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Abstract

An analysis of Chandrahu's Sam chan by Professor Udom Arunratana's objective was
to study the techniques and forms used in Chandrahu Sam chan. It found that it is a song
with five pieces, known as “Panjabod”. The melody is “Thaang Oad” and “Thaang Punn”,
In the first insert of each piece, it is “Thaang Oad” a slow melody style using loud and light
tones to create the mood of the song. As for in the second insert, the melody is frequent
staccato known as the “Thaang Punn”, making the song more concise and quick. In the song,
the technique of playing the song is used, such as Sa Bud, Rood Sai, New Khuang and Lak
Jangwa, wich make the song more melodious. Other forms found in the song include repeating
melodies, question-answer sentences, using high and low tones in a different way, and the
movement of the melody. Chandrahu song Sam Chan by Professor Udom Arunrattana, is
therefore a melodious song that is suitable for moderately skilled practitioners, in which the
performer has to go through basic practice until he becomes proficient with the foundation
of a solo song laid out from simple songs such as Hok bot, Nok Kameen and Lom-Phat Chai-Khao
to mid-level solo songs such as Thayae, Sarathee, Phyakhruan and another interesting song

as Chandrahu.

Keywords: Solo, Sawsamsai, Udom Arunrattana
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Abstract

The purpose of this research is to analyze a confirmatory factor of online service
quality of tourism businesses in Phuket, and to check accuracy of confirmative elements of
the online service quality structure. The variables used in the research consisted of measuring
the quality of the electronic services (e-Service Quality). The sample consisted of 350 Thai
tourists traveling in the Phuket province using non-probability sampling and convenience
sampling methods. The research instrument was a questionnaire. It was found that the
confirmatory factors of the 11 electronic service quality (e-SQ), sorting from highest weights
values to lowest weights values were 1) Customization/Personalization 0.76, 2) Ease of
Navigation 0.65, 3) Efficiency 0.65, 4) Security/Privacy 0.60, 5) Responsiveness 0.59, 6) Flexibility
0.59, 7) Reliability 0.68, 8) Access 0.58 9) Site Aesthetics 0.57, 10) Assurance/Trust 0.54, and
11) Price Knowledge 0.50 respectively. As a result, the model in accordance was fit with the
empirical data with Chi-square value of 37.64, df = 30, p = 0.15929, GFI = 0.997, AGFI = 0.98,
RMR = 0.026, RMSEA = 0.027 which passed the specified criteria.

Keywords: Electronic Service Quality, Tourism Businesses, A Confirmatory Factor Analysis
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Abstract

This article examines how the identity of the Ulak Lawoi ethnic group is defined
after the 2004 tsunami disaster under the influence of changing religious beliefs. The presence
of the Christian organization plays a crucial role in social and cultural changes among Ulak
Lawoi ethnic in Lanta Island, Krabi. Even though their ethnic identity of animistic belief is
insistently important. The social and cultural transformation as a result of the 2004 tsunami
is a phenomenon that reflects the reduction of the role of traditional religion and shamans
(To Moh), the spiritual leaders in the community. The reshaping of beliefs was molded by
new social and cultural waves that come with support from the Christians organization, which
resulted in the religious alteration. From a preliminary study, the researcher found out that
a small group of Ulak Lawoi in the Sang Kha Ou community started to have different religious
views. However, they still define themselves and others in the community who share the

ethnic identity with different religious views as “Lu Moh Lawoi” or “We are Urak Lawoi.”

Keywords: Urak Lawaoi, Christian Ulak Lawoi, Ethnic Identity, Transition
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Abstract

The purposes of this study were to develop a satisfaction assessment model under
internal benchmarking process of the Aditayathorn Building Group, Mahidol University
International College and investigate the satisfaction assessment results with three cycles
assessed by 70, 80, and 61 assessors who are the staff of Mahidol University International
College.The assessment instrument was satisfaction questionnaire and Friedman’s Test
Statistics was used to compare the level of satisfaction between sub-segments in each
assessment cycle. The results of the study revealed that internal benchmarking of satisfaction
assessment system could help increase overall satisfaction. This is because when personnel
are aware of the weaknesses of the initial assessment, the service can be improved such as
duties enthusiastically issue were the lowest scores in first round (mean = 4.24+0.59), but
this issue was the highest improvement level of 5.66 percent in the third round. As for the
comparison of satisfaction scores among sub-segments, it was found that there were statistically
significantly different levels of satisfaction in the first assessment round. However, the
satisfaction score was higher in third round and had no difference among sub-segments. The
internal benchmarking process enables the implementation of assessment results to improve
service quality through the creation of best practices. However, the communication of
satisfaction result between executives and staff should be in appropriate way and also
consider job satisfaction of staff.

Keywords: Satisfaction, Internal Benchmarking, Aditayathorn Building, Service
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59UR 1 1.8, 63 (n=71) 59UR 2 n.A. 63 (n=80) 59Uf 3 u.A. 64 (n=61)

%agaﬁ”ﬂﬂ - . - - - .
37U (50882) MUY (509a2) MUY (598a2)

LNF

1. 918 22 (31.0) 28 (35.0) 17 (27.9)
2. i 49 (69.0) 52 (65.0) 44 (72.1)
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1.20-30 U 14 (19.7) 10 (12.5) 9 (14.8)
2.31-40 U 24.(33.8) 36 (45.0) 19 (31.1)
3.41-50 U 27 (38.0) 28 (35.0) 25 (41.0)
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Uszanymaing
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2. @183v1n13 20 (28.2) 9(11.3) 5(8.2)
91891U
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1. 91A15 1-3 32 (45.1) 36 (45.0) 32 (52.5)
2. 91AN58NNYINT 33 (46.5) 43 (53.8) 28 (45.9)
3. 9% 2 7 6 (8.5) 1(1.3) 1(1.6)
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Abstract

This research article aimed to 1) study the trends of earnings quality and dividends,
2) investigate the relationship between earnings quality and dividends, and 3) examine
different earnings quality and dividend classified by business size. The samples consisted of
20 companies in the Energy and Utilities business category or 120 samples, divided into, 17
large businesses and 3 medium businesses. The data were collected from annual financial
statements during the years of 2013-2018. Descriptive and trends statistical analysis methods
were used in this research. Hypothesis were tested by Pearson Correlation Coefficient and
t-test. The results indicated that from 2013 to 2018, most companies had volatility in operating
cash index and volatility in dividend yields. The result showed that the relation between
earnings quality of the listed companies of energy and utilities sector in the stock exchange
of Thailand and dividend yield was negative. Listed companies of the Energy and Utilities
sector that had different business sizes, will had different dividends. However, the earnings

quality were identical.

Keywords: Earnings Quality, Dividends, Energy and Utilities Sector
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Abstract

The objective of this research was to investigate consumer behavior and marketing
mix influencing on buying decision via online of Bachelor’s Degree Students at universities
in Songkhla Province. A questionnaire was used as a research instrument to collect the data,
and descriptive statistics of frequency distributions, percentage, and mean was applied to
analyze the data. There were 400 students randomly selected from 4 universities, which
were Prince of Songkhla University, Rajamangala University of Technology Srivijaya, Songkhla
Rajabhat University, and Hat Yai University. The results showed that most of the samples
were women counted as 62.50%, and 37.50% of the samples were men. The average incomes
were between 5,001 and 7,000 Baht, considered as 30.75%. The most online-bought products
were clothes and accessories with 24.54%, followed by shoes and bags (18.50%). Facebook
was the most popular channel for online shopping with 48.25%, followed by websites
(25.50%). The most shopping period of time was 20.02-00.00 hours, counted as 48.75%. In
terms of payments, transfer to bank accounts was the most used transaction with 87.25%,
followed by debit cards or credit cards with 9.75%. The most marketing mix affecting buying
decisions via the internet was distribution channels with the mean of 3.89, followed by

products with the mean of 3.87, prices with the mean of 3.65, and promotions with the mean

of 3.58.

Keywords: E-commerce, Internet, Marketing mix, Social networks
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Abstract

The signage in tourist destinations has played important roles in many aspects
including way finding, providing information, and being a physical element which create
identity of the tourism destination. This research aimed to survey, categorize, and analyze
the signage in situ in community tourism destinations administrated by the Designated Areas
for Sustainable Tourism Administration (Public Organization) or DASTA. The empirical data
were collected from nine communities, and analyzed based on the typology of existing
signage using different criteria, including quality of cultural heritage, signage owners or sponsors,
signage appearance, and conformity with surroundings. The findings from the survey have
shown that the majority of the signage has been built and managed by community members,
and thus may not necessarily conform with the environment of each community. The design
of the signages varied; the highest group from the survey was those referring to social events.
The research shows that it is needed to improving signage management and providing related

education for leaders of tourism communities.

Keywords: Community Tourism, Tourism Signage, Cultural Heritage.
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Abstract

The aims of this research were to 1) develop a mobile application for guiding in
Sa Kamphaeng Yai Sanctuary and 2) valuate user’s satisfaction regard guiding application in
Sa Kamphaeng Yai Sanctuary. The samples of the study were 3 Khmer history specialists,
3 Information technology specialists, and 400 tourists selected by purposive sampling and
requirement specification. The instruments of this study were 1) Prasat Sa Kamphaeng Yai’s
Augmented Reality Application and 2) a satisfaction questionnaire. There were applied content
analysis and basic statistical analysis as percentage, mean and standard deviation. The research
findings showed that: 1) the Prasat Sa Kamphaeng Yai guiding application on mobile phone
works by Augmented Reality (AR) on Android system. Tourists can use this application through
scanning the QR code on the brochure to download AR Prasat Sa Kamphaeng Yai application,
then scan point markers on the brochure, which are ; Point 1 general information, point 2
the wall, point 3 the main pagodas, point 4 the single pagoda, point 5 the north Bannalai
(library) and point 6 the south Bannalai and farewell 2) overall satisfaction is 4.11, the
interesting content has the highest rating, the rate is 4.14, the second is easy to use application

functionality, the rate is 4.06 and the designing of application, the rate is 4.03.

Keywords: Information Technology, Augmented Reality, Mobile Application
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Abstract

The objectives of this research were to study; 1) the digital marketing tools influencing
the trust in online purchasing of digital age’s customers, 2) the digital marketing tools
influencing digital age’s customer journey and 3) the trust in online purchasing influencing
digital age’s customers. From study of the population in Phuket, the sample using accidental
sampling included 430 people. The questionnaires were used as a tool to collect data. The
data were analyzed by using the statistics of mean, standard deviation. simple regression
analysis and multiple regression equations. The results found that 1) the digital marketing
tools influencing the trust in online purchasing of digital age’s customers in Phuket explained
the variation of 33.4% as the important independent variables such as the influencers in
online media (Beta = 0.385, P-value < 0.01), content marketing (Beta = 0.249, P-value < 0.01),
electronic mail (Beta = 0.211, P-value < 0.01), dominate the first page (Beta = 0.143, P-value
< 0.01), and the website (Beta=0.123, P-value < 0.05), respectively, 2) the digital marketing
tools influencing digital age’s customer journey in Phuket explained the variation value of
27.2% as the important independent variables such as social media (Beta=237. P-value <
0.01), dominate the first page (Beta = 0.230, P-value < 0.01), and website (Beta=0.194. P-value
< 0.01), respectively, and 3) the trust in online purchasing influencing digital age’s customer
journey in Phuket explained the variation value of 12.3% and the regression coefficient of
the independent variable was trust (Beta=0.350, P-value < 0.01)

Keywords: Digital Marketing Tools, Trust, New-Age Customer Journey

The Influence of Digital Marketing Tools and Trust on 215a81sUNSB10 uKISNgNagNNGoU
Digital Age’s Customer Journey in Phuket UA 35 auun 4 (@@aAy - SUDAU 2565)




unii

amufnnthvesmaluladensaunauaynisdeans Sumesidaldidrandumumanniu vl
Aarruazansadilunsinsedoans dmalisuuuumssiiutinvesauuasuld anisduns
Ansodoasvdousiuimigsie sufseulnedifidnuilusnislinudunefidasiotugegaiian
Tulan Sdliudanfleenmsdedudriuseulatasiulntunn dsaonadostunginssuvosmilugn
Hagtuiiinmslinudumesidnuasiefonaonnan [1]

oglsfinnuluanumsaiifnisiasuuadlugeeadivia guszneunisgsiadedndudes
enlinagmsmamsnansliiaonndesiunginssuguslnngalm ieassnnuldiveulumsursdu
Fsmsnaauuuairaduiiunumidusgrannlugatagtu vénddgetiinisidenldindesile
msnaeRaTafnzay WielfannsoassenulTlawsednaulatesolulueuan Iy Reitzen and
Huang [2-3] a3Utls nseann@dvia (Digital Marketing) Iwdunisaaiaguuuul lngldinalulad
wwiesilefdva iladidudanssuvnanisnatn nswainsvesmarslusuianAatuiilousdv
sdusumamseaindunginudemnsdoasiia Insenfetesmagiudeyaseulatifetnis
fuslan lunaniisnds dnnseatnanunsniideyauuudealndd mamnsAniuiisuasan
anduliliAnusslomigeanunguilaaluloniase q U Snvadoyaatvayuanauiseves
Tarnprasert [4] finudn wdssilensaanauuuiavia srusuled dunseanadaion duaamne
Budnnsedind duaseatiumn wardudedseniiavinarenisiadulatevesiuilanngugsioms
widygdidnnsedndluwndwminnsunnumuns uenanil Fnsadvswavudeseulatdndunios
flomsnanapariadifiauddeyUssnmnie squLﬁuﬁﬁéw%waﬁmmmﬁmiu%aaulau‘lﬁﬂuﬁmaLL‘Wi'
Joyavesduduaruiniseaniuluiining (5]
\ndesilonismandatiaiiiusyansnmiuazdosdoansluduslaaliiinnuinfede

U
S|

annsoasanulindaunuilnald el ilatuduidiananddayfesfuduiusnmiigndn

o

s =

frioasdng [6] sausnszurumsneuntste sewinede wasndimste Jududunsuilnagelsl
viogaRavia Ty tdunsvesuilaa (Customer Joumey) WWuidumasnissindulavestiuslnadiil
Arwduitusfvasdnvionsndud dausraute seurinede uasvidanistedudn [7] Asdudunis
vesfjuslnndaimnudrdgsennudiiavesesdns aazdeadenliinieiionisnainadsialiil
UszAnsnn ileliianinsnanaununagnsniesnismann neuausinudesnslidenndesaniunisl
vosffuilnaidouly lnsewsfuiitoingin Sadumdsieniioriiidedessiulan ibudmia
dfgymaasugiafiaieneldliiulsema neseldniBouadowiiiy 36,699 vmdeliou
wndigeluniald (8]

msfnyifonsaivliiuidenavesgsiaseula fosdfadunsnisiadulavesiuilng
galmiluimingifn fzanunsaimuneiesdiensmanidvialidenndosiunginssuuazaiiani
Vmdlaudfuilne Gaasilugdunamsiadulatoaudvelluouan Juluivesnisfineide
o Brisnavenrdosilonsnanidviauazalindadedumduslnagelmludmingiinaded

Parichart Journal Thaksin University dnswavovindoodomsaaiaddnauasnoul3o
Vol. 35 No. 4 (October - December 2022) dodunoyusnagalkylusordaniia




INUILEIANTIIRY
1. iiiofnvisestiomanannaraiidsvinarerlinddlunstedudriuesulatves
Auslaagalnailudwingifin
2. ileRnwuedosiionisnanddviafiiiavswasedumaduslnngalmilugmiagin
3. iefnumnalindalunistoaudvieseuladiitdvswarerdumsuilnagelmaly

Jariagifin

AINUNIUITIUNITAU

w3asilon1snannfadsia (Digital Marketing Tools)

Msma1nRTia (Digital Marketing) Indunsmataguuuulu Tneldinaluladindasdlondsa
[iomiiuAanssumenisaatn MsauInsvemarsluewaaistudioussnsdunumenis
panndlngfinudesmsdoansivia Tnsendedessgudeyaeeulatifledhdsdusiang Tunand
1957 ﬁﬂﬂ’]'ﬁ@lﬁ’]ﬂﬁ?ﬂ?iﬂﬁ’]sﬁayjaLLUUL‘%BaIVIﬁjﬁ’ muﬁgammﬁmLﬁuﬁ%’umqmﬂqﬂﬁmﬂsﬁﬁﬁm
Usslemigegaunguslaaluloniase 11U [2-3] uaruenanidseuslumauduasuinisasienin

a ] @ (%

fdswiugnen wingenuelaglinagnsene 9 neFeddvia dearsnisfuiiiudunisiuiian

A
a o '

fisudfudroumste senineto uasvdinstoaudviiouinis [9]

auliela (Trust)

mulinds Wummudesiluuinwaznssiynidmaly msundessausslovivens
wazagliviienioiondnenuieu [10] wazmsaiaemuilindauifuilaaiu fnadentsdnaula
Fovosgndn wanduidTanaiiddayfeafudiniusamilgnéndirossdng (6] way anuliandlalu
mseauruosulaviiu Wuanudilavesfuslnafisfanluedosflodsnueoulatiidoiiuie
Vrila wéeursarudodndvasiaiueiastiofinuonulaviouins (1]

Wunsgfuslaa (Customer Journey)

Flom [7] na13dia idun1svesiuslan (Customer Journey) 1nduidunsnisdndulaves
fuslaafifianuduiusiussdnavionsaudn fusdoude st wasndinstodudn vilssaa
aunsaRELINaLNEYIEITMSTIoraNsANeUALBIAINLFDINTT ANSANUNLNAENENINITAAT
TuewasliiAnmuaulsluduiuazuinisiitensulandausions waznisaisnnuionsls
sdamswneldogaiivsyansamanntu Insdumsesiuilan ansnsataldann mssud msusadiu
yadon ewiureu n1ste ewasinAnAuagnisuanse [12]

MmN uIesllen1sanRAdTa Anling wandumaguilaai
‘W‘Ud’]m%ﬂﬁamimmmﬁ%ﬁaﬁmmﬁﬁﬁgmmiﬁﬂLﬁuﬁﬁ]ﬂiimmamimmmmqiﬁa LAYNITASINTT
fdusmvewfuslnn msmanlugaiaviasnduazdodiindesiolunsieasiifiussansamananse
as9nlindauniuslnauasitlugédumenisindulateseluowan §3d65sand wiestio
nsmanaRdvaedisndnadenulindanazardsmadoidunensinaulatodudesulatives
fuslnagaln Fnilugnmssiauufigiunsidedtelul

The Influence of Digital Marketing Tools and Trust on 215a81sUNSB10 uKISNgNagNNGoU
Digital Age’s Customer Journey in Phuket UA 35 auun 4 (@@aAy - SUDAU 2565)




o

aunfgunsise 1 wieslonsmamnaviaisvinadennlindalunisdedudsiu
soulavefuslaadmingiin

masaniisdunagrinsmandededinunarAivatiu ansansyasluSnaguiderud
¥nfhend wazanansatsadenulindalumsteaudinussianduddidnnsedndlisnie [13]
Juslnagalminfideyalunisinduladudwauinn guslassfianluedesdodinuesulatiidosiu
velindalumsdnaulatedud [11] uenainiinans3dbmes Sawasdinam [14] fawu esdsznau
Sulasmddaidnvsednddsmameindenalindalumsterunaanansndeddidnnsetind
Tuusemelve waz Satham and Sutamuang [15] wuin gmssdviswavudesoulay Jaduyaraid
ANgIgy Uit biguslaaianulindalunsdud wazmsnanadaiionm Wunisdm
nsfiduinn uasviliignénfussdunalaliftastoaudn Wefuslnalindauasinaulado osng
annsofadom sz Avsnmnntuarannsaiiusenueldinntu [16]

auRgrumside 2: iedeslonsnanandvialiBvinaseidunwesfuslnagelmiluimingin

Fomanannuuudavia funisnaiadaiien dufiodien uardeooulatngudionina
finaredoRtneauniiinisiidmaseidumenisuilndufuaruimaenssnnslulssmale [17]
FanamsiTesananadieiu Tamprasert [4] finud wesdiensnanuuuddna dudules du
nsnaadaiion Fuaamnedidnnselind Muasesiiusn uazdudedseuiiananaronmssindu
Tatovesfuslnangusianismdrgdidmmsetindluandoniansunmamiuas uonaind fnsadning
vudessulatifadunsesilensnanidviafifinuddgussinmils Fadudidvinasuniude
vudessulatlndugneunsdoyavesduiuazuiniseonluluanta (5]

afigiumside 3 erulindalumstedudrinuseulmifiBviwaredumsuiinagelus
Jaringifin

Suwanpakdee and Jansri [18] lgnuin analindadmasonisirduladododunduriu

'
o

dodspuoaulatvesjuilaalufminaswan uar Oppatum [19] dmudn anulindauasdnuae
o

¢ v

shanudedianeoulatdimansnnuasliadedunniudedinusaulal duslaaliaudiAyaiu

Y
o

anubindlalunisdndulateduariudedinussulal wardsaandeaiu [6] MU A5E319ANY

v ' ' '
v o Ao v A v v W =

Vndauaguslnadu Suadenisinaulatovesgnén Taoduidfanaiiandayioaiudumiusnind
anANilseadAns

PINMTNUTILITSAUNTINAINE Aziuliiiesasiionisnannfdvialinuddyseninuly
idafaasilugdunmansinaulatovesuslaalusuan lnsaunsatundeunsouiufnlunis

AULANIANUFUN USRI ILUT FININA 1

Parichart Journal Thaksin University dnswavovindoodomsaaiaddnauasnoul3o
Vol. 35 No. 4 (October - December 2022) dodunoyusnagalkylusordaniia




NSOULUIANIUNITIY

\A3psilon1smananava
(Digital Marketing Tools)

1) Aules (Website) y
s aulinga
2) M3naIaLdeilen (Content > > O
) " Q( : ) (Trust) wumeguslna
3) anvagdlannsalng (Email) (Customer Journey)

4) NN5ASBIVLIWSN (SEO)
5) edanu (Social Media)
6) fnssdvswavudonsulatl

Y

(Influencer)

AN 1 NSAULUNIAALLNISIVE

=l ad a o
ITLUYUIBTNITINY
Ussmnsuaznguinedn ungudlidumesidaluiiufidmingiin S1uaw 421,000 Au [20]
MuuavuIAnguiieg i lngldgnsnisAnumaninvenguiieg1aes Yamane [21] iszAuaIny
A o PR d' - o v 1
WBeilu 95% syAuAmaIAAGEU (e) 7l 5% LABUaAIEnINIIAILININTWIANGUAIDEN AT

N _ 421,000
T 14+nNe€?  14421,000(0.05)2

g N A PIWIUIUIANGUAIDENTIADINT
N fe uulszang
e Ao AINAIALARDUTDINITUTZUIALA

1§ngudegns 400 fee1e udiilodostuanuiananlunisiiudeyannnisney
wuuaeuaNTaINguitegTiotaintuld Sufuifiudusiuau 430 fedis uarliiEnsduuuy
NUELAIN

snsvaeUAuAmYssataile Taelifiduingydiuo 3 v lunsnsaaouaunss
(Validity) wu31 Arvessviiauaenndesseninademaiuiaringussasd (10C) usazdoilrreg
Tugn9 0.67-1.00 NMseTIadeunILdasiu (Reliability) ndsaniuasesdieluudlonds Ishumeaou
aunadesilefudszrnsihilinguinegisduu 40 9a tilemaeudesiu lnsfinnsanaind
fsyAvsusarhuesaseuunn anmsvadeurdilszansanuderiu egluti 0.711 1 0.833

wosflefllilunisidedunuuaouniy vomn 4 aou ldud moudl 1 Foyanudnume

Usgmnseans aeuil 2 deyassiuanudaiiuresuilaadeiniadionisnainiavia Usenausie
1) Huled 2) nsnaad@ailenn 3) anvunedannsedind 4) n1sAseantiinsn 5) dedeay way

The Influence of Digital Marketing Tools and Trust on 215a81sUNSB0 uKkdnenagnnGou META
Digital Age’s Customer Journey in Phuket UA 35 auun 4 (@@aAy - SUDAU 2565)




6) fnssdvinavudesnula soufl 3 deyassiuanuAniuresuilnadenulindalunisde
dudriuesulal uaznoudl 4 sefuanuAnusodumausTargalmludmingiie

Ainsesiteyalasldadia l6un Annud udhaguoonududnfesay Aade uavdrudes
WUIRSFIU N15VedeU Collinearity Inafn Tolerance fiosiiAliitaandn 0.10 wazan VIF fodian
Liiiu 10 Feilvinulssastbifeiurslminlam Multicolinearity [22] msiasizsnnuanase
DL NMTIATIEVAUNTOANDENY]

dyuna

msagUnan1snsianeideyaivomn 6 mou fwieluil

asufl 1 nan1simsznsiuauAniuvadusinaseaintasiionisnannddiia

sefumuAniuvesuilnadetnieaiionisnainidvia Tnssau wudn egluszduan
(Anade 4.30) iileRarsandusiesulaeSesdduaedsnunlutes Teud Buled nseaia
Gadlewn dodenu Fnsedvdnavudeseulal nmsasemiiusn savunedidnnsedind mudidy
lngswazidunusiazauiiisiely

1.1 shuiduled wuin egluszsuanniian (dede 4.53) Wefinnsandusedelae

Beadduanadsaninnlutes awduduun laun guslaaiiuinivled flituneunisdsedudn

Aoy

fnnmadenteiudldazmnuazaends duleiiilidnvarudmseiunnuseems duleifiideye
AN @I9NES W@eiAless 9 Wiaula auaiay

12 fumseanadaion wui agluszAuLN (Aade 4.40) defRansandu
sedelasSosdduanadsanunniuiios awsusuusn Toun ;:JU%Imauhm’f@mﬁﬁmiw@smm
Suigiu auladomiifiaruaiioassd damen sussnuwslituddu aulansiinfifden
du nszdu dladre augeu

