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An Analysis of Value Chain Management Affecting the Success of
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Abstract

The purposes of this research were to study 1) the value chain management level of
the Rongrien Nasan Rambutan farmers, 2) the success level of the Rongrien Nasan Rambutan
Farmers and 3) the value chain management success on the Rongrien Nasan Rambutan farmers
success. This research was quantitative research with a Questionnaire employed for Rongrien
Nasan Rambutan farmers surveying in Permpoontrap Sub-District, Ban Na San District, Surat
Thani Province. Sample size was 175 which determined Krejcie & Morgan's formula
convenience sampling method. The data is analyzed with Mean, Standard Deviation and
Regression Analysis.

The results found that: 1) the value chain management level of the Rongrien Nasan
Rambutan farmers in Permpoontrap Sub-District, Ban Na San District, Surat Thani Province reveals
the overall of main activities importance level in value chain management is at a high level (X=
4.04). Considering in each aspect, it is founded that the activity with the highest average level is
outbound logistics. the overall of supporting activities importance level in value chain
management is at a high level (X= 3.71). Considering each area, it is founded that the activities
with the highest average are infrastructure. 2) the success level of the Rongrien Nasan Rambutan
farmers reveals the overall success level is at a high level (X= 3.84). considering each aspect, it is
showed that financial perspective has the highest average level. 3) the value chain management
affecting on the rongrien nasan rambutan farmers success with statistical significance at the .05
level. it can be predicted with 4 activities: infrastructure, procurement/purchasing, outbound
logistics and marketing and sales. the forecast equation can be written as follows: Y = 0.172 +

0.145 + 0.141 + 0.212 + 0.145 with 67.60 predictive percent (Adjusted R2 = 0.676).
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Value Chain Management
1. Primary Activities
- Inbound Losgistics
- Operations
- Outbound Logistics
- Marketing and Sales
- Service
2. Support Activities
- Infrastructure
- Human Resource Management
- Technology Development
- Procurement/Purchasing

(Porter, 1985)

Success of Farmers
1. Financial Perspective
2. Customer Perspective
3. Internal Process Perspective
4. Learning and Growth Perspective
(Kaplan & Norton, 1996)

Figure 1 Conceptual Framework
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gaduudaunyd (IOC : Index of Item

Table 1 Cronbach's Alpha Coefficient

Objective Congruence) 1aen15UILAUD
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dennas (10C) aqliz‘mf’m 0.67 - 1.00 uazin
wuvgeunwlunnaasly (Try Out) fusnumsns
Qﬂqnmﬂsaﬁau U 30 AU NAADUAIY
1§ 037U (Reliability) 1t 8¥aRaudDAAR B9
melunie3inistandulssans sanves
ATBUU1A (Cronbach's Alpha Coefficient) n

' d‘ Q.II L¥ L ' U ‘:! '
AIAIMULY U UNIAUUNINY 0.982 9311ANIN

¥
=]

0.70 nna1u Feasulaiuuvasuniuyaid

[y [

Anaasiueglusyiuge famnsng

Case Processing Summary

N %
Cases Valid 30 100.0

Excluded® 0 0
Total 30 100.0

a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items
.982 .982 56
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Table 2 Display the Mean and Standard Deviation of Opinions on the Main Activities

Opinions on Value Chain Management X S.D. Level of Opinion
1. Inbound Logistics 4.03 0.74 Very
2. Operations 3.98 0.63 Very
3. Outbound Losgistics 4.21 0.66 Most
4. Marketing and Sales 4.00 0.72 Very
5. Service 3.98 0.78 Very
Total 4.04 0.58 Very

N1sANwIIBY “n1sinanisulslenu
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Ugnianglsaseu suatiuyuning s1Lneuiu
WENT JnTNEI18Y 3511 LanInRRuLazEIl
U eaunNInIgIuAg U N IuTeeAINTIH

vanegluszAuan (X = 4.04) Wefinnsanly

wnagAanssnaznuatey luseduuniian
Tneisusnade laun ladafndeoen (X =
4.21) wazagluszduann lasideanads loun
Tadafndviiun (X = 4.03) n15v18uaY
n130@a19 (X = 4.00) N15U5n15 (X = 3.98)
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Table 3 Display the Mean and Standard Deviation of Opinions on the Support Activities

Opinions on Value Chain Management X S.D. Level of Opinion
1. Infrastructure 4.17 0.65 Very
2. Human Resource Management 4.00 0.79 Very
3. Technology Development 3.02 0.77 Medium
4. Procurement/Purchasing 3.64 0.67 Very
Total 3.71 0.54 Very

d| v < 1
NA15199 3 wanslniiulnaang
AALILYDINITIANIITNHLYALAIVOHNBATATHY
Ugnianglsaseu suatiuyuning sLnauiu

WENT JnTNEI18Y 3511 LanInRRuLazEIl

Wenisanluunazianssuasnuneglusediu
wnlaet3esnade laun lassasianugiy
(X = 4.17) M5UTMITANINTNYINTHUY B

(X = 4.00) nM155011/n15308 0 (X = 3.64)

desvunesgruieaiunimsuesiansy wazaglusziutiunans lneidesnniade lown
Y

aduayueglusziuan (X = 3.71) AMsaLnalulad (X = 3.02) auainy

Table 4 Display the Mean and Standard Deviation of Opinions on Success.

Opinions on Success X S.D. Level of Opinion
1. Financial Perspective 3.95 0.75 Very
2. Customer Perspective 3.81 0.68 Very
3. Internal Process Perspective 3.71 0.62 Very
4. Learning and Growth Perspective 3.87 0.70 Very
Total 3.84 0.59 Very

311015197 4 wansluiiuliay WeavuasgigItuamsdey luseeu

Aniunonud i areununsnIyUgniang wn (X = 3.84) wiefarsanlunnasaiuas
lsafou uailuyuning unouIuwIETs wur1eg luszdvinnlaeifeanieds laun
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Syuguariimul (X = 3.87) YUN8IAIUgNAT (X = 3.71) Ay

(X = 3.81) uazyuuanunsTUIUNMINIely

Table 5 Display the Correlation Coefficient Between the Value Chain Management Variables

that Affect Success

Variable X, | X, X5 X4 Xs Xs X, Xg Xo VIF
Inbound Logistic (X,) - | 6837 | 5277 | 5747 | 618" | 6317 | 691" | .038 | 464" | 2.838
Operations (X,) - 6427 | 497 | 5927 | 656 | 601" | 244" | 601 | 2.819
Outbound Logistics (Xs) - | 6017 | 5517 | 644" | 628" | 178" | 497 | 2.338
Marketing and Sales (X,) - 7197 | 577 | 6247 | 185 | 355 | 2.656
Service (Xs) - 646" | 5627 | 2527 | 435" | 2.788
Infrastructure (X,) - 6947 | 150" | 570" | 2.859

Human Resource

*%

- 137 | 541 2872
Management (X;)

Technology "
- | 483" | 1515
Development (Xg)
Procurement/Purchasing
- | 2333
(Xq)
** Has statistical significance at the 0.01 level.
* Has statistical significance at the 0.05 level.
INHI15MN 5 ANFUUSLENTANAUNUS (Gujarati and Porter, 2009) 8¢ 5¥%319 1.515
sEnaiLUIMsIansnlenuaiainans — 2.872 Faflaueunin 10 LaAsIANUENITUS
AudnsveunwnInIy Ugniaglsuseu v uUsdasylufstuninelmindymn

AUAALNUNTNYG DUNDUIUUIENT JINIAE ANNFNITUETEIINFINUTBATY

51903571 Taanduiusluiv 0.8 uazan VIF

Table 6 Display the Weight Values of Opinions on Forecasting Value Chain Management that

Affect Success

Unstandardized

Standardized
Value Chain Management Coefficients t Sig.
Coefficients
B Std. Error

(Constant) 0.172 0.202 0.852 0.396
Inbound Logistics (X;) 0.068 0.058 0.085 1.174 0.242
Operations (X,) 0.118 0.068 0.125 1.729 0.086
Outbound Logistics (X5) 0.145 0.059 0.162 2.461 0.015*%
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Unstandardized
Standardized
Value Chain Management Coefficients t Sig.
Coefficients
B Std. Error
Marketing and Sales (X,) 0.141 0.057 0.174 2.467 0.015*
Service (Xs) -0.064 0.054 -0.085 -1.176 0.241
Infrastructure (Xg) 0.212 0.066 0.236 3.228 0.002*
Human Resource Management
0.091 0.054 0.123 1.683 0.094

(X7)
Technology Development (Xg) 0.076 0.040 0.100 1.879 0.062
Procurement/Purchasing (X,) 0.145 0.058 0.164 2.493 0.014*
R 0.832
R Square 0.692
Adjusted R Square 0.676
Std. Error 0.334
F 41.255

Dependent Variable: Success of Rambutan Farmers in Permpootrap sub-district, Ban Na San District, Surat Thani Province.

* Has statistical significance at the 0.05 level.
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Abstract

Creating new things, new services to create value, create innovation for the business is
another strategy that will help increase channels to respond to new things according to
customer needs and help the organization turn a crisis into an opportunity. This research on
the study of business management with innovation of smart entrepreneurs in Lampang
Province aims to study business management with innovation and create a business
management model with innovations from smart entrepreneurs in Lampang Province. The
sample group consists of community enterprises in the food processing and product group in
Mueang District, Lampang Province, which are 48 peoples in 7 groups. The tools for the
research include interview forms, data collection using in-depth interviews. Using content
analysis methods.

