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Abstract

The objectives of this research are 1) to study factors influencing the intention to
repurchase of consumers online, 2) to create a model and develop a model of causal factors
that influence the intention to repurchase of consumers online, and 3) to study the direct
and indirect influences of the intention to repurchase of online consumers. This study is a
quantitative research. The sample group used in the research consisted of 386 online product
consumers. Data were collected using a questionnaire. Data were analyzed using descriptive
statistics, Pearson correlation coefficient, confirmatory factor analysis, and structural equation
model analysis. The results of the research reveal that 1) the factors of website characteristics,
consumer attitude, online shopping experience, and repeat purchase intention are rated at the
high level, 2) the developed model is consistent with the empirical data; there is an index for
checking the harmony of the format with the chi-square statistic (X?) = 129.152, at degrees of
freedom (df) = 47, p = 0.000, X*/df = 2.748, Comparative Fit Index (CFl) = 0.964, Goodness-of-Fit
Index (GFI) = 0.958, Root Mean Square Error of Approximation (RMSEA) = 0.066, Root Mean
Square Residual Index (RMR) = 0.023. The model includes influential variables that have direct
impact on the intention to repurchase, namely, the website characteristics, consumer attitude,
and online shopping experience. Meanwhile, online shopping experience has a negative direct
influence on the intention to repurchase. Variables that have an indirect influence on intention
to repurchase are the website characteristics, and consumer attitude. The suggestion from the
study is that designing a user-friendly website with clear and organized information, along with
a responsive customer support system, helps build trust and enhance the online shopping
experience. However, issues such as slow delivery, damaged products, or items not matching

their descriptions can decrease customer satisfaction and repeat purchase intentions.

Keywords: Website Characteristics, Consumer’s Attitude, Online Shopping Experience, Intention

to Repurchase
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Abstract

This study examines how service quality, price and fairness, service convenience,
and digital transformation influence customer satisfaction and customer loyalty in the
Thai retail banking industry in the Eastern Economic Corridor (EEC), Thailand. A total of
561 structured questionnaires were collected from retailing bank customers living in three
provinces, Chachoengsao, Chon Buri, and Rayong, and 512 were used and analyzed for this
research after the COVID-19 pandemic. In-depth interviews were conducted with ten bank
experts and ten bank users based on the qualitative research results. However, this paper
mainly focuses on quantitative research, and the findings from the in-depth interviews will be
summarized in another paper. The research revealed that Thai bank users gave the highest
rating to online banking due to its free charges. In contrast, they gave the lowest rating to price,
including bank service charges and deposit and/or loan interest rates, because some customers
think banks can offer more attractive prices. SEM analysis indicated that service convenience had
the strongest impact on customer satisfaction, followed by service quality, price and fairness,
and digital transformation. It also indicated that four antecedents also had a positive impact
on customer loyalty through customer satisfaction. For future research, it is recommended
that quantitative research be conducted in other regions of Thailand, including economically
underdeveloped areas, and in-depth interviews with bankers and corporate finance managers

regarding corporate finance be conducted.

Keywords: Service Quality, Price and Fairness, Service Convenience and Digital Transformation,

Customer Satisfaction and Customer Loyalty
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Introduction

After the Asian economic crisis in 1997
and the global economic crisis in 2007, the
Thai banking industry was reorganized and
developed sustainably and increased branch
offices and employees till 2015. Along with
technological innovation, the introduction
of ATMs and the use of debit cards and/or
smartphones enabled us to withdraw and
transfer money seven days/ 24 hours a day.
Currently, Thai banks are introducing digital
technology and trying to improve operational
efficiency by reducing branch offices and
employees through retirement and voluntary
resignation. During the COVID-19 pandemic,
the curfews were enforced twice from April to
June 2020 and April 2021. The branch offices
in shopping centers were closed, and those
outside shopping centers were opened during
shorter operation hours. Thai banks encouraged
customers to use online banking and ATMs,
and the number of bank visitors went down.

The Russia-Ukraine war broke out in April
2022. From April 2022, the FOMC gradually
raised the policy interest rate from 0.25% to
5.50% to curb inflation. The Thai government
also gradually raised interest rates and reached
2.50% in October 2023. Nevertheless, the Thai
banks were unaffected, and the economy was
stable.

Customer satisfaction and loyalty have
a positive impact on long-term financial
performance (Mittal et al., 2005) and market
share (Hoisington & Naumann, 2003). Therefore,
improving customer satisfaction and loyalty
is an important factor to ensure the growth

of a company.

Researchers have attempted to identify
the service factors that influence customer
satisfaction. Parasuraman et al. (1985, 1988)
developed a service quality scale named
SERVQUAL to measure the relationship between
service quality and customer satisfaction.
SERVQUAL was used for versatile service
business. Later on, some researchers invented
scales specific to the banking industry
(Avkiran, 1994; Aldlaigan & Buttle, 2002;
Tsoukatos & Mastrojianni, 2010). However,
service quality is not the sole determinant
factor influencing customer satisfaction;
other factors should also be considered.
Bahia and Nantel (2000) argued that
price was also a crucial factor influencing
customer satisfaction. On the other hand,
Seiders (2007) and Khazaei et al. (2014)
investigated the relationship between service
convenience and customer satisfaction. With
the introduction of ATM and Internet banking,
various scales have been created to assess
e-banking service quality and customer
satisfaction (Lociacono et al., 2000;
Parasuraman et al., 2005; Firdous & Farooqui,
2017). Kaura et al. (2014, 2015) integrated
these antecedent factors and studied the
impact of service quality, service convenience,
price, and fairness on customer satisfaction
and loyalty. In the rapidly changing Thai
society during the post-COVID-19 period,
surveying bank customers’ behavior in the
EEC regarding bank services may provide
important information for Thai banks to

determine the future direction.
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Objectives

1. To study factors affecting customer
satisfaction and customer loyalty in the Thai
retail banking industry in the Eastern Economic
Corridor (EEC).

2. To analyze the factors that affect
customer satisfaction and affect customer

loyalty through customer satisfaction.

Literature Review

Customer Satisfaction and Loyalty

Anderson et al. (1994) revealed a strong
correlation between customer satisfaction and
Return on Assets (ROA), while Mittal et al. (2005)
demonstrated that customer satisfaction
has a positive impact on long-term financial
performance. Hoisington and Naumann (2003)
showed that customer satisfaction also has a
positive impact on market share.

Customer loyalty refers to customers
making repeat purchases of a product/service
or brand instead of choosing competitors
(Ratasuk, 2022). Sharma et al. (2020) indicated
that customer satisfaction influences customer
loyalty and mediates the relationship
between service quality and customer loyalty.
Customer satisfaction and loyalty are crucial
factors that continuously guarantee sales and
profits in the future.

Service Quality

Parasuraman et al. (1985) classified
it into five constructs: Tangible, Reliability,
Responsiveness, Assurance, and Empathy. They
also advocated that the customer expectation-
perception gap should be used to evaluate

service quality (Ratasuk & Buranasompob,

2021). Nevertheless, many researchers now
use only the customer perception model.
SERVQUAL was first applied for a wide range
of services, including banking services, hotels,
restaurants, and fitness and spas. After that,
several bank scales were developed to
evaluate only bank service quality, such
as BANKSERV (Avkiran, 1994), BANKPERF
(Renganathan et al. 2012), Banking Service
Quality (BSQ) (Bahia & Nantel, 2000) and
BANQUAL-R (Tsoukatos & Mastrojianni, 2010).
Internet banking service quality was developed
in the 2010s (Kumbhar, 2011; Kumbhar, 2012;
Hag & Awan, 2020).

Convenience

Schindler and Bauer (1988) proposed the
Time, Space, Effort (TSE) three-dimensional
model. Convenience is related to the time to
get to the branch from your house or office,
the waiting time inside the branch, the distance
(or space) from your house or office to the
branch, and the mental or physical energy
expenditures (or effort) required to buy
a product or service (Ratasuk & Gajesanand,
2020). For example, if a branch is close to our
house or office, we can reduce the time to get
to the branch, and you feel it is convenient.

Berry et al. (2002) conceptualized
convenience as consumers’ time and effort
perceptions based on the purchase process
and categorized five factors (decision
convenience, access convenience, benefit
convenience, transaction convenience, and
post-benefit convenience) based on the
process of purchasing products and services

and inquiry or claim after purchase.
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Price and Fairness

Bahia and Nantel (2000) asserted that
SERVQUAL ignored price and access (or place)
in the Marketing Mix of Kotler (1964) and
created the Bank Service Quality (BSQ) model
by adding price and access. Price and fairness
can be broadly divided into two categories:
price, which is related to deposit interest rate,
loan interest rate, and bank service charges,
and fairness with price transparency and the
advice notice of new service prices. BSQ also
emphasizes the importance of ensuring that
customers are well-informed about the prices
offered by banks.

Digital Transformation

Digital transformation relates to the
development of digital banking services
customers’ acceptance of new technology
(Giatsidis et al. 2019) and changes in habits
towards new technology (Cuesta, 2015). In
the 1980s, Automatic Teller Machines (ATMs)
permeated our lives and allowed us to
withdraw cash 24 hours a day. Internet banking
was introduced in the 2000s and allows us to
transfer money from anywhere at any time.

Some scales of electronic banking
service quality, including E-S-QUAL (Parasuraman
et al,, 2005) and eBankQual (Jayawardhena
et al., 2007), were invented, and Kumbhar
(2011) refined and retested eBankQual in India.
In the model of Hag and Awan (2020), reliability,
privacy and security, website design, customer
service, and support were selected as the
antecedents to customer satisfaction and
loyalty. The questions about the usefulness

of digital banking, increasing usage frequency,

and reducing visits to bank branch offices were
added to the questionnaire.

Service Quality, Convenience, and
Price Model

Kaura et al. (2014, 2015) developed a
comprehensive model with service quality,
service convenience, and price and fairness
as the antecedents to customer satisfaction
and loyalty, and a survey of 455 retail banking
users in India was conducted. In Indonesia,
Subiyantoro (2021) investigated the relationship
between service quality, convenience, price,
product quality, and customer satisfaction and
loyalty.

Hypothesis Development

The research model examining the
correlation between service quality and
customer satisfaction was originally developed
by Parasuraman et al. (1985). Subsequent
researchers added other service factors or
separately studied the correlation with customer
services. Notably, Kaura et al. (2014, 2015)
developed a comprehensive service model
that includes service quality, pricing fairness,
information technology, and service
convenience as antecedent factors influencing
customer satisfaction and loyalty. Based on
this framework, the researcher formulated the
following hypotheses.

The correlation model between service
quality and customer satisfaction was developed
by Parasuraman et al. (1985). The studies
conducted by Kaura et al. (2014), Kumar and
Mittal (2015), Narteh et al. (2017), and Pakurar
(2019) have shown that service quality has

a positive impact on customer satisfaction.
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H1: Service quality has a positive impact
on customer satisfaction.

Digital transformation in banking involves
integrating digital technologies like online
platforms, mobile apps, and automated
services to enhance the customer experience.
As customers increasingly rely on digital
channels for their banking needs, these
innovations offer greater convenience, efficiency,
and accessibility. Research indicates that such
enhancements positively influence customer
satisfaction by meeting their expectations
for seamless and reliable digital interactions.
Therefore, it is hypothesized that:

H2: Digital transformation has a positive
impact on customer satisfaction.

Service convenience is determined by
the proximity of the location, short waiting
times, and easy access to banking services.
In Kaura (2014) model, convenience has
a positive impact on both customer satisfaction
and customer loyalty. Additionally, Khazaei
et al. (2014) demonstrated that convenience
also positively affects customer satisfaction
and word of mouth.

H3: Service convenience has a positive
impact on customer satisfaction.

Considering that price is as important as
service quality when selecting a bank, Bahia

and Nantel (2000) included price and fairness

as antecedents to customer satisfaction in
their Bank Service Quality (BSQ) model. Kaura
et al. (2014) confirmed that price and fairness
have a positive impact on both customer
satisfaction and customer loyalty in their
research conducted in India.

Hd: Price and fairness have a positive
impact on customer satisfaction.

Sharma et al. (2020) demonstrated the
correlation between customer satisfaction and
customer loyalty in the service industry. Kaura
et al. (2015) found that customer satisfaction
and customer loyalty are positively correlated
in their research.

H5: Customer satisfaction has a positive
impact on customer loyalty.

Additionally, Kaura et al. (2015)
investigated the mediating effect of customer
satisfaction on the relationship between service
factors and customer loyalty, finding that
customer satisfaction mediates between
employee behavior, a component of service
quality and loyalty, and information technology
and customer loyalty.

H6: Service quality, digital transformation,
service convenience, and price and fairness
have a positive impact on customer loyalty
through customer satisfaction.

The hypotheses in this study are

presented as follows, as illustrated in Figure 1.
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Price and Fairness

Service Quali
4 H1
Hé6
Digital Transformation H2
H5

H3 Customer Satisfaction > Customer Loyalty
Service Convenience

H4

Figure 1 Path Model of 4 Independent Variable to Customer Satisfaction and

Customer Loyalty

Methodology

Population and Sample of Study

The targets of the questionnaire survey
were the bank users in the Eastern Economic
Corridor (EEC), the most industrialized region
in Thailand. After creating the questionnaire
and translating it into Thai, all questions were
checked by 5 Thai bank experts. The
questionnaires were distributed through the
Sripatum University network and the regional
bank association. Five hundred sixty-one
questionnaires were collected from
Chachoengsao, Chonburi, and Rayong
Provinces in proportion to the populations of
three provinces from December 22, 2022, to
March 01, 2023, when Thailand’s economy
was recovering after the government’s
restrictions on going out were lifted. Out of
561 questionnaires, 49 were rejected because
of missing data or high response bias, leaving
an overall sample size of 512.

The questionnaire consists of 4 parts.
Part 1 (Demographic information) and Part 2
(Bank user behavior) were analyzed using

descriptive methods to determine the number

of individuals, frequency, percentage, mean,
and standard deviation. Part 3 (Overall banking
service and pandemic factors) and Part 4
(Customer satisfaction and customer loyalty)
underwent initial testing for reliability and
validity. The correlation between antecedent
variables and customer satisfaction and loyalty
was analyzed by using Structural Equation
Modeling (SEM) (Schumacker & Lomax, 2004)
with IBM SPSS and AMOS. The Sobel test was
used to test the indirect effects.

Measure

Four antecedent variables (service
quality, digital transformation, convenience,
and price fairness), and customer satisfaction
and customer loyalty were measured along
with customer satisfaction and loyalty using
a 5-point Likert scale (5 = strongly agree,
4 = agree, 3 = neutral, 2 = disagree, 1 = strongly
disagree).

Regarding the questionnaire items, nine
questions on service quality were adapted
from SERVQUAL (Parasuraman et al., 1988).
Two questions on digital transformation

were quoted from Kaura (2014, 2015), and
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the researchers created and added two
items. Five questions on convenience were
adapted from Khazaei et al. (2014). Five
questions on price and fairness were cited
from Kaura (2014, 2015).

To ensure the validity of the ques-
tionnaire, all items were translated into Thai
language and reviewed by two Thai professors
for accuracy in content and language. The
research ethics committee thoroughly
reviewed and approved the revised
guestionnaire in Thai (Document No. COA.
No. SPUCIRB-2023-002) before the survey was

conducted.

Results

Sample Characteristics

Among the 512 respondents, 61.52%
were female, followed by 34.57% male, 2.54%
LBTG, and 1.37% did not specify their gender.
The age distribution of the respondents was
as follows: 30-39 years (33.98%), 18-29 years
(38.28%), 40-49 years (15.43%), 50-59 years
(9.18%), 60 years or older (2.34%), and under
18 years (0.39%). In terms of education level,
90.62% of the respondents had at least
a bachelor’s degree, which is notably higher
than the national average of 21% and
Bangkok’s average of 41.5% based on the 2016
national census. Regarding income, 63.67%
of the respondents reported a monthly
income between 15,001 and 35,000 Baht
(approximately USD 430 to USD 1000), and by
private companies, state companies, or the

government employed 71.68%.

Bank User Behavior

The survey revealed that 40.28% of
respondents primarily use Kasikornbank,
25.34% use Siam Commercial Bank, and
17.68% use Krung Thai Bank as their main bank.
Additionally, 60.36% of the respondents prefer
to use branch offices within shopping malls
or department stores, while 39.64% opt for
locations outside shopping malls. Furthermore,
there was an increase in online banking
usage prior to 2019 or before the onset of
the pandemic, with 61.14% of respondents
using online banking ten times or more per
month, which increased to 78.19% during
the survey period. The most frequently used
services by the respondents were depositing
and withdrawing money (83.53%), followed
by money transfers (75.10%), ATM cardless
withdrawals (62.75%), online banking (51.18%),
other payment transactions (50.20%),
and cash deposit machines (CDM)/ATM
transactions (48.63%).

Reliability and Validity

The reliability and validity of 6 constructs
were examined. In Table 1, the Cronbach a
of 6 constructs ranged from 0.835 to 0.908,
Average Variance Extracted (AVE) ranged from
0.448 to 0.633, and Composite Reliability (CR)
ranged from 0.781 to 0.884. Cronbach a is
preferably 0.70 or higher (Hair et al., 2006),
CRis 0.70 or higher (Bagozzi & Yi, 1988), and
AVE is preferably 0.50 or higher, but it is
acceptable if it exceeds 0.4 (Fornell & Larcker,
1981). Additionally, in cases where CR is greater
than 0.6, even if the AVE is less than 0.5,
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the convergent validity of the construct is  construct correlations between each construct
considered adequate (Fornell & Larcker, 1981).  were shown in table 2, and a significant
Therefore, all values exceeded the criteria, positive correlation was confirmed.

confirming reliability and validity. The inter-

Table 1 Measurement Model: Constructs, Items, Loadings, and Reliability Estimates

Std. Factor Cronbach'’s
Item description Mean AVE CR
Deviation  Loading (04
Service Quality 0.908 0.458 0.884
This bank’s employees are well-dressed and 4.211 0.773 0.669
appear neat.
When you have a problem, this bank shows 4.070 0.850 0.712
a sincere interest in solving it.
Bank employees give advice to solve problems. 4.113 0.745 0.772
The behavior of employees in this bank instills 4.068 0.809 0.806
confidence in you.
You feel safe in your transaction with this bank. 4.127 0.838 0.655
Employees in this bank are consistently 4.258 0.740 0.770
courteous with you.
This bank has employees who give you personal 3.805 0.909 0.665
attention.
This bank has your best interests at heart. 4.248 0.798 0.740
Employees of this bank understand your specific 4.016 0.799 0.681
needs.
Digital Transformation 0.835 0.602 0.858
Online banking services save your time. 4.695 0.611 0.754
Online banking services provide privacy in your 4.521 0.688 0.638
banking transactions.
You will use more online banking in the future 4.648 0.636 0.893
because you find it convenient.
You think online banking is very useful because 4.693 0.565 0.814
you can reduce visiting branch offices and
reduce banking charges.
Service Convenience 0.865 0.448 0.802
The bank’s operation hours are convenient. 4.107 0.790 0.749
This bank is accessible in various ways 4.262 0.785 0.752
(visit branch offices, online, and by telephone).
The location of this bank branch is easy to 4.256 0.740 0.742
access.
You find it easy to complete your service 4.053 0.788 0.671
purchase with the bank.
You can get the benefits of service with little 4.078 0.792 0.676

effort.

HIUNMIFUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



a v @

sanstlayayrfdest T9 17 aufl 1 unanan- e 2568 25

Table 1 Measurement Model: Constructs, Items, Loadings, and Reliability Estimates (Cont.)

Std. Factor Cronbach'’s
Item description Mean AVE CR
Deviation  Loading (04
Price Fairness 0.856 0.510 0.830
This bank pays suitable interest rates on deposits.  3.408 1.092 0.826
This bank charges reasonable service fees. 3.730 .0.954 0.778
This bank charges reasonable interest rates 3.494 0.959 0.884
on loans.
This bank has the transparency in its service 4.113 0.786 0.552
charges.
This bank keeps customers informed of any 3.920 0.813 0.524
change in prices.
Customer Satisfaction 0.894 0.543 0.781
Your choice to avail of this bank service is the 4.100 0.801 0.814
best one.
You did the right thing when you chose this bank ~ 4.180 0.737 0.923
for its services.
The services of this bank are exactly the same as 4.200 0.726 0.846
what you need.
Customer Loyalty 0.887 0.633 0.838
You encourage friends and relatives to do 4.080 0.776 0.828
business with this bank.
You consider this bank your first choice to avail of ~ 4.080 0.799 0.915
banking services.
You will do more business with this bank in the 4.080 0.773 0.812

future, too.

Notes: AVE, average variance extracted; CR, composite reliability

Table 2 Inter-construct Correlations

Variables SER DIG CON PRI SAT LOY
Service Quality (SER) 1
Digital Transformation (DIG) 0.501** 1
Convenience (CON) 0.757**  0.494** 1
Price and Fairness (PRI) 0.779**  0.417**  0.770** 1
Satisfaction (SAT) 0.716**  0.500**  0.718**  0.695** 1
Loyalty (LOY) 0.630**  0.439**  0.631** 0.612** 0.881** 1

Notes: **Significant at 0.01 levels

HIUMITUTOIANAINAIN TC (NFUT 2) v sy BeransuaydsALmans



26 Panyapiwat Journal Vol. 17 No. 1 January-April 2025

Comprehensive Structural Model

A comprehensive structural model
analysis was conducted by using SPSS AMOS. In
the model with four antecedents, convenience
exhibited the highest impact on customer
satisfaction with a factor loading of 0.291,
followed by service quality at 0.267, price
fairness at 0.208, and digital transformation at
0.132. Customer satisfaction also has a positive
impact on customer loyalty at 0.862. All five
regression paths were found to be statistically
significant within the p-value threshold of 0.05,
as indicated in Table 3. The goodness of fit
indexes was examined, and GFl was 0.933,
exceeding the recommended value level
of 0.9, and an RMSEA of 0.039, below the

recommended value level of 0.5. All goodness

of fit indexes were found to be statistically
significant (X* = 591.733, df = 342, x*/df =
1.730, GFI = 0.927, AGFI = 0.907, CFl = 0.974,
RMSEA = 0.038).

It was confirmed that four antecedents
(service quality, digitalization, convenience,
and price fairness) had a positive impact on
customer loyalty, as shown in Table 4. The
mediating effects of customer satisfaction
between these four antecedents and customer
loyalty are indicated in Table 5. A Sobel Test
was conducted on the four regression paths
from the antecedents to customer loyalty
through customer satisfaction, confirming
that all regression paths were statistically
significant, with z-values exceeding 1.96 and

p-values below 0.05.

Table 3 Structural Modeling of 4 Antecedents to Satisfaction and Satisfaction to Loyalty

Std. Unstd.
Regression Path S.EE.  CR. P Outcome
Estimates Estimates
Service Quality => Satisfaction 0.267 0.323 0.085 3.798 ***  Supported
Digitalization => Satisfaction 0.132 0.178 0.053 3377 **  Supported
Convenience => Satisfaction 0.291 0.314 0.076 4.145 **  Supported
Price Fairness => Satisfaction 0.208 0.234 0.086 2.721 0.007 Supported
Satisfaction => Loyalty 0.862 0.916 0.046 19.744 **  Supported
Table 4 Structural Modeling of 4 Antecedents to Customer Loyalty
Std. Unstd.
Regression Path S.E. C.R. P
Estimates Estimates
Service Quality => Loyalty 0.210 0.280 0.100 2.789 0.005
Digitalization => Loyalty 0.108 0.163 0.063 2.576 0.010
Convenience => Loyalty 0.244 0.292 0.089 3.291 ox
Price Fairness => Loyalty 0.198 0.244 0.102 2.388 0.017

Goodness of Fit Index (CMIN = 478.86, DF = 271, CMIN/DF = 1.767, GFI = 0.927, AGFI = 0.913, CFl = 0.974,

RMSEA + 0.038)
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Table 5 Direct and Indirect Effects from 4 Independent Variables to Customer Loyalty through

Customer Satisfaction

Regression Path Direct Eff Indirect Eff Total Eff Z-Value Std. Error P-Value Outcome
Service Quality + Satisfaction => Loyalty -0.020 0.230 0.210 3.733 0.230  0.0002  Supported
Digitalization + Satisfaction => Loyalty -0.006 0.114 0.108 3.312 0.114  0.0009  Supported
Convenience + Satisfaction => Loyalty -0.007 0.251 0.244 4.045 0.251  0.0001  Supported
Price Fairness + Satisfaction => Loyalty 0.019 0.179 0.198 2.696 0.179  0.0070  Supported

Discussion

Convenience had the strongest positive
impact on customer satisfaction; hypothe-
sis 3 is supported. This result is consistent
with the results of (Kaura et al. 2014, 2015;
Subiyantoro, 2021). Kathure and Kuhuthu (2017)
showed that five conveniences had a positive
impact on customer loyalty. Accessibility to
a bank was rated high in the construct of
convenience, followed by business hours
and ease of service purchase. Customers may
tend to use branches near their residences or
offices. Therefore, having as many branches
as possible has the potential to acquire
as many customers as possible. Regarding
business hours, branches in shopping centers
are useful because they are open on Saturdays
and Sundays, and even after working hours
on weekdays.

Service quality positively influences
customer satisfaction; hypothesis 1 is supported.
This finding aligns with the research results of
(Karua et al., 2014, 2015). Respondents in the
guestionnaire rated highly “courteousness”,
“well-dressed and neat”, and “having the
best interests of the customer at heart”.
Since many customers have several bank

accounts, they may compare the service

quality of the banks where they have accounts
and choose one or two of the best service
quality. Therefore, bank employees’ knowledge
of products and behavior toward the
customers is crucial.

Price and fairness positively influenced
customer satisfaction; hypothesis 4 is
supported. This result is consistent with the
research results of Varki and Colgate (2001),
Han and Ryu (2009), Kaura et al. (2014, 2015).
The mean of three price items, including
deposit interest, loan interest rate, and
bank charges, received the lowest rating
at 3.563, compared to the mean of four
antecedent factors, which is 4.126. Some
respondents were not satisfied with the prices
offered by banks. An article in Thai Rath on
June 20, 2023, reports that one of the reasons
the BOI allows the establishment of virtual
banks is to promote healthy price competition
among Thai banks. On the other hand, price
fairness, including price transparency and prior
announcement, was close to the mean of four
antecedents and satisfactory.

Digital transformation has a positive
impact on customer satisfaction; hypothesis 2 is
supported. This finding aligns with the previous
research conducted by Kaura et al. (2014, 2015),
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Kumbhar (2011), and Hag and Awan (2020)
on the relationship between electric banking
and customer satisfaction. The survey
respondents rated Digital Transformation
the highest among the six constructs, with
an average score of 4.506. This could be
attributed to Thai banks providing online
banking services free of charge. In March 2018,
Thai banks waived ATM and online banking
fees to prevent customers from shifting to
e-commerce companies. This decision led
to banks incurring daily costs for maintaining
online systems and transporting cash to ATMs
without generating income. The researcher
hypothesizes that questionnaire respondents
may intuitively recognize that the profits
generated from the difference between loan
interest rates and deposit interest rates, along
with fees from branch transactions, may
complement the losses incurred from digital
banking.

In this study, it was found that customer
satisfaction has a positive impact on customer
loyalty; hypothesis 5 is supported. This result
is consistent with Sitorus and Yustisia (2018)
and Subiyantoro (2021) findings. Sharma (2020)
also emphasized the importance of customer
satisfaction in the banking sector and its
influence on customer loyalty. The average
scores for customer satisfaction and customer
loyalty were close to each other at 4.160 and
4.214, respectively, compared to the other
constructs.

All four antecedents, service quality,
digital transformation, service convenience,

and price and fairness, were found to have

a significant impact on customer loyalty
through customer satisfaction, with z-values
exceeding 1.96 and p-values below 0.05.
Therefore, Hypothesis 6 is supported. In
terms of the mediating effects of customer
satisfaction on customer loyalty, the study
conducted by Kaura et al. (2015) found
that customer satisfaction only serves as
a mediator for two out of nine antecedents

to customer loyalty.

Conclusions

This quantitative study uncovered that
service convenience had the most positive
impact on customer satisfaction, followed
by service quality, digital transformation,
price, and fairness. Customer satisfaction also
positively influenced customer loyalty.
Customers in the EEC rated digital transformation
the highest, likely due to free online banking
services, while they rated bank prices the
lowest due to insufficient price competition.
Customer satisfaction positively influenced
customer loyalty and also served as
a mediating factor between the four

antecedents and customer loyalty.

Academic and Managerial Implications and
Recommendations

This study makes a significant academic
contribution by advancing the understanding
of customer behavior in retail banking,
particularly in the context of digital
transformation. By extending the comprehensive
service model of Kaura et al. (2014) and

integrating factors such as service convenience,
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service quality, price fairness, and digital
transformation, the research reveals new
insights into what drives customer satisfaction
and loyalty in the post-pandemic era. The
findings, particularly the emphasis on service
convenience, highlight a shift in customer
priorities, offering a nuanced perspective that
recontextualizes existing theories. Additionally,
the study provides valuable, region-specific
insichts into the Thai banking industry,
contributing to both local and global
academic discourse on customer behavior in
the digital age.

Therefore, four managerial implications
are proposed for banks to enhance customer
satisfaction and expand their business. First,
customers value convenience and prefer to
use banks that are located near their homes
or workplaces. Therefore, opening a new
branch increases the chances of acquiring new
customers who live or work nearby. However,
banks are currently required to improve
their operational efficiency and should avoid
expansion without considering efficiency. It is
essential to collect and analyze more detailed
information about the area, open branches
strategically, and consolidate unprofitable
branches.

Secondly, service quality has the second
largest impact on customer satisfaction, and
the behavior of bank employees who interact
with customers is a key factor in determining
service quality. Therefore, it is essential
to motivate bank employees and provide

continuous in-house training so that they gain

a deep understanding of the products and
treat customers with respect.

Third, the third largest factor that has
the greatest impact on customer satisfaction is
price and fairness. Bank customers’ evaluation
of price is significantly lower than that of
other service factors, which indicates that
they are less satisfied with the bank’s fees
and interest rates. Therefore, if banks offer
more attractive pricing, customer satisfaction is
likely to increase; however, there is a risk that
profit margins may decrease and stock prices
could fall. Consequently, rather than competing
solely on price for a standard product, it may
be more prudent for banks to innovate by
launching new products that differentiate
them from competitors.

Fourth, digitalization, including online
banking and ATMs, had the smallest impact on
customer satisfaction; however, it received the
highest average rating from bank customers.
Since banks do not charge fees for online
transactions or ATM usage, developing user-
friendly applications can help differentiate
banks from competitors and potentially attract
more customers. Banks have a strong affinity
with local communities, and some Japanese
regional banks have established subsidiaries
that conduct e-commerce, utilizing existing
bank platforms to sell local products produced
by their customer companies. This contributes
to the One Village One Product (OTOP)
initiative. Additionally, banks can expand their
business by integrating the introduction of
local housing properties with mortgage loans

through these platforms.
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As a recommendation, it is essential to
verify the validity of the survey results through
interviews with bank employees and bank
customers and to explore the reasons why
price and fairness were rated low while

digitalization was rated high.

Limitations and Future Studies

This research may have geographic,
temporal, and field limitations. The survey was
conducted in the Eastern Economic Corridor
(EEC) area, the most industrialized region in
Thailand, with residents having the highest
income and education levels. Thailand has
significant regional disparities, with the north
and northeast regions experiencing lower
income levels and education attainment.
Additionally, most banks in Thailand have

branch offices in rural areas and cater to the
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Abstract

This research aims to 1) Develop a structural equation model of the causal factors of
business management and the Sufficiency Economy Philosophy affecting the success of business
management in community enterprise in Chanthaburi Province and 2) Study the direct, indirect,
and total effects of business management and the Sufficiency Economy Philosophy affecting
the success of business management in community enterprise in Chanthaburi Province. This
quantitative research uses survey research with a sample of 240 from 603 community enterprises
in Chanthaburi province. A proportionally stratified sample was selected. Data were collected
using online questionnaires and electronic mail. Path analysis was used to test the hypotheses.
The structural equation model of causal factors is consistent with empirical data. The Sufficiency
Economy Philosophy had a direct and positive impact on business management. The Sufficiency
Economy Philosophy and business management had a direct and positive impact on the success
of community enterprise management, and the Sufficiency Economy Philosophy has indirect
by passing through business management. Research shows that if community enterprises use
the principles of a sufficiency economy and have good business management processes, they

will ultimately succeed in their operations.

Keywords: Business Management, Sufficiency Economy Philosophy, Successful, Community

Enterprises, Chanthaburi Province

Introduction

The current environment has resulted in
a significant increase in company competition.
Entrepreneurs must seek management
techniques for shifting circumstances.
Community enterprises are firms founded by
a group of locals to produce things that raise

funds for the community. These enterprises

must compete with more established and
easily accessible businesses (Poompurk &
Anusonphat, 2020; Srichan & Kenaphoom,
2024; Sakunpong et al., 2022). As a result,
community businesses must adapt and
discover out how to collaborate with their
communities to assist them in learning and

understanding business management.
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Community enterprises were created to
help each household increase their income
and self-sufficient (Jaroensombat, 2021). The
community economy enables trade between
producers and consumers within and outside
the community. It is based on the “Sufficiency
Economy” concept, where individuals prioritize
their family and share with others. Begin
with one family and create a network before
approaching the public and private sectors to
collaborate. Begin with one family and expand
into a network. Then, seek partnerships from
the public and commercial sectors to expand
into markets outside of the community and
maintain growth as small and medium-sized
businesses (Sakunthong, 2023; Inbueng et al.,
2020). Sufficiency Economy Philosophy is not
only used to run communal enterprises. The
desired result is the successful management
of the community’s businesses (Surod, 2020).
Chanthaburi Province, known for its agricultural
goods, gems, manufacturing, and tourism,
offers tremendous potential for community
enterprises due to its strategic location and
various resources (Aurama et al., 2021; Intayot,
2020). Community enterprise development
in Chanthaburi Province faces numerous
challenges, including a lack of business
management standards, no systematic
organized pushing or promotion, and
marketing issues such as a lack of skills,
expertise, and understanding for online
marketing and tourist attraction development.
This causes unpredictability in income, resulting
in a loss of money (Tonglim 2022). A problem

in adding value to goods is to develop

attractive, modern, eye-catching, and fascinating
packages. Including community or village
capitals is insufficient (Sotwitee, 2022).

