured party becomes
aware of the wrongdoing at a later time. Furthermore, requiring transferors of shares to
remain liable for unpaid share capital imposes an excessive burden, as they are no longer
shareholders. In comparison with foreign laws, it is found that English law distinguishes
between different types of breaches, including those involving concealment or misconduct.
German law applies both the principle of commencing the prescription period from the date
of the wrongful act and from the date of knowledge. Moreover, U.S. law provides that the
transferee of shares is responsible for unpaid share capital, unless the transferee acts in good
faith.

The study recommends that liability for competing partners should be determined
based on the circumstances of the misconduct, that both the date of the wrongful act and
the date of knowledge should be considered in calculating prescription periods, and that

liability for unpaid share capital should be the transferee’s duty.

Keywords: Duties of Partners / Limited Company / Ordinary Partnership / Prescription
Period / Shareholder
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Abstract

The objectives of this research were to assess the levels of perception and actual
compliance regarding the Occupational Safety, Health, and Environment Act B.E. 2554; Analyze the
multidimensional influence of legal enforcement on the quality of work life; and develop a
strategic framework to enhance safety standards in small enterprises. The research methodology
consisted of: a population comprising workers in small enterprises within Mueang Pathum Thani
District. A sample of 400 participants was determined using selected via stratified random sampling.
The research instrument was a questionnaire with a Cronbach’s alpha coefficient of 0.70. Data
analysis included descriptive statistics, t-test, Analysis of Variance, and Multiple Regression Analysis.

The results found that while the overall level of legal perception was high (M = 4.20),
actual compliance remained at a moderate-to-low level (M = 2.85). Specifically, Section 16
regarding safety training exhibited the widest compliance gap at -1.62 due to resource and cost
constraints. Within the QWL dimensions, a phenomenon termed the "Kinship Paradox" was
identified, where close interpersonal relationships (M = 4.35) acted as a barrier to the rigorous
enforcement of safety standards due to mutual deference. Furthermore, multiple regression
analysis confirmed that safety training under Section 16 (ﬂ = 0.45) and the right to report hazards
under Section 21 (ﬂ = 0.32) were the most significant predictors of enhanced QWL. Notably,
workers in the manufacturing sector reported the lowest scores for a safe work environment
compared to other groups.

The recommendations found that the public sector should act as a facilitator by providing
tax incentives and promoting a "Shared Safety Officer" model. Employers should adopt "WISE"
principles for low-cost workplace enhancements. Additionally, safety culture should be integrated

into existing social systems to foster sustainable "Safety Self-Efficacy” among workers.

Keywords: Occupational Safety and Health Law / Pathum Thani / Quality of Work Life /
Small Enterprises (SMEs)
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AIdumvuamLUsiiaenadesiunseuluiAnuae IngUIeasRnTIde Al
fLUs8asy (Independent Variables): MIUfuRnuNmaneANUaanie

AuUsnu (Dependent Variable): AN NT ALY (QWL) 8 Hf MIUNTOULUIANYDI
Walton (1973) ngsjaitiufian1muindeunasndy Wagn1sysuIn1vmedny

AUTUSU (Moderating Variable): szuuamuduiusiuuiasag @ (Kinship Paradox) Way
UseLnnaeanang

= o A a o A A a 2/ a [ ]
3. in3aliaNldlun1s3de Aeuuuasunuiunsiansanlaensenadl wiady 4 d

duil 1 Yayaladudiuynnauazdnuaizeddns
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duil 2 N133usuarsUURRIUAgnEneAuUaenaduu1nsT 6, 13, 14, 16 way 21 19
1a5ALUL Likert Scale 5 526U e ¥a Compliance Gap

dudl 3 AuAMTIANTINY (QWL) AuRTeULIAAYEY Walton (1973) UaTysMIN1SIATN
d1m (Psychosocial Safety) Lﬁaimswﬁﬁw%wa@qwnﬁa

duil ¢ guassAuaztelauBuULBsNagNSAmIuMITALINTBULLINIS

4. MIATIREBUAMINIWLATE D

ATBanse (Validity) n579deu Content Validity I@S@Lﬁ?iaaﬁmg 3 yiu lemanduinay
donnaas (100)

Audeiiy (Reliability) sidumsneadeuidesdu (Pilot Test) Aunduiifidnumrlndifestu
ngufa0g1951uIu 30 Au lasdiasgsiaduusedns daviivesnseunia (Cronbach’s Alpha

Coefficient) Bananisvageuseaalidesndi 0.70 Tunnid (¥eyde Wdasau, 2552)

< v
NI3INUVIIVIINVDUA
FRdeaiiunisiivdeyariuszuudidnnsetinduasuuuasuauadunszany mugluiunis
£ 6 ¥ . . r.ﬂ' A v ¥ a wva a 3 r-;l
daunnn13aintinenu (On-site Observation) tileduduANgNABIvRINTU RIS Vell NszuIuns
Taviutoyaldn1un1ssusesInAnenssun15938s33un15338lunywd (Ethics Committee
Approval) lauil 045/2025 wagiuil 2 Aams 2568 wavin1sudeinguszasdiieveninudugauain

Q’ma‘uLLwaaummasmLm'm%’m

N133LATIzYtaYya

v
A v a

\elvinseunauingUseasinisidy §Iduimunadiiinsgieail
adfinssasun (Descriptive Statistics): loun A¥asay Aade (Mean) wazdrudeuy
1msg (S.0.) ieUsailiusedunmssuagmsufoRaTanungmne
atnouu1u (Inferential Statistics):
1. t-test waz ANOVA: LileiUTouifisunnuunninawesnanndinusanusiuuna
anwarAINUARALAZUIELANAINTT
2. mﬁmﬂzﬁmiamaawnqm (Multiple Regression Analysis): Wianedau
ANUFNTUTR @0 5N INUATENIN MUNEUAL AN IMAINUTIY
MyATIzinIsanneenyAl (Multiple Regression Analysis) tilevadBUAMALNUS DS

avsuazseyUadeimuandn (Key Determinants) fidswasie QWL aneladadnianinens
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N15FLATIEVTaYaIAMAIN: NTalausuULLAra UaTIAIN D31 "NTaULTInagng"

(Strategic Framework)

NAN33Y

NaN153LATIZR oYM UTIUTINg U Bg 1w ssulugLaeilosUnusid d1udu
400 518 AansnsuunUspiduddynningussasdnisiselased:
1.n153ATERsEAUNTISUSuazN1sU URATemang vane

NANITLUSBULNBUTEWIN "?iqﬁmﬁ" waz "A9iviese” axvieuliiuteding (Compliance

Gap) NaAgluaniulsznaunIsTuIngey

M15199 1 MsUSeuiigusgaunsiuiuaemsuiRasewudengraneanuasnsey

Usziudonguunenna  seAun1siul  szAumsufunase Compliance
t-value p-value
W.3.U. 2554 (M%S.D.) (M%S.D.) Gap
1. n33amgunsal PPE
4.35 0.38 3.12 0.85 8.45% .000 -1.23
1. 6)
2. Msdamadmthien
. 3.85 0.52 256 0.92 12.30* .000 -1.29
Jaaaney (U. 13)
3. ANTHIIDUATILA 1NN
4.10 0.45 3.05 0.78 9.15* .000 -1.05
(W. 14)
4. NSENBUTUAINY
y 4.42 0.35 2.80 0.95 14.50* .000 -1.62
Yaonns (4. 16)
5. @nSn1ssneau/langa
4.28 0.40 2.72 0.88 11.20* .000 -1.56
(W. 21)
3734 4.20 0.42 2.85 0.87 11.12* .000 -1.35

NAN5T 1 wanFiesginnUIsuiisuszAunssuiuazsedunsUf RS sn
wszswigainmiulasniy 91910ule tazaninwnaeulun1sinau w.e. 2554 Tuninsuny
Anudoundulianginsiuegrelifedidgy lngsedunissuilunimsiuegluseiuuin (M = 4.20, S.D.=
0.42) luvauzfiszfumsufifaislunmaundveglusefutiunansdisdn (M = 2.85, 5.0.=0.87)

o w 1

A a = a & v a U A ! a wa .
Wefiasauuieuifisuilusedalaiiesainunuanuitnainnisujuf (Compliance Gap) 311

1 1
A v o A

wntumiles anunsaasuusznuddglanil:dudun 1 fe drunsiineusuaudasnsie (W1ns 16)
WueYeiNnInigane -1.62 lneiin1ssuieglusedvanniign (M = 4.42, S.D.= 0.35) uilin15Uf U
5 iggsEAUUIUNa1s (M = 2.80, S.D.= 0.95) 589a9118UAUTN 2 AD ANUANSNITINBULALIALES

Wm31 21) AA1Yeeing -1.56 aedin1ssuiegluseauunn (M = 4.28, S.D.= 0.40) uaziin1sufjiRas

-7 -



MIATAUNNINAUNY MUY
Vol. 22 No. 1 (January - June 2026)

e287910

Tusgdusn (M = 2.72, 5.D.=0.88) SufUft 3 Ao A1UNTIARaEMTNTAALUasndy (AT 13)
1A1999719 -1.29 ulusenuazsuinsmnudrdglusgauiiunatsiiann (M = 3.85, S.D.= 0.52) usil
MsUfURaSeediaelunndid (M = 2.56, S.0.= 0.92) BuufisodiiniBslassairsuazninensves
an1uUsznaun1svuIngay (Size-related disadvantage) ag19dmaususudi ¢ fie dunisdam
gunsalAuAsasAulaanfedIuyAAa (W1M57 6) AA1YR9379 -1.23 Taedn1ssusluseavunn
(M = 4.35, S.D.= 0.38) wagdnsufuAaisluseduuiunans (M = 3.12, S.D.= 0.85) Suduil 5 fe
funsudsunsiealmtn (ues 14) fegesinsosfignde -1.05 Insiin1ssuilusesuuin
(M = 4.10, S.D.= 0.45) waziin1sufumassluszauUiunais (M = 3.05, S.D.= 0.78)

2.M15UATENAMNINTINUTINU (QWL) FuunAsUsEAnianIg

M19199 2 MIAUTPUTIUALUUUANAMTINLIINY (QWL) TUUNALUTHANAINTS

NAAMAINTINUTIU (Walton) MANsHER  a1ARUEN/de A1AUSNNS F-test  p-value
1. anmwadeuiivasade 2.15 2.85 3.02 1542 .000*
2. MIYIUININNEIAN/ANUTUNUS 4.45 4.30 4.30 1.25 285
3. anusiuaslusu 3.10 3.55 3.80 8.92 .004**
sruRdennd 3.23 3.56 3.70 9.12  .001*

a = = N aa
INAITNN 2 wanen1sileuiguazkuuai saun I Inwssuluaaiudsenaunis
YWINGDH TWUNMNYTEANAING 3 Ngu Lakn A1ANISRER A1ARUEN/d wazn1auinis lagly
NSNAABUAULUTUTIUNINAED (One-way ANOVA) #9ils1uazldunnail

a [

ffduannuandeufivasnds nuauwans1segeivedfy (F = 15.42, p < .001)
Tnoussnilunanmsudaiinzuuuiedediiian (2.15) Weifisuiuniafuan/ds (2.85) waznauinig
(3.02) TAAIUNITYIUINIITNNFIRURAEANNFURUS lnuauuandegadidediAyneada
(F = 1.25, p = .285) IngmnuUszianAanisdazuuuad segluszdugeann (4.30-4.45) dAf1u
ausTuadluay wumnuwandteg1eiteddyn1sada (F = 8.92, p = .004) Tnaussalunia
Uinsiinraiddnsiundluaugedian (3.80) luvainianmsndndaziuusiiiga (3.10) AmsIuan™
FINWTIUIUAINTIINNAWNUAINLANANDE1TTEdAYNETR (F = 9.12, p = .001%) lag
wsauluniauinisinun ndinlaesingean (3.70) s89AU1ABAIARIUAN/EY (3.56) Lagaa

N1sNaRLAzRUUAaR (3.23)
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3. NSNAHDUBNTNATIFNNARDAMNINTIAUITINY

M13199 3 NaNITIATIEINSARnRENYAN (Multiple Regression) ¥asladedangminysie QWL

fuuswennsal (Predictors) B S.E. p t Sig. VIF
AAadl / Constant 1.425 214 - 6658 000 -
nMsEnausy (4. 16) 421 080 45% 5.262 .000 1.42
ansnslauds (. 21) 315 076 32% 4.144 001 1.35
A153A%1 PPE (L. 6) 120 .055 .18% 2.181 .030 1.28

M3197 3 uanmanITilATzinIIanen AL iennaeudnswavesiadedengmunefise
AMAINTIAUTIY (QWL) NudhuuInassmensaiiautudfynisada (F = 28.45, p < .0019)
TnefuusdasgiauaannsasimiueiueamuulsUsuesmaunmiiaussnuléfosas 58.10
(R? = 581) FafimwasiBonmsfinsanmetiadedl

nsfneusuAUasadenuinns 16 Wutladedidsvinaduindenunmdiausenu
geiianegadvodidymeaia (B = .45, p < .001%) AnSnisssaunasldudmuuing 21
T8vEnawuinenunmTIawssnuludidusesasn (B =32, p = .001%) wazn15inmgunsal
AunsesmnuUasndediuyana (PPE) muannet 6 18nswaidsuindenunndinusanuesfiaelu
naudaduiithandnw (B = .18, p = .030%)

uaNaNdl wanIRTITERUAARR VIF (Variance Inflation Factor) wuinfidnagsewing 1.28
9 1.42 §laiAu 5.00 wansIfuUssaszurazdadeluidaniauduius fauriuiuies

(Multicollinearity) vilvinan1snensaidinaugnaesuiugmunanaiia

d5Uduazanusnena
A3UNAN3IY

1.maé’mqw%amgumEJLLazmmETauLLETqL%awqﬁmiu: NAN1SIFENUANIIE "High
Awareness, Low Compliance" agsiifaddgy lngszaunisiusnguungluninsiveglusyduiin
(M = 4.20) usimsujiRasendveglusziutunansiisin (M = 2.85) Taglamizanss 16 msiineusy
ﬁwusu'aq’mmiﬂﬁﬁﬁ (Compliance Gap) ﬂ”iﬂqﬁ'qmﬁq -1.62

2. 8MEWaVRINYMUNLFDAMAINTIAUTIU (QWL): HAN1TILATIZVARAnBe AT usuIn
Msilneusy (esn 16) waz avsnslduds @msn 21) Wuladewensaliinsandsiiansio QWL Tne

= - a

gAnduuszansanasy (S\beta$) winnu 0.45 kag 0.32 ANUAINU
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3. AILANAALUTELANAINS: ussenly n1Ansadn nunmTinsuainuyasnsdesi
fanilefiouiuniadu vardnnnguiazuuudfsuauduiuslussdnsgsainane (M = 4.35)
avvioudnuamsuvesussuluRuiUuyLsil
n13aAUsIUHE

a

1. fuAnAMuENTUSLULATEEYIR (The Kinship Paradox) Han1533elungs SMEs Unusil
PFuhsruuaruduiusuuuitiondy 'muaesny luduuan arulndiadisananuiaisauas
Aanssgdlalunisviieou uwiludrunisidugus anuduiusinduduguassaddsy esain
Anansalailudnis “eylay” sownAnTTIdee Fsdenndostu NouingAnssumuuNy (Theory of
Planned Behavior: TPB) veslawwa 83wy (Icek Ajzen, 1991) luiiives ussingIUngue19d9
(Subjective Norms) nguidiasuneinamuuasnginssuvesyanagnydeviasudgniuaan e
ausautns Tuusunves SMEs ng ussingrumsdsauiiuszuuiaIognAuazanudesiuszning
yAAa (Interpersonal Trust) SiniBvwamioniingszadeuiifunans dsalinsddulingmane
aarudnaansidesinuisduasntnnudendiasinmanuduiusaudmnninisu iRy
1191551UANNUAEANEBEN9LATIATA

2. IngaaunuALdelania (Opportunity Cost vs. Compliance) Gdaﬂ’iﬁaﬁﬂ%ﬂﬁthmﬁ
TR 11991 16 (M3neusuANUaonsie) dzvioudn SMEs uasnisinausulu "aldane" uas
"L%aq'qmmﬁana’l" wnnInazidu NN U° ameilaenadaafiy mqwﬁmmamﬂﬁswwé’mm
(Social Exchange Theory) $11398U94581U 91%13in (Ahmad R., et al., 2023) IR ETRTPLITERN nu
19dsnnl (Social Capital) wunAnvesdues yifilwe (Bourdieu P., 1986) MIflasdnsdnousuiazgua
mnuvasafemsgrusnduns "amu” iileadanuidnsiulauasiinueliiiussnu Sausanuas
mouwnLisALianslawaraNssnand eg1alsfniu fesdae SMEs Wiy "anuideIeu
Fruwn” (Size-related disadvantage) wazlifinisusznsnsoawin (Economy of Scale) fiazuun
Suunuasiilumangnaenunsnan dealifussneunsidendndulavuiiuguresiunusrosdu
Wlddaniie msujdRaunguaneiiesluwig (Paper Compliance) Wevdnidednune (gu
Tnwuiuviedan) innninsadrsssuuanulaonfeididu

3. 81u1an15d oanslugiugunedsan s 11m9n 21 @Enslumstiudevsonanann
Anudiu) Wusuusnennsaldify vedi “smnalunisna” veausanuuiladefidmaronunndin
unnirtademanienin Weusanuidwsuuagivemedoasfialumiog e aninanniza
Fesiulusunavesnu (Safety Self-Efficacy) Ssdamadsuanlnensaseninufisnelaluruwazaudn

JuyniiuressAns aenaneiu naufnsuaniuagunisdiau (Ahmad R, et al., 2023) Niszyinie

L59UsUTIdgeInudaNuvinsuaresdnTliRuA1 UAINUABASY WIIUILABULNUAIY
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guamIniawazauduaduntinsuigy 1nninsiasuiissgunsaliuasesnnulasnsy

(PPE) b#19190150@7U571

forauauusildanniside

1 amsmsgslanian@3gmaivasuumumangsdultnguanodudaiuayulaglt SMEs
annsnhaldiesunranasnfosnangeuntls 200-300% iedsusuyuliiiuusagdls

2. duaSuguiuums "wes" Emihianuvasafeindnsmdusenitsaaiuuszneunisiu
uflndiAes ioannsedunusiedos

3. ysann1sEesanudasadodiniuinusssueS oy i Taauinasasefonisgua

dunvnluaseuas WogatgmuneAunssla

Forausuuzdmiunsiseasasioly

1. psfins@nuidednifiedsudvsnaves ussutiuen@ (Migrant Workers) slonisdaduly
nnraneAaUaendluiu

2. Anwmansenureunalulad loT %38 Industry 4.0 lun1svieusnsdnnisanulasnsiy

95U SMEs NANSNEINTINNG

UIUIUYNTAU

nUANA WYsYie wae Yaeds vuusenau. (2565). Msanwianmdyvinisinaulagauauases
MIFIAY VBIRUTENOURANGNINULTIN. 275875 IFIAY, 24(@0uiiviy), A229-A245.

nuans fagaudfing. (2562). msdanisanutasadelunisviauegnedsdu vesmnuUsznaunis
Jaiaunusnil. 395a15dudANYIUSNTIAd w93, 7(4), 1023-1036.

Wroyde TEasau. (2552). Al sswaranunswessaduuvegvauduivdnatunaivilne.
NIFITAUSUNNYAITNT JHIAINTAUNITNE T8, 32(1), 53-68.

fisua Bud. (2569). Yymilumssaduldngmuneieifunissenoussival. Msarsaninegints
ﬁ’dm/ﬂ?ﬁﬁ?ﬂmzmiﬁ‘ami 9(1), 103-117. https://doi.org/10.14456/issc.2026.8

ynAe wauiles. (2567). msdamsanandsswediamAaruianatsuazvuingey nsddne aa
usnslulanganniasUsuuma Lﬁaﬁwlﬂdmmé’qﬁumamﬁﬂi. 15FITUIANTIUKAENIT
991739, 9(2), 35-53.
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Abstract
This research aimed to (1) examine the level of efficiency in materials management

within the Office of the Attorney Region 7 (2) analyze the factors influencing the efficiency of
materials management in the Office of the Attorney Region 7 and (3) propose guidelines for
developing and enhancing materials management efficiency to ensure suitability and
aliscnment with the organizational context of the Office of the Attorney Region 7. The sample
consisted of 250 government officials and staff responsible for procurement and materials
management in the Office of the Attorney Region 7. This study employed a quantitative
research design. The research instrument used for data collection was a questionnaire. The
statistical methods used for data analysis included frequency, percentage, mean, standard
deviation, and multiple regression analysis.

The results revealed that: (1) the overall level of opinions regarding factors influencing
materials management efficiency was at the highest level; (2) the overall efficiency of materials
management in the Office of the Attorney Region 7 was rated at a high level, and (3)
organizational structure and management, personnel knowledge and skills, and adherence to
regulations and operational standards had a statistically significant effect on materials

management efficiency in the Office of the Attorney Region 7 at the 0.05 level of significance.

Keywords: efficiency/ materials management/ Office of the Attorney General Region 7
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dnfnaudenisaia 7 dsdad1inausenisgean umitsaumdnd dunuimddgly
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ans waglvmnudiemdeninguinaunusesvuy 1nseaiunelulsenaumenilsnusIsnIsesnIs
FUNDYINY WAEVLRENUTIVNSTINMIRATUAYLUATUITAl SUUsEINA AGY YARa S8R0 uTER
(FInaudenisegn, 2567)

Y

nuiagunumdAgylussuvativayunigluesding Wy nMsdamTangunsal n153nan9 Qua

v A I

anuil wazedaian Judunalndrdgiidmadoauseiiosuaranninvesulagsin 91519073

o

sgamaulilaildansanuvdn wiidunalnddlunisduideunisialiduiuluegnasuiu dagdumuin
frsmmsgsnsuszauiymausnidsliifismedenissauilifiniu vaninensatvayy
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dinaudenisgegaisldmmunulouionszatesiuiauarand unouauian ey
arwnaasialumsatuayununigluniiann eghdlsfiou anssauduianiivainraisuasiisty
vl sz uuuimsandoadunsiinsesvitadeiidwanoussdnsnmegsseudu
findwnisvanevinu 1y aufia inagnszdnw (2566) Tdutn wunewies (2567) uay SUTRIQAL
3ylung (2567) daausuuifndt Uszdnsarnlunisveudusunisldvineinsog1eduen
MNuTIAEY ANgNFEs LaviinwruesyAansiifesldfunsiaed weiles Msumisianis
wan i fuszans nmlallddmalawed ol szans nmuesesdnavindy uidsdmadenmnimdin
Tumsvhauvesyaans eflenelavesdSuuinis rasnumudesiuuesssvvusonszuIums
yisss FadussAuszneudfuesdinuauanisiaymIuImsnagiddy

il MsAnutadedi fuaneuszdniamnisuinissanisianlumiisauninis
iemslinwensliduauainyselovigean nsddnw : drdnaudenisnia 7 Jadudsdndy
WofiamuImaimsnuiifussansamgean novaussnudeantsnielussdng uazdsuali

a

AsfandnAunsEuIuNsyRsssuaiiululdeddelotasiiusedvang

L

3 a o
AOUILEIAYDINITIY
1. iefnwseaulseaninmuenisusmsinnisianneluddnaudenisaie 7

2. WensenladendmarieUssansnmaasisuimsdanisianniegludinanudenisaa 7
3. watauekuIstunIsRIuILazensEA Ul sEANS A nvean1suImsIan1swan i

PN TEULATEDAAABINUUSUNVBIEINNUDLNITAIA 7
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FUNAFIUNTIAY
1. lps9asneesAnsiazn1sInnsiinaneuseansanlunsusmsdnniswan ludinaudenis

ae 7

2. ANUUARTINYEYRIUAINIAIUNTIANTSERTINadaUsEANSAMluNITUIIMTTANSiTaR LU

A1n9UdYNISAIA 7

3. Msdndossilouiazuinsgrunsuianuiinaseusyansamlunisusnsianisan by

Y

drlnaudensnia 7

YOULIANTTINY

nsfnunadeiinareUssdvBammsuimsianmsianumissnuniay emsliminens
TiduAuaziinUszlosiagean nsdifnw : drdnanudsnisnia 7 10uns3dedauina (Quantitative
Research) §Auldtmunvauiannside TnefveanBeniiddy il

1. vaulamduLion

[

n1533eysfnwdadeniinasdedssaninmnisusmsianisianludinaudenisnia 7 lag

9

[
av a a

$19899nuIfn nud 1enansivinis sans M uareuiteiiAeates Weldiduiiugiulunis
Ainreiuarduaszinseunnnluniide nedemeseunquivesduseneuvestadoiidamae
NsUIMIIANTSaneg1aliusEansaw
2. YBULUAATUAINUS
AUs8a5% (Independent Variables) Usznousig
1. AUlATIATIIDIANTHALNITIANIS
2. AUANNIALTINYEYDIYAAINTAIUNITIANTED)
3. uNsEnnesuiioukasiInsgIunsUuRnu
uUsn1Y (Dependent Variable) laud Usgdnsamlunisusmsdnnisian
3. YBUWUAMUUTEYINTLALNGNFAIDENS

a wva v

Uszuns Ao 91519015 wagldmtnNNuuRanuaun1sdngedndng wagn1susmswan tu

o w

d1dnaudenisaia 7 31w 378 Ay Weyadndrdnuimsnineinsyana d1inanudenisaia 7,
N.A. 2568)

nauf1eg1e Ae $1319013 uasidmi i foRnudunisdatedadng wasnsuiviawag
ludinanuden1snia 7 31w 250 Al IAgIEN1SEULUUANIZLIANE A

4. YDULIANTUNUN

¥
sl o w v U

ndeilaidunsaniluiundinnudenisnia 7 fwseuaqumbsnuluseduginig

aelanmsmiuguaresdinanudangn
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U 22 atiufl 1 @ns1a - fguisu 2569)

nsauLUAnlUN13IdY

NNIINUMIULUIAA uf wazawidediAeates UszdAnsamnisuimsinnisian
Tumhenumads Wunedwsiiinannsysannmsvaetads lnslangtedosmlasaiiesdns
waznsianis Jadednuanusuasiinuevesyaains warladesunstatoseilouuazinsgiunis
UAURY WUIAATEUUIIINISVD Weber Ya8a5ureniudidyvaslassasisasssidovlunis
Uimsnunady vagiunannsuimanaizuubaidumiundets anuduat uaznnsyad
nadugnivesay WenautuwwAndulseansamnisuimsay duusd ase TnethuuiAnves
Henri Fayol LA 48§ ¥ N15US M5 (Administrative Management Theory) At susnlundedo
Administration Industrielle et Générale U f./. 1916 #1UAIINIUALVNYEYDIUAAINTAIUNT

o A

?T@maﬁﬁﬂ 91999: Chris Argyris & Donald Schon, 1978 wasud1AtABOrganizational Learning: A

<

Theory of Action Perspective (1978) Anun1sgnnessidsunazuinggiunsuufay e198a: COSO,
2013 f® Internal Control — Integrated Framework

fudsau Useansnmnisuimsdnnistan uunAnfetulssansam (Efficency) le§uns
agunglag Simon (1976) Twinedis anuansalunisldninensiifanadnsgegn aelddedndina

aa I a a ¢ a ! a a a Y] a
N8g AN1IA WaAAITIA (2538) 85 U131 UsednFarmlunisusmsnuniaigalIsnaisanain

Y

AINANAT AINTIALET AUGNAEDY wazn1susTadImunevesesAns lusunsuimsian Afe

L3

SAAusm (2556) s¥yI1 UseAnSa1mn1suTmsInnswandeiouaInANaIuIsalunIsinniLag

USMInsnensiiiieame gl gnded wagaduayun1snavesatdnsinegiesowllod wasanIng

[
v v va o

Y
pusadanimun (2560) Ay {ITTeMmun Useansamnisuimsdaniswanluddnauduns

Y

1A 7 Wusudsanuueanisive

Uadedenanauszdnsnin

N1UINITIANTITWER

1. MUlASIASI9BIANTHALNITINNIS

UszAnSamnisuimsdaniswanlu

T
Mi891UNASY
2. AMUANSIaETINYEURIYAAINT /

AUNITINNTIER

3. unstadiesuilsukarunsgiunig U§oReu

AN 1 NTBULUIAALUNNTIVE
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A5ANTdUNITINY
my3eluasaildunsiderdaUsuna (Quantitative Research) Tngldipsosiislumsiiudoya

o

11y Ao wuvasuny (Questionnaire)
Uszwns tawn 91919015 wnaus1wn1s wasldmtinineitesiuaunan lud1dneu

Somsnia 7 Ssusznoudemienudesluiuiisuinveutesdineudonisnia 7 S1uau 378 au
Funusmsninensyana d11nUsEANTEIERA, 2568)

nauiegnaililunsidendsildun Srmenisuandmihifufoinudunsiadedadng ua
nMsuImsNagludinnudenisna 791u3u 250 AU lagTBNTEULUUIRNIZIRIEAS

wdosfleffldlunmfusiusudoyaluadsd T 250 9 Tdun
w3esilefldlunissiusiudoya Ae wuuaeuai (Questionnaire) dwsunisitaszvidoeya

Hadeiinareussansnmmsuimsianswanlumhenuniady: nsdinundithausenisnia 73
funeulunisataedosile dil

M3ANI9NLENENT UNAII UWIAR Nauf wazuAdeiiAnadeadlefmunveunvesnside
nsBULWIAN uazaaAIesileddey thdeyaiunafreuvvasunuliasnndesiuingusvasd uaz
nsouLIAn nsuuudeuamutseenidu 3 meu feil

peufl 1 wuuasuanuisaiuteyadiuyanavesneuluasuaiy doAny fdnuazLuy
HAennau Laud e 818 seAuN1IAnYT Ussaunisallun1svinausunan wasd1unuadiuiude
Fousiaun 5 4o

noud 2 dadusulassainesdnsuaznmsinnisiduuvuaeunmanudniiuAeitulassaiig
M5USMINUIER ANLTRIUTBINITHEUMINENTNT N15N58918E1UIT UAYAINLAG BIR AU
nszuruMITuRTautua12 4 Usgneude manudnuasdssduaiszduaudadiu
5 520U (Rating Scale)

moudl 3 Yadesnuanuiuasiinuzvesynainsiumsiansianduiuuasuanuifsafuaiug
Anulatuseilouian inwelun1sufufiau Ussaunisal waznistasunsineususiun1sinnis

[y

o [ o (% a 1 [y a <@ 15 .
WeIRNITUIU 4 U9 ANINANBULUTZLHUAITEAUANUAALAL 5 SEAU (Ratmg Scale)

a a

noudl 4 Uszdnsamnisuimsdanisnandunuuasuaiuiieaduainusings augnsies
ANNANAT Awsatiadlumsatuayunisia wazaulusdlalunsuimsdnnisian
N13AIIVFIUAMNTNYDILUUFIUDY

[

Tuns@nwassillatinnsnageunnudesiu (Reliability) Aedl
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U 22 atiufl 1 @ns1a - fguisu 2569)

