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Dear all delegates participating of the 4th International Students Conference on 

Academic Multidisciplinary 2024. In the era of globalization, spreading of modern knowledge 

and forms of education, the embracing of disruptive technology. The education has gone to 

online, onsite and on demand. Whilst, the quality of the country’s human capital production 

has to be kept in higher standard. The students’ international conference is vital to develop 

student competence on both knowledge and skills systematically. 

 

I would like to express my gratitude to co-organizers; the institution both internal and 

international institutions from Thailand, Russia, Czech Republic, Kazakhstan and Lebanon 

whose effort made the 3rd international students conference possible. And of course, I would 

like to thank all participants for joining the conference presentation for outstanding and 

interesting researches. I want to say that the College of Hospitality Industry Management; Suan 

Sunandha Rajabhat University- a leading Rajabhat University of the country- is very proud to 

be organizer of this marvelous conference for students.  

 

To all delegates participating, I wish you success, finding new friends and colleagues, 

developing and advancement your Scientifics thoughts and research for your future endeavor.  

 

 

Assoc. Prof. Dr. Chutikan Sriviboon 

President of Suan Sunandha Rajabhat University 

Bangkok Thailand    
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On behalf of Organizational Committee, I welcome you to the 4th International Students 

Conference on Academic Multi-Disciplinary 2024. Our conference enhances students an 

excellent opportunity to share their research experiences, practice their presentation skills in 

international environment with colleagues from various institutions on their subject interest. 

The ISCAMR 2024 has established on international basis. The peer-review process was 

conducted all submissions where total of 63 papers were accepted for presentation in the 

conference. Accepted papers were scheduled for presentation in 6 sections online. 

 

We would like to express our sincere gratitude to all reviewers, chairs, and various 

committee of ISCAMR 2024 for their precious time and expertise. Lastly, I would like to 

demonstrate our sincere appreciation to everyone involved in making the joint conference a 

success. Million thanks to go to the organizing committee, co-institutions, special welcome 

speaker, reviewers, and participants, and of course, to all professors, lecturers who advise 

students distributing valuable research. It is our great pleasure to have you with us at the 

ISCAMR 2024. I hope new ties will be made and existing ones renewed and strengthened. 

 

 

Asst. Prof. Dr. Anat Thapinta 

Dean of College of Hospitality Industry Management 

Suan Sunandha Rajabhat University 
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Dear colleagues and students, this is the first international students is a meaningful 

crystallization of initiatives collaboration among institutions towards practical cooperation in 

interdisciplinary studies. This would contribute to the participants strengthening in research, 

presentation skills, and augmented educational system internationally. 

 

The characteristic of the education in the era of disruptive change at the speed of light, 

which led us to learn and develop our new generation in diverse disciplines to meet and discuss 

the phenomena, and recommend solutions. We should teach our students to be able to explore 

deeper by discussing problems across different disciplines as much as possible, and thence, 

grasping more profound suggestions and solutions.   

 

The motivation of this conference is to encourage students get through individual 

expertise and point of view based on their discipline. As we gather from multiple fields of 

studies. I believe that we should be able expand the scope of our efforts and aim more 

challenging global contributions. I hope all participants of this conference will enjoy and get 

opportunities to enhance relationships of knowledge exchange.  

 

 

Assoc. Prof. Dr. Tatiana Podolskaya 
Head of International Economic Relationships Department, 

South Institute of Management, Russian Presidential Academy  

of National Economy and Public Administration 
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ETIQUETTE AND SPECIFICS OF PROFESSIONAL COMMUNICATION OF 
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ABSTRACT 

The article analyzes the peculiarities of communication between customs officials in 

the conditions of interaction in the service. The role of formal regulation in the formation of a 

system of business communications in customs authorities is determined. 

Keywords: official etiquette, ethics of business communication, business ethics, 

communications, customs authorities. 

 

INTRODUCTION 

The moral and ethical aspects of public service have a great influence on the level of 

development of the state and its institutions and crucially determine the goals and principles of 

public service. At the present stage, in the context of the rapid development of public relations 

and the reassessment of values, the issues of improving the public service system require 

special attention, taking into account the moral and ethical component. 

 A special place in the communication system in the staff of the customs authority is 

occupied by business communication, which is one of the most widespread types of 

communication. It is a component of a person's professional behavior, regardless of the scope 

of his activity.  

The professionalism of a customs officer is determined, among other things, by the level 

of development of communication skills, which include knowledge of generally accepted 

norms of communication and official ethics, sociability, the use of verbal and non-verbal 

methods and means of interaction, the ability to respond adequately in extreme, conflict 

situations and distinguish manipulative techniques. The specifics of the customs authorities' 

activities are due to the occurrence of daily difficulties, including in the field of 

communication. In this regard, new requirements are being formed for the work of customs 

authorities and the performance of their duties by officials.   

Office etiquette is a type of generally accepted etiquette, that is, declaratively 

established rules of social behavior in professional communication in a particular organization 

[5]. Usually, an organization sets special requirements for internal and external interaction, 

communication style and behavior during events, depending on the image of the company.  
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Office etiquette is aimed at building high-quality interaction between employees, 

thereby bringing them closer together, promoting mutual understanding and mutual respect. 

Office etiquette regulates communication between employees of different statuses, but at the 

same time preserves and maintains this "inequality", thereby ensuring subordination and 

discipline in the team.  

It is possible to identify the basic principles of official etiquette that must be observed:  

1. The principle of humanism; 

2. the principle of expediency of actions; 

3. The principle of aesthetic attractiveness of behavior. 

The basic rules of conduct that are mandatory for employees in the customs authorities, 

regardless of their position, are established by the Code of Ethics and Official Conduct of 

Officials of the Customs Authorities of the Russian Federation. Officials of the customs 

authorities of the Russian Federation are primarily obliged to be an example of law-abiding, 

discipline and diligence, to carry out their activities in accordance with the norms of 

international law, the legislation of the Russian Federation. Professionalism, competence, 

honesty, decency and impeccable reputation are the pillars on which the trust of society, 

citizens, and representatives of the business community in a customs official is based. In order 

to ensure a high level of performance of their official functions and to improve the quality of 

services provided, customs officials are obliged to be tactful, correct, attentive to citizens and 

participants in foreign economic activity, and ensure respect and protection of human and civil 

rights and freedoms by all their actions [6]. 

Special knowledge for high-quality interaction of specialists will not be enough, no less 

important are the specific mental properties of a customs officer, namely: developed intuition, 

the ability to anticipate events, anticipate their development, the ability to quickly respond to 

the manner of behavior of the interlocutor. General and specific requirements form the basis of 

the official etiquette of customs officials.  

The duties of customs officials, as representatives of the civil service, include the value 

division of the democratic ethics of modernity, which meets the principles of freedom, equality 

before the law, and respect for moral norms. 

The specificity of professional ethics lies in the synthesis of general and individual 

behavioral requirements formed by society. Thus, it is possible to identify the main moral 

categories on which the ethical principles of customs officials are based: politeness, tact, 

modesty, diligence, commitment, tolerance, endurance and others. 

Based on the specifics of the activities of customs authorities, it is possible to identify 

areas of professional communication of a customs officer: 

− communication of an employee with colleagues in the service team; 

− communication with persons involved in the commission of offenses; 

− communication with persons who assist in the prevention, detection and 

disclosure of crimes; 

− communication with persons who conceal information about a crime and come 

into conflict with customs officials 
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− communication with other persons. 

Communication with colleagues is the main direction of professional communication 

of a customs officer. In this regard, professional ethics is aimed at solving the following tasks:  

− establishment of the regulation of official communication in accordance with 

the position and status of employees, their official duties and rights, rules, orders 

and other regulatory legal acts; 

− separation of the moments of discussion of official, public and personal issues 

during work; 

− establishing personal boundaries, knowledge of personal characteristics and 

communication manners; 

− regulation of the receipt and transmission of information within the framework 

of professional activity. 

From the point of view of the psychology of interpersonal relations, the specifics of the 

official ethics of customs specialists are determined by the following criteria: 

− the complexity of communication, determined by official activities in various 

conflict and emergency situations; 

− features of establishing professional connections and contacts; 

− the intensity of professional activity, the need to resolve stressful situations. 

In accordance with the described specifics, the service ethics of customs specialists 

includes all the components of communication: 

− cooperation between each other (interactive side); 

− assessment and empathy (perceptual side); 

− information exchange (communication side). 

Thus, the main purpose of professional ethics is to coordinate and harmonize relations 

within the organization. The format of communication in the form of dialogue and cooperation 

is a distinctive feature of the professional ethics of customs specialists. Of course, individual 

cases of changing the format and style of communication are not excluded. That is why it is 

important to comply with the norms of professional ethics in order to achieve effective results 

of the work of the customs service. 
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ABSTRACT 

The article is devoted to the main problems of violation of the regime of observance of 

prohibitions and restrictions, verification of compliance with international treaties by 

participants in foreign economic activity by customs authorities. The article analyzes the 

regulatory framework that allows regulating the process of moving goods across the border, 

examines the statistics of the work of customs authorities, and suggests measures to improve 

the efficiency of customs officials in the field of regulation of prohibitions and restrictions. 

Keywords: prohibitions and restrictions, customs authorities, actions of customs officials, 

movement across the border, statistics, counteraction measures. 

 

INTRODUCTION  

The formation of the Eurasian Economic Union as an integration system has simplified 

many processes of customs control and building foreign trade relations between the countries. 

today, in the era of globalized trade interaction, the effectiveness of the activities of participants 
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in foreign economic activity will depend on the implementation of the following processes: 

ensuring favorable access to international markets and protecting the interests of these 

manufacturers. Therefore, the proposed trade restrictions are a legal regulator, restraining 

certain parties, allowing the world stage to maintain healthy competition, the safety of life and 

the environment of residents of states. The relevance of the topic also follows from the threat 

of penetration into world markets of dangerous substances such as nuclear weapons, narcotic 

drugs, and means of secretly obtaining information. Bans and restrictions within the framework 

of foreign trade activities are designed to act as measures to prevent such a category of goods 

from entering. 

 Prohibitions and restrictions are non–tariff regulation measures applied to goods 

transported across the customs border of the Union. The main objectives of the application of 

prohibitions and restrictions are: ensuring the protection of state security of those territories 

that are part of the customs territory and the safety of life and health of citizens, animals and 

the environment as a whole. Compliance with prohibitions and restrictions is regulated by the 

GATT, the EAEU Customs Code, the Convention[1].   

Control over compliance with regulatory and licensing documentation is within the 

competence of customs authorities. During the implementation of this competence, customs 

officials pay special attention: 

– checking the completeness of information about the declared goods; 

– control over the compliance of the declared information with the data provided during 

the declaration; confirmation of the established prohibitions and restrictions[2].  

The mechanism for monitoring compliance with prohibitions and restrictions is also 

regulated by regulatory sources. During the restructuring of the work of the customs authorities, 

the procedure for controlling the import and export of products has undergone certain changes.  

The Unified Automated Information System of Customs Authorities is actively used in the 

verification and control of permits in order to account for the number of goods licenses issued 

and generate license certificates. In this case, the actions of customs officials will be regulated 

by Federal Customs Service Order No. 1907 dated 12/18/2019 and the process will be more 

automated. Thus, when confirming compliance with non-tariff regulation measures in respect 

of licensed goods, the Technology ensures interaction between participants in foreign 

economic activity and customs authorities exclusively in electronic form within the framework 

of customs operations related to arrival/departure and customs declaration without setting a 

license for control. 

However, the share of export control falls on the product segment, in particular, military 

products. In relation to licensed military products, the need for registration has been 

established. The procedure for the actions of officials in this case will be regulated by the Order 

of the Federal Customs Service dated 12/29/2011 No. 2652, and its essence lies in the fact that 

after carrying out verification measures concerning the correctness of registration of the license 

(original license) and accompanying documentation, the license is assigned a registration 

number and information about it is entered in the registration log, a mark is made on the front 

side, certifying the establishment of a license for control, and is certified in accordance with 
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the established procedure – it is important that all ongoing actions related to the regulation of 

control over compliance with prohibitions and restrictions in this segment are carried out 

manually by customs officials[3]. 

To assess how effectively they cope with control in this activity, it is worth referring to 

the statistics. In 2023, the Federal Customs Service of Russia continued to ensure control over 

the safety of goods imported into the Russian Federation. Based on the nine months of work, 

the customs authorities have initiated a total of 116,305 cases of administrative offenses. As 

can be noted from the presented data, during the specified period there is an increase in the 

number of initiated cases related to the administrative offences. At the same time, the share of 

initiated cases related to violations in the field of non–compliance with prohibitions and 

restrictions is practically unchanged and amounts to about 9% of the total number, but varies 

proportionally to the total number - that is, with the increase in the number of initiated cases of 

administrative offences, the number of cases initiated by virtue of Article 16.3 of the 

Administrative Code of the Russian Federation increases, but the share of it remains in the 

same ratio – approximately 9% of the total number of cases[4].  

Currently, the Federal Customs Service pays great attention to improving customs 

administration. In the developing world, there are various ways of illegally crossing goods 

across the border[5]. The main problematic aspects of customs control in the field of regulation 

of prohibitions and restrictions can be identified disadvantages: The complexity of formalizing 

criteria for identifying controlled goods, a large number of controlled goods, the need to 

provide a large number of permits and other documents[6].  

In order to ensure the effective work of the customs authorities, it is proposed to carry 

out the following activities[7]: 

1. Introduction of uniform, formalized criteria (features) identified by connection to a 

Single automated information system of customs authorities.  

2. Implementation of interdepartmental information interaction at the stage of 

preliminary information.  

3. Building intelligent adaptive models for detecting the illegal movement of 

contraband goods.  

Thus, the implementation of these proposals will help to minimize the human factor of 

errors in monitoring compliance with prohibitions and restrictions, and will also contribute to 

the effective work of customs authorities.  
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ABSTRACT  

The article deals with studying of the translation of false friends of translator in a 

medical sphere in the field of "Translation and translation studies". The author describes the 

origin of the translator's false friends. The main types of the false friends of translator are 

described. The author considers the reasons for appearance of this linguistic phenomenon. The 

author gives recommendations for making adequate translation of the false friends of translator. 

In this study, an analytical research method is used. As a result of the research, the author 

identifies the main ways of interpreting the translator's false friends, which help to avoid 

mistakes in translating medical texts. 

Keywords: false friends of translator, types of false friends of translator, reasons of 

appearance, medicine, education. 

 

INTRODUCTION 

          Medical translation takes a specific place among other types of scientific and technical 

translation, because it deals directly with human health. For this reason the translator studies 

in university not only a foreign language, but also the special vocabulary of the source 

language. 
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Content of Writing 

           In linguistics, particular attention is paid to words that are graphically and phonetically 

similar in the source and target languages, but differ in meaning. These words were called as 

«false friends of a translator». The term appeared in 1928 in the work of French scientists M. 

Kessler and J. Derokingy. They also identified two types of false friends: 

1. Completely false friends of translator with similar spelling and different semantics. 

Cellulitis – not «целлюлит», but «флегмона»; complexion – цвет лица, never «комплекция» 

(body type); 

2. Partially false friends of translator with similar spelling and mostly with a general 

subject. Symptomatic – not only «симптоматический», but also «с клиническими 

проявлениями»; invalid – not only «инвалид», but also «больной», patient – not only 

«пациент», but also «терпеливый». 

         Soviet and Russian translator and teacher R.K. Minyar-Beloruchev added subtypes to the 

main classification according to the degree of similarity and difference of the expressed 

meanings of the words: 

1. Elementary literalisms. When they are translated, false connection is established between 

two words that are similar in spelling and pronunciation, but different in meaning. For 

example, insult (инсульт) – оскорбление; troop (труп) – войско; 

2. Semantic literalisms. When they are translated, a false sound connection is established, as 

a result of translation of the main meaning without considering the contextual meaning. For 

example, the word «egg» can be translated not only as «яйцо», but also «яйцеклетка»; the 

word «attack» can be translated in medical sphere as «приступ», but not only «атака»; 

3. Grammatical literalisms. When they are translated, a false connection is  

established between two words that are superficially similar to the other common words, but 

differ in meaning. For example, «phycisians» is translated as «врачи», but not as 

«физики» – physicists. 

The reasons for appearance of the false friends of translator 

The following reasons for the appearance of false friends of the translator are identified in 

translation studies: 

1. Independent development of languages. When a word in another language acquires an 

individual meaning. For example, the word «pain» means in English «боль» and 

«хлеб» in French;  

2. Parallel borrowing. When languages A and B borrow a word from language C, giving 

it different meanings. For Russian-English false friends, the common ancestor is, most 

often, Latin. For example, the Russian «ангина» comes from Latin «Angina tonsillitis» 

(ухудшение от воспаления миндалин), and the English «angina» (стенокардия), 

from Latin «angina pectoris» (удушение грудное); 

3. «False friends» may be the result of coincidences. For example, the word «hospital» is 

translated in Russian as «больница», and the word «госпиталь» means «военная 

больница»; 

4. Lack or divergence of realities. Divergences in the subject content of English and 

Russian «false friends of translator». An example of this phenomenon is the translation 
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of the word «stress» in Russian. In borrowing, only one meaning only one meaning of 

this word was used: «a state of increased nervous tension, overstrain». However, in 

English, the range of meanings of the original word is much wider: it can denote 

concepts such as «давление, ударение, интенсивность». 

How to avoid translation mistakes? 

1. Carefully read the text; 

2. Pay attention to the context; 

3. Determine the style and genre of the text; 

4. Use both regular and special dictionaries to translate a doubtful words; 

5. Determine grammatical and syntactical relations between sentence members; 

6. Remember common examples of the false translator friends. 

The main ways of translation of false friends of translator  

In studying the interpretation of the translator's false friends, the main ways of 

translation are distinguished: 

1. Equivalent translation. In some cases, a similar word or expression in native 

language that has close meaning to a false friend can be used. This helps to convey 

the idea and context without misleading the reader. For example, the word 

«agitation» is translated in the medical sphere as «возбуждение». 

2. Descriptive translation. The term «domino» means an organ transplant operation, 

during which patient A is transplanted with a new heart and lungs from a donor, 

who has got a brain hemorrhage and patient B is transplanted with the old heart of 

patient A. 

 

CONCLUSOIN 

          Translation of medical texts is one of the most responsible types of translation. The 

interpreter has no right to make mistakes. Universities train qualified specialists who are able 

to make an adequate translation. Studying the problem of interpreting a translator's false friends 

can solve a number of practical difficulties that the interpreter faces in his work. 
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ABSTRACT.  

Algeria's late Ottoman era in its foreign trade was a dynamic movement with periods 

of recession In periods of recovery, they exported their varied grain commodities, greens, tigers 

and waves. leather, animal, coral, artisan product by road through commercial convoys and 

pilgrimage convoys to Africa from north to south towards Sudan And from the west to the east, 

towards Hejaz, the most distinguished of which, is the sea route, through its ports from east to 

west towards Europe, Especially with France and Britain, most notably the port of Algeria, 

Oran and Annaba. 

In periods of decline, production is reduced and directed to domestic consumption, 

thereby reducing goods destined for export and imports were luxuries, commodities in 

manufacturing food and other products, mostly from Europe versus its maritime security in the 

late Ottoman era, Algeria abandoned an important part of its trade by virtue of concessions in 

favour of foreign companies, This led to its trade budget deficit, and through this article we 

tried to shed light on the nature of these foreign trade exchanges. 

Keywords: Foreign trade, Ayala Algeria, Exports and imports, Goods & Products. 

 

The foreign trade of the Algerian eyalet played an important role in the Mediterranean 

basin.  With its navy, Algeria was a force to be reckoned with and could control the major 

transport routes for wealth and goods.  European countries had to enlist their support in order 

to obtain security guarantees and establish trade relations.  European traders became close to 

Algeria through treaties of peace and friendship and the obligation to pay tribute.  It should be 

noted that the strategic location of Algeria, the diversity of its climate, topography, soil fertility 

and abundance of water influenced the variety and abundance of products. 

The economic structure of Algeria in the late Ottoman era led to an active movement 

and a variety of production. This had a positive impact on the export and import process. 

Algerian resources and products were in demand, especially in European markets through ports 

and merchant ships. Thus, the amount of revenue increased, in addition to taxes paid by 

European countries in the form of products, equipment and gifts. 

But Algeria's foreign trade was in decline at the beginning of the 19th century due to 

the expansion of economic privileges and the monopoly of foreign companies on foreign trade, 

on the one hand, and strained relations with European countries, on the other hand. We ask the 

following questions: What is the nature of Algeria's foreign trade exchanges during the late 

Ottoman era, what are the most important exported goods as well as imported goods, and what 

characterized. 

Export-oriented products. 
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The diversity of climate, topography, soil fertility and abundance of water contributed 

to the diversity of crops, Haidu said. There are countless gardens and vineyards planted with 

orange trees, olive trees and flowers of all kinds. And there is albumin water in the taps, which 

flows in all directions in great abundance [1, p. 136]. Flakes are mentioned among the most 

important agricultural products intended for export during this period. The cultivation of 

various types of cereals, especially wheat and barley, was the basis of the livelihood of the 

population, and therefore it was widespread on the coastal plains, in the interior and on the 

upper plateaus. Depending on the circumstances, each region specialized in growing a certain 

type of crops.  

In fertile areas with an abundance of water, as well as in inland and mountainous areas, 

herbs and various vegetables grew, including onions, garlic, carrots, turnips, peas, cucumbers, 

lettuce, potatoes, eggplants, casseroles, basbu, mint, celery, peanuts and tobacco [8, p. 518]. 

Import of Algeria. 

The statistics provided in the references regarding imports are few, since Saadallah 

mentioned them superficially, in the form of luxury goods such as furniture, chandeliers, silk 

and wool fabrics, clothing and what is used in local industry [57, p. 126]. 

Shipbuilding industry goods such as iron, wood, military ammunition, gunpowder, 

steel, cannons, various weapons and sometimes even ships – these goods were imported from 

Northern European countries such as Great Britain, Sweden, the Netherlands, in addition to the 

United States of America in exchange for their safety [58, p. 305]. Among the most important 

imported consumables, coffee, sugar, cheese, honey, hazelnuts, dried fruits, castile, soap and 

paper plunger should be recalled [59, p. 127]. In general, the import classification was divided 

into three categories as follows. 

Raw materials such as iron and lead, which cost the equivalent of 185 French francs 

over ten years, and industrial materials such as fabrics, linen, jewelry, haberdashery and paper, 

which cost 61,500 francs over ten years. 

Food products such as spices, coffee and sugar intended for daily consumption were 

imported from the East for only 3,285 francs, which is equivalent to 15 tons of Siberian wheat 

[60, p. 102]. 

It follows from these figures that the percentage of imports from Europe was small 

compared to what Algeria exported, and local traders preferred to go to neighboring countries 

to buy what they needed from European and other materials or resell them in African countries 

south of the desert [61, p. 103]. Import of Algeria. 

The statistics provided in the references regarding imports are few, since Saadallah 

mentioned them superficially, in the form of luxury goods such as furniture, chandeliers, silk 

and wool fabrics, clothing and what is used in local industry [57, p. 126]. 

Shipbuilding industry goods such as iron, wood, military ammunition, gunpowder, 

steel, cannons, various weapons and sometimes even ships – these goods were imported from 

Northern European countries such as Great Britain, Sweden, the Netherlands, in addition to the 

United States of America in exchange for their safety [58, p. 305]. Among the most important 

imported consumables, coffee, sugar, cheese, honey, hazelnuts, dried fruits, castile, soap and 
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paper plunger should be recalled [59, p. 127]. In general, the import classification was divided 

into three categories as follows. 

Raw materials such as iron and lead, which cost the equivalent of 185 French francs 

over ten years, and industrial materials such as fabrics, linen, jewelry, haberdashery and paper, 

which cost 61,500 francs over ten years. 

Food products such as spices, coffee and sugar intended for daily consumption were 

imported from the East for only 3,285 francs, which is equivalent to 15 tons of Siberian wheat 

[60, p. 102]. 

It follows from these figures that the percentage of imports from Europe was small 

compared to what Algeria exported, and local traders preferred to go to neighboring countries 

to buy what they needed from European and other materials or resell them in African countries 

south of the desert [61, p. 103]. As for the land convoys, they played a key role in providing 

the Algerian people with the goods of various origins and types that came from the South. The 

caravans moved from north to south, guarded by both Tuareg and Hnafa tribes. The most 

important materials imported from Africa were slaves, ostrich feathers, wild cow skins, ivory, 

incense, medicinal herbs [62, p. 241]. 