As a result, the researcher is interested
in investigating the factors that influence the
success of business management in community
enterprises in Chanthaburi Province with the
Sufficiency Economy Philosophy and Business
management. This helps to ensure the success
of community enterprise management, which

benefits community enterprises even more.

Objectives

1. To develop a structural equation
model of causal factors in business management
and the Sufficiency Economy Philosophy that
affects the success of business management of
community enterprise groups in Chanthaburi
Province.

2. To study the direct and indirect
influence of business management and the
Sufficiency Economy Philosophy on the
success of business management of

community enterprise groups in Chanthaburi

province.

Literature Reviews

Sufficiency Economy Philosophy and
Business Management

Wasi (2006) defines a sufficiency economy
as a middle economy that connects families
and communities to create a civic society.
Isarangkul Na Ayutthaya and Thampiya
(2019) explains how the Sufficiency Economy
Philosophy is used in economic management.

This can be achieved by enabling people and
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increasing self-sufficiency. To achieve the
organization’s goals, a system for regulating
the resources used to make things is required
(Longenecker & Pringle, 1981; Stoner &
Freeman, 1989). The POLC concept (Allen,
1958) consists of four contemporary manage-
ment theories used in business management:
Planning, organizing, leading, and controlling.
Community enterprises should use the
Sufficiency Economy Philosophy as a business
management guideline to ensure that their
operations support livelihoods and set norms
for community conduct, from families to
communities to government agencies (Suwanrat
et al.,, 2023) by adopting the Sufficiency
Economy Philosophy to govern community
companies will help the foundation economy
become self-sustaining (Chunphun et al,,
2024). Create a robust immunity to balancing
development in all areas (Unphimand &
Dinkoksung, 2023). Therefore, adopting the
Sufficiency Economy Philosophy will help
community enterprises enhance their business
management.

H1: The Sufficiency Economy Philosophy
has a direct positive influence on business
management

Business Management and Success of
Community Enterprise Management

The POLC concept, a basic management
strategy, can be used for community enterprise
business management. This allows you to see
activities across the entire organization, and
view the operation and work process from
beginning to end, to fulfill the set goals

(Ketkarn, 2021). The succession of a firm is

measured by its performance (Bullen &
Rockart, 1981). This provides a competitive
edge (Blocher, 2010) through economic,
technological, legal, and political aspects
(Wattanasin & Techarin, 2002) with community
potential, market support items, and
sustainable business practices (Onmak, 2010).

The successful community enterprises
that practice good business management
would help to enhance and sustain the
country’s economic and social development
(Vilepana et al., 2023). Community enterprises
must be given priority in operational planning.
Community enterprises are managed, leading
community enterprises to achieve goals, and
controlling members to carry out their work
according to the plan. As a result, sood business
management will lead to the success of
community enterprise management
(Wattanadittachan & Thammaapiporn, 2023;
Songsri & Churintrm, 2021).

H2: Business management has a direct
positive influence on the success of community
enterprise management

Sufficiency Economy Philosophy
and Success of Community Enterprise
Management

Tantivejkul (2001) describes the key
idea of the Sufficiency Economy Philosophy
that the people, as well as the development
and governance of the country, must follow
a middle way. Self-sufficiency must include
three characteristics: 1) moderation,
2) reasonable, 3) self-immunity under 4) a set
of knowledge, and 5) ethical qualification.

(Department of Community Development,
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Ministry if Interior, 2006). Success indicators
include 1) community potential, which refers
to general potential, inclusively, business
leaders, and local resources (Tupkrut et al,,
2020), 2) there is a market to support the
product’s identity and contribute value
through local knowledge (Hassaro, 2021),
and 3) sustainable business practices, the
community must develop collaborative
organizations to conduct business with
good management. Make marketable things.
Develop a sense of ownership over the
product (Tanyong & Nimitsadikul, 2022).

Community enterprises using a sufficiency
economics strategy must be encouraged and
supported to continue for survival through
self-sufficiency (Phatratkul et al.,, 2023). Any
community enterprise that follows the principle
of a sufficiency economy will result in the
success of community enterprise management
(Jintana & Anantanatorn, 2020). That is,
community enterprises that function by sound
Sufficiency Economy Philosophy will have the
management outcomes.

H3: Sufficiency Economy Philosophy has
a direct positive influence on the success of

community enterprise management

Research Model

Community enterprises play an essential
part in boosting the community economy and
maintaining the country’s stability. As a result,
business management that is compatible with
local understanding will transform community
enterprises into truly stable and durable
economic foundations (Phueakbuakhao et al.,
2023). Developing the business management
capabilities of community enterprises will help
the community become self-sufficient and
sustainable, as well as develop the community
economy. When the economic and social
underpinnings are strengthened, they become
more resilient to change (Thaichareon, 2023).
When considering empirical evidence into
the success of community enterprise groups,
it found that there is only a small amount
of research that investigates the relationship
between Sufficiency Economy Philosophy,
business management, and the success of
community enterprise management, the
research model for this research is presented

as indicated in Figure 1.
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Figure 1 Research Model for Causal Factors Affecting the Success of Business Management

Methodology

Research Design

This quantitative research uses a survey
design to study the relationship between
three key constructs: 1) Sufficiency Economy
Philosophy, with five observed variables
(moderation, reasonableness, self-immunity,
knowledge, and morality); 2) Business Manage-
ment, with four observed variables (planning,
organizing, leading, and controlling); and
3) The Success of Community Enterprise
Management, with three observed variables
(community potential, market support for
products, and sustainable business practices).

Population and Sampling Procedure

The population is 603 community
enterprises in Chanthaburi Province (Chanthaburi
Provincial Agriculture Office, 2023), using the
Rule of Thumb to find an example (Comrey,
1973) with a magnitude of 10-20 samples for

each observed variable (Schumacker & Lomax,

2010; Hair et al., 1998) and the appropriate
sample size should be at least 200 samples.
(Kline, 2010). There were 12 observed variables
for this research, and 20 samples were chosen
for each observed variable, this provided 240
samples. Sampling was carried out using a
stratification method based on the proportion
of each district selected by simple sampling,
using the lottery method.

Research Instruments

The research instrument is a questionnaire
with a 5-point Likert scale. The Sufficiency
Economy Philosophy questions were
developed based on the research of
Roektula and Churintr (2021), the business
management questions by Faicharoenmongkol
and Chiachana (2020), and the success of
community enterprise management questions
by Tubkrut et al. (2020). The validity of the
research instrument was tested with 5 experts,

and the consistency of the questions with the
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objectives (I0C) was 0.67-1.00, greater than
0.50 (Kanchanawasi, 2002). A reliability test
using 30 sets of community companies in
Trat province (tryout) using Cronbach’s alpha
coefficient yielded a value of 0.994, greater
than 0.70 (Phetcharot & Chamniprasart, 2002),
indicating that the model’s reliability is within
acceptable limits.

Data Collection

Data was collected by distributing
inquiries by mail and online, google form, and
then checked for completeness for further
data analysis.

Data Analysis

Descriptive statistics (frequency,
percentage, mean, and standard deviation)
were used for data analysis. Structural
Equation Modeling (SEM) was employed to
test the hypotheses, with goodness of fit
indices as follows: p-value > 0.05, CMIN/df
< 2, GFI and AGFI > 0.95, and RMR and
RMSEA < 0.05 (Bollen, 1989; Diamantopoulos
& Siguaw, 2000).

Result

Among the 240 respondents, 60.83%
were female, 65.83% were aged between
30 and 40 years, 82.83% had education less
than a bachelor’s degree, 82.08% had been
members for 1 to 5 years, and 58.33% were
community enterprise presidents.

For community enterprises information,
40.83% were created by the persuasion
of leaders, 35.83% had 3-star products,
87.08% had members under 10 years old,
72.08% had an operating time of less than
5 years, 27.08% were food products, 60.83%
received operating funding through member
fundraising, and 76.67% had an initial capital
of 50,000 to 100,000 baht.

The results of an examination of the
factors were used to test preliminary data
to analyze the structural equation model
for causal factors affecting the success of
community enterprise management in

Chanthaburi Province, as shown in Table 1.

Table 1 Descriptive statistics for Sufficiency Economy Philosophy, Business Management, and

The Success of Community Enterprise Management

Standard
Mean
Construct ® Deviation Description Skewness Kurtosis VIF  Tolerance
X
(S.D.)

Sufficiency Economy 4.38 0.52 High 1.76 3.69 3.71 0.27
Philosophy

Business Management 4.22 0.50 High 1.83 4.05 3.71 0.27
The Success of the 4.32 0.54 High 1.61 2.55 - -

Community

Enterprise Management
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Table 1 showed that all factors had a
high level of opinion. The Sufficiency Economy
Philosophy had the highest level of opinion
(X =4.38), followed by The Success of Community
Enterprise Management (X = 4.32) and Business
Management (X = 4.22). A preliminary analysis
of the data for SEM found that 1) skewness
ranges from -1.83 to 0.16 (less than 3), and
kurtosis ranges from 2.55 to 4.05 (less than
< 10), indicating that all factors have a normal
distribution (Curran et al., 1996) 2) Redundant
relationships between independent variables
found that each variable had a VIF value of no
more than 10 (Belsley, 1991) and a tolerance
value above a given threshold of more than
0.10 (Foxall & Yani-de-Soriano, 2005).

Before analyzing SEM, ensure that the

data is appropriate, from 12 observed variables,

66 pairs had a correlation value of no more
than 0.80, that is, the degree of correlation of
the variables was not very high. Therefore, the
problem of multicollinearity is not exceeded
and the variables are on a commmon element, so
it is appropriate to analyze SEM (Byrne, 2010).
Bartlett’s test of sphericity = 4433.13, df = 66,
p = 0.00, and the identity matrix correlation
coefficient at a significance level of 0.01 is
sufficiently correlated to be able to analyze
the elements. This corresponds to the results
of the Kaiser-Mayer-Olkin (KMO) analysis,
which has a value close to 1 (0.96), with an
index value of 0.80 or higher (Kim & Mueller,
1978), the data is very appropriate. This makes
it possible to continue analyzing the elements

as shown in Table 2.

Table 2 Pearson Correlation Analysis between The Observed Variable

Factors  PLN ORG LED CNT SUF RSN IMM  KNW  MORE POT  MKT SUS
PLN 1.00

ORG 0.80°  1.00

LED 078" 0757 1.00

CNT 077" 079" 078"  1.00

SUF 043" 040" 038" 043" 1.00

RSN 065" 064" 064 067  04a"  1.00

IMM 068" 0717 068" 065 067 069"  1.00

KNW 0767 069" 073" 076" 0807 076 0777 1.00

MOR 069" 070" 0707 066  06a° 075 069 0727  1.00

POT 067" 073 074" 073" 070" 074" 080" 068 076  1.00

MKT 074" 076" 075 074" 072" 072" 065 068 075 080  1.00

SuUS 070" 073" 072" 0757 074" 072" 080 0707 080" 078 080 1.00
Means  4.29 4.29 4.28 4.03 4.32 433 4.34 4.38 432 4.30 431 434
S.D. 0.66 0.59 0.57 0.48 0.58 0.55 0.55 0.54 0.55 0.54 0.58 0.60

Note: “Comeltion is significant at the 0.01 level (2-tailed), Kaiser-Mayer-Olkin measure of sampling adequacy
(KMO) = 0.96, Bartlett’s test of sphericity = 4433.13, df = 66, sig = 0.00
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The results of the study of causal  enterprise management in Chanthaburi

factors affecting the success of community  Province are shown in Table 3.

Table 3 Analysis of Causal Variables of Business Management and The Success of Community

Enterprise Management

Causal Factors Sufficiency Economy Business management
Philosophy (SUFFCON) (BUSMGT)
Effect factors TE DE IE TE DE IE
Business Management (BUSMGT) 0.89 0.89 - - - -
The Success of Community Enterprise 0.98 0.77 0.21 0.24 0.24 -
Management (SUCCESS)
Statistics
X* = 40.26, df = 38, X*/df = 1.06, p-value = 0.37, GFl = 0.98, AGFl = 0.95, SRMR = 0.01, RMSEA = 0.01
Causal Factors SUF RSN IMM KNW MOR PLN ROG LED CNT
Factor Loading 0.92 0.93 0.95 0.91 091 0.83 0.93 0.91 0.67
Effect Factors SUS MKT POT
Factor Loading 0.93 0.92 0.90
Structure Equation of Variables BUSMGT SUCCESS
R-Square 0.79 0.97
Correlation Matrix between Latent Variables
Latent Variables SUFFCON BUSMGT SUCCESS

SUFFCON 1.00

BUSMGT 0.85 1.00

SUCCESS 0.85 0.94 1.00

Note: p < 0.01 DE = Direct effect, IE = Indirect effect, TE = Total effect, SUF = Sufficience, RSN = Reasonable,
IMM = Self-immunity, KNW = Knowledge, MOR = Moral, PLN = Planning, ORG = Organizing, LED = Leading,
CNT = Controlling, POT = Community potential, MKT = Market supports products, SUS = Doing business

sustainably

The model consistency test found that This indicates that the research model
X’/df = 1.06 (40.26/38), GFl and AGFl = 0.98  developed is consistent with the empirical
and 0.95 respectively, RMSEA = 0.01, and data, as shown in Figure 2.

SRMR = 0.01.
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DE =024
IE = 0.00
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Figure 2 SEM of Causal Factors Affecting the Success of Community Enterprise Management

Table 3 and figure 2 show the path
analysis results of the structural model,
which revealed that the Sufficiency Economy
Philosophy has a direct positive influence on
business management (DE = 0.89, sig. = 0.01)
with R? = 0.79, this implies that the Sufficiency
Economy Philosophy could be accountable
for 79.00% of the variance in business
management. Meanwhile, business manage-
ment has a direct positive influence on the

success of community enterprise management

(DE = 0.24, sig. = 0.01). Sufficiency Economy
Philosophy has a direct positive influence
on the success of community enterprise
management (DE = 0.77, sig. = 0.01) with
R? = 0.97, this implies that the business
management and Sufficiency Economy
Philosophy could be accountable for 97.00%
of variance in the success of community
enterprise management. The results of the

hypothesis test are shown in Table 4.

Table 4 Summary of Research Hypothesis Test Result

Hypothesis Test Results

Hypothesis Relation  Test Results
H1 The Sufficiency Economy Philosophy has a direct positive 0.89 Supported
influence on Business Management
H2 Business Management has a direct positive influence on 0.24 Supported
The Success of Community Enterprise Management
H3 Sufficiency Economy Philosophy has a direct positive 0.77 Supported

influence on The Success of Community Enterprise

Management
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Discussion

The Sufficiency Economy Philosophy
has a direct positive influence on Business
Management, meaning that community
enterprises in Chanthaburi Province can manage
their businesses by leveraging community
input to produce goods for sale, utilizing local
knowledge and expertise (Damrongwattana,
2021). In pursuit of profitability, community
enterprises are advised to demonstrate
prudence (Rueangkittiya et al., 2020). By
embracing a well-balanced approach to
corporate management and ensuring thorough
training and implementation, community
enterprises can attain self-sustainability
(Yodmanee, 2020).

Business Management has a direct
positive influence on The Success of Community
Enterprise Management. Effective planning
provides businesses with a competitive
advantage. The organizational structure must
be properly managed and Identify each
individual’s responsibilities. Leaders must
comprehend and create acceptable criteria.
To maximize the capacities of community
enterprises (Chankamon et al., 2022). Successful
Community Enterprises design and produce
items that meet market demands. Innovation
and market acceptance are critical for
community enterprises’ long-term sustainability
(Wong-ut & Chaipiboon, 2020).

The Sufficiency Economy Philosophy
has a direct positive influence on The Success

of Enterprise Management and an indirect

influence through Business Management.
As a result, community enterprises in
Chanthaburi Province should prioritize
implementing the Sufficiency Economy
Philosophy, which applies to all members of
a social group. It begins with individuals in
the community applying it until they attain
self-sufficiency, after which they band together
to form communal companies (Putthakhin
et al,, 2024). This involves creating items based
on customer requirements, maintaining product
quality control before market release or
consumer delivery, and continually working to
understand Business Management.

The application of Sufficiency Economy
Philosophy principles, such as moderation and
prudence, encourages community enterprises
to adopt sustainable business practices. This
includes careful resource management and
long-term planning, which are critical for
sustaining competitive advantage. The
community has maintained adequate and
high-quality production resources. Encourage
members to participate in income-generating
activities. Efficient resource management,
including people, currency, and materials,
is indicative of good community enterprise
management (Thawiphithanan et al.,, 2023).
The community has set up a market for
accepting things. Produce high-quality products
and sell them year-round. Positive contacts
with the community and society are emerging
(Kee-ariyo et al., 2023), paving the way for

successful and sustainable business operations.
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Conclusions

The study investigates factors influencing
The Success of Community Enterprise
Management in Chanthaburi Province, using
a sample of 240 community enterprises.
The sample selection was carried out using
a stratified sampling method according to
district proportions, followed by simple random
sampling employing a lottery technique.
The research objectives can be addressed as
follows:

1. Developing a structural equation
model: The study aimed to create a structural
equation model of the causal elements in
Business Management and The Sufficiency
Economy Philosophy that influence The Success
of Community Enterprise Management.
The findings revealed that the model’s variables
are structurally related and provide a good fit
with the empirical data. This indicates that the
selected factors are significant in explaining
The Success of Community Enterprise
Management.

2. Assessing direct, indirect, and total
influences: The research also aimed to examine
the direct, indirect, and total influences of
Business Management and The Sufficiency
Economy Philosophy on The Success of
Community Enterprise Management. The
results showed that both business management
and the Sufficiency Economy Philosophy have
a direct positive influence on The Success
of Community Enterprise Management.
Additionally, the Sufficiency Economy
Philosophy exerts an indirect positive influence
on success through its impact on business

management practices.

Recommendations
1. Academic Recommendations

This study’s causal factor model
was based on the success factors concept:
community’s potential, market-supporting
items, and sustainable business operations.
This study investigates two critical factors
influencing The Success of Community
Enterprises: Business Management and The
Sufficiency Economy Philosophy. This leads
to the development of a model of causal
factors influencing the success of community
enterprises.

Researchers might study success
factors in other contexts, such as marketing
strategies factors, which allow the business to
grow responsibly and succeed in the long run,
and business innovation factors as a means
for businesses to gain a competitive edge.
Balanced scorecard indicators are used to
assess the overall performance of the business
in a balanced way increase competitiveness
and create clearer goals for the business.

2. Practical Recommendations

The study’s findings will assist
community enterprises in improving their
operations through sufficiency economy
concepts and business management practices.
Results in improved management. As a result,
the practice recommendations are as follows.

2.1 The implementation of the
Sufficiency Economy Philosophy in community
enterprises can be achieved through four
approaches: 1) Moderation, The primary purpose
is to enhance local livelihoods while generating

income and benefits. The initiative stresses
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local production methods and resources.
2) Reasonality: the organization’s vision,
goals, and policies must be clearly defined.
Understanding consumer and market needs is
critical. Planning and evaluation are integrated
into daily corporate activities. 3) Self-immunity:
Operations are enhanced by utilizing local
resources and implementing simple
manufacturing techniques. It is recommended
to collaborate with other businesses or
organizations to trade and exchange production
and management technology. Creating a quality
control system for products and services is
critical. As well as meeting customer and
market expectations. continual evaluation of
consumer satisfaction. Furthermore, members
should constantly expand their knowledge
and skills. 4) Morality: It is not acceptable
to exploit customers. Dividends should be
distributed to the members promptly and
equitably, with a portion of the profits set
aside for community or social development.

2.2 Developing business management
guidelines based on POLC principles that
include: 1) Planning: This entails setting both
short-term and long-term operational strategies.
Tasks are allocated among team members,
who should be encouraged to engage in the
creation of policies and procedures. Operations
must be meticulously organized and
documented. 2) Organization: There must be a
clear structure, positions, and responsibilities.

Specify operational activities and use previous

operational failures as a basis for action planning.
3) Leadership: Requires the experience and
expertise of leaders to develop acceptable
practices that align with the organization’s
goals and objectives. Leaders must also
foster a sense of community consciousness
characterized by ethics, conscientiousness,
and honesty, which are essential during
work, problem-solving, and when building
relationships with community members.
4) Control: Effective indicators are required
to monitor organizational performance.
Regular assessment of both organizational
performance and its members is critical, with
the results used to develop policies that
address management difficulties.

3. Recommendations for Further Work

3.1 This study is quantitative and
utilizes previously studied concepts. Future
research could explore qualitative methods,
such as focus groups or in-depth interviews
with stakeholders, to discover new factors
critical to the success of community enterprise
management. This could offer valuable insights
for community enterprises to enhance their
product development and operational
stability.

3.2 Expand the educational area from
only Chanthaburi Province to eastern regions,
and to the community enterprises in Thailand.
To develop the community enterprises for the

success of sustainable management.
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Abstract

The relationship between job crafting and job performance is important issue that
scholars generally pay attention to. However, there are contradictory conclusions about these
relationships in the existing studies, including both positive and negative relationships. Therefore,
the research question of this study is to explore the double-edged sword effect of job crafting
on job performance in both positive and negative pathways based on job demand-resource
model. Through descriptive statistics, hierarchical regression and Bootstrap mediation effect
analysis on 323 pairs of data collected in three stages, the results show that on the one hand,
it can increase employee’s positive emotion and thus promote employee’s job performance;
on the other hand, it can increase employee’s role conflict and thus inhibit their job performance.
This research uncovers the complex relationships between job crafting and job performance.

It enlightens organizations on both the advantageous and disadvantageous aspects of job crafting

and offers guidelines on maximizing its positive potential.

Keywords: Job Crafting, Positive Emotion, Role Conflict, Job Performance

Introduction

Job crafting refers to the proactive
adjustments and changes employees make
in their daily work regarding the content,
approach, and perception of their jobs to
achieve a better fit between the individual
and the work (Wrzesniewski & Dutton, 2001).
There are many examples of job crafting in
the real life, for example, in the “Fat Donglai
Supermarket”, employees proactively help
to support the elderly, guide customers who

are asking for directions to their destinations,

and voluntarily cover and wipe off the snow
on customers’ electric vehicles (or bicycles)
during rainy or snowy weather. It is these
small, employee-initiated actions that are
not originally part of their job roles that have
warmed the hearts of numerous customers
and attracted more and more patrons to visit
by reputation.

Job crafting not only exists in real
life, but also has been widely concerned in
academic research. In early studies on the

theme of job crafting, scholars mainly focused
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on exploring factors that might promote or
hinder employees’ engagement in job crafting
(Wang et al,, 2016). In recent years, with the
development of research on job crafting and
the increasing emphasis on employee value
by enterprises, more and more scholars have
called for a shift in research perspective to
strengthen the focus on and discussion of the
consequences of job crafting (Holman et al,,
2024). Reviewing past research, it has been
found that scholars have primarily concentrated
on the impact of job crafting on employees’
work attitudes, sense of meaningfulness,
well-being, and work performance (Tims et al.,
2022). It is generally believed that by engaging
in job crafting, employees can improve their
job-person fit, enhance their sense of control
over work tasks, work relationships, and the
organization, thereby benefiting the increase in
their sense of meaningfulness and well-being,
and improving their work attitudes and
performance (Petrou et al., 2012; Chen et al,,
2014). However, at the same time, some
scholars argue that employees’ job crafting
behaviors may also have adverse effects
on both the individual and the organization
(Lichtenthaler & Fischbach, 2019). Therefore,
in current research on the outcomes of
job crafting, there is still a lack of unified
understanding and recognition among scholars
regarding whether, how, and when job crafting
will lead to positive or negative results.

This investigation seeks to overcome the
gaps in job crafting literature and elucidate
the concept’s dualistic nature by examining

its influence on employee performance.

Utilizing the Job demands-resources framework
(Bakker & Demerouti, 2017), the study delves
into how role conflict and positive emotions
mediate the job crafting-performance nexus.
It hypothesizes that job crafting can refine
employees’ task aligcnment and career
progression, fostering a better work environment,
elevating positive emotions, and ultimately
boosting performance (Cooper et al.,, 2018).
Conversely, given its proactive and extra-role
nature, increased job crafting may lead to
role-task discrepancies, potentially hindering
performance (Katz & Kahn, 1978).

Objective

This research uses the job demands-
resources model to examine how job crafting
affects work outcomes, including role conflict,
positive emotions, and overall performance,
examining both the beneficial and detrimental
aspects. This study aims to clarify the mixed
results found in existing literature on the effects
of job crafting by employees. It contributes

to advancing the field of job crafting research.

Literature Review

Job crafting is an employee-initiated
process that involves altering job content and
approaches to reshape their roles, foster job
identification, and tailor their job functions. It
is categorized into three forms: Task crafting,
relationship crafting, and cognitive crafting, as
defined by Wrzesniewski and Dutton (2001).

Later, Tims and Bakker (2010) redefined
the concept of job crafting from the perspective

of Job demand-resource model, arguing that
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job crafting means that employees take the
initiative to change job demands and resources.
A kind of initiative to realize one’s own ability
and work preference. They believe that job
crafting can be divided into three types,
namely, increasing work resources, increasing
challenging work requirements and reducing
obstructive work requirements. With the
deepening of the research, Tims and Bakker
(2010) further divided the increase of work
resources into structural work resources and
social work resources on the basis of the
original three categories, and then proposed
four types of job crafting. Influenced by the
definition of job crafting by Tims and Bakker
(2010) and Petrou et al. (2012) believe that job
crafting is a kind of initiative behavior based
on individual employees, which consists of
seeking work resources, seeking challenges
and reducing requirements. Demerouti (2014)
believed that job crafting means that employees
take the initiative to adjust the balance
between job requirements and resources,
achieve person-post matching, and improve
individual health and work motivation. Since
then, many scholars have conducted extensive
research on job crafting based on job demand-
resource model (Lee et al,, 2017; Zhang &
Parker, 2019; Zhang & Parker, 2022; Huang
et al,, 2020; Irfan et al., 2023). Thus, the purpose
of our study is to investigate the double-edged
sword effect of job crafting on job performance

using the job demand-resource model.

The Relationship between Job Crafting
and Job Performance

Reviewing past research, it is evident
that scholars have primarily focused on
the impact of job crafting on employee job
performance. It is widely believed that through
job crafting, employees can improve their job
fit, enhance their sense of control over tasks,
relationships, and the organization, thereby
improving their job attitudes and performance
(Demerouti, 2014; Wrzesniewski et al., 2010;
Petrou et al,, 2012; Chen et al,, 2014). How-
ever, at the same time, some scholars argue
that job crafting may also have adverse effects
on both the individual employee and the
organization (Rofcanin et al., 2019; Lichtenthaler
& Fischbach, 2019). They posit that job crafting
can increase the workload of employees,
which may hinder their ability to complete
their core job tasks. Therefore, there is a lack
of a unified understanding and recognition of
the relationship between job crafting and job
performance in existing research. This paper
aims to understand the double-edged sword
effect of job crafting on job performance from
the Job demands-resources model and to
examine the mediating roles of positive
emotions and role conflict.

The Mediating Role of Positive
Emotion

Job crafting enables employees to better
align their capabilities with their roles, strike

a balance between job demands and available
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resources, elevate their work engagement
(Kuijpers et al.,, 2020), and boost both their
positive emotional state and work vigor
(Bakker & Qerlemans, 2019). According to the
job demand-resource model, when employees
can achieve a good balance between job
requirements and resources they have, and
maintain a good physical and mental state to
enhance resource vitality, they can effectively
improve their work motivation and work
engagement, and contribute to positive work
results (Cooper et al., 2018; Bakker, 2010).
In addition, when employees re-organize and
adjust their work tasks and work completion
methods through job crafting, they can generate
a higher level of work meaning and identity,
while when employees are engaged in work they
recognize and feel meaningful (Geldenhuys
et al,, 2021), they tend to generate a higher
level of positive emotions and expand their
cognitive scope and cognitive level. Not only
can they re-understand the connection between
their own work tasks and those of other
colleagues, and re-allocate their own resources
based on this new understanding, so as to
improve their own resource utilization efficiency
and improve task performance, but also can
re-understand and define the dependence
relationship between themselves and organi-
zations, leaders, colleagues, and customers
(Nonnis et al., 2020). Enabling employees to
understand themselves as a whole with the
organization, leaders, colleagues, and customers
increases the likelihood that employees will
engage in helpful behaviors (De Clercq et al,,
2019).

Hypothesis 1: Positive emotion mediates
the relationship between employees’ job
crafting and their job performance.

The Mediating Role of Role Conflict

Employees’ involvement in job crafting
or their intensive efforts to reshape their roles
can lead to substantial consumption of personal
resources, including time, cognitive energy,
and emotional investment (lkeda et al., 2024).
However, since individual resources are limited
in a certain period of time, employees will
spend a lot of time making work after a lot of
job reshaping, which will lead to a lack of work
resources (Demerouti et al.,, 2001). The job
demand-resource model argues, when
employees are faced with large job requirements
and lack sufficient work resources to support
themselves in completing work tasks, a large
amount of physical and psychological resources
of employees will be lost, making employees
face greater work pressure and unable to
properly switch between different job roles
(Ghanayem et al., 2020). However, when
employees are short of resources and face
great work pressure, they often cannot
successfully complete this transformation,
which will lead to the decline of task
performance (Katz & Kahn, 1978; Borman &
Motowidlo, 1997). At the same time, it will
also cause employees to focus on completing
routine tasks within their responsibilities,
and fail to provide help to colleagues or
customers at the same time, which is not
conducive to improving the relationship
between employees and their colleagues

and customers, and will also lead to low

HIUMITUTOIANAINAIN TC (NFUT 2) v sy BeransuaydsALmans



56 Panyapiwat Journal Vol. 17 No. 1 January-April 2025

relationship performance of employees.
According to the job demand-resource
model, when employees are faced with large
job requirements and are in a poor working
state, and at the same time, they cannot
obtain the supplement of work resources,
they often show poor task performance
(De Clercq et al,, 2021). Furthermore, when
employees are in this negative state, they
tend to prioritize their own tasks and do not
offer extra help to colleagues or customers,
which results in poor relationship performance
(Dierdorff et al., 2021).

Hypothesis 2: Role conflict mediates the
relationship between employees’ job crafting

and their job performance.

Methodology

Questionnaire survey is used to collect
data. In this study, the population refers to all
employees in China. Simple random sampling
was adopted in this study, in which every
individual that meets the requirements is
taken as the sample object, and the chance of
each individual being selected into the sample
is equal through randomization. We selected
hotel service employees as our sample, which
is chosen because there is a strong demand
for employees to craft their jobs in this
industry, which is in line with our research
object. The survey questionnaires for each
stage were sent to the manager and forwarded
to the employees who participated in the
survey. Before the employees filled in the
questionnaire each time, the researchers

stressed the ethical norms and confidentiality

of the survey to the participants to ensure that
each employee could fill in the questionnaire
confidently and truthfully.

To diminish the possible effects of
Common Method Bias (CMB), the survey was
distributed in phases, spaced 2-3 weeks apart
(Podsakoff et al., 2003; Dennerlein & Kirkman,
2022). At time point 1, the first stage survey
questionnaire was sent to employees, asking
them to report job crafting and demographic
variable information, etc. During the initial
phase, 456 questionnaires were gathered.
Subsequently, at Time 2, employees completed
a survey on role conflict and positive emotion,
resulting in 412 collected responses. The third
phase involved reporting on task performance
and OCB, with 352 questionnaires returned.
Finally, by deleting some questionnaires that
could not be matched and failed the attention
test, 323 valid questionnaires remained, yielding
a 70.83% response rate.

Job crafting: We measure it draws on
the scale (15 items) from Tims et al. (2022).
Sample item was “I have tried to improve my
work ability” (o0 = 0.932). Positive emotion:
The short version of the positive emotion
scale (5 items) from Mackinnon et al. (1999)
was used. The sample item was “encouraged”
(a0 = 0.759). Role conflict: The short version of
the role conflict scale (6 items) from Bowling
et al. (2017) was adopted. Sample item was
“In my job, I often feel that different people
‘pull me in different directions’” (o = 0.883).
Task performance: The short version of the
scale (4 items) used by Chen et al. (2002)

was used. Sample item was “I have made

HIUNMIFUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



a v

sasleygyafia

21!

3 7 17 TUT 1 NAIIAN-LHENEU 2568 57

a significant contribution to the overall
performance of my organization” (o = 0.863).
Organizational Citizenship Behavior (OCB): We
used the OCB scale (8 items) from Lee and
Allen (2002). Sample items was “I am willing to
give my time to help people who have work
problems” (o = 0.922).

To mitigate the impact of extraneous
variables and bolster the study’s result
reliability, demographic data of employees
were incorporated as control variables, in
line with prior research. This includes the
employee’s gender, age, education, and
tenure in organization.

We first used SPSS 24 for descriptive
statistical analysis, then used Mplus 7.4
software for regression analysis to test the
hypothesis, and finally, we used Bootstrapping

method to calculate indirect effects.

