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Abstract

The objectives of this research were as following (1) to study whether the difference
of personal characteristics factors will result to difference of buying decision on herbal
supplements of elder in Bangkok. (2) To study the factors of the healthcare behaviors affect
to the buying decision on herbal supplements of elder in Bangkok. (3) To study the brand
image factors that affect the buying decision on herbal supplements of elder in Bangkok. A
survey questionnaire was used as a tool for data collection with random sample technique
which resulted to amount 400 peoples of elder living in Bangkok, Especially they must used
or are using herbal supplements. To analyze data, both descriptive statistics and inferential
statistics analysis are employed for example (t-Test, F-test, Welch Test and Multiple Regression
Analysis).

The research results stated that the difference of elder in Bangkok in term of personal
characteristics factors such as age, education level, occupation, marital status, and average
monthly income provided the difference of buying decision on herbal supplements of elder
in Bangkok. For the healthcare behaviors factors, health promotion and health rehabilitation
affect to the buying decision on herbal supplements of elder in Bangkok. Finally, the brand
image factors found that attributes, attitude, favorability of brand associations and uniqueness
of brand associations affect to the buying decision on herbal supplements of elder in Bangkok

with statistical significance at the level of 0.05
Keywords: healthcare behaviors, brand image, buying decision
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\fusIuT wazad@iBeeyunu (nferential Statistics) THlunsiinadeyaiiivanlfainngusegig

TlganBwmsensunenguussyng lneliseasiden Awaluil
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1) Ussang Ao fgeengiiiieny 60 TTulU ordvegluuangammamuns S1uau 978455 Au
(nsuRaMsEgeeny, 2560) fAdeldfmuavuianguiaegislaslignsves Yamane (1973) fiszdiuein
mnufesiufesay 95 axlduuianguiiesn 1uau 400 Au

2) {13elEnsgusieg el (1) wuuordendnanutasdu (Probability Sampling) #e
3§ﬂ'1'§aim§1";asimt,uu%’juﬂﬁ (Stratified Random Sampling) Imﬁﬁwmmﬂméuﬁaasjwﬁaqmaﬁmﬁi’a
TN Funnauag 911 50 L wusoonu 3 “ZjumJGI’]JJWGNWUVI‘*UENF]’NLVIW&JWMF]? oA N3N
mily ngammELastunans wagngurwanduuen wmintuinisdusiegiauuuds (Sample
Random Sampling) 31nngulvie) 3 ngu nauag 3 1ua glafieg19veuvnlunsiTesiu 9 1um
TngAgnsduaanuuulildfuiedondumiluudasnguen uazmsnaunguiiegudagiunni
dndumasiuulsssnadgeoigluuiazndduld dwiolud (1.1) ngammwnasdulu Tfaafun
AD AN TIUIU 29 AU LWATITNT TIUIU 29 AU LASIAIRINT TIUIU 73 AU (1.2) NTINN
ndunans Ifafuny Ao waureng® $1uau 55 au lunnBiaTey $1uau 54 AU LARAUIILA
$1uau 37 AU uay (1.3) nqunmanaduuen Wanduny fo walluyd $1uau 38 au waneuiiios
F1UU 54 AU wazlwanITmul $1uau 31 Ay (2) wuvlienduaiiuuirazidu (Nonprobability
Sampling) 1Ag38N15gULUULANILLA9 (Purposive Sampling) ﬁgqﬁﬂa;ué’aasmﬁaqLﬂﬂiéﬁfwﬁmﬁmsﬁ
yioradldndnfuiaduemnnayulnswagdesinisdnaulatosemues ndsniurhnaiu
Lmuaaummumummaﬁwmumjm&hashwaamﬁ%’sﬂm%y’qﬁ

3) indesiiofildlunsiduaediduuvuanuniy (Questionnaire) wusaaniu 5 dau
Usznause dudl 1 Aanudansesdpounuuasun @il 2 Teyadiuynnavetineuuuuaeua
ddl 3 LuuAsUNILANINNARITTLYBIREULUUABUNAABIAUNANTTUNTALAZUAMN daufl 4
LUUAUALUARIALANLTIUYRsReULULasUn AT funmEnualn s AudnAnAaueilaTu
p1sanayulng wagdwil 5 wuvasunuierfunsdnduledendnsusiiaiuoimsanayulng
TainausinmslirzuuuuugeunuaIud 3 8 @il 5 19umsianuy Likert Scale dafiinauminisly
AYLUUTERUAUARLTIU 5 S2eU (Likert, 1961) d1vSUN1SuUaNAAYLULDZ LU 9ERUATLULALRAY
vostayaduinasilunisfionsanainnismanuniisdunsniadu (Class interval) LuuBanasi

(Best & Kahn, 1981) 19 5 ¥2958FUAzbUY tagAIRTRAIINdanAand (I0C) > 0.67 wazilA1Ad1u
ey Cronbach’s Alpha 0.702 84 0.913

a

4) JATeRUayAMLan AN TN adRleuNIU LAk N1TNAFRUAINKANAINTENINY
Aadevesnguiiegs 2 nu MPudaszainiu 1ngld Independent Sample t-Test MsnAgey
AMNLUANFITEVINALRABYRINgNMIBE 1NN 2 nau TkTuBaszantulaeldaaiinisiinge
ANULUSUTIUMAAET (One-Way Analysis of Variance: ANOVA) F-test, Welch Test wagn153LAs1g%
nsannegnyans (Multiple Regression Analysis) WUU Enter (n53din deou, 2554) Lilonaaoy
AruaansalunTsngInsaiBvinatenisindulatonanfuriaiuomnsrnayulnsvesziogluan

NIWNWHIATUAT
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1) Yoyadnuarduyaaa agulain grouwuvdeunudinlvaduinanda 91uau 259 A
(Yoway 64.75) To1y 60-64 U 31121 190 A ($Foay 47.50) TseiunisAnuilusediusnindseufng
naulany (1.6) 31U 133 AU (Sevay 33.25) LABUTENUDNITINYITIUNS/STIaMAD 91U 154 A
(¥oway 38.50) Hantunmausa $1u9u 265 au (Fevay 66.25) Inelddiuyanaladesioiiousiinii
15,000 U 31U 90 A (Faway 22.45) wazdwlngilsauszardidulsamnunuladings 91uiu
148 pu (foway 37.00)

2) TegangAnssunisguaavain aguladn grevwuvasuaiudiulvgdaiiufniiuse
ngAnssun1squaguamlnesin eglussiuann (X = 3.84) Wefinsandusiosu wud ngdnssy
MIQUAGUAIN FuNTALESHaUA MR LadInTian (X = 3.96) sesadun Ao Aunistlesdulsa
(X = 3.92) wawtionfign Ao fumssiunaunm (X = 3.63)

3) doyatadunindnualnsdud aguladn drevwuvasuaiudiulugiinnufaiiuse
Hagunmdnualnsdudnlaesin eglussdumn (X = 4.11) iWefiarsaundusiesu nui Jade
amdnwains1dui fusiruaRiiAedeniian (X = 4.47) sesaan Ae sunmudnum (X = 4.44)
uaztiosiian fe fuendnvaivesnaileuleansidud (X = 3.55)

1) foyanisindulate asuléd freuuuuasunudnlngiarwAausiondinaulade
wanfausiiaiuemsnnayulnslaesn eglussduinniign (X = 4.37) Wefiansanfusiede wuin
Hasenedarwaulawasdaruidlafiasdondnsamiiaiuomnsnnayulng Senadeiniian (X = 4.72)
sesasn Ae Tundsdely winfAnasdondnfasiaiueimns fazdnduladondnfasiasuemisnn
aslng og (X = 4.66) uaztiosiian fio fasorgazuusnihgiviodieulitonansusiasuemsan
ayulng (X = 3.74)

5) NMSNAABUANNAFIUNTIVY

n13197 1 Yadednwazdruyanaiiuaniieiu dwanenisdnduladenanduaaiiemisainayulng
VoI ULUAN FUNNUMTUATUANFNSTY

duNAFIU GO Sig. NANSNAFAU

auuAgIuden 1 Yadudnuazdiuuana

L t-Test 0.762 liigonndes
91 F-test 0.000* GRILLRN
SLAUNISANT Welch Test 0.000* HONARDY
21N Welch Test 0.000* HONARDY
A0 UNINEUTE F-test 0.000* GRIGERE
elddmypnaindoreiieon Welch Test 0.000* GRILLRN
lsAUTE67 Welch Test 0.220 ligonndes

'
aa

*lszautiudAgneanangzau 0.05
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31NA1519N 1 WU 918 SEAUNISANY 018 datunnausa wazsulaiadesoiioud
waninaiu deadenisinauladondadueiasuemsanayulnsvesgionglulunngunnumuns
WANANAY D NTTYERYNIsERATTZAU 0.05

M990 2 WYANTIUNTYUAFUNIN Ndanananisinduladendndudiiasuemisanayulnsves
A998 lULUAN TN HUVIUAT

NOANTTUNTAUAFUAN b Std. B t Sig.  Tolerance VIF
Error
(Constant) 2.780  0.151 18.415  0.000*
AUNTAUETUFUNIN (X1) 0.233 0.049 0.314 4758 0.000* 0373 2681
Aun1sUeniulsa (X,) -0.091 0.054 -0.100 -1.699  0.090 0.469  2.134
é’mmaﬁuvqumw (X3) 0.282 0.052 0.391 5411 0.000* 0310  3.225

R = 0.598, R? = 0.358, Adjusted R? = 0.353, SEeqt = 0.455, F = 73.458, Sig. = 0.000*
* fsesutiodfyneadnfisedv 0.05

NANTNN 2 WU AIUNTARETUAVAN hazsunIsiuaunm danadenisandulate
wanSuTlEsNemNTINayulnsvesfaioglumnanmiuas sgdiduddgeatiansyiv 0.05 lag

Aaa !

Aunidvinadensinauligendniaeiduemnsanayulnsvesigeogluuansannanuasinniign
o dunsiuraunn (B = 0.391) uazinunisduaduguan (B = 0.314) fsnnanswennsalievay
35.3 gnusandeueglugUaunisannesaziuuiu ¥ = 2.780 + 0.282X; + 0.233X;

A13197 3 Jadunndnualngdudn Ndwmasenisdnduladondndusiasioinisanayulnsves
9018 lULUANFUNNUMIUAT

Uadenwansal Std. .
o v b B t Sig.  Tolerance VIF
MNI16UAN Error
(Constant) 0.720  0.225 3.205 0.001*
AUAMENYME (Xo) 0.218 0.049 0232 4470 0.000* 0.426 2.346
aunaUsEley (Xs) -0.034 0.049 -0.027 -0.691 0.490 0.754 1.327
AUNAUAR (Xg) 0.298 0.052 0.256 5.763  0.000* 0.584 1.711

€

<

WJTJﬂ’J’liJLLSUiLLﬂfﬂﬂJ’e)\‘imi -0.013 0.041 -0.016 -0.316 0.752 0.475 2.106
Weonlgens1dua (X;)
FumNTureuveINIS
Foulewsdus (Xg)
AULDNANYRIYBINTT
Fouleansndusn (o)

R = 0.740, R? = 0.548, Adjusted R? = 0.541, SEeq = 0.383, F = 79.290, Sig. = 0.000*

* fsedutiodfynieadntiszdiu 0.05

0.290 0.051 0303 5692 0.000% 0.406 2.463

0.101 0.041 0.123 2475 0.014* 0.464 2.153
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NI 3 WU Fuandnuy Fuiaued duanudureuresmaifenlsansdud
wazduenanvaluean1steuleins1dud dﬂmaGiamsﬁmﬁu%%@mﬁmﬁwﬁm’%mmmimﬂamulm
Yo g g lUUANTANNUNIUAT a8 eilfudFryvneadffisesiu 0.05 Iﬂamumamwamaﬂ'ﬁmaﬂa
%awamm%Laimmmsmﬂamulwwammmsflutﬁummamwwmmmmam THun munnuduseu

yosmaidonlsansdud (B = 0.303) susiauai (B = 0.256) Funudnug (B = 0.232) wazd
londnualvasnisidenlesnsidud (B = 0.123) Tneiduranisnensalfosas 54.8 ansnsaidoug
TusuaunsanaeeAzuuLAU 7 = 0.720 + 0.298Xs + 0.290Xs + 0.218%q + 0.101X;

aAUsena

1) Yadudnuaizdruyana wui1 o1y sEiUMIANY 91N anunmalsa uavseldiedede
Weuflunnsnsiu dmaronsindulafendntasiasuomnsnnaylnesasenyluamngammamuns
uaneinaffu nwamsidenuin faeensfifieny 60-64 T \Hudrsengiiinnsinaulatondandnfsi
i@susnayulnsindign aonadeiu quiidesunasinemdud (2560) nanii fasenglu
Pausn IwgAnssumsiadulafiinununnintasengdu fdnenmlunsuslnagauasvouauiil
Usglomifuauies szdunsfine wuin Bsdisedunisinuigeasiinisdndulatefiuniu esan
nsfnwagdsiaiuadnsesdaanug vamadiuieints Ussaunisaldin maliesied nsdunsned
WIRUAZHE a¥aanusiulalunissadulanindu (Marshall and Johnston, 2010) #1113 WU
fasengiiasUszneuedndnsienis/sgiamis insdnduladondnfusiaiuomsainayulng
unninenTwdu 9 lesaniianusiunduendngs iluendnszezen Tatainsamduszleviain
masguna flomaunnnitaseordndulusuniaiFeus uaznseusuiuiving MuanunIn wui
aonunawsa fimsiadulafeinnnitaniunmdu esnduslnaifanunmansagsiiaietade
i 9 Mduuseloninonuies wazauluaseund wnndnan unIndy (nuasun Aduiug uas
Uz73 Laun, 2560) uawsumeldindedaifiou nui didneldas Snsinaulatesnnmingidaeld
ms1zgeengiifiseligsazumandeyaduiudouinsfiiiusylovifunuesuazidriessuuuinig
Auaaun1 (gudidendnsineg, 2561) denndaiu Qued Wwugdug (2553) wuii 01y seAuNISANW
0170 anunwansa warnelindedadeuiauduiusualdanelunsdoninsueiiaiuoims
voeUsrvUlungunnIUAS

2) wRnITUNTRUAGUN N dawaronisindulatendntasiaiuomsainayulnsves
fasengluamnganmasuns aansaedumesedumuaimin fuiolud

2.1) frumsiluaunm geouuuuasuaudnilvgiinginsssuiinawmelaiiioiiuy

qunmasiiaue Lesnnstinasmeladhesntasiiunauamuen uaziilaliudeuse WWunsin
Uﬁﬁauw%ﬁmﬁuaﬂmﬂ%mﬁqummwiwmaLLé’aé’asﬁaaﬁwmqmmW%m anAULATYA (Stucki
et al,, 2007) uenanisslauddyfumsuiTamumuuziveanmd Wndoufisswovzivae
anunsadanaiuauinunafiisturessenie daudideatueinisvedsaiiiuey aonadeati
Asaw wielalld (2561) wuin gaeenglulwansumumuasinginssunisguaguamauedlassidey iy
sedusniian Tuduitugunin
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23) frunsaaaiuguan freuiuuasuadnlngingAnsssunisfsninegdes fuay
8 uifa uounduiniousdtiosiuaz 6 9alus Fuusemuemisasu 5wy wazuilaadn walsl
Huvsgd Auvariddedunginssunmsduaiuguamitviilidgeoneiqunmdiniia awisaqua
Pewde wazilannuiedld aeandesiu Inunad wsay (2558) wuin wgRnssuNsduaTLgYAIN
vogeeglulsemalnelagsiu sgluseAuanniuiu

3) Jadunmdnuaingdud dwasonisdnduladondnsasiasuemsanayulnsves
Hasonglumnganmasuns aansaeiuseTediunuaimin fuwiolud

3.1) fuedureuresnmsiienlsansidud freunuvasunudnlvgTureusdnius
inonnsanalng insziimslideyatnasiidunnueis uasliuvselovisoqunmlneiiaade
gsan esndeyaaszguamiiiumnusds gnAansesanunastoyafidedeld dnaitesesiuteya
aansnaaUssloviliiugaeeny dasengdureundndasiaiuemsanasulng msziiussqiosi
fLfufinsredsuandon amnsainduaileda (nsudsanmiiteshnduanldln) fgeeneduveu
aaUszlovivesndn fusiiaduermsanayulnsiiamnsanevaussnnuaaniald aoandesiu
Muhammad et al. (2013) wui1 msliteyaiieriunansusiniduysslovidegni amnsansedu
3308 afanmailiitugnén ndnduliignénfinnudeansdeduaneldnsaudiy 4 18

3.2) Auiieund greukuvdeunndulngiaufniudondndnaiiaue1misain
ayulnsmslasunITenasinunShvinugsuiueautag i wanstanseausukarANABInNIs
flazannsalinandasiasuosainayulnsmugivendnuwlsaunuiagiulaslsiifananszyuse
qun uazdrdulafomsgmeiininaunedinuemasuinsinteindunrmdnualduaialvgesd
viauaRifAdondududnsausiaiuennsnayulnsadsanuduiusiiaduaudediuliiy
fuilaa auAafunmdnuvalnsdudinsesdulanareduausnfvesuilaale (Anselmsson,
Bondesson, and Johansson, 2014)

3.3) funaidnua grouwuuasundulvgandendendnfusiaiuomnsanasyulng
le¥unisfusesnasgiuandrinauanznIINNTeIMSHaLeT (08.) LagiUNIIS NS TIRIUNS
wAnenseehsasadte (GMP) Feilunmdnualfuiugiuiinsdudanmnsnaisldnunsgiums
Susondielivoginrundeshilusnansusiinniu andentondnfuriddnsesnuuuussy s
flansnu drdnuseuieiiudn fteuddndnsasifiseyiaeu ammanensfifidulymiuamens
Wiuntuny edlnadnuae Aideulosseninnudnvueiunsaudld asfansinduldiui
vié’amﬂﬁ;ﬁuﬁﬂmﬁumﬁuﬁwfu 9| (Ross, James, & Vargas, 2006)