The research findings indicate that entrepreneurs possess management capabilities
within their groups; however, a major issue remains—the group's operations have not
effectively adopted innovations for data management in key areas such as administration,
finance, production, and marketing. This lack of integration hinders the overall effectiveness
of their management practices. To address this gap and enhance innovation-driven
management, the researcher has developed a new management model in the form of a
curriculum titled (Modern Entrepreneur) for community enterprise groups. The curriculum
consists of modules on modern management, creativity and innovation, and marketing
technology. This model serves as a prototype for entrepreneurial business management,
aimed at enhancing operational efficiency and strengthening the competitive potential of

community enterprise entrepreneurs in Lampang Province.

Keyword: Business Management, Entrepreneurial Innovation, Smart Entrepreneur
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1. Possesses intellectual intelligence
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3. Has adaptability skills

Figure 1 Conceptual Framework
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Abstract

This research aimed to study the competency of accounting practitioners that affected
the quality of government accounting operations of government agencies, and the
disbursement unit level in the upper northern region; The research tool was a questionnaire.
There was a sample of 372 people, namely accounting practitioners of government agencies,
the disbursement unit level in the upper northern region, all available, using the Taro Yamane
formula (1973) at an error level of 0.05, and then using the data collected from the
questionnaire to analyze using Descriptive statistics including Percentage, Mean, Standard
Deviation; Multiple regression analysis to test hypotheses with statistical significance at the
0.05 level.

The research results found that the competencies of accounting personnel consist of
knowledge, ability, accounting professional skills, work ethics, accounting professional attitudes,
and information technology; which positively affect the quality of government accounting
performance evaluation. Therefore, government agency executives should promote and support
government accounting personnel to receive training and develop accounting professional
knowledge regularly, so that sovernment accounting personnel gain knowledge, understanding,
and develop their potential in government accounting operations, and should focus on making
government accounting personnel aware of work ethics, have a good attitude in work, and use
information technology appropriately and up-to-date, to increase the quality of government

accounting to meet the evaluation criteria and have better efficiency.

Keyword: Competency of Accounting Practitioners, Quality of Government Accounting

Operations, Government Accountants
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The Quality of Public
Accounting of State Agencies
1. Accuracy
2. Transparency

3. Accountability

Figure 1 Conceptual Framework
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Table 1 Present the mean and standard deviation of opinions regarding the performance

competencies of public sector accounting personnel at the disbursement unit level in the

Upper Northern Region of Thailand

Competency of Competency Area

Accounting Highest High Medium Low Lowest Mean

Performers Value (%) Value (%) | Value (%) | Value (%) | Value (%) (s.D.)

Knowledge 159 149 60 4 0 a.17

(42.74) (40.05) (16.13) (1.08) (0.00) (High)

Skill 142 154 72 4 0 4.22

(38.17) (41.40) (19.35) (1.08) (0.00) (High)

Relationship 259 113 0 0 0 4.55
(69.62) (30.38) (0.00) (0.00) (0.00) (Highest)

Ethics 357 15 0 0 0 4.83
(95.97) (4.03) (0.00) (0.00) (0.00) (Highest)

Attitude 284 67 20 1 0 4.55
(76.34) (18.01) (5.38) (0.27) (0.00) (Highest)
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Competency of

Competency Area

Accounting Highest High Medium Low Lowest Mean
Performers Value (%) Value (%) | Value (%) | Value (%) | Value (%) (s.D.)
Technology 119 202 a6 5 0 4.16
(31.99) (54.30) (12.37) (1.34) (0.00) (Hight)
4.41
Overall Mean Score
(Hight)

NANT97 1 mmﬁmﬁuﬁuaq@mau
quaaummﬁﬁﬁaamsauwaqéﬂﬁﬂ’amu%u
taTvosmnenuressy ssiuvmnednag lu
wanAmdensuuy nmsIney luszduunn
(ARdy 4.41) Wuiqumammuaaumﬂuszﬁu
uniige aun gwua%aﬁiiﬂumsﬂﬁﬂ’ﬁmu

(ALady 4.83) 5098331 AD AUUFuNUS

Table 2 Pearson Correlation Coefficient Analysis

sEMINYAAa (ALY 4.55) Aidauniiuly
puAuaRludvIndad (Aede 4.55) uaz
Tusgiuunn Taun aruwnueiodndad
(AaAY 4.22) 50989317 ﬁyﬂummgmmmmm
(ARd Y 4.17) wazarunaluladansaumnd

(ALRaY 4.16) MuaIeU

Variable OSA KNW SKL REL ETH ATI TEC
OSA 1
KNW 0.850** 1
SKL 0.835** 0.886** 1
REL -0.166** -0.133 -0.156** 1
ETA 0.232** 0.197** 0.138 0.020 1
ATI 0.789** 0.791** 0.772%* -0.211%* 0.216** 1
TEC 0.750%* 0.761** 0.775** -0.129 0.167** 0.701** 1

** Pearson Correlation is significant at the 0.01 level
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Table 3 Checking Tolerance values and calculating VIF
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Independent Variables

Collinearity Statistics

Tolerance VIF
Knowledge 0.178 5.611
Skill 0.182 5.486
Relationship 0.947 1.056
Ethics 0.935 1.069
Attitude 0.325 3.074
Technology 0.361 2771

21NAN5197 3 WU Faudsdaseits 6
Fauds laun AuALSATNATINTD AU
medndndnd auufduiusssnisyaaa
éjflm%‘aﬁsiﬂumiﬂﬁﬁ’ﬁmu ALY
FeTnTnT wazaumeluladansaume dan
Tolerance &‘ll”lqm‘vll’ﬁu 0.178 %’amm%mm’jﬂ
UFTRMunutydniasgessiitud A
adffisedu 0.01 Tnefinndudsvavsanduius

(N wensuauINNIsUURUA UL

aasglaanssouzvesy UfTRMuAuTyd
anansniludaus -0.166 4 0.850 A Fauys
Saszyndavoanumdusifinesnisd 0.1 uas
A1 VIF fiangegamnfu 5.611 dsuosnin 10
prunan saduagulaandnlsdase s 6
fuds lufimnudniusiu wazinnumsnzan
flasiiludinsevinisonneswau (Multiple

Regression Analysis)

Table 4 Regression analysis to examine the competency of public sector accounting personnel

and the quality of public sector accounting performance

Coefficients

Model t-statistic P-value
B Std. Error
1 Constant 0.694 0.028 25.074 0.000
Knowledge 0.006* 0.001 5.982 0.000
Skill 0.004* 0.001 4.534 0.000
Relationship 0.000 0.001 -0.808 0.420
Ethics 0.003* 0.001 2.469 0.014
Attitude 0.004* 0.001 4.996 0.000
Technology 0.003* 0.001 3.202 0.001

Adjusted R? = 783, F = 224.436*, P-value = .000

a. Dependent Variable Quality of performance in governmental accounting practices

*P <0.05
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Abstract

The shift in technology trends has undeniably become a significant factor in the global
and Thai digital economies. Artificial intelligence (A.l) is an innovation that has taken a
prominent role in the business world. The use of innovation in business is a key to developing
the country's economic system and the survival of businesses. A.l. has become an essential
tool for enhancing the ability and efficiency of doing business. The application of A.l. can help
organizations work more efficiently, reduce costs, increase the speed of decision-making, and
create a better experience for customers. However, the adoption of A.l. in the business sector
still presents several challenges. Therefore, this article aims to present the importance of A,
its applications in business, trends in Thailand, preparing businesses to use A.l. effectively, the
benefits of using A.l. technology in business, and the risks and limitations of A.l, such as
technological constraints, development costs, and ethical and data privacy issues. In the
context of Thailand, the trend of adopting Al is still in its early stages, requiring the
development of infrastructure, laws, and highly skilled workers. Careful study and planning
before implementation will ensure that the application of Al. is smooth and achieves

sustainable success.
Keyword: Artificial Intelligence (A.l), Preparing, Application in business
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Abstract

This study aimed to examine the relationship between five dimensions of service
quality, namely tangibles, reliability, responsiveness, assurance, and empathy; and customer
satisfaction, and to study the impact of customer satisfaction on the revisit intention at coffee
shops, which located in petrol stations that serve as the brand’s primary outlet in these
stations, including Café Amazon, Inthanin, Punthai Coffee, Coffee Journey, and Deli Café -
Shell Café. The population was customers who had previously used the service of these coffee
shops. A sample size was 385 respondents. This study used questionnaire as a research tool,
and collected data via online. Descriptive statistics, including frequency, percentage, mean,
and standard deviation, were used for general data analysis. The inferential statistics employed
the multiple regression analysis and simple regression analysis to test hypotheses.

The results indicated that four out of the five dimensions of service quality, which were
tangibles, responsiveness, assurance, and empathy, were significantly related to customer
satisfaction, with the exception of reliability. Customer satisfaction had a significantly positive effect

on revisit intention.