1.3 fudednn wui agfluszAuln (Awady 4.33) Wiefinsandusedelag
Boadduanadennunlutes awsusuusn tiud uslaaliludeaiifese q emdoyauas
Eondedudaule nafnnu ldeaiiieding q Lﬁa%%yjamaﬁuﬁwﬁﬁmﬁw To@uaiiidy vinlu
anansadnandeya 1en1sausivi 9 egiate nuaRy

1.4 ﬁm@ma@m%wawﬁaaauiaﬂ wud aglusauin (Aade 4.23) ofinnsan
Jumetelaedesdsuanadennunlutes audusuusn Toun Auslaaiuingmsdvsnalulan
ooulatifiveuanusadnguideliindnlelimunsadnduladendudls mstausduiue sy
vsnasoulay] viliAnnszuanisuendevidouuslsiiuyaraiiian funsidvsnauudeseulaiivey
ﬁﬂﬁ!‘%'mauiﬁlﬁuﬁwLLaxﬁﬂm%’anﬂaLﬁ'mau AIUAAY

1.5 grumsaseathusn wud egluseauann (Auade 4.10) deRasunidusiede
TneBeadriuaadsainunnlutes awsusuusn Toun ;:JU%ImauhLﬁ@ﬂﬂ%ﬂﬁu%ﬁuﬁwﬁﬁﬁéﬁ%

Adu 9 dilaie Wanuauladumduiudiegduduusn o denadniuiudifinslavanuu

I3

Aulws Search Engine @i Google auaRu

Parichart Journal Thaksin University dnswavovindoodomsaaiaddnauasnoul3o
Vol. 35 No. 4 (October - December 2022) dodunoyusnagalkylusordaniia




1.6 shuaavanedidnnsetind wuin egluszdunnn (Auede 6.13) WeRasanidy
setelasFusdiuatadoannunluties awduduusn Tiun fulnnauledaifinistestuuas
Snwmnududiuyana auledwadifiinsliindeaeuniu sgrsineas uazldiummeunduan
og1eIns auledaiiudstoyatnans swdseaziBondud ludumiviuale sudidy

naufl 2 wamsdinszisziuanuAnduresiuilnaderulindalumsteuérinuseulay

sefuaTAniuresiulandernalimdalunstodudsnuesulat nuh eglussduun
(Aade 4.49) WeRnsandusedelasBesddiuriadsnnunnlutosaudusiuusn leun fuslae
fenulindalumsdsdudnnelunaidamne Sanalindunssuumsddoriie ligwn fanm
Blalununwesdudiidsderuesulall mudiy

aouil 3 nansisiziideyasziuanuAndiudaidunsuilnagalmiludmiagiia

syiumuAnivvesifuslandeidumaduslangalmi wuin egluseiuinn (Aede 4.37)
diofiansundunetolasdoddurnaisnnunludes musuduusn Wud fuslnadiuidieds
AuduanifnnnuussiulatinnaudySududvilillomasznduludeddn maadulatodu
ﬁwﬂﬁmméﬁmﬁ’mﬁmmamﬁ‘hisL'Euchu'izwaauiaﬁﬁmmﬂumEJEULLU“LJmaJmmazmﬂ uwa
nssuffoseulatissaneng 4 sidluguuuudenua e 3o snnndidedadu wu 7 Ing

o

Ineans vilsdefun Wudu sudiau

3 a 1

= | aa Saa v & & v 3
ADUN 4 Lﬂiamamimmﬂﬂwamla‘wﬁwamamm‘l‘m’lﬂﬁflumiézjaﬁummuaau‘lauwa\‘i

4

a

uilnadandngiin

e

o

HANINAFBUALNAFIUNITINY 1. “iAsosliensnainfdvialisvsnasonulindaluns
Foduamuseulatresuilanealndludmingin” esizideyaaunisannoeny uansds
M13797 1

M15199 1 ieseliensnatnidvialdvinaderulindalunsveduirinussulavesusinagalul

Joiagiin
B Std. Error Beta t Sig. Tolerance VIF

(Constant) 2.832 0.152 - 18.583 0.000*

Fulas 0.086 0034 0123 2494 0013* 0637 1571
mimmm%qtﬁam 0.155 0.031 0.249 4975 0.000* 0.619 1.616
IvNLBLaNNITaNN 0.109 0.024 0.211 4.486 0.000* 0.704 1.421
NNTATOINTILIA 0.079 0.028 0.143 2.828 0.005* 0.611 1.637
ﬁaﬁaﬂu 0.025 0.035 0.040 0.719 0472 0.505 1.982

fnsedvnavufioseulat 0239 0033 0385 7.170 0000 0539 1855

Adjust R’ = 0.334, R Square (RY) = 0.343, F = 36.849, ** = P-value < 0.05 , * = P-value < 0.01

The Influence of Digital Marketing Tools and Trust on 215a81sUNSB10 uKISNgNagNNGoU
Digital Age’s Customer Journey in Phuket UA 35 auun 4 (@@aAy - SUDAU 2565)




9NT97 1 nansvadeUaNNAgIL (H1) Iedesiionsnainadvialidvinadeninilinga
lunsteduinuosuladvessiuilnagelvilufmingin wut fuusdassie wisslionisnann
Advia anusneduteauduwUsvesiiudsny fe anulindavesfuilangaluiludmingiin
I¢¥osaz 33.4 (Adjust R = 0.334) idefesas 66.6 11anamady 4 ielnsgimduuszans
annegvesuUsBas e wuh fnsdviwauudossulay (Beta= 0.385) mamaadaidom
(Beta= 0.249) anviunediénnsaing (Beta = 0.211) n1sasaaniiun (Beta = 0.143) dawanssny
ﬁiammﬁmﬂﬂumﬁaauﬁﬂmuaaulaﬂmmr;:iu‘ﬁm agafitaddyneadffiseau 0.01 wag Guled
(Beta=0.123) a'aNamzwum'amwnﬂﬁmﬂﬂumi%aﬁuﬁwthuaau"l,aﬂ%aﬁﬁim SRASVEGREANEN
afRisu 0.05 1w Aodnu laldsnsznudeaulildlunisdeduéruosulavvesuslae

nouil 5 in3esiansaannadvianiiiansnanedunvesduilnagaluilusming i

NANSAABUALLATIUMTITE 2. “IAleslensnannfavialiBvEnasieidumatiuslnagalusl
Tudmingifin” eszvideyaaunisanaesny uansisnsned 2

o

A13199 2 ipsedionsnatnndvianddvsnanedunisvesuslaadmingiin

B Std. Error Beta t Sig. Tolerance VIF

(Constant) 1723 0.226 7.634  0.000*

Vvl 0.192  0.051  0.194 3750 0.000% 0.637 1571
msnanadaiiom 0.023  0.046 0026 0493 0622 0619 1616
nnedannsednd 0.026  0.036 0036 0723 0470 0704  1.421
N1IATOINLUILIN 0.181  0.041 0230 4364 0.000* 0611  1.637
dedan 0.211  0.052 0237 4.088 0.000% 0505  1.982

fnssdvswavudoooulat 0021 0049 -0024 -0.429 0668 0539 1855

Adjust R* = 0.272, R Square (R) = 0.282, F = 27.699, * = P-value < 0.01

951971 2 namseaeUaLLAgIY (H2) in3esiliomsnannRaviaiidviwasieidunaiuslag
galviludmiagiin wuih Muusdaszie ndeslonsmainidviaanunsnesuisnnuiunlses
Fudsanu e dumeuilangalvl l9sesay 27.2 (Adjust R® = 0.272) ndesayag 72.8 113N
aumndu 9 Wl neimduusravsonnesvesiuy sdassitusediu nui dedsau (Beta=0.237)
M3AT0IUTILIN (Beta = 0.230) uaz LIUled (Beta=0.194) mudau dunanszvusoidumduilan
gelvalludaninguin egnsiifuddymsadiffiseiu 0.01 drurdosdionsnainddvia liun nsnan
Baddemn anmmnedidnnselind uaimssdviwauudosoulay lidmansenusedumaguilnagalys)
Tudmiagiin

nauf 6 mslindelunisdedudrivssylaiiisuswaradumadusinagalvsidmingdin

nansvadeUANNAgIUNTITY 3. “arailindalunisteduduihueoulaidvinase
dumaguilnagalniluimingiin” Ainszsiteyaaunisannesenainy wansiansed 3

Parichart Journal Thaksin University dnswavovindoodomsaaiaddnauasnoul3o
Vol. 35 No. 4 (October - December 2022) dodunoyusnagalkylusordaniia




a131991 3 awbindlalunis¥eduiinuesulatdvnaraidunafuilaadmingiin

B Std. Error Beta t Sig. Tolerance VIF
(Constant) 2173 0.285 7.613 0.000*
Trust 0.496 0.064 0.350 7.733 0.000* 1.000 1.000

R Square (R?) = 0.123, F = 59.795, * = P-value < 0.01

9nNM197 3 nansneFpUANNAgIY (H3) nudh arwilinslalumsteaudriusela
fidvdwaserdunisiuslaagalmiludmingine wuin fudsdassaunsassuisanudiuwlsves
fuuse fe dunsuslangel 6Sesas 12.3 (R = 0.123) wdodosay 87.7 snannanvindy 9
Solieneirdulszavsannesrvesiaulsdasy wui1 anulinga (Beta=0.350) dswansznusie

o w a

dunadusloegalmiludmingiin egnditedfymisataniszdu 0.01

o

[%

IMNKHANMINAGBUANAFIUNTITENG 3 o (H1-H3) anunsauansfsnnd 1 seludl

Digital Marketing Tools

A 1 asURAN VAR UANNAFIUNTITY

N132AUTI9HE

MNNNAYEINTITEB0s Bvdnaveundesionsmaaiaviauasanalinaedumaduilag
gelmiludmingiin fidemailldannisidene Ausenadutelull

1. in3esilonsnanadivialininanannulindevesuslnagaluilulimiagiin
MNNNANMIVIAEBUALLAFIL WU edesiionsnanaddvialidvinaseanulindavesiuslaagalysl
Tulimiagiin Ineduusdasyanunsaeduieanuiuudsvesdudsau fe arulindavesuslon
glvalludmingiin 165ouas 33.4 aeandesiu Holliman and Rowley [13] ind1731 Msnan
Fidunagnsnisnaindedodinuuasidvaty annsanszaneludinguidedudléniand uas
ansnsnthsasselindalumstoaudhugsiandeddidnnsedndlétnde uavarnuaniside
adsilfanuin GTULLUii?‘iéhﬁﬁym’mﬁﬁzysl.umia%fwmmﬁmﬂaéﬁim laun {{mﬁw%wauuﬁa
ooulay] manaadaden aaneBidnvsednd mansesmiiuen wanuled audidu donados

The Influence of Digital Marketing Tools and Trust on 215a81sUNSB10 uKISNgNagNNGoU
Digital Age's Customer Journey in Phuket UR 35 aUUA 4 (Qa1AU - SUDIAU 2565)




fu Satham and Sutamuang [15] finuin gmsadvsnavudessulat Faduyaraiifiniudiungy
videdie shliiuslaminaulindelunsdu uazaenndesiu Odden [16] ind1rin nsnann
Badlom Aeniaidwn nsidautan uassinlfgnénfusstumalalivlastoaud iefuslaalinda
wazindulate asdnsanunsaimudonliiussavsnmunntunarannsafiuseaisldunniy
uazdsaonndoatiu Sawasdinam [14] finuin ssduszneuivledmdvddidnnselinddmanisun
sonnulindalumsderusaanansmndegdiinnsedndlulsemelng addumwszamsing
nanslugategiiudadugeiavia nisasrsmnlilaguslnngalmidniuazdosdeastiiuilnafini
Foshlundnfasiiuatosdionsraaidva warihlugnsdadulatesslulusuen aondoaty
Phua, Jin & Kim [11] #ina1191 guslnagalwifddeyalumsinduladudwauann fuslanazitan
Tundesfiodausoulatili@oiunielindalunsiaduladedud

2. in3asilonsnannAdviatianinaseidunivesfuslnagalmismiagiin 91nnanis
VAdoUALNAIU WU MInanRdvialidninasedumusinagalnifmingiin laedauusdasy
anunsneSueauAuLUITesilInNN Ao Wumneiuslnedmingiia dfeeay 27.2 aenadesriu
Tarnprasert [4] finui nananawuuAdradavisnarenisinaulatevesuslnangugsiantsmdad
didnvseindlumadmiansamnuviuas egrsdideddymisadfiszdiu 05 wazNNANTIToRssd
fanuin Faudsiiddglunisoasiiudunienisinduladevesiuilngalmidoingin Idun
dodsnu Minseavtusn waz Guled mudidu aenndeaiiu Phasikhao [17] lénudn donsaan
wURATe fudedien TnadedeRineaindiinfsiidmarodumensuslnaduduazuinisves
Ussmnnshuussmalneuazaenndestiu Tamprasert [4] finudn dudules duasestiusn way
Fudtofann Tavswarentsiadulatovesfuilaandugsianimndedaidnmseindluntoin
nyunmuuas Juduldiuatesdionsmainnivaty saelfausodearsieuilon WiAansiud
wazihlugdunmensindulatodudooulal \Wulunuwuafaves Pipatseritham [91 findmadn
mMsmainAdvia Wumsinmsransideddvia weluslumduduazuinsaanuildiusuiu
anén useaelnglinagndeg 4 madeddvta deasnistudinudumaduilan fidufusrou
M5 sywinede uasvinsteduduieuints uaziaenndasiunAnves Flom (7] lénamd
dunswesuslan arudiiudivesdnavionsnaud fusdoute seuiste uasvdinistoaudn
visoums Sadudumelulnagelyl iadidumsensadomesudfugnsusuiiddquondunnis
dnaulatidudoaula dafunisiann dedsen msnsoathusnuaziuled sosvhlAnnsadhg
m3us Badugnduiuresdumemesuilaalunsinaulatodudooulatvesilon uarilona
Uszaumnudisslunisueduseslat] denndestu Thippayakraisorn [12] finanain wumaesislon
anunsadaléann nssug msUssdiumadon mnudurey msde ATuRsindnfuaznsuanse

3. analindafidnsnadeidunisuslnagalmidemdagiin anuanisadeuauufigu
wuh avwilhndaiidvsnasedumeuslangalmidamingia Inesulsdassanusnesuienuiuus
vouuUInu fie dumeuilangalnd laSesas 12.3 vitliuldianulindainasadumenis
dnaulatovesislangalmiluimiagiin Weofuslnafimnulindaardmanodunamssadule

(C73 Parichart Journal Thaksin University Bnswavoolnsovjonsnanaddnaua:n 13w
Vol. 35 No. 4 (October - December 2022) dodunoyusnagalkylusordaniia




Fodudmosfuilnadeluluouian aenadaatu Suwanpakdee and Jansri [18] fiwud1 eauiliridla
aiqmaﬁiamiﬁmﬁulﬁaL?TaﬁwLLWGB"ur;hu?%aé'aﬂuaauia*ﬁmaaQU’%IﬂﬂSLu%’Wi’ﬂawm uazfAnnARDINY
Oppaturn [19] finui mmﬁmﬂf\]LLasﬁﬂwmzqﬁﬁaquﬁaﬁmuaaﬂaﬂdqNasiammé?ﬂa%aﬁuﬁw
rdednuoaulay Q’U’%Iﬂﬂiﬁmmﬁﬁmﬁwmml’ﬁ"a’1ﬂaﬂuﬂﬂié\’m%u%%aauﬁwsiﬂuﬁaé’qﬂ:uaauiaf;
wazandasiuiLIAnTas Berry & Parasuraman [6] fildndTrin msadearulindauddusinady
ﬁwa&iamsﬁmﬁﬂa%mmgnﬁw LLasL'f]w?\’a%i’mwaﬁﬁwﬁmﬁmﬁué’uﬁuﬁmwﬁ@‘nﬁwﬁdamﬁm il
Lﬁu’jwmmﬁmﬂﬁqLﬁuﬁaﬁﬂﬁzyﬁm%’uLﬁumqmﬁfﬁmﬁﬂﬂ,ﬁmaa;:JU'%Iﬂﬂﬁ%ﬁﬂﬁlﬁmmiﬁ’mﬁﬂﬁa
audielUluewen Suduadiesasenulindainuatolonisanddvalugsuslon fusdou
1388 seMinete warvdinsTodudn

MnnsAnedenil msthiesesilensmaandviaulilunisieansiudegfusinalildoeig
fiszAnsnmiiy avdpsannsovhlvuslnngelysifnaulindalunistedudrnuosulay feas
ﬁﬂﬂgjLﬁumqmif%’fﬂauh%aﬁialﬂiuamﬂm Tngaziiulain AsATEIMTLIN (SEO) waziuled
(Website) in3asilonsnannadviaivilsigfuslangalmiiaanulings washlugidumsnssingy
Tade oghdlsfimugshefisndudestaniedosilonsnandaviadu 4 Wilussannw tionsian
MHlunsysanmslunsddufanssumanisaansliussaidmneueagsia liinasdu dodenu
nsmaadaiom aavanediinnsedind wazimsadvswavudesoulay laouandiifiudsnmil 2
wiondoiduauusseellil

® WebSite
® Content

® Email

= 5E0 r
n
Influencer L Customer Journey

" Social Media
" SEO

" WebSite

o

MR 2 insesdlianisnanfdviauazanulindaseidunisiuslnng el

JalauaLug

1. manseantiusn Wuedeslossinmmileiifinnudidnsiogsie fazdaeliiesonis
e ey nstidauluAsuduiu (Search Engine) axtelifuslnnanusomsdumgsfianas
foyagudn Tnsmadenlimfitelunsdum Sonnafidumannsatuluusuiu q fazdeal
flomaifeiudesuladldiiend uaznonmnimadidviudiinmslavanuuivled Search
Engine 191 Google ?J'wzﬁﬂﬁﬁﬁimLﬁmmml”i'm“la]LLanﬂiJajL?”mmﬂmséfm%u‘la%a?uﬁﬂaaulaﬂ
soluluauian

The Influence of Digital Marketing Tools and Trust on 215a81sUNSB0 uKIdNgNagnnGou EE]
Digital Age's Customer Journey in Phuket UR 35 aUUA 4 (Qa1AU - SUDIAU 2565)




o A

I s & o v a v ¥ ¢ & A4 A o a
2. L']‘U"LGUW LUuﬂWiLLammmuﬁJa\‘Iﬁdﬂizﬂaum‘iqiﬂ‘\] @QuunUlsUﬁLﬂuLﬂﬁ@ﬁﬂJ@aqﬂﬂJWﬁiﬂﬁ]

A
1%

ooulavundild msaraduledlvifianuindedio Wuilindawasi lugidumansinauladoves
fuslaatiu dulafasdosdideyandonsvanienvasdudiognsdna dnmussneufiasauuas
Taausiu saudsnduialesig 4 fasenunadlaliudngudisne vonand azdosidunounis
Sifofudniivhnadontedudliing avmnuazdaeads Twdnisliuinisaeuaudoyaiinion
TUsN15eg 19T InEIuaTARRAAN

v v a

3. gnssdninavudessulay aslinuddgiugnsdninassulai lavaunsadnge

Viuddslavseliindesnu wavihludnisdndulaidendedudls viseviliiAnnszuanisuense
wsourshinuyaaafisdn lnegnsedninaseulateraduifinnuiarudeimaludmunda s
wiodunitugeu d§Rnmusuauinn

' v
Aa o o

a. manaadadon n1sa¥rseoumuyt (Content) asiiideviifiiaanss anutudis
AuaseassA g ausenuusliugBu Fronreglugtuuuesnsifindifidenlsionowauly
aududu nsgdu diladis Teneumuvidindrimndeauiaula annguidmaneg agvilmAnms
wridayaludangusi q Feanunsnadrinsiuilfesnanni wasillugmaadulateseluluouan

5. annuediédnnsetind fuszneunisaaslinnuddgiuaamnedidnnsedndlunisiun
Watuayudunsnisindulatodudesuslng Tnsannunedidnnseiindasdosansnudsioys
Pasehe 4 Tdeneazdeedui Sureunspuumsdede LLam'umadwé’ﬂgmﬁaaaﬂmi%a%uéﬁ
TunAgnA wazueninifawdosiinistostunasdnuenuiudiuyana aunsafadeaouny eg1ede
waglAsurmaUnauNIOE19TIALST

6. dodnu nmslidedsnundeludeaiiiile o7y Facebook, YouTube, Instagram, TikTok
ua Twitter \udsddnflugaavia Ausznounsthanidlumsdeansludagfusing Tasmsliigusina
fanudesiuAnanulindaunadnsasiviesud ausaiamudeyainaseine  vesndnsiasi
o5 mmiaé’um%’a;ﬂaLLasLﬁ@ﬂ%@ﬁuﬁwﬁﬁmmw‘%aaﬂﬂlﬁ warNARAANI viseuysTeyasa 9

Mhaula wenanifuszneumsagiesdimsdmandeyasensauavsslusiutulu 4 agiae

References

[1] Moneybuffalo. (2020). Who owns the e-commerce market in Thailand. https://www.
moneybuffalo.in.th/business. (In Thai)

[2] Reitzen, J. (2007 May 26). The importance of digital media and digital marketing. http://
dspace.bu.ac.th/bitstream/123456789/2114/1/pattarawadee.rear.pdf.

[3] Huang, Yi-shan (2009). What is Digital Marketing?. http://blog.13h.tw/2009/11/
digital-marketing.html

[4] Tamprasert, P. (2016). The influence of digital marketing toward consumer’s buying
decision viae-commerce in Bangkok. M.B.A., Graduate School, Bangkok University.
(In Thai)

Parichart Journal Thaksin University dnswavovindoodomsaaiaddnauasnoul3o
Vol. 35 No. 4 (October - December 2022) dodunoyusnagalkylusordaniia




[5] Schiffman, L. G., & Kanuk. L. L. (2004). Consumer behavior. (8th ed.). Pearson Education
International.

[6] Berry, L. L., & Parasuraman, A. (1991). Marketing services: Competing through quality. The
Free Press.

[7] Flom, J. (2011 June 7). The Value of Customer Journey Maps: A UX Designer’s Personal
Journey. https://www.iimagineservicedesign.com/wp-content/uploads/2015/07/
Experience-Maps-The-Value-of-Customer-Journey-Maps_-A-U...pdf.

[8] CMGF Secretariat Thailand. (2020). Data analysis report: Household income and expenditure
statistics 14 provinces and southern provinces 2020. Office of the Secretariat of
the Council of Ministers and Provincial Governors, Prince of Songkla University. (In Thai)

[9] Pipatseritham, K. (2017). Digital marketing. http://marketeer.co.th/archieves/603. (In Thai)

[10] Baier. (1986). Trust and antitrust in ethics. http://www.praphansarn.co.th/Forum_new/
comment/6/5105.

[11] Phua, J.,, Jin, S.V., & Kim, J.J. (2017). Gratifications of using Facebook, Twitter, Instagram,
or Snapchatto follow brands: The moderating effect of social comparison, trust,
tie strength, and network homophily on brand identification. Brand engagement,
brand commitment, and membership intention: Telematics and Informatics, 34(1),
412-424.

[12] Thippayakraisorn, S. (2018). Digital age’s customer journey, a new marketing quest.
Panyapiwat Journal, 10(2). 294-302. (In Thai)

[13] Holliman, G., & Rowley, J. (2014). Business to business digital content marketing: Marketer’s
perceptions of best practice. Journal of Research in Interactive Marketing, 8(4),
269-293.

[14] Sawasdinam. K. (2017). Factors affecting trust of E-Marketplace in Thailand. Master of
BusinessAdministration, Graduate School, Silpakorn University. (In Thai)

[15] Satham, N., & Sutamuang, K. (2014). Marketing mix factors, brand loyalty and brand trust
affecting customers satisfaction of travel agency. Journal of Business Research
and Administration (JBRA),2(1), 1-25. (In Thai)

[16] Odden, L. (2012). OPTIMIZE; How to attract and engage more customers by integrating
SEO, socialmedia, and content marketing. John Wiley & Sons.

[17] Phasikhao, P. (2019). The effect of digital marketing media to product and service
consumption way in Thailand. Master of business administration, Business

Administration, RamkhamhaengUniversity. (In Thai)

The Influence of Digital Marketing Tools and Trust on 215a81sUNSB10 uKISNgNagNNGoU
Digital Age’s Customer Journey in Phuket UA 35 auun 4 (@@aAy - SUDAU 2565)




[18] Suwanpakdee, P., & Jansri, W. (2018). The influence of trust, attitude and marketing mix
on purchasing decision of fashion clothes via social media among consumers in
Songkhla Province. Economics and Business Administration Journal Thaksin
University, 10(2). 21-38. (In Thai)

[19] Oppatum, P. (2014). Trust and characteristics of social commerce affecting the purchase
intention via social media. Graduate School, Bangkok University. (In Thai)

[20] National Statistical Office. (2019). The 2019 household survey on the use of information
and communication technology. Ministry of Digital Economy and Society. (In Thai)

[21] Yamane, T. (1973). Statistics: An introductory analysis. (3rd ed). Harper and Row Publication.

[22] Black, K. (2006). Business statistics for contemporary decision marking. (4th ed.). John

wiley & Sons.