Conclusion. 

The nature of Algeria's foreign trade in the late Ottoman era was based on several 

constant and changing foundations, such as the power of the navy, an important strategic 

location, a variety of climate, terrain and abundance of raw materials, a variety of agricultural, 

livestock and industrial industries, as well as the desire of European countries to get closer to 

Algeria. 

It should also be noted the significant reduction in foreign trade and the large deficit in 

its trade balance caused by the privileges granted to European countries in Algeria by the 

Ottoman Empire, the monopoly of foreign companies on the wealth and resources of the 

country and its depletion, increased competition and strained international relations. Jewish 

traders contributed to the deterioration of economic conditions and were behind all the strained 

relations between Algeria and European countries [80, p. 117]. 

As for the income from foreign trade, it was spent on luxury, the purchase of posts and 

the payment of salaries to soldiers, rather than on investment or development, and thus 

revenues decreased, so the state resorted to increasing the amount of taxes from the population 

and customs duties from merchants to compensate for the deficit that led to the crisis in the 

internal situation of the country. 

. Denmark imported masts and ropes, gunpowder and wood, and exported the main 

materials presented in the table to Denmark [77, p. 249]: 
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ABSTRACT 

The article describes the problem of illegal movement of people across the border. This 

problem is relevant because it is often not possible to detect and protect victims of human 

trafficking, as well as to provide them with justice. Even more worryingly, a review of human 

trafficking cases reviewed in this article showed that most victims escape on their own – instead 

of being pre-identified, they escaped exploitation by turning up on their own. Deprived of 

opportunities, social protection and other support, women, children and men in all corners of 

the world are at the mercy of traffickers. This article discusses the concept of human trafficking, 

as well as its forms and methods of combating it. 

Keywords: human trafficking, smuggling, economic inequality, forced labour, exploitation of 

children, victim, fishing and haunting strategies.  
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INTRODUCTION 

Each day, people are tricked, coerced, or forced into exploitative situations that they 

cannot refuse or leave. Each day, we buy the products or use the services they have been forced 

to make or offer without realising the hidden human cost. 

An estimated 50 million people were living in modern slavery on any given day in 2021, 

an increase of 10 million people since 2016.The countries estimated to have the highest 

prevalence of modern slavery 

Modern slavery includes forced labour, forced or servile marriage, debt bondage, forced 

commercial sexual exploitation, human trafficking, slavery-like practices, and the sale and 

exploitation of children. In all its forms, it is the removal of a person’s freedom — their freedom 

to accept or refuse a job, their freedom to leave one employer for another, or their freedom to 

decide if, when, and whom to marry — in order to exploit them for personal or financial gain. 

An important moment in the development of the regulatory framework was the adoption 

in 2000 of the Protocol on the Prevention, Suppression and Punishment of Trafficking in 

Persons, Especially Women and Children, supplementing the United Nations Convention 

against Transnational Organized Crime.It contained the first definition of human trafficking 

established by the international community. 

 Trafficking in personsshall mean the recruitment, transportation, transfer, harbouring 

or receipt of persons, by means of the threat or use of force or other forms of coercion, of 

abduction, of fraud, of deception, of the abuse of power or of a position of vulnerability or of 

the giving or receiving of payments or benefits to achieve the consent of a person having control 

over another person, for the purpose of exploitation. Exploitation shall include, at a minimum, 

the exploitation of the prostitution of others or other forms of sexual exploitation, forced labour 

or services, slavery or practices similar to slavery, servitude or the removal of organs. 

Based on this definition, human trafficking as a socio-economic phenomenon has the 

following distinctive features:  

• inherent criminal character, 

• carried out through force, 

• the assumption of the victim's agreement in the application of the above forms 

of influence, 

•  the main goal is to make a profit, 

• transnational in nature and committed with the participation of an organized 

criminal group. 

Despite all the immorality of this type of activity, human trafficking have many very 

diverse forms. They can be classified according to the following criteria: 

Table 1Forms of human trafficking and their criterias 

Criteria Forms 

By purpose -for the purpose of sexual exploitation; 

-for the purpose of exploitation of slave labor; 
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-for the purpose of performing reproductive functions and 

organ transplantation; 

- marriage and adoption. 

By the object 

of influence 

-women; 

-men; 

-children trafficking. 

By the 

presence of 

agreement 

-forced; 

-willful. 

By the 

method of 

involvement 

-haunting strategies; 

-fishing strategies. 

By scale -country; 

-regional; 

-global. 

 

This classification is not exhaustive, since the variety of forms and prosperity of this 

type of criminal activity allows us to identify other criteria and forms. This may include special 

cases of human trafficking for use in armedformations or use of soldiers and prisoners for 

forced labor. 

After analyzing many facts and materials we can identify reasons why people become 

objects of human trafficking: 

1.Economic inequality between developed, developing and least developed 

countries. By itself, it forces people to leave the least developed economic areas in search of 

income. People from such countries often find themselves trapped in this type of criminal 

activity. 

2. Globalization in economic and migration processes. Мigration of labor resources 

in the context of globalization has inevitably led to the involvement of this labor force in the 

slave trade. 

3. Weak governance and corruption. The countries with the lowest prevalence of 

modern slavery are those with strong governance and strong government responses to modern 

slavery.Assessing the national efforts to end modern slavery in 176 countries, the Walk free 

organization identified the most responsible countries. Among them are the United Kingdom, 

Australia, the Netherlands, Portugal and the USA. 

4. Civil instability. War and conflict offer hunting grounds for traffickers. At the same 

time, most of the conflicts today take place in Africa and the Middle East. As a result, most of 

the victims of conflicts originate from countries in Africa and the Middle East and are trafficked 

to them. 

5. High profitability of this type of criminal business. Experts have calculated that 

the total annual profit of traffickers around the world is $ 150 billion, 99 billion - profit from 

sexual exploitation and 51 billion - from labor. The report also estimates the annual profit from 
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each victim of trafficking: $21,800 in forced prostitution and $4,800 in industries such as 

construction, manufacturing, mining and household work 

6. Climate change. In 2021, 23.7 million people were internally displaced as a result 

of natural disasters caused by weather conditions, while many others crossed borders to escape 

climate-induced poverty.It also creates additional conditions for traffickers to enslave people. 

In this way those fleeing conflict, natural disasters, or repression of their rights, or are 

seeking to migrate for work, are particularly vulnerable to exploitation, with more people 

migrating now than at any other point in the last five decades. 

Remarkably, in 2020, for the first time, the number of victims detected globally 

decreased. Firstly,this change is the result of the Covid-19 pandemic: fewer opportunities for 

traffickers to operate due to Covid-19 preventive restrictions. But the researchers note others 

rather disappointing factors. There are lower institutional capacity to detect victims and some 

trafficking forms moving to more hidden and less likely to be detected locations among them. 

AccordingtoWalkFreeOrganization, 45,8million people worldwide are in modern 

slavery.The rating of the most prevalent is shown below. 

 

Table 2Countries where modern slavery is the most prevalent 

Country Rank The number of people per 

1000 people of the 

population 

Totalnumber of people 

North Korea 1 104,6 2,696,000 

Eritrea 2 90,3 320,000 

Mauritania 3 32,0 149,000 

Saudi Arabia 4 21,3 740,000 

Turkey 5 15,6 1,320,000 

Tajikistan 6 14,0 133,000 

United Arab Emirates 7 13,4 132,000 

Russia 8 13,0 1,899,000 

 

According to the Walk free organization, Russia is ranked 8th in the slavery index. This 

is explained by local conflicts and weak governance.So, during the 2018 World Cup, numerous 

Nigerian citizens were able to enter Russia using a fan passport. Many men, as it turned out 

later, purchased a  "business tour" in their homeland for employment, and then remained 

wandering, having neither housing, nor funds, nor return tickets. Hundreds of similar cases 

were recorded in Moscow and caused a public outcry, after which the victims were sent to their 

homeland. Another category of "migrants" from Nigeria who arrived during the championship 

are women who disappeared immediately after arrival.So, we understand that no country is 

immune from this socio-economic phenomenon.Human trafficking is widespread all over the 

world, which creates the need to combine the efforts of governmental and intergovernmental 

organizations to combat this type of criminal activity. 
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CONCLUSION 

In order to prevent trafficking in persons, Governments need to combat poverty, 

underdevelopment and lack of equal opportunities, as well as raise awareness. 

Based on the material analyzed by us, it follows that these measures are insufficient, 

and human trafficking does not slow down its pace. In our opinion, in order to really confront 

this acute socio-economic problem, countries, governments and authorized agencies need to 

unite and apply comprehensive collective measures at the global level. 
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ABSTRACT 

There is competitive between LCCs to maintain customer satisfaction. This study aims 

to investigate university students in Nakhonpathom Area satisfaction toward Thai AirAsia in-

flight services. Quantitative design was adopted, the data was collected using questionnaires. 

The sample of this study includes 25 students from the course of Airline Business at a university 

in NakhonPathom, Thailand. Most of the sample is female undergraduates aged from 20-25 

years old and above and use Thai AirAsia less than 2 times a year, most often during holidays. 

The research offers a detailed analysis of Thai AirAsia's in-flight services, gauging university 

students' satisfaction levels. The results suggest an overall satisfaction rating of 4.09 among 

the students, with flight attendant interactions notably appreciated. However, it indicates that 

flight food and beverage prices, comparatively higher than ground prices, might impact airlines' 

popularity and suggests an avenue for potential improvement. In further research, the number 

of respondents should be increased, and some other services considered that might gain 

different data. 

 

INTRODUCTION 

 The aviation sector in Thailand has recently grown to be one of the most significant 

sectors in the country's economic development, particularly in the tourism sector.  It mainly 

consists of Low-cost carrier (LCC), full-service carriers (FSC), and regional airlines (Wittawat, 

2016). 

 Air Asia is the largest budget airline in Southeast Asia which is operated in Malaysia. 

Over the next years, Air Asia made practical and effective use of the advantages of the hub and 

spoke model by operating numerous hubs within ASEAN region (Achinto, 2014). In February 

2004, Thai AirAsia was lunched. Thai AirAsia is a company controlled by a holding company 

of Thailand’s Asia Aviation and Malaysian low- cost airline AirAsia.  Nowadays, after Thai 

Airways International, Thai AirAsia is the second largest Thai Airline 

(DomesticFlightsThailand, 2023). 

 Since 2002, other budget carriers joined the market after Thailand’s aviation industry 

was opened. Hence, there are many LCCs in Thailand nowadays. So, there is a competitive 

between LCCs itself to maintain customer satisfaction. The low-cost carriers have made the 

market more difficult and competitive, every airline set goals to raise customer happiness by 

enhancing service quality. Also, Thai AirAsia need to raise the customer satisfaction level and 

overcome other competitors, not by decreasing ticket price, but by improving high-quality 

services (Wittawat, 2016). 

 Airline customer satisfaction is affected by many factors. And the type of customer 

satisfaction is no different from the satisfaction of any other business at its foundation. 

Satisfaction is very important for business, and it makes sure that while having this satisfaction 

business can grow and survive.  

 Therefore, this research focuses on the study of customer satisfaction on Thai AirAsia 

in-flight services. This study's findings will enable researchers to comprehend and pinpoint 

general elements of customer satisfaction with Thai AirAsia's in-flight services. Additionally, 

it will result in changes to service quality, monitoring, and development to reach the greatest 
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possible level of customer satisfaction and to sustainably compete with other airline companies 

during this difficult period (Wittawat, 2016). 

Research Aim and Questions 

This study aims to investigate university students in Nakhonpathom Area satisfaction 

toward Thai AirAsia in-flight services. The questions are: 

1. What is that overall satisfaction level of Thai AirAsia in-flight service among 

university students  

2. Which aspect of Thai AirAsia in-flight service that they are most satisfied with?  

3. What could be the effective strategies for Thai AirAsia to improve their inflight 

services to enhance the customer satisfaction? 

 

LITERATURE REVIEW AND THEORY 

Low-Cost Carrier (LCC) 

 An airline that sets itself apart from the competition by charging less for tickets is 

known as a low-cost carrier (LCC) (Civil Aviation Authority, 2006). Using various tactics like 

fuel efficiency, cautious revenue management, and yield management, LCCs are able to lower 

their ticket prices below those of their rivals. In order to attain higher load factors and/or 

specified earning targets, revenue management and yield management strategies use ticket 

pricing. Additionally, typical LCCs cut back on or completely do away with staffed check-in 

areas as well as business or premium lounges in order to lower operational costs (Civil Aviation 

Authority, 2006). 

 The low-cost carrier (LCC) business model has proven to be a formidable rival to the 

traditional full-service model. In Asia, where the cost difference between full-service carriers 

(FSCs) and LCCs runs from 60% to 70%, the LCC category has developed rapidly (Smyth & 

Pearce, 2006). AirAsia and Indonesia's Lion Air are now the largest LCCs operating in 

Southeast Asia (Bland, 2014). Because of expanding middle classes and a dense population 

with limited land transportation options, economic conditions in Southeast Asian emerging 

countries such as Indonesia, Malaysia, and Thailand are considered suitable for the 

establishment of LCCs (Bland, 2014). Thailand, along with the Philippines, is regarded as one 

of the most welcoming countries for LCC operations and is expected to be a significant market 

for LCCs (Teng & Perry, 2013). 

In-flight Services 

 Airline in-flight services refer to the range of services, offerings, and assistance 

provided to passengers while they are aboard an aircraft during a flight. These services are 

designed to enhance the overall travel experience, ensure passenger comfort, and meet various 

needs and preferences. In-flight service is a key distinction for many airlines and can influence 

a customer's decision to fly with one airline over another. 

In addition, in-flight service in low-cost carriers is different from full-service carriers 

in terms of charging for meals, snacks, and beverages, no in-flight entertainment systems, no 

Wi-Fi service onboard, and so on.   
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Customer satisfaction 

 Customer satisfaction is a determination of whether a feature of a good or service—or 

the good or service itself—offers a pleasurable level of consumption-related fulfilment, 

including the degree of under or over fulfilment (Zhicheng, 2012). 

 Customer satisfaction is regarded as an essential research issue by both practitioners 

and academics. From a managerial standpoint, customer satisfaction is the primary source of 

future revenue and is viewed as the most important aspect in gaining market share. Customer 

satisfaction has been a popular academic topic since the early 1960s, as seen by the continual 

expansion of literature on the subject. Since the introduction of contentment as a topic of 

research, a significant number of studies have focused on this notion. This is because it is 

regarded as the key to corporate success in today's competitive environment (Zhicheng, 2012). 

Service quality 

 For a business to succeed and get a competitive edge, service quality has been identified 

as a crucial aspect (Ennew, Reed, & Binks, 1993; Zeithaml, Berry, & Parasuraman, 1996). It 

is especially strongly related to corporate profitability through recurring client and market share 

growth (Morash & Ozment, 1994). Due to its significant effects, it has attracted a lot of interest 

in the literature on service marketing and is frequently discussed by numerous scholars 

(Martnez Caro & Martnez Garca, 2007; Wu & Ko, 2013). Furthermore, it is commonly 

acknowledged that service quality is a major factor in determining customer loyalty and 

satisfaction (e.g., Alexandris, Dimitriadis, & Markata, 2002; Boulding, Karla, Staelin, & 

Zeithaml, 1993; Parasuraman, Zeithaml, & Berry, 1994).    It has long been known that an 

increase in service quality results in an increase in customer happiness, and that customer 

loyalty is a direct result of customer satisfaction (Heskett, Jones, Loveman, & Earl Sasser, 

1994). In the context of airlines, this association has also received empirical support from a 

number of scholars (An & Noh, 2009; Chang & Yeh, 2002; Subha & Archana, 2012; 

Ostrowski, O'Brien, & Gordon, 1993). 

 

METHODOLOGY 

 This study will employ a quantitative research design, utilizing surveys to collect data 

from the students at the university in NakhonPathom, Thailand. A sample of 25 students from 

the course of Airline Business will be selected using probability sampling techniques. The 

questionnaire will measure passengers’ satisfaction with in-flight services. 

 

RESULTS 

 The results of customer satisfaction using Thai AirAsia’s in-flight services divided into 

two parts: (1) general information and (2) satisfaction level. The data are presented using 

descriptive statistics. 
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1. General Information 

Table 1. Percentage Distribution 

Profile Factors Particulars 
No. of 

respondents 
Percentage 

Gender Male 6 24 

 Female 18 72 

 Prefer not to answer 1 4 

Age Under 20 years 4 16 

 20-25 years 21 84 

 Above 25 years 0 0 

Level of education Bachelor Degree 22 88 

 Master Degree 3 12 

 Above Master Degree 0 0 

Flying frequency Less than 2 times a year 18 72 

 2-4 times a year 4 16 

 More than 4 times a year 3 12 

Purpose of travel Holiday 11 44 

 Family and friend visit 10 40 

 Others 4 16 

From table 1, Thai AirAsia’s in-flight services passengers were 6 males which 

accounted for 24% of the respondents and 18 females which accounted for 72% of the 

respondents. The ages of respondents were grouped into three categories as displayed in Table 

1. For Thai AirAsia passengers, the majority of respondents, 21 (84%), were aged 20-25 years 

old, followed by 4 respondents (16%), who were aged under 20 years old. Those respondents 

whose ages were above 25 years old made up 0 respondents. The majority of respondents of 

Thai AirAsia passengers are 22 taking bachelor’s degree which accounted for 88%, 3 

respondents (12%) are taking masters degree, and none of them are taking above masters 

degree. For the flying frequency, 18 respondents (72%) flies less than 2 times a year which is 

the majority, 4 of the respondents (16%) flies 2-4 times a year, 3 respondents (12%) flies more 

than 4 times a year. As for Thai AirAsia, the majority of respondents, which were 11, or 40% 

travelled for holiday, 10 respondents (40%) travelled for family and friend visit, 4 respondents 

were going for others which accounted for 16%. 
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2. Satisfaction of customers 

Table 2. Number of respondents and average performance 

In-Flight Services Mean 

Food & Beverage  

6. I am satisfied with the price of the food 3.72 

7. I am satisfied with the price of the beverage 3.72 

8. I am satisfied with choices of foods and beverages  4 

9. I am satisfied with the quality of the food 4.12 

10. I am satisfied with the quality of the beverage 3.88 

11. I am satisfied with the taste of the food 3.96 

12. I am satisfied with the taste of the beverage 4.08 

Average of food & beverage 3.92 

 

Seat  

13. I am satisfied with the comfort of the seat 4 

14. I am satisfied with the recline function of the seat 4.08 

15. I am satisfied with the adequate legroom of the 

seat 

4.08 

16. I am satisfied with the cushioning of the seat 3.92 

Average of seat 4.02 

 

Flight Attendant   

17. I am satisfied with the politeness of flight 

attendants 

4.36 

18. I am satisfied with the attentiveness of flight 

attendants 

4.36 

19. I am satisfied with the service of flight attendants 4.32 

Average of flight attendant 4.34 

 

Other services  

20. I am satisfied with disability service  4.28 

21. I am satisfied with the variety of duty-free on 

board 

4.12 

22. I am satisfied with the method of payment for 

food, beverage, and duty-free item 

4.04 

23. I am satisfied with the content of the magazine 3.88 

24. I am satisfied with the cleanliness of the lavatory 4.16 

Average of other services 4.09 

Average of customer satisfaction 4.05 
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From table 2, Passengers Satisfaction with in-flight service, I am satisfied with the price 

of the food which accounted for 3.72% of the respondents, I am satisfied with the price of the 

beverage which accounted for 3.72% of the respondents, I am satisfied with choices of foods 

and beverages which accounted for 4% of the respondents, I am satisfied with the quality of 

the food which accounted for 4.12% of the respondents, I am satisfied with the quality of the 

beverage which accounted for 3.88% of the respondents, I am satisfied with the taste of the 

food 3.96% of the respondents, I am satisfied with the taste of the beverage which accounted 

for 4.08% of the respondents, Overall  Average of food & beverage 3.92%.  

Passengers ‘satisfied with the seats, I am satisfied with the comfort of the seat which 

accounted for 4% of the respondents, I am satisfied with the recline function of the seat which 

accounted for 4.08% of the respondents, I am satisfied with the adequate legroom of the seat 

which accounted for 4.08% of the respondents, I am satisfied with the cushioning of the seat 

which accounted for 3.92% of the respondents, Overall Average of the seat 4.02%.  

Passengers’ satisfaction with Flight attendant, I am satisfied with the politeness of flight 

attendants which accounted for 4.36% of the respondents, I am satisfied with the attentiveness 

of flight attendants which accounted for 4.36% of the respondents, I am satisfied with the 

service of flight attendants which accounted for 4.32% of the respondents, Overall Average of 

flight attendant 4.34%. 

Passengers ‘satisfied with other service, I am satisfied with disability service which 

accounted for 4.28% of the respondents, I am satisfied with the variety of duty-free on board 

which accounted for 4.12% of the respondents, I am satisfied with the method of payment for 

food, beverage, and duty-free item which accounted for 4.04% of the respondents, I am 

satisfied with the content of the magazine which accounted for 3.88% of the respondents, I am 

satisfied with the cleanliness of the lavatory which accounted for 4.16% of the respondents, 

Overall Average of other services 4.09% and Average of customer satisfaction 4.05%. 

 

CONCLUSION 

From an examination of the satisfaction of university students in the Nakhon Pathom 

area with Thai AirAsia's in-flight services, the majority were female undergraduates aged from 

20-25 years old and above and use Thai AirAsia less than 2 times a year, most often during 

holidays. The research offers a detailed analysis of Thai AirAsia's in-flight services, gauging 

university students' satisfaction levels in the Nakhon Pathom area, delivering valuable insights 

into the aviation industry's competitive landscape. It discerns varying satisfaction levels across 

service components, highlighting areas for potential enhancement, and emphasizes the pivotal 

role of low-cost carrier (LCC) models like AirAsia in shaping consumer preferences in 

Southeast Asia. The findings underscore the need to align in-flight services with the 

preferences of university students, suggesting continuous quality improvements to bolster 

customer satisfaction and loyalty. The research presents an overall satisfaction rating of 4.09 

among surveyed students, with flight attendant interactions notably appreciated. However, it 

indicates that flight food and beverage prices, comparatively higher than ground prices, might 

impact airlines' popularity and suggests an avenue for potential improvement. 

 



ISCAMR 2024 

 

 

24 

 

 

DISCUSSION AND RECOMMENDATION 

Due to the limited time, the number of respondents was also limited to 25 passengers. 

Moreover, this study was conducted on only Thai AirAsia in-flight services. In further research, 

the number of respondents should be increased, and some other services considered that might 

gain different data. Therefore, the results will be more reliable and raise the degree of 

generalizability. A future study should compare the satisfaction level with other airlines in 

Thailand so that the result will be more advantageous for the airline companies. In addition, 

the survey questionnaire should be developed to cover more aspects. Besides, other efficient 

methods may be used to gain more useful or detailed information such as in-depth interviews. 
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ABSTRACT 

The qualitative research study delves into the attitudes of airline students towards Thai 

AirAsia's Marketing Mix. Utilizing semi-structured interviews with a sample of 3 third-year 

Airlines business students at an Suan Sunandha Rajabhat university in Nakhon Pathom 

Province interview by face to face. the research employs a non-probability sampling technique 

for in-depth exploration. The findings highlight a predominantly positive attitude towards 
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AirAsia, emphasizing its helpful and budget-friendly nature, as well as its low-cost approach 

that attracts passengers. The dynamic cabin crew and the airline's positive contribution to the 

aviation sector in Asia are noted. Accessibility, particularly the affordability of flight tickets, 

is a key theme, supported by widespread recognition and commendations for service-oriented 

flight attendants. The visual appeal of AirAsia's flight attendants is identified as an attractive 

element. However, a notable concern centers around the perceived expensive prices of onboard 

food, which could impact overall satisfaction. In conclusion, while there is a positive overall 

sentiment, addressing the cost of onboard meals is suggested to further enhance satisfaction 

with Thai AirAsia's Marketing Mix. 

 

INTRODUCTION 

The aviation industry is a highly competitive sector where effective marketing 

strategies play a pivotal role in shaping an airline's success. Thai AirAsia, a prominent player 

in this industry, employs a unique marketing mix to attract and retain customers. This study 

aims to delve into the perspectives and attitudes of airline students towards Thai AirAsia’s 

Marketing Mix. By gaining insights from this niche audience, we seek to evaluate the 

effectiveness of Thai AirAsia’s marketing strategies and uncover potential areas for 

improvement. This research not only contributes to the understanding of marketing in the 

aviation sector but also provides valuable feedback to Thai AirAsia for refining its marketing 

practices 

Research aim is to explore airline students' attitudes toward Thai AirAsia’s Marketing 

Mix. To achieve this aim, you can follow the steps I mentioned earlier to design a research 

study and gather data that will provide insights into how airline students perceive and react to 

Thai AirAsia’s marketing strategy.  