Keyword: Service Quality, Customer Satisfaction, Revisit Intention
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Service Quality
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v

Return for Service: Y,

Figure 1 Conceptual Framework
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Y83ATDUUTA (Cronbach’s alpha coefficient)
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Table 1 Cronbach alpha coefficient
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ANUTRRUlUSEAUA waz A1 0.9 VulUanadn

fanuwesiuluseiugann (Cronbach, 1951)

Dimension Number Cronbach Total Number | Cronbach Alpha
of Items Alpha of Items

Tangibles 5 0.882

Reliability 0.859

Responsiveness 3 0.854

Assurance 6 0.879 32 0.971
Empathy 5 0.908

Customer Satisfaction 6 0.909

Return for Service 3 0.837
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Table 2 Distribution of Respondents by Gender, Age, Education Level, and Income

RMUTL Journal of Business Administration and Liberal Arts
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Total
Respondents
Frequency Percentage
Gender Male 161 41.82
Female 224 58.18
Age 20 - 30 years 214 55.58
31 - 40 years 60 15.58
41 - 50 years 40 10.39
51 - 60 years 71 18.45
Education Less than lower secondary school 5 1.3
High school or vocational certificate 19 4.93
High vocational certificate or diploma 12 3.12
Bachelor's degree 388 74.81
Higher than bachelor's degree 61 15.84
Occupation Government officer 46 11.95
Full-time employee 141 36.62
Temporary employee 20 5.20
Self-employed 123 31.94
Others (e.g., student, housewife, etc.) 55 14.29
Income Less than 15,000 Baht 108 28.05
15,000 - 30,000 Baht 139 36.10
30,001 - 45,000 Baht 58 15.07
45,001 - 60,000 Baht 26 6.75
More than 60,000 Baht 54 14.03

PNETNT 2 WU FNABULUUFDUNTL

antlueyidumands Andusesay 58.18 flong

5e%19 20 — 30 9 Anudusesas 55.58 flsveu

a a

n1sAne1USyyns Andusesay 74.81

Usznavuordwnanidunidnaudseanaaniy

508aY 36.62 Lavilsulamoif ausEna 14
15,000 - 30,000 U ﬁmﬁjuﬁuaﬂaz 36.10



NsasusmsssnvnazAalmaas s1sunadruun
UA 13 auui 1 (uUns1AU - Daulou 2568) 79

Table 3 Mean and standard deviation of service quality

ltem Mean S.D. Opinion level
1 | Tangibles 441 0.574 Strongly Agree
2 | Reliability 4.31 0.589 Strongly Agree
3 | Responsiveness 4.32 0.611 Strongly Agree
4 | Assurance 4.24 0.614 Strongly Agree
5 | Empathy 4.10 0.713 Agree
Total 4.29 0.621 Strongly Agree
ﬁ]']ﬂ@l’]i']xiﬁl 3 W‘U’Jl'l E;G]@ULLU‘UEI@UE]’]JJ (ﬂy’JEJE]EJI’NEQJI\i (ﬂl'lLQgEJ 4.29 LLazéauLﬁlaqwu
ﬁmmﬁmLﬁuﬁmf“ﬁ’uqmmwmﬂﬁﬁmﬂaa 11913571 0.621)

srunwrluaaiunfiulaesin egluseauiiu

Table 4 Mean and Standard Deviation of Customer Satisfaction in Service Provision

ltem Mean S.D. Opinion level
1 | Choosing this coffee shop was a wise decision 4.14 0.776 Agree
2 | satisfied with the overall service of the coffee shop. 4.26 0.676 Strongly Agree
3 | The cleanliness of the coffee shop meets my expectations. 4.31 0.677 Strongly Agree
4 | Satisfied with the attitude of the coffee shop staff. 4.19 0.719 Agree
5 | Satisfied with the service skills of the coffee shop staff. 4.24 0.701 Strongly Agree
6 | Satisfied with the taste of the beverages at the coffee | 4.23 0.720 Strongly Agree

shop.
Total 4.23 0.591 Strongly Agree
NNAT 4 NN pgmammuaaumu luspduifuniessds (Aaly 4.23 uazaiy
deuAadiuli safuanufianelaniunis Deauuannsgiu 0.591)

Tnusnisvessumunluaniunfiulae sy ey

Table 5 Mean and Standard Deviation of Customers’ Intention to Reuse the Service

ltem Mean S.D. Opinion level
1 | Iwould like to use the services of this coffee shop again | 4.27 0.721 Strongly Agree
in the future.
2 | I would recommend this coffee shop to others. 4.16 0.786 Agree
3 | I would recommend this coffee shop to others. 4.33 0.676 Strongly Agree
Total 4.25 0.634 Strongly Agree
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fanuAaiuAfuamuaslanduNilyusng

INANIN 5 NUN HABULUUFR U Glasin ogluszAuiiunieesnsds (Aade

4.25 waranuleuuuiInggy 0.634)

Table 6 The Relationship Between Service Quality and Customer Satisfaction

Unstandardized Standardized

Coefficients Coefficients t p Tolerance  VIF
B Std. Error Beta
Constant 0.550 0.139 - 3.950  0.000 - -
X,: Assurance 0.279 0.059 0.290 4.741 00007  0.307 3.253
Xs: Empathy 0.253 0.043 0.305 5896 0.000° 0494  2.026
X,: Tangibles 0.201 0.042 0.195 4.770 0.000°  0.285 3.510
X3: Responsiveness 0.132 0.052 0.138 2.556 0.011° 0.221 4.525
R? 0.686
Adj R? 0.683
F 207.953 (sig 0.000)
Durbin-Watson 1.972

**P < 0.01, *P < 0.05
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Satisfaction with Service Quality

Unstandardized Standardized
Coefficients Coefficients t sig
B Std. Error Beta
Constant 0.849 0.155 - 0.545  0.000
X¢: Customer Satisfaction 0.805 0.036 0.750 22.199  0.000”

**P < 0.01, *P < 0.05
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Table 7 The Relationship Between Customers’ Intention to Reuse the Service and Their
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Abstract

The objectives of this research were to study 1) customer behavior in deciding to use
homestay business services, 2) the level of opinion of the marketing mix, and 3) the level of
opinion of the marketing mix. Factors affecting customers' decision to choose services in the
homestay business in Chiang Mai. The sample used in the research was consumers 404 people.
The data were collected using questionnaire and analyzed by descriptive statistics and
multiple regression analysis using the Enter method.

The study results revealed that 1) most of the respondents were female, aged between
21-30 years old, had a bachelor's degree, had an income of less than 10,000 baht, and were single.
2) It was found that the purpose of the trip was to relax. The number of stays for 2-3 days was
accompanied by a friend who booked a homestay through an application such as (Agoda) for a

single room type and the frequency of stay was 2-3 times. 3) The informant gave his opinion on

the overall marketing mix was at a high level (X = 4.370). and 4) Factors that affect the decision of
customers to choose services in the homestay business. The statistically significant positive factors
at the level of 0.01 were 5 variables: gender, education level, number of days of stay,
accompanying guests and room type of the homestay staying There are 4 statistically significant
positive factors at the level of 0.05, namely product, distribution promotion, physical
characteristics, and process. At the same time, the factors that have a statistically significant

negative effect at the level of 0.05 are the price side.
Keyword: Behavior Behavior, Decision, Marketing Mix, Homestay Business

° 4 ~ 4 ' o ' v
unui s19laled 3.3 Laua1uuIm WiAulNsele

nUnNewReIneR buduumely 83% s

e dfinnuL N5u1RM 3 I -
vawaediiuan My ol WeuAudnau (WA g wawme, 2567)

U ! dl ! a i ! a
UNYNoWNYIN NV IRATHNANTENUA DLATHFNA L. v
a Y98 @1U5UT 2567 9. WU 99U

neluuse tnelud 2562 daaudinnoaied Hight Value iU Sustainability mq'qa'mau

AIrALALILUINIeaiedlulveneyinada Jsyauntsad fama Samunasln e
asaafi Uszuia 40 atuau a519318la19 v d - o o
o R . . Unneuiien WeosnngAnssuvetnvediied
ginAfia 1.93 aruaruun waluld 2563 9 v, o v Sy o oa
Uszineg 93agua Hy qu >63 Tudavudiaiuneinisi ssdunanse
A AanIunIsulaTn-19 vy aruqu < ‘o v
wantUd sudszaunisuduyanalunesiu

o ' d| ' a -~ 4 v
UNNBINYIRNYINAADUNED 6.7 I1UAY &N ' ooa ' ' '
TAYATI WIUAINTTUNITN DT 8RN 1 9



nsasusmisssnvnazAalmaas sisuinadiuun

UA 13 auui 1 (uUns1AU - Daulou 2568)

13 oulosoy Fuimusssy 3533n g vy
Uszingl aruduiaunuarsndnuaiiunnng
Al (Answer news, 2567)
nsneafivndsdnawuulsvaneie
Lﬁugmwwﬁwmﬂ'ﬁﬁaqLﬁm@qﬁmﬁiﬁu%’u
auaulaegsnantdnveaiien 1dunis
nouiierivanendedladuiatuiaiiaves
yugulasunads laifoug vuussaudoy
Uszindl Yausssunig o saduyu lng
FamTadeddnundudndamiand s danud
vfaqm?f&nLLUUL%qﬁLmaquawlmmywﬂ”u
\dosananmafivsumaiidusssumna il
duiilasuanualasndnvesiietsluuas
aatsing lunsdendadulaunlausnisdy
Sutn 1REVdI9INanTuNITAINTUNTTEUIR
veudelada Covid-19 virludmsinisiawn
LLazmiLLﬁa%’u’Lu@i”mﬂaqwémqmsmmmﬁq q
fiusuasuly Meludeswes s1a1 nsusnis
uatWIMsins g ielminmsiiaty
vosdnnugnalunduindnads
fadunisdnuiaded aney3dele
SadufangAnssunisinauladentausnns

vasgnAntugsialenawe Jminledy
SaquUs:asn

1. iiednwmgAnssuvesgnailunis
dnduladenlyuinisgsfnlavams Samin
Fedlu

2. flednwnsziumuAniiuvosau
Uszaunnanisaaalunisdaduladonly
U%‘mwmqﬂﬂyﬂuqiﬁ‘aiamma‘ Janin