Parichart Journal Thaksin University dnswavovindoodomsaaiaddnauasnoul3o
Vol. 35 No. 4 (October - December 2022) dodunoyusnagalkylusordaniia




UNAIUIY

Usyundauandou :

ANSAN®INAITNIS IWAILIANWINTIVIU LAY
Environmental Problems: A Study of Language Using

Strategies from Online Headlines

NENY NURYA" wavag D3Iy’

i Kantichon" and Natha Angsuwiriya'

! AngRaumans uvinivenduasvaiuasuns Ingwamalig @swal 90110
! Faculty of Liberal Arts, Prince of Songkla University, Hat Yai Campus, Songkhla, 90110, Thailand
* Corresponding author: E-mail address: Kritsada020840@gmail.com

(Received: July 4, 2021; Revised: March 3, 2022; Accepted: March 16, 2022)

https://doi.org/10.55164/pactj.v35i4.252788



UNANED

unaraAdeiifesnisfnunatinslinyminideeulat Tngesesideyanwieita
Imeeulatfudunadeuaniznatvdnandiingi 5 uvas fe drinvnlneidiea din
P 1lnesy dndmvssnin drndrnaing uardriingnufivu Weyatmiadu 572 deyadm
wansAnwunaTEmslinTg 4 na3s o namadenldminy uansianissdnsiAyaiuane
vostlmaanadennnannisnsyinvesyedifinudesnsminginsen 4 lunisiss¥in nais
Tasaadrausslon naslassairsuselondesnsliigeuvderfuamsinnnuidnsmileliannis
finsanaaudfuransnududsnedeniiintu nediveTauliiRmans nadsinandesns
e uinanuinntoasemsnsaiuasnanssnuandymitiniu waznaisaudnual Wisliey
viegiuasiinmnuinndnauazaiauuedmiiedfudnuadluudiiuladalussuuiney
guzdieusulan mnnisienesinadsmsliniui 4 33 nuhilaudenndowuazdiiusnon
nongnfvanvguasdgmannadeniiuoriiuannanssiiduinanaudeanisnisugeds
n3nens ieluyudannsadsdnldogsazanauny

AdnAy: naton1slinen wishrmesulat Jymdwnda

Abstract

This research aims to study language using strategies from online headlines by
analyzing news data from online headlines regarding environmental problems from five news
agencies, namely Thai PBS, Thairath, Prachatai, Daily News and Matichon. A total of 572 news
data were obtained from the analysis. The results of the study revealed the following four
key language using strategies. The first strategy was the vocabulary selection strategy which
represented the reproduction of causes of environmental problems as the human actions
that requireed resources to sustain their livings. The second strategy was the sentence structure
strategy which urged mutual awareness of readers or audiences on the occurred environmental
impacts. The third strategy was the pragmatics strategy which could cause readers anxiety
about events and consequences of problems that would arise if humans continued to destroy
the environment. The last strategy was the metaphor strategy. The comparative nature of
the metaphor strategy caused anxiety to readers or audiences and created a new perspective
on animals to make humans feel sympathetic to animals that lived in the same ecosystem
as their world mates. The results of the analysis of the four language using strategies were
found to be consistent with and related to environmental problems. The majority of the
findings focused on the bother or the problem maker as the result of human actions that

needed to compete for resources or strive for comfortable livings.

Keywords: Language Using Strategies, Online Headlines, Environmental Problems
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Abstract

Due to the competition in the market, sweet corn supply chain members are more
aware of supply chain management. Information sharing in the supply chain is an approach
that scholars and practitioners accept in terms of improving supply chain management
efficiency. However, participating in a supply chain that promotes information sharing is still
a challenge. This paper aims to investigate the association between related resources and
information sharing and to evaluate the possibility of information sharing in sweet corn supply
chain. This paper used the resource-advantage theory as the theoretical foundation and
modeling binary logistic regression analysis, consisting of human, relational, and physical
resources. Data was collected through semi-structured interviews with growers, coordinators,
integrators, and factory managers. The results revealed that human resources (e.g., education
level, work experience), relational resources (e.g., membership, trading channel), and physical
resources (e.g., sweet corn variety) have statistical significance with information sharing. This
confirms the resource as a potential source of opportunities to share information. The study
helps supply chain members select a supply chain with better information sharing and

provides guidelines to improve the efficiency of information sharing.
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Introduction

Sweet corn is an economic crop that generates income for Thailand. Sweet corn
was transformed into canned corn products and was mainly exported to Japan, South Korea,
Taiwan, the Philippines, and America. The corn product has worth up to 6,721 million baht
and has an annual growth rate of 12.13%. Sweet corn cultivation has generated income for
56,933 households [1]. Sweet corn is a short-lived crop, and it can be grown all year round.
The corn product can be sold in the fresh market to customers and transported to an
industrial factory.

In latest years, it was discovered that domestic sweet corn factories were competing
for raw materials, resulting in a raw material shortage in production [2]. The shortage affected
the service level because it could not respond thoroughly to the needs of customers.
However, sweet corn production is beyond the production capacity of the factory in some
periods. A surplus of fresh sweet corn cannot enter the production process in time, contributing
to deterioration. The damage caused a waste of resources. However, these problems also
reflect inefficient supply chain management.

Supply chain management is the systematic strategic coordination in business
operations within an organization and between organizations to improve long-term supply
chain efficiency [3]. Efficient management contributes to the flow of services, information,
production, financial resources, demand, and forecast. Also, it delivers the highest value and
increases satisfaction to customers. Information sharing is one of the ways that scholars and
practitioners recognize its benefits since its high potential for improving work procedures.
Moreover, generating the supply chain integration is crucial [4]. It acquires to raise service
level to appropriate with the requirements and promote the collaboration of supply chain
members [5]. In addition, it decreases the bullwhip effect, which is the main problem of
long-term supply chain management [6].

Today, even though information and communication technology can support
information sharing and facilitate accessing information sources more efficiently than in the
past. Nevertheless, the existing supply chain cannot be observed or identified how much
information can be shared. If those supply chain members share information inappropriately
or do not contribute information or attempt to hide information, this results in problems in

supply chain management and impacts inappropriate production volume.

Objectives
This paper aims to investigate the association between related resources and

information sharing and to evaluate the odds of information sharing.
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Literature Review
Sweet corn supply chain

Sweet corn is a short-lived crop and a specific type of perishable product, fresh
produce. The difficulty for fresh produce management is that product value degrades
dramatically over time in the supply chain at temperature and humidity-dependent rates
[7]. Most of them are sold to industrial factories for transforming into different products. The
sweet corn supply chain is related to members at various levels. It connects to the agricultural
and industrial sectors, which increase the value of raw materials. The supply chain is defined
as a network of agencies, which are organizations or groups of more than three people who
directly relate to upstream and downstream of the business, with the flow of raw materials,
products, services, finance, and information from the source to end-customers. Also, the
supply chain is from upstream to downstream to generate the value as products or services;
then, delivery them to consumers [3; 8]. The sweet corn supply chain is an agri-food supply
chain concept used to describe the actions from production to distribution that deliver
agricultural or horticultural products from the farm to the table. Sweet corn supply chain
actors consist of of seed producers, growers, agriculture institutes, integrators, processors,
wholesalers, retailers, and consumers. One of the main actors in the chain is growers who
encounter limits in business skills, aspirations, and thinking systems, especially those with
low social and financial conditions [9]. The sweet corn business system is divided into three
sections: 1) Upstream refers to both input and output activities; 2) Midstream refers to
marketing or product procurement activities, as well as processing activity; 3) Downstream
refers to sales, product distribution, and export activity [10].
Information sharing in supply chain

Members of the supply chain are frequently dispersed, resulting in information that
is highly fragmented. Thus, there is necessary to improve management and information
sharing facilitation among the members with a complex supply chain and high coordination
cost [11]. The improvements are considered a challenge in terms of cooperation among
supply chain members. According to Lotfi et al. (2013), information sharing was both a guideline
for an organization’s survival and a driver of supply chain integration. Information sharing in
the supply chain is data sharing, information, and knowledge among supply chain members.
The types of information that are often shared among supply chain members, for example,
forecasts, demand, production planning, production capacity, and inventory level. Coordination
of information sharing is essential in order to support crucial business decisions that may
influence pricing, quality, cost, availability, lead time, and profit-sharing. Information flow is

in both directions, from the upstream chain members to the downstream chain consumers
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or vice versa [12]. Therefore, information sharing is an integral part of supply chain management.
It is the potential to decrease information asymmetry among supply chain members.
Furthermore, essential information concealment is a challenge for detecting opportunistic
behavior of those behaved members. Therefore, information sharing allows reducing potential
opportunistic behaviors [13]. It can also allow members to work together to reduce supply
chain inefficiencies because it directly affects the relationships between supply chain members
[14]. This enhances the supply chain’s overall benefits in terms of constructing competitive
advantages and establishing good relationships among members [15].
Theory and hypotheses

Competition theories which focus mostly on company-level analysis explain and
forecast performance inside the company. In contrast, R-A theory intrinsically considers factors
beyond the firm. In supply chain management, the supply chain is seen as a unified entity
rather than relegating fragmented responsibility for distinct portions of supply chain [16]. The
ides of a resource advantage requires comparing the entity’s resources to those of other
entities, which necessitates finding comparative advantages outside of the organization.
Hunt and Davis [17] clearly showed how several R-A theory premises make it more suited as
a theoretical lens for supply chain management research than the resource-based view. It
assumes that consumers’ and organizations’ information is imperfect and expensive, and
characteristics of the resources are diverse and imperfectly transferable. In addition, Griffith
and Yalcinkaya [18] refer to the resource-advantage theory’s focus on resources and their
utilization can provide insights at the firm/inter-firm level and the individual level. Therefore,
the creation of a competitive advantage is applied to resources and capabilities beyond a
firm. The rationale is that resources are available across firms [19]. R-A theory is a general
competition theory describing the competitive process. Each organization in the marketplace
should have at least some unique resource that can provide a comparative advantage in
resources, leading to a competitive advantage position. These resources should have the
potential to be a source of competitive advantage in the long term. According to R-A theory,
resources are the tangible and intangible things that are available to the organization that
efficiently and/or effectively produce a market offering. These resources can be categorized
as finance, human, organization, physical, relational, informational, and legal resources (Hunt
& Davis, 2008). Information sharing can be identified as a relational resource; according to
Priem and Swink [20] stated that creating effective communication, shared understandings,
and shared collaborative values across the supply chain are the enhancement of relational
and collaborative competencies. Strong relationships and better information sharing are hard

to replicate. Inimitability results from the arrangement of relationships promoting the ideation
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and exploitation of resources from supply chain collaboration [21]. The resource supports
the organization’s ability to generate a market offer efficiently and effectively. This ability,
in particular, is seen as a higher order of socially complicated fundamental resource
combinations. [22].

This study employs the R-A theory lens in terms of resources required for information
sharing. The resources configurations which create a significant and unique contribution to
competitive advantage are based on three lower-order resources; human, relational, and
physical resources. Human resources: gender, age, education level, and work experience are
the fundamental variables that reflect not just skills, knowledge, and comprehension of the
tasks being performed but also the probability of a behavior occurring. Relational resources:
memberships, contracts, and trading channels are collaborative operations involving two or
more individuals/firms. Physical resource: sweet corn varieties, they are referred to sweet
corn seeds, which are a key material in production.

Human resources

Initiatives to better understand information sharing behavior begin with supply chain
participants, who are the drivers of supply chain management activities. Therefore, it is
necessary to identify the resources that drive behavior or decision-making. Several studies
have shown that gender, age, education level, and work experience are linked to information
sharing [23-29]. They also indicate the effectiveness of interpersonal communication in working
together. [30]

H1, H2, H3, and H4 are gender, age, education level, and work experience, respectively.
They influence opportunities to share information.

Relational resources

According to the findings of Galappaththi et al. [31] on information sharing networks,
membership is a mechanism for members to network, access, and exchange information
with one another. Furthermore, effective information sharing is critical to the socioeconomic
well-being and social-ecological sustainability of the community. Jraisat et al. [32], on the
other hand, found that member networks triggered information exchange in supply chains.
As a result, network participants are expected to be more likely to share information within
the network and exchange information with the rest of the supply chain.

H5: Membership influences opportunities to share information.

In a competitive situation among supply chains, supply chain partners need to have
appropriate incentives and information to collaborate in response to competition generated
by competing for supply chains. According to the findings of Ha and Tong [33], they showed

that contracts of generating information sharing is essential as a value driver of information
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sharing and the ability to share information in order to gain a competitive advantage under
competition between supply chains. Furthermore, contracts are also used to promote
coordination and encourage information sharing in case of information asymmetry [34].

Hé: Contract influences opportunities to share information.

Sweet corn is traded between growers and processors via two main channels: direct
processors and integrators. According to transaction cost theory, opportunistic behavior is
referred to self-benefit behavior [35]. For instance, if there is an information imbalance,
integrators inhibit information sharing in order to speculate on their exploits. When other
supply chain members detect opportunistic behavior, it significantly impacts the relationship.
The empirical evidence from a study by Ju et al. [36] found that the aggregator’s opportunistic
behavior hinders information sharing in a competitive environment. As a result, integration
capacity and supply chain agility have suffered. This has an impact on the supply chain’s
overall performance.

H7: Trading channels influence opportunities to share information.

Physical resource

Supply chain members are well aware of the selection of sweet corn varieties.
However, before trading or producing sweet corn, it is crucial to exchange the knowledge
related to the variety in order to choose the one that best fits their needs, not only in terms
of cultivation but also of sweet corn characteristics. A study by Shikuku [27] found empirical
evidence of a link between the adoption of maize varieties and information sharing since
supply chain members lack the knowledge to deal with the drought and rapidly changing
climates. As a consequence, yields are reduced, or diseases and pests cause harm. Also, the
physical and quality properties of sweet corn did not meet the processor’s standards.

H8: Sweet corn varieties influence opportunities to share information.
Conceptual model

This research can separate independent variables into three resources. The first
resources are human resources relating to gender, age, education level, and work experience.
The second resources are the relational resources included membership, contract, and trading
channel. The third resource is a physical resource which is sweet corn variety. The dependent

variable was information sharing. This conceptual research model is illustrated in Figure 1.
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Hd: Work experience
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Relational >
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H7: Trading channel

Physical

H8: Sweet corn variety

Figure 1 Conceptual model

Methodology
Population and sample

Chiang Mai Province was chosen as the location for this investigation because the
province contains the country’s largest cultivated area and highest number of growers, with
33,724 rai and 5,812 households, respectively [1]. The population consisted of sweet corn
supply chain members, including growers, coordinators, integrators, and processors, located
in Chiang Mai. These are some parts of sweet corn supply chains for determining sample size
in binary logistic regression analysis. According to the recommendation of Long and Freese
[37], the sample size should not be less than 100 samples or less than 10 times of variables’
numbers. Stoltzfus [38] suggested that the smallest sample size was in a range of 10-20 times
of the variables. The issue has not been definitively settled. However, there were 9 variables
in this study, leading to sample size determination in the total number of 300 samples. In
the process of multi-stage sampling, step 1 was purposive sampling from 7 districts. The
individual district had grown more than 1,000 rai, including Mae Chaem, Chiang Dao, Mae
Taeng, Fang, San Sai, Hod, and Mae Wang. Step 2: Snowball sampling was used to choose
sweet corn growers, coordinators, integrators, and factory managers.
Instruments

It applied a semi-structured interview that included both open-ended questions and

close-ended questions. They were divided into 2 parts. The first part was general information:
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gender, age, education level, and work experience. The second part was related to resources:
membership, contract, trading channel, sweet corn variety, and information sharing. The
independent variables were defined as dichotomous variables: gender, age, education level,
work experience, membership, contract, trading channel, and sweet corn variety. The dependent
variable was information sharing, indicating 0 = no information sharing and 1 = information
sharing. The data were collected from growers, coordinators, and factory managers who
completed an interview.
Data analysis

It applied descriptive statistics (i.e., frequency, percentage) to describe data
characteristics. Then, the association between dependent variables and information sharing
was tested with Chi-square (X2). The results of analyzing each association, if any of the variables
were statistically relevant to information sharing (p<0.05), were included in the binary logistic
regression model, which analyzed a nonlinear relationship between independent and
dependent variables with 2 values to predict how do events or opportunities share information.
The reason for opting in to the logistic model since it is more popular than probit models is
that coefficients can be interpreted more easily in terms of odds ratios. The odd ratio or OR
is used to describe the opportunity that will happen. The criteria for analysis were illustrated
in the following: 1) Independent variables should not have multicollinearity, the correlation
coefficient was not more than 0.70 [39]; 2) The suitability of the coefficients in the equation,
the omnibus test had statistically significant (p<0.05) [40]; 3) The goodness of fit of the model,

the Hosmer-Lemeshow test should not have statistical significance (p>0.05) [41].

Results

Data characteristics of questionnaire respondents were mainly male participants
(82.7%), their age was 55 years old or younger (66.3%), primary education or lower (73.3%),
10 years of work experience or lower (63.0%), membership (60.0%), and using contracts
(69.7%), trading through integrators (77.3%), and selecting sweet corn variety of Hybrid 59 to
produce (56.0%). The test results of the association between the independent variables and
information sharing were statistically significant (p<0.05). The test results were age (p = 0.033),
education level (p = 0.033), work experience (p<0.001), membership (p = 0.036), trading
channel (p=0.008) and sweet corn variety (p<0.001), while gender (p=0.986) and contract
(p=0.181) were not significant (p>0.05). The detail is described in Table 1.
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Table 1 Descriptive statistics and the test results of association

Information sharing

Variables No Yes Total X2 p
n % n % n %

Gender <0.001 0.986
Female 16 308 36 69.2 52 173
Male 76 306 172 694 248 827

Age 4.523 0.033
<55 yr 53 266 146 734 199 66.3
>56 yr 39  38.6 62 614 101 337

Education level 4.550 0.033
<Primary 75 34.1 145 659 220 733
>Secondary 17 213 63 78.8 80 26.7

Work experience 19.345  <0.001
<10 yr 41 217 148 783 189 63.0
>11 yr 51 459 60 54.1 111 37.0

Membership 4.392 0.036
No 45 375 75 625 120 400
Yes 47 26.1 133 739 180 60.0

Contract 1.786 0.181
No 23 253 68 747 91 30.3
Yes 69 330 140 67.0 209 69.7

Trading channel 7.010 0.008
Other 12 176 56 824 68 227
Integrator 80 345 152 655 232 7713

Sweet corn variety 32.368 <0.001
Other 63 477 69 523 132 440
Hybrid 59 29 173 139 827 168 56.0

According to the results of the analysis previously mentioned in criteria, there are
three results which are: 1) the correlation coefficient between the independent variables
were in the range of 0.015-0.335 (<0.70), as illustrated in Table 2; 2) the coefficients’ suitability
in the equation from the omnibus test was p<0.001 (p<0.05); 3) the goodness of fit of the
model from the Hosmer-Lemeshow test was p=0.059 (p>0.05). Therefore, it summarized that
this model was suitable for binary logistic regression analysis. Furthermore, the overall correct

prediction rate was 77.3%.

i7/:N Parichart Journal Thaksin University Resources Facilitating Information Sharing in
Vol 35 No. 4 (October - December 2022) Sweet Corn Supply Chain, Chiang Mai




Table 2. The result of analyzing correlations between independent variables

Variables 1 2 3 4 5
1 Age
2 Education level -0.190
3 Work experience -0.170 0.197
4 Membership 0.063 -0.062 -0.076
5 Trading channel -0.170 0.128 0.096 -0.263
6 Sweet corn variety -0.335 0.003 0.155 0.016 -0.015

Note: This table reports Spearman’s correlation coefficients.

As shown in Table 3, the results of binary logistic regression analysis revealed that
only age was not significant (OR=1.001, 95% CI=0.538-1.862, p=0.997). The remaining variables
can be divided into two groups. Firstly, resources contributed to the higher odds of information
sharing; therefore, the sweet corn variety of Hybrid 59 had the highest value of OR. Hybrid
59 was selected for comparison with other varieties. It likely had 4.412 times greater odds
of information sharing (OR=4.412, 95% C|=2.412-8.070, p<0.001). Those with 10 years of work
experience or less were 4.608 times more likely to share information than those with more
than 10 years of work experience (OR=3.006, 95% Cl=1.688-5.352, p <0.001). Those with a
secondary school or higher level of education were 1.193 times more likely to share information
than those with a primary school or lower level of education (OR=1.193, 95% Cl=0.975-3.840,
p=0.059). Members were 1.460 times more likely than non-members to share information
(OR=1.640, 95% (C1=0.929-2.893, p=0.088). Secondly, resources contributed to a reduction
in the odds of information sharing. Trading through the integrator channel had the lowest
OR value. Trading through integrator channel against other channels. The odds of information
sharing were reduced by 69.5% (OR=0.305, 95% CI=0.139-0.670, p=0.003).

Table 3 Result of analyzing binary logistic regression

Variables B OR 95%C] p
Lower Upper

Age

<55 yr (ref)

>56 yr 0.001 1.001 0.538 1.862 0.997
Education level

<Primary (ref.)

>Secondary 0.660 1.935 0.975 3.840 0.059
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Table 3 Result of analyzing binary logistic regression (continued)

95%ClI
Variables B OR p
Lower Upper

Work experience

<10 yr 1.101 3.006 1.668 5.352 <0.001

>11yr (ref)
Membership

No (ref)

Yes 0.495 1.640 1.640 0.929 0.088
Trading channel

Other (ref)

Integrator -1.186 0.305 0.139 0.670 0.003
Sweet corn variety

Other (ref.)

Hybrid 59 1.484 4.412 2.412 8.070 <0.001
Discussion

The study of the relationship between the independent variables and information
sharing in the sweet corn supply chain revealed that education level is a reasonably predictable
human resource. Except for age, overall supply chain members, who are younger (<55 years),
are somewhat more likely to share information, but not significantly. This is consistent with
the study of Xu et al. [29].This might be because of the capacity to acquire information of
supply chain members at various ages. There is no distinction.

According to studies, better-educated supply chain members are more likely to
share information. This is in line with the findings of Mao et al. [42], and it also suggests that
they are more willing to share information. Supply chain members with a higher level of
education may better understand information sharing and they are more likely to be proficient
in acquiring information and knowledge [43]. However, the study of Maguire-Rajpaul et al.
[44] demonstrated that more educated members could understand information and apply
knowledge to solve problems solving. As competent individuals, they are frequently
questioned and they advise other members [29].

Supply chain members with less experience have more opportunities to share
information. Their work experience reflects in their knowledge and ability to deal with
problems. Knowledge sharing activities have primarily been conducted in work-related

contexts, while information sharing has also been implemented in non-work contexts [45].
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Therefore, they constantly attempt to seek new knowledge and exchange useful information
to work and fill a need to connect with other supply chain members [46]. On the contrary,
Nonogaki et al. [25] stated that those who have more experience might know how to solve
problems and share information in order to give advice or assistance to others, particularly
in the practice of sharing information [23].

Membership had more opportunities to share information because belonging to
either group involved in a supply chain facilitates the information exchange within the group.
Additionally, their information exchange relied on the expected social motivations
characterized by obligatory reciprocity [24]. Social exchange theory refers to the individual
voluntary actions that are motivated by returns. They expected to receive rewards, and they
usually come from other people in the relationship between groups or individuals [47].
According to the study of Galappaththi et al. [31], membership provided supply chain members
with a mechanism for networking and accessing information. Following Van de Brake et al.
[48] found that if there were a member of more than one group at the same time, it would
increase information sharing. It was an expanding social network for learning and distributing
useful information [49].

Trading through integrators is less likely to share information. It can say that in a
competitive environment, integrators attempt to maintain the advantages. However, they
are aware risks of losing a competitive advantage and bargaining power through sharing
information [50]. Besides, integrators may hedge their risks by avoiding sharing information
to control and maintain a competitive position, rather than measuring implementation to
collaborate with other supply chain members [51]. According to Rachapila and Jansirisak [2],
farmers who cultivated sweet corn using the integrator system had an insufficient relationship
in information sharing, collaboration planning, trust, and commitment.

Supply chain members who choose to produce or grow from the sweet corn variety
of Hybrid 59 have more opportunities to share information. It is a popular type for growing
and trading in a large volume. According to its outstanding reputation, sweet corn growers
prefer it because of its high yield, disease resistance, and simplicity of nutrition. In addition,
it is also preferable for buyers to provide the appropriate size-by-weight, attractive color,
and pleasant flavor. These characteristics are regarded as indicators of general trust in the
sweet corn variety; therefore, reputation boosts trust [52]. According to the study of Mirkovski
etal. [53] and Wang et al. [13] showed that trust has a positive impact on information sharing.

Moreover, it also represents the dissemination of information.
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Conclusion

The study applied the R-A theory lens to information sharing in the sweet corn
supply chain to examine the association between the resources (e.g., human, relational, and
physical) and information sharing. Furthermore, they were also evaluated for the odds of
information sharing decisions by emphasizing the types of information shared across supply
chain members, namely forecasts, demand, production planning, and production capacity.
The findings confirm that the resources as lower-order resources promote information sharing
opportunities as higher-order resources, which implies that information sharing competence
of a supply chain can be derived from lower-order resources. In particular, from human
resources: work experience and education level are vital drivers of information sharing
behaviors among supply chain members, as expressed by a positive effect on information
sharing. From the perspective of relational resources, trading through integrators is interesting
because it negatively affects information sharing. This is not surprising since integrators are
very competitive with one another and gain an advantage by concealing information. Contrary
to membership which promotes sharing of information because membership is motivated
by mutual benefit expectations and the expansion of social networks. Physical resource:
sweet corn variety with trust is derived from appropriate characteristics of sweet corn and
meets growers’ and buyers’ needs, leading to the dissemination of information through
word-of-mouth communication. The study suggests that selecting a supply chain facilitates
information sharing. Supply chain members can use certain supply chain resources as a
criterion for deciding to become a member of the supply chain, namely, the sweet corn
variety being used for growing or production should be favored. There is a grouping of each
player (e.g., cooperatives, alliances). Trading channels should be in direct trading form between
processors and growers. In addition, information sharing on human resources could be made
more effective and improved by promoting learning and facilitating communication through
information technology in order to improve it to be more effective.
Limitations and future research

The limitations of the study are threefold areas. Firstly, questionnaire respondents
were limited to only Chiang Mai, Thailand, which may affect analysis and comparison.
Therefore, the study at the regional or national level was more suitable. Secondly, the sweet
corn supply chain consists of diverse upstream and downstream members. This study only
focused on some members of the supply chain; however, studying the whole supply chain
can provide better information across the entire supply chain. Finally, supply chain information
sharing consists of vertical and horizontal information separation. For this reason, horizontal
information sharing should be undertaken in the further study because it will increase a

better understanding of information sharing in the supply chain.
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Abstract

The objectives of this study were to 1) investigate the personal data and tourist
behavior of Thai generation Y independent travelers in East Asia, and 2) examine the effect
of destination image on revisiting intention to East Asia of Thai generation Y independent
travelers. The data from 300 respondents was obtained by using the sample with the
questionnaire as the research tool. Frequency and percentage were used to analyze the
data. The exploratory factor analysis (EFA) was the statistics utilized to verify the hypothesis.
The data was then analyzed using stepwise multiple regression analysis which was inferential
statistics. The research results regarding the effects of destination image on revisiting intention
to East Asia of Thai generation Y independent travelers revealed that there were three factors
that affected the intention to revisit in East Asia with the statistically significance at the 0.05

levels: 1) the social and cultural image 2) a reputation image, and 3) a relaxing image.