Table 1 Descriptive Statistics

Results

Descriptive Statistics

We used SPSS 24.0 for both descriptive
statistics and correlational analyses, with
findings detailed in Table 1. In descriptive
statistics, female accounted for 64.4%, the
average age was 27.04 years old, most of them
had junior college education (66.3%), and the
average working tenure was 3.72 years. The
table indicated a significant positive correlation
between job crafting and positive emotion
(r=0.162, p < 0.01), as well as between job
crafting and role conflict (r = 0.313, p < 0.01).
Furthermore, positive emotion showed
a significant positive association with task
0.216, p < 0.01) and

organizational citizenship behavior (OCB)

performance (r

(r =0.232, p < 0.01). Conversely, role conflict
was significantly negatively correlated with
both task performance (r = -0.178, p < 0.01)
and OCB (r = -0.230, p < 0.01).

Variables Kurtosis  Skewness M S.D. 1 2 3 q 5 6 7 8
1. Gender -1.645 -0.604 1.644  0.480

2. Age 24.197 3358 27.037 2445 -0.190"

3. Education -0.787 0.412 2300 0.498 -0.058 0.187"

4. Tenure 30.643 3.864 3718 1.834 -0.129° 0.879° 0.042

5.JC 0.933 -0.200 4.827 0.820 0.038 -0.012 0.030 -0.124"

6. PE 2301 -0.487 4202 0652 -0.030 0.097 0.073 0.043 0.162"

7.RC 0.952 -0.136 3680 0911 0.009 -0.140° -0.014 -0.181" 0.313" 0.035

8. TP 2.904 -0.647 4947 0745 0.089 0015 0.072 0.000 -0.003 0216 -0.178"

9. OCB 2.212 0.575 4858 0.552 0.092 0.043 0.117° 0.000 -0.083 0.232" -0.230" 0.686"

Notes: * p < 0.05, ** p < 0.01
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Hypothesis Testing

The hypotheses in the proposed model
were tested using hierarchical regression analysis.
The outcomes of this analysis are displayed
in Table 2.

According to model 1b and model 2b
in table 2, after controlling the influence of
control variables, employees’ job crafting
had significant positive effects on employees’
positive emotion (B = 0.152, p < 0.01) and
role conflict (B = 0.300, p < 0.01). According
to model 3b and model 4b, employee
positive emotion had a significant positive
effect on task performance (§ = 0.220, p < 0.01)
and OCB (B = 0.243, p < 0.01). Employee role
conflict had a significant negative effect on
positive emotion (B = -0.196, p < 0.01) and
OCB (B = -0.225, p < 0.01).

More importantly, based on the views
of Edwards and Lambert (2007), Mplus 7.4
software was used in this study and Bootstrap
repeated sampling method was adopted to
verify the mediating hypotheses of this study
(result see Table 3). From table 3, job
crafting’s impact on task performance,
mediated by positive emotion, had an indirect
effect of 0.024 with a Standard Error (SE) of
0.017, and the 95% Cl was 0.002 to 0.071,
excluding 0, confirming a significant indirect
effect. In addition, due to the direct effect

of job crafting on task performance was not
significant (95% Cl was -0.094 to 0.116).
Positive emotion played a full mediating role
between job crafting and task performance.

In addition, the indirect effect size for
the effect of employees’ job crafting on OCB
through positive emotion was 0.019, SE was
0.009, and the 95% Cl was 0.005 to 0.043,
excluding 0, confirming a significant indirect
effect. In addition, due to the direct effect of
job crafting on OCB was not significant (95% Cl
was -0.130 to 0.021). Positive emotion played
a full mediating role between job crafting and
OCB. Therefore, hypothesis 1 was supported.
Also from table 3, job crafting’s impact on
task performance, mediated by role conflict
was -0.045, SE was 0.025, and the 95% Cl was
-0.101 to -0.002, excluding 0, confirming that
the indirect effect was significant. Role con-
flict played a full mediating role between job
crafting and task performance.

In addition, in the impact path of job
reshaping on OCB through role conflict, job
crafting’s impact on OCB, mediated by role
conflict was -0.031, SE was 0.017, and the
95% Cl was -0.070 to -0.002, excluding 0,
confirming a significant indirect effect. Role
conflict played a full mediating role between
job crafting and OCB. Therefore, hypothesis 2

was supported.
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Table 2 Results of Hierarchical Regression Analysis
Positive Emotion  Role Conflict TP oCB
Variables
Mia Mib M2a M2b M3a M3b Mda  Mdb

Gender -0.004 -0.013 -0.008 -0.025 0.098 0.097 0.111 0.115
Age 0239  0.169 0.096 -0.044 0.052 0013 0.160 0.161
Fducation 0.035 0.040 -0.022 -0.012 0.069 0.058 0.099 0.083
Tenure -0.170  -0.090 -0.265" -0.108 -0.036 -0.045 -0.130 -0.191
Job Crafting 0.152" 0.300" 0.012 -0.080
Positive Emotion 0.220" 0.243"
Role Conflict -0.196" -0.225"

R? 0.019  0.040° 0.035 0.119° 0.014 0.095 0.029 0.142"
AR’ 0.021° 0.084" 0.081" 0.113"
Notes: N = 323; * p < 0.05, ** p < 0.01
Table 3 Bootstrapping Test of Mediation Effect

Stage 1 Stage 2 Indirect
Paths Effect Effect Effect SE 95% Cl
Size/SE (a) Size/SE (b) (a*b)

JC>RC TP 0.389/(0.068)  -0.115/(0.060) -0.045 0.025 [-0.101, -0.002]

JC—RC— OCB  0.389/(0.068)  -0.080/(0.041) -0.031 0.017 [-0.070, -0.002]

JC>PE—>TP 0.100/(0.043) 0.242/(0.092) 0.024 0.017 [0.002, 0.071]

JC— PE— OCB  0.100/(0.043) 0.193/(0.043) 0.019 0.009 [0.005, 0.043]

Discussion

Based on the job demand-resource model
(Bakker & Demerouti, 2017), we explore the
positive and negative effects of employees’
job crafting on their job performance. Starting
from the two paths of resource depletion
effect and gain effect immediately generated

when employees engage in job crafting, focusing

on the mediating roles of role conflict and
positive emotion in the relationship between
job crafting and job performance.

First, research shows that when
employees engage in job crafting, it can lead
to role conflict because they spend a lot of
time and energy trying new things, which may

not align with the organization’s expectations.
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This conflict can cause a cycle of resource oss,
resulting in a decrease in work performance
(Demerouti et al., 2001; Ghanayem et al., 2020).
Additionally, the tension between an employee’s
role and their job crafting activities can nega-
tively impact how well they perform their job
(Borman & Motowidlo, 1997).

Second, studies indicate that job crafting
can enhance employees’ work conditions,
lessen their stress, and conserve resources
(Geldenhuys et al., 2021). It boosts positive
emotions, which increases cognitive flexibility
and job understanding. This, in turn, helps
improve work performance. Positive emotions
also play a role in linking job crafting to better
job performance (De Clercq et al., 2019).

This finding has resolved the previous
contradictory conclusions regarding the
relationship between job crafting and job
performance. In other words, job crafting
can increase job performance by enhancing
employees’ positive emotions, while at the
same time it may reduce job performance
by increasing role conflict. This finding is also
consistent with the predictions of the job
demands-resources model, which posits that
job demands have a negative impact, while
job resources have a positive impact.

Additionally, our research findings offer
some insights for organizational managers.
Managers should recognize the double-edged

sword effect of job crafting.

Therefore, when encouraging employees
to engage in job crafting, they should adopt
a balanced strategy that not only stimulates
employees’ positive emotions but also ensures
that such behavior does not lead to role
conflict. For instance, managers should
establish clear guidelines and processes for
job crafting. This includes providing employees
with clear job objectives and expectations,
ensuring that the direction of job crafting aligns
with the organization’s strategic goals, and
reducing role conflicts arising from job crafting.
At the same time, managers should establish
effective communication channels, encourage
employees to share their crafting plans and
progress, and provide timely feedback and
support. By doing so, managers may be able
to harness the positive effects of job crafting

as well as miticate its negative effects.

Conclusions

This study reviews past research on
job crafting and its effects, helping managers
grasp its potential impacts. It confirms that job
crafting can positively or negatively influence
employees’ job performance. This understanding
allows managers to better guide job crafting
activities. The study also differentiates
between task performance and contextual
performance, like Organizational Citizenship
Behavior (OCB), providing insights into how job

crafting affects different performance areas.
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Abstract

This study aimed to 1) study the operations of Roti Saimai entrepreneurs after the
COVID-19 pandemic in Phra Nakhon Si Ayutthaya Province, 2) study the characteristics of
Roti Saimai according to consumer needs, and 3) study the adaptation strategies of Roti Saimai
entrepreneurs in the New Normal era. Data were collected from in-depth interviews with
15 samples of Roti Saimai entrepreneurs and 150 samples of Roti Saimai consumers by
questionnaires. Both quantitative and qualitative data analysis methods were used. Data were
analyzed using the mean, percentage, conjoint analysis, SWOT and TOWS Matrix. The results
showed that entrepreneurs had adapted in every aspect except price. In addition, increased
production hygiene was applied at the storefront so it is not crowded, and public relations
through online media were increased. The conjoint analysis showed that the product
characteristics, that consumers were most satisfied, consisted of clear storefront, food coloring
silk threads, and roti flour mixed with synthetic flavors. The utility coefficients were 0.571, 0.376,
and 0.344, respectively. Entrepreneurs’ strategies for adapting included proactive strategies,
such as improving the recipe for Roti Saimai to get a more diverse product recipe. Preventive
strategies included developing tourism plans with government agencies and local tourism
operators. Passive strategies included providing parking spaces for consumers to facilitate

purchases. Corrective strategies included developing packaging to meet consumer needs.
Keywords: Entrepreneurs, Strategies, Roti Saimai
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Abstract

Based on the comprehensive SOR model, this study leaves no stone unturned, exploring
the effects of content quality, promotion, visibility, interactivity, authenticity, and entertainment
on consumer purchase intentions through perceived value and trust of beauty product
customers in Taobao live broadcast in Nanjing, China. Our self-administrative questionnaires
were designed to gather survey data from 529 customers, representing a response ratio of
96.20%. The PLS-SEM findings revealed a comprehensive understanding of the factors at play.
For instance, promotion, interactivity, authenticity, and entertainment were found to positively
and directly affect perceived value. On the other hand, the analysis revealed that authenticity
and entertainment significantly positively affected customer trust, with authenticity showing
a more substantial influence. Also, purchase intention was positively impacted by perceived
value and trust. Moreover, the mediating effects of the Sobel test indicated positive mediations
of trust between both authenticity and entertainment and purchase intention. Perceived value
mediates the relationship between promotion, interactivity, authenticity, and entertainment and
purchase intention. The study contributes novel insights into the factors influencing purchase
intention and highlights the significance of perceived value and trust in driving such intentions.
Moreover, it expands the existing literature by proposing an extended SOR model that can
be applied in future studies exploring e-commerce live broadcasting. Lastly, we provide
comprehensive guidelines for business owners, managers, and marketers to improve and refine

marketing strategies for sustainable business success.

Keywords: SOR Model, Purchase Intention, E-Commerce Live Broadcasting, Customer Trust,

Perceived Value
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Introduction

In the current era of widespread
high-speed internet access, many products
and services have become readily available
to consumers via online shopping platforms,
reducing the need for physical store visits
(Wei et al., 2021). As a leader in global
e-commerce, China’s e-commerce evolution
offers enhanced convenience, significantly
improving living standards and life quality
(Ma et al., 2022). CNNIC (2023) reported that
China’s Internet users reached 1,051 million
in 2022, with a 74.4% penetration rate.
The online shopping user base grew to 884
million, reflecting a significant increase in
internet traffic, which has led to the rise of
live-streaming e-commerce in China.

Due to the progressive advancement of
digital technologies, innovative e-commerce
business strategies like live streaming have
emerged (Feng & Lu, 2020). Since 2015, online
retailers have been using live streaming as a
creative approach to engage with customers
and maintain their competitiveness (Zhang
et al.,, 2020). According to a report by CNNIC
(2023), from 2015 to 2022, China was ranked
first in the world market for seven consecutive
years for live-streaming market value and
is anticipated to be crucial in fostering new
advancements (Qing & Jin, 2022). E-commerce
live-streaming provides customers with
a novel and interactive shopping experience
while creating an innovative way for sellers
and buyers to communicate (Huang & Suo,
2021). This has changed consumer purchasing

behavior from acquiring information on

products and services, from reading reviews
to watching and interacting with live-streamers
(Dong et al., 2022; Ratasuk, 2019).

Positioned as a consumer-oriented
live-streaming platform, Taobao Live has
accumulated over ten million users since its
launch in 2016 (Kit-fong et al., 2022). During
the pandemic, the popularity of Taobao Live
significantly increased, and it has become one
of the most popular e-commerce platforms
in China (Liu & Zhang, 2024). According to a
financial report by Alibaba (2022), Taobao
Live has conducted around 1.2 billion live
broadcasts, garnering a total viewership of
nearly 1.1 trillion, with the Gross Merchandise
Volume (GMV) generated from live streaming
surpassing 3.5 trillion yuan.

Among various products and services on
Taobao Live, beauty is a top-selling category
since women are their majority customers,
accounting for about 80% of all users,
according to Yin and Areeprayolkij (2024).
Consequently, many emerging beauty product
enterprises and merchants have been drawn
to the live-streaming market, leading to
intense rivalry (Peng et al., 2023). Therefore,
knowing and understanding factors concerning
live-streaming that can promote consumer
purchase intentions is crucial for beauty product
businesses and sellers in a live-broadcasting
platform, particularly in Taobao Live
(Rungruangjit, 2022).

Of all China’s cities, Nanjing is one of
the first cities in the country to offer
e-commerce demonstrations, playing

a leading role in the live streaming of
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beauty products (Cai et al., 2022; Si, 2021,
Zhang Wenyao, 2023). Thus, it has been
selected for this study.

Therefore, referring to the literature,
content quality, promotion, visibility, inter-
activity, authenticity, and entertainment are
proposed as predictors of customer purchase
intentions in this study (Qin et al., 2023; Yan,
2022; Zhou & Huang, 2023) and perceived
value and customer trust as the mechanism
based on the Stimulus Organism Response
(SOR) model (Guo et al., 2021; Li et al., 2023;
Yu & Zheng, 2022; Zhang et al.,, 2023).

Although e-commerce studies have
demonstrated the impact of content quality,
promotion, visibility, interactivity, authenticity,
and entertainment on customer purchase
intentions, their indirect influence through
perceived value and trust, based on the SOR
model has not been explored, especially in
the context of Taobao Live’s beauty product
live streaming in Nanjing (Guo et al.,, 2021,
Jingga & Santoso, 2024; Li et al., 2023; Yu &
Zheng, 2022; Zhang, 2023).

Therefore, this study aimed to predict
the impacts of content quality, promotion,
visibility, interactivity, authenticity, and
entertainment on consumer purchase
intentions through perceived value and trust
in Taobao’s live-streaming of beauty products.
This study’s results were expected to enrich
the existing literature on purchase intention,
customer trust, perceived value, and related
factors by expanding the SOR model.
Furthermore, this research should offer

practical guidelines for beauty product

business owners and marketers to enhance
and innovate their online and e-commerce

marketing strategies.

Literature Review

This study investigates the marketing
factors influencing purchase intention through
perceived value and trust, including content
quality, promotion, visibility, interactivity,
authenticity, and entertainment.

Content Quality

In live e-commerce, the content quality
of a product encompasses an all-inclusive
evaluation of its attributes, brand image, and
additional information associated with the
item being offered for sale (Apasrawirote &
Yawised, 2022; Xu et al., 2020). In collaboration
with influencers, content streamed online
significantly enhances brand recognition and
corporate information dissemination, thereby
increasing online consumers’ satisfaction and
purchase intention (Dabbous & Barakat, 2020,
Kim et al., 2020).

Promotion

Promotion in this research refers to
promotional activities during live streaming,
such as price reductions, giveaways, flash sales,
raffles, money-back offers, and vouchers,
among others, aimed solely at the live-stream
audience (Tran, 2022; Wang et al., 2024). For
most E-commerce broadcasts, promotional
activities are a critical lure for viewers to
engage in live streams and learn about new
products (Wongsunopparat & Deng, 2021).
studies have

Numerous investigated

promotion as a determinant of multiple
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business results, including repurchase inten-
tion, brand identity, and other factors (Ratasuk,
2022a; Ratasuk & Buranasompob, 2021). For
example, Lim and Guzman (2022) explored
how promotion impacts brand equity.

The Visibility of Live-streaming

The ability to “Vision” is a prevalent
method for humans to gather data, with the
processing of visual data benefiting from its
rapidity, extensive capacity, and concurrent
operations (Huang et al., 2024; Su et al., 2020).
Liu et al. (2013) suggested that visual marketing
stimulates consumer demand by providing a
visual impact that, in turn, encourages them
to develop a willingness to purchase. Harianto
and Berlianto (2022) analyzed how visibility
influences repurchase intentions in the
context of online food delivery services.

The Interactivity of Live-streaming

The interactivity of live streaming is
defined by the richness and scope of the
two-way conversation between streamers
and viewers (Kang et al., 2021; Peng et al,,
2024). The lively exchange between hosts and
audience members can influence the
audience’s mental and emotional conditions,
enhancing their confidence in the host and,
as a result, impacting their purchasing choices
(Wang & Liu, 2022). Kang et al. (2021) explored
how interactivity dynamically influences
consumer engagement behaviors.

The Authenticity of Live-streaming

Consumers’ assessment of the accuracy
of presented product information defines the
authenticity of live streams (Liu et al., 2022,

Yao et al., 2024). During live sales events in

e-commerce, the presenter offers an in-depth
showcase of the items, ensuring that consumers
receive a complete presentation (Li et al,,
2021). Such a presentation style, distinguished
by its precise details and vivid imagery, allows
viewers to engage more deeply in the live
stream (Zhang et al., 2021). Sun et al. (2022)
explored how authenticity affects Chinese
consumers’ purchasing behaviors during live
streams.

The Entertainment of Live-streaming

Viewers’ enjoyment during a live stream
is the main indicator of its entertainment value
(Wongkitrungrueng & Assarut, 2020; Yao et al.,
2024). During the viewing process, consumer
participation in purchasing is more about
relaxation breaks and fun (Wang et al., 2020).
When streamers attract consumers, their focus
is intensely sharpened, which can easily lead
to buying behavior (Cao et al,, 2022). Lv et al.
(2022) demonstrated that entertainment
positively influences spontaneous purchasing

and sustains the interest in continued viewing.

Perceived Value

In a live e-commerce setting, perceived
value is defined as the product’s value and
the positive emotional reactions it elicits from
consumers, as described by Lakhan et al.
(2021). Through live broadcasting, the product
is presented directly to the consumer, saving
time and allowing the consumer to perceive
the value of the product (Zhang, 2023). The
significance of consumer-perceived value for
enterprises has generated widespread interest,

and the impact of perceived value in-home
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delivery service on customer satisfaction was
examined by Uzir et al. (2021).

Trust

Trust is defined as an individual’s per-
ception that others will perform according
to their expectations (Ratasuk, 2024). In this
study, trust is defined by consumer confidence
either in the streamer or in the products
featured during the live broadcast, attributed
to prolonged exposure to the broadcast, the
streamer’s competence, or the brand image
of the merchant (Liu et al., 2022). Within
e-commerce live streaming, trust alleviates
consumers’ perceived risks and doubts
regarding the streamer and their products,
thus fostering greater engagement in online
purchases (Liu et al., 2020). Chen et al. (2022)
discovered the impact of customer trust on
customer engagement and loyalty.

Purchase Intention

Purchase intention refers to the degree
of consumers’ willingness to buy the beauty
products in the live broadcast because of the
quality of the product content, promotion, or
the live broadcast features (Tiwari et al., 2024).
Sheth et al. (1991) described purchase
intention as an intangible conviction that acts
as an objective during the consumer’s decision
to select products. Businesses can ascertain
consumer purchase intentions, predict market
trends, and stimulate buying decisions by
delivering diverse experiences and insights on
products and services that meet consumer
demands (Qing & Jin, 2022).

SOR Model

The Stimulus Organism Response (SOR)
model, proposed by (Mehrabian & Russell,
1974), explains how the environment influences
a person’s mental activity and behavior (Chen
& Yue, 2023). Later, scholars have widely used
the SOR model to explain how individuals,
through the mediation of their cognition
and emotion, regulate or tend to behave
according to certain features of the environment
in which they live (Karim et al.,, 2021).
Employing the SOR theoretical foundation,
Liu et al. (2022) examined the influence of
tourism e-commerce live-streaming
characteristics on consumer purchase
intentions, emphasizing users’ engagement
experiences and trust within the SOR model.

Hypothesis Development

Within the framework of live-streaming,
the SOR theory illuminates how factors
like content quality, promotion, visibility,
interactivity, authenticity, and entertainment
act as stimuli that influence consumer behavior
through the mediating roles of perceived value
and trust.

High-quality content is engaging,
informative, and visually appealing, establishing
credibility and values (Zhang et al., 2022). For
example, Oktaviani et al. (2024) found that
content quality has an indirect impact on
purchase intention through perceived value
and trust of customers at a leading women’s

fashion brand in Indonesia on TikTok.
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Effective promotion enhances brand
awareness and communicates value
propositions (Apasrawirote & Yawised, 2022).
When consumers encounter promotional
content, it can create a sense of urgency
and relevance (Pongratte et al., 2023). This
exposure fosters trust and raises perceived
value, as consumers feel informed and
encaged, leading to a higher likelihood of
purchase (Tran, 2022). A study by Apasrawirote
and Yawised (2022) revealed that promotion,
as part of the marketing mix can directly
impact purchase intention through perceived
value.

Increased visibility, whether through social
media presence, search engine rankings, or
offline presence, boosts brand recognition
(Sun et al., 2022). When consumers frequently
see a brand, it reinforces its legitimacy and
builds trust (Zhang et al., 2022). This enhanced
trust, coupled with higher perceived value
from consistent exposure, can drive purchase
intentions (Lakhan et al., 2021; Liu et al., 2022;
Wu & Huang, 2023). Koban et al. (2023) found
visibility, as a feature of live streaming,
can promote purchase intention through
perceived value and trust in the fashion
business during COVID-19.

Interactive content, such as polls, quizzes,
and live Q&A sessions, engages consumers
directly (Tran, 2022). This two-way commu-
nication fosters a sense of connection and
involvement, enhancing trust and making them

feel more engaged (Liu et al.,, 2021, 2022).

Their perceived brand value increases,
making them more likely to purchase (Yu &
Zheng, 2022). Chen et al. (2022) revealed that
the interactiveness of live streamers can foster
the purchase intention of Taobao Live users
by building good relationships.

Authentic content resonates with
consumers personally (Ahmad et al., 2023).
Brands that communicate transparently and
share genuine stories build trust among their
audience (Yu & Zheng, 2022). This authenticity
elevates perceived value, as consumers
view the brand as relatable and trustworthy,
increasing their likelihood of purchasing (Chen
et al,, 2020). Liu et al. (2022) found that the
authenticity of live streamers can significantly
impact purchase intention directly and
indirectly through trust.

Entertaining content captures attention
and creates positive emotional associations
with the brand. When consumers enjoy
content, they are more likely to perceive it
as valuable (Li et al.,, 2024). This enjoyment
fosters trust, as consumers associate the
brand with positive experiences, which
can significantly influence their purchase
decisions (Lakhan et al., 2021). Lakhan et al.
(2021) found positive mediating effects of
perceived value and trust between enter-
taining and purchase intention, based on
the SOR model, in e-commerce platforms in
Pakistan. Therefore, the following hypotheses
were proposed and listed in Table 1 and

shown in Figure 1.
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Table 1 Proposed Hypotheses

Hypotheses

H1

H2
H3
Ha
H5
H6
H7

H8
H9
H10
H11
H12

Perceived value mediates the relationship between content quality and purchase
intention.

Perceived value mediates the link between promotion and purchase intention.
Perceived value mediates between visibility and purchase intention.

Perceived value mediates between interactivity and purchase intention.

Perceived value mediates the relationship between authenticity and purchase intention.
Perceived value mediates the link between entertainment and purchase intention.
Trust acts as a mediator in the relationship between content quality and purchase
intention.

Trust serves as a mediator in the relationship between promotion and purchase intention.
Trust mediates between visibility and purchase intention.

Trust mediates the link between interactivity and purchase intention.

Trust acts as a mediator in the relationship between authenticity and purchase intention.

Trust serves as a mediator in the relationship between entertainment and purchase

intention.

Control Variables:

Contents Quality
Gender

.

. Age
« Education
« Income

H1, H2, H3, H4,
Perceived Value
Purchase Intention
H7, H8, H9, H10,
H11, H12

Figure 1 Conceptual Model
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Methodology

This study focused on Taobao Live
beauty product customers living in Nanjing,
China.

Sample and Data Collection Procedure

The population of interest of this study
is beauty product consumers in Taobao Live
living in Nanjing, China whose number is
considered unknown. Thus, the samples were
18-year-old and older Taobao Live beauty
product consumers living in Nanjing, China,
selected using stratified purposive sampling to
ensure a good representation of the samples
to the population (Iliyasu & Etikan, 2021).
Fifty respondents from each of the 11 districts
were selected, a total of 550 participants,
to ensure the sufficiency of the final data
(Cochran, 1977). They were invited to
participate voluntarily through online
community groups in Taobao Live using
self-administered questionnaires, including
demographics, behaviors, and scales
measuring the variables, for data collection

Measurements

Content quality was measured using
a four-item scale adapted from Mathwick
et al. (2001). Promotion was measured using
a four-item scale adapted from Dittmar et al.
(1995). Visibility was measured using a four-
item scale adapted from Liu et al. (2013).
Interactivity was measured using a four-item
scale adapted from Flanagin and Bator (2010).
Authenticity was measured using a four-item
scale adapted from Beverland et al. (2008).
Entertainment was measured using a four-

item scale adapted from (Chen & Lin, 2018).

Perceived value was measured using a four-
item scale adapted from Davis (1989). Trust
was measured using a four-item scale adapted
from 2 related studies (Chang & Chen, 2008;
Ratasuk & Gajesanand, 2023). Lastly, purchase
intention was measured using a four-item
scale adapted from 2 related studies (Ratasuk,
2023a; Wang et al., 2021). All scales have been
validated and proven reliable (Ratasuk, 2022b,
2023b). The questionnaire utilized a Five-point
Likert scale, from strongly disagree to strongly
agree.

Data Analysis

Partial Least Squares Structural Equation
modeling (PLS-SEM) and the Sobel test were
employed to predict and analyze the
proposed hypotheses, focusing on the indirect
effects of this complex research model (Lin
et al,, 2020). PLS-SEM can demonstrate greater
flexibility in handling non-normally distributed
data, which is often experienced (Ratasuk &
Gajesanand, 2020). WarpPLS 8.0 was chosen
as it is the latest version, capable of delivering
more accurate results (Ratasuk, 2023b).

The university research ethics committee
has approved this study and granted it the
following reference number: PIM-REC 006/2567

Results

529 Taobao beauty product customers
responded to the survey, representing a
response ratio of 96.20%. Most respondents
were female (365), accounting for 69%, and
the rest 164 were males, representing 31%.
Most respondents (286), or 54.1%, were
between 18-25 years old, followed by 111
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respondents, or 21%, were between 26-30
years old. One hundred thirty-seven respon-
dents earned between 4,001 to 6,000 RMB per
month. Respondents with a bachelor’s degree
constituted 77.86%, whereas those holding
a master’s degree represented 17.25%. Two
hundred nineteen respondents are students,
representing 41.49%, and 101 respondents
work in private organizations, accounting for
19.11%.

The reliability and convergent validity
analysis results are detailed in Table 2. The
Cronbach’s alpha for all variables should
exceed 0.7, indicating that both the data
acquisition tool and the collected data are
reliable (McNeish, 2018). Full collinearity

tests were performed to test multicollinearity
among the variables and Common Method
Bias (CMB). Kock (2015) suggested that the
full Variance Inflation Factor (VIF) should be
below 3.3. Therefore, the model has no serious
multicollinearity issue and is free from CMB.

All factor loadings should not be lower
than 0.5 (Cheung et al., 2023)

The Composite Reliability (CR) of all
constructs is recommended to be higher
than 0.7 to be recognized as satisfaction, and
the Average Variance Extracted (AVE) of all
constructs be more significant than 0.5,
indicating less error remains (Hair Jr et al,,
2020). Therefore, the convergent validity of

the data is satisfactory.

Table 2 Convergent Validity and Reliability Analysis

Construct ltems Factor Cronbach’s AVE VIF
Loadings Alpha
Contents CQ1 The introduction of beauty 0.832 0.892 0.839 0.675 2961
Quality products in the Taobao live room is
(CQ) very detailed.
CQ2 With a detailed presentation, | will 0.837
feel good about the beauty products
in the live room.
CQ3 The more detailed the introduction 0.796
of the beauty products, the more quality,
and superiority of the feeling.
CQ4 I will want to buy it when | see the 0.819

detailed beauty product introduction

in the Taobao live broadcasting room.
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Table 2 Convergent Validity and Reliability Analysis (Cont.)

Construct

Items

Factor

Loadings

Cronbach’s
Alpha

AVE

VIF

Promotion
(PM)

PM1 There are more promotional options
for beauty products in Taobao Live,
including but not limited to full discounts,
discounts, and seconds.

PM2 | find better prices on beauty
products in the Taobao live streaming
room.

PM3 | will want to buy them when |
see beauty products discounted in the
Taobao live streaming room.

PM4 The more extensive the discount,
the more likely it is that | will have a

desire to buy.

0.810

0.781

0.849

0.840

0.892

0.838

0.673

3.057

Visibility
(VB)

VB1 The visual presentation of the
Taobao live room is more appealing
to me.

VB2 The video presentation mode of
the Taobao live room is more conducive
to my understanding of beauty product
information.

VB3 Taobao Live will clearly show the
appearance of beauty products.

VB4 Taobao Live will demonstrate the

use of beauty products.

0.815

0.849

0.855

0.863

0.909

0.867

0.715

2.986

Interactivity
(IA)

IAT The visual presentation of the
Taobao live room is more appealing
to me.

IA2 The video presentation mode of the
Taobao live room is more conducive to
my understanding of beauty product
information.

IA3 Taobao Live will clearly show the
appearance of beauty products.

IA4 Taobao Live will demonstrate the

use of beauty products.

0.856

0.828

0.819

0.781

0.892

0.839

0.675

2.860
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Table 2 Convergent Validity and Reliability Analysis (Cont.)
Construct ltems Factor Cronbach’s AVE VIF
Loadings Alpha
Authenticity AT1 During the live broadcast, the 0.805 0.884 0.824 0.658  2.658
(AT) anchor showed the beauty products
from many aspects.
AT2 During the live broadcast, the 0.701
anchor did not make false propaganda
about beauty products.
AT3 | learned more about the quality 0.866
and efficacy of beauty products through
the anchor’s explanation.
AT4 The anchor’s trial of the beauty 0.861
products deepened my understanding
of the products.
Entertain- ET1 Watching Taobao live streaming 0.898 0.925 0.878 0.803 2.922
ment (ET)  can make me feel engaged, happy,
and satisfied.
ET2 The interactive content of the 0.892
Taobao live broadcast will make me
feel relaxed and happy.
ET3 Watching Taobao live streaming 0.900
allows me to feel companionship that
breaks through space.
Perceived PV1 | think the quality of the beauty 0.864 0.930 0.906 0.726  3.064
Value products | would buy on Taobao Live
(PV) is worth the money.
PV2 The beauty products | would buy 0.840
on Taobao Live would meet my usage
needs.
PV3 | can buy the beauty products | 0.850
want to buy after watching Taobao Live.
PV4 Buying beauty products in Taobao 0.862
Live is attractive to me.
PV5 Buying beauty products in Taobao 0.845

Live makes me feel relaxed and happy.
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Table 2 Convergent Validity and Reliability Analysis (Cont.)

Factor Cronbach’s
Construct Items CR AVE VIF
Loadings Alpha
Trust TUL I will trust the beauty products 0.873 0.916 0.877 0.731  3.161

(TV) through the display and presentation
of Taobao Live Stream.
TU2 | think beauty products are more 0.823
reliable, as shown by this presentation
in Taobao live.
TU3 I believe that the anchors in Taobao 0.847
Live will pay attention to users’ needs
and be very sincere.
TU4 | think the information about the 0.877
presentation of beauty products in

Taobao Live is authentic and reliable.

Purchase PI1 Watching Taobao live stream, 0.835 0916 0.877 0.731  3.094
Intention | would consider buying their beauty
(PN products.

P12 After watching Taobao Live, | want 0.825

to recommend beauty products to my

friends and family.

P13 | would likely buy the same beauty 0.869

product from Taobao live.

Pl4 | will buy more beauty products 0.890

by watching live streams of Taobao

e-commerce in the future.