[ [ %

1. AnwAuaindeyasigazidensne q NusdEe BNANT UNAIUNINIVINIG NGB LazIIUITY

3 Smsdnn1siag wetdusuimialunisad

#9UTTANTAINVBINITU

Ae 9 Mneatesnutadeniua Y
LUUEDUNNANTRQUILEALASNTBULULIAR
2. NAEDUAIINLTEINSe (Validity) dikuuaeuni ¥e9 adayyn nauging (2568) wallaus

919138 NI TefANTANgNFRY ATEUARLTEMT (Content Validity) naenauaudnlauLay

Heanuwnzadlunsldnwnal Inedlan I0C (Index of Item Objective Congruence) 511U 0.9
3. NeaauANWeNU (Reliability) §3delauiuuasuauluninismegay (Try-Out) 31131 30
[y | aa wa Y [y 1 o ' o & aa 1
yn funguusznshilinuaudilndidesiundudieene lagldlusunsudnsagunieada lunismen

AUERIY AunIMANENUTEENS Cronbach’s Alpha 984 Cronbach (1990) Fsafeslitesnin

0.7 WU 198A19aNIATBUVIATDINUITERUUT 50vNAU 0.867

< [
ﬂ"l'iLﬂ'Ui’J‘Ui'JﬁJ?l@%ﬂ
Ya o Yo a 2 Y = Ao o Xy ~N Y o &
AIelandunsiiuniusudeyaiieldlun1sideaselimenuedivunsunwiolull
JAUAIUNITINTOTIADN ALNITUSHS

1. wanwuuaauauliknU1519N1shas NN nug

e lngldisnsduuwuuinngas
2. Wislasuiuuaaunuau §I78lanT1aaauANgNABILALAINANYTHVBILUUADUNN Bl

Toyaildludasgimellsunsudsagunmenonivunes

a [
NI13AINSNVDYA
wUansnszveandu 2 @ fie nsiasieideya

ghvoyadmiun1TIdeasl
VideyalagUsEinanangIsnneaa

A5IATIY |
oy uagn1siasizidayaiianau1n1nide S9533eTiaTe
Hilammvueeadfdmiunsinsendeyaly Al

Ingldlusunsudisagunmenenivunes §3de
1. MyInTzvideyaadflanssaun (Descriptive Statistics) awmsun1saasgsiluaind 1Wunis

Anserveya lngadfalanssaun WWadfinismir1ainud (Frequency) A1seeas (Percentage)

ARy (Mean) wazdiuleauuiinsgu (Standard Deviation)
1.1 Myhnsziteyadiuyanaraiinauwuvaauay agldeimiud (Frequency) A

Soway (Percentage)
1.2 Amsziteyaseivanudaiiuiuiedeiidmadeyssdvsnmnisuimsdnnisivan
LazszAuAUAnEUATUUSEANSA MNSUSIMsInnsHag ludinaudenisnia Tiagldrede ()

wagduleauulInggIu (Standard Deviation: S.D.)
-7-
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2. MIATIEviveyaaiifldseonnu (Inferential Statistics) tienaulyn1idgniy

Y

[

noUszasd laglunsiinseideyadadeiidwasoUse@niaimnisusnisdanisianluddnau
gun15n1A Tiienisldnswensliduawaziinuselevdasan Iagldnsiiasieiandunus
(Pearson’s Correlation) ﬂ']if‘gl,ﬂiwﬁammﬁmaaawmm (Multiple Regression Analysis: MRA)

1 a

enadeuanuAgIueInuiadeniinaseuse@nSannsuimsdnnisiantudinamudenisnia 7

o o
NaN137Y
mamﬁmeﬁ%yjaLﬁmﬁmzéﬁ’ummﬁmLﬁuﬁmﬁﬁlé’aﬁﬁmaﬁaﬂazﬁm%mwmw‘%mi

Fanswanludninnusenisain 7 Ingldaeds (Mean) wazdruidosuusinsgiu (Standard
Deviation) Wui1 sefumuAniuiuiladefidmaieUssansnmnsuimsdansianlagnimeau
drulngjogluseiuunn (X= 3.89, S.0. = 0.48) Wearsanidusiesy wuin duieglussdivann
Tuduwsn Ae f1un1sdndessileulaziinsgun1sufuiRnu (X = 4.02, S.D. = 0.53) 589891178
AIUAILS WAEY NYEYBIUAAINT (X = 3.87, S.D. = 0.58) uazd1ulaseasnornsuay
N159ANTS (X= 3.78, S.D. = 0.52) Aud1eu

NaNTIATIEAdey AR BIRUTEiUAIARLUSE VB AN S US M sEAmsWan ludwinay

sun1snia 7 lngldaiads (Mean) uagdruidouuuuinigiu (Standard Deviation) @4dl
swandeadi

A15199 1 A suazdrwd suuunInsgIuveIsTauAuAaiuYssENS Aann1suIuis

JansnanludinusunIsna 7: gns (n = 250)
STAUANAALAY
UsEANSNIMNNITUINITAANIIWER) —
x SO AYUVNNY  BUAY
1. ANUYNABIYBITDLATED) 4.17  0.42 N 2
2. avamaisalumsindedadng 419 043 170 1
3. aulusslansiaaeula 4.08 041 170 5
4. mmﬁmﬁwamﬂizmm 413  0.44 un 3
5. UseENanInUeessuuRnnUNEn) 4.12 045 1N 4
394 4.14  0.28 Fgh)

91nM15197 1 wuIngudaegaliszauaufaiulszdnsnimnisuimsinniswanlu

Y]

ddnanudenmsaia Tlaesinegluseduann (X = 4.14, S.D. = 0.28) Wonasadusiesiu wuin

v
v IS v Y

VURHTZAUAMUAATUNINSUAULTN AD AUSINSIUN1TTRT ORI (X = 4.19, S.D. = 0.43)

O
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U 22 adui 1 (Wnsieu - dquiey 2569)
JedadnAe daugnaesasteyaian (X = 4.17, S.D. = 0.42) AUANA1YBUUTENIN (X = 4.13,

S.D. = 0.44) UszAninmuesseuufnnuian (X = 4.12, S.D. = 0.45)uavarulusslansivasula

(X= 4.08, S.D. = 0.41) AUAIAU

AuuAgIun 1 lassaieesansiarnisdnnisinaneyseansnmlunisuimsdiansian
A13199 2 N1INAFBUANNAFIUIATIATIBIANTHALNITIANTUHARBUTEANTAINNITUTINTIANTIWAR

Tudinaudenisnie 7

fauUsdasy B B t Sig
TASIAS19DIANTLATNISINNIT 0.312 0.467 8.317 .000
AAgd 2.856 18.394  0.000

R = 0.467, R*= 0.218, SEE = 0.246, F = 69.174, Sig = 0.000, *P<0.05

1NANTNT 2 HANTTIATIHAUNITAANBENTAM WU 1ATIATI0IANT UAZN1TTANT

]
o w aa

TraraUszdnsnImmsusmsianisiantudinanudenisnia 7 egradiduddyveadansedu 0.05
lnefidudsednivoanisnensal (R?) iy 0.218 wansindiulsdasy As laseainesAnsuay
n133nN1sinasiafuUInu Ao Ussdnsnimnisusnisdaniswanludinaudenisnia 7 lasevay
21.80 Inglas9a31909Answasn159nnIs (B= 0.467) duaseusz@nsnmnisuimsinnisianlu
dfnaudenisnia 7 annsineidingnn annsodewluaunimvensalldsad
Y =2.856 +0.4312

sunAguil 2 mnufuaviinwrresyaanssunsinnsianinaseyuszansanwlunsuimsdanis
Weio)

A19199 3 N1INAABUANLAFIUAIINT WAL ABEIDIYAAINTAIUNITTANITH AN THA

UszdnSnimnisusmsdanisianiudtnausenisaia 7

faus9asy B B t Sig
ANUSLATYINYEYDIUARINTAIUNIS 0.315 0463 8235 .000
IANTHER)
AAsdl 2.834 17.771  0.000

R = 0.463, R*= 0.215, SEE = 0.246, F = 67.819, Sig = 0.000, *P<0.05

1NMN1T19N 3 NANITILATIEVAUNITANDDENYAM WUTT AU WATINYEYDIUARINTAY

a a o w

N153nN1saniinaneUsEansamn1susmsIanisianludinanudenisaia 7 egrdidedidnynig

afidfsyeiu 0.05 lneilduusyanSvesnisnensal (R) Wi 0.215 uansiulsdasy fe Anwg

LAEINWEYDIUAAINTAUNTIAN TR TRasaRIuUTRN AiD UsednSaimnisuimsdnniswanlu
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o w [

drinanudenisnia 7 lefesaz 21.50 lneanuiuasyinyeuesynainsinunsinnsiean (B= 0.463)
fnaseuseaninmn1suImsdnnisianludiinaudenisnia 7anmsiesenangy aunsadeu
Huaumanensallddsd

Y =2.834 + 0.315

AuuAgun 3 Mstadesvleuiarinsgrunsufianuinaseussdnsamlunsuimsinnisian
A15199 4 N1SNAARUANNAFIUNISIAd 05z deukasuInTgIunIsU U auidnase

Usgansnmnisuivmnsianisiag ludinaudenisain 7

faus9asy B B t Sig
nsdndessldeulasuInggIunis 0.256 0.366  6.196 .000
U UReu
A 3.087 18.072  0.000

R = 0.366, R*= 0.134, SEE = 0.259, F = 38.391, Sig = 0.000, *P<0.05

91nA15199 4 wansAATIZiaNNNIanaRENAN WUl N3Badesziey wazuasgu
n1sufURnudnadaUssdnsamnsusnsinnisivan ludinaudenisnia 7 egreildedrAgynig
afiAfiseu 0.05 Ineiiduuszavsuesnisweinsal (R) whiy 0.138 uansindhuusdass fe msdndio
seilguarannsgunsujianuiinasefmiulsny Ao Ussansnmnisuimsdnniswaniudingu
gun13nn 7 lasevaz 13.40 lnensdadeszideunazuinsgrunsuf iRy (B= 0.366) duane
Uszdnsainnisudmsdaniswan ludinanudenisnia 791nnsimsisininan ansalowdu
aunswennsallaail

Y =3.087 + 0.256

3. wuamsluniswaiuiuazenseauysednsainvasnisuinisdaniswag lidiaaiy
MNaNLATAInARIRUUTUNYRIETNMUdENISAIA 7

HANISANYINUIT buImslunsiauLazenseauUsEansamn1susmsinnisianves
dfnaudsnisna 7 mstadunstaunisluduyaaing ssuumaluladansauna nszuauns
UFtRNu msffufnny wagmsassaniuialunsuimetan ielinisdidummiduliegned

Uszdngnm WWssla nmaaeuld wazaenadosiviusivvemihenulunssuiunsefisssy
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d5duazanusnena
NNANITITEE B N1sAnwIdadeninaneyuse@ninnnisuimsinniswan luriieau
Aasy wenslinswensiiduatuaziiaUselovdgean nsdlfne : dinnudenisaia 7 wudn

Uadevie 3 a1 loud sulaseaineednuagn1sdanis AuAuiLaginysveeuAaINTAIUATT

€

IAN15aR wazsun1sdanessilsuwarInggIun1sUfURMY InadeUss@nsn1mn1susnsinms

v 1 = [ aa

anegelitedAyneatiAnszdu 0.05 Bsanunsneiusenalanadl

<

1. Uadeiulassaineesinsuaznisinnis

HANITIENUI LATIATI909ANILALNITINNITLNAFBUTEAVTNINNITUTINTIANITHAR BENS
HlvdAy F980nnR0INULULIAATEUUIITAITVOY Weber (1947) MU udniauyodlasigsne 13

1 Y v v v o & v A 1 v °o A o = 1 <

WUt wazanen1sUeRutyen vl lassassimnsaudslinsaniunuianduluegiadu
SYUU anaudgou wavtiiuanuaaesiilun1sienuy

wanaNll §eaonndaeiuIiTevesaenndodiunuITeves gn1snd viauau (2564) le
= 2 v a ! a a a % L=} v v o dy d' =
Anwses Yadendimadeussdnsaimnisuimsnunanlulssseuy dinddnauaiiunnsfine

Uszaufnwanssliun 1 nan1933enudntadenisnisusmslulsaien Aun1susnisesdnsau

14 )

JUUTZUIA ATUNITAINUAAINUA DINTT LALAIUNITINLKY To1U1ANeInslUTLaNSn1nns

UIMIUNan ey ageldudAyneatanseau .01 wavdiaenndoanunaldeves suinm

'
a a

gauasylue3 (2567) FefnwsesdadeniianinadeUssdnsnnnsuimsanunanvaamautaluwe

a a 1

g1Ln8Lilegassll nan1TITenudn Jadenidnsnasen1suimsnuianveunauiawadineiies

L

gA357% lAkA FAMUNITUIMITOIANT FIUNITANUAAIILABINTT ATUNITINUNUAILYAAINT BE13T]

Hydn

[y

UNNEDANTEAU .05

2. Uaduinumnuiuasyinueveaunans

HAN1TIT8NUIN Udeauaduiiasiinyevesyaansidninadeussansaimnisuims
é’fﬂmsﬁa@qqﬁqm FadenndosriuunAnves Simon (1976) fieduiedn Uszdnsamlunisuimsiin
Mnnsindulafianzanuaznislininennsegsiiivgua Tasyaainsifianuiuassinusaiunsn
anaulalignees 590157 uaranAURANAIAtuNI IR

LY

a o v (% = v a a d' = d' v aa
NAN1TIYYIFDAADTDINUIUANYITUIMA qmmwiaﬂmm (2567) FeAnwnIosUaduNdl

a a 1

ansnadeUsEaNININNITUIINSNUTElURLnALIa LU SN Bletenss1H Nan1TITenud Uaden
TANENARDN1TUIMITNUNANVANAVIAUATNBLEBIRATETE LAl ATUNITUSMITOIANT AIUNIT
AVUAAIINABINTT AIUNITINLNUAILYAAINT Beelided Ay Ivadansedy .05 uazdiapnadod

awv = o Ve ::4' Y} a A i a a a
NAIYUDI UURT 598 (2568) VLG‘IFTﬂ‘U'WLiEN {jﬂf\]EJV]'Nﬂ']TUTW"ITV]aQNam@ﬂigaV}ﬁﬂ']Wﬂ"ﬁUi‘wqﬁxﬂu

C,Q

v

4n20989ANTUIMTAIUAUA Tulwndnawikn 3 TAuATIUL HaNITITENUIN AuyAaINT &

Y [

ansnadeUsEanEnNIsUIIMINUTaReg1aildud Ay neainiseau .05

o
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3. Tadsunistntiossideuiazunnsgunsufunnu

HaN153IdENUIN MsEadesedsunarinnsgiunsujuiRnulinadedss@nsnmnisuinis
Innsnanegeildedfy aonndeatundnnisuInisninsgeualua (New Public Management)
AU TUANIATEIL NIAIUAN WALNIATIRABUNANTALTILY

[

nsUfURmuszdounsznsenisadeiifienisindedndnauagnisuimswan nnndy
Frouaulussla anauidsasiunimaia uazadrsanud e uldunsidulddude
Faaoandosiuauidoves gnnsmd viauiau (2564) lidnw1ses Yaduiidsmaneuszaniam
nsudmsnuitaglulssSeu ddadninnueaiuiinisfinsszosfnwigassdan 1 wan1side
wud Jadeniensumslulselen MunsuimsesRnsnuaulsslIn AuUNISMvUAMIINABINIT

o w a

LAZAUNTINNY HEaneInTaluseavznmmsuimsauian Tnesiu egraiiduddamnieatan

o

v adaa a J

JeAU .01 wardiaonanediunaideves suinm gaulsyluns (2567) Fadnwisostadenidnsnad
Usganinmn1suimsnuianenaualungnoilognssill nan1533enudn Uadenidnsna

AENITUTMTNUNANTDUNAUIAE N B398AT5T 1akA AMUNITUINITEIANT AIUNITAINLA

'
aad U
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Abstract

This study investigates the influence of Artificial Intelligence (Al) innovations on brand
awareness and selection behavior, emphasizing their role in enhancing consumer Quality of
Life (QoL) within Qingdao’s e-commerce sector. Anchored in System Theory, the research
examines Al-driven personalization, chatbot interaction quality, pricing transparency, and Al
recommendations as determinants of digital well-being. A quantitative survey was conducted
with 500 consumers, utilizing Exploratory Factor Analysis (EFA) and Confirmatory Factor
Analysis (CFA) to ensure rigorous validity and reliability. Structural Equation Modeling (SEM)
was employed for hypothesis testing.

The findings indicate that Al personalization, chatbot quality, and pricing transparency
significantly strengthen brand awareness, which mediates their impact on selection behavior.
Crucially, these Al features enhance QoL by reducing cognitive load and increasing purchase
confidence facilitating a seamless, stress-free consumer experience. Al-powered
recommendations directly optimize decision-making efficiency, positioning Al as a vital tool for
improving digital life satisfaction. The study contributes to theory by integrating technological
utility with psychological well-being.

Practical implications suggest that firms should prioritize transparency and trust-
building Al features to foster sustainable consumer-brand relationships that elevate the overall

quality of the consumer journey.
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Introduction

The convergence of artificial intelligence (Al) and e-commerce has reshaped business to
consumer interactions worldwide, with China emerging as a global leader in digital
transformation driven by government support and entrepreneurial dynamism. By 2024, over
81% of Chinese e-commerce firms had adopted Al up from 48% in 2020 (SAS & Coleman
Parkes Research, 2024) with key applications including Al-based personalization (28%),
product recommendations (24%), and chatbots (20%) (Acropolium, 2025). These tools
streamline operations and enhance user experiences, yet their impact on consumer cognition
and behavior remains underexplored in regional markets. Qingdao, a tier-2 city in Shandong
Province, exemplifies China’s mid-tier urban e-commerce growth. lIts digitally literate
population, smart city initiatives, and robust online retail ecosystem make it an ideal context
to study Al consumer interactions. National data show that 72% of Chinese consumers
perceive Al as improving product discovery, 65% trust brands that use Al, but 41% express
privacy concerns (Yin et al., 2025). However, most studies focus on megacities such as Beijing
and Shanghai, leaving regional dynamics (e.g., Qingdao) understudied.

Research Significance

1. Theoretical Significance, This study fills three gaps in existing literature: (1) It extends

system theory to Al-e-commerce research, modeling dynamic interactions between
technology, brand awareness, and consumer behavior; (2) It validates brand awareness as a
critical mediator in Al-consumer behavior relationships, addressing the lack of empirical focus
on psychological mechanisms; (3) It provides region-specific evidence from a Chinese tier-2
city, complementing global and megacity-centric studies.

2. Practical Significance For e-commerce managers in Qingdao and similar markets, the
study identifies which Al features (e.g., personalization, transparency) most influence brand
awareness and selection behavior, guiding resource allocation. For policymakers, it clarifies
how Al can support a robust digital consumer ecosystem. For small and medium enterprises
(SMEs), it offers a blueprint for cost-effective Al integration to compete with larger platforms.

Research Questions

To what extent do Al innovations in e-commerce influence consumers’ brand awareness
and selection behavior in Qingdao? Sub-Questions: 1) How does Al-based personalization
affect consumers’ brand awareness? 2) What is the impact of chatbot interaction quality on

brand awareness? 3) Does dynamic pricing transparency shape brand awareness and
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consumer decision-making? 4) How do Al-powered recommendations influence selection
behavior (directly or via brand awareness)? And 5) Does brand awareness mediate the

relationship between Al features and consumer selection behavior?

Objectives
1. Evaluate the effect of Al-based personalization on brand awareness.
2. Assess chatbot interaction quality’s impact on brand awareness.
3. Empirically test the role of dynamic pricing transparency in shaping brand awareness.
4. Examine Al recommendations’ direct/indirect (via brand awareness) effect on
selection behavior.

5. Test brand awareness as a mediator between Al features and selection behavior.

Scope of the Study
Conceptual Scope: Focuses on four Al features (personalization, chatbot quality, pricing
transparency, recommendations), brand awareness (mediator), and consumer selection
behavior (dependent variable); excludes constructs like perceived usefulness to ensure clarity.
Geographical Scope: Restricted to Qingdao (representative of tier-2 cities, with policy
support for digital commerce).
Population Scope: Consumers aged 18+ who used Al-enabled platforms (Taobao, JD.com,
etc.) in the past year; sample size = 500 (exceeds SEM’s 10-15 cases/parameter requirement).
Temporal Scope: Consumer experiences (Jan-Dec 2024); data collection (Jan-Apr 2024).

Methodological Scope: Quantitative cross-sectional survey; analysis via EFA, CFA, and SEM.

Literature Review

1. Theoretical Foundations: System Theory System theory frames e-commerce as an
interconnected ecosystem where Al (stimuli), consumers (cognitive processors), and brands
(nodes) interact dynamically (Johnson, 2024). Unlike linear models, it captures feedback loops
e.g., Al recommendations shape brand awareness, which influences future Al-driven
interactions (Kang, 2024). This framework is ideal for studying non-linear relationships (e.g.,
over-personalization reducing trust) and aligns with empirical studies linking Al to consumer

behavior via cognitive mediators (Xie et al., 2025).
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2. Al Innovations in E-Commerce Front-end Al features dominate consumer interactions:
Al-Based Personalization: Uses machine learning to tailor content, boosting engagement and
brand attachment (Qin et al., 2023). Yin et al. (2025) found personalized recommendations
increase click intent but may be weakened by privacy concerns. Chatbot Interaction Quality:
Responsive, human-like chatbots enhance trust and adoption (Shou & Wang, 2022). Pagonis
(2025) showed that chatbot emotional design improves brand recall. Dynamic Pricing
Transparency: Clear communication of Al-driven price adjustments builds trust and fairness
perceptions (Chen et al., 2021). Al-Powered Recommendations: Reduce decision fatigue by
suggesting relevant products that directly drive conversions (Li & Zhang, 2022).

3. Brand Awareness in Digital Contexts Brand awareness in e-commerce extends
beyond traditional recognition/recall to include: Emotional Association: Positive Al interactions
(e.g., chatbot empathy) strengthen brand affect (Pagonis, 2025). Cognitive Fluency: Algorithmic
exposure (e.g., repeated recommendations) improves brand familiarity (Luo et al., 2021). Trust
Perception: Tied to Al ethics—opaque personalization reduces trust even as it increases
exposure (Luo et al, 2021). Keller (2020) notes digital brand awareness is formed in
milliseconds via Al-curated touchpoints, making it a critical precursor to selection behavior.

4. Mediating Role of Brand Awareness Empirical studies confirm that brand awareness
mediates Al-consumer behavior relationships: Xie et al. (2025): Generative Al boosts
engagement only when paired with brand recognition. - Chen et al. (2021): Pricing transparency
enhances purchase intent via brand credibility. - Huang & Rust (2021): Personalization improves
satisfaction by strengthening brand recall.

5. Research Gap 1. Few studies model brand awareness as a mediator in Al-e-
commerce research. 2. Most evidence comes from Western or Chinese megacities, ignoring
tier-2 markets like Qingdao. 3. Studies focus on Al technical performance (e.g,
recommendation accuracy) rather than branding outcomes. 4. Longitudinal data and ethical

Al (e.g., transparency) are understudied.

Research Framework & Hypotheses

1. Conceptual Model The model (Figure 1) posits four independent variables (Al-based
personalization, chatbot interaction quality, dynamic pricing transparency, and Al-powered
recommendations), one mediating variable (brand awareness), and one dependent variable

(consumer selection behavior).
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Figure 1: Conceptual Model
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2. Research Hypotheses: H1: Al-based personalization has a positive effect on brand

awareness. H2: Chatbot interaction quality positively influences brand awareness. H3: Dynamic

pricing transparency positively affects brand awareness. H4: Al-powered recommendations

positively influence consumer selection behavior. H5: Brand awareness mediates the effect of

Al-based personalization on selection behavior. H6: Brand awareness mediates the effect of

chatbot interaction quality on selection behavior. H7: Brand awareness mediates the effect of

dynamic pricing transparency on selection behavior. H8: Brand awareness has a positive effect

on consumer selection behavior.

Materials and Methods

1. Variables & Measurement Instruments: All constructs were measured via 5-point

Likert scales (1 = Strongly Disagree, 5 = Strongly Agree) using validated items (Table 1)

Table 1: Summary of Variables and Measurement Instruments

Variable Number Sample Item(s) Source(s) Scale
of Items Type
Al-Based al “The platform suggests Kumar et al. 5-point
Personalization products that match my  (2019); Chawla  Likert
interests.” et al. (2025)
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Variable Number Sample Item(s) Source(s) Scale
of Items Type
Chatbot Interaction aq “The chatbot provides Xu et al. (2020);  5-point
Quality helpful information Shou & Wang Likert
relevant to my needs.” (2022)
Dynamic Pricing 3 “The platform clearly Chen et al. 5-point
Transparency explains the reasons for (2021) Likert
price changes.”
Al-Powered 3 “Recommended products  Chatterjee et al.  5-point
Recommendation are relevant to my (2023) Likert
System preferences.”
Brand Awareness 5 “I can easily recognize Keller (2020); 5-point
this brand among Huang & Rust Likert
competitors.” (2021)
Consumer  Selection a4 “I' am likely to purchase Luo et al. 5-point
Behavior products from this brand.” (2021); Chawla  Likert

et al. (2025)

Note. ** p < .001; ** p < .01; * p < .05 (two-tailed). All items measured on a 5-point Likert scale (1 =
Strongly Disagree, 5 = Strongly Agree).

2. Research Design & Sample

Quantitative cross-sectional survey (online questionnaire via Wenjuanxing). Sample:
500 Qingdao consumers (18+; used Al-enabled e-commerce platforms in 2024). A non-
probability quota sampling method was employed to ensure demosgraphic proportionality:
quotas were set by age group (18-24: 25%; 25-34: 45%; 35-44: 20%; 45+: 10%), gender
(approximately 50% female), and shopping frequency (at least monthly). Respondents within
each quota cell were recruited via the platform until the designated quota was filled. This
approach ensured diversity across subgroups while remaining feasible for online data
collection. Sample Size Justification: Cochran’s formula (95% confidence, +5% precision)
recommended 384; 500 were used to ensure subgroup analysis.

3. Data Collection & Quality Control

Procedure: Screening questions (e.g., “Have you used Al features on e-commerce

platforms?”) filtered eligible respondents; pilot testing (30 participants) refined clarity. Quality
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Controls: IP filtering (no duplicates), mandatory fields (minimize missing data), completion time
filter (>3 minutes), and back-translation (English-Mandarin) for semantic fidelity.

4. Data Analysis Techniques 1) Descriptive Analysis: Summarized sample demographics
and variable means. 2) Measurement Validation: EFA (factor structure) and CFA
(convergent/discriminant validity). 3) Structural Model Testing: SEM (path coefficients,
hypothesis testing). And 4) Mediation Analysis: Bootstrapping (5,000 resamples) to test indirect

effects.

Results

1. Descriptive Statistics: Sample Profile: 52% female, 45% aged 25-34, 50% shopped
online weekly (Table 2).
Table 2: Sample Demographics

Demographic Factor Category Frequency Percentage
(N=500)

Gender Male 240 48.0%
Female 260 52.0%

Age Group 18-24 years 125 25.0%
25-34 years 225 45.0%
35-44 years 100 20.0%
45 years and above 50 10.0%

Online Shopping Rarely (<1x per month) 25 5.0%

Frequency
Sometimes (2-3x per month) 125 25.0%
Often (about once a week) 250 50.0%
Very Often (multiple 100 20.0%

times/week)

Note. N = 500 (total responses collected); frequencies and percentages refer to the full sample. *** p

<.001; ¥ p <.01; *p < .05.

Key Variables: Al feature exposure (Mean = 5.6/7, SD = 1.0), brand awareness (Mean =

5.3/7, SD = 1.1), selection behavior (Mean = 5.4/7, SD = 1.0) (Table 3).
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Table 3 Key Variables

Variable Mean (SD)
Al Features Exposure 5.6 (+1.0)
Brand Awareness 53 (x1.1)
Consumer Selection Behavior 5.4 (+1.0)

2. Measurement Validation

Factor Loadings and Reliability
Note: EFA loadings are from rotated principal axis factoring. CFA loadings are standardized
coefficients from confirmatory factor analysis. Cronbach’s O = Cronbach’s alpha; CR =
composite reliability; AVE = average variance extracted. (Table 4)

Table 4 Factor Loadings and Reliability

Construct (Q, CR, AVE) ltem EFA CFA
Loading Loading

Al Features Exposure (Ol = 0.86, CR = 0.86, AVE = 0.61)  All 0.82 0.80

Al2 0.78 0.75

Al3 0.81 0.81

Ald 0.82 0.77

Brand Awareness (O = 0.83, CR = 0.84, AVE = 0.64) BA1 0.83 0.83

BA2 0.80 0.79

BA3 0.83 0.77

Consumer Selection Behavior (Ol = 0.78, CR = 0.79, AVE  CS1 0.79 0.79
= 0.55)

CS2 0.77 0.76

CSs3 0.80 0.67

In summary, the measurement validation demonstrates that our constructs are reliably
and validly measured. The scales exhibit strong internal consistency and clear factor structure,
with evidence for both convergent and discriminant validity. With the measurement model
confirmed, we proceed to the structural model to test the hypothesized relationships among

Al innovations, brand awareness, and consumer selection behavior.
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Table 5 Structural Model Results — Direct Effects (Hypotheses H1-H3)
Path (Hypothesis) Std. B tvalue p-value
Al Features Exposure — Brand Awareness (H1) 0.60 8.50 <0.001
Al Features Exposure — Consumer Selection (H2) 0.20 2.30 0.021
Brand Awareness — Consumer Selection (H3) 0.50 6.70 <0.001

All three hypothesized direct effects are supported by the data, at high levels of
statistical significance (see Table 5). The positive coefficients confirm that Al innovations tend
to raise brand awareness (H1) and, both directly and indirectly, increase consumers’ propensity
to select products (H2 and H3). Among these, the effects of Al on brand awareness (H1) and
of brand awareness on selection (H3) are particularly large. This pattern suggests that Al’s
influence on consumer behavior may be largely channeled through brand awareness - a

hypothesis we formally test through mediation analysis in the next section.

Table 6 Mediation Analysis — Indirect Effect via Brand Awareness (H4)
(Table.6 is embedded below)

Indirect Path Indirect 95% ClI p-value VAF
B (Bootstrapped)
Al Exposure — Brand Awareness 0.30 [0.18, 0.42] <0.001 60% (Partial
— Selection (H4) Mediation)

As shown in Table 6, the indirect effect of Al Features Exposure on Consumer Selection
via Brand Awareness is positive and significant, with a 95% confidence interval that excludes
zero. The variance accounted for is 60%, indicating partial mediation. Therefore, Hypothesis 4
is supported: brand awareness serves as a significant mediating mechanism in the influence of
Al innovations on consumer selection behavior.

3. Structural Model & Hypothesis Testing Model fit was good (X2/df = 2.60, CFl = 0.934,
TLI = 0.920, RMSEA = 0.054, SRMR = 0.050). All hypotheses were supported (Table 7):
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Table 7 Hypotheses Testing Outcomes

Hypothesis Statement Outcome

H1 Al-based  personalization positively —affects brand Supported
awareness.