Keywords: Destination image, Revisit, East Asia, Independent travelers, Generation Y

Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




unin

9AEMNIIUNNTVIDATEI (Tourism Industry) iunildlugmanunssuiifiauddeysionis
Fuindousugiavestssmarilan msiiulavesenanvnssunsvieaileiausadmanensiiule
voursugiallufieniaudediu annsdneves World Travel & Tourism Council (WTTC) wun
1ud 2562 megpamnssIMsvionfiealuszdulan (Global Tourism) fmadulnisdusosas 3.5
Fedwmaliasvgalanimulaiutu fovay 2.5 [1] ogrslsfinin naniunisaimsunsszunves
Tsrlein-19 fi3uiintu i ifiosgdu Ussedu Waiitousurau Tl 2562 Idmalimagnamnsss
maviesfieahlanlsiunansenuidiuegnenn [2] Inslamgmevieaiodseinedszme (interational
Travel) Miinnsvgarein Suidoananmsivansyszmailanysznmnasnisienaniiduas
wmsmsAuTusng 9 Wedesiunsuniszuinvedlsaladn-19 [3]

Tud 2562 Franeunsunsszuinvedlsaledn-19 Srututnvieafisrvnidiswiduidi
(International tourist arrivals) fnaivladistusosas 5 Tnegfinafiisnmnsdulavesduam
tvieaiisrvnmsdvidunniigade glinaede-uldin wulndnduiesas 7 [0 dmiums
Fumaiondirludsinssmmavesinreaiivnnilne nuh SSammaivlnfuiuiosay 4.82
wazvnnfiansanduuinvisfisvnlneiiumnsenusnussmaenaugiiniaznuin gilana
widenz usenifugiinaidduuinveaiivrylneidumsenuenyseimeagsiian [5] Usvine
wmngUmemsitdnvieafisvninedeuiunsisaiisnnniian fe nudsumalugiiniaeide
pwTusen Sutsznauluse Yssmadiu inwals léwu Fu sesnsuazaniin [6] uenand anwams
Anwwesguiitenansdilswuin dnvieailnwnlnefidunmwisafiedlunguussmelugiiniaeide
nFusensinasiunmwisaienluguuuudast (independent Traveler) snnninnsvieailenuuumnasy
Fdumslisnsanussminiies [7] wednssumsvieaiisawuudasyilesuamuiananntuil ol
\Annguiinvioafieauuudase (independent Traveler) Tagtinvieaiflsanguiaiueisdung (Gen )
Fnndunguiitiwginssulunisviesfisanuudaszannniinisvieniisauuumnane (8]

thgtuiveaiisnguaestunedunidunguiidvnaetnannregaamnssmsviesiie:
tnvieafivanduilBunguilliruddyfumaveniiondudusiuiu 1 warlsuoenlUfumewisudie
wnLaLLelsTUdY 4 [9] anﬂiiumsvimL‘ﬁmﬁuaaﬂnviamﬁmmjuﬁé’fﬂﬁmmLmnsmmﬂﬁﬂviamﬁm
nauluistureu o Tl Inednvieailanguaiueistuneinazuesnnsvieaiisrguuuulms
flUszaumsaiiuansannnirinvieadieanguiaiueisdunou  [10] {]aﬁgﬂ’uﬁﬂviauﬁmﬂajmﬁﬁwé’a

gnaneifunguidimnendnvesgramnssumsvieaiien :1nnsAnIves YouGov U3EvAdenan
Tulsemassnge wuh Ysinuamudesnmaviendistlusedulan (Travel Demand) Tudn 12 ieudhanih
dnluajunannguinviesfioaaeisiuneidundn lnsunnnieimisessznnsaiuestune
Muunuftagvioniirludn 12 Weudrenin wardadufingedu madunsidumses el
AnsUsuine [11]

awdnwainisviesiien (Destination Image) \utladenilsifdviwadongnssumavieadion
yestinvioudion Tnslawzmsinduladenanuiivieadion [12] wodnssumsvieaiisrazaseungy

The Effects of Destination Image on Revisiting Intention to East Asia of 215a1sUNS¥I0 UKIONENaUNNGU
Thai Generation Y Independent Travelers UA 35 auuA 4 (@aAy - SUDIAU 2565)




fansguiunseng 4 suldud madengauatenng ﬂmﬁa’mmqmﬂmww nsUssiiugamneUaenig
LLasmmG’?ﬂaL%&wqﬁﬂiiﬂumiﬂé’umLﬁmﬂ?ﬂuamm [13] mdnwainsvieadien fe nasiuaes
puUsEiUlae euidie Anudn Aaunands LLasmmiﬁﬂmmﬁﬂﬁmLﬁmﬁﬁﬁial,méwiaaLﬁm [14]
Immi%’uimwé’ﬂmimwiamﬁsnmaumn&mﬁuvl,ﬂmmL%asma TUsIIU [15] S’JQJﬁ’jﬂ‘ﬁ’NEﬂQM‘%L‘\]LNQLﬁJu
yoainvioadien [16] FsnmdnwaimsvieadivudutiadeiisvinadennudSalumsiannisvieadien
veusazUseme nsAnwtasudunindnealnsviesiienfidmanenudslondunniiensiesdl
auddyenanniemsfanusuNagEMsRaALiiegnavnsTIviaaiun [13] nmdnwalnisvieaiie
ﬁﬁa@ﬂh%ﬁﬂﬁﬁﬂﬁmLﬁa’slﬁmmmﬁawdﬁ]LLam’m%aé’méﬁiaamuﬁﬁ"’u q [17] uenanninwanwal
nMsveuiieaduanddmaienudsandunniieagilusuiasvesinvioadien (18]

ﬁﬁﬁuﬂ%ﬁ@%ﬁﬁuﬁﬁmﬂ”m”lwﬁﬂ‘wﬂjmiﬁENLﬁE’n‘ﬁ'ﬁ'ﬁNaﬁi@ﬂiﬂmﬁgﬂiﬁ]ﬂéjﬂu’nﬁm%ﬂmaL‘?I‘EJ
ngIusenvatinvieafiauuudaszanlvemiueistune lnefisuliinsdnwannguinvionden
wudaszamivenuestuneiivefunsieadioluedons Susen dWefnwdanmdnveimsvieaiien
famaroanuidlanduinifieasiluedons fusen vall naasulldnnmsideanansoiluduums
Tumsusudssuasiimunnmdnuaimsvieafioafusing 4 Waenndesiumnudniivuesinvioaie
fiflrenmdnvaimsvendien Suszdwmaliinveadioniannulssrivlauasdesnisiiumenduan
vieufisranluounan

QUsEAIAYaINITITY

1. ilefnudoyadiuyarauaznginssunsvieniisrluedeny fusenvesinvioadisauuy
daszrinelauestue

2. lilefnwdninavesnmdnvainsvieniieafidmwarennuddenduuniiesluede
ey fusenvesinveadisanuudasziineniueisdune

AMINUNIUITIUNIIA

wwrAaNsviBafisanuUdasTuaznvio s fisawuudase

mMsviesiieawuudasy (Independent Travel (IT)) %38 (Free Independent Travel (FIT))
Ao maveadisniivnvesdiersssadulaludefiisrdestunsiiumasiendisadionues [19]
Alastair M. Morrison [20] nam31 nsvieadieawuu FIT 8§ 2 enumiang enamineusn fie nsvieadien
fiviondieniumilasd iy uavanumneiiaes fo mavenenilnesmdodundgy udlilaly
U3nsusinifieniiimssiendieafiviueu usenvesdinisldiuinisuegisnuseniniien

nviesfieawuudasy (Independent Traveler we Free/Fully Independent Traveler)
e Wnreadieafinausunisveadieadeawes [21] Tne Alastair M. Morrison [20] leSune
i dnvisaieanguieaniumdasdiioodundguild wazaglaliusmauiening uiorld
Fvndeyannidulesising 4 uagnilsdotiuien

Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




wuRangAnsIIRUIInALazNITIRTIEINgAnTIRLUSInA

Philip Kotler [22] namin msiasgvinginssusunisuilan Wumsduaivieddoiendu
msteuaznslivesiuslon lngliseurslumslinmeiognamnyan Aanuilfiedummeinsa
HuslnAfe 6Ws uay 1H Fauszneulusae Who? What? Why? Whom? When? Where? wag How?
Wiorwmameu 7 Usznis wie 70s BeUsznaulusne Occupants Objects Objectives Oreanizations
Occasions Outlets Way Operations

waRnssumsviesfirvesinviesiieamiuasduane

tinvieaflsaiueisdunne (Generation Y tourists) vi3e dnvieafisniaiauiiea (Millennial
tourists) e nguiinvieefiAnlurael w.a. 2524 - 2538 Fadunguilivlaniudumesidnuas
nsiteudefiafuiilan Snvusiduvesinrieniinguilieiduauauin seudhdeu Wasudenis
Wasuuvas Tarmmenidludateaardugs (23] fanuduasiumalladl o wazliauddy
Usgaunsal [10] 21nn3AnwIved lva et al. [24] wuin dnviesiisnaieisduneinazidunetu
wiew wazfimufureulunsulsiuszaumsalsswiumsveadisauudedseuooulal uenani
NnAsANEIweNTln daRwauLY [8] Stnut thveadisaesdunednazinginssalunis
FansnaunuMaAUNIsiauLes Yaunieuiisrivainvats lneddedinueeuladidudens
SvisnadensimAulaiiumaieiien wWudedunis@nuwes Jenni Maria Raunio [25] finuin
Sumediiln dednuooularl wazufoninefiiuundsteyalunmsifumeaiouiisvesinviesilen
WLlBLITUNY

wuAaRefUNWaNYainsiauiien

nwmdneainisviewdien (Destination Image) Wi NTzUIUAITNIAILAN AUAN

£

mde wageuusyiivlafiinnsarauanamsiasUssaumsaithdaeiy awhliAnnisius
ndsiiunngiulila [26] uasnmdnuaimaveafivufnnnuszaumsaimsvieniieesinviesdie
fialaenss warldsudnndmusnidvesau nudinsuinndelavanussrduiusuesosdnsns
vioufien [27] uaﬂmﬂﬁgﬂWU’hﬂWW5ﬂ‘13§1§ﬂﬁ‘1/i€]ﬁL‘I7‘I|EnLﬁﬂmﬂﬂ’ﬁﬁSaM‘UENﬂ”Ii%’UiLéaﬂiTJGiN q i
Aeafuanuivieadiendu wiwnnmssuidedmilddaudetuddifegdunmiufanddountas
witns¥uslmiaenndesiuniniiy snfumsmondvilfdiunmiusudniu (28]

mwé’ﬂmimivianl,ﬁm (Destination Image) w188 Naﬂmmmmﬁa AMUAR LAY
mmﬁﬁnmamuﬁﬁamuﬁﬁmL‘1'71'EJ'J [14] AmdnuainsvieaiiennsuiuiAeulumuyszaunisaives
tivieaiiies [29]

Awdnvalvosuvasioniien wmam aamqummﬂimﬂlﬁmmamu‘wmamﬁmmmﬂu
aouiliu 9 [30] nMndnualveuamenlen et mwiui%awmauummﬂuamu‘w s
Tnssadsfiugusunsviesdienluaufnadnunsmefausssusssumiuardany Tadunminwal
fiAnvnmssuianuitnvieadinldluidounseussifiuanmnndouvesunawionden WWudu [31]

Hadedunmdnualfidnasenisvenfieraunsaswuneenidu 8 du [32] léun
suvszaunisel fudsagels Musiemuazanmunden Munsiinkeutazteuaaty fue
ihiuulay gy sunnsBeus sudiny uazsudeides

The Effects of Destination Image on Revisiting Intention to East Asia of 215a1sUNS¥0 UKIONENagNNGU REY
Thai Generation Y Independent Travelers UA 35 auuA 4 (@aAy - SUDIAU 2565)




LLuQﬁﬂLLaWIi]‘l&}ﬁL%iaﬂﬂﬂiﬂﬁuu%ﬁﬂ'?%ﬁ

Chen and Tsai [13] nani1 thviesdisnasinisdenaauiieadisanswdususuusn
winiuidneiisrgrinsUssiivaniuiivendisnduludisssuitnsviendien wazgAYINY
thrieuitenasldmuadiuieaiumsveadiedlugnuiitu Swnudndiuiiiesfunmsveadien
Judhuiiddetiann dewnaruAnduitinansenulnenssietiveudiendiiifnenniiosey
TUrteaiindaanuiiiuluewian (The future potential visitors) dnvieadienfifidneninlueunan
szvhmsiaduladnasuvesiiendaanuiituviell venaniinrudadiumendsnsveaiteadd
wansynusetinvieaidtlagu (Current Visitors) fagvmsdnaulrinnenduiviondisadanade
VERIRY gﬂﬁmmﬁmLﬁuiut.%amﬂﬁmmL‘i‘]ulﬂlm”qaﬁ%ﬂé’wmviaaLﬁmé’aamuﬁtﬁm

Bigne et al. [33] a1 nsndusndiesdiuininrnudedndredauiivieadieaanema
Fslf3unansenuananudnunzing quesanuivieuiiivaenis

Kneesel et al. [34] naienufianelauazamdnuwaldsuniitnvesiiedldsuannis
vioufieafusslonifidrdey 2 &1 Awsnfe dnvieadieafifidhaniwluewian (The future potential
visitors) agldnmanualieuinduwnadoyadned Faneinaronsindulalunisdenaniuiivieadin
Uanemafisesnsluvieadien dsiaesie thveudiesiifinnufionelegnaunnlusswinensviendien
srflunltuieznduldviondiendreauivieniieniudnads nieufuiiteusiumaiiunndu uasdu
Fasuushanuiviendieshiliaudu 9 lnsu

amdnwaimsisafisatuanusslanduaidieasn

MmO ITeTiiedes wuh amdnwalnsvieadieafiruduiugiunnudslandu
mn,ﬁmsz}"jwasmﬁﬁséﬂﬁm INNANTANYIT8Y Song et al. [35] wuih nMwdnwaln1svieadiendisvdna
m'ammG'?ﬂfaﬂﬁumLﬁa’ﬁgﬂuamuﬁviaaL‘1’7i'&J’mmﬂwmsluﬂejmﬁfm/iamﬁm WuReITUNITANYIVDS
Sharma and Nayak [36] #8lfifuinawdnvalnsvieaiieslu@eaniioninarennusdaly
msndusnidfleatesinviendios SnisduAnanismsuuriendeaniuiivendiadu 9 Wuddsu
Feusnnilonnauifedneiu Ssllauitednvanstuilatuayuauduiusseninanindnual
nsvieafisatuauddandunnifienth

521U8U3TN1539Y

UsEnsuasngualagi

Uszannslumsidunded Ao ndutinvieslonuudasslusnadleadedlnl finsluvisudien
Tugiinme@eny uoen Tuszeznan 2 - 3 Uuan wiusistune Aeludisd ne. 2524 - 2538
Taglu® w.a. 2564 Torgeglutae 26 - 40 U [37) Wesnlinsudwauuszans ideTaiionsan
NTIUNGNIATIRTERY TnenguAIeg19e19asdvua 200 - 500 MhEfI0E1e AUNITUARITIE
yuasegslunsanuildmiesegrnluaunasseiuviesdunes Seymour Sudman [38] 34
AAUATUIAFRIBE1S 91U 300 318 LeeleasidendiatgnsnunuazaIn (Convenient Sampling)

1 Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




Ve

Tunsifendsd {33l afnwiuszensuaznguineg i ulinvionisanuudass
nauaieistue lusnedieadedu Swindedm Wundn Wesnlud wa. 2561 dhvieaiien
voanluimindeduifnaiuiniuiunndneu nedulndsduissosas 20 [30] fiTeTadui
fuwiltumaivinvesnisveadierlutessmafigaulundudneaderludminded

w3eafleflilun1sise

meifelunded fRtelduvvasunmbusiesdolunnfususm lnsuuudeuniuusaen
Wy 4 dw leun deyaduyanavesimeunuuasuay Teyanginssunsvieaiirlugimateide
pyueen TeyanmanuainsvieaidlunginaeBony fusen SuunseiumnuAniu 5 sz
(Rating Scale) I 5 viunefs TnuAnuiulussiuanniign uag 1 vanefls fam@aiilusziutiosiian
Gﬁa;ﬂaizﬁumm&gﬂaﬂﬁumLﬁaa%ﬂuwL%ﬂmsi’uaaﬂmmﬁﬂvimLﬁaaLLwﬁaim’ﬂmLmualﬁsﬁu’m
Fuunsziueuilaiu 5 52U (Rating Scale) Tng 5 wunefa fssduaudlauiniian uas
1 vanefls Ssefumnudslationiian wasdoiaueuuzuazmudniiudu 1

Wn1ssrusudaya

udsdayandnuosnmsinuil Ao foyatgugfl (Primary Data) Aldanniafususudoya
nmsdsalagliuuvaeuamannguiessiiiutinviesiisuuudaszlusuneiiondedn

' o a

Mpglureudiedluginaelony Tuean lusseziial 2 - 3 YMHuu WwelstuIe ialuged

YA o

w.A. 2524 - 2538 Tnglud w.a. 2564 To1goglutag 26 - 40 U Fafideldddumsiivsundeya
ludiaunsng 1Ay - AL W.e. 2562

nsaseideya

dil 1 deyadiuyanauaznginssumsvieadilluedens usenvestinvieaiuuudasy
ymilvemiuestune Snseilagliadfidmssann Descriptive Statistics) éiur A1ME (Frequency)
Soway (Percentage)

@il 2 msAnudnEnavesmdnualinsviendiefidwmasonnuddandunniioaslu
widenrTueenvasinvieafisiunuudaszyminemmesdune vhnsiesmgiesdusenaudsdisa
(Exploratory Factor Analysis: EFA) titeansuausudsienisadsesddsyneutualn Taedle
yhmsdangusuusamdnwalnisvieaiiedlmiGeuiesud Jasthuniinsevirefeadfifednad
(Inferential statistic) mﬁm‘mﬁmaaﬂwwﬂm (Multiple Regression Analysis) #2835 Stepwise
\lensredeuiadunmdnvaiiisvsnasemusslanduaniieasluedeny fusenvesinvieiio
wuudaszrningietue

NANISANEN

1. foyadruyanauazngAnssunsvisuiienlulelens Jusenvasinvisaiisauuudass
¥ ingriussiue

MM eiteyadiuyana wuii dnlngdumeands Aaduiosas 65.0 Tongsening
24 - 28 U Anndudoway 71.0 aorunmlan Andusosa 90.3 seAumsAnuUsgans Andu

The Effects of Destination Image on Revisiting Intention to East Asia of 3153'15U1§;hc1 UKIINENauNNGoU
Thai Generation Y Independent Travelers Un 35 Quun 4 (QaAy - SUDIAU 2565)




Yosay 74.7 Yszneverdmduniinauuidvienyu Aadudesay 41.3 swldadedoifou
10,001 - 20,000 U AniduTeray 32.7

NnMsiesgsideyangnssunisieniisdluedenzfusen wuin Uszmaigney
wuudeunudsaAumavioafieasnniign Ae Ussmadiu Andusesas 457 aauiivieaioaiden
Wiuvmavioadieannniian Ae unassssund Andudesas 32.7 Anssulumsiiunmwisailefignou
wuuseundeunniign fe Msmegu/msiiiuey Anduiosas 39.0 ussgdlalumsifiumavisadien
fio ilorindeunsniouazisle Andudesay 28.0 undweyaineunuuasumudondumiey
Renfumsiiumaevieaiien Ae uled/vdeninesludessulad Anduiesay 43 3 Taefivmualunis
Fonuvasdeyalunisiiumaieaiien fie azmn/aunsainfsdeyalsie Anduievas 25.1 deya
Afsnisnswlunsidumeiendlen fie aniufiviesiion Anduiesay 17.2 fneuuuuasuny
fiszpznarlumsneununIsiiusa i Ao 1 - 3 Weow Anlufosas 37.0 Tszoznailunisiiu
maviouiiende 4 - 7 3u Andufesar 79.0 Tnsdemdumaieaiiealuriafiounnsiam - fuias
Andufesay 317 sulsaanumlielunafunaiondion fie 20,001 - 30,000 UM Anduiesay
31.7 fponmlislumsifiumavisadien fie fgmeunuuaeuanes Anlufosas 78.3 Fsamifiums
fio uilou Anidufenay 39.3 Usstamvssamuiinfigneunuuasunudentin fe lsausu Aniduiesay
68.3 JUnuUaenstuiltlunisiiuneviondles Ae anensdusuyusi Andudesas 69.0 Tae
drounuuasuaniliuinisanensdu Air Asia lumsiiumavieadisn Aaidudosas 503 wewalu
madenaemstuiltlunsifumaieniien fe siauvmnzan Anidufesas 28.8 guassalunis
Wumaieailen Ae nmwiililunsdeans Andusesas 30.9

2. msfnwBnswavasnmdnuaimsvisaiivafidwadaanuddlanduiiiisaslueide
azfusanvastinvisuilsnuuudaszydlneiueisiuang

PNMTATEesUsEnaudisd153m (Exploratory Factor Analysis: EFA) diearmesduszneu
Tingauiuanuduiusvesladunuusiasiuds §I3ulaldata Kaiser-Meyer-Oklin (KMO) uag
a8 Bartlett’s Test ilevinsmsivaeummmnzauvesdeyalun1siiaszsiesduszney fauand
Tum15971 1 wan153Aszi Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) #Wu31
fidiity 0913 Fafidunnnd 0.5 uansindeyaueiifiarmmnyauuarasnilUinsgiesd
UsenaulBsdnale [40] wazanuani1synaaeu Bartlett’s Test of Sphericity wuan a1 Chi-Square
winiu 6239.330 wazen Sig wihifu 0.000 Fafietioenn 0.05 uansinFaudsene 9 Sufiaanuduiug
fu lnganansahlUlinssiesduseneudisdsials didelsvinnisainesiusenau (Factor Extraction)
FeEnslnsziesdusynauddy (Principal Component Analysis) fasudsiifiennisadatade
(Extraction) fisnin 0.5 een mszdudsiisnding 0.5 liiisswesieniseBune [41] nnsvuunu
wuUymaIN (Orthogonal) se3Ba3uand (Varimax) tiiednndudeya Tasannsaaralsidunay 9
fausaznguiidniininesdusenou (Factor Loading) 11nnd1 0.5 uagrisualidiarauiiuuys
(Eigen value) iy 1 ngy Iaedadaudsiidsnmidniminesdussnouiifesniseen tionmsinngs
dudsiifianuusiuganni [42]

Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




A151971 1 uaneen Bartlett’s test Sphericity wazA1 Kaiser-Meyer-Oklin (KMO)

Kaiser-Meyer-Oklin Measure of Sampling Adequacy. 0.913
Bartlett’s Test of Sphericity Approx. Chi-Square 6239.330
df 595
Sig. 0.000

NANISTIATIENIAUTENOUITNA1 929 (Exploratory Factor Analysis: EFA) mmaa%’mnzju
frudslulla 8 ﬂEjuﬁ’al,l,ﬂsﬁmmwé'ﬂmﬁﬂﬁvimLﬁﬁaslut,al,%mi'uaaﬂ Imaﬁ%’aﬁ’mum%aﬂﬁu
FaudsTuy (Fam5199i 2) Taua 1) amdnvaiaiusian 2) nndnwaldudiauiasiuusssy
3) nMwdnualduanimiinden 4) fmdnvaliuanauidudusasn1sagse 5) cwdnvaliiu

a

F99IUILANUALAIN 6) NNANWAIAUTBLELS 7) NMNSNWAIPULAAIVIDANED 8) NNANBAIAIUNNT

NNHDULALHDUAAY

a a ¢ o . Y] ¢ ' a a )
M990 2 LLﬁmﬂ’li’JLﬂiﬂzWﬁﬁm&l (Factor AnaLySIS) %adﬂﬂwamﬂmmi‘ﬂaﬁLVIEJ’JIULE]L‘*UEJG\S’JHE]E]?]