WJealyy

Wenlyuinisvesgnanlugsialavame Jawin

WJealyy

JSSEUNSSURINYIVOJ

1. u,mﬁﬂLLazmqwﬁtﬁ'mﬁquanﬁu
Ve U3lan

Kotler (1997) la a5 unefangfinssu
yosruilnalian iWunsAnenquyuilaad
woAnssuesalslunmsdndudia saudanis

v a

anduladonazlvduaiuazusnisennsls
= v a a a a a 4
Fanann1snduszdniainlunisimsien
NOANTIU ABUAN 6Ws 1H N1ABININTUINAN
' N 1Y) - % ¥, g
A9 9 sedfunataielvlafinauiinens
N3URIRB ULl

L1lasAenaratyamuie (Whois
target market) # uSlaannauelalulygnan
na ununeaueld T Ussasausnly
NsANYINGANTINVRIUILAA LienInaunly
a Y oA a A o Y odg Ya Y 4
duaniauinis vseduudlunnlydun1nse
usni1sdu q deazvaslnviivanvay
NANUNMUNETUNITIVRINEN U

1.208109 09215 (What does the
market but) ¥11N153ATIEANGANTTUVBINAN
WieNTIUAIANABINTNUNITINGNAINDINTT
INHANTUNNIOBIANTT

1.3 vludsie (Why does the market
buy) ¥aglunsruiananan unass lunas
anduladeaveignan i eaiuisauiundu
wwInslunseunugdlanauming

1.4 lasdadusulunisde (Whom

participates in the buying) Tun1ssindulade

3. WefnyUadenamanan1senaula



91980 YARAD UNTAIUTIUNTOUDNTNAN BT

RMUTL Journal of Business Administration and Liberal Arts

Vol. 13 No. 1 (January - June 2025)

fnaulate mmegiivinuniidenaluluyiily
Aualngnss o1lvsauiunansny

1.5 Faiileln (When does the market
buy) wuslnaazinginsaalunisuilnaduan
wazuinnslunnazUssiand unnasiuniy
Tonadily

1.6 Faifluy (Where does the market
buy) il ensuisuvasiignandeunioaznan
flazlude ilansuimavesnienisdasiuung
fomngauiugnarluusazngy

1.7 $008l3 (How does the market
buy) 1l an31UT 11503 M15N150 009N AN
Mituneuntstoosndls §’QLL@{ﬂws%’ujﬁqﬂ’fgm
ynsaumveyaiioun lunioandamitu 4
vnsUszdiumadenlunisunladam was
nsdnaulatoannsls wofnssuniendenisde

2. wunAnuazngujiieafudau
Uszaunienisnana (7P’s)

Kotler (2000) lapSunefisaiutszan
7190159819127 A1UUTEALNIINITAAIA
vimsfianansomunle dslasufunouaues
pufiswslaunnqudmang Usznauaie 7
sy fail

2.1 auwdasne (Product) ud sl
iauetuyuilaafiensuaussnianels
vo3y U3lan Aondndumiidnman (Value)
‘Luawmmaqqﬂéj']qmﬁwmﬁuhuﬂugﬂﬁaﬁu
f9 3107 (Value) wosdun g u18azity

NIUATIANEAS N HTDILAANITARAULR

[

Fannowladn158ousUlUAIAUANA NN UN

be ¢ ¢ Da

UszNaUuAIUEINAILITNDUAUBIANADINTT

vosuywe L funuanTaf dudalauaylula
naenauraUselovuiiranslundndom

2.2 pus1an (Price) Fonmunnanfam
Tugudaiu gnanasilieuifisussnnisnman
(Value) v09uU3n157U51A" (Price) ¥89U3NNS
ifu n1gaAIganI1TIAIgnAagdadulade
Fadu mstauasanisivuinisaisinag
wngauusyaun1sivusnstaay uas
NERBNIIUNTEAUUINSTAei

2.3 PuBoIeNSIRs e (Place)
\Jufenssufiiiigavestuusseiniadwinass
Tumsiauauinisivingnan deduananis
%’U{suaﬂqﬂﬂyﬂuﬂmﬂlwLLazquszimﬁmaa
Usmsiitiaue deaznesfinnsanlunuriia
@59 (Location) wazwaenislunisiuaue
U3N13 (Channels)

24 A 1UNTTE AT UN1TAATA
(Promotions) Liuia3 sslenilafifiarudrday
Tunisfanod eanslvy lauinis lned
Tagusrasnd ugsrnainietnygdniia

TmupRLasngAnssunislousnmsuasidungus

s
[ Y%

d1AfYvINITRAIREUFNNUS

o

2.5 a1uyAna (People) n3onineu
(Employee) € 4% 93814 8N15A ALA BN
nsilneusy n153¢la elranunsaasieay

fanelaluiugnalawanmaniienuusduidu

ANuFNTUssEMI MU Inusnsuag

v 1% '

HlyU3IN13AN9 9 U8903ANT L IMUINIA B4
AUAINITD AV AUART AIUITONBUAUDIND

WlouIn1g dAuAnsisy danuaiansalunis

unleday aunseasiadeulniussans



nsasusmisssnvnazAalmaas sisuinadiuun

UA 13 auui 1 (uUns1AU - Daulou 2568)

2.6 ANUANBALNIINLATN (Physical
Evidence) uansluiitufisdnuaignianionin
wagnsiauslvivgnalmdudugusseu
Taene1emasnsnunmlagsan Haneniy
nenmuazgUuUUMIUINsLieas R
nfugnan lunnasduniunsunsnisazenn
nstasanesgnwesuloy uaznislvuinisd
s viFeraUsslenidu q figneeslaty

2.7 A1UNT¥UIUNIT (Process) LT u
Aanssufifsavestusndouisnisuazaru
Ui TElun1un1susnig W dauelv iy
wlruinig iensunisluuinisesagnaos
s wasshlnglruinafnenuuseiule

3. uunAnuazngufiieafunis
ingula

Kotler (2016) lapSuefia nsdndula
L?{aaﬁUﬂiguauﬂﬁmﬁmiwmﬁwmwﬁwé’zg
Tunsinauladsveanuilng deusdnaasii
aulanszuaunsdnauladovosuilaa
819009y lua19azidunulszaunisn
nsi3eug nMaden uagnisly Taevaluuad
ﬂizmuﬂ’ﬁé]’maﬂﬁamaaﬁu’%lmﬂazﬂaugfm
5 dumeu el

3.1 n13¥ug T nszuaunied
wFunud oy uilnasus fedgmuieniny
A3 iinaInd ssnislunienisuen
MINLITINTEA UTINE L3 179na 1A NT U
wnaefuusmdnduiinssailmAnaudaly
minaulade

3.2 msgum%aya (Information search)
Soyuilnasusviediamiunonistedunvie
U3n1Tuan %L?ugum%agaLLazLﬂm%’UsﬂJaaﬂa

Wetundndununtu lnge1aisuanveya

flyaruey ann1senu nmslnsdmnudi ey
nsmveyantseaulay wasnndeuraT LA
lafnw e funEniom

3.3 MsUsziiunaden (Evaluation
of alternatives) sgfu%‘lmawizmamaﬁgayja
wazdndulenazdendeduamnieusnisle
s‘zfqpgu%hmwmﬁuﬁlwuﬁugmmqLLazma lng
onalunamlunsUsadu wu ANANTURYDY
WAnSuT Srawmesdiandnvnzuarivlsslony
i uslnanesnis vl audnuuzias
Jsgloruiiy uilnaauladnazunnanaiuly
AUAREHAR N

3.4 msinaulate (Purchase decision)
ey uslnavinisUssifiunaniadenian
fazminausslauazdnduladendndom i
noamsLInian seyuilanenadndulatelny
f9150191NAIAUAT FIUNLA MUY USina
1987 LAEIoNITITERY

3.5 WqANITUNG N5 © (Post
Purchase Behavior) Lﬁasjﬁiﬂﬂi‘*ﬁ}ﬁué}ﬁw%
U3n157 4 oluuas eraLAanafianelanse
luwanola wing vilnadarnuianaela
Auuluufiazdendndomiugn waziluuilus
flagvonnedsd q lugduis uaninlumnaela
Roraiiwieashundnimn viesesSoutunau
wioAudu 9 winurenisesulay wiely
fxnaulangadondniun uieveniouln
Wleunsu

NUUIAA VY] kazuTTed
Rermesiinan widelathunfmundunsey

Y
[

LUIARNITIYLA Pt




RMUTL Journal of Business Administration and Liberal Arts

Vol. 13 No. 1 (January - June 2025)

General Information

- Gender

- Age
- Education level
- Income

- Status

Consumer Behavior
- Purpose of travel
- Type of travel
- Travel days

- Travel companions

Decision-making in Choosing

- Hotel booking
- Type of hotel

- Frequency of travel per year

Marketing Mix Factors
- Product
- Price

- Place

- Promotion
- People
- Physical evidence

- Process

\ 4

Homestay Business Services

Figure 1 Conceptual Framework
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Table 1 Percentage and results of hypothesis testing on general demographic information

influencing the decision to use services.