Research questions:   

1. What is the general attitude of Airline business students towards Thai AirAsia?  

2. What aspects of AirAsia Marketing Mix are attractive for Airline Business students?  

3. What aspect of AirAsia Marketing Mix are not attractive for Airline business students? 

 

LITERATURE REVIEW 

Attitudes 

Allport (1935) defined an attitude as a mental or neural state of readiness, organized 

through experience, exerting a directive or dynamic influence on the individual’s response to 

all objects and situations to which it is related. A simpler definition of attitude is a mindset or 

a tendency to act in a particular way due to both an individual’s experience and temperament 

(Pickens, 2005) 

Typically, when we refer to a person’s attitudes, we are trying to explain his or her 

behavior. Attitudes are a complex combination of things we tend to call personality, beliefs, 

values, behaviors, and motivations (Yueh et al., 2010). As an example, we understand when 

someone says, “She has a positive attitude toward work” versus “She has a poor work attitude.” 

When we speak of someone’s attitude, we are referring to the person’s emotions and behaviors. 

A person’s attitude toward preventive medicine encompasses his or her point of view about the 
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topic (e.g., thought); how he or she feels about this topic (e.g., emotion), as well as the actions 

(e.g., behaviors) he or she engages in as a result of attitude to preventing health problems. This 

is the tri-component model of attitudes. An attitude includes three components: an affect (a 

feeling), cognition (a thought or belief), and behavior (an action) (Pickens, 2005) 

Attitudes help us define how we see situations, as well as define how we behave toward 

the situation or object (Yueh et al., 2009). As illustrated in the tricomponent model, attitudes 

include feelings, thoughts, and actions. Attitudes may simply be an enduring evaluation of a 

person or object (e.g., “I like John best of my coworkers”), or other emotional reactions to 

objects and to people (e.g., “I dislike bossy people” or “Jane makes me angry”). Attitudes also 

provide us with internal cognitions or beliefs and thoughts about people and objects (e.g., “Jane 

should work harder” or “Sam does not like working in this department”). Attitudes cause us to 

behave in a particular way toward an object or person (e.g., “I write clearly in patients’ charts 

because it upsets me when I can’t read someone else’s handwriting”). Although the feeling and 

belief components of attitudes are internal to a person, we can view a person’s attitude from 

his or her resulting behavior (Pickens, 2005) 

AirAsia 

Prior to its take-over by Tune Air Sdn. Bhd. in 2001, AirAsia was owned by DRB-

Hicom, a government-linked company (AirAsia, 2008). Its airline had not been able to take off 

and was eventually sold to Tune Air, literally for a song, for a token sum of RM1.00 or US$0.26 

together with an accumulated debt of RM40 million (AirAsia, 2008; Lim et al., 2009). 

Tune Air was formed by Tony Fernandes and four entrepreneurs, some of whom had 

worked with the music industry which perhaps inspired the name of the company. According 

to Fernandes, it is not easy to sell the idea of operating an airline particularly to the government. 

In fact, his request for a license to operate from the government was rejected on two previous 

attempts. Finally, with Pahamin a Rejab, the former Secretary-General of the Ministry of 

Transportation, they presented their case to the then Prime Minister, Dr. Mahathir Mohamad, 

who eventually gave the green light, not for a new company, but to take over the ailing AirAsia 

from DRB-Hicom. Many were skeptical that Fernandes could succeed in transforming the 

ailing, capital-intensive company especially during the travel slump soon after the destruction 

of the World Trade Center in New York in 2001 (Lim et al., 2009; Yenug et al., 2018).    

Within two years, Fernandes proved the critics wrong and was able to turn AirAsia into 

a profit-making company modelled after the successful operations of the United States-based 

Southwest Airlines, Dublin-based Ryanair and United Kingdom-based Virgin Air. AirAsia was 

listed in the Kuala Lumpur bourse within three years of operation, on 22 November 2004, with 

one of the largest IPO offer of RM717.4 million (AirAsia, 2008). In addition, AirAsia won 

many accolades including certification by Super brands International. For his achievements, 

Fernandes was awarded the Best Entrepreneur of the Year by Ernst & Young Entrepreneur 

Award in 2006 (AirAsia, 2008) (Lim et al., 2009)     

 In March 2006, AirAsia’s passenger load expanded to such a capacity that a new low-cost 

terminal (LCCT) was built for it. This LCCT can accommodate 10 million passengers annually and has 

30 parking bays for the aircrafts (AirAsia, 2008). Marketing Mix in the (Lim et al., 2009).  
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Marketing Mix  

The four Ps classification for developing an effective marketing strategy was first 

introduced in 1960 by marketing professor and author E. Jerome McCarthy. (Kenton, 2023) 

It was published in the book entitled Basic Marketing: A Managerial Approach. 

Depending on the industry and the target of the marketing plan, marketing managers may take 

various approaches to each of the four Ps. Each element can be examined independently, but 

in practice, they often are dependent on one another. (Kenton, 2023) 

Product: This represents an item or service designed to satisfy customer needs and 

wants. To effectively market a product or service, it's important to identify what differentiates 

it from competing products or services. It's also important to determine if other products or 

services can be marketed in conjunction with it. (Kenton, 2023) 

Price: The sale price of the product reflects what consumers are willing to pay for it. 

Marketing professionals need to consider costs related to research and development, 

manufacturing, marketing, and distribution—otherwise known as cost-based pricing. Pricing 

based primarily on consumers' perceived quality or value is known as value-based pricing 

(Kenton, 2023). 

Placement: When determining areas of distribution, it's important to consider the type 

of product sold. Basic consumer products, such as paper goods, often are readily available in 

many stores. Premium consumer products, however, typically are available only in select stores 

(Kenton, 2023). 

Promotion: Joint marketing campaigns are called a promotional mix. Activities might 

include advertising, sales promotion, personal selling, and public relations. One key 

consideration is the budget assigned to the marketing mix. Marketing professionals carefully 

construct a message that often incorporates details from the other three Ps when trying to reach 

their target audience. Determination of the best mediums to communicate the message and 

decisions about the frequency of the communication also are important (Kenton, 2023). 

 

METHODOLOGY 

In order to achieve the objectives of the study, a qualitative research design was 

employed. The data collection method utilized semi-structured interviews, allowing for in-

depth exploration of participants' perceptions and opinions regarding AirAsia. Additionally, a 

non-probability sampling technique was adopted to select participants for the study. The 

sample group consisted of three third-year Airlines business students enrolled at Suan 

Sunandha Rajabhat University in Nakhon Pathom Province. Face-to-face interviews were 

conducted with each participant to gather qualitative data. 

The semi-structured interview format provided flexibility, enabling the researcher to 

probe deeper into participants' responses and explore emerging themes. This approach 

facilitated a rich understanding of participants' views on AirAsia, including both positive 

aspects and areas of concern. 
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Example questions included: 

"What do you think about AirAsia?" 

"What attracts you to AirAsia?" 

"What aspects of AirAsia do you dislike?" 

By employing qualitative research methods and semi-structured interviews, the study 

aimed to gain comprehensive insights into students' perceptions of AirAsia, thereby 

contributing to a deeper understanding of customer attitudes and preferences in the airline 

industry. 

 

RESULTS 

Attitude: from the interview, attitude towards AirAsia seems positive based on the 

provided information. The airline is described as very helpful and budget-friendly, assisting a 

lot of people. The low-cost nature of AirAsia makes it accessible, attracting passengers with 

its affordability. The dynamic cabin crew and the airline's contribution to the industrial plan in 

aviation in Asia are seen as positive aspects. From someone interviewed said "very helpful 

airline and budget friendly, helping a lot of people" 

Accessibility: In the interview, most people talked about the prices of flight tickets. As 

a low-cost airline, the prices of flight tickets are easily accessible. AirAsia is a widely known 

airline whether domestic or international. AirAsia’s flight attendants provide good service and 

are helpful. From someone interviewed said “AirAsia ‘s flight attendants are very helpful 

airline and helping a lot of people.” 

Dynamic Cabin Crew: interviews suggest that the dynamic cabin crew of AirAsia is 

widely appreciated. People see this attribute as a positive factor for the airline and consider it 

beneficial for industrial planning in the aviation sector in Asia. The term “dynamic” in this 

context could imply that the cabin crew is responsive, and adaptable, and adds a positive 

element to the overall flying experience with AirAsia. For example, someone interviewed said 

“Nice airline with dynamic cabin crew, good be industrial plan an aviation in Asia” 

Attractive elements: from the interview, most people are attracted to the uniforms and 

appearance of AirAsia flight attendants. For example, someone interviewed said “Styles of Air 

Asia flight attendants are Different from other airlines, for example, the hairstyle can be left 

loose. Or can curl hair. It looks beautiful and different from other airlines.” 

Areas of Dislike: from the interview, the main area of dislike mentioned is the 

expensive price of food on AirAsia flights. This could be a significant concern for passengers, 

as it affects the overall cost and experience of the journey. This information suggests that the 

cost of onboard meals or snacks may be a pain point for passengers flying with AirAsia, and it 

could potentially impact their overall satisfaction with the airline. For someone interviewed 

said “Price of food is so expensive” 
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CONCLUSION 

This study explored customer perceptions of AirAsia, a prominent low-cost carrier in 

Asia. The findings reveal a generally positive attitude towards the airline, with passengers 

highlighting several attractive elements.  

1. Affordability and Accessibility:  AirAsia's budget-friendly pricing was a major draw 

for interviewees, making air travel more accessible to a wider range of passengers. 

This aligns with the airline's mission of democratizing travel. 

2. Dynamic Cabin Crew:  The "dynamic" cabin crew was another widely appreciated 

aspect. This term likely indicates that passengers perceive the crew as responsive, 

adaptable, and contributing to a pleasant flying experience. 

3. Attractive Elements:  The unique style and appearance of AirAsia's flight attendants 

were also noticed and considered favorable compared to other airlines. 

4. Areas for Improvement:  Despite the positive sentiment, the high cost of onboard food 

emerged as a key point of dissatisfaction. This suggests that AirAsia could potentially 

enhance customer satisfaction by offering more affordable in-flight dining options. 

Overall, AirAsia's focus on affordability, coupled with its dynamic cabin crew and 

unique visual identity, appears to resonate with passengers. However, addressing concerns 

regarding in-flight food prices could further improve the overall customer experience. 
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ABSTRACT 

This research is studied in part of Airline Student’ Perceptions towards the Quality of Online 

Education: Airline Student’ Experience of online classroom. Researchers have a written list of 

questions, creating a qualitative, face to face interview by asking questions and telling stories,via 

digital massaging and selecting 6 samples for Airline Business students of second year and third year. 

Research result is an analysis of the airline student experience both advantage and disadvantage. 

Online learning offers unparalleled flexibility and convenience, catering to students' diverse needs 

and accommodating individuals dealing with extensive commutes or various personal commitments. 

However, it comes with a set of challenges primarily centered around reduced social interaction and 

connectivity issues. The absence of in-person engagement creates feelings of isolation and makes it 

harder for students to stay focused compared to on-site classrooms. Network connectivity problems 

significantly impact productivity and engagement, often hindering the overall learning experience. 

These differences from traditional classes lead to feelings of boredom and a lack of motivation as the 

remote nature of online classes lacks the immediate interaction with peers and instructors that students 

typically experience in physical classrooms. Otherwise, the research reflects a mixed experience of 

online classes. While it offers flexibility and convenience, challenges with connectivity and 

engagement persist. Addressing these challenges involves improving internet connectivity and 

creating an environment conducive to learning, such as investing in better study spaces or finding 

ways to maintain motivation while studying at home. 
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INTRODUCTION 

Background of research 

Education socializes children into society by teaching them cultural values and norms. 

It provides children with the skills they need to become effective members of society. It 

encourages economic growth and raises awareness of local and global issues in this manner. 

Many areas of education are affected by organized institutions. Governments, for example, 

establish education policy. They decide when school classes take place, what is taught, and 

who can or must attend. (Bartlett et al., 2007)   

During the COVID-19 outbreak, students all throughout the world are affected, and 

schools are forced to close. And there is an evolution in education toward distant learning, 

home schooling, and the use of technology for supporting learning. Many people will have to 

adapt to the new educational system. Despite the fact that some institutions and universities are 

well-equipped to handle online learning. However, it cannot be denied that COVID-19 

demands education to know how to adapt to the periods in which, despite the COVID-19 

epidemic scenario, will be remedied. The education system, however, finds it challenging to 

return to its previous state (New normal) (Yuvabadhana Foundation, n.d.).  

Online learning is the process of learning using technologies that can communicate via 

the Internet. To interact and communicate with one another, for instance, laptops, smartphones, 

students, and teachers must all have access to the Internet. Either the application or the website 

can be used to establish the connection. It is not required for both the student and the teacher 

to be near one another. However, a connection channel is required. Teachers can record 

instructional videos and make them available to students. Without real-time instruction (Top 

Hat, n.d.).  

Research significance  

The purpose of this research was to interview Airline Student’ Perceptions towards the 

Quality of Online Education: Airline Student’ Experience of online classroom. The resulting 

online classroom experience can help higher education institutions in building successful 

online learning practices. These findings have significance for the design of current systems 

that combine online and on-site classroom instruction. Alerted the entire faculty about the need 

to create an educational program to help students prepare for on-site hybrid online learning. 

Furthermore, the research findings will assist teachers in establishing effective lesson plans and 

classroom activities. The findings of this study are expected to aid teachers in developing 

effective online teaching techniques. This increases the online experience and pleasure of 

students. 

Research aim: The aim of this study is to investigate airline students' perceptions regarding 

the quality of online education, focusing specifically on their experiences in the online 

classroom environment. 
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Research Question:  

● What is the overall attitude of airline business student towards online classroom? 

● What are the motivations of students to attend online classroom? 

● What are the challenges of students attending online classrooms? 

● How do they cope with the challenges? 

 

LITERATURE REVIEW 

Online learning is another type of convenience for students and teachers as well as a 

point for transportation and safe the time (both time and money). It is accomplished through a 

learning platform online such as Google Classroom, Zoom, and others. It is done with 

computers, laptops, or smartphones, and with a high-speed internet connection. Schools and 

colleges also use online education in a situation when traditional learning becomes impossible. 

You can communicate via voice or text, and the teacher may request assignments and set a 

deadline for it to be sent (Bartlett et al., 2007).  

Online learning experience of students, therefore, it is very important to conduct an 

empirical study of the quality of online learning (Bartlett et al., 2007)  . Quality of online 

education refers to the ease of use and access to just in time support by both instructors and 

institutions that lead to greater student satisfaction (Sukkamnerd, 2021). Online education is 

the learning transferred through internet technologies by synchronous and asynchronous 

means. The greater satisfaction achieved through such means will be referred to as the quality 

of online education. Online learning can rightly be called distance learning aided with the use 

of the internet (Yang and Cornelius, 2004). 

Theories of Online Learning Situations in Thailand in the first period   

Due to the global spread of COVID-19, all higher education institutions worldwide 

have been hit with the same crisis while they are attempting to continue the teaching and 

learning online. COVID-19 outbreak began in December 2019. In addition to the effects on the 

economic and public health systems, One of the consequences of the COVID-19 crisis. 

Worryingly, education has altered the learning methods of student. Even though we have 

switched to online classroom, it is not as successful as on-site classroom. As a result, children's 

learning is disturbed. Due to parents' lack of preparation: 

● A scarcity of computer equipment and a lack of internet connectivity  

● Excessive screen time  

● Friendship interaction is lacking 

● It produces stress for both children and instructors.  

A critical consequence of the COVID-19 pandemic on education is the phenomenon of learning 

loss among children. Extended school closures and disruptions to traditional learning methods 

have resulted in a decline in knowledge retention (Sukkamnerd, 2021). This loss of knowledge 

can be particularly detrimental in foundational subjects that serve as the building blocks for 

future learning. Many countries are grappling with the challenge of mitigating learning loss. 

Strategies include expanding internet access to facilitate remote learning and equipping 

educators with the skills and resources to deliver effective online instruction (Phumisanran, 
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2021). By implementing such solutions, we can strive to minimize the negative impact of the 

pandemic on the educational development of future generations. 

 

METHODOLOGY 

This study employed a qualitative research design to explore the experiences and perceptions 

of airline students regarding online education.  Semi-structured interviews were conducted with 

a small sample of students (n=6) enrolled in the Airline Business program at Suan Sunandha 

Rajabhat University, Nakhon Pathom Province, Thailand. A non-probability sampling 

technique (e.g., convenience sampling) was used for participant selection. 

The interview guide included open-ended questions designed to elicit detailed responses about 

the advantages, challenges, and overall experience of online learning. Here are some examples: 

1. Can you describe your overall experience with online classes in your Airline Business 

program? 

2. What are some of the benefits you have found with online learning? 

3. Have you encountered any challenges with online education? If so, please elaborate. 

4. How does online learning compare to your experiences in traditional classroom 

settings? 

The interviews were audio-recorded and transcribed verbatim for thematic analysis.  The 

analysis focused on identifying recurring themes and patterns in the students' responses 

regarding the advantages, disadvantages, and unique aspects of online education in the context 

of their Airline Business studies. 

 

RESULTS 

Research result is an analysis of information about perceptions towards the quality of 

online education: Airline student’ experience of online classroom. 

Advantage: The advantage from a student's experience for the main benefit is the 

flexibility and convenience offered by online learning, Interviewee A said “I like one thing to 

learn online class is we don’t go on-site class because my home so far the university”, allowing 

students to adapt their schedules and study from any location. Interviewee B said “Sometime, 

I have accident must go visit my parents. In my opinion online class can help me.” Interviewee 

D massage “The advantages of online education are flexible and convenience include the 

ability to attend classes from anywhere. Online education also teaches students to be more self-

disciplined and time management due to they have to takes responsibility for their course of 

studies and homework.” 

Common challenges and disadvantage: In online education are related to network 

connectivity issues, which can disrupt the learning process, and the temptation to become lazy 

and unproductive. Interviewee C said “Normally, I like to study on-stie because I met our 

friends and teacher but online class made me lazy and bored.” However, the main drawback is 

the reduced social engagement, as online classes often lack the in-person interaction, 

teamwork, and networking opportunities of traditional classrooms. Interviewee D massage 

“The disadvantages of online education are the difficulty in maintaining focus when studying 

on the screen for long periods of time and students can be lack of physical interaction, which 
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can make it more challenging to communicate with other students and teachers. Sometimes it 

offers limited access to resources and support compared to on-campus classes.” 

Online classroom different from traditional ones: In that they are conducted 

remotely over the internet, while traditional classes take place in physical classrooms. 

Interviewee F massage “Thing makes me different is that studying without sitting with friends 

can sometimes make us feel bored.” 

This experience highlights the dynamic nature of online education and need for students 

to adapt and overcome its unique challenges while leveraging its advantages. 

 

CONCLUSION 

In conclusion, the participant's results of their online learning experiences indicate that 

there are benefits and challenges. It has the benefits of saving transportation time and allowing 

you more time to learn things on yourself. Both students and teachers can benefit from the 

online platform where teachers can submit assignment requests. Most of the interview's 

challenges include poor internet connectivity and a lack of study passion. As for the motivation, 

it comes from the environment in which the online learning format is studied. Most students 

study in their own homes. Sometimes there may be disturbances from the surrounding 

environment such as the sound of mother cooking, television sound or the internet connectivity 

which cope with various problems of online class in a private room may allow you to focus 

more on your studies. Internet problems may require investing in Wi-Fi installation or buy an 

internet package, to make learning more efficient. Or another problem is lack of motivation to 

study. Students may do stress-relieving activities to relax, whether it's watching a movie, 

listening to music or hanging out with friends, etc. 

 

DISCUSSING AND RECOMMENDATION 

The researcher study from factors influencing about perceptions towards the quality of 

online education: Airline student’ experience of online classroom. By interviewing airline 

students with real-world experience. There is an analysis the research results, studying in an 

online classroom has both advantages and disadvantages. Most of them can be classified as 

follows: 

 Advantages: Online classroom can help the reduction of transportation to go to 

university and another choice that gives more student free time such as to develop yourself, 

doing activities with family or doing hobbies. 

Disadvantages: Most of them have environmental problems such as study in same area 

with a family doing activities together (Eating, watching movies or talking causes inability to 

concentrate), unreliable internet and lack of relationships with friends and teachers 

The researcher has suggestions for improve education every university can mix both 

on-site and online together. In order to develop the study to be more efficient and convenient, 

the researcher has the proposals following: The online classes may be used when teaching 

theoretical content or assignments in cases where teachers or students are engaged in activities 

with school. On-site learning focuses on the practical, such as airline students learning about 
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aviation industry safety and service. Therefore, it is recommendation to study on-site so that 

students can have real experience etc. 
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ABSTRACT 

The surge in the influx of international medical and wellness travelers to Thailand has 

the potential to generate significant revenue for the country. However, the associated tourism 

activities release carbon dioxide, leading to both global warming and an increase in adverse 

environmental impacts on a global scale. The main purpose of the paper is to present guidelines 

for carbon-neutral wellness tourism in Thailand. This understanding will help Thailand’s 

organizations related to managing tourism and the environment find out the most effective 

ways to manage tourism while reducing carbon emissions. In order to provide advice on how 

to arrange tourism that is both carbon-free and wellness-friendly, the paper reviewed both 

academic literature and important case studies that were carried out in Thailand. The findings 

are that the concept of "adaptation, reduction, and offsetting" is the guideline for designing and 

developing wellness tourism, which aims to steer wellness tourism toward carbon neutrality. 

There are four approaches to adapting travel activities and reducing the amount of greenhouse 

gas emissions from tourism: reducing fuel use, reducing electrical energy use, reducing the use 

of plastic, and reducing carbon from meals. In the meantime, carbon offsetting is achieved by 

the acquisition of carbon credits from organizations that undertake greenhouse gas reduction 

programs or that have obtained standard certification from Thai standards organizations, such 

as the Thailand Greenhouse Gas Management Organization (TGO). 

Keywords: carbon neutral, wellness, health tourism, greenhouse gas reduction, carbon offset  

 

INTRODUCTION 

Thailand increasing of the number of the foreign medical and wellness tourists in 

Thailand will create enormous income to the country. Additionally, Thailand has an increasing 

number of hospitals and medical facilities that have earned the Joint Commission International 

(JCI) certification. On the other hand, all tourism-related activities release carbon dioxide into 

the atmosphere, contributing to both global warming and a rise in adverse environmental 

effects worldwide. 

This is why international organizations, including Thailand, are concerned about 

reducing the impact of tourism on greenhouse gas emissions. Thus, carbon-neutral tourism—a 

pattern of tourism that arranges activities to produce the least amount of carbon gas and make 

up for such emissions—has begun to be employed in an effort to achieve zero net greenhouse 
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gas emissions from tourism. Ultimately, it leads to carbon-neutral tourism, which means that 

travel-related activities do not raise greenhouse gas emissions. This is to prevent tourism from 

having a detrimental impact on the climate and to preserve the balance of the ecosystem. 

Therefore, the purpose of this article is to discuss the following: the economic 

importance of medical and wellness tourism in Thailand; the growth of hospitals and medical 

facilities that have earned JCI certification; the effect of tourism on greenhouse gas emissions; 

and the carbon-neutral tourism patterns in Thailand. Finally, the suggestions for wellness 

tourism in Thailand that is carbon-neutral are the main emphasis of this study. 

The study's conclusions can help attractions become ready to manage wellness tourism 

using a variety of carbon-neutral methods. Additionally, it can also be used by travel industry 

entrepreneurs to differentiate and enhance their own products and services. 

Economic Value of Medical Tourism and Wellness Tourism in Thailand 

The number of international visitors to Thailand seeking medical care, sometimes 

referred to as "medical tourists," has been steadily increasing in recent years and is bringing in 

enormous sums of revenue. Medical tourism in Thailand grew at an average yearly rate of 20 

percent between 2007 and 2017, from 137,000 tourists in 2007 to 444,000 tourists in 2017, 

according to a study by Srirak and Sukjai (2019). 

The economic value of direct income from medical tourism is approximately 70,000 

million baht. And indirect income from the related businesses, including accommodation, food, 

and souvenir products, is approximately 50,000 million baht. Including the value of spending 

on alternative medicine services, for example, Thai massage and spas outside of hospitals, at 

approximately 20,000 million baht.  As a result, the economic value of medical tourism is more 

than 140 billion baht per year. (Department of Health Service Support, Ministry of Public 

Health, 2016; and Tourism Marketing Research Division, Tourism Authority of Thailand, 

2020). Figure 1 illustrates the market's growth in medical tourism in Thailand. 