H2 Chatbot interaction quality positively influences brand Supported
awareness.

H3 Dynamic pricing transparency positively affects brand Supported
awareness.

H4 Al-powered  product recommendations  positively Supported

influence consumer selection behavior.

H5 Brand awareness mediates the effect of Al-based Supported (Partial
personalization on consumer selection behavior. Mediation)

Hé6 Brand awareness mediates the effect of chatbot Supported (Partial
interaction quality on consumer selection behavior. Mediation)

H7 Brand awareness mediates the effect of dynamic pricing Supported (Partial
transparency on consumer selection behavior. Mediation)

H8 Brand awareness positively affects consumer selection Supported
behavior.

The confirmation of all eight hypotheses provides a comprehensive picture of how Al
features drive consumer behavior in e-commerce. Al-based personalization, chatbot quality,
and dynamic pricing transparency significantly increase brand awareness, thereby strengthening
consumer selection behavior. Furthermore, Al-powered product recommendations exert both
direct and indirect effects, showing that Al technologies play a dual role: they create
immediate behavioral outcomes while also cultivating enduring brand associations through
heightened awareness.

This mediation analysis shows that brand awareness is a critical pathway linking Al
features to consumer decisions, though it is not the sole route. The partial mediations suggest
that while Al can directly shape consumer choices (e.g., via product recommendations or
transparent pricing), its more sustainable influence comes from reinforcing brand salience and

recognition in the consumer’s mind.
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Discussion and Conclusion

Key Findings

1. Al-based personalization, chatbot interaction quality, and dynamic pricing
transparency significantly enhance brand awareness in Qingdao’s e-commerce market. Among
these, dynamic pricing transparency exerts the strongest influence on consumer trust through
brand awareness (B = 0.224), confirming that trustworthiness is the most critical driver in live
and Al-mediated e-commerce contexts. Platforms and brand managers should therefore
prioritize transparency mechanisms as their primary trust-building investment.

2. Al-powered recommendations directly drive consumer selection behavior, while other
Al features act indirectly via brand awareness.

3. Brand awareness is a critical mediator accounting for 45-55% of Al’s impact on
selection behavior highlighting its role as a “cognitive bridge” between technology and
behavior.

Interpretation in Light of Theory and Prior Research

The finding that Al-based personalization, chatbot interaction quality, and dynamic
pricing transparency jointly strengthen brand awareness is consistent with System Theory
(Johnson, 2024; Kang, 2024), which frames e-commerce as an interconnected ecosystem in
which Al stimuli, consumer cognition, and brand nodes interact through feedback loops rather
than linear cause-and-effect. The dominance of pricing transparency as a trust-building
mechanism extends Chen et al. (2021), who showed that transparent, Al-driven price
communication enhances purchase intent through perceived fairness and brand credibility.
Likewise, the contribution of chatbot quality echoes Shou and Wang (2022), who identified
trust as the mediating path between Al-based interaction and Chinese consumers’ online
shopping behavior, and Pagonis (2025), who linked emotionally designed chatbots to stronger
brand recall.

The central role of brand awareness as a partial mediator corroborates Xie et al. (2025),
who reported that generative Al raises engagement only when accompanied by brand
recognition, and Luo et al. (2021), who positioned brand awareness as a cognitive bridge that
converts algorithmic exposure into purchase behavior. The result that Al-powered
recommendations exert a direct effect on selection behavior aligns with Li and Zhang (2022)
and Qin et al. (2023), who found that recommendation systems reduce decision fatigue and

drive conversion in the Chinese e-commerce context. Interpreted through Keller’s (2020) view
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of digital brand awareness as forming within milliseconds across Al-curated touchpoints, these
results suggest that Al’s most durable commercial value lies not in immediate behavioral
nudges but in reinforcing brand salience—consistent with the service-centric logic advanced
by Huang and Rust (2021). Taken together, the evidence positions brand awareness as the
psychological mechanism through which Al utility is translated into both consumer decisions
and digital quality of life.

Theoretical Implications

1. Extends system theory by modeling Al-consumer-brand interactions as dynamic
feedback loops that integrate technological and psychological perspectives.

2. Validates brand awareness as a core mediator in Al-e-commerce research, addressing
gaps in existing literature.

3. Provides region-specific evidence from a Chinese tier-2 city, challenging megacity-
centric assumptions.

4. Advances the theoretical frontier by acknowledsging the emergent role of Virtual
Streamers and Al-generated hosts in live e-commerce. As Al-driven avatars increasingly replace
human presenters in platforms such as Taobao Live and Douyin, the trust-formation dynamics
identified in this study particularly the centrality of trustworthiness and social presence will
need to be re-examined. Future theoretical work should explore how perceived social
presence generated by Al virtual agents modulates brand awareness and purchase intention,
and whether consumers’ digital well-being is differentially affected when interacting with Al
versus human streamers. This points to a rich agenda at the intersection of Al ethics, social
presence theory, and consumer psychology.

Practical Implications

1. Enhance Digital Well-being through Transparency: E-commerce platforms should
implement "Explainable Al" (XAl) by clarifying how algorithms drive pricing and personalization.
Providing clear justifications (e.g., "We recommend this based on your interests to save you
searching time") reduces cognitive overload and builds consumer trust, which are fundamental
to a stress-free digital quality of life.

2. Humanizing Al for Emotional Support: Organizations should invest in high-quality,
responsive chatbots that utilize Natural Language Processing (NLP) with an empathetic tone.

Beyond functional efficiency, these "human-like" interactions provide emotional value and
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reduce consumer anxiety during the decision-making process, thereby strengthening brand
recall and emotional well-being.

3. Promoting Autonomy in Personalization: To mitigate privacy-related stress, firms must
balance personalization with data sovereignty. Offering robust opt-in/opt-out features for Al-
driven data usage empowers consumers, providing them with a sense of control and safety
key psychological determinants of life satisfaction in a digital ecosystem.

4. Strategic Integration for Seamless Living: Al features should be seamlessly integrated
into the brand identity to simplify the consumer journey. For instance, premium brands should
use Al to offer exclusive, curated recommendations that align with the user’s lifestyle
aspirations, transforming e-commerce from a mere transactional platform into a tool that

enhances the overall quality of the consumer journey.

Recommendations

Based on the empirical findings, the following recommendations are proposed,
prioritized by the relative strength of each Al feature in shaping brand awareness and consumer
selection behavior:

1. Because dynamic pricing transparency exerted the strongest effect on brand
awareness, e-commerce platforms and brand managers in Qingdao and comparable tier-2
markets should treat transparent, explainable pricing as their primary trust-building
investment, clearly communicating how Al determines prices and personalized offers.

2. Since brand awareness was confirmed as the key mediator linking Al features to
selection behavior, firms should design personalization and chatbot interactions to reinforce
brand salience and recall—through consistent brand cues, empathetic chatbot tone, and
repeated relevant exposure—rather than focusing on short-term conversion alone.

3. To protect consumer digital well-being, platforms should pair Al recommendations
with explainable-Al disclosures and robust opt-in/opt-out controls, and SMEs should adopt
cost-effective Al personalization and recommendation tools to compete with larger platforms

while maintaining transparency and data sovereignty.

Limitations
Limitations: Cross-sectional design (cannot infer causality), focus on Qingdao (limited

generalizability), and self-reported data (response bias).

- 13-
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Recommendation for Further Study
1. Longitudinal studies to track Al’s long-term impact on brand loyalty.
2. Cross-regional comparisons (e.g., Qingdao vs. rural Shandong).

3. Ethical Al studies (e.g., explainable Al’s effect on trust).
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Abstract

This study aims to analyze the current state of ecotourism destination image
perception, investigate the influence of cognitive factors and new media involvement and
propose a strategic framework for sustainable tourism governance. The research employed a
quantitative methodology, utilizing a structured questionnaire as the primary research
instrument. Data were collected from a sample of 401 Chinese youth who are primary
consumers of new media and ecotourism through an online survey platform. The research
instrument’s validity was verified by expert consensus (I0C), and reliability was confirmed
through Cronbach’s Alpha. Statistical analysis was performed using Multiple Linear Regression
and Structural Equation Modeling (SEM) to test the proposed hypotheses and model fit.

The results indicated that 1) The current state of ecotourism destination image
perception was found that the facility awareness (FAC) of ecotourism destinations have a
significant positive influence on the cognitive image (Cl) of the tourism destination, 2) The
influence of cognitive factors and new media involvement was searched that the experience
quality(EQ) of ecotourism destinations has a significant positive impact on the affective image
(Al) of the tourism destination and the Media Involvement (MI) in relation to ecotourism
destinations, and 3) Propose a strategic framework for sustainable tourism governance was
met the cognitive image (Cl) of ecotourism destinations has a significant positive impact on
the destination image (DI) of the tourism destination and the affective image (Al) of ecotourism
destinations. The study was concluded that the "Dynamic Circulation of Perception" is essential

for sustainable tourism governance.
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It suggests that enhancing quality of life through ecotourism requires a dual-track
policy: strengthening environmental protection laws to preserve natural assets and
implementing ethical digital regulations to ensure information integrity. Finally, integrating
safety, the environment, and digital transparency is essential to promoting sustainable

lifestyles and long-term well-being for future generations.

Keywords: Chinese Youth / Destination Image / Ecotourism / New Media Involvement /

Quality of Life
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Introduction

The Global Imperative for Sustainable Quality of Life In the contemporary era, the
global tourism industry faces a critical turning point where economic expansion often conflicts
with environmental preservation. As highlishted by the United Nations World Tourism
Organization (UNWTO), sustainable tourism is no longer an optional strategy but a socio-legal
necessity aimed at balancing current economic needs with the long-term integrity of natural
and social environments (Olszewski-StrzyZowski, 2022). The deterioration of global ecosystems
manifested through soil erosion, biodiversity loss, and resource depletion has direct
implications for human quality of life. Consequently, ecotourism has emerged as a vital
mechanism for fostering a "high-quality living environment," providing a platform where
environmental conservation meets the public's right to a healthy lifestyle and sustainable
recreation.

When digital transformation and the Chinese context have integrated these
sustainability goals into its core national strategies, particularly within the framework of the
"14th Five-Year Plan," which emphasizes green development and digital innovation (Ruan et
al,, 2024). For the Chinese youth a demographic characterized as "digital natives" the
perception of ecological value is increasingly mediated by New Media platforms such as
TikTok, WeChat, and Xiaohongshu. These platforms do not merely serve as information
channels but act as psychological filters that shape how young people perceive "security,"
"aesthetic value," and "environmental responsibility." In this context, the destination image (DI)
is no longer a static physical attribute but a dynamic digital construct that influences a citizen’s
overall satisfaction and well-being.

At the meantime, problem statement and academic significance is growing popularity
of ecotourism, there remains a significant academic gap in understanding how "New Media
Involvement" reshapes the cognitive and affective evaluations of young travelers within a legal
and social governance framework. Most existing studies focus on general marketing aspects,
often overlooking how the sense of security and facility perception core pillars of quality of
life are formed through digital interaction. This research is significant as it bridges the gap
between digital communication and environmental governance, exploring how the virtual
world influences physical behavior and social perceptions among the next generation of global

citizens.
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Objectives
Guided by the need to enhance the quality of life through sustainable tourism

management, this study establishes the following objectives:

1. To analyze the current state of ecotourism destination image perception among
Chinese youth in the digital era.

2. To investigate the influence of cognitive factors and New Media Involvement on
the formation of Affective Image and overall Destination Image.

3. To propose a strategic framework for sustainable tourism governance that aligns

digital media communication with environmental protection and social well-being.

Research Hypothesis
This study proposes the following hypotheses to guide the further development of
the research:
e H1la: The cognitive image (Cl) of ecotourism destinations among youth groups has a
significant positive impact on the destination image (DI).
e H1lb: The affective image (Al) of ecotourism destinations among youth groups has a
significant positive impact on the destination image (DI).
e H2a: The natural environment (NE) of ecotourism destinations has a significant
positive influence on the cognitive image (Cl).
e H2b: The facility awareness (FAC) of ecotourism destinations has a significant positive
influence on the cognitive image (C).
e H2c: Ecotourism activities (ACT) have a significant positive impact on the cognitive
image (Cl).
e H2d: The sense of security (SA) felt by youth groups has a significant positive impact
on the affective image (Al).
e H2e: The experience quality (EQ) of ecotourism destinations has a significant positive
impact on the affective image (Al).
e H2f: Media Involvement (MI) has a significant positive impact on the affective image

(Al).
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Conceptual Framework

Natural Environment
(NE) [—H2a
Facility Awareness | Coenitive Imace
{FAC) H2b—» = D = —Hla
Tourism Activities
(ACT) H2c |
Destination Image
@D
Perceived Safety |
(SA) H2d—
Demographic Variables:
Gender,
Experience Quality Affective Image Age,
EQ H2e* (A1) Hlb Occupation,
Education.

Family Structure

Media Involvement

oD —H2f

Figure 1 Conceptual Framework

Materials and Methods

This research employs a quantitative research design to investigate the factors
influencing the ecotourism destination image among Chinese youth. The methodology is
structured as follows:

1. Population and Sampling Design The target population for this study is Chinese
youth, specifically those belonging to the post-90s and post-00s generations, who are primary
consumers of new media and ecotourism resulting in 401 valid respondents by random
sampling collection conducted through an online survey platform, ensuring a broad geographic
representation across mainland China.

2. Research Instrument The research instrument was a structured questionnaire
divided into three sections:

Section 1: Demographic profiles of the respondents.
Section 2: Measurement of independent variables, including Cognitive Image

(Natural Environment, Facilities, Sense of Security) and New Media Involvement.
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Section 3: Measurement of Affective Image and Overall Destination Image. All
items were measured using a 5-point Likert Scale, ranging from "Strongly Disagree" (1) to
"Strongly Agree" (5).

3. Validity and Reliability Testing To ensure the academic rigor of the instrument, the
following tests were performed:

Content Validity: The questionnaire was reviewed by five experts in the fields of
tourism management and digital media. The Index of ltem-Objective Congruence (I0C) scores
for all items were above 0.50, indicating acceptable content validity.

Reliability: A pilot test was conducted with 30 participants. The Cronbach’s Alpha
coefficients for all constructs exceeded 0.70, confirming the internal consistency and reliability
of the measurement scales.

4. Data Analysis and Statistical Procedures The collected data were analyzed using
statistical software through a two-step approach:

Descriptive Statistics: Frequency, percentage, mean, and standard deviation were
used to describe the demographic characteristics and the general perception levels of the
respondents.

Inferential Statistics: Multiple Linear Regression (MLR) and Structural Equation
Modeling (SEM) were applied to test the hypothesized relationships between variables. The
model's goodness-of-fit was evaluated using indices such as Chi-square/df (< 3.0), GFI (> 0.90),

CFI (> 0.90), and RMSEA (< 0.08).

Results
1. Demographic and Descriptive Overview

The majority of respondents belong to the "Digital Native" generation (aged 18-34),
accounting for 67.3% of the total sample. This group demonstrates high engagement with new
media platforms, with over 80% using TikTok or Xiaohongshu as their primary source of
ecotourism information. The descriptive analysis shows that Natural Environment (M = 4.25)
and Sense of Security (M = 4.12) received the highest perception scores among cognitive

factors.
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2. Research results as follow Hypothesis Testing

2.1 To analyze the current state of ecotourism destination image perception among

Chinese youth in the digital era. It is supported by the results of H2a, H2b, H2c, appeared that:

The facility awareness (FAC) of ecotourism destinations has a significant positive
influence on the cognitive image (Cl) of the tourism destination, as perceived by youth groups
(H2a). When Ecotourism activities (ACT) have a significant positive impact on the cognitive
image (Cl) of the tourism destination, as perceived by youth groups (H2b). And The sense of
security (SA) felt by youth groups regarding ecotourism destinations has a significant positive
impact on the affective image (Al) of the tourism destination (H2c).

2.2 To investigate the influence of cognitive factors and New Media Involvement on the
formation of Affective Image and overall Destination Image. It is supported by the results of
H2d, H2e, H2f, appeared that:

The experience quality (EQ) of ecotourism destinations, as perceived by youth groups,
has a significant positive impact on the affective image (Al) of the tourism destination (H2d).
When the Media Involvement (MI) by youth groups in relation to ecotourism destinations has
a significant positive impact on the affective image (Al) of the tourism destination (H2e).

And the facility awareness (FAC) of ecotourism destinations has a significant positive influence
on the cognitive image (Cl) of the tourism destination, as perceived by youth groups (H2f).

2.3 To propose a strategic framework for sustainable tourism governance that aligns
digital media communication with environmental protection and social well-being. It is
supported by the results of Hla, H1b, appeared that:

The cognitive image (Cl) of ecotourism destinations among youth groups has a
significant positive impact on the destination image (DI) of the tourism destination (H1a). And
the affective image (Al) of ecotourism destinations among youth groups has a significant

positive impact on the destination image (DI) of the tourism destination (H1b).

Hypothesis Testing and Path Analysis

The results from Multiple Linear Regression and Structural Equation Modeling (SEM)
confirm that all proposed cognitive factors significantly influence the destination image. As
shown in Table 1, the Natural Environment has the strongest direct impact on Cognitive Image,

while Sense of Security serves as a vital predictor for Affective Image (Emotional response).
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Table 1 Results of Hypothesis Testing

Test
Code Hypothesis
result

Hla | The cognitive image (Cl) of ecotourism destinations among youth | Supported
groups has a significant positive impact on the destination image (D)

of the tourism destination;

Hlb | The affective image (Al)of ecotourism destinations among youth | Supported
groups has a significant positive impact on the destination image (D)

of the tourism destination;

H2a | The facility awareness (FAC) of ecotourism destinations has a | Supported
significant positive influence on the cognitive image (Cl) of the tourism

destination, as perceived by youth groups;

H2b | Ecotourism activities (ACT) have a significant positive impact on the | Supported
cognitive image (Cl) of the tourism destination, as perceived by youth

groups;

H2c | The sense of security (SA) felt by youth groups regarding ecotourism | Supported
destinations has a significant positive impact on the affective image

(Al) of the tourism destination;

H2d | The experience quality (EQ) of ecotourism destinations, as perceived | Supported
by youth groups, has a significant positive impact on the affective

image (Al) of the tourism destination;

H2e | The Media Involvement (MI) by youth groups in relation to ecotourism | Supported
destinations has a significant positive impact on the affective image

(Al) of the tourism destination.

H2f | The facility awareness (FAC) of ecotourism destinations has a | Supported
significant positive influence on the cognitive image (Cl) of the tourism

destination, as perceived by youth groups;

3. The Role of New Media and Affective Mediation
A crucial finding is the significant role of New Media Involvement (MI). The data reveals
that MI not only directly impacts the overall Destination Image but also enhances the Affective

Image (Al). This indicates that when youth engage more with digital content, their emotional

-8-
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connection to the destination strengthens, leading to a higher evaluation of the quality of life

associated with that location.

4. Structural Model Fit

This study uses structural equation modeling (SEM) to validate the theoretical model,
first evaluating the overall model fit. A good model fit is a prerequisite for ensuring the
rationality and stability of path relationships. According to the model fit index table, the
various indices of the model are shown in Table 2.

This study first employed confirmatory factor analysis (CFA) to examine the overall fit
of the measurement model, assessing the degree of agreement between the theoretical
structure and the sample data. From the overall fit perspective, the chi-square degrees of
freedom ratio (X?/df) were 1.369, significantly lower than the commonly used criterion of 3,
indicating a good balance between model complexity and data fit, and a relatively reasonable
overall structure. Regarding the error approximation index, the root mean square error
approximation (RMSEA) is 0.027, which is less than the strict criterion of 0.05, indicating that
the model has a low approximation error and good overall fit. The root mean square residual
(RMR) is 0.025, which is also below 0.05, reflecting a low level of model residuals and a small
deviation between the observed variables and the theoretical model.

Regarding absolute fit indices, the Goodness-of-Fit Index (GFI) is 0.923 and the Adjusted
Goodness-of-Fit Index (AGFI) is 0.915, both exceeding the recommended benchmark of 0.90,
indicating that the model has a strong ability to explain the overall sample covariance matrix.
Regarding augmented fit indices, the Comparative Fit Index (CFI) is 0.988 and the Normalized
Fit Index (NFI) is 0.955, both significantly higher than the baseline of 0.90. The CFl is close to
0.99, showing a significant improvement over the independent model.

The overall performance of the measurement model in this study is good, with X?/df,
RMSEA, RMR, GFI, AGFI, CFl and NFI all meeting or exceeding the commonly used evaluation
standards in academia. These results demonstrate that the constructed nine-dimensional
measurement structure possesses high structural stability and explanatory power in the
sample data, and the measurement relationships among the latent variables are supported
by the data. Therefore, this measurement model provides the statistical basis for further
structural path analysis and hypothesis testing, laying a reliable foundation for in-depth

analysis using structural equation modeling (SEM).

-9-
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Table 2 Model Fit Indices

Fit Index Xz/df RMSEA RMR GFl AGFI CFlI NFI
Value 1.369 0.027 0.025 0.923 0.915 0.988 0.955
Evaluation OK OK OK OK OK OK OK

Discussion and Conclusion

As conclusion this study was confirmed that the results confirm that for Chinese youth,
the image of an ecotourism destination is a multi-dimensional construct. While the physical
environment remains the foundation (Cognitive), the emotional resonance (Affective) driven
by new media involvement and a sense of security are the key drivers that elevate the
destination's appeal and its perceived contribution to their quality of life.

The findings confirm that both cognitive and affective dimensions significantly shape
the destination image among Chinese youth.

1. Consistent with Baloglu and McCleary (1999) and Beerli & Martin (2004), cognitive
and affective images are critical predictors of destination image.

2. The strong role of Sense of Security — Affective Image aligns with Zaremba (2024),
emphasizing psychological safety as a determinant of emotional evaluation.

3. The mediating effect of New Media Involvement extends the framework of Wang &
Zhang (2024), showing that digital engagement intensifies emotional resonance and
strengthens destination appeal.

4. Compared with Stylos et al. (2016), this study highlights that normative beliefs are
increasingly shaped by digital platforms, reinforcing the need for ethical digital governance in
tourism.

Thus, the study contributes by integrating digital media involvement into the traditional
destination image model, offering a more comprehensive framework for sustainable tourism

governance.

Recommendations

The main new findings of this study in the context of youth ecotourism are reflected in
the following aspects as recommendations: firstly, the overall image formation shows an

emotional strengthening trend; Secondly, the stimulus shows structural differentiation in

- 10 -
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cognitive and emotional pathways; Thirdly, media participation has become an important
variable of emotional construction; Fourthly, the ontological value of ecological resources still
has a fundamental position in the digital context; Fifthly, the image construction mechanism
presents the characteristics of dynamic circulation.

The above findings not only deepen the explanatory power of the classic destination
image theory in the context of youth groups and digital communication, but also provide a
theoretical basis for expanding the image formation model in different intergenerational

groups and media environments in the future.
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Abstract

This research aimed to study the level of technological literacy and artificial
intelligence literacy among civil servants of the Royal Thai Navy Logistics Department, study
the level of operational efficiency in logistics management, and analyze the influence of
technological literacy and artificial intelligence literacy on operational efficiency in logistics
management to support the development of the organization towards becoming a modern
agency. The sample consisted of 400 civil servants in the Royal Thai Navy Logistics Department,
Royal Thai Navy, obtained through simple random sampling. The research instrument was a
questionnaire. The statistical methods used for data analysis were descriptive statistics and
multiple regression analysis.

The research found that technological literacy and artificial intelligence literacy can
significantly explain 56.60% of the variance in logistics management performance. This reflects
that developing technological and artificial intelligence literacy among personnel is a crucial
factor in enhancing logistics management efficiency and a key mechanism for driving
government security organizations to adapt and respond effectively to technological changes
in the digital age. Furthermore, it fosters public trust and social well-being, which are crucial
foundations for improving the quality of life in the digital age.

The research findings suggest the need to establish ethical standards and guidelines
for the use of technology and Al. Policies and manuals should be developed to ensure the
correct, transparent, and ethical use of technology and artificial intelligence, fostering a shared
understanding among personnel at all levels and preventing misuse that could harm the

organization.

Keywords: artificial intelligence / intelligence /operational efficiency / Royal Thai Navy

Logistics Department / technology
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Abstract

This study examines how streamer characteristics and platform interaction features influence
consumer purchase intention, focusing on their broader implications for consumer quality of life (Qol)
and digital satisfaction. Drawing on the Stimulus—Organism-Response (S-O-R) framework and Trust
Theory, the research explores how the live-streaming environment serves as a socio-technical stimulus
that shapes the consumer’s internal state. Data were collected from 486 users with experience using
platforms such as Douyin, Taobao Live, and Kuaishou. Structural Equation Modeling (SEM) was
employed to validate the hypothesized relationships.

The results demonstrate that streamer professionalism, trustworthiness, and interactivity,
alongside platform-level factors, such as real-time interactivity, community atmosphere, and
interface usability, significantly and positively affect purchase intention. Notably, consumer trust
serves as a vital mediator, accounting for approximately 40%-43% of the total effect. From a QoL
perspective, these findings suggest that high-quality live-streaming interactions mitigate perceived
risk and uncertainty, providing consumers with emotional support and a sense of belonging to a
community. By integrating streamer-level and platform-level factors into a unified framework, this
study provides a more comprehensive understanding of consumer behavior in live-streaming
commerce.

Recommendation: This study contributes to understanding how digital commerce can be
optimized not only for transactional success but also to enhance users' psychological

well-being and social connectivity in the digital age.

Keywords: consumer trust / live streaming e-commerce / platform interactivity /

purchase intention/streamer traits
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Introduction

Driven by mobile internet and smart devices, China's e-commerce has evolved from text to
short video and, recently, to real-time live streaming, which has become a major driver of digital
consumption. According to CNNIC (2023), China's online shopping users reached 842 million (78.6%
of internet users), of whom 469 million (55.7%) engaged in live-streaming e-commerce, a market
reaching 2.1 trillion yuan in 2022, up 16.8% year on year.

The pandemic-era stay-at-home economy accelerated this trend: over 20 million live-
streaming sessions in 2020 contributed 1.2 trillion yuan in annual sales (Ministry of Commerce
Research Institute, 2022). Traditional retailers, brands, manufacturers, and agricultural producers
adopted live streaming as a mainstream channel, forming a landscape of "universal live streaming"
that reshaped seller-consumer relationships.

Unlike traditional e-commerce's "search—-compare—purchase" model, live streaming
integrates content, social interaction, and purchase into a single process, shifting behavior from
rational evaluation to emotion-driven, socially influenced decisions (Huang and Zhang, 2021,
Sun et al, 2019). Streamers act as opinion leaders whose professionalism, credibility, and
interaction ability shape consumer trust and purchase decisions (Wongkitrungrueng and Assarut,
2020), while platforms shape the environment through real-time interactivity, community
atmosphere, and interface usability, influencing social presence and reducing uncertainty.

Although prior studies have examined streamer characteristics and platform features
separately, integrated research on how they jointly influence consumer trust and purchase
intention remains limited. Moreover, the psychological mechanism underlying these relationships
particularly the mediating role of consumer trust requires further empirical verification. Therefore,
this study aims to construct a comprehensive analytical framework integrating streamer
characteristics and platform interaction features to examine how they influence consumer trust
and, consequently, purchase intention in live-streaming e-commerce environments.

Research Questions

Drawing on the above background, this study addresses the following core questions:

1. How do different dimensions of streamer characteristics (professionalism, credibility, and
interaction ability) influence consumer trust and purchase intentions?

2. How do platform interaction features (real-time interactivity, community atmosphere,

and interface usability) affect consumer trust and purchase intentions?
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3. Does consumer trust mediate the relationship between streamer characteristics, platform
interaction features, and purchase intention?

These questions aim to reveal the psychological mechanisms through which external stimuli
in  live-streaming environments influence consumer decision-making. By addressing these
questions, this study seeks to provide both theoretical insights and practical guidance to

stakeholders in the live-streaming e-commerce ecosystem.

Objectives

To address the research questions, this study proposes the following objectives:

1. To examine the effects of streamer characteristics on consumer trust and purchase
intentions.

2. To empirically test how platform interaction features contribute to trust building and
purchasing decisions.

3. To test the mediating role of consumer trust in the relationships between streamer
characteristics, platform interaction features, and purchase intentions.

4. To provide empirical evidence and theoretical insights for optimizing streamer

management, platform design, and brand marketing strategies in live-streaming commerce.

Literature Review
1. Theoretical Foundation

Stimulus-Organism-Response (S-O-R) Theory. Proposed by Mehrabian and Russell (1974),
S-O-R theory explains how environmental stimuli (S) influence behavioral responses (R) by shaping
individuals' internal states (O). Eroglu et al. (2001) applied it to online shopping, treating website
atmospheric cues as stimuli affecting consumers' cognitive and emotional states and, ultimately,
shopping behavior. In this study, streamer characteristics and platform interaction features serve
as stimuli (S), consumer trust as the internal state (O), and purchase intention as the response (R).

Trust Theory. Mayer et al. (1995) defined trust as a party's willingness to be vulnerable to
another's actions based on positive expectations. McKnight et al. (2002) divided e-commerce trust
into institutional trust (in platforms) and interpersonal trust (in streamers), a useful basis for live-
streaming contexts. Where consumers cannot directly examine products and decide quickly, trust
is especially crucial in reducing perceived risk and uncertainty.

Opinion Leader Theory. Opinion leader theory derives from Katz and Lazarsfeld's (1955)
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"two-step flow" model, in which information passes from opinion leaders to wider audiences. In
live streaming, streamers act as online opinion leaders. Ohanian's (1990) three-dimensional model
of opinion leader influence (expertise, trustworthiness, and attractiveness) provides a theoretical
framework for understanding the composition and mechanisms of influence of streamer characteristics.

Social Presence Theory. Social presence theory (Short et al., 1976) concerns the degree
to which a medium conveys others' presence and social, emotional, and psychological cues.
Integrating real-time video, voice, and social elements, live streaming has high social presence,
letting consumers watch demonstrations and interact in a manner akin to face-to-face shopping.
Wongkitrungrueng and Assarut (2020) found that social presence—enhanced by transparency and
interactivity—is key to building consumer trust.

2. Streamer Characteristics Research

Streamer characteristics are the personal traits and abilities streamers demonstrate during
live streams, divided into three dimensions (Ohanian, 1990; Lou & Yuan, 2019): professionalism
(mastery of product knowledge and the ability to explain functions, performance, materials, and
usage and answer questions accurately), credibility (honesty, reliability, and sincerity reflected in
authentic product descriptions and genuine interaction), and interaction ability (communicating
effectively, responding promptly, and enlivening the atmosphere).

Lou and Yuan (2019) showed that influencers' professional knowledge, content value, and
credibility positively affect brand attitudes and purchase intention; Sokolova and Kefi (2020) found
authenticity and interactivity important to fans' intentions; Wongkitrungrueng and Assarut (2020)
confirmed professionalism, credibility, and interaction skills as key to trust; and Liu and Chen (2022)
found streamer authenticity raises intention, partially mediated by consumer trust.