AnnMneIRUsENau

Mwaneal
(Factor loading)

AWANEAIAIUTIAN

AvesiszAnmnzaniunun N 0.782
TiAvesduasadesatlaet M gay 0.740
gnselaganslunsiiunenelulssmavinzauiuaumwazuinig 0.729
SanAdluaouivioadisunautununinuazuinig 0.717
MAAuAisnemngaufuaunNLATUINS 0.630

ATNANVAAUHIAULALINUSTTTY

InFInvesaululssinaiiaut vaulimnhaula 0.699
fanudnlaluimusssuwasitiinvesaululseina 0.685
Arududing figsendelumsuasivhlafuinvioadien 0.679
Fruiinsufduiusifseninety 0.677
WaaufyususeuRn TnusTsuLag I TInvesruluUsEIVA 0.656

ATWANBAUAUENINLINA DL

anmaned laifiuaiie 0.782
anuuvaiauieniniuasen Yasndy wasaieau 0.688
fidasdhwemuazaIndmsuinvisaneilauinsgu 0.629
anwangdend lifidgna 0.629
The Effects of Destination Image on Revisiting Intention to East Asia of 215a1sUNS¥I0 UKIONENaUNNGU

Thai Generation Y Independent Travelers UA 35 auuA 4 (@aAy - SUDIAU 2565)




a a 3 o . ) ¢ | a a o |
M15199 2 a1 TILAsIzUadY (Factor Analyss) Gﬂﬂﬂﬂqwaﬂ'ﬂmﬂqima\‘lW]EJ'ﬂuLaLGUEJGW'JuE]E]ﬂ (»D)

. . Al minasAUsENaU
AMNANYA .
(Factor loading)

ATWANYAIRTUAMUUIAUAULAZNITNIEYAE

Santhuiidle leldunvieailen 0.790
ﬁﬁmwaﬂhu’%aﬁmﬁu dlelgmuiiuianssunseadisaviomeniasia 4 0.774
annsofunUATiiniuduiasUssivladlodumanesiien 0.746
laSeuduszaunisallyq dlonmieadien 0.587

ATNANBAIAURIDIUIAUEZAIN

nsALuALAEAIN ddaurasioudieldie 0.708
ANuazmntunsinfwasdeys 0.689
Avindlanuuaend 0.607
anfifinnuuaenisedinuarningay 0.597
awdnwaidudedes
Fordusvesanuivieaiienddnlulstmaiuiiidnednanirswndungy 0.823
tfnvieaiflen

FordesvesUssmaduiizinogranevnsddunguiinviondien 0.810
aunsaiaUszauNsainmsvieaiisdliuiiou vieauiindu q Suils 0.719
wagsdnaulald

A19199 3 LLamﬂ’]ﬁLﬂi’wﬁﬂﬂﬂaEJWVJ@JEULLUU‘?JJUG]EJH (Stepwise Multiple Regression Analysis) 984
ANANWAINTNBLNLINAINARDAUAIINA UL WAL IRy JuaanvaItnia e
WUUBETEI ML UBLSTUNY

Unstandardized Standardized

Model Coefficients Coefficients t Sig.

B Std. Error B
Amadi (constant) 0.783 0.223 3.502 0.001
mwdnwalsudenuuay Tausss (X) 0.382  0.064 0.336 5.935 0.000%
andnuaifiudeides (X)) 0.272  0.049 0.302 5.529  0.000*
mndnwaliunsiindouuagieunae (X) 0153 0.055 0.152 2.769  0.006*

R = 0.669, R? = 0.447, Adjusted R? = 0.441, SEE = 0.50344, F = 79.748, Sig. = 0.000

N @

* JrdpdAgynisadfszau 0.05

(CPA Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




91NN5197 3 u,ammamﬁwmsv‘mmaawmmmmwﬁﬂmimwiaaLﬁaaﬁdawaﬁiamm&”’ﬂa
nduiensluedens Susenvesivisafiuuudassinaeiueisiung wuh amdnwaimsvioaiien
dsnaserusslanduiiistluedens Susenveninvieaiisuuudassyminewiuesdung oghdl
foddnymeainfisydu 0.05 Tnsnwdnvaimsvieadieafifiadearuidanduaiisrdunniign fo
mndnuaidudsnunazansssy (B = 0.336) sesaan tun amdnualdndedss (B = 0.302)
waznENwaiiINIR e LazHauAaE (B = 0.152) auddy eensditddymeadaiisedu 0.05

MsAAsIEAdIUsEANS T wuan BV nave s N walnsvie Tl Tidwmanennudtlandy
inifetiluedens Susenvesinvieafivauuudasseninemuesiune Tnanmsi wui fnennsal
fansisrnalunisneinsallddosay 44.1 (Adjusted Rz = 0.441) SidnduUssavsaniusnmga
Wiy 0.669 (R = 0.669) AAnuAAIAIABUNIATIFLluNINENTIYINTY 0.50344 Lazamse

v

Weuaun1snensallanadl

Y = 0.783 + 0.382X, + 0.272X, + 0.153X,

djUuazaiusrgnan1sinen
nmainwidesnmdnuainsvieadieifidmaseruddlanduinileatiluefens fuoen
vosiviesfiuuudassrniveiueisdune fussduiivhaula il
NaNsIAsziteangAnssunsvieaiidluedens fusenvesinvieadivanuudaszamine
Wwelsiue nudn dnvisaflsuvudaszvilneneisiuinsdureuianssunisaieguas
ATLAULEY ﬁgﬁmiwﬁﬂﬂauﬁmLf\]LuaLiﬁi?mwaiﬁmméhﬁzyﬁuﬂ‘ssaumﬁmﬂlumwimLﬁ'&J’JL‘TJu
Sudfuusn dhvieadisaaiueistuneinazairsmunssdlagiudszaunsaflumsvieadien [43]
Fsmseeguanansaaiiseumsssilumsiiumdiuntnviondeld [44] aeandeatuaiian iaefiia
vl [8] fildFnwgunuungiinssuuasusegslalunisvieaiisrvesaulne Gen Y wuin Avnssudi
tinvioadien Gen Y Fuveuluvaizvieafisnnniign Ae mstiam
vieafliuuudassuuudassinueistunsiomndeyalumsifiumaioniivrnniuled
yisudenineslufiossula inneinvieudsnawestunadulanlugavesdumesidauay
aunaliu Foilsinviendenduiifuiidarudesmgmadumelilad (tech-savvy) wariinas
ogludedsnussulatiodiane [45] aanndesiu Jenni Maria Raunio [25] AildAnwnisvinanudnla
wgFnssunsvieaiisvestinvieniiss Gen Y wuin uvdsfeyalunsiiumsvieafenditinviondien
Gen Y Wauaulauniign Aeduinesiin dedinueeulat uazudenines aenadesiuuie
ffasena [46] Alddnudadeiidmasionsdndulaviesfsnuudassuumeldniuvoninvieaiion
g1alve wudn dnvieafisrrinefiveiisanvudassuungldniufenldduleiveiivasing q
Huundsteyalunsdndulafiunmsiondien wazaenndosivadan Befiiamuwi [8] Fiwudn
doooulatlfudeiiidvinasionsindulaiuviondisddetinvieadisd Gen Y undign

The Effects of Destination Image on Revisiting Intention to East Asia of 215a1sUNS¥I0 UKIONENaUNNGU
Thai Generation Y Independent Travelers UA 35 auuA 4 (@aAy - SUDIAU 2565)




TunsiumeienfisadsemaluedonsTueen tnvieafisuvudassimestunedey
THu3msanensdusunush (Low Cost Airline) snziisiafimangay seilidosnfuslnaaiuels
Fune findetnedinuosulauariinrudsimalunmsldineluladiml 4 fufurounsdeduivie
vins fuilaanguiifsinasdndulalasondetoyaeeulay Smshdudrieuinsnuisudey
dielldnanmiiTienumnzauiusian [47] aeandesiuuia sfaaduna [46] fiwuin dhvisaiien
ymilngiviendisiuvudassuumelimiudenlivinmsaensdudunum Wesndadosusan
waglusTud

guassaddnlunsiumaisaiivvesinvieaiivuuudaszaieisiune fe nwndld
Tunsdeans senadumsy WednieadiendumavioadiesluseUssna dhvieadiesliannse
mmﬁaLsﬁﬂﬁlmmﬁaqauiuﬂiwm?u 7 18 vidoudindnvieafienaranunsodearsniudanguld
winauluvissduliannsodearsniwdsngy famisnifuguassalunsifunsieadienliiu
thveadierldiduiu [48] maiumaieniiswuudassiudnvasmadumeiibiflniindes sy
ﬂ’]iﬂ/]lENLﬂ?ll‘r’J’JLLUUM;‘J;?’]mzﬁﬁﬂ’]ﬂ%U%ﬂ’liﬁﬂﬂU%ﬁWﬁ’lL‘ﬁ&’J’J e fmnudullaivieadleuuudasy
fhaswdytudamiuSewenisdeaslussrinimsfumaiendisn aenadestustywun wriu [49]
AlFFnungAnssunisvieniivrvesinvieaiivavlnefidumaluussmanmaveddu wuit
nsldnwiduguasselunsiiumeissiisrlulssmmnvinieduvesinvisaiisrvine

MnranTieTsionnesiiyuesresnwdnuaineaiiifidmarenudilanduin
Fiendlue@eny fusonvesinvieadieauuudassyninamuesiung wuih amdnvaimsveadien
Fudinuuar faussudaatemnuidanduiniisatlue fony Susen aenndeafu Ahmad Puad
Mat Som, et al. [50] ﬁiﬁﬁﬂm{]ﬁaﬁﬁ%wfﬁwammmé?ﬂamé’umLﬁmﬂ?waai{mL%u nsalAnw
¥0455U Usemanniaide wud1 audnunizvesumaioadien (Destination Attributes) Fauta
gondu 3 Jade loun Jadesunmdnvalinisvieadien (Destination Image) Jadesudwindey
atiglyl (Modern Environment) LLaz{]a%’aﬁméaﬁn@ﬂa (Attraction) Uaduaun wanualn1ivios
dienduiladeinavinatennudlanduaiiiendlusgeund Ussmaade wniiae

andnvalnsvenfieduiededwanonnudandunniisadluedeny Susen
Feaanndasu Yunni Indrani Widjaja, et al. [51] fild@nwdvinavesdadowesaauiivieadiead
firemmuiilanduinifistaauivieniinanaluanim wuh fedswesanuivieniiiovina
somussnduiifiensvesinviesiien Tnetaddesvesdaideesanuiiveadien (Destination
Reputation) FuAufuazuimaiuiiadudesiivsnaronnudilanduuiieadn wnfign Snts
fidonndasiu Suzan B. Hassan and Mohammad Soliman [52] #l¢@nula3n-19 waznsndun
Flengn: nsUsudiuunumuesauduinveusedaunisvioniien Jelduvesanuiieaiien
mnulindanazdanssduanundiwesinvioniies nuin Jeldeswesanuivieaiivriivinase
muRslanduaniiien

mndnuaimsrieafieumsinreuariouranedsrasonuidandunistlue de
ngiueen eaenndesiu Naraporn Thammadee (53] fild@nunavsnaveaussgsle mmfienela

Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




wagviruAftonuilandunisidn nsdifnwesinveufivnedons fuserluuspmelng wui
usspslalunsvieaiiendunisindounasounmedsadeauislanduunileasludssnalg
AeARdDafy Richards and Wilson [54] fld@nuinvioadler o ilutui: fHeusilanluiunged
wui wilslutladefidmadonindeniiunieaiisdlunivglsivesnguiinviouiiswuudass e
MsuaIMIRnHeuLATHEUAANY WazaBAn&BafU Ahmad Puad Mat Som, et al. [50] finud
wsagslagunisiniounagiounaeiduiladofifisnsnademnuilanduniiioadlusgeud
Usemeniaide unniige

LRIGILITE

Mnmsiiulavesnguinvisniisanuudassen veiusisiuneiidumeisndiodlugiiane
LoWenzTuoan ﬁﬂﬁsﬁf{’]’ﬂﬁmmaﬂaﬁ%ﬁﬂmmwé’ﬂwajmwimLﬁgaﬁdqmaﬁiamm&y’ﬂaﬂﬁvm
dersluedens usenvesinviesiisnuudaszniveaweistune Swnnuanisinuwinlidiu
famgfinssunavieniiorlueduny Tueen wartladunmdnualinisvenileniidmadenudslandy
wnifimgiluedens usenvesinviesileauuudassymilnemiuesiune wansAnulusSsiannse
Hudeyaniuselowiunmhonunaisvessemealuioden: fusaniifulinveuiiafunisiam
wazmsdaEIMMonvessme iy simhBnuNIRsgIzaINsRganduTnvieailen
wuuasglinduanifiess ludssmalidu mhenumesguesUsamalueiens fusenenslimudiy
Tumswanntiadonmdnuainsvieadieluiudieuuas fausssy whenuniadzemnilausuay
duaSunmdnuaiinausssuvewsemaindessulaing 4 wu Sulsiseudeninesludeseulad
wleflazaninsadeasnismamiafuamdnvaliuiausssilusdnguidmneiidutnvieaden
wudasmaaisiune dwsuidemmminauemsliumsiaueiihufsdeuuas Sausssusiui
LenanwaveIUTEWe LﬁaLfJumigﬂaﬂﬁﬁﬂvia&Lﬁmﬂé“mnl,ﬁm%ﬁﬂﬂ%u’a

dmiudaaueuurlumuisuedwioly omnmuideluadiiifumsinuamdnuaing
‘1/i€NL‘1'7imﬁdqmaﬁiamm&u’ﬂaﬂé’umﬂuizé’mﬁmﬂ e lunuAseeSselumstinsdnumamdnuel
nsviedieafidwarenudslanduanieadniane aﬂIuLmavUi“mmiuﬂummawamwguaaﬂ
dloftazililduanisinuiiazadiuluusazsedsema uenaind a1nusunnisvieniiesd
Wasuuadlugailagtu sudesunananumsaimsundssuinvedisalain-19 vuiteadadely
msiinisAnvamdnualnmsesiinfidmadesudlanduniiledvesinoadsuuudasy
smlneaweisiune lnevinsiiunusudeyafisiy eilagillsdeyafimmiuaiomnzay
fuaoumsainsveadisrlutiegiiu SuasvhlinuidereliAnusslonibelu

The Effects of Destination Image on Revisiting Intention to East Asia of 215a1sUNS¥I0 UKIONENaUNNGU
Thai Generation Y Independent Travelers UA 35 auuA 4 (@aAy - SUDIAU 2565)




LONE1T819D4

[1] World Travel & Tourism Council. (2019). The World Travel & Tourism Council (WTTC)
represents the Travel & Tourism sector globally. https://wttcweb.on.uat.co/en-gb/.

[2] UNWTO. (2020). Impact Assessment of the Covid-19 Outbreak on International Tourism.
https://www.unwto.org/impact-assessment-of-the-covid-19-outbreak-on-
international-tourism.

[3] European Central Bank. (2020). Impact of the COVID-19 lockdown on trade in travel
services. https://www.ecb.europa.eu/pub/economicbulletin/focus/2020/html/ecb.
ebbox202004 01~dla38decec.en.html.

[4] UNWTO. (2019). International Tourism Highlights. https://www.e-unwto.org/doi/
pdf/10.18111/9789284421152.

[5] TAT Intelligence Center. (2562). Tourism Statistic and Tourism Expenditure by Outgoing
Thai Travelers. https://intelligencecenter.tat. or.th/articles/or.th/articles/24451#.
(In Thai)

[6] Ye, M., & Calder, K. (2010). The Making of Northeast Asia. Stanford University Press.

[7] Kasikorn Research Center. (2018). Economic and Tourism Outlook 2018. https://kasikornbank.
com/international business/en/Thailand/IndustryBusiness/Pages/201801 Thailand
TourismOutlook18.aspx.

[8] Lerspipatthananon, W. (2018). Thai Gen Y People’ Travelling Behavior and Motivation
Patterns. Dusit Thani College Journal, 12(Special Issue), 134-149. (In Thai)

[9] Nielsen. (2017). Young and readly to travel: a look at millennial travelers. https://www.
nielsen.com/wp-content/uploads/sites/3/2019/04/nielsen-millennial-traveler-
study-jan-2017.pdf.6.

[10] Rezdy. (2018). Millennials: An In-depth Look into the Travel Seegment. https://www.rezdy.
com/blog/millennials-depth-look-travel-segment-infographic/.

[11] YouGov. (2021). International Travel & Tourism Report 2021. https://www.aptservizi.com/
wp-content/uploads/2021/07/YouGov-Global-Travel-Report-2021.pdf.

[12] Leisen, B. (2001). Image Segmentation: the Case of Tourism Destination. Journal of Service
Marketing, 15(1), 49-66.

[13]Chen, C. F., & Tsai, D. C. (2007). How destination image and evaluative factors affect
behavioral intentions?. Tourism management, 28(4), 1115-1122.

[14] Kim, H., & Richardson, S. L. (2003). Motion picture impacts on destination images. Annals
of Tourism Research, 30(1), 216-237.

[15] Ramseook-Munhurrun, P., Seebaluck, N.V., & Naidoo, P. (2015). Examining the structural
relationships of destination image, perceived value, tourist satisfaction and loyalty:
case of Mauritius. Procedia - Social and Behavioral Sciences, 175(2015), 252-259.

Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




[16] Huang, S., & Van der Veen, R. (2018). The moderation of gender and generation in the
effects of perceived destination image on tourist attitude and visit intention: A
study of potential Chinese visitors to Australia. Journal of Vacation Marketing,
25(3), 375-389.

[17] Mohan, L. J. (2010). Effect of destination image on attendance at team sporting events.
Tourism and Hospitality Research, 10(3), 157-170.

[18] Assaker, G., Vinzi, V. E., & O’Connor, P. (2011). Examining the effect of novelty seeking,
satisfaction, and destination image on tourists’ return pattern: A two factor, non-
linear latent growth model. Tourism Management, 32(4), 890-901.

[19] Becken, S., & Hay, J. E. (2007). Tourism and climate change: risks and opportunities.
Channel View Publications.

[20] Morrison, A. M. (2013). Marketing and managing tourism destinations. Routledge.

[21] Laing, J., & Frost, W. (2014). Explorer travellers and adventure tourism. Channel View
Publications.

[22] Sereerat, S. (2003). New Marketing Management. Dharmasarn. (In Thai)

[23]PrincetonOne. (2017). Understanding Generation Y, What you need to know about the
Millennials. www.princetonone.com/news/PrincetonOne%20White%20Paper2.pdf

[24] Iva, S., Drazen, A., & Sanja, D. (2019). Leisure travel behavior of generation Y & Z at the
destination and post-purchase. E-Journal of Tourism, 6(2), 147-159.

[25] Raunio, J. M. (2014). Understanding the Travel Behavior of Generation Y [Master’s thesis].
Mid Sweden University. https://www.diva-portal.org/smash/get/diva2:729149/
FULLTEXTO1.pdf

[26]Ek-lem, B., & Chaoprayoon, P. (2011). The Study of Travel Image Presentation Through
Travel Media Guide: Pai, Mae Hong Son. Khon Kaen University Conference 2011,
“The Future of Thai Rural Development: A Foundation for Sustainable Country
Development (pp. 172-176). (In Thai)

[27] Tsiotsou, R. H., & Goldsmith, R. E. (2012). Strategic marketing in tourism services.
Emerald Group.

[28] Wang, Y., & Pizam, A. (2011). Destination marketing and management: Theories and
applications. CAB International.

[29] Lee, B, Lee, C. K, & Lee, J. (2014). Dynamic nature of destination image and influence
of tourist overall satisfaction on image modification. Journal of Travel Research,
53(2), 239-251.

[30] Echtner, C. M., & Ritchie, J. R. B. (2003). The meaning and measurement of Destination
image. The Journal of Tourism, 14(1), 37-48.

The Effects of Destination Image on Revisiting Intention to East Asia of 3‘15315U1§;hc1 UKI3NENasNNGru [EK
Thai Generation Y Independent Travelers Un 35 Quun 4 (QaAy - SUDIAU 2565)




[31] Beerli, A., & Martin, J. D. (2004). Factors influencing destination image. Annals of Tourism
Research, 31(3), 657-681.

[32] Soonthonsmai, V. (2008). The image of the tourist attraction who determines. S&M Journal,
7(75), 120-121. (In Thai)

[33] Bigne, J. E., Sanchez, M. |, & Sanchez, J. (2001). Tourism image, evaluation variables and
after purchase behaviour: inter-relationship. Tourism management, 22(6), 607-616.

[34] Kneesel, E., Baloglu, S., & Millar, M. (2010). Gaming Destination Images: Implications for
Branding. Journal of Travel Research, 49(1), 68 - 78.

[35] Song, H., Kim, K., & Yim, B. H. (2017). The mediating effect of place attachment on the
relationship between golf tourism destination image and revisit intention. Asia
Pacific Journal of Tourism Research, 22(11), 1182-1193.

[36] Sharma, P., & Nayak, J. K. (2018). Testing the role of tourists’ emotional experiences in
predictingdestination image, satisfaction, and behavioral intentions: a case of
wellness tourism. TourismManagement Perspectives, 28, 41-52.

[37] Newman, A. (2014). GENERATION Y (MILLENNIALS). http://www.financialmutuals.org/files/
files/2014%20049%2027%20Gen%20Y%20A rticle%20for%20AFM%20NEDs.pdf

[38] Vejsan, G. (2003). Marketing Research. Chulalongkorn University Printing House. (In Thai)

[39] Ministry of Tourism & Sports. (2018). Traveler Statistics. https://www.mots.go.th/mots_en/
more_news_new.php?cid=329

[40] Vanichbuncha, K. (2008). Multivariate analysis (3 ed.). Thammasan. (In Thai)

[41] Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis
(7" ed). Pearson Publishing.

[42] Distefano, C., Zhu, Min., & Mindrila, D. (2009). Understanding and Using Factor Scores:
Considerations for the Applied Researcher. Practical Assessment, Research and
Evaluation, 14(20), 1-11.

[43] Visit Scotland. (2017). Millennials Travelers. https:.//www.visitscotland.org/binaries/
content/assets/dot-org/pdf/research-papers/millennial-travellers-topic-paper-
jan-2017.pdf.

[44] Psychological Science. (2017). Taking Photos of Experiences Boosts Visual Memory, Impairs
Auditory Memory. https://www.psychologicalscience.org/news/releases/taking-
photos-of-experiences-boosts-visual-memory-impairs-auditory-memory.html.

[45] KPMG. (2017). Meet the Millennials. https://home.kpmg/content/dam/kpmg/uk/
pdf/2017/04/Meet-the-Millennials-Secured.pdf.

Parichart Journal Thaksin University nwanunimsriovReaRdowadonWaloNaULIREI
Vol. 35 No. 4 (October - December 2022) TuiBan:3usonuooinnodINEIUUSESBINSIDIUDISBUIIE




[46] Matchariyakul, N. (2016). Factors Affecting Thai Fully Independent Travelers’s Decision
to Travel to Taiwan [An Independent Study of the Degree of Master of Business
Administration]. Thammasat University. http://ethesisarchive.library.tu.ac.th/
thesis/2016/TU 2016 5802031251 5219 3969.pdf. (In Thai)

[47] SCB Economic Intelligence Center. (2014). Strategy for Gen Y Consumers. https://www.
scbeic.com/th/detail/file/product/130/dzi68owq5/8372 20141112161337.pdf. (In Thai)

[48] Matovi¢, I. M., & Simic, I. (2018). Cultural and Communication Barriers in International
Tourism. In Vuk Bevanda (Eds)., 3 International Thematic Monograph - Thematic
Proceedings: Modern Management Tools and Economy of Tourism Sector in Present
Era (pp. 277-288). https://doi.org/10.31410/tmt.2018.277

[49] Waewkaew, T. (2014). Tourism Behavior of Thai Tourists Travelling to Korea or Japan
[Master’s thesis]. Rajamangala University of Technology Thanyaburi. http://www.
repository.rmutt.ac.th/dspace/bitstream/123456789/2647/1/RMUTT-147710.pdf. (In Thai)

[50] Som, A. P. M., Marzuki, A., Yousefi, M., & AbuKhalifeh, A. M. (2012). Factors Influencing
Visitors’ Revisit Behavioral Intentions: A Case Study of Sabah, Malaysia. International
Journal of Marketing Studlies, 4(4), 39-50.

[51] Widjaja, Y. I, Khalifa, G. S. A, & Abuelhassan, A. E. (2019). The Effect of Destination
Reputation on the Revisit Intention to Halal Tourism Destination of Jakarta.
International Journal of Business, Economics and Law, 20(5), 104-111.

[52] Hassan, S. B., & Soliman, M. (2020). COVID-19 and repeat visitation: Assessing the role of
destination social responsibility, destination reputation, holidaymakers’ trust and
fear arousal. Journal of Destination Marketing & Management, 19(2021), 1-11.

[53] Thammadee, N. (2015). The Effects of Travel Motivation, Satisfaction, and Attitude on
Revisit Intention: A Case Study of East Asian Tourists in Thailand. Business Review
Journal, 7(1), 243-262.

[54] Richards, G., & Wilson, J. (2013). Today’s Youth Travellers: Tomorrow’s Global Nomads,
New Horizons in Independent Youth and Student Travel. International Student
Travel Confederation (ISTC) and the Association of Tourism and Leisure Education (ATLAS).

The Effects of Destination Image on Revisiting Intention to East Asia of 215a1sUNS¥I0 UKIONENaUNNGU
Thai Generation Y Independent Travelers UA 35 auuA 4 (@aAy - SUDIAU 2565)




UNAIUIY

N1581529AIUABINISEIIUNIWIIU:

dmsudmdnneruialudamiagin

A Needs Survey of Learning Chinese:

Nursing Profession in Phuket Province

aseyyn Weuudu"

Saranya Pathanasin®

1 Faculty of International Studies, Prince of Songkla University, Phuket, 83120, Thailand
* Corresponding author: E-mail address: saranya.p@phuket.psu.ac.th
(Received: February 8, 2022; Revised: June 14, 2022; Accepted: June 14, 2022)

https://doi.org/10.55164/pactj.v35i4.257234



unAnge

mwuitenguszasdiang (CSP) WunszuiuimilminanisFounsaouniv sy
HaanuasygRauiiiulatuluansseil 21 mafinuidens CsP duannsavildlasnisiuuamig
Yosmwdanguileingusasdlams (ESP) filinaannisdisrsnusesnmsvesgFoudusingu
vosnsadrmdngaanuitld fadiiasaundasiiouunnstulussandentne nisdnunis
InquszasdaesUszmsio liled1srannudesnsEounuIuresmeIuna uaziitelausuuImenis
sonuuuvdngnstinzaufugGeunguimine fideiudeyaannweruiadiuiu 100 au AUGTR
sueglulsmeuiavesislugiin mafeiuiliAveyslneuuuaounweouloy Jeyaiufiese
IngBmsiaseiedadmssau iansiesesisaadiiuingudminefinnudesnslunsSeu
mwdugslaiamziinuznsiliazniswa Wiedoansiugitae uazydgine dausinweniseuuay
madeuliifuiiFesnisuinin snAteFuifuauod Lsmeunaludmingiianisineusuvanans
mwiavludnvazvesniseusumelu Taseenuuundngnsliaussnnudesnsuazeuiisladsd
seslunsfinunil

Mddey: n1sansanudasn1sanduy nswenuna Mendu

Abstract

As a result of Chinese economic growth in the 21* century, Chinese for Specific
Purposes (CPS) has become a new paradigm for the teaching and learning of language. Despite
some differences, it is reasonable to adapt the English for Specific Purposes (ESP) framework,
in which a Needs analysis is fundamental for course design, into the CPS process. This study
has two aims: to survey the need for nurses in Phuket to learn the Chinese language, and
to suggest a course design for the target learners. Data were collected from 100 nurses
working in three public hospitals on Phuket Island. The research instrument was an online
questionnaire. The data were analyzed using descriptive statistics. The results show a high
demand for learning Chinese, especially listening and speaking skills for communicating with
patients and their relatives. Writing and reading skills are not highly desired by the target
learners. Therefore, it is recommended that hospitals in Phuket should arrange in-house
Chinese language courses, with course design based on the learners’ needs and preferences

reported in this study.