General Information Percentage Mean S.D. F Sig.
Gender Male 30.70 4.226 0.057 3.248  0.040*
Female 65.80 4.391 0.042
Other 3.50 4.543 0.110
Age Under 20 years old 44.60 4.342 0.057 0547  0.701
Aged 21-30 years 49.50 4.330 0.042
Aged 31-40 years 5.00 4.500 0.110
Aged 41-50 years 0.50 4.200 0.057
50 years old and above 0.50 4.800 0.042
Education Primary school or below 0.50 4.800 0.057 2295 0.045*
Lower secondary school 0.00 0.000 0.042
Upper secondary school or 7.90 4.263 0.110
vocational certificate
Associate degree or equivalent 2.50 3.800 0.057
Bachelor’s degree 84.70 4.356 0.042
Master’s degree 3.50 4.457 0.110
Doctoral degree 1.00 4.900 0.057
Salary Less than 10,000 Baht 58.40 4.336 0.650 0.284  0.753
10,001-25,000 Baht 31.20 4.340 0.737
25,001-50,000 Baht 10.40 4.419 0.555
Status Single 95.50 4.351 0.679 0.777  0.508
Marry 3.50 4.143 0.346
Divorced 0.50 4.800 0.000

Separated 0.50 4.200 0.000




21sasusSHisgsivilazAaumaas s1susnaduun

UA 13 auui 1 (uUns1AU - Daulou 2568)

AUl 2 JayangAnsIavaLgnA
HANTSANYINGANTTUVDIGNAT WU

A UIEaAlUNITLAUNILNONNNOU LAUNI

WINIYAULDI TIUIUNITUNA 2-3 Tu T

19U Agoda USELANUBINNUUUNBILAYD LAY
' Y o =~ ° <
ﬂ'J'UJﬂI‘Uﬂ']iLSU']Wﬂ A I1UIU 2-3 AT

AIM119N 2

Table 2 Percentage and results of hypothesis testing on customer behavior affecting the

decision to use services.

Customer Behavior Percentage Mean S.D. F Sig.
Purpose of For leisure 89.10 4.349 0.687 0.043  0.958
travel For business or work 6.40 4.323 0.380
To visit relatives or friends 4.50 4.311 0.637
Type of travel  Traveling independently 91.10 4.342 0.676 0.761 0.468
Using a tour company’s service 4.50 4.244 0.642
Travel arranged by an agency, 4.50 4.511 0.541
company, or organization
Travel days 1 day 9.40 4.095 0.556 4.354  0.002*
2-3 days 73.80 4.383 0.688
4-6 days 7.40 4.613 0.522
1 week 3.00 4.200 0.615
More than 1 week 6.40 4.046 0.583
Travel Alone 18.30 4.141 0.090 3130 0.015*
companions Friends 32.20 4.452 0.553
Partner or spouse 19.80 4.405 0.559
Family or relatives 28.20 4.302 0.676
Tour group or organization 1.50 4.600 0.193
Hotel booking Booked via application (Agoda) 57.90 4.286 0.708 2544  0.080
Booked directly with the 30.70 4.452 0.614
homestay owner
Walk-in (no advance booking) 11.40 4.365 0.574
Type of hotel Single room 56.40 4.335 0.637 2791  0.040*
Double room 13.40 4.511 0.492
Room for three or more persons 14.40 4.421 0.562
Entire house 15.80 4.175 0.922
Frequency of First time 41.10 4.364 0.533 0.716 0.534
travel per year  2-3 times 47.00 4.303 0.777
4-5 times 6.40 4.477 0.580
More than 6 times 5.40 4.418 0.679
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Abstract

Research on political discourse on Facebook fan pages “Thai Politics in a Shell”, aims
to study political discourse on Facebook fan pages “Thai politics in a shell”. Using the study
method through principles from studying documents and messages from communications or
posts on fan pages, responses or comments by choosing to study only statuses that directly
relate to the presentation of information for motivation. The results of the analysis reflect
political movements in different forms both positive and negative, as follows: 1) presenting
the people's thoughts about political parties, emphasizing positive thoughts about the Move
Forward Party and the Pheu Thai Party. This arises from the expectations of the people who
want to see Thailand progress toward prosperity, and representatives selected by the people
who run the country in a democratic manner are truly beneficial to the public. And negative
ideas about the current government, which was dictatorial in deciding various matters, affecting
the overall picture of the country that was incorrect and not beneficial to the general public
by taking advantage of the number of government members of parliament who there were a
lot of them, making it impossible to check and balance power according to the parliamentary
mechanism. 2) Presenting ideas about resisting dictatorship with positive thoughts about the
government party that was truly elected by the people and had a political stance towards
democracy so that the country can move forward with democracy truly collective, and
negative ideas about the current government, which was a coup d'état that brought a military
leader into power as prime minister, as well as political mechanisms that facilitate the military
junta to seize power and use power in an illegal way. And 3) presenting opinions on political
ethics, most of which express opinions in the form of opposition to the government group
that found disadvantages from ministerial corruption and advantages from being a government

with too many majorities.

Keyword: Political Discourse, Political Parties, Democracy
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Abstract

Taiwan's transition to a knowledge-based economy has necessitated the development
of high-quality human resources, particularly in service sectors like tourism and hospitality.
This study investigates the effectiveness of flipped learning in enhancing students' learning
outcomes and attitudes within hospitality and tourism higher education. A quasi-experimental
design involving 60 undergraduate students from a Taiwanese university was employed.
Participants were divided into control (traditional learning) and experimental (flipped learning)
groups. Data collection tools included pre/post-tests and a 15-item attitude questionnaire
assessing cognitive, affective, and behavioral dimensions. Results revealed that the flipped
learning group significantly outperformed the control group in learning outcomes and
attitudes. These findings support integrating flipped learning into hospitality education to

enhance academic performance, student engagement, and workforce readiness.

Keyword: Hospitality and Tourism, Higher Education, Hospitality and Tourism Education in
Taiwan, Flipped Learning
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Introduction

As Taiwan transitioned from a labor-
intensive to a knowledge-driven economy,
the quality of its human resources has
become a key factor in economic progress.
As a result, national competitiveness now
depends on the growth of high-value-
added industries and the cultivation of
skilled labor. Taiwan's Ministry of Education
has prioritized the tourism and hospitality
sectors as part of its broader service
industry development strategy. Both public
and private sectors have made significant
investments, resulting in notable changes in
these industries. Baum (2007) highlighted
the importance of individuals in delivering
successful tourism services, while Mayaka &
Akama (2007) pointed out that human
resource development is crucial for gaining
comparative advantage in the fast-evolving
and highly competitive global tourism
market. The future of Taiwan's tourism and
hospitality industries lies in building an
innovative, comprehensive, and
professional  educational system. To
achieve national competitiveness,
educational institutions must train high-
quality human resources to ensure
graduates are ready for the workforce.
Therefore, higher education institutions

need to be adaptable and flexible in
producing qualified talent for the industry.

This demand has increased the number
and variety of hospitality education
institutes (Horng & Lee, 2005). By the end
of 2020, Taiwan had 91 schools offering 184
tourism,  hospitality, and  recreation
departments and programs. Despite the
large number of programs, many tourism
employers  still  recruit  non-tourism
graduates (e.g., those with business
degrees) (Dale & Robinson, 2001). This trend
reveals a disconnect between the industry
and higher education, suggesting
inefficiencies in both  human and
educational resources.

Globally, countries are revising
higher education teaching models to
engage students better and retain them in
a highly competitive market (Segura-Robles
et al.,, 2020). A review of the Web of Science
reveals that over 2,968 studies have
focused on flipped learning and classroom
approaches (Lopez-Belmonte et al., 2022),
highlighting its growing popularity in
university education worldwide (Pozo-
Sanchez et al, 2022). Flipped learning, a
student-centered approach, reverses the
traditional classroom setup (Singay, 2020)
and has attracted significant attention due
to its potential to enhance teaching and
learning (Zainuddin et al.,, 2019; Lopez-
Belmonte et al., 2022). In flipped learning,

teachers maximize classroom time to

deepen and broaden learning, while
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students build self-knowledge (El Miedany,
2019; Marin-Marin et al,, 2021). With the
global disruption caused by COVID-19,
higher education faced an unprecedented
shift to online learning, with many
institutions forced into distance learning
with little preparation (Chukwuemeka et al.,
2021; Gumbheer et al, 2022). In March
2020, Taiwan raised its COVID-19 alert level
to 3, forcing universities to rapidly switch to
online learning. While these measures
aimed to protect students' educational
rights, they revealed challenges in assessing
learning outcomes in certain technical and
professional courses. Both teachers and
students faced significant difficulties that
impacted education (Ye & Ye, 2020).
Flipped learning has shown success in
various fields, including social sciences,
humanities, engineering, natural sciences,
and biomedicine (Tien et al, 2020).
However, the effectiveness of flipped
teaching in online hospitality management
education  requires  further empirical
analysis. This study involved 55 third-year
hospitality management students from a
Taiwanese university who participated in 32
hours of flipped learning over eight weeks.
It aimed to assess whether long-distance
online teaching can complement and
enhance flipped learning in hospitality

management.

Derived from the background, this
research aims to address a set of
fundamental questions related to the
identified problem. Specifically, the study
concentrates on  cultivating  human
resources within educational institutions
and formulating operational management
curricula. The higher education landscape is
scrutinized with a focus on its connection
to the fields of tourism and hospitality.
Subsequently, the study delves into
exploring the feasibility of integrating
tourism  and  hospitality  education
management into the developmental
framework for higher education in this
sector. In light of these considerations, the
research  introduces an  innovative
framework for tourism and hospitality
education. This framework is designed not
only to nurture human resources but also
to drive innovation in related technologies
and strengthen management practices
rooted in diverse cultural knowledge.
These aspects are deemed crucial for
enhancing global industrial

competitiveness within the field.

Objectives

1. to analyze the current situation
of hospitality and tourism higher education

in Taiwan
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2. to investigate the problems and
obstacles in producing graduates in the
hospitality and tourism field of study at
universities/institutions in Taiwan

3. to identify the  future
development of hospitality and tourism
higher education in Taiwan

4. to propose recommendations for
producing graduates in the hospitality and
tourism field of study, that meet the
industry’s human resources requirement

sufficiently in both quantity and quality.