Discriminant validity was evaluated  falling below the recommended threshold of
utilizing the Heterotrait-Monotrait ratio of ~ 0.85, as suggested by Henseler et al. (2015),
correlations (HTMT). As indicated in Table 3,  while Hair Jr et al. (2021) suggested that the

the HTMT criterion was met, with all values  values can be accepted below 0.90.
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Table 3 HTMT Ratio

PI TU PV CQ PM VB IA AT ET
PI
TU 0.844***
PV 0.838*** 0.854***
CQ 0.727** 0.788*** 0.795%**
PM 0.736™** 0.780*** 0.816*** 0.845**
VB 0.695*** 0.741*** (0.788*** 0.828*** (.838***
A 0.763** 0.826™** 0.850*** 0.766™** 0.786™** 0.807***
AT 0.765*** 0.800**  0.883**  0.839*** 0.826"** 0.863**  0.869**
ET 0.782** 0.846™** 0.870**  0.738*** 0.732*** 0.690*** 0.797**  0.827***

Notes: *** = p-value<0.001 and ** = p-value<0.01, Pl = Purchase Intention, TU = Trust, PV = Perceived Value,

CQ = Contents Quality, PM = Promotion, VB = Visibility, IA = Interactivity, AT = Authenticity, ET =

Entertainment

Model-Fit Indices

This research model is robust, with
strong explanatory power and acceptable
multicollinearity levels as indicated by the ten
model fit indices: The Average Path Coefficient
(APC) of 0.163 indicates a significant average
effect size of predictors on outcomes. The
Average R-squared (ARS) value of 0.783 shows
that about 78.3% of the variance in the
dependent variables is explained by the
model, reflecting its strength. The Average
Adjusted R-squared (AARS) of 0.780 further
confirms this while accounting for model
complexity. Both the Average Block VIF (AVIF)
of 2.709 and the Average Full Collinearity VIF
(AFVIF) of 2.956 suggest low multicollinearity,

which is ideal. The Tenenhaus GoF (GoF) value
of 0.791 indicates a well-fitted model, while
the Simpson’s Paradox Ratio (SPR) of 0.895
signals consistent relationships across groups.
The R-squared Contribution Ratio (RSCR)
at 0.997 highlights significant contributions
from the predictors. The perfect Statistical
Suppression Ratio (SSR) of 1.000 indicates
no negative suppression effects, and the
Nonlinear Bivariate Causality Direction Ratio
(NLBCDR) of 0.974 supports strong causal
interpretations.

PLS-SEM and Sobel Test Results
Figure 2 presents the results of PLS-SEM,
showing the direct relationships among all

the variables.
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0.061%,

Promotion 0.1a4%*

Entertainment

Content
Quiality
N, 0070
t 3 Perceived
e ~Z Value

0.476™*

Purchase
Intention

0.417%=

Control Variables
Gender
Age
Education

Income

Figure 2 The PLS-SEM Results

Notes: *** = p-value<0.001, ** = p-value<0.01

The PLS-SEM findings revealed that out
of the six independent variables, 4 of them,
including promotion (B = 0.144; p< 0.010) and
interactivity (B = 0.178; p<0.001), authenticity
(B = 0.179; p<0.001), and entertainment
(B = 0.343; p<0.001) have significant positive
impacts on perceived value. On the other hand,
only (B = 0.205; p< 0.001) and entertainment
(B = 0.107; p< 0.010) have significant positive
impacts on trust. Lastly, perceived value
(B = 0.476; p< 0.001) and trust (B = 0.417;
p< 0.001) have significant and positive impacts
on purchase intention. Therefore, the indirect
effect test was applied to only six of the ten
hypotheses, which are hypothesis 2,4, 5, 6, 11,
and 12.

The Sobel test results indicated that
Hypothesis 2, which proposed that perceived
value mediates the link between promotion
and purchase intention (t = 2.942, p = 0.003),
was supported. Hypothesis 4, which proposed

that perceived value mediates between
interactivity and purchase intention (t = 3.566,
p = 0.000), was supported. Hypothesis 5, which
proposed that perceived value mediates
the relationship between authenticity and
purchase intention (t = 3.583, p = 0.000), was
supported. Hypothesis 6, which proposed that
perceived value mediates the link between
entertainment and purchase intention (t = 2.982,
p = 0.003), was supported. Hypothesis 11,
which proposed that trust acts as a mediator
in the relationship between authenticity and
purchase intention (t = 3.930, p = 0.000), was
supported. Hypothesis 12 was supported,
which proposed that trust is a mediator in
the relationship between entertainment and
purchase intention (t = 2.265, p = 0.010).

Control Variables

The results showed that there is no
significant association between all control

variables and purchase intention: Education
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(B = -0.013; p= 0.786), Age (B = -0.053;
p = 0.279), Gender (B = 0.042; p = 0.383) and
Income (B= 0.062; p = 0.204).

Discussion

This study uses the SOR model to
examine the effects of live broadcasting on
purchase intention for beauty products on
the Taobao Live platform in Nanjing, China.
This model effectively illustrates how
external stimuli, such as live broadcasts,
influence internal consumer states and
ultimately drive purchasing behavior.

Four of the six independent variables
demonstrated significant positive impacts
on perceived value. Entertainment has the
strongest effect, suggesting that engaging
and enjoyable experiences greatly enhance
consumers’ perceived value of products or
services, aligning with Lakhan et al. (2021), who
found that entertainment of live streaming
promotes trust and perceived value for
e-commerce platforms in Pakistan. This shows
that entertainment can elevate user engagement
and satisfaction, leading to a higher perceived
worth of offerings. Similarly, authenticity and
interactivity also emerged as crucial factors,
consistent with a study by Chen et al. (2020),
which found that authenticity reinforces the
notion that consumers value genuine and
trustworthy brands in the Chinese restaurant
business. While interactivity highlights the
importance of consumer engagement in
shaping perceptions, it supports the study by
Liu et al. (2021) that interactivity promotes

perceived value in social commerce. These

results underscore the need for businesses to
create authentic and interactive experiences
to foster positive perceptions of value, as Kang
et al. (2021) suggested.

On the other hand, even though only
authenticity and entertainment significantly
impact trust out of the six variables, which
aligns with a study by Lakhan et al. (2021),
trust’s R” is still relatively high at 0.87.

However, all six tested hypotheses
regarding the mediating role of perceived
value and trust were supported. For instance,
perceived value significantly mediated the
relationships between promotion, interactivity,
authenticity, entertainment, and purchase
intention. These findings suggest that even
if promotion and interactivity drive initial
interest, the perceived value ultimately
translates this interest into purchase
behavior. In particular, the significant
mediating effects found for Hypotheses 2, 4,
5, and 6 (with t-values ranging from 2.942 to
3.583) illustrate how perceived value acts as
a crucial link between engagement strategies
and consumer behavior. This reinforces the
importance of enhancing perceived value
through effective marketing strategies that
attract attention and resonate with consumer
expectations. These findings are aligned with
the SOR model and prior studies, such as the
study by Apasrawirote and Yawised (2022),
which states that perceived value mediates
between promotion, as part of the marketing
mix, and online purchase intention. Liu et al.
(2021) found that interactivity can promote

purchase intention through perceived value
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in social commerce based on the SOR model.
A study by Chen et al. (2020) revealed the
positive impacts of consumers’ perceived
authenticity on their perceived value,
predicting consumers’ purchase intentions in
the restaurant business in China.

Moreover, the significant mediation
effects for trust in the relationships between
authenticity and purchase intention
(Hypothesis 11) and entertainment and
purchase intention (Hypothesis 12) emphasize
the dual role of trust in bolstering both
perceived value and purchase intentions.
The strong t-value of 3.930 for authenticity
suggests that brands must prioritize trust-building
measures to maximize purchase likelihood,
aligning with previous research by Liu et al. (2022)
that perceived live streamers’ authenticity
positively impacts customer purchase intention
through trust. Lakhan et al. (2021) also found
that both perceived value and trust positively
mediate between entertainment and purchase
intention in e-commerce platforms in Pakistan,
based on the SOR model.

In the light of insignificant results, content
quality alone may not sufficiently promote
trust or enhance perceived value. This could
indicate that consumers prioritize other factors,
such as user testimonials, over the quality of
content. Businesses may need to focus more
on emotional engagement and relatability
rather than solely on high content production
standards. Promotional efforts cannot build
trust due to consumer skepticism, emphasizing
the need for authenticity. Increased visibility

does not automatically foster trust and

perceived value because modern consumers
are skeptical of overly promoted brands and
products. Interactivity alone cannot promote
trust because the effectiveness of interaction
tends to depend on its authenticity and
relevance to consumers, who may need

engaging experiences and direct interactions.

Conclusions

In the context of live e-commerce
broadcasting within the beauty products
industry, based on the results, consumers
who positively perceive the promotion,
interactivity, authenticity, and entertainment of
live streaming tend to perceive higher product
and brand value. Meanwhile, consumers who
perceive high authenticity and entertainment
tend to trust the products and brands more.
This may be because perceived value and trust
also make consumers feel more confident
in purchasing and perceive the minimal risk
they tend to experience from purchasing
online. Moreover, perceived value and trust
also mediate between factors and purchase
intentions.

Academic Contributions

This study advances understanding
of consumer behavior in live-streaming
e-commerce by examining how factors like
promotion, interactivity, authenticity, and
entertainment on Taobao Live influence
perceived value, trust, and purchase intention
for beauty products in Nanjing, China. Using
PLS-SEM, we identified how these factors
interact and mediate consumer decisions.

This research contributes to the Stimulus-
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Organism-Response (SOR) model by showing
how live-streaming features serve as stimuli,
affecting consumer perceptions (organism)
and ultimately influencing their purchase
intentions (response). Our findings underscore
the importance of authentic interactions and
effective communication strategies in shaping
consumer behaviors in digital retail environ-
ments.

Practical Contributions

The findings of this study can be applied
as a guideline for streamers, business owners,
and live-streaming platforms to improve the
refining marketing strategies. Beauty product
sellers are advised to: 1) Emphasize interactive
features during live broadcasts to engage with
viewers effectively. Incorporate promotional
activities that highlight product benefits and
features. 2) Focus on maintaining authenticity
in presentations to build trust among viewers.
Incorporate entertaining elements to make
the broadcasts engaging and memorable.
3) Ensure that products are presented in
a clear and compelling manner during
broadcasts. Highlight unique selling points
and benefits that enhance perceived value.
4)Use demonstrations and customer testimonials
effectively to demonstrate product efficacy
and reliability, thereby increasing perceived
value. 5) Maintain transparency in product

information and business practices during

broadcasts. Address customer concerns
promptly and credibly. 6) Consistently deliver
on promises made during broadcasts to build
a reputation for reliability and trustworthiness.
7) Integrate live broadcasts with other
marketing channels to reinforce messaging and
reach a broader audience. Lastly, continue
engaging with customers post-purchase
through follow-up communications and
customer support to sustain trust and encourage

repeat purchases.

Limitations and Recommendations

A limitation of this research is its focus
on a specific geographical area (Nanjing, China)
and product category (beauty products on
Taobao Live), which may limit the generaliza-
bility of findings to other regions or product
types. Future research could broaden the
scope to include diverse geographic locations
and product categories to enhance applica-
bility across different consumer segments and
markets. Additionally, while PLS-SEM provided
valuable insights into relationships among
variables, employing complementary methods
such as qualitative interviews or observational
studies could offer deeper insights into consumer
perceptions and behaviors during live-streaming
e-commerce. These approaches could provide
a more comprehensive understanding of
the nuances in consumer decision-making

processes on digital platforms.
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Abstract

This research aims to 1) study the levels of marketing capability, marketing strategy, and
performance of liquor enterprises in Guizhou Province and 2) analyze the effects of marketing
capability and marketing strategy on the performance of liquor enterprises in Guizhou Province.
A gquantitative research approach was applied in this study with a sample size of 392 retailers of
M-Group enterprise in Guizhou Province, Republic of China. Data analysis employed descriptive
statistics, including percentage, mean, and standard deviation for demographic characteristics,
while multiple regression statistics were calculated to analyze related factors and test
hypotheses. The study results have revealed that marketing capabilities and strategies positively
influence the enterprise’s performance, with statistical significance at the 0.001 level, and
can predict 50.80% of Guizhou liquor enterprise performance. The study results provide
recommendations for policymakers and entrepreneurs to develop effective marketing
capabilities and strategies to influence and ultimately improve the corporate performance of

Guizhou liquor enterprises in China.

Keywords: Marketing Capability, Marketing Strategy, Performance, Guizhou Liquor Enterprises

Introduction world’s largest consumer and producer of

The twenty-first century is characterized  liquor. Several provinces in China produce their
by increasing competition in the global  liquor, such as Luzhou, Laojiao, and Guizhou.
marketplace. This includes the global alcoholic ~ This study focuses on Guizhou, a significant
beverage markets that evolve with changing  province for liquor production, boasting
consumer preferences, innovative product 14 renowned Chinese liquor brands. Based on
offerings, and expanding distribution channels, the national situation 2022, Guizhou achieved
ensuring robust competition among industry ~ 30% of the liquor enterprise’s sales revenue.

players. People’s Republic of China is the It contributed 43.9% of the total profits of
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the liquor enterprise with a 4.3% share of
production, consolidating and enhancing
its essential position in the national liquor
enterprise (Cigarette Network, Famous Wine
Consultation, 2023).

However, the growth of the liquor industry
relies not only on quality but also on effective
marketing strategies and brand development.
In Guizhou, most liquor manufacturers primarily
operate through traditional distribution, direct
sales, and monopolistic practices (Dong &
Xu, 2019). Moreover, the brand awareness of
Guizhou liquor is relatively low compared with
that of internationally renowned spirits, the
lack of product quality standards that make
it difficult to meet market requirements, and
the emergence of many new enterprises that
enter the liquor industry using low-priced
strategies to occupy the market. Therefore,
to respond to competition, Guizhou liquor
enterprises have to improve their marketing
capabilities and optimize their marketing
strategies to enhance their performance and
competitiveness.

Despite the unique flavor and taste of
Guizhou liquor, which is the cornerstone of
its success in the domestic market, Guizhou
liquor enterprises need to pay more attention
to meet the needs of consumers to maintain
their competitiveness. In this context, the
impact of marketing capability on the Guizhou
liquor enterprises is significant. Marketing
capabilities enable producers to sell their
products and services at an advantage over
their competitors. It refers to the ability of an

enterprise to bring its products and services

to the market and meet consumers’ needs.
It includes knowledge of product develop-
ment capability, sales capability, and pricing
capability (Kaleka & Morgan, 2019).

Furthermore, liquor enterprises need
to understand the target market’s culture,
consumption habits, laws, and regulations and
develop marketing strategies and positioning
in line with the target market. They should not
use the same marketing strategies to target
different markets with different cultures,
tastes, and preferences. Previous literature
also suggests an effective marketing strategy
is the key to good market performance.
For instance, Yang (2022) stated that the key
success factor of liquor enterprises in China
is its in-depth hard work on marketing that
always puts customer demand at the top of
the list and updates its products.

Although many prior studies have
examined marketing capabilities and strategies
from different perspectives, another question
to consider is the connections between
marketing capabilities, strategy implementation,
and enterprise performance. Gaining insights
into these relationships can assist managers in
executing a marketing strategy that optimizes
business performance (Lagat & Frankwick, 2017).
Further, most studies that examine marketing
capabilities and strategies for a company’s
performance emphasize developed economy
markets (Ellis et al., 2011).

This research aims to answer this gap by
studying the relationship between marketing
capabilities, marketing strategies, and per-

formance of liquor enterprises in Guizhou
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province. These research attempts were
made to determine that improving marketing
capabilities, including product development
capabilities, pricing capabilities, and selling
capabilities, as well as optimizing marketing
strategies, including customer needs, cost,
convenience, and communication, can
improve the performance of Chinese Guizhou
liquor enterprises, with retailers of liquor
enterprises in Guizhou, Republic of China as
the study sample. A conceptual framework
then provides academic circles with new
insights into the Chinese liquor enterprise
and practical guidance and suggestions for
enterprises to achieve fast growth and high

competition in the industry.

Objectives

1. To study the levels of marketing
capability and marketing strategy of Guizhou
liquor enterprises.

2. To study the levels of performance
of Guizhou liquor enterprises.

3. To analyze the effects of marketing
capability and marketing strategy on the

performance of Guizhou liquor enterprises.

Literature Review

Marketing Capability

Marketing capability is the knowledge
and ability of a company in marketing. It
includes product development, sales, and
pricing. It is also a source of sustainable
competitive advantage (Martin et al., 2017).
Marketing capabilities encompass the

strategic planning and implementation that

guide decisions on how a business will
compete for its target customers and attain
its objectives (Martin et al., 2020). Moreover, it
can be described as integrative processes that
utilize a firm’s essential resources to address
market-related requirements, allowing it to
create value and meet competitive challenges
(Day, 2011). Further, firms with marketing
capability can effectively develop and manage
new products, services, and distribution
offerings to generate competitive advantage
(Martin et al., 2020). Marketing capabilities reflect
a company’s proficiency in understanding and
anticipating customer needs more effectively
than its competitors, which aids in gathering
customer insights and enhancing product
development and adaptation (Blesa & Ripollés,
2008). These capabilities become particularly
strategic when they are aligned with creating
opportunities, markets, and value (Whalen
& Akaka, 2015). Based on the review of the
literature, the components of marketing
capabilities encompass new product
development, sales and pricing (Zou et al,,
2003).

Marketing Strategy

Marketing strategy involves choosing
target markets, identifying value propositions,
and creating integrated marketing programs to
deliver and communicate value (Morgan et al.,
2019). There are several marketing strategies
and models that a company can use to
develop and implement a marketing plan, but
the main one used in this study is the 4 C
theory. The 4 C theory is a model of customer-

centered marketing strategy that includes
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customer needs, cost, convenience, and
communication. It emphasizes customers’
needs and values, builds good relationships
with customers, provides services and products
that match customers’ needs, controls costs
to use resources wisely and improve efficiency,
focuses on consumer convenience and
purchasing experience, and focuses on
communication between consumers and
companies. Marketing strategy is “the overall
direction for designing products, prices,
promotions, and channels to achieve
organizational goals and meet customer
needs” (Kotler & Keller, 2016). In the 4 C
model, the customer must be prioritized and
centered, and the company and the marketers
must focus on customer service to increase
customer satisfaction and loyalty (Juanamasta
et al,, 2019). The customer needs include style
of the product, the services provided by the
company, and whether the quality of the
product is in line with the customer’s needs
(Wongkraisri, 2014).

Enterprise Performance

Performance measures have been
receiving growing attention among modern’s
organizations to provide additional information
for managers. The use of performance measures
is even crucial where its normal operation
is more complex than any other type of
organizations (Ahmad & Zabri, 2016). Performance
refers to the performance of an enterprise
in terms of finance, market, and production,
which can comprehensively reflect the overall
competitiveness of the enterprise. It is also

demonstrated through various aspects, such

as product market sales, production costs, and
asset utilization efficiency. It also measures
the enterprise regarding economic, social, and
environmental benefits (Zatira & Suharti, 2022;
Renfiana & Ardana, 2021; Hoerl & Snee, 2020).
Furthermore, many enterprises build a more
complete and scientific evaluation system by
introducing non-financial indicators to more
fully reflect corporate performance (Chen &
Zhao, 2021), as well as to capture the broader
impact of business activities, ensure alignment
with long-term strategic goals, and address
the interests of a wide range of stakeholders.
It includes profit, share price, market share,
customer satisfaction, brand awareness,
employee satisfaction, and reliability (Lazaroiu
etal, 2020). The study of enterprise performance
can help enterprises gain the trust and support
of investors, obtain more financing opportuni-
ties, as well as help enterprises identify their
strengths and weaknesses, leads to improving
the level of enterprise management (Zatira &
Suharti, 2022).

Relationship between Marketing Capa-
bility, Marketing Strategy, and Performance

Marketing capability has a direct effect
on company performance. Xu et al. (2017)
found that marketing capability directly
affects company performance, especially for
companies with strong market segmentation
and product development capabilities, and
improving marketing capability can significantly
improve company performance. Cao and
Zhang (2011) found that improving marketing
capability can indirectly affect company

performance by increasing intermediate
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variables such as market share, product
innovation, and brand value.

Apart from that, marketing strategies
affect and shape the company’s life, growth,
and development by emphasizing producing
quality goods, competitive prices, place
accordingly, product attractive packages,
after-sales service, and providing the consumer
with other distinctive operational benefits
(Abiodun & Kolade, 2020). Kohli and Jaworski
(1990) found that a market-oriented marketing
strategy can significantly improve enterprise
performance, including market share, sales
growth, and profitability. Liu and Wei (2017)
stated that the effect of marketing strategy on
enterprise performance was achieved through
brand awareness, market development
degree, customer satisfaction, and other
intermediate variables. Real-time marketing
strategy needs to pay attention to the selection
and management of intermediate variables.
Additionally, Homburg et al. (2009) found
that external and internal factors, such as the
market environment, corporate resources, and
managerial capabilities, modulate the impact of

marketing strategy on enterprise performance.

Implementing a marketing strategy requires
consideration of adaptability and flexibility in
different environments.

To summarize, marketing capabilities
and marketing strategies have a significant
impact on enterprise performance; therefore,
this paper proposes the following hypotheses:

H1: Marketing capability has a positive
effect on the performance of Guizhou liquor
companies.

H2: Marketing strategy has a positive
effect on the performance of Guizhou liquor
companies.

Conceptual Framework

According to the article title, the research
framework of this research paper includes
three main parts: marketing capabilities,
marketing strategies, and performance.
Specifically, this study focuses on retailers’
evaluation of the marketing capabilities
and marketing strategies of Guizhou liquor
companies, as well as the performance of
these companies. Specifically, the article puts
forward the following research hypotheses in

Figure 1.
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Marketing Capability

1. Product Development
2. Pricing

3. Sales

Marketing Strategy
1. Customer’ Needs
2. Cost

3. Communication

4. Convenience

Performance

Figure 1 Conceptual Framework

Methodology

Population and Sample

The population of the research was
the 2189 retailers of Guizhou’s leading liquor
enterprises, Guizhou M Group, in 2022.
According to the Guizhou M Group Annual
Report 2022 (Guizhou Maotai Annual Report,
2022) (Since the 2023 annual report was
unavailable, the official data was only available
for 2022). Therefore, for liquor retailers of
Guizhou, this study focused on more accurate
data analysis and results from only M Group’s
retailers, the leading liquor enterprise in China.
A sample random sampling method was used
to select the sample. The ratio of observation
to variables is 10-20: 1, which has also been
suggested, meaning that 12 observations are
made for each independent variable (Hair et al.
2010). To calculate the sample size in this study,
the questionnaire with 33 items (questions)

would require 396 respondents.

Research Tools

The questionnaire was then developed
based on the review of previous literature.
The first part mainly covered 7 questions
on the background of the respondents. The
second part is a set of 10 questions on the
marketing capability dimension derived from
studies by Kaleka and Morgan (2019), Martin
and Javalgi (2016), and Kajalo and Lindblom
(2015). The third section is the marketing
strategy dimension, which includes 16 questions
adapted from the questionnaire developed by
Wongkraisri (2014). The fourth section consists
of 7 questions for the enterprise performance
dimension, adapted from the questionnaires
developed by Ameyibor et al. (2021)
respectively. All items were translated into
Chinese. In addition, to ensure the appro-
priateness of each translated scale, cross-cultural
adaptation procedures were outlined in the

translated questionnaire (Beaton et al., 2002).
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Parts 2-4 utilized a five-point Likert scale ranging
from 1 (Strongly disagree) to 5 (Strongly agree).
Then, use the Rovinelli and Hambleton (1976)
formula to calculate the questions’ IOC (Index
of Item Objective Congruence) values, equal
to 0.67-1.00.

Cronbach’s alpha was used to evaluate
reliability. They show values of reliability over
the 0.7 threshold. Marketing capability is 0.761,
Marketing strategy is 0.826, and Enterprise
performance is 0.854. It could, therefore, be
concluded that the questionnaire had high
reliability (Hair et al., 2010).

Data Collection

The distribution and collection of the
questionnaires were carried out in Renhuai
City, Guizhou Province. The researcher
used online software to create the online
questionnaire and sent the link and QR code
of the online questionnaire to the retailers’
cell phones or computers to answer these

questions. Valid and useful 392 questionnaires

were received through this method. The
researchers spent three months (May 20, 2023
to August 20, 2023) for data collection.

Statistical Analysis

Descriptive statistics and multiple
regression methods were used in this
study. Descriptive statistics include means,
frequencies, percentages, and standard
deviations. Multiple regression was used to
analyze the effects of marketing capability
and marketing strategy on the performance

of Guizhou liquor enterprises.

Results

Descriptive Analysis

In this study, 392 questionnaires were
used to collect data, and the demographics
of the respondents were categorized into
gender, age, education level, length of time on
the job, sales region, major customer groups,

company size, and sales channels.

Table 1 Background Information on Respondents

Title Details Frequency %

Gender Male 214 54.59
Female 178 45.41

Age 25-30 ages 168 42.86
31-40 ages 125 31.89

41-50 ages 72 18.37

51-60 ages 27 6.89

Total 392 100.00
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Table 1 Background Information on Respondents (Cont.)

Title Details Frequency %
Education Lower than a bachelor’s degree 65 16.58
Level A bachelor’s degree 300 76.53

Higher than a bachelor’s degree 27 6.89

Total 392 100.00

Duration of  1-5 years 157 40.05
Service 6-10 years 100 25.51
more than 10 years 135 34.44

Total 392 100.00

Major Individual consumers 56 14.29
Customers  Wholesalers 157 40.05
Retailers 117 29.85

Government departments 62 15.82

Total 392 100.00

Company Small businesses (less than 100 employees) 117 29.85
Size Medium-sized businesses (within 100-500 employees) 203 51.79
Large businesses (more than 500 employees) 72 18.37

Total 392 100.00

Sales Personal 136 34.69
Channels Company 89 22.7
Supermarket 99 25.26

Hotel 68 17.35

Total 392 100.00

Table 1 shows that, regarding gender,
the highest percentage is 54.59% for “male”.
The proportion of female samples is 45.41%.
Regarding age, 42.86% of the samples are
“25-30 years old”. Another 31.89% of the
samples are 31-40 years old. 76.53% of the
samples would choose “Bachelor’s Degree”.

Regarding the distribution of “Duration of

Service, “most of the samples are “1-5 years”,
with a proportion of 40.05%. In addition, the
proportion of samples with more than 10 years
of experience is 34.44%. From the “sales
region” perspective, 21.94% of the samples
are “North China”. In terms of the distribution
of “major customers”, most of the samples are

“wholesalers”, with a proportion of 40.05%”,
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For “Company Size”, 51.79% of the samples
chose “Medium-sized Enterprises (100-500
employees)”. In terms of “main sales
channels”, “individuals” accounted for the
highest proportion of 34.69%.

In order to identify the dimensions of the
three constructs, we conducted exploratory
factor analysis using Principal Component
Analysis (PCA) rotation (Hair et al., 2010). The
Measure of Sampling Adequacy (MSA) was

found to be 0.893, well above the acceptable

threshold of 0.8, indicating that the correlation
matrix is highly suitable for PCA (Hair et al,,
2010). The eight-factor structure explained
62.75% of the variance. The factor loadings
of the remaining 33 items ranged between
0.57 and 0.80, all above the recommended
threshold of 0.50.

The Levels of Marketing Capability,
Marketing Strategy, and Performance of

Guizhou Liquor Enterprises.

Table 2 Results of the Levels of Marketing Capability, Marketing Strategy, and Performance of

Guizhou Liquor Enterprises

Statistical Value
Variable — Level
X S.D.
Marketing Capability 2.15 0.582 Low
Marketing Strategy 2.12 0.548 Low
Enterprise Performance 231 0.803 Low

Table 2 shows the results of the total
mean value of marketing capability is low
(X = 2.15, S.D. = 0.582), the total mean

value of marketing strategy is low (X = 2.12,

Table 3 Results of Multiple-Regression Analysis

S.D. = 0.548), and the mean value of the
overall enterprise performance variable is low

(X =2.31,S.D. = 0.803).

Variable B SE, t P-value VIF
Constant Value -0.139 0.126 -1.107 0.269
Marketing Capability 0.463 0.059 7.788 0.000" 1.468
Marketing Strategy 0.685 0.063 10.849 0.000" 1.468
R=0.713 R?=0.508 Adjusted R? = 0.506 F =200.947 sig = 0.00

Note: *Level of significance at 0.001
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Multiple-Regression Analysis

Table 3 shows the results of the multiple
regression analysis conducted in this study. Hair
et al. (2010) recommended that the Variance
Inflation Factors (VIF) are equal to 1.468, which
is lower than 10. The VIF result indicates that the
remaining predicted variables in the multiple
regression model might contain all variables with
undetected multicollinearity and independent
variables. The regression analysis results
indicated a direct correlation between the
impact of marketing capabilities and enterprise
performance and a direct correlation between
the impact of marketing strategy and enterprise
performance. R? = 0.508 suggests that the
listed factors predict 50.80% of the data, and

factors not considered in this study. There
are 2 factors that statistically significantly
determine the enterprise performance.
Considering the unique individual contributions
of the predictors, the results illustrate that
marketing strategy (B = 0.685) and marketing
capability (B = 0.463) positively predict enter-
prise performance. In general, the coefficient
of this model indicates that each independent
variable has a significant positive impact on
the enterprise performance score without an
obvious collinearity problem.

Based on the datain Table 3, the following
equation for multiple regression was developed
for this study:

Enterprise Performance = -0.139 + 0.463MC

the remaining 49.20% is influenced by other + 0.685MS
Table 4 Summary of Hypothesis Test Results
Hypotheses Results
H1: Marketing capability has a positive effect on the performance of Accept
Guizhou liquor companies.
H2: Marketing strategy has a positive effect on the performance of Accept

Guizhou liquor companies.

Table 4 shows the results of a hypothesis
test by accepting the assumption that
marketing capability and marketing strategy
positively affect the performance of Guizhou

liquor companies.

Discussion
This study emphasizes seven key
dimensions of marketing capabilities marketing

strategies and provides evidence of the positive

impact of marketing capabilities and marketing
strategies on enterprise performance. Product
development results indicate that products that
meet customer needs are being developed,
existing products are being improved to meet
customer needs, and new methods are being
adopted. Technological innovations in the
production process can help the product
succeed and thus increase enterprise

performance. This result is in general
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agreement with the findings of Narver et al.
(2004), who found that product development
capabilities, individually or in combination,
help improve and increase product success.

The result of selling shows that selling
capability is very important and directly
related to the performance of the enterprise.
This result emphasizes that liquor enterprises
can provide excellent after-sales service for
customers and retailers, making them feel
responsible and confident in their products.
Providing a high level of support to retailers
and maintaining close contact with retailers
can give retailers a strong base when selling,
and liquor enterprises can receive timely
feedback on their products and make
appropriate adjustments to satisfy their
customers, enhancing enterprise performance.

The pricing results show that liquor
enterprises can determine the price of
their products according to the market and
reasonable pricing strategy to make consumers
accept. This result is consistent with the study
of Dutta et al. (2003) which shows that the
extent to which enterprises can effectively
use and manage pricing strategy to get the
optimal return from the market, the sales
process according to the market’s response
to the timely adjustment of the price to
meet market demand, and also having more
attractive prices than competitors to compete
with them can result in optimal returns, and
increase enterprise performance. This result is
in general agreement with the results of the
study by Kemper et al. (2011), which showed

that pricing enables enterprises to effectively

use and manage pricing strategies to cope with
challenging changes in the market for both
consumers and competitors.

The results of customer needs indicate
that liquor enterprises that strive to know and
fully understand their target customers’ needs,
desires, and wants and focus on customer
service with a customer-centric approach can
increase enterprise performance. Juanamasta
et al. (2019) similarly mention that customer
service, or customer-centricity, is one of the
most effective marketing strategies marketers
should employ and that enterprises must
focus on customer service to increase customer
satisfaction and loyalty. The implementation
of this strategy by liquor enterprises can
likewise be profitable for the company if
multiple aspects of customer needs, such as
the style of the product, the services provided
by the enterprise, the quality of the product,
and the after-sales service, are considered. This
is similar to a study conducted by Wongkraisri
(2014), which showed that the customer’s
needs include whether or not the product’s
style meets the customer’s needs, whether
or not the service provided by the enterprise
meets the customers’ needs, whether the
quality of the product meets customers’
needs.

The results of the cost show that customers,
in addition to spending a certain amount of
money when purchasing products, also spend
a certain amount of time, energy, and physical
strength; these constitute the customer’s total
cost. Since customers always want to minimize

the relevant costs such as money, time, and
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mental and physical effort when purchasing
goods to maximize their satisfaction, liquor
enterprises can improve their enterprise
performance if they take into account the
total customer cost that customers are willing
to pay to satisfy their needs, and try to reduce
the total cost of purchasing by customers. In
a study by Idris (2021), it was shown that an
important component of the cost of satisfying
a customer’s needs or desires is the price;
therefore, the pricing strategy of the product’s
services must be affordable, and the pricing
strategy of the products and services must be
reasonable.

Convenience results show that liquor
enterprises can maximize their lead over
competitors by maximizing consumer
convenience. Liquor enterprises should
prioritize factors such as regional choice, area
choice, and location choice when choosing
the geographic location. They should consider
consumer accessibility to make it easier for
consumers to make purchases, even if they are
remote and can approach the retailer through
convenient transportation. The viewpoint of
Idris (2021) is in line with this, which suggests
that in the dc marketing mix concept,
convenience refers to easy access to the
goods and services that customers need, the
main consideration of municipal enterprises, in
addition to the fact that the enterprise that can
maximize the convenience of its customers
will gain a competitive advantage. Convenience
includes whether the enterprise is located in
the right place and whether the enterprise is

located in a location that is easy to see. Also,

store design and layout should consider the
convenience of consumers to enter and exit,
get in and out, visit, browse and select, and
pay and settle the payment.

The results of communication show that
to create a competitive advantage, and liquor
enterprises must constantly communicate with
consumers, including providing consumers
with information about the location of the
store, goods, services, prices, activities, etc.,
influencing consumer attitudes and preferences,
persuading consumers to patronize the store
and purchase goods, and creating a good
corporate image in the minds of consumers,
thus creating a virtuous cycle and enhancing
enterprise performance. Cheng (2017) and Idris
(2021) have shown that the communication
strategy in the 4c marketing mix relationship is
a two-way marketing communication between
the enterprise and its customers. Using
appropriate strategies to communicate with
customers can help marketing campaigns

succeed.

Conclusions

In summary, this study investigcates the
effects of marketing capabilities and strategies
on enterprise performance. The study results
show that three components of marketing
capability (including product development,
sales, and pricing) and four components of
marketing strategy (including customer needs,
cost, convenience, and communication)
significantly affect enterprise performance.
This study highlights the importance of

marketing capabilities and marketing strategies
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on enterprises’ performance. Enterprises’
product development capability, selling
capability, and pricing capability are ways
to increase the performance of enterprises,
and marketing strategies developed by
enterprises concerning customer needs, cost,
convenience, and communication are also
important ways to increase the performance

of enterprises.

