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Abstract

This study investigates the impact of Thailand Sustainability Investment (THSI) designation
on the market-based performance of listed companies. The samples in this study are 484 companies.
Secondary data was gathered via SETSMART database, and then analyzed using descriptive statistics
to describe the sample characteristics. The inferential statistic is a multiple regression analysis. The
study finds that the THSI designation positively impacts stock price with a t-value of 2.095 with a
significance of 0.05. The findings will help firms’ stakeholders, policymakers, academics, and
managers to improve their perception of the impact of THSI designation on the firm's market

performance. The findings should incentivize the manager to decide the related practices.
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¥

M19197 6 HANTIATIEVTEUA

Dependent Variable
(SP)
Independent Variables
Standardized t-value Sig.
Coefficients Bata

THSI 0.098 2.095 0.037**
DE -0.171 -3.838 0.000***
ROA 0.111 2.597 0.010%*
SIZE 0.348 7.119 0.000***
Maximum VIF 1.406

R? 0.184

Adj. R? 0.178

F-statistic 27.072

n a8d

v oA v v A

*xqfydfyseau 0.01, *JodAgyiszeau 0.05

v

NA19N 6 NUITA1 R? Wiy 0.184 HuReswlsAuau1saasuteskusanulasesay 18.40

whiulagnudnan p-value dwsudnusnisegluseerudiduratnedidtesnisedutedfynisadan
0.05 lufirmauantupenisnfiansiseveegluseterudsduvesingaziinansenusiesinviuvesianis

uaneennslafisedesglurudsiu dmue pvalue dmsusussnnadunaneuunuReAUNIWETlen
touninszduteddneadnd 0.05 Tufienisuantiude sasdunansuwmusiedundnsinansenudauan
FOIIANYUYBININTT daue p-value dmsusulsrunavesianisietosninsedusddymneadaa 0.01
Tuiimmevaniiuefamsidvunslvginansenuideuandesajuresiionis daue p-value dwmiudauys
Sasduniausediuvoudwedidtesninsesuudfameanan 0.01 lufirmsautiuResnsduniau

AEAINYDUIIVDINAN TENULTIAUADTIANUVEIRAINTT

ernﬁ /5"&’)6’7@ 1unuU FIUSSSIU
Intellectual, Professional, Cheerfulness, Morality
17



onsansASUNUUSAAU aluuuveransia-auauAnans U 23 adui 1 unsnAu - Tnuneu 2566
Sripatum Review of Humanities and Social Sciences Vol. 23 No. 1 January - June 2023

M19197 7 HANTIATIENTBYALINAIUNGNAAMNTTY

Independent Dependent Variable
Variables (SP)
nuAsway  niwens  walulad U35 Audn Audn DRIAZUNTWG
AFMNTTY aaamnsst aulaa wazrnosing
M3 uslna

THSI 0.223 0.243 -0.126 -0.031 0.230 0.057 0.222
(p-value) (0.098) (0.083) (0.350) (0.762) (0.023**) (0.720) (0.018**)
DE -0.154 -0.048 -0.434 -0.201 -0.175 -0.255 -0.130
(p-value) (0.260) (0.694) (0.014**) (0.039*%) (0.065) (0.082) (0.147)
ROA 0.199 0.013 0.461 0.058 0.041 -0.114 0.351
(p-value) (0.140) (0.911) (0.001***) (0.533) (0.667) (0.501) (0.000***)
SIZE 0.346 0.502 0.731 0.511 0.446 0.558 0.228
(p-value) (0.013**) (0.001***)  (0.000***)  (0.000***) (0.000***)  (0.001***) (0.017*%)
Maximum VIF 1.263 1.994 1.832 1.535 1.391 1.461 1.219
R? 0.309 0.442 0.532 0.237 0.362 0.386 0.329
Adj. R? 0.252 0.398 0.472 0.208 0.331 0.309 0.300
F-statistic 5372 10.079 8.809 8.136 11.512 5.032 11.516
n 56 56 36 110 87 39 100

o A Y

= JydAgfiseau 0.01, *dud1Agseau 0.05
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Abstract

The objective of the research was to study the factors affecting brand loyalty and customer
satisfaction as measurement tools for the food industry in Thailand, using a multiple linear regression
model. The researcher used a simple random sampling method with a sample group of 201 food
industries in Thailand. The research instrument was a rating scale questionnaire, the Cronbach’s
coefficient score was between 0.703-0.948. The research found that two factors affecting brand
loyalty for industrial measuring tools in the food industry were brand logo experience and customer
satisfaction. The multiple linear regression equation related to the score of brand loyalty for
industrial measuring tools in the food industry was obtained. The standard error of regression was
0.280, the adjusted coefficient of determination was 71.30, and the coefficient of determination was
71.60. Additionally, the research found that two factors affecting customer satisfaction were (1)
brand logo awareness and (2) brand logo experience which is affected to level of customer
satisfaction for industrial measuring tools in the food industry was obtained. The standard error of
regression was 0.297, the adjusted coefficient of determination was 62.60, and the coefficient of

determination was 62.90

Keywords: Brand Loyalty, Industrial Measuring Instruments, Food Industry
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Usglovdlumsgaamvnssulaunn silidesenisimuiienisamu uenainilgaainnssuemsdeneliin

+

nardenleslughanssunisudnaug Miduapamnssuatuayu Town ussedue wu nszles wazinlug

(% |

nMsdsnusazsglavssmmAnadudgaavnssuemisiduanamnssundanuddgressuuiasegia

v 9
' [

vosUsEimAog1sialau wiluduyadinisndn n13inaanu wagnisdseen uisiinnandenlesiuiania
MSNEAT LATEAEVNTINAUY g1 gramnssuensiiugnamnssugnsmansiddyvesUszme tilesan
Uszmalnedanundouvnadiunsndnnaoniaalsnisndn fadiuanuauyssives ingRuuazni s
walulagnianiswdnuseneuiudsewmalnedivszaunisalluiaiinisAlanuiegieeniuiu nsiauwn
gaamnssuiunasaviadlinisuda vildlnedunumddymeiunisudenaznisdluaaislan 165

nseensulununnuasiinndnvalnflunmsdnemslaganizainanuaasalunsaeenluduseme

ada

nllanufiafduganinsuslan wenainilnedguszneunislugrainnssuemsivainvany NIgnan

1 (%

yunelngnfidnaningsluseaunisivamunsuseme wasranvuinnaisiasruingouniauaiinsoly

7

n1snanKandugindanurainvate diendnwavinlia1uisaneuausguaidveeImisianaesuiuy
(Charoensiang et al., 2015)
2. WuIRALAZN U NINUANUANARDATIRUA

Kotler (2012) Tona1 i1 anusinfdensidum iuaiuiswelafatitaue aunseivenaiinisie

=% a o °

asduAfulundadusivesuienlauidnnianasazyaivdafinueweuieiiundnsdu Juludfiddy

' ' v
¥ = A =

vosanuAnAdens1dud Ao iegnAfinnudnidensidumazviiliAndiunsosmaindingi uazifisdy
wazenananedunindauiiduseslilifiazvioussnandniausivesuion

Lorpraditphong (2018) lénaniimsazadsmnudnfsouusudiuliannsoasulégndmnau
fufinrmsnfndious fu viedmnudnifieglussduieatuuoninianuinidensnduduesgnéduly
anusauvanenesnduliviatongu (Loyalty Segmentation) Feaonndastunuifnues Aaker (1991)
mansnsiedsiunisdearsnismann tinanliludesnnusndsonsaudiianusnivesgnéii

1%
v A

anvazvansauUseanidungu 4 ngudsil
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v

1. nquiildldgnén (Non-customer) nquiilunquiildduiveuusunguisvselulalddun

9 9 Y

Tusduuuviseviianiusvniausidignain

2. ngufigeulwisiosal (Price-switcher) Wunguiifimnusinfseuusundudiluszausi 5107
& & v a & a v % &y A N va v s - ~ =~
Juesesgilalunisdnaulagefumuazgnanlunquilndouazdoululdduduusundus WellSeuieu
WAITIAIVRIAUIIRIINEAUNT

3. nguildaaaviseauuusun (Fence Sitter) MnuusuALaAumMNUITENMLegluimann

a1 a 4 =

Lildlanduvsounnsinaaingudnan gnAtuienguienasiinnudnineduiiassisauwusudluna

ety warnsounazasunusuntuunlanasnnainselvkusuntausuantanawnuiule tneldlatn@e

AULUTUA b UTUANTLRNIZL12 9

4. nguininududenssouusus (Committed Loyalty) gndnguilfieilugenisisauives

Y

Y =

Whresdu nszgnAnBafalunusudtauususnis Jausudleefianuidniuusudg tuduadoudiou
Auatinvisenla
3. wuIRALaTNgEfRgaIfunIsTuiLUTUA

Mongkolsiri (2014) laazun1sadianissuilunsndum (Brand Awareness) flansnviliguslnad

'
a Y = A

Jilaimeidnasdumiun uneulasdndudtutunisdnfanssumaysenduiusgainissuinsduidade
& a v oA a & = a v & Y i [YPN Sy a I T
Jugasudunaziinanisdelaonisinsdudtug asdnlveglulavesiuilaalaluvaenguilnaiidalings

1

uenlpduAmilaveslssianiug eguanstainnsiduatug danudndeteuazinuainiaauitla

N

a

Uslaalianuduesegluladsiunisinsdualansdudmiidilveglulavesiuslnniainazgnidente

- e

o
| £ 14 g ]

AeudleuNAI s auAlddunidnveduslnadensaumaziuazdisannseuntaymlunisudeduves

Y Y
auinlupanalusiuvesmaiiesandydnvalvesmaduituazdudasayanialiwindnsoe (Brand

<

[

Value) wazausnasnanuailingduan (Brand Equity) Ladnaae Dejworasuthi (2016) lina1331n13503

Y

A31duAn fie M3figuslarausaandnsduariousnisiue lauansdadinsdumdulasuniseeusu

waziinnuuedie dnunininauainsavilviguslarandwagsednfwmsnduntulsd asuladn n1ssus

Y

asduiAemInguslaalasdnasdunline3dnunneu uazaunsauenwerand s IduAYToUTNITIUY

1

g

Hulasunisveusuuaziinnuineiedaunminfuaunsamliguilaranduay seanfen s duatula

1

(%

nearauaudfegtlsuarnsiiguslnaauisnandinsdunvseuinisug takansdisingdud

€ holY
i)}

Jususudug lunsruiumsdnaulatelaziinauassninirensdumsely
4. yudRAauazNgufNeInuUsEaUNTlNdAaLUTUA

Usgaun1sadifisawusunfon15AnIu a0 uslaAiu1n e duiiusn1ense vie

' '
' =

ANuENRUsN19deNveUsnAilnens F991u3d8ved Keng et al. (2013) AnwiTesAduduiusves

'
1Al

Uszaunisalnsypdnnimasuazauaflaunyssaunisaliuilaavinnisfinyilned1eduuifnves

= (% (%

Brakus (2009) Ag (1) fifidun1sduda ineafusedvUssamduians 5 Aenistagu nslandu dudala
mslaiiiiy uagldsawd Fafuslaaidndensiu (2) Gaduensunl 1wy SEnfianuguives SEnasnidge
U

$AnnsfiTingan Wudu (3) fduenudnadlygyr SRTazinnsaniesedunisiui anuesinioeiniiu

[
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a

vosffuslnaiidsonsmfnisAnuazuitiym waz@) Tadunginssu lunseuausimanginssuse
nslesumsnsedu Felanuduiusiunstu & sUsrsnsesnuuy alawny snanenussqsias 1us

5. wunAnuAzngufiiaiuauitanelavasgnén

Kotler (2012) l¢a3ud1 anudisnala Ae n1anisainanseanisnnnuidnlumsuaniitinen
msUszfiuUsuiieudszaunisal mslesuuinsinsafudsigndmenisiefiAunitauniavises
anfnlunnseudia analliifianela e AmnsaluansesnisnruidnlunisauiiAnainnisuseiiiu
Wisuisuuszaumsaims I3uuimsisninaruenamisuesgndi Panthewi (2014) na1a31 eufianela
mneis auidnaeluidalavesyudilimieutuiuegfundazyanasedinunianisiuadadmis
oesls faanimendlaunnuarldsuneuauasiefazianufimelannulunmssueafinn e
violifeneladusgsbadeliildsunsuauswmuiinnanislifdiuegfuasiinudslal i dunviedes
agUldinnuiianela Ae mnuslusuuinvideauidsenisldiunmsnevaussiedaiinmausiomnisues

usinzuAAa

ASOULUIAA IUNTTIY
fauuui 1

AUsdase AUAY

Brand Perception

\4

ANITUFATIEILAT ANUANFARDATIAUA
Brand Experience - QmﬁﬁﬁﬂiiﬂUﬂqu
Uszaumsainiisionsndua 159URRaMNTIY
amslulszmelneg

Customer Satisfaction

\ 4

ANUTsnalavegnAn

A 1 nseukwIAntunTeladeninarenudinfsensduigaangsy

Tunqulssugnamnssuemsiulsemelng

AaLuuil 2

AanUsdasy AU sAY

Brand Perception

v

MsFuInTEUM Customer Satisfaction
AMuNsnalavasandn
Brand Experience U

v

UsgaumsaininensIaumn

AW 2 nseunwIAntuMTIdedadeninadeanuiisnalavesgnAdowusun

dudrsestiodn anavnssy Tulssugaamnsstemnsiusewmelng
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A5anduN1599Y

LUULAUNTSIREY

n1539esesUdendnadonuinfAs sl usUAdUA AT oo TngRaMNTTHIULTIUERAIMNTTY

'
[

o1nsluuszmalng Wofnwinisfuiuusud Uszaumsaififiveuusud uazanufiemelavesgnindisinase
anusndseuusudvesgnilungulssnugnamnssue mslulsenelneg dudunisidoideuina
(Quantitative Research) lagldisn15@nw1T9d1523 (Survey Research)

UszvInsuasAiegng

ngudleg1s Ae IMInsusegdanisluniisaugdentigaiddrulunisdnduladedonasldau

Y

\w3esilaingnannssd 91U 201 AU
= A ao
1A399307TY
nsafanIeaiiolunsidedl 4 Tunou Aall
JuRaui 1 AnwiAuAITIgasBeni1e) 31NEe LenasnIaIvINg NuwasUITe1
wazAnwlAsIliowuuaRunINAEITIAULLIAAKAE NG B ABITUAIIUANAABLUTUALAT DD TR
gnaMnIsululsIURNAIMNTINRIMNS

FuRDUN 2 a$1awuvasunuLazleis Back Translation Tuniswauiiuvasuany Wun1wlne

a

lagvin1suUauuy Forward Translation wag Backward Translation Lagl¥81¥19yA11uA181 2 i1

saa s

(Tangsathitkien and Sakthong, 2012) IagldiunuvanuaiuauUssaunIsalninonusua awn Saniu

aa Y 6§ aa vV a aa Yy a

nsduda dRnuensual IReuanuanailaynyitazdRnungANIIUINWUIAAUBIVBY Brakus (2009)