Literature Review

1. Tourism and hospitality
education refers to the academic and
professional training programs that prepare
individuals for careers in the tourism and
hospitality  industries.  This  education
encompasses a wide range of disciplines,
including business management, marketing,
customer service, sustainable tourism, and
event management. The objective of such
education is to equip students with the
necessary knowledge, skills, and
competencies to succeed in various roles
within these sectors Baker et.al. (2021). Key
Components:

1.1 Curriculum: Programs typically
include courses in hospitality management,
tourism  planning, service operations,
financial

cultural tourism, and

management,  combining  theoretical
knowledge with practical skills.

1.2 Industry Partnerships: Many
programs  collaborate  with  industry
stakeholders to provide students with
internships and real-world experiences,
enhancing employability.

1.3 Global Perspective: Given the
international  nature of tourism and
hospitality, = these  programs  often
emphasize cross-cultural communication
and global business trends.

1.4 Sustainability:  Increasingly,
education in this field addresses the need
for sustainable practices within tourism and
hospitality to minimize environmental
impact and promote responsible tourism.

2. Tourism higher education refers
to post-secondary academic programs
specializing in studying tourism and related
fields. These programs aim to prepare
students for careers in the tourism industry
by providing them with theoretical
knowledge, practical skills, and industry
insights.  Higher education in tourism
encompasses various disciplines, including
management, marketing, sustainability, and
cultural studies, among other. Beineke, J., &
Troske, K. (2019). Key features of these
programs include:

2.1 Interdisciplinary  Approach:
Integrates various disciplines such as

economics, sociology, and environmental
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studies to address the complexities of
tourism.

2.2 Curriculum: Offers courses in
tourism management, destination
marketing, hospitality operations, and
sustainable tourism practices.

2.3 Practical Experience:
Emphasizes experiential learning through
internships and industry partnerships.

2.4 Global Focus: Prepares students
for diverse cultural and geographic contexts
due to the international nature of tourism.

25 Adaptation to  Trends:
Continuously evolves to incorporate
emerging issues like technology and
sustainability.

3. Flipped learning (FL) is defined
as a pedagogical approach in which typical
lecture content is delivered outside of class
(often via online videos or readings), and
face-to-face class time is repurposed for
exercises, projects, and discussions that
promote active learning.

In essence, what is traditionally
done as homework is done before class in
a flipped model, and what is typically
lecture material is engaged with during
class, but through interactive, student-
centered activities. Bergmann & Sams
(2012) popularized the concept of flipped
classrooms as a way to “flip” the sequence

of learning activities, allowing students to

acquire basic knowledge on their own and

then use class time to assimilate and apply
that knowledge.

In a flipped classroom, students are
encouraged to receive foundational
content instruction at home (e.g., watching
pre-recorded lectures), and class sessions
are dedicated to working through
problems, collaborating with peers, and
receiving guidance from the instructor.

Over the past decade, flipped
learning has gained popularity in higher
education worldwide as a strategy to
improve student engagement and deepen
learning. By moving direct instruction out of
the classroom, more class time can be
devoted to collaborative work, case
studies, hands-on practice, and feedback,
which  are  especially valuable in
professionally  oriented  fields  like
hospitality and tourism.

Given the Taiwanese context—
marked by rapidly growing programs and a
push for higher teaching quality—flipped
learning is particularly relevant. It offers a
way to modernize teaching practices and
better integrate theory with practice, a
crucial consideration for hospitality and
tourism education.

Flipped learning in higher education
offers a cost-effective, student-centered
alternative that can address increasing
alleviate

enrollment demands and

structural  and  funding  challenges,




116

RMUTL Journal of Business Administration and Liberal Arts

Vol. 13 No. 1 (January - June 2025)

particularly in systems where faculty
research is prioritized over student learning
(Zou et al, 2020). This pedagogical
approach equips students with essential
21st-century competencies needed to
navigate global challenges (Zhao et al,
2021) and provides industry-relevant
knowledge aligned with current market
demands (Ng & Lo, 2022). The flipped
classroom model fosters the development
of critical thinking, collaboration, and
problem-solving skills through real-world
applications, ultimately enhancing
students' academic performance and
practical knowledge (Castedo et al., 2018;
Rodriguez-Chueca et al., 2019; Sevillano-
Monje et al., 2022).

In hospitality education, flipped
learning

supports practical skill

development, collaboration, and
reflection—core competencies in service
industries. It aligns with Taiwan's education
reform  agenda, which  emphasizes
digitalization, innovation, and global
readiness (Zhao et al., 2021).

4. Theory of Planned Behavior
(TPB)  This  theory  suggests  that
entrepreneurial intention is influenced by
three primary factors: attitudes, subjective
norms, and perceived behavioral control.
Additionally, external factors, such as

willingness to take risks, can indirectly

influence entrepreneurial intention via

attitudes.

Research Methodology

1. Locale of the Study

The study was conducted at a
public university in central Taiwan, known
for its hospitality and tourism management
program. The university offers a range of
undergraduate and graduate degrees and is
recognized for its commitment to
innovative teaching methods and industry
collaboration. This location was selected
due to its representativeness of higher
education institutions in Taiwan offering
hospitality programs and its access to a
sizable student population within the
relevant field of study.

2. Population and Sampling
Procedure

The target population consisted of
third-year undergraduate students enrolled
in the university’s hospitality and tourism
program. A purposive sampling technique
was employed to ensure that participants
had prior exposure to core tourism and
hospitality courses. Sixty students were
recruited and randomly assigned to two
equal groups: 30 students in the
experimental group (flipped learning) and
30 in the control group (traditional

learning).  Participants were similar in
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academic backeround, ensuring
comparability between groups.

3. Measurement of Variables

The independent variable in the
study was the type of instructional
method—flipped learning versus
traditional lecture-based instruction. The
dependent variables included students’
learning outcomes and learning attitudes.
Learning outcomes were measured through
standardized pre- and post-tests aligned
with course objectives. Learning attitudes
were assessed across three domains:
cognitive, affective, and behavioral.

4. Research Instrument

Knowledge Test: Developed based
on the course syllabus and validated by
three subject-matter experts. It consisted of
multiple-choice and short-answer

questions assessing students’
understanding of key hospitality technology
concepts.

Learning Attitude Questionnaire: A
15-item Likert-scale instrument adapted
from existing validated tools, covering
cognitive (e.g., understanding), affective
(e.g., interest), and behavioral (e.g.,
participation) components. Each item was
rated on a 5-point scale ranging from 1
(strongly disagree) to 5 (strongly agree).

5. Pretesting of the Instrument

A pretest is conducted without

informing  participants, following  the

approach suggested by Converse & Presser
(1986). A sample of 30 participants is
selected for this purpose, in line with
recommendations for pretest sizes.

6. Data Gathering

Before the intervention, both
groups completed the pre-test and attitude
questionnaire to establish baseline data.
The experimental group then participated
in an eight-week flipped learning course,
which included pre-recorded lectures and
in-class collaborative activities. The control
group followed a traditional distance
learning model with live lectures and no
interactive elements. After the intervention,
both groups completed the post-test and
the same attitude questionnaire. Data
collection was conducted under
standardized conditions with informed
consent from all participants.

7. Variable Measurement of
Research

7.1 Independent Variables: Type of
instructional ~ method  (flipped  vs.
traditional).

7.2 Dependent Variables: Learning
Outcomes: Measured through performance
on post-test scores, controlling for pre-test
results. Learning Attitudes: Measured in
three dimensions: Cognitive: Ability to

comprehend and retain  knowledge.

Affective: Emotional response and interest
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toward learning. Behavioral: Engagement in

learning activities and participation.

Analysis of Data

Data were analyzed using SPSS
software. Descriptive statistics were used to
summarize participant demosgraphics and
response distributions. To assess the
impact of the instructional method on
learning outcomes and attitudes, ANCOVA
(Analysis of Covariance) was employed,
controlling for pre-test scores. Additionally,
structural equation modeling using the PLS-
SEM approach was applied to test
relationships among the TPB variables—
attitudes, subjective norms, perceived
behavioral control, and entrepreneurial
intention.  Bootstrapping  with 5,000
subsamples was used to assess the
significance of path coefficients. Results

were reported with significance thresholds

set at p < .05.

Results and Discussion

The results indicate a significant
positive impact of flipped learning on
students’ learning outcomes and attitudes.
The findings of this study provide
compelling evidence for the effectiveness
of flipped learning in enhancing both
academic  performance and student

attitudes in  hospitality and tourism

education. These outcomes are consistent
with a growing body of research supporting
the pedagogical advantages of flipped
classrooms.

1. Learning Outcomes Post-test
scores showed that students in the
experimental group achieved a mean score
of 77.18, while the control group scored
65.20. After adjusting students who
participated in the flipped learning
intervention achieved significantly higher
post-test scores (M = 77.18) compared to
those in the control group (M = 65.20). The
difference remained significant even after
controlling for pre-test differences using
ANCOVA, the between-group difference
was statistically significant, scores using
ANCOVA, F(1, 50) = 29.11, p < .001. This
confirms the outcome aligns with findings
by Lopez-Belmonte et al. (2022), who
demonstrated  that flipped learning
significantly improved students’ academic
performance in hospitality technology. The
structured exposure to pre-class content
and the interactive, application-oriented in-
class sessions likely contributed to deeper
learning and better knowledge retention.
enhances academic achievement through
more meaningful engagement with learning
materials. Moreover, the combination of
asynchronous  content delivery and

synchronous in-class activities facilitated
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deeper learning, as Zainuddin et al. (2019)
and Ng and Lo (2022) suggested.