Keywords: Needs, Nursing, Chinese language
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Rationale of the Study

During the COVID-19 pandemic, Thailand, whose economy depends greatly on
tourism, has suffered a dramatic decrease in tourist arrivals. Phuket, the second most important
tourist destination in the country, was particularly damaged. In an attempt to recover the
country’s economy, the Thai government decided to re-open the country for international
tourists to visit Phuket from July 1%, 2021 under the ‘Phuket sandbox’ campaign. [1]

The pandemic crisis forces new normal behaviors on people around the world. The
21* century has seen increasing demand for health tourism in Phuket [2]. Health tourism
offers a wide range of health and medical services such as illness treatment, spa, beauty
treatment, and dental services. Phuket is thought to have a high potential to become a hub
of international healthcare due to its tourist facilities and tropical environment, and the
province development plan envisages the island exploiting its potential through appropriate
policies and programs. To this end, the province plans to develop its manpower to provide
health services at an international level. Language skills are the key to this development,
and the present research is aimed at diagnosing the current status and possible direction
for those plans.

According to Kanoksilapatharm [3], the five most important foreign languages in
Thailand are English, Chinese, Japanese, Korean and Arabic. English for specific purposes (ESP)
is the most important focus and takes the major role in both economic and academic life
in the country. Chinese is the second most important foreign language, but its importance
is increasing. In Phuket, where this survey has been conducted, the speakers of Chinese are
important to the economy. Statistical records show that the Chinese are one of the major
international tourist groups visiting Phuket, alongside Europeans and Russians. Before the
pandemic, Phuket received many Chinese travelers every year. According to Airports of
Thailand (Public) Co.Ltd. [4], the number of Chinese travelers that disembarked at Phuket
International Airport in 2019 was over two million, being a 38% share of the total number
of international visitors. During the pandemic, the number of Chinese travelers dropped
significantly to 0.46 million, which represented a 19.8% share of international travelers, but
it is expected to recover in the future.

With the huge numbers of Chinese tourists in the area, the Chinese language has
become important in the economy. For health services in particular and for nurses specifically,
Chinese language skills are important, as many Chinese people do not communicate in
English. Therefore, there is a need to survey the demand for learning Chinese amongst nurses
in Phuket and to identify their needs. This survey could thus contribute to a plan for human
resource development in the health services industry in Phuket. Demands for foreign language

learning are crucial for nursing, especially in non-English-speaking countries.
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Significance of the study

Despite the significant importance of the Chinese language in the Thai economy,
especially in Phuket where there are many Chinese visitors and residents, Chinese language
training has never been provided for medical professionals. The author hopes to fill this gap
by surveying the demand for learning Chinese among nurses. This work has two research
questions. First, what is the demand for learning Chinese from nurses working in Phuket?
Second, how Chinese language training courses might be designed for nurses in Phuket?

Literature Review

Needs analysis

According to Rahman [5], English for specific purposes (ESP) is specialized English
teaching and learning rather than general English teaching. After World War II, English gained
importance as the means of international communication, development, and research. ESP
emerged as a specific field. There have been many experts interested in ESP, for example,
Robinson [6], Hutchinson & Waters [7], and Dudley-Evans & St.John [8]. They offered theory
and guidelines for ESP courses. Among the different models offered by experts, Hutchinson
& Waters [7] provided a useful guideline for needs analysis of ESP, and this guideline is
considered applicable for the teaching and learning of any foreign language for specific
purposes. Language courses for specific purposes would best succeed using a learning-center
approach. Designing courses for language for specific purposes is more challenging than doing
so for general language courses. Course designers need to consider three important factors,
namely: language descriptions, theories of learning, and needs analysis. Language descriptions
refer to how the language is described according to the learning purposes; for example,
language functions and language structures. Learning theory is about how learners learn the
language and involves learners’ behaviors, cognitions, and affections. Needs analysis is the
other important factor in designing language courses. Definitely, it helps the course designer
to understand the specific needs of the learners. The three factors are interdependent as

presented in Figurel.

Language for specific

Language Learning

—

descriptions purpose course Theories

Need analysis

(adapted from Hutchison and Waters [7])

Figure 1. Designing courses for language for specific purposes
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Furthermore, Hutchinson & Waters [7] explain that needs in language learning can be
divided into target needs and learning needs. The former refers to linguistic features in
communication situations, e.g. a business person needs to master language for business
contexts such as meetings, emails, and reports. The latter refers to how learners learn the
target language. As well as requiring motivation, success in language learning lies in course
design. For example, reading materials and classroom activities should appeal to the learners
rather than boring them. Hutchinson & Waters [7] elaborated further on the target needs
that the course designers must identify; there are three components: Necessity, Lack and
Want in the target needs. ‘Necessity’ is the language knowledge to be used in target situations.
For instance, writing business emails is necessary for business people. Then, it is also important
to find out the knowledge that the learners already have to identify the ‘Lack’ to be learned.
For instance, learners might have basic writing skills for business emails but lack knowledge
of a polite approach. Lastly, it is also important to learn from the learners’ perspectives of
what they ‘Want’, which might not totally agree with the course administrators’ designs. All three
components should be considered when designing a language course for specific purposes.

The guideline proposed by Hutchinson & Waters [7] is useful and applicable for
needs surveys of language for specific purposes. It has been developed into the work of
Dudley-Evans & St John [8] by extending the model into eight components: professional
information of the learners, personal information of the learners, the target language skill of
the learners, learners’ lacks, language leaming information, the use of the language in the target
situations, leaners’ wants, and the environmental situation i.e. how the courses will be provided.

From different theories and models offered by different ESP scholars, Rahman [5]
concluded that ESP courses are usually offered to adults rather than school students. The
learners of ESP already have English language skills, and the ESP courses provide them with
language to improve their skills in the area of specialization. To design effective ESP courses,
a needs analysis is crucial because it provides information on which to base the course design.
The ESP needs analysis consists of three fundamental components. Firstly, Target situation
Analysis (TSA) refers to the analysis of language to be used in learners’ professional or
academic settings. Secondly, Learning Situation Analysis (LSA) refers to the analysis from
learners’ perspectives on what they want to learn. Lastly, Present Situation Analysis (PSA)
refers to the analysis of learners’ strengths and weaknesses in different variables such as
learners themselves, teaching and learning resources, and society.

It is widely agreed that the design of courses on language for a specific purpose
should be based on a needs analysis. There are some studies on needs analysis to establish

ESP courses for the medical profession to be reviewed as background knowledge for this study.
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Woragittanon & Suraratdecha [9] employed Hutchinson & Waters [7]” model of needs
analysis to analyze the needs when studying English for medical students in Thailand with
the aim of the ASEAN Economic Community. The researchers conducted their study in four
hospitals with 162 participants using a questionnaire. Results showed that the participants
expressed their needs in English learning with different aims which were: to learn English for
academic purposes, for their future career advancement, and to communicate with foreigners
and patients.

There are other needs surveys for English for medical staff in non-native English-
speaking countries using different methods. For instance, Lodhi et al. [10] conducted a need
analysis of English in medical students and doctors in three medical colleges in Pakistan. The
data was collected by a questionnaire and was analyzed using a Likert scale. Kayaoglu &
Akbas [11] investigated medical students’ needs in learning English at a university in Turkey.
Data was collected from 169 first-year medical students using a questionnaire. Further, Finch
[12] conducted a need analysis to understand the demands and expectations of the learners.
Based on the results of the needs analysis, English teaching materials were designed that
emphasized interaction skills, consulting skills, and relevant vocabulary.

As can be seen above, the findings of previous studies confirmed the importance
of English in the medical profession in non-native English peaking societies. There are fewer
studies on the needs analysis of the Chinese language for medical staff. However, in some
places where there are many Chinese residents, it has been documented that the Chinese
language was required in medical operations. Lai [13] conducted a needs analysis for the
Chinese language in healthcare professionals in New York. Data were obtained from several
sources such as class observations and interviews with stakeholders. From the results, Lai
[13] suggested several teaching approaches such as listening practice, speaking drills, medical
vocabulary practice, and role plays.

Chinese language teaching and learning in Thailand

We now turn to Chinese language teaching and learning in Thailand. The Chinese
language has been taught as a foreign language in Thailand for decades and has been included
in school curriculums and university programs throughout the country. According to
Kanoksilpatham [14] Chinese language teaching in Thailand does not yield successful results.
She conducted a national survey to provide an overview of the problems in high schools in
Thailand. The results suggested a development plan to improve Chinese teaching and learning
in the country. Firstly, both Thai and native teachers should receive proper training to enhance
their professional and motivational skills. Secondly, textbooks should be created specifically
for Thai learners. Thirdly, all curricula should be standardized. Lastly, the national exam

should be redesigned to better assess students’ language ability.
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Research on Chinese language teaching and learning in Thailand mostly focuses on
schools and universities, with rare attention to the professions even though the importance
of the Chinese language for economic growth in this century is undeniable. There are few
studies on Chinese for professionals in Thailand. In 2019, Song and Chalermnirundorn [15]
organized a short course on the Chinese language for a group of staff working in a cosmetics
company by focusing on conversation practice. The researchers concluded that a role-play
method was an effective way to practise Chinese speaking. Kaewbut [16] conducted a needs
analysis of learning Chinese among Thai staff who worked at Phuket International Airport.
Data were collected by a questionnaire survey and a group interview. Results showed that
the respondents expressed interest in learning Chinese speaking and listening.

Another relevant work on Phuket island was by Jangjai & Pathanasin [17] on using
technology for self-study. The researchers explained that the main problem in providing
Chinese language training in Phuket was the lack of qualified teachers. To solve this problem,
the researchers designed a web-based application for self-study. The participants worked in
front-office sections in three different hotels where staff had daily contact with Chinese
customers. The participants were trained to conduct self-study online for one month. The
content was created specifically for the work of hotel front-office staff. The results of pre-and
post-tests indicated that learners had progressed, and the satisfaction with the web-based
application was positive because the participants liked to be able to practise at convenient
times and no cost. Even thoush Jangjai and Pathanasin’s work was not in medical services,
it showed that the Chinese language is important for the service industry in Phuket.

In sum, all ESP scholars have agreed that needs analysis is important and should be
conducted prior to course design because it can provide information to help design the
course. There are many different frameworks for the matter. However, all focused on ESP
assume that learners have acquired English at some level. Although Chinese for Specific
Purposes (CSP) has been developed, it could be inferred from the literature review that
learners of CSP differ from those of ESP, especially in target language skills. While ESP learners
have background English skills, most CSP learners do not have knowledge beyond basic
Chinese. However, the target language situations (TSA) between the two can be comparable.
Since CSP is a newer research paradigm, it is feasible to exploit the ESP framework in conducting
a needs analysis. Thus, the current study adopts the guideline of ESP needs analysis in its

survey of needs in learning the Chinese language by nurses in Phuket.
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Methodology

Participants

The participants in this study were 100 nurses who work in three different public
hospitals on Phuket island. The three hospitals were chosen based on their sizes and locations.
All hospitals in the present study are of a similar size (60 patient beds) and are in different
types of areas: a local residential area (hospital A), a foreign residential area (hospital B), and
a tourist area (hospital C). The three hospitals selected in the current study were suitable
because they differ from other private hospitals and big hospitals where full-time Chinese
interpreters are employed to provide services to Chinese patients. Figure 2 shows the locations

of the study sites.

*

A Phuket island

Figure 2. Locations of the three hospitals that participated in the survey

The participants were selected using convenient sampling methods. Table 1 shows

the number of participants from the three hospitals.
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Table 1 Surveyed Participants by each hospital in the survey

Hospitals Hospital size (No. of beds) No., % (N=100)
A 60 30, 30%
B 60 30, 30%
C 60 40, 40%

Research instrument

It can be seen in previous studies presented in the literature review above that
questionnaires were a practical tool to collect data on needs analysis. By adapting questions
from the previous studies, the questionnaire was constructed in four steps. Firstly, the
researcher created questions by adapting from previous studies and then formatted them
into an online questionnaire using Google Form. Secondly, the questionnaire was piloted
with five people to ensure understanding, clarity, and neatness of the form. Thirdly, the
questionnaire was revised according to the result of the pilot trial. Finally, it was used in a
second trial for the final check. The questionnaire consisted of four parts. Each part was
designed to elicit information relevant to the target learners’ perspectives on learning the
Chinese language for nursing.

Part A collected Socio-demographic characteristics of the surveyed participants. This
part consisted of five questions i.e., age, gender, years of working, and working units. Ages
and genders were assessed by categorical variables. Years of working and working units were
asked by using open-ended questions.

Part B was a Chinese language experience section which consisted of four questions
about their knowledge of the Chinese language and their working experience using Chinese
language. There were three binary questions (Yes/No) and one open-ended question (i.e.,
What methods do you use to communicate with Chinese patients and their relatives?).

Part C surveyed participants’ views on the usefulness of Chinese language in their
work. There were two main topics, each contained four questions. The participants were
asked to rate the degree of usefulness/importance on a Likert scale of 1-5 where “1” referred
to “Very Low” and “5” referred to “Very High”.

Part D was a Learning needs section which consisted of four questions to elicit target
learners’ preferences on teaching and learning methods. There were three categorical
questions and one open-ended question.

Validity and Reliability of the instrument

The content validity was assessed by seeking advice from a professional nurse to
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ensure the coverage of the test items. For the reliability of the questionnaire, the internal
consistency of the rating scale questions was measured by Cronbach’s alpha test. The results
showed that all the rating scale questions had a relatively high reliability with overall Cronbach
alpha = 0.8.

Data Collection

To collect data, the researcher contacted a Head Nurse in each hospital to explain
the research objectives and ask them to assist with the distribution of questionnaires via a
QR code. Before answering the questionnaire, participants were informed about the purpose
of the study and the voluntary nature of participation. Participants were advised that all
electronic-based participant information would be stored in password-protected files
accessible only by the researcher. Additionally, personal identifiable information would be
removed from electronic data. The participants were informed that the decision to join
(or not to join) the survey would not affect their work appraisals. The participants were
instructed to check the boxes if they understood the purpose of the study and consented
to participate in the survey. The duration of data collection for all three hospitals was
approximately one month.

Data Analysis

Variables assessed in the open-ended responses were grouped into categorical
variables. Numbers and percentages were used to describe categorical variables. The Likert
scale variables were presented using mean and standard deviation (SD.) Chi-square was used

to test the difference in the proportions.

Results

Socio-demographic information

Of 102 potential study participants, 100 participants consented to join the study.
Results showed that the majority of participants (61%) were aged between 20-30 years old,
and the second most frequent (23%) age group was between 41-50 years old (Figure 3).
Sixty-four (64%) of the participants have been working in their current hospitals for 5-10 years,
and 30% of them have been working for over 10 years in the same hospitals. Regarding
gender, 91% of the participants are female. Lastly, 70% of the participants work in units
where nurses serve low numbers of patients e.g. pediatric clinics, and few works in the
units where nurses serve many patients e.g. Emergency Room (ER) and the Out-Patient

Department (OPD).
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20-30 yrs 3140 ¥ 41-50 yrs 51 yrs and older
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Figure 3. Age of surveyed participants

In terms of their Chinese language background, 75% of participants have never
received Chinese language training. The rest of the sample, who have received training,
evaluated their Chinese skill at relatively low and very low (12% and 13% respectively).
However, 78% of the participants reported having had experience providing nursing services
to Chinese patients. Furthermore, on the open-ended question regarding methods of
communication, it was found that the participants employed different methods to
communicate with Chinese patients namely: using smartphone applications only (42%),
speaking English only (20%), speaking Chinese only (15%), using interpreter only (1%), and
mix methods (84%) (Figure 4).

[ Mixed method 21% Use interpretator

Speak Chinese 3%]

Speak English 28% ]

[ Use smartphone applications 43% ]_\

Figure 4. Commmunication methods commonly used by the surveyed participants in the survey
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The usefulness and importance of Chinese language in nursing
This part surveyed participants’ views on the usefulness of Chinese language in their

work. Table 2 shows the statistical results of the responses.

Table 2 View’s on importance of Chinese language in nursing

View Items Mean (SD)
Usefulness Everyday conversation 3.45 (1.10)
Communicate with patients 3.82(1.00)
Communicate with patients’ relatives 3.76 (1.04)
Communicate with colleagues 2.46 (1.17)
Importance Listening 3.48 (1.34)
Speaking 3.51 (1.37)
Reading 2.90 (1.28)
Writing 2.71(1.18)

As can be seen in Table 2, surveyed participants indicated that the usefulness of
the Chinese language in nursing was mostly in communicating with Chinese patients. The
least utility of the Chinese language is in communicating with colleagues. For the importance
of the Chinese language in nursing, surveyed participants described the listening and speaking
skills as the most important skills.

The last part of the questionnaire revealed participants’ preferences for learning the
Chinese language. The results of the survey are presented in Table 3. Note that there were

no significant comments in the open-ended questions, so nothing is reported here.

Table 3 Preferences for learning Chinese language in nursing

Preference % (N=100)

Preference for teachers

Native Chinese teachers only 5

Thai teachers only 11
Both native and Thai teachers 78

No preference 6
No. of hours per week for self-study

1-2 hours 82

3-4 hours 17
5-6 hours

More than 6 hours 0
Using technology for self-study
Yes 78
No/Not sure 22
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As can be seen in Table 3, most participants (78%) showed preference to leamn
Chinese with both native and Thai teachers. 82% of the participants could allocate 1-2 hours
per hour for self-study and 78% of them agreed to use technology to assist in their self-study.

To triangulate the results, the researcher informally interviewed the supervisors of
each hospital by telephone conversations to elicit general information on Chinese patients
and their in-house training. The researcher has been informed that all hospitals frequently
received Chinese patients, however, they have never arranged Chinese language training for
their staff. All agreed that the Chinese training course should benefit the hospital directly.

Pedagogical implication

The second aim of the present study is to suggest a possible Chinese language
program for nurses. The program should be arranged as in-house training so that lessons can
be designed specifically to meet learners’” demands. Unlike ESP course designs where learners
have acquired the English language at some level, the analysis reveals that CSP for the target
learners of the current study should be designed based on the principle that the learners
do not have background Chinese language skills. Commercial textbooks that are available
in the market would not be suitable, so textbooks should be created specifically. Thus,
Pinyin, the Romanized alphabet, should be employed exclusively and instruction should be
given in the learners’ mother tongue for them to be able to comprehend.

In terms of content design, the results suggested that the content should be limited
to basic conversations between nurses and patients/ patients’ relatives rather than general
Chinese and Chinese for academic purposes such as grammar and advanced vocabulary.
Examples of useful phrases and sentences that should be taught are: asking for patient’s
information, and medical records and giving medical instructions as follow:

Qing nin zai houzhén shi déng yixia. Yishéng mashang jiu lai.

(Please wait here, the doctor will come soon.)

Also, learners should be taught useful vocabulary for their daily work in hospitals such as:
ylyuan/ guahao chu/jizhén shi/shou kuan chlu/yaofang/fa yao shi/ bingchuang
(hospital, registration, emergency, cashier, pharmacy, hospital beds)

In the examples above, learners can practise useful dialogs and words using Pinyin alphabets

with bold letters to emphasize stress sounds. In addition, learners should have opportunities

to practice speaking and listening with native speakers of Chinese. This could be taught using
role-play methods. It is suggested that in creating a role-play activity, the teachers should
invite Chinese people to participate whenever possible. Moreover, learners should practise

pronunciation, especially Chinese sounds that are problematic for Thai learners such as #,
%, and K.
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In addition, lesson plans should include self-practice, for example, reviewing
knowledge that the learners have learnt in class. The results indicate that suitable self-practice
assignments should require 1-2 hours per week and it can be designed to be an online
practice. Using technology would allow learners to practice anytime from anywhere. Also, it
reduces workload of teachers on marking, monitoring, and recording learners’ progress.

Lastly, knowledge of Chinese culture that might be useful for nursing should be
taught to learners. Basic knowledge of cultural differences between Chinese and Thai would
contribute to the success in providing health services and avoid misunderstandings between
nurses and patients/ patients’ relatives. For example, appropriate ways to approach patients,

to give instructions/advice to patients’ relatives while at the hospital, etc.

Discussion

Results of the analysis showed reasonable demand for learning the Chinese language
for nurses who work on Phuket island. As can be seen from the results, a high percentage
(78%) of participants have had experience providing nursing services to Chinese patients.
Unfortunately, most of them (75%) never received any training in this important language.
Consequently, most of them rely mainly on smartphone applications to communicate with
their patients. Although the applications are convenient, it could risk a serious misunderstanding
because medical services require specific knowledge. This confirms that Chinese language
courses should be arranged specifically for nurses who work in Phuket.

The results of the survey indicate that the target learners are interested in learning
Chinese as a foreign language with an emphasis on listening and speaking skills to communicate
with patients and patients’ relatives (Table 2). This result corresponds to previous studies
[13] and [16], that demands on learning Chinese language for professionals were mainly for
listening and speaking skills. In terms of course design, Table 3 reveals that the participants
significantly preferred to practise Chinese with both native and Thai teachers. This result
pointed out that the participants would be more comfortable to learn with Thai teachers
who can explain and answer questions in Thai. In the meantime, they also believe that native
speakers would be good models for them to practise with. In addition, materials, textbooks,
and class activities should be designed to recognize learners’ lack of Chinese language
background. The results highlight the discrepancy between ESP and CSP course designs.

Learning a foreign language requires effort and self-study. The results show that the
target learners are aware of this issue and 82% of them said they could allocate 1-2 hours
per week for self-study. This result indicates that their motivation for learning Chinese language

was for work duties. Further, most of the participants (78%) have no objection to using
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technology to practise their lessons. This result corresponds with previous observation that

using technology for self-study is a fruitful way of language practice [17].

Conclusion

Health tourism is a new trend in the tourism industry especially stimulated by the
Covid-19 pandemic. It is crucial for Phuket to prepare for this trend since the island is a
world-famous destination. With a huge number of Chinese tourists every year, the Chinese
language has become a language of economic importance in Phuket. To follow the trend of
health tourism, Chinese language courses should be provided for medical staff who work in
Phuket, especially nurses who are front-line staff in encounters with Chinese patients. To
design an effective language course, a needs analysis has to be conducted to understand
learners’ demands in learning the language. This study surveyed the needs of learning Chinese
language in nurses who work in Phuket. The participants were 100 nurses from three different
public hospitals; data has been obtained by an online questionnaire.

The results show that most of the respondents (78%) have had experience providing
nurse services to Chinese patients, but 75% of all respondents cannot communicate in
Chinese. Consequently, they employed several methods to communicate with their patients
e.g. using smartphone applications and speaking English. When asked to rate the importance
of Chinese language in nursing services, the respondents rated ‘communicate with patients’
and communicate with patients’ relative’ at a high level. The results of the survey
correspond to previous studies in the field of Chinese for professional [13]; [16] and [17].
That is to say, the participants expressed demands for learning Chinese to communicate with
customers in their work rather than for academic or social life. Consequently, it is proposed
that Chinese language courses for nurses in Phuket should be designed by focusing on listening
and speaking skills. Team teaching of Thai and native Chinese teachers is preferred. If homework
is assigned, it should not require more than two hours per week. Last but not least, teachers

should exploit technology in teaching for example self-study practice.
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Abstract

The purpose of this paper is to investigate the relationship between the characteristics
of organic vegetable consumers and social media marketing content. By utilizing a survey
research method, we collected data from 400 organic product consumers that are clients of
the big four retailers in Bangkok, Thailand: Big C, Tesco Lotus, Macro, and Foodland. The
chi-squared tests revealed that gender and occupation were not related to the consumers’
opinion of the contents on the companies’ Facebook pages, while the consumers’ favorite
shopping places, income, age, and levels of education were. Consumers at Big C paid more
attention to five out of the six contents, whilst consumers that had higher income tended
to pay more attention to oreanic certification. Older consumers focused on sources of organic
production, while consumers that had a higher educational level paid more attention to
infographic animation. The current study contributes to a customer-initiated contact (CIC)
communications perspective by providing a deeper understanding of the relationship between
consumer characteristics (i.e., income level, favorite shopping places, gender, age, educational
level, and occupation) and the perceived marketing contents of a company’s Facebook page.
Clearly, these findings are useful for effectively creating marketing content on Facebook in

order to appropriately attract oreanic vegetable consumers.

Keywords: Social Media Marketing, Facebook, Organic Vegetables, Consumer Characteristics
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Introduction

Organic products have been continually attracting Thai consumers. Since 2017, the
market size of organic products has been increasing, with an estimated growth rate of 6.6%
compound annual growth rate (CAGR) [1], and represented a value of US$20.2 million in
2019 [2]. Due to the current trend of health consciousness, the increased demand for food
safety has rapidly increased the number of healthy food businesses in Thailand, which has
led to the expansion of the production of organic vegetables. Organic food distribution has also
expanded to the big four retailers in Bangkok: Big C, Tesco Lotus’, Macro, and Foodland [3].