3.0) fruendnvaivesnindenlewmsdud fnovuuvaeunudwlvgasidonie
wanSausiieiuo v INnayulnsidgaentR/auszlovd Alaneu Wumnenuaud/audsslownid
Taausiu wazdumzreninsinssiuaudesnisvesigeeny deiduendnuaifiazvilvindnsoe
uANGNIINALYY HavogasiBondondnfamiaiuonnsnnayulnsfidaassanayulnglne uasdy
asafnIINs TR 100% wansdamginssueyindisualivayunandnaelulszindlne sising
duiniiflendnwalianizduinizdesduiiudanss anamdssfiozgnnaunuaindudiduld
(Shank, 2008)
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1) Yadudnunizdisyana fUszneumsansaiwaldefilsiedudeyaiadalunsivua
nagnsnseana Wunwimslunmsuusdiunisnainsednvazdiuyana AUy sEAUNsAny 018N
anunmausa uazneldiadesoifouiiunisiuvesigenglunnsammavnuaslinsinguidmne
paIANENSILES NI TIINALULNS
2) WOANTTUNITYUAAUN N
2.1) frunmsitunauam TnefrouuuuaeunudnlveiinginssuniFinaumelaaihiae
ogfluszduann feifu fusznounsmslinug anudilafigndeafeniuiBnisiinaumeladioviuy
aunm vendsuszlevifiazleuanmsiinaumela uninanuiiunsnsenislavanniafus
yioenvairamaruilaglifonaud aeslidoyadnasnisiuyauniniinssaunudesnts
vosfgeorgluvansummamuas uavdesdideyamsnsunmdinsdaiioliiAnmnuidotio
22) funmsdaaiugunin freuuuuasunudlngiinginssunishuthedieiosuay
8 ufh uounduiindaustnstionTuay 6 Halue sedvanftananudidu fey AUZNaUN1IAITALTY
Arwddyraamsdnaiuguamiadesdutl InsenaiiugUuuusdadasiaiuomsnnayulnady
yianamouns vidonuutmdoud Wensedunistovesdgiengilviauddysumsiuhanlaly
A ausianniy
3) Jadunmanualnsidum
3.1) fuaudureuvesnsidenlosmsdud Wesangdgeengliinnuddyiudeya
Imasiifunmeis uasfulszlonidequan fuszneunsmsiiudefianunsauvivenseiiiol
musfuuszd seifles suuaziilede uasdosdideyanisidesusonindede

a

3.2) MUTNAUAR NNNANITIVY WU DIAUSENBUIUAUVIALAR TINABULUUABUNNAIU

Y
v v [ 1

Tvgliimnudrdyunniign fe ndnfusiaiuovnsanayulnsnslaiunside uasianninuniug
Safugunudagiu eglussdumniign daufu fusgneumsasiimsasmuludumside wagiaun
wanfasiaiuewnsnayulnsliiussansamlunsdaaiy funauninldade

3.3) funuidnuny fUsznauNImITAUBYBNARATIETNoIMTIINALUlNT LT
F3un1sfusesnasguandinauangnIsinITeIMIshasen (a8.) wagsuNAsAIsNsARlUANS
wAmaIoEaaende (GMP.) whily saudsdniAfefusesiliinenadrafesiinssnusoguam

3.0) fuendnwalvesmadenlomndudi lesindaeegazidondondnfasiasy
pnsnayulnsiidguansh/auussloviilansu daassanayulnslne fdufusznaunisas
wWudeaidunaziaunsnsefuayulnslnegseivainaairnendnualiilaaiduliivayulnsine
FIANRUILINNTTUNTNEATEUYINUINTFINENS

Jarauanuzdmivauideluauinn

1) Iumﬁ%’aﬂ%gaGialﬂmsﬁ%ﬁmumﬂssLm/]mﬁﬁuﬁwaawémﬁm%m’%mmmsmﬂaaguiws
Tamzazasitedunmamsaianmdnualasedaguslnaliiundafasiaiuomsanayulned
Antulsallutiagty

2) 1lps91naAseildnsoununAntasunndnuaingdudves (Keller, 2003) 90191
nguivieuaAnninivnsviuduiaenndostunwdnuainsaudivewdndueiaiuemsan
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ayulnsfivageduemsdnduladondnfusiaiuemsnnagulnsldinndu dsdumndesnisfamun
sogonnUAdumsAnwuiiuAuanininnsitudusause

3) lunsideadaioly msinaidedmmnimdiuiy Wensufinnudenisias
Hadudu q iuenwilearnawdnuainsdud idwmasenisinduladondndfuaiasuomisen
ayulnsvesaeny

1) medasludesienaiinansidsuuaniatulueuan dduisasvhnsfinuide
iielimsuaiienienisiasuuasessuusnginssunsguagunm uazadenndnuaingidu

LONEITDN9DY

nuarun Anaduius uazUzend teun. (2560). Yadudusvaumanisnaniiiinalunisindulade
HARAge TS UUTTIANUITIT NN evesuTiaalulungneiiios Janindedlny,
2158715090, 8(2), 183-198.

nsuAaNI1sHa981e. (2560). adANgea18Y 2560. AUAUIN http://www.dop.go.th/download/
knowledge/th1533055363-125 1.pdf.

nszMTIRILEIANLAzAIITUAIYBINYYE. (2546). WesTTRjRdgIeny w. A. 2546. Auduain
http://www.dop.go.th/download/laws/regulation_th 20152509163042 1. pdf.

NITNTWAISI50LE. (2556). CBR Guidelines vasasAn1saudislan adunieing (Community
Based Rehabilitation). ﬂqqmw:w%'t,ﬁam LONGLNTa.

Y afivdlng. (2561). waRnssuguilne Faninafl 6). ngama: Tssfuiguiasnsaluminede,

n3adnd gAseu. (2554). n1sUszandld sPSs Aaszsideyasudde. uarsaiu: drdniu
UMINYNRYUMEITAY.

Ununad wmysau. (2558). waAnssuguanvasdgeanglulne. Gnardnususyarundaudia,
PNANTNUNINGIFE).

A6 LgAug. (2553). dnvgnsUszrnsemaniuaginunfnendndneiaiuensniauduius
fuwgAnssunisdendnfueiauoimisvosszervulunsaunnuniuas. Journal
Humanities and Social Sciences, 6(2), 9-23.

Ava wiazladld. (2561). WOANTIUNITALAFUAINAULBIVBILEIRYIUNTUNNUMIUAT. IN5AITIVY
Slwwssal, 12(1), 39-48.

Audidundnsine. (2560). wualdunisiaulanaindudiileguatn. FUAuan https//ww.
Kasikornbank.com/th/business/sme/KSMEKnowledge/article/KSMEAnalysis/Docume
nts/HealthyProduct.pdf.

Audidendnslng. (2561). Aa1ALgee18. §UAUIIN https://www.kasikornbank.com/th/business/
sme/KSMEKnowledge/article/KSMEANnalysis/Documents/Aging-Market SME-Trea-
sure_2018. pdf.

AudIdesuiasingwidlyd. (2559). L91zAaInIMIsIEINANIUNTUANTINgTuauIAn.
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Abstract

The objectives of this study were to study relationship between personal factors and
using behaviors of consumers in Bangkok for Thai North-Eastern style restaurants and compare
difference of behaviors to be influenced with service marketing mix of the restaurants.

Research Methodology consisted of questionnaire as research instrument, 400
consumers in Bangkok with minimum age of 20 years who were using the services of 43 Thai
North-Eastern style restaurants locates in 20 districts, and employed statistics, including
percentage, mean, standard deviation, Pearson’s Chi-Square, Independent-Sample t-test, and
One-way ANOVA (F-test) at statistical significance level of 0.05.

Research findings revealed that majority of samples were female; had age range
between 26-30 years and educational level of bachelor’s degree; worked as a private firm
employee; earned in range between 15,001-30,000 baht per month in average; and were born
in Bangkok Metropolitan region and central provinces. Hypothesis test showed that most of
personal factors, including gender, age, occupation, average monthly income, marital status,
and hometown but excluding educational level had relation with behaviors of consumers in
Bangkok for Thai North-Eastern style restaurants and most of service marketing mix, including
product, price, place, promotion, people, and physical evidence but excluding process had

influence on their behaviors differently at statistical significance level of 0.05.
Keywords: Thai North-Eastern Concept, Personal Factors, Marketing Mix, Consumer Behavior
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Abstract

The objectives of this research were to develop grounded theory on key success
factors of the rice trading center business in  Kamphaeng Phet province, to study the process of
operating the rice trading center business in Kamphaeng Phet province, and to study the
guidelines to improve the performance of the rice trading center business in Kamphaeng Phet
province. This study was a qualitative research. Key informants were rice trading center
operators in Kamphaeng Phet province. They were a theoretical sample because these people
had knowledge, understanding and expertise in this business. Data were collected through In-
depth Interview. The sample was selected based on the purposive sampling and snowball
sampling. The research considered data saturation when obtaining 8 samples. Content analysis
was used to analyze data. Data were validated by Triangulation. The results of this research
indicated that based on the interviewees’ attitudes, key success factors of the rice trading
center business in Kamphaeng Phet province included 1. Honesty, 2. Learning and adaptability,
3. Capital management and financial planning, 4. Attention and commitment, 5. Connection, 6.
Psychology of speech and Interaction with customers, and 7. Personnel management. From
the attitude of the interviewees, the success of the rice trading center business consisted of
1. Sustainable business operation, 2.business operation without obligation and satisfactory profit,
and 3. Business operation that belongs to market mechanism. Current issue in Operating rice
trading center business of 1. Rice purchase without moisture quality measurement, 2. Rice
purchase and payment by cash, and 3. Price as a factor influencing decision making to sell
rice. The guidelines to improve the business included as follows: From the attitude of the
interviewees, the external environment problems included 1. Hish competitiveness and price
war, 2. Government sector intervention in the market mechanism, 3. Price volatility 4. Truck
weight limit law, and 5. Current communication technology. From the attitude of the
interviewees, the internal environment problems included 1. Human resource management
and increasing work skills for employees, 2. Transportation problems and reduced risk of

accidents, 3. Truck scaling, and 4. Sufficient number of trucks.
Keywords: key success factors, business success, rice trade center business
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Abstract

This study aimed to examine were to test the goodness of fit of the causal model
and to study causal factors influencing the customer loyalty at Krungsri Ayutthaya Bank,
Bang Bua Thong Branch, Nonthaburi Province. The population of this research was 63,953
customers of Krungsri Ayutthaya Bank, Bang Bua Thong Branch, Nonthaburi Province. They
have lived in Nonthaburi Province. The sample was selected based on a purposive sampling.
A questionnaire was used as a tool to collect data from a sample of 400 individuals. Data were
analyzed using descriptive statistics including frequency, percentage, mean and standard
deviation, and structural equation modeling

The finding found that, caused factor which has been influenced the loyalty of the
Krungsri’s customers also correlatives with the empirical data, which Chi-square = 261.080 and
p-value = 0.065. From considering other factors, it found that Chi-square/df = 1.145 which
lower than 2 values: GFI = 0.957 and AGFI = 0.918. CFl = 0.997 and RMSEA = 0.019. And the
factor of service quality which has been positively influenced the satisfaction and loyalty of
the Krungsri’s customers. The service quality factor is reflected the satisfaction of the

customer’s Krungsri Ayudhya Bank.
Key words: Service Quality, Satisfaction, Loyalty
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A lTUINITTUIAITNTIATRESET Aa1v1U1eTInes Jandauuny3 ludianariminisAnwidudue
WO WoFRNEY WA, 2561 BARDUNUANTUS W.A. 2562

A4 o o a o
wsasllanldlun1side
A4 A A -] . . & o I v

wseadlenldlumsidensall Ae wuuaeunu (Questionnaire) iWwAsadldlumaiusIuTILTeya
Tneudseandu 4 du 1) wuuaeunudayaylUvewreukuUaoUNY 2) WUUAUALANANWIUALIT
mssuiaunmuimsveslduins laun Auanuiugusssulumsliuing duanudidetie dums
pevawsgndl Aunsinnuiulawigndn wazduauldlagndn 3) wuuaeunuanuAniuieiv
anuiianelavasilusnis laun anuiianelavedliusnisdenisusms wasanuiianelavedliusns
sonanin 4) wuuaeuaueNAnTuAIiUANRsAnAveliuENT Iaun AungRnssuvesgndn
LAEAUTANARYBIRNAT INAUTINTIRATLULLUY Likert Scale 7 52U laguUanayiaseAuaziuy
AUARMINAINAIINAUNTSSURsAAT (Class interval) (3aun gunsss, 2552)

NN3ATIVHDUAMNNYDUATDWD

mMInTdeUAMNNveaIawlenldlunside lner3devinsnsivaeumnuiemsuduilon
(Content Validity) Ingnsdiuvuasuaalvinugldeiviguazamssaaal 311U 3 v1u lagldns
a v b4 1 124 o a1 1 g
WATILUABUAIUADAAFDY (I0C) Imawmmﬂ 9 Y9A1nUUA1 IOC 11NN 0.6 Ul Laznsvadeu
Audesiu Tagldr1duusedns Cronbach’s Alpha 3aiiA1egsening 0.911 - 0.951 Fadeduuuasuny
fimnuigene (faen 1dvdUnwn wazgnn 1nlvddyw, 2558)

HaN1TAATIZIdRY

(Y 1 '

Han1FInIeiteyatadediuyana wuii greuwuvasuaudiulngidumeandgs d1uiu
247 Ay (Feway 61.75) fleng 21-30 U 91uu 257 AU (Fegar 71.75) dan1uninlan 3117 290 AU
(owaz 72.50) fiszsumsfnuaglusziul3yees 91w 306 au (Geway 76.50) Terdmdumingu
UStLenvu $1uau 226 Au ($eway 56.50) wazilsnelfiadeseiien 10,001 - 20,000 U W F1ulw

171 Ay (Seway 42.75) Inegnounuuasunudiulnginnufndiuse (1) Jaduamunimnisliuinig
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Tunmsam eglussduinn (X = 5.90) InsFesdrduanunlutioslédsd fumslfemnusiulauignén
(X = 6.03) Frumnuindedeuazsuninaildlagnii (X = 5.98) funismevaussgnin (X = 5.95)
wazauaandugusssulunisliuinis (X = 5.90) audrdu (2) arufianalavesylduinissuinis
nyaregsen @t viatames Smdauunys Tunmsan egluszduann (X = 5.92) Wefinrsanidu
sy wud fenufiselavesiliuinsdenisuinig fianadeanniian (X = 5.96) uazanuiienels
Y lIUINITHonanA N (X = 5.88) kag (3) ANUANAYBIHLTUINITTUIAITNTIATOYSE @121
vetmes Svdauuny3 Tunmsa eglussiuann (X = 5.87) WeRasuidusedu nui fanu

[

fnaenungAnssy daaieuniian (X = 5.88) wagaudnasuviauai (X = 5.85)

A15199 1 LARINISNAABULUUINADINTIA (Measurement Model)

o . Factor Cronbach’s
Aals/29AUsENaU CR AVE
Loading Alpha

Uadeaaununsliuinis 0.956 0.966 0.852
- audugussadlunsliuinis 0.874
- fuenaidedie 0.939
- AUNTHBUALBIRNAT 0.941
- é’ﬂumﬂﬁmmﬁﬂmmgﬂﬁw 0.943
- anumailelagnan 0.917

AUNINa LD 0.877 0.942 0.891
- AWASNELIRBNITUINS 0.944
- anuianelasonaning 0.944

AIUANA 0.913 0.958 0.920
- AUNGANTIUVRIGNAT 0.959
- AWVIAUARYDIGNAN 0.959

91399 1 w1 9n 9 Faudsiiedminessusgneusinny 0.7 dsitedndusuusild
lunisnaaeukuuItaetaunisiaseasiela laediAn Cronbach’s Alpha 8g381314 0.877-0.956
Faunnnin 0.7 uamadiinrunindede (faen 1dvdlyv uasgen nlvddnm, 2558) wagilmny
Fesfusanveaiauusuils (Composite Reliability: CR) 310037 0.6 uagAnadsAnuulsUsuiiadnld
(Average Variance Extracted: AVE) 11An731 0.5 (Zikmund et al., 2010)
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ANURanala

Jadununmn
ASAUINNg

AUANA

Chi-square = 261.080 df = 228 p-value = 0.065 GFI = 0.957 AGFI = 0.918 CFl = 0.997 RMSEA = 0.019

NN 2 LEAAINANTNAABULUUI1ADILASIAS 4

nan1sadouULUUdtasdlasiains daduifeanvniidvinadennuindvesglduinng
SUIANINTIATRYSEN a1 UeTanes Jmiauunys denudenaneinaunaufiuteyaidasedny lay
f191507970 Chi-square Winfu 261.080 waz p-value wiriu 0.065 FelaifTeddayvneadf uay
fANTUINNTBL 9 WU Chi-square sia df SAvinfu 1.145 Fafidrsnia 2 fien GFI iy
0.957 AGFI fiAsiniy 0.918 fid CFI iy 0.997 uazilen RMSEA winfu 0.019 darinuinmusiviavan
(Hair, et al., 2010) lngnuirdadenunnnisiauinisiienswaseauianelaveslduinissuias
ngarToysen a1v unetimes Samdauunys egraditduddynaaiaiisedu 0.05 laefld1unanis
ngnsaiseay 78.3 uaranuianelaiisvinadenudnavedliuinissurasnieieysen @11
uetmes Sandauuny3 eghadidodfamnaadiiiszdu 0.05 lnefdunamsweinsaiiesas 78.5

AS199 2 BARINANITIATIZVADNTNANTATI DNTNANDDU LAZDNSNATIL

. . AUy
AUUTEMA R? BYGI S _
AUNIND 1 ANUANG
DE 0.885 0.126
{]ﬁmﬂigaimwmi 0783 E ) 0.634
Tusnng
TE 0.885 0.810
DE - 0.773
AMUTaNDLa 0.785 IE - -
TE - 0.773

DE = Direct Effect, IE = Indirect Effect, TE = Total Effect
1NA5199 2 w1 Yadeaauninnisliusnisiievsnalaesiudeaiuiianelavegldusnig

a

SUIANINTIATOL5ET a1 UeTanes Fandnuuvys wiriu 0.885 Uadeamn1nnsiviuinisidnsna
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185U ANUANAYDIRLTUIN1TTUIAITNTATOETET @191 VTN JamTauunys wiriu 0.810
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nseduMenauazdalauauLuy

Tadgnunimnisliusnisiiennaseninuianelavesldusnissuiasnisaiegysen agall
tfoddnymsadanisesu 0.05 lnefidrunanisweinsaifosas 78.3 uandliiiufannsgiunsliuing
YossIANINTIAToysen Tifldenuiaelavesilivimssumsngrdeysen lnsaenndeaiuuuiin
WaENOW V9 Parasuraman et al. (2013) AMAINAITUINIT (Service quality) Lﬂuﬁ'ﬂ‘ﬁlqﬂﬁmﬂﬂu
maniafiagldFuanmuinislunisliuinig wastlideamunimnislvuinisidniwanisuindeniny
fnfveeliusn1ssuiAsngersessen lnedeuriuauianelavesgliusnissuia1sngersogsen
winfu 0.684 ilesnsurmsidugliduinvimsnunsiuiindede lasiawzeg1sdssuaings
aioysen Tnnsliuinisednasniunu dnsvenediluddudenis 4 wu sooud Afu uago1as
udh ilgnéniAnanandetielusisunas Sudenlduinissuiasngsaioysen Taglamzanan
vnatmes Savdauumy? Wuameusnuazdseglulanansgusuuistames JevhlmAanisuasBouan
THsmsegsaihiane innedsgnnduinislruinsidedisiaau nmsmevauesivinigs uazldlads
AuFRINITsgNANINBITY Aonadestunuitees Jendng lefafy awny fardatan uas
Ui Hsli¥uns (2557) inudn Jadeaanimnsliuinng Tavswarufiemeladenisléusnisves
ui¥n n130ulng 910 @nvn) wazauaInnIsiuInIsEansnasenudnAlagN1uAI Y
fanela wuudasdianudenndesnaunfuiuteyalieusedng

uenaniignéidatiyduessumangsaiegsen awnduailiuinisanuidatiyd e
iusnnenuazmnanminnuiaujiuiusseninmiinauiugnd suduanuainaundsty
warfuraduatiougffides denndasiuauiteves suiy viles (2555) finuin aufianelaly
N15USNSEENENaLTIUINABAIINATNANAYBINAITUIANTOBNAY UazauITevee SyIde
YA Tmurumi (2559) finudn Jadedfimnuduiusdenuinfvesinyieaiisrvniudenis
vioufeaflowiven wuin yniladefinuduiuddenuiawelanardninavesauiiselaiifive
AuANATvUIABNENaAY 0.91 uazdAmisuan uaadliiiuin mndnvieafienfianudimela
avduftazdamaronuasininifigedunu

Tnsauninnsliuinig lusuauindefiovesanidunisnisGuianundenliuinig
nsliuInisdng Anugndes msfianulueswesduduazuinis msianudedndgainlunis
SmvAudn wazamunmnnsluinisedsilasaduane wazdunisnevauesiiddudagle
A3UUINITlasuANNYIende nied1ulenuazaInluduse 9 Wy n1snadasad dnasld
AouflnosunuNsITeuveaglduinig 1Wusu vilisunaseng q dadiufianisnevaussiininay
msaziie invemshusywe-duiusinnniwinvemeumaia wayanudesi fanuduiugiv
AuAnAvesgndn (wduwa ulesdny, 2557) lnefuslaatimnudesiu Mumnuduiinstugulaa
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Abstract

The objectives of this research are to study the effects of marketing mix (4P’s),
country of origin image (COO image), ethnocentrism and animosity on Chinese smartphone
brand image; and to explore the relationship between brand image and purchase intention of
Chinese smartphones in Myanmar.