Recommendation

According to the findings, managerial
implications include the need for liquor
enterprises in Guizhou to pay attention to
enhancing their marketing capabilities. Various
methods should be considered, such as focusing
on after-sales service and interacting more
with potential customers to promote sales
to achieve marketing objectives and reduce
production, sales, and management costs.

In addition, marketing strategies developed
by enterprises involving customer needs, cost,
convenience, and communication are also
important ways to improve liquor enterprise
performance. The findings may also provide new
insights for policymakers and entrepreneurs
to formulate more targeted and effective
policies and to optimize corporate strategies
to enhance the capability to influence and
ultimately improve the enterprise performance
of Guizhou liquor enterprises in People

Republic of China.

Furthermore, entrepreneurs should
promote the Chinese liquor culture, a timely
differentiation strategy according to the target
country. Culture is the nation’s root, the
foundation of the influence of consumer
subconsciousness, and cultural operation is
a major tool for product sales. China’s liquor
culture is worth digging deep into, as well as
the Chinese liquor culture, to make consumers
aware of the psychological tendency of
Chinese liquor culture. For the differentiation
of taste, entrepreneurs should adjust the taste
of liquor according to the situation of the
target markets, reduce the degree of liquor
appropriately, and through technological
innovation so that it can be modulated
into different tastes suitable for consumers’
psychological needs of liquor. In addition,
liquor enterprises should try to specialize
in special markets, such as adding certain
special ingredients to liquor to affect health
and beauty and expand the product consumer
mass.

Finally, this research encourages future
research to examine other variables affecting
the relationship between marketing ability,
marketing strategy, and company perfor-
mance, such as the external environment
and government policy. It would also be
interesting if future research conducted
studies that investigated the relative importance
of marketing strategies and marketing
capabilities in influencing enterprise perfor-

mance in other business contexts.
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Abstract

The objectives of this research are 1) to study the uniqueness and the identity of
wellness tourism products and services, 2) to analyze the needs of elderly tourists for
wellness tourism products and services, and 3) to establish marketing communication
strategies for tourism products and services for the elderly tourists. This research used a mixed
method consisting of quantitative research and qualitative research. The data for quantitative
research has been collected from a sample of 400 Thai tourists aged 55-70 years traveling to
Lampang, while the data for qualitative research has been collected through interviews and
small group meetings of service providers.

The development of marketing communication strategies is through the analysis of
uniqueness and the identity of wellness tourism products and services, the needs of elderly
tourists, the strengths of the health tourism areas, the marketing plan to promote health tourism,
the marketing communication plan, and the activities recorded in the health tourism marketing
calendar. The results of the study are discussed in small group meetings with service providers
and it is found that there are strategies to promote the marketing communication regarding
chemical-free tourism activities, activities in solitude and remote areas, and the establishment
of information center for tourism activities. Moreover, there are strategies to promote
changeable events, tourism activities with friends, and activities to combine the new with the
old. The strategies to promote these activities are based on the concept of exploring new
experiences in the old stories which do not change as time passes and the concept of sharing

old experiences with new people which results in happiness sharing.
Keywords: Marketing Commmunication Strategy, Elderly Population, Tourism Products and Services
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6. Anududinslussvesauluiiosdu 377 092  wn
7. eusnzasazAuAe ATl elunsvieailen 375 1.01 N
8. anuiiesdisrfimnulasntureTdauasninsau 375 099  wn
39U 3.74 0.88 4N
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A13197 1 waAIARAELATAIUTERUUNINTFIUTDIAMUABINITIUNITVBUNYIVBINTIT DU
Bagunn ludamina1una (sie)

AUABINTSUNYIDANEIVBIN TV UNEUBIGUNIN X SD. AU

nsanaulavestinviaaiian (Decision Making)

9. mrilsisrmuusendalunisvieadien 376  1.00 w1
10. Arilsisrnudasaselunisvieadion 370 096  un
11. Aissrnuazmnauiadunaeilunisvieaiion 3.66 097  wn
12. Amdnvasnnsieaiisivesanuiivesiion 369  1.04  wn

3734 3.70 0.91 4un

A15UNUAT ITT18N159R 9987 (Planning for Expenditure)

13. PR UAaUNISeufie 1-2 T 373 097 170

14, MyuRuAT e iendien 376 097  wn

15. Mste3eauRuA g enansvieafisrinaldsetaun 371 100  wn
FoziAnty

16. miwﬁamwLLNuL‘%qmmuLLazmﬂﬂuaLLafhu 3.70 0.97 41N

394 3.72 0.91 4N

NTLAIBUNITAUNI (Travel Preparation)

17. 158U LS 2IUBINNTIBIAININULNLLAUNS 3.71 0.94 110
18. N15989518NNSVBNALT NISTUTUNITAUNY 3.76 1.02 17
19. NNSIANLDNANTNITHAUNI WU NTIADEUTUNITIDINDINN LAY 3.73 1.01 110

N159DIIN 9
20. WsLARA Az YN T N TUlUTENINNAUNIG PaRAAUMTIAS L 3.78 0.94 110
N1315098VNIN wALN1TAIAIUA

394 374 089  wn
mMaRumesiesiies (Travel)
21. nsUszdiunanisvieniisnduszes o auuszaunsalfilasu 364 092 w1
22. MIUTHUNAANINLINABUA 9] 367 091 w1
23, msUseilunafinnuazaremnsnisiu 374 102  un
24. mavenselviypraB Ao luan il 376 101 W
394 370 0.88  wn
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A5 1 UansAafglazdIu s LuuNInTgINYeIANfRaInsiun1in e IreIn1 s i)

Bagunn ludamdng1una (o)

mwé’iaamsﬁ'nvimLﬁmsumn']sviauﬁml,%aqmmw X S.D. STAU
Uszaumsaliinviaadfies (Experience)
25. aufiswslafieaduaauivieaiion 372 096  wn
26. arwfiewelatReafuauluiiui 371 098  wn
27. arufianslvanmwwndouluuasioaiien 375 102  wn
28. arufianelansusnis wardsenusaNaznINeNsTiBaTien 375 1.02  wn
3734 3.72 0.91 aun
VinuaRvasinvioadien (Attitude)
29. fitmuaRTiAson e isindsl 376 933w
30. MInduINviesiendnase 3.68 970 17N
31, vanalvAus UL Yiedien 3.69 947 w1
574 370 0.88  u1n

INAITIN 1 WU ANUABINITUDY
tnvieaiealunisvieseandeauain Tudamin
ﬁﬁﬂﬂanIUizﬁuuwﬂ UseNaumIg ANUABINIS

Y A a ° o w1 a
Yosunviosied (Need) vgdladmsutinvieaien
(Motivation) n1sdnaulavsstnviagiien
(Decision Making) nMy1auauAldaen1svioae)

(Planning for Expenditure) N5LA38LNSLAUNN

(Travel Preparation) N13tAUN1sVIBgLien (Travel)
Uszaunsaltinvisaiiva(Experience) iruaRvos
tinviealiien (Attitude) uenannidu famudnnagns
lunsdeansnainvesnisvisaiendaunin Ty
v L o d‘da a ! ! -'-NI
Faninanue NdvEnaseussydlalunisvieaien
AN 2
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A19197 2 wansAadeward U T8 AULNINTFINTDINALNS IUNITFRENTNAINUBIN TV ATIAUNIN
Tudwmindiue nigvsnadeusegalalunmisvieuinen

N1380E1INAIANTTNBUNYAIIFUAN X S.D.  sEau

nslawadn (Advertising)
1. NMslalwaIng Internet SUENﬂ’ﬁ‘ViENLﬁEDL%QEj“Uﬂ’IW 3.65 1.06 Un

2. M5B UITIS/wHunUAUaw oS har TeupINISvIaaien 3.67 1.06 1110
Bagunn ludamdndue

3. MslayNgITUNTVIBRE TGN Fardndiung 371 103w
4. nslayanedtulsunsunsiesiiendaunn Jminaua 368 098 M
594 3.67 096 N

A5USTVIFUNUSUAZNSLNBLNSU2 (Public Relations and Publicity)

5. MsUssnduiussingansmvienietvesn svieuiendaauam - 3.67 090 1N

6. M3UTEAATUSeYsUTEANTTUS 19U STunsvioaieves 3.73 094 A
MsviesionBaguaw

7. msvssrnduiusiunndnuaiveanisvionfiendegunm 372 105 w7

8. MyUszndutusiulusunsunmsvieadiondagunm 376 098 M

39U 3.72 0.88 an

nsvglagyana (Personal Selling)

9. MIkurthnvioudlen wasnudnvuAUYeILa DA E 1Y 3.74 106 1N
Msvioaledaguniw
10. msduasdeulumsieudrszuiafinvioaiisveamaioade: 366  1.06 N
TIFUNN
11. msthiauesenisvedtusluduiinglisuidleseydeuriaie 371 101w

Vou83IY0INTV0UNYITIGUAN

ety 3.70 0.96 ann
N1584LE3UN15918 (Sales Promotion)
12. m3lduanfialunstoufiainvieiisnvasnisviesdien 372 091 w1
IFUNN
13. MsupUYBsALUNARTILAN 1w TnsduanlsausuyeInis 369 102 w1
vioafleadeaunm
14. mviszfunsviesiisvesnmevieaiioadsguaim 385 089 N
39U 3.75 0.86 an

HIUNMIFUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



a v

sasleygyafia

21!

o o

3 7 17 TUT 1 NAIIAN-LHENEU 2568 131

M19197 2 UansAlafskara B ULNINTTIUYRINALNSIUNTFRANTAAIAYEIN TVID LN TGN N

ludwmindiue niiBvsnadeusegalalunmsvieauiien (ve)

nwaﬁamwmmmsvimLﬁa';!,%aq%mw X S.D.  SAU
N13AAALR1L39 (Direct Marketing)
15. msaavnglulawun fAegnsdualuitas weunu Tuuan 3.71 1.02  wn
wARAGDN dqmﬂﬂé’qqﬂﬁwaqmsviam,ﬁmL%qqsumw
16. mananlaglilnsdnidueiosdiofetiaueunasmoniioiuay 371 096  u1n
msuinslagnssiugnivesnsvieaiisndegunin
17. nsldlnsdnioslagemils Salusunsumslnsdndidietiaue 369 097  un
waaiondien wazuin1setsinaen 24 91l veansvieaiien
BAUNN
18. nsthausunawisafisnlngruaIssneNinesssuuesulay 3.64 098  un
Fadelosffuslnadugune annsanouldfulslumedidnnsetng
suaqmiﬁauﬁm@qqsumw
594 368  0.89 1N
mi?iamimimmﬂmiviaﬂLﬁmL%aqﬁumw 370  0.88 N

1NMI97 2 WU NsAeAIIATAAN
mMsvieaisndeguamm lunwsamegluszduann
Havuanndu Tnsusznaudie nnslevan
(Advertising) NTUSE Y UNUS LA A THBLNTUT
(Public Relations and Publicity) n1sv1alag
uAAa (Personal Selling) M3aaaiun15v1e (Sales
Promotion) N150a19131234 (Direct Marketing)

3. wannsadenagnénisdearsnisnaia
Y99U52YIN5gIed T UAUAILAZUTNITNI
mMsvioufiendsguamnuin nagnénisdeans
nMsnandvIUALA Lz UININIINSYiDaen
WEUIn Wa1N191NASANYILWILLNNS
Vo flBnBaguaIn n3ANYIALABINITYDS
tvieaflenguigseng nsAnYIRALALTR L
Fevieaiierguaim Mnfuininessidu
LHUNSAAA LAZALNITHADANINIIARIA T2aTis

[
Y v A

Ufun1snane deanunsoasule deil

wnliumsvieailendegunin Usznouse
1) nisvieafisauvulasnaisiadl (Chemical-
free-holidays) 2) MvieaifismuuNETInuNY
#avalan (Digital Detox) 3) N1ViENTEIUL
dsh senuuuedld (Tailor-made) 4) mMsvieaiie
wuuasuiladlvigduliansunuld (Swop to
Other)

Ansamndnensnsvieaiieiidugaisiu
vosiuil annsauteendu 4 5u e widwioniien
11181573 (Exploration) uvasieadieniseuame
(Relaxation) unawioaiie@iauszng (Religion)
BLIUN (Event)

LHUN1SAATALied SN SR uAie T
gunm Waumnanunliumsviesismaga
foamsvastinviendieadigeeny suisgaiuves
fiud annsoagUldidnviendiendanudonis
Uszaunisallmivazutaiuidessnivesnuies
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TU U NNUNTALAUAUSTTUY IR TO TN USTTY

AalunagnsnanisnanazegnelaluIAnvan

]
= ¥

fio msfuvUsraunsallul 9 TuSessa
(Alainyununianan) wazudsduuszaunisal
i 9 Augiauli o (uanuguiilidnie) dmsy
LuInenanImaadiinluguunAandn uus
gandu 3w Tiud Arudaiy (Traditional
Lanna Destination) a3 uduiing (Friendly
People) wagAuLTause (Health Body and
Mind)
dm¥uAanssumenisnainiiionouaues
FouuI 3 fenanfiaunsaudseenifu
6 fanssu il 1) Aenssurtesiiorvaenasiadl
2) Ranssuieaiealufiufiudnion 3) madagud
nslviteyafanssunsvieaiieludamind
4) msdaasudiuwiasunadld 5) Aanssunis
viesfieafudiouliisis way 6) Aanssusuddn
WA
LHUNMSADA1INTRAIANTTIB iy
wiazgavesinvenfien amnsautseenidy
Paafiadrenisivilidnvieafisanguiigaeny
THdnmsvisaiondaguainludemindiung
Jemseontaulgynislauauyndnvesnis
vioufloawisUszmalng Fasnsmdeya ag
T¥nsaeanssinu LINE wilevilvidnvieaisangy
dasengfinniudesnisifunis Tnodguid
seaziduafvafuianssunisieufie i
aunm Frsdndulafuisiimsheusuiedy
maenu Tnseenidufanssuvionfiorusssun
Tusimdive ionszdulvidnvieaiornsununay
Faduladumaieadien Prnsiunavieadien
Huthaiguszneunsiivinstinvieafieanisiiu
foyaiferiudendomnistiion muveu m
Liveu 1Wusiu lethluglonialunnslsuinns
adwield Tamsvenseluindutiiitnviondien
IAundluSundwioafionds wasfnaiy

fanelaluusserniafifinnusuiunasiinag
peNLUULIBINAYY Uazanvinefe Fasiinduin
vioufiorsn Wunnsdeansiieafuianssuiidntu
Dudsedmnl wu usiseu neav Wudu

aAUs NS
1. 3IMSANWILONANEE] DRSNYUDIEUA
LALUINTINToLTgnBaguaIn aAUTe
el
Faniagrunefidudnazusnasiil
ondnvainasdndneel Tnondndueiiiluay
Usgnause vuasila ausu gee Tuvned
ARSI FUA@ A taun KEndaetayulng
wavldeouwuaintiusuddou dmduusnns
nensvieaiiealaedialy leud nsudnissasi
mMsvinieRg nnsasiimse Tuvaefinisusnng
Beguam W¥ud mswaulne naudihdeu ns
U15IUUNSTOU
2. 1NNISILATILHAINUABINITVD
fnvieuleanguggiegsoduduazuinigme
Msvieaflendagunin aﬁﬂswuaza@malé’ﬁqﬁ
Hnvieuiieailninudesnisl iy

fiiAsesinflsAign Msusmsliunsgiuas

L =D

finnuazmnaufsndeniuauaoadeluiud
é’m%’u?qgﬂaﬁﬁﬂﬁﬁﬂﬂaqLﬁmlﬁumqmuﬁm
gud anudufinslusIvesauiiosdu sudeen
AuArinuealdfuiusandinududt dmiu
Uszaunsalssrinaiumaiondion Shrieadien
TiAudifydunisunaniuiiveuiiswdy
fawelaudreeniozuendounfdu sauiiazrey
Usziudouiiufiinfiaweadonuwaze s
finuiosdudszniy wngntavziinnisuende
yenanidulszaunisalinveaiivaasle
audfyfudsandenluundwenfistuay
2981UAINALAIN T9AISTNITOONLUY
aodnenssuiiensasy (Universal Design)
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FIADAAADILUIANYDY Kotler kag Keller (2006)
na1vin Usensluga “Baby Boomer” #1738

[

“Gen X7 1Wgiyin¥ene1ga1nn1svinau 3
Usssmﬂiﬂfcjmﬁﬁﬁwé’a%aqammmwmmmiu
nsldaeiu warlifianuinaiiesnldide
osnnidugiivszaunsallunislidindaia
aziduasounsuluniadonteduduazuinis
f19 9 FefuguuunazngAnssunisviesiie
Adudnvuzlanzvesinvienilsanguiindea
vidergeengie 1) Wumsvisuileuazu3nisid
A 2) Aisdsaruduailunisteuims 3)
feansanmsivlasuannaasady 4) foanis
anusiulashuu3nig quaguamiia uas 5) feenns
Anssufivng fuiouazgunmn
dwfunsdoasnisnainnisvioailen
Feguam dnvieniieanguigeongiiiudeiy
nslawanfgafunisvesiendeguainly
Fminde wu nmsueninAanssunsviediien
Feguamiiiauls vauzfinininausiiegis
TUsunsunsvioaiendequan astilaue
Fea51A1 esainminilsaniigAuaiiuamen
finwoselisufazdaaulate uanandnise
Tnsyana 1uiBnsdeansitveaiierurou
dmsunsaaasunanefiinviendeinduifaula
Ao mMaiuseRumsfunsviesiieniiodestu
Amadssiiorafiatussriaviondien uazaniing
n1svnaInIzasngulIving Adsyatunis
TnsdwiifunIosdiolunisidears Tnsdadu
sUnmiRgiumMsviesilendaguain Ssaonados
NULWIAAYBY Jumpolsathian (2001) ﬁizq'jfl
nsdeansiiowjsdoasnynduiiagnii (Contact
Point) #an15iazussqinguszasdnianisnain
¢ asFusgfuauannsalunisdnnisioans

Y

Indayatugnaliuinianlunnyanazaiunse

AndafugnAila Tun1saneununIsaeaIsnis

<

aa1ady IndudesdridedagadudagnAivnan

whilaeshld safauwAnues Kotler wag Keller
(2008) AiszyimsnaukusAsanslunisaing
yavessnlagTm Ussiiuannagnsnisdeans
A9 9 WU NISlawaN NTALETUNITVIY N3
Usgrnduiug nmsfeansuuudnseuin n1sidn
Aanssufivey Wufu udminnagnsiveant s
Hundsnaumanuiusgeysannsdenlewiory
DEADAARDA

3. NMsAnINMsaenagninisieans
nsnaaveUsEnIgeisdmsudumuazuInIg
19N5YDUNDATIFUAMNUI UHUNITAOENS
nsnaansvisnfieluudaziasvestinvesiien
anunsautsoanidu 3 929 Teun 1) Aeunisiiumng
vl awUsznauie 11sius Trevndeya uas

¥

Padindula Fsnnsdeansdndudosaiianisius
Tagniseenuautlyn1eldLAulUynanues
nsvieaienisUseinalng Yasmdeyanis
Tnsdoanssinu LINE ihvisaifioanauiaeeng ey
Tmududwiuann wazdisdndulanisyiiniig
suslefumaenu Tavesndufanssuveadion
Susssualusanivae 2) sErhadunaieiien
Lﬁuﬁaqﬁéﬂszﬂaumﬁﬁu’%mﬁﬁﬂﬁauﬁmma
Audeyaiiefudeddensliizon auveu
Anuldiveu Wudu way 3) MENSINITAUNIY
vieudlen Usznausme nisusnsouaznisndui
vioufienr Taegasnisuendaideuimduraed
Tnvieaiionlsmunmslldurawioadioandn uas
Aaanufisnelaluvssenaiiinnusuiuiay
finseonuuuLiieinavy uazgavnede Taandusn
vioufiorsn unnsdeansiieafuianssuidnty
uuszdmn? wu insseu nedv Wudu 3
A0ARROINULUIAAYBY Kotler LAy Armstrong
(2010) fuvstumeunisinduladovastiuiing
ponifu duil 1 nsfuddeanudesnis (Need
Recognition) udt 2 msé’umﬁﬁaga (Information
Search) $ud 3 msUszdiumadon (Evaluation
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of Alternatives) “flguﬁ 4 mﬁﬁﬂ’?‘iﬂﬁ]%a (Purchase
Decision) uagtuil 5 wqaﬂssumwé’amisﬁa
(Post-Purchase Decision) lagn1sdea15n13
paadutinvieafiorlunrazdian eliin
WOANTIUAN 9] mmaqm‘ﬁamsmimmﬂu
wiazgnsiinszuIumsisianuuansnsiuesnly

NFUNR
1. nsAnwendnual dndnwalves
auﬁmazﬂ%mimamﬁﬁaaLﬁ&J’;L%qqsumwsuaﬂ
JmdnaUrdludsemalneg 815 dudn way
UIN5VRINNTIMIRA1U VDT uaD HauA A
Uimsiavangegne udlilldFunsussanduiug
Tvinvieaiflensud wu vyse $1ausiu wuesla
2. mAwnziauFeIMIvesinviouiie
nauFgIengFaAuM AT UINININTSYIB e Ee
gunmvesUszmelne ngAnssusnunsvioadien
uaznsindulavieafievesmafunanvieaiion
Weguan Tudaindnune wudn nmsidegluseau
un Taengdnssunisdndulavieiienvesnis
vioufsndsguam ludmindsszneusae
Anssutinvieaiieavesnsvieafisndsguain
TudminarUrseglusegauunn Ysenaume A
fiosnisvestinyieadion (Need) Asgsladimsy
fnvisafisn (Motivation) n1sfadulaves
tivieadien (Decision Making) 1539k U e
MsvieuTien (Planning for Expenditure) nsieseu
N15:AUNIe (Travel Preparation) N136AUNT4
yioufled (Travel) Uszaunmsalinviesifien
(Experience) Vimuafvasiinviosiien (Attitude)
nagnduaiun1InaInnisviodiien
fiflfioussgela Tunsvieaiioavesszainsge s
WU nagnsaNERLNINAINNTieuieailaviwa
siousegalalumsvieaiionBsgunmuosUszans

o w a

grigludamindrursededidedrdynicaifne

nslawannuin nsdeansnisnanansviediien
Feguan Tunnsamegluseduan Vavaa
U Ingusenausieg Mslaivai (Advertising)
N15UsEAdUNUSUAaENITIHELNTY1Y (Public
Relations and Publicity) n15v1glaguana
(Personal Selling ) N15d9L@3NN15Y1Y (Sales
Promotion) N15MaaLa1gad (Direct Marketing)
szdanuiliinvieaieninusegslalunisd
senlvioadioanniian

3. n1sa¥enagndnisdeaisnisnain
dmsuauduazuImInensviouilendegunim
voaUszinalng Sududesddesfsnruiesnis
vosngumuneduddny nsusseduiusuas
duaSunsvieadien Milsdgauruveamineins
nseaisalufiuiifiniad e naonaunis
fvuaUffiufanssunismainnisvioniien Lile
AapeliiAnnsviondiedldnaontil uasnsedy
TAnnsvieadieas

ADLARDURE

1. A1Asguazn1AlenyuAlIsIINileny
Ussnduusaunsviesdion Tnetiauoaniud
Vioudlsrunassssumiviiauainuateeg
sowilos

o

2. a1asgadTnseRuligvingsnanasg
vioufled maoaauyuvy Aszvinn1sidIusIm
Frunsvieadien annsudmisdanismineans
599917 wardunndoudseyinsediedaiy
naondulilaueiItnisviedioaiidliduy
tinvieadien

3. nquiinvieafisageledifiorgsaud 50 I
Uy dulngarldinnuderviglunisld
wealulaglunistmng dafuniasgaasiidie
venmidlsnndu Tunsidumanielugine ua

Wunsluaaunvioaiiendng o
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UNAAEa
o

mAdeFelifnguszacd fe 1) ilefnwinsiuivesinveadisarminenguludnsiresndnual
LLazQﬁﬂfg@nawmiﬁuﬁueuumﬂmLLaﬂ Truenvanunse dmiauasnuy 2) Wewamnwazenseaudy
dunemsviesilsndeemsnuissuativayuanyusuiiesiu (Local Support) Tngnsildausau
vosguyu §TelFEntadenanmuasieUiunm (Mix Method) Taglfuuuaeun uazuuudinuel
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Abstract

The objectives of this research were: 1) to study the perception of Thai MICE tourists
on the identity and local wisdom gastronomy of the Tai Saek tribe at Baan Atsamat village,
Nakhon Phanom Province; and 2) to develop a local support system for developing gastronomy
tourism route using community participation. The researcher used both qualitative and
quantitative methods using questionnaires and interviews to collect and understand the
perspectives of 4 stakeholder groups: 1) policy makers from the public and private sectors,
2) educational institutions, 3) Tai Saek tribe at Baan Atsamat village, and 4) Thai MICE tourists.
The results of the research have revealed that Mekong fish shabu from Baan Atsamart is the
top product well-known by Thai MICE tourisms to be followed by Jackfruit Curry with Cartilage
and Pla Phau wrapped in banana trunk. For the local food, the least perceived by Thai MICE
tourists is Thai Saek Chili Paste. The guidelines for the development of gastronomy tourism in
Tai Saek tribe at Baan Atsamat village, Nakhon Phanom Province in order to be a model for
gastronomy tourism routes to support Thai MICE tourists must consist of the following aspects:
1) local food identity, 2) gastronomy tourism promotion activities with tourists’participation,
3) information dissemination, which is the communications to outsiders, 4) public relations

and marketing, 5) creation of added value, and 6) development of other related components.
Keywords: Local Food, Tai Saek Tribe at Baan Atsamat, Gastronomy Tourism, Thai MICE Tourists
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Abstract

This study employs an Action Research methodology with the objectives of assessing
the specific health media needs within a local context, collaboratively producing health media,
and evaluating the deployment of these media in the highland Pakakayor community.
The research involved 125 participants, including village health volunteers, health officers,
community residents, public health scholars, and teachers. The study was conducted in three
phases: First, encompassing pre-production activities, including a literature review, surveys,
interviews with target groups, and network establishment to delineate the content scope
and media formats. Second, covering production and post-production activities, such as the
development of health media, scriptwriting, selection of community actors, filming, editing, and
dubbing. Last, focusing on evaluating the dissemination of health media within the community.
Four research instruments were employed: interviews with medical personnel for health media
development, surveys on health media formats, focus group discussions, and evaluations of
comprehension and engagement with the video clips. The findings indicated that the content
was highly appropriate for educational objectives, with illustrations that effectively
communicated knowledge and were well-organized to address local issues. The media quality
was rated engaging, with visuals aligning excellently with the content. The actors, including
medical personnel, village health volunteers, and residents, brought authenticity to the

performances, resulting in a realistic and natural depiction of the local context.

Keywords: Media Development, Community Health Media, Highland Communities, Karen
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Abstract

This qualitative research aims to study the use of Al'in news production by online news
organizations in Thailand that are members of the Thai Online News Producers Association.
The study focuses on 9 organizations out of a total of 13 organizations and utilizes in-depth
interviews with key informants, specifically executives from the editorial teams of these 9
organizations. Data was collected during September and December 2024.

The findings reveal that Al has been employed in various areas to enhance operational
efficiency and improve content quality. In the realm of automated journalism, Al is utilized
throughout the news production process, including data collection, data analysis, content
creation, and news distribution. Additionally, Al assists in proofreading, sraphic creation, and video
editing. However, journalists still play a crucial role in fact-checking and information verification.

In the area of fact-checking, it has been found that tools like Google Analytics and social
listening platforms are used to analyze large datasets, verify information, and ensure the
accuracy of images and videos. Nonetheless, in-depth fact-checking remains the responsibility
of journalists and editorial teams to maintain the credibility of the content.

Regarding the use of Al for personalized content, the study has found that Al is employed
to analyze user behavior, such as browsing history and interests, to create tailored content that
meets consumer needs. For instance, Thai PBS has utilized Al to develop a digital news anchor

and provide text-to-speech services.

Keywords: Artificial Intelligence, Online News, Automated Journalism, Innovations in Online
Media
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Abstract

This research aims to: 1) analyze the frequency distribution of the last two digits of the
first prize and the two-digit lottery prizes, 2) study the correlation between the digit positions
of the last two digits in the first prize and the two-digit prizes, and 3) test the runs of high digits
(5-9) and low digits (0-4) for the last two digits of the first prize and the two-digit prizes. This
study examines 825 government lotteries drawn from the past 35 years (1990 to 2024), analyzing
the last two digits of both the first prize and the two-digit prizes. The statistical methods used
include frequency classification, percentage, chi-square test, Pearson correlation coefficient,
Z-test, and run test.

The research results revealed that 1) regarding the frequency distribution, for the first
prize’s last two digits, the most frequently drawn digits in the tens and units positions were
5and 7, and 7 and 4, respectively; for the two-digit prize, the most frequently drawn digits in
the tens and units positions were 9 and 6, and 9 and 5, respectively; the frequency analysis
showed significant deviations uniform distribution for the first prize’s units digit and both digits
of the two-digit prize (X* = 22.430, 22482 and 17.582, p-value < 0.05), 2) regarding the parity
analysis (odd-even distribution), the draws of the last two digits for both the first prize and
the two-digit prize showed similar occurrences of odd and even numbers; chi-square tests for
the parity relationship across the four positions found no statistically significant correlation;
correlation coefficient analysis between the four positions also indicated no statistically
significant relationship, and 3) regarding the run test for high and low digits, the analysis of runs
for high (5-9) and low (0-4) digits from January 16, 1990 to May 16, 2024 showed random patterns
in the arrangement of these digits in both the first prize and the two-digit prizes indicating no
significant patterns. The conclusion of the statistical analysis of the last two digits for the first
prize and the two-digit prizes indicates transparency in the lottery drawing process, as observed

through the randomness and lack of systematic patterns in the results.

Keywords: Uniform Distribution, Lottery, Run Test
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Abstract

This research aimed to develop an intergenerational relationship process for creating
new meanings in occupations and to develop a handbook to give utilization guidelines for
community-level organizations. This study employed the research and development
methodology, collecting data from 130 participants, including youths, working-age adults, and
elderly individuals in the Ban Na community, Nakhon Nayok Province, Thailand. The study was
divided into two phases: the research phase, which was conducted through 7 activities, and the
development phase, which was carried out through focus group discussions with experts and
community stakeholders. The research results were analyzed using descriptive explanations
based on the study objectives. The findings revealed that the intergenerational relationship
process for creating new meanings in occupations was based on the fundamental belief in
the potential of people of all ages to collaborate and create a collective force through equal
communication and a culture of mutual care. The conceptual framework comprised experiential
learning, empowerment, creative communication, networking and learning partnerships,
and community asset-based development. The key driving steps included understanding
of the problem, establishing a shared understanding of occupational values, developing
new occupational meanings, collaboratively designing pathways to success, and monitoring
and sustaining outcomes. The process involved three interrelated factors and conditions:
individual, relational, and systemic/structural. The developed process was further transformed

into a guideline that was validated by relevant stakeholders.

Keywords: Intergenerational Relationships, Intergenerational Learning, Career, New Meaning of
Careers
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Abstract

This study explored stakeholders’ views on the English language competencies and
essential skills needed to improve the employability of new graduates in the English major,
with a focus on Work-based Education (WBE). The research involved 180 participants, including
30 executives and 150 operational staff from various sectors, including modern trade, services,
and health and wellness. Data were collected using a five-point Likert scale questionnaire
for all participants and an in-depth interview with executives. The questionnaire assessed
participants’ perspectives on the English skills necessary for securing employment, while
the interview provided insights into additional skills required by employers. Analysis of the
data revealed that linguistic proficiency in listening, speaking, reading, and writing, as well as
knowledge of culture, information technology, and workplace skills, were critical for
employability. Executives highlishted the importance of both hard and soft skills, such as
teamwork, creativity, resilience and growth mindset, critical thinking, innovativeness,
leadership, and specialized knowledge. They also emphasized the practicality of the WBE
approach, which helps prepare graduates with the required hard and soft skills to be ready
to work during internships and after graduation. The interviewees also recommended that
classrooms should focus on real-life contexts, such as role-playing, case studies, and engaging

fun-filled activities, to enhance learning and foster essential skills for future employment.
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Communicative English for Business
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Introduction

In today’s globalized economy, proficiency
in English has become an indispensable skill,
especially for business professionals. English
has evolved from being a foreign language
to the dominant language of international
communication, particularly in the fields of
business and commerce (Crystal, 2003). The
significance of English language skills is even
more pronounced in countries where English
is not the primary language. In these settings,
higher education institutions are increasingly
focused on providing students with English
competency to ensure that they can effectively
participate in the global workforce (Chumpavan
et al.,, 2024; Granillo-Velasquez et al., 2024,
lt-ngam et al., 2023; Nair et al., 2012; Sarudin
et al,, 2013). Specifically, for students majoring
in English and Communicative English for
Business (CEB) programs, the expectations
of various stakeholders are crucial in shaping
the content and approaches of language
instruction. These stakeholders’ perspectives
help define what competencies are essential
for business graduates to thrive in a professional
environment.

Indeed, a deeper understanding of the
expectations of key stakeholders—students,
educators, employers, and policymakers—
ensures that English and Communicative
English for Business (CEB) programs align
with real-world demands. By investigating
these expectations, this study aims to bridge
the gap between academic instruction and
professional requirements, equipping graduates

with the linguistic proficiency and practical

communication skills necessary for career
success. Furthermore, insights from this
research will contribute to curriculum
development, enhancing pedagogical strategies
that foster not only language competence but
also critical thinking, intercultural awareness,
and adaptability in dynamic business settings.
The findings will ultimately benefit students
by preparing them for global career oppor-

tunities.