3. Platform Interaction Features Research

Platform interaction features are functions designed to promote interaction among users,
platforms, and streamers, divided into three dimensions (Chen & Lin, 2018): real-time interactivity
(instant communication and feedback via bullet comments, gift tipping, voice connections, and
voting), community atmosphere (a sense of belonging and group interaction through emotional
connection, collective participation, shared topics, and norms), and interface usability (the
simplicity, clarity, and convenience of the interface).

Sun et al. (2019) found real-time interaction features raise trust by enhancing information
richness and social interactivity; Hilvert-Bruce et al. (2018) found community belonging motivates

participation and affects purchase; Rose et al. (2012) linked interactivity, personalization, and
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information quality to emotional experience and intention; and Flavian et al. (2006) confirmed
usability's positive effect on satisfaction and trust.
4. Consumer Trust and Purchase Intention

Trust strongly influences purchase decisions under high information asymmetry and
perceived risk (Kim et al., 2008). Gefen et al. (2003) showed that trust in e-commerce sites
significantly affects purchase intention, and Kim et al. (2008) confirmed that trust promotes
intention by reducing perceived risk. In live streaming, Wongkitrungrueng and Assarut (2020) and
Lu et al. (2016) found that trust directly raises purchase intention. When consumers trust
streamers' information and the platform's transaction guarantees, they are more likely to form
purchase intentions.
5. Research Gaps

Several gaps remain. First, research is fragmented, examining streamer or platform factors

separately rather than within one integrated framework. Second, explanations of how these effects
operate through consumer trust remain insufficient. Third, variable operationalization lacks refined
multi-dimensional measurement. This study addresses these gaps with an integrated framework
examining streamer characteristics and platform interaction features jointly, with consumer trust
as the mediating mechanism.

Research Framework

Based on S-O-R theory and trust theory, this study constructs an integrated research
framework (Figure 1). Streamer characteristics and platform interaction features serve as external
stimuli (S), consumer trust as the mediating internal psychological state (O), and purchase intention

as the behavioral response (R).

Streamer characteristics
1. Professionalism
2.Credibility

3.Interactive capabilities

Consumer

Platform Interaction Features Consumer Trust

purchase intention
1. Interactivity

2. Community Atmosphere

3. Interface Usability

Figure 1 research framework

-5-
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Materials and methods
1. Population and Sample

The study targets consumers aged 18-60 who have made at least one live-streaming
purchase on platforms such as Douyin, Taobao Live, or Kuaishou within the past 12 months. This
range represents the primary user demographic with the capability and purchasing power for live-
streaming shopping, and the recency requirement ensures perceptions reflect current platform
conditions.

A non-probability approach combining convenience and quota sampling was used,
targeting 500 respondents per Hair et al.'s (2010) 10:1 ratio for SEM. Quotas were set by gender
(about 60% female, 40% male), age (18-25: 30%,; 26-35: 50%; 36+: 20%), and purchase frequency.
The questionnaire was distributed via Wenjuanxing (March-September 2024) and promoted on
WeChat, Weibo, and Xiaohongshu. Of 586 questionnaires collected, 486 were valid after data
cleaning (excluding sub-3-minute, failed attention-check, patterned, and incomplete responses),
an effective rate of 82.9%.

2. Measurement Scale Design

All constructs used established scales adapted to live streaming. Streamer characteristics
drew on Ohanian (1990) and Lou and Yuan (2019): professionalism, trustworthiness, and
interactivity (5 items each). Platform features drew on Chen and Lin (2018): real-time interactivity,
community atmosphere, and interface usability (5 items each). Consumer trust used 5 items from
McKnight et al. (2002) capturing interpersonal and institutional trust; purchase intention used 5
items from Pavlou (2003). All items used a 5-point Likert scale (1=strongly disagree to 5=strongly
agree). A pilot test with 50 consumers refined item wording.

3. Data Analysis Methods

SPSS 26.0 was used for descriptive statistics, reliability analysis (Cronbach's Ql), correlation
analysis, and multiple regression analysis. AMOS 26.0 was used for confirmatory factor analysis
(CFA) to assess measurement model validity and structural equation modeling (SEM) to test the
research hypotheses. Model fit was evaluated using multiple indices, including X2/df, RMSEA, CFl,
TLI, and IFIl. The Bootstrap method (5,000 resamples, 95% Cl) proposed by Preacher and Hayes
(2008) was employed to test mediation effects, providing more robust evidence than traditional

Baron and Kenny (1986) approaches.
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Results
1. Sample Characteristics

The sample was broadly representative. Females were 59.3% (n=288) and males 40.7%
(n=198). By age, 26-35 formed the core at 54.8%, with 18-25 at 29.2%, 36-40 at 10.7%, and 41+
at 5.3%. Most held a bachelor's degree (56.8%), followed by junior college and master's or above
(17.7% each) and high school or below (7.8%). The middle-income group (RMB 5,001-8,000) was
largest at 32.1%, followed by RMB 3,001-5,000 (23.5%), 8,001-12,000 (19.3%), below 3,000 (14.0%),
and above 12,000 (11.1%).

Engagement was high: 73.7% watched live-streaming shopping at least weekly. Platform
usage was led by Taobao Live (37.4%), Douyin (33.7%), Kuaishou (16.0%), JD Live (8.6%), and others
(4.3%). Main categories were beauty/skincare (39.9%) and clothing/accessories (28.0%), with most
spending RMB 100-500 per session (66.6%).

2. Reliability and Validity

All constructs demonstrated excellent reliability. Cronbach's QU values ranged from 0.874
(real-time interactivity) to 0.912 (consumer trust), all exceeding the recommended threshold of
0.70 (Nunnally & Bernstein, 1994). Composite Reliability (CR) values ranged from 0.878 to 0.914,
also exceeding 0.70. Average Variance Extracted (AVE) values ranged from 0.592 to 0.678, exceeding
the 0.50 threshold and confirming convergent validity (Fornell & Larcker, 1981). Discriminant
validity was established by ensuring that the square root of each construct's AVE exceeded its
correlations with other constructs. The confirmatory factor analysis showed acceptable model fit:
X2/df = 2.146, RMSEA = 0.049 (<0.08), CFl = 0.946 (>0.90), TLI = 0.938 (>0.90), and IFl = 0.947
(>0.90), meeting the recommended thresholds (Hair et al., 2019).

3. Descriptive Statistics and Correlation Analysis

Correlation analysis revealed that all three dimensions of streamer characteristics
(professionalism, trustworthiness, interactivity) were significantly positively correlated with both
consumer trust and purchase intention (r = 0.398-0.524, p < 0.001), representing moderate
correlations. Trustworthiness had the strongest correlation with purchase intention (r = 0.524). The
three dimensions of platform interactivity were also significantly positively correlated with
consumer trust and purchase intention (r = 0.298-0.498, p < 0.001). Consumer trust and purchase
intention exhibited a strong positive correlation (r = 0.642, p < 0.001). All correlation coefficients
were below 0.7, suggesting no severe multicollinearity, which was further supported by VIF values

(<2) in subsequent regression analyses.
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4. Direct Effects Testing
Multiple regression analysis with gender, age, education level, and monthly income as control
variables revealed significant findings. The control variables had no significant effects (p > 0.05). All
dimensions of streamer characteristics and platform interactivity had significant positive effects on
purchase intention. Among streamer characteristics, trustworthiness had the strongest effect (B:O.224,
p<0.001), followed by professionalism (=0.186, p<0.001) and interactivity (B=0.168, p<0.001). Among
platform factors, community atmosphere had the strongest effect (B=0.156, p<0.001), followed by
real-time interactivity (B=0.142, p<0.01) and interface usability (B:O.124, p<0.01). The model
explained 47.2% of the variance in purchase intention (Adjusted R? = 0.472, F = 34.268, p < 0.001).
These results support hypotheses H1 and H4, as shown on table 1.

Table 1. Regression Results of Direct Effects on Purchase Intention

Variable B SE t-value VIF
Professionalism 0.186™** 0.046 4.052 1.468
Trustworthiness 0.224%** 0.042 5.314 1.586
Interactivity 0.168%** 0.048 3.476 1.724
Real-time interactivity 0.142** 0.052 2.746 1.892
Community atmosphere 0.156%** 0.044 3.568 1.756
Interface usability 0.124** 0.048 2.574 1.648

Note. *** p < .001; ** p < .01; * p < .05 (two-tailed). SE = Standard Error; VIF = Variance Inflation Factor.
R? = 0.486, Adjusted R? = 0.472, F(6, 479) = 34.268, p < .001.

5. Antecedents of Consumer Trust

Regression analysis of consumer trust showed that all dimensions of streamer characteristics
and platform interactivity significantly influenced it. Trustworthiness had the strongest effect
(B=0.286, p<0.001), followed by professionalism (B=0.212, p<0.001), interactivity (B=0.194,
p<0.001), community atmosphere (B=0.178, p<0.001), real-time interactivity ($=0.162, p<0.001),
and interface usability ($=0.146, p<0.001). The model explained 51.6% of the variance in
consumer trust (Adjusted R? = 0.516, F = 40.486, p < 0.001). These results support hypotheses H2
and H5.
6. Mediation Effects Testing

The Bootstrap analysis (5,000 resamples, 95% Cl) confirmed that consumer trust significantly

-8-
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mediated all pathways. All indirect effects were significant, as their 95% confidence intervals did
not include zero. Trustworthiness exhibited the strongest indirect effect (0.168, 95% ClI [0.108,
0.234]), followed by professionalism (0.124, 95% CI [0.072, 0.182]) and interactivity (0.114, 95% Cl
[0.066, 0.168]). Platform factors also showed significant indirect effects: community atmosphere
(0.104, 95% ClI [0.056, 0.158]), real-time interactivity (0.095, 95% CI [0.051, 0.144]), and interface
usability (0.086, 95% Cl [0.045, 0.132]), as shown on table 2.

Table 2. Mediation Effect Results (Bootstrap)

Pathway Indirect Effect SE 95% ClI
Professionalism — Trust — Pl 0.124 0.028 [0.072, 0.182]
Trustworthiness — Trust — Pl 0.168 0.032 [0.108, 0.234]
Interactivity — Trust —> P! 0.114 0.026 [0.066, 0.168]
Real-time interactivity — Trust — PI 0.095 0.024 [0.051, 0.144]
Community atmosphere —> Trust — P! 0.104 0.026 [0.056, 0.158]
Interface usability — Trust —> PI 0.086 0.022 [0.045, 0.132]

Note. Pl = Purchase Intention. Bootstrap N = 5,000 resamples. Indirect effects are significant when 95%

confidence intervals exclude zero. *** p <.001; ** p <.01; *p < .05.
Mediation proportions ranged from 40.0% to 42.9% of total effects (professionalism 40.0%,
trustworthiness 42.9%, interactivity 40.4%, real-time interactivity 40.1%, community atmosphere

40.0%, interface usability 41.0%), indicating partial mediation and supporting H3 and Hé.

7. Summary of Hypothesis Testing

Table 3. Summary of Hypothesis Testing

Hypothesis Content Result
H1 Streamer characteristics — Purchase intention (+) Supported
H2 Streamer characteristics — Consumer trust (+) Supported
H3 Consumer trust mediates streamer — purchase intention ~ Supported (Partial)
H4 Platform interactivity — Purchase intention (+) Supported
H5 Platform interactivity — Consumer trust (+) Supported
H6 Consumer trust mediates platform — purchase intention  Supported (Partial)
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Discussion and Conclusion
1. Theoretical Contributions

First, this study extends the S-O-R framework by identifying streamer characteristics and
platform interaction features as key stimuli that shape consumers' internal state trust and
ultimately purchase intention. Empirically validating this logic in live commerce enriches the
application boundary of S-O-R theory in digital marketing. It provides a more comprehensive
understanding of the mechanisms of consumer behavior.

Second, it contributes to trust theory by positioning trust as a central mediator between
stimuli and responses. Rather than treating trust as a general antecedent, it shows how trust forms
through specific streamer cues and platform features unique to live streaming. That trust mediates
about 40-43% of the total effect deepens understanding of how trust operates in real-time, high-
uncertainty purchasing.

Third, it extends opinion leadership theory, showing that streamers as digital opinion leaders
influence behavior through interactive and relational cues, not only expertise. That trustworthiness
has the strongest effect (B=0.224) extends opinion leadership from traditional media to live-
streaming contexts.

Fourth, building on social presence theory, it shows that streamer interaction and real-time
engagement enhance perceived authenticity and closeness, strengthening trust. The effect of
community atmosphere (B=0.156) highlights how social presence shapes consumer decisions in
live commerce.

Fifth, the study situates its findings within the emerging landscape of Al-generated virtual
streamers. As platforms such as Douyin and Taobao Live deploy Al avatars that broadcast
continuously, the primacy of trustworthiness here (B=0.224) raises a key question: can Al-
generated streamers cultivate genuine trust, or does trust depend on human authenticity cues?
Social presence theory (Short et al., 1976) implies that perceived "realness" is central to trust, so
Al avatars may weaken social presence and the trust-building pathway documented here—with
implications for the social connectivity and emotional support that underpin a higher-quality
digital consumer journey. This points to a frontier at the intersection of Al ethics, social presence,

and consumer psychology for future research.
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2. Practical Implications

1. Streamer-Centric Strategies: Building Emotional Security

The findings underscore that trustworthiness is the most critical determinant of purchase intention

(B = 0.224). For streamers, this implies that building long-term consumer trust is not merely a

sales tactic but a means of enhancing the consumer’s psychological well-being by reducing

perceived risk and anxiety.

Authenticity over Advocacy: Streamers should prioritize accuracy and consistency, giving
evidence-based information to avoid "buyer's remorse."

Professionalism as Cognitive Support: For search-type products, streamers should act as
"knowledge hubs," providing systematic insigshts that reduce cognitive load and decision
stress.

Empathetic Interaction: Enhancing interaction quality through timely, responsive feedback
fosters a sense of social inclusion, fulfilling consumers' need for social connectivity in the

digital space. (Wongkitrungrueng A., Assarut N., 2020).

2. Platform-Centric Strategies: Fostering Social Well-being

The analysis reveals that community atmosphere has the strongest platform-level effect

(B = 0.156), suggesting that the social environment significantly contributes to a user's digital

quality of life.

Cultivating Digital Communities: Platforms should foster "social anchors" of belonging and
peer interaction that turn shopping into a positive social experience.

Reliability of Interaction: Ensuring the stability of real-time features (e.g., live chats, co-
streaming) is essential to maintaining "communication flow," preventing user frustration,
and supporting a seamless digital journey.

Usability as a Standard of Care: While interface usability showed a relatively lower effect
(B = 0.124), it remains the foundation of a frictionless experience. Reducing operational
complexity directly correlates with lower user stress and higher overall platform

satisfaction.

3. Brand Management: Differentiated Engagement for Consumer Satisfaction

Brand managers should adopt a "Human-Centric" approach to streamer selection based on

product nature to optimize the consumer journey:

Match-up Hypothesis: For experiential products, pair brands with credible, empathetic

streamers; for search-type products, prefer highly professional streamers for functional

-11 -
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clarity.

- Socio-Technical Alignment: Brands must work closely with platforms to ensure that
product content is not intrusive but integrated into the platform’s unique community
culture, thereby respecting the consumer’s digital space and enhancing their overall brand
experience.

Conclusion

This study systematically examined how streamer characteristics and platform interactivity
influence consumers' purchase intentions through the mediating role of consumer trust in
livestreaming e-commerce. Based on S-O-R theory and trust theory, an integrated research model
was developed and empirically tested with 486 valid samples from major Chinese live-streaming
platforms, including Douyin, Taobao Live, and Kuaishou.

The key findings indicate that: (1) trustworthiness is the most critical determinant of
purchase intention (B=0.224, the largest of all six predictors), confirming that a streamer's honesty,
reliability, and sincerity are the most decisive factor in converting viewers into buyers under real-
time, high-risk decisions; other streamer factors (professionalism, [3:0.186; interactivity, B:O.168)
also contribute. (2) Platform interactivity matters for conversion, with community atmosphere
strongest (B=0.156); (3) Consumer trust serves as a crucial partial mediator, accounting for
approximately 40%-43% of total effects, demonstrating its central function in reducing uncertainty
and supporting decision-making; (4) Synergistic effects exist between streamer and platform
factors, suggesting that optimal outcomes occur when both elements work together effectively.

By integrating a dual-factor framework of streamer and platform features, the study
validates and extends an S-O-R-based consumer behavior model for live commerce, offering
guidance for streamers, platforms, and brand managers. Future research should pursue
longitudinal designs, differentiated trust mechanisms, emerging technology contexts, and cross-
cultural comparisons, to further advance understanding of consumer behavior in live-streaming e-
commerce.

Limitations and Future Research

Several limitations suggest future directions. First, the convenience sample was
concentrated in first-tier cities (over 80%) and the 26-35 group (54.8%), limiting generalizability to
lower-tier or rural markets; stratified sampling could broaden coverage.

Second, the cross-sectional design cannot capture causality or the dynamic evolution of

-12 -



INTANTAUNINYINNUNH Y e288234

Ui 22 atiufl 1 @ns1a - figuisu 2569)

trust and intention; longitudinal or multi-wave data could trace consumers from exposure to
purchase.

Third, other variables (price, promotions, brand reputation, consumer traits) were not
considered, and trust was treated as unidimensional; future work could distinguish interpersonal
and institutional trust to test distinct mediating effects.

Fourth, as Al-generated virtual streamers, AR, and VR environments develop, future studies
could explore how they reshape consumer experiences, and cross-cultural comparisons could

test the model's universality.

Recommendations

Based on the findings, recommendations are proposed, prioritized by predictor strength:

1. As trustworthiness had the strongest effect (B = 0.224), platforms and brands should
recruit and train streamers who give honest, accurate, evidence-based information and establish
credibility-monitoring that penalizes misleading claims.

2. Since consumer trust mediated 40-43% of the total effects, streamers and platforms
should invest in trust-building practices—professional product knowledge, responsive interaction,
and transparent transaction and after-sales guarantees—to convert viewing into purchasing while
reducing perceived risk.

3. As community atmosphere was the strongest platform driver ([3 = 0.156), platforms should
strengthen community-building features fostering belonging and peer interaction while keeping
real-time interactivity stable and interfaces simple and usable.

4. Brand managers should apply a match-up approach, pairing experiential products with
credible, empathetic streamers and search-type products with highly professional streamers, and

align content with each platform’s community culture to enhance the overall consumer journey.
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Abstract

This study was investigated the relationships among market orientation (MO),
leadership orientation (LO), business model innovation (BMI), and corporate performance (CP)
in small and medium-sized enterprises (SMEs) in China’s manufacturing and service
sectors. The target population consists of small and medium-sized enterprises (SMEs) in
mainland China. As well as the sampling frame is constructed using multiple sources,
minimum usable sample of 300 SMEs in quantitative approach which strand as a large
sample survey analyzed using Partial Least Squares Structural Equation Modeling (PLS-
SEM). And with conduct approximately 20-25 interviewees in qualitative approach
which strand as interview method and explanatory focus. Drawing on the Resource-
Based View and Dynamic Capabilities Theory, the research proposes BMI as a key
mediating mechanism through which strategic orientations influence firm performance,
while LO is examined as a moderating factor. Data were collected from senior managers
of Chinese SMEs and analyzed using Partial Least Squares Structural Equation Modeling
(PLS-SEM).

The results indicated that MO and LO positively influence BMI, which in turn
significantly enhances corporate performance. BMI partially mediates the effects of MO

and LO on CP, and LO strengthens the relationship between MO and BMI.
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These findings contribute to the literature on strategic orientation and business
model innovation and provide practical guidance for SME managers seeking sustainable

performance in turbulent environments.

Keywords: business model innovation / corporate performance / leadership

orientation / market orientation
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Introduction

The core part of quality of life in economy sector at present. small and medium
sized enterprises (SMEs) play a vital role in China’s economic development by
contributing substantially to employment, innovation, and regional growth (Kaplan;
Norton, 1992). However, intensified competition, rapid digital transformation, and
technological turbulence have increased environmental uncertainty for SMEs,
particularly in manufacturing and service industries (Baines et al., 2017). Under such
conditions, traditional sources of competitive advantage are often insufficient. Firms
increasingly rely on strategic orientations and organizational capabilities that enable
them to sense market changes, mobilize resources, and reconfigure value creation
mechanisms (Teece D. J., 2010). SMEs are not only economic entities but also important
social institutions that influence employment opportunities, income security, and
quality of life. Sustainable business performance contributes to social well-being
through job creation, innovation, and economic resilience.

In perspective of quality of Life, beyond organizational competitiveness, the
performance of SMEs has direct implications for quality of life and social well-being.
Firms that achieve sustainable corporate performance are better positioned to provide
stable employment, fair wages, and safe working conditions, which are central to labor
law and social justice frameworks. In this sense, corporate performance is not only an
economic outcome but also a determinant of societal welfare.

This study addresses the research gap by developing and empirically testing an
integrated model using PLS-SEM, while also framing the findings in relation to legal and
social dimensions of quality of life. In doing so, it provides insights for scholars, managers,
and policymakers concerned with SME competitiveness and its broader societal impact.

Market orientation (MO) enables firms to generate, disseminate, and respond to
market intelligence, while leadership orientation (LO) shapes strategic decision-making,
risk tolerance, and innovation climate (Yukl G., 2013). Business model innovation (BMI),
defined as purposeful changes in value creation, delivery, and capture mechanisms,
represents a higher-order form of innovation that allows firms to adapt under
uncertainty (Foss N. J., Saebi T, 2017, Wirtz et al., 2016). Despite extensive research on
these constructs, empirical studies integrating MO, LO, BMI, and corporate performance

(CP) within a single framework remain limited, particularly in the context of Chinese
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SMEs (Clauss T., Kesting T., Naskrent J.,2019). This study addresses this gap by
developing and empirically testing an integrated model using PLS-SEM.

Objectives

1. To examine the direct effect of market orientation (MO) on corporate
performance (CP) among manufacturing and service SMEs in mainland China.

2. To investigate whether business model innovation (BMI) mediates the
relationship between market orientation (MO) and corporate performance (CP).

3. To analyze the direct effect of leadership orientation (LO) on business model
innovation (BMI).

4. To test whether leadership orientation (LO) influences the strength of the
relationship between market orientation (MO) and business model innovation (BMI).

5.To assess the explanatory power of the integrated framework in predicting
corporate performance (CP).

6. To explore how contextual factors shape the relationships among MO, LO,

BMI, and CP.

Conceptual Framework

Market Orientation (MO) Leadership Orientation (LO)

S, HI H2 )/

Business Model Innovation (BMI)

H5 l H4

Corporate Performance (CP)

(N

Figure 1 Research Framework

Research Hypotheses

H1: Market Orientation (MO) positively influences Business Model Innovation (BMI).
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H2: Leadership Orientation positively (LO) influences Business Model Innovation (BMI).
H3: Market Orientation positively influences Corporate Performance (CP).
H4: Leadership Orientation (LO) positively influences Corporate Performance (CP).

H5: Business Model Innovation (BMI) positively influences Corporate Performance (CP).

Materials and methods

This study adopts an explanatory sequential mixed-method design (Creswell,
though not in your current list, could be added for methodological grounding). The
quantitative strand (a large-sample survey analyzed using Partial Least Squares
Structural Equation Modeling, PLS-SEM) provides the primary test of the hypothesized
model linking MO, LO, BMI, and CP, while the qualitative strand (semi-structured
interviews) is conducted subsequently to explain the mechanisms and boundary
conditions underlying the quantitative patterns observed in mainland China’s
manufacturing and service SMEs.

The target population consists of SMEs operating in the manufacturing and service
sectors in mainland China, which dominate the economic landscape and are particularly
sensitive to leadership practices, market orientation, and business model adaptation
under conditions of institutional complexity and market turbulence (Baines et al., 2017;
Foss; Saebi, 2017).

Quantitative Sample Size Determination (PLS-SEM)

The quantitative phase employs Partial Least Squares Structural Equation
Modeling (PLS-SEM). Sample size determination therefore follows PLS-SEM-specific
guidelines rather than covariance-based SEM conventions. The target population of this
study consists of small and medium-sized enterprises (SMEs) operating in the
manufacturing and service sectors in mainland China. Accordingly, this study targets a
minimum usable sample of 300 SMEs.

Qualitative Sample Size and Saturation Logic

The qualitative phase employs semi-structured interviews to provide
explanatory depth regarding mechanisms and boundary conditions. Interviewees are
selected from survey respondents based on contrasting quantitative patterns.
Consistent with qualitative research standards, sample size is guided by theoretical

saturation rather than statistical power. Prior methodological literature suggests that
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saturation in relatively homogeneous organizational contexts is typically achieved with
20-25 interviewees.

Integration of Qualitative and Quantitative Findings.

Joint displays are constructed as structured matrices with four columns: (1) the
quantitative result (path or conditional effect), (2) the qualitative theme(s) that explain
the result, (3) the integrated interpretation describing the mechanism or constraint, and
(4) the theoretical implication for the dissertation’s framework. Triangulation is
performed by checking whether explanations are consistent across multiple interviews
and whether they align with sector-specific patterns (manufacturing versus service) and

context indicators (turbulence/resource constraints).

Data Collection

Qualitative Data Collection Procedures (Semi-Structured Interviews).

The qualitative strand is designed to strengthen explanatory validity by clarifying
how and why statistical relationships emerge in the Chinese SME context. Although the
quantitative phase estimates the strength and significance of the hypothesized paths
among market orientation, leadership orientation, business model innovation, and
corporate performance,

Accordingly, interviews are conducted after preliminary quantitative modeling to
explain mediation (e.g., MO — BMI — CP) and to interpret conditional effects (e.g.,
whether leadership strengthens the MO — BMI conversion under turbulence).

Quantitative Data Collection Procedures (Survey)

The quantitative strand uses a structured questionnaire administered to
manufacturing and service SMEs in mainland China. Consistent with the survey
procedures described in the study’s methodological source materials, the sampling
frame is assembled from industry association lists, SME directories, and professional
networks.

Qualitative Data Collection Procedures (Semi-Structured Interviews)

The qualitative strand is designed to strengthen explanatory validity by clarifying
how and why statistical relationships emerge in the Chinese SME context. Although the

quantitative phase estimates the strength and significance of the hypothesized paths
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among market orientation, leadership orientation, business model innovation, and
corporate performance,

Accordingly, interviews are conducted after preliminary quantitative modeling to
explain mediation (e.g., MO — BMI — CP) and to interpret conditional effects (e.g.,
whether leadership strengthens the MO —> BMI conversion under turbulence).

Quantitative Data Collection Procedures (Survey).

The quantitative strand uses a structured questionnaire administered to
manufacturing and service SMEs in mainland China. Consistent with the survey
procedures described in the study’s methodological source materials, the sampling
frame is assembled from industry association lists, SME directories, and professional
networks.

Data Analysis Procedures
The study adopts an explanatory sequential mixed-method design. The analytical
protocol is designed to be transparent and replicable, enabling an independent
researcher to follow the same decisions from raw data to reported inferences.
Integration of Qualitative and Quantitative Findings
Integration occurs at the interpretation stage and is structured to ensure that
qualitative explanations map directly onto quantitative findings. It is implemented
through joint displays that juxtapose quantitative estimates with qualitative themes

and illustrative evidence, enabling coherent meta-inferences.

Results

As the results, in direct effects among constructs were tested using PLS-SEM
with a bootstrapping procedure (5,000 resamples). Table 1 presents the standardized
path coefficients, t-values, and significance levels. It is indicated that both MO and LO
significantly and positively influence BMI (B =0.42, p < .001; B = 0.38, p < .001,
respectively).

Moreover, BMI exerts a strong direct effect on CP (B = 0.46, p < .001), supporting
the hypothesized mediating role. Additionally, MO and LO both demonstrate significant
direct paths to CP (B =0.21, p < .0%; B = 0.19, p < .05, respectively). as shown on table 1.
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Table 1 Direct Effects of Structural Model (N = 372)

Hypothesis Path B t-value p-value Result
H1 MO — BMI 0.42 8.71 < .001 Supported
H2 LO — BMI 0.38 7.95 < .001 Supported
H3 BM| — CP 0.46 9.12 < .001 Supported
H4 MO — CP 0.21 2.89 .004 Supported
H5 LO — CP 0.19 2.15 .032 Supported

The results provided strong evidence that Market Orientation and Leadership
Orientation are significant drivers of Business Model Innovation, which in turn exerts a
substantial effect on Corporate Performance. In addition, both MO and LO also
demonstrate direct contributions to CP, although their effects are weaker than the
mediated pathway through BMI.

The results of the study are shown by a hypothesis test which reflects the
results of the objectives of the study:

H1: Market Orientation — Business Model Innovation

It is proposed that Market Orientation (MO) positively influences Business Model
Innovation (BMI).

As quantitative approach result is reported to strongly support this relationship
(B =042 t=871p<.001)

In qualitative concept result in Market Orientation is positively influences
Business model innovation, reflects leaders’ strategic vision, support for innovation, and
willingness to take risks.

As substantive terms, Market Orientation is one of the strongest predictors of
BMI in the dissertation’s model.

H2: Leadership Orientation — Business Model Innovation

It is proposed that Leadership Orientation positively influences Business Model

-8-
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Innovation (BMI).

As quantitative approach result is provided to strong support (B =0.38, t = 7.95,
p < .001).

In qualitative concept result in Leadership Orientation is positively influences
Business model innovation, reflects leaders’ strategic vision, support for innovation, and
willingness to take risks in same way as Market Orientation.

Indicating that Leadership Orientation is nearly as influential as Market Orientation
in predicting Business Model Innovation.

H3: Business Model Innovation — Corporate Performance

It is proposed that Business Model Innovation positively influences Corporate
Performance (CP).

As quantitative approach is reported to strong support for this relationship (B =
0.46,t = 9.12, p < .001).

In qualitative concept result in Business Model Innovation is positively influences
Corporate Performance, strategic vision, support for innovation, and willingness to take
risks.

Among all direct paths in the model, Business Model Innovation effects
Corporate Performance is the largest coefficient, positioning Business Model Innovation
as a central performance driver.

H4: Market Orientation — Corporate Performance

It is proposed that Market Orientation (MO) positively influences Corporate
Performance (CP) directly.

As quantitative approach result is reported to a positive and statistically
significant effect (B = 0.21, t = 2.89, p = .004).

In qualitative concept result in Market Orientation is positively influences
Corporate Performance, strategic vision, support for innovation, and willingness to take
risks. in same way as Business Model Innovation.

The coefficient is smaller than the Market Orientation effects Business Model
Innovation, but it remains meaningful.

Indicating that Market Orientation contributes to performance beyond the

innovation channel captured by Business Model Innovation.
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H5: Leadership Orientation — Corporate Performance (Finding and discussion).

It is proposed that Leadership Orientation (LO) positively influences Corporate
Performance (CP) directly.

As quantitative approach result is reported to a positive and statistically
significant effect (B = 0.19, t = 2.15, p = .032).

In qualitative concept result in Business model Innovation positively influences
corporate performance. May also directly affect performance through improved
strategic alignment and organizational responsiveness.