In this research, the convenient sampling method and quantitative data collection
method were applied. The targeted respondents are in generation Y millennials who use or
intend to buy Chinese smartphones in Magway, Myanmar. Questionnaires were taken with
a five-point Likert scale from 400 respondents. As for data analysis methods, reliability test,
descriptive statistics, correlation, and linear regression analyses were being selected in this
study. The results show that most of the hypotheses are significant level (p <0.05) e.g. product,
price, promotion, COO image, and ethnocentrism have positive effects on Chinese smartphone
brand image in Myanmar. Moreover, brand image is positively related with purchase intention.
This study shows that those significant variables are important for marketers in building strong

brand image towards purchase intention in the international market.
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Introduction

In today’s very competitive market environment, consumers face difficulty to choose
and purchase among products and services because the products and services are the
accessibility and variety and also customers have lack of time in order to use shopping. In this
situation, brand name helps consumer to make an easy decision in choosing and buying
products and services and also to reduce risks. Moreover, it promotes customer satisfaction.
Brand points out that customers know product quality and also makes benefits not only for
consumers but also for producers as it can protect trademark from imitation. Strong brand
image and its values are the main factors in every business for consumer attraction and marketing.
Lots of managers make their best to create a strong brand. They understand that a strong
brand has a very valuable effect on financial and operational tasks of the organization.
Therefore, they apply marketing strategy (marketing mix 4Ps), to improve brand awareness and
brand loyalty. See from the above facts, marketing mix elements are important to develop
a brand image in the competitive market.

Nowadays, the world also becomes globalization. As a consequence, many business
opportunities which can sell goods and give services throughout the world have widely
increased. When markets become wider consumers probably depend on the COO to get much
information, and guidance for them in making the right choices for consumption because they
have never touched before (Bertoli & Resciniti, 2012). At the same time, there are various
consumers’ attitudes concerning their home country, specific foreign nations, and foreign
countries in general. This situation has determined a great interest in the studies of beliefs
towards local and global products and services; and their impact on consumers’ purchasing
behavior (Riefler & Diamantopoulos, 2009).

In 2012, Myanmar was particularly isolated with one of the smallest rates of mobile
phone penetration in the world. After the government has issued licenses to foreign operators
such as MPT, Telenor, Ooredoo, Mytel and reduced the price of SIM cards into a reasonable
price, mobile phone technology adoption of Myanmar rapidly changed as the digital landscape.
At the termination of 2016, mobile connections in Myanmar are 51 million and 78 percent of
mobile phone users owned a smartphone according to LIRNEasia’s 2016 nationally representative
survey of ICT needs and use in Myanmar (as cited in Pwint Htun & Paula Bock, 2017). This
survey also showed that the age range of the users who own mobile is between 15 and 65
years old in Myanmar. Moreover, the research relating to the effects of marketing mix (4Ps),
COO image, consumer ethnocentrism and animosity on brand image towards purchase
intention is hardly found in Myanmar. According to the above facts, the researcher proposed
to study the effects of marketing mix factors (4Ps) and the influences of COO image, consumer
ethnocentrism, and animosity on brand image; and to study the relationship between brand
image and purchase intention of Chinese smartphones in Myanmar.
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The results of this study will provide Chinese smartphone companies, importers and
smartphone sellers to understand Myanmar people’s attitude towards Chinese smartphone brand
and their purchase intention and also improve their knowledge about smartphone industry
and how to achieve customer purchase intention. Nevertheless, this study can give more clear
insight and knowledge concerning consumers’ purchase intention towards Chinese smartphone

brands to the readers.

Research Objectives

1. To study the effects of marketing mix (4P’s) on Chinese smartphone brand image
in Myanmar.

2. To investigate the influences of COO image, consumers’ ethnocentrism and animosity
on brand image of Chinese smartphone in Myanmar.

3. To study the relationship between brand image and purchase intention of Chinese

smartphones in Myanmar.

Relationship of relevant variables and research hypotheses
Marketing mix (4Ps) effects on Brand Image

The word “marketing mix” was initiated by Neil Borden by “The Concept of the
Marketing Mix” article. At that time, marketing mix continued out of twelve different categories
(Hyman, 2004). Then, the original twelve categories were reduced as a sum of four categories
(Product, Price, Place, and Promotion) by McCarthy and then these four categories were known
as 4Ps (McCarthy, 1960).

Product is defined as what is offered to the market for noticing, purchasing, or using
which may meet a need. It can be tangible (goods) or intangible (services). Product consists of
variety, features, design, packaging, services, brand name and quality (Kotler, Armstrong, Harris,
& Piercy, 2013). Alamro and Rowley (2011) described the product’s quality and price effect
on brand image. According to Zhang, Rau, and Zhou (2010) (as cited in Mensah-Bonsu, 2016),
the attributes of a product have an influence on consumer mindset and so can influence
purchase behavior. Product features have a good effect on purchase intention by providing
different functions and features build different satisfaction in consumers’ hearts.

Price is generally the amount of money a consumer is willing to pay for in exchange
with products and services that they think are valuable. Price is considered by Karjaluoto et
al. (as cited in Juwaheer, Vencatachellum, Puderuth, Ramasawmy, & Ponnsami, 2014) as a critical
point affecting the choice of smartphone among young people. By raising it, they can focus on
product’s quality and increase the status associated with it and by lowering it, they can focus
on a bargain and gain customers who go out of their way to look for such to save money (Kibera
& Waruingi, 1988). In the heuristics of a consumer, a low (high) price connotes a low (high) quality
and image. Aaker (as cited in Chow, Chen, Yeow, & Wong, 2012) stated that the level of price
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positively affects behavioral intentions mainly because price builds brand image in the
consumers’ eyes. According to Rajh (2005), higher brand price communicates a better brand image,
and through a more positive brand image indirectly leads to a development in brand equity.
Kabadayi, Aygun, and Cipli (2007) also found a significant positive relationship between price and
brand equity.

Place is called distribution or placement. It is the ways and processes applied to
carry the service or product to the customer. According to Kotler (2000), distribution includes
outlet locations, inventory levels and place, distribution coverage and channel. The major
purpose of a good distribution or place strategy in every business is catching the eyes of the
customers that make easy to buy their products for the customers (Business News: Marketing Mix,
2018). Srinivasan, Park, and Chang (2005) described that the high perceived intensity of distribution
ways will support effectively in showing a brand image with higher quality through that way
becoming to constitute brand equity. Kabadayi et al. (2007) found statistically significant
positive relationships between distribution intensity and brand equity. Bojei and Hoo (2012)
indicated that widely distribution of the product through authorized channels (ways) enhance
brand equity and perceived quality.

Promotion consists of all functions which include communicating with the customers
recarding the goods and its features and benefits. It may consist of sale promotions, public
relations, advertising and special offers (Martin, 2014). In building strong brand equity, the power of
advertising and its effect has been explored by Eagle and Kitchen (2000), who found that it has
a positive influence on sales. According to Yoo, Donthu, and Lee (2000), advertising is a major
factor that helps in shaping and managing a brand image.

According to Zollondz (as cited in Fathian, Slambolchi, & Hamidi, 2015), the marketing
mix is about the grouping and organization of marketing tools, that are applied to get the marketing
goals of businesses for a specific target market. It is not the scientific theory, it is the conceptual
plan. According to Palmer (2004), marketing mix tools are able to perform formulation of
short-term plans and long-term tactics. Often the marketing mix is important when
determining the offer of a brand or a product.

Country of Origin image influences on Brand Image

Country of Origin (COO) effect was initially researched by Robert Schooler since 1965.
COO, which can be defined as the made-in image, describes how consumers make the
evaluations on the country where the product was manufactured or designed. This is an
emotional effect that how the products’ COO labeling influences consumers' views,
impressions, and decisions to purchase it. In other words, COO is one of the immaterial that
is imperceptible features of a product which dominates consumers’ impressions concerning
the product’s attributes and quality (Balabanis & Diamantopoulos, 2004).
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Today, COO is one of the most important tools in the field of international marketing
and consumer behavior (Tigli, Pirtini, & Erdem, 2010). So, managers require to think about
consumers’ attitudes on the imported products in entering overseas markets. COO image has
an effect on consumer product evaluation and decision-making process. It is also believed to
be one way of increasing brand equity (Shocker, Srivastava, & Ruekert, 1994). The study of
Kim, Choi, Kim, and Liu (2015) stated that COO affects brand image. In the study of Andik,
Munandar, and Najib (2018) also stated that Malaysian and Indonesian consumers assume that
COO reflects the brand image. Therefore, researching on the COO effect can make an
important contribution to product marketing and branding of international companies.

Consumer Ethnocentrism influences on Brand Image

Ethnocentrism was firstly defined by Sumner in 1906 as a trend that people believed
their own groups to be better than others and so, do a rejection to other groups that are
dissimilar while showing the recognition to similar ones. In 1987, Shimp and Sharma stated
consumer ethnocentrism (CE) that a belief of consumers that it is unsuitable or even immoral
to buy foreign-made products because of damage to the local economy, able to increase
unemployment in the country by reason of increased imports and is generally unpatriotic
(Kaynak & Kara, 2000).

The ethnocentrism includes negative effects on consumers’ purchase intentions of
global products and positive effects on consumers’ intentions to buy local products (Balabanis
& Diamantopoulos, 2004; Lew & Sulaiman, 2014). However, Ramadania, Gunawan, and Rustam
(2015) stated that the lack of availability of a domestic product positively influences the
evaluation of a foreign product. Moreover, the study of He and Wang (2015) stated that the
positive relationship between ethnocentrism and the preference for a local brand becomes
higher or stronger when the local brand has high brand equity, likewise the negative
relationship between ethnocentrism and the preference for a global brand will change to the
opposite effect when the global brand has high brand equity. Therefore, it can be stated that
ethnocentrism has more complicated relationships and consequences, and it is also
dominated by brand equity.

Animosity influences on Brand Image

The concept of animosity regarding consumer behavior was initially presented by
Klein, Ettenson, and Morris (1998), who defined animosity as anger due to past or present
economic, military, or political events. As mentioned in the definition, animosity is especially
based on the feeling rather than the behavior of a person. Consumer animosity consists of
negative attitudes of the individual concerning a specific foreign country. There is a complicated
structure in animosity. In the study of Klein et al. (1998), animosity is classified into two groups:

one based on economics and one based on war.
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Over the previous decade, the notion of consumer animosity and COO effect have
gained considerable attention in global marketing literature as an antecedent of foreign
product purchase intention (Klein et al., 1998). The COO can influence people’s perceptions
recarding the quality of some particular goods from a particular country. However, consumer
animosity can have a significant impact on consumers’ attitudes to all products from a
particular country in spite of being realized the quality. It means that the consumers who have
any animosity would deny buying any products related to an offending country, although the
products’ quality of that country was not devalued. The findings from the study of Shoham,
Davidow, Klein, and Ruvio, (2006) showed that consumer animosity negatively influences
consumer’s behaviour in terms of both willingness to buy and judgments of product quality.
Fakharmanesh and Miyandehi (2013) have studied the impact of animosity on brand image. In
their study, consumer animosity has no significant relation with brand image. The present
study is an initial test of the economic-based animosity model in the context of Myanmar
consumers and their purchase intention of Chinese smartphone brand.

The relation between Brand Image and Purchase Intention

Brand image concept was presented by Ogilvy, the well-known advertising specialist
in 1950 to express the feelings and emotions of users related to a specific product, suggested
using the term "brand image” (M.Isoraite, 2018). Brand image is an important part of brand
equity as it takes the brand’s value to the consumers (Malik, Naeem, & Munawar, 2012). It is
defined as the consumers’ perception about the brand, reflected by the consumers’” mental
association to the brand (Keller, 2013).

In the study of Mudambi et al., 1997 (as cited in Chen, 2010) stated that the effect
of brand image is especially important in markets where it is difficult to differentiate products
based on tangible features; where there is a competition between similar brand or product
categories it is important to differentiate between them (Erdil, 2015). Srivastava and Dey (2016)
described that brand image influences the purchase intention among young consumers.

Additionally, consumers in developing markets have favorable attention on the
image of foreign brands and have a more positive brand image of foreign brands than local
brands (Bhardwaj, Kumar, & Kim, 2010). Brand image has the ability to differentiate in new or

different markets and has influence on purchase intentions, attitudes, and perceived quality.
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Figure 1 Adapted from Fakharmanesh & Miyandehi (2013) and Rusdianto (2016)

Research Hypotheses

Hy: Product positively affects Chinese smartphone brand image.

Hz: Price positively affects Chinese smartphone brand image.

Hs: Place positively affects Chinese smartphone brand image.

Ha: Promotion positively affects Chinese smartphone brand image.

Hs: COO image positively influences Chinese smartphone brand image.

He: Myanmar Consumers’ ethnocentrism negatively influences Chinese smartphone
brand image.

H7: Myanmar Consumers’ animosity towards China specifically composed of economic
animosity has no significant relation on Chinese smartphone brand image.

Hs: Brand image is positively related to the purchase intention of Chinese smartphones.

Research Methodology

This research is a descriptive research. In this study, quantitative data collection
method was applied. As for the sampling method in this study, the researcher chose the
convenience sampling method in order to get a large number of completed questionnaires
economically and speedily. The target respondents are people who use or intend to buy
Chinese smartphones in Magway, Myanmar. They are limited on age especially Gen Y
(1980-1996). The sample size is calculating from the number of population by using the
formula of Yamane (1967) with a significant level of 0.05 and 95% confidential level. The

questionnaires were distributed face-to-face to 400 respondents.
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Survey questionnaires which were adapted from previous researches are used as the
research instruments. The survey questionnaires in this study contain a brief introduction and
three parts. Part one consists of screening question (5 items) such as the questions which are
whether the respondents use or intend to buy Chinese smartphone or not, Chinese
smartphone brand name, the amount of money spent or intend to spend for the smartphone,
whether Chinese smartphone’s price suit the respondent’s budget or not, and reason to
choose or to purchase Chinese smartphone brand; part two includes personal data of the
respondents (5 items) such as gender, age, education background, monthly income and
occupation; and part three comprises of the questionnaire on variables (46 items). The total
number of questionnaires in these research instruments is 56. All questionnaires in part three are
measured by using the five-point Likert scale ranging from 1 to 5 (1= strongly disagree, 2= disagree,
3= neutral, 4= agree, 5= strongly agree). Validation of a scale was done by two experts in this
study. For the reliability of all variables, the pilot test was made with 30 respondents. In
order to more clearly and easily understand the questions for the respondents, the survey
questionnaires were translated from English to Myanmar Language.

Descriptive statistics such as mean, standard deviation (SD), frequency and percentage
is used to analyze screening data and personal data of the respondents. Cronbach’s alpha is
applied for the reliability of all variables. For inferential statistics, regression analysis is applied to
calculate the relationship between several independent or predictor variables and a dependent

variable.

Results and Discussion

Reliability test

In this research, the actual test including 400 respondents was done by using
Cronbach’s alpha test. Cronbach’s alpha value of all variables in this research is from 0.601
to 0.820 and overall Cronbach’s alpha value is 0.782. Among the nine variables, Cronbach’s
alpha value of five variables shows high reliability and the value of four variables shows
moderate reliability according to Hinton, Brownlow, McMurray, and Cozens (2004). So, all

variables in this study are acceptable.

Descriptive analysis

After collecting the data through questionnaires from the respondents, data was
analyzed. Descriptive statistics were applied in part one (screening questions) and part two
(personal data of the respondents). According to the results, all of the respondents use or
intend to buy Chinese smartphones. The researcher found that the majority of respondents
use or intend to purchase Huawei representing 56.2% with 225 persons. 58% of respondents
spent or intend to spend 200,001-300,000 kyats for a smartphone. 94.8% of respondents

answer the smartphone’s price suit their budget. 55.2% of respondents choose Chinese
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smartphone brands because of price. Among the respondents including this study, 203 (50.7%)
are male and 197 (49.3%) are female, all are Gen Y (1980-1996). Most of the respondents’ education
background are bachelor representing 36.7% with 147 persons and followed by more than
bachelor representing 33.7% (135). The majority of respondents’ monthly income is 200,001-
300,000 kyats representing 56.5% with 226 persons. Over half of the respondents are

government staff representing 56.8% with 227 persons.

Hypothesis testing

Correlation test

Before the regression analysis is discussed, multicollinearity was tested. Multicollinearity
refers to the relationship between the independent variables. Multiple regression does not
like multicollinearity which certainly contributes to a good regression model. Correlations are
examined as check for possible multicollinearity between independent variables. Multicollinearity
exists when the independent variables are highly correlated (r = 0.9 and above) (Field, 2009).
The correlation value range in this study is between - 0.39 and 0.731. This result is not more

than 0.9. That is why there is no multicollinearity problem within the data set.