Literature Review

Work-based Education (WBE) has gained
significant traction as an instructional approach
that effectively aligns academic learning with
the practical demands of the workplace
(Pommarang & Kenaphoom, 2024; Suthamanon,
2023). For this study, WBE is defined as a
structured educational program integrating
classroom instruction with supervised practical
experience in professional settings, such
as internships, co-operative education, and
apprenticeships, all focused on developing
industry-relevant skills and competencies
(Pommarang & Kenaphoom, 2024; Suthamanon,
2023). This integration aims to bridge the gap
between theoretical knowledge and practical
application by fostering collaboration between
educational institutions and business partners
(Lim et al., 2024). Consequently, WBE significantly
enhances graduates’ immediate employability
(Suthamanon, 2023).

Given this approach, it is crucial to
consider the expectations of stakeholders,
who, for this study, are operationally defined

as representatives from business partners
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(employers and supervisors), all of whom have a
vested interest in the program’s outcomes and
effectiveness. Specifically, their expectations
recarding graduates’ English competencies are
paramount (Cheng et al., 2022; Rook & Sloan,
2021). These competencies extend beyond
linguistic proficiency to encompass cultural,
communicative, and professional skills
necessary for effective business communi-
cation in diverse, international environments
(Keadplang et al., 2020; Permwattanachai
et al,, 2023).

Study programs focusing on the English
language in Thailand, especially the Commu-
nicative English for Business (CEB) Program,
have played an important role in preparing
students for the workforce. However, as
industries evolve, so do the expectations
for graduates’ skills, including those related
to English proficiency. Stakeholders such as
employers are likely to have specific needs
for business graduates, including the ability
to effectively communicate with international
clients, write professional emails, conduct
meetings, and engage in negotiations. These
abilities require specialized vocabulary and
collocation of the specific businesses (Sararit
et al,, 2020).

According to Keadplang et al. (2020),
entrepreneurs are looking for new graduates
who are well-equipped with all skills of the
English language. They would like institutions
to train their students to be capable of
listening, reading, speaking, and writing in
various business contexts. Not only do they

emphasize hard skills or the development of

English skills in the classroom, but they also
require soft skills for their worthy candidates.
Among the four essential skills of the English
language, listening is foundational, as it serves
as the primary means of message delivery
to the audience (Simasangyaporn, 2016).
Graduates should possess the ability to
understand various accents of English speakers,
summarize the main points of a discussion,
and interact effectively with speakers. In terms
of speaking skills, graduates are required to
demonstrate confidence in public speaking
and presentation delivery. It is crucial for new
graduates to communicate effectively with
business clients and partners to offer services
and negotiate agreements (Khamprated, 2012).

In addition to listening and speaking,
new graduates must also develop reading and
writing skills. They are required to comprehend
business texts, including e-mails, reports, and
records. Some of them are expected to write
e-mails, business reports, and executive
summaries (Keadplang et al., 2020). If graduates
are adequately equipped with these essential
skills, their likelihood of securing employment
will substantially increase.

Apart from the English language skills,
many employers expect to hire candidates
who not only possess English competency but
also other skills essential for the 217 century.

The importance of 21st-century skills in
the modern workplace is widely acknowledged.
Voogt and Roblin (2010) identify key com-
petencies for the 21st century, which include
collaboration, communication, ICT literacy,

social and cultural knowledge, creativity,
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critical thinking, and problem-solving. These
competencies can be categorized into two
knowledge domains: hard skills—technical
knowledge—and soft skills—intrapersonal
and interpersonal knowledge (It-ngam et al,,
2023; Keadplang et al., 2020; Nair et al., 2012;
Sarudin et al., 2013).

Laker and Powell (2011) argue that
both types of skills can be cultivated through
training and practice, especially at universities.
However, they note that soft skills are more
challenging to develop through structured
training compared to hard skills. Hendarmana
and Tjakraatmadja (2012) further investigated
the relationship between these skill categories,
revealing that soft skills positively influence
technical innovativeness, while hard ones
contribute positively to non-technical
innovativeness. Their findings underscore the
necessity of both soft skills and hard skills for
effective workplace performance.

Lester and Costley (2010) examined
workforce development in conjunction with
organizational needs and opportunities,
emphasizing the importance of supporting
Work-based Learning. Their research highlights
that while Work-based Learning can facilitate
higher-level workforce development, it may
also limit learning opportunities. Nonetheless,
the increasing emphasis on skills development
underscores the critical need to enhance and
advance workplace competencies for the
future.

Hindriati et al. (2025) conducted a
systematic review on nursing students’

experiences with Work-based Learning

in healthcare organizations in Indonesia.
The study highlights that the structured
mentorship during the internship period is
crucial as the students can develop both hard
and soft skills.

Ha (2022) examined industry professionals’
involvement in Work-Integrated Learning at
three Vietnamese public universities. The study
highlights the need for stronger university-
industry collaboration and better support
mechanisms to foster deeper professional
engagement in students’ Work-based Learning.
Zainuddin et al. (2019) explored the perspectives
of Malaysian employers and university students
regarding the necessity of English proficiency
and other employability skills. Data were
collected through interviews with employers
and surveys of undergraduate students from
four public universities. The findings revealed
consensus among stakeholders on the
importance of English communication skills
for employability. However, employers placed
less emphasis on English writing skills, viewing
them as trainable within the workplace.
Other essential attributes identified included
proficiency in additional languages, confidence,
resilience, and a positive attitude.

Based on the findings from the afore-
mentioned studies, it can be concluded that
graduates with a major in English should be
proficient in both the core linguistic compe-
tencies of the English language and a range of
essential soft skills required in the professional
environment. Mastery of these hard and soft
skills will not only enhance their employability

but also expand their opportunities by aligning
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with the expectations of potential employers
and other key stakeholders. Consequently,
it is crucial to understand these needs and
expectations in order to effectively inform the
design of curricula and pedagogical strategies

tailored to English-major graduates.

Objectives

This study aimed to examine the needs
and expectations of stakeholders—future
employers in modern trade, service, and
health businesses— regarding the English
language competencies and other essential
skills required to enhance the employability of
new graduates from the English major, with a
particular focus on the Communicative English

for Business (CEB) Program.

Research Questions

As this research seeks to identify which
English language skills are considered critical
for improving the employment prospects
of graduates and to explore the additional
competencies, beyond language proficiency,
that are deemed necessary to increase
graduates’ likelihood of securing employment,
it is guided by two main research questions:

Research Question 1:

In the questionnaire, what specific English
proficiency skills do stakeholders require for
job vacancies under the Work-based Education
approach?

Research Question 2:

In the in-depth interview, what additional
competencies, beyond English proficiency,

do stakeholders perceive as crucial for the

successful employment of new graduates

under the Work-based Education approach?

Methodology

Selection of Participants

This study employed purposive sampling
to select participants. A total of 180 individuals
were included, comprising 30 executive-level
participants, such as directors and manasgers,
and 150 operational-level officers from 50
well-recognized businesses in Thailand. These
businesses represented the modern trade,
service, and health and wellness sectors,
which are among the most profitable industries
contributing significantly to Thailand’s economy
(Keadplang et al., 2020).

Participants were selected based on
their status as business partners who had
hosted students from the Communicative
English for Business Program as interns or
regular employees. All participants provided
consent to participate by completing a ques-
tionnaire. Additionally, only the 30 executive-
level participants were invited to take part in
in-depth interviews.

Instrumentation

The questionnaire, titled “The Develop-
ment of English Proficiency and Other
Essential Skills”, was used as the primary
research instrument to extract participants’
attitudes towards the importance of skill
development for new graduates. The
questionnaire consisted of 16 items.

The questionnaire was designed as a
five-point Likert scale, ranging from 5 (Strongly

Agree) to 1 (Strongly Disagree). The content
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validity of the questionnaire items was reviewed
and approved by three experts. Furthermore,
internal consistency was assessed using
Cronbach’s Alpha, yielding a reliability score of
0.90, which indicates a high level of reliability.
In addition to the questionnaire, a set of
open-ended questions was utilized to reveal
executive-level participants’ perspectives on
newly employed graduates in an in-depth
interview. These questions focused on English
language proficiency and other skills required
for employment, as well as future trends.
All open-ended questions were validated by
three experts.

Data Collection Procedures

The data collection process spanned
a five-month period (October 2023-February
2024). The questionnaire was distributed to all
180 participants, consisting of 30 executive-
level participants and 150 operational-level
participants. Besides the questionnaire, the
researchers would like to gain deeper insights
into the stakeholders’ needs and expectations.
As aresult, an in-depth interview was conducted,
especially for 30 executive-level participants.
This interview was conducted both online via

Zoom and onsite during the internship and

company visit. The interview was scheduled
depending on their convenience.

Data Analysis

To address the first research question,
data obtained from the questionnaire were
analyzed using descriptive statistics, including
means and standard deviations, with SPSS
Version 29.

For the second research question, data
from the in-depth interviews were transcribed
and analyzed based on the frequency of
responses provided by executive-level
participants. The interview questions focused
on specific skills potentially required in the
workplace. These skills were synthesized from
literature on 21st-century competencies and
based on Keadplang et al. (2020).

Confidentiality of the Participants

AUl participants’ personal information
was kept strictly confidential. All related
documents were securely destroyed upon the

completion of the study.

Results
Research Question 1
The data retrieved from the questionnaire

were analyzed as shown in the table below.
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Table 1 Summary of the Questionnaire for Stakeholders’ Expected English Proficiency Skills

New Graduates Should Have

Questions Average S.D. Consensus
Level
Listening Skills
1. New graduates should be able to understand 4.67 0.47 Strongly Agree
instructions, feedback, and discussions in
English accurately.
2. New graduates should actively listen and 4.68 0.47 Strongly Agree
respond appropriately in team meetings or
client interactions.
Reading Skills
3. New graduates should be able to analyze 4.42 0.63 Strongly Agree
and comprehend professional documents,
such as reports, manuals, and contracts,
written in English.
4. New graduates should quickly identify relevant 4.39 0.68 Strongly Agree
information when reviewing English-language
texts.
Writing Skills
5. New graduates should be able to draft clear 4.19 0.67 Agree
and professional emails, reports, and other
written communications in English.
6. New graduates should use proper grammar, 4.15 0.66 Agree
vocabulary, and tone when writing for various
workplace contexts.
Speaking Skills
7. New graduates should communicate ideas 4.63 0.48 Strongly Agree
effectively during presentations, meetings, or
one-on-one conversations in English.
8. New graduates should feel confident and 4.61 0.49 Strongly Agree

articulate when participating in discussions

or negotiations in English.
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Table 1 Summary of the Questionnaire for Stakeholders’ Expected English Proficiency Skills
New Graduates Should Have (Cont.)

Questions Average S.D. Consensus
Level
Translation Skills
9. New graduates should be able to translate 4.01 0.74 Agree
information between English and their native
language without losing meaning or accuracy.
10. New graduates should adapt their trans- 4.07 0.70 Agree
lations to suit the intended audience and
context.
Cultural Knowledge
11. New graduates should understand cultural 4.54 0.50 Strongly Agree
norms and professional etiquette in English-
speaking workplaces.
12. New graduates should demonstrate cultural 4.72 0.45 Strongly Agree
sensitivity when collaborating with interna-
tional colleagues or clients.
IT Knowledge Related to English Proficiency
13. New graduates should be proficient in using 4.68 0.47 Strongly Agree
digital and Al tools, such as language learning
apps and online dictionaries, to support
their English communication.
14. New graduates should be familiar with business 4.63 0.48 Strongly Agree
software (e.g., Microsoft Office, Google
Workspace) to enhance their English-
language tasks, such as preparing documents
or presentations.
Additional Workplace Skills
15. New graduates should possess critical 4.79 0.41 Strongly Agree
thinking and problem-solving skills in
professional situations.
16. New graduates should demonstrate adapt- a.73 0.45 Strongly Agree

ability and a willingness to learn new skills,

including improving their English proficiency.
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The table summarizes stakeholders’
responses regarding the expected English
proficiency skills for new graduates.

As shown in Table 1, stakeholders
emphasized the importance of integrating
English skills in professional settings and
demonstrating adaptability and willing to
improve the English proficiency with mean
scores of 4.79,S.D. =0.41,and 4.73,S.D. = 0.45 ,
respectively. Cultural awareness and listening
skills were also highlighted as key areas with
mean scores of 4.72, S.D. = 0.45 and 4.68,
S.D. = 0.47, respectively. Conversely, translation
skills received the lowest ratings, with mean
scores of 4.01, S.D. = 0.74.

Research Question 2

In addition to identifying stakeholders’
needs for English skills through the questionnaire
results, an in-depth interview was conducted
to gain deeper insights into stakeholders’
expectations of new graduates.

When asked in the in-depth interview
for what skills the stakeholders perceive as
crucial for new graduates’ successful career
employment, the executive-level participants
revealed that both hard and soft skills are keys

to facilitating the success.

Table 2 Summary of the In-depth Interview for Stakeholders’ Expectations of Skills Perceived

as Crucial for Job Employability

Stakeholders’ Needs Frequency Percentage
Hard Skills
Linguistic Skills 28 93.33
Service and Hospitality Operations 27 90.00
Specialized Knowledge 26 86.67
Technical Skills 25 83.33
Service Knowledge 24 80.00
Business Writing 18 60.00
Soft Skills
Teamwork, Coordination, and Collaboration 29 96.67
Creativity and Problem-Solving 29 96.67
Resilience and Growth Mindset 28 93.33
Professionalism and Grooming 27 90.00
Community Contribution 27 90.00
Leadership 26 86.67
Critical Thinking 26 86.67
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Table 2 Summary of the In-depth Interview for Stakeholders’ Expectations of Skills Perceived

as Crucial for Job Employability (Cont.)

Stakeholders’ Needs Frequency Percentage
Innovativeness 26 86.67
Interpersonal Skills 25 83.33
Confidence Building 25 83.33
Non-Verbal Communication 23 76.67
Time Management and Multi-Tasking 22 73.33
Cultural Awareness 21 70.00

According to Table 2, in-depth interviews
were conducted with 30 executive-level
stakeholders to explore the crucial skills for
new graduates’ successful career employment.
The qualitative data from these interviews
were then subjected to content analysis to
identify recurring themes and patterns. This
process allowed for the quantification of
the frequency with which specific skills were
mentioned, subsequently translated into
percentages for clarity.

The content analysis revealed that
both hard and soft skills were consistently
emphasized. Among hard skills, linguistic skills
were highlighted by 93.33% of the stakeholders,
and service and hospitality operations by
90.00%. Other frequently mentioned hard
skills included specialized knowledge (86.67%),
technical skills (83.33%), service knowledge
(80.00%), and business writing (60.00%).

However, soft skills emerged as even
more critical. Teamwork, coordination, and
collaboration, as well as creativity and problem-
solving, were each emphasized by 96.67%

of the stakeholders. Resilience and a growth

mindset were valued by 93.33%, while
professionalism and grooming, and community
contribution, were each noted by 90.00%.
Leadership, critical thinking, and innovativeness
each garnered 86.67%, and interpersonal skills
and confidence building received 83.33%.
Non-verbal communication (76.67%), time
management and multi-tasking (73.33%),
and cultural awareness (70.00%) were also
identified as important.

These findings, derived from the content
analysis of in-depth interviews, underscore
the importance of a well-rounded skill set for

employability in the modern workplace.

Discussion

The growing demands of the modern
professional landscape require new graduates
to possess a diverse set of competencies,
particularly in English proficiency, to ensure
career readiness and success. As globalization
continues to shape workplace dynamics,
English communication skills have become
indispensable for understanding, collabo-

ration, and problem-solving across diverse
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environments (Keadplang et al, 2020).
Stakeholders, including employers and
industry leaders, have highlighted specific
skills they deem crucial for graduates entering
the workforce. These include not only core
language skills such as listening, speaking,
reading, and writing but also cultural
knowledge, technological proficiency, and
additional workplace skills like critical thinking
and adaptability.

For the results of this research, the average
scores for listening skills are high, indicating a
strong agreement from stakeholders that new
graduates should be adept at understanding
instructions, feedback, and engaging actively
in discussions. The result is consistent with
that of Simasangyaporn (2016), emphasizing
that the importance of listening in professional
environments.

Regarding reading skills, the responses
show a strong agreement that graduates
should be able to analyze professional
documents efficiently and identify relevant
information in English texts. Nair et al. (2012)
also emphasized that new graduates should
master reading skills for career benefits, saying
that reading skills are crucial for comprehending
complex information and making informed
decisions.

In addition, it was revealed that stake-
holders strongly agreed on the need for
graduates to communicate effectively during
presentations and discussions. The results are
confirmed by Khamprated’s (2012), indicating
that speaking skills are vital for articulating
ideas clearly and confidently in various

professional scenarios.

Moreover, the results reflect a strong
consensus among stakeholders regarding
the importance of cultural knowledge, IT
knowledge related to English proficiency, and
additional workplace skills for new graduates.
High scores in cultural knowledge indicate
that stakeholders believe graduates should
understand cultural norms and demonstrate
cultural sensitivity in diverse professional
environments. This result is relevant to that
of Shepherd et al. (2019), signifying that
cultural knowledge and competence should
be developed for career advantage.

Similarly, the significant emphasis on IT
knowledge highlights the need for proficiency
in digital tools and business software, essential
for effective English communication and
overall workplace efficiency. This is related
to Nawaila et al. (2020), emphasizing that IT
and technology knowledge can help facilitate
the English language learning and that such
knowledge is recommended for all students.
Furthermore, the exceptional scores for
additional skills underscore the necessity for
critical thinking, problem-solving abilities, and
adaptability, reflecting the expectation that
graduates must be well-rounded and prepared
to tackle various challenges in a dynamic
professional landscape. The conclusion is
consistent with Skrzek-Lubasifska (2024), high-
lighting that critical thinking skills are essential
for career employment.

Regarding writing and translation skills,
while there is a general agreement on the
importance of the two skills for new graduates,

the responses indicate slightly less consensus
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compared to other categories. Writing skills
are recognized as crucial for producing clear
and professional communications with proper
grammar and vocabulary. However, the emphasis
on writing is not as strong as in other areas.
Similarly, translation skills are seen as important
for translating between English and a graduate’s
native language, but the need for proficiency in
this area is considered somewhat less critical.
The ability to adapt translations to various
audiences is valued, though its importance is
viewed as moderate in comparison to other
competencies. Despite the fewer consensuses,
these two skills are considered part of the
career success (Sararit et al., 2020; Suksaeresup,
2009).

Overall, the results indicate support for
emphasizing listening, speaking, and cultural
skills, along with technological proficiency, in
the English training of new graduates. While
writing and translation skills are also important,
they appear to be slightly less prioritized. The
strong emphasis on adaptability and critical
thinking underscores the expectation that
graduates should be well-rounded, capable
of navigating both language and workplace
challenges effectively.

From the results of the in-depth interview,
it can be highlighted that both hard and soft
skills are perceived by stakeholders for new
graduates’ successful career employment. The
responses from executive-level participants
show a clear emphasis on linguistic skills,
teamwork, creativity, and resilience, with
these areas being viewed as most critical for

employability.

Regarding hard skills, linguistic skills
topped the list, emphasizing their importance.
This reflects the recognition that graduates
must be able to communicate effectively
in both written and spoken forms, as clear
communication is essential in nearly every
professional setting. Service and hospitality
operations also received high importance,
indicating that industry-specific knowledge
and practical experience are highly valued.
Specialized knowledge, technical skills, and
service knowledge underscore the demand for
expertise in specific fields and the ability to
utilize modern technologies in the workplace.
The significance of hard skills for the businesses
is consistent with what Keadplang et al. (2020)
concluded. These hard skills are key to career
success.

Likewise, the soft skills such as teamwork,
coordination, and collaboration, as well as
creativity and problem-solving, stood out as
the most frequently mentioned qualities.
This suggests that stakeholders highly value
graduates who can work effectively with
others and think creatively to respond to
challenges. Resilience and a growth mindset
were also deemed essential, reflecting the
need for adaptability and continuous learning
in a fast-paced work environment. In addition,
professionalism and grooming, along with
community contribution, were both considered
important, underlining the significance of
personal presentation and social responsibility
in the professional world. Leadership, critical
thinking, and innovativeness were also

mentioned by the participants, highlighting
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the expectation for graduates to take initiative,
think strategically, and contribute ideas to the
team.

Interestingly, interpersonal skills and
confidence building were also viewed as
crucial. This indicates the importance of
emotional intelligence and self-assurance in
professional interactions. Non-verbal commu-
nication, time management, multi-tasking, and
cultural awareness were slightly lower on the
priority list but were still regarded as valuable
for well-rounded professionals.

The data reveals that while hard skills
such as linguistic ability and industry-specific
knowledge remain foundational for job
readiness, soft skills are increasingly recognized
as equally important for long-term career
success. Stakeholders seem to prioritize
adaptability, interpersonal effectiveness,
and creative problem-solving, as these skills
facilitate better performance in dynamic
and collaborative work environments. This
trend aligns with the growing recognition that
success in the modern workplace is not solely
dependent on technical expertise, but also
on the ability to navigate complex social
interactions, manage time efficiently, and
continuously innovate (Keadplang et al., 2020;
Nair et al., 2012; Skrzek-Lubasinska, 2024).

It was revealed in the interview that
graduates from Work-based Education (WBE)
programs have a career advantage over those
from traditional programs. One reason for this
is that WBE graduates typically have more
internship experience, which plays a critical

role when applying for jobs after graduation.

Furthermore, WBE provides hands-on
experience, allowing graduates to be ready to
work during internships and after graduation
(Suthamanon, 2023). However, the executive-
level interviewees emphasized that activities in
classrooms should focus on the demonstration
of real-life situations, such as role-playing
and case studies. This suggestion aligns with
the conclusion drawn by Liu and Ding (2009).
Additionally, the interviewees recommended
integrating engaging activities such as gamification
into language classrooms rather than focusing
solely on lectures. These activities can enhance
the learning environment and indirectly foster
critical soft skills, such as teamwork, collaboration,
creativity, and confidence building as such
activities are usually done as a team. This
recommendation is consistent with the findings
of Sararit et al. (2024) and Wulantari et al. (2023).
By combining real-life learning, enjoyable
activities, and the WBE approach, it is likely that
graduates will gain a career advantage, which
could ultimately boost the employability

rate of the programs.

Conclusions

Both hard and soft skills are essential
for new graduates and should be developed.
Although expectations regarding business
graduates’ English skills and competencies
have shifted in response to new business
trends and technological advances, employers
are increasingly seeking graduates who can
not only utilize English effectively in the
workplace but also apply soft skills that are
essential for collaborating with others to thrive

in today’s competitive job market.
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Abstract

This research tries to explore the Constructivist Grounded Theory (CGT) in qualitative
research. The objectives are: 1) to study the meaning and origins of personal values and
citizenship behavior of private secondary school teachers, 2) to investigate the process of
reinforcing personal values and citizenship behavior of the private secondary school teachers,
and 3) to build a foundational theory of the process of strengthening personal values and
citizenship behavior of private secondary school teachers. The key informants are secondary
school teachers at Bangkok Christian College, 9 cases, by selection. Data were collected through
in-depth interviews, observation and taking notes, and document study. Data analysis using
content analysis begins with verbatim interview transcription, data coding, interpretation,
concept creation, categorization of concepts, and development into theoretical conclusions.
The research findings reveal that the meaning and origins of personal values among private
secondary school teachers can be categorized into four aspects: 1) beliefs, 2) attitudes,
3) self-esteem, and 4) empirical expressions. The guidelines for citizenship behavior of the
private secondary school teachers comprise six elements: 1) policies, 2) professional conduct,
3) communication, 4) classroom management, 5) continuous learning, and 6) collaboration.
Theoretical aspect of the process of strengthening personal values and citizenship behavior of
teachers comprises the following: 1) self-reflection, 2) school’s mission, 3) seeking feedback,

and 4) environment.
Keywords: Personal Values, Citizenship Behavior, Grounded Theory
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1) slvisia (Coding) £3deardnszileudaya 31
HUNDIMNFIAY Loy InusTINYeIliTayanan
FAveavsatiuluiizessn wazyuuesimdy
iendnwalvawviveyandn 2) vunuassviateya
(Axial Coding) Qﬁﬁa&gﬂﬁwmmﬁamzﬁﬂLﬂ'mﬁu
faussgsle uazensuaifideusgfiimunainufn
LagngAnsINVelideyandn 3) n1sidensia
(Selective Coding) #3duazdosdoyadfylubos
\din 9 Weuleamudiiug SuunUszinmuesioya
way 4) a31mgud) (Theory Generation) @314
slusimindniivsinanadrmguilu 383med
vdeyavdnliuisiuZessnvowm dr5anmem
vou uagiannanileluaivaiinvestigm
audntu helifidelasudoyadainiien
wdnsluusunnedeny Jausssy wasdymiwuy
osdsam Aliannsndidddannsideuuuding
Feuldiunn (Pasunon & Siriwong, 2013)
Klinsingam Wag Chaikiturajai (2018) Ainwn
Rendunginssunsduandniidluesdnig wuh
AuandRdruyanasisiudngfinssunisilu
andniidlusadnisuananaiy Jausssueadns
fiBvidna uazdsanonsuwaneanson s Uuaun
fifvesyAaIng Lachamethanee et al. (2016)
Arflendruyana udimuangAnssy uedn
drypragonAaediu Thangruang (2020) Andiey
dnupnaiinudftysodnlaansalinuauly
msmifiuiinyszaniu ldunagnslunsesnuuy
Aanssumsvieaiien ilenstulndougaamnsy
Msvioaiien uaziasugiavesUszmalnglviiung

' ' '
v v o

1909 g98iule
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A8 INgIN1TUTENRUATIIMIIdeAY
(Constructivist Grounded Theory) Ag n1g
a¥19as3Adon (Constructivism) Liteadune
Usingn1sal (Charmaz., 2000) 1dun1s@nen
nslammneg fiun nsvuunsiauaiees
Arflondruyana wagnsiuaundnifves
aslsaseuenvusisoudnwidunuinieifive
azanunsavinANulafsfauiusnedanuues
Asagyieuarfondiuyana wagngAnssung
Huaundnidvesag ielugnisadrangud
FIUTINVBIAVIUNLNEY WAENTEUIUNTHATUATIS
Arflondiuyana wagni1siduauinifves
Aslsusoulenyudseudner  a1u1snaing
andselevisoniFou ldeuunisiasuuiag
luddsmuanulaalueupasiely

38n1539¢

n93fefidunsitedenmainingly
W Inennsas1angwfgnusn (Grounded Theory
Methodology) (Glaser & Strauss, 1967) {338
1¥n15@A 3 (Interpretivism) wazhuulsznau
a519183 (Constructivism) (Charmaz, 2000)
eliAnamy waznguilmianyuseasies
dmyana wazn1sufoRnuluniafuandnia
yosnglssBouenvusisendnuuiiothlugnisads
N WFIUIIN

inTsiloflilun1side

1. wwadanulunsdunival (Interview
Guide) Tagldnuariliafdanuaenades
fuinguszasdvesniside dauundamulady
1) wndeuieniutoyaiuguesitoyandn
2) wurdnanAgafuanaumng wagiluandey
druyana uazmaduandniifvesas way 3) uwn
fanufgfunmaiaiuaieandoudiuyanauas
mMauandnifvesnslusimzvesyviteyavan
Weldunisiasgideyariunisinaues

aslsaSoutenwusisoudnun iietundnngy
ulwiie awndudoasulimegud wasinausly
FAIKNITIERIR7R

2. \pRosuiinidesuaznm

3. gunsndanduiin

Asiiusausutaya

§3deldinTesiloiAvdoya 3 35 fe
1) Msdun1walilean (In-depth Interview) fiu
Jlvdoyavan iethdeyaluairmauiiziusn
(Creswell, 1998) Ineg3derdudfiunummanlu
nsiudeyameluaAinI 2) n1sdaunanisal
(Observation Method) wazaaduiin (Field
Note) g3fuladunnsiusigvugdunivel uag
3) ASANY Lenals (Document Analysis) 1T
YoyadiléannisAinwionats #1s1 unaw
M3 waraIdeluesn

nsATRdaUAMULYeia

AIdeldnisnsiadeudeyanuuaiuian
(Triangulation) (Denzin & Lincoln, 2001) e
Judumnumneiidaeu uaggndes wuuiu
3 Fru il

1. n1sasIdeUaIdInudeya (Data
Triangulation)

{Adensrsaeunnuuniofio veq
foyaiuanmsdunwalilsideyandniiunain
Py aouiisneiu fandnuardiuynna
LANFNIAL TIUTAIBTIMANTANY LA UTeq
GG Lﬁaﬂ%'uﬂqammL%@ﬁusuaqmﬁ%’a (Denzin,
2009)

2. MINTIFABUANENIUIBTIUTINTOYA
(Methodological Triangulation)

H33857UT N TayanNN1TdUN 1wl
muglliunsdanauuuliiidusy waen1sing
Anzienans ieanudiladedniAsaiy
Usngmsaifiintu (Denzin, 2009)
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3. NMIATINABUAUENUNGWE (Theory
Triangulation)
HI78AT9980UTaYANUNAITDYA
varnviane asailuimifiunndiaaindeyails
1nauNIETangufvuneu videnguiigadudn
(Theoretical Saturation) LiteBugunguflnl
(Denzin, 2009)
nsaTeideya
fAfoieneitoyalnensdansiziddon
(Content Analysis) 3ua1nnsaeAUNELATE]
Nninsestiufindedudnuaesion (Verbatim)
Mvuasateya Anu (interpret) Inuustoya
fildnwamieriusgietu naunsedlindodeya
AAsteatugaUszasdvuein1site Ussanana
iloa¥sulusimi (Concept) waznqul dang
nuIavigvesuluiia (Category) faunaluvind
I dudeaguidmgul wazdnausluguuuuves

WUULKY 158N 6ufg1u31n (Siriwong, 2004)

WNAN15998
1. msl¥arumune fiun AtludiuyAna
waznsUfuRmulunaduaundniia
AileudINyARa (Personal values) wui
{liteyandnlaliomnuming uazfunves

Y

Y

Adledruyanal iuandnaiu Ssaansaduunls
Hu 4 nguauvang (BASE) fail

1) pnuide (Belief) Ao AuANGY
Aatunslufiyana uazyanatudaieldy
wuInslun1sanduaie %uﬁm’mmu’%&mﬁ
nsdang MATet Jadefiansaudaudiuiy
Asdududedin wangay Huusylowidonues
FOFIAL WU FNEWT ANEOU AASTIN YTBUTIVIAgIU
yedaau Asiidiuinddmngan aanudery
Wasuwdasldinanszaunisal fausssu do vie
Awndeuseuiuanatiy 4 nsuiudu el
aoandasfuuiuniiuasuluvesdinu Aundey

walulad anudodudeidean uazyinle
auannsaduiudinldedrauniqy “iiuded
nuAuiuss e udaleslunmsanduding i
Feih nilszlowd e ndenlsiumsnniugin
Yous1” “vneRwesiniuaude (uniou
maw ildamieiiale” “umdouniiuie
hundouvssvinguiisidesUsuliidiudiay
Ms10glils” “1ufasssu (Tudsd viudauin
Usslomlionudy sednuuinnimnelminlny
W30MIIUADATOU”

2) Vimuad (Attitude) Aa wudltuly
MsUspiudowuIRn 909 @01uNTalng ¢
vesyanafiinlFFudninauanaude
adfydriin AnuAn wuIAn “AFUINANNAII
v luludeGudousiua uisinay
o937 Sudelomalumsiisroldvinn 19355nag
audu 9 i “daisillemaldiduiamilu
MsSUAnTeULINIY 159 9siBenAgAUTIALE LA
oxsosImiluldnsen srezidonazauiin
FrevUNT 15T Ynauiels Suenld
sulemalumsuannuaInIse”

3) nsiiuRuATtuRLLeS (Self-Esteem)
fio mwiantiuenuies iflalunuies muidosiy
lunues suludenseeusulunuesvesynna
du o “Unitusmssatunldanmwgingay ras
ynegheiismanieanauduiiveusy 15933097
is7dinaiAn” “lsuSeuenyudynudedo nslukys
qudunInggIuy AgRongmilouiu” “uuery
lshgoy uglasvlomaluniniungseduiami
Aisosguangiidnae13land1 usingyamueeusy
(7 VINFmuveusTUGURAma0n

4) NMsuanIeNTIUTEany (Empirical
Expressions) e gAnssuiuansoonienuidy
Fhnu it Msusiane Ml eTiaa T aaigam
goution MIFAINNAWNAY “NISUAINIEYEIAT AD
nsazvioua ey wu Azmelaaln nisusnie
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gnminSeufvziunruiusuvees” “Azos
lailaamalaignmdudnisey wiihiseueslihism
ieeliAe i “ulivnasvimaIudny19eee
Foitngurlotiygmldde nissuiladaeniiudile
liigaudndu waudnidalendriiveiartlym
yneehe” “msilungiidnruaeunuiuauiey
SwAUsT WAseFureuIm I Imamas”

nsuaundniia (Citizenship Behavior)
wud Jlideyanantalideuwuimniansuianu
Tumafuandndid Uszneuse 6 ssAUszneu
(2P4C) lown

1) msufdRnuuleuny (Policies) g
navinadila wezUfiRnnuuloune uneu
wazseilouuUavedlsaseu “nsuguaaueIy
ulgu1gvevedAns” “N15I5gU3 EoNTU Az
musnguszasd Iaesimd ihwngvesednsi
15191970 iinasyiaiilsaseuladan” “idle
159099l 15FeSeuT s IueAns
th 9 eu Tudasuslandely mindsusld
yneeeazauiulueensIviy”