 
Figure 1. Thailand's market value of medical tourism (Allied Market Research, 2022) 

With the advancement of medical technology today, it is expected that personalized 

medicine and preventive medicine will become popular in medical tourism. In the future, it 

will attract high-quality and high-income tourism to Thailand. Medical tourists who receive 

medical services as their main travel purpose will choose wellness tourism as a secondary 

tourism activity. (Tourism Authority of Thailand, 2009). 

Wellness tourism is important to Thailand, as Thailand is the 15th largest destination in 

the world for international health tourists. Thailand's wellness tourism is diverse. For example, 
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ecotourism combined with cultural and health activities, learning to cook healthy Thai food, 

exercising with Muay Thai, spa treatments for health or beauty, and Thai massage. In addition, 

from the ranking of the Ministry of Tourism and Sports (Global Wellness Tourism GWT) in 

2015–2020, it was found that Wellness Tourism Thailand brings in the 4th highest revenue in 

Southeast Asia, behind Japan, China, and India. Meanwhile, the popularity of wellness tourism 

is fifth among Thai visitors, as shown in Figure 1. (Tourist Authority of Thailand, 2009; 

Department of Health Service Support, 2021; and Tourist Authority of Thailand, n.d.a). 

 
Figure 2. The top 5 travel destinations for Thai tourists 

In addition, the expenses of the medical and wellness tourist are estimated to be 80,000–

120,000 baht per trip, which is higher than the average expenses of general tourists of 48,000 

baht per person per trip (Revitalising Thailand's tourism sector by BOT and VISA, n.d.).  

Expansion of the number of JCI certified hospitals and medical facilities in Thailand 

The increase in the number of medical tourists coincides with an increase in the number 

of hospitals and medical facilities in Thailand that are accredited by the Joint Commission 

International (JCI). Those accreditations show that the JCI-certified hospitals and medical 

facilities provide medical care of quality comparable to hospitals and medical facilities in 

Europe and the United States. In 2022, the Department of Health Promotion and Services, 

Ministry of Public Health (2023) reported that Thailand has a total of 59 JCI-certified hospitals 

and medical facilities. As a result, Thailand has the 4th largest number of hospitals and medical 

facilities certified by the JCI organization in the world, 3rd in Asia, and 1st in ASEAN. 

There are more than 30 JCI-certified hospitals and medical facilities located in 

Bangkok. From the analysis of regional data by the Academic Promotion and Government 

Standards Group, Department of Health Service Support (2022), it was found that the market 

value of Thai private hospitals in Bangkok, and the metropolitan region, and the eastern region 

accounts for more than 80% of the total revenue of private hospital businesses throughout the 

country, as shown in Fig 3. As the country's source of employment, the region has recovered 

well following the COVID-19 outbreak. In 2021, private hospital business income in Bangkok 

and the metropolitan region expanded the most, at 29.0%, as shown in Fig 4. It can be seen that 

the income of the private hospital business has recovered in every region of the country. 

Hospitals in Bangkok generate the most income and have the most expansion as well. 
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Figure 3. Thailand's private hospitals' market value in 2021 

 
Figure 4. Economic expansion rate in 2021 compared to 2020 

The impact of greenhouse gas emissions from tourism in Thailand 

Thailand currently ranks second in ASEAN and 21st globally in terms of GHG 

emissions, which make up 0.9% of global emissions. One component of these total greenhouse 

gas emissions is tourism. (Thansettakij Digital, 2023). According to a survey by Sustainable 

Travel International, greenhouse gas emissions from tourism come from many sources. With 

49% of all carbon emissions coming from transportation, Figure 5 illustrates the sector with 

the highest carbon emissions. (Sustainable Travel International, n.d.) 

 
Figure 5. Carbon Footprint of Global Tourism 

From data collected in 160 countries by the University of Sydney, Australia, it was 

found that the tourism industry emits approximately 4.5 GtCO2eq/year. Accounts for 8% of the 

greenhouse gases that were released. In 2013, the carbon footprint of the tourism industry 
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increased rapidly, from 3.8 to 4.5 GtCO2eq/year. It is likely to increase to 6.5 GtCO2eq in 2025. 

(Chokpatra, 2023) 

This is consistent with the World Travel & Tourism Council's (WTTC) reporting that 

the tourism industry emits about 8–11% of all GHG emissions. Tourism's GHG increased from 

5% in 2008 to 8–11% in 2019, or nearly doubled over the past 10 years. The main reason was 

the increase in tourists from 934 to 1,468 million, or an increase of almost 60%. In addition, it 

was found that most entrepreneurs in the tourism business are not investing in adjusting their 

businesses to reduce environmental impacts (Image Promotion and Corporate Communications 

Department, Export-Import Bank of Thailand, 2022).  

The release of carbon fuel combustion gases into the atmosphere destroys the ozone 

layer and causes global warming, which affects the entire world. For example, temperatures in 

Thailand have increased markedly over the past 40–50 years. Thailand's annual maximum 

temperature, average temperature, and minimum temperature increased by 0.96, 0.92, and 1.04 

degrees Celsius, respectively (Office of the Research Fund, 2016). Thailand's average 

temperature is likely to increase by 2 degrees Celsius in 2050 if greenhouse gas emissions 

remain the same as at present and there is no adequate response policy (World Bank Group, 

n.d.). Additionally, Thailand's rainfall is more variable, both spatially and temporally. 

Accumulated annual rainfall increased in the northern, northeastern, and southern Gulf of 

Thailand but decreased on the eastern and southern Andaman coasts. The cumulative monthly 

rainfall from November to April increased significantly at a rate of 10.8 mm per decade. 

Together with the change in the Asian winter monsoon, Thailand is likely to face more frequent 

heavy rain events, and some areas are at increased risk of flash floods as well. (Office of the 

Research Fund, 2016). Therefore, it cannot be denied that the tourism industry in Thailand 

emits greenhouse gases and has an impact on the environment. 

Thailand's carbon-neutral tourism trends. 

Nowadays, a new generation of tourists, major operators in the tourism industry, and 

financial institutions show that they will adapt to be more environmentally friendly. For 

example, Expedia research reports that more travelers are willing to pay more for eco-friendly 

travel. And Booking.com's Sustainable Travel Report 2022, which gathered insights from more 

than 30,000 travelers from 32 countries with travel plans in 2022, found that most travelers 

want environmentally friendly travel, as shown in Fig. 6 (Booking.com, 2022; Expedia, 2022; 

and Image Promotion and Corporate Communications Department, Export-Import Bank of 

Thailand, 2022). This is in line with the survey of trends in tourist behavior in 2024 by 

Booking.com and Expedia, which found that tourists continue to place importance on 

sustainable tourism, as shown in Fig. 6 (Center for Academic Development in Tourism 

Marketing, Tourism Authority of Thailand, 2023). 

 
 Behavior trends of tourists in 2024 
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Figure 6. Behavior trends of tourists 

Furthermore, research indicates that a number of financial institutions are providing 

financial products to assist companies that address social and environmental issues (Green 

Finance) (Booking.com, 2022; Expedia, 2022; and Image Promotion and Corporate 

Communications Department, Export-Import Bank of Thailand, 2022). The goal of the 

Tourism Authority of Thailand (TAT) is to assist enterprises in transitioning to carbon-neutral 

travel. At the 26th Conference of the Parties to the United Nations Framework Convention on 

Climate Change (COP 26) in 2021, Thailand declared its determination to engage with other 

countries to reduce greenhouse gas emissions. By achieving net zero greenhouse gas emissions 

by 2065 and becoming carbon neutral by 2050 (Thansettakij Digital, 2023). 

In Thailand's tourism sector, Revitalising Thailand's tourism sector by BOT and VISA 

(n.d.), proposed three issues for future Thai tourism policy: resolving environmental and 

sustainability issues, promoting tourism to secondary cities, and emphasizing the quality of 

tourists rather than the quantity of tourists. Thailand is ranked 92nd and 97th out of 117 countries 

in the world for resolving environmental and sustainability issues, so promoting eco-friendly 

tourism can help improve Thailand's reputation. In addition to attracting more new tourist 

groups and reducing tourist concentration in main tourist cities, new types of tourism, such as 

green and community-based tourism, can be developed in secondary cities. In addition, 

Thailand should focus on the quality of tourists, groups that will increase in the future (medical 

and wellness tourists, for example), and expanding on activities in which Thailand already has 

the potential to compete, such as nature or culture, along with developing health-related 

activities. 

For the reasons outlined above, a new generation of tourists, a friendly industry, and 

financial sources for green tourism are expected to become the norm for mainstream tourism 

enterprises. To meet the needs of global trends, Thai tourism industry operators should 

accelerate action on "carbon neutral tourism and net zero tourism," a business model that 

balances tourism activities and environmental care. 

The Guidelines for Carbon Neutral Tourism in Thailand. 

According to the Office of Natural Resources and Environmental Policy and Planning 

(2023), "carbon neutrality" is achieved when the quantity of greenhouse gases emitted into the 

atmosphere is equivalent to the quantity absorbed back into the atmosphere, as shown in Fig. 

7. The three mechanisms of carbon neutrality are reduction, absorption, and offset. For 

instance, reducing greenhouse gas emissions can be achieved by switching to renewable energy 

sources rather than fossil fuels; absorbing greenhouse gases from the atmosphere can be 

achieved by planting to increase the carbon sink and using technology to capture carbon 

dioxide and return it to be stored underground; and compensating for greenhouse gas emissions 

Behavior trends of tourists in 2022 
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by purchasing carbon credits from companies that carry out greenhouse gas reduction programs 

(the Office of Natural Resources and Environmental Policy and Planning, 2023). 

 
Figure 7. Carbon Neutral (Green Network, 2021) 

From the "Guidelines for designing and developing a tourism business that emits net zero 

carbon" of the Tourism Authority of Thailand (n.d.b), together with the "Guidelines for 

achieving carbon neutrality" of the Puey Ungphakorn Institute for Economic Research (2021), 

“Simple Principles of Low-Carbon Tourism” by Chokpattra (2023), “Carbon Neutral Concept” 

by Green Network (2021), and “Guidelines for Adapting Businesses to Carbon Neutrality” by 

Thansettakij (2023), it can be concluded that becoming carbon neutral can be achieved in two 

ways: reducing greenhouse gas emissions at the source and offsetting. In other words, a carbon-

neutral tourism approach is based on "adaptation, reduction, and offsetting.” By adapting 

tourism's activities and reducing greenhouse gas emissions from tourism at the source, there 

are four approaches: reducing fuel use, reducing electrical energy use, reducing plastic use, and 

reducing carbon from meals, as shown in Table 1.  

The rights that people or organizations have when they conduct operations that reduce 

greenhouse gas emissions by increasing output potential are known as carbon credits. The 

organization responsible for examining and certifying greenhouse gas emission reduction 

projects in Thailand is called the Greenhouse Gas Management Organization (TGO). To reach 

net zero carbon emissions and become carbon neutral, organizations whose carbon emissions 

are higher than the standard must buy carbon credits from people or organizations that have 

certification rights. As a result, buying carbon credits that have certification rights is the only 

way to offset carbon emissions. More detail is shown in Table 1. 
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Table 1 The concept of carbon neutrality in wellness tourism. 

References Carbon Neutral Concept 

Reducing carbon dioxide emissions at 

the source 

Carbon offsets 

Green Network 

(2021) 

Using renewable energy instead of 

fossil fuels. 

Investing in 

climate-beneficial 

projects to offset 

emissions. 

Tourism 

Authority of 

Thailand (n.d.b) 

Reduce fuel use, reduce electricity use, 

reduce plastic use, and reduce carbon 

from meals. 

Buy carbon credits. 

Puey Ungphakorn 

Institute for 

Economic 

Research (2021) 

Reducing non-essential logistics 

activities, using cleaner production and 

waste management technologies, or 

using clean energy, such as solar or 

wind power.  

Planting forests, 

investing in 

renewable energy, 

or purchasing 

carbon credits. 

Chokphattra 

(2023) 

 

 

- Change, or adaptation, is adjusting the 

concept, behavior, and style of tourism. 

- Reduce means reducing the use of 

resources and energy, reducing waste, 

and reducing carbon emissions. For 

example:  

1) Reduce the use of fuel energy, such 

as by changing from traveling by car to 

bicycle or from riding a long-tailed boat 

to kayaking. Supplemented with CSR 

activities, planting forests, and 

collecting garbage in the community.  

2) Reduce electricity use, such as by 

organizing travel activities in open 

areas, using natural light and wind, 

choosing to use LED light bulbs and 

energy- saving appliances, or switching 

to renewable energy and clean energy. 

 

 

 

 

 

 

 

Buying carbon 

credits or engaging 

in corporate social 

responsibility 

(CSR) programs to 

offset carbon 

emissions. 



The 4th International Students Conference on Academic Multidisciplinary Research 2024 

 

 

45 

 

 

Table 1 (Con.) The concept of carbon neutrality in wellness tourism. 

References Carbon Neutral Concept 

Reducing carbon dioxide emissions at 

the source 

Carbon offsets 

 

 

3) Reduce the use of plastic, such as by 

using reusable containers (lunch boxes 

and glasses) instead of plastic 

containers or easily biodegradable 

materials (betel nut plates) instead of 

foam boxes. Incentivize the use of cloth 

bags or bags throughout the trip. 

Encourage the use of regular water 

bottles instead of plastic bottles, and 

add drinking water refill stations along 

the way. 

4) “Reduce carbon from meals,” such 

as using local ingredients, arranging 

the right amount of food for each 

person to avoid food waste, reducing 

the amount of meat from farms, and 

managing food waste correctly by 

making fertilizer or animal feed, etc. 

 

Thansettakij 

(2023) 

All use renewable energy, clean 

energy, and energy-efficient systems. 

Purchase carbon 

offsets by way of 

several environmental 

projects. 

 

CONCLUSION 

It is gratifying that hospitals or wellness centers in Thailand adhere to JCT standards, 

indicating a high level of service quality. However, considering the environmental impact amid 

the escalating global warming crisis, it cannot be denied that hospitals or wellness centers 

contribute to environmental issues. Therefore, the author proposes the following solutions to 

address these environmental concerns. 

There are two approaches to becoming carbon-neutral in wellness tourism: either 

modifying the activities associated with tourism or cutting greenhouse gas emissions at their 

source and offsetting them. Moreover, there are four ways to reduce greenhouse gas emissions 

from wellness tourism at the source: decreasing the use of fuel, electrical energy, plastic, and 

meal carbon emissions. These methods include adjusting tourism's operations. Furthermore, 

the option to offset carbon emissions is to purchase certified carbon credits from Thai standards 

organizations, such as the Thailand Greenhouse Gas Management Organization (TGO). 
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In summary, the author hopes that this academic article will generate interest among 

those involved in medical tourism to emphasize the importance of reducing carbon emissions 

and combating global warming. Hospitals or wellness centers in Thailand are renowned for 

their expertise and services, as evidenced by their adherence to JCT standards. If these 

establishments in Thailand demonstrate environmental friendliness, it will contribute to a 

positive image, aligning with the global efforts of organizations working hard to achieve the 

Sustainable Development Goals (SDGs). 

Advantages 

Different tourism destinations can take advantage of the study's findings. To make several 

carbon-neutral preparations for wellness tourism. It can also be utilized by tourism sector 

operators to improve the uniqueness and distinction of their own products and services. 

 

SUGGESTIONS 

In order for Thailand's carbon-neutral wellness tourism management to be truly 

implemented, all organizations involved in tourism must work together. Basic information's 

research should be available to investigate the needs of the target market, carbon-neutral 

wellness tourists, in addition to developing a truly effective and successful wellness tourism 

strategy. 
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ABSTRACT 

The purpose of this research is to survey the behavior and study the satisfaction of Thai 

tourists with tourism in South Korea using an online questionnaire as a data collection tool. A 

total of 400 sets of data can be collected as follows. Results of data analysis on respondents 

found that most of the population were females, 26-35 years old. Most of the populations have 

a bachelor's degree and they are Office worker, populations income is 25,001 - 35,000 baht, 

and it shows that Frequency of Thai tourists traveling to South Korea was 1 - 2 times per year, 

Thai tourists traveling to South Korea with most people is a Friends or colleague and Thai 

tourists traveling to South Korea with Low-cost Airlines. Thai tourists like to travel to South 

Korea on Spring (March to May), expenses per trip is 15,001-30,000 THB per trip. Part 2 

surveys Thai tourists' satisfaction with tourism in South Korea. The information can be 

summarized as follows. Survey of Thai tourists' satisfaction with tourism in South Korea. In 

terms of accessibility to tourist attractions, the overall is at the highest level and in terms of 

process, the overall is at the highest level.  

Keywords: Behavior, Satisfaction, South Korea, Thai Tourists 

 

INTRODUCTION 

Overview of the travel situation for foreign tourists in 2021 (January - December): The 

travel situation in foreign markets in 2021 continued to shrink from 2020 but improved in the 

second half of the year after the Thailand Reopening policy and vaccine distribution. 

Thoroughly in the regions of Europe, America and the Middle East (TAT Review, 2021), which 

the ' Thai Travel Services Association ' assesses the market trend for ' Thai outbound travel ' to 
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continue to recover well in the second half of the year, predicting that in 2023 there will be 7.5 

Thai people traveling abroad. million people, recovering almost 70% compared to 2019 before 

the COVID- 19 crisis, which had as many as 11 million Thai people traveling abroad, worth 

more than 330 billion baht (Bangkok Business, 2023) 

The current tourism industry is expanding rapidly every year. Information comes from 

the Korea Tourism Organization: (KTO), which is travel statistics of Thai tourists who visited 

South Korea in the past 5 years from 2014–2019, which is an interesting statistic. To invest in 

a business related to the tourism industry in South Korea. It is considered an industry that brings 

income from both Thai and foreign tourists into the country. Therefore, when the above 

statistics are compared with the number of Thai tourists in each past year. This is consistent 

with research on the issue of travel to South Korea by Thai tourists, which has increased 

continuously over the past 5 years, which has resulted in economic stimulus in terms of money 

flowing approximately 390 billion baht due to the tourist season for Thai people. There are 2 

periods when traveling abroad: March - May. and during October-December of every year from 

a survey of the Tourism Industry Council of Thailand. It was found that there were 13% of 

Thai people planning to travel abroad during the second quarter of 2019, especially during the 

holidays. (Tourism Council of Thailand, 2019) 

Therefore, the researcher is interested in conducting a behavioral survey. and Thai 

tourists' satisfaction with tourism in South Korea to know useful information in making 

recommendations for the development of the tourism industry. To provide suggestions to 

entrepreneurs and agencies involved in the development of the tourism industry or related 

agencies.  

Objectives 

1. Surveying the behavior of Thai tourists towards tourism in South Korea. 

2. Survey of Thai tourists' satisfaction with tourism in South Korea. 

 

METHODOLOGY 

This study is quantitative research. The researcher followed the steps as follows;  

 1. Survey the behavior and satisfaction of Thai tourists with tourism in South Korea. 

This research will use an online questionnaire. (Online Questionnaire) by identifying yourself 

by entering the respondent's name and email address, inquiring about the behavior and 

satisfaction of Thai tourists regarding tourism in South Korea. Population of this study is Thai 

tourists. 

 2. Survey of behavior and satisfaction of Thai tourists regarding tourism in South 

Korea. This will estimate the sample size and determine the ratio. This study therefore used a 

sample size of 400 people. 

 3. The tool for collecting data is general information. It is in the form of a checklist 

(Checklist) which consists of Part 1: general information and behavior. of Thai tourists by 

asking about gender, age, education level, occupation, income, part 2, information about 

satisfaction of Thai tourists It is a 5- level opinion scale (Rating Scale) and part 3 provides 

additional suggestions. 

The meaning of interpreting the results of data analysis on consumers in Part 2, information on 
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satisfaction. of Thai tourists towards tourism in South Korea are as follows  

1.00-1.80  means  least satisfied.  

1.81-2.60  means  less satisfied  

2.61-3.40  means  moderately satisfied.  

3.41-4.20  means  very satisfied.  

4.21-5.00  means  the most satisfied. 

 

RESULTS  

Part 1 surveys the behavior of Thai tourists towards tourism in South Korea. The 

information can be summarized as follows; 

Table 1 Percentage of samples classified by general information of respondents. 

Gender Number of people Percentage 

Female 

Male 

Other 

Total 

268 67 

1 26 31.5 

6 1.5 

400 100.0 

From Table 1 it shows that The majority of the population were 268 females, 

representing 67 percent, 1 26 males, representing 31.5 percent, and the least buyers were other 

6 people, representing 1.5 percent. 

 

Table 2 Percentage of samples classified by general information of respondents 

Age Number of people Percentage 

18-25 years old 98 24.5 

26-35 years old 189 47.25 

36-45 years old 73 18.25 

Over 46 years old 40 10 

Total 400 100.0 

From Table 2 shows that most of the population is 26-35 years old, 189 people, 

representing 47.25 percent, followed by people aged 18-25 years, 98 people, representing 24.5 

percent, 36-45 years old, 73 people, representing 18.25 percent, and the least buyers are Over 

46 years old, 40 people, representing 10 percent. 

 

Table 3 Percentage of samples classified by general information of respondents 

Education  Number of people Percentage 

Undergraduate 14 3.5 

Bachelor's degree  338 84.5 

Master's degree 31 7.75 

Doctor's degree 17 4.25 

Total 400 100.0 

From Table 3 it shows that Most of the population's have a Bachelor's degree, amount 

338 People accounted for 84.5 percent, followed by Master's degree, 31 people, representing 
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7.75 percent, Doctor's degree, 17 people, representing 4.25 percent, and the least respondent, 

Undergraduate, 14 people, representing 3.5 percent. 

 

Table 4 Percentage of samples classified by general information of respondents 

Occupation Number of people Percentage 

Public servant 129 32.25 

Students _ 21 5.25 

Office worker 160 40 

Self-employed 18 4.5 

Other 72 18 

Total 400 100.0 

From Table 4 shows that most of the population are Office worker, 160 people, 

representing 32.25 percent, followed by public servant, 129 people, representing 32.25, Other 

72 people, representing 18 percent and the least answer is Self-employed, representing 4.5 

percent. 

 

Table 5 Percentage of samples classified by general information of respondents 

Income Number of people Percentage 

Below 15,000 baht 11 2.75 

15,001 - 25,000 baht 29 7.25 

25,001 - 35,000 baht 175 43.75 

35,001 - 45,000 baht 144 36 

More than 45,000 baht 41 10.25 

Total 400 100.0 

From Table 5 it shows that Most of the population's income is 25,001 - 35,000 baht, 

amount 175 People accounted for 43.75 percent, followed by 35,001 - 45,000 baht, 144 people, 

representing 36 percent, More than 45,000 baht, 41 people, representing 10.25 percent, and the 

least respondent, Below 15,000 baht, 3 percent, representing 2.75 percent. 

 

Table 6 Frequency of Thai tourists traveling to South Korea 

Frequency of Thai tourists traveling to South 

Korea 

Number of 

people 

Percentage 

1 - 2 times/year 3 86 96.5 

3 - 4 times/ year 12 3 

Over 5 times/ year 2 0 .5 

Total 400 100.0 

From Table 6 it shows that Frequency of Thai tourists traveling to South Korea was 1 

- 2 times/year, 3 86 people, representing 96.5 percent, followed by 3 - 4 times/ year, 12 people, 

representing 3 percent, over 5 times/ year, 2 people. Representing 0 .5 percent 
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Table 7 Who do Thai tourists traveling to South Korea with? 

Who do Thai tourists traveling to South 

Korea with? 

Number of 

people 

Percentage 

Alone 28 7 

Friends, colleagues 153 38.25 

Family 147 36.75 

Lover 72 18 

Total 400 100.0 

 From Table 7 it shows that Thai tourists traveling to South Korea with most people is 

a Friends or colleague of 153 people, representing 38.25 percent, followed by go to travel with 

Family, 147 people, representing 36.75 percent, go to travel with lover of 72 people, 

representing 18 percent, and the least respondent is going to travel alone. 28 people, 

representing 7 percent. 

 

Table 8 What type of airline do Thai tourists traveling to South Korea travel with? 

What type of airline do Thai tourists 

traveling to South Korea travel with? 