[ [
3 1

Jumeuil 3 dietesilonuvasunuiiaiaduiauemsinurdiiionsa9aeuANTs A TIVDe
ilom (Content Validity) agzirunmaissiiaiudananasy (Index of ltem-Objective Congruence 39
10C) 1neilEnTIRnIAinTIEeUIIUIY 3 YU U108 5enIng 0.67-1.00
Funeudl 1 fiteiietesfiouvuaeunulunaaes (Try-Out) funduiiegiiifidnuuslndides
fudszansiiaz@nwidiuau 40 g (Boonchom, 2013) udhmnmAtANLdesiu (Reliability) iilolwls
wuvasuanuiiauysel Tne3dn1smearduuszaniaseutiadana (Cronbach's alpha coefficient) d1vu
iAdbilfiandulszaninsoutindariegsening 0.703-0.948 Tasdurnmendudseandaudesiude
qmé’uﬂisﬁwéLLaaW1mQQﬂiauﬁ’ﬂ (Saiyot and Saiyot, 2000)
nsiusIusIutoya
vinsiusausinteyalaenislduuuasuniu (Questionnaire) fulssaugnainnssulungy
granvnssuenslasUluoygInnnsulssugRaTN TN
nsATEideya
1. fvmuadudsdnsunsfine Kl asuuuanudnddouusudaudiaiesfiotagaainnssuly
Tss0mue1ns () Azuuumssuinnaudiaiesiiotagramnsailulsanue s (x,) azuuudszaunsol

nidenduAasesleingaamnssululssnueims (x,) uazazuuuanuianelavesgnaiatesiedn

geannssululssnuems (m)
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2. aiaunsanneeludunvan A1eIsn1susEIuAINadedtiay (Least square estimation)
InafinisnsiaeudoauyRidosdiudmivaanuaainndou 2 doauyd Ao n1snsvdeuanududasyiu
Yosrrna1AlAGaudeya (Durbin and Watson, 1951) uaraTivaeumsinyduiussenineiiulsdaseaie

A1 VIF (Variance Inflation Factor) (Kongprasom et al., 2564)

W8aN13398
HANFITeNNToYAUTEYINTAMANSVRIERBULUUAOUN NI 201 A nudndnuagdssanseans
£ ! < o a < Y a o
Yo RaUkUUADUNNATaL RN TunAY BTN 192 AU AnlduSeeag 95.50 waginAngeTIuIY
9 au Anduosar 4.50 Inenouwuuasunudonaaiotss 31-40 U §1uu 88 au Anluesay 43.80

waz01gLdeYe 41-50 ¥ 1uau 74 au Anludesay 36.80 Tanounuudeuauinisdnwieylusziu

a

Usgygyn3usorisuindiuan 135 au Aadudesas 67.20 Siumisnwdmnsluniisanugenvigediuom
81 au Andusaway 40.30 uaviumiadus Sudu 58 au Anluieway 28.90 uaznqusiegnsdiulnglu

Uszlangnamnssuiasesiusiuiy 79 au Aadusesaz 39.3 wazormsdnisiuau 41 au Andudovas

Y a1 =

20.40 ENSUNANISIATIENTITEANUANUANARINSIFUAITARALWINAU 4.226 AzwUY TAdrudeauu

a1 = | o

WUy 0.524 azuuu Jadeaiunissuinsidumianademinfiu 4.353 azuuy devdiudeauy

Y

UINIFIUIAY 0.471 Aziuy Jadesrulszaunisalilisensiduaiatadeviniu 4.169 azuuuy fan

drudssuunnggiuminu 0.452 azuuy Yadeauaiuiianalavesgnadanaiemifiu 4.357 aguuu

TddeuuuNInNTg UG 0.486 ATLUL AT 1

M19197 1 ARde wavAddgauunnnsgu vesdiwlsnulasiulsdase

AuUs ¥ SD.
AzuuuANLANAdBuUTUAAUAIASasTa Ingnamnsalulssnuems () 4226  0.524
AzuUUNSUSnAudnsesieTngmamnssululsanuems (x,) 4353 0471
AzuuLlsTaunsalfiiiensaudiniesiengnamnssalulssnuems (x,) 4.169  0.452
AzuuusEAUmNTiswelavesgneiessiaingnaunsilulssnuemns (m) 4357 0.486

A31ei 2 dulsraAvsavduiussevineiuUsmauasiud soase
Auls y X, X,
X, 642+
X, 822 752¢
m 759* 713* 766"
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Matrix Plotof y, x1, X2, m
3 4 5 3 4 5
1 H i h
e 88 o &0 O I 113 estete |- 5
. e L L] aeee . ane
o 2 enie'ls 0 esese o o 0 88a""e8
o 880080008 8000 888 0008 08 8
o o sesesne ses o0 s00ssss0RsRse ® oo esssesssve o[ 4
Yy aa & ses L) s & asass . as aes a8
e s™e "2 P D L *
s " 8 o P HEYT 3
51 s 31 l 2 « §°% 2308 b ] n!l’ll
o;o i* H o... Wt oq..o ]
NPT LT, i TN IR iy
- 32 1 x1 -1 o ® 500 18,
evo e et 't
3le ° « « °
5
ceeis !l 4 11 ekt
gl o syt R L ikl
1 LAY x2 RS e nd
' TR . =."l.. EH I‘:. "l. s
ee® ¢ 9 e . L
H . . L3
5 gy %82 30,280
‘s §t $ i L ‘ .0y Iu.t'a.ﬁ oo !' ;.a..
s{s®eng l: o g oo S98%eg o ."ll'! age°® ™
el ot o ot o * c'.:g' °
e o ¢ e o S :
3 4 5 3 4 5

AT 3 UWNUNTNLEAIANBEENINTEUTEIINAILUIALLaEFLUTDasY

Ya v

dmiunanisiinseiteyanisannssiiudunyan f33edeensfnudadeniinaninudnfdeny

Y

surduAnIsiioTngnaivnssululsanueIms nuienuduiusiBaduseninswlsmukasfulsdasy

i v o &

WARIHARIRNTIN 2 WUd Avangandianuduiudiadugs Wy y wag x, dAwiiu 822, yuaz m i

Y
Ay 759 Wudu innsanmnuduiusanuduiusidadussninsiudsdaseieiu wuii Inanead
ANMUFNRUSIT AU WU X, way x, TAwWAY 752, X, wag m dA1inAU 713, x, war m AN
WU 766 WagainInQUALAINNINTEAY (Scatter Plot) MUaRwiNYaEN1INTE8TENINEIMYTATUAY

Y a Ao ~ v o . ) ~
AUsBaT TanwaenInszatevesaiuwdldududunse (Linear) Asn1ni 3

. 2
fowuudl 1: y= LB, + 2. Bx, + fm+¢e
i1

HAN1TIATIEVIMILUUAARER B dUNAMd T UATLLLYRIA NS NAfauUTUARUA AT D D TR
geavnssululsanuemTIEnIMITuinsdum Ussaumsalidrensauan lagasuuuszauauiianela

vasgnAAseslaingaamnssululssue s fail

A15197 3 LEAINNTIATIEIANNLUSUSI duUSEaNSN15annesLazNISNadauTl

SOV df SS MS F p-value
Regression 3 39.314 13.105 166.430 .000
Residual Error 197 15.512 0.079
Total 200 54.825
Predictor Coef SE Coef t-test p-value VIF
Constant -0.010 0.201 -0.050 960
X, -0.055 0.068 -0.800 423 2.6
X, 0.701 0.077 9.160 .000 3.1
m 0.354 0.067 5.280 .000 2.7
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1NA15199 3 Wenasanadanaaaulen (F-test) IAYINAU 166.430 wazdAl p-value Wity .000

' =

wud IfuusBasvednades 1 Mmuus dmsuaieaunsannssdudunyalunisnisussanuiagiuy

Ya o

AufnfrelusuduAaseslleingnatvnssululssiuenns (p) 1o ndawniu idedvihnsmeaey
ANz aNveilLUsBasEusaz LU smeaianagaul (t-test) wudl AduUsEANSN1T0nNRYYDY

AzluuNITSUIRTdAuAIAsslloTagrainnssululssnuemis (x,) fA1 p-value winfiu 423 failu

A4 A o

duUsyAnsnisonnegvasnziuureInsiuinnduiiasesleingnamnsailulsanuems lilianumsngay

9

s 1 a

Tuaunsannesidadunmgn diunsuuulszaumsalifiieonsidudiedesdeingnamnssalulssnuaims

(x,) wazazuuusERuafisslavesgniedesilofngnamnssululssnuems (m) a1 pvalue

Wity .000 Jedlanuvaneasluaunsonnesiladunyan sgiidudAynisata
Wefhudsmsiuinnaudiedosdiotagaavnssululsanuemshifinnumnzailuaunsanaee

WadunyAMTY 3383991115734 USAINA1I00NIINANNTANDDULTUHUNYIAM LAYININITILATIEN

saa

ANUMINZENYBIILUTBaTEWa MU IALatiAnaaa Ul (ttest) BNATY WU AzuUUUSTAUNTAlNAe
aduAiazesleingeamnIsululsanue ms (x,) uazazuuuszAuaufisnelavesgnAazesiiedn
gaamnssululssnues (m) da1 p-value Wiy .000 danumanzasluaunisannegidudunyen

AIMIS19N 4

1%
a £ o

n¥a9ntiy H33ev1n13nsivaeudeauydilasdudmiunisiiasennisannse (Assumptions
Testing for Regression Analysis) A38 2 Uoauyf fo 1. nsnsraaeunnududasziuresraaimaiou
Joya lngiansanannsadeuvetnalu-ndu aee1 Durbin-Watson (DW) wui1 A1ves DW dAviifiu
1.884 (laifisuiud dL =1.748 uagAn dU = 1.798) feiiu Arpmadouladudassiu uay 2. mamsadey
wydau591nA7 Variance Inflation Factor (VIF) Tnasan1s1e?l 4 wudn é1 VIF Sdntdesndn 5 3alsitAn

Uymmvduiusseninedulsdasy

A15197 4 LanSENUITENENTONNRY N1TAGOUN LazA VIF

Predictor Coef SE Coef t-test p-value VIF
Constant -0.054 0.193 -0.280 e
X, 0.673 0.068 9.900 .000 2.400
m 0.337 0.063 5.310 .000 2.400

=

degidldnsivaeudeauyfivesnsiinmeinisanneeieuiosud wvhlilnaunisannosidedu

[

wiaudmsunTUsTIusERUAuianelaresauinArelusurduAAssloTngnamnssululsenu

21115 () A $=0.673x, +0.337m lasliA1A31uAAIAAADUINAY 0.280 Azlu JA1duUTeaNS

a1 [ a

msdnaulafusuAaminiusesay 71.30 wazdadulszansnisenaulawiniusesas 71.60
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. 2
fowuudl 22 m=f,+ fx. +¢
i=1

o (% =

HANTIATIEVLUUaAneeIdudun R i miumuuuanneeIdLdunygad niuauianelaves

Y

saa a

anAasesiieingaaminssululssnuemssenitansiuinsdumuazUssaunsalniidensidud nui
AranAnaaauLeN (F-test) HANVNAU 168.17 wazlan p-value WAy .000 Lanidn ddaudsdasyedsios
1 fuus dmfuadsaunisannseadunvaalunisnisussunumiazuuussduauianelavesgnen

1%

wieslloTagnairnssululseueinisla ndsanntuy

Ya v

A8 MINAFRUANINN T ANTR IR ILU DAY
uriazFuUsFoaiAnageuT (t-test) wuin mdulsyavinisannesvesnzuuunmsiuinmaudiaiesiein
gamnssalulssnues (X,) wazazuuulszaunisaliiflsonsndudiaiesiiotngnannnssululssany
919115 (X,) de1 p-value Wiy .000 et Faudsine 2 fuds Sanumngaudmiunisussanasyu
mwitswelavesgnineiesiiaingnanunssululssnuains (m) eghadidoddynsadin uansfemse 5

i idevinsnsaseuteauyfidoswudmiumsinsgimannnosie 2 Toaui fe 1.
nsnsavasuadudassfuvesrnaiaindoudeya Tnofinnsanain Durbin-Watson Test #ee1 DW
(Durbin & Watson, 1951) Wui1 A1wes DW ldiniu 1.80 wWiewieuifuan dL =1.748 waven dU = 1.798
fadu Areranandoudndudasetu uas 2. avvaouiymmvduiusssnitefudsdaszained VIF fidn

weend1 5 nduds aliiRalgymmmduiussenineiuudase uanaianised 5

A157199 5 LARINITIASIERALLUSUTIU dulseananisanaeenas nMsnaauil

SOV df SS MS F p-value
Regression 2 29.693 14.847 168.170 .000
Residual Error 198 17.480 0.088
Total 200 47.173
Predictor Coef SE Coef t-test p-value VIF
Constant 0.566 0.209 2.710 .007
X, 0.327 0.068 4.790 .000 2.300
X, 0.567 0.070 8.060 .000 2.300

dwsuiuuuannseadunyaalunisuszunanivesszauanuiianelavesgnanniesiedn

geamnssululssnuemssEninemssuinndumuasUssaunmsainiidensdue laaunisannoeigaidu

A

WyAU Ao m=0.566+0.327x,+0.567x, dA1AI1UAAIALATBUWIIAY 0.297 AzLuY dANduUseans

a1 [

msenaulanusuAamintusosay 62.60 waziledulszansnisenaulaminiusesas 62.90
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Abstract

The purpose of this study was to investigate the effect of changes in service employee
characteristics on customer satisfaction in the hospitality and tourism-related sectors according to
COVID- 19 in Bangkok, Thailand. Previously, it was found that four dimensions of service employee
characteristics: personal presentation, product knowledge, service mind, and willingness to help had
an impact on customer satisfaction. However, the outcomes had been changed due to the use of
PPE during the COVID-19 era. This research applied a qualitative approach. Semi-structured interviews
were conducted with three experts in the hospitality and tourism-related field and five customers
via Skype, Zoom, and Facetime from July 3", 2020, to July 31%, 2020. A convenience sampling
technique was used to select samples for data collection. Direct content analysis was utilized for
analyzing data. The results showed that since the pandemic, customers are more concerned about
their well- being and safety, while service staff had to follow COVID-19 rules and regulations at all
costs, thus the perceptions of customers had changed. Service businesses should train their staff to
ensure that they have adequate product knowledge and a service-oriented attitude when providing
services to maintain customer satisfaction. Moreover, technology-savvy skills, healthcare handling
skills, communication skills, and adaptation to changes were needed for service businesses to further

proceed in the post-pandemic.

Keywords: COVID-19, Customer Satisfaction, Employee Characteristics, Hospitality and Tourism

Industry, New Normal
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Introduction

COVID- 19 has changed the world of retail customer service, possibly for good and service
industry. In Thailand, tight restrictions on retail and hospitality service began on March 28", 2020,
with the declaration of a state of emergency. The most stringent restrictions lasted only one month,
with a staged re-opening beginning in early May (Techakitteranun, 2020). During the height of the
COVID- 19 pandemic in Thailand, the Thai government must implement restrictions to prevent the
spread of the deadly virus, which included the limitation of some aspects of service delivered in
hotels, airlines, and restaurants, namely, limited capacity and service approaches (Rajatanavin et al.,
2021). This meant that customer service staff now routinely wear personal protective equipment
(PPE), including masks and gloves while providing service and maintaining social distancing at all
costs for the sake of customers’ safety and well-being. Although the lockdown restrictions are
generally expected to be lifted by July 1%, 2020, it is expected that the use of PPE and social
distancing, will continue for the foreseeable future (Alexander, 2020).