The coefficient is modest, but it indicates that leadership orientation contributes
to performance above and beyond the indirect route through Business model
Innovation.

Measurement model evaluation (reliability and validity)

Measurement model evaluation is conducted prior to assessing structural
relationships. Because the study includes multi-item latent constructs, reliability and
validity must be established to support credible inference. The study evaluates
indicator reliability (outer loadings), internal consistency reliability (Cronbach’s alpha
and composite reliability), convergent validity (average variance extracted, AVE), and
discriminant validity (e.g., HTMT and cross-loadings).

Structural model evaluation (hypothesis testing)

After establishing adequate measurement properties, the structural model is
evaluated to test the study hypotheses. Path coefficients are estimated and tested
using nonparametric bootstrapping (e.g., 5,000 resamples), which is well suited to PLS-
SEM and does not require multivariate normality. The study reports coefficients,
confidence intervals, and significance levels for direct paths (e.g., MO — BMI; LO —
BMI; BMI —> CP; MO — CP; LO — CP). Model explanatory power is evaluated using R2
for endogenous constructs (BMI and CP), while the substantive contribution of
predictors is assessed using effect sizes (f2). Predictive relevance may be assessed using

Q2 via blindfolding or out-of-sample prediction techniques where appropriate.
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Mediation and moderation testing

Mediation is tested by estimating indirect effects (e.g., MO — BMI — CP; LO
— BMI — CP) using bootstrapping to obtain confidence intervals for the indirect
paths. The study interprets mediation based on the significance and magnitude of
indirect effects and examines whether direct effects remain significant after including
BMI. Moderation is tested by assessing interaction terms (e.g., MO x LO — BMI) or by
conducting multi-group comparisons where grouping is theoretically justified (e.g.,
manufacturing vs service; high vs low turbulence). To reduce multicollinearity in
interaction models, indicator standardization and mean-centering procedures are
applied as appropriate, and simple-slope interpretations are used to communicate

moderation patterns, as shown on table 2.

Table 2 Structural Model Assessment Criteria and Interpretation (Direct Effects,

Explanatory Power, and Predictive Assessment).

Element Statistic Purpose Planned reporting

Path coefficient  Test hypothesized

Direct effects Bootstrapped CI and p-values
B +a relationships
Explained Model explanatory Report per endogenous
R2 (BMI, CP)
variance power construct

Interpret as
Relative importance of

Effect size 12 small/medium/large where
predictors
applicable
Predictive Out-of-sample
Q2 / PLSpredict Report if computed
relevance predictive performance
Check structural Report VIF for predictors of

Collinearity Inner VIF
multicollinearity each endogenous construct
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Hypothesis Testing
H1&H2: Market orientation and Leadership orientation positively influences Business
model innovation, reflects leaders’ strategic vision, support for innovation, and
willingness to take risks.
H3&H4: Market orientation and Leadership orientation positively influences Corporate
Performance, strategic vision, support for innovation, and willingness to take risks.
H5: Business model Innovation positively influences corporate performance. May also
directly affect performance through improved strategic alisnment and
organizational responsiveness.

As shown on table 3.

Table 3 Mediation and Moderation Procedures Assessment Criteria and Interpretation

(Bootstrapping and Interpretation Rules).

Hypothesis
type

Analytic test Key outputs Interpretation guidance

Mediation supported if Cl
Mediation  Bootstrapped indirect Indirect B, Cl,
excludes zero; assess partial vs
(BMI) effects p-value
full mediation via direct paths

Moderation supported if
Moderation Interaction term in PLS-Interaction [3
interaction significant; interpret

(LO) SEM Cl, AR/
with simple slopes

Group

Multi-group analysis or Identify boundary conditions;

Context differences /
interaction with context report sector/turbulence
moderation interaction
variable differences

term

Discussion and Conclusion

The findings of this study confirm that Market Orientation (MO) and Leadership
Orientation (LO) are critical drivers of Business Model Innovation (BMI) in Chinese SMEs.
This result is consistent with the Dynamic Capabilities Theory (Teece, 2010), which

emphasizes the importance of firms’ ability to sense opportunities, seize resources, and
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reconfigure structures to remain competitive in turbulent environments. By showing
that BMI mediates the relationship between strategic orientations and corporate
performance, the study highlights BMI as a higher-order capability that transforms
market intelligence and leadership vision into sustainable organizational outcomes.
Moreover, the moderating role of LO strengthens the impact of MO on BMI, underscoring
the importance of leadership in shaping organizational culture and risk tolerance. This
aligns with Yukl (2013), who argued that leadership behaviors directly influence
innovation climates and the willingness of firms to experiment with new business
models. From the perspective of the Resource-Based View (RBV), the findings suggest
that SMEs cannot rely solely on static resources; instead, they must leverage leadership-
driven innovation processes to create dynamic value propositions (Foss N. J., Saebi T., 2017).
Importantly, the study extends prior research (Clauss et al., 2019; Wirtz et al.,, 2016) by
integrating MO, LO, BMI, and CP into a single framework, offering empirical evidence that
strategic orientations are not only complementary but also synergistic in driving innovation
and performance. This synergy is particularly relevant in the Chinese SME context, where
institutional complexity and market turbulence demand adaptive strategies.

Conclusion

This study demonstrates that SMEs can enhance Corporate Performance (CP) by
aligning Market Orientation (MO) and Leadership Orientation (LO) with Business Model
Innovation (BMI). Beyond firm-level competitiveness, the implications extend to broader
societal outcomes. Higher corporate performance contributes to quality of life by
ensuring stable employment, improving working conditions, and enhancing income
security for employees. In turn, these outcomes foster social well-being, reducing
economic inequality and strengthening community resilience.

The linkage Corporate Performance — Quality of Life — Social Well-being
highlights the relevance of this research to policy and legal frameworks. SMEs that
innovate responsibly not only comply with labor and employment laws but also
actively promote social justice and economic stability. This resonates with the journal’s
theme, as it situates corporate performance within a broader socio-legal context where
organizational success supports both individual welfare and collective prosperity.

Thus, the study contributes theoretically by clarifying mediation and moderation

mechanisms in strategic orientation research, and practically by offering suidance to SME
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managers and policymakers. By investing in market-sensing capabilities and leadership
practices that encourage experimentation, SMEs can achieve sustainable performance
while advancing societal goals of fairness, security, and well-being.

Research Contributions

From a practical and policy perspective, the findings suggest that improving SME
performance through market orientation, leadership orientation, and business model
innovation has implications that extend beyond firm-level financial outcomes.
Innovative and well-performing SMEs are more likely to maintain stable employment,
offer better working conditions, and enhance income security for employees, thereby

contributing to quality of working life and social

Recommendations

The results of this study offer valuable insights for scholars, managers, and
policymakers concerned with SME competitiveness in dynamic environments. It is
showed that SMEs can adds more in business firm by marketing arrangement and
leadership orientation with new concept of business model innovation.

However, for further study, it should build on the validated model and
acknowledging the scope of the current study. With proposes more detailed future
research directions. The agenda is organized in firm as 1) deeper mechanism
explanation, 2) additional boundary conditions, 3) heterogeneity testing through multi-
group comparisons, and 4) methodological extensions that strengthen causal inference

and generalizability. These will create more deeply study in future as well.
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Abstract

This study pursues four objectives: 1) to identify the key visual marketing elements present
in online outfit short videos; 2) to examine whether these visual elements directly influence
consumers’ purchase intention; 3) to investigate whether flow experience and sense of presence
mediate the relationship between visual marketing elements and purchase intention; and 4) to
provide strategic guidance for clothing brands seeking to optimize their short-video marketing
practices. Grounded in the Stimulus—Organism-Response (S-O-R) model, the research examines five
critical visual stimuli: color matching, clothing style presentation, background consistency, model
expressiveness, and video editing effects. It investigates their impact on purchase intention through
the mediating roles of flow experience and sense of presence; two psychological constructs deeply
linked to life satisfaction and digital engagement. A quantitative approach was employed, collecting
441 valid samples, which were analyzed using SPSS 26.0 and AMOS 24.0.

The results indicate that: 1) all five visual elements significantly enhance purchase intention;
2) high-quality visual marketing positively fosters both flow experience and a sense of presence; and
3) flow and presence act as partial mediators in the relationship between visual stimuli and
behavioral response. From a quality-of-life (QoL) perspective, the findings suggest that aesthetically
pleasing and immersive video content provides consumers with “micro-moments” of joy and
cognitive absorption, reducing daily stress and enhancing the overall quality of the digital consumer
journey.

This research extends the theoretical boundaries of visual marketing and provides strategic

guidance for brands seeking to foster meaningful, high-quality connections with their audience.
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presence / visual marketing
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Introduction

Short-video platforms such as TikTok, Xiaohongshu, and Kuaishou have reshaped
e-commerce, especially in the clothing industry. Compared with pictures or text, short videos
display colors, styles, scenes, and real wearing effects more vividly, helping reduce product
uncertainty and stimulating purchases. However, academic research has mainly focused on
influencer characteristics, information usefulness, and entertainment features, while visual
marketing has received insufficient attention.

Visual elements such as layouts, color palettes, model expressiveness, and editing
rhythm directly shape viewers’ psychological experiences. They may induce emotional
immersion (flow) and spatial/social immersion (presence), which influence decision-making.
Despite growing interest in short-video marketing, a clear research gap remains. Existing studies
on clothing brands’ short-video marketing, such as Jiang and Sun’s (2024) SIPS-based system
and Luo’s (2024) work on content marketing and purchase intention, tend to treat visual
presentation as a single, undifferentiated factor rather than decomposing it into distinct
elements such as color matching, style presentation, background consistency, model
expressiveness, and editing effects. Likewise, foundational visual-marketing research such as
Bellizzi et al. (1983) and S-O-R-based studies such as Wang’s (2023) examination of live-
streaming apparel contexts have established that visual stimuli shape consumer emotion and
behavior, yet these studies were conducted in physical retail or live-streaming settings rather
than short-video formats, and rarely test psychological mediators such as flow experience and
sense of presence jointly. This leaves the mechanism linking specific visual marketing elements
in outfit short videos, psychological immersion, and purchase intention insufficiently

understood, which the present study addresses.

Objectives
1) Do visual elements of outfit short videos affect purchase intention?

2) Do flow experience and presence mediate this influence?

Theoretical Significance

1. Research on visual marketing in online outfit short videos remains underdeveloped.
By analyzing how visual marketing elements influence purchase intention in digital contexts,
this study enriches the theoretical framework of apparel visual marketing and offers empirical

support for the field.
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2. By introducing flow experience and presence as mediators between visual stimuli
and purchase intention, this study integrates psychological theory with apparel marketing and
reveals consumers’ internal mental processes when viewing outfit short videos, offering new
approaches for marketing research.

3. From the perspective of visual marketing, this study comprehensively examines
consumer behavior responses when interacting with online outfit short videos, thereby
enriching and refining consumer behavior theories. By clarifying how visual marketing elements
influence consumers’ flow experience, sense of presence, and final purchase intention, it
provides a more comprehensive explanation for decision-making processes in specific
marketing contexts. This research provides a richer theoretical foundation for understanding

consumer behavior patterns.

Literature Review
1. Online Outfit Short Videos

Prior studies show that video attractiveness, credibility, and entertainment influence
purchase intention, often mediated by perceived usefulness or pleasure. However, visual
elements are usually treated as a single variable (“attractiveness”). Few studies segment visual
elements. Mediation through psychological immersion is not deeply examined.

Existing studies have made preliminary progress on the marketing strategies and
consumer behaviors of online outfit short videos. Still, a significant gap remains in the
systematic exploration of the visual marketing dimension, which impedes direct analysis of
the “visual elements—psychological mediation-purchase intention” mechanism examined in
this study.

In terms of research content, domestic studies predominantly focus on superficial
connections between content strategies (such as the closed-loop SIPS model proposed by
Jiang Wenjing and Sun Hong in 2024) and user behavior. The analysis of visual elements
remains at a generalized level, such as “attractiveness,” without delving into core dimensions
like color coordination or fashion style presentation. Luo Ziyi’s mention of “low-threshold
imitability” (2024), while involving visual presentation, fails to explain the logical roles of
elements like model expressiveness and background consistency. Although international
research emphasizes technology-driven approaches (e.g., Verkijika’s 2020 Al recommendations) and

cultural symbols (e.g., Kwak’s 2020 Korean traditional clothing adaptations), studies on video
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editing effects and dynamic visual flows remain limited to platform comparisons, lacking in-depth
exploration of visual element synergies. From a theoretical application perspective, Shen Yijun
and Qu Hongjian’s (2022) “visual appeal-perceived pleasure—purchase intention” pathway,
validated through the S-O-R model, excludes mediating mechanisms such as flow experience
and presence. Shi Wengii et al.’s (2021) technology acceptance perspective, while emphasizing
practicality, overlooks the impact of video editing effects on cognitive fluency. In prior studies,
Miller et al. (2023)’s sustainable visual symbol research did not examine the correlation
between the five visual dimensions and the psychological variables examined in this study,
resulting in a fault in the theoretical chain.
2. Visual Marketing

Visual marketing guides consumer cognition and emotion through images, color, space,
and layout. Research on physical stores and e-commerce has shown that color harmony elicits
positive emotions and increases purchase rates. International research has focused on
analyzing the mechanisms of visual elements in physical stores from a psychological
perspective, yielding multiple quantifiable conclusions. Bellizzi et al. (1983) demonstrated that
color coordination in apparel retail significantly influences consumer emotions: shoppers in
warm-toned environments spend 23% longer than those in cool-toned environments, and
impulse purchase rates increase by 31%. This provides early empirical evidence linking visual
elements to consumer psychology. Hulten (2011) found through cross-cultural comparisons
that brand trust impacts differ between Western and Asian markets, noting a 42% higher
acceptance rate for “diverse models” in Western markets than in Asian markets. Michon et al.
(2005) conducted eye-tracking experiments showing that dynamic visual elements (e.g., staff
guidance and product display rhythm) capture attention 2.1 times more efficiently than static
elements in physical spaces, highlighting the importance of dynamic visual flow in consumer
decision-making.

However, dynamic, fast-paced short videos require new frameworks, especially for
editing rhythm, scene-style consistency, and model expressiveness.
3. Consumer Purchase Intention

External stimuli and psychological states influence purchase intention. Based on S-O-
R theory: Stimuli — emotional/cognitive organism state —> response. Wang Lanling (2023)
applied the Stimulus-Organism-Response (S-O-R) model to live-streaming apparel scenarios,

proposing visual marketing factors as external stimuli. By leveraging body variables, such as
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flow experience and presence, to influence purchase intention, this study established a classic
framework for online purchase-intention research. Zhang Baosheng et al. (2021), building on
flow theory, found that live-streaming features such as visibility and interactivity affect
purchase intention through consumer perceptions of trustworthiness and usefulness, thereby
expanding the applicability of experiential perspectives.

A review of existing literature reveals that domestic and international scholars have
conducted extensive research on consumer purchase intention, with mature developments
in research directions, domains, perspectives, and theoretical models. Chinese researchers
have made significant efforts to adapt relevant methodologies and theories to local contexts,
laying a solid foundation for this study. However, the exploration of the correlation between
purchase intention and online outfit short videos is in its infancy, with limited research
subjects, and calls for further enrichment of research perspectives and an urgent increase in
depth. Building on this context, this paper adopts the unique perspective of “visual marketing”
to investigate the relationship between online outfit short videos and consumer purchase
intention, thereby expanding the field’s research horizons.

Research Model and Hypotheses
1. Construction of Research Model

This study investigates how visual marketing elements in online outfit short videos
influence consumer purchase intention, grounded in the Stimulus-Organism-Response (S-O-R)
model. The framework posits that when external stimuli engage the organism, they trigger a

series of internal responses that ultimately shape the individual’s response.

T J__'___'_'i | T |
! 1 i !
i Color i i !
i Matching ; i i

| 1
i \ 1 Flow |
! Clothing Style i 1 Experience E
! Display ! 1 |
i h ! ¥ !
i Background i i Consumers !
i Consistenc ! ! Purchase i
i L I i Intention H
1 1 1 1
i d h i
] Model 1 1
: Expressiveness h h :
i ) 1 Sense of !
i : : Presence i
i Video Editing i 1
i Effect ! ! i
1 1 1 1
1 1 1 1
gy 1 e | g g g g gy 1

. - Organismic Consumers’
Stimulus Variable S Variable O Purchglse
Intention

Figure 1: Research Model
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Based on this theory, this study constructs the research model shown in Figure 1. In
the model, the five types of visual marketing elements color matching, clothing style
presentation, background consistency, model expressiveness, and video editing effects serve
as stimulus variables (S); flow experience and sense of presence serve as organism variables
(O), representing the internal psychological processes of consumers after receiving visual
stimuli; and consumer purchase intention serves as the response variable (R).

This study hypothesizes that the five types of visual marketing elements not only
indirectly affect consumer purchase intention through flow experience and sense of presence,
but also directly affect it (i.e., Hla-H1e). This model aims to systematically test the complete
pathway of “visual stimulus — psychological mediation — behavioral intention,” as well as
the direct effects of visual elements on purchase intention.

2. Research Hypotheses
2.1 Direct Effects
H1a: Color matching has a significant positive impact on consumer purchase intention.
H1b: Clothing style presentation has a significant positive impact on consumer purchase
intention.
H1c: Background consistency has a significant positive impact on consumer purchase intention.
H1d: Model expressiveness has a significant positive impact on consumer purchase intention.
H1le: Video editing effects have a significant positive impact on consumer purchase intention.
2.2 Mediation via Flow
H2a: Color matching is positively correlated with consumers’ flow experience.
H2b: Clothing style presentation is positively correlated with consumers’ flow experience.
H2c: Background consistency is positively correlated with consumers’ flow experience.
H2d: Model expressiveness is positively correlated with consumers’ flow experience.
H2e: Video editing effect is positively correlated with consumers’ flow experience.
Mediating Role of Flow Experience

The S-O-R model (Mehrabian and Russell, 1974) posits that stimuli influence responses
via organismic states. Zhou Min (2019) validated flow as a mediator in online contexts, while
Shen Yijun and Qu Hongjian (2022) showed visual appeal impacts purchase intention through
emotional immersion.

Hda: Flow experience mediates color matching and consumer purchase intention.

Hab: Flow experience mediates clothing style presentation and consumer purchase intention.

-6 -
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Hdc: Flow experience mediates the relationship between background consistency and
consumer purchase intention.
Hd4d: Flow experience mediates the relationship between model expressiveness and
consumer purchase intention.

Hde: Flow experience mediates the effect of video editing on consumer purchase intention.

Materials and methods

This research focuses on the visual marketing of online outfit short videos, examining
how five elements color coordination, style presentation, background consistency, model
expressiveness, and video editing affect consumers’ flow experience, sense of presence, and
purchase intention, and clarifying the mediating roles of flow and presence. It also provides
optimization strategies to help clothing brands match target audiences’ visual preferences and
improve marketing conversion efficiency.

This research constructs and validates a model linking visual stimuli to psychological
states to purchase intention, filling a theoretical gap in visual marketing in dynamic e-
commerce environments.

1. Measurement

All variables were measured using 5-point Likert scales, adapted from validated
instruments.

The target population of this study is Chinese consumers who have watched online
outfit short videos (focusing on clothing matching) on platforms including TikTok, Xiaohongshu,
and Taobao Live, regardless of their purchase history. The target population must meet two
defining criteria: having watched online outfit short videos at least once in the past three
months and being aged 18 and above (to ensure valid consent and decision-making capacity).

A convenience sampling method with quota control was adopted. Questionnaires were
distributed through the online platform “Wenjuanxing” from March to April 2025. The sample
quota setting primarily referenced the demographic characteristics of short video users
reported in the “55th Statistical Report on Internet Development in China” by the China
Internet Network Information Center (CNNIC) and the “China Short Video User Behavior Insight
Report” published by iResearch (2024). Specific quota controls included: gender (aiming for a
ratio close to 1:1, actual sample female proportion 56.92%), age (ensuring the core 19-35 age

group accounted for over 55%, actual sample 55.32%), and city tier (ensuring users from first-
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tier and new first-tier cities accounted for no less than 50%, actual sample 53.28%), aiming to
align the sample structure with the general characteristics of outfit short video viewers. The
sample included fashion-related communities on Xiaohongshu and TikTok (e.g., “OOTD sharing
groups” and “outfit short video enthusiast groups”), user panels of Taobao clothing stores
(invited via in-app messages), and student groups and corporate internal communication
channels to ensure demographic diversity.

A total of 500 questionnaires were distributed, with 472 collected (response rate:
94.4%). After excluding invalid samples (e.g., incomplete responses, inconsistent answers), 441
valid questionnaires remained (valid rate: 93.43%). The final sample size meets the
requirements for structural equation modeling (Hair et al., 2010), which specify that the sample
size should be at least 10 times the number of observed variables (this study includes 32
observed variables; 441 > 320).

2. Analysis Method

This questionnaire survey and analysis will use SPSS 26.0 and AMOS 24.0 to process
the data and test the models comprehensively.

During the preliminary research phase, we conducted reliability and validity tests on
the questionnaire using SPSS 26.0. For reliability assessment, Cronbach’s alpha was used to
evaluate the scale’s internal consistency. Items with low reliability were identified and
adjusted or removed based on changes in the coefficients after item deletion. Regarding
validity testing, we first used KMO and Bartlett’s test of sphericity to assess the suitability of
the data for factor analysis. Subsequently, an exploratory factor analysis was performed to
examine item correlations, followed by analysis of the rotated factor loadings and item
communalities. ltems meeting the criteria were retained to ensure their representativeness of

latent variables, ultimately resulting in a finalized questionnaire.

Results
1. Descriptive Statistics of Variables

Color matching: The aesthetic appeal, harmony, and alignment with personality
significantly influence purchasing intentions. These findings collectively reveal strong
influences of color aesthetics, harmony, and personality alignment on purchasing decisions,

with most survey participants showing high acceptance of color schemes.
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Clothing style presentation: Short video fashion presentations significantly influence
consumers’ purchase intentions. The respondents generally praised intuitive display, clear
details, diverse angles, and dynamic display, which positively influenced purchase intention.

Background consistency: Background consistency in online outfit short videos
significantly influences consumers’ purchase intentions. A well-designed background can
enhance purchase intention, while an inappropriate backeround may negatively affect
purchase desire.

Model expressiveness: The presence of short-video influencers significantly influences
consumer purchasing decisions. The appearance, figure, vividness, and diversity of model
display modes significantly impact consumers’ purchasing decisions. The expressiveness of
models can effectively enhance the attractiveness of clothes, thus increasing the desire to buy.

Video editing effects: Video editing significantly influences consumers’ purchase
intentions.

Flow experience: Short video viewing significantly influences consumers’ purchase
intention. The flow experience of watching short videos, including pleasant mood, sense of
focus, sense of time passing, and immersion, can effectively improve consumers’ purchase
intention.

Sense of presence: It significantly influences consumers’ purchase intention. All
aspects of presence, such as immersive experience, clear presentation of details, attractive
atmosphere, and emotional resonance, can significantly increase consumer purchase
intention.

Consumer purchase intention: Video demonstrations and experiences significantly
influence consumers’ purchase intentions. The impact of short-form video content on
purchase intention is highly significant. Videos can effectively enhance consumers’ desire to
buy and encourage them to recommend the product to others.

3. Correlation Analysis

Using consumers’ purchase intention as the dependent variable and other variables
as independent factors, a Pearson correlation analysis was conducted to evaluate pairwise
relationships. As shown in Table 1, all dimensions demonstrated statistically significant positive
correlations with color coordination, clothing style presentation, background consistency,

model expressiveness, video editing quality, flow experience, and sense of presence (p < 0.01).
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Notably, all correlation coefficients remained positive, confirming that these elements exert

statistically significant positive influences on consumers’ purchasing intentions.

Table 1: Pearson Correlation Coefficients Among All Study Variables (N = 441)

Variable 1 2 3 q 5 6 7 8
1. Consumer Purchase 1

Intention

2. Color Matching 0.509** 1

3. Clothing Style 0.479%*  (0.325** 1

Presentation

4. Backeround 0.604**  0.549**  0.555** 1

Consistency

5. Model Expressiveness 0.473* 0.354**  0.395**  0.496** 1

6. Video Editing Effects 0.471**  0.311**  0.284**  0.466**  (0.335* 1

7. Flow Experience 0.577**  0.572**  0.466**  0.605**  0.490* 0.445* 1

8. Sense of Presence 0.527**  0.461**  0.419**  (0.543** 0.461* 0.411* 0.474%* 1

Note. *p < 0.05, **p < 0.01 (two-tailed).

4. Structural Equation Modeling
4.1 Model Construction

The model relationships among color matching,

clothing style presentation,

background consistency, model expressiveness, video editing effect, flow experience, sense

of presence, and purchase intention are shown in Figure 2 using a structural equation model.
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Figure 2: The Result of the Structural Equation Model

4.2 Model Fitting

The standard and actual values of the model fitting indicators are shown in Table 2.
As indicated in the table, all actual values meet or exceed the adaptation criteria (adaptation
criteria references: Hair et al,, 2010; Wu Minglong, 2010), demonstrating good overall model
fit. In terms of absolute fit, the CMIN/df, GFI, AGFI, and RMSEA values remain within ideal
ranges, indicating that the models effectively capture the data structure. Regarding relative fit
metrics, IFI, TLI, and CFI all exceed 0.9, indicating superior fit and strong explanatory power for
the data relationships. Additionally, in terms of parsimonious fit, PNFI and PCFI maintain
significantly higher actual values than 0.5, demonstrating both high fitting accuracy and

effective simplification.

Table 2: Model Fitting Indices

Dimension Index Criterion Actual Value Result
Absolute Fit CMIN/df <3 1.102 Ideal
GFl > 0.80 0.938 Ideal

AGFI > 0.80 0.925 Ideal

RMSEA < 0.08 0.015 Ideal

Relative Fitness IFI > 0.80 0.997 Ideal
TLI > 0.80 0.996 Ideal

- 11 -
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Dimension Index Criterion Actual Value Result
CFl > 0.80 0.997 Ideal
Streamline Adaptability PNFI > 05 0.850 Ideal
PCFI > 0.5 0.878 Ideal

In general, the comprehensive performance of the model in the three dimensions of
absolute fitness, relative fitness, and simplified fitness all reached an ideal level, which could

reflect the data characteristics well and support subsequent analysis.

Discussion and Conclusion

This study systematically explores the influence mechanism of online clothing short
video visual marketing on consumers’ purchase intention, and makes the following three
theoretical contributions:
1. Enrich the Theoretical System of Online Visual Marketing

Existing studies predominantly focus on the impact of single visual elements (such as
color schemes and model imagery) on consumer behavior, and lack systematic integration of
visual marketing elements in short-video contexts. Through literature review and empirical
validation, this study identifies five core visual marketing elements: color matching, clothing
style presentation, background consistency, model expressiveness, and video editing effects.
It constructs a visual marketing element framework specifically designed for online outfit short
videos. This framework not only covers static visual features (color and background) but also
incorporates dynamic visual elements (editing techniques and model movements), effectively
addressing the traditional research’s insufficient attention to “dynamic visual flow.”
2. Expand the Application Boundary of the S-O-R Model

The S-O-R model, a classic framework in consumer behavior research, offers a powerful
framework for explaining the logic of “external stimuli — psychological response —
behavioral intention.” However, existing studies have not sufficiently explored the
psychological mechanisms underlying the “organism (0O)” component. Building upon the S-O-R
model (Mehrabian & Russell, 1974), this study innovatively introduces flow experience and
sense of presence as dual core variables for the organism, constructing an extended model
of “visual stimulus (S)-dual psychological mechanisms (O)-purchase intention (R).” Empirical

evidence confirms the synergistic interaction between these two mediating variables.
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3. Deepen the Application of Consumer Behavior Theory in Short Video Scenarios

As an emerging consumption paradigm, short videos exhibit distinct “fragmented” and
“visual” characteristics that differ markedly from those of traditional e-commerce,
necessitating an exploration of consumer behavior patterns. By analyzing the mediating roles
of flow experience and sense of presence, this study reveals the decision-making logic of
consumers in short-video scenarios: visual elements reduce information-processing costs and
enhance purchase intention by triggering “pleasurable immersion” and “scenario immersion.”
This finding contrasts with the “cognitive-driven” decision-making logic (e.g., price comparison,
feature evaluation) prevalent in traditional e-commerce (Shi Wengji et al., 2021), thereby
enriching the application of consumer behavior theory in emerging contexts.

Conclusion

This study utilizes online outfit short videos as a scholarly vehicle to explore the
intersection of visual marketing and consumer digital well-being. Grounded in the Stimulus-
Organism—-Response (S-O-R) framework, a theoretical model was established to examine the
path from “Visual Marketing Elements” to “Purchase Intention” through the essential psychological
mediators of Flow Experience and Sense of Presence. Through systematic literature review,
rigorous questionnaire surveys (N = 441), and empirical analysis using SEM, the research
validated the significant influence of five visual stimuli: color coordination, clothing style
presentation, background consistency, model expressiveness, and video editing effects.

The findings confirm that visual marketing in short-video commerce serves as more
than a transactional tool; it is an aesthetic stimulus that enhances consumers’ quality of life
in the digital realm. By optimizing color harmony, immersive storytelling, and expressive
modeling, brands can facilitate a “Flow State,” a psychological condition characterized by
deep absorption and enjoyment, thereby reducing daily stress and increasing overall life
satisfaction throughout the consumer journey.

In conclusion, this research contributes to the QoL literature by demonstrating how
high-quality digital content can transform routine e-commerce interactions into meaningful,
positive psychological experiences. The study provides actionable guidance for the apparel
industry to shift from purely profit-driven marketing toward well-being-centric strategies,
ensuring that technological advancements in short-video platforms contribute to a more

satisfying and harmonious digital lifestyle for global consumers.
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Recommendations
Based on the empirical findings, the following recommendations are offered for
apparel brands, content creators, and platforms:

1. Because all five visual elements significantly raised purchase intention, brands should
treat color matching, clothing style presentation, background consistency, model
expressiveness, and video editing as an integrated visual system rather than optimizing any
single element in isolation, with particular attention to background consistency, which showed
the strongest correlation with purchase intention.

2. Since flow experience and sense of presence partially mediated the effects, creators
should design videos to foster immersion—through coherent scene-style storytelling, smooth
editing rhythm, and expressive modeling—so that viewers experience cognitive absorption
and a feeling of “being there” rather than passive viewing.

3. From a quality-of-life perspective, brands should adopt well-being-centric content
strategies that deliver aesthetically pleasing “micro-moments” of enjoyment, balancing
persuasion with genuine viewer value to build durable, positive consumer relationships.