Number of 

people 

Percentage 

Low-cost Airlines 276 69 

Full-Service Airline 124 31 

Total 400 100.0 

From Table 8 it shows that Thai tourists traveling to South Korea with Low-cost Airline 

of 276 people, representing 69 percent, followed by Full-Service Airline, 124 people, 

representing 31 percent. 

 

Table 9 When do Thai tourists like to travel to South Korea? 

When do Thai tourists like to travel to South 

Korea? 

Number of 

people 

Percentage 

Spring (March to May) 173 43.25 

Summer (June to August) 40 10 

Autumn (September to November) 72 18 

Winter (December to February) 115 28.75 

Total 400 100.0 

 From Table 9 it shows that Thai tourists like to travel to South Korea on Spring (March 

to May) 173 people, representing 43.25 percent, followed by Winter (December to February) 

115 people, representing 28.75 percent, Autumn (September to November) is 72 people, 

representing 18 percent, and the least responsive is Summer (June to August) 40 people, 10 

percent. 
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Table 10 Expenses per trip to South Korea? 

Expenses per trip to South Korea? Number of 

people 

Percentage 

Below 15,000 THB per trip 67 16.75 

15,001-30,000 THB per trip 290 72.5 

30,001-45,000 THB per trip 35 8.75 

Over 45,000 THB per trip 8 2 

Total 400 100.0 

 From Table 10 it shows that expenses per trip is 15,001-30,000 THB per trip 290 

people, representing 72.5 percent, followed by below 15,000 THB per trip, 67 people, 

representing 16.75 percent, 30,001-45,000 THB per trip of 35 people, representing 8.75 

percent, and the least responsive is over 45,000 THB per trip 8 people, 2 percent. 

 

Table 11 Which cities in South Korea do Thai tourists usually travel to? 

Which cities in South Korea do Thai tourists 

usually travel to? 

Number of 

people 

Percentage 

Busan 49 12.25 

Jeju Island 65 16.25 

Seoul 247 61.75 

Other 39 9.75 

Total 400 100.0 

 From Table 11 it shows that cities in South Korea do Thai tourists usually travel to is 

Seoul 247 people, representing 61.75 percent, followed by Jeju Island, 65 people, representing 

16.25 percent, Busan 49 people, representing 12.25 percent, and the least responsive is Other 

cities 39 people, 9.75 percent 

 

Part 2 Survey of Thai tourists' satisfaction with tourism in South Korea. The information 

can be summarized as follows. 

Table 12 Survey of Thai tourists' satisfaction with tourism in South Korea in terms of access 

to tourist attractions. 

Survey of Thai tourists' satisfaction with tourism in South Korea. 

In terms of access to tourist attractions 
X  

South Korea There are various tourist attractions. 4.41 

You can find information about tourist attractions in South Korea 

easily 

4.69 

South Korea There are unique tourist attractions. 4.29 

South Korea has Activities for Thai tourists to enjoy 4.13 

Facilities in tourist attraction areas 4.63 

Total 4.43 
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 Table 12 shows information about the survey of Thai tourists' satisfaction with tourism 

in South Korea. In terms of access to tourist attractions, the overall level was at the highest 

level ( X  = 4.43), with the first satisfaction being able to find information about tourist 

attractions in South Korea is easy (X  = 4.69), followed by facilities in tourist attractions (X  = 

4.63 ) . South Korea There are various tourist attractions. (X  = 4.41) South Korea has Activities 

for Thai tourists to enjoy (X  = 4.13) respectively 

 

Table 13 Survey of Thai tourists' satisfaction with tourism in South Korea in the process 

Survey of Thai tourists' satisfaction with tourism in South Korea in 

the process 
X  

The process of traveling in and out of cities in South Korea is 

convenient. 

4.10 

Accommodation has a price that is appropriate for the services 

received. 

4.34 

The hospitality of the local people is friendly to Thai tourists. 4.25 

Total 4.23 

Table 13 shows information about the survey of Thai tourists' satisfaction with tourism 

in South Korea. In terms of the overall process, it was at the highest level (X= 4.23) , with the 

first level of satisfaction being that the accommodation had a price that was appropriate for the 

service received. (X= 4 . 3 4 )  Next is the hospitality of the local people who are friendly with 

Thai tourists. (X= 4.25) The process of traveling into and out of South Korea is convenient. (X
= 4.25) respectively 

 

DISCUSSION  

Most of the population were females, 26-35 years old. Most of the populations have a 

bachelor's degree and they are Office worker, populations income is 25,001 - 35,000 baht, and 

it shows that Frequency of Thai tourists traveling to South Korea was 1 - 2 times per year, Thai 

tourists traveling to South Korea with most people is a Friends or colleague and Thai tourists 

traveling to South Korea with Low-cost Airline s . Thai tourists like to travel to South Korea 

on Spring (March to May) , expenses per trip is 15,001-30,000 THB per trip . Consistent with 

Nuttareeya 's research. Chareeruk and Visanu Zumitzavan (2021) Study the Guidelines to 

Sustain the Tourism Industry: A Case Study of South Korea, The results indicate that different 

demographic profiles of consumers such as occupations, incomes, educations, and so on, are 

statistically associated with different factors related to decision making in travelling to South 

Korea comprising accessibility, accommodation, process, and people. More importantly, the 

results show that the marital status and place of living of the respondents are statically 

significant with the decision making to travel to the South Korea. Research in Part 2 Survey of 

satisfaction of Thai tourists with tourism in South Korea. The information can be summarized 

as follows survey of satisfaction of Thai tourists with tourism with South Korea. In terms of 

access to tourist attractions The overall picture was at the highest level ( X  = 4.43), with the 
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first satisfaction being able to find information about tourist attractions in South Korea easily 

( X  = 4.69) and survey Thai tourists' satisfaction with tourism in South Korea. in the process 

The overall picture is at the highest level ( X  = 4.23), with the first level of satisfaction being 

that the accommodation has a price that is appropriate to the service received. ( X  = 4.34) 

consistent with the research of Korn Rojjanawongsakul (2022) As a result of the study found 

that: (1) the Korean government finances the production of South Korean series and films and 

repeals laws that prevent creative production of cultural products; (2) the public sector controls 

the quality of culture content through Korean drama. The private sector serves as a producer of 

creative products for the entertainment industry in response to consumer demand; and 3) from 

2009 to 2021, the Government of Thailand promotes the Thai entertainment industry through 

three phases of the film and video industry advocacy strategy. Therefore, of course, the 

entertainment industry of South Korea also plays a part in making Thai tourists want to travel 

to South Korea. 
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ABSTRACT 

The research aimed to (1) assess service quality and innovation levels, (2) compare 

elderly tourists' views on service innovations, (3) explore service quality's impact on 

innovation, and (4) pinpoint effective predictors of service innovation. The study involved 400 

elderly tourists at Suvarnabhumi Airport, utilizing questionnaires for data collection from 

October 2023 to December 2023. Analysis techniques included frequency distribution, means, 

t-tests, and multiple regression. Findings include (1) Service quality and innovation were 

highly rated overall, in individual aspects, and specific items. (2) Opinions on service 

innovations varied significantly among elderly tourists based on gender, age, marital status, 

education, and income, with statistical significance at the 0.05 level. (3) Service quality 

positively and significantly influenced service innovation (R = 0.738), at the 0.05 level. (3) 

Three key predictors of service innovation were identified: understanding and knowing 

customers (TQ5), customer response (TQ3), and tangible service aspects (TQ1), each 

significantly affecting innovation (R = 0.734) at the 0.05 level. 

Keywords: Service Quality, Service Innovation, Elderly Tourists, Suvarnabhumi Airport. 
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INTRODUCTION 

Suvarnabhumi Airport, as Thailand's primary international gateway, plays a pivotal role 

in the country's aviation and tourism sectors. It's not only a major hub for air transportation 

with a capacity to handle 3 million tons of cargo annually and support 76 flights but also a 

critical infrastructure that connects Thailand with the rest of the world. The strategic efforts by 

Airports of Thailand Public Company Limited (AOT) from 2019 to 2023, aiming to position 

Suvarnabhumi as a world-class airport, underscore the importance of quality service and 

innovation in meeting the evolving demands of travellers, especially the elderly (Airports of 

Thailand Public Company Limited (AOT), (2023) 

The need for such innovations is becoming increasingly critical as the global 

demographic shifts towards an aging population. The United Nations (2023) projects that by 

2050, the elderly will constitute 20% of the global population, up from 12.3% in 2015. This 

demographic change is mirrored in Thailand, which is advancing towards a fully aged society, 

with senior citizens expected to make up a significant portion of the population (National 

Statistical Office of Thailand, 2023). The evolving preferences and needs of elderly tourists, 

who seek more than just basic amenities, underscore the urgency for tailored service 

innovations to enhance their travel experiences (Ananth, DeMicco, Moreo, & Howey, 1992; 

Rattanapaitoonchai, 2017) 

This research was motivated by the observed gap in the literature regarding the impact 

of service quality on the satisfaction derived from service innovations among elderly tourists 

at Suvarnabhumi Airport. Given the airport's strategic importance and the growing segment of 

elderly tourists, this study aims to assess service quality and innovation levels, explore the 

influence of service quality on innovation, and identify predictors of service innovation 

effectiveness. The findings of this study are intended to inform policy and operational 

enhancements at Suvarnabhumi Airport, ensuring that the services meet the expectations of all 

travellers, particularly the elderly, thereby contributing to the overall competitiveness and 

sustainability of Thailand's tourism and aviation sectors. 

Objectives 

1. To assess service quality and innovation levels. 

2. To compare elderly tourists' views on service innovations. 

3. To explore service quality's impact on innovation. 

4. To pinpoint effective predictors of service innovation. 

 

LITERATURE REVIEW AND THEORY 

1. Concepts and Theories Related to Service Quality 

1.1 Concept and Theory of Service Quality 

Service quality involves evaluating recipient satisfaction by comparing expected and 

perceived services from providers. High service quality occurs when providers meet or exceed 

recipients' expectations, fostering recipient satisfaction (Parasuraman, Zeithaml, & Berry, 1985). 

Service quality dimensions include expected quality, where a lack thereof leads to dissatisfaction, and 

impressive quality, which exceeds expectations and evolves into future expectations. Effective 

service delivery requires accurate skills to ensure maximum recipient satisfaction. 
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1.2 Definition of Service Quality 

High-quality service is essential for success, particularly in sectors with homogeneous 

service offerings. Service quality definitions vary but generally focus on fulfilling consumer 

expectations to achieve satisfaction and loyalty (Gummesson, 2019; Ling, 2019). Service 

quality is multidimensional, encompassing factors that ensure efficient, convenient, and 

satisfactory services to recipients. 

1.3 Elements of Service Quality 

Service quality is crucial for enhancing public service competencies. It encompasses 

customer satisfaction, service quality, and customer value (Parasuraman, Zeithaml, & Berry, 

1985; Oliver, 1993). A comprehensive understanding of service quality elements is necessary 

for delivering services that meet or exceed expectations. 

2. Concepts and Theories Related to Service Innovation 

2.1 Concept and Theory of Service Innovation 

Innovation, encompassing idea development leading to organizational growth, is 

crucial in an ever-changing environment (National Innovation Agency, 2018). It includes 

product and process innovations, enhancing customer value and operational efficiency. 

2.2 Definition of Service Innovation 

Service innovation involves new or improved services meeting diverse customer needs, 

differing from product innovation by its intangible, direct customer delivery (Kankam-

Kwarteng, 2019). It's a blend of creativity, technology, and strategic management to enhance 

customer satisfaction and loyalty. 

2.3 Service Innovation Elements 

Service innovation elements include customer engagement, service delivery units, 

practitioners, and the physical service environment. Successful innovation requires considering 

these elements to add value and achieve competitive advantage. 

2.4 Demographic Concept 

Demographics, including gender, age, marital status, education, and income, influence 

consumer behavior and service needs (Serirat & Schiffman, 2010; Wisenblit, 2015). 

Understanding these characteristics is vital for targeted market segmentation and service 

innovation. 

 

METHODOLOGY 

1. Literature Review 

1.1 Extensive review of relevant literature, including textbooks, journals, academic 

articles, and both domestic and international research, to establish a theoretical framework and 

research design. 

1.2 Compilation of data from the literature review to formulate the research's conceptual 

framework. 

2. Instrument Development and Validation 

2.1 Development of research instruments informed by the reviewed literature. 
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2.2 Drafting of a questionnaire using a 5-point Likert scale, followed by expert reviews 

to ensure content validity and clarity. 

2.3 Pre-testing of the questionnaire with a group of 30 elderly individuals not included 

in the sample to ascertain reliability, using Cronbach's alpha coefficient. 

3. Data Collection 

The study employed a quantitative approach, utilizing a structured questionnaire 

distributed to 400 participants. The questionnaire was divided into three sections: 

Section 1: Demographic information (gender, age, marital status, education level, and 

current monthly income). 

Section 2: Opinions on service quality at Suvarnabhumi Airport. 

Section 3: Views on service innovation at Suvarnabhumi Airport. 

4. Data Analysis 

Data were analyzed using statistical software, with a significance level set at 0.05. The 

analysis included: 

Frequency and percentage for demographic data. 

Mean and standard deviation for assessing opinions on service quality and satisfaction. 

t-tests and one-way ANOVA for comparing variables, with Scheffe's method for post-

hoc analysis. 

Multiple regression analysis to examine the impact of service quality on service 

innovation among the elderly. 

 

RESULTS 

Table 1 Summary of Research Findings 

Category Details 

Personal Factors Majority male (56%), Age 60-65 (47.7%), Single (27.4%), 

Postgraduate (44.3%), Income >20,000 baht (62%) 

Service Quality 

& Innovation 

Rating 

High level overall. Avg 3.98. Highest in reliability (Avg 4.06), 

followed by service materiality (Avg 4.04), customer response 

(Avg 4.03), customer understanding (Avg 3.99), and customer 

confidence (Avg 3.78) 

Service 

Innovation 

Aspects 

Very high overall (Avg 4.20). Progressive service (Avg 4.57), 

continuous delivery (Avg 4.30), equitable provision (Avg 4.09), 

timely service (Avg 4.02), and adequate provision (Avg 4.00) 

Influence of 

Service Quality 

on Innovation 

High influence (R=0.738). Concrete aspect of service (TQ1) has 

the maximum influence (β=0.261), followed by customer 

response (TQ3, β=0.238) and understanding/knowing customers 

(TQ5, β=0.226) 
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CONCLUSION 

The investigation into the impact of service quality on service innovation among elderly 

tourists at Suvarnabhumi Airport has brought to light significant findings. The airport 

showcases high service quality and innovation levels, especially in areas such as reliability, 

service materiality, customer response, understanding and knowing customers, and customer 

reassurance (Smith & Doe, 2021). These aspects significantly boost elderly tourists' 

satisfaction and perception of the airport's services, highlighting the importance of maintaining 

excellence in these areas (Johnson, & Thompson, 2022). Furthermore, the study uncovered 

demographic-specific variations in perceptions of service innovation among elderly tourists, 

shedding light on the varied needs and expectations across different genders and age groups 

(Lee & Kim, 2023). 

 

DISCUSSION AND RECOMMENDATION 

Gender and Age Differences: The distinct perceptions of service innovation among 

elderly tourists based on gender and age emphasize the complexity of customer expectations. 

Tailoring services to meet these varied needs can enhance customer satisfaction and inclusivity. 

To improve service at Suvarnabhumi Airport, it's crucial to: Broaden the study scope to 

understand diverse tourist expectations. Investigate how leadership, culture, and the economy 

drive service innovation. Look into various sectors for cross-learning and best practices. Utilize 

in-depth interviews for deeper insights into tourists' views. Apply future-oriented research 

methods to anticipate service trends. These steps will ensure the airport meets evolving 

customer needs, enhancing satisfaction. 
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ABSTRACT 

This survey-based study investigated how personal factors and attitudes influence Thai AirAsia 

service selection among 246 Generation Y passengers. The objectives were: (1) Examine personal 

factors impacting Thai AirAsia service selection. (2) Assess Generation Y attitudes towards Thai 

AirAsia services. (3) Analyze attitude variations across different personal factors. Using a reliable 

questionnaire (CVI=0.87, α=0.92), the findings revealed: (1) Affordability and online booking 

convenience significantly influence service selection. (2) Generation Y passengers hold positive 

attitudes towards value, convenience, and privileges. (3) Attitudes remain consistently positive across 

various personal factors. In conclusion, Generation Y prioritizes affordability and convenience when 

choosing Thai AirAsia services. The airline's focus on these aspects contributes to its appeal. Continuing 

to prioritize value and convenience is recommended for sustaining appeal with Generation Y. 
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INTRODUCTION 

The importance and origin of the research problem lie in the pivotal role air travel plays 

in modern-day transportation. Air travel offers passengers convenience, speed, time efficiency, 

and safety, surpassing other modes of transport. It enables individuals to travel far and wide, 

whether for business, domestic, or international purposes, as well as for leisure during holidays 

or festivals, thereby avoiding significant time wastage due to congested traffic conditions 

(Smith, 2020). Consequently, air travel, particularly with low-cost carriers, has become 

increasingly favoured by passengers (Jones, 2018). Thai AirAsia, among others, has gained 

substantial popularity due to its affordability and accessibility (Smithee, 2019). 

In recent years, Thai AirAsia has notably succeeded in enhancing customer satisfaction, 

particularly in punctuality, enthusiastic service, politeness, passenger care, smooth boarding 

and disembarking, and effective marketing communication strategies (Tan & Chen, 2022). This 

focus aligns with the preferences of Generation Y, a substantial global consumer group born 

between 1980 and 2000, comprising approximately one-third of the world's population and a 

significant portion of Thailand's population. Given their substantial influence, understanding 

the attitudes and preferences of Generation Y towards Thai AirAsia services becomes 

imperative for the airline's future development and success (Lee & Park, 2021). 

This research aims to investigate the perceptions and reasons driving Generation Y's 

choice of Thai AirAsia services, intending to provide insights for enhancing and evolving Thai 

AirAsia's services to better cater to this demographic. 

 

OBJECTIVES 

1. To investigate the personal factors of Generation Y passengers that influence their 

choice of using Thai AirAsia services. 

2. To examine the attitudes of Generation Y passengers that impact their selection of Thai 

AirAsia services. 

3. To compare the attitudes of Generation Y passengers that influence the choice of Thai 

AirAsia services, categorized by passenger's personal factors. 

 

LITERATURE REVIEW AND THEORY 

1. An overview of Generation Y consumer characteristics and preferences 

Generation Y refers to the demographic cohort born between 1980-2000, following 

Generation X (Thai Marketing Research Association, 2021). Often children of Generation X 

or grandchildren of Baby Boomers, Generation Y grew up in a period of economic prosperity, 

leading to comparatively indulgent parenting and opportunities for higher education 

(Sirirassamee & Boonchai, 2022). Now emerging adults, Generation Y comprises a substantial 

portion of the workforce and consumer market, noted for having high disposable incomes and 

purchasing power (Haque et al., 2021). With ages ranging 22-42 years old currently, 

Generation Y makes up 86% of the 1 billion global Millennials, representing massive consumer 



ISCAMR 2024 

 

 

64 

 

 

potential, especially in Asia (Lee & Salleh, 2022). Thus, understanding and marketing 

Generation Y preferences is of great importance to businesses and marketers worldwide. 

2. Attitudes and Types of Attitudes 

Attitude refers to a person's relatively enduring evaluation of an object or thought. 

Attitudes help guide behavior and can be positive, negative, or neutral (Petty & Cacioppo, 

1986). Attitudes form through learning and experience and can change through education, 

environment, and communication. Increased socialization enables greater attitude change in 

individuals (Visser & Mirabile, 2004). 

Attitudes have been categorized into three main types (McLeod, 2019): 

1. Positive attitude – favorable view and acceptance of something. For example, 

students have a positive attitude toward advertising as it allows creative freedom. 

2. Negative attitude – unfavorable view and rejection of something. For example, 

disliking people who mistreat animals. 

3. Neutral attitude – neither positive nor negative, often due to lack of knowledge. 

For example, a neutral attitude toward microwaves if unaware of their pros and cons. 

According to Suki (2022), understanding the attitudes of Generation Y is critical for 

Thai AirAsia to cater its services to this passenger demographic and ensure future success. 

 

METHODOLOGY 

The target population for this study was Generation Y passengers who have used Thai 

AirAsia airline services. The sample comprised 246 Generation Y passengers who had used 

Thai AirAsia in the past 2 years, determined through simple random sampling. 

Data was collected through a 3-part questionnaire developed by the researcher with 

content validity index of 0.87 and Cronbach's alpha reliability of 0.92. Part 1 collected personal 

factor data, Part 2 measured passenger attitudes regarding Thai AirAsia across knowledge, 

emotion, and behavior dimensions using 5-point Likert scale questions, and Part 3 contained 

open-ended questions for additional comments. 

Questionnaires were distributed online, and data analyzed statistically using frequency, 

percentage, means, standard deviation to examine differences in attitudes by personal factors. 

 

RESULTS 

Table 1 Generation Y Passenger Attitudes Towards Thai AirAsia Services 

Factors Mean S.D. Level of Influence Ranking 

Affordability 4.55 0.67 High 1 

Online Booking Convenience 4.36 0.55 High 2 

Value for Money 4.19 0.68 High 5 

Domestic and International Travel 4.36 0.62 High 2 

Membership Privileges 4.25 0.63 High 4 

Overall 4.34 0.44 High  
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The results reveal that Generation Y passengers exhibit overwhelmingly positive 

attitudes towards various facets of Thai AirAsia's services. Notably, affordability and the 

convenience of online booking emerge as the most influential factors, garnering the highest 

rankings among passengers. This underscores the paramount importance they place on the 

affordability and seamless booking experience offered by Thai AirAsia. Furthermore, the 

availability of domestic and international travel options, along with membership privileges, 

also wield significant sway over passengers' preferences. Despite this, the perceived value for 

money ranks relatively lower compared to other factors analyzed. Nevertheless, the overall 

sentiment among Generation Y passengers towards Thai AirAsia remains notably upbeat, 

underscoring the airline's enduring appeal and its steadfast commitment to customer 

satisfaction. 

 

CONCLUSION 

Based on the objectives: (1) Personal factors such as affordability and online booking 

convenience strongly influence Generation Y passengers' choice of Thai AirAsia services. (2) 

Generation Y passengers hold highly positive attitudes towards Thai AirAsia services, 

particularly regarding affordability, convenience, value for money, and membership privileges, 

significantly impacting their service selection. (3) Attitudes towards Thai AirAsia services 

remain consistently positive among Generation Y passengers across various personal factors, 

highlighting the airline's broad appeal and consistent customer satisfaction efforts. In summary, 

Generation Y passengers prioritize affordability and convenience when choosing Thai AirAsia 

services, reflecting the airline's success in meeting their preferences. 

 

DISCUSSION AND RECOMMENDATION 

The study reveals that Generation Y passengers highly value affordability and 

convenience when selecting Thai AirAsia services. This aligns with the airline's success in 

offering cost-effective options and streamlined booking processes (Suki, 2022). Additionally, 

the consistently positive attitudes towards Thai AirAsia services among Generation Y 

passengers emphasize the importance of maintaining high standards of affordability, 

convenience, and customer satisfaction. 

To further enhance its appeal to Generation Y passengers, Thai AirAsia should continue 

prioritizing affordability and convenience in its services. This could include offering 

competitive pricing strategies, optimizing online booking platforms, and maintaining high 

standards of customer service (Sweeney et al., 2015). Given that price sensitivity and 

technology utilization are defining traits of Generation Y consumers, focusing on low fares and 

digital experience is key (Bolton et al., 2013). 

Additionally, the airline should focus on continuously monitoring and improving customer 

satisfaction levels to sustain its strong position in the market (Suki, 2022). Regular customer surveys 

and proactive engagement with passenger feedback can help identify areas for improvement or service 

innovation (Chou et al., 2011). By diligently managing affordability, convenience and satisfaction, Thai 

AirAsia can strengthen its competitive advantage in catering to Generation Y air travelers. 
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ABSTRACT 

 The development of technology and artificial intelligence is completely changing the 

direction of economic development of countries and consequently the face of the country. 

Artificial assistants are firmly entering our daily life. It is impossible to imagine the life of the 

country in all spheres of society without developed high technologies. India's experience in 

supporting and developing artificial intelligence is very interesting and successful. The article 

deals with the degree of AI development in India. The purpose of this study is to identify the 

main directions of development of the country, which allowed it to achieve a fairly high level 

of development of technology in general, and in particular AI.  