Employee characteristics like dress and grooming, product knowledge, service mind, and
willingness to help have been found to influence customer satisfaction with a service encounter.
However, the results might be changed due to COVID-19. For example, the adoption of PPE by both
service staff and customers will affect perceptions of dress and grooming in unknown ways.
Additionally, dress and grooming potentially become less relevant compared to substantive
characteristics such as product knowledge, or customers’ experience with busier and less
knowledgeable service staff may have influenced the perceived value of these characteristics.
The purpose of this research is to investigate how the effect of employee characteristics on customer
satisfaction has changed following COVID- 19 in Bangkok, Thailand, especially customers in the
hospitality and tourism-related sectors such as hotels, airlines, and restaurants. In this regard, it is
pivotal for service businesses to keep an eye on the alternation because customers probably
perceive service employee characteristics amidst the COVID-19 outbreak differently. Thus, their
satisfaction with service employee characteristics can be shifted, which is branded as one of the

turning points for service businesses to bounce back in the post-pandemic.

Research Objective
To investigate the effect of changes in service employee characteristics on customer

satisfaction in the hospitality and tourism sectors according to COVID-19 in Bangkok, Thailand.
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Literature Review

Several aspects have been shown to influence customer satisfaction, both generally and for
Thai customers. Four of the most supported aspects include personal presentation and dress,
product knowledge, service mind, and willingness to help.

Personal Presentation

Personal presentation, for example, grooming and dress, is acknowledged to be one of the
factors that influence the customer’s perception of a customer service provider (Hopkins et al.,
2015). Aspects of personal presentation and dress include functional presentation and aesthetic
presentation. Functional presentation, according to Hopkins et al. (2015), includes the appropriateness
of presentation aspects required to perform a specific role, while aesthetic presentation refers to
the visual appearance and attractiveness of dress. Both functional and aesthetic dress and presentation
can influence perceptions of competence and ultimately customer satisfaction (Hopkins et al., 2015).
Part of this research investigates the extent to which PPE, including masks and gloves, is now
considered appropriate dress for retail service staff members. While this would not have been
considered appropriate in earlier periods, the COVID- 19 pandemic may have changed expectations
in this regard. Previous studies have shown that personal appearance does influence customer
satisfaction as well. For example, the neatness and hygiene of staff's personal appearance influenced
customer satisfaction (Alhelalat et al.,, 2017). A study in Thai spas also showed that both functional
and aesthetic presentation and dress influenced customer satisfaction ( Chieochankitkan and
Sukpatch, 2014). This included use of PPE as appropriate for a spa environment.

Product Knowledge

The product knowledge of sales and service staff members is a key factor in customer
satisfaction with the sales experience in some retail environments, especially those that are high-
involvement, complex or unfamiliar (Darian et al., 2005). While customers in high-end retail
environments and those making complex product decisions may have a higher expectation for
product knowledge from salespeople, Darian et al. (2005) argued that customers at all levels also
expect that sales and service staff will have basic knowledge about the products they sell.
Development of service or sales staff knowledge is dependent on the learning climate and learning
activities within the firm, which trains staff members both on the product or service attributes and
on adaptive selling techniques, which are used to fit the sales approach to the customer’s
knowledge requirements (Wang, 2012). Wang (2012) stated that sales staff knowledge and the use
of adaptive selling strategies (facilitated by internal training) influenced customer perceptions of staff
knowledge and their satisfaction with the service encounter. However, this effect is culturally

contingent. A study on South African consumers showed that staff knowledge was the strongest
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factor in the purchase decision, but Americans were more concerned with salesperson respect (Van
Scheers, 2015).

Service Mind

Service mind (also called the service mindset) is a set of cognitive beliefs and perspectives
held by customer service staff, which combines product or service knowledge with a desire to be of
assistance to customers (Bowen, 2009). As Bowen (2009) explained, the service mind is the difference
between service staff members who perform their roles adequately and those that perform
exceptionally, by going above and beyond what is expected by customers to meet their needs. This
could include, for example, taking extraordinary steps to recover from a service failure, or providing
for unusual customer needs. These unusual needs are likely to become more common in the post-
COVID- 19 retail environment, as customers may need adaptations such as touch-free payment or
curbside service to avoid exposure. In Thailand, as shown by a study in the hotel industry, the service
mind, including friendliness, prompt service and detailed knowledge and confidence, is one of the
most frequently expected attributes of service quality (Boon-itt and Rompho, 2012). Furthermore,
the development of a service mind is one factor that Thai human resources staff focus on in training
(Ngaochay, 2015). Althousgh tests of service mind as a factor in customer satisfaction are relatively
rare, the importance of service mind to customers in Thailand suggests that it will have an effect,
especially in a disrupted service environment such as the post-COVID-19 retail environment.

Willingness to Help

The final factor considered here is the staff's willingness to help customers. Willingness to
help customers is part of the responsiveness dimension of the standard SERVQUAL service quality
model, along with going above and beyond to meet customer needs (Zeithaml et al., 1990). In a
study of customer service quality and service satisfaction in an Indonesian café showed that
responsiveness, including willingness to help, was one of the most important factors in service
quality, which had a strong effect on customer satisfaction with the café’s service (Zena and
Hadisumarto, 2013). A study of Thai Airways also showed that responsiveness and willingness to help
influence customer satisfaction and their willingness to recommend the service to others (Ahmadi,
2019). This research proposes that willingness to help is an aspect that may be significantly changed
in the post-pandemic retail environment, as the requirements of social distancing and PPE mean
that perceptions of willingness to help may be reduced. This could be for several reasons, including
less time to serve individual customers and the physical distancing and lack of facial expression due
to masking. This research investigates the perception of willingness to help as an aspect of customer

satisfaction, following previous research.
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Research Framework
The conceptual or research framework (Figure 1) shows the four expected aspects derived
from the preliminary research, including one additional aspect that potentially influences customer

satisfaction.

Personal
Presentation

Product
Knowledge

Hygiene Customer

Concern Satisfaction

Willingness to
Help

Figure 1 Research Framework

Research Research

Research Design

Qualitative Research Design was applied to investigate the effect of changes in service
employee characteristics on customer satisfaction in the hospitality and tourism sectors according
to COVID-19 in Bangkok, Thailand.

Population and Sample

This in-depth study on the issue of the effect of changes in service employee characteristics
on customer satisfaction in Bangkok, Thailand utilized a qualitative approach and in-depth semi-
structured interviews to collect data from two groups: experts in hospitality and tourism-related
fields (n = 3) and customers (n = 5) because the researcher aimed to investigate the effect of service
employee characteristics on customer satisfaction according to the COVID-19 in Bangkok, Thailand,
which mainly focused on customers in hospitality and tourism sectors, such as hotels, airlines, and
restaurants. Hennink et al. (2016) pointed out that the number of informants usually relies on the
research objectives, which meant that the appropriate number of informants for the qualitative
method can be small if data is sufficient to cover broad ideas of research topics. In other words,

data saturation can be achieved when the researcher cannot gather new ideas from informants.
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Research Instrument

The researcher used an in-depth semi-structured interview comprising seven open-ended
questions to gather information from experts in hospitality and tourism-related fields, including
customers. During the interview process, the researcher wrote down notes, while interviewing
informants at their leisure, thus the researcher interviewed experts and customers individually.

This shall ensure that this research is an in-depth study from samples.

Table 1 Interview Guide

1. How do you think the service industry has changed since COVID-19?
2. What are you (the customers) looking for from service staff right now?
3. What are your (the customers’) expectations for...
a. Staff knowledge?
b. Service mind?
c.  Willingness to help?
d. Personal presentation?
4. What other expectations do you (the customers) have for customer service staff right now?
5. How have your (the customers’) expectations changed?
6. How do you (the customers) view personal protective wear? (e.g., masks, gloves) How does it

affect the service experience?

7. What do you think about the future of the service industry?

Data Collection

Semi- structured interviews were selected for the data collection process because they
allowed the researcher to balance flexibility and collection of the same data from all informants
(Galletta, 2013). This in-depth study from samples utilized convenience sampling techniques to
select informants because it was recognized as a non-probability method that can aid the researcher
in randomly selecting informants who are available to provide necessary information regarding the
research topic. The researcher collected data from hotel guests, passensgers, and restaurant
customers by coordinating with hotels and restaurants to grant permission for data collection in
designed areas, namely, the hotel lobby or restaurant waiting area. However, the researcher
conformed to the COVID-19 regulations and made an appointment with informants to conduct
interviews online instead, which is relevant to experts who are recruited via telephone contact to
conduct interviews online.

Interviews were conducted via Skype, Zoom, and Facetime from July 392020, to July 31%,

2020. This occurs because of restrictions on interpersonal contact in Thailand. The interviews began
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with the questions within the interview guide (Table 1). Following the completion of the main
interview, the customers were asked to describe a service encounter that they recently had and
what factors had a positive or negative effect on their customer satisfaction. Experts were asked to
review the proposed model and identify any gaps they identified.

Data Analysis

Qualitative data was analyzed using directed content analysis (Krippendorff, 2018), which
was used to identify the consistency of the proposed model and its gaps.

The researcher read the interview transcript and analyzed the passage of text to find out
the most frequently used keywords. Then, the researcher selected keywords and coded them to

quantify qualitative data by recording the frequency of keywords utilized by informants.

Findings

The researcher conducted semi- structured interviews to gather in-depth information from
three experts in hospitality and tourism-related field and five customers. The main finding of this
in-depth study from samples was presented as follows:

1. The change in the service industry since the COVID-19 pandemic

Through the findings, all informants agreed that the emergence of COVID-19 has changed
the service industry in several dimensions. Table 2 shows the informants’ opinions on which aspects
have changed in the service industry since the COVID-19 pandemic. Most informants acknowledged
that service businesses must adapt the way to provide services for customers by encouraging staff
to wear personal protective equipment such as masks, gloves, or face shields. Staff is also required
to ensure social distancing and conform to COVID- 19 restrictions implemented by the government.
In addition, staff preparation is a crucial step for service businesses to make sure staff possess suitable
characteristics to welcome customers in the post-pandemic. Secondly, informants pointed out that
service businesses will rely more on innovative technology in the operation, namely, contactless
payment, robots, and online platforms to reduce customer waiting time, eliminate unnecessary
interaction between staff and customers, and improve operational efficiency. Thirdly, customers
prioritized their hygiene and safety during the pandemic because they shift their expectations
towards operational efficiency and a prominent level of reliable hygiene and cleanliness protocols,
thus service businesses bear a huge responsibility to create trust and confidence among customers
by installing and utilizing required hygiene equipment in the operation, such as body temperature

checkers and sanitizers.
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Table 2 The aspects of the change in the service industry since the COVID-19 pandemic

Changes in the service industry since the COVID-19 pandemic Frequency
Adaptation (Staff’s working style and staff preparation) 6
Technological advancement 4
Hygiene and safety concerns 3

2. Expected service employee characteristics and skills in the post-pandemic

According to the finding, soft skills play a vital role in the service industry and influence
customer satisfaction significantly because most informants stated that they expect staff to possess
several soft skills in this fast-paced era, as well as hard skills required by staff to perform tasks in the
service delivery process.

Table 3 demonstrates informants’ perspectives on which aspects of hard and soft skills were
important ranging from the most important to the least important. For soft skills, cormmunication
skills are the most important skills for customers because they expect staff to be capable of
providing the necessary information about the new normal practices and COVID-19 restrictions.
Service mind is another soft skill required by customers because the staff must change their working
style and conform to COVID- 19 restrictions strictly. As a result, they fail to put themselves into
customers’ shoes in some scenarios, which can cause customer dissatisfaction. The third important
soft skill expected by customers is personal presentation skills because customers still expect to
seek services from staff who have a good appearance and grooming, make use of a friendly tone of
voice, utilize eye contact, and express facial expressions, including body language and gestures to
illustrate their willingness to provide service to customers. The capability to use positive language is
the fourth soft skill required by customers because the staff is less likely to use the right and
appropriate words when dealing with customers in this pandemic. For hard skills, product and job
knowledge are the most important skills for customers because they expect to seek services from
staff who know how to approach and deliver service to them effectively. Then, it is followed by
COVID- 19 knowledge, as customers expect staff to be up-to-date and know the necessary details
about the COVID- 19 disease and methods to avoid exposure. Lastly, healthcare handling skills are
an emerging hard skill required by all service businesses to maintain high safety and hygiene
standards because customers expect to be safe while using services at hotels, airlines, and

restaurants.
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Table 3 The level of importance of two dimensions of expected service employee characteristics

and skills in the post-pandemic

Dimension The level of importance (from most Frequency

important to least important)

Hard skills Product and job knowledge

Up to date (COVID-19 knowledge)

Healthcare handling skills

Soft skills Communication skills

Service mind

Personal presentation skills

N W oo | N W[ P

Positive language

3. Customers’ expectations towards staff knowledge, service mind, willingness to help,
and personal presentation

The existence of COVID-19 has changed customers’ expectations of service employee
characteristics. Table 4 illustrates informants’ perspectives on which aspects of service employee
characteristics were important and influenced customer satisfaction.

Staff Knowledge

According to the COVID- 19 outbreak, customers become more health conscious and pay
special attention to their hygiene and well- being. Therefore, most informants clarify their
expectations of staff knowledge in terms of COVID-19. Staff must have basic knowledge about
COVID- 19, its symptoms, and restrictions implemented by the government. Moreover, customers
expect staff to possess healthcare handling skills and be capable of taking care of healthcare issues
if necessary. The staff is also required to inform customers about the new operating procedures and
methods to avoid exposure. Thus, COVID- 19 knowledge plays a vital role and influences customer
satisfaction significantly because customers feel delighted and secure while interacting with
knowledgeable staff.

Customers still expect staff to have adequate product knowledge because it is a must for
staff to know and be able to answer customers’ questions about organizational products and
services, including other inquiries. A growth mindset is regarded as another important aspect for
experts because staff should be keen to develop their skills simultaneously. Thus, service businesses
can adapt to changes and deal with new challenges.

Service Mind

It is a fact that customers perceive their safety and well- being as a priority in the COVID-19

outbreak. Therefore, it influences customers’ perceptions of the service mind because the
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perception towards a service mindset is reduced; however, customers still expect staff to perform
the service above and beyond their expectations in a new normal way. For instance, service
businesses must figure out how to deliver services above and beyond customers’ expectations,
while concomitantly ensuring customers’ well-being. Flexibility is another important aspect because
staff lacks a service-oriented attitude during this pandemic because they try to conform to the
COVID-19 restrictions without comprehensively analyzing the circumstances. Hence, staff should be
flexible and put themselves in customers’ shoes to amplify customer satisfaction.

Willingness to Help

Customers strongly understand circumstances and the application of restrictions and new
normal practices within service businesses; thus, they reduced their expectations and perception
towards staff’ s willingness to help. However, customers still demand staff to assist them with a
condition that staff must wear personal protective equipment and eliminate unnecessary service
approaches while interacting with them. Moreover, the staff is expected to continue conforming to
new normal practices in the service encounter. In some instances, customers expect staff to display
appropriate body language and gestures representing their willingness to help because customers
cannot easily notice staff’s facial expressions due to masking.