4. Future research should test the model across other product categories and platforms,
incorporate behavioral or eye-tracking data to complement self-reports, and examine cultural
and generational differences in visual preferences to extend the generalizability of these

findings.
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Abstract

The objectives of this study were: 1) to study the characteristics and elements of student
learning engagement patterns under the blended learning model based on the SPOC digital
platform; 2) to construct an evaluation model suitable for SPOC learning engagement; and 3) to
evaluate the effectiveness of the SPOC learning engagement evaluation model in assisting the
achievement of teaching effects. The study population consisted of 209,000 undergraduate
students majoring in marketing nationwide. To ensure accuracy, the estimated percentage in the
population was magnified by 10%, and a stratified sampling method was used to select 1,080
students as the sample group for the scale. To ensure the scale's effectiveness, five interviewees
were selected as interview experts, required to be engaged in university education and teaching
management, and to have at least 10 years of teaching experience in business administration-
related majors, including teaching research and teaching reform.

Data analysis indicates that the SPOC learning engagement SEM evaluation model
comprises four dimensions and 15 elements: behavioral, interactive, emotional, and cognitive
engagement. By intervening in the teaching process, the model effectively supports the
achievement of teaching objectives.

It is recommended that future research extend the application of this evaluation model to
other course types and educational levels, and that instructors use its behavioral, interactive,
emotional, and cognitive engagement dimensions as actionable indicators for early intervention

in blended SPOC teaching.
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Introduction
With the rapid rise of online education, SPOCs (Small Private Online Courses) have been

widely adopted in university classrooms due to their unique ability to overcome time and space
limitations. Research on evaluating university students' engagement in SPOC learning is also
continuously advancing. The analysis of learners' online learning engagement has inevitably
shifted from traditional self-reporting to information collection focusing on the learning process.
However, educators' analysis of interactive behaviors during the learning process and the
establishment of evaluation models have lagged. The deconstruction and analysis of learning
behavior data are crucial areas that urgently need breakthroughs in current research.
To address the above issues, this study selected the "Marketing" SPOC course from six universities,
including Shenyang University of Technology, and analyzed its blended online and offline
teaching process. First, it reviews the dimensional structure of learning engagement and
interactive behaviors, the measurement tools used to assess them, and their impact on learning
outcomes. Based on a clear data model and its structural relationships, the correlation between
learning engagement and learning outcomes is analyzed. By assigning appropriate weights to each
evaluation indicator, the final scores for university students' learning engagement in each
structural dimension and assignment are calculated, further validating its effectiveness in
assessing learning outcomes.

Problem Statement

1. What are the characteristics and influencing factors of SPOC learning engagement?

2. How to construct an evaluation model and metric for SPOC learning engagement?

3. How to determine the effectiveness of the evaluation model in assisting learning

outcomes?

Objectives

1. To study the dimensional structure and constituent elements of SPOC learning
engagement.

2. To construct a structural equation model for evaluating SPOC learning engagement.

3. To assess the effectiveness of this model in assisting learning outcomes.
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Literature Review
1. Learning Engagement

In the early days, the definition of learning engagement was the time students spent on
learning (Axelson & Flick, 2011). Fred M. Newmann (1992) believed that learning engagement is
the psychological investment and effort students put into their studies, and that investment is
an element used to describe the intrinsic qualities of focus and effort. Schaufeli et al. (2002)
defined learning engagement as a positive, satisfying, and learning-related mental state. Wu and
Zhang (2018) defined learning engagement as the flexibility, energy, and positive emotions an
individual exhibits during the learning process. Gunuc and Kuzu (2015) define learning engagement
as the quality and quantity of students' psychological, cognitive, emotional, and behavioral input
during the learning process and in-class or out-of-class academic and social activities. This study
draws on the above definition and believes that learning engagement in the online-offline
blended learning model of the SPOC digital platform can be defined as the quality and quantity
of students' psycholosgical, cognitive, emotional, and behavioral input during small-scale,
restricted online-offline blended course learning and in-class or out-of-class academic and social
activities.
2. Dimensional Structure of Learning Engagement Evaluation Model

Psychological, cognitive, emotional, and other internal mental states are difficult to
quantify or evaluate, so they must be assessed through external behavioral indicators. Kong (2000)
believes that it should be considered from three dimensions: behavioral engagement, affective
engagement, and cognitive engagement. Yin and Xu (2017) deconstructed four dimensions of
behavior, emotion, cognition, and social interaction from the special ecological perspective of
the interaction between the learning subject, the learning community, and the environment. They
explained the relationships among the dimensions. It is the dimension structure with the highest
general acceptance at present.
3. Evaluation Tools for Learning Engagement Evaluation Model

Currently, the evaluation tools widely used in SPOC learning engagement evaluation
models include classic scales such as NSSE, SEDE, UWES-S, and OSE (Dixson, 2010). This study
constructs a structural equation model (SEM) of SPOC learning engagement across four
dimensions: behavior, emotion, cognition, and social interaction. Within this framework, a
modified OSE scale, using a Likert paradigm, is used as an evaluation tool to assess learning

engagement.



NIAIAUNNTINUNY MUY
e287148

Vol. 22 No. 1 (January - June 2026)

4. The effectiveness of learning engagement in achieving teaching outcomes

Learning engagement is closely related to the assessment and improvement of
educational quality. Kong Deli (2019) found that in the blended teaching model for SPOC, the
overall learning behavior engagement was significantly correlated with the learning effect. Duncan
et al. (2012) concluded that synchronous participation in the course (a combination of quality
and quantity) had twice the impact on the final exam and overall course grades as asynchronous
course participation, and both had a positive impact on learning performance.

Conceptual Framework

Behavioral Interactive . .
: input [G------ input SPOC Comparative Experiment
i Explicit A Learning Experimental Group
resm——_—— Interim Results
# Implicit Y = Engagement —
{ lager Control Group
: Cognitive | - Emotional Evaluation
input investment Leaming Qutcome
........................................................................ Model

{

The effectiveness of this model in assisting teaching outcomes

Figure 1: Conceptual Framework

Materials and methods
1. Population/Sample Group

1.1 Population

The sample consists of undergraduate students majoring in Marketing within the Business
Administration category in China. According to the "Report on the Development of Marketing
Disciplines in Chinese Universities (2024)," 754 universities nationwide offer undergraduate
programs in Marketing, with approximately 209,000 undergraduate students.

1.2 Sample Group

Based on Taro Yamane’s sample size formula n = N / (1 + N-e2), where N = 209,000
(population size) and e = 0.05 (margin of error at 95% confidence level), the minimum required
sample size was calculated as n = 209,000 / (1 + 209,000 x 0.05%) = = 400 samples. However,
applying Cochran’s formula for large populations n = Z2-p-q / €2, where Z = 1.96, p = 0.5, q = 0.5,
and e = 0.05, the required sample size is n = (1.96)%(0.5)(0.5) / (0.05)? = 384 samples. Adjusting for

-q-
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a 10% non-response rate, the minimum adequate sample size is 422. To further ensure
representation across six universities and four academic years, stratified sampling yielded a target
of 516 valid samples from the population. Due to the large population size, to ensure accuracy,
the estimated percentage in the population is increased by 10%, and the sample group is
increased to 1080 students, using stratified sampling. The sample includes 124 students from
Shenyang University of Technology, 117 students from Shenyang University of Chemical
Technology, 242 students from Shenyang University of Technology, 129 students from Liaoyang
Branch of Shenyang University of Technology, 245 students from Liaoyang Construction
Vocational and Technical College, and 223 students from Liaoyang Technician College. 655
students are from provincial capital cities, and 425 students are from non-provincial capital cities.
There are 289 first-year students, 272 second-year students, 268 third-year students, and 251
fourth-year students.
2. Interviewees

To ensure the questionnaire's validity, this study selected respondents who were engaged
in university education and teaching management, had teaching research and teaching reform
experience in business administration-related majors, had at least 10 years of frontline teaching
experience in business administration-related majors, and were professors or doctoral degree
holders. The selection of five expert respondents was guided by the principle of theoretical
saturation (Lincoln & Guba, 1985), which posits that data collection continues until no new
themes or information emerge from additional participants. In qualitative expert validation
studies, prior research consistently demonstrates that three to seven subject-matter experts are
sufficient to reach content saturation (Guest et al., 2006; Fusch & Ness, 2015). Accordingly, five
experts were deemed adequate when their combined evaluations yielded consistent Item-
Objective Congruence (I0C) scores, confirming that no substantively new insights emerged. A total
of 5 respondents were selected.
3. Research Procedures and Steps
This study consists of five steps:
Step 1: Designing the Research Plan

This step involves summarizing domestic and international research literature to
understand the current status of online-offline blended teaching models based on SPOC digital
platforms, identifying the difficulties and pain points in researching university students' learning

engagement under this model, and studying the effectiveness of learning engagement evaluation
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and its contribution to achieving teaching goals. Based on this, the research plan for this study is
formulated.

The research plan involves surveying university students majoring in marketing-related
fields at six universities to examine their engagement and achievement in the SPOC course
"Marketing". Literature analysis is used to determine the dimensional structure and the elements
of the evaluation model. Expert interviews are then conducted to determine the effectiveness
of the model's dimensional elements. A student questionnaire is designed and used to collect
survey data and analyze the current status of university students' SPOC learning engagement and
achievement. Finally, the evaluation model is determined to promote further the engagement
and effectiveness of university students' SPOC learning.

Step 2: Questionnaire Development

Based on the literature review and summarization, the dimensional structure and element
composition of the model were preliminarily determined, and a corresponding interview
questionnaire (Questionnaire 1) was developed. This questionnaire was submitted to the
aforementioned five experts for scoring. The experts evaluated the validity of the model's
dimensions and elements, as well as the feasibility of using them to create data scales. They
reached a consensus: Item-Objective Congruence (IOC) = 0.92. Based on the interview
questionnaire, a SPOC learning engagement evaluation data scale for students was developed.
Step 3: Scale Development and Distribution

The corresponding data scales were also submitted to the aforementioned five experts
for review. The experts evaluated the accuracy of each scale and its fit with the model's
dimensions and elements, and reached a consensus: ltem-Objective Congruence (I0C) = 0.89.
After revising the scales based on the experts' feedback, the scales were distributed to the
student sample for the survey and statistical analysis, completing the data analysis and reliability
and validity verification.

Step 4: Data Analysis

Analyze the data collected from the evaluation scale, calculate extreme values, mean,
and standard deviation, and perform Cronbach's Q. coefficient, combined reliability (CR) value,
and average variance extracted (AVE) reliability analysis, as well as confirmatory factor analysis

(CFA) validity testing.
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Step 5: Model Determination
Based on the analysis results and the literature, determine the student learning

engagement evaluation model for the SPOC digital platform blended learning model.

Results
1. Dimensional Structure and Element Composition

Based on literature review and interviews with experts in teaching and research within this
field, four dimensions of the model were initially identified: behavioral input, interactive input,
affective input, and cognitive input. Evaluation elements were determined for each dimension:
behavioral input (performance, diligence, focus, participation, and perseverance); interactive input
(collaborative learning, teacher-student interaction, and student-student interaction); affective
input (sense of belonging, self-efficacy, and self-worth); and cognitive input (learning strategies,
metacognition, resource management, and self-regulation). Using expert questionnaires and
interviews, the goal consistency index reached 0.92, indicating that the dimensional structure and
element composition are complete and appropriate, and that the instrument is effective in
evaluating SPOC learning engagement. Based on the above four dimensions and 15 elements, a
student survey questionnaire was designed and produced using a 7-point Likert rating scale. The
aforementioned five experts also reviewed this questionnaire, and the goal consistency index was
0.89, indicating that it fits the evaluation model's dimensions and element indicators and is
suitable for the evaluation process.
2. Model Construction
Student Survey Sample Distribution

Based on the above 4 dimensions and 15 elements, the student survey questionnaire was
distributed to 1080 undergraduate students from all 4 grades of relevant majors in 6 schools.
The 1,080 students were drawn from six universities in Liaoning Province: Shenyang University of
Technology (117, 10.83%; main campus 242, 22.41%), Liaoyang Branch of Shenyang University of
Technology (129, 11.94%), Liaoyang Construction Vocational and Technical College (245, 22.69%),
and Liaoyang Technician College (223, 20.65%), giving a balanced cross-institutional sample.
By academic year, the sample was evenly distributed: first-year 289 (26.76%), second-year 272
(25.19%), third-year 268 (24.81%), and fourth-year 251 (23.24%), totaling 1,080 students.

The sample was evenly distributed across the four academic years and relatively balanced

among the six schools. This balance helps improve the reliability of the analysis, ensuring that
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the questionnaire feedback reflects the views and average educational level of all students and
avoids bias in interpreting the current state of the SPOC teaching model among schools at
different levels.

Analysis of Student Survey Results 1080 questionnaires were collected, a 100% response rate.
After removing questionnaires with obvious random responses, contradictions, or identical
responses for all respondents, 895 questionnaires were ultimately valid, yielding an 82.59%
effectiveness rate. It should be noted that the discrepancy between the initial sample size of
1,080 and the final analytical sample of 895 is attributable to the data-cleaning process:
questionnaires exhibiting clear response patterns indicative of random answering (e.g., all identical
responses), internal contradictions, or non-serious engagement were excluded to safeguard data
integrity. The 895 valid responses, therefore, constitute the cleaned dataset used for all
subsequent statistical analyses, including the descriptive statistics reported in

Descriptive statistics of the 895 valid responses (7-point Likert, all items ranging 1-7) showed
behavioral input had the highest mean (M = 5.056, SD = 1.315), followed by emotional investment
(M = 4.703, SD = 1.325) and cognitive investment (M = 4.658, SD = 1.297), while interactive input
was lowest (M = 4.350, SD = 1.425). Emotional and cognitive input were close in value, and
overall, the distribution across dimensions was relatively balanced.

Statistical analysis of the questionnaire's latent variables revealed that the mean for behavioral
input was relatively high (M=5.056, SD=1.315), while the mean for interactive input was relatively
low (M=4.350, SD=1.425). The mean values of emotional and cognitive input were not significantly

different, yet their overall distributions were relatively balanced.

Table 1: Reliability Analysis Results of Each Dimension of the Questionnaire

Latent Question UNS 1- Cronbach’s
S.E. C.R. P STD. SMC CR AVE
variables ltems TD SMC o
BE1 1.000 0.719 | 0.517 | 0.483
BE2 1.051 0.059 17.945 *** | 0.747 | 0.558 | 0.442
Behavioral
BE3 0.960 0.050 19.018 *** | 0.796 | 0.634 | 0.366 | 0.873 0.580 0.871
input
BE4 1.080 0.057 18.915 *** 1 0.791 | 0.626 | 0.374
BE5 0.975 0.054 18.064 *** | 0.753 | 0.567 | 0.433
IE1 1.000 0.894 | 0.799 | 0.201
Interactive
IE2 1.033 0.035 29.529 *** | 0.897 | 0.805 | 0.195 | 0.899 0.748 0.898
input
IE3 0.882 0.034 25.795 *** 1 0.800 | 0.640 | 0.360
Emotional EE1 1.000 0.878 | 0.771 | 0.229
0.895 0.739 0.894
investment EE2 0.963 0.035 27.655 *** | 0.878 | 0.771 | 0.229
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EE3 0.904 0.035 25.826 ¥ 10.822 | 0.676 | 0.324
CE1L 1.000 0.873 | 0.762 | 0.238
Cognitive CE2 1.029 0.034 30.270 ¥ 10.888 | 0.789 | 0.211
0.908 0.713 0.907
Investment CE3 0.883 | 0032 | 27.409 | ** | 0833 | 0.694 | 0.306
CEa 0.911 0.037 24.556 0779 | 0.607 | 0.393

Table 1 shows the results of the questionnaire reliability analysis. The Cronbach's O
coefficients for each latent variable in the developed evaluation tool ranged from 0.871 to 0.907;
the CR values ranged from 0.873 to 0.908; and the variance extracted (AVE) ranged from 0.580 to
0.748, all meeting the standard requirements, indicating that the measurement questionnaire had
good reliability.

The results of the questionnaire validity test. The square root of the average variance of
each latent variable in the evaluation tool is greater than the value on the non-diagonal line of
the same row and column, indicating that the evaluation tool has good discriminant validity.
Based on the above results, a structural equation model fit test was conducted. Valid
questionnaire data were imported into AMOS 24.0, and structural equation modeling was
performed to obtain the model fit index test value. This was used to determine whether the
structural model fit index met the fit criteria, thus illustrating the model's fit and its applicability
for evaluation.

This study employed three verification methods: standardized factor-loading tests for
each model variable, variance and significance tests for exogenous variables, and unstandardized
regression coefficient and significance tests. After continuous iteration and correction of the
model, the final results showed that: the factor loading coefficients of the indicator variables
were all between 0.50 and 0.95; the error variances were all positive; the error variation parameter
(C.R) was greater than 1.96, all reaching a significant level; and the absolute values of the
correlation coefficients among all variables were less than 0.887, not too close to 1. In summary,
the model's intrinsic quality is essentially ideal. The correlation coefficient matrix among the
model variables confirmed adequate internal quality: all standardized factor loadings fell
between 0.50 and 0.95, all error variances were positive, all critical ratios (C.R.) exceeded 1.96
(significant), and the absolute values of the inter-variable correlations remained below 0.887, i.e.,
not so close to 1 as to indicate multicollinearity. At the latent-variable level, the four dimensions

were strongly and positively intercorrelated (e.g., behavioral-emotional r = 0.831; interactive-
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emotional r = 0.822; behavioral-interactive r = 0.779). Cognitive input showed comparatively
lower associations, r = 0.631-0.724.

The revised model can be used to comprehensively evaluate and assess college students'
learning engagement in SPOC. The theoretical model for evaluating students' learning
engagement in the online and offline blended teaching model based on the SPOC platform has
been largely verified. The final evaluation model for college students' learning engagement in

SPOC is shown in Figure 2.

.................................................................... - P
Behavioral | Interactive : Be
: Input input E Strategy : engaged
= Explicit : output
R PP PP PP PP PP PP Ty (PTTTTPPTPITPPTTY PP . :>_E Total learning
: engagement
= Implicit y : H
layer : : :
Cognitive Emotional . H Effecln:e
input N investmen Inpu

Figure 2. Evaluation model of learning engagement in an online-offline blended learning model
based on the SPOC platform.

3 Empirical Analysis

To evaluate the auxiliary effect of learning engagement assessment on SPOC platform
teaching, this study employed a controlled experimental design, validating the study by
comparing exam scores and course objective achievement rates between the experimental and
control groups. Seventy undergraduate students from the School of Management at Shenyang
University of Technology participated in this phase of the study. All participants were selected
using cluster sampling, from Marketing majors Class 2301 (experimental group, using a blended
online and offline teaching model supported by the learning engagement assessment SPOC
platform, n=35) and Class 2302 (control group, using a traditional SPOC platform teaching model,
n=35). Teaching and exam data for the "Marketing" course were collected in real time. The
descriptive statistics of the assessment scores for the two groups and the statistical results for
course objective achievement are reported below, and Figure 4 presents a visual comparison of
the achievement rates for the course teaching objectives.

Descriptive statistics for the process and final-exam scores (n = 35 per group) showed that
the experimental group improved steadily across the three process assessments (M = 64.28, 77.50,

85.06) and reached a final-exam mean of 86.32 (SD = 7.67). In contrast, the control group rose

- 10 -
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more modestly (M = 65.51, 71.05, 76.53) to a final-exam mean of 75.46 (SD = 8.05) an advantage
of roughly 11 points for the experimental group.

Course-objective achievement was higher and more consistent in the experimental group,
whose overall mean achievement rate was 0.813 (knowledge 0.850, skill 0.803, competency
0.787), compared with 0.777 for the control group (knowledge 0.812, skill 0.757, competency
0.762). The experimental group also concentrated more students in the upper achievement
bands (0.8-1.0), indicating a more equitable distribution of learning outcomes.

Visual comparison of achievement distribution

12

0.5-06 0.6-0.7 0.7-0.8 0.8-0.9 0.9-10

0

o

[

experimental group control group

Figure 4. Visual comparison of achievement distribution

Discussion and Conclusions

The four-dimensional structure confirmed by the SEM evaluation model—behavioral,
interactive, emotional, and cognitive engagement—is consistent with Yin and Xu’s (2017)
deconstruction of learning engagement into behavior, emotion, cognition, and social interaction,
the dimensional structure with the highest general acceptance in the field, and extends Kong’s
(2000) earlier three-dimensional model by empirically validating interactive engagement as a
distinct, separable dimension within the SPOC blended-learning context. The finding that
emotional and interactive engagement function as comparatively underexamined “implicit
layers” affecting learning outcomes also aligns with Schaufeli et al.’s (2002) conceptualization of
engagement as a positive, satisfying, learning-related mental state, and with Gunuc and Kuzu’s
(2015) view of engagement as a joint psychological, cognitive, emotional, and behavioral
investment, suggesting that purely behavioral indicators are insufficient to capture the full
construct.

The comparative experiment results, in which the experimental group achieved higher

and more consistent process and final-exam scores alongside higher course-objective

-11 -
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achievement rates, corroborate Kong Deli’s (2019) finding that overall learning behavior
engagement is significantly correlated with learning effect in SPOC blended teaching, and are
consistent with Duncan et al.’s (2012) conclusion that structured course participation has a
measurable positive impact on final examination and overall course performance. Taken together,
these results support the practical value of using a multidimensional, theory-grounded
engagement evaluation model—rather than relying on a single behavioral proxy—to identify at-
risk students and guide targeted instructional intervention in blended SPOC courses.

From a quality-of-life (Qol) perspective, these findings carry implications that extend
beyond academic performance. Because emotional and interactive engagement emerged as
influential yet often-overlooked “implicit layers,” an evaluation model that makes these
dimensions visible allows instructors to detect and respond to the frustration, isolation, and
disengagement that can undermine students’ psychological well-being in online and blended
environments. By enabling earlier, more targeted intervention for at-risk students, the model
helps reduce the cumulative academic stress and sense of falling behind that are known to erode
students’ mental health and life satisfaction. In this sense, an SEM-based engagement evaluation
system functions not only as a pedagogical diagnostic tool but also as a safeguard of quality of
life, supporting a learning experience in which academic achievement and students’ emotional
and social well-being are mutually reinforcing rather than in tension.

Conclusion

The implementation of the SPOC learning engagement evaluation model significantly
enhances the quality of academic life for university students by transforming the digital learning
environment into a more supportive and structured experience. By identifying and intervening in
the "implicit layers" of learning, specifically emotional and interactive input, the model helps
mitigate the frustration and isolation often associated with online education. When students
experience high-quality interactions with teachers and peers, their self-efficacy and sense of
belonging increase, which directly fosters a more positive, satisfying mental state. This emotional
acceptance of the course content encourages students to adopt active learning strategies,
reducing the cognitive load and stress that often arise from poorly defined academic tasks.

Furthermore, the model’s ability to drive significantly higher and more consistent
achievement rates across knowledge, skill, and competency goals ensures that success is
distributed more equitably across the student body. This reduction in performance disparities

prevents "at-risk" students from falling behind, thereby promoting a more inclusive and fulfilling

- 12 -
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educational journey. By leveraging Al-driven feedback systems and longitudinal monitoring, this
assessment framework can provide continuous support beyond a single semester, ensuring the
transition to blended learning sustains long-term motivation and academic well-being. Ultimately,
by aligning instructional design with the psychological and social needs of the learner, the model
secures a higher standard of living within the university ecosystem, where academic success is

intrinsically linked to individual growth and mental health.

Recommendations

Based on the discussion of data analysis and research conclusions, the following
recommendations are made regarding sample size, research scope, and intervention duration.

1. The engagement of university students in SPOC learning needs to be considered
comprehensively from multiple perspectives. In this study, the evaluation indicators and
dimensions for assessing engagement were explored from students' perspectives. Further
consideration should be given to the influence of complex external factors such as schools,
educators, and the environment. In teaching practice, the scope can be broadened to explore
the impact of external factors such as society, schools, families, and teachers on university
students' SPOC engagement, evaluating SPOC engagement more comprehensively and
systematically.

2. In the process of university students' SPOC learning, the scope of evaluation of
engagement should be expanded. The research sample in this study mainly came from two cities
in Liaoning Province, Northeast China. It was concentrated in six universities, totaling 1080
students, of whom 70 participated in the control experiment. Stratified sampling ensured a
balance across different schools, majors, and academic years. Extending the research to multiple
countries and universities with diverse cultural and institutional environments would strengthen
its universality. Comparative studies across countries or regions can also highlight how cultural
differences affect communication methods and the support and effectiveness of SPOC learning
engagement assessment for teaching models.

3. Research on learning engagement based on the SPOC blended learning model can
further employ long-term longitudinal data collection and monitoring to capture the long-term
impact of learning engagement on teaching effectiveness. The current intervention measures,
based on the "Marketing" course, last 8 weeks, which is sufficient to assess a single course's

learning outcomes. For assessing long-term memory, skill transfer, sustained learning motivation,

-13-



NIAIAUNNTINUNY MUY
e287148

Vol. 22 No. 1 (January - June 2026)

and the interrelationship between pre- and post-course learning, long-term research can further
examine whether students maintain learning engagement in post-course learning and skills
training, and the impact of learning engagement intervention on the teaching effectiveness of
different types of courses. Further research will enhance the applicability of the assessment

model in the implementation of various teaching models.

Recommendation for Further Study

Further research on SPOC learning engagement assessment should incorporate artificial
intelligence, such as Al-driven big data feedback systems, audio and video capture technologies
for classroom data collection, facial expression recognition technologies, and new technologies
like virtual or augmented reality. These can be integrated to create a more representative and
adaptable assessment model structure. Future research could also test the integration of learning
engagement assessment with teaching models such as flipped classrooms, group task-based
teaching, and case-based teaching, going beyond blended learning models to further enhance
the assessment model's versatility and support the achievement of various course teaching

outcomes.
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Abstract

This study investigates user payment willingness in micro-series commercialization,
examining how perceived value and perceived fairness influence payment behavior. Through
literature review and theoretical analysis, this study employed a stratified quota sampling
method, data were collected 420 valid questionnaires with sample spanned multiple
provincial-level administrative regions across China. A structural equation model has been
developed with perceived value as the independent variable, payment willingness as the
dependent variable, and perceived fairness as the moderating variable, followed by empirical
testing.

The findings demonstrate that perceived value significantly positively affects payment
willingness, with perceived fairness serving as a key moderating factor in their relationship. It
is a symbol of quality of life as a role of perceived equity in the commercialization of
business.

The research highlights the pivotal role of fairness perception in digital content
monetization, providing both theoretical foundations and practical guidance for platforms to

optimize pricing strategies and enhance user trust.
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Introduction

As a rising content format in the short video ecosystem, according to the "2025 Micro-
Series Market Development Insight Report”, Chinas micro-series market size reached 50.44
billion yuan in 2024, with a user base exceeding 576 million, accounting for 52.4% of the total
internet users, and its commercial efficiency surpassing the single box office contribution of
traditional films and television, revealed through empirical analysis the relationship between
farmers perceived value and their willingness to engage in green agricultural production, as
well as the moderating role of social interaction. Its growth stems from the structural alignment
between platform algorithms and user cognition. Scholars including Meng et al., (2025), utilized
the PLS-SEM path model to elucidate how farmers psychological identification influences their
willingness to participate in cooperatives, providing theoretical support for understanding
organizational participation behaviors in the digital era (Chen & Yin, 2023; Han et al., 2023).

In the commercialization process of micro-series, user payment behavior is driven by a
complex interplay of internal perceptions and external cues. Previous studies have
demonstrated that perceived value significantly influences purchase intentions across various
sectors, from green products (Chen et al., 2024; Chen et al., 2021) to luxury goods (Bilal et al.,
2023). Furthermore, the transition from "willingness" to actual "behavior" is often moderated
by information acquisition and social influence (Tian et al., 2024; Yang et al., 2021). The role
of corporate social responsibility (CSR) and ESG activities also serves as a critical moderator in
strengthening customer engagement and brand relationships (Mehta & Handriana, 2024, Liang
et al,, 2024). Ultimately, superior brand quality leads to enhanced customer perceived value
(Vera, 2015), while structural factors such as commitment and HR practices mirror the "content

loyalty" required to sustain long-term digital consumption (Prasad et al., 2024).

Objectives

1. To examine examining how perceived value and perceived fairness influence
payment behavior.

2. To identify the relative the moderating role of perceived equity in the
commercialization process of micro-series content.

3. To investigate the complex relationships among perceived value, perceived

fairness, and willingness to pay (WTP).
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Conceptual Framework

Perceived Fairness (PF)

H2

On Perceived Value (OPV) > Willingness To Pay (WTP)

H1
Figure 1 Conceptual Model

Hypothesis
H1: Perceived value significantly enhances users’ willingness to pay
H2: Perceived fairness significantly moderates the relationship between perceived value

and willingness to pay

Materials and methods

Research Design

This study employs a quantitative-dominated mixed-method research design, with
structural equation modeling (SEM) as the core framework, to systematically examine the
complex interaction mechanisms among perceived value, perceived faimess, and payment
willingness. The research follows in two-stage modeling procedure: The first stage constructs
a confirmatory factor analysis (CFA) measurement model to validate the reliability and validity
of perceived faimess (comprising three dimensions: price, process, and outcome fairness),
perceived value (covering four dimensions: functional, emotional, social, and cognitive value),
and payment willingness (measured through three items: willingness intensity, frequency
expectation, and amount flexibility). The second stage introduces perceived fairness as a latent
variable moderator, employing partial least squares structural equation modeling (PLS-SEM)
to estimate interaction effects. This approach aligns with the methodology used by Mehta and
Handriana (2024), who revealed the mediating role of perceived value and the moderating

effect of consumer awareness in digital environments.
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Populations and Sample sizes

This study employed a stratified quota sampling method, collecting 420 valid
questionnaires. The sample spanned multiple provincial-level administrative regions across
China with a sample structure closely matching the demographics of current micro-series
paying users on short video platforms.

Research Instrument and Collection

The data of this study were collected through an online questionnaire platform, and
the survey subjects were limited to Chinese mainland users who had paid for micro-series on

short video platforms within the past three months.

Results

This study collected 420 valid questionnaires, with a sample structure closely matching
the demographics of current micro-series paying users on short video platforms. The
respondents were predominantly young adults, with 74.5% aged 19-35 constituting the core
group for content payment behavior. The gender distribution was relatively balanced (49.0%
female vs. 48.1% male), which helps mitigate the influence of gender bias on payment
willingness judgments. The sample demonstrated a high educational level, with over 70%
holding bachelor’s degrees or higher, indicating strong information comprehension and value
assessment capabilities. This provides a solid foundation for measuring psychological variables
such as perceived value and perceived fairess. In terms of occupational structure, corporate
employees and students collectively accounted for nearly 80%, reflecting the primary
decision-making group for micro-series content payments. This representative sample supports
subsequent analyses of moderating effects and mediating mechanisms. Sample size for data

analysis is showed in detail as table 1.

Table 1 Empirical Results Analysis

Variable Options Frequency Percentage
male 202 48.1%
Gender female 206 49.0%
Other or prefer not to disclose 12 2.9%

-q-
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Under 18 25 6.0%
19-25years old 178 42.4%
16-35years old 135 32.1%

Age
36-45years old 59 14.0%
46-55years old 19 4.5%
56 years old and above 4 1.0%
High school and below 50 11.9%
junior college 69 16.4%

Education undergraduate 213 50.7%
master 76 18.1%
Doctorate or above 12 2.9%
student 126 30.0%
employee 188 44.8%

Occupation Civil servants or public institutions 35 8.3%
Freelance or independent 54 12.9%
Others 17 4.0%

In case of Wath time as a variable, the most volume is frequency in option 1-2 hours

at 145 with percentage 34.5%. With the least volume is frequency in option within 30 minutes

at 38 with percentage 9.0%. There are showed in detail as table 2.