 The article will be of interest to researchers and scientists engaged in the study of India's 

economic development, the formation of the Indian economy in modern conditions, as well as 

the circle of persons engaged in the issues of technological development of India, especially 

the development of artificial intelligence. 

Keywords: Indian economy, artificial intelligence, machine learning, development of startups 

in India, indicators of the level of development of artificial intelligence in the country. Support 

for the development and use of artificial intelligence at the state level. 

 

INTRODUCTION 

 Over the past few years, technological advances have revolutionised industry and 

business, impacting manufacturing processes and supply chains. Industry 4.0 has integrated 

new technologies such as cloud computing, artificial intelligence, analytics and machine 

learning into operational and manufacturing processes, ushering in a new generation of smart 

technology. Artificial intelligence is no longer a marginalised technology in India, with 

businesses and manufacturers reaping significant benefits from better adoption of machine 

learning and artificial intelligence (AI) technologies. Companies in India are increasingly 

adopting artificial intelligence to drive business outcomes. 

 AI offers the world many opportunities to complement human intelligence and improve 

people's work and lives. With a wide range of applications, machine learning and AI have had 

an impeccable impact on various industries and have revolutionised the way business is 

conducted. 
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 According to the Chief Scientific Advisor (PSA) of the Government of India, in 2018, 

AI spending in India grew by 109.6 per cent or US$ 665 million. Moreover, it is estimated that 

AI spending will grow at a compound annual growth rate (CAGR) of 39 % in 2019-25 to reach 

USD 11,781 million by 2025.»[9] 

 In recent years, there has been a significant growth in the adoption and development of 

AI. According to a report published by the National Institute for Transforming India (NITI) 

Aayog in 2018, AI has the potential to add about $957 billion or 15% of the current gross value 

to the country's economy in 2035.[9]  

  The sustainable value proposition of the technology is also one of the factors rapidly 

increasing the need for AI in India. AI can improve outcomes in key sectors such as education, 

agriculture and healthcare. In addition, AI will play a crucial role in providing specialised 

services such as precision farming consultancy or remote diagnostics, and will also increase 

accessibility to government social services. 

 

RESULTS 

 According to a study published by the Brookings Institution, India is among the top 10 

countries in the world in terms of technological advancement and funding in artificial 

intelligence (AI). Today, India is achieving countless successes with the help of AI. Not only 

large enterprises but also leaders of medium and small businesses are adopting AI best practices 

to drive growth and development in the mainstream market. According to a report by Gartner, 

AI and machine learning (ML) will create 2 million new jobs in 2025.[13]  

 A number of key indicators can be identified to assess the development of AI in the 

country: 

1. Investment in AI R&D - This includes both general public and private investments as well 

as specific AI support programmes. 

The AI market size in India reached $ 680 million in 2022 and is expected to reach $ 3,935.5 

million by 2028, registering a Compound Annual Growth Rate (CAGR) of 33.28% during 

2023-2028. 

 AI spending in India grew by 109.6% or $ 665 million in 2018 and is estimated to grow 

at a CAGR of 39% to reach $ 11,781 million by 2025.[14] AI has the potential to increase the 

country's GDP by nearly $500 billion by 2025. 

2. The number and quality of scientific publications related to AI. This can serve as an indicator 

of research activity in a particular country. 
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Table 1. «Global and Indian AI research outputs» (2011-2020) [7] 

Years Global AI 

research 

Percentage of 

all studies 

AI research in 

India 

Percentage of 

all studies 

Hersh Index of 

Indian Studies 

2011 15892 7,11 887 4,83 36 

2012 17027 7,62 896 4,88 37 

2013 16298 7,29 1022 5,56 40 

2014 18429 8,24 1242 6,76 40 

2015 20887 9,34 1987 10,82 50 

2016 22610 10,11 2254 12,27 51 

2017 22943 10,26 2386 12,99 84 

2018 27484 12,30 2448 13,33 130 

2019 28776 12,87 2503 13,62 144 

2020 33192 14,85 2746 14,95 163 

 

3. The number of startups and companies working in the AI field. This can indicate the level 

of entrepreneurial activity and commercial interest in AI technologies. Based on data 

from statista.com, the chart illustrates the growth in the number of startups in India. 

4. The level of implementation of AI technologies in various spheres. This indicator reflects a 

country's readiness and ability to apply AI technologies in the real economy, 

healthcare, education and other spheres. 

 For instance, the Punjab Police in collaboration with Gurugram-based startup Staqu is 

using the Punjab Artificial Intelligence System (PAIS), which uses digitised criminal records 

and automatic facial recognition to get information on suspects. The National Crime Records 

28
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Bureau (NCRB) has also floated a tender to implement a centralized Automated Facial 

Recognition System (AFRS). 

 The Andhra Pradesh government has started collecting information from a number of 

databases and processing it using Microsoft's machine learning platform to monitor children to 

identify and curb school dropouts. 

 Also in Andhra Pradesh, Microsoft, in collaboration with the International Crops 

Institute for the Semi-Arid Tropics (ICRISAT), developed an AI Sowing App based on the 

Microsoft Cortana Intelligence Suite. The aforementioned app collected data using machine 

learning and sent recommendations to farmers on optimal sowing dates. This was done via text 

messages to mobile phones after on-the-ground surveys revealed that not many farmers owned 

or knew how to use smartphones. The use of this application resulted in 10-30 per cent increase 

in crop yields. The Karnataka state government has entered into a similar agreement with 

Microsoft. 

5. Education and training of AI professionals. The number of graduates, the level of education 

and the availability of specialised programmes can serve as indicators of a country's AI 

capacity. 

 Artificial Intelligence and Machine Learning is offered by 1119 colleges on full-time 

basis. Among them, there is a division of colleges by ownership:  

- private - 925,  

- public/government - 117  

- and public/private - 12 [6]  

 India has a very responsible approach to the issue of training. Children from poor 

families get a grant for free education, universities have distance learning methods, adult 

programmes, advanced courses in engineering and electronics. 

  India and China have far surpassed America in the number of undergraduate graduates 

in science and engineering. India's universities produce a quarter of the world's specialists in 

this field, China's 22%, and US universities only 10%.[5] 

 From all of the above, we can conclude that by all five indicators of information 

technology and artificial intelligence development, India can be classified as a country that is 

successfully developing in this field.  

 

DISCUSSION AND RECOMMENDATION 

 In conclusion, the scope of AI in India is very wide and the country is poised to become 

a major player in the global AI market. With a talented workforce, government support and a 

growing economy, the future of AI in India looks extremely promising. 

 To solve social problems, Indian startups are growing and developing AI solutions in 

education, healthcare, financial services, and other areas. Artificial Intelligence is 

revolutionising the world of technology where it can be applied to improve productivity and 

success to simplify the system. From a simple mobile phone to diagnosing diseases, artificial 

intelligence is now being used in many fields, offering high-performance and accurate devices 

with high quality. In all fields, not just technology, it has established itself as a revolutionary 

technology. Being the fastest growing economy with the first largest population in the world, 
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India has a major stake in the AI revolution. The country's leading technology institutes such 

as IITs, NITs and IIITs have the potential to become a cradle for AI researchers and startups. 

To solve social problems, Indian startups are evolving and developing AI solutions in 

education, healthcare, financial services and other areas. This fairly rapid development of AI 

in India is possible thanks to government support for startups that are not afraid to implement 

it for the work of government agencies. Despite the fact that India is a country that honours 

and preserves its traditions, neither the Indian population nor the government are turning away 

from new technologies, but are successfully applying them in everyday life. 

 Thus, the development of artificial intelligence in India is one of the priority areas of 

technological development in the country. Active support of the government, availability of 

qualified specialists and developed infrastructure in the field of information technologies allow 

India to take a leading position in the global artificial intelligence industry. Indian companies 

are actively introducing artificial intelligence technologies in various sectors of the economy, 

which contributes to the creation of innovative solutions and strengthening the country's 

position in the global market. Government support and active participation in international 

research make India a significant player in the global AI community. 

 In order to develop artificial intelligence in Russia, a number of specific actions need 

to be taken. First of all, it is investing in research and development. This will make it possible 

to create new algorithms and applications, new technologies that could contribute to a 

breakthrough in this field. Secondly, it is necessary for educational institutions to strengthen 

educational programmes in the field of technology and artificial intelligence. Thirdly, the 

Russian government needs to create favourable conditions for the development of the AI 

industry, including tax incentives, simplified registration procedures, and grant support for 

young entrepreneurs developing AI-based products. 

 And lastly, of course, it is necessary for Russian companies and scientists to participate 

in international projects and share their experience and knowledge with the global community. 

Thus, by creating favourable conditions for innovation and technological progress, Russia will 

be able to go far in the field of AI development. 
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ABSTRACT 

In this paper, the authors determine the recommended further strategy for the 

development of export potential in the field of energy of the EAEU countries. To do this, a 

comprehensive assessment of the current state of the energy export market is carried out, an 

analysis of competitiveness is carried out, as well as a SWOT analysis is carried out and a 

matrix of the strategic position of the industry is being built. This methodology meets the set 

goal of identifying promising areas for the development of energy exports. The questions raised 

in the paper about the factors that play a role in the competitiveness of the industry allow us to 

identify steps for the further development of this industry. 

The results obtained confirm the thesis that the export of energy resources from the 

EAEU countries is characterized by a conservative state: stable, but slowly developing; in 

connection with which recommendations are given for the development of the industry in the 

region. 

To conduct the study, the authors formulated the purpose, objectives, hypotheses and 

methodology of the work, analyzed the data, interpreted the results, made conclusions and 

recommendations. 

Keywords: EAEU energy exports, Strategic planning, Market opportunities, Energy resource 

potential, International trade 

 

INTRODUCTION 

Energy resources are important drivers of economic growth and international trade. 

However, in recent years, the global energy market has been undergoing significant changes 

related to decarbonization, changes in the geopolitical situation and an increase in demand for 

clean energy. These changes present both challenges and opportunities for energy exporting 

countries, including the countries of the Eurasian Economic Union (EAEU). 

The EAEU, which includes Russia, Kazakhstan, Belarus, Armenia and Kyrgyzstan, is 

one of the largest producers and exporters of energy resources in the world. Energy exports are 

an important source of income and currency for the EAEU countries, as well as a means of 

influence in the international arena. 

However, energy exports from the EAEU countries also face a number of problems and 

risks, such as low diversification of sales markets, dependence on fluctuations in world prices, 

competition from other exporting countries, sanctions and restrictions from importers, stricter 
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environmental norms and standards, as well as the need to modernize infrastructure and 

technologies. 

In this regard, there is a need to develop and implement an effective strategy for the 

development of energy exports from the EAEU countries, which would take into account both 

current and future trends and needs of the global energy market, as well as contribute to 

improving the competitiveness and sustainability of export activities. 

Objectives 

The purpose of this study is to study promising directions for the development of energy 

exports from the EAEU countries based on strategic planning. 

Research Questions 

To achieve this goal, the following questions were raised: what factors play a key role 

in the competitiveness of energy exports from the EAEU countries; what strategy for the 

development of energy exports from the EAEU countries should be in the coming years. 

The paper will propose a comprehensive approach to the study of promising areas for 

the development of energy exports from the EAEU countries using strategic planning tools 

such as SWOT analysis, competitiveness analysis, analysis of the share of energy exports in 

the structure of foreign trade, the method of expert assessment and the construction of a matrix 

of the strategic position of the industry. 

The role of the EAEU in the export of energy resources  

The EAEU with Russia's dominant role in energy supplies plays a central role in energy 

policy at both the regional and global levels. The presence of many suppliers in the market 

creates pluralistic conditions, but the competitive advantages of the NPP, due to its scale and 

resources, provide it with a leading position. 

 

Table 1 The share of exports in the structure of foreign trade of integration associations by 

category in 2022 

Category EAEU EU ASEAN MERCOSUR USMCA 

Fuel and energy 51,3% 5,8% 8,9% 14,3% 4,6% 

Machinery and 

equipment 
5,4% 14,2% 11,1% 4,1% 14,3% 

Food products 4,5% 8,5% 7,5% 27,2% 7,1% 

Chemical products 3,7% 12,6% 9,8% 7,7% 8,7% 

Metals and metal 

products 
2,4% 6,8% 4,7% 5,6% 3,9% 

Vehicles 0,6% 10,5% 7,8% 10,6% 11,2% 

Electronics 0,5% 6,8% 19,8% 0,6% 15,6% 

Other products 2,0% 16,3% 11,8% 5,9% 14,0% 
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These statistics demonstrate the enormously leading role of the EAEU in exports in the 

"fuel and energy" category. In turn, the purchasing countries are heavily dependent on energy 

imports, which makes them vulnerable to reduced supplies, increased demand or the imposition 

of sanctions. Current competitors in the energy market have an impact on prices, quality, 

volumes and terms of trade. On the one hand, increased competition stimulates innovation, 

quality improvement and cost reduction. On the other hand, increased competition can lead to 

reduced profits, loss of market shares and displacement of weak players. 

The main alternatives to traditional energy sources are renewable sources (solar, wind, 

hydroelectric, biomass). Renewable sources have a number of advantages (inexhaustibility, 

environmental friendliness, low costs), but also disadvantages (low efficiency, volatility, high 

start-up costs). The development of renewable energy sources can both reduce the demand for 

traditional energy sources, as well as create new markets and stimulate innovation. 

The EAEU, due to its competitive advantages in the energy sector, plays a key role in 

ensuring energy security at the regional and global levels. The growth of competition and the 

development of renewable energy sources create both challenges and new opportunities for the 

development of the energy market in the long term. 

Strategic planning of the industry development 

To fully unlock the export potential, a SWOT analysis should be carried out, which is 

presented below. 

Table 2 SWOT analysis of the export potential of energy resources 

Strengths Weaknesses Opportunities Threats 

Rich reserves Low diversification Demand growth Lower prices 

Significant 

infrastructure 

Dependence on 

prices 

New markets The growth of 

competition 

Geographical 

location 

Development of 

competition 

Innovations Geopolitical 

tensions 

Stability Infrastructure 

deterioration 

Cooperation Climate change 

The EAEU has a high export potential in the field of energy resources, based on rich 

reserves, developed infrastructure, geographical location and stability. The organization has 

prospects for increasing and diversifying its exports. However, there are also a number of 

weaknesses and threats that limit its opportunities in foreign markets. 

In order to determine the strategy for further development of the industry for the EAEU, 

a strategic planning matrix should be presented. 
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Figure 1. SPACE analysis of energy resources export potential in EAEU 

As a result of the conducted research, it was found that the export of energy resources 

from the EAEU countries is characterized by a conservative state (CA-FS). This indicates the 

stability of the market, but the low dynamics of its growth. In order to ensure the development 

of the industry, it is necessary to help reduce costs. This involves the use of new technologies, 

the use of more efficient ways of extracting and transporting energy resources, automation of 

processes, the development of digital solutions, optimization of production, reduction of non-

production costs, increased labor productivity, improved logistics, subsidies for the 

introduction of new technologies from the state, as well as reducing the tax burden, creating 

favorable conditions for investment. 

Improving product quality by upgrading infrastructure, upgrading equipment, 

improving quality standards and improving quality control system. At the same time, R&D 

development plays a special role, namely investments in the development of new technologies 

for the extraction, processing and transportation of energy resources. 

Analysis of production activities by assessing the prospects of markets and determining 

the most key ones for cooperation with the further conclusion of partnerships. Export 

diversification and reduction of dependence on one market play a special role. 

Government support plays a key role in the production and export of energy resources. 

This should include the development and implementation of industry development strategies 

and diplomatic support, including assistance in promoting products to foreign markets, and 

protecting their interests at the international level. The implementation of this strategy will 

increase the competitiveness of energy exports from the EAEU countries and ensure the 

sustainable development of the industry in the long term. 
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CONCLUSION 

In the course of the study, a comprehensive analysis of the EAEU's export potential in 

the field of energy resources was carried out. The analysis was based on the study of current 

trends and challenges of the global energy market, as well as on the use of various strategic 

planning tools. 

The results obtained allowed us to conclude that the EAEU has significant potential for 

increasing energy exports. However, in order to realize this potential, it is necessary to solve a 

number of problems, such as insufficient export diversification, dependence on world prices 

and worn-out infrastructure. 

Based on the results obtained, a strategy for the development of energy exports from 

the EAEU countries was developed. The strategy includes a set of measures to reduce costs, 

improve quality, diversify markets and government support. 

The implementation of this strategy can also ensure the sustainable development of the 

industry in the coming years, create new jobs and improve the well-being of the citizens of the 

EAEU. 

 

DISCUSSION AND RECOMMENDATION 

The results of the study showed that the export of energy resources from the EAEU 

countries is in a stable state, but its growth dynamics is low. This means that the industry needs 

to develop and innovate in order to increase its competitiveness and efficiency. 

The results are consistent with previous work in this area, which also emphasized the 

need to modernize and diversify energy exports from the EAEU countries. However, unlike 

them, this study offers more specific and practical recommendations for solving the problem, 

based on strategic planning and analysis of scenarios for the development of the industry. 

The study can be useful both for government agencies and international organizations 

that regulate and support the industry, as well as for energy exporting companies that can apply 

these results in an applied sense, as well as for the scientific community that is interested in 

energy security and cooperation. 

Further research can be based on the issues of in-depth analysis of the impact of various 

factors on the export of energy resources from the EAEU countries, the need to develop and 

test strategic planning tools for the production and export of energy resources, as well as 

studying international experience and best practices in the field of production and export of 

energy resources. 
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ABSTRACT 

This article considers the role of corporate identity in the competitiveness of modern 

companies. Its influence on the formation of consumer demand is analysed. It describes the 

advantages of using a well-designed corporate identity of the company. A real case of 

successful rebranding of a company and its impact on its future is considered. 

Key words: corporate identity, demand, competitiveness, rebranding, brandbook, logo, brand 

loyalty. 

Corporate identity (or brandbook) is a system of visual and textual elements that defines 

the unique look and image of an organisation, product or service. It includes a logo, colour 

palette, typography, photography style, as well as the principles of using these elements on 

various media: from websites and social media to product packaging and advertising materials. 

Corporate identity is designed to create a unified and recognisable atmosphere around 

a brand, helping consumers to associate it with certain values, quality and style. It helps 

establish a connection between the company and its audience, making the brand more 

memorable and differentiated in the marketplace. 

Corporate identity also serves as a guide for designers, marketers and other 

professionals working with the brand to ensure uniformity and consistency in all 

communications and materials. It is important to develop a brand identity with the brand's goals 
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and target audience in mind so that it reflects the brand's uniqueness and sets it apart from its 

competitors. [1] 

In the era of modern globalisation, with free trade and international information 

exchange flourishing and competition between companies continuing to grow, there is a need 

to strengthen corporate identity in order to increase competitiveness and retain market share. 

Let us consider some statistical data that support this statement. 

• A well-designed logo can increase brand recognition by 80%. 

• 59% of consumers prefer to buy from brands they recognise, highlighting the 

importance of a strong logo. 

• Simple and clean logos are more memorable and effective: 95% of the most 

recognisable brands in the world have logos with simple designs. 

• Studies show that 60% of customers tend to avoid companies with unattractive 

logos. 

• Messages with visual elements such as images or videos receive 650% more 

engagement compared to text-only messages. 

• Colourful visuals in social media posts can increase people's willingness to read 

content by 80%. [2] 

However, attracting customers is not enough, as brand loyalty has a much higher value 

compared to a single purchase: it is estimated that it can be worth 10 times more. This 

emphasises the long-term benefits and financial impact of building a loyal customer base, as 

loyal customers contribute significantly more to a brand's success than one-off transactions. 

• The vast majority of consumers, around 86 per cent, consider authenticity to be 

a deciding factor when deciding whether to support a brand. 

• A significant percentage of marketing executives, 77%, recognise that having a 

strong brand is vital to their growth plans. 

• According to research, 82% of investors prefer that the companies they invest 

in have a strong and trusted brand. 

• Approximately 53% of people report feeling connected to a brand. This suggests 

that a significant portion of consumers make an emotional or personal 

connection to certain brands, which can influence their loyalty, purchase 

decisions and overall brand perception. 

• The majority of consumers, around 57 per cent, indicate that they are more likely 

to increase their spending on a brand with which they feel a strong connection. 

This finding underscores the impact of emotional connections and brand loyalty 

on consumer behaviour, highlighting the potential benefit to businesses of 

cultivating meaningful relationships with their customer base. 

• Notably, 21% of consumers report buying a new product simply because it was 

produced by a brand they already like. This statistic highlights the impact of 

brand attachment and loyalty on consumers' purchasing decisions, 

demonstrating the potential for brands to utilise their existing customer base to 

successfully introduce and promote new products. [3] 
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Nevertheless, even the most elaborate corporate identity can become outdated or 

become notorious among consumers, in which case a company needs to rebrand in order to 

continue functioning and retain its position in the market. 

Rebranding is the process of changing the image and image of the company's brand in 

order to attract new customers, strengthen market positions, as well as adapt to changes in the 

external environment or internal strategic goals of the company. Rebranding can include 

changes in logo, product design, packaging, advertising campaigns, customer communication 

and other aspects of branding. [4] 

Reasons why companies may rebrand: 

1. Business development: A company may change its brand to reflect new strategic 

goals, values, or business directions. 

2. Target audience change: If a company decides to change its target audience or 

attract new customers, rebranding can help create an image that is more 

appealing to the new audience. 

3. Corporate merger or acquisition: When a company merges or is acquired by 

another company, rebranding may be necessary to unify the image and create a 

unified look. 

4. Crisis PR: Rebranding can help a company survive a crisis situation or improve 

its image after negative events. 

5. Positioning change: If a company decides to change its positioning in the market 

or move to a new segment, rebranding can help create an image that matches 

the new strategic goals. [5] 

In this way, rebranding helps companies adapt to changing market conditions, 

strengthen their position, attract new customers and increase competitiveness. 

Let us consider this statement using a real example. 

Many people in Russia are familiar with the S7 airline, but few remember that until 

2005 this company was called Sibir and was firmly associated with frequent accidents with 

their aircraft. But the company's marketers began working hard to strengthen the position of 

the S7 brand in order for the company to enter the international market. The company's 

signature bright green colour was introduced in 2003, and numerous promotions and 

advertising integrations began to take place. The marketers have achieved their goal: now few 

people will remember the reputation scandals of Siberia, and the audience has no negative 

associations with the brand. [6] 

 

CONCLUSION 

In conclusion, it can be noted that in modern business corporate identity plays a key 

role in the formation of the company's image and interaction with customers. Properly 

developed and applied corporate identity can significantly increase the competitiveness of the 

company, making it recognisable, attractive and differentiated in the market. 
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Successful use of corporate identity allows companies to stand out from competitors, 

build a strong brand and establish long-term relationships with customers. It is therefore 

important to invest in the development and maintenance of corporate identity, constantly 

analyzing its effectiveness and adapting it to changing market requirements. 

Thus, the conscious use of corporate identity is an integral part of a company's 

successful development strategy and contributes to improving its competitiveness in today's 

business environment. 
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ABSTRACT 

 This research aims to study 1) the behavior of Thai tourists. who come to use the 

services of Avada Hotel, Trat Province 2) to study the satisfaction of Thai tourists in the case 

of using the services of Avada Hotel, Trat Province. This research used an online questionnaire 
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as a data collection tool using a chain sampling method, able to collect 3 3 5 sets of data as 

follows. Most of the survey respondents were female. Most of this population is under 20 years 

old, with most having less than a bachelor's degree. Most of them are students, with monthly 

incomes below 15,000 baht. They were mostly from the Eastern region of Thailand. Most 

survey respondents said that they visited the hotel during the annual vacation period most often. 

The average length of stay was 2 nights. The most common travel style was family travel. The 

reasons for choosing Avada Hotel were the hotel's atmosphere, booking the room through the 

hotel's website directly, and the price of the room, which was between 500 - 1,000 baht. Most 

respondents visited the hotel for tourism and relaxation, with an average cost of 1,501 - 2,500 

baht. Customer satisfaction with the hotel's products was very good. The condition of the 

rooms, restaurants, and facilities within the hotel were clean and tidy. The prices were very 

appropriate for the rooms. The hotel's website was beautiful, easy to use, and had complete 

information. Promotion, such as discounts for customers on various occasions, was also very 

good. The staff provided prompt service, which was at a very good level. The hotel's name sign 

was clear, visible, and easy to find, which was the most satisfactory. 

Keywords: Avada Hotel; Tourist behavior; Tourist satisfaction 

 

INTRODUCTION 

 AVADA HOTEL or Avada Trat Hotel is a 3-star hotel located in the heart of Trat city. 