Regression Analysis

Regression analysis was applied to calculate the relationship between several
independent variables and dependent variable and to test the research hypotheses. All
hypothesis paths are significant. Except Hs, Hg, and Hy, the rest hypotheses are accepted.

Table 1 Relationship between Marketing Mix (4Ps) and Brand Image

Unstandardized
Model Coefficients Sig
t- value
Beta Std. Error
Constant 1.160% 0.285 4.076 0.000
Product 0.299* 0.051 5.899 0.000
Price 0.118** 0.057 2.075 0.039
Place -0.184* 0.062 -2.940 0.003
Promotion 0.419* 0.059 7.108 0.000
R? 0.270
Adjusted 0.263

R2
*n < 0.01, ¥p < 0.05
Source: Author’s calculation
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The statistical outcomes of the relationship between marketing mix (4P’s) and brand
image are illustrated in Table 1. As can be seen, among the marketing mix (4P’s), three of 4P’s
of marketing mix e.g. product, price, and promotion are positively and significantly correlated with
the brand image, indicating that those Myanmar consumers are more likely to stay focus on
brand image, thus, it can make more revenue from upgrading brand image as a unique bundle
of associations within the product, price, and promotion. Moreover, these hypotheses’ results
are consistent with the previous researches of Yoo et al. (2000); Rajh (2005); and Alamro &
Rowley (2011). Therefore, hypothesis H;, Hy, and Hg are accepted in this study. In contrary,
Place is negatively correlated with brand image, showing that the numerous distribution
channels in the market are more likely to decrease Chinese brand image level. This result is
opposed to the past literatures of Srinivasan et al. (2005); and Kabadayi et al. (2007). That is
why the hypothesis (Hs) is rejected in this study.

Table 2 Relationship between Country of Origin images, Consumer Ethnocentrism, Animosity
and Brand Image

Unstandardized

Model Coefficients t- Sig
Beta Std. Error value

Constant 1.259*% 0.272 4.633 0.000
COO image 0.551* 0.065 8.527 0.000
CE 0.235* 0.038 6.189 0.000
Animosity -0.189* 0.043 -4.379 0.000
R? 0.296

Adjusted R? 0.290

*n < 0.01
Source: Author’s calculation

The statistical outcomes of the relationship between COO image, consumer
ethnocentrism, animosity, and brand image are illustrated in Table 2. Among COO image, CE
and animosity factors, it can be seen that COO image has a positive effect on Chinese
smartphone brand image. It can be said that the respondents are more likely to concern that
COO image is an important factor to build brand image for Chinese smartphones. This result
is in line with the previous literatures of Kim et al. (2015); Nadia and Rashid (2016); and Andik
et al. (2018). So, hypothesis (Hs) is accepted in this study. Similarly, CE has a positive statistical
effect on brand image, revealing that Myanmar consumers have the willingness to buy Chinese
smartphones. This result is consistent with Ramadania et al. (2015). But it is opposed to the past
researches of Balabanis & Diamantopoulos (2004), Fakharmanesh & Miyandehi (2013); and Lew
& Sulaiman (2014). Therefore, hypothesis (Hq) is rejected in this study. In contrary, animosity is
negatively correlated with brand image, showing that Myanmar consumers have economic-based

animosity towards China and the impact of that animosity decrease Chinese smartphone brand
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image level. This result is not consistent with the past research of Fakharmanesh & Miyandehi
(2013). Thus, hypothesis (H7) is rejected in this study.

Table 3 Relationship between Brand Image and Purchase Intention
Unstandardized

Model Coefficients t- Sig
Beta Std. value
Error
Constant 1.210* 0.117 10.364 0.000
Brand Image 0.684* 0.032 21.345 0.000
R® 0.534
Adjusted R? 0.533
*n < 0.01

Source: Author’s calculation

The statistical outcome of the relationship between brand image and purchase
intention is shown in Table 3. Based on this result, the researcher found that brand image is
positively related to purchase intention. It can be indicated that the better Chinese brand
image is, the more likely people are to purchase Chinese smartphones. This result is in line
with the previous literatures of Bhardwaj et al. (2010); Erdil (2015); Haque et al. (2015); and
Srivastava & Dey (2016). That is why hypothesis Hg is accepted for this study.

Table 4 Summary of Hypotheses

No. Hypothesis Effect Test Result

Hy Eroduct positively affects brand Positive Accepted
image

Ho Price positively affects brand image Positive Accepted

Hs Place positively affects brand image Negative Rejected

He Promotlon positively affects brand Positive Accepted
image

Hs COO image positively influences Positive Accepted
brand image

He CE negatively influences brand image Positive Rejected
Consumers’ economic-based

H7 animosity towards China has no Negative Rejected
significant relation on brand image

He Brand Image s poquveLy related to Positive Accepted
the purchase intention

Source: Author’s calculation
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According to Table 4, it was found that for brand image, five factors such as product,
price, promotion, COO image and CE positively affect and influence Chinese smartphone brand
image in Myanmar while place and animosity negatively affect and influence on it. Moreover,

brand image positively related to purchase intention in Myanmar.

Implications of the Findings

Based on the research’s outcomes, the researcher would like to give suggestions.

Product: Chinese smartphone companies should invent the smartphone that best
fit with young adults’ lifestyle such as by creating a superior camera. Moreover, they should
expand their smartphone functions such as by upgrading smartphone processor so that it can
do better and faster which suit with young lifestyle and create update the smartphone design
and raising the battery life of their new invented smartphone because young adults tend to
use their smartphone in whole-day life.

Price: Chinese smartphone brands have a good price perception in the eyes of
Myanmar young adult consumers. Generally, when the real price on products is higher than
perceived price, consumers purchase intention reduces. In the same way, if the actual price is
lower than the perceived price, consumer’s confidence on products or positive brand image
of the product in the consumer mind may disappear. That is why Chinese smartphone
companies should prescribe a reasonable price between smartphone’s usage quality and their
price.

Place: The researcher found that Myanmar young consumers do not like intensive
distribution in high-quality (price) products especially smartphone brands. Generally, intensive
distribution significantly increases brand awareness. But the respondents in this study think
intensity distribution of high-quality (price) products especially smartphone brands decrease
positive brand image of the products in their mind. In the studies of Lusch and Dunne (1990)
and Frazier and Lassar (1996), advanced quality producers give their brands by using selective
distribution because they trust the image of retailers or reputation can influence the image of
brands within the store. Therefore, using selective distribution in this study may be better for
high-quality (price) products than using intensive distribution in order to enhance brand image
in Myanmar smartphone market which focuses on young adult consumers.

Promotion: The researcher found word-of-mouth as more effective in Myanmar
smartphone market which focuses on young adult consumers according to the research’s
outcomes. In other words, youth tend to have more socialized than others. More socializing
leads to create negative and positive word-of-mouth among friends regarding a particular
company. Therefore, Chinese smartphone companies should offer innovative and creative
advertisements to focus on youth. Moreover, an effective follow-up service should be
provided so that it will meet with the expectation of young adults to create positive word-of-

mouth towards the companies. In this study, promotion is the highest significant impact on
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brand image among marketing mix (4Ps). That is why, as Chinese smartphone sellers and
marketers in Myanmar should put more emphasis on the promotion part to get a good brand
image in the consumer’s mind.

COO image: The researcher found that China has a positive COO image in evaluation
regarding Chinese smartphone brand image among the respondents of this study. Therefore,
as the international marketers and importers should note that among Myanmar young adult
consumers have positive perception on China’s COO image.

Consumer’s ethnocentrism: Ethnocentrism positively influences the evaluation of
Chinese smartphone brand image among the respondents of this study, indicating that
Myanmar young consumers have the willingness to buy Chinese smartphone due to lack of
availability of local products. In general, there is a positive influence between the favorite of
domestic brand and ethnocentrism, when the domestic brand has stronger brand equity, and
the negative influence between ethnocentrism and the international brand favorite will
reverse when the international brand has higher brand equity. Therefore, as the international
marketers and importers should note that positive influence between local consumers’
ethnocentrism and foreign brand preference in international marketing will get by building
strong brand equity among local consumers.

Animosity: The respondents including this study has economic-based animosity
towards China and the impact of that animosity decrease Chinese smartphone brand level.
So, Chinese smartphone marketers should perform marketing actions to decrease its negative
impact. In the study of Feng and Yu (2016) stated that higher perceived quality can make to
decrease the effect of consumer animosity towards a brand. Consumers do not hold the
dogmatic view or opinion and have the desire to buy products if they get the products with
good quality. Generally, the consumers will change their behaviour depending on their
product-quality assessment in spite of high animosity (Guido, Prete, Tedeschi, & Dadusc, 2010).
According to the above facts, Chinese smartphone companies and marketers should put more
emphasis on doing better product’s quality and building strong brand image in Myanmar
smartphone market which focuses on young adult consumers in order to avoid or reduce
animosity’s impact.

Brand Image: Chinese smartphone companies will get more preference and more
purchase intention among young adult consumers by offering advance quality with creativity

and innovation.
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Limitation and Recommendation for future research

In this research, there are some limitations based on limited time and budgets. The
data was collected from Myanmar people especially Gen Y (1980-1996) who use or intend to
purchase Chinese smartphone brands. The target area is in a specific area, Magway, Myanmar.
That is why the result of this study cannot represent the whole population in Myanmar.
However, the research’s outcomes can at least give knowledge concerning attitudes,
perceptions, and buying behaviors of young people consumers especially Gen Y in Magway,
Myanmar on Chinese smartphone brands to Chinese smartphone marketers and sellers.

So, future research should be done to cover the total population in Myanmar and
all age range because of getting different perception regarding Chinese smartphone brand
image from different people. Moreover, future study should be conducted to investigate
smartphone brand image from other countries such as Apple, Samsung, Nokia, and so on by
using the current research framework. Through conducting comparative studies between China
and other countries, future researchers will get knowledge and understanding regarding
consumer different perceptions on each country that product manufactures. Lastly, future
research should be made by studying other product categories such as cars, motorcycles,
cosmetic products, electronic devices, and so on.
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Abstract

The objective of this independent study was to examine how happiness at work
influenced the performance of employees. The samples of this study were 350 employees in
Thairath Group Company. A questionnaire was the research tool for data collection.
The statistics used for analyzing the data were frequency, percentage, mean and standard
deviation. The statistics for hypotheses testing were t-test and F-test. In case of significant
differences, LSD was used for examining the differences, and MRA was used for examining the
influence.

The results showed that happiness at work regarding job characteristics, career
advancement opportunity, acceptance and respect, encouragement at work, and work
environment influenced the performance of employees in Thairath Group Company at the

statistical significance level of 0.05.
Keywords: happiness at work, performance
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Abstract

This research is aimed at to study learning patterns of the students of Chandrakasem
Rajabhat University according to the theory of the left and right hemisphere of the brain and
compare Learning style of students classified by gender, curriculum and the level of learning
ability. By using the learning survey according to the model of (Prayuth Thai Thani) created
according to the theoretical concept Left brain and right hemisphere in data collection 308
samples in the research group. The statistics used in data analysis are frequency percentage
average and standard deviation and tested by using t-test, One-way ANOVA

The study indicated that undergraduate student the normal sector register study
courses production management and operations accounting course, management, banking
finance and business computers have a pattern learning Thinkers Style, Organizer Style and
Humanitarians Style different significantly statistical at 0.05 and there is no difference in
learning Innovators Style. For student with a level ability learning different have a learning
style a Thinkers Style and management different absolutely significance statistical at the level
of 0.05 and students with the ability level different learning methods have a learning style are

Humanitarians Style and Innovators Style not different.
Keywords: learning style, the left and right brain theory
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napAnan wadlsramusariasisiudeyaiuardstoyasenlunanfentu nadesleliney
rnudulevszamilvhlfasusardiuinusnfuogaiussansam fafumadouivonisa
f1e 9 vesuyusInAnannsinuiuiuresanesiaesdn uavansausaznazyhaududuly
uiaziZeauansnai fanseil 1

A15199 1 LARINNSYINIUVDIAUDIRNT 8 WALTNUIN

Auasdinde #129TNYN
a R 2 v ¥ oA ya '
- fioluszuy Uudurew 1wl wang -5 Beuddlnmig
- ARAINAAY dD - JUAUINIT ANUARAT19ATIA
- Aodaient Wudydnual WWudidnus - HOENIMLMYIMIING. WAZNITNA
- FoansmeruAnduniymn  wasnwdeu - wasduiadeu asilonseyin
- figauenuAniludeya Wuineremans - UDURUNINTIN YTNINTS

P = aw = 1% o e a 1Y) 9 =
un: Useems nesndl (2550) Tenuiddsuuunisseuivesinfnuumine1dusvdguassvaun
AUV WA AUITNL8UAZTNYI
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NIANTIVININMINAALAZNITIANT WInedemalulagsvasnasyys
U 6 alun 1 unsrAy - Tquieu 2562

NIDULUIAANITINY
fianusnnu
WUUNSISEUIANLUIAAVDING U AN
Fussasy Ingrauazdnuan
1. 1WA o .
. - wuvunAA (Thinkers Style)
2. MNGN3 o o o .
o o - LWUUUAUIMITIANIT (Organizer Style)
3. SEAUANNANNITANNNTTEU . -
- wuudnuyweuey (Humanitarians Style)
- wuutnassassA (Innovators Style)

/antun133eY
NMFITBUUUMTISEuIvatinAnwiaumgeanes@ndeuasdnvndmsuindnyinguiseu
neArMsinnsmssaauaznsidunudumsiseidaUianm (Quantitative Research) Faifuns
WeodednalnglduuudnanmsSouivesifouduedodlolumafunusadeya leifisduiuns
fasieluil
1. Usgnsuasngasiangng

9

a

PnANEIUSUINSA1AUNANAINELT8ULSEUSIEATINITIANITAISHAN WAy

g ]

= %

N3 HUU NGUBg1e Ae dnAnvInangnIn1sUnT MangnIN1TIANIT NENEAINITIRUNIT
SUIAIT waznanansAaufidmetssnanameilewsoulus1edvinisdnnisnisudnuas
n1sAnfiuvau Ingldianisuuvduvemils e (Taro Yamane, 1973) f15eAuUauatu 95%

laelauAaIALATeY 5% YUIAVBINGUAIDE 308 AU F9R1T191 2

A15199 2 LARIIIUINUTEYINTUALNGUAIDEN

nangns UUYUTLVINT IUIUNGUATDEY
Ugy 96 77
N5IANTT 43 39
NNSIUNITEUIANT 85 70
ABLIILADT 185 122
33U 412 308

2. 309NN g luN15998
= A Al a v o XX a ° a P a AN v
w3oedlenldlun1939easadl A wuud11an1siSeusmunguianesdndieuas

vty 2 aou
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@ ssununsanununsnnununnnnunnnunnP
mouil 1 Joyaiiefivanunmussyana (Personal Data) léuA e ndngns uagsesy
A ILENINTONNNSITEY
paudl 2 fofausuuuudnansBoudvesifeudeidnvasdnunduwuuinas
UszanauAn (Rating Scale) 5 5¢iu $1uru 40 e effideldvooygmilunaguuuunsSouives
399ANANI19158Us8EN5 N5l s'ﬁqlé’ﬁmumaw%’uﬂqqmﬂ The Grasha and Reichmann Student
Learning Style Scale (1975) f514ii 3

M1519% 3 dnwagdemnuguuuudsiamsitsuinumg vaseswndglasdnuin

sULUUNSISEUS Foin uudeAnm
1. wuutindn 1-10 10 9o
2. WUUUNUINITNITIANTS 11- 20 10 o
3. wuutnuywe oy 21 - 30 10 4o
4. wuutnaseassa 31-40 10 9o
52U 40 99

thiedesiiefiuundly (Pre-test) naassldiutindnuililinguaoneads 1wy 40 ym Fadl
muilndiAssiunguiegne wdthwailsundiaseildaanaudesiu (Reliability) virfu 0.809
(X= 0.809) uazuuusaaiesilaiiiev Ul iutoyasss
3. Maiusiusudoys
felshmatununadoya Tnewanuuudisematsusiudnguiegdlududeu
wagNUNaUALMEILe
4. nMsATEVidaya
el T muaImTieideya taeldadalumslieseideya fall adnide
330417 (Descriptive Statistics) 1531 1zsid oy aftuguvesnduieguinauslasldainfosay
(Percentage) AAIUA (Frequency) adfA1ade (Mean) ﬁauﬁmwummgm (Standard Deviation)
NSWTHUEURUUNMITEUVRtNANYY TUUNALLNA UANEAT LaTEAUAINENNTONNNTITEY

TnensagauAfl (t - test) dusumwusneuazldnMsIAsERANULUTUTIN (One - Way ANOVA)

HaN1339Y

NASANYILUUNISITEusYlnAnwumIne1desudgdunsiney gideverdnaus
nanTATEiteya nudy el

noufl 1 daunwdrufiiveslnay

doyadiuiaasnou wuinguiogsiauasiuin 308 18 dnduaidunandedaidy
$ouaz75.3 uazwmavieAniiuiesay 24.7 WudnAnwindnansnisiyd Sevas 25.0 ndnans
N139An15 Segay 12.7 ¥anansNITRULALNITEUIAIT Fouay 22.7 UavnanansAeuianesssng
fowazr 39.6 ANwaNnTaMsieunui dulvgiduinAnunfidanuaiunsanisnisiseugs
(1nsmadvazas 3.00-4.00) Andudesas 53.9 sesaunANAINTAMINSIToUTUnAs (NsALRRY
azan 2.00-2.99) Aniduderas 43.8 uavdutinAnwifiauannsanansiSeun (nsaedsazan
1.00-1.99) fap31971 4
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B ™

A15199 4 UARITIUIULAL TREALYDINMBULUUABUN Y

Yoy U Sowaz
e
-V 76 247
- UGN 232 75.3
3 308 100.0
nangns
- ananInNUayd 77 25.0
- ANGATANTINANT 39 12.7
- VIANENTNNTRULAYNITEUIAG 70 22.7
- MENANTABLNILABITING 122 39.6
3 308 100.0
ANFINITANINITIEY
- syfuga 166 53.9
- szeuUIUNANg 135 43.8
- 5z 7 2.3
3 308 100.0

Aoufl 2 HansaaseidayanuunsieuFvasindnu

HAN1IATIIUVUMSISHUIMUVg B auesBndrguazdnvinvetdnAnwinuinlunmsiy
UnAnwveuwuunisiseuiiuuinaseassd dnuyvellen dnUInnsinnis waztinAnlusgduuin
Tnediaade ( Mean ) 4.19, 4.09, 3.80 uax 3.53 ANEIRU F1915197 5

M13199 5 wuuMsiseuivesinfdnwinunguiauesdndeuardnyin

WUUNSIREUS NENA29E149 (n) = 308 518
ALade doudeauu FEAUAMNYDU
X 11913571 (SD)
InAn 3.53 0.57 YIUUIN
INUTNITINNIT 3.80 0.50 YOUNIN
Inuyweiloy 4.09 0.27 YBULN
Unas19asse 4.19 0.20 YOUNN