Personal Presentation

The emergence of COVID-19 has influenced customers’ perceptions of staff’s personal
presentation because the staff must wear personal protective equipment (PPE) by covering their
faces with masks and face shields in the service delivery process. In this regard, customers perceive
personal protective equipment as a functional presentation for staff to perform their tasks because
customers would prefer staff to wear PPE while engaging in the service delivery process even if
personal protective equipment slightly influences customer experiences because customers would
prefer to see staff’s facial expressions. On the other hand, aesthetic presentations still play a
paramount role in this circumstance because customers still expect to seek services from staff who
have pleasant personalities and wear proper uniforms. In addition, the staff should perform
appropriate body language and gestures, while interacting with customers to present outstanding

grooming and etiquette.
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Table 4 The level of importance of four dimensions of service employee characteristics on customer

satisfaction

The level of importance (from most
Dimension Frequency
important to least important)

Staff knowledge Up to date (COVID-19 knowledge)

Product and job knowledge

Be able to answer customers’ questions

Growth mindset

Service mind Expressive service

W A INIDN] OO,

Hygiene and safety concerns

Flexibility 1

Willingness to help Hygiene and safety concerns 3

Body language and gestures 1

Personal presentation Hygiene and safety concerns

Body language and gestures

NI NN

Pleasant personality

Discussion

The main findings of this in-depth study from samples revealed that all four dimensions of
service employee characteristics ( personal presentation, product knowledge, service mind, and
willingness to help) contributed to customer satisfaction following COVID- 19 in Thailand. First and
foremost, personal protective equipment, including facemask, has been considered appropriate
dress from the customers’ perspectives because facemask is branded as a symbol of safety and
cleanliness during the pandemic, and in doing so, enhances customers’ perceptions of employee
and company trustworthiness, as well as service quality. The current finding is consistent with Liang
and Wu (2022) who declared in their study that facemask has become a pivotal part of hotel front-
line employees’ appearance to build trust and reliability among customers, which in turn improve
customers’ perceptions of service quality and lead to customer satisfaction in a foreseeable future.
The well- presented and appropriateness of employee dress can also illustrate a magnificent image
in the sight of customers, which influences customer satisfaction along with the proper use of body
language and gestures in a service encounter (Wang and Lang, 2019).

Secondly, product knowledge, including COVID- 19 knowledge and protocols, plays a vital
role in a service encounter because customers always expect staff to be knowledgeable in their
tasks and possess all necessary information regarding organizational products and services to

facilitate customer journeys even during the COVID- 19 pandemic. This finding is consistent with
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Idrus et al. (2021) who acknowledged in their research that staff’s product knowledge is a vital
employee characteristic that can magnify customer satisfaction in Indonesian Small and Medium
Enterprises (SMEs). The COVID-19 knowledge and protocols, namely, social distancing, new operating
procedures, and healthcare handling techniques, positively influenced customer satisfaction in fast-
food restaurants due to the greater concern for customers’ safety and well-being (Ong et al., 2022).

Thirdly, a service-oriented attitude or service mindset is strongly required to embed with
service staff even during the COVID-19 pandemic because a service mindset remains linked to
customer satisfaction, as service staff shall understand customer needs and devote themselves to
fulfilling those needs by providing attentive service above and beyond customers’ expectations.
This demonstrates that customers have a high demand to be treated as unique individuals in the
post-COVID-19 pandemic. Thus, a service-oriented attitude will play a major role in upcoming events.
The finding is relevant to Ong et al. (2022), and Kim and Kim (2022) who reported in their respective
study that a service mindset is an essential service employee characteristic enhancing service quality
and customer satisfaction in hotels and restaurants during the COVID-19 crisis.

Fourthly, willingness to help customers, one of the parts of the responsiveness dimension
in the SERVQUAL service quality model, is perceived as a marginal aspect contributing to service
quality during the COVID-19 outbreak (Lau et al,, 2019; Ong et al., 2022), which is consistent with the
current finding because customers minimized their perceptions towards willingness to help aspects
due to the hygiene concerns; however, the willingness to help customers still play a role in creating
customer satisfaction even if it becomes less relevant when compared to other service employee

characteristics, such as personal presentation, product knowledge or a service mindset.

Suggestions

1. Suggestions for Research Utilization

The results of this in-depth study on the issue of the effect of changes in service employee
characteristics on customer satisfaction in Bangkok, Thailand indicated that customer perceptions of
service employee characteristics have changed during the COVID-19 pandemic. Hence, hospitality
and tourism practitioners, namely, owners and managers of hotels, airlines, and restaurants can
benefit from this study by understanding how to use the model in accessing customer satisfaction
after the COVID-19 crisis.

They should establish a protocol to further encourage employees to wear facemasks
because hygiene and cleanliness are the top priority from customers’ point of view. Furthermore,
facemasks should be designed in accordance with the company’s uniform to build up a magnificent

image in the sight of customers. By contrast, they should provide staff training to train their staff and
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assure that they have adequate product knowledge and a service-oriented attitude when providing
services to customers. This includes upskilling training to imbue staff with imperative skills to
welcome customers in the post-pandemic, for example, technology-savvy skills, healthcare handling
skills, communication skills, and adaptation to changes.

2. Suggestions for Future Research

The future study is strongly recommended to draw on quantitative research method utilizing
a questionnaire, including numerical value and statistical techniques, namely, descriptive statistics
and Structural Equation Modeling (SEM) to bring out different and broader ideas from a substantial

number of respondents, which potentially establish a different outlook on this topic.
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Abstract

The aim of this paper is to investigate the relationships between destination branding and
the choice of destination of Generation Y in Bangkok, to propose the development of the destination
to be recognized and chosen by tourists. This is a qualitative study whose data was collected by
interviewing 150 key informants in four central locations of Bangkok: Sathorn, Silom, Siam, and Ari,
where the business centers and office buildings are located. The results show that Generation Y
in Bangkok travels more domestically during and after Covid-19. There is a relationship between
destination branding and destination selection by Generation Y in Bangkok, as they want to travel to
a destination where they can showcase themselves on social media. Generation Y travels throughout
the year to refresh themselves from their daily duties and responsibilities. Coasts and historical sites
are the most popular destinations because there are plenty of activities for them and their family
to do, both indoors and outdoors. To be considered as a destination, many destinations need to

improve their branding and other facilities and stand out from other places.

Keywords: Destination Branding, Relationship, Destination Selection, Bangkok, Generation Y
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Introduction

The tourism and hospitality industry has rapidly grown and become a core product in the
global trading system. Thailand depends greatly on this business sector and its revenue generated
is used to develop the country in various areas (Agarwal and Kariyapol, 2018). In the past decade,
revenue from this industry ranked in the top two in comparison to the income from other industries,
export, and agriculture sectors. Thus, tourism and hospitality businesses are the economic driving
force and economic expansion leading to employment, income distribution, as well as an investment
within a destination and country (Monica and Olimpia, 2020). At present, travelers’ expectations and
behaviors have changed due to the global economic situation and technological advancement
(Adisornprasert, 2019). They consider well development in tourist areas including branding, image,
activities, and marketing to make the destination more attractive (Agarwal and Kariyapol, 2018).
These expectations have forced the tourism business to respond to the demands of the target
travelers. Destination branding is introduced to create awareness, differentiation, and loyalty to the
destination (Barreto et al., 2019).

Nowadays, Generation Y is the world's largest group of consumers and workers. They play
the greatest role in directing and influencing the global economy because of a working- age
population with high purchasing power leading them to be the most powerful consumer (OKMD,
2017; Lerspipatthananon, 2018). A work-life balance concept is concerned and applied to their lives,
so they demand leisure time to travel and relax. In Thailand, Generation Y is considered 33% of the
total population groups, and most of them work in Bangkok where career opportunities are available
in various businesses (OKMD, 2017). Generation Y considers a destination based on activities,
expenditure, management, and reputation of an area (Mongkol, 2020). Thus, the destination branding
strategy is applied to promote a unique identity and create destination recognition for this

population group.

Research Objective

This paper is to study the relationships between destination branding and destination
selection of Generation Y in Bangkok. Specifically, the objectives are.

1. To study the seasons, types of destination, and activities that Generation Y prefers to
travel.

2. To study the relationships between destination branding and destination selection of

Generation Y in Bangkok.
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Literature Review

Tourism and Destination Branding

Tourism is the temporary travel of a person from one place to another and return to their
original place of residence. Normally, traveling is not directly for professional purposes as some
involve business and MICE activities (World Tourism Organization, 2022). Thailand is one of the
world’ s leading travel destinations with various tourism resources and attractions, for example,
natural and man-made resources, lifestyles, traditions, cultures, and unique characteristics of the
destination. (Chittangwattana, 2015). In Thailand, many destinations and activities depend on the
climate and season. Northern provinces are selected in winter for experiencing cold weather and
mist but the southern area is rejected due to the monsoon season. While in summer, the beaches,
coastlines, and islands are popular where people experience full of activities. However, rainy season
causes trouble for tourism in the country, the tourism statistics throughout the year indicates that
rainy season is the season which people travel the least because of a difficult journey and the
wetness of the rain (Kattiyavong, 2019). Thus, weather and season are the important factors for
people to decide the place to travel including represent the senses and image of the locations in
the different period (Chinwanno, 2020).

Destination Branding and Destination Selection

Barreto et al. (2019) defined destination branding as a set of meanings and experiences that
express, in the form of differentiating elements, a promise of value for a specific place. The
destination brand is used as a marketing tool linked to the search for positive feelings and sensations
aimed at representing the potential experience of the tourist visiting the destination. Cardona et al.
(2017), Ahmadova (2018), and Barreto et al. (2019) found a positive correlation between destination
branding and destination selection. Their studies indicated the destination branding affect the visit
intention and travel motivation of tourists. Moreover, the destination with well management will be
able to motivate people to select the area for their next travel plan.

At present, tourists’ behavior and expectations have changed because of global economic
situation (Adisornprasert, 2019). Destination branding is introduced to the competitive market to
differentiate tourism product and service in the area, to create a memorable service experience and
to gain competitive advantages (Phangnga et al., 2017). It is the strategy used to develop and
promote unique identity, image, and differentiation from other destinations (Ahmadova, 2018). The
destination branding aims to create destination recognitions, memorable experiences, tourist
satisfaction, and destination loyalty. Generally, travelers consider various factors in selecting the
destination including information of the destination, location’ s reputation, and expenditure of the

trip (Cardona et al., 2017).
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Information is a significant factor in tourist’ s decision- making ( Matikiti- Manyevere and
Hattingh, 2020). The study of Cavalheiro et al. (2021) pointed that accessibility to destination
information is important. The ease and convenience of accessing useful and accurate information
increase the interest of tourists to the area and the opportunity for the destination to be selected.
Walsh and Apivantanaporn (2015) also indicated public relations activities through communication
channels, both online and offline platform, will make people more interested and choose to visit
the area.

The reputation of a destination creates awareness and recognition to the area (Matikiti-
Manyevere and Hattingh, 2020). The relationship between famous places and destination selection
is found in the study of Barreto et al. (2019) who presented that tourists seek memorable experiences
and life acceptance. When people visit popular destinations, the sense of socialization arises as they
perceive themselves to be a part of well-known place and widely discuss about the visited
destination in social media.

Expenditure is a financial factor that affects the travel decision and travel-related activities
(Ahmadova, 2018). Monica and Olimpia (2020) studied the framework of destination competitiveness
and found the positive relationship between travel expenditure and destination selection. It is
important for tourists to spend money at the reasonable price compared to their expectation. The
destination must develop value-added products and services to raise travelers’ awareness towards
worthwhile destination, to create satisfaction, and to become destination choice of tourists.

Generation Y: Characteristics and Travel Behavior

Generation Y is a demographic characterized by people who were born between 1980s to
1990s. They have attitudes and ways of life which are clearly different from the previous generation:
Generation X. They are ambitions and striving for success. Generation Y is highly individual, wants a
flexible lifestyle, seeks for better job opportunities, and travels in leisure time. Nowadays, Generation Y
is the global largest consumers and workers group (OKMD, 2017; Lerspipatthananon, 2018). They spend
an average of $47,112 per person a year on rent or housing, cuisine, appearance, and services (Adams,
2023). Asia is the continent with the largest Generation Y population; more than 1 billion people or
about 86% globally (Inthawirat and Siwaphithak, 2015; Mongkol, 2020). In Bangkok, there are
1,219,829 Generation Y population living and working in the area, as presented in Table 1. They are
considered the majority of main labor force population. OKMD (2017) presented the reasons which
Generation Y needs to work in Bangkok because of the career opportunity in the global companies
located in the capital city as well as higher average income compared to other areas. Moreover,
Generation Y in Bangkok is committed to creating life and financial stability, all expenses are
concerned. Their monthly commitments include home and auto loans, household expenses and
modern lifestyle expenses (Mongkol, 2020).
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Table 1 Number of Population in Bangkok Classified by Generation

Generation Number of Population Remark
Baby Boomer 1,057,759 Retired
Generation X 1,266,819 Preparing for retirement
Generation Y 1,219,829 Working age
Generation Z 1,308,061 Student and first job seeker

Source: National Statistical Office, 2022

Generation Y is the multi-skilled people who can manage several activities at the same time.
They do not have the brand loyalty but give lots of value to the review and opinion of friends,
bloggers, and influencers. Compared to Generation X, Generation Y is highly self- confident and
egocentric. Their lives depend on the use of internet and social media for both working and social
purposes. They search and compare all information from the internet, work through various
networks, and socialize by sharing their privacy, for example, daily life and leisure time to
communicate their own characters and behaviors. Generation Y has an average income at 20,000
Baht per month (Lerspipatthananon, 2018). Bank of Thailand reveals Generation Y has 56% credit
card loans, 53% home loans, and 47% car loans. The debt- generating attitude comes from
consumerism and thoughtless purchase decision. Additionally, Generation Y buys new fashionable
products or services with a strong fear of losing the reputation and not being a part of society if they
fail to purchase or own the new items in the market (Mongkol, 2020).

The travel behavior of Generation Y depends mostly on themselves; they search a
destination’ s information and travel alone or with a group of friends, not rely on a tour operator
(Lerspipatthananon, 2018). Generally, 46.61% of Generation Y makes a trip with friends, 35.04%
prefers to travel with family, and 12.73% enjoys a solely travel (OKMD, 2017). Generation Y pays
attention to the convenience in booking and purchasing tickets and accommodations. Additionally,
they want to experience the authentic local life in a destination, for example, local cuisine, culture,
and tradition (Lerspipatthananon, 2018). They prefer travel to the famous locations to represent
themselves as a fashionable person. This can be seen from the photos and contents in various social
media focusing on the popularity of each post with the purpose to share information of destinations
and activities to their followers in social media (Inthawirat and Siwaphithak, 2015; Mongkol, 2020).
Generation Y believes in the concept of work-life balance, which is to manage work and free time
for the benefit of travel and leisure. They spend about 10% of their salary on travel and leisure

activities (Lerspipatthananon, 2018).
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Generation Y and Destination Branding

Generation Y is a digital native who follows news and information via online applications
such as social media, websites, and online televisions (OKMD, 2017) as well as shares personal skills
and lifestyles to the public (Mongkol, 2020). They are affected by public’s opinion and influencer’s
review. The destination needs to connect with this group of tourists and to make them actively
involve into a destination network, for example, participation of the activities, interaction with locals
and creation of destination brands using information and communication technologies (Bochert et
al., 2017). Generation Y emphasizes the passion for public visibility as an essential marketing tool to
build a profitable image and relationship between themselves (Safeer et al., 2021).