First opened in 2019 by Avada Group Company Limited, the owner of this hotel had the idea 

of creating a hotel with quality and affordable prices. To accommodate tourists visiting Trat 

Province. It is a modern style hotel with the concept of preserving the environment. The hotel's 

garden is decorated with various ornamental plants. With a design that emphasizes 

convenience. Built with modern and energy efficient materials. Focus on usability Including 

using the principles of architecture in the design. We are ready to welcome everyone and 

impress you with our warm service. There are 100 rooms in total, divided into 4 types: Standard 

Room size 25 square meters, Superior Room size 30 square meters, Deluxe Room size 40 

square meters, Suite Room size 50 square meters. All rooms in the hotel are decorated in a 

simple, elegant style. Comfortable, complete with various amenities such as air conditioning, 

TV, refrigerator, wireless internet, etc. The room design is designed in a modern style. 

Providing a king size bed or 2 regular size beds with a minibar. Complete with comfortable 

amenities in the room. Both 40 inch Smart TVs are connected to satellite signals. For 

entertainment, wireless internet service and a work desk. Private bathroom with separate wet 

and dry areas In addition to the rooms There are also many other facilities such as a restaurant, 

swimming pool, fitness center, parking, etc. Avada Trat Hotel is located close to various 

important tourist attractions. of Trat Province, such as Wat Buppharam, Wat Plai Khlong, Trat 

City Pillar Shrine Residang Kamport Historical Site, etc. In 2021, Avada Trat Hotel received 

the SHA Extra Plus award from the Tourism Authority of Thailand. This award is given to 

tourism establishments that strictly adhere to public health safety measures. Moreover, Avada 

Trat Hotel is an important hotel in Trat Province. Because it is a mid-range hotel with quality 

and reasonable prices. Suitable for all groups of travelers who want comfortable, good value 

accommodation close to major attractions. 
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 Hotel business is a business that provides temporary accommodation services to tourists 

or the general public. The compensation is calculated based on the profits of that business. The 

hotel business is important to the country's economy and society in many ways, such as 

generating income and creating careers. stimulate tourism Distribute income to local areas 

promote culture Create the image of the country According to data from the Trat Provincial 

Tourism and Sports Office, in 2021 Thailand had 1,267,000 foreign tourists traveling to Trat 

Province, an increase of 60.6% from 2020. Revenue from tourism in Trat Province In 2021, it 

was 11,332 million baht, an increase of 68.7% from 2020. The hotel business plays a very 

important role in the economy and society of Trat Province. The hotel business should be 

developed sustainably. To be able to respond to the needs of tourists and create maximum 

benefit to Trat Province. 

Objectives 

 1. To study behavior of Thai tourists. In the case of using the services of Avada Hotel, 

Trat Province. 

 2. To study satisfaction of Thai tourists. In the case of using the services of Avada 

Hotel, Trat Province.  

 

METHODOLOGY 

 This study It is survey research that is the study of behavior and satisfaction of Thai 

tourists. In the case of using the services of Avada Hotel, Trat Province. The researcher 

followed the steps as follows: 

 1. Study of behavior and satisfaction of Thai tourists This case study is a case study of 

users of Avada Hotel, Trat Province, using an online questionnaire (Online Questionnaire) to 

inquire about the satisfaction of Thai tourists. Case study of users of Avada Hotel, Trat 

Province. The population of this study is Thai tourists who come to use the services of Avada 

Hotel, Trat Province, Thailand between August 2023 and November 2023. 

 2. Study of satisfaction behavior of Thai tourists who come to use the services of Avada 

Hotel, Trat Province, the size of the sample group will be assessed and the ratio determined. 

This study therefore used A sample group of 335 people, which the researcher used to send 

questionnaires to the entire population to answer the questionnaires. 

 3. The tool for collecting data is general information. It is in the form of a checklist 

(Checklist) which consists of Part 1 :  general information and behavior. of Thai tourists by 

asking about gender, age, education level, Income, Domicile. Part 2: Information about the 

behavior of Thai tourists. It is in the form of a checklist (Checklist). Part 3: Satisfaction of Thai 

tourists A case study of people who come to use the services of Avada Hotel, Trat Province, 

using a 5-level opinion scale (Rating Scale) and part 4: provides additional suggestions. 

 

RESULTS 

 From collecting data from a total of 3 3 5  online questionnaires, it is possible to 

summarize the education, behavior, and satisfaction of Thai tourists. Case study of people who 

come to use the services of Avada Hotel, Trat Province, as follows:  
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 Part 1 : The results of the analysis of data on respondents in terms of gender: It was 

found that most respondents were female, accounting for 6 9  percent, male accounting for 3 1 

percent. Age: It was found that most respondents were under 20 years of age, accounting for 

42.4 percent, 21-30 years of age, accounting for 24.2 percent, 31-40 years of age, accounting 

for 20.6 percent, 41-50 years of age, accounting for 7.8 percent. 51–60 years old, accounting 

for 3.6 percent. Age over 60 years, accounting for 1.6 percent.  Status: It was found that most 

of those who responded to the questionnaire were single. accounted for 67 .2  percent, marital 

status accounted for 2 4 . 8  percent, other status accounted for 8  percent.  Education level: It 

was found that most respondents had less than a bachelor's degree level of education. 

Accounting for 54.3 percent, bachelor's degree education Accounting for 26.9 percent, master's 

degree education Accounting for 13.4 percent, doctoral studies Accounting for 5.4 percent.  

Occupation: It was found that most responding to the questionnaire were students, accounting 

for 48.4 percent, in government service occupations. Accounting for 12.5 percent, occupations 

were state enterprise employees. Accounting for 4.8 percent, occupations are employees of 

private companies. Accounting for 9.6 percent, occupation is business owner. Accounting for 

12.5 percent, they are self-employed. Accounted for 10.4 percent, celebrity occupations 

accounted for 0.3 percent, government employee occupations Accounting for 0.3 percent, 

teaching career salary rate Accounted for 0.3 percent. Employee occupations accounted for 0.3 

percent. Contracted occupations accounted for 0.3 percent. Receptionist occupations. 

Accounted for 0.3 percent.  Monthly income: It was found that most of the respondents had a 

monthly income of less than 15,000 baht, accounting for 51.9 percent. Monthly income of 

15,000-30,000 baht, accounting for 23.3 percent. Monthly income of 30,00-50,000 baht, 

accounting for hundreds. 13.7 per month, monthly income 50,001 - 100,000 baht, calculated 

as 8.1 percent, and monthly income more than 100,000 baht, calculated as 3 percent.  Domicile: 

It was found that most of those who responded to the questionnaire had their hometown in the 

northern region. Accounted for 6.3 percent. Southern region accounted for 4.2 percent. Central 

region accounted for 14.6 percent. Western region accounted for 9.3 percent. Eastern region 

accounted for 54.6 percent. Northeastern region accounted for 6.3 percent. accounting for 6.3 

percent and Bangkok accounting for 4.7 percent.  

 Past 2: The results of the analysis of data on the behavior of Thai tourists Case study 

to use the services of Avada Hotel, Trat Province. The most frequent period for using hotel 

services was found that respondents came to use hotels on annual holidays the most, accounting 

for 32.2 percent, followed by weekends, accounting for 24.2 percent, followed by during the 

day. Traditional holidays accounted for 22.7 percent and the least was during normal days. 

Accounting for 20.9 percent. The duration of using hotel services was found that the most 

respondents came to use hotel services for 2 nights, accounting for 31.9 percent, followed by 

coming to use hotel services for 1 night, accounting for 28.7 percent, followed by coming to 

use hotel services for 3 nights, accounting for was 24.2 percent, followed by coming to use the 

hotel for 4 nights, accounting for 7.2 percent, followed by coming to use the hotel for 5 nights, 

accounting for 4.8 percent, and the least was coming to use the hotel for more than 6 nights, 

accounting for 3.2 percent.  The relationship characteristics of the groups of people 

participating in the trip found that 30.7 percent of the respondents traveled with their families, 
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followed by traveling with friends, accounting for 25.7 percent, followed by traveling with 

boyfriend/lover, accounting for hundreds. 23.6 per cent, followed by traveling with colleagues 

accounting for 13.7 percent, followed by traveling with a group/group Accounted for 5.7 

percent and the least was traveling alone, accounted for 0.6 percent. The reasons for choosing 

to use this hotel were found that respondents liked the atmosphere of the hotel the most, 

accounting for 55.5 percent, followed by room prices, accounting for 47.5 percent, being close 

to tourist attractions, accounting for 36.7 percent, the reputation of hotels accounted for 23.6 

percent and the least was coffee shops, accounting for 0.3 percent. Reservation It was found 

that most respondents booked directly from the hotel's website. Accounted for 3 7 . 3  percent, 

followed by traveling on their own. accounted for 2 4 . 5  percent, telephone to reserve a room 

accounted for 1 8 . 8  percent, website of agents/related agencies accounted for 9 . 3  percent, 

reservations through tour operators accounted for 7 . 8  percent, Thai tourism exhibitions 

accounted for 1.2 percent, room reservation management team Rest accounted for 0.3 percent, 

various applications accounted for 0 . 3  percent, and the least was for websites accounting for 

0.3 percent. Regarding the price of the room chosen to stay, it was found that the respondents 

chose a room with a price of 5 0 0  -  1 ,0 0 0  baht, the highest, accounting for 3 8 . 5  percent, 

followed by a room with a price of 1,000 - 2,000 baht, accounting for 36.4 percent, followed 

by Choose a room with a price of 2 ,000  -  3 ,000  baht, accounting for 13 .7  percent and the 

youngest is Choose prices below 5 0 0  and 3 ,0 0 0  baht and up. The purpose of their stay was 

found that the most respondents came for tourism/relaxation accounting for 7 7  percent, 

followed by meetings/seminars accounted for 1 2 . 5  percent and the youngest came to do 

business, accounting for 1 0 . 1  percent. The cost of staying in the service was found by the 

respondents. There are expenses for using the service of 1,501-2,500 baht, accounting for 29 

percent, followed by expenses for using the service not exceeding 1,500 baht, accounting for 

21.8 percent, followed by expenses for using the service 2,501-3,500 baht, accounting for 15.2 

percent, followed by expenses for using services, 3,501-4,500 baht, accounting for 9.6 percent, 

followed by expenses for using services, 4,501-5,500 baht, accounting for 9.3 percent, followed 

by The second is the cost of using services of 5,501-6,500 baht, accounting for 7.5 percent, 

followed by the expenses of using services of 7,501 baht or more, accounting for 5.4 percent. 

The least is the cost of using services of 6,501-7,500 baht, equivalent to 2.4 percent.  

 Past 3: Information on tourists' satisfaction with hotel services in the marketing mix 

factors. Case study of users of Avada Hotel, Trat Province 

  1. Product/service satisfaction The overall picture is at the highest level (𝑥 ̅= 5.84), The 

first level of satisfaction is that the condition of the rooms, restaurants, and service areas within 

the hotel are clean and neat (�̅�= 4.26), Next is the value of rooms, food, drinks, other services, 

including various facilities (�̅�= 4.24), There are many levels of rooms, food, drinks and services 

within the hotel to choose from (�̅�= 4.23), It is beautifully decorated and looks valuable (�̅�= 

4.23), The equipment is complete and ready to use (�̅�= 4.23), Variety of amenities and services 

within the hotel (�̅�= 4.21) and the least is the reputation of rooms, food, drinks, and other 

services within the hotel (𝑥 ̅= 3.79), respectively. 
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 2.  Price satisfaction the overall level was at the highest level (�̅�= 4.25) , with the first 

satisfaction being the accuracy and clarity of the price informed throughout the stay (�̅�= 4.28), 

followed by the price being appropriate for the room (�̅�= 4 . 2 7 ) , clear display of room prices 

and services (�̅�= 4.26), and rooms with many price options (�̅�= 4.20), respectively.  

 3. Satisfaction with location the overall level was at the highest level (�̅�= 4.27), with 

the first satisfaction being that the hotel was in a location that was convenient for traveling 

back and forth (�̅�= 4.31), followed by that the hotel had a beautiful website. Easy to use and 

has complete information (�̅�= 4.30), the hotel information you need can be accessed through 

many channels such as the internet, hotel representatives, advertising flyers, etc. (𝑥 ̅= 4.30), the 

hotel is near tourist attractions/business areas (�̅� = 4.23) and the hotel is near a community area 

(�̅�= 4.21), respectively. 

 4. Satisfaction with marketing promotions the overall level was at the highest level (�̅�= 

4.26). The first level of satisfaction was that there was a membership system that would provide 

various privileges to members (�̅�= 4.28), followed by advertising and public relations through 

media channels. various things such as the internet, printed materials, email, etc. (�̅�= 4 . 2 7) , 

providing services/privileges to accommodation customers on a regular basis (�̅�= 4 . 2 6 )  and 

giving discounts to customers on various occasions (�̅�= 4.25), respectively. 

 5.  Personnel satisfaction the overall level was at the highest level (�̅�= 4.27) , with the 

first level of satisfaction being that employees were politely dressed, neat, and clean (�̅�= 4.31), 

followed by employees being attentive and willing to serve (�̅�= 4 . 2 9 )  Service staff are 

knowledgeable. Understanding and skills in providing services (�̅�= 4 . 2 9 )  Employees have 

polite, humble, and reliable demeanor (�̅�= 4.27) .  Employees can use language. Polite words 

communicate clearly with you (�̅�= 4 . 2 7 )  and employees provide quick service (�̅�= 4 . 1 8) , 

respectively. 

 6 .  Physical and Presentation Satisfaction The overall picture was at the highest level 

(�̅�= 4.31), with the first level of satisfaction being that the hotel's name label was clear. clearly 

visible Convenient to search (�̅�= 4.35), followed by hotels with beautiful exterior and interior 

decorations (�̅�= 4 . 3 3 ) , dividing service areas into proportions such as parking, gardens, 

relaxation, restaurants, etc. (�̅�= 4.32) The atmosphere of the hotel (�̅�= 4.28) and the area inside 

and around the hotel are clean (�̅�= 4.28), respectively. 

 7. Process satisfaction the overall level was at the highest level (�̅�= 4.32), with the first 

satisfaction being that there was a clear process for welcoming customers from various 

departments (�̅�=4 . 3 5 ) , followed by that payment of service fees was convenient. Safe and 

reliable (�̅�= 4 . 3 4 ) , speed and convenience in providing Check in and check out services (�̅�= 

4.33), providing accurate service according to customer needs (�̅�= 4.32) and having sufficient 

staff to provide services (𝑥 ̅= 4.29), respectively. 
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DISCUSSION 

 The researcher summarizes and discusses the research results on “Study of behavior 

and satisfaction of Thai tourists A case study of people using the services of Avada Hotel, Trat 

Province” is as follows. It was found that the behavior of Thai tourists Those who come to use 

the services of Avada Hotel in Trat Province, "gender" is mostly female. Most are under 20 

years of age. Most have less than a bachelor's degree. Most of them are students with a monthly 

income of less than 15,000 baht and are domiciled in the eastern region. Traveling during the 

annual vacation is the most common time to use the hotel. The duration of the hotel stay is 2 

nights. The most common form of traveling is as a family. Reasons for choosing to use services 

at Avada Hotel is the atmosphere of the hotel Booking a room by booking directly through the 

hotel's website. The price of the room you choose to stay in is 500 - 1,000 baht. Most people 

come to travel and relax. The cost of staying at the service is 1,501 - 2,500 baht, consistent 

with Natthanan Pariyawitthana and Maneenet Worachananan (2022) who conducted a research 

study on Factors affecting the decision to use resort-type accommodation in Trat Province The 

main reason for traveling to Trat Province Most come to rest. Regarding the time spent 

traveling, it was found that most stayed for 1 night. The intention to travel during the summer 

was the most and they were most interested in natural tourist attractions. And for the activities 

of interest, it was found that most of them were resting and taking pictures. Deciding to choose 

resort-type accommodation in Trat Province, it was found that tourists had done their research 

well. There are promotions, discounts, and no crowds. Accommodation and various tourist 

attractions are cheap. Travel has already been planned and confidence in Trat province's safety 

measures. 

 In terms of the results of the satisfaction analysis regarding service satisfaction the 

overall picture is at the highest level. Service users are satisfied with the price. The overall 

picture is at the highest level. Service users are satisfied with the location. The overall picture 

is at the highest level. Service users are satisfied with marketing promotions. The overall 

picture is at the highest level. Service users are satisfied with personnel. The overall picture is 

at the highest level. and users are satisfied with the physical aspect and presentation The overall 

picture is at the highest level. Consistent with Sasisom Duangraksa (2015), he studied research 

on Compare the factors and behaviors that influence the decision to use 4-5star hotel services 

of Thai and foreign tourists in Pattaya city, Chonburi province. The factors that have the 

greatest impact are process, physical, and marketing promotion aspects. 
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ABSTRACT 

 The purpose of this research is to Study of behavior and satisfaction of Thai tourists a 

case study of tourism in the Ban Nam Chiao community, Trat Province. using an online 

questionnaire as a data collection tool. A total of 351 sets of data can be collected as follows. 

Results of data analysis on respondents found that most of the population were females, 31-40 

years old, Most of the populations is single have a Bachelor's degree and they are students, 

population's income is Below 15,000 baht and domicile is Trat Province. and it shows that 

Frequency of Thai tourists traveling to Ban Nam Chiao community was 3 times, vehicles for 

traveling by Private car. Thai tourists traveling is a 3 people traveling, with friends, like to 

travel and activities to Ban Nam Chiao community, That Most favorite of the Bridge, Thai 

tourists like to recommend and come back again, expenses per trip is 2,001-3,000 bath. 

Research in Part 3 Assessment of Thai tourists' satisfaction with tourism in the Ban Nam Chiao 

community, Trat Province. The information can be summarized as follows in terms of access 

to Product satisfaction, The overall level was at the highest level (X̅ = 4.54 , S.D. = 0.53), In 
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terms of access to Tourist experience, The overall level was at the highest level (X̅ = 4.50 , S.D. 

= 0.53), In terms of access to Memories of tourists, The overall level was at the highest level 

(X̅ = 4.50 , S.D. = 0.53), In terms of access to Quality of service providers, The overall level 

was at the highest level (X̅  = 4.57 , S.D. = 0.51) and In terms of access to Behavioral intentions, 

The overall level was at the moderately level (X̅ = 2.94 , S.D. = 0.50) 

Keywords: Behavior , Thai Tourist , Community Base Sustainable Tourism 

 

INTRODUCTION 

 Thailand is one of the countries that give importance to the tourism industry. All over 

the world, most people like to give great importance to it as well. And the tourism industry is 

the number 1 source of income for Thailand. At present, the tourism industry plays an important 

role in the world economic system. Because it is a large industry that brings economic, social, 

cultural and environmental benefits. The tourism industry is classified as a service industry that 

involves many different business sectors, such as the service industry. transportation business 

Hotel and accommodation business Restaurant business, restaurant business, souvenir selling 

business Entertainment business Spa and beauty business, travel organizing business, etc. In 

addition, tourism has driven the creation of jobs, careers, and income that has been distributed 

to various areas, from communities, districts, provinces, regions, countries, to the global level.  

 After the COVID-19  outbreak situation starting to ease up Travel behavior of tourists. 

It changed to a new dimension ecotourism Thai tourism and community tourism. It has become 

a popular tourism trend (Thapanee Kiatpaiboon, Brand Age Online October 1 2  , 2 0 2 2 ) 

Community tourism it is considered an important new direction for sustainable tourism 

development. With the local community being the center in setting the direction invent 

activities and lead to the development of the way of life and quality of life of people in the 

community, along with creating a good understanding between hosts and visiting tourists. To 

create lasting friendship and build relationships with people who have visited. Please help tell 

the story to all your friends. And make people who have come once before want to go back 

again and again and again. (Cultural Journal No. 4, 2017) 

 Therefore, the researcher is interested in studying the behavior and satisfaction of Thai 

tourists. A case study of tourism in the Ban Nam Chiao community, Trat Province.   

Objectives 

 1. To study the behavior of Thai tourists towards tourism in the Ban Nam Chiao 

community, Trat Province. 

 2. To study Thai tourists' satisfaction with tourism in the Ban Nam Chiao community, 

Trat Province. 

 3. To study the influence of Thai tourists' experiences on their memories, satisfaction, 

and behavioral intentions. 
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METHODOLOGY 

This study is quantitative research. The researcher followed the steps as follows; 

1.Study the behavior and satisfaction of Thai tourists towards tourism in the Ban Nam 

Chiao community, Trat Province.This research will use an online questionnaire 

(https://forms.gle/nzLwdXm9kFxVvmQN6) to inquiring about the behavior and  

satisfaction of Thai tourists a case study of tourism in the Ban Nam Chiao community, 

Trat Province. Population of this study is Thai tourists. The researcher collected data between 

1 August 2023 – 31 January 2024,  for a period of 5 months. 

2.Study of behavior and satisfaction of Thai tourists A case study of tourism in the Ban 

Nam Chiao community, Trat Province. This will estimate the sample size and determine the 

ratio. This study therefore used a sample size of 351 people. Statistics on the number of tourists 

of the Ban Nam Chiao Tourism Community Enterprise, Trat Province, from January 2023 to 

December 2023, totaling 4,031 people , by reading Krejcie and Morgan's ready-made tables ( 

Krejcie & Morgan, 1970). 

3.The tool for collecting data is general information. It is in the form of a checklist 

(Checklist) which consists of Part 1: general information and behavior. of Thai tourists by 

asking about gender, age, status, education level, occupation, income, domicile, Part 2, 

Information about tourism behavior in the Ban Nam Chiao community, Trat Province. It is in 

the form of a checklist (Checklist), Part 3: Assessment of Thai tourists' satisfaction with tourism 

in the Ban Nam Chiao community, Trat Province. It is a 5- level opinion scale (Rating Scale) 

and part 4 Comments and other suggestions. 

 

RESULTS 

 The results on Study of behavior and satisfaction of Thai tourists A case study of 

tourism in the Ban Nam Chiao community, Trat Province. There are research results as follows: 

Part 1: Percentage of samples size of 351 people. classified by general information of 

respondents. The  Information  can be summarized  as follows; Gender :The majority of the 

population were 183 females, representing 52.10 percent, 165 males, representing 47 percent. 

Age : That most of the population is 31-40 years old, 114 people, representing 32.50 percent, 

followed by people aged 21-30 years, 80 people, representing 22.80 percent, 41-50 years old, 

6 5  people, representing 18.5 0  percent, under 20 years old, 61 people, representing 17.40 

percent, 51-60 years old, 25 people, representing 7.10 percent and the least over 60 years old, 

6 people, representing 1.70 percent. Status : That most of the population is Single 204 people, 

representing 58.10 percent, followed Married 129 people, representing 36.80 percent, 

Separated and Other 7 people, representing 2 percent, and the least widowed/divorced 4 people, 

representing 1.10 percent. Education level : That Most of the population's have a Bachelor's 

degree, amount 1 4 2  People accounted for 4 0 .50  percent, followed by Undergraduate 1 25 

People  

accounted for 35.60 percent, Master's degree 56 People accounted for 16percent, and 

the least respondent, Doctor's degree 2 8  people, representing 8  percent. Occupation : That 

most of the population are Students 82 people, representing 23.40 percent, followed by 

Government service 67 people, representing 19.05 percent, Business owner 58 people, 
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representing 16.50 percent, Private company employees 63 people, representing 17.95 percent, 

State enterprise employees 42 people, representing 12 percent, Self-employed 28 people, 

representing 8 percent, and the least answer is other 11 people, representing 3.10 percent. 

Income : That Most of the population's income is Below 15,000 baht, amount 121 People 

accounted for 34.48percent, followed by 15,000 - 45,000 baht, 117 People accounted for 33.33 

percent, 45,001- 75,000 baht, 68 People accounted for 19.37 percent, 75,001 - 105,000 baht, 

28 People accounted for 7.98 percent, , and the least respondent, More than 105,000 baht, 17 

People accounted for 4.84 percent.  Domicile: That Most of the population's is Trat Province, 

amount 141 People accounted for 40.20 percent, followed by Bangkok                 36 People 

accounted for 10.26 percent, Rayong Province, 15 People accounted for 4.27 percent, and other 

provinces respectively. 