HANTIATIRTLUUNSSBuS luusiazluuvesin@nwiusagnanansnudn

wuutindna nAnwivdngasnstydveuuuunisiSeuduuuiindnuniigaiiaade 4.24
Tngitind@nwimdngnsneufinimesgsAandngninisdanis uazndngnInisiiunssuIAITTOULUY
mm’%auifﬁiuszﬁumuﬂma TnedAnade 3.30 3.29 uay 3.24 MUAIFU FIAN5199 6
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wuutinuIn15IAnIs UnAnwivdngnsnisUnydveunuunisiseusuuuinuinisinnis
wniign firiady 4.24 TaefdndAnyvivdngnsnisdnnisndngasnsiunissuimsseunuunsizous
luseiuann fanadewiiu fo 3.66 uazindnwmdnansaeufinmesgsiaveunuunaiousily
siuann Tnefleniade 3.63 famsail 6

wuutnuywellen dnfnvivanansneuinlnasssna nanansn1sUyd nangnsnisty

LY
A a

n155UIAs wardnAnwmdngesunannisdanisyeunuunmsiseuilusyduinn laelanade 4.16,
4.08,4.04 Uag 3.99 ANUEINU FINNTNN 6
wuutina$neassa dnfAnwindnaninisdanisveuiuunisiseuiuuutnasniassduniign
lngdiAnade 4.21 dudn@nvimdngnin1siunissuias dnfnwindngasnistad wagtinfnw
Y a ¢ a = v s Y g a °o w
nangnsAeuIneszsnaveuluunsiseuiiluseduuin laeddady 4.20, 4.17, 4.17 a1udau
AIM541 6

M19199 6 uansuuunsiseusluusiaviuuvresinwiuias uangns

WUUNSISEU; NANgns ngu  Anedes daudeavy  msuana
AamEe X UINTFIU
(n) (SD)
InAn - wingnsnsUnyd 77 4.24 0.32 youUINTign
- WANEAITNTIANTT 39 3.29 0.39 YaUUIUNANS
- ViaNgRIMNTiuMTEUIANS 70 3.24 0.47 YeuUIUNANg
- MANENIAUNNNBITINA 122 3.34 0.58 ouUUIUNAN
UnuSmsdams - wiangasnsUnd 77 4.24 0.23 FoUINTI
- WANEAITNTIANTT 39 3.66 0.45 YBULN
- VANgAINITIUMTEMIANS 70 3.66 0.50 YOUNN
- NANERIABNTIADTTINA 122 3.63 0.47 YOUNIN
Unuywellen - wangnsnnsdyd 77 4.08 0.25 YOUNN
- MIANGATNNTIANIT 39 3.99 0.58 YBULN
- wangaIMNTiuMIEMIANs 70 4.04 0.25 YOUNN
- MENERIAUNNNBITINA 122 4.16 0.27 YOUNN
Unasassa - wangasnsUnd 77 4.17 0.29 YU
- UANEAINTIANTT 39 4.21 0.43 FoUNNTIR
- VANgAINIIIUATEIIANS 70 4.20 0.24 YBULN
- MANENIABLNIABITING 122 4.17 0.23 YOUNIN
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B ™

Aol 3 HANNSYAFBUANNAZIY
sunAguil 1 dhanwisamdngasinuumsiSoudunnsiu
HANSNAABUANNATIULUUNSSBUSVRtinAnwiudasndngns nan1sfnymud
wuutinfa wuirlindnwmangnsnisUnd n159ams N1sRUNTEUIATT WagARUTILADS
5579 JuvumsiSeudirsiuegrslifivddynsainfiszdu 0.05 WeflnnsanedsUseneutindnw
‘vi“ﬂqmmiﬁiﬁmuqumiﬁauﬁﬁmmﬂdwﬁﬂﬁﬂwmé’ﬂqm%u q Fanseil 7
wWUUENUIMTIANTS NutnAnwmdngnsn1styd n159An1s NSRUANTEUIATT Uag
AoufamesgIAa Tuvunsiiousianeduetsideddymeaiafiszdu 0.05 Weiarsundads
Uﬁzﬂauﬁ’ﬂﬁﬂwmé’ﬂqmmiﬁm%%uqumiﬁauiﬁmﬂﬂdwﬁﬂﬁﬂwwé’ﬂqm?ﬁu 7 Fapn399 7
wuudnuywe ey nudrdnAnvindngnsnisted n159AN15 ASIEIUNNTEUIATS
uazAoNfinesysAa fuuunmsSeuiisetusgaideddymisadffisziv 0.05 iefiansandiede
Usenoutinfinymdngesaoufiave Systareuiuumsoudiinnninindnymdngnsdu « dwed 7
wuutina¥reassd nudrdnAnwimdnansnisdad n159nn1s N198UNITEUIATS
uazAouRMeTFIRY Tuunisdeuibiuanieiu Wefinsandnaislsznovtindnymdngnsns

Ins¥oUNssEuIUUHINNAInAnwInangn U 9 fapnsein 7

M13199 7 UansNan1snaaeuANNAgIuTeluUNMTSusseniaindnwudazrdngns

WUUNSREN;  AAMUSUTI SS df MS F Sig.

UnAn JENINNGY 51.59 3 17.19  16.623* 0.00
nelungy 49.03 308 0.16

UNUINTIANNT FENINNGY 20.46 3 6.82 37.586* 0.00
nelungy 55.15 308 0.18

Unuyweiluy FENINNGY 1.15 3 3.85 5.603* 0.01
nelungy 20.87 308 0.42

Unasneasse FENINNGY 1.54 3 2.77 0.424 0.736
nelungy 12.82 308 0.61

nnewn : * p < 0.05

a

duNfguin 2 dnfnwiansuaznds Suuunisieuiuandieiu

¥

HANSVAGBUANYRFILULUUNITS U TENIUNAYISUAE N HANTANYINUI
wuutinAn nuninfnvimavegeunuunmsteusiduinAnlussduiinndtneands e

fAa8e 3.89 kay 3.58 ANUANU IINNITNAFBUAILLANAIIVBINITIIYUIAILARNR t - test WU
UnFnwmAmgLasNAITauLUUNNSISBuIN kMt A1 8

WUUINUINITIANTS nudtinAnwinandgevaunuunisseusidutdnuimsdnnistu
sgAuIINNINNAYY agllAate 3.83 wag 3.67 ANUEIAU INNTNAGBUAIHULANANYBINTLTEUT
MEEdd t - test WU UNANWINANIELALINANYIYRULUUNTTEUST LAY dann9199 8
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@ ssununsanununsnnununnnnunnnunnP

wuudnuyweden nuininfnvinarigveusuunisiseudilutdnuyvevuluseiu
unndunavds Tnefiaiade 4.19 uag 4.06 MAEIFU INNMIAGBUANLLANAYBINTFEUTFe
adf t - test WudwﬁfﬂﬁﬂmmejmLLazLWﬁu@qﬁLLUUmﬁﬁsmit,mwmﬁua&mﬁﬁaﬁwﬁ@wwqaﬁaﬁ
5¥#U 0.05 Fapeafl 8

wuutnad1eassd nuiinfnvimegiereusuunsseudiduinasisassdlusedunn
fian Taedldnade 4.21 uazmandsweunuunsdousifuinaiassdlusefuann fenade 4.18
IINNITNAFBUAIILUANFAINYDINTITUIAIANR T - test WU UnAnwunAvIEkasnAnginuy
MeFeuiliieiu fnsed 8

a = ¥ v =2

A15199 8 LLEWNNaﬂ'lﬁﬁ/lﬂﬂ’e]UﬁllllGl%’]ULLUUﬂ']ﬁLﬁEJUE‘U@QUﬂﬁﬂH’]LWﬁ%WEJLLﬁ%LWﬂVT@Q

=51

WuuNSISEuS wA  faege  Aeds  dudsauy AU t - test
(n) X AT AUYBU
(SD)
InAn 8 76 3.89 0.55 ey 2.543
AN 232 3.58 0.58 1N
UNUTMTINAIT ¥ 76 3.67 0.49 gl 2.492
AN 232 3.83 0.49 1N
Unuyweiey 8 76 4.19 0.28 1 3.631%
AN 232 4.06 0.26 1N
tina1sasin oy 76 4.21 0.24 1nilan 1.267
AN 232 4.18 0.20 1N

nagwin: * p <0.05

suNAgud 3 dhanuiiflssdunnuansanamsBsusistuiiuvunnsSouunnneiu

HANINAFBUANNAFIUTLAUAIUAINTANNMTITBUAAUTLUUN ST UANANS I UNANTSANY)
WU

wuuiindn wuindnAnudisiszduanuannsansmsBeuiisiuiiiuunsiseusidu
FnAns1stusgefifedrfynieadfisedu 0.05 WeRnisanaiadeUszneutdndnwfidsesu
ANAINTINIeNIFeugerauLUUMISeuiTanndindnuiidseduanuaunsanianisSen
Ununanauazin fapsed 9

wuutinuimsdants nuindnAnwifisefumnuannsanansSeuiisistu fuvunns
Feufiluinuimsdanisnsfuedsiidedfynieaiansedv 0.05 eRasandedsdszney
Fnfnunfifseduanuainnsonienisiougs sovwvunindoudiunnindnfneifidsedu
ANANNN3ANIINSFEUUILNA AT AaT9T 9

wuuidnuywedey wulrind@nwifidsefuaaiuaiuisonienisiTouiinieiudl
woumsBeufiduinuyuetedlivnndeiy WeRasandnedeindnufifinnuansonemsizou
freunvunaFeuiiluszduinnnit dnAnviifssduanuaimsonanisdsuliunalsuagg
Fannsneit 9
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@rrrrrssanssnasrnnnnnnEnnnnnnnnn@

wuutnadreassd nuddnAnwifidseduaiiuaiuisanienisideuiidieiud
wuunsisufifutnaineassdliuansnety wazidefinnsandnadednAnyififiauaiuisa
mansiieuiveukvumsiieuifidutnasassdlussiunniian druindnwidauaiunsa
yamsBeugareuuuumatsuiilussiuinnnindnfnuifissduauannsaneniadoutiunan
Fapsnadi 9

A1519N9LAAINANITNAFBUANUAFIUTNANYINTTEAUAIINAINITANIINITLTEUAIIA UL
LUUNISESEUIUANG19Y

WUUNISEIEUS AULUTUTIUY SS df MS F Sig.

UnAn FENINNGY 3.349 2 1674 5250  0.006
nelungu 97.273 305 0.319

UNUINITINNNT FENINNGY 2.888 2 1444  6.057*  0.003
elungy 72.716 305 0.238

Unuyweilyy FENINNGY 1.190 2 0009 0131  0.878
nelungy 22.011 305 0.072

Unasneasse JENINNGY 7.30 2 0037 0871 0419
nelungu 12.797 305 0.042

idefiansanuuumsieuiudaziuurestindnuusazsefuamansanisnisSouna
NANYINUIN

wuuiinan uﬂﬁﬂmmmmmmmmmaﬂmsauawauLLUUmiLsauil,wuumammﬂﬂﬂm
fiflnwanssamsnisiGeutiunans uazsn Taedianade 3.69, 3.42 uay 3.62 fwnssdi 10

wUUUNUINISINAIS uﬂﬁﬂmwummmmsamqmiLsaquauLLuumiLiaungU‘ﬁ
unniinAnwiifianuaiunsanienisdeudiunats wazdn lasflaade 3.88, 3.69 way 3.79
Fansnsii 10

wuutinuywedisn thAnwiidanuamsenisnisSeusieuuuunisdeudiuuiinnt
UnAnwfidauaIunsan1ansiseuUiunat IGEGR TneilAade 4.11, 4.10 uay 4.08 ANARU
Famnsnsdl 10

wuuting$neassd dndAnwiiidauaiunsanisnisiFeudiveunuuniniFeuiduin
a¥aassalussdvaniign Tnefidieds 4.27 dudn@nwiiiiauaunsanianiniougivey
msdeuiuvuinnniidnAniiifiauaisnsonanisdeuuiunan tnefidiede 4.19 uay 4.17
Famnsnsdl 10
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M13199 10 UARILUUNSIBUIuwazuuuvaatinAnwiusay seAUANEINTON NS

WUUNSIEEUS AU fiege ARy dawdeauu LAY

AUEINTTA (n) X UINTFIU AUYDY
N19N13L58Y SD

inf AN 166 3.62 0.57 Tl

QRN 135 3.42 0.62 ann

& 7 3.69 0.45 4N

UNUTMTINNT #in 166 3.79 0.50 110

QRN 135 3.69 0.47 4N

& 7 3.88 0.57 4N

Unuyweiey #in 166 4.11 0.26 10

QRN 135 4.10 0.28 ann

& 7 4.08 0.23 4N
Unasneasse AN 166 4.27 0.18 WNign

QRN 135 a.17 0.23 4N

g 7 4.19 0.15 41N

aAUsIINAN1IAY

MnuanfedsiuasaiunoAuTena
1. LUUNSIREU3VRNINAN BN INGIAYTIUA) IUNTINWYN INHANTANYIMUUNITISEUS

MUNfuEaNesBndeuardnvvesindnynuinnmsintnAn e uluunsseuiuuTaS19EsIA
taywedeu dnudmsdants uasindnlusedunn aunsnefvnena Tiwsd

1.1 wuuiina319as3@ (Innovators Style) WunuumsiSeusittin@nwzeuann uay
fiAnadesnniign mneaaiindnunilauesdnvnduntiusiu mlvveuisudemsassinassgn
WArIEANANDd (Brain Storming) Axi3euilaniniin1sauuUssuiisunseaidausenau Tun1sus
foyaszvhanudiladedodasru q deu WWuaufiifuauinisgs vouAnuasyanoadiedasy
youldss veUsuaineassrddlval o wasumemmadenlunsuidamiueniniieanisnisuna
youginiionnsdoygnalidenindeiiauls NusulardnssounusmenmsaivassdvomuLes
uarYaULAnIBBNNAAUY

1.2 wuunywedey (Humanitarians Style) WunuunisiSeuiidndnwigousn
uazilAedsnnsesaunanuuuMISeuiuuuaiieassd mnomuidnAnviiauesdnundiumas
LAY ﬁﬂﬁﬁuauL‘%Emiféf'mmmaﬂLﬂﬁﬂuﬂizaumiz{mazmiL%ﬂui(Exchange Experience/Knowledge
Sharing) azi3euslatndinsenseafiluuszaunisal Gnu afdeulatumUsznay vauLans
vihasedeansieniwinie Tarusmilelunisiounisaeud nenemidiusiulunnsuuuurey
\idsuuaziandiilolddiemdeddu veunanseenmadsanasvidenund veuynnsluidesitlifead
aspuigadeatunisisetinludny

1.3 #nu3m1sdanns (Organizer Style) WunuumsBouiiitndnuzeuinn uay
ﬁﬁaum%m’f’mﬁawé’ﬂLﬁiuﬁﬂﬁ%auSauﬁﬁwmiammuﬂawﬁ‘ (Thinking Strategies) ¥UA1TITIU
msaeuiiinisuenidlasadestounazidsademlunuddudunou uazasFoudlddnauiudid

nsendegrelymingitesiuisesiu o Yuudseneu lun1sfuiveyarnansival q veususlu
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Fnwasiiduunuds wnugd wieniwasna q dnagdamuuimmionagnslunisiiousgiane
youUszyiiorasfuanmuuimdunisinulidnss warld3snsuddymeauunuingly
unsgisldimmaunndmnetsiindesaninsansadeunazdetield WuauaziBeaddu hawdy
TPUULAZDEN3DENMIY
1.4 finfAn (Thinkers Style) WuuuunmsiFeuiithdnwvevuniduaudislauesin

Frednmiisiu ldveuSeuilngisnsilsusses (Lecture) siusnuesdsiiSousandudiuges 9
u,a‘vavai"]LﬁamﬁL’%&Julé’muﬁﬂﬁmiaﬂﬂﬁaiﬁﬂm (Case Study) Usgnau yeus19detayadnviisde
131 309117 LUuﬂuuLMmumaiuWﬂ 7 1309 %am%aulmmmamwuﬁﬁumLuamiwulfufmu
domu Wmmmsausmw 7 isfunundsSeudiivainvats veudnvazduiSouddimun
npinasined veuRiiltene wazduauiiinrwausafiryunegng

INTeAUNUAINANABAATDITUNWITBVDY NUNNT ASgYIanual (2550) laAnwIgULUY
n13i5guNYIIuYelinauzuyvemansuazdiaNaans un1angrdeysni Ingsuuuunisiseus
Y99n319714a159uuu (Grasha and Riechmann) wu31idnaneuyweaansuasdnueans
uAnendey s MdsunwiduiisuuuunsBountuniunuuidusundusuduusn @adeuldi
n1sssuskuutnuyvedoununguaues Indreuazdnein) wasaennaesiulssyns nesii
(2550) AfnwILUUNIBsuSvesinAnvmindesvdquassedumanisitenuii lunmsy
Unfinwraukuunisiieusiuvaywedon wuutnaieassd kaghuuuInisIanisluseauuin
wazidlorssuifisuuuunmsiSeuivesindnuilasduunmume dnanwiveuazinAnvmdsiivuy
ms3susiutnuywedouunndeiy dmussiunuannsamanisieuiiuanaafunuiivoy
nadsudfiuandnaty uenanidiaonadestunuidevosnuaissa Badusifiia wazeligns
afisiu (2554) IfihnsAnwinanisEeunuunasma Lt umansSeusatluseividenisdnm
\Josduvenindnwsediusnang sminerdedadans WUIWANSLTEUSNEUTHUVRITNANYIAIN
NM3FuLUUNALNAUATLUUTIN SIS susaiy Sauuandiaiu TngngulfEuiusnmensdeu
TendELSEUA UL B UaIN NNFUUSFURUE9N1 9158 usEn Il S e U UL AR ULAAIIILUUN SIS 8 Y
TaonsildusiuseninegSeuiinasionsiSousnnninnsildimsiuseninegSeutudaoudaiiouldiu
NM33EUTHUUNY e Ten NG B aue@ndeuazdnyI Lazdiaenndodiusenuidevesansissu
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Abstract

The rise in the number of Low-Cost Carriers has led to a fierce battlefield of
the airlines. The competition has come at the expense of yields and profitability as all players has
had to lower the fares to compete. This results in a day-to-day airfare fluctuation in order to
attract all travellers. In dealing with demand uncertainty, the airlines have offered a choice of
Advance-Purchase Discount to secure sufficient seats for both leisure and business travellers. This
leaves the question to most travellers, however, on when exactly is the best time to book.
This study collected different 5,900 flights operated by 6 major airlines (both low-cost and
full-service carriers) in Thai market. Two famous festive events were designated as the
departure dates (Songkran and New Year holidays). The study discovered the violation of
monotonic property in different areas as fares on booking date closer to departure were found
to often lower than those in the preceding booking days. Moreover, according to the fares
collected during the period of February 2017 to April 2018, the Low-Cost Carriers were found

to consistently provide the lowest airfares.
Keywords: advance-purchase discount, airline pricing strategies, low-cost carrier

Introduction

The aviation deregulation has led the airlines into highly market volatility. This
includes a dramatic rise in the number of Low-Cost Carriers, leading to a fierce battlefield of
the airlines. Thailand’s domestic LCC sector has recorded the continuous passenger growth
from the past decade after the arrival of the first LCC, One-Two-Go (re-branded to Orient Thai
Airline) in 2003. With the increasing demand of travelling around the world, the airlines face
the challenge on securing seats for all demand types. To determine the price, airlines first
select the type of plan they will use for a flight, and this tells them how many seats are in
each travel class. Each booking class has different rules and restrictions and hence different
prices are assigned based on these factors. The booking classes allow the airlines to maximise

the profit by capturing the willingness to pay. The growth has come at the expense of yields
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and profitability as all players has had to lower the fares to compete. The current outlook
remains relatively unabated as the price wars have continued. This results in a day-to-day
airfare fluctuation in order to attract all travellers.