Generation Y considers a destination based on various factors, for example, activities in an
area, expenditure, management, ease of access, and popularity of a place (Mongkol, 2020). The
activities are one of the key factors that visitors consider to visit such as taking pictures, experiencing
local life, shopping, learning about nature and adventure activities (Cardona et al., 2017). Travel
expenditure needs to be reasonable compared to the overall experiences they gain from the
destination (Ahmadova, 2018). Generation Y limits the spending at 1,000- 3,000 Baht per day,
maximum at 5,000 Baht, to avoid financial problems and save money for next trip (Inthawirat and
Siwaphithak, 2015; Lerspipatthananon, 2018). In addition, they pay attention to the management of
attractions, facilities, and infrastructure, including accommodations, restaurants, and visitor centers.
The well- planning and management within the destination lead to the convenience of tourists and
the increase of competitive advantage to the destination (Ahmadova, 2018). The ease of access to
all information is an essential factor for Generation Y as 85% of them habitually spend more than
3 hours a day in which 45% use the interet and social media more than 6 hours (OKMD, 2017).
They need to access to the accurate information easily and immediately to compare the information
from sources including the official websites, blogs, and reviews in various media (Lerspipatthananon,
2018; Tomic et al., 2019). Moreover, the popularity of a place is another significant factor in selecting
a destination (Ahmadova, 2018). It represents the identity and character of the attraction itself and
the lifestyle of tourists who travel there. Generation Y perceives that visiting the well-known places
and sharing their experiences through medias lead them to be fashionable and to be recognized by
the public because people would widely discuss about the destination and follow the location from

their posts or related hashtags (Lerspipatthananon, 2018; Mongkol, 2020).
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Research Methodology

Research Design

This paper is qualitative research gaining specific information through interviews and
observation for the information. This will reveal the desired seasons and activities as well as
Thailand's destination selection criteria for Generation Y in Bangkok. As there are 33% of the
Generation Y population in Thailand, most of them work in the capital city; Bangkok because of a
desire to work with a large organization located there including the career opportunity. They are
working-aged people and an important force in the country's economic system.

Population and Sample

A group of 150 key respondents was selected purposively from a cohort of Generation Y,
at the age between 27 and 42 years old, working in four central Bangkok locations: Sathorn, Silom,
Siam, and Ari, where are the business centers and office buildings of private and public companies.
Those selected are Generation Y in the country's tax system according to the working status
employed by organizations registered in Thailand.

Research Instrument

The qualitative research tools consisted of the researcher, interview form, and interview
method. The interview questions included average expenses for traveling, the average number of
stays, travel patterns, seasons, and favorite activities, as well as destination selection criteria.

Data Collection

The data collection has been carried out for four months. Each of the respondents was
interviewed using a list of open-end questions regarding destination branding and selection. Each
interview consisted of 1-5 respondents and the interview took a maximum of 30 minutes. The privacy
of interviewees is the major ethical consideration. The interview permission is requested before
conducting the activity and a third person, whom the interviewee feels comfortable with, observes
throughout the interview. All respondent information was managed confidentially, and the responses
were administered anonymously in the research. The responses were used merely for the main
purpose of completing the aim and objectives of the research.

Data Analysis

The data is analyzed by content analysis with three key components: data organizing,

display, and conclusion. The data is presented according to the research objectives.
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Findings

The key informants can be divided into four groups based on travel patterns; traveling alone
(14.00%), traveling as a couple (20.67%), traveling with friends (17.33%), and traveling with children
and/or elderly (48.00%). As the aim of the research is to study the relationships between destination
branding and destination selection of Generation Y in Bangkok, the results will be presented by each
objective.

1. To study the seasons, types of destination and activities that Generation Y prefers
to travel

Most of the respondents agreed that the weather and seasons influenced their travel
decisions. Winter is the season most mentioned by respondents when choosing a travel destination
because of comfortable atmosphere as well as the fullest time on the outdoor activities.
The respondents also prefer traveling in summer, although, the weather is sweltering, traveling is
easy and convenient. People can visit every region of Thailand without the rain ruining their itinerary.
In summer, there are not any obstacles to participate in the activities, especially adventurous
activities such as diving and mountain climbing. Although the weather in winter is comfortable, there
may be situations where the weather is closed such as dense fog on top of the mountain that can
pose a danger to travelers.

Many people refuse to travel in the rainy season because of the unfavorable weather
conditions for traveling. However, there are groups of people like traveling in this season because
the weather is fresh and cool as well as most of the destination are not crowded. One of the most
concerns in planning a trip in rainy season is the accurate information on weather conditions, storm,
and rainfall information to prevent the risks during a journey.

Nevertheless, most of Generation Y in Bangkok commented that season is only part of
choosing a destination. They saw themselves working hard all year, therefore, travel can be done
all year round to relax and refresh themselves. The most important factor is vacation leaving as
Generation Y neglects the long holiday season because of crowded people in each destination.
Generally, they take a few weekends to refresh themselves with friends and family by choosing a
destination that is suitable for the current weather conditions.

Majority of respondents prefer to travel to the coastlines and islands because there are
activities that are suitable for both children and adults. The coastlines and islands in Thailand are
popular and well-known for their beauty, fresh seafood, and sport activities such as scuba diving
and jet skiing as well as beach lounging. In addition, the coastlines and islands have many beautiful
photo corners and theme restaurants where tourists can share their leisure activities and destination

with the public via social media.
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Besides the coastlines and islands, historical and cultural tourism is another leisure activity
that Generation Y prefers to travel. The historical destination provides both knowledge and
entertainment where travelers experience and learn inside the area. Moreover, many of the historical
sights are indoors, which are not affected by the weather condition, such as museums and palaces.
This leads people to travel all year round and promotes the learning of local communities in all
regions of the country. Mountain destinations including nature study, trekking, waterfall, and camping
are less popular compared to the coastlines and historical sites. The preferences in mountainous
areas of Generation Y include fresh air, good atmosphere, and beautiful photography angles.
Moreover, the mountain destinations support activities with a group of friends, for example,
barbequing, photo shooting, and adventure activities.

2. To study the relationships between destination branding and destination selection
of Generation Y in Bangkok

Famous destination will attract attention, create awareness, and encourage travelers to visit.
Generation Y who travels in pairs or with couple preferred well-known or frequently mentioned
destinations where a suggested itinerary from others have already planned. The famous attraction
is a significant key in destination selection, it is a time saver, especially for working-age population,
to follow travel influencers or guidebook making the leisure life easier and more convenient. In
addition, traveling to well-known makes traveler a modern person who is always follow the current
issues in society.

Access to destination information is critical to the travel decisions of Generation Y. Each trip
requires a study of the destination. If the information is easily searchable and complete, it supports
the destination selection. When Generation Y travels with young children and the elderly, it is
important and necessary to know the information about activities, accommodation, food, safety,
and facility in the destination which are suitable for family’s condition. A group of Generation Y who
likes adventure activities explained the importance of convenient access to information plays an
important role in traveling safely, especially activities required the safety information such as diving.
It requires knowledge of wind and waves and also climbing which information of weather condition
is essential.

Generation Y pays attention to the expenses. Therefore, the cost of each trip should be
carefully planned even it is a domestic destination. A domestic trip with a time of 2 - 3 days will
cost an average of 7,000 — 13,000 Baht per trip and the average of 9,000 - 15,000 Baht for 3 - 5 days.
However, the families traveling with young children and/ or elderly need to consider the additional
expenses in selecting a destination including accommodation and restaurants. This leads to the
higher cost per trip reaching 20,000 — 30,000 Baht. Moreover, Generation Y who often travels alone

or in pairs presented that they try to manage and control the travel expenditure because they
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usually travel on weekends so the price should be reasonable. Thus, they always plan for a
destination and activities as well as visit places where stories and images can be shared with others.

The image of attractions, destination branding, and the overall reputation are important to
deciding on a destination. The selection of famous destination with good branding ensures the other
supporting factors such as activities, accommodations, restaurants and bistros, and service
management of the destination. This makes the destination selection easier, meet tourists’

expectations, and create a destination loyalty.

Discussion

Thai people travel more within the country during and after Covid- 19 because of the
international travel restriction. Many attractions and destinations continue to develop themselves
to be the destination choices for travelers (Madhyamapurush, 2022). It is important to publicize
tourist attractions and attract people to visit which is consistent with Ahmadova (2018) and Barreto
et al. (2019) who reported in their studies that destination branding in the tourism market supports
the promotion of destination image and differentiates a destination from the others. In addition, the
branding aims to create a memorable experience, destination recognition, and destination loyalty
and encourages repeat visitors (Cardona et al., 2017).

The findings of the present study revealed that destination branding is considered an
important factor in the tourist attraction selection of Generation Y in Bangkok who is a majority
population and the most powerful consumer (OKMD, 2017; Lerspipatthananon, 2018; Mongkol,
2020). The key informants were selected from the four major business areas in Bangkok, and they
are in the tax system of the country (National Statistical Office, 2022). Adopting the concept of work-
life balance, they need leisure activities and destinations to visit. Their destination choice must
reflect the social media lifestyle (Mongkol, 2020). The weather is not the major factor as they travel
all year round to refresh themselves. Coastlines and islands as well as historical sights are popular
for them with full of activities that are suitable for both children and adults (Lerspipatthananon,
2018). According to the study of Barreto et al. (2019), the findings found a positive relationship
between destination branding and destination selection of Generation Y in Bangkok. They consider
the destination based on its popularity, accessed information, and travel expenditure. Moreover,

the destination needs to represent their lifestyle leading to sharing their story to the public.
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Suggestion
1. Suggestion for Research Utilization
1.1. The tourism operators should be applied as a guideline for improving and
developing businesses and destinations to meet current tourists’ demand as well as understand
travel behavior and pattern of Generation Y who lives in Bangkok.
1.2. The destination branding should be followed up in each area to develop and
enhance the branding of the destination to be recognized and chosen by tourists.
1.3. The findings could be beneficial for public relations to target consumers in
promoting tourism in the future.
1.4. The paper could be used as a case study for academics in tourism and tourist
behavior-related courses.
2. Suggestion for Future Research
This paper focused on the relationships between destination branding and destination
selection of Generation Y in Bangkok. The suggestion for future research is
1.1. It would be interesting to extend the investigation to cover Generation Y in other
locations and to cover other generations.
1.2. The concept should also be applied to international tourism, especially when

international travel restrictions are lifted.
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Abstract

The purposes of this research were (1) to study basic information, (2) to develop and validate
and, (3) to tryout and study the results of using the learning management model to enhance self-
directed learning ability and 21" century skills using integrated media based on a new normal for
students teachers Rajabhat University. The sample used for the experiment was 23 second year
students, faculty of education, Uttaradit Rajabhat University. The research instruments consisted of
questionnaire, interview form, assessment form, learning record, test. The statistics used for data
analysis were mean, standard deviation, t—test and content analysis. The results revealed that:
(1) The students needed to develop self-directed learning abilities and skills in the 21°" century by
using processes, techniques, learning management methods. A variety of blended learning materials
emphasized on learners to study, learn, and practice to discover their own knowledge and
experience. The teachers had the role of facilitators of learning management, organized the
atmosphere in learning management that was conducive to learning, created or provided a mix of
different materials and learning resources. (2) The developed model composed of two elements.
The first element was orientation to the model on the basic concept of the instruction model and
the second element was instructional model composes of principle, aim, content, learning activities,
measurement, and evaluation. The learning process consisted of 1) preparation 2) asking questions
or setting goals 3) analyzing questions and experiences 4) self-learning 5) reflection on learning
outcomes and 6) summarization and evaluation. The appropriateness of the quality examination
of the instructional model was at high level and instruction manual was at the highest level. (3) The
students posttest scores after learning through the developed model were higher achievement than
the pretest with a statistically significant at a level of .05. The post self-directed learning ability and
21% century skills was higher than before learning with a statistically significant at a level of .05 and

the total learning outcome in each chapter content was a high level.

Keywords: Self-directed Learning, 21* Century Skills, Mixed Media, New Normal
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Abstract

The objectives of this research were (1) to study the factors of smart city development for
aging society and (2) to create a smart city development model for aging society. The population
used in the study was people in Nonthaburi municipality. The sample was 400 people. The research
tool was a questionnaire that has a confidence value of 0.94, data were analyzed by descriptive
statistics, composition and relationship analysis of variables studied by the program. The results
showed (1) smart city development factors have a positive effect on the aging society and (2) The smart
city development model is consistent with the aging society, with the statistical values consistent
with the empirical data within the acceptable range. It shows that smart city development has the

potential to support an aging society.

Keywords: Model, Smart City Development, Aging Society
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Abstract

The objectives of this research were to study (1) analyze the impact of tax services on
voluntary tax compliance of listed companies on the Stock Exchange of Thailand; (2) analyze the
impact of tax service on compliance. According to the voluntary taxation of companies listed in the
Stock Exchange of Thailand; and (3) a comparison of respondents' general information with tax
services. The sample group was the chief financial and accounting officer. This research is quantitative
research. A questionnaire was used to collect data from 2021-2022 with 380 samples using
hierarchical random sampling-data analysis using structural equation modeling. The results showed
that the model was consistent with empirical data and tax services had a statistically significant
direct and indirect positive influence on voluntary tax compliance. Data were analyzed using
descriptive statistics, including comparison of means of 2 independent groups (independent t-test),
samples with more than 2 groups (F-test), and one-way analysis of variance. The research found that
various industry groups There are different opinions about tax services, including gender, age, level
of education and work experience. There is a point of view on the tax service. There was no significant

difference at the 0.01 level.

Keywords: Voluntary Tax Compliance, Tax Service, Tax Morale
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anulunuazanuiAyvasdyni

nstiszmememadasladudsddgysensdaiunBeins FsmsdanunsSlulanadugnduu
dovilifidenSidnlatauselovidvesnistiszad suilunisadrennuadaslalunisdisea gl
UsgdnSamunngalu auadaslalunisdiseardne nsigideniseinsiianudrinluntdinuag

ANUSURATIUNIEFRUAs NN Nt AR dsnElriussutassududinfuniienelussezinan

Angursnenidernsivualidieanudiila (Thariimanont, 2001)
vsgmaansideulunaandnninddeiduuisnunaluguazineldroudisgs rusevannzideu
lunaananninduialsemalngdnediseadedragniesiasasuiiy ahlnsguiaaunsadidululdly
nsfauUsemaldogiadind noliiAnanusiuamiaasugie wanilugarusiunsuesnalagsan uslu
Henensetudiumnuignaanezdeulusatandnnindlilianusiuiiolunisdisemeliasudiu wagdad
nMsnandn dendwansenusonuiiunIuesnAfieituiu (Lowhaphand, 1980) fiduaduisau
viiounnguuesimsteamiunsidonayselonilaghisniu ligfsss warlidurdulsslenidldsu

Hldun183amAensenee MilvdnenadilesamielidednuniBiae JlEMaisnshveulaengnuneuas

=

Bnshlanguune Tnesnnsfiveusmengrunetuinm&iseniin1smunun1Be1ns (Tax Planning) Fau

D

nsnuRuianisiiteldundligniesasuiunazsnendlidesiigalaslidasongmune d1uisnng
Anngyane 13oniinsmanidesn® (Tax evasion) iusuuuunginssuiivinlilideadondviedons
ffovategafinnguane wu fAsn8TRuldezdedussnisuazdeadsndudadalidusenimie
funemsuitanssiuauduldmnienuiuamielimsaiunemsalddedaielidunddesauas
a19lddealnivesngmnuie (Loophole) w3aaduliddnau (Ambiguity) 38AUnnsod (Defective) Vol
ngsnefimaldgensuililidoadsn®

sUuvuNgAnssusneg wardviliigunagadeseldannistua@idusiounn wiludssna
Afwuudognuduanizonsn fudulssmmmsrunaiifivneassgiafilngdudududug veslandsd
HamnismdnideeniSeinsvesauluyi@ (Alm and Mckee, 2006) viail LitelsinsdaLfiuniBvesniady