2. Learning Attitudes Flipped
learning  also  positively  influenced
students’ learning Participants in the
flipped classroom reported improved
learning attitudes across all three domains:

2.1 Cognitive  Attitude:  The
experimental group reported a higher post-
test mean Domain: Students exhibited
enhanced understanding and critical
thinking skills. The mean post-test score for
the experimental group (M = 4.93) was
significantly higher than that of the control
group (M = 3.81), F(1, 50) = 42.05, p < .001.
Students demonstrated improved
comprehension and ability to reflect on
content.

2.2 Behavioral Attitude: The flipped
group. This supports previous literature that
links flipped classrooms with increased
cognitive engagement (Castedo et al,
2018).

2.3 Behavioral Domain: Students in
the flipped group demonstrated more
active participation (M = 4.94) than the
control group (M = 4.06), F(1, 50) = 20.37, p
< .001. The team-based learning
environment encouraged engagement.

2.4 Affective Attitude: Students in
the experimental group expressed greater
enthusiasm and motivation (M = 5.02 vs. M

= 3.73), According to Rodriguez-Chueca et

al. (2019), student-led activities in flipped
classrooms enhance motivation and
engagement.

2.5 Affective Domain: Learners in
the flipped condition reported stronger
emotional connections to the course
material, with a post-test mean of 5.02
compared to 3.73 in the control group, F(1,
50) = 39.02, p < .001. Similar findings by
Mengual-Andrés et al. (2020) indicate that
flipped learning positively influences
motivation and self-efficacy.

These results are consistent with
previous research that emphasizes the
motivational benefits of flipped learning
(Lopez-Belmonte et al,, 2022; Mengual-
Andrés et al,, 2020). The use of digital
materials prior to class provided students
with autonomy in their learning process,
while classroom time was used for
interaction and collaborative problem-
solving, enhancing their  emotional
connection to the subject matter.

Theory of Planned Behavior (TPB)
Analysis Using PLS-SEM, the study found
significant paths linking TPB constructs:

Attitudes —  Entrepreneurial
Intention: B = 0.125, t = 2.611, p < .01

Subjective Norms —
Entrepreneurial Intention: which mirrors
the findings of Esfandiar et al. (2019) and
Ajzen (1991). Subjective Norms also
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influenced intention (B = 0.335, t = 6.121,
p < .01 Perceived Behavioral Control —
Entrepreneurial Intention: affirming the
importance of perceived social support, as
discussed by Boubker et al. (2021).
Perceived Behavioral Control was another
strong predictor (Y = 0.148, t = 2.887, p <
.01), consistent with prior research
(Nowifiski & Haddoud, 2019). Interestingly,
Willingness to Take Risk — Attitudes:

Risks had a significant effect on attitude (Y
= 0.263, t = 5.681, p < .01), though not
directly on intention. A mediating effect
through attitude was confirmed via post
hoc analysis (Y = 0.033, t = 2.309, p < .05),
supporting the assertions of Roy et al
(2017). However, the direct path from
willingness to take risk to entrepreneurial
intention was not statistically significant. A
post hoc analysis revealed that attitude
mediated this relationship, supporting the
hypothesis that a positive learning
environment can influence students'
entrepreneurial  orientation  indirectly
through improved attitudes (Esfandiar et al.,
2019; Roy et al., 2017).

These results suggest that the
flipped learning environment cultivates
attitudes and perceptions conducive to
entrepreneurial  thinking, an essential

competency in hospitality and tourism

education.

Discussion

These  findings  reinforce  the
relevance of flipped learning in hospitality
and tourism education. The structure of
flipped classrooms—emphasizing student
autonomy, group collaboration, and real-
time feedback—fosters both academic
success and positive learner dispositions.
This is particularly critical in fields requiring
high levels of interaction and customer
service  skills, such as  hospitality
management.  The findings  strongly
advocate for integrating flipped learning
into hospitality education curricula in
Taiwan. This teaching method improves
academic achievement and enhances
learners’  attitudes, motivation, and
perceived self-efficacy. As Zhao et al. (2021)
emphasize, flipped learning contributes to
the  development  of  21st-century
competencies, including collaboration,
critical thinking, and self-directed learning.
Furthermore, the integration of TPB
provides a robust theoretical foundation to
explain how learning environments shape
entrepreneurial  intentions. The study
suggests that hospitality programs should
not only focus on content delivery but also
cultivate supportive, interactive classrooms
to boost students’ confidence and

aspirations.  Moreover, applying  TPB

provides a nuanced understanding of how
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pedagogical interventions can influence
students' intentions  toward  future
entrepreneurship.  In hospitality and
tourism industries, which often require
innovation and  adaptability,  these
attitudinal shifts are especially critical
(ElSaid & Fuentes, 2019). Overall, the
flipped learning model holds significant
promise for improving the quality and
relevance of hospitality education in
Taiwan. By modernizing pedagosical
practices and aligning them with both
student needs and industry demands,
educators can better prepare graduates for
future challenges in the global tourism
landscape. In summary, flipped learning
provides an evidence-based, student-
centered approach that addresses the skill
and attitude gaps commonly noted in
hospitality graduates. It aligns well with
Taiwan’s educational goals of enhancing

employability and  fostering  lifelong

learning in a globalized service economy

Conclusion

This study confirms that flipped
learning is a highly effective pedagogical
approach for improving both learning
outcomes and student attitudes in
hospitality and tourism higher education in
Taiwan. Students in the flipped learning

group demonstrated significantly higher

post-test scores and exhibited stronger

cognitive engagement, emotional

motivation, and active behavioral
participation than those in traditional
lecture-based settings. These elements are
critical for preparing graduates to meet the
demands of a dynamic, skill-intensive
industry (Lopez-Belmonte et al, 2022
Moreno Guerrero et al., 2021).
Furthermore, drawing on the Theory
of Planned Behavior (TPB), the findings
suggest that enriched learning
environments—especially  those  that
encourage autonomy and interactivity—
positively shape students' attitudes and
intentions toward entrepreneurship (Ajzen,
1991; Esfandiar et al., 2019). Therefore, The
flipped learning model contributes to
academic success and the development of
entrepreneurial competencies, which are
increasingly valued in the hospitality and
tourism sectors (Karimi et al., 2013; Roy et
al, 2017). These outcomes highlight a
critical need for curriculum modernization
across  Taiwan's higher  education
institutions.  Moving  beyond  passive,
lecture-based instruction toward learner-
centered, technology-integrated models is
essential for aligning academic preparation

with the practical expectations of the

industry.
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Recommendations

Integrate flipped learning
approaches into the core curriculum of
hospitality and tourism programs to foster
deep, applied learning. Emphasizing
student-led activities, industry case studies,
and collaborative problem-solving  will
enhance skill development. Develop
structured training programs for academic
staff to effectively design and deliver
flipped learning experiences. This includes
instructional design, video content creation,
and the facilitation of active learning
strategies. Allocate resources to build or
enhance digital platforms that support
asynchronous learning, interactive
modules, discussion forums, and virtual
simulations.

Collaborate  with  tourism and
hospitality enterprises to co-develop
course content, host guest lectures, and
offer practical learning opportunities. This
will ensure alignment between academic
outcomes and workforce demands. Provide
orientation programs, academic coaching,
and ongoing support to help students
transition into flipped learning
environments, especially those unfamiliar
with  self-directed learning  methods.
Encourage future research to explore the

long-term impact of flipped learning on

professional competencies, job readiness,

and career progression. Comparative
studies across different types of institutions
and cultural contexts can further validate
and refine this model. Flipped learning
represents a transformational shift in
teaching and learning that aligns with the
evolving needs of the global hospitality and
tourism industry. By promoting active
participation, critical thinking, and real-
world  problem-solving, this approach
equips students with the competencies
needed for sustained professional success.
For Taiwan’s higher education sector,
adopting flipped learning is not just a
pedagogical innovation—it is a strategic
response to global education and labor

market trends.
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Abstract

This research purposes to survey to complacency of stakeholders in wellness tourism
industry in Thailand, consisting of 4 groups: policy makers, policy users, entrepreneurs, and
academics from both domestic and international sectors, regarding 1) past government
policies, 2) master plans for wellness tourism, and 3) policies that the government should
support as urgent/highest priority, and policies that the government should support as three
priorities, by conducting in-depth interviews and presenting descriptive statistics, showing
statistical tables in the form of frequency and percentage, along with Likert scale analysis to
show the satisfaction level of relevant stakeholders, which can be used as a guideline for
determining wellness tourism policies in Thailand in the future for policy makers. From the
study, it was found that past policies had high and highest satisfaction levels. Therefore, policy
makers can apply them to be consistent with the current context and situation without
canceling any policies. If the government has a sufficient budget to support wellness tourism
policies, the government choose to support them. The policy of increasing/developing the
potential of the workforce in health services and social services is because it is the policy that
stakeholders in the health tourism industry of Thailand agree with the most, both in expressing
opinions for the policy that the government should support as urgent/highest priority and the
policy that the government should support as 3 main policies. The opinions of stakeholders
in the health tourism industry of Thailand are of great importance in the decision-making of

policymakers that will help increase income and value of tourism in Thailand.
Keyword: Wellness Tourism, Policy, Revenues, Economic Value
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Table 1 Descriptive Statistics of stakeholders on wellness tourism industry in Thailand.