2) UJUAnuas581U5I0/AIN (Pro-
fessional Conduct) Ai® N133NYININTFIUATT
UsewuoRimnzan mstiimn uaznisais
UFdtusiutinGeu ieusimnu waziunases

a wa

UAUANILITIYIUTTN KATUIATFIUITUTITUY

=

saSeu “AglasseIussal uay 9N NG iiiuzau

o '
v o v o

Widuay UniSeu gunases” “aaisudungi Ae
AR MUsENRTA svandaassenUTsaIAgiaNe”
“AFADIFININGT INIANAY INTITAFINGIG
6 9 szliandu udwregliifesdisunsiy
MINEIEusT” “aaiion) msaeulsaSeurIediu
Azaasihuyvag1ases msliAysagesuuayiu
pIdugnmysy ing1zidn 9 wUeIINTIAD
lonoaveayr”

3) nns@eans (Communication) fie 113
dueunsdemsiilioni wagtasndatunayiu

futiniFeu funases wasiiousiuanu udlulgym
wazdefvasgrmndmaziduiioondn “n7s
Foarnitoasrenudrledeiuuasiu 1Tusau
Fragunlunsidungin” “nsaeudnlidu
AU 151mIsIAen 35N 5A0a 15l T AU ATy
71gyana unauglils viAudasesuIgn e
masa” “inarpiineudivegiviowes F
msUsumsdearslidriuifenisairuidon
(Content) Wild1iuSun (Cortex) vouia tiiong
oxansadduinuastilalihedu’

4) n13¥an1stuiseu (Classroom
Management) fia N3a319UTIEINIANTSEUS
tszdeu wasianla dusfaity e way
vsssmadesenisGeus “nisiiuauiinia
BudunInmunININTIYINesls deuiuiueyls
uaanee 9 Seuinnnmuesaly” “msiduaintn
7 Ao msufvinmssdevveelsausoy T3y
dnrweouiousioglng” “msiduauninis Ao
msufUamutungiin dmenisaou Asemnain
nsaeu Amedenisaeuiniaule”

5) MmalBeugegisseiiles (Continuous
Learning) fia n1ssausulanialuniswaunIvndin
WU N1SNTINNITOUTY dULU TEN15ANYIsID
Weufiumuinwenisaey uavawiluiniasy
“aziin Ao AzTmseuSus W wisusuns
wWaguuasagiaue” “agdoSuuiliiuse
wmalulad yaoehraasuuanss asdeiod
ANALURYEINIITENT” “ATADIEaNTUT) iAnINN
Soaunaluladuinniy ihGeuezishinvie saey
asthadearunistsinaluladlunisdnnissou
nIsaeu”

6) N3 (Collaboration) Av
mMshamfuagaudy q yransiheatiuayu
nsaou wavUfuRnuuleungsng 9 anguims
nstruudslunmstautninevededdns
vidonsuusilidiiuiausssesdng weada
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anmuaadennsBouifiatuayuiniFeusgnad
Usvavsam “n151dungiid Ae n1sveIusaudy
gaunsonisinenuduiy msrzeulsaou
ugazaududnusiudeainvaregdiy vary
9ANT VAN “AgasaIIsoiNIulany
AFVaTe 9 Ny UniSEuNaIe  uuy” “1599evUsy
siAuAd 35057911 38m5hn Seusiiesiiniam
sauAusnSulils tienrweausavesanlils”
2. MaeRuaiealenduyana uagn1s

\Husundniidvasngionvusisenfnen

Hlvtoyandnlslsimainanuiiannse
Suunléidu 4 fumeu (3s1E) fail

1) MsnumuauLes (Self-Reflection)
Humsmumunulesegisasniaueifeaiuni
dila amidesiu 3Bnsaeu nagnsnsdanis
HuGeu nsmei maFeudasiiistuludeas
nszuadeny waznsufduiusiuiniSey uag
Wlousiuay wazthnisasuiasnuidfn
AUV AL

2) WiusfiavedlsaSyu (School’s Mission)

T RN eI EHELAN)
Atleudauyana
waznsiuaundning

\unszuiunmsaderilaudiuynng Lasuuing
nMsiduanIniifvesnslsadouenvusisenfn
Indumsianudile wazUsuguatdiuyaaa
Wienadesiuiusiia Iderimivedaddnis vy
inliyaansiidiuslunisussadmaneves
Isaseulnegeliusednsnm

3) M3sutayaaunau (Seek Feedback)

I

Wunsfuitaljisenaussainiiiausiueu

Y a v a ¥

KUY warinSeu funases Nlasunansenuan

Y

A

Aflenduynnaiinuedldiansoon dadumsih
Ufiisumevaussiainannadunildodsasieassa
Tumsszyaaidiosiann uazUsulgisnisaou
LAz AMAEILYANAYDINLIBIBE ML DS

4) anINUINAPUNIIFIAY (Environ-
ment) \lesnnaninuindeuifvelsaioy
Junszuiunsdrdgivendnduliing vde
Jnanymaraainsalsengd wavUiuRate
A quannsnduadunisainudnuar Aoy
fRtdulugnssurunsdounuuesindeu dua
RoadafnnlagsIuvosuTUlINS Yy

(Personal Values &

Citizenship Behavior) o

ANTWHINADY

(Environment)

AT 1 NuFINIINVBINSESUAT AN THNEIUYARS

= A Ao =~ ) =
LLazﬂ’]iL‘Uuam%ﬂ%WUaﬂﬂgiiﬂLiEJuLaﬂ“tjuaJﬁEmﬁﬂH’]
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3. MQUFIUIINVBINTLEINAT A HEY
dauynna waznsilusundniinvesnglsadeu

[

nYUlsENANE aunsnaguveaunuidfyla

[

N

D

1) MsnumuauLes (Self-Reflection)
fanudragdimivaslunisussiiuaniloy
duyana I8n1saeu wazsuiiFesiamuiundn
NUNIULUIMUNEYBINITHMUIAULB IR ELAND
wananiinismumudeyadeunduiiagldsy
HiunsdunaUfduiusseninaguasiniseuly
FuBou asfivvanusnuiuus udly ddew uas
N3EUIUNIINTINNUVBIRULLLLA

2) Adevimilve999ANT (School’s
Mission) A1svitAnad1la adreusegelalu
n1sufuRnulvaenndesiuiusia Idevimlves
03Ang loagile wagUszngAniaiusiaves
TseSeulunsaeu daaSuadondeuinuninSeu
Asfazasadafanssusne 4 Waenedesiv
WvnevesesAnsia

3) nsitasudeyadeundu (Seek
Feedback) ielafinmiiasidalalunisidiaiu
Yoyatlounduideaireassdaniiiousinay
fusns funases waztindeu Wetungasldsy
Tonalun1ssuiyauds wazgneaulunisiaun
sUnvumsaeu M doufivangauiy
nuLednEsalileg

4) anwwIndeu (Environment) i8viswa
fensadiaiondia msfndulavesyanasiy
LUBauImensUGURnu Tausssuvadlsaseu
delssSsuaunsaiamuianinuindeunisly
TsaSeuiid lsaoufiazanunsdaadunisFeous
e MIaaUduniudaatuyaains
melulsaseula

BAUSIUNE
nslieuvine fian Ailesdruyana vo9
aslsaBouenvusisendnu fie anude fiaund
nsuRATtuny wazn1skanIeenlIUEing
#anAfedny Baird war Zelin (2007) N&1931
Afloudiuyana Ao Audovesyanailliy
FafvuaimuafAfidinadengfinssuvesns
Kahle (1983) a5unginduanniznigludyamadl
HARBNINDUAUDY %ﬁwwqaﬂiiﬂumsﬂﬁﬁ’ﬁmu
¥84Ag Thienthong (2021) 88U1871 AFENIA
aseenudila anunsenng Ysudisessuns
WasuwdasiiAnduluewanld uenaind lu
Jaqdudianuin AndlonvesngiinansunliiinGey
WiudungAnssuwaznisindulalaeddinie
L4367 dudwmafrennuduiusseninng uaz
GIEHNY uaﬂmﬂﬁfﬁwﬁwé"]uﬁaﬁiimamg%
anusaaeulvtdniseuiindnnisivaniunisal
ANUTALEsIEvENsTIINALIaLA Feldlaunse
Ufiastadn asanunsaihdrdeuvesnulylyly
msaeuileneliAnyssansamiutinFeuls

maduaunniifvesng vunedis sudy

) )

aruuleuny 95581U5IUITTN NsEeansi
UszAvisan uarmsIanstuBsuseamnzay
saanisdoufesedeiiies itewaunuodl
furon15Uasunlas donAdeafuLuIRnUed
Koon wag Chong (2018) way Chahar (2019) i
wiumsvhauAunihi lngesdnsmsaiuayunis
fimundnenmag (Nunart, 2018) LilelvAgansnsn
ysanmanaluladuayisnisaeulu « lasghad
Useandnn

A3SRRIANLASUNITAATLATIET WAl
AMNRaIANIeITHl (EQ) tagvinwen1susum
diesuilefunundslul 4 Idegramnzay Jeas
taliiieng uarasdnaiiulnnasyssavaudise
Ialusyezen
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NO¥HIIUIINNTLETUAT 1A e udqY
yara wagmaduandndidvesnslsadouienty
fsenfnyn GufuainnsmumunuLes Msai
Aanulaluiderimivesesins n1siasuteya
doundu wazdadeanmuinden Fdungud
naBeudmedeay WunsnsSeus Ujdunius
Fugduluvsunmedenuiiioadrangingsy
Suiaszand denndasiu Fry (2008) findnyin ns
fusadamei adalineyin Wuwwmaluns
findula 1 Saenprasamn et al., (2017) Na1
msUFuszdszaunadiSavdolitu dufuan
411150n153AN15 Ding wag Gorgulu (2002)
nandls aude Adesveanuies lddnluvan
FY5IIN B9AANNI LU Mnansausula
%a’qLa'%um3L1J§smu‘damqﬁnssmﬁﬁqﬂsxaaﬁ
onauriu

nsnaunatuatdonduyanafiiauuds
dhfumafuandniifvesyumunsaou awaing
Uselomiinnanelvifuag fdluduanufioels
lunuiidiutu nadnsnsdoudvosinGeuiinty
warnsaiefuussaulsadoudeun venani

gedenaliiinnisvineusiuiuedsatuayy

'
=

Fetuwagiu ihluganuduiusnaduiudnSe
AUnATe LieusIma wazdu3ms Jululedy

drdglunisaileaninuwingeunisiseuing
Uszdnsnmuazanugulumsviauvesng

qFUNR

nsadeluadedarunsalfiaanunune
uagdiun ArdleudruyanavesaslsaSeulonvy
fsenfnw Usznause 1) anuide 2) viruad
3) NMIAUANATIUAWLEY LAz 4) NITUEnID8an
Fasednd funsfuandniifvesaslsabou
onsudseudne Ysenousiy 1) nsufufniy
wlgurg 2) N5USURAINITIOIUTIU/ABITN
3) Msdeans 4) madantstuou 5) mateud
agsiaiiles uay 6) naviausuiu Mungud
FIUTINVBINSLEsUAT A TENEINYAAS LaL
msfuanIniifvesnglsadouenvusisenfnu
Usgnaunig 1) NMSNUNIUAULEY 2) Idevinl
18909AnT 3) MsiUaTudeyaloundu uax
4) @NINLINADY

ABAUBDUREITNAISIFY
NIENUDLEUBWULAIT AITYINNNTIFELTY

e

AN TugunuureInsdang waginsien
Uduiusuaznszuiunsdnaulavesaglsaseu
SseuonuuluuIunas 9 easieaugilai
1 a d‘ ¥ a wva U d‘
Alleudazviousanulunaujua  faudsi
Yraula Wy 35n1580U ITNSINNITAUTAKES
warnsmevaussretymauaiesTIn Wunu
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Abstract

The purpose of this research is to investigate the effects of learning activity based
on Face Negotiation Theory on Chinese strategic speaking ability. The specific objectives are:
1) to compare Chinese strategic speaking ability before and after participating in learning activity
based on the Face Negotiation Theory and 2) to investigate the learners’ opinions on the learning
activity based on Face Negotiation Theory regarding their Chinese strategic speaking ability.
The target group for this research consists of 16 undergraduate students majoring in Chinese,
selected through purposive sampling. The tools used in the experiment include learning activities
based on Face Negotiation Theory. The instruments for data collection are: 1) a scale for
measurement of Chinese strategic speaking ability and rubric scoring and 2) an evaluation form
for assessment of learners’ opinions toward the learning activities based on Face Negotiation
Theory. The experiment was conducted using the one-group pretest-posttest research design,
and the data were analyzed using descriptive statistics and the Wilcoxon signed-rank test.

The research findings indicate that the overall Chinese strategic speaking ability of the
target group, who participated in learning activities based on Face Negotiation Theory after the
experiment, were significantly higher than that before the experiment at the .01 level. When
analyzing the sub-components of these abilities, it was found that 1) the ability to establish
mutual understanding, 2) the ability to maintain the continuity of conversation, and 3) the ability
to choose appropriate language were all significantly higher after the experiment as compared
to those before the experiment, also at the .01 level. Additionally, the results of the evaluation
of learners’ opinions toward the learning activity based on Face Negotiation Theory regarding

their Chinese strategic speaking ability were at the highest level in all aspects.

Keywords: Chinese Strategic Speaking Ability, Face Negotiation Theory, Learning Activity
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Abstract

This study aims to 1) examine the components and assess the effectiveness of English
reading activity sets using the Storyline method through visual storytelling combined with the
Think-Pair-Share technique and 2) investigate the outcomes of utilizing these English reading
activity sets with the use of the following activities: 2.1) comparing the learning achievements
after using the English reading activity sets with those of conventional teaching methods;
2.2) studying the English reading skills of Primary 6 students; and 2.3) evaluating students’ satisfaction
with these activity sets. The research tools included 1) achievement tests, 2) activity sets, and
3) satisfaction questionnaires. The sample consisted of 60 Primary 6 students from Wat Muang
Wan School (Under the Prachasunthon Military Strategy). Quantitative data were statistically
analyzed using the mean, standard deviation, and t-test; while qualitative data were analyzed
with the use of content analysis.

The research findings reveal that 1) the activity sets comprise 5 components:
(1) activity guidebook, (2) content, (3) teaching media, (4) tests, and (5) evaluation forms;
upon the creation and quality assessment of the activity sets, 4 sets were developed;
the third set had the highest rating mean of 4.40 with a standard deviation of 0.58; the second
set followed with the rating mean of 4.30 and a standard deviation of 0.72; the fourth set had
the rating mean of 4.23 with a standard deviation of 0.67; and the first set had the lowest rating
mean of 4.18 with a standard deviation of 0.74; the activity sets created by the researcher had
a process effectiveness (E1) of 81.58 and an outcome effectiveness (E2) of 83.78, indicating
that the English reading activity sets using the Storyline method combined with the
Think-Pair-Share technique were highly effective, exceeding the set criterion of 80/80. 2) results
of the usage of the activity sets indicated that 2.1) the academic performance of Primary
6 students who utilized the English reading activity sets with the Storyline method and
Think-Pair-Share technique was higher than that of students who experienced conventional
teaching; 2.2) the English reading skills of Primary 6 students using the activity sets were found

to account for 81.75 percent effectiveness; 2.3) the students expressed high satisfaction with
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the learning process using the English reading activity sets, with an overall rating mean of 4.82,

indicating a very high level of satisfaction.

Keywords: Activity Set Development, Storyline Teaching Method through Visual Storytelling,

Think-Pair-Share Technique

Introduction

Thailand has stepped onto the inter-
national stage, filled with communication
and competition among various countries.
However, the English proficiency level of
the Thai population does not seem to have
developed accordingly. The EF English
proficiency index (EF EPI) for the year 2020
has indicated that the English language
skills of Thai learners are ranked very low,
specifically at 89" out of 100 countries
(Techatanan, 2021). This is attributed to the
fact that the education system in Thailand still
lacks quality and standards at all levels. The
quality of education and learning in Thailand
remains relatively low. Although Thai have
increasingly gained access to education, the
scores from the national basic education test
(O-NET) indicate that there is a low average in
all learning groups (Office of the Basic
Education Commission, 2018). This aligns
with the views of Charoenkul (2021),
who mentioned the low quality of education,
referencing the national test results of 2020,
which showed that the national average score
for English was 39.22 out of 433,055 candidates,
indicating a low level of achievement
(National Institute of Educational Testing

Service, 2021).

The Ayutthaya primary education area
office, zone 2, has compiled a report on the
results of the national basic education test
for primary 6 (O-NET), comparing English test
scores between the 2021 and 2020 academic
years. It was found that the average score
for 2021 was lower than for 2020 (National
Institute of Educational Testing Service, 2021).
Based on this comparison, the Ayutthaya
primary education area office, zone 2,
recognized the urgent need to improve student
outcomes and has set policy guidelines for
schools to follow. Strategy 2 aims to enhance
the quality of students so that every student
can improve their English communication
skills, teaching outcomes, and academic
performance (PhraNakhon Si Ayutthaya
Primary Educational Service Area Office 2,
2022). Effective English language teaching
requires theories, learning models, teaching
methods, and techniques to guide the
improvement of teaching management.
This aligns with Herbart’s theory of teaching,
which suggests teaching should begin by
reviewing prior knowledge before introducing
new information, helping learners connect
old and new knowledge to reach the desired
conclusion. Learners are then encouraged to

apply these conclusions to new situations or

HIUMITUTOIANAINAIN TC (NFUT 2) v sy BeransuaydsALmans



258 Panyapiwat Journal Vol. 17 No. 1 January-April 2025

problems (Khaemmanee, 2021). Therefore,
current English language teaching emphasizes
practical practice for real-world use, aiming to
create opportunities for learners to practice
the language with activities related to their
immediate surroundings to motivate and
satisfy their learning experience in English.
The background and significance of
the problem highlight the quality of English
language instruction for learners in Thailand,
where English language skills are essential for
life and the modern work world. The study,
analysis, and synthesis of the aforementioned
data reveal that the quality of English
language teaching for learners is relatively low,
stemming from a lack of reading skills and
understanding among students. Additionally,
the varied learning needs of students result
in a lack of motivation to learn. Therefore,
the researcher seeks to find a solution to
improve English language teaching and
enhance student achievement. This interest
led to the study and research on the
development of English reading activity sets
using the storyline method through visual
storytelling combined with the Think-Pair-

Share technique for Primary 6 students.

Objectives

1. To study the components and
effectiveness of English reading activity sets
using the storyline method through visual
storytelling combined with the Think-Pair-
Share technique for Primary 6 students.

2. To investigate the outcomes of using

the English reading activity sets employing the

storyline method through visual storytelling
alongside the Think-Pair-Share technique.

2.1) To compare the academic
achievements of Primary 6 students after
utilizing the English reading activity sets with
the storyline method through visual storytelling
combined with the Think-Pair-Share technique
against conventional teaching methods.

2.2) To examine the English reading
skills of primary 6 students who have used the
English reading activity sets with the storyline
method through visual storytelling alongside
the think-pair-share technique.

2.3) To explore the satisfaction of
primary 6 students with the learning activities
facilitated by the English reading activity sets
using the Storyline method through visual
storytelling combined with the Think-Pair-

Share technique.

Literature Review

The storyline method of teaching

Step 1: Set an appropriate storyline
path.

Step 2: Conduct teaching-learning
activities.

Step 3: Conclude the lesson.

The Think-Pair-Share teaching technique

Step 1: Think-students think individually
about a question or problem.

Step 2: Pair-students form pairs to discuss
their thoughts or solutions.

Step 3: Share-pairs share their ideas or
solutions with the larger group or class.

The new knowledge gained from this

research is the integration of the learning
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management process using the Storyline
method combined with the Think-Pair-Share
technique, which involves a 4-step process
as follows:

Step 1: The stimulating step to support
and create interest (setting the storyline) is
where students and teachers together stimulate
and create interest in the topic being studied.

Step 2: The try and see step (learning
activities) is where students get hands-on with

the learning activities.

Step 3: The sharing step with peers to
review knowledge and uphold virtues (peer
exchange learning) is where students pair up
to exchange knowledge with their partners
and classmates, guided and positively
reinforced by the teacher to motivate
participation in the activities.

Step 4: The summarizing step towards
success (summarize the lesson and share
answers) is where students and teachers
together summarize the lessons learned and

the activities conducted in class.

The storyline method of teaching
1. Set an appropriate storyline
path.
2. Conduct teaching-learning
activities.

3. Conclude the lesson.

The Think-Pair-Share teaching technique

Step 1: Think-students think individually about a
question or problem.

Step 2: Pair-students form pairs to discuss their
thoughts or solutions.

Step 3: Share-pairs share their ideas or solutions

with the larger group or class.

(try and see).

and exchange learning).

share responses).

The Integrated Approach of Storyline Method with Think-Pair-Share Technique
1. Stimulating phase: Support and generate interest (set the storyline path).
2. Active learning phase: Engage in the learning activities and gain immediate knowledge

3. Sharing phase: Pair up with peers to review knowledge and promote virtues (share

4. Summarizing phase: Combine insights to achieve success (summarize the lesson and

Figure 1 A Diagram of the Integrated Learning Management Process Using the Storyline
Method through Visual Storytelling Combined with the Think-Pair-Share Technique
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Methodology

The research on developing English
reading activity sets using the storyline method
through visual storytelling combined with the
Think-Pair-Share technique for Primary 6 students
is a quasi-experimental study.lt includes
pre-testing and post-testing (One-Group Pretest-
Posttest Design). The research was conducted
as follows:

Identifying the Population and Sample

1. The population consists of primary
6 students in the primary education area
office, Ayutthaya Zone 2, Bang Ban district,
Ayutthaya province, in the first semester of the
academic year 2023, with 176 schools totaling
4,126 students across 208 classrooms (based
on DMC system data, academic year 2022,
primary education area office, Ayutthaya
zone 2).

2. The sample was specifically chosen
from primary 6 students of Wat Muang Wan
School (part of the Prachasunthon military
strategy) for the first semester of the academic
year 2023, with 2 classrooms totaling 50
students. The purposive selection was used to
identify a control group of 30 students from
primary 6/1 and an experimental group of
30 students from primary 6/2. This setting
was chosen based on the actual classroom
conditions provided by the school, where
students of various abilities (advanced,
intermediate, and beginner) were mixed. One
classroom was randomly assigned as the
experimental group and the other as the

control group.

Research Instruments

The instruments used in the research
include a learning achievement test with 30
items, an English reading skill assessment
utilizing the storyline teaching method
combined with the Think-Pair-Share technique,
four sets of activities, and a student satisfaction
questionnaire. The development of these
instruments is divided into three phases as
follows:

Phase 1: Studying the components and
effectiveness of the English reading activity
sets using the storyline method combined with
the Think-Pair-Share technique for primary
6 students under the primary education area
office, Ayutthaya zone 2. This phase includes
the following activities:

1. Investigating the basic information,
principles, concepts, and theories related to
the components and effectiveness of the
English reading activity sets using the storyline
method combined with the Think-Pair-Share
technique, from documents, textbooks,
academic articles, and related research. Then,
synthesizing this information to study the
components and effectiveness.

2. Developing four sets of English
reading activities using the storyline method
combined with the Think-Pair-Share technique.
The learning management for these activities
spans 6 weeks, with 4 hours per week, totaling

24 hours, as shown in Table 1.
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Table 1 English Reading Activity Sets Using Storyline Method Combined with Think-Pair-Share

Technique
Activity Set No. Title Number of Hours
1 Short Story Funny Good 5
2 Aesop’s Fun Fable 5
3 Amazing Food 5
4 Day of Celebrations 5
Total 20

3. Studying the documents related to
assessing the effectiveness of the English
reading activity sets using the storyline
method combined with the Think-Pair-Share
technique. Determining the suitability of the
activity sets. Designing and creating research
instruments, including a suitability assessment
form. Submitting the suitability assessment
form to experts for evaluation and then
analyzing the data. Using the purposive
sampling technique to select five experts with

the following qualifications: 1) two individuals

with at least a master’s or doctoral degree
in education, specializing in higher education
curriculum and teaching with at least five years
of experience; 2) one individual with at least
a Master’s or Doctoral degree in measurement
and evaluation with at least five years of
experience; and 3) two English teachers with
at least a master’s or doctoral degree and five
years of experience in the field. The results
of the suitability assessment based on the
components of the activity sets are shown

in Table 2.

Table 2 The Results of Evaluating the appropriateness of the English Reading Activity Set Using

the Story Line Method through Visual Storytelling Combined with the Thinking-sharing Technique

Activity Set No. Title Average Suitability Score Number of Hours
1 Short Story Funny Good 4.18 5
2 Aesop’s Fun Fables 4.30 5
3 Amazing Food 4.40 5
4 Day of Celebrations 4.38 5
Total Suitability Score 20
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Phase 2: Studying the outcomes of using
the English reading activity sets employing the
Storyline method combined with the Think-
Pair-Share technique for Primary 6 students
under the Ayutthaya primary education area
office, zone 2.

1. Collect data from documents, princi-
ples, concepts, theories, and research related
to the creation of learning achievement tests
and English reading skill assessments. Then,
use the data to create research instruments
for this phase, which are the learning achieve-
ment test and the English reading skill assess-
ment. Once created, evaluate the quality of
these research instruments by determining
the 10C value, which was found to be 0.912,
allowing for the use of 32 items, from which 30
items are selected. The difficulty level value
is 0.41, the discrimination power is 0.27, and
the selected questions have a reliability value
of 0.875.Phase

Phase 3: Studying the students’ satis-
faction with learning using the English reading
activity sets employing the Storyline method
combined with the Think-Pair-Share technique
for Primary 6 students under the Ayutthaya
primary education area office, zone 2.

1. Study the data from documents,
principles, concepts, theories, and related
research concerning the creation of satisfaction
questionnaires. Then, use this information to
construct a research instrument for this phase,
which is a satisfaction questionnaire regarding
the organization of learning activities using
English reading activity sets taught with

the storyline method combined with the

Think-Pair-Share technique. After the question-
naire has been developed, assess the quality
of this research tool by calculating the Index
of Item-Objective Congruence (I0C), which has
a value of 1.1, indicating that all questions can
be used, and the suitability score is 4.4, which
means the suitability is at the highest level.

Data Collection

The researcher collected data over a
period of 4 weeks, with 5 hours per week,
totaling 20 hours in the second semester of
the academic year 2023. This research is an
experiment in actual classroom conditions,
studying both the experimental and control
groups, measuring knowledge before and
after the experiment, recording scores, and
documenting information during the learning
activities.

Data Analysis

The details of data analysis include the
following:

1. Comparing the learning achievements
of Primary 6 students using the English reading
activity sets with the storyline method and
Think-Pair-Share technique against students
taught with conventional methods.

2. Studying the English reading skills of
primary 6 students using the English reading
activity sets with the storyline method and
Think-Pair-Share technique.

3. Studying the satisfaction of primary 6
students with the learning process using the
English reading activity sets with the storyline
method and Think-Pair-Share technique using
the mean and standard deviation for inter-
preting the average values of data according
to the Likert method.
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Results 8) measurement and evaluation tools, and

The development of English reading  9) lesson plans. The synthesis related to the
activity sets using the Storyline method storyline teaching method combined with the
combined with the Think-Pair-Share technique ~ Think-Pair-Share technique was integrated
for Primary 6 students under the Ayutthaya  into a learning plan for teachers, with a 4-step
primary education area office, zone 2, can be  learning process: 1) Stimulate, support, and
summarized as follows: generate interest (setting the story path); 2) Try

Objective 1: To study the components  and see (teaching activities); 3) Share and
and determine the effectiveness of the review knowledge and virtues (pairing for
English reading activity sets using the Storyline  knowledge exchange); and 4) sum up to
method combined with the Think-Pair-Share  success (lesson summary). The activity sets
technique for primary 6 students of the same  created by the researcher had a process
educational service area. The learning activities ~ effectiveness (E1) of 81.58 and an outcome
were undertaken covering 4 weeks, with 5 hours ~ effectiveness (E2) of 83.78, indicating that the
per week, totaling 20 hours. The components  English reading activity sets using the storyline
include 9 elements: 1) instructions for using  method combined with the Think-Pair-Share
the learning activity sets, 2) teacher’s manual,  technique were highly effective, exceeding the
3) student’s manual, 4) learning objectives,  set criterion of 80/80. The details are shown

5) content, 6) task cards, 7) teaching media, in Table 3.

Table 3 The Effectiveness Results of the English Reading Activity Sets Using the Storyline Method
through Visual Storytelling Combined with the Think-Pair-Share Technique

Maximum

Method N Total Score Average  Percentage
Score
During Learning 30 40 973 32.43 81.58
After Learning 30 30 754 21.13 83.78

Objective 2: To study the outcomes of  through visual storytelling combined with
using the English reading activity sets employing ~ the Think-Pair-Share technique, against
the storyline method through visual storytelling ~ conventional teaching methods. It was found
combined with the Think-Pair-Share technique.  that the mean score of learning achievement

2.1 The comparison of learning achieve-  before the intervention was 22.60, and after
ments before and after the intervention for  the intervention was 25.13. The t-value was
Primary 6 students using the English reading 29 with a Sig. (significance) value of .000,

activity sets taught with the storyline method  which was less than the statistical significance
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level of .05. This indicates that the students
who learned using the Storyline method
through visual storytelling combined with

the Think-Pair-Share technique significantly

improved their post-learning outcomes
compared to the pre-learning scores at the
statistical significance level of .05. This is
illustrated in Tables 4 and 5.

Table 4 Comparison of Pre-learning and Post-learning Achievement Scores of the Experimental

Group of Primary 6 Students Using the English Reading Activity Sets with the Storyline Method
through Visual Storytelling Combined with the Think-Pair-Share Technique

Maximum
Experiment N Mean S.D. df t-test Sig
Score
During Learning 30 30 22.60 1.196 29 16.128  .000*
After Learning 30 30 25.13 1.429

*Statistically significant at the .05 level

Table 5 Comparison of Pre-learning and Post-learning Achievement Scores of the Control Group

of Primary 6 Students Taught with Conventional Learning Methods

Maximum
Experiment N Mean S.D. df t-test Sig
Score
During Learning 30 30 10.07 1.143 29 -11 .000*
After Learning 30 30 12.63 1.426

*Statistically significant at the .05 level

2.2 To study the English reading skills
of primary 6 students who used the English
reading activity sets employing the storyline

method through visual storytelling combined

with the Think-Pair-Share technique, with the
Mean During Learning of each activity set being
10.07, After Learning of each activity set being
12.63 as shown in Table 6.
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Table 6 Study of English Reading Skills of Primary 6 Students Using the English Reading Activity
Sets with the Storyline Method through Visual Storytelling Combined with the Think-Pair-Share

Technique

English Reading Skills

Maximum  Total
Average Percentage
Score Score

Read the story correctly, can give ideas
and understand main points from books

and magazines.

30

10 250 8.3 83.33

Read short stories and tell the sequence
of events and comment on articles about

the situation.

30

10 246 8.2 82

Read the food names and understand
food list both at home and abroad, the list
of foods ingredients and cooking methods
that interest you and be able to answer

questions.

30

10 234 7.8 78

Read and understand short stories and
proverbs about important dates both at
home and abroad and read basic conver-

sations and interact with classmates.

30

10 231 7.7 77

Total English Reading Skills

30

10 961 8 80

2.3 To study the satisfaction of primary 6

students with the learning activities organized

using the English reading activity sets employing

the storyline method through visual storytelling

combined with the Think-Pair-Share technique.
It was found that, overall, the average
satisfaction level is at the highest level, as

shown in Table 7.
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Table 7 Study of the Satisfaction of Primary 6 Students with Learning Activities Using the English
Reading Activity Sets with the Storyline Method through Visual Storytelling Combined with the

Think-Pair-Share Technique

Assessment Item

Average Suitability Score

Interpretation

Learning Management 5 Most Suitable
Classroom Atmosphere a4 Most Suitable
Instructor a4 Most Suitable
Teaching Materials 5 Most Suitable
Assessment And Evaluation a4 Most Suitable
Total Suitability Score 4.4 Most Suitable

Discussion

The research on developing English
reading activity sets using the Storyline method
through visual storytelling combined with
the Think-Pair-Share technique for Primary
6 students under the Ayutthaya primary
education area office, zone 2, was aimed at
discussing key findings as follows:

The results from the research on
objective 1, which was to study the components
and effectiveness of an English reading
activity set using the storyline teaching
method through pictorial narratives combined
with the Think-Pair-Share technique for primary
6 students in the Ayutthaya primary education
area, zone 2, revealed the following: There
were four sets of activities that took place over
four weeks, with five hours allocated each
week, totaling twenty hours. The activity set
comprised nine components: 1) instructions
for using the learning activity set, 2) teacher’s
manual, 3) student’s manual, 4) learning
objectives, 5) content, 6) task cards, 7) teaching

media, 8) evaluation tools, and 9) a lesson plan.

The synthesized methodology of storyline
teaching was integrated into a learning
management plan for teachers, which entailed
a four-step process for conducting learning
activities alongside the Think-Pair-Share
technique. These steps included: 1) the
motivation and engagement phase (setting the
story path), 2) the active participation phase
(conducting learning activities), 3) the sharing
and reviewing phase (peer exchange for learning),
and 4) the conclusion phase (summarizing the
lesson and sharing responses). The research
found that the set of English reading activities,
which the researcher developed, was highly
suitable because it was academically correct
and consistent with the components required
to create an activity set for developing English
reading activities using the Storyline method
through pictorial narratives combined with
the Think-Pair-Share technique. This is in line
with research by Lokanuwatsatain et al. (2020),
which investigated the English listening and
speaking skills of Primary 5 students using

the Storyline learning method. The findings
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indicated that 1) the comparison of English
listening skills of Primary 5 students taught
through the Storyline method had significantly
higher post-learning average scores compared
to pre-learning scores at a statistical significance
level of .01, and 2) the comparison of English
speaking skills showed similar results with
post-learning scores significantly higher than
pre-learning scores at the .01 level of statistical
significance.