Julvegaiivsz@nsan SguiaavsissasismnuiisnelalumuuimsnisniSundss vy (Millet, 1954 and

Suwanmala, 1996) wazai1segelalunisdend lnensedulilssvrvuiannuidninlasuusslovl

'
=< o

Sy uazneainduaiainisfiazléFuaniguia (Bangmo, 1995; Robbins and Coulter, 2008) F335u1a
Aodlinnuianudilasungmnenidens aieaulindasessuialunislddretuaidedneduan T
AuddyTUsEUUA1 BT dusTIe SeazdwmaliuszrrudiszarSsieauataslauingaty
(Slemrod, 2007; Tyler, 1997)
PAfeldfunnudfyrestigmmmanidsandfiilriguiaiseldannsiafuaSGulaas
yaraanas Jeldvinsfinudianaresuinisnienduazusadbalumsidendnennuainglalunisdisy
ABvesusEnaangiloulunaiananninduisussmelng navesnsiseamnsaduwumieliiunieany
fneq Mieades IhwansideluldusslonflunsnunudafunBuaznisTiuinismani® Savile

a1u1saIniuNElseg1duiadumeNNdITY
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24

AQUsTAIAYRINITIRY
1. iedasziinavesuinsnenfdmadeauadaslalunistisznivesuidnaavsdeuly
paNAnanNNsneLneUsEIndlneg
2. WodinsziinavesuimamemFdsriuusagdlalumsidsndsioruasinslalunisthszndues
vsunaanziloulunaiavanninduisusenalneg

3. WelSeuiisutayamluvesnauiuuasuauiuuinimients

LNEITHAZINUIVLNNEIVD

=1

1. suIRnuaznguiiiisafesiunavesuinimninndiidamaneauaiaslalunisdisznd

Millet (1954) lainanfsanuiianalavesseugudon1suinisvesmiienuniaigiguiinnes
fnfiolianelundnnis 5 Usznns fe (1) msliiuinsedraane (2) msliuinisiinssian (3) mslvuinig
ogafiane (4) msliuinmsegiseiiles uay (5) msluinmseenefamih

Fednuwagnisliuinisidaunm wuhiidulsesdunldlunsimunauniweesuinig dail
(1) mmgnAesnungvIne (2) Anaiiisswe (3) anuiis wiites lifidesntiu Lifleddvs (@) anuazan
152 Wodeld (5) muildunsgrumanaiavieninsgiunisizinis waz6) nsi3enifvauinisd
wingauiusuuN1suINg (Suwanmala, 1996)

2. wunAn aznquiiiieadestuusegelalunsidendiidamaneauaitaslalunisdiszns

n1sad1ausgdle vsenisnseiulivszmvwinanuddninlausslomniswiu wazuesiniu

a dwo

a¥afnnsiazldiuainiguia (Bangmo, 1995; Robbins and Coulter, 2008) udsiisguradosiaug
anudlalusungmnen@oinsudvssevu mlissrvuldidaiuienudifny wazyselomifiazlis
MnMadeaSie weliuszvmildfoRmungmnenideinsieanuasingla (Tharitimanont, 2001)
ahannudesiuainsuazliladesguialunislitnonSedisduduariiuszansnm nelviAnuseloviide
dsmailagsau (Slemrod, 2007) uaznslauddyiuszuunSisiaudusssy azviliuszavudide
mEflanuianimsidemdidunsenihflvemnauiiazdestiszndnungmane Jeazdwalvszanvu
frsemdseanuataslanndeiu (Tyler, 1997) aufsdosadinnuussaulunstaduldngraneiifes
LiFenujuRfiudideniBusiazaunie (James and Nobes, 2000)

3. ;ATeTiRgadesiuUInIInEiidmasiannuatiaslalunisdissand

INNITANWINPITENUIT USNISN 1N BRINSNaTIuInfennNalaslalun1sinsen1e (Albari,
2009; Fitria, 2010; Fuadi and Mangoting, 2013) %aﬂﬁﬁ@mmwu%miﬁﬁ Aliusnisdoauandlimiius
anuindede THuimsmuidyglinssmuaudesnisveduuinishiianuianain fosaiis
anusilalsiugFuuinig dedfurimsinfndegnimssutienuaziimiuilunuuimsidusted Taene
ANNAEAINUNTAlAIgT gadtey iuady yaainsiyadnaimuuuienidn g3uuinisegisenlalduas
fonausylomivesdfuuinmadudifny uazanuddafiuandsnrmioubuiliuinsae uazmadude

(% [ £

vUsnsfiasie (Parasuraman et al,, 1990) visliidmihfidniiundvasniasgazfosinisliuinish

=>4
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VY =

Wudinsuazadieanudseivla danuaisneaslifesidefidond asinlididen18915n1860e
AnuasiaslaunnInaziingfnssunauninig (Frey and Feld, 2002)
4. yATeRedesiunssgdlalunsidenSidmasionnuatiaslalunsdissand
NNSANYINWITENUI useglalunisidenBidnsnagauindenuadaslalunsiisenans
Sgunaazdesiinnufusssulumsiafiun® aennud mnudlazeanideinsuazaiiannulinda
Tunfiden® SaazdanaliidundosenSfenuadinslounndsdu (Shreffinnn and Triest, 1991; Park

and Hyun, 2003; Alm and Torgler, 2006, Chandarasorn, 2012)

250 UUNITIVY

HUUBANUNISIVY

MIvenSailldszfeuiseidaU3unn (Quantitative Research) 1uuuasuanlunsiiusiusiy
ToyaiferiunavesuinismeniduazussgalalunindeniddeaiuainslelunisdisznSveauicn
aangieulunaranannsnduwnsusemalng

UsTUINTHALAIDE

UsgunsmalunsIveasatae Uses1uanvtnidieniskduwazid (CFO) vaausennanngdaulu

nanavannsnduraUszmelng Tul w.e. 2563 eils1uauiieau 824 U3 (Information as of January 16,
2021) WiusIusdeyadn 8 nquanaIingsy amﬁwmmu'%ﬁmmmLﬁauﬁagiiwdw?y\luvjﬂﬁﬁﬂLﬁuqm
$1u7u 5 U3 ilesneglussvingiiugmasnidiuau (The Stock Exchange of Thailand, 2020) 143813
duinegauuuutsdugf (Stratified Random Sampling) dadunisdusognsiiussansiinruuansaiy
9619991 (Hair et al, 1998) AvuATUIARIDE1IMINEATYBY Hair et al., 2010 ABafuATIlATILsiada
Ussiamaunislassadneiessinussuniiogasean 10-20 wihwesiauUsdanald dadugiteiaden
vuafograiy 20 whwes 19 Fuvsdunald wwanguiiegisueansiteadsifeasfivuaiifu
19 x 20 = 380 US¥W FadoNUANUMIIZAY

\n3esiinddy

n9iteadsdiifelduuuaouniu (Questionnaire) lunsiiusiusiudoya Wunuuasuann,
duUsEInuAT 5 SEAUALLUUTDIAIARsY (Likert's Scales) lAsaainsvaauuuasun1uUszNausley 4 nau

Ao MUl 1 ToynadIuUARAYRINANOULUUABUNIY MOUT 2 USN15V9NE ol 3 usegdlalunmsidenid

'
=

LaLRaUN 4 ANuaNAslalunIsENsEE

a

FRelainsneaeuanudenu lastdwuvasuaiulunaasdld (Pre-test) funquenagnenlaly

=>4

Wwnnen153dy 917w 30 918 wagmAaueiuresuuasunuiye lagldgnsduuseansvasiaan
(Coefficient alpha) vaeAsauUIA FeAruralanudiaduassuuvasuaiuld 0.98 FslariauLtoduy

111N31 0.70 (Wanichbuncha, 2005) anansaldlunisiivdeyald
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AsiiusausIndoya

{AdomdeyanvaziBonnisindevivniinnnzideulunarnudnninduis semalveia 8 ngu
gaavNTsy IntuRase UssaunuuasudineasBendesiuiviiunside ahauuaounusiuszuy
ooulatife Google Form uavdsihuddludnguiodisilimunuazszauly auldteyaiasuiou
duneikarasunatoya

nsAATIEtaya

1. melinsevideyansadfiBamssann T nswisuiisuaiadovenguiione 2 nquilidu
§a391nu (t-test independent) NauFaBE9TiElANNI" 2 N (F-test) wazldnsiamgianuuysusiu

N7 (One-way Analysis of Variance : ANOVA) Lagillanuauuanageg 9ildedAgnadfnseau
0.05 fagyhnisnageuAuuANeTIEafieIsveul (Scheffe’s Method) sty

[V Y]
v

2. Myheswiaaifitosiuresiudsililunsitendsd Wiud dnade dnidonvunnsgu
ALY tazAulag (Angsuchot and Puangsomchit, 2011)

3. MR eRanNduiussenIeiuls gIdeldldinataveinisiinsgianuduiussening
fulsfn e TeimduUssansanduiusuuuiiesdu (Taweerat, 2000)

4. mywneilunaaunislassasne gidulminaiansiineilunaaunisiaseasne (Structural
Equation Model) tfunisldiiioiasziaiuduiussenitafiuusudaniousn (Exogenous Variables)
fifumuuslaituiuiuuslag uasduusulanielu (Endogenous Variables) fifuvosiudsiituegiu
GT?LLU'E%‘L!“] (Prasitrathasin, 2015)

NaN1578

1. nadAsIEiNaveIUIN NI ENdmadonuaiaslawazdwinuusgelalunsdiszangves
Uswnasvzideulunainndnnsndwisusenelng

44

66

@
kS

REL

[0}

o
a
)

ASS

=}
@

@

kS

80

FAC
o TAS

]

@®
~

EMP

©
N

]

RES

74 26
TKN

]

89 33
TMO

TIG 27

!o
=)

TFA

-
o
S

i

95

.

1%}
=)

TLC

96
FIL TCO
96

0

}

PAY

Chi-square = 90.431 df = 81, p=.222, CMIN/DF =1.118,
RMSEA =.018, CFI = .999, GFI = .976, AGFI = .943, RMR = .017

AN 1 HAN5IASIZBIAUTENBURSE UTUNBMNTIFADUANUNINSATIATIAS19UDIF U SWEl
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A15°99 1 A mtinesdusenauNInsgIu (Factor Loading Score) CR, AVE Uag Cronbach’s Alpha 9846

wUsHEaRINAsENY TuUUINaBIMEmATANTTIASIERIRUSENaULTEUSY (n = 380)

fauds Loading CR AVE a

USNI5M9nE (TAS)

1) Arundodiold (REL) 0.66 0.93 0.73 0.93
2) arusiula (ASS) 0.77
3) N1991UIEAUAZAIN (FAC) 0.80
4) nsguate1lald (EMP) 0.90
5) NMsmauawed (RES) 0.90
usegdlalunisidenis (TMO)
1) udiieafungmanenidens (TKN) 0.74 0.88 0.70 0.87
2) Audusssunnan® (TFA) 0.89
3) aulindlalusguna (TI6) 1.00

ANEIAT IR lUA15YI5EAE (TCO)

1) MsuuRmunguunenigenns (TLO) 0.95 0.97 0.92 0.97
2) NTHULUULERITIBNTSANS (FIL) 0.96
3) N5E1588U (PAY) 0.96

M99 1 wazamdsznaudt 1 1unamsiesizianufiswmsadelasaadte (Construct Validity)
WAENITIATILRAUT DT UTINTBIALUTUHS (Composite Reliability: CR) wagAtadsAULUIUTIUN
annla (Average Variance Extracted: AVE) agulgnadl

(1) MIFAATIERAMUNBINTUTILATIASIS (Construct Validity) 31nNN53ATIERAMNLNLIANT

a

1B3lA59a3749 (Construct Validity) Tnenisiansanauintinesausznou (Factor Loading) Uaedanusdane

Ladannanaundnasiu wud u3N1IMenTE (TAS) firuminesduseneusgsening 0.66-0.90 wsegdlaly

%

nsden® (TMO) dAtmiinesdAusenauagsening 0.74-1.00 uagAnuadnaslalunisdisen1® (TCO) den

v
a1 o

UniinesAuszneausgszning 0.95-0.96 asiiuindwusdunalavndafinniminesdusyneu (Factor
Loading) 11ANd1 0.30 Fawandindeyaindnuiiiensegs (Hair et al., 2010)
(2) MAAATEAANUT DI UTINVDIFUTING (Composite Reliability: CR) lagAadummusUsIu
Nanala (Average Variance Extracted: AVE) HAN1S3LAS1ENAINULTDAUTINYBIFILUTURS (CR) Wuln
fiAgeanwiniu 0.97 uaziliA1dgawindu 0.88 dailAunndn 0.60 druAnadsauwlsusiuanialasig
99RUsENBY (AVE) fiAnA1asaniyiniu 0.92 wagsngawiniu 0.70 Falld1annndi 0.50 Asuanslum1sned 1
Y @ 1 % 1 U a £ [ ¥ 1 [ a
wanaliiudndanusudsuiazfaiuisaesuisaiuulsusiuvesdinusdanalaegraluionaind

msUszliulieansin Inlandngundaaudin msdemujiinsdudsudammvungneistasizedold
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UINAINUNANITIATIZIAIANLTIIU (Reliability) Aren1smiAdnyszansusanivesasauuin
(Cronbach’s Alpha) #ui1 Agegawiniu 0.97 uagAdnaaviniu 0.87 BenaA1iladia1uinndi 0.70 uand

Tiuideyaihundeseiiinuddetiegs (Hair et al, 2010)

Chi-square = 122.924 df = 124, p=.510, CMIN/DF =991,
RMSEA = .000, CFI = 1.000, GFI = .967, AGF| = .950, RMR = .025

ANA 2 LUUTIARINUANNAFINNTINY

HAaNTIATIzviRAUsEnoudsBuduvesiuysulslunuudaemaveIuINITNINNE wasusegalaly
nsdensseanuaiaslalunisdisznisvesvssnaangifsulunaianannindusisuszinalng wuin
wuudassitldfdunisuiund (Adiust Model) finuasnadesnaunduiudoyaidsussdng defiansan
Andimunaunau (Fit Index) st p = 0.51, Chi-square = 122.92, df = 124, CMIN/DF = 0.99, GFI = 0.97,

AGFI = 0.95, CFI = 1.00, RMSEA = 0.00, RMR = 0.03

A15199 2 HANISUSEUNUAINISIHWBSYRIduUsEANSBnSnan1anse (Direct Effect) dnSwanaoay

(Indiirect Effect) wazdnsnalaesiu (Total Effect) annkuudtassauniIsusuwn (n = 380)

fuwdsay
L TMO TCO
ZeUphIbH
DE IE TE DE IE TE
T™O
UINIINNAE (TAS) 0.17* - 0.17* 0.12% 0.02* 0.14*
wsegdlalunisidentd (TMO) - - - 0.13* - 0.13*

p = 0.51, Chi-square = 122.92, df = 124, CMIN/DF = 0.99, GFI = 0.97, AGFI = 0.95, CFI = 1.00,
RMSEA = 0.00, RMR