Prices change due to seat availability and demand. Generally speaking, as it gets
closer to the departure date, there are only seats in the higher, more expensive booking
classes available. As a consequence, travellers tend to book flights early to ensure the best
rates possible. While this seems common for the leisure travellers who are more flexible with
dates, business travellers often make spontaneously bookings and are willing to pay more to
meet their demands. Such unexpected booking (airline’s perspective) or recognised as
“delaying purchase” (traveller’s perspective), allows the traveller a better valuation on
personal fit with the product and therefore the risk of making wrong decision would become
rationed (Moller & Watanabe, 2010, p. 1125-1148). In order to avoid the undesirable situation
of unable to sell all the seats, the airlines offer the early-purchase discount in which price is
subjected to change overtime. Nevertheless, this leaves the question to most travellers on
when exactly is the best time to make a booking.

This study pertains to the examination of different pricing schemes towards the
airline pricing policies. Due to the fact that airfares can be adjusted both upward and
downward overtime, understanding the airlines’ pricing behaviour would allow the best fares
purchased possible. The study focuses on the aviation industry in Thai market in which both
Low-Cost Carriers (henceforth LCCs) and Full-Service Carriers (henceforth FSCs) are observed.
The findings contribute mainly to the observation of how frequent airfares are changed and
how sensitive airfares with price discrimination (fare responding to time vs. fare responding to
seat sold). The study investigates through different pricing schemes to answer the question of
whether or not the LCCs always offer the cheapest fares. Five major routes were selected with
the specific departure dates are designated, including both famous festive events in Thailand
i.e. Songkran (departure date on 13 April) and New Year (departure date on 30 December).
Such seasonal impact was found absent in the existing empirical documents or otherwise was

not explicitly explained.

Literature Review

Airline Pricing Scheme and Airfares Behaviour

To better understand the roots of pricing in aviation industry, the coherent pricing model
must be determined. Mansfield (1997) has modelled the pricing nature of airline industry in terms
of monopolistic competition. Theoretically, the monotonic pricing model applies to industries with
a large number of firms that have some degree of product differentiation. Such monopoly market
faces a trade-off between selling product at a high volume or at a high price. Nevertheless, when
consumers are heterogeneous in their preferences there often exists a possibility to price

discrimination between different types of consumers (Berg & Brown, 2009, p. 2-42). Despite knowing
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the demand of different consumer types, firms cannot tell which consumer belongs to which types
and therefore, they are unable to make use of individual pricing. Consequently, firms are forced to
offer the same price to all consumers, hence losing the opportunity to extract higher consumer
surplus (Berg & Brown, 2009, p. 2-24).

The aviation industry is known to offer substantially different fares for the same flight.
Multiple airfare systems are used to screen and separate customer into different traveller classes
(Gaggero & Piga, 2011, p. 552-577; Gerardi & Shapiro, 2009, p. 1-37; Mian et al.,, 2014, p. 161-170;
Severin & Nancy, 1994, p. 653-683). Customers are grouped based on heterogeneous of their
valuations. Technically, the airline business consists of two consumer groups; one group with
low valuation (lower marginal utility) for every quantity consumed and one group with high
valuation. If this is the case then the monopoly will be able to separate the market by offering
different products at different prices. High valuation consumers (recognised as “business
traveller”) are more likely to buy tickets during office hours, while low valuation consumers
(recognised as “leisure travellers”) are more likely to purchase ticket in the evening (Escobari
et al,, 2018, p. 1-36). In order to secure the seats to serve high valuation consumers, the
airlines set a higher price as the departure date nears to secure the proportion of business
travellers. Increasingly, price discrimination has become a necessary mechanism for aviation
operators to manage demand chaos.

The pricing behaviour in airline business is reflected in two main pricing schemes,
comprising of (1) intertemporal price discrimination and (2) dynamic adjustment to stochastic
demand. On intertemporal pricing policy, the airline uses prices to separate consumers with
different demand functions into different groups by charging differently at different points in
time.

According to Air Asia (2013) on intertemporal price discrimination: “Want cheap fares,
book early, if you book your tickets late, chances are you are desperate to fly and therefore
don’t mind paying a little more” (cited in Kevin, 2017, p. 1-57).

Such intertemporal price discrimination is to divide consumers into high-demand and
low-demand groups by charging a price that is high at first but falls later (Kevin, 2017, p. 1-57).
Firms in durable good product markets face incentives to intertemporally price discriminate,
by setting high initial prices to sell to consumers with the highest willingness to pay, and
cutting prices thereafter to appeal to those with lower willingness to pay. A critical
determinant of the profitability of such pricing policies is the extent to which consumers
anticipate future price declines, and delay purchases (Nair, 2007, p. 239-292).

On dynamic adjustment to stochastic demand (also known as peak-load pricing),
it is to charge higher prices during peak periods when capacity constraints caused marginal

costs to be high.
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With Easylet’s (2003) dynamic adjustment to stochastic demand, “Our booking
system continually reviews bookings for all future flights and tries to predict how popular each
flicht is likely to be. If the rate at which seats are selling is higher than normal, then the price
would go up. This way we avoid the undesirable situation of selling out popular flights’ months
in advance” (cited in Kevin, 2017, p. 1-57).

Dynamic adjustment pricing is appropriate when there is constraint in supply.
For goods and services, demand peaks at particular times, such as, roads and public transport
during commuter rush hours, for electricity during late afternoon and so on.

The differences in pricing policy also found between LCCs and FSCs. This is mainly
due to different cost structure. While FSC has highly unionised workforces and more expensive
airport facilities, LCCs are non-unionised and always focus on cost effective facilities. LLCs hold
a significant advantage particularly in terms of cost effective (Kons, 1995). These particular low
fare airlines are characterised as offering neither business class travel nor any free
extravagancies other than a seat. Also, they are geographical smaller since the airlines offer a
limited number of routes as compared to FSCs and therefore, they assumed to be cheaper
(Kons, 1995). Price discrepancies are noticeable throughout the low-fare airline market and
who market themselves by equalling the price of tickets to travellers’ budgets. Nevertheless,
due to the intense competition, many major airlines have lowered the price to remain
competitive. The question of whether or not the LLCs always provide lowest fare, therefore,

becomes debatable.

Advance-Purchase Discount

Many products are enabled to be purchased in advance before the actual consumption
date. This commonly includes airline tickets. As such, the consumers have a choice to either buy
the ticket early or later (close to departure date). Often, consumers face uncertainty about price
valuation when the time of consumption is far ahead in the future (Nocke et al., 2011, p. 141-162).
In the case where the risk of uncertainty is high (unable to attend the events), late buying is
considered favourable. By delaying the purchase, the consumers can maximise the available
information for a better valuation of personal fit on the product (Moller & Watanabe, 2010, p. 1125-
1148). A profit maximising monopolist can therefore charge an information premium to these
consumers that buy late and price will increase overtime. Nevertheless, in the case where the
rationing risk is negligible, customers are certain about their personal fits but do not know when to
purchase, hence, the advance-purchase discounts (APD) is offered (Moller & Watanabe, 2010,
p. 1125-1148).

Capacity constraint is another key factor leading to price discrimination and affecting
airlines’ pricing schemes. Without the capacity costs, it leads the monopolist to optimally sell
all units at the same price (Pascal, 2003, p. 627-652; Riley & Zeckhauser, 1983, p. 267-289;

Wilson, 1988, p. 164-176). Increasing the awareness of capacity scarce and aggregate level of
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demand uncertainty, APD emerges as the optimal pricing policy (Gale & Holmes, 1992, 1993,
James, 1998, 1999a, 1999b, 2001). For a monopolist, price discount is applied at the same
amount for all product units with the purpose to sell additional output. The price effect,
however, appears on the marginal revenue of additional unit sold become lower than the
price as it gets less revenue from unit sold earlier. The monopoly price policy creates two-
period of committing to a price path. Consumers have a choice to either purchase product at
the early date before an individual uncertainty takes place or at the later date after individual
uncertainty is resolved (Nocke et al., 2011, p. 141-162). By providing early purchase discount,
firms can extract the entire expected customer surplus by charging equal to consumers’
common expected valuation.

As opposed to a law of one price (Woodrow, 1901, p. 101-110), APD offers a second-
degree price discrimination. This happens when a company charges a different price for
different quantities consumed, such as quantity discounts on bulk purchases. Due to the stochastic
arrival, the airlines find challenges to secure seats for the delaying purchasers. Later periods bring
more valuable consumers, and airlines need to be able to capture their high willingness to pay.
This makes dynamic adjustment to stochastic demand particularly useful in allocating capacity. Firms
can increase price early on if capacity becomes scarce, while offer reduced prices on flights with

excess capacity as to not leave as many seats unfilled (Nocke et al., 2011, p, 141-162).

Data Collection

The existing empirical studies on aviation pricing behaviour have mainly focused on
the U.S. and European markets. Based on the studies in the U.S., the information was
collected, relying on different cohorts of the same dataset (i.e. Databank of the US.A.
Department of Transportation’s Origin and Destination Survey), which is a 10 per cent of yearly
random sample of all tickets that originated by U.S. carriers in the U.S. markets (Evans &
Kessides, 1993, p. 66-75; Hayes & Ross, 1998, p. 523-541; Severin, 1989, p. 344-365; 1991,
Severin & Nancy, 1994, p. 653-683; Stavins, 2001, p. 200-202). In contrast to the U.S. market,
the research in the European and Great Britain markets focused on both primary data and
secondary data on traffic routes (Claudio & Enrico, 2006, p. 1-27). The data collection was
conducted at two different periods of time in order to reduce the number of routes under
study. The LCCs’ airfares operated in European market (i.e., Ryanair, Buzz, EasyJet and GoFly)
were collected first in May 2002, while the FSCs’ airfares (e.g., British Airways, Air Lingus, Air
France, Lufthansa, KLM, Alitalia, and Iberia) on the similar route flew by LCCs were collected
in March 2003. The fares were collected daily at the same time of the day.

In this study, the variety of airfares offered by different aviation operators was
collected at different time prior to departure. In contrast to other studies, two departure dates
were designated to further examine the seasonal impact on price elasticity. Two important

festive events in Thailand were selected, including (1) Songkran festival (departure date on 13
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April, 2017) and (2) New Year holiday (departure date on 30 December, 2017). Fares from both
LCC and FSC were collected at the same period on time and on the same routes flown.
To better understand the pricing behaviour of airlines towards demand uncertainty, five major
routes were selected including (1) Bangkok-Chiang Mai, (2) Bangkok-Chiang Rai, (3) Bangkok-
Phuket, (4) Bangkok-Krabi, and (5) Bangkok-Khon Kaen. The data was collected from both carriers’
websites (i.e. Thai Airways: www.thaiairways.com, Thai Smiles Airways: www.thaismileair.com, AirAsia:
www.airasia.com, NokAir: www.nokair.com, Bangkok Airways: www.bangkokair.com, and Thai Lion Air:
www.lionairthai.com) and travel agents’ websites (i.e.Skyscanner: www.skyscanner.co.th and
Traveloka: www.traveloka.com). Airfares were measured as one-way exclusively.

Fares were collected on different departure days as follows; 1, 4, 7, 10, 14, 21, 28,
35, 42, 49, 56, 63 and 70 days from the date of query (Claudio & Enrico, 2006, p. 1-27). For
instance, if we consider Bangkok-Phuket as the route of interest, and the assumed query date
was April 13, 2017, therefore, the airfares retrieved online for Bangkok-Phuket route were on
April 12, 9, 6, and 3 and so on, respectively. The same approach applied to the New Year
event, for instance, fares were collected on the Bangkok-Phuket route on December 30, 27,
24, 21 and so on, respectively. For the routes operated for more than one flight per day, all
available airfares was collected (Claudio & Enrico, 2006, p. 1-27). Thus, for every daily flight
we managed to obtain up to 14 airfares that differ by the time interval from the day of
departure. The reason was to satisfy the need to identify the evolution of fares — from more
than two months prior to departure to the day before departure (Giaume & Guillou, 2004,
p. 293-370; Pels & Piet, 2004, p. 279-283).

While online booking allowed the observation of all the airlines’ prices, in practice
it was impossible to collect all the fares when it comes to last minutes of departure date
(especially 1 to 4 days prior departure). Thus, for the flight queries of less than 42 days to the
departure dates, only 2-8 airfares were available. Approximately 5,900 airfares were obtained
accordingly; both LCCs and FSCs operate in Thai market. The airfares have been collected
daily at the same time of the day, considered only ticket price before tax and handling fees
(Claudio & Enrico, 2006, p. 1-27). The airfares for LCCs and FSCs were one-way only in order
to answer the question of when is the best time for booking.

Table 1 summarises the data retrieved from the Internet, representing the sample of
route prices on five major routes operated by both LCCs and FSCs in Thailand (see appendix
1). The table compares the number of routes for which prices are available (obtained online)
with the actual total number of routes by each airline (obtained from Airport of Thailand (AQOT)
dataset). The study has managed to cover more than 70% of the total routes operated. For
example, in February 2017, the percentage of routes with prices was 72% (42 over 58) of the
total number operated by Thai Airways (TG), 81% for Thai Smile Airways, 90% for Thai AirAsia,
85% for Nok Air, 81% for Bangkok Airways, and 89% for Thai Lion Air. Table 1 also shows the
amount of competition faced by both LCCs and FSCs, in about 22% of Thai Lion Air routes
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competed by other competitors. At the other extreme, Thai Airways faced competition in a
very limited subset of routes. The other airlines lie somewhere in between, with the competing
routes accounting for about 20%-30% of the total routes. In addition, figures 1 and 2 provides
supporting conclusions on Table 1 and the violation of monotonic property when consider
specific routes (see appendix 2 and 3). The graphs represented the median of the distribution
of the fares for each booking day. In figure 1, the median price for 21 and 14 days is below
that of 42 days; the 10 days fare is also almost the same level of the immediately preceding
and following ones. In Figure 2, the median price offered 10 and 42 days before departure are

of equal magnitude.

Results and Discussions

Price Dispersion: Monotonical Property Violation

Price dispersion can be affected by both intertemporal price discrimination as the
APD and stochastic peak-load pricing (Claudio & Enrico, 2006, p. 1-27; Severin & Nancy, 1994,
p. 653-683). It is suggested that price differences paid between earlier and later days can be
explained by flights” capacity constraints. This is particularly true with the stochastic demand
pricing which is shown high relevancy on the shape determination of the temporal profile of
airlines’ fares (Escobari, 2006, p. 1-12). Table 2 shows the mean fares across all routes by
booking day(s) and airlines (see appendix 4). For Thai AirAsia, the mean fare offered 42 days
before departure is lower than the airfares posted on the three proceeding weeks.
Subsequently Thai AirAsia’ fares increase monotonically, but in a rather flat manner. While the
discount offered at 42 days prior departure may still be considered as APD, it is still considered
violating the monotonic pricing scheme. Considering the mean fares increase only by 364.2
baht or approximately (13%) between 35 and 10 days prior to departure, the monotonic
property was proved not holding within this period. Similarly, it has been observed marginally
lower fares for 35 days prior to departure for Thai Airways, relative to those posted a week
earlier. Thai Airways presents a steeper change of airfares change in a week preceding the
departure date, while the airfares for four days before departure date is found to be twice as
high as the airfares available for two months before the flight departs.

From Table 2, Nok Air provides compelling evidences on violating the monotonic
fares property. For Nok Air, the airfares posted 14 and 10 days are lower than those available
in the preceding booking days. Similar case was found with Thai Lion Air whose fares available
21, 14 and 10 days before departure are lower than those in preceding periods. Such findings
are used to refute the precision of monotonic property to constitute the evolution of fares.
Moreover, this is found to be consistent with existing studies conducted by Pels and Rietveld
(2004, p. 279-283); Pitfield (2005, p. 379-390); and Claudio and Enrico (2006, p. 1-27). Nok Air

exhibits another type of pricing behaviour. Thai Lion Air’s fares are recorded to decline every
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week from 70 days to 42 days before departure, and then rise gradually from booking 35 days
to 7 days prior the departure then rise sharply for the last four days of departure.

Airfares Adjustment Frequency

Table 3 demonstrates the percentage of times in which fares change was observed
from one booking to the next one (see appendix 5). Fare changes were calculated using fares
between two consecutive booking days, for example, the airfares on 70 days and 63 days prior
to departure of each airline (Claudio & Enrico, 2006, p. 1-27). Thereafter, the total number of
possible changes was identified in the entire dataset, following by the standard deviation and
averages in the prior columns. Among the airlines, Thai Airways and Thai AirAsia Air are
the ones that more likely to revise their posted airfares at 0.85 and 0.90, respectively. While
among the LCCs, Thai AirAsia and Nok Air are the two that most frequently revise their fares
at 0.90 and 0.78, respectively. In contrast, Thai Smile Airways was found to have fares revised
at the least frequency. For the FSCs, Thai Airways exhibits the strongest tendency to revise its
fares at 85%, following by Bangkok Airways at 71%.

Price Discrimination: LCCs vs. FSCs

Table 4 further examines the difference of fare level between LCCs and FSCs to
answer which operator is the cheapest and when (see appendix 6). The results were calculated
based on a city-pair where all airlines are operating on, including four major routes, i.e.
BKK-HKT, BKK-CNX, BKK-CEI, and BKK-KBV, excluding the BKK-KKC route since it is not offered
by Bangkok Airways. The results show the period of times an airline offers the cheapest of the
most expensive fares over different booking days in the market where both LCCs and FSCs are
present. The LCCs were found to continue providing the cheapest fare. The fare difference
between LCCs and FSCs was found to be high and easily to notice from 42 to 14 days prior
to the departure. The gap then starts to fall as the date of departure approaches, especially
the last 7 days before departure date. Nevertheless, it is important to note that with the
absent of load factors (seat availability of each flight at each point in time that may affect the

cost condition to be different), the result is considered imperfect.