Table 2 Average daily time spent watching short videos

Variable Options Frequency Percentage
Within 30 minutes 38 9.0
30-60 minutes 73 17.4
Watching time 1-2 hours 145 34.5
2-3 hours 93 22.1
Over 3 hours 71 16.9
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The descriptive statistics of core variables reveal that all mean values fall within
moderate ranges on the scale, indicating respondents relatively rational and differentiated
attitudes toward micro-series content consumption and payment decisions. Notably, the
highest mean value for content payment willingness (mean 3.09, SD 0.78) suggests that some
users have developed a certain level of payment acceptance, though overall acceptance
remains unstable. The perceived fairess score (mean 3.03, SD 0.75) is marginally higher than
perceived value, reflecting users relatively positive perceptions of platform pricing, rules, and
interactive processes. In contrast, the composite perceived value score (mean 2.59, SD 0.64)
remains relatively low, indicating room for further improvement in value cognition. All
variables demonstrate standard deviations within reasonable ranges, with moderate sample
dispersion, meeting the statistical prerequisites for subsequent mediation and moderation

effect analyses, see table 3.

Table 3 Descriptive Statistics for Overall Data of Key Variables

Variable N minimum  maximum mean Standard deviation
Willingness to pay for content 420 1 5 3.09 0.78
Perceived Value 420 1 5 2.59 0.64
Perceived fairness 420 1 5 3.03 0.75

The results demonstrate that perceived fairness does not significantly directly influence
payment willingness, while its interaction term with perceived value shows a significant
positive effect. This indicates that perceived fairess does not directly drive user payments,
but rather serves as a moderating factor by enhancing the conversion process from perceived
value to payment willingness. These findings support the role of perceived fairness as a
situational moderating variable in the commercialization of micro-series content. It is the
presenting as symbol of quality of life as role of perceived equity in the commercialization

with perceived fairness in society as well.

Discussion and Conclusion
This study demonstrates that perceived value significantly enhances users’ willingness to

pay for micro-series (B = 0.578, p <0.001), validating Hypothesis H1. The structural equation

modeling reveals that perceived value, as a first-order latent variable, is composed of multiple
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high-load indicators that reflect users’ comprehensive evaluation of content quality,
experience returns, and cost-benefit trade-offs. In their paper "Perceived Value and Impulse
Buying Behavior in Mobile E-commerce" (Yang Feng et al.,, 2021) which employed structural
equation modeling to confirm the influence of perceived value on impulse buying behavior.
Path strength analysis reveals that perceived value demonstrates a strong influence on
payment willingness, indicating that in micro-series "free trial paid unlock" consumption model,
value assessment has become the core psychological driver for payment decisions. The
negative value dimension analysis further shows that perceived cost significantly suppresses
payment willingness (B = -0.179, p <0.001), with perceived value acting as the full mediator.
This suggests that potential risk factors like content quality uncertainty, update consistency,
and recommendation matching bias substantially weaken users value recognition, thereby
inhibiting payment behavior (Kurtz Oliver T., 2021). In their study "Location-Based Mobile
Advertising—Determinants, Success Factors, and Moderating Effects," scholars have highlighted
that the impact mechanism of LBA on user purchase intent warrants further exploration.

Perceived fairness significantly moderates the relationship between perceived value and
willingness to pay (AR? = 0.073, F-change = 61.66, p <0.001), supporting Hypothesis H2. In their
study titled "The Impact of Green Innovation on Perceived Value and Green Purchase Intention
of Apparel Brands" (Chen Lihong et al., 2021) that validated the moderating role of perceived
fairness through five-dimensional analysis. Further simple slope analysis reveals that perceived
value most strongly positively influences payment willingness under high perceived fairness
conditions, with a conditional effect of 0.748. At moderate perceived fairness levels, this effect
diminishes to 0.529, while perceived values impact weakens further to 0.311 under low
perceived fairness conditions. These results demonstrate that as perceived fairness levels
increase, the promotion effect of perceived value on payment willingness becomes
significantly stronger, indicating that perceived fairness exerts a pronounced reinforcing
moderating role in the value-to-payment conversion mechanism.

New knowledge

Catalytic Role of Fairness: Perceived fairess (PF) does not directly drive payment but
strongly amplifies the effect of perceived value (OPV) on willingness to pay (WTP), especially

in the “free trial — paid unlock” model.
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Value-to-Payment Gradient: When fairness is high, OPV strongly influences WTP (0.748).
When fairness is low, the effect drops sharply (0.311), meaning even high-quality content may
fail to monetize under unfair conditions.

Multi-Dimensional Value: OPV is composed of functional, emotional, social, and
cognitive dimensions.

Risk Mitigation: Maintaining fairness in pricing and platform rules helps offset risks like
inconsistent content quality or irregular updates.

Essentially, Perceived fairness acts as the key catalyst that converts perceived value into

actual willingness to pay, making it central to sustaining the micro-series economy.

Recommendations

Future research could introduce objective variables to anchor subjective measurements
for instance, operationalizing platform pricing gradients as objective proxy indicators for
moderating variables and deepen context-specific analysis through cross-platform
comparisons. Jorge Veras study, by examining how perceived brand quality moderates
customer perceived value, provides crucial theoretical foundations for understanding the

relationship between pricing strategies and consumer payment willingness.
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Abstract

A quasi-experimental framework structured the investigation, drawing on data from 184
international BBA students allocated to experimental and control cohorts. Instruction in the
experimental cohort embedded Mentimeter-facilitated PBL sequences designed to elicit
iterative peer input and collective hypothesis testing. In contrast, the comparison cohort
proceeded through lecture-centered sessions that prioritized instructor exposition.
Intercultural competence was quantified through matched pre- and post-intervention
assessments, while engagement was indexed via participation analytics and standardized
survey measures. Instructional effects were modeled using independent-samples t-tests,
ANCOVA, and multivariate regression procedures calibrated to partial out baseline differences.

Students exposed to the technology-mediated PBL environment registered higher
terminal achievement and denser engagement profiles than their lecture-taught counterparts.
When initial ability was statistically controlled, participation frequency retained substantial
explanatory power, functioning as a robust predictor of subsequent learning performance.
Embedding interactive response systems within a sequenced PBL structure appears to
redistribute classroom agency, intensify observable engagement, and translate that
engagement into measurable intercultural gains. The analysis extends the empirical basis for

scalable, technology-augmented pedagogical design in business education.
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Introduction

The rapid internationalization of higher education has intensified the demand for
instructional models that support intercultural competence in large, culturally heterogeneous
classrooms. Business programs, in particular, increasingly enroll students from diverse linguistic
and cultural backgrounds, yet pedagogical structures have not always kept pace. While cross-
cultural management courses aim to cultivate perspective-taking, adaptive communication,
and reflective judgement, these outcomes depend heavily on sustained student participation.
In large lecture-dominated settings, participation often becomes uneven, episodic, and socially
stratified. As a result, the experiential conditions necessary for intercultural learning are difficult
to maintain.

Problem-Based Learning (PBL) has been widely advocated as a framework for
experiential and collaborative learning. Its emphasis on authentic problem solving and iterative
reflection aligns closely with theoretical accounts of intercultural competence development.
However, the scalability of PBL in large multicultural classrooms remains contested. Existing
studies report inconsistent engagement patterns when group size increases, particularly in
contexts shaped by cultural norms that discourage public disagreement or visible uncertainty.
These constraints raise a critical pedagogical question: whether structured integration of
interactive presentation technologies can stabilize participation dynamics sufficiently to
preserve the benefits of PBL at scale.

Interactive response systems offer new mechanisms for redistributing classroom
participation. By enabling anonymous, low-threshold contributions, such technologies can
reduce social risk and make students' thinking immediately visible to instructors. However,
technology alone does not transform learning environments. Its instructional impact depends
on how digital tools are embedded within coherent pedagogical sequences. Research on
technology-enhanced learning has frequently focused on short-term engagement indicators
or descriptive case studies, leaving a limited body of quasi-experimental evidence linking
structured participation to measurable competence development in multicultural higher
education.

This study addresses that gap by evaluating a five-stage Mentimeter-supported PBL
model implemented in a large undergraduate cross-cultural management course. The model
conceptualizes engagement as a mediating mechanism through which instructional design

influences intercultural learning outcomes. Using a quasi-experimental design, the study
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examines whether embedding interactive participation within a staged PBL framework leads
to sustained engagement and improved intercultural competence. By connecting classroom
participation patterns with learning performance, this research contributes empirical evidence

to discussions of scalable technology-mediated pedagogy in higher education.

Objectives

1. To study the current situation of teaching outcomes in the Cross-Cultural
Management course at the undergraduate level.

2. To design a Problem-Based Learning (PBL) model using MENTIMETER as an
Interactive Presentation Technology in the Cross-Cultural Management course.

3. To implement the designed model in the Cross-Cultural Management course at a
private university

4. To evaluate and revise the designed model's effectiveness in enhancing cross-

cultural competency and learning outcomes

LITERATURE REVIEW
Theoretical Framework and Related Research

This study is grounded in a broad theoretical framework that integrates ideas about
intercultural competency, problem-based learning (PBL), and student participation. These
theoretical frameworks are not merely isolated academic discussions; they serve as the basis
for instructional design and the study of learning outcomes in intercultural management
education.

This study integrates three theoretical pillars. First, intercultural competence is
conceptualized as a dynamic amalgamation of cognitive comprehension, emotional
disposition, and adaptive behavioral capability that develops through recursive cycles of action
and reflection (Byram, 1997; Deardorff, 2006; Earley & Ang, 2003). Second, Problem-Based
Learning (PBL) grounded in constructivist epistemology organizes instruction around ill-
structured problems that require collaborative inquiry, knowledge-gap identification, and
iterative model refinement (Hmelo-Silver, 2004; Walker et al., 2015). In cross-cultural
management education, this architecture is particularly generative because exposure to
ambiguous cultural problems exercises perspective-taking and adaptive decision-making.

Third, student engagement theory frames participation as a multidimensional construct

-3
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encompassing behavioral, affective, and cognitive dimensions that mutually reinforce learning
outcomes (Fredricks et al, 2004; Kahu, 2013). Interactive presentation technologies
operationalize low-threshold participation channels that can stabilize engagement in large,
culturally diverse classrooms (Siau et al., 2006; Belland, 2014; Zhao & McDougall, 2008). The
epistemic advantages of group work dissipate. Many voices recede.

This study addresses this gap by evaluating a Mentimeter-mediated PBL design implemented
in a large multicultural undergraduate classroom. By mapping observable participation
structures to subsequent learning outcomes, it advances the analytical discourse on

technology-driven pedagosgies in business education and provides controlled evidence.

Materials and methods

This study employed a quasi-experimental non-equivalent control group design. The
population comprised 184 international undergraduate BBA students enrolled in a cross-
cultural management course at a private university. Students were allocated by intact class
to an experimental group (n = 92), which received a five-stage PBL model delivered via
Mentimeter, and a control group (n = 92), which followed a traditional lecture-discussion
format. Both groups were taught by the same instructor using an identical syllabus to control
for delivery variance. Pre-test and post-test intercultural competence assessments, student
engagement surveys, and Mentimeter participation logs served as the primary instruments.
Baseline differences were controlled statistically through ANCOVA, and data were analyzed
using independent-samples t-tests and multiple linear regression. Figure 1 presents the
conceptual framework, illustrating how the Mentimeter-based PBL design operates through

engagement as a mediating variable to produce intercultural competence outcomes.

Conceptual Model

Engagement Intercultural
entimete —» ' —>  Competence
e : |« Active
! i participation « Knowledge
« Behavioral * Attitudes
involvement |« Reflective awareness
« Cognitive
engagement
Mediating variable Outcome variable

Figure 1: Conceptual Framework
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The sample included 126 male students (68.5%) and 58 female students (31.5%),
reflecting the culturally heterogeneous composition of internationally oriented business
programs.
Instructional Intervention

The intervention operationalized an optimized five-stage PBL-Mentimeter architecture
designed to convert observable engagement into incremental intercultural capability through
a sequenced set of learning mechanisms. Rather than treating participation as an end state,
the model channels it through staged cognitive and affective processes, with each phase
activating a distinct pathway through which intercultural understanding is constructed and
stabilized.
Stage 1: Problem Identification — Emotional Safety

The opening phase focuses on reducing interpersonal risk to externalize latent cultural
tensions that would otherwise remain unarticulated. Anonymous word-cloud aggregation and
moderated Q&A exchanges redistribute expressive authority away from public performance
and toward collective pattern recognition. As students project culturally inflected concerns
into a shared digital space, psychological safety expands and initial affective resistance
contracts. Hidden frictions surface. Dialogue becomes possible.
Stage 2: Data Collection — Knowledge Calibration

Once salient issues are visible, the instructional sequence redirects attention toward
epistemic alignment. Comparative cultural quizzes juxtapose competing interpretations and
immediately return corrective feedback, forcing students to confront discrepancies between
assumed and evidenced knowledge. This rapid feedback loop recalibrates cognitive schemas
and sharpens awareness of informational blind spots. Misconceptions destabilize. Conceptual
frames adjust.
Stage 3: Hypothesis Generation — Perspective Taking

The third phase compels students to formulate multiple culturally anchored
explanations through open-ended polling tasks that privilege divergence over consensus. By
requiring the simultaneous consideration of alternative interpretive logics, the activity
stretches cognitive flexibility and interrupts ethnocentric default positions. Competing

viewpoints accumulate in visible form. Perspective plurality is normalized.
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Stage 4: Solution Development — Justified Decision Making

Attention then shifts from explanation to adjudication. Ranking exercises, coupled with
written justification prompts, oblige students to defend culturally situated decisions and to
refine those defenses iteratively in light of peer input. Reasoning is externalized and subjected
to collective scrutiny, thereby strengthening argumentative precision and encouraging adaptive
revision. Decisions are not merely selected. They are warranted.
Stage 5: Reflection and Metacognition — Internal Consolidation

The final stage consolidates prior activity through guided metacognitive appraisal.
Structured reflection tasks prompt students to trace shifts in their assumptions, evaluate the
reasoning processes that produced those shifts, and encode emergent intercultural insights
into their self-concept. Experience is reorganized into a durable understanding. Learning is
internalized.
Research Procedure

The study spanned one 15-week semester. During Week 1, all participants completed
the baseline intercultural competence assessment. From Weeks 2 through 14, the
experimental group engaged in the five-stage PBL-Mentimeter sequence, while the control
group received lecture-based instruction. In Week 15, both groups completed the post-test
competence instrument and the engagement survey. Mentimeter automatically logged
participation data throughout the semester. All data were anonymized prior to analysis, and
participation in the research component was voluntary. Institutional ethical protocols were
observed.
Instruments
Intercultural Competence Assessment

Intercultural competence was operationalized through a paired pre-post
measurement instrument calibrated to multidimensional models of intercultural learning. The
scale indexed four interlocking domains: culturally situated knowledge structures, dispositional
openness toward diversity, adaptive communicative repertoires, and reflexive self-appraisal.
Respondents registered agreement on a five-point Likert continuum anchored from 1 (strongly
disagree) to 5 (strongly agree). Item responses were aggregated into composite indices via
arithmetic averaging, such that elevated scores signified stronger self-attributed competence.
Scale reliability was assessed using Cronbach’s alpha coefficients, computed separately for

the pre-test and post-test administrations. Both iterations satisfied conventional thresholds for
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internal consistency, indicating that the instrument functioned as a coherent measurement
construct across time points. The scale held together.
Student Engagement Scale

Student engagement was quantified using a structured questionnaire partitioned into
behavioral enactment and cognitive investment components. Behavioral items probed the
frequency and regularity of participation in interactive tasks and discussions, whereas cognitive
items targeted analytic effort, problem interrogation, and the application of conceptual
resources. Responses followed the same five-point Likert structure used in the competence
instrument. A global engagement index emerged from the averaged item pool. Reliability
diagnostics again yielded acceptable internal consistency, supporting the interpretability of
the composite score.
Participation Analytics

Behavioral engagement in the experimental cohort was further operationalized
through platform-generated analytics. Mentimeter interaction logs enumerated the volume of
individual student submissions across digitally mediated activities, and this count variable
served as an objective proxy for participation intensity. These trace data were entered into
subsequent regression models as predictors of learning performance. Engagement was not

inferred. It was recorded.

Data Collection
Data Analysis

Quantitative evaluation proceeded through a staged analytic sequence aligned with
the quasi-experimental design. Descriptive statistics first profiled baseline characteristics and
the distributions of outcomes. Independent-samples t-tests compared post-intervention group
differences, and effect magnitudes were indexed using Cohen’s d to contextualize practical
significance. To improve understanding of cause and effect, analysis of covariance (ANCOVA)
was used to examine group differences after the test. This adjustment generated a more
conservative appraisal of instructional impact by statistically equalizing initial disparities.
Multiple linear regression models then examined whether how often participants took part
predicted their intercultural competence after the intervention, while accounting for their
initial level. Before interpretation, diagnostic checks evaluated the normality, linearity, and

homoscedasticity assumptions. Statistical decisions were anchored to an alpha threshold of .05.
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Results
Objective 1: Current Situation of Teaching Outcomes — Descriptive Statistics and

Baseline Comparison

Table 1 summarizes descriptive profiles for the principal study variables. At the onset
of the semester, the experimental cohort registered moderately higher intercultural
competence scores than the comparison cohort. A Welch independent-samples t-test
indicated that this discrepancy was statistically significant, t(161.42) = 3.15, p = .002. Because
group assignment followed intact classroom boundaries rather than random allocation,
subsequent inferential models incorporated baseline scores as covariates to control for
potential selection bias.

Post-intervention comparisons revealed a consistent advantage for the experimental
condition. Students who participated in the Mentimeter-based PBL sequence performed
better, showed greater learning improvements, and had much higher levels of participation.
Self-reported engagement and perceived intercultural competence followed the same

directional pattern.

Table 1 Descriptive Statistics by Instructional Group

Variable Control M (SD) Experimental M (SD)
Pre-test score 63.02 (10.14) 67.06 (6.98)

Final score 76.53 (6.47) 84.25 (4.80)

Gain score 13.51 (11.38) 17.18 (2.22)
Participation count 5.32(1.74) 56.29 (10.31)
Engagement total 3.34 (0.46) 3.97 (0.32)
Intercultural competence 3.54 (0.43) 4.12 (0.27)

Objective 2: Effectiveness of the PBL-Mentimeter Model — Group Differences in Final
Performance

A Welch independent-samples t-test registered a pronounced performance asymmetry
between conditions, with the experimental cohort surpassing the control cohort on the
terminal assessment, t(167.90) = 9.19, p < .001. The associated effect magnitude signals more
than a marginal statistical fluctuation; it points to a substantive instructional shift attributable

to the intervention. Students in the experimental group showed greater learning gains and
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reported higher levels of engagement and intercultural skills than their classmates in the
lecture-based setting. The pattern is consistent.

The marked divergence in participation frequency warrants careful interpretation.
Opportunities to contribute were built into the way the lessons were designed, so the
differences we see in participation are a planned part of the learning environment, not just

random excitement.

Table 2: Group Differences in Outcomes

Outcome t df p

Final score 9.19 167.90 <.001
Gain score 3.04 97.90 .003
Engagement total 10.81 162.58 <.001
Intercultural competence 10.91 153.58 <.001
Participation count 46.78 96.19 <.001

Objective 3: Implementation Outcomes — ANCOVA Controlling for Pre-test Performance

To neutralize pre-existing performance disparities, an analysis of covariance (ANCOVA)
was used to model final assessment scores, statistically partialling out pre-test performance.
The analysis showed significant results and explained a large portion of the variance in scores
(R? = .43), indicating that the considered factors were important in understanding performance
differences.

Within this adjusted framework, both baseline competence and instructional
conditions exerted independent effects on final achievement. Even after accounting for initial
ability differences, being in the experimental group was still associated with higher final scores

than the control group. The intervention retained explanatory force.

Table 3: Predictors of Final Achievement (ANCOVA and Regression)

Predictor B SE t p

Panel A: ANCOVA predicting final scores (R? = .43)
Intercept 59.49 284 2092 <.001

Pre-test score 0.27 0.04 6.11 < .001
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Predictor B SE t p
Group (Experimental) 6.62 0.79 8.41 <.001

Panel B: Regression predicting final scores (R? = .50)

Intercept 64.55 2.75 2349 < .001
Pre-test score 0.17 0.04 388 <.001
Participation count 0.15 0.02 10.26 < .001

Objective 4: Model Effectiveness in Enhancing Intercultural Competency Participation
and Learning Outcomes

A multiple regression model examined whether the extent of someone's participation
could predict their final achievement, while accounting for their initial skill level. The results
were statistically significant and accounted for about half of the differences in final scores
(R?2 = .50), indicating that the included factors together explained a large portion of the
variation in performance.

In this model, participation frequency had a positive coefficient, indicating that denser
interaction traces were associated with stronger outcomes. Since participation was built into
the program instead of relying on students to join on their own, this connection shows that
staying involved in the organized PBL environment led to noticeable improvements in learning.
Reliability of Measurement Scales

The measurement architecture underwent a series of reliability and validity checks
designed to stabilize the interpretation of the quantitative results. Internal consistency was
estimated through Cronbach’s alpha coefficients, which registered high coherence for both
primary instruments. The engagement scale yielded O = .90, while the intercultural
competence scale produced Q = .94. Coefficients of this magnitude indicate tightly coupled
item clusters that function as unified constructs at the aggregate level. The instruments
behaved consistently.

Taken together, these reliability and validity provisions consolidate the study's
evidentiary base: the instruments performed as intended, and the analytic pipeline operated

within defensible methodological bounds.
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Mentimeter Participation Patterns

Interaction traces from the Mentimeter platform were analyzed to characterize
participation across the experimental cohort. Platform analytics indicate that students
generated a mean of 56.29 recorded contributions over the semester (SD = 10.31), with
individual totals ranging from 35 to 79 responses (median = 55.50; IQR: 49.00-63.25). Individual
participation varied greatly, with students logging between 35 and 79 responses each, showing
differences in how actively they engaged in the program.

This distribution indicates broadly distributed engagement rather than domination by
a small group of active contributors. This pattern reflects an instructional design that routinized
participation, supporting the inference that the observed link between frequency of
engagement and academic performance reflects a systematic relationship rather than an

artifact of extreme cases.

Discussion and Conclusion

The results confirm that a five-stage Mentimeter-mediated PBL model significantly
enhances intercultural competence and student engagement in large multicultural
classrooms. Even after statistically controlling for baseline differences, the instructional
condition remained an independent predictor of final performance, consistent with Hmelo-
Silver et al.’s (2007) finding that scaffolded PBL environments produce stronger learning
outcomes than minimally guided approaches.

The strong association between participation frequency and final scores supports
Fredricks et al.’s (2004) multidimensional engagement framework: because interaction was
structured into each PBL stage rather than left to voluntary initiative, it shifted from episodic
to continuous, benefiting the full cohort.

Classroom observations supplement this statistical depiction. Prior to the intervention,
vocal debate in lecture sessions tended to center on a small group of strong presenters, while
quieter students tended to retreat to observer roles. The inclusion of digitally mediated
activities redistributed expressive bandwidth: students who seldom engaged in face-to-face
interactions began to contribute anonymously, suggesting that organized anonymity can
equalize participation across culturally diverse cohorts.

From the instructor's perspective, the phased PBL sequence also resets pedagogical

receptivity. Real-time visualizations of aggregated replies revealed misunderstandings at the
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time of articulation. Early diagnostic questionnaires, for example, usually revealed reductive
cultural assumptions; correcting these distortions instantly provided an opportunity for guided
investigation and group reframing. Formative assessment ceased to be episodic feedback and
evolved into a continuous dialogue process that influenced instructional pace—teaching in
action.

The intervention further illuminated the role of emotional safety in intercultural
learning. Observational records indicate that students articulated culturally sensitive positions
with greater candor when mediation occurred through digital interfaces. Psychological security
emerged not merely from interpersonal rapport but from the material design of participation
channels. In large classrooms where reputational risk can silence minority perspectives,
technology-mediated interaction appears to normalize exploratory discourse.

Several limitations warrant acknowledgment. The single-site, single-course design
restricts generalizability. Intact group assignment limits causal precision. Reliance on self-report
measures of intercultural competence may not fully capture enacted behavior. Future studies
should replicate across multiple institutions, employ performance-based competence
assessments, and explore longitudinal effects.

Conclusion

This study evaluated the effectiveness of a Mentimeter-based five-stage problem-
based learning (PBL) model in a large undergraduate intercultural management course. In a
quasi-experimental design, students in the PBL-Mentimeter group significantly outperformed
the lecture-based control group in both intercultural competence and engagement, even after
statistically controlling for baseline differences. These findings are consistent with Hmelo-
Silver’s (2004) proposition that PBL environments promote deeper cognitive elaboration and
collaborative inquiry, and with Fredricks et al.’s (2004) framework linking behavioral, affective,
and cognitive engagement to enhanced learning outcomes. The widespread pattern of
participation across the experimental cohort supports Kahu’s (2013) argument that
institutional designs promoting low-risk, inclusive participation are essential for equitable
learning in diverse classrooms. Deardorff’s (2006) process model of intercultural competence
development emphasizing recursive cycles of reflection and action — is further corroborated
by the structured five-stage sequence, which systematically converted participation into

measurable intercultural gains.
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In line with Deardorff’s (2006) process model and Kahu’s (2013) engagement framework, this
study demonstrates that structured, technology-mediated PBL can cultivate intercultural
competence in large, culturally diverse classrooms by creating conditions for inclusive,
iterative participation. The five-stage PBL-Mentimeter architecture is a scalable and resource-
efficient model that prioritizes psychological safety, redistributes expressive bandwidth, and
embeds reflection as a routine practice translating engagement into measurable intercultural

gains.

Recommendations
Based on the findings of this study, the following recommendations are offered for future
research and practice.

1. Longitudinal studies tracking intercultural competence development beyond a
single semester are needed to determine whether the gains observed here are durable and
transferable to real-world intercultural interactions (Deardorff, 2006).

2. Future research should replicate this design across multiple institutions and cultural
contexts to test the generalizability of the PBL-Mentimeter model, particularly in settings
where cultural norms around public participation differ markedly (Hallinger & Lu, 2011).

3. Researchers should incorporate performance-based or behavioral assessments of
intercultural competence alongside self-report measures to reduce reliance on perceived
competence, which may not accurately reflect enacted behavior.

4. Comparative studies examining different interactive response platforms (e.g., Poll
Everywhere, Kahoot, Padlet) would help identify which technological affordances most
effectively scaffold intercultural reasoning in large classrooms.

5. Future designs should systematically investigate the role of instructor facilitation
quality, as the effectiveness of technology-supported PBL likely depends heavily on

instructional expertise and pedagogical intentionality (Hmelo-Silver et al., 2007).
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Abstract

This study aims to examine how safety risk perception influences Chinese consumers’
purchase intention toward New Energy Vehicles (NEVs), and to verify whether brand trust
moderates this relationship, drawing on Risk Perception Theory, Trust Theory, and the Theory
of Planned Behavior. The population comprised Chinese consumers aged 18-55 in first- and
second-tier cities, using purposive sampling, a structured questionnaire employing 7-point
Likert scales adapted from established measures. Data were analyzed using SPSS 26.0 and
AMOS 24.0 through descriptive statistics, reliability and validity testing (Cronbach’s alpha, CFA),
correlation analysis, hierarchical regression analysis, and structural equation modeling (SEM)
to test the hypothesized moderation effects.

A quantitative survey was conducted among consumers in first- and second-tier Chinese
cities, with data analyzed using rigorous reliability and validity testing, correlation analysis, and
Moderation Analysis. The results reveal three major findings: (1) all four dimensions of safety
risk perception physical, functional, financial, and psychological significantly and negatively
influence purchase intention, with physical safety risk having the most profound impact; (2)
brand trust significantly moderates this relationship, acting as a psychological buffer that
alleviates the negative impact of perceived risks on purchase intention; and (3) demographic
analysis indicates that older consumers perceive higher safety risks, whereas younger
generations display greater trust and adaptability.

This study enriches risk perception theory within the NEV context and provides strategic
implications for enterprises to enhance consumer confidence and support the sustainable

development of the NEV market.
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Introduction

New energy vehicles (NEVs) have become a cornerstone of global strategies to address
climate change, reduce carbon emissions, and enhance long-term energy security. With rapid
advancements in battery technology, charging infrastructure, and supportive policy
frameworks, the global NEV market has experienced unprecedented growth. In China, the
world’s largest NEV market, sales reached 9.495 million units in 2023, achieving a market
penetration rate of 31.6% (China Association of Automobile Manufacturers, 2023). This rapid
expansion signals increasing consumer acceptance and the maturing of the NEV industry.

However, alongside this growth, concerns related to NEV safety have become more
prominent. While NEVs are widely promoted for their environmental benefits, a rising number
of safety incidents has drawn considerable public and media attention. Data released by the
National Fire and Rescue Administration of China (2023) show that NEV fire accidents increased
by 32% year-on-year in 2023, highlighting the urgency of addressing consumer safety concerns.
High-profile safety events, especially involving battery fires and charging malfunctions, have
amplified consumer anxiety and created psychological barriers that hinder broader adoption.
As a result, safety concerns are increasingly recognized as a major obstacle to sustained market
development. This underscores the importance of understanding not only whether safety risk
perception affects purchase intention, but also under what conditions these effects may be
mitigated.

Risk Perception Theory explains the negative effect of perceived safety risks on purchase
intention: consumers’ evaluations of potential hazards are shaped not only by objective risks
but also by subjective judgments, emotions, and prior experiences. In the NEV context, recent
studies indicate that perceived safety risks such as functional failures, personal safety threats,
economic losses, and psychological stress can significantly reduce consumers’ willingness to
purchase NEVs. Nevertheless, despite widespread concerns, the NEV market continues to
expand. This phenomenon implies that other psychological or contextual factors may mitigate
the negative impact of perceived safety risks on consumer decision-making.

Trust Theory explains the moderating role of brand trust: it serves as a mechanism to
reduce uncertainty in situations characterized by high information asymmetry. It may weaken
the negative influence of safety risk perception on purchase intention. Brand trust has long
been recognized as a key determinant of consumer behavior, especially in high-involvement,

high-uncertainty product categories. When consumers trust a brand’s technical competence,
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product reliability, and ethical intentions, they are more willing to tolerate uncertainty and
perceive lower levels of risk. In the NEV sector, where technological complexity and
information asymmetry are high, brand trust may play a critical moderating role in consumers’
assessments of safety risks.