Organic vegetables (as one of the organic products) have been selected for study
because the demand for these products in the market, especially on the part of the big four
retailers, has continually increased every year [3]. However, it seems that the organic product
market is still in its infancy, and the quantity of research on consumer characteristics and
social media marketing for these vegetables in Thailand is limited [3]. It also seems that the
consumers of these vegetables have been influenced by social media marketing, especially
Facebook. Despite the importance of understanding whether organic product consumers,
who have different characteristics, have the same opinion of the content on the company’s
Facebook page, there have been few studies focusing on this area.

By narrowing down the scope of the issue presented above, this paper aims to
investigate the relationship between the characteristics of Thai organic product consumers
and their opinions of the content on the company’s Facebook page regarding organic vegetable
products that have not been empirically examined before. The rest of the paper is organized
as follows. First, the organic vegetable market in Thailand and the concepts of social media
marketing and consumer characteristics are discussed. Next, research hypotheses concerning
the relationship between consumer characteristics and the content of the company’s Facebook
page regarding organic vegetable products are then developed. After that, the research
methodology and analyses of the results are presented. Finally, the implications of the

findings, limitations, and recommendations are discussed.

Objective
The objective of this paper is to investigate the relationship between the characteristics

of organic vegetable consumers and social media marketing content.

5 As data were collected in 2016, and we use the name of the company: “Tesco Lotus” in this paper. The

I

name of this comnay changed to “Lotus’s” in Febuary, 2021.
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Literature Review and Research Hypotheses

The Organic Vegetable Market in Thailand

It seems that Thai organic vegetable consumers are paying greater attention to
information related to a product that they intend to purchase in order to ensure that they
will receive an actual organic product [3, 4]. There are several terms in the literature that
are associated with the definition of organic food [5]. Examples are biological, ecological,
natural, alternative, unsprayed, free of pesticides, and environmentally friendly production.
Akaichi et al. [5] explain that organic vegetables have been grown and delivered without
chemical pesticides, herbicides, fertilizers, or other additives, on land that conforms to the
standards of an organic certification board. Therefore, organic products are unlikely to contain
residues of these chemicals.

Many organic product consumers are also concerned with the source of the products
delivered to a retailer and how these products are cultivated. They hence expect that organic
agriculture is likely to involve environmentally-conscious cultivation and production, taking
into account the balance of nature and biodiversity by employing non-chemical synthesis
without the use of chemical fertilizers, pesticides, hormones, or genetically modified organisms
(GMOs) but where manure, compost manure, and fertilizer can be used. Examples of organic
farming practices include using natural fertilizers to feed the soil and plants, and using crop
rotation or mulch to manage weeds [6].

As consumers have been increasingly paid more attention to health consciousness,
they demand food safety. This situation increased the number of healthy food businesses
in Thailand. Consequently, there was an expansion of the production of organic vegetables
and an increase in competition in the market. The key players in organic food distribution
include Big C, Tesco Lotus, Macro, and Foodland[3]. As more and more players have entered
the market, this situation has led to increased competition. All players, therefore, have paid
more attention to creating a series of marketing campaigns to attract prospective customers.
Because of the advent of the Internet, social media marketing is well recognized as an
effective marketing strategy in the market. It is appealing because it overcomes consumer
resistance, costs significantly little, and delivers products quickly—especially through
technology such as social media and mobile technologies [7]. Some of the concepts related
to social media marketing are presented in the next section.

Social Media Marketing

Social media marketing is the process of gaining website traffic or attention through
social media sites [8]. Social media marketing content is usually created to attract attention

and encourage readers to share it across their social networks. Online consumer reviews
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appearing on a company’s Facebook page are considered the electronic word of mouth
(eWOM). According to Filieri [9], these reviews are conceptualized as any positive, neutral,
or negative information about a product, service, company, or brand created and published
on a consumer review platform or social media sites by a potential, former, or actual customer.
When the underlying reviews spread from user to user, this would have an impact on the
image of the product, service, company, or brand. These reviews presumably resonate as
they are created by a trusted, third-party source.

There are four types of social media: social or online communities (e.g., Facebook),
blogs, microblogs, and RSS (real simple syndication). Companies can use one or more of
these to market products, services, and even other companies. Once a company has chosen
a particular medium of networking, the marketing content needs to be creatively developed
[10]. Among the four types of social media mentioned above, Facebook is the most popular
and is based on Thai consumers’ perceptions. Facebook can be used to achieve a company’s
marketing objectives, such as customer engagement and branding [11].

Previous studies [12-14] investigated marketing communication motifs applied on
Facebook, and it was found that the usage of images was a powerful marketing communication
tool. Some marketers use nonprofessional images accompanying recommendations. These
images give the impression of organic content posted by an ordinary user that has had
experience in consuming such products. Further, repeated recommendations have been
commonly found on companies’ Facebook pages. Marketing communication will not settle
for a single recommendation for a product or service but will do so multiple times on a
variety of different dates. Such recommendations help to increase the intention to purchase.
Roth-Cohen and Lahav [12] found that social media serve as a tool for tourists, who are
frequently not capable of coping with the volume and diversity of destination choices. A
prospective customer, hence, requires advice and recommendations. Because user experience
cannot be evaluated prior to consumption, personal recommendations are very influential.
This means that a new customer relies heavily on the advice of current customers that have
a positive view of a product or service. In the same way, this viewpoint may be applied to
the case of organic products.

The top four retailers in Bangkok, i.e., Big C, Tesco Lotus, Macro, and Foodland, have
chosen Facebook as their marketing “weapon.” Based on our previous project [3], these
companies provide useful information related to their products and sales promotions through
their Facebook page. Especially with regards to organic vegetables, the companies provide
“VDO clips presenting experts’ opinions on the benefits from consuming organic vegetables,”,

“infographic animation presenting information related to organic vegetables,” and “suggestions
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for useful links providing in-depth information related to organic vegetables raw materials,

» o«

and ingredients,” “pictures presenting the differences between organic vegetables and

» o«

conventional products,” “sources of organic production,” and “in-depth information related
to organic certification.” By providing these contents, the companies believe that consumers
would be possibly motivated to purchase organic vegetables. These contents have also been
mentioned in previous studies [12-14]. Therefore, these contents are the focus of this study.

Consumer Characteristics

Consumer characteristics are generally related to various demographic, psychographic,
behavioristic, and geographic traits. According to marketing literature related to market
segmentation [15, 16], it is effective to target customers based on a mixture of socio-
demographic, behavioral, and psychographic characteristics. The consumer characteristics
included in this study are intended to represent different preferences in terms of the social
media marketing content appearing on Facebook. Accordingly, consumer characteristics such
as income level, favorite shopping places, gender, age, educational level, and occupation
will help to identify and address customers for example via marketing communication.

The relationship between consumer characteristics and the perceived content
on the company’s Facebook Page

Social media interactions are already recognized as a valuable tool for building
customer-firm interaction management. Facebook brand pages are not only channels for
delivering brand messages, but they are also vital platforms for customer-initiated contact
(CIO) [13]. By applying a customer-initiated contact (CIC) communications perspective, CIC is
defined as “any communication with a manufacturer that is initiated by a customer (or
prospective customer)” [17]. For example, consumer packaged goods sold through retail
channels include inquiries about a product’s use, availability, and reformulation; requests
for refunds; and complaints about performance. Companies have been increasingly viewing
each contact with their customers as an opportunity that needs to be managed. Customer-
initiated contacts (CICs) are an important source of richer information about customers’
needs, concerns, questions, and so forth.

Furthermore, such interactions are becoming more widespread as a result of shifting
customer attitudes and social media platforms (e.g., Facebook) that enable customers’ active
participation with an aggressive pursuit of information from businesses. CICs are an important
aspect of a company’s customer relationship management because they can collect more
detailed information about consumers, interact with them more frequently, and design more
appropriate replies to them. Firms are beginning to see CICs as a chance to establish and

manage customer loyalty and influence electronic word of mouth (eWoM), particularly in
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areas where the expense of personally engaging customers is prohibitively high (e.g., consumer
packaged goods) [17].

As CIC (customer-initiated contact) is discussed in the context of customer—firm
interaction management [13], the current study applies the CIC communication model [17]
to extend the understanding of the relationship between consumer characteristics and the
perceived marketing contents on a company’s Facebook page. It seems that empirical study
related to this relationship is quite rare. By analyzing the literature related to online shopping
[18], we found that researchers pay more attention to demographics and the shopping
experience of consumers. The most frequently-studied factors according to the demographics
are age [19, 20] and gender [19, 21]. On the other hand, some researchers have examined
education [19], household income, and family composition [21] as the demographic factors
affecting shopping online. However, the results of the demographic characteristics and
motivation for shopping online are mixed [18].

According to Krause and Battenfeld’s [15] literature review, several researchers found
relationships between consumer characteristics: gender, educational achievement and age,
and consumer behavior. For example, the consumption of green products is predominately
exercised by higher-educated women and younger consumers [22]. The hypotheses regarding
income level, favorite shopping places, gender, age, educational level, and occupation follow
the overall picture of previous studies as follows:

Research Hypothesis 1. Organic product consumers that have different income levels
have different opinions of the content on the company’s Facebook page.

Research Hypothesis 2. Organic product consumers that have different favorite
shopping places have different opinions of the content on the company’s Facebook page.

Research Hypothesis 3. Male and female organic product consumers have different
opinions of the content on the company’s Facebook page.

Research Hypothesis 4. Organic product consumers that have different ages have
different opinions of the content on the company’s Facebook page.

Research Hypothesis 5. Organic product consumers that have different educational
levels have different opinions of the content on the company’s Facebook page.

Research Hypothesis 6. Organic product consumers that have different occupations

have different opinions of the content on the company’s Facebook page.

Methodology
Population and sample

In this study, the individual consumer of an organic product is considered the unit
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of analysis. As far as we have known, the number of consumers of this product is unclear.
Hence, we adopted Cochran’s [23] formula for calculating sample size when the population

is infinite as shown below.

2
N 12961)

0 e

Where n,is the sample size, z is the selected critical value of desired confidence level, p is
the estimated proportion of an attribute that is present in the population, g = 1- p, and e
is the desired level of precision. Suppose we wanted to calculate a sample size of a large
population whose degree of variability was not known. Assuming the maximum variability,
which was equal to 50% (p = 0.5) and taking 95% confidence level with + 5% precision, the
calculation for the required sample size was as follows.

(1.96)* (0.5) (0.5)

n = =
. 0057 384.16 = 384

Note: p = 0.5 and hence g =1-0.5 = 0.5; e = 0.05; z =1.96

In utilizing the survey research method, data from 400 organic product consumers
that were clients of the big four retailers (cited earlier) in Bangkok, Thailand were collected
in 2016. The multistage random sampling technique was utilized to select the samples. First,
we proportionally calculated the sample for each of the four retailers based on its size
(number of branches) compared to the others. Secondly, we randomly selected the
geographical areas where the branch of each retailer was located. We also calculated the
sample size per branch based on proportional allocation. Finally, a questionnaire was
proportionally selected for each consumer on-site (a chosen branch) based on gender and
educational level. Due to space limitations, a sample classified by favorite shopping places
is available upon request.

Data collection and research instrument

The research tool used in this study is questionnaires which the questions are referred
to from the literature review and relevant studies. The questionnaires can be divided into 3
parts as follows: -

Part 1: Screening questions for collecting the consumers who live in the Bangkok
Metropolitan Region.

Part 2: Demographic questions of the respondents include income level, favorite
shopping places, gender, age, educational level, and occupation

Part 3: The questions regarding a consumer’s opinion on the content on the

companies’ Facebook page. By applying Dokyun, Hosanagar, and Nair’s [14] study, the six
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items of the content on the companies’ Facebook pages were rated on a five-point scale from
“not important” (1) to “very important” (5). These items included Content 1: “VDO clips
presenting experts’ opinions on the benefits of consuming organic vegetables”; Content 2:
“infographic animation presenting information related to organic vegetables”; Content 3:
“suggestions for useful links providing in-depth information related to organic vegetables,
raw materials, and ingredients”; Content 4: “pictures presenting the differences between
organic vegetables and conventional vegetables”; Content 5: “sources of organic production”;
and Content 6: “in-depth information related to organic certification.” A questionnaire was
launched to each consumer on-site (a chosen branch). Sample classified by favorite shopping
places is available upon request.

Scale Validity and Reliability

The Index of Item-Objective Congruence (loC) developed by Rovinelliand Hambleton
[1977, cited in 24] was used to evaluate the content validity. The questionnaire was reviewed
and scored by three experts in the field of academic research and business to test the content
validity and suitability of wording. The meaning of the score is as follows: congruent = +1,
questionable = 0, and incongruent = -1. The items that had scored lower than 0.6 were
revised. On the other hand, the items that had scored higher than or equal to 0.6 were
reserved. We found that all items had scored higher than 0.6, so this meant that there was
no problem related to the content validity.

In general, single-item measures are commonly accepted practices, such as those
measuring self-reported facts, e.g., income level, favorite shopping places, gender, age,
educational level, and occupation [25]. Each item of content on the company’s Facebook
page was treated as a variable and considered a single-item measure too. Hence, reliability
is not likely to be a significant issue in this study.

Potential non-response bias
We checked the data for potential non-response bias by comparing the opinions on the
content on the company’s Facebook page between the early and late respondents. By
following the procedure proposed by Tharenou, Donohue, and Cooper[26], the chi-squared
tests for both categories indicated no statistically-significant differences between the two

groups of respondents.

Results and Discussion
As presented in Table 1, the chi-squared tests revealed that gender and occupation
were not related to the consumers’ opinion of the content on the company’s Facebook

page, while the consumers’ favorite shopping places (Big C, Tesco Lotus, Macro, and Foodland),
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income, age, and level of education were related to this opinion. Due to space limitations,
the findings of the cross-tabulation analysis are available upon request. Note that the five-
point scale from “not important” (1) to “very important” (5) was regrouped from “not
important” (1) to “very important” (3) concerning the assumptions of the chi-squared (i.e.,
the value of the cell expected should be 5 or more in at least 80% of the cells, and no cell

should have an expected of less than one) [27].

Table 1 Key findings

Consumer Content Content Content Content Content Content Hypothesis Test

characteristics 1 2 3 4 5 6 Summary

(H1) Income level NSt NSt NSt NSt NSt .028*  Supported only

Content 6
(H2) Favorite .000*  .000*  .008* NSt .043*  .005* Supported only
shopping places Contents 1,2,3,5,6
(H3) Gender NS+ NS+ NS+ NS+ NS+ NSt  Rejected
(H4) Age NS+ NS+ NS+ NSt .028* NSt Supported only
Content 5
(H5) Educational NS+ .049% NSt NSt NSt NSt Supported only
level Content 2

(H6) Occupation NS+ NSt NS+ NSt NS+ NSt  Rejected

+ Not significant at the 0.05 level (p > 0.05)

* P-value, significant at the 0.05 level

The findings partially supported Hypothesis 1 (see Table 1). While organic product
consumers that have different income levels have the same opinions toward Contents 1, 2,
3, 4, and 5, consumers that have higher income tend to pay more attention to Content 6:
“suggestions for useful links providing in-depth information related to organic certification”.
These findings are consistent with our understanding that consumers that have higher income
usually are well educated. Therefore, they are happier to receive in-depth information relating
to organic certification. Due to space limitations, the findings of the cross-tabulation analysis
are presented in Appendix.

The findings partially supported Hypothesis 2 (see Table 1). Organic product consumers
that have different favorite shopping places have different opinions toward Content 1: “VDO
clips presenting experts’ opinions on benefits from consuming organic vegetables”; Content

2:“infographic animation (motion graphics) presenting information relating to organic
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vegetables”; Content 3: “suggestions for useful links providing in-depth information related
to organic vegetables, raw materials, and ingredients”; Content 5: “appearance of sources
of organic production”; and Content 6: “suggestions for useful links providing in-depth
information relating to organic certification” but not Content 4: “pictures presenting the
differences between organic vegetables and conventional products.” When compared with
consumers from other stores, the consumers from Big C paid more attention to Content 1,
2, 3,5, and 6. These findings are very interesting since they are new, and there is no existing
knowledge explaining why this happened. Therefore, future research may investigate this
issue further. Note that the findings of the cross-tabulation analysis are presented in Appendix.

The findings rejected Hypothesis 3. This means that the men and women in this study
had the same opinions of the content on the company’s Facebook page. This would explain
that organic vegetables have become a unisex product that requires the same content strategy.

The findings partially support Hypothesis 4. The older consumers paid more attention
to Content 5: “appearance of sources of organic production” when compared with the
younger consumers. However, the consumers that had different ages had the same opinion
of the other content. It can be argued that older consumers are normally aware of more
details of what they plan to eat due to higher levels of health concerns. That is why they
are more concerned with the sources of organic production. Note that the findings of the
cross-tabulation analysis are presented in Appendix.

The findings partially supported Hypothesis 5. The consumers that had a higher
educational level paid more attention to Content 2: “infographic animation (motion graphics)
presenting information related to organic vegetables” when compared with others.
Nevertheless, other consumers had the same opinion of other content. It can be argued that
well-educated consumers are normally interested in how information is presented. Generally,
infographic animation (motion graphics) gains more attention from an audience when
compared with other presentation techniques. Note that the findings of the cross-tabulation
analysis are presented in Appendix.

Finally, the findings rejected Hypothesis 6. This means that consumers that have
different occupations have the same opinions of the content on the company’s Facebook
page. This would explain why organic vegetables have become a common product based
on the view of bureaucrats, state enterprise officers, the company’s staff, business owners,
and students. Therefore, the content on a Facebook page could be developed in the same

way regardless of occupation.
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Implications, Limitations, and Recommendations
The purpose of this paper was to investigate the relationship between consumer
characteristics and the consumers’ opinion of the contents on the company’s Facebook

page. Descriptive statistics that are related to the research objective are presented in Appendix.

The chi-squared tests revealed that the consumers’ favorite shopping places (Big C, Tesco
Lotus, Macro, and Foodland), income, age, and level of education were related to this opinion.
On the other hand, gender and occupation were not related to the consumers’ opinion of
the content on the company’s Facebook page when compared with the younger individuals.

This current study contributes to a customer-initiated contact (CIC) communications
perspective by extending a deeper understanding of the relationship between consumer
characteristics (i.e., income level, favorite shopping places, gender, age, educational level,
and occupation) and perceived marketing content on a company’s Facebook page. This
paper supports that CIC is significantly useful in the context of customer—firm interaction
management [13, 17] as follows.

First, this paper explains how to use a Facebook page more effectively by ordering
the content that organic product consumers thought was the most important and that would
benefit them the most. By providing this content, the companies believe that consumers
would be possibly motivated to purchase organic vegetables. Facebook can be used to achieve
a company’s marketing objectives, such as customer engagement, as suggested by Jarvinen,
Tollinen, Karjaluoto, and Jayawardhena [11]. As mentioned by Carlson and Lee [10], this
paper provided answers to the questions that have been asked by academicians and marketers.

Secondly, according to the findings, we may assume that organic product consumers
are normally attracted to how well the information is presented on the company’s Facebook
page. Generally, Content 4: “pictures presenting the differences between organic vegetables
and conventional vegetables” gain attention from most of the audiences regardless of any
differences in their characteristics (i.e., the consumers’ favorite shopping places, income, age,
and level of education). Therefore, retailers may post pictures that present the differences
between organic vegetables and conventional vegetables on their Facebook pages. This
would attract the attention of a customer.

Thirdly, gender and occupation were seen to not be related to the consumers’ opinion
of the content on the company’s Facebook page. The findings would help marketers design
the content and appearance of a banner posted on a Facebook page. For example, marketers
may focus on unisex positioning aiming to please both men and women at the same time.

Fourthly, consumers’ favorite shopping places (Big C, Tesco Lotus, Macro, and
Foodland), income, age, and level of education were related to this opinion. Consumers at

Big C paid more attention to five out of the six contents. Therefore, Big C’s marketers should
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frequently update “VDO clips presenting experts’ opinions on the benefits from consuming

» s

organic vegetables,” “infographic animation presenting information related to organic

» o«

vegetables,” “suggestions for useful links providing in-depth information related to organic

” o«

vegetables, raw materials, and ingredients,” “sources of organic production,” and “in-depth
information related to organic certification.”

Consumers that have higher income tend to pay more attention to “suggestions
for useful links providing in-depth information relating to organic certification.” In Thailand,
consumers that have a higher income are usually well educated. Therefore, they are happier
to receive in-depth information related to organic certification. Hence, the marketers of the
big four retailers, especially Big C, should always update the in-depth information related to
organic certification regarding their organic vegetable products. Further, the retailers may
consider mainly selecting a supplier that can provide certified organic vegetables, as well as
information related to certification.

Older consumers were seen to pay more attention to the “appearance of sources
of organic production” when compared with younger consumers. Therefore, the marketers
of the big four retailers, especially Big C, should provide in-depth information related to the
sources of organic production. As a result, these consumers will understand how well organic
vegetables are produced, and then have more confidence in purchasing and consuming
these vegetables.

Consumers that have a higher educational level were seen to pay more attention
to “infographic animation (motion graphics) presenting information related to organic
vegetables.” This means that well-educated consumers are interested in how information is
presented. Generally, infographic animation gains more attention from an audience as it is
more quickly understandable when compared with other techniques. Consequently, marketers
should use infographic animation to present information related to organic vegetables if they
want to attract target eroups that hold bachelor’s, master’s, or doctoral degrees.

Despite the above findings and contributions, this research was limited by the time
constraints involved in completing the research project, both regarding the breadth and
depth of the analysis and the interpretation of results. The following specific limitations were
identified while conducting this research. Since we used the cross-sectional survey method,
causal inferences must be made with caution [28]. We recommend a longitudinal or
experimental study to strengthen the causal inferences. Finally, this study provides unique
insights into the relationship between consumer characteristics and opinions on the content
on the companies’ Facebook pages in the context of Bangkok, Thailand. The findings from
this study may apply to other cities in Thailand, as well as emerging economies in Asia. Hence
replicating and extending this work to other cities and emerging economies may provide a

basis for external validation of the findings of this study.
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Abstract

The objectives of this study were: 1 to explore the extent to which the university
students employed English grammar learning strategies (GLS) in online learning; 2. to examine
the differences between the use of GLS among the students with different English proficiency
levels; and 3. to investigate factors which have an impact on the application of GLS. Data
was collected from a class of thirty First-Year English major students enrolling in the course
called Grammar 2, using the GLS and focus-group interviews. They were classified into three
groups with different grammar proficiency levels, measured by their grade obtained in a
grammar course last semester, namely higher-level learners (A, B+), intermediate-level learners
(B, C+), and basic-level learners (C, D+, and D). The quantitative data was statistically analyzed
by frequency, percentage, means, standard deviation, and ANOVA. Thematic analysis was
used to analyze data from focus-group interviews. The findings showed that the students
used GLS in general at a high level. The social strategies were used the most while
metacognitive strategies were found to be used the least. Moreover, the comparison of GLS
use among the three groups revealed no significant differences in their strategy use. Therefore,
learners’ grammar proficiency did not have a direct effect on GLS use among the students
in this study. Instead, focus-group interviews further revealed a range of factors mediating

GLS use namely motivation, learning styles, learning situations, and teachers.

Keywords: Language Learning Strategies, English Grammar Learning Strategies, Grammar

Learning Strategy Inventory (GLSI)
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Introduction

Over the past several decades, the field of language learning strategies (LLS) has
grown significantly after Rubin [1] identified the characteristics of good language learners and
provided a list of strategies that they used to contribute to their learning success. Since its
start, language learning strategies have been the subject of a large body of empirical research
and publications [2-10]. Research attention on LLS has focused on a wide range of scopes
and topics. For example, a number of studies investigated mediating effects of individual
differences (ID) on strategies use [11] such as age, gender, learning style, ethnic background,
and language proficiency [12, 5, 13]. These include the relationship between strategy use
and successful second language learning [14-16]. Despite the widespread research interest
in LLS, research on grammar learning strategies (GLS) is surprisingly scarce. GLS is defined as,
“Teachable, dynamic thoughts and behaviors that learners consciously select and employ
in specific contexts to improve their self-regulated, autonomous L2 grammar development
for effective task performance and long-term efficiency” [8]. Oxford [8] referred to the lack
of research attention on GLS as “Second Cinderella” after the first-named Cinderella, listening
strategies [17]. Reflecting on this situation, Pawlak [10] commented that, “In light of how
robust LLS research continues to be, it was a major surprise to discover how little research
existed on strategies that learners apply to learn grammar, or GLS, when | was planning my
first study in this area.” As Oxford [8] explained, the lack of attention to GLS is partly due to
the predominance of communicative approaches. Some researchers have misconception
that GLS does not fit communicative language teaching and, therefore, hesitate to study GLS.
This situation has led researchers to call for more research that explores GLS in wider aspects
and in various contexts to strengthen the potential of GLS and push the field forward [8, 10].

Although the field of GLS is still in its infancy, the empirical investigations of GLS
show how its potential has been noted [10]. Of particular interests are attempts to provide
the definition of GLS [8], classification of GLS, and measurement of GLS [9]. By drawing on
the taxonomy of LLS, Pawlak [9] proposed a classification of GLS into four categories:
metacognitive, cognitive, social, and affective strategies. These categories are used as indicators
to specify characteristics of GLS in a data collection tool called Grammar Learning Strategy
Inventory, or GLSI [9]. However, he noted that the GLSI should not be considered as
comprehensive or final because this device is still underway and needs to be modified to
suit particular contexts. He, therefore, called for an additional approach that can complement
findings from the macro-perspective in the study of GLS. Data collection tools that provide
the micro-perspective such as interviews, diaries, or narratives would provide more insight into

context-specific and individual variables of learning strategies employed by learners.
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Notwithstanding the infancy and limitation of GLSI, it provides a basis for constructing an
instrument for the measurement of GLS. The classification of GLS [9] has four main categories
as follows:

1)Metacognitive strategies are employed to supervise and manage the learning of
grammar through the processes of planning, organizing, monitoring, and self-evaluating.