0.03

NHYLYAA *p <0.05
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[
Yo A

NA15199 2 wan1sUsanaatuluuiaesaunsiasaing agulacl

aaa a a v

(1) USMInanEliansnadauinniansedensegalalunisideniBvesuiemaanzideuly

'
a

panavanningLalsemalny ArduUszansdndwa windu 0.17 egnsltddrAgneananisesu 0.05

aAaa a a £

(2) UsMIn A BRBVE WA UINY R TIReauadaslalunsi sz BuesuTenaanzidouly
pannannsnguisussmalneiaduussdnsendwa windu 0.12 egrefidedrAnsadfniszau 0.05 uag
fanswadsuinniedeusienuainslalunisdisen® dunsegddalumsidensnardudszansdnina

Wiy 0.02 egedidudAynsedanszau 0.05

(3) wsepalalunisidun18iEnsnasuinnianssdeniuainslalunisiisenrdvesuiem

a 1 a o

sanzidaulunainndnnsndunslsenalng Ae1dulseansdnsna windu 0.13 ag19lidedAynieada

<

a

N52AU 0.05

2. nanswSeuiisuteyaniluvesnounuuaeunuiuuinmanng

A151991 3 NaNSIIUEUANUAATILLASITUUSNITNIINNE SIMUNAULNA

AUy LN n Mean S.D. t P
) ; e 127 | 4.26 0.99
USNISN1NE — 0.74 0.46
VRN 253 4.19 0.98

v ada

91NA1519% 3 wuIUsEs1ud T e s uLar Uy Atnauana1siy JanuAndiuieddy

UsN5Man® Tdwmnsineiu

A197199 4 LARSNANIINAABUAT F- test AATIZINITUUIUTIUNIUALT (One - Way Analysis of Variance

ANOVA) Tagsisl 581919 918 58AUNSANYT Useaun1salyinauiagnauenavnssuvesUsesiuy

v A

WIMHENTENENSRULaE U (CFO) AU USMSNI9ne

<

Fruus WARIYD9ANNWUIUTIY df SS MS F P-value
018
- - FENINaNgu 3 3.54 1.18 1.61 0.19
UININNAY )
melungy 376 | 275.96 0.73
FZAUNITANEN
- - FENINaNgu 2 1.33 0.66 0.90 0.41
UININNAY )
nelungy 377 | 278.17 0.74
Uszaumsalvineu
- . FENINNGY 3 0.70 0.23 0.32 0.81
VININNATY ,
elungy 376 | 278.80 0.74
NANYAEINNTTY
UININNE FENINNGY 7 | 3086 4.41 6.60** 0.00
elungy 372 | 248.64 0.67
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Naa '

9111999 4 wuUsgsruminfdienstuuasUaydnflonaivnssuuana1eiu dauiu

9

(% =

WeaiuusMInenBuanaeiu uenanil e seiun1sfiny wazUszaumsalinnuuansieiu Saudaiu

N o

WeafuUsNITmIen® liuanaieiu egrefidediAgnisadanseau 0.01

aAUTIENa

1. MATiNareIUinmInumdidaadeainuainslalunisdisendvesuivnaamzidenlu
paavnmsnduiasemalng ansnsaasUnamsITeladn USmamenBiavEnalsuinmmswienualiasla
TunsdrszniBvesuismaanedevlunaiandnnindunialsemalneegadivsdfaynisadffisziu 0.05
wanslidiuimmniguiadnsliuinmmemeituasiiussansam azviliAeanuaiaslelunisdiszn®

Fiaanndonu Millet (1954) Milana1dfenuianelaveausesyvusonI1sUIN1v0InUIBIIUNIATEIN

UfuRdesdatiolTianelunannis 5 Usenishie (1) nistiuinisedruanenia (2) NMsiusnIsnageaa

=>4

(3) n1sliuinisedafisane (4) nslsiuinisediedoiiles waz(s) nsliuinisediadianei uas
Suwanmala (1996) Aldnafsdnyugnislruinsifiauaw axdesiidanusiazinnldlunisiivue
ANATNYBIVINSAB (1) ANugNABIMNNgYVEY (2) AvmLilaane (3) ATwihfs windiey lifidesntiu
Lifleddv? (4) mnuazaan 93032 Wedold (5) mnulduiasgumaaiianieniasgumadvinig way

(6) NMsanNUANUTNMITLNzaNRUsUNUNSITUINNS wazdenndesiu Albari, 2009; Fitria; 2010; Fuadi

a1 aa a a

and Mangoting, 2013) filaAn¥13deineiulsEinuYesusn1smen@nidninadeuinneanuainslaly

mMst1szn® wagldnanlufienmaseaiuinnisinauanuinmsia gliuinsdeandliiuiisnnuindeds

'
[ 0%

Trusnsmundy a1l inssminauaeIn1seeeRsuusnshldanudanatn desadreanusiulaliiu

Y

(%

Asuuinadledsuuinsuifasegnindeulon waviianuslunuuininduededill faedweanuasain

Y 9

gunIalenge viuady yaansiiuadnaniuuiloandin g3uuinisedrsentald fenauselevivesdSuuinig

9

Wud1f harAuselaNuanddandnunsay JUALRUSNISIaNaLazsIALSILlaNsUUSNISITIUAAsD

v Y

(% =

(Parasuraman et al., 1990) i miasaiun1Suesnia 3 azdpsinislrusnstiduilinsuavadig
Audseiiula danaensnuagliiiesiredidend agvihligldendszmdmennuadaslaunnniiaed
NOANTIUNAUNLNE (Frey and Feld, 2002)

2. MIBATIEINavRIUTNMIIINBdehuksaptlalumsdengreniuadaslalunistsenduves
vsgmaangleulusaiandnnindunislsemelne arunsoagunanisidelain n1susn1smieni8idnsna

WauinnunsseussgdlalunsifeniBuaziisnsnadauinmedeuseanuadaslalunistiseandvesuion

=

ansilsulunaandnninduisdseinalneiiunssgslalunmsideni gegaiideddymeadiinisedv 0.05
wansbiiudmnigunalianuddgiunisaiaussgelalunsdensunuignianzsideulusaandnning
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Causal relationship model of accountant decision making through code

of conduct of small and medium enterprises in Thailand
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Abstract

The purpose of this research are to study the causal relationship model of accountants'
decisions towards the code of conduct. It is also a practical guide for accountants in making ethical
decisions with organizational policies that influence accounting practices in the wholesale/retail
industry, manufacturing industry, and service industry of small and medium enterprises in Thailand.
The target group is Accountant registered with the Department of Business Development Ministry
of Commerce total amount 340 people collected data by using an online questionnaire.
The results of data analysis revealed that the model is consistent with empirical data. The code of
conduct has a significant influence on ethical decision-making. The statistics used were mean,
percentage, standard deviation. Pearson's simple coefficient technical equation model analysis
(Structural equation model: SEM) direct influence 0.866 indirect influence (through accounting
policies and practices) was 0.479 (total influence 0.816) and organizational policy significantly
influenced ethical decision-making. Direct influence 0.688 Indirect influence (Through accounting

guidelines) 0.209.

Keywords: Accountant's Decision-Making, Code of Conduct, Corporate Policy, Accounting

Management Practices
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1. HaNTIATIENTeYaugIY

M990 1 KANITIATIENGURNENTTUAIUITIEUTTOY

REINNITY X S.D. Std. Error Minimum Maximum
NSNER 4.68 0.32 0.06 4 5
A1TUINNG 4.84 0.26 0.02 3.8 5
N13AEY/AUEN 4.42 0.30 0.02 35 5

Rty 4.59 0.35 0.01 3.5 5
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NSNER 4.427 0.373 0.069 3.6 5
A1TUINNG 4.759 0.352 0.029 3.8 5
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M99 4 HANNTIATIZNBIAUTENBULTIEUSTUY (RANTIAAIURTTENUTT)

AnadaTildmadey LNEUYIA (Good) 99AUTZNOU LNt
p value of Chi square P> 0.05 0.459 LN A
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Winwe v < ATIVIVIIU 1.000 ek 0.745 0.555
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flpudnvadiuyara  <— 93587053 0809 0084 9.652 0.577 0.332
Boudiiteaun < ATTYIWIIU 0935  0.090 10347  *** 0.648 0.419
TdeyaLiigane < ATTYIWIIU 0.738  0.085 8712  *** 0.506 0.256
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o
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fAndudszdnSanneeunsgIu 0.74 uag 0.64 AIUA1GY

2. NaNTILATIZALIARALNITTlATIAS1S (Structural Equation Model: SEM)
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Jryryn 1899670y 10NUIU ANISSSU
Intellectual, Professional, Cheerfulness, Morality

112



onsansASUNUUSAAU asuuuveransia-auauAnans U 23 adui 1 unsnAu - Tnuneu 2566
Sripatum Review of Humanities and Social Sciences Vol. 23 No. 1 January - June 2023

M990 6 WNaMTATIERANUFAARBlRANTAUN Ui UToyaIdaUsy iy

ANADH Wnaudif (Good)  esAUTEnauMIdndula LAEu
Chi square (p value) P> 0.05 0.082 HULNEUYIA
Chi-square/df fonin 2.00 0.209 HULN U
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Comparative Fit Index (CF) 11nN31 0.95 0.996 NN
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LNeUTITIs U (Hair et al, 2010)
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Abstract

The objectives of this research were (1) to investigate the behaviour of e-sports viewers and
(2) to investigate the factors of e-sports sponsorship that predict viewers' brand recall. In this study
is quantitative research, a questionnaire was used to collect data from a sample group of 424
spectators of e-sports game in Thailand, using the convenience sampling method. The statistics used
in the data analysis were percentage, frequency, mean and linear regression analysis. The results
show that most of the respondents are male, 20- 25 years old. Most of them spend an average of
1-2 hours per week watching e-sports games and watch 2-3 times per day. The top three brands
which spectators recall are Nescafe, Shopee and AlSFiber respectively. Regarding the factors
predicting brand recall of e-sports sponsorship. It was found that there were four factors could be
predicting brand recall of e-sport sponsors as follows: sponsorship facilities, sponsor leagues/
events/ tournaments, sponsor streamers/ streaming channels, and sponsor team/ players with

statistical significance at level .05 and has predictive power of 71.40%

Keywords: Brand Recall, Sponsorship, E-Sport
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Abstract

The objectives of this study are 1) to investigate personal factors of the tourists, the tourist
behavior, and spa service quality and 2) to study the relationship between tourists' spa service
behavior and service quality of spa businesses in Thailand. The research aims to focus on the study
of tourism behavior and the quality of spa business service. The scope of this study reveals that the
researcher pays attention to the potential of spa service quality in Thai spa industry. There are four
areas; Bangkok, Phuket, Pattaya (Chonburi), and Chiangmai. The research methodology is quantitative;
questionnaires are constructed to collect the data from 400 Thai tourists. By using descriptive
statistics such as percentage, mean, standard deviation and test the correlation with chi-square
statistics. As a result of this study, (1) Thai tourists, are mostly female ageing between 30-39. These
female tourists are mostly in professional and technician level. Their education is average in
bachelor's degree earning 20,001-30,000 bath a month. Most of the participants are from central of
Thailand. The main purpose of their travelling is to use spa service for relaxing and reducing stress.
(2) According to the questionnaire, the targets rate spa service to the most satisfaction level.
Responsiveness is significantly the most satisfied of spa service quality. Reliability, Tangibility,
Empathy and Assurance are responded at the lower satisfaction level respectively, all were

moderately correlated with the quality of spa services in Thailand.

Keywords: Promotion Guidelines, Service Quality, Thai Spa Business
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ABANLUNITIY

WUULKUNTIRY

ns@nviAnafuauamislivinisgsisauludsemedlng Wuanuideideuszendlasliide
\39U3ana (Quantitative Research) &siiiBnssuiluauidosad

UseyNsuazaaaeng

Uszanng fie tnvieafirvnlnefifiunsisaiinluussmelne

nauietne Ae dnvieaiisvmlvefieglduinsat $1uau 400 au ATelEEMaidennguetn
Tngl#38maidenngusnegaiuuianzas (Purposive Sampling) lngdnidanainngutinvieaiiieanguiogis
anzaufiagliuimsati fo dnvieafleasnlvefidumanyiondodlu 4 nduitudl ngammamuns vays
(Wnen) e waziBedlmi Amelduinisgshaaun npaummumiung e (vayd) gifin waziBedlul s

Y
2

4 fud JIdeneenisteyaniaseuaquIsniniinsuatuayukazu3ng i

(%

noUsvasdlaedngnyainguas
mqﬂizaqﬁmiﬁﬂmtﬂwé’ﬂ (Maxwell, 1996)
R RRRL)

[V Y
v a A

mdeessilntesdieNltlunaiusiusudoya l¥un wuuaounu (Questionnaire) Fslunssrusm
foyannnguinegns Insasrstuinmsfinudunitanudsde tonaisineg auvasuniuiusznoudas
ANl UULEBNAIMBY (Choice) wagiuulviaguuy (Rating scale) AviuanuginsiazLuinAuAnLiU
5 5pu leiuA anndlge 3nn Ununans e Yeetign leiusiunadeyaiefunaunmmsuinmsvegsiaath
(Parasuraman, Zeithaml and Berry, 1988) (1) A1utdugusssuuetuinig (Tangibles) (2) anudedeld
(Reliability) (3) n15MaUaUBIiognA1 (Responsiveness) (4) N15UsEAUAMAIN (Assurance) hag
(5) munandnla (Empathy)

nsms1adouAATesleldlunTide

1. NMsnAaauAIINAse (Validity) Tngas1auuuaaund 2Inn1sANILENaIs WUIAn Naui way
miAfeiiAendes ilevinismsnaeunnugniesaunsmuiienn (Content Validity) vasuuvasuniu
AUATOUARUVDITDAINIUAIUMNNEANTDIUTUINTRAININ AUTALIUVBINTHILALAIIUADAAS DS
sgninetemnny nedideinderniuvednuuasunulignsinaaidiui 3 vinu asvaeu lngldrdvil
ANEDAARDY (Index of Item Objective Congruence: 10C) “Uadmﬁ%’sﬁéfmmﬁmaauiiz‘m'w 0.67-1.00

2. NsNAADUAIINLTB (Reliability) Lilel¥imouuvuasuniuiiaudlensadu uaznoy
wuvasuanildmumusimnde Bnmaaeuanudediold Taethlunaaesld (Try-out) Aunguusensi
lailvnguioeing $1uru 30 Au TneArduUszavLoarusanseuua (Cronbach’s Alpha Coefficient) v

¥ o

oAU INATIMWUNTILAIUNY TA108581I9 0.75-0.85 Fainaudin15eauTunuITuded1:19m I3

&uUseans weavhannniwisewindu 0.70 Tuly (Srisathitnarakul, 2010)

mMaiusIuTIndoya

[

nmafiususwdeya dideldfudeyalaedniiunsmusdutunaudall
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TUN 1 v9AINUTINLBINEADURUVADUDY LAEIT80T U 8uaTUIITIBATLBEALAEIAY