Stakeholders of wellness tourism industry in Thailand Number Percentage
Policy Maker 6 2222
Policy User 7 25.93
Entrepreneur 10 37.04
Academician 4 14.81
Total 27 100.00

Source: Authors’ calculated
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Table 2 Descriptive Statistics of stakeholders on wellness tourism industry in Thailand by sex

Sex Number Percentage
Male 13 48.15
Female 14 51.85
Total 27 100.00

Source: Authors’ calculated

AU 2 vayauandsEAuAIUNanela
a Y ! a a
Weniuulevienisveaiisniieiveslseme
VTN WAZLHLLIUNANUNISVIOWTIE TS

AUNIN WIDUVIFAUTNERIALTAUALITY

=

ulsvieiisguramsatvayuiduionsini
afuayndngean uazulouleisguians
advaywdu 3 Weuiendn
voyaszAuauianalad sty
ulgursnmsmeaiisfisvesuszmelnedfiny
1 LAZUHULIUNATUNTVaL A BB g unm
Fadunausuiisuianafiveanquynauiuy
Funwaiidneulouiglaulouiovis uazda
mmiaLU'%‘&J‘ULﬁsmLﬁ]mﬂaﬁmf?{auwawamﬁu
yravLuvduntwal Tnslyaziuuinannang
\dundnlunisfiansaneduenaivesseduiia

Wola 919 4 NAY WIBUVIFOUTILARAIAIILLAY

gy

Aertuulouieisguramsaivayudu eg
\samw/aduayvdngsgn wazulevieisguia
asadvayuifu 3 ulsuiondn 7 uang
ArantiulusUuuUTEEaY Svanunsonansuala
§39151991 3 9191971 4 915299 5 A9 6

o
LWAEATINN 7




RMUTL Journal of Business Administration and Liberal Arts
138 Vol. 13 No. 1 (January - June 2025)

Table 3 Likert Scale of tourism policy in Thailand (Prayut Chan-o-cha government)

Standard
Topics Mean Sig.
deviation

Policy for Develop of Quality and Diversity of Tourism Sites policy 4.19 1.72 0.00002***

Policy of attracting tourists, the quality/income is high 4.07 1.77 0.00006***

Policy for develop quality and standard business services related to 4.07 1.75 0.00002***

tourism

Policy for strictly be-careful of the safety of tourists 4.04 1.92 0.00002***

Policy for promote tourism to distribute income to the community. 4.19 1.12 0.000067**

Policy for accelerate the restoration of and cooperation with 3.89 2.33 0.00010***

neighboring countries to make Thailand a main gateway for tourism.

Policy for proactive marketing strategies to elevate Thailand as a | 4.19 1.12 0.00006***

center for conferences, seminars, and exhibitions.

Policy for develop, restore and rehabilitate cultural heritage and | 4.00 1.39 0.00058***

assets.

Policy for increasing tourism diversity 4.22 1.50 0.00007***

Policy for facilitate safety and prevent exploitation of tourists. 4.15 1.05 0.00021***
Source: Authors’ calculated
Note: *** p < 0.001
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Table 4 Likert Scale of tourism policy in Thailand (Srettha Thavisin government)

Standard
Topics Mean Sig.
deviation
visa free 3.78 1.59 0.01638**
Policy for promote tourism in secondary cities 3.70 2.47 0.00097%**
Policy for all year can travel in Thailand. 3.78 2.71 0.00010***
Policy for connecting data until to tourists 3.41 2.50 0.02014*
Policy for increase tourist spending 3.59 2.35 0.00763**

Source: Authors’ calculated

Note: ** p < 0.001, ** p < 0.01, * p < 0.05
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Table 5 Likert Scale of wellness tourism master plan in Thailand (AD.2018 - 2027)

Standard
Topics Mean Sig.
deviation
Policy of improving the quality for wellness tourism 4.22 1.28 0.00014***
Policy for Create new wellness tourism 4.19 1.15 0.00012%**
Policy for improving the quality of Thai traditional medicine products 4.33 1.14 0.00001***
Policy for promote the medical tourism market in which Thailand 4.30 1.67 0.00001%***
has specialized expertise, such as cosmetic surgery.

Source: Authors’ calculated

Note: *** p < 0.001
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Table 6 Descriptive Statistics of Thai government should support it as urgent/main support

Policy Number | Percentage

Increasing the number of medical personnel. 12 12.37
Reduction of accommodation tax for health tourism businesses. 11 11.34
Increasing/developing the potential of the workforce in health and social 18 * 18.56
services.

Increasing the ratio of government budget expenditure to medical services. 8 8.25
Increasing the number of academic personnel and development courses for 15 ** 15.46
health promotion.

Keep up medical personnel in a good system and environment with 13 13.40

appropriate costs for their work/responsibilities.

Supporting foreign tourists to be able to claim medical expenses from the | 14 *** 14.43
health insurance system through negotiations between the governments of

both countries.

Etc. 6 6.19
Total 97 100.00

Source: Authors’ calculated
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Table 7 Descriptive Statistics of Thai government should support it as three priorities

Policy First

Percentage

Second | Percentage | Third | Percentage

Increasing the number of medical | 4

personnel.

15.38

5 19.23 1 4.00

Reduction of accommodation tax 5

for health tourism businesses.

19.23

5 19.23 5 20.00

Increasing/developing the potential | 7
of the workforce in health and

social services.

26.92

5 19.23 4 16.00

Increasing the ratio of government 3
budget expenditure to medical

services.

11.54

1 3.85 3 12.00

Increasing the number of academic | 0

personnel  and  development

courses for health promotion.

0.00

5 19.23 4 16.00

Keep up medical personnel in a | 2
good system and environment with
for  their

appropriate  costs

work/responsibilities.

7.69

1 3.85 5 20.00

Supporting foreign tourists to be | 5
able to claim medical expenses
from the health insurance system
through negotiations between the

governments of both countries.

19.23

3 11.54 3 12.00

Etc. 0

0.00

1 3.85 0 0.00

Source: Authors’ calculated
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Abstract

The purpose of this research were 1) to study the importance of experiential marketing,
satisfaction, word of mouth, and purchase decisions of medical equipment and 2) to study
the effect of experiential marketing, satisfaction, and word of mouth toward purchase
decisions to medical equipment for hospitals in the northern region of thailand. It is
quantitative research. The sample consisted of 454 participants. The research instrument was
a questionnaire, and descriptive statistics were used to calculate percentages, means, and
standard deviations, while inferential statistics were applied to analyze structural equation
modeling using the ADANCO.

The results showed that all factors were very important. Sorted from most to least,
including satisfaction, experiential marketing, purchasing decisions and word of mouth. The result
of a structural equations model of experiential marketing had a direct effect on satisfaction, with
a path coefficient equal to 0.803, followed by experiential marketing had a direct effect on word
of mouth, with a path coefficient equal to 0.728, Word-of-mouth had a direct effect on word of
mouth, with a path coefficient equal to 0.508. The experiential marketing had a direct effect on
purchasing decisions, with a path coefficient equal to 0.291. The satisfaction had a direct effect on
purchasing decisions, with a path coefficient equal to 0.120. Lastly, satisfaction had a direct
influence on word of mouth with a path coefficient of 0.030. Therefore, business operators should
develop strategies to create satisfaction both before and after service use, in order to impress

customers, encourage repeat purchases, and ultimately foster long-term customer loyalty.

Keyword: Experiential Marketing, Satisfaction, Word of Mouth, Purchasing Decisions, Medical
Equipment
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Figure 2 Path coefficients between interrelated variables
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Table 1 displays the means, standard deviations, and Average Variance Extracted (AVE) values

Latent Variable X S.D. | Insignificant | AVE Difkstra: JOreskog's | Crobach's
Henseler's rho rho alpha
1. Experiential 427 | 0.533 High 0.7251 0.9582 0.9634 0.9578
Marketing
2. Satisfaction 4.497 | 0.526 High 0.7182 0.9570 0.9622 0.9562
3. Word of Mouth 4.407 | 0.535 High 0.6702 0.9402 0.9479 0.9379
4. Purchasing Decisions | 4.188 | 0.563 High 0.6391 0.9386 0.9465 0.9370
Total Average 4.340 | 0.539 High - - - -

19197 1 wu 1ntade Tngsand
AR Y 4.300 a2l BeluuNINTsIu 0.539
Tneglnveyadimufisnslamndign daade
4.491 warauLduuIATEIL 0.526 584 A9
1 fio Mananaiduszaunisa Saiade 4.268
a2uld 8aLUUNIATIIU 0.533 LAz UaNme
fiaade 4.404 uazarudesuunInsgu
0.535 ddfugame fe nisdinaulade aiads
4188 @ 21Ul BALUULIATFIU 0.563
nsnsredeuAtnndade (Loading) @i
fadfanndafianduuanuinn 050 Taed
Adaun 0.792 Fa 0.879 Tasynduusdunaoy
Tunaum 7 mnund ar1ves AVE a6 aun
0.7251 919 0.7182 wazlidsd1Agyneana (p <
0.01) wannmsiamnfudsiinnmiiionss
(Fornell & Larcker, 1981)
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Table 2 provides a summary of the hypothesis testing results

Hypothesis coefficient t-stat Summary of results
H1 | Experiential marketing effect to Purchasing decisions 0.291 2.038*** Support
H2 | Experiential marketing effect to Satisfaction 0.802 13.246%** Support
H3 | Experiential marketing effect to Word of mouth 0.727 9.421%** Support
Ha | Satisfaction effect to Purchasing decisions 0.120 2.897%** Support
H5 | Satisfaction effect to Word of mouth 0.129 3.125%** Support
H6 | Word of mouth effect to Purchasing decisions 0.507 6.012%** Support
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