Despite growing academic interest, existing research still exhibits notable gaps. Limited
attention has been given to examining how different dimensions of safety risk perception
uniquely influence purchase intention, and empirical evidence on how brand trust moderates
these effects remains scarce. To address these gaps, this study develops a multi-dimensional
framework to explore the differentiated impacts of NEV safety risk perception on purchase
intention. It examines how brand trust may strengthen or weaken these relationships. This
study contributes to the literature in three ways: first, by conceptualizing safety risk perception
as a four-dimensional construct (functional, physical, financial, and psychological); second, by
empirically examining the moderating role of brand trust, including its two dimensions of brand
reliability and brand intentions; and third, by providing empirical evidence from Chinese NEV
consumers in first- and second-tier cities. The findings aim to provide deeper theoretical insight
and practical implications for NEV manufacturers, brand managers, and policymakers seeking

to promote safer and more sustainable market development.

Objectives
This study aims to construct a theoretical model of how NEV safety risk perception
affects purchase intention, grounded in risk perception theory, trust theory, and the theory of
planned behavior, and to verify the moderating role of brand trust. Specific objectives include:
1. To apply and validate a multidimensional measurement framework of NEV safety
risk perception in the context of Chinese consumers. Through literature review and empirical
analysis, this objective clarifies the structural dimensions of NEV safety risk perception across
four dimensions (functional, physical, financial, and psychological). It validates their
applicability using adapted measurement scales from prior research.
2. To verify the impact of safety risk perception on purchase intention. Empirically test
the influence paths and extent of each dimension of safety risk perception on consumers'
intention to purchase NEVs, revealing the differentiated effects of different dimensions of risk

perception.
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3. To examine the moderating role of brand trust, including the potentially different
roles of brand reliability and brand intentions. Analyze how each dimension of brand trust
moderates the relationship between safety risk perception and purchase intention, and
identify whether brand reliability and brand intentions exert distinct moderating effects on
different risk dimensions.

4. To propose management insights and practical recommendations. Based on research
results, provide strategic recommendations for NEV enterprises regarding safety risk
management and brand building, helping enterprises effectively respond to safety crises and
enhance consumer trust and purchase intention.

Research Questions

Based on the aforementioned research background, this study aims to address the
following core questions:

First, what is the extent of the impact of NEV safety risk perception on consumers'
purchase intention? Existing research has mainly focused on the influence of traditional factors
such as price and driving range on NEV purchase decisions. In contrast, research on safety risk
perception as an emerging influence is relatively limited. Particularly against the backdrop of
frequent safety incidents, whether consumers' concerns about safety risks have become a key
factor affecting purchase decisions deserves in-depth exploration.

Second, do different dimensions of safety risk perception have differentiated impacts?
NEV safety risks are diverse, including functional failure, personal injury, economic loss, and
psychological stress. The impact of these different types of risk perception on purchase
intention may vary, and identifying key risk factors is of great significance to enterprises in
formulating targeted strategies.

Third, how does brand trust moderate the relationship between safety risk perception
and purchase intention? In risky situations, consumers often rely on brand trust to reduce
uncertainty. However, regarding the moderating mechanism of brand trust in NEV safety risk
situations, existing research has not provided clear answers.

Fourth, do different dimensions of brand trust play different roles in the moderating
process? Brand trust includes two dimensions: brand reliability and brand intentions. These
two dimensions may differ in their moderating effects on safety risk perception, warranting

further verification.
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Literature Review

1. Safety Risk Perception

Safety risk perception refers to consumers’ subjective evaluation of potential dangers
associated with NEVs, including both objective hazards and psychological concerns (Chen &
Li, 2020). Existing studies highlight that consumers’ judgments often extend beyond technical
facts and incorporate emotional and cognitive interpretations of risk. Building on prior research,
this study conceptualizes NEV safety risk perception across four dimensions: functional risk,
physical safety risk, financial risk, and psycholosical risk.

Functional Risk focuses on technical failures, such as battery degradation, power system
instability, and charging equipment malfunctions. As NEVs rely heavily on complex battery and
electronic control systems, consumers may perceive uncertainty regarding long-term
performance, durability, and maintenance.

Physical Safety Risk involves concerns about personal harm, including thermal runaway,
battery fires, explosions, and the crashworthiness of NEV structures. Media reports about NEV
fire accidents further amplify consumer fear and heighten perceived safety threats.

Financial Risk refers to potential economic losses, such as high repair costs, rapid
depreciation, and uncertainties surrounding battery replacement expenses. Because NEV
technologies evolve rapidly, consumers also worry about obsolescence and lower resale
value.

Psychological Risk encompasses emotional responses such as anxiety, range-related
stress, and concerns about charging accessibility in daily use. Limited charging infrastructure
and uncertainty about battery endurance contribute to ongoing psychological discomfort
among consumers.

A substantial body of research indicates that perceived risk negatively influences
adoption behavior. In the NEV domain, Wang et al. (2023) confirmed that heightened safety
risk perception strongly inhibits consumers’ willingness to adopt NEVs. This suggests that risk
perception remains a critical barrier to market expansion, particularly in markets where NEV
safety incidents receive close public attention.

2. Brand Trust

Brand trust is widely defined as consumers’ willingness to rely on a brand based on
expectations that it will deliver on its promises and act in a consistent, dependable manner

(Chaudhuri & Holbrook, 2001). As consumers increasingly face complex and uncertain product
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environments, brand trust becomes a central psychological mechanism that supports
confident decision-making. This study adopts a two-dimensional structure: brand reliability
and brand intentions.

Brand Reliability refers to consumer confidence in a brand’s technical competence,
engineering capability, and product quality. In the NEV market, reliability is associated with
advanced battery technologies, vehicle safety certifications, durability of components, and
overall performance stability.

Brand Intentions reflect consumers’ beliefs about a brand’s goodwill, integrity, and
commitment to consumer interests. When consumers believe a brand will provide honest
information, prioritize safety, and offer dependable after-sales service, their trust in the brand
increases accordingly.

According to Trust Theory, trust functions as a mechanism for reducing uncertainty in
situations characterized by high information asymmetry. Since NEV technologies remain
relatively new and complex for the general public, consumers often rely on brand reputation
and trust signals to compensate for insufficient technical understanding. Empirical studies
consistently show that brand trust reduces perceived risk, serves as a cue to product quality,
and strongly enhances purchase intention, particularly for high-involvement and technology-
intensive products.

3. Theoretical Integration and Research Gaps

Although existing studies offer valuable insights into NEV adoption, several limitations
remain. First, most research has focused on the direct effects of risk perception or trust, while
interactive or moderating mechanisms have received limited examination. Understanding how
brand trust interacts with safety risk perception is essential for explaining consumers’ more
nuanced decision patterns.

Second, prior studies have often treated safety risk perception as a unidimensional
construct, potentially overlooking the distinct influence of functional, physical, financial, and
psychological risks. A more comprehensive, multidimensional framing provides deeper insight
into which specific types of risk pose the strongest barriers.

Third, empirical evidence regarding the moderating role of brand trust in mitigating NEV
safety concerns remains scarce. Given the importance of trust in reducing perceived
uncertainty, examining its moderating effects can enrich theoretical understanding and offer

practical implications for NEV branding strategies.
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This study addresses these gaps by constructing a multi-dimensional analytical
framework, investigating the differentiated impacts of various risk dimensions, and empirically
testing the moderating effect of brand trust. Through this integrated approach, the study
contributes to both theoretical refinement and practical insights for NEV marketing and
consumer behavior research.

Research Framework

Based on theoretical foundations, this study proposes a conceptual model examining
relationships among safety risk perception, brand trust, and purchase intention. The model
hypothesizes that: Hla-d: Each dimension of safety risk perception negatively influences
purchase intention. H2a-d: Brand trust moderates these relationships, such that higher brand

trust weakens negative effects.

Security risk perception

Q

o

2

Functional Risk §

H 1 a-H 1 d Q

e

5

Physical security risks %
é
- 5

Financial risks H2a-H2d §
§.
Psychological risks Brand Trust

Figure 1 Research framework

Materials and methods

1. Research Design and Sample

This study employed a quantitative research design, using a cross-sectional survey. A
purposive sampling approach was adopted to recruit Chinese consumers aged 18-55 residing
in first- and second-tier cities who either planned to purchase a car or had relevant knowledge
of NEVs. This criterion ensured that respondents could meaningfully evaluate NEV safety risks

and provide valid assessments of purchase intention.
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A structured questionnaire was distributed from October 2024 to January 2025. A total
of 500 questionnaires were distributed, with 466 valid responses retained (85.6% response
rate). The sample size exceeds the minimum requirements for structural equation modeling.

2. Measurement Instruments

All constructs were measured using established 7-point Likert scales adapted from
previous research. Functional risk, physical safety risk, financial risk, and psychological risk were
each measured using 4 items adapted from Chen and Li (2020) and Featherman and Pavlou
(2003). Brand trust was measured using 6 items adapted from Delgado-Ballester et al. (2003),
covering brand reliability (3 items) and brand intentions. (3 items). Purchase intention was
measured using 4 items adapted from Dodds et al. (1991). Control variables included gender,
age, education, income, and prior NEV experience.

3. Data Analysis

Data analysis was conducted in stages using SPSS 26.0 and AMOS 24.0, including
descriptive statistics, reliability analyses, confirmatory factor analysis, correlation analyses,
hierarchical regression analyses, and structural equation modeling. Common method bias was

assessed and not found to be a serious concern.

Results

1. Sample Characteristics

The final sample consisted of 466 valid responses, representing an effective response
rate of 85.6%. The sample comprised 55.4% males and 44.6% females, with the majority aged
26-45 years (69.9%). Education levels were notably high, with 74.3% holding bachelor’s
degrees or above. Monthly income was concentrated between 5,000 and 15,000 RMB (64.3%).
Regarding NEV experience, 78.1% had some form of usage experience. Purchase intentions
were strong, with 76.0% planning to purchase within two years.

2. Descriptive Statistics and Correlations

Descriptive statistics revealed that all four risk perception dimensions scored above the
midpoint, with Physical Safety Risk exhibiting the highest mean (M=5.16, SD=1.31). Brand trust
dimensions showed moderately positive levels. Correlation analysis revealed theoretically
consistent patterns: all risk dimensions negatively correlated with purchase intention, and
brand trust demonstrated both direct promotional effects and risk-mitigation functions. As

shown on table 1.
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Table 1. Descriptive Statistics and Correlations

Variable M SD 1 2 3 4 5 6 7

1. Functional Risk 4.82 1.23 1
. Physical Safety Risk  5.16  1.31 56*** 1
. Financial Risk 4.58 1.19 5OF** ppxxx 1

. Brand Reliability 4.36 1,15 -38%% - 43%x _3e¥xx 3 1

2

3

4. Psychological Risk 4.41 1.28 52¥x%  BE¥RX 49 1

5

6. Brand Intentions 4.28 1.21  -37% 41 3axee 3% 68%F 1
7

. Purchase Intention ~ 4.12 1.38  -45%%  _BIFRX . _qQ¥* 42 B3R [ORHx 1

Note: **p < 0.001

3. Reliability and Validity

Reliability analysis demonstrated excellent internal consistency, with Cronbach's alpha
values ranging from 0.841 to 0.896 and an overall scale alpha of 0.923. Construct validity was
assessed through EFA (KMO=0.892, Bartlett p<0.001) and CFA. All constructs exhibited CR
values exceeding 0.80 and AVE values above 0.50, confirming convergent and discriminant
validity. The measurement instruments demonstrated sound psychometric properties.

4. Hypothesis Testing: Main Effects

Hierarchical regression analysis tested main effects (Hla-H1d). Model 1, with control
variables, explained 12.6% of the variance. Adding risk dimensions in Model 2 increased R? to
0.368 (AR?=0.242, p<0.001). All four risk dimensions exerted significant negative effects:
Physical Safety Risk (B = -0.246, p < 0.001), Functional Risk (B = -0.168, p < 0.001),
Psychological Risk (B =-0.152, p < 0.001), and Financial Risk ([3 =-0.134, p < 0.01), supporting
Hla-H1d, as shown on table 2.

Table 2. Regression Analysis: Main Effects

Variables Model 1 B Model 2 B
Control Variables (included) (included)
Functional Risk (H1a) - -0.168%**
Physical Safety Risk (H1b) - -0.246%**
Financial Risk (H1c) - -0.134**
Psychological Risk (H1d) - -0.152%**
R? 0.126 0.368
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Variables Model 1 B Model 2 B
AR? - 0.242%**
F-value 9.4867** 23.758%**

Note: *p<0.05, *p<0.01, **p<0.001

5. Hypothesis Testing: Moderating Effects

To test the moderating effects (H2a-H2d), brand trust was added to Model 3
(AR2=0.078, p<0.001), showing a strong positive effect ([3:0298, p<0.001). Model 4, with
interaction terms, further increased R2 to 0.498 (AR2 = 0.052, p < 0.001). All interaction terms
were significantly positive, supporting H2a-H2d. Brand trust exhibited the strongest moderating
effect on Physical Safety Risk (B = 0.126, p < 0.001). The positive and significant interaction
terms indicate that brand trust attenuates the negative effects of all four perceived safety risk
dimensions on purchase intention, with the strongest buffering effect observed for Physical

Safety Risk. As shown on table 3.

Table 3. Regression Analysis: Moderating Effects

Variables Model 2 Model 3 Model 4
Functional Risk -0.168*** -0.146™** -0.124**
Physical Safety Risk -0.246%** -0.218%*** -0.186***
Financial Risk -0.134%* -0.118** -0.098*
Psychological Risk -0.152%** -0.134%%* -0.114%*
Brand Trust - 0.298*** 0.274***
FR x BT (H2a) - - 0.098**
PR x BT (H2b) - - 0.126%**
FIR x BT (H2¢) - - 0.082*
PSR x BT (H2d) - - 0.094**
R2 0.368 0.446 0.498
Adjusted R? 0.352 0.430 0.478

Note: *p<0.05, *p<0.01, **p<0.001

- 10 -
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6. Structural Equation Modeling Validation

SEM analysis validated the overall model with excellent fit indices: X2/df = 2.186, CFl =
0.946, TLI = 0.938, RMSEA = 0.051, SRMR = 0.046. Path analysis results were consistent with
regression findings. All risk dimensions showed significant negative effects, with Physical Safety
Risk strongest (B = -0.258, p < 0.001). Brand trust demonstrated a strong positive effect (B =
0.312, p < 0.001). All interaction effects were significantly positive, confirming robustness across

analytical methods. As shown on table 4.

Table 4. SEM Path Coefficients

Path B C.R. p Result
Functional Risk — P! -0.172 -3.583 <0.001 Hla supported
Physical Safety Risk — PI -0.258 -4.962 <0.001 H1lb supported
Financial Risk — P! -0.138 -3.136 0.002 H1lc supported
Psychological Risk — PI -0.156 -3.391 <0.001 H1d supported
Brand Trust — Pl 0.312 5.571 <0.001 -

FR x BT — Pl 0.102 2.684 0.007 H2a supported

PR x BT — PI 0.134 3.190 0.001 H2b supported

FIR x BT — PI 0.086 2.389 0.017 H2c supported

PSR x BT — PI 0.098 2.450 0.014 H2d supported

Note: Fit indices: X?%/df=2.186; CFI=0.946; RMSEA=0.051

7. Demographic Differences

Age was associated with pronounced effects: risk perceptions increased, and brand trust
decreased with age. Purchase intention decreased significantly from 4.46 (ages 18-25) to 3.76
(ages 46+, F=4.56, p<0.001). These patterns align with innovation diffusion theory. Gender
differences were minimal and non-significant, suggesting that g¢ender-based market

segmentation may be less effective than age-based approaches for NEV marketing strategies.

Discussion and Conclusion
1. Theoretical Contributions
This study extends Risk Perception Theory to the NEV context by developing a four-

dimensional framework. The finding that physical safety risk exerts the strongest negative
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effect (B = -0.246 in regression; B = -0.258 in SEM) suggests that consumers prioritize threats
to personal safety over functional, financial, and psychological concerns when evaluating
NEVs. This reflects a hierarchical pattern of consumer concerns consistent with Maslow’s
needs framework—bodily safety represents a more fundamental and non-negotiable concern
than economic losses or psychological discomfort, making it the primary barrier to adoption.
Prior studies have mostly documented the direct effects of risk perception or brand trust in
isolation; this research demonstrates that brand trust functions not only as a direct driver of
purchase intention but also as a moderating variable that weakens the negative relationship
between perceived safety risks and purchase intention. This boundary condition has received
limited empirical attention. By integrating multiple theories, this research advances a
comprehensive framework for understanding consumer decision-making in high-risk contexts.

These findings also align closely with prior empirical research. The negative effect of
physical safety risk on purchase intention corroborates Wang et al. (2023), who similarly found
that heightened safety risk perception strongly inhibits NEV adoption, and extends Chen and
Li’s (2020) conceptualization of safety risk perception as encompassing both objective hazards
and subjective psychological concerns. The moderating role of brand trust observed here is
consistent with Chaudhuri and Holbrook (2001) and Trust Theory more broadly, which frames
trust as a mechanism for reducing uncertainty under high information asymmetry; the present
results extend this logic by showing that the buffering effect operates differentially across risk
dimensions rather than uniformly. Although the Theory of Planned Behavior (Ajzen, 1991) was
adopted as a grounding framework, the present findings suggest that for high-risk,
technologically complex products such as NEVs, safety risk perception and brand trust may
exert influence on purchase intention that is more direct than the attitude-intention pathway
typically emphasized in TPB, indicating a need for future research to examine how perceived
behavioral control and subjective norms interact with safety-specific risk perceptions in this
product category

2. Practical Implications

For NEV manufacturers, the findings suggest prioritizing battery safety, charging reliability,
and transparent safety communication, as physical safety risk emerged as the strongest
deterrent to purchase intention. Investments in battery thermal management, crash protection
systems, and real-time safety monitoring are directly implicated. For brand managers, the

results highlight the importance of strengthening brand reliability and after-sales trust: since
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brand trust significantly buffers the negative effects of perceived safety risks, companies should
leverage safety certifications, transparent crisis response, and consistent quality signaling to
reinforce consumer confidence. For policymakers, the study supports the need for clearer
safety standards, mandatory safety disclosure mechanisms, and consumer education
campaigns to reduce information asymmetry and systemic safety anxiety in the NEV market.
These targeted strategies address different phases of the consumer decision-making process

and can collectively contribute to safer and more sustainable NEV adoption.

Recommendations

Based on the empirical findings, the following recommendations are proposed,
prioritized by the relative strength of each effect:

1. Because physical safety risk exerted the strongest negative effect on purchase
intention (B = —0.246 in regression; B = -0.258 in SEM), NEV manufacturers should prioritize
battery thermal management, crash protection, and real-time safety monitoring, and
communicate these safeguards through verifiable safety certifications and transparent incident
reporting.

2. Since brand trust significantly buffered the negative effects of all four risk dimensions
(strongest for physical safety risk, [3 = 0.126), brand managers should invest in both brand
reliability (engineering competence, quality consistency) and brand intentions (goodwill,
honest information, dependable after-sales service) to strengthen consumer confidence under
uncertainty.

3. Given that older consumers perceived higher risks and lower trust. At the same time,
younger cohorts showed greater adaptability, marketers should adopt age-based segmentation
reassurance-focused messaging and safety evidence for older buyers, and innovation- and
experience-focused messaging for younger buyers rather than gender-based segmentation,
which showed no significant differences.

4. For policymakers, clearer safety standards, mandatory safety-disclosure mechanisms,
and consumer-education campaigns are recommended to reduce information asymmetry and
systemic safety anxiety, thereby supporting safer and more sustainable NEV market development.

Limitations and Future Research

Limitations include: a cross-sectional design limiting causal inference; a sample from

first- and second-tier cities, potentially limiting generalizability; self-reported data subject to
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bias; and a generic brand trust measurement. Future research could employ panel data,
conduct cross-cultural comparisons, integrate behavioral data, and examine brand-specific

differences.

References

Ajzen 1. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179-211.

Bauer R. A. (1960). Consumer behavior as risk-taking. In R. S. Hancock (Ed.), Dynamic marketing
for a changing world (pp. 389-398). American Marketing Association.

Chaudhuri A., Holbrook M. B. (2001). The chain of effects from brand trust and brand affect to
brand performance: The role of brand loyalty. Journal of Marketing, 65(2), 81-93.

Chen S., Li J. (2020). Consumer perceived risk and risk acceptance toward new energy vehicles:
An empirical study in China. Energy Policy, 144, 111649.

Chen Y., Li X. (2022). How does brand trust influence consumers’ intention to purchase new
energy vehicles? The mediating role of attitude. Sustainability, 14(9), 5404.

China Association of Automobile Manufacturers. (2023). 2023 automobile industry economic
operation report. http://www.caam.org.cn

Delgado-Ballester E., Munuera-Aleman J. L., Yagle-Guillén M. J. (2003). Development and
validation of a brand trust scale. International Journal of Market Research, 45(1), 35-54.

Dodds W. B., Monroe K. B., Grewal D. (1991). Effects of price, brand, and store information on
buyers’ product evaluations. Journal of Marketing Research, 28(3), 307-319.

Egbue O, Long, S. (2012). Barriers to widespread adoption of electric vehicles: An analysis of
consumer attitudes and perceptions. Energy Policy, 48, T17-1729.

Erdem T., Swait J. (2004). Brand credibility, brand consideration, and choice. Journal of
Consumer Research, 31(1), 191-198.

Featherman M. S., Pavlou P. A. (2003). Predicting e-services adoption: A perceived risk facets
perspective. International Journal of Human-Computer Studies, 59(4), 451-474.

Gefen D., Karahanna E., Straub D. W. (2003). Trust and TAM in online shopping: An integrated
model. MIS Quarterly, 27(1), 51-90.

Kim M., Lee S., Park J. (2020). Consumer adoption of new mobility services: Examining the role

of perceived risk and trust. International Journal of Information Management, 52, 102096.

- 14 -



INTANTAUNINYINNUNH Y 288236

Ui 22 atiufl 1 @ns1a - fguisu 2569)

Li X., Su Q. (2021). Safety concerns and consumer intentions toward new energy vehicles:
Evidence from China. Transport Policy, 108, 20-32.

Liu Y., Rau P. L. P, Zhang T. (2021). Trust and adoption of electric vehicles: An integrated
model. Technology in Society, 67, 101726.

Mayer R. C., Davis J. H., Schoorman F. D. (1995). An integrative model of organizational trust.
Academy of Management Review, 20(3), 709-734.

National Fire and Rescue Administration of China. (2023). 2023 annual report on fire accident
statistics. http://www.119.gov.cn

Wang S., Chen J,, Li Y., Zhang H. (2023). The impact of NEV safety incidents on consumer
purchase decisions: A crisis communication perspective. Journal of Business Research,
156, 113484.

Zhang L., Sun J, Liu Y. (2022). Risk perception and technology adoption: The case of
autonomous vehicles in China: Technological Forecasting and Social Change, 176, 121458.

Zhao X, Gao Y., Xu J. (2023). Building trust in the new energy vehicle market: The role of

brand communication and product quality: sustainability, 15(6), 5208.

- 15 -



= o [ ya 1 a o = a a
'i’]EJa&’LE)Uﬂﬁ’]‘VﬁUNuWUﬂUﬂﬁiﬁﬁ‘UMﬂ’NﬁJ / 3’]‘:’]\1’]‘1J’JT\IEJLW@’51WIW3JW‘1U

RT)

“215813AUANTINNUNYNE”

NsFIAUNMIINTUN Y \DunsasvesaluasdeUndnuasallaedingussasdiiomenns
ANUIHANUITY UnAYIns waviialudonasuanidsudeAnmunilulselovilumannis
Auwuzihdmivdauladeunanuanfnawansans

1 L4 £

- deduntunaruiiasuudisiuliiiu 15 wih lussuueesulay Thaijo wiouTeuteuaziues
Anfonau

- ¥1192158157 AgdunAN R NSIRanAin ez azAndodleulunsaluA luangMsInandl
finsanunam Peer Review tielimsgideutludndunsudly Weudluasanuivszidiuain

Peer Review lthauatuiuilvandmdaulnalussuueoulall Thaijo

- Mmawssasuatuunanudynslinu 15 win)

1. Fei3es (Title) Foaanuilveuasniudunegs

2. Hofffinusuazdata (Author & by-line) ey 3o uwana sanwilneuaznwdengs Tu
nsdlfidy dnusvaneauliiFosd emudrfuauddg i urazauddiuiulunuitedulagld
LATRIVINY ¥, ** yiFses3avinenii (footnote) syyfumLamnedvIns Jeaauivinaunie
mhsauuazantuvesfiFeuiidutiagtu szy coresponding (Feumana) , E-mail: ............

3. unth (Introduction) WdayadeaumauazUssduddgmalrnsmuisingUszasdvog
93ty

4. vdnuagaesunefinaunauiudoinsailnsuszneuiiousuiiudesnievndetosuas
Mesuneinaunauiutoinsaividetoiausuus el iAnuunfsivsl

5.63U (Conclusion)

6.N13530Y1NTI05TALUTIUIUNTY (References) 91edslaeldszuunuy APA (liasifiu 20 Lay)

- Maseuinusauatu (Original article) 518911338 (agulaiiiu 15 wil)
1. ¥0i504 (Title) Aaliiin 1w nelazAedingy

N

2. Yerinusuazdain (Author & by-line) Weu ¥8 wwanann1wilneuaza1wdangy u

ada va s

nslAdg dnusvargauliiseaeniua 1wuauddyiusazauildiusinlunuidedulaeld
LATDINUY ¥, ¥, * 11390550718 (footnote) SEUAIRMUINIATYINIT %aﬁmuﬁtﬂuﬂmﬁu
384 coresponding; (%aumaqa), E-mails oo,
LY 1 a 5 Ly [ v Id a 1 Y a = 3

3. undinga (Abstract) Insatun1wineuazdinguiesduniuBSegentinfeiinuanysal
Asu fau tneflanszdsuuusznousie Jaguszasd (Objective) Baliuns3de (Msiudeya / nau
Mg / 1nseallenldlunisife / n15ies1ening) (Materials and Methods) uagasuna (Results
Conclusion) 9112 TadiAiu 300 M

4. fddny (Keyword) Weudum wieidniniwlneuazdingy 91U 3-5 M



5. unth (Introduction) Wideyadeaumeuazyssiiuddymalrnissuiainglsrasdvos
mMideiy

6. FATun15398 (Materials and methods) nanfsniseenuuungusioens edosilediliifiy
usdeyauarnTiaTzinsedflneEeuGemutuney

7. uan5398 (Result) Meunazesusraiid Ay iiiuasenaiimsuaznmusenouliiiu
4 9157 videnwliidrdeutusiusen

8. aAuTIaMa (Discussion) thussifuiidfduiswemandseundnmesueewmuasu
e Tunaiunileuniersanransinuvesiausdslslaeiivingudrsdsiindetie msthwa
inszendldsuiadeiauenusiliannsive wetoiuouusdmiunitelundsily

9. MITAVWRITARALUTTNUNTY B198lneltisyuuluy APA Tnadneds (ldadsiiu 20 Law)
9.1) ussaunsuntsdaniwlng
%o / Yoana. / / (UNTu). / / ¥oi504. / / ATANRUN. / / 1lesiiun’/ : / giuiiavaunsiiu.

f18819 N1581999 ULeaNN : (ARNS dnswe, 2544 : 10)

o

AN finsd. (2544). InINeINSELIQIAN. RUHATIN 3. NFIVN : §IAINITAUN.

9.2) ussaYNIUNTNFaN WD Y

ddq Q L3

%aaﬂa /aﬂwsaasuamu / aﬂwiaamaﬂma(mu) / / QARUN). / / ‘U@Li@ﬂ // ﬂiﬂ WUN. / /

q
-3

Sosfifiud / : / AsuRagaulunsHIA.

Fragne Mseddlusiiawn : (Hartley,1989 : 97-153)

Hartley E.K. (1989). Childhood and Society. 2 nd ed. New York : MC Graw -Hill.

9.3) UTIUNTUINTNUS

%ar{{t, Tou. / / @A), / / JoiFes. / / szivimeniinug, / Jeanun / aasg / Jouminende.

f19819 N1591999luLlen  (AASNS Naueay, 2540 : 54-69)

AANT U, (2540). N15UsEHIUANAMNTHEUIARAGEAUNRTULTINETUIAUATTAA
Faria@eslval. Inendnusneruiamansumdndin, a1w3vINsusmnisne1uta Judin
WedeuInendedeslvl,

9.4) USTUIYNTUUNAININNTNED

Q‘dQ

Fof\Ten. / / @Pfam). / / Founana. / / Tu / Feussansnis (ussans)dnd). / / e
wilsde. / / (vl W), / / dle / : / g5uiaveulunisiiu.

A29819 N159198¢lwlan : (Audn nuRSNa wazUszaas Bunsaudi, 2536 : 749-781)



audn MaseyNa wavUseaas Bunsaudd. (2536). n1sUseliunan1sneIuIa Tungs NyauNgs
(UTFUIBNNT). LENENINITABUYAIVINIULAKALNTEUIUNITNEIUIE WUIET 8 - 15. (Wih
749-781).n30mMN : lseflaiumnIngndualeissssing .

9.5) UITUIUNIUUNAIINIININGENT

Forleu. / / WNNUN). / / Founeny. / / Fo3sans. Unvisewdu@iui) i,
f1a819 N15919delullon : (Anenau eiiAa, 2547 : 147 - 153)

WeAY g1WiATa. (2547). NFRALIAMANTZUUNUANEIEIAansnsLmdesininng wud
NNNTATINMANUNIIYINITUAETEUUAMAIN. NTINEIEEnINITUNmE, 46(3),142 - 153,

9.6) ussanynsuaNIULYA
FofWeu./ / ARNN). / / Tolses. / / dudulioTu weu U, 9nTeiiules : URL

1819 nsdedsluilann : (Lynch T, 1996.) snlsifivedusislildgolsowiaganiuiilag
e

Lynch, T. (1996). DS9 trials and tribble-ations review. Retrieved October 8,1997, form
Psi Phi : Bradley’s Science Fiction Club Website :
http//www.bradley.edu/psiphi/DS9/ep/503r.htm



AMZNITUNISUSUNSALNES USenaume

WeNY NIATURT
UWITIUNT WINLD1IS
Wwadun duin
WIBLAY 1TLATEYPS

v
=

UNITIUAT NEBULAGEN

UNAIGAUST DI0UG
welyn 1158MAs

UILBTAU UWAUAN

. IA.ATIYEY SYAMIIAUNTNGA

o. WA 710893 a3.sunts TB1w1a0a
WIINTIAN ARIEHDAT
wweyiad s1vina
wgud Wadena
wgusAsyy Unasdm
PRV damnsena
WedNIWA  unuSeyayn

<

a e 2 U o A3

WIATAN  UAAITTU

fiusnwn

fivsnwn

fivsnwn

fivsnwn

fiUsnwn

fivsnwn

fivsnwn

fivsnwn
wenaluasideunn®ssuasal
guuenaluasdeUn¥ssyasal
Uszsrudelnousu
UsesnueeUsyandunus
Usgsusheuau
Usesueian

wenidou

a

WSEYEN

<

BN saluasideUnssuasal



aluasidaUnnasysiyasal
38 . alnslnlsay o lws1sy
2.1W5157% 2.371%YT 70120

NsasunnIniunguune

ISSN XXXX-XXXX

71686"944827" >