Objective 2, the study on the effectiveness
of the set of English reading activities using the
Storyline teaching method through pictorial
narratives combined with the Think-Pair-Share
technique showed that

2.1 the comparison of learning achieve-
ment before and after using the set of English
reading activities for Primary 6 students
revealed post-learning scores significantly
higher than pre-learning scores at the .05 level
of statistical significance. Meanwhile, the
traditional teaching methods also showed
significant improvements but to a lesser extent.
Furthermore, the comparison between the
experimental group using the developed set
of English reading activities with the Storyline
method and the control group taught through
traditional methods demonstrated that the
experimental group had significantly higher
learning achievement scores than the control
group at the .05 level of statistical significance.

2.2 The results of studying the English
reading skills of primary 6 students who used
the activity set designed for reading English
through the Storyline teaching method in

conjunction with the Think-Pair-Share

technique showed that students who
engaged with this set of activities had an
average English reading skill score of 81.75
percent. This aligns with the description by
the Basic Education Commission’s English
Language Institute (2017), which explains
that reading involves the communication of
knowledge, feelings, and thoughts between the
writer and the reader. The reader understands
symbols, marks, images, sentences, texts, and
printed or written messages through observation
and consideration. This understanding aligns
with the communicator’s intent, with the
process involving interaction and interpretation
between the writer and the reader. The level
of understanding may vary depending on prior
knowledge and predictions about vocabulary
meaning, grammatical structure, and the
coherence and continuity between sentences.

2.3 The study of the satisfaction of
primary 6 students with the English reading
activities using the storyline teaching method
in conjunction with the Think-Pair-Share
technique found that students who utilized
the reading activity set developed by the
researcher for English reading using the
Storyline method combined with the Think-
Pair-Share technique had a very high level
of satisfaction overall. This corresponds with
Thanompong’s (2019) explanation of the
benefits of cooperative learning - the Think-
Pair-Share technique: 1) It is a technique that
can be implemented quickly. 2) It is a technique
that does not require extensive preparation
time. 3) The internal interaction stimulates a

great number of students to have a genuine
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interest in knowledge. 4) Teachers can
pose various types and levels of questions.
5) It consolidates the attention of the entire
classroom and allows students who are
hesitant to express themselves to answer
questions without having to stand up in front
of their peers. 6) Teachers can understand
students better by listening to different
student groups during activities and from

collecting responses at the end of the lesson.

Conclusions

The development of an English reading
activity set using the Storyline teaching method
through imagery in conjunction with the Think-
Pair-Share technique for sixth-grade students
in the educational area of Phra Nakhon
Si Ayutthaya District 2 is an integration of the
Storyline method and the Think-Pair-Share
technique to create a set of activities that
enable students to develop and enhance

their potential and learning outcomes in the
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Abstract

This academic article aims to share knowledge of reading teaching methodology to

enhance students’ reading skill. Moreover, this teaching methodology provides the students

to crystalize their ideas about what they read for presenting a topic assigned. Furthermore, the

students gain benefit from reading, analyzing information as well as blending with their own

experiences to present information about those topics. Consequently, the writer of this article

will apply the theory of reading and teaching methodology for sharing in this article.

Keywords: Reading, Critical Reading, Teaching Critical Reading, Presenting Assignment Topic

Introduction

Effective speaking is important in
academic and professional setting. Therefore,
the teachers should train students before
asking them to speak. In addition, those who
aim to speak to present effectively, must
consider their message or information carefully.
Particularly, when students are assigned to
speak or present a topic requiring speaking
critically, they need to share opinions
and reflections, as well as advantage and
disadvantage of the topic depends on how
they are assigned. To this, those who present
cannot avoid to read the information and
think critically in order to share idea, opinion
and reflective thinking. Therefore, this
academic paper provides the audiences to

understand role of reader, nature of reading,

reading model: Bottom-up Model, Top-down
Model and Interactive model, benefits of
reading, critical reading, process of critical
reading, and practical teaching application.
Moreover, planning for presenting a topic
assigned through applying the theories in
teaching students in language classroom
and suggestion for teaching for speaking and
presentation of opinion from critical reading.
The following theories are used by blending

with the author’s teaching methodology.

Role of the Reader

Tasnimi (2017) said that when a readers
gain information from a writer, the readers
also act as the receivers of information.
Tasnimi (2017) added that the role of

relationship between writer and reader,
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it is needed to consider that the writers
are producers of texts and the readers are
receivers of text. Moreover, Tshering (2023)
said that the readers have different roles.
There are 7 roles of readers.

First role of reader is text decode,
this reader likes to identify and analyses
descriptive words with positive and negative
meanings. Furthermore, he or she likes
decoding the use of grammar and punctuation
of texts.

Second role of reader, he or she is text
participants. This reader likes to make himself
to read and discusses the text and interfere
to provide suggestion.

Third role of reader is text analysts,
this reader likes to analyze and discuss the
characteristics of people and situation in the
text.

Fourth role of reader is text user, this
reader likes to engage the text such as he
or she uses translation, innovation and
transformation strategies with the reading text.
For example, when they read a poem, they
always transform the text into description.

Fifth role of reader is text decoders and
text analysts, this reader likes to emphasize
on metaphors used and he/she identifies and
discusses about the use of words in the text.

Sixth role of reader is text decoder and
text participant, this reader likes to identify
the sense related words such as the use of
synonym as well as they related their feeling
in the reading text.

Seventh role of reader is text analysts

and users, this reader likes to engage the text.

To this, the reader acts himself or herself to
be analyst and user while reading a text.
Tshering (2023) claimed that the readers
act themselves in different type of readers
depends on the purpose of reading activity,
purpose of reading. In addition, it depends on

the nature of reading; it is explained as follow.

Nature of Reading
According to Liu (2021, p. 152), “Reading
is a pervasive activity that we know what
reading is and reading means dealing with
language messages in written or printed form,
it involves processing language messages,
hence knowledge of language”. Liu (2021)
continued that reading is defined as the
process of getting linguistic information.
his means, it is a fairly one-way process from
writer or text to readers. Consequently, the
way of readers read texts depends on the
nature of reading and/or the readers’ purpose.
To this reading is divided into model of reading
as following.
1. Bottom-up Model
According to Liu (2010, p. 154),
“A bottom-up reading model is to emphasize
the written or printed text. It is said that
reading is driven by a process that results
in meaning and that reading proceeds from
part to whole”. Moreover, Kavanaugh and
Mattingly (1972) supported that bottom-up
reading model requires the readers to focus
from letter to sound, words, sentences and
meaning. Consequently, bottom-up reading
model emphasizes on meaning of the text
level and the readers know the meaning of

the texts which they read.
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Kavanaugh and Mattingly (1972) said that
the characteristic of reading in which reading
emphasizes on the written, words, sound,
and meaning. It is similar to cognitive reading
model which is based on the perception of
knowledge. It is considered objective and
universal and this knowledge can be
understood as prior knowledge of the readers.
Moreover, cognitive reading model provides
the readers to process on the texts by
using word processes including decoding,
letter-correspondence and phonic approach.
To this, it is obvious that the cognitive reading
model only focuses on the information
process. Dagosition and Carifio (1994) and Mckay
and Hornberger (1996). supported that this
model of reading includes linguistic factor
such as phonological, morphological,
syntactic and semantic element.
2. Top-down Model

Liu (2010) claimed “A top-down
reading model is a reading approach, it
emphasizes what the reader brings to the
text and it contends that reading is driven by
meaning and proceeded from whole to part. It
is known as concept-driven model” Liu (2010)
continued that the readers act with ty model
of reading as they bring their schemata of what
could be meaningful in the texts, and the
readers take their previous experiences and
their knowledge about language into the texts
as well. Moreover, the readers are not only
confined to one source of information but also
have at their disposal two other important
kinds of information which are available at the

same tie such as meaning and grammatical or

sentence sense. Therefore, what the readers
bring to the reading text separately in terms
of both their prior knowledge of the topic and
knowledge about the language assists them
in predicting of text.

Liu (2010) added that the top-down
reading model is similar to expressive reading
model, it focuses on readers. It means that
readers are more important than texts, they
bring experience, culture and life to text.
Moreover, the readers can make texts more
interesting and lovely and the readers respond
to texts. This means, they feel the feeling of
the text and see the scenery described the
texts. In addition, they hear the sound of the
text. For example, when the text describes
the feeling of actors, people’s feeling, they
readers are able to approach to those things.
Additionally, readers can put themselves
in order to feel the feeling in the texts.
Therefore, this reading model motivates the
readers become interested in reading because
it enables readers do what they like. Thus, it
may be assumed that readers are allowed to
reflect on what they are reading.

3. Interactive Model

Interactive reading model is not as
similar as bottom-up and/or to-down reading
model. For the reason, interactive model
is integration of all of the previous models
such as the readers bring various knowledge
into the text they read. Therefore, interactive
reading model is synthesized based on
information from several knowledge sources.
In contrast, interactive reading model is

similar to social-Cultural reading model.

HIUNMIFUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



a v

sasleygyafia

21!

3 7 17 TUT 1 NAIIAN-LHENEU 2568 273

The social-Cultural reading model enables
readers to develop a reading capacity. This
means, the readers are not only functionally
or culturally literate, but also they are critically
literate (Inthapat, 2015). Moreover, it enables
the readers relate the text to life, depends
on the social cultural factors of the text and
on the readers’ personal social conditions.
In contrast, the readers can not only
comprehend the text but also take meanings
out of the text into their lives. Consequently,
the readers can have ability to make rational
and informed judgments about the world.
Consequently, social-cultural reading model
helps to form a successful literate behavior
that entails the ability not only to decode
written symbols but also to interpret these
symbols against a backdrop of social conven-
tions (Mckay & Hornberger, 1996).

Benefits of Reading

Reading models enable the readers
gain benefit which it provides the readers
information and enhances cognitive processes
such as synthesis and critical thinking. By
reading, the students or readers integrate
by improving their comprehension skills
and reading provides the readers encourage
their critical thinking. Furthermore, the readers
or students are able to learn analyzing
texts critically, identifying main ideas and
supporting details. This analytical skill is
transferable to speaking, where the readers
or students also construct logical arguments.
Additionally, the readers are able to gain benefit

from reading by expansion of vocabulary:

Exposure to varied texts introduces the
readers or students to new words and phrases

and understanding language structure (Liu 2010).

Critical Reading

According to Larking (2017) defined
“Critical reading is an investigation into, and
critique of the validity of arguments expressed
in reading passage and critical reading is not
simply close and careful reading”. To the
writer, | have had experience to read critically.
To this, | read an information and | take some
interesting point of information to make
discussion and reflection in writing or
speaking with friends. This means that
when the readers read, they also have their
own ideas to recognize and analyze those
information. Consequently, it shows that
critical reading allows people to process a
variety of information, to rethink and ideas
before they created new information to write
or speak a reflection as well. It is called that
“critical thinking”. Critical thinking means that
the readers read information such as article,
description, etc., and they gain benefit by
getting idea from the information and
crystalizing idea. This process provides the
readers to put their previous experiences,
critical thinking through share their opinion
for speaking. Diman et al. (2020) supported
that the characteristics of critical reading is
different from general reading because critical
reading aims to create judgments about how
a text works. When the readers read critically,
they are not only absorbing or understanding

but also interpreting, analyzing an evaluating
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a text. Moreover, it motivates the readers to
share their assumptions, and the meaning
beyond the text. To this view, critical reading
also has its own process which is talked in the

following topic.

Process of Critical Reading

Diman et al. (2020) claimed that the
critical reading process is concerned with a
process of questioning and evaluating printed
material and it is concerned with the readers’
ability to think critically and to react to the
writer’s ideas. Moreover, Diman et al. (2020)
continued that the process of critical reading
as proposed by 1) the readers identify facts.
The readers recognize what the writer is saying
and the readers also reflect to the writer’s
idea. 2) The readers analyze the information by
examining the author’s opinion, assumptions
and conclusion. 3) The readers detect and
imply to present in the writer’s diction, style,
or tone, the readers actually recognize the
writer’s use of tricks, fallacious thinking and
emotional appeals. 4) The readers compare
a selection with other sources that they may
present conflicting viewpoints.

With reference to nature of reading and
critical reading, these mentions provide the
other researchers to find answer from them.
Consequently, | will refer to some researches
about critical reading skill and it is concerned

with speaking ability as the following.

Critical Reading Skills and Its Implication to
Speaking Ability in Multicultural Classroom

According to Widowati and Kurniasih
(2018), his research was to discuss the
implication of students’ critical reading skill
to their English speaking performance in
classroom activity. Widowati and Kurniasih
(2018) said “the study employed descriptive
qualitative design to explain students’ speaking
ability after they read”. His finding of the
study was found that reading and analyzing
the texts was important for students before
speaking. By gaining the information before
students speak, it was made them feel more
comfortable and be able to deliver or speak
up their ideas better. Moreover, Widowati and
Kurniasih (2018) found that when the students
read and they had criticizing idea before the
students speak, was useful for them, when
they wanted to express and / or reflect
their ideas to speak. Widowati and Kurniasih
(2018) concluded that critical reading aims at
knowing evidences with the texts before
readers/students shared assumptions to
the situation. Consequently, reading activity
before speaking also help to contribute the
students to have self-confidence since they
can based their ideas or opinions on evidences.
Thus, it is seen that critical reading enables the
readers or students contribute their discussed
matters (Larking 2017).
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Critical Reading Strategies in the Advanced
English in Classroom

According to Larking (2017), his study
aims to inform educators about the findings
into critical reading strategies. It based on
a comprehensive literature review. To his
research, it identified the frequency of critical
reading strategy used by advanced EFL
students and it was to outline a procedure by
the learners. Additionally, Larking (2017) said
that the study highlights the most important
critical reading strategies for advanced EFL
tertiary courses, synthesized from the current
findings from the literature on critical reading.
Particularly, it proposes reading strategies for
authentic non-fiction passages. Furthermore
the strategies used to academic and online
media texts. Larking (2017) continued that to
apply critical reading strategies, learners can
navigate authentic reading texts to identify
the writer’s purpose. To the research,
it also reported on survey finding about the
frequency of the use of both critical and
comprehension-based reading strategies by
advanced EFL college students. Furthermore,
the survey was found that comprehension
which based on reading strategies were used
more than critical reading strategies. However,
some critical reading strategies were used
autonomously by the participants. To this,
the participants of the research reported that
they used critical reading strategies for their
university reading materials, albeit significantly
less than comprehension strategies. To the
result, it was confirmed that the role of

readers for reading text comprehend or used

critical reading strategies depends on the texts
and purpose of their reading.

Regarded the theories and the mention
of researches, | (the author) also share
experiences and | have the way to train
students in language classroom for reading
until the students crystallized, criticized
through speak the assignment topic which is

shared the following topic.

Applying Reading for Students to Crystalize
Ideas to Present an Assignment Topic

To the theories and the results from
mentioned researches, have seen that |
used and applied the theories of teaching to
practice the students in reading English
article in language classroom. Fortunately,
| have opportunity to include reading activity,
which is extra activity in language classroom.
Before teaching reading activity for 1 week,
| found an article about “Are Women Better
Managers?” Then, | made copies for students
and brought the article to classroom.

With reference to my teaching reading,
the purpose of students’ reading is to present
their opinion about what they read. Therefore,
| helped the students to act as the role of
reader (Tshering (2023).

First of all, | asked students to work in
group of 5 in order to encouraged students’
discussion. In addition, they could share what
they thought (Widowati & Kurniasih 2018). |
motivated students to read and teach them
to criticize information from article (Larking
2017). Regarded my teaching for reading the

article, | divided step of teaching into 3 stage;
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Pre-teaching, While-teaching, and Post-
teaching.

Pre-teaching stage, | asked student to
answer a question “Do you think man or
woman can work better?”, “Why do you think
that?”. This stage, | did not give away reading
article but | only asked students to answer
questions such as | elicited them to talk from
their idea. To this step, | gave them for 10
minutes in order to provide the students had
discussion in their group. To their answers, the
students shared their ideas differently, some of
them accepted only men in work, while some
of them accepted both men and women.
| listened to the students’ answers until they
did not share any idea, and | continued to the
second stage which is “While-teaching”.

To while-teaching stage, | distributed
the article to each group and asked them to
read for 20 minutes to comprehend the text.
After they read finished, | helped students to
identify and descript words meaning such as
terminology or what kind of words should be
explained (Tshering, 2023). Then, | requested
each group to discuss again in order to answer
questions.

“Do you agree with the writer?” Why?

“Please tell the different ways, attitudes
and characteristics of working between men
and women”.

“In your opinion, after you read this
article, “What is advantage and disadvantage
of men and women’s the ways, attitudes and
characteristics of working?”.

When it arrived the time to share their

ideas, | asked those who are the volunteers

to speak / present in front of the classroom.
To this presenting, students can share their
ideas freely and they can criticize what
their opinions are. To students’ presenting,
| accepted all ideas and told the students
that no one is right or wrong but it depended
on your reasons and ideas. Then, students
finished their presenting, it arrived the time
of post-teaching stage. | gave them feedback
and/or comment in positive way. If the
students’ opinions were not straight for
word to the point, | added some advantage
ideas for them to know about the reason.
Furthermore, | did not said that whose ideas
were right or wrong, | requested the students
to accept and they should think about the

situation positively.

Suggestion for Teaching Students’ Presenta-
tion of Opinion from Critical Reading

With reference to the author’s sugges-
tion, | am a Teacher of English, | never asked
my students to present the assignment topic
without training. Although, students are good
proficiency of English or they have good GPA:
A or B+, | have thought that they are not as
good as professional presenters. In order to
help them to present effectively, the teachers
of English should help their students from
finding information and consider that the
information is suitable for them and/or the
information is related with their major of
study or not. Moreover, teachers should
consider and spend a time since reading for
comprehension, analyzing information,

motivating students’ critical thinking through
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writing process until practice students to  article but the teacher should be facilitator
present before real presentation. and should help students to rewrite what
they wrote to make it easier to understand.
Conclusion On the other hands, when English teachers
To teach students to practice critical  assign students to speak or present opinions
reading to speak an assignment topic, the  and share ideas about reading texts or articles,
teachers should train their students before  they should teach and practice critical reading
asking them to speak or present. However,  skills in the language classroom before giving
it does not mean that the teachers only  presenting or speaking assignments.

asked students by giving a time to read the

References

Dagosition, L., & Carifio, J. (1994). Evaluative reading and literacy: A cognitive view. University
of Massachusetts at Lowell.

Diman, H., Jusnita, N., Dahlan, S., & Daud, H, A. (2020). Students’ competence in critical reading.
Jurnal Blingual, 10(2), 32-38.

Kavanaugh, J. F., & Mattingly, I. G. (1972). Language by ear and by eye: The relationship between
speech and reading. MIT Press Cambridge.

Inthapat, C. (2015). The application of three reading models and writing process for teaching
students’ opinions writing about article read. Panyapiwat Journal, 7(1), 220-231.

Larking, M. (2017). Critical reading strategies in the advanced English classroom. APU Journal of
Language Research, 2, 50-68.

Liu, F. (2010). A short analysis of the nature of reading. English Language Teaching, 3(3), 152-154.

Mckay, S., & Hornberger, N. H. (1996). Sociolinguistics and language teaching, A sociocultural
perspective literacy in a historical context. Cambridge University Press.

Tasnimi, M. (2017). Critical reading: An introduction. Humanising Language Teaching, 19(6), 1-6.

Tshering, U. (2023). A model for teaching critical reading in an ESL curriculum. English Studlies
at NBU, 9(2), 271-292.

Widowati, D. R., & Kurniasih, K. (2018). Critical reading skill and its impication to speaing ability
in multicultural classroom. CELTIC: A Journal of Culture, English Language Teaching,
Literature & Linguistics, 5(2), 18-23. https://doi.org/10.22219/celtic.v5i2.7615

HIUMITUTOIANAINAIN TC (NFUT 2) v sy BeransuaydsALmans



278 Panyapiwat Journal Vol. 17 No. 1 January-April 2025

Name and Surname: Uthairat Sorapat

Highest Education: Master of Arts (M.A.) in Applied Linguistics

-
e

14

for English Language Teaching (ELT) (International Program),

King Mongkut’s University of Technology Thonburi (KMUTT)
University or Agency: The Office of General Education, Payapiwat
Institute of Management

Field of Expertise: English Language Teaching

HIUNMIFUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



a v

sasleygyafia

3 7 17 TUT 1 NAIIAN-LHENEU 2568 279

PLANNING THE WRITING AND PRESENTATION PROCESS
FOR EFFECTIVE STUDENT STORYTELLING

Charisopon Inthapat*

General Education, Panyapiwat Institute of Management

Received: October 31, 2024 / Revised: February 24, 2025 / Accepted: February 27, 2025

Abstract

This academic article aimed to suggest teaching methods and guide students who were

preparing for presentations. Additionally, it aimed to share ways to help students plan for

speaking activities, specifically product promotion presentations in English language classrooms.

Furthermore, this academic article focused on the planning stage of the writing process, which

was essential for preparing students’ presentation scripts in English. All aspects of teaching and

guiding students in script writing and presentation were based on and applied teaching theories.

Keywords: Writing Planning, Writing Process, Presentation Planning

Introduction

Regarding presentation, the professional
presenters always prepare their scripts for
presentation, so they really have their process
for preparing their scrips. This is called planning
stage which is, therefore, component of writing
process and it enables the presenters have
effective scripts in presentation. Consequently,
planning of writing through preparing of
presentation is concerned with finding
information, critical reading, note taking,
writing mind map, drafting a text for speech,
and practice of presentation. Therefore, the
theories concerned with this academic article
will be focused on benefits of reading, critical
reading, writing process and preparing of
presentation. Then, these theories will be

applied into planning for students’” presentation.

Before giving a presentation, the
presenters have to find information related
to their presentation topic to prepare
adequately. Since reading information
provides essential benefits to presenters, they
must first take on the role of readers in this

initial stage.

Benefits of Reading

Reading enable the readers gain utilization
from information and cognitive processes,
which provides the presenters critical thinking.
By reading, the readers read the information
and they try to understand by comprehension
skills. In addition, reading encourages the
readers’ critical thinking. Then, the readers
are able to analyze texts critically, identifying

main ideas and supporting details. To this,
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analytical skill is transferable to speaking,
where the readers construct theirs logical
arguments. Additionally, the readers are able
to gain utilization from reading by expansion
of vocabulary: Exposure to varied texts
introduces the readers or students to new
words and phrases and understanding
language structure (Liu, 2010; Diman et al,,
2020).

Critical Reading

Diman et al. (2020) claimed that
the characteristics of critical reading is
different from general reading because
the aim of critical reading is to create
judgments about how the texts or articles
work. When the readers actually read as they
use critical reading, they not only absorb or
understand but also interpret and analyze
those texts and /or written papers. Moreover,
critical reading motivates the readers share
their assumptions, and the meaning beyond
the text. Larking (2017, p. 52) defined “Reading
critically is an investigation into, and critique of
the validity of arguments expressed in reading
passage and critical reading is not simply close
and careful reading”. This means the readers
read information and they keep interesting
points of information to make discussion
and reflection by writing or speaking with
audiences. To this view, when the readers
read critically, they have their own ideas to
recognize and analyze the texts. Consequently,
it shows that critical reading allows readers to
process a variety of information, to re-think

and have ideas before they create new

information to write and / or speak. By analyzing
and recognizing the information, they provide
the readers to have critical thinking and they
gain benefit and idea from the information
through crystalizing idea. This process enables
the readers to relate the situation in text
with their previous experiences, critical
thinking through share their opinion for
speaking (Larking, 2017).

After, the readers analyze information,
they need to share ideas to speak as
a presentation, and they also change their role
from the readers to the writers. Therefore, |
am the writer of this article will change the
word from the readers to the writers on the
next topics. For the reason, the writers have
to plan before presentation, so they also use

writing process as the topic below.

Writing Process

According to Hedge (2000, p. 302) “writing
is the product of employing strategies to
manage the composing process, which
involves number of activities said as setting
goals, generating ideas, organizing information,
selecting appropriate language (planning),
drafting, and re-writing: revising and editing”.
Kroll (1991) supported that when the writers
composed the texts which are sentence or
paragraph level, they have to use the writing
process. Reid (2000) claimed that the writers
re-write, when they edited texts. To this, it
means that the writers composed the texts
even though they have planning to write
and/or to present, they have step of writing

process that it is described as followings.
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1. Planning for writing

Palmer et al. (1994) said that when
the writers wrote their opinions, planning
stage is occurred at the first step, this means
the writers, who want to compose the texts,
have the process since pre-writing, which is
concerned with reading for gaining informa-
tion and the content of the original texts.
Consequently, planning for writing is defined
as setting the purpose of writing and it is to
organize the written texts and writing style. It
said that this stage of writing, which the writers
work, is note taking and setting goal together
with categorize the ideas before writing a first
draft. Thus, planning mains that the review of
the point that writers think of the ideas and
how to organize for composing texts (Hedge,
2000). In addition, the writers will plan their
first draft by using note taking and writing out-
line in order that the writers are able to orga-
nize their ideas to re-organize the important
details or information of their texts. Palmer,
Hafner and Sharp (1994) supported that plan-
ning enables the writers who compose or write
the texts are ready to write and prepare for
the next stage.

Additionally, the writers planed
before compose texts, this step provides
those writers will organize what they will write
in order to achieve the information and detail
from texts clearly. Celce-Murcia and Olshtain
(2000) claimed that planning stage is essential
for writing process and it offers writers gain
the information for composing texts. Thus,
it is known that planning provides writers

to follow their ideas, to think and to make

notes, to write semantic maps or flowcharts.
Moreover, they are able to make flexible plans
and use a variety of techniques to write their
first draft (Harris, 1993).
2. Drafting

After the planning stage, the students
or those who write the script/texts transfer
their note taking, mind map and outline into
writing first draft. To this stage, the writers
develop their ideas into composed papers
into paragraph or discourse (Kennedy et al.,
2000). Kennedy et al. (2000) continued that
drafting involves creating or constructing
a whole text and writers draft in order to
create paragraph and complete their
composed texts. To this, we have seen that
drafting is a component of writing process
which the writers will transform their plans
into complete texts (Harris, 1993). Therefore,
drafting provides the writers to the next steps
below.

3. Re-writing

When those who write the text
finished their drafts, they might re-read their
composed text for checking the details which
should be developed into the second draft.
Hedge (2000) supported that the writers
re-write their texts, they might add and include
the important details and information into the
drafting. Moreover, the writer re-organize and
re-write composed text. To this view, it is said
that re-writing is the important step of writing
process and it encourages the writers to shape
and re-organize their composed details (Kroll,
1991). Smith and Bernhardt (1997) divided
re-writing stage into two activities i.e. revising

and editing as follows.
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3.1 Revising

According to Hedge (2000, p. 302)
“the writers re-read, look back at their own
texts and then think about how to express the
next set of ideas”. Hedge (2000) continued
that revising is what the writers add their own
new ideas into their composed texts.
Thus, after drafting, the writers re-read and
review what they wrote and add or delete
information or details in their texts. By
considering the nature of revising, it provides
the write to re-think and re-arrange the new
information after they finished their drafting
(Pappas et al., 1995). The writers do this step
for correcting vocabulary/words and grammar
mistake which is described in editing stage.

3.2 Editing

Editing is a component of
re-writing, which the writers shape the language
used such as grammar and sentence structure
of their papers. Tribble (1997) claimed that
writers will re-read what they wrote for
correcting grammar and they shape the
vocabulary used and sentence structures.
Pappas, Kiefer and Levstik (1995) added that
the aims of editing is to clean up the draft
and/or the first draft so that the message or
information. Pappas et al. (1995) continued that
editing is the ability to replace one word with
another in order to make it fit better or clearer.
Palmer, Hafner and Sharp (1994) supported
these ideas that while editing, the writers have
to consider language choice and language
mistake, syntax, and structures for correcting.
Then, the writers also re-write their texts to be

complete papers as the second and/or third

draft. To the last step of writing, | (Teacher)
helped my students to re-check their writing
and | commended what their mistake. Then,
| helped them to plan for presentation.
Consequently, I will call the students as the
writers to be presenters in the step of planning

for presentation as the followings.

Applying Theories for Teaching Students’
Presentation

Regarded last semester, | am the writer
of this article was a course coordinator of
English for Business and Work. This course
provides students to practice four language
skills, particularly writing through presentation
as storytelling. For the reason, the students
should be able to planning their script and
writing full script for reading and presentation
about how to promote my product, which is
a component in course syllabus. By guiding
and planning the students before presentation,
the theories were applied in teaching as
following steps.

The first step, the writer of article was as
a teacher asked students to find information
of products that they were interesting, and
find the information about characteristics,
advantage and capacity of products. After
them found and read the information about
their interesting product, | asked them to
thinking of if you want to promote your
products, you think “what way do you use for
promoting?” To this, the writer of this article
applied the theory of critical reading to
motivate students’ thinking skill. After
the students thought of the way to promote
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their product, | gsuided the students to draw

and note in the paper so that the students

expressed what they thought into own paper

(See Figure 1).

/

+ comfortable design

N

Promoting my product
Talk about three points for promoting

(Auto Brassez Blue Light Filtering Glasses)

Its design

Advantage for customers Capacity Discount
+ special glasses + use with + talk about
+ protect customers’ eyes social media discount for

+ engaging customers

Conclusion: Eyes protection + Benefit for customers + Discount

| N

customers
by using Facebook

and Instagram

| /

Figure 1 Example of Student’s Mapping

The second step, the writer of this article
trained students to transfer their mind map
and/or note taking to write into the first draft.
By writing the first draft, | did not expect as well
organizing idea and correct grammar point.
To this, the students were only expected to

express idea by composing writing script. With

reference to student’s first draft (See Picture 1),
they showed their writing skill by transferring
mind mapping/note taking into writing as well.
To this, | was applying the theory of writing
process to train every student in language class
so | was only facilitator while the students

were transferring to write their script.
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Picture 1 Example of Student’s First Draft

The third step, when they finished to
write first draft, | asked students re-read their
script because this action encourages students
to re-check their organizing idea, grammar
mistake and sentence structure. Then, the

students also rewrote their scrip and they tried

to shape their writing into the second or the
third draft (See Figure 2). To this view, | really
applied all steps of reading and writing process
theories for training and guiding the students

to write their speaking script.

HIUN13UTBIANINAIN TCI (NGUT 2) anvinyveranuazdinumans



a v

sanstlayayrfdest T9 17 aufl 1 unanan- e 2568

Good morning/Good afternoon, lady and gentlemen, 'm
| present my product, which is AutoGrassez Blue Light Filtering Glasses. It is designed for
protecting your eyes from blue light from electronic screens. The design, it protects those
who spend long hours in front of computer. To this, | will present my product as three
ways as follows.

First, I will present the “AutoGrassez Blue Light Filtering Glasses”. These glasses are
specifically designed to protect your eyes while you are using computers, smartphones,
or tablets. They offer comfort and a modern design. They not only shield against harmful
blue light but also reduce eyes strain, enhancing your overall comfort while using digital
devices.

Second, | promote my product on social media such as the main channel to
highlight the unique features of the AutoGrassez Blue Light Filtering Glasses. | will show
the ability to filter blue light and protect your eyes through engaging content, including
reviews from eye care experts via videos and articles. Additionally, | will use target
advertising campaigns on platforms like Facebook, Instagram, and YouTube to customers
know my product.

Last, | will offer a special promotion for the launch of the AutoGrassez Blue
Light Filtering Glasses. | offer 20% discount, if customers order this month. | provide
complimentary eye examinations to select participating locations, which will encourage
new customers in the market.

In conclusion, | hope everyone recognizes the importance of protecting their eyes
from harmful blue light. The AutoGrassez Blue Light Filtering Glasses are excellent
choice for taking care of your eyes. Please do not miss the opportunity of benefit from

the special promotion Thank you for your attention!

Figure 2 Example of Student’s Last Draft

285

Then, the last step, | asked students
to prepare their presentation. Regarded my
teaching experience, | have had my own way
to prepare students to present in front of
language classroom. To this, | spent 2 to 3
weeks before real presentation by asking
students to read and to comprehend their
scrip and they had to note what they needed

to talk in own papers. To preparation,

the students were not allowed to read the
whole paper because | wanted to practice
them for effective presentation. In addition,
| asked students to practice one by one
until they were familiar with their topic and
understand their points of presentation
and they had known that what their topic
were about. When it arrived the real day of

presentation, | saw that all of students were
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able to present well. Moreover, most of
students were able to present for showing

their speech on the stage as the show of

“Shine Your Talent” which is English GE Day

as a ceremony of university (See Picture 2).

Picture 2 Picture of Students’ Showing Their Presentation

Conclusions

In conclusion, by training students of
presentation in the topic assigned, the English
language teachers should approach their
students since the step of finding information
and the teachers should guide them know
how to analyze information from the text.
Then, language teachers should suggest
students about what writing process is and

its concept: from pre-writing (planning for
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Abstract

Current supply chain management faces significant challenges from increasing volatility
and complexity, resulting in limitations of traditional management methods that rely on human
decision-making and periodic forecasting. This paper presents the application of Agentic Al in
driving autonomous logistics systems. The study examines four key characteristics: operational
autonomy, contextual understanding, continuous learning and adaptation, and the ability to
scale and integrate with other systems. The findings indicate that integrating Agentic Al can
elevate operational efficiency towards automation across multiple dimensions, including
real-time demand forecasting, adaptive production and delivery, supplier relationship
management, automated warehouse operations, and intelligent transportation systems.
However, implementing this technology presents challenges that require consideration,
including infrastructure, workforce acceptance, and ethical and regulatory issues. This paper
also presents recommendations for future research, particularly in developing hybrid
human-Al decision-making models, enhancing sustainability, and strengthening system
resilience against cyber threats, to accelerate the transition towards efficient and sustainable

autonomous logistics systems.
Keywords: Agentic Al, Supply Chain, Autonomous Logistics
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