Conclusions

The study collected a total of 5,900 flights in which up to 21 airfares are available.
The results contributed mainly to a better understanding on airline pricing behaviour by
focusing on both pricing policies, namely, intertemporal price discrimination and dynamic
adjustment to stochastic demand. By focusing on the pricing schemes of both LCCs and FSCs,
the airlines’ pricing behaviour was observed. The results showed not only the violation of
monotonic property in the airfares aggregated over all airlines’ routes but also the airfares on

specific routes. This provided a compelling evidence that the monotonic property has not

112



NIATIPINTNMINAIALELNTIANT WInerdemalulagsvunadyys
U 6 adun 1 unsAu - Tquigu 2562

always constitute a precise way to describe the evolution of fares and that airlines’ fare has
not always grow monotonically as assumed (for example, Nok Air and Thai Lion Air).
This further proved the invalidity of 28 days best deal gsuaranteed as declaring on some LCCs’
websites. For example, Thai Airways revealed the best fare at 21 days prior departure before
the fares started to rise onwards.

The availability of discounted airfares is found to be offset by the probability of
ending up paying a higher price in the future. To avoid purchasing higher fares, the traveller
could, therefore, be attracted by early-purchase promotion. As a consequence, many airlines
apply a second-degree price discrimination strategy in which different fares will be charged
according to the time of purchase. The consumers with more certain plan of traveling will buy
at an early stage, while late purchasers with uncertainty on their plan will likely to pay
a premium. Such traditional schemes are adjusted to reflect the innovative features offered
on the internet. The results align with the previous studies (Claudio & Enrico, 2006, p. 1-27;
Enrico & Claudio, 2007, p. 1-47) which shows the evidence of on-line airfares violating the law
of one price.

Moreover, in this study, the airfares are found to be consistently cheaper on LCCs.
This is found to be inconsistent with the empirical contributions where the choice of cheapest
airline is changed according to the change of booking days (Claudio & Enrico, 2006, p. 1-27;
Enrico & Claudio, 2007, p. 1-47; Kevin, 2017, p. 1-57). Nevertheless, it is important to note that
the capacity constraint can also influence on fare changes. Without considering the factor
loading such as seat availability, the results of this study seem to be imperfect. This leaves
room for future studies to validate the airline’s pricing behaviour with specific capacity

constraint.
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Appendix 1
Table 1: Number of routes by type of sample, airline and period
Thai Airways (TG) Thai Smile Airways Thai AirAsia
Routes Routes Routes
Routes | Routes Routes | Routes Routes | Routes
Year_Month Prices Prices Prices
- Price AOT Price AOT Price AOT
LCCs LCCs LCCs
Sample | Sample Sample | Sample Sample | Sample

Sample Sample Sample
16-12 a2 58 22 18 20 9 a6 48 15
17-01 a2 58 22 18 22 9 a5 50 17
17-02 a2 58 20 18 22 9 a6 48 19
17-03 a2 58 17 19 19 7 a6 48 18
17-04 a3 60 20 22 23 10 48 52 17
17-12 a3 60 21 22 23 10 a5 50 15
18-01 a3 60 20 22 23 11 a7 50 11
18-02 a0 57 22 20 25 9 a7 48 15
18-03 a2 55 22 19 22 8 48 a6 17
18-04 a2 58 24 21 22 10 a6 50 13

Nok Air Bangkok Airways Thai Lion Air
Routes Routes Routes

Routes | Routes | Prices Routes | Routes Prices Routes Routes Prices
Price AOT LCCs Price AOT LCCs Price AOT LCCs

Year_ Month | Sample | Sample | Sample | Sample | Sample | Sample | Sample | Sample | Sample

16-12 30 31 9 24 25 9 26 27 6
17-01 31 33 8 22 28 8 26 30 6
17-02 29 34 10 22 27 9 25 28 5
17-03 28 34 11 24 27 11 26 28 5
17-04 33 36 11 25 29 10 26 29 4
17-12 34 36 7 27 27 8 29 31 4
18-01 31 32 7 25 25 9 30 32 7
18-02 32 32 12 25 28 12 28 28 5
18-03 29 29 12 19 27 10 27 27 5
18-04 30 30 11 23 25 9 26 27 6

Source: www.airportthai.co.th, www.thaiairways.com, www.thaismileair.com,
www.airasia.com, www.nokair.com, www.bangkokair.com, www.lionairthai.com,

www.skyscanner.co.th, www.traveloka.com
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Appendix 2
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Figure 1: The temporal profile of fares offered by Thai Lion Air on a specific route (in

Thai Baht)

Source: www.lionairthai.com
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Figure 2: The temporal profile of fares offered by Nok Air on a specific route (in Thai Baht)

Source: www.nokair.com
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Appendix 4
Table 2: Mean fares by airline and booking days (in Thai Baht)
Thai Smile Bangkok
Thai Airways Thai AirAsia Nok Air Airways Airways Thai Lion Air
N Fare N Fare N Fare N Fare N Fare N Fare
d70 | 167 | 2134.27 | 144 | 2163.87 | 92 | 2050.27 | 58 | 1728.00 | 75 | 2367.33 | 81 | 1797.33
d63 | 152 | 2198.53 | 132 | 2204.67 | 87 | 2095.87 | 58 | 1828.47 | 73 | 2562.73 | 78 | 1619.33
d56 | 139 | 2272.80 | 124 | 2238.40 | 81 | 2132.27 | 54 | 1901.60 | 67 | 2845.20 | 71 | 1508.33
dag | 127 | 2343.20 | 109 | 2320.33 | 80 | 2305.87 | 49 | 2077.13 | 64 | 3000.13 | 67 | 1418.00
dd2 | 125 | 2875.73 | 106 | 2388.73 | 72 | 243247 | 49 | 252093 | 61 | 3157.13 | 62 | 1450.27
d35 | 116 | 3006.67 | 96 | 2423.47 | 67 | 2457.00 | 46 | 2977.67 | 50 | 3354.67 | 59 | 1584.60
d28 | 111 | 333527 | 89 | 2511.47 | 81 | 2502.00 | 41 | 3110.87 | 52 | 3475.47 | 57 | 1666.00
d21 | 102 | 3299.47 | 80 | 2636.93 | 60 | 2544.93 | 36 | 3288.93 | 49 | 3799.93 | 48 | 1690.60
di4 98 | 3801.93 | 69 | 2687.87 | 52 | 2317.47 | 35 | 3373.07 | 42 | 3894.07 | 46 | 1823.87
d10 84 | 4028.80 | 65 | 2787.67 | 49 | 2318.87 | 37 | 3480.27 | 37 | 3937.67 | 39 | 1874.33
d7 71 | 4296.80 | 60 | 2952.27 | 44 | 2795.73 | 26 | 3554.47 | 33 | 4016.07 | 30 | 1900.47
da 60 | 4443.80 | 51 3016.73 | 37 | 3082.73 | 18 | 372193 | 21 | 4101.53 | 26 | 2471.67
d1 40 | 454573 | 38 | 3148.93 | 29 | 3202.33 | 10 | 3844.40 | 17 | 4138.87 | 18 | 2920.80

Source: www.airportthai.co.th, www.thaiairways.com, www.thaismileair.com,

www.airasia.com, www.nokair.com, www.bangkokair.com, www.lionairthai.com,

www.skyscanner.co.th, www.traveloka.com

Appendix 5

Table 3: Percentage of times in which each company changes the airfare offered on its

website
Company Mean S.D. N
Thai Airways 0.85 0.255 2236
Thai AirAsia 0.90 0.142 1872
Nok Air 0.78 0.384 1209
Thai Smile Airways 0.48 0.625 780
Bangkok Airways 0.71 0.376 897
Thai Lion Air 0.77 0.301 961
Total 0.75 0.349 7955

Source: www.airportthai.co.th, www.thaiairways.com, www.thaismileair.com,

www.airasia.com, www.nokair.com, www.bangkokair.com, www.lionairthai.com,

www.skyscanner.co.th, www.traveloka.com
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Appendix 6

Table 4: Average times in which an airline offers the cheapest airfare

Days before departure

Carriers
1 4 7 10 14 21 28 35 42 49 56 63 70 Mean

Low-Cost Carriers

Thai
AirAsia
Thai
Smile 47437 45648 43392 42333 40917 39724 38598 < 37698 36432 35343 34473 33420 32078 39038

Airways

39612 37191 36510 34470 33384 32554 30735 29688 29430 28743 27624 27081 26772 31830

Nok Air 39612 38175 34461 34873 33737 31124 30685 30125 29906 29831 29311 28761 33203 32600

Thai
Lion Ai 35912 27355 24908 24565 23860 25029 24135 24054 23124 22080 21935 22060 21770 24676
ion Air
Full Service Carriers
Thai
Al 56268 54973 53030 49451 46084 43362 42399 40695 40173 39865 38841 37765 36792 44592
irways
Bangko
k 53308 52236 51216 50395 49797 48496 43758 42315 40395 38640 36612 35983 34687 44449
Airways

Source: www.airportthai.co.th, www.thaiairways.com, www.thaismileair.com,
www.airasia.com, www.nokair.com, www.bangkokair.com, www.lionairthai.com,

www.skyscanner.co.th, www.traveloka.com
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Abstract

The objectives of this quality research were: 1) to explore the most successful intensive
strategy enhancing the sales of car dealers in the views of experienced executives, 2) to look into
the reasons underlying that successful strategy, 3) to study the impact from the strategy to the
leadership styles: telling, selling, participating, and delegating styles, and 4) to study the impact
from the intensive strategy to the successful leadership behaviors in premium brand car dealers.
This research has been conducted by applying an in-depth interview method. Finding found that,
firstly, 75% of executives found that the most successful intensive strategy is marketing development;
secondly, 80% of executives reasoned for the successful sales that marketing development
strategy could be applied to identify lead group in order to obtain the prospect customers who,
then, will be delivered to the premium sales standard process; thirdly, 80% of executives have
admitted that the growth strategy has given the most impact to telling leadership style, and, finally,
in the views of executives, the successful leadership behavior, who focused task-oriented rather

than relationship-oriented, was able to drive the organizations to success.

Keywords: Intensive strategy, Market development Strategy, Premium Selling Standard Process,

Leadership telling Styles, Task Oriented

Introduction

It is undeniable that organizational leaders and strategic implication is inseparable.
Without one of them, the organizations cannot reach their desired goals. In the world of economic
instability, every organization needs to adapt itself to survive and maintain its competitive

advantages by effective management and strategic formation. This is because Thailand has taken
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part in Asian Economic Community in 2015 (Prachachat, 2012) which was the great factor to the
growth of the sales in the luxurious and premium brand car market many years in a row, such as,
Rolls Royce, Aston Martin, Mercedes Benz, BMW, Audi and Porsche. For example, in 2017 Motor
Expo in Thailand, Mercedes-Benz dealers have performed the better sales (2,701 cars) than the
year before (1,722) within a week. In short, during Thailand Motor Expo 2017, the car sales has
positively grown for 22.9% when compared with the last one (GM Multimedia, 2017). Most of
premium brand car dealers share the same policy assigned by the parent companies, but the
successful sales depended on their own strategic management. However, the fierce competitive
environment can be another destructive factor to force some companies, who failed in strategic
management, to terminate their businesses within 18 months. Olsen & Olsen (2004, p. 1) have
suggested that in order to keep the businesses surviving, the companies need to identify their
strategic management effectively and the leaders need to look into external and internal
environments in order to implement planned strategies efficiently. Nevertheless, there might be
some ambiguities about the impact of those planned strategies to the leadership.

Therefore, this research has aimed to study the most effective growth strategies, in the
views of executives, relating to intensive strategies: marketing penetration, marketing
development, and product development. Despite applying similar approaches, those companies
have succeeded their sales in different levels. This might be because they might apply those
strategies in their own styles. Besides, the impacts from those strategies to the leadership
behaviours according to Hersey and Blanchard’s situational leadership theory (Stoner & Freeman,
1992, p.482) will be worth examining in order to increase the performance and sales revenue of

car dealers and to be the role models for the other dealers.

Research Objectives

1. To explore the most successful intensive strategy enhancing the sales of car dealer
business in the views of experienced executives

2. To look into the reasons underlying that successful intensive strategy

3. To study the impact from growth strategy to the leadership styles: telling, selling,
participating, and delegating styles

4. To study the impact from the intensive strategy to the successful leadership behavior

in premium brand car dealers.
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Leadership Styles

And Behaviors

Car Dealer’s Selling

3
T (=

Intensive Strategies

Figure 1: Conceptual Framework

Literature Review

According to this research, there are intensive strategic theories and Hersey and
Blanchard’s leadership theory which are needed to be reviewed.

What is Intensive Strategy?

The companies may need to apply intensive strategies when they fall into troublesome
situations in marketing their existing products or services. By improving their performances, they
have to put their great efforts on adapting their products or services which might craft the
customers’ demands. Otherwise, they need to introduce their current products or services to

different markets through intensive strategies (Zkjadoon, 2016).

Types of Intensive Strategies in Strategic Management

Intensive strategies in strategic management are consisted of marketing penetration,
marketing development, and product development. Marketing Penetration strategy is utilized to
extend market share for existing products and service through marketing effort (David, 2001, p.
169). Marketing Development strategy involves current products initiation to the new markets
(Bowman & Asch, 1987, p.117). Through product development strategy, the company needs to
innovate their products for their actual markets or their new established channels. Alternatively,
they may alter their products in order to meet their current customers’ demands (Pearce &
Robinson, 2000, p. 259).

Hersey and Blanchard’s situational leadership Theory (Stoner & Freeman, 1992, p. 482)

Paul Hersey and Kenneth H. Blanchard’s situational leadership theory is one of the
well-acknowledged leadership approaches as this theory has generated the characters of
leadership based on the maturity of subordinates, desire for achievement, and willingness to

accept responsibility including task-related ability and experience. Stoner & Freeman (1992, p.
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482) commented that the quality of subordinates is important to define the leadership style.
According to this situational leadership approach, it could be stated that effective leadership can
be adjusted depending on the readiness of the subordinates who show their willingness to
complete their assigned tasks in the given situations. Leadership styles can be the outcome of
the various levels correlating between task-oriented and relationship-oriented behaviors, as can
be seen in figure 2.

Leader behaviours

(High)
sS3 s2
Share ideas Explain your
and facilitate decisions and
in making provide
decisions ... opportunity for
clarification ...
S 2
= =
25
_3 =
o =2
£ 8 | Lo. Rel Hi. Task.
S S Lo. Task. Lo. Rel.
&S
3 2
sS4 s
Turnmn over Provide
responsibility specific
for decisions instructions
and implemen- and closely
tation ... supervise
! performance ... ®
Task behawviour o
i SR (Directive behaviour) i

Figure 2: Leadership style model (Luthans, 1998, p. 417)
Note: Leadership style model (p.417) by F. Luthans, India, McGraw Hill.

Schermerhorn (1999, p. 271-272) has concluded the types of leadership style as follows.
As far as delegation style is concerned, the leaders will let the subordinates to make decision on
and to take responsibility for their tasks at low level with little relationship among them. According
to participating style, everyone in the group can take part in generating ideas and decisions with
strong bond of relationship but low level of assigned tasks. Regarding to selling style, the group
leaders need to describe the tasks to the subordinates with supports and persuasive approach.
The tasks can be assigned as high level with strong bond of relationship. Besides, telling style
leadership will assign specific tasks to the subordinates with high supervised level. This will cause
high level of task with low relationship level.

What is Task-Behavior Leadership?
The leaders, whose managerial style is a task-behavior, will focus the success of the

outcome without any concerns on interpersonal relationship. Those kinds of leaders will set up
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the goals intertwining with neat time frame for the subordinates to finish the job assigned
(Mobbs, 2016).

What is Relationship-Behavior Leadership?

The leaders, whose managerial style is relationship-behavior, are likely to create warm
atmosphere at the working place in order to develop personal relationship among subordinates
through many activities, team-building practices or employee recognition. They do not place
themselves heavily on task or rigid time frame, but they believe that, through this relationship
and warm atmosphere, the subordinates will be self-motivated to achieve the desired goals at
highest possible level (Mobbs, 2016).

Research methodology

This research has been conducted as qualitative research through an in-depth interview
with semi-structure questionnaires. The samples were selected through purposive sampling
method from the executives working in 20 premium brand car dealers with three years of business
managerial experience. The total number of samples was 40 executives (two executives from each
company) who were willing to provide the information for this research. They were responsible

to policy and business strategy formations.

Table 1: Sample of Premium Brand Car Dealerships.

Brands Population Showroom Percentage Sample
Mercedes Benz 7 35 7(2)=14
BMW 8 40 8(2)=16
Volvo 4 20 4(2)=8
MINI 1 5 1(2)=2

Total 20 100 40

Table 2: Key Executive Position of Car Dealer for each Brands

Key Department Mercedes Benz BMW Volvo MINI
Sales Director 1
General Manager 1 1
Sales Manager 1
After sales Manager 1 1 1 1
Total 2 2 2 2
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Data Collecting Method

After an appointment had been made, the interview was conducted through one-on-one

conversation and had been analyzed by descriptive statistic. There are two parts in the

questionnaires.

1. Personal information: education background, working experience, and numbers of

subordinates.

2. Growth strategy effecting to leadership styles and behaviors

Research tool construction

1. Review related literature and theory anticipating to intensive strategic theory, consisting

of market development strategy, product development strategy and market penetration, and

Hersey and Blanchard’s situational leadership Theory in order to construct questionnaires and

interviews.

2. Construct questionnaires based on the research objectives and conclude the findings.

Research results

Table 3: Personal information of the interviewees (N= 40)

Information Number Percentage
Working experience
3-9 years 12 30
10-15 years 20 50
More than 15 years 8 20
Total 40 100
Education level
Bachelor’s degree 9 22.5
Master’s degree 31 77.5
Total 40 100
Number of Subordinates number percent
Less than 30 peoples - -
30-40 peoples a4 10
41-50 peoples 26 65
51peoples-up 10 25
Total 40 100
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It is found that the majority of samples work as executives of the companies with 10-15
years of managerial experience. More than three quarters (77.5%) have completed master’s

degree and more than half (65%) have supervised 41-50 subordinates.

Table 4: Successful growth strategies according to intensive strategy

Strategies Frequent Percentage
Market Development 24 60
Market Penetration 15 37.5
Product development 1 2.5
Total 40 100

It is found that successful growth strategy enhancing the highest sales in the views of
executives can be generated as followed: market development (60 %), market penetration

(37.5%), and product development (2.5 %), respectively.

Table 5: Reasons underlying marketing development strategy in the views of executives

Reason Frequent Percentage
Prospect customers generation 35 87.5
Result oriented 3 7.5
Market Oriented 2 5
Total 40 100

According to the views of executives, marketing development strategy helped the
dealers access the group of lead customers from whom the dealers can generate their prospect
customers with standard sales process. Therefore, the executives have opinionated that the
marketing development is the most effective strategy to obtain the prospect customers (87.5%)

who will be loyalty to the brand later on.