2)Cognitive strategies involve in the process of learning grammar that includes the
subcategories, namely, GLS used to assist the production and comprehension of grammar
in communication tasks; GLS used to develop explicit knowledge of grammar; GLS used to
develop implicit knowledge of grammar; and GLS used to deal with corrective feedback on
errors in the production of grammar.

3) Affective strategies are used to self-regulate emotions and motivations when
learning grammar.

4)Social strategies involve cooperation or interaction with the teacher, proficient
language users, or other students, aimed at enhancing the process of learning grammar.

Overall, the classification of GLS described above allows researchers to tap into
reported use of strategies for learning grammar and understand specific actions taken by the
learners in particular contexts. We need a generalized definition that can be used to specify
common characteristics of GLS, particularly for research purposes. Generally, many studies
that explored types or patterns of GLS use drew on these four main categories. On the whole,
however, the findings from previous research [18-20] are far from conclusive because they
revealed divergent results (e.g., the most and least frequently used strategies), making it
difficult to capture predominant patterns of GLS use.

The investigation of factors influencing GLS use is also another important line of
inquiry in GLS research. However, previous research that focuses on variables influencing GLS
use is scant [10]. The few existing research has focused on factors such as age, gender, and
proficiency, with dissonant findings [21-22]. For example, studies reported that learners with
higher proficiency levels used more helpful strategies than the lower-level ones [15-16, 23].
On the contrary, some research found no relationship between learners’ proficiency and the
use of GLS [19-20]. These conflicting results led Pawlak [10] to call for more research attention
to find ways of establishing a “clear-cut link between GLS use and attainment”. Another
important aspect relevant to this study involves contextual factors such as online learning
environment. In response to the COVID-19 pandemic, traditional in-person classrooms are
transitioned online. As teaching and learning activities were different from normal classrooms,
many students encountered challenges adapting to this sudden and unplanned shift to

online instruction [24-25]. There is evidence showing that students used learning strategies
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to assist their learning and cope with difficulties that arose during this abrupt transition [15,
26]. Examining how students employ GLS in the online learning contexts help us to anticipate
and be prepared for the effects of this sudden transition.

As our current knowledge of what actually happens in the field of GLS is continuously
expanding, we still need more research inside various contexts describing what is really
happening when learners employ GLS, especially during the time of online learning. This is
particularly true in Thailand because there is little research on GLS in the context of Thai
higher education where in-person classrooms are abruptly shifted to online learning during
the pandemic situation. Also, it is where GLS is not widely explored, as is the case in most
other language skills such as listening, speaking, and vocabulary. In response to the call for
more GLS research, this current study, therefore, explored the extent to which a class of
thirty university students employed GLS in their online learning. This includes investigating
factors that the students reported having influenced their use of GLS. The study would
provide deeper insights into how the students constructed and applied GLS as well as the
affordances and constraints that shaped the uptake of GLS. These key insights are important
since they help to identify mediating factors in the application of GLS so that we are able

to provide more effective strategy training in language classrooms.

Objective

The objectives of this study were: (1) to explore the extent to which the university
students employed English grammar learning strategies (GLS) in online leaming; (2) to examine
the differences between the use of GLS among the students with different English proficiency
levels; and (3) to investigate factors which have an impact on the application of GLS. The
study attempted to answer the following research questions:

RQ1. To what extent did the students use GLS in their online learning?

RQ2. Were there any differences between the use of GLS among the students with

different English proficiency levels?
RQ3. What factors did the students report to have influenced their GLS use?

The methodology adopted to carry out the research will be presented in the next section.

Methodology
Research context and participants

This exploratory research took place at a university in the south of Thailand. For this
study, participants were selected by using purposeful sampling as they were those from
which the most could be learned. The participants were a class of thirty-two students who

enrolled in an 18-week course called Grammar 2. This course was compulsory for the First-Year
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students in the English major program. It aimed to provide students with knowledge of
complex English grammar. Key topics included sentence structure, types of clauses, compound,
and complex sentences. Pedagogical approaches adopted in the class were lectures, group,
and class discussions. Although thirty-two students were enrolled in the course, two students
were absent on the day the post-course GLSI (Grammar Learning Strategy Inventory) was
administered. Therefore, the total number of participants was 30 (N=30). The participants
were aged 18 to 20 and most of them were female. They were classified into three English
proficiency groups following their grade in the pre-requisite course, Grammar 1, in which they
had taken previously. Therefore, there were three groups namely basic-level learners (D, D+,
and O), intermediate-level learmers (C+, B) and high-level learners (A, B+). It should be noted
that there is a big difference in the number of members between the high-level group
(24 students) and the other two groups (3 students each). This is because more than three
quarters (25 students) had a high level of academic achievement (GPA 3.51-4.00) and high grades

in Grammar 1. Therefore, the comparison of these variables must be interpreted with caution.

Procedures

Before participating in the study, all students were informed of the research objectives,
the procedures, their rights, and obligations. They were then given consent forms to sign. For
the focus group interviews which were one week after the course had finished, the participants
were recruited on a voluntary basis through the post-course GLSI. At the time the research
was undertaken (The year 2021), the course was initially held in the classroom for four weeks
and then was conducted through the online platform in accordance with the protective
measures of the COVID-19 pandemic. Each week, the students attended the online class
through Cisco WebEx Program for three hours. After a gradual easing of lockdown measures,
the students returned to the physical classroom during the last two weeks and completed
the post-course survey or GLSI at the end of the course. In the week after that, fourteen
students participated in the online focus group interviews where they were asked to elaborate
more on their use of grammar learning strategies. Research instruments, GLSI, and focus group

interviews, will be discussed in the next section.

Instruments and data analysis
Questionnaire

The purposes of the questionnaire were to investigate the extent to which an entire
class of students in this research used GLS during the transition to online instruction. This

includes comparing the use of GLS by the students with different grammar proficiency levels.
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The questionnaire had two main sections: demographic information and Grammar Learning
Strategies Inventory (GLSI) adapted from Pawlak [9]. The GLSI consisted of seventy statements
representing different grammar learning strategies (GLS) which were classified into four main
categories: metacognitive strategies; cognitive strategies; affective strategies; and social
strategies. The questionnaire was translated into Thai by the author and was validated through
several approaches. To achieve the accuracy of the translation, peer feedback was sought
from a Thai specialist in the field of translation followed by a test of content validity using
the index of item-objective congruence or IOC [27]. Three Thai instructors of English language
teaching rated each statement whether it represented and measured GLS. The result showed
that all items had the IOC scores ranged from 0.67-1, which were more than 0.50. Therefore,
the questionnaire was valid and ready for the pilot test The Thai translation of the questionnaire
was pilot tested with a class of 28 year-1 students in the Bachelor of Arts program. The
students were asked to express levels of agreement towards each item using a 5-point Likert
scale. The author was physically present while conducting the pilot session to answer
questions and take comments from the participants. Revision was made on adding words
for clarity and better understanding. After the final revision, the Thai version of a seventy-item
questionnaire was ready for data collection.

The data from the questionnaire was analyzed using SPSS version 26. Descriptive
statistics such as frequencies, percentages, and means were calculated to examine
demographic data and the use of GLS. To investigate the level of GLS use in each category
and as a whole, the average scores of each category and the whole inventory were calculated.
The results were then interpreted using the criteria proposed by Oxford [28]. The average
scores falling between 1.0-2.4 indicate low use of strategy while the range of 2.5- 3.4 means
moderate strategy use. If the number is between 3.5-5.0, it signifies high strategy use. To
investigate differences in GLS used among the three different proficiency groups, the ANOVA
test was used. As the result from the ANOVA test can determine whether or not there are
any statistical differences between the means of three or more independent groups, it is,

therefore, relevant to the objectives of this study.

Focus group interviews

The focus group interview was used to gain insights into factors influencing GLS use.
One week after the course had finished, the author conducted focus group interviews with
four groups of students separately via an online meeting program. The participants were
recruited on a voluntary basis through an invitation included in the consent forms provided

at the beginning of the course. According to the returned consent forms, 17 students agreed
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to take part in the interviews. However, due to technical circumstances, three of them did
not attend the interviews. Thus, the total number of participants was 14 (N= 14). The
composition of the focus group was based on levels of English proficiency. As the recruitment
was based on a voluntary basis, it was not always possible to have an equal number of
members in each English proficiency group. Therefore, the number of participants in each
group varied from two to five members. There were 2 groups of high-level learners, 1
intermediate-level group, and 1 basic-level group. The interviews were conducted in Thai
and lasted around 20 to 30 minutes. During the focus group interviews, the author emphasized
that the purpose of the focus group interview was to get real perspectives from the students.
Therefore, they did not need to agree or please me with answers. In the baseline interview
for each group, the students were asked to share their learning experiences in the course,
Grammar 2. They also talked about problems and issues that had occurred during the online
class over the semester. Then, the author asked follow-up questions related to how the
students actually employed GLS in their learning. The author tried to keep the role to a
minimum by asking questions and allowing the groups to discuss them. This included refraining
from expressing personal opinions about GLS in order not to influence their responses.
The qualitative data from the focus groups was analyzed using thematic analysis
[29]. The recorded interviews were transcribed by the author, and the transcripts were then
sent to all participants for member checking [30]. All fourteen respondents responded within
two days and verified the transcripts. The analysis involved an iterative process in which the
author searched for repeated keywords relating to factors influencing GLS use. Initial codes
were then assigned to the transcripts. After that, the codes had been sorted together
meaningfully into potential themes. Finally, these themes were reviewed and refined before
being labelled. The results from the analysis of the questionnaires and the focus group interviews

are presented below.

Results and discussion

This section presents findings according to the research questions. Each of these
findings is discussed in turn below.
1. To what extent did the students use GLS in their online learning?

In response to RQ1, this section presents findings on the use of GLS by the class of
thirty students during the online learning situations as represented by mean scores on the
post-course survey or GLSI. Table 1 below presents the mean scores of overall GLS use across

four strategy categories.

p2[3 Parichart Journal Thaksin University Exploring English Grammar Learning Strategies in Online Learning
Vol. 35 No. 4 (October - December 2022) Used by Thai University Students




Table 1 Overall GLS use across four strategy categories

No Category Mean (X) S.D. Level of use

1 Metacognitive strategies 3.61 0.89 High

2 Cognitive strategies 3.66 0.92 High

3 Affective strategies 3.71 0.91 High

4 Social strategies 3.84 0.77 High
Total 3.67 0.91 High

Remark: N=30, 1.0-2.4 = low, 2.5- 3.4 = moderate, 3.5-5.0 = high

The table above shows that the class of thirty students reported using GLS at a high
level, as indicated by the overall mean score of 3.67. This result is understandable in a sense
because these students encountered the sudden shift in learning situations due to crisis
circumstances. It is possible that they adopted a more proactive and strategic approach in
order to cope with challenges during online learning. This is confirmed by the group interview
data when the students reported adopting some strategies that enabled them to take more
responsibilities for their own grammar learning during the rapid shift to online learning. This
finding demonstrates that when the students in this study faced with contextual constraints,
they were more likely to employ GLS to handle the situations. A closer observation reveals
that the use of GLS in each category is also high, ranging from 3.61 to 3.84. Among the four
categories, social strategies (3.84) were employed the most, followed by affective strategies
(3.71), cognitive strategies (3.66), and metacognitive strategies (3.61), respectively. This result
suggests that the students were more likely to draw on indirect strategies (i.e., social and
affective strategies) which involve general management of learning. Possibly, social and
affective strategies were often used as they are not complicated processes and can support
and manage language learning without directly involving learning contents or the target
language [28]. When learners ask teachers, peers, or more proficient learners questions for
clarification, they engage in social interactions and develop a better understanding of learning
contents. The result from this study supports early research that highlighted the importance
of the social and affective dimensions of online learning [31]. To support students suffering
in isolation, the social and affective dimensions should be taken into account when planning
and delivering online learning [25].

On the other hand, direct strategies, such as cognitive strategies, were reported
using less often. This is because cognitive strategies directly involve mental processing (i.e.,
manipulating and transforming) of the target language, which could be challenging for the
students. Thus, they might not heavily draw on the cognitive strategies. It is also important
to note that metacognitive strategies, which constitute indirect strategies, were the least

employed by the students. A possible explanation for this result is because these students
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had only just begun their first year of study at the university. They might not develop the
full potential to self-regulate their own learning as metacognitive strategies require learners
to control their own learning such as self-evaluating learning, setting goals or objectives, and
monitoring progress. They, therefore, demonstrated less application of such strategies. This
assumption is consistent with other studies that highlighted the relationship between the
use of metacognitive strategies and factors such as level of students [25] and age [26]. For
example, Oxford [26] mentioned that when learners are getting older, they are able to utilize

more complex strategies such as metacognitive to control their own learning.

2. Were there any differences in the GLS use by students with different English proficiency levels?
In response to RQ2, the author compared the mean scores of GLS used by three
English proficiency groups. This includes testing the hypothesis whether it is rejected or not.
There are two hypotheses in this study:HO (Null hypothesis): There is no difference in the
GLS use between students with different English proficiency levels.
H1 (Alternative hypothesis): There is the difference in the GLS use between students
with different English proficiency levels

Table 2 below presents the mean scores of GLS used by three English proficiency groups.

Table 2 The GLS used by three English proficiency groups

Strategies Level of students Sig. Level of

proficiency X >D. F (p-value) use

High 24 3.60 0.94 0.205 0.816 High

Metacognitive  |ntermediate 3 3.75 0.68 High

strategies Basic 3 354 0.66 High

High 24 3.70 0.93 0.771 0.473 High

Cognitive |Intermediate 3 3.68 0.88 High
strategies Basic 3 327 078 Moderate

High 24 3.71 0.88 0.30 0.971 High

Affective Intermediate 3 3.76 1.18 High

strategies Basic 3 367  0.86 High

High 24 3.90 0.77 0.923 0.410 High

Social Intermediate 3 3.60 0.63 High

strategies Basic 3 360 083 High

All four High 24 3.71 0.92 1.084  0.353 High

strategies Intermediate 3 3.69 0.88 High
Basic 3 3.36 0.79 Moderate

Remark: N= 30, p< 0.05
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The analysis shows the mean scores of GLS used by three English proficiency groups.
The mean scores of the GLS used in each category by all groups are high except the score
of cognitive strategies used by the basic group, which is moderate (3.27). Thus, all three
groups similarly employed GLS at a high level except the cognitive strategies, which were
used at a moderate level by basic learners. This data suggests that there were not many
differences in the adoption of GLS by the students with different English proficiency. This is
confirmed by the analysis of the ANOVA test. As seen in Table 2, the p- values of the GLS
use in each category (p= 0.816, 0.473, 0.971 and 0.410, respectively) and as a whole (p= 0.353)
are greater than the significance level of 0.05. The result accepts the null hypothesis and concludes
that there were no differences in GLS use among the three different proficiency groups.

This finding accords with the points made by Pawlak [21], Tilfarlioggu and Yalcin [22],
and Zhou [32] that there was a negative correlation between GLS and English grammar
achievement. As mentioned elsewhere in this paper, previous studies on GLS reported
inconsistent conclusions about whether there is a significant relationship between learners’
proficiency and the use of GLS or these two factors are not correlated. A possible explanation
for this contrasting result can be explained by the fact that those studies have different
research contexts, methodological choices, and data collection tools. For example, many
studies constructed, adapted, or adopted tools to gauge the employment of GLS. Oxford’s
Strategy Inventory for Language Learning (SILL) [28] is an instrument used in general research
about LLS and is the most widely used until today [33]. However, Pawlak [9] pointed out
that the SILL was not primarily designed to assess GLS. As he put it, “Oxford, the SILL’s creator,
never encouraged employing the SILL to assess srammar strategy use, at least without drastic
adjustments (personal communication, June 12, 2018)”. Therefore, adopting different data
collection tools that are not inclusive classification of GLS could possibly yield different
results. Another important issue involves the criteria used to classify levels of English
proficiency. It was found that many studies have different ways of operationalizing learers’
proficiency. Diverse measures of proficiency were used such as GPA, course grades, test scores,
or learners’ self-assessment. As the distinguishing criteria were operationalized in different
ways, it is not surprising that results from these studies were mixed and inconsistent. As mentioned
previously, this issue led Pawlak [10] to call for more research attention to find ways of
establishing a “clear-cut link between GLS use and attainment”. Possibly, this remedy could
provide a strong rationale for teachers to use pedagogic interventions in a language classroom.

In sum, the level of proficiency was not a key indicator for determining the use of
GLS by the students in this study. To further investigate which aspects had influenced their
GLS use, focus group interviews with four groups of students were carried out. The factors

influencing the students’ use of GLS will be discussed in the following section.
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3. What factors did the students report to have influenced their GLS use?
Table 3 below summarizes the themes and factors that the students reported to

have influenced their use of GLS.

Table 3 Factors influencing the students’ use of GLS

Themes Subthemes Factors

A. Internal Learners Motivation
Learning styles
B. External Contexts Learning situations

Teachers

The analysis of focus group interviews reveals four key factors which have influenced
the adoption of GLS. These factors are put into two main groups: external and internal factors.
As seen in Table 3, the internal factors are from the learners themselves, namely motivation
and learning styles. The interview data showed that two students who were in the high-level
group had positive attitudes toward English srammar and exhibited strong motivation to learn
English. For example, Rita reflected that “I can learn grammar well because | like it. | think
it has something to do with how I think of it. If | like English, I will find some ways to help
myself learn English better”. [Rita, Group1] Another student, Tay, supported this view.

| agree with Rita that it comes from our satisfaction. If we like it, it can motivate us
to learn. Then, when we learn grammar, we will try to use different ways to improve
our learning and help us understand better...Another thing is that | have always liked
to study grammar since | was in a high school. It was so cool when my friends came
for help if they had problems with grammar and stuff. | was the one that they looked
for. [Tay, Group1]

The above comments suggest that these students realized the mediating effects of
their positive attitudes towards English on the motivation to learn. Especially, Tay developed
self-confidence as a result of her good knowledge of English grammar. Rita and Tay talked
about their learning experiences in the way which suggested that motivation influenced their
desire to learn and find ways or strategies to help their learning.

Such a result is probably best reflected in Gardner et al.’s causal model of learner
characteristics and language achievement [34]. As the model stated, “language attitudes
were seen to cause motivation” and “motivation caused both self-confidence and language
learning strategies” [34]. The finding in this study also reflects Dérnyei and Skehan’s point

[35] that highlighted the important role of motivation in language learning. When learners
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are highly motivated, they will put in effort, time, and cognitive resources to complete
learning tasks. In the same vein, Griffiths [5] also pointed out the positive relationship between
motivation, successful learning and language learning strategies.

However, it is worth noting that making a strong link between motivation and strategy
use warrants caution. Macaro [6] argued against a strong claim made about the link between
motivation and strategy use. As he argued:

If we were to find that there was too strong a link in the direction: motivation leads

to strategy use, then to attempt to bring about change in strategy use would be

barking up the wrong tree learners who are not motivated are those who refuse,

and will probably always refuse, to use a range of effective strategies [6].

Alternatively, he suggested a more optimistic conclusion that “learners become
demotivated when their lack of strategy use blocks their progress (p.29)’. Regarding this
causality, it might be possible for researchers to demonstrate how successful strategy use
leads to successful learning and then to motivation. Research needs to show such a relationship
in order to make strategy training acceptable in a language classroom.

Another important factor underlying GLS use includes learning styles. The interview
data reveals that the students have different learning style preferences. And these style
preferences have the potential for influencing GLS use as evidenced by the students’
references to their learning that reflected GLS use. For example, Nida got used to learning
grammatical rules from rote memorization. She realized that the memorized information
would be forgotten over time, especially with disuse. Thus, she had to write down things
she wanted to remember in a study note using her own words to make it easy for memorizing.
Jai talked about her learning in the way that suggested that she preferred the lessons that
started with the presentation of grammar rules and followed by examples and practice
exercises. This suggests that Jai was more comfortable with rule-driven learning. Also, Mam
mentioned that after classes she would summarize the lessons and revise them with her
classmates later. Having chances to explain and ask questions helped her to understand the
lessons more. In addition, Nan admitted that she was not good at English grammar. Sometimes
she could not catch up with the lesson as she needed clear directions and step-by-step
explanations. Therefore, she would spend time reviewing the lessons and doing many exercises
to practice grammar.

The evidence above suggests that the types of GLS that the students used were
related to their learning styles. This was best illustrated by Nida who preferred memorizing
grammatical rules and then used a memorization strategy to process and retain information.

The finding reflects Wong and Nunan’s point [36] that students can take advantages of their
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learning styles by matching learning strategies with their styles. As Cohen [2] put it, language
learning strategies are “directly tied to the learner’s underlying learning style preferences”.
This study, therefore, supports early research by scholars who reported that learning styles
influence learers’ choice of GLS [8, 36-37]. The finding also emphasizes Richards and Reppen’s
point [38] that students have their preferred ways of learning grammar. Therefore, it is
important to take this aspect into account when it comes to approaches to teaching
grammar. Teachers should try to accommodate multiple learning styles within their
classrooms [39]. In the same vein, Cohen and Henry [40] also encouraged teachers to use
the learning tasks in the way that “brings the best out of particular learners with particular
learning style preferences”.

With regard to the external factors, learning situations and teachers are also the
factors to be considered. As mentioned earlier, the Covid-19 pandemic has caused a sudden
shift away from the classroom, many students reported having challenges that resulted from
unconducive learning environment. For example, learning at home was rather difficult for
Tay because there were many family members around. She had to study outside of her
house. Still, it was noisy because of traffic noise. Other students similarly talked about their
difficulty concentrating in the online class due to distractions such as noisy working spaces,
phone calls, message notifications, temptation to do other digital activities, fatigue, mind
wandering, and daydreaming. This included technological obstacles such as unreliable internet
access. In response to the challenges, the students mentioned adopting some strategies that
enabled them to take more responsibilities of their own grammar learning during the online
learning situations. They were, for example, searching for additional materials on the internet,
reviewing srammar lessons to remember the rules, doing many exercises to practice grammar,
summarizing and writing down the rules in students’ own words, learning grammar from
YouTube videos, and asking more proficient peers for help.

The focus group interview demonstrated that when the students faced with contextual
constraints, they were able to use GLS to handle the situations. Thus, the finding suggests
that learning conditions in which the students encountered could influence their likelihood
of adopting the strategy. This is confirmed by research reporting the significant role of contexts
on strategy use[13, 41-42]. As Griffiths [5] pointed out, learning conditions contribute to
learners’ strategy selections. Clearly, a distant learner who is physically distant from teachers,
classmates and library resources may have different learning strategies from a student who
studies in the face-to-face classroom setting. Furthermore, White [42] found that successful
learners in distance learning were those who frequently used metacognitive strategies to

direct and manage their own learning.
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Apart from learning conditions, teacher is another factor supporting the use of GLS,
especially the social strategy which involves students having “cooperation or interaction with
the teacher” [9]. The students mentioned that when the teacher made them feel relaxed,
comfortable, and connected, they would enjoy the class and pay more attention to learning.
They further added that a good student-teacher rapport also encouraged them to ask for
assistance when they had difficulty understanding srammar points. As Jai explained, “..when
learning grammar if the teacher is more relaxed, friendly and does not push the students
too hard, the students will not feel stressed. They will have courage to ask questions whenever
they are in doubt”. Similarly, Suda also reflected that, “...if the teacher understands the
students and always gives them moral support, they will feel close to the teacher”.

Therefore, in light of the above comments, this study concludes that teachers also
play an influential role in promoting the use of GLS, particularly in social strategies. Positive
relationship between the teacher and the students can influence, the students’ adoption
of GLS which consequently leads to a more dynamic classroom and therefore promotes
motivation in learning.

In conclusion, the evidence presented in the study shows that three proficiency
groups used GLS at a high level. However, the level of proficiency was not found to be a
key indicator for determining the employment of GLS. Instead, by drawing on the interview
data, the study identified factors which appeared to have contributed to their adoption of
GLS, including motivation, learning styles, learning situations, and teachers. These factors
played a catalyzing role in initiating the application of GLS, which consequently assisted the
students in handling challenges during the sudden shift of teaching to online learning or

Emergency Remote Teaching (ERT) [43].

Conclusions

This study has provided some useful insights into how the application of GLS is
influenced by internal and external factors such as learners and contexts. Although the study
exhibits positive results of the students” adoption of GLS, the comparison and interpretation
of these results warrant caution as they are drawn from a small-scale study conducted in
the class having a big difference in the number of participants in English proficiency groups.
Notwithstanding the limitation, the students in this study showed some potential of adopting
GLS at a certain level, notably through an awareness that they needed to better understand
grammar lessons and to overcome difficulties encountered during the online learning. This
awareness, consequently, led to their adoption of GLS. As Pawlak [44] pointed out, appropriate

use of GLS can foster learning autonomy and potentially lead to successful grammar learning.
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However, in reality, not all learners know how to use learning strategies and which ones work
best for them [36]. In line with previous research [45-47], this study, therefore, advocates the
incorporation of strategy training or explicit strategic teaching into language classrooms to
enhance learning opportunities for students to practice using ‘learning- to-learn skills’. Possibly,
this can be done through an approach such as strategy-based instruction or SBI. Notably, the
potential value of SBI has been noted in many different contexts [48-51]. However, Pawlak
[10] argued that studies on the efficacy of SBI should not only explore changes in strategy
use but also look at the extent to which “changes in strategy use translates into achievement”.
This kind of investigation would have practical value as it would inform pedagogical
interventions that aimed to provide effective strategy training and could suggest implications
for training teachers. This study proposes that SBI be integrated as a part of teacher education
or future professional development. More detailed studies on effective strategy training
practices and how teacher trainers attempt to introduce SBI to teacher education would be
of greater value. These investigations will help to advance the practice of SBI and contribute

to the LLS research literature.
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never 68.8 31.2 39.8
seldom 61.0 39.0 39.8
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