[

Taguseasdveauuuasuain uazisnisiivdeyaunineuuuvasuaiuluseyana naenauinissu

A 1%

LUUADUNNNGUAUAIYAULDY

Ya v o

i 2 fAsethuuvaeuam nesragauaLysalulsarde warifusuiuwuuasuailiasumy
F1urudifesnts dmuiiwuuasunmalagnouuuuasuamyiliasunnde AegvinsiAuiiady deld
Toyansu 400 Yauas FIduthteyauuuasuaulUiaszvinnuisvnsatsseld

nsATIEtaya

Foyafinunalinnuuuaeunumdiainnimmsadeunugndes waranysaveIuUABUNILLEY
wwhnsassiadeyaliduiaauionun uagdniunisuszanana Tnsldlusunsudnsagunnsadn el
(1) mslinszideyamluvesinouuuuasuniu Tinszvinalasldadfdmssau Usznausmensuanuad
A11u8 (Frequency) A13esay (Percentage) Lﬁ@ﬁﬂlﬂﬁ@ﬂwqaﬂﬁuﬂﬂﬁaaLﬁm (2) NSATIERTEAU
AmuAniudonaANNTUINNITIARaTY TinTzsinalagldadfidanssaun Usznaudie Aade (Mean)
wavaIuldeauLIASgIL (Standard Deviation) kardnwazvesuuuas U dLLUULNS1dILUTEL AN
(Rating Scale) ¥09aLAsY (Likert, 1967) Wunvuideannaulaginssiuanufniu 5 syau laungianue
nslimzuun 5 seau 16uA annfign 1nn Yrunana dee euiign 1WuenuAaiuandiazuu (3) adadild
VAADUANNAFIU Ao afiALTI9YNIU (Inferential Statistics) Aa adif n1sldadalaiaund (Chi-Square)
lunrsneaeuanuludasesnsonuduiudssning 2 duds lnenisnageuanuludaszredusie
lpawaa$ (Chi-squared) wazan Cramer’s V dadumsinanuduvesnuduiusnisadd (Wichitwanna,

2022)

NaN1578

M19197 1 weinssuvesinvisaiieivlnglunmsiniagldusnisgsisaUilulssmnelne

wgAnssunsidanlduinisgsiaa 1Y Sowae

1. Inquszasanantuntsidanlduinmsaun

1) ierounansy uazaaeLA3en 169 42.30
2) WlevrgaiamssniLay fnwALa 105 26.30
3) WiethUnsnwilsn ussmenudulinvienueins 71 17.80
4) WioBundsTinansssuef 61";EJmium/Lﬁmmum%'/LLazﬂéusuaaagulwa 16 4.00
5) uitelamuntlin (@wnsiiteguam) 39 9.80
2. arudlunisidenldudnmsaurdenivlunmadunisiaadien
1) psy/m3u 215 53.80
2) ada/izd 139 34.80
3) ade/isy 30 7.50
4) 1nnnn 3 a3y 16 4.00
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A15199 1 (519)

nginssunsiianlduinisgsiaai U Souaz

3. anlga1elunsidusnisausanss

1) 111 1,000 U 216 54.00
2) 1,000 - 1,500 U 113 28.2
3) 1,501 - 2,000 U0 37 9.30
4) 2,001 - 2,500 UM 19 4.80
5) 2,501 - 3,000 UN 1 2.80
6) 3,001 - U TulY 4 1.00

4. Uszinnvasaurnvinuidanidusnis

1) WIn919N18 (Body Massage) 255 63.70
2) UL %39 auaagulws (Aroma steam/Herbal steam) 66 16.50
3) ansun3adar (Scrub) 52 13.00
4) 9371908 (Body Wrap) 13 3.30
5) 213t wiEevndaeth (Hydro Therapy) 10 2.50
6) Lnauundn (Nutrition Therapy) 4 1.00
5. pdsnnivinuldldusmsaUuga viufinnudesnsinzndusnldunsarsnuseols
1) nduanlden 321 80.30
2) lainduanldah 6 1.50
3) laule 73 18.30

6. nasanvinulalgusnisauInan vinulindnudasnisiiazuusiinuansevisely

1) vansia 316 79.00
2) lsuansie 6 1.50
3) laiwidla 78 19.50

9N9599 1 wamsiTewudn waAnssuvestinvieuiievnlnglunmsuiiagliuinmsgsfaauilu
Uszmalng wuin Tnquszasdndnlunisidenliuinisaln leounasuazaaioiadon Youay 42.30
Tneflanuilunisidenldusnisatn 1 adumsu lunsvieadlen Andudesas 53.80 flanldselunisly
Usmsalisiends snin 1,000 v Andudesas 54.00 Tnefiussamvesatriitnvieadisndenlduinis Ae

1IA919018 (Body Massage) Amtlusouay 63.70 uazndeanniilaldusnisauiuds feensagnduunld

USN15En Anduseuas 80.30 wasaidamaan1snazwuziitazuansds Anlusouay 79.00
1

Y Y
Y &

lngagunanisideainteyalivlmiuiinauineaiieilinruddglunisidenldusnisaliive

ANUNBURAELATAANELATEA AITUSAsAIuLNnsansUlLAY 1 A% Fas1mAvzidansiafilidunaniniin
Ae ldiAunilaiuuin uazgndrdnlngilelduimsavwdidesnisiazuuziivisvende feaunn

AMsusnsNRvesaUlne
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=] (% a @ ! Y a a
M15719% 2 seAvanuAaulunmsmssnunmnsiuInsvesgsivaululsemelng

AuARLiusaAMnWAIRUINS _ FTAU

- X S.D. -

L CASERDGITS AUAALAL

1. suanudugusssuveu3nis (Tangibles) 4.15 647 11N
2. puaruidedels (Reliability) 4.16 667 el

3. MMUNTROUANBIBNAT (Responsiveness) 4.21 718 Mﬂﬁqm
4. MuNsUTEAUAMAIN (Assurance) 4.11 702 11N
5. gnunsielald (Empathy) 4.14 694 110
394 4.15 647 N

9INA15°99 2 nusEAuANUAauresinvionistlunmswniisenmunnnsliuinisuedgsia
aunludssinealneg Tanedelpesiwegluszauun (X = 4.15) Wearsunduseiuiesnuaisusgeu

AnuAaiunuInlumtes nuidnvieuiieafianufaiusenunmnisliuinisvesssfaauludsene

A ¥ 1

Ing wniigade Aun1smeuaUDIsiagnAl (Responsiveness) didnadsagluseduiin (X = 4.21) s0saeu1

Aasuaiuiadels (Reliability) fanadvagluszauuin (X = 4.16) druanulugusssuvesuinig

a1

(Tangibles) fiAnadgegluszduuin (X = 4.15) §1unisielald (Empathy) fidadeeglussduuin

a

(X = 4.14) wagauidaadedosanfeniunisuseiununIn (Assurance) innadvagluseduuin

X =4.11)

4 o 14 14

Ingagunansideandeyaidliiuinquinvesiiedlianuddyiudunisneuauesiagnei

Fedorunisusnisadudug Adesdaugnimseuiion JUfduiusilndda nsyane nioudnszis

itz biungndldidusgrsifodunsmevausiia Juihligndniannudssiivlaluseiv

UINTGAFRBAUNITNOUALDIFBANAN

M19199 3 NMInedeUANNFUTUSIENITITeNgfinssuvesinvieunefuaunInnstiuInisgsvaUl

Tulszwealne
YadengAnssutinvieadien e Sig. Y%
1. Inguszasduanlumaidenlduinisan 361.742 .003* 475
2. audlunisidenldusmsaurdevsvlunisiiumsvieaiion 316.853 .000%* 541
3. algarglunislausnisaunensa 541.161 .000%* 520
4. Usznmwesalnfivinudenldusnis 535.626 .000%** 518
5. pdnivinulald U saUwEr viuilnnugosnisiay 221.605 .000%* 526

nausnlgusSnsTdnvseli
6. nasanAmulalgusnisauieas vinudanufeenisnag 379.554 .032% 439

wuziuansenselyl

NUBAA: * SEAUTiedIAYN9aia 0.05 , ** seautladAynneaiia 0.00
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v v o w aa

NAIT 3 KaNFIATIEiteyameata Chi-Square Uagen Cramer’s V isgutluddgmneata

<

7l# 0.05 nut Yafenginssuvesinvieadisadenmniwnisliuinsgsinaus s 6 fu Saonudusiusiy
waAnssunndeniduinisaun Weinrsuidusedu wuid woAnssusmuinguszasindnlunsdenld
uinsaUn mnudlunisidenldusnsatisensvlumsiiumavieadion Aldsnelunslivsnsatasens
Ussinnwesadnfidenlduinig warndsanniildldusnsatudaiimnudesnisiissnduanlduinse uay

AIN1sNazkuzilazvanme danuduiusiuegudivedAgn9ada

lngagunanisideandeyaili@liiuiingfnssunisiesiiealususingg saudeinguszasdnanlu
nsienuInsaul anudlunisidenusnisdensy Aldanglunisidenlddenss Ussinnvesaliiiben
Unvieaiigllinnuunsauinaznduiiiaganuadlanazuuziiuazvandeniuiiauduiusiununin

mMsbusnisaurludsenelng

anUseNa

1. ngAnssuvesneniervilneidunivissuitedlulssmalvenaziaslduinisgsfoal

1 o L3 £ A

drnlvaiinaUseasAnanvednisidenttusnisaull Ae Aean1siiianaunany wazAanusen Wnedanudlu

v 9

Y a

msiaentgusnisalsensulunisiiunivianien 1 asynsu nedanldanglunisidusnisauisensadl

ATUSN15A1AI7 1,000 U1 drudssianvesaunitnvisuiiedenlauinig dulvg A n1suinsienie

(Body Massage) hazudsarnfiunveuielaldusinisaliuda daudesnisnagndvanldusinisguas

S ' Y a

ABIN1TNITUBNFR TeapnAReeiUIUITe09 Duangchan and Khamkaen (2014) 1na1331 gnAnlleaie

' [
[

a <, < A Y9y a ) " & ¢ ~ a Y a a v ! &
YIMsuLiALnNg @ulm LGUWIGUUiﬂqi ﬁ?ﬂﬂ:ﬁ@}ﬂumﬂaﬂq NWQWﬂiiﬂJﬂ’ﬁiﬁj‘Uiﬂ'ﬁ UAINUNUDHNIN 1 ATIFDADU

a1

field9nelunislduinng 500-1,000 vnseads wardaonndosfuauiseves Khiaochuo et al. (2018)
find1n9 naugfldeyadluadumands fhdinsfnwsziuutyges veulduinmsunuulng $1uu
Rusendefiunldusnisadn 500-800 1w el s@enndesiuuiteves Wongphan and Wongmonta
(2022) tinvienitenfisaldusnmsaurdensvlunsfunmeieniieniidldselunisldusnisdendadiiu
1,000 UmanaAniiutesinvisaiierrlnefidsetadoiuganmmsliuinisvesssia allulssmelng
wuigreunuuasuaudulvgiinnuAniiuienuninnisiiuinmsvesssiaaun Tnenmsaueglussdiuunn
waziflefinnsandunedu wuidhvieadinnuAadiudenanmmsliuinmsvessiaaululszimelne
unfign Ao F1uNIIMUAUDIADgNAN (Responsiveness) 584a331 AadnuatuLTedels (Reliability)
Aruaudugusssuveauinis (Tangibles) Arunisienlald (Empathy) wagdtunisuseiunanin
(Assurance) s?iaﬁmmﬁ’]é’ayiammﬁﬂLﬁumaaﬂﬂviauﬁmLﬁ'mﬁuwﬁmm"lﬁmméﬂé’iyﬁuqﬂé"]LLazLﬁﬁﬂmﬁa
Anufissnsvesgndn, wiinsniliuinsegnsgniios ahianewinifisniugnésedu wagniinawenlaldse

anAlunsliuinig aenrassfiua1uITuved Techakana and Chongsitiiphol (2020) 9108131397 AN

Y

o

vosUmsaULieguamiinianisliegluseivaaraunmiisuinigiu uavdiaenndesiunuifeues

Limtaweesomkiat (2020) 11181731 Anmn1siiusnisaunisiontaldvesndnau duanulingda

'
[

AUNMINBUALDIUDINENIU UagauAnnmMEsTdudedld iBnSnasenisdndulalduinis Nail spa
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2. puduiudseninadadenginssuvesinvieaflsaiunaammsliuinmsvesgsiaauily Uszsea
Tng wudr Yadenginssuvesinvieaifieadenuninnisliuinisgsaaln w3 5§ feauduiusiy
wanssunsdentduinsauiey 5 s iefiansuniduses wuin waAnssusu Jnquszasdndnluns
Bonlduinsaur anudlunmsidenlivinsalidevivlumsifiunsienden aldarelunslivinsauise
p¥s Uszamvesatiiviudenlduinis weendsniviwldlduinsadudadaudesnsfiasnduanly
U3msen Sarwduiusiueglussdutiunans dufundminildlivinisauudafienudoamsfiaguusi
vensie ludutusiueglusyfuuiunans Tsaenadesiunuideves Sethi (2019) Ainanain amatamidly
AunuIMsluvesgnivsend Tuslesinen wud egluszduanniian 1éud sunisaeuausssiegnd
wazsunsiinuazauinle gnén dawsudiegluseduunn ldud dusnasgiumsuins suanudu

JUsTIHYRINMTUINIS uanugeialingdald uagdunishinuesiusdegnd

VDLEUDLLUY

1. Yarduanuzlun1siinaleiuly

1.1 ArsihdnwaznginssunslduinisalivesdnvisaiesnlnelusdazniianudAgy 1wy

£

o
[

audnguszasAraniunisiienuinisaln anudlunisidenuinisdensy alddnglunisidenldnanss
Useunnaosauriidon Unviawienianlnuus1sauiNaenauutkasaluaalanaseusulhazuand el

Auduiusuazaenndeiununmnsiiusnisalilulsemealne dsdungfnssumarifianudnduegng

ganguszneunisieniluldlunisimunagndnisnisnana Ingugnddlngiidnuasnginssunisly
vimsaurlugluuule wsesmmunzauiunqugnaiaulne wWeadenmninnisusnisielinseiu

ANUABDINTTVRINNYIBLAEIv 7 INe

U U ¥ 1

1.2 nquinviesfiealinnuddgiudunisnevausssegnan diolunisuinisaidudug 7

£

%4 a

Aosdauanmeeutien TUJduusnlnada n1sware vieudnsenimsuidymianeniilvuignala

< 1 a Y a

Juegredteidunisnevauein Jeiligndniaanudseivlaluseduinniiganedunisnevausse

1%
¥ v o ¥

andn fetu fuszneunisiafiarudnduiasimuidesennisiauiaauilunuuinis Up skill, Re skill

Y Y

Tiudwinouiliuimafeanudsmiguasiauntaluamsnuundedu dunisifalagnélvinduanld
Uimadlonduiieaiieadnadadunisademusinilfuigné

1.3 uunanmsduaiugsiaaurluusemelifienuudaundannstu Ussneude (1) duadu
nM3viedLflgauuURnTEEr817 (Long stay for health) (Wongphan, 2022) (2) nsduaiun1sadnadunig
vieufrnuiafaieaiivniudiesionivufiogunin (City town of Spa) (Wongphan, 2022) (3) Mdaay
nsiBenloadunisvionilen Sport and Spa (4) MsduaiunagnsnIsnaINn1sa3I99u Expo Spa Tungu
losieailondsguam (5) nsduaiuuazaduayunswauindndasayulnslnouaznisdaaiy

ANURRLvaIRalTnusssulnglrianulanwau
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2. Jarauanuzlunisideasesald
2.1 fnvwaridenisdugudnanadeadmnemsviesfisndsguainlunnsiussaudszinea
2.2 AnwinswaluduniadonleaamsaisdudioadvunevesUszmeling

2.3 ANINUITBNLIIUANNABINITNAIUNTVDATEWTIGUNNVBIINYIBATEIY1IANYA

nnAnssuUsENIA
unanuilasunuaduayulunisyinidenisldwunuasuaiisdneninwasimuntnidegulng

AuianIenseansn1sIdenaruinnssy Usstanyuideatvayuynainsnielulsednl 2564 voq
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