Table 6: Does growth-strategy affect to the leadership styles or not?

Impact Frequency Percentage
Impact to leadership styles 36 90
No impact to Leadership styles 4 10
Total 40 100

Most of executives (90%) admitted that growth strategy has affected to their leadership style.
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Table 7: Which leadership-styles have been highly affected?

Leadership Styles Frequency Percentage
Telling Style 22 55
Supporting Style 8 20
Participating Style 6 15
Delegating Style a4 10
Total 40 100

As a result of impact from growth strategy, telling styled leadership (55%) was highly
affected, followed by supporting style (20%). This is because the leaders need to teach and
provide the job description every step of working. As well as this, they have to closely supervise
and support the subordinates in order to fulfill task assigned.

Table 8: Effective leadership behaviour leading to successful sales of car dealership business

Leadership behaviour Frequency Percentage
Task-Oriented Behavior 31 77.5
Relationship-Oriented Behavior 9 225

Total 40 100

It is found that, in order to achieve the successful sales, executives have opinionated
that task-oriented behavior (77.5%) was utilized more frequently than relationship-oriented
behavior (22.5%).

Discussion

According to intensive strategic theory, not all strategies can be applied in any types of
businesses as different contexts of businesses need different strategies, especially car dealers.
This is because the function of car dealer business is not able to manufacture the cars nor owns
the brand but to sell their products to the end users. Most of executives have mainly agreed that
market development strategy performed very well to assist their businesses to achieve their
successful sales since market development strategy helps them to define their target markets
where their lead customers belong to. Then, their prospected customers with high purchasing
power can be obtained through this strategy thereafter. After getting the prospect customers, the

car dealers will place those prospected customers into premium selling standard process, as can
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be seen in figure 3. All in all, the heart of the sales starts from the market development strategy
in order to gain prospected customers as many as possible since the premium products cannot
be sold in mass markets. These concepts have been supported by Wheelen & Hunger (2006) who
stated that market development strategy can help the organizations to extend their market share
by their current products in the current markets and help them to introduce their current products
to the new markets. Marketing development strategy can be utilized with marketing mix together
with pricing, sales process and distribution channels in order to access the new prospected
customers. This claim was agreed by Kotler (1999) who asserted that no company sells their own
products to everyone, so it is important to specify each own target market. Hence, it would be
easier to acquire the prospected customers through lead customers. The companies, then, need

to learn their demands, when and how they purchase.

5.Premuim
Standard
selling process

1.Maeket -
ADLS ilallals 3.Lead

target market generation

4.Prospect
Development P

Startegy

Customers

Figure 3: Steps of Strategic Sales Development Process

Note: Derived from in-depth interview with the executives

According to the most successful strategies, marketing development has played a crucial
role and has highly affected to telling styled leadership because the leaders need to assign the
tasks to the subordinates in details including job objectives, requirement, working process,
outcome assessment and companies’ KPI indicators. As well as this, the leaders need to monitor
the job process in order to reduce the defection which might be occurred during the process as
the defection can cause the increase of the companies’ cost. It could be believed that the perfect
workers have to perform their job very well and are willing to work with the company although,
apparently, it is impossible to recruit the most suitable ones. This claim has been supported by
Helleriegel, Slocum & Woodman (1995) who asserted that leaders need to describe the job
information and function to their subordinates clearly. However, those subordinates are likely to
follow leaders’ command or not. Hence, to achieve their goals, it is essential for the leaders to
direct and advise their subordinates. As far as leader behaviour is concerned, task-oriented

behaviour is more favourable than relationship-oriented behaviour. The leaders need to focus on
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details, scope and schedule of task. Moreover, the leaders need to implement their plan
effectively. This is also supported by Gordon (1999, p. 233) who explained that the task-oriented
leaders will emphasize the company’s structure, line-authority, and staff’s duty in order to get
the whole company to achieve its objective. Additionally, those leaders need to assign job
properly, to maintain standard of working and to specify job’s details for every staff so as to

assure the most productive result to the company.

Conclusion and recommendation

According to the results, the first research objective finds that the executives have
regarded marketing development as the most successful strategy to increase the sales revenue
for car dealers because dealer business is categorized in retail business where it is impossible to
do product development but they need to operate their business aligned with the policy of the
parent company abroad. The second research objective finds that the car dealers will be able to
draw the group of lead customers in order to get the prospected customers with high purchasing
power by applying marketing development strategy. The third research objective finds that the
marketing development strategy will give an impact to the style of leadership. Finally, the fourth
research objective finds that telling styled leadership and task-oriented have been preferable as,
nowadays, every company tries recruiting the talented candidate to work with and the leaders,
necessarily, need to get their subordinates to exercise their performance as much as possible in
order to accomplish the challenging goals.

It can be concluded that not every growth strategy can help the company escalate their
sales revenue. Although the strategies have been well set, the mismatch style and behavior
leadership cannot serve need of the company and cannot steer the company to the right track
and goals. Therefore, it is vital for the company to recruit the right executives to lead the whole
company anticipating the most beneficial strategies. This is because the leaders are the ones who
form the strategies but not every leader can implement those strategic plans into the reality.

Limitation of this research is the accessibility to the group of samples, managers and
executives, who are willing to give valuable information because the business strategies in some
companies are maintained as their confidential. Researcher would like to thank for their kind
support for this study. It is recommended, for further research, that the relationship among
intensive strategy, leadership and successful revenue can be studied in another field of business,

such as, banking and financing, hospitality, and export industries.
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Abstract

This study aims to study the relationship between foreign ownership, in a perspective
of investor protection, firm value, and business communication. This study uses regression
analysis to analyze listd foreign ownership and return on assets from listed firms on the
Stock Exchange of Thailand (SET) 2,305 samples from 2013 to 2017. Result indicates that
foreign ownership has a positive relationship with firm value, while degree of investor
protection does not have a relationship with firm value.

Keywords: Investor protection, Firm value, Foreign ownership
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Abstract

This is quantitative research. The purposes of this research were to: 1) study general
information of business factors affecting risk management of Thailand’s tourism business in
Bangkok, 2) study external factors effecting risk management of Thailand’s tourism business in
Bangkok, and 3) study internal factors effecting risk management of Thailand’s tourism
business in Bangkok. The sample size of the used of 360 entrepreneurs tourism business in
Bangkok. The instrument used for this research was questionnaires. Statistics used for the data
analysis were mean, percentage, standard deviation, and Multiple Regression Analysis

Frequency at the statistically significant difference 0.05.

The result of the study were: The risk management of tourism business in Bangkok
was at a high level. The significant factors affecting risk management were morality and ethics,
including a tour guide without a tourism license. Another factor was economy and finance,

including currency exchange rates. The internal factors did not affect the risk management.
Keyword: risk management, COSO framework, tourism business
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Abstract

This research aims to study factors which influence the decision to use physical
therapy service in Bangkok. These include demographic factors and marketing mix factors (8Ps).
The data were collected by using questionnaires from 400 respondents. The sampling methods
employed are purposive sampling and snowball sampling. Descriptive statistics and inferential
statistics are used ; Pearson Chi-square was used to explore the relationship between
demographic factors and decision to use the service.

The result indicated the respondents had attitude toward marketing mix factors at
high level. These factors were arranged according to the mean value as follows: personnel,
productivity, process, price, product & services, distribution, promotion. Moreover, it was found
that demographic factors in terms of age and income had relationship with decision to use
service (e.g. the place to choose, the people who makes decision, the frequency of use, the

service and the day and time to use service. These relationship were significant at 0.05 level.
Keywords: decision making, physical therapy clinic, Bangkok, influence factors
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Asnsedumaiansssu (Cultural)

2) m’miﬁﬂﬁﬂﬁﬂ‘uaﬂﬁ%a (Buyer’s Black Box) U3z uLailounaassn (Black Box) ﬁﬁwam
fane fluinsliannsamamanuianindnvesito viefFurinisléSuiomensmiumauin
ﬁﬂﬁmJaaﬂ%@%ﬂiﬁ%%m%wamﬂé’ﬂwmvmaqﬁ%a LLavﬂsvmumsﬁﬂauﬁlwaqﬁﬁa

(1) dnwuzruesdae (Buyer Characteristics) aﬂwmwuawezja 19nswau1andade
auinussu Uadeaudiny Jadudiuynna waztdadeauinine,

(2) nsgvaunsiaduladoussie (Buyer Decision Process) Usznausagdunay
fio ns¥ustlym nmsdumdeya msvssliunaniaden madinaulade uasnginssumevdanisde

3) N13MOUAUDILBITD (Buyer’s Response) L‘t“]umiéfm?luiwaaﬁu%hw%;ﬁa
(Buyer’s Purchase Decisions) Iﬂamuﬂmavumsmaﬂﬂuﬂsvmuma g mmai‘du

(1) mMsidenwansium (Product Choice) 14y saﬂ‘d’mmaa wieemm e
(2) M3idenns1EUAT (Brand Choice) 1y gaﬂmmmamaaﬂmwaaiﬁ

@
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(3) n19.80n5w1e (Dealer Choice) LU Fog1anunasdla Fuvioen wiof1u
agaInte LHudy
(@) msdonailunisiie (Purchase Timing) {uslnmazidenialunmsididosn il
W nanadu Ly
(5) MasdenUinamsde (Purchase amount) fuilnaaeshnmsidendesdiuuils
YA WUUKS 1T0WUUVIN
3 uuaRnuasnquiiieatesiunssuaunsinaulede
n1sindula (Decision Making) 1iunszurunistlunisidennindenlaniadennil
1nmany q madenidegvesiuilnalumsidenduiwieuing Tneidenmudoya uazdedfnsis 4
Tuudavaaunisal sy nsdndulamadeniadunszuiunsiiddgdieglulaguiing Enens
wawela, 2550) Taganunsonananszuaunstovesiuilaauimsldfeuanslusuil 3.1

I Fj A
4ufi 1 Yunaunsde auf 2 vudnaula
e a v - _ ]
-AT=HIINAIATNADINITLUT AT -msaiiAs YUt 3 Tundimive
“UBIHIUTMTNADU UG 15904 -lszaiugunmuas
- o :l = = | = :l
-aaguladenuins -mIdade anuTianela
et NI SuvUs foual Jamul
-mdeyar iusns -msFuuIMs -dayalumsanauls
s

- L
fasanaffeuidion ajaae

P
-aagulaveusms

UM 3.1 kanINsEUIUNSTRVRIUTINAUINS
u7: Schiffman and Leslie (2004) giuv guauyseal (2548)

nszvaumsinaulatesninssuiums dwiolud

1) msnsenindslyninianiudeenis (Need Recognition) #1889 AINABDINTT
Aeduarniyminuresusazyana Sasinanaimaiiwendistuly wu vesildlunisuitym
nunas Madsuudasus msdsunUasesaseun’l anuznsiu nqusneds uaz Msdasy
MInan

2) mafumdoya (Information Search) lefuslnasuitymiliiniu uasdutlgmil
fuilnadioamaudletymiy 1 wsfinsfundeyafiuudieraslumsindula mnuvdstogasg 4
wu endlnd®a §ideve) wiinune MsUszvduiug mavaassldaud Wus

3) N1sUsELiunaGen (Evaluation of Alternative) §uslanagiinisuszidiuniaien
vdsnnlideyanlimieya noidenuadrdulamadeniiiiign aenndouazinzaudiumudesnis
vosmuteannign Inshdoyanuandanlsunusufisuiutasysadudenmadeniiffiaaiiios
nilafe Medltufuusyaunisal aniunisal arande anudew

1) nszuruNsUsEIEY (Evaluation Procedure) iunsiientladedildlunisdndula
#19°) 1u auwela anuidedolunsidudy anauTRvesdud vewmainratsasAud et
Wisuifeuliazuuy wdmnnaaguiimadudleldsuazuuuainnsussifiuanniign deuvinnis
sinauladesely
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5) msdndulade (Decision Marking) Aufusazdszinnasiisvozinarlunisinavlai
wanAneiy Handasivieuinsueddedliteyaununelunisiuieuiisuuuneuiagseidu
Andula

6) nnAnssundsnsiie (Post purchase Behavior) ndsanteniasuuinisuda fuilan
wldsudsraunsal mindaanunela azilfAnnistevielduinssuareraiinsuuzhliiy
andselu o uienlinela afinnsandedudtuuazianisuense wilvnsenudenistenie
TH3msanas Faaziinadenmmavosesdnslusds

4. N EHFUUTEENNIINITNATIN

dudszaumsnain (Marketing Mix) 1iudsfitanisanansashnisavauls lugshauins
AIULUIAA Kar (2011) @uUseaun1anisnainaisi 8Ps Lﬁaa%’wmmLmﬂsmmﬂ@jwdq (Kar, 2011,
919l Asnieyau nualuziaid, 2556) Jadudiuuszaunisnisnain Usenausie

1) AUNERAUNWAZUTNT (Service Product) ABSENUITORBUALBIAILABINTYBIYNAT
Ingvailovsauseleni (utility) uazilnman (value) fugnen wazUSNSUAsAY (supplementary Service)
ilossauazmnLaratuayunsldanuinmdn ieafrennuusevivla afreenuunneng
iielsigndniAnaumelauaznsedunislduinig

2) fusien (price) madusimiinguidwsnsanansainfls uazdndemnuduaiozane

3) AIUN15INTIMUIY FIUTUNITUINIT (Service Distribution) 3¥ANTAR9909N19A1S
Tsfu3n1s (Distribution) wag adonyinaiifa (Location) wszazdusrinuandugnéitimnei
LUNTUNITUINNT AsinuaeaInlunIsinunsuuIng

4) fhunsdaadunisnain (Promotion) WueseailefldnsedunazgddagnalimAnany
wala waziinadiudeanisluuinis lnaidenliivuiziugsiawasnguidivune wiadu
n1slawadn (Advertising), N1583L@31N15078 (Sales Promotion), N1stNeLWIarn15UTs Y 1dunus
(Publicity and Public Relation) wagni1svielagniingiu (Personal Selling)

5) fuyaains (People) yaansynszduduluasdnsdifafadminensgsiasuiy
wielstussquiimmne Taglifidnsuuimaineamelagsgn

6) sudnuaizmanenm (Physical Evidence) fie AsfignAanansaduialdainaniud
Mi$uuIng Wu muazeaiAiesile UsTEINAYRIARILT

7) funsEuIuNT (Process) Aonsyuaumsssuuisufoiielrdanuduiamadet
fnsdenlosUszanuiu lnefeafinusands gnies undetie afeudfianelaliiugniigean

8) AuNanNdnLazHannIW (Productivity and Quality) (Kar, 2011, 913tu #3191
nuaduzsiand, 2556) fio Aanmiignimualaegnin dadudsddydmsunisliuimsiioatnanny
wansgliiugnauazudely Uulmandnlagliannuninnisuinig aennnediuadufednts
wazAuanelavegnm
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6. 110lA
JUT 1.1 UanInsaulnAnnuidey

mATeinetes

osUsgln aslszwn (2559) laAnuadeinasennudndludmginssusunisuende
vosglivinsadinnenmirdaenvulunganmumiuas Tnenguioradulssnnsiendooglu
Uszinalnefiaidrfuuinmsadtinnmenmirdaenvulunsammaviuas :innamsidesudnua
mMelszrnsmans nuidneviuvaeuauduivadumands 01y 31-40 U n1sAinwiegluseau
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fumsinwILaznT uins waznanisinwuduiimels (2) Jadeduyrainsuaznisudnieg
Frutnnenmiiawazdniniissended wildld Sauanm nsefedesulunisuinig Snvied
MsusenegnmiEsuies nan1sinvnduiiiiwela dsflduinsdesnisinasgiunmsuinsiia e
Alguinig winaduyserivlafendunsgslaliiinnisvenseunglnadasely (3) Jadesusianlu
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warselduansieiu SngAnssudunisuendeliwansieiu Turneiwadiistu Suadenisuende
Tnowmanddirnadedunisuenseuinninnayie

AUNIT30) NOU Uaz gnssdl Bunsui (2557) dAnutadeiinasensdndulalduinig
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AAlN (2) PusAianuddyiusaianumnizauiuaun MuINg (3) Augemen1sindme
Tianudrdgyiuanuazainlunisiaunis (4) aunisdsasunisnaiabianudifgiuiinislavan
Nudeogeadiane (5) suntnau Wanudidyduaiuundedewasdiuigyvesunng
(6) AuUNIEUIUNT USSR NEIAAUANTIAEIlUNSIAUINNT (7) AudnwaEnIsnIenIn
Teuddyfuanuazeinvesndinludiunsunginssudufuilaadifuuimaiioguanazes
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AU AIUNTAAAIUNITIAIN AUATTUIUNTIAUINT Tuaneneiu

32 U3y
M deiunsiteieliinn (Quantitative Research) Tnaimuanguiiegandulszens
fiodueglulszmelnedansdrsuuinsmamenmindaluaangavmaviuas iWuussansiduls
lsiutiuau (nfinite population) Tnefmusengiaud 20 Vi §iTeideniBnisdusesnauuulaiond
A11UU19zL0U (Non-Probability Sampling) TaeAflsfisamanth anumunzay ¥3emuaIuse
Y8INgUAI8E19 (Judgement Sampling/Purposive Sampling) 1%@@1551&5&Lﬁaﬁwmmﬁummﬁaaéw
(3M@ns¥89 Roscoe, 1969, 81¢lu Agyalds Funsiasey, 2556) Fari Aadedaldvunandusiegidly
nsuuvasuatesatios 400 au Tnefvuamanudetiuil 95% laedmanuaainadousin
fanfiousulidu 10% vesdrudosuunnsgiuresszvng wagseduanuidoddymaada
wihiu 0.5 MnUszansiiliutiuey Taelduuaouns (Questionnaire) Tumsiiudeya udadu 3 dw
1) drudl 1 Feyanvvasuatuaziisatosdunginssulunisididuuinisadin
neamUralulwanamnuniuas laedunuvasuanludnvaznsiaaausionis (Checklist)
sufumauuuudateda Suvudenldifissneuioisasdenldmateiineu Sruausanun
17 4o Ameuiildinudinsesiduadflagldmsnnuiosas Inead@iildnaasuuuy Pearson Chi
Square faegnsmangy anuuinsfiaeiiifuuinisUssaiagn widsdoyalunsiduladidy
uims aufianeladgmiinulunisdisuusnis ensfiivhnnsdne 33nsfilésulunsuinng
memenmitn dnuarnstiszauing simdenduadslumsdhduuing Tunaflavmnlums
suusng Wudu
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2) gl 2 wuuauMMIABIAUTEFUA ST IR Minadensinauladhiy
U3N13AATNNEN MU lUUANFAMNUIUAT Tnglduvuaeunniteyssfiuanuniu Wunsld
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3) daudl 3 wuvasuaABIUTeyan1suUsEaInseans Tasiduuvuasuniuly
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o/
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