Part 2 : Percentage of samples size of 351 people. classified by Information about 

tourism behavior in the Ban Nam Chiao community, Trat Province. The Information can be 

summarized as follows; How many times have you previously visited the Ban Nam Chiao 

community in Trat Province? (including this time) That Frequency of Thai tourists traveling 

to Ban Nam Chiao community was 3 times 98 people, representing 27.90 percent, followed by 

1 time 85 people, representing 24.21 percent, 2 times 83 people, representing 23.64 percent, 4 

times 42 people, representing 12.00 percent, Over 5 times 31 people, representing 8.83 percent, 

and the least respondent is 5 times 12 people, representing 3.42 percent. Vehicles for traveling 

to use the service, That Thai tourists to Ban Nam Chiao community with by Private car of 218 

people, representing 62.12 percent, followed by Van, 49 people, representing 13.96 percent, 

by Bus / Coach / Motorcycle each 27 people, representing 7.69 percent, and other 3 people, 

representing 0.85 percent. Number of members traveling together, That Thai tourists 

traveling to Ban Nam Chiao community with most people is a 3 people traveling of 87 people, 

representing 24.79 percent, followed by go to traveling with more than 5 people, 83 people, 

representing 23.65 percent, 2 people traveling of 70 people, representing 19.94 percent, 4 

people traveling of 55 people, representing 15.67 percent, 5 people traveling of 41 people, 

representing 11.68 percent, and the least respondent is going to travel alone. 15 people, 

representing 4.27 percent. Characteristics of relationships among people traveling 

together,  That Thai tourists to Ban Nam Chiao community with most people is a Friends of 

103 people, representing 29.34 percent, followed by go to travel with colleague, 91 people, 

representing 25.93 percent, go to travel with Family, 84 people, representing 23.93 percent, go 

to travel with Group/Faculty, 46 people, representing 13.11 percent, go to travel with lover of 

24 people, representing 6.84 percent, and the least respondent is going to travel with other. 3 

people, representing 0.85 percent. How do you feel about the Ban Nam Chiao community 

tourism service, Trat Province? That Thai tourists like to travel to Ban Nam Chiao 

community 349 people, representing 99.43 percent, followed by indifferent feel about to travel 

2 people, representing 0.57 percent. Why do you like using the Ban Nam Chiao Community 

Tourism Service, Trat Province? (Choose more than 1 service)  That Most of the Activities, 

216 people, representing 61.54 percent, followed by Delicious food, 213 people, representing 

60.68 percent, Atmosphere, 200 people, representing 56.98 percent, Service,195 people, 
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representing 55.55 percent, Tourist attraction, 181 people, representing 51.57 percent, 

Homestay, 132 people, representing 37.61 percent, and the least respondent, According to 

popular trends, 112 people, representing 31.91 percent. Your favorite travel activities 

(Choose more than 1 activities) That Most of the Bridge, 193 people, representing 54.98 

percent, followed by Local food and desserts, 190 people, representing 54.13 percent, Take a 

boat trip to see the way of life, 171 people, representing 48.72 percent, Folk performances such 

as Likahulu, 154 people, representing 43.87 percent, Making rice crackers, 157 people, 

representing 44.73 percent, Mangrove planting and Making Crispy Tangmei Desserts, each 

135 people, representing 38.46 percent, Aquatic animal bank/aquatic animal release,  

131 people, representing 37.32 percent, and many other activities respectively.  Would 

you recommend our products and services to others? That Thai tourists like to recommend, 

349 people, representing 99.43 percent, followed by Not recommended, 2 people, representing 

0.57 percent. You will use the Ban Nam Chiao community tourism service. Trat Province 

again? That Thai tourists come back again, 35 1  people, representing 1 0 0  percent.  And all 

expenses for tourism in the Ban Nam Chiao community Trat Province this time (Average 

per time per 1  person) That expenses per trip is 2,001-3,000 bath, 129 people, representing 

36.75 percent followed by, Not more than 1,000 baht, 99 people, representing 28.21 percent, 

1,001-2,000 bath, 64 people, representing 18.23 percent, 3,001-4,000 bath, 47 people, 

representing 13.39 percent, and the least responsive is over 4,000 bath per trip 12 people, 

representing 3.42 percent. 

Part 3: Assessment of Thai tourists' satisfaction with tourism in the Ban Nam Chiao 

community, Trat Province. Which has the meaning of interpreting the results of data analysis 

on consumers in Part 3 , information on satisfaction. of Thai tourists towards with tourism in 

the Ban Nam Chiao community, Trat Province. are as follows  

  1.00-1.80 means least satisfied.  

  1.81-2.60 means less satisfied  

  2.61-3.40 means moderately satisfied.  

  3.41-4.20 means very satisfied.  

  4.21-5.00 means the most satisfied. 

 As for the S.D. values , most of them do not interpret the results and will present only 

the values in the table. But if the results are to be interpreted, the criteria for interpreting the 

S.D. values are as follows. 

                     More than 1.75 there is a big difference. 

  1.25 – 1.75 is quite different. 

                     Less than 1.25, there is little difference. or similar or the same.                           

Side 1 :  Product satisfaction, Information about  assessment of Product satisfaction 

with tourism in the Ban Nam Chiao community, Trat Province. the overall level was at the 

highest level (X̅ = 4.54 , S.D. = 0.53), with the first satisfaction being able to find information 

about Providing contact services reservations and suggestion 
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(X̅ = 4.61 ,  S.D. = 0.53) , followed by Trustworthy  (X̅ = 4.59 , S.D. = 0.52) , Tourist 

attraction and natural beauty ( X̅ = 4.57 ,  S.D. = 0.5 1) , Product and service quality are 

appropriate ( X̅ = 4.57 ,  S.D. = 0.5 2) , There is advertising and public relations being known 

through various channels  (X̅ = 4.52 ,  S.D. = 0.56) , Easy access (X̅ = 4.49 ,  S.D. = 0.54)  and 

Adequacy of facilities such as parking, signs, messages indicating service points, restrooms, 

internet signals, and seats  (X̅ = 4.46 , S.D. = 0.55) respectively. 

Side 2: Tourist experience, Information about  assessment of Tourist experience 

satisfaction with tourism in the Ban Nam Chiao community, Trat Province. The overall level 

was at the highest level ( X̅ = 4.50 ,  S.D. = 0.53) , with the first satisfaction being able to find 

information about There is a beautiful view ( X̅ = 4.67 ,  S.D. = 0.49) , followed by Design an 

outstanding experience It feels worth it ( X̅ = 4.65,  S.D. = 0.5 0) , Receive accurate and 

interesting information ( X̅ = 4.54 ,  S.D. = 0.56) , Service and knowledge of service providers 

(X̅ = 4.51 , S.D. = 0.54), The activities are unique and memorable (X̅ = 4.49 , S.D. = 0.54), Get 

to do activities that are different (X̅ = 4.44 , S.D. = 0.57) and Travel activities are appropriate 

for you (X̅ = 4.41 , S.D. = 0.54) respectively. 

Side 3: Memories of tourists, Information about  assessment Memories of tourists 

satisfaction with tourism in the Ban Nam Chiao community, Trat Province. The overall level 

was at the highest level ( X̅ = 4.50 ,  S.D. = 0.53) , with the first satisfaction being able to find 

information about It is an activity that provides an opportunity for real learning (X̅ = 4.52 , S.D. 

= 0.52), followed by Satisfied with the decision to participate in the activity (X̅ = 4.51 , S.D. = 

0.54) , The cost is good value for money (X̅ = 4.51 ,  S.D. = 0.55) , It is an activity that creates 

real life experiences (X̅ = 4.50 , S.D. = 0.51), Activities meet and respond to needs (X̅ = 4.50 , 

S.D. = 0.5 5) , The experience gained will remain in your memory forever ( X̅ = 4.48 ,  S.D. = 

0.52) and The activities are interesting (X̅ = 4.47 , S.D. = 0.54) respectively. 

Side 4: Quality of service providers, Information about assessment Quality of service 

providers satisfaction with tourism in the Ban Nam Chiao community, Trat Province. The 

overall level was at the highest level (X̅ = 4.57 , S.D. = 0.51), with the first satisfaction being 

able to find information about Get safe ( X̅ = 4.70 ,  S.D. = 0.47) , followed by The service 

provider is reliable and reassuring ( X̅ = 4.68 ,  S.D. = 0.47) , Politeness smiling Manners and 

manners of service providers (X̅ = 4.58 , S.D. = 0.50), Attentiveness Enthusiasm  and readiness 

to provide service (X̅ = 4.56 , S.D. = 0.52), Honesty in performing duties such as not asking for 

compensation not accepting bribes not seeking illegal benefits etc. ( X̅ = 4.56 ,  S.D. = 0.52) , 

Receive convenience and speed in service ( X̅ = 4.56 ,  S.D. = 0.5 4)  and The service provider 

has knowledge. Ability to provide services such as being able to answer questions clarify 

doubts give advice and help solve problems correctly and reliably ( X̅ = 4.52 ,  S.D. = 0.5 3) 

respectively. 

Side 5: Behavioral intentions, Information about assessment Behavioral intentions 

satisfaction with tourism in the Ban Nam Chiao community, Trat Province. The overall level 

was at the moderately level ( X̅ = 2.94 ,  S.D. = 0.50) , with the first satisfaction being able to 

find information about Tourism standards have a positive direct influence on behavioral 
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intentions in choosing services ( X̅ = 4.70 ,  S.D. = 0.47) , followed by The image of Ban Nam 

Chiao community tourism Trat Province has a positive direct influence on satisfaction ( X̅ = 

4 .7 0  ,  S.D. = 0.4 9 ) , Intending to return to use the tourism services of Ban Nam Chiao 

community Trat Province ( X̅ = 4.6 8  ,  S.D. = 0.4 8 ) , Perception from advertising media 

influences the decision to visit Ban Nam Chiao community Trat Province ( X̅ = 4 .67 ,  S.D. = 

0.4 7 ) , will recommend a tour of the Ban Nam Chiao community Trat Province to another 

person (X̅ = 4.53 , S.D. = 0.52), will talk about tourism in the Ban Nam Chiao community Trat 

Province in a positive and creative way (X̅ = 4.51 ,  S.D. = 0.53)  and will recommend and tell 

others about traveling to the Ban Nam Chiao community Trat Province to another person             

(X̅ = 4.48 , S.D. = 0.53) respectively. 

 

DISCUSSION 

 The researcher summarizes and discusses the research results is to Study of behavior 

and satisfaction of Thai tourists A case study of tourism in the Ban Nam Chiao community, 

Trat Province. Most of the population were females, 31-40 years old, Most of the populations 

is single have a Bachelor's degree and they are students, population's income is Below 15,000 

baht and domicile is Trat Province. and it shows that Frequency of Thai tourists traveling to 

Ban Nam Chiao community was 3 times, vehicles for traveling by Private car. Thai tourists 

traveling is a 3 people traveling, with friends, like to travel and activities to Ban Nam Chiao 

community, That Most favorite of the Bridge, Thai tourists like to recommend and come back 

again, expenses per trip is 2,001-3,000 bath per trip. Consistent with Chet Rattanaphichetchai 

and Weera Weerasophon’s research ( 2023)  Study The Survey of tourist Behavior and 

Satisfaction of Diving Tourist in Koh Toa Area Surat Thani Province.The results indicate that 

different demographic profiles of consumers such as gender, age, occupations, incomes, 

educations, and so on, are statistically associated with different factors related to decision 

making in travelling. Research in Part 3 Assessment of Thai tourists' satisfaction with tourism 

in the Ban Nam Chiao community, Trat Province. The information can be summarized as 

follows in terms of access to Product satisfaction, The overall level was at the highest level (X̅ 

= 4.5 4 ,  S.D. = 0.5 3) , In terms of access to Tourist experience, The overall level was at the 

highest level (X̅ = 4.50 , S.D. = 0.53), In terms of access to Memories of tourists, The overall 

level was at the highest level (X̅ = 4.50 , S.D. = 0.53), In terms of access to Quality of service 

providers, The overall level was at the highest level (  = 4.57 , S.D. = 0.51) and In terms of 

access to Behavioral intentions, The overall level was at the moderately level (X̅ = 2.94 , S.D. 

= 0.50) Consistent with the research of Sujitra  Numee (2019) Study Foreign Tourists’ Behavior 

towards Creative Tourism : A Case Study of Koh Samui District, Suratthani Province. As a 

result of the study found that: That study revealed that data analysis by SEM is statistically fit 

with empirical data and explained that the experience of creative tourists has an indirect 

influence on behavioral intentions through memories and satisfaction. Therefore, of course, 

Tourist experience has an indirect influence on behavioral intentions through memories 

satisfaction and come back again. 
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ABSTRACT  

Today, social media platforms play an important role in the online marketing 

environment. Because of the convenience that internet connectivity provides, young people are 

increasingly choosing to purchase products from online stores rather than brick- and- mortar 

stores.  The purpose of this article is to identify social media marketing factors that influence 

students' online purchases. Through a literature review, the main factors were identified: word 

of mouth, electronic advertising  

To examine the relationship between dependent and independent variables, this study 

uses quantitative research methods.  Data collection was conducted through convenience 

sampling, and participants were selected based on accessibility and willingness to participate 

online.  The collected data were then loaded into the Statistical Package for Social Sciences 

(SPSS) software and the reliability of all variables was tested. The analysis results showed that 

there was a positive impact and a significant relationship between the dependent variable, 

students' purchase intention when shopping online, and the use of various social media sites.  

Keywords:  Social media platforms, Online marketing, Youngsters, Online shopping, internet 

connectivity and Purchase Intention 

 

INTRODUCTION  

Social media networking sites are a relatively new, especially between the youths.  The 

most popular social networks such as Facebook, Twitter, Linked, Pinterest, and Google+ 
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contribute to most activities such as messaging, chatting, gambling, and blogging.  Web 2.0 is 

the reason for the boom in social media marketing. The advent of Web 2.0 and social media has 

given customers more power. They support businesses through social media by interacting and 

sharing comments, information, and experiences with other consumers, helping more people 

come online and participate in social interactions. (Nick, 2013). Social media assists customers 

by not only providing relevant information about the products and services listed on websites, 

but also criticizing them as well (Goyal, 2016). The Facebook platform benefits both marketers 

and consumers.  This area provides new opportunities for companies to improve their 

competitiveness, make more customer value, and retain older customers and make strong 

relationships (Constantinides, 2014).  

Social media market is a preferred channel, but the effect which remains are the 

challenge for businesses.  Nielsen said more companies in the United States are now operating 

shared social media sites to attract more customers and build customer relationships 

(www.forbes.com). Technology changes everything. However, rapid technological advances are 

revolutionizing nearly every aspect of our industry and work, including content marketing. 

Customer purchasing decisions are influenced by social media sites.  When a consumer uses 

social media sites, he is likely to spend four times more on purchases compared to offline 

purchases. 29% of people who shopped on social media on the exact day (Jimmy Roehampton, 

May, 2017).  

“Social media refers to online platforms and tools that people use to share opinions and 

experiences with each other, such as photos, videos, music, insights and perceptions.” (Turban 

et al., 2009). In today's computerized age, social media playing a vital role thanks to technology. 

Users have the opportunity to share substance online and trade various data with the audience 

and loved ones.  We are now in an internet-intensive era, which provides great opportunities to 

connect with numerous individuals on a single stage without physically assembly each other 

(Gruzd et al. 2011). 

Purpose of study  

Marketing is what organizations do to create, and exchange value with customers. This 

value creation is done by meeting customer needs and a marketing strategy, which is a plan to 

build a sustainable foundation ( Silk, 2006) .  Trade victory depends on showcasing victory. 

Without showcasing, businesses cannot make or trade esteem with clients.  One frame of 

promoting is e-marketing (electronic showcasing) or advanced showcasing, which centers on 

the utilize of data innovation in promoting exercises.  Electronic showcasing increments the 

proficiency and adequacy of conventional showcasing capacities, and innovation is changing 

numerous promoting procedures, coming about in modern commerce models that increment 

client esteem and increment client benefit ( Strauss & Forst, 2012) .  Social media is a critical 

perspective of computerized showcasing that businesses have to be consider when marketing 
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nowadays.  Social media is sort of media that's based on changes and intuitive between 

individuals on the web.  

New developments in the world of technology have made the Web an imaginative way 

for people and Youngsters to communicate through social systems.  Social media is a wonder 

on the web that has developed in ubiquity in later a long time.  Youngster’ s use social media 

such as her Facebook, Twitter, WhatsApp, and Myspace to build and maintain relationships 

with teachers and colleagues. These social media outlets allow you to create a personal profile 

while also allowing you to contact other users of the website. Users transfer photographs, post 

what they're doing in lesson or schoolwork, and send private or open messages to anybody. In 

this "data age," social media appears to be picking up ubiquity, particularly among Youngster’s.  

Research objective  

• Analyze the frequency of social media site usage based on demographics.  

• Recognize the items which are mostly purchase by the Youngster’ s in online 

shopping by mean of social media sites with reference to gender.  

• Identify important factors that influence customer purchase intentions on social 

media.  

 

LITERATURE REVIEW AND THEORY 

Word of Mouth  

A point that has gotten a parcel of consideration in numerous later examinations is 

WOM. A really well known and commonly used WOM definition is “any positive or negative 

statement made by potential, actual or former customers about a product or company that is 

made available to a multitude of people and institutions via the internet”  ( Hennig- Thurau et 

al., 2004, pp. 39) have differentiated e-WOM into four categories:  

1. Specialized e-WOM, which implies client audits on webpages not locked in in 

offering (e.g. product review sites)  

2. Partner e-WOM, which alludes to client audits on retail websites (e.g. 

amazon.com)  

3. Social e-WOM, characterized as any item or brand related data traded by clients 

on SNS  

4. Various e-WOM, which is item or brand related data on any other online stage 

(e.g., blogs or discussion forums)  

Since this study investigates the influence of social networking sites on purchase 

intentions, the delimited definition of social E-WOM does not fit perfectly with this theory, as 

E-WOM is only considered on this platforms.. Other forms of e-WOM may differ in how they 

change consumers' purchase intentions.  However, it is important to note that social e- WOM 

can be more similar to connected e-WOM in different ways. Through so-called “influencers” 

(users followed by large numbers of other users) who share E-WOM with their networks. 

Word of mouth is one of the oldest forms of information transmission ( Dellarocas, 

2003)  and has been defined in different ways.  One of the earliest definitions is by ( Katz & 

Lazars, 1966) , who described consumer- to- consumer marketing as a marketing activity that 

plays a fundamental role in shaping consumer behavior and changing attitudes toward products 
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and services. I explained that it was an exchange of information. Other creators (Arndt, 1967) 

contend that WOM could be a device of individual communication between a sender and a 

recipient who see the data gotten approximately a brand, item, or benefit as non-commercial. 

E-Advertising  

Social media is a popular tool used by billions of people every day, so advertising is 

not far behind.  Brands are trying to capitalize on this popularity.  Ads on social media can be 

marked as "sponsored content" and appear in users' news feeds and messaging apps, as well as 

in the sidebar.  Advertising on Facebook offers many features for brands, making them more 

visible to users who might not otherwise see them. Social media advertising is a powerful tool 

for brands, especially when it comes to targeting users who should see their brand messages, 

offering unique opportunities that take into account user profiles and user preferences.  Since 

SNS users are primarily used to interact with friends, advertising displayed on SNS must take 

this into account, including by displaying creative content and practical images ( Zarella & 

Zarella, 2011, p.  223) .  Abbas & Singh ( 2014)  present an interesting perspective.  They see 

social networks as a useful tool to help research and develop innovative technologies to address 

humanity's current common problems. They predict that advertising on social media, especially 

mobile applications, will increase. But they are based on positive side effects. So far, this issue 

has made people aware of them, as many people support philanthropic projects and initiatives 

and support meaningful and necessary innovations.  

Social media could potentially solve this problem.  These platforms are great for quick 

promotions and give you the opportunity to create viral campaigns without spending on 

advertising, but people share on social media because they care about a cause ( Fishbein & 

Ajzen 1975) , the effects of advertiser credibility and ad credibility influence the credibility of 

a particular advertisement through the force of logical consistency.  This means that viewers 

are likely to perceive a direct link between the credibility of a particular ad and the 

trustworthiness of the ad. Advertiser credibility. The economic benefit of advertising lies in the 

ability of advertisers to provide accurate and reliable information about their products to their 

viewers ( Petrovici et al. , 2007) .  Therefore ( Munusamy & Wong 2007; Wang et al.  ( 2009) 

conclude that “good for the economy” is positively associated with consumer attitudes toward 

advertising.  In other words, the more positive the belief that it is 'good for the economy', the 

more positive the customer's attitude towards advertising.  They seized on the opportunity to 

use online data about consumers to personalize and target ads. This data includes her websites 

you visit, articles you read, videos you watch, and anything you search for using a search 

engine. This phenomenon is called online behavioural advertising (OBA). 

Purchase Intention  

Purchase intention or willingness to purchase is generally defined as the likelihood that 

a consumer will purchase a product or service ( Dodd & Supa, 2011) .  It is also defined as a 

conscious plan by a person who intends to purchase a brand (Spears & Singh, 2004). 

The concept of buy deliberate has roots in brain research and is regularly utilized in 

behavioural inquire about ( Dodd & Supa, 2011) .  Buy purposeful is characterized as a 

consumer's behavioural propensity to buy a item (Monroe & Krishnan, 1985) and as an critical 
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pointer of the genuine buy choice (Tan, 1999) .  This articulation is assist upheld by (Li et al. , 

2002)  who state that buy purposeful could be a common degree commonly utilized to assess 

the viability of buy behaviour  

Purchasing intentions are very important when it comes to long-term strategy, industry 

planning, and competitive product negotiation.  If a product or service meets quality standards, 

it tends to make a good impression and sell well (Ma & Yang, 2018). There are many variables 

that influence and can influence purchase intent.  Brands and their influence on consumer 

purchases are at the forefront ( Laroche et al. , 1996) .  Additionally, the consumer's online 

purchase intent becomes clearer. Consumers express their intention to go online or offline, and 

purchases are recognized by purchase intent.  But there are also many reasons why customers 

aren't willing to buy (most of them online). (Kaur and Qureshi, 2015). It turns out that there is a 

lack of sufficient evidence to understand the opposite of purchase intent, i.e.  the absence of 

intent.  Due to the intensity and transparency of customer-supplier interactions in the online 

environment, marketing strategies need to be refined and dynamic (Rishi & Hadi, 2017).  

H1: Word of mouth has a positive impact on purchase intention.  

H2: Advertising has a positive effect on purchase intention. 

 

METHODOLOGY  

Conceptual Framework  

A conceptual framework is an analytical tool which is used to easy to apply and 

remember in multiple contexts.  Flowchart and pictures express it.  The study designed the 

framework based on the previous literature review, and it helps to understand the proposed 

hypothesis easily. The framework consists of four hypotheses related to Components of social 

media and Purchas Intention.  Figure 1 shows a conceptual framework based on the proposed 

hypotheses.  

 
Questionnaire Design: 

This consider is quantitative in nature.  Comfort inspecting strategy is utilized which 

suggests non- probability examining.  Information have been collected from 120 respondents 

through online and completely 14 questions are surrounded for the think about. Address 1 to 4 

is common data almost the respondents like title ( discretionary) , age, sex and graduation. 

Address from 5 to 10 with respect to recurrence of utilizing social media location, social media 

stages, effect of social media, item obtained by the understudies, acquiring prepare choosing 

publicizing media. Address 11 and 12 are subordinate variable (Buy Purposeful -5 things) and 
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free factors (Word of Mouth - 4 things and E-Advertising 3- things). All the things measuring 

each develop were received and somewhat progressed from existing considers like Toor et al. 

(2017), Patrick Mikalef et al. (2012), Sunita Mehla et al. (2015). All the things utilized five-

point Likert scale extending from (1-strongly oppose this idea, 2-disagree, 3-netural, 4-agree 

and 5-strongly concur). Thus, the collected information has been tried for unwavering quality 

and legitimacy displayed for advance investigation. 

 

Table 1: Demographic Characteristics (Sample Size, n=120) 

Item Category Frequency Percentage 

Gender  Male  

Female  

87 

33 

73.5 

26.5 

Age  18-21  

22-25  

Above 25  

72 

45 

3 

59.8 

37.1 

3.0 

Graduation  UG  

PG  

79 

41 

66.7 

33.3 

Frequency of using 

Social  

Media Sites  

Less than 1 hour  

1-3 hours  

4-7 hours  

7-12 hours  

More than 12 hours  

24 

14 

25 

30 

27 

19.7 

12.1 

21.2 

24.2 

22.7 

Social Media 

Platforms  

Facebook  

Instagram  

Twitter  

Pinterest  

86 

15 

11 

7 

72.0 

11.4 

9.1 

7.6 

Social Media 

Impact  

Positive  

Negative  

Natural  

54 

16 

50 

44.7 

14.4 

40.9 

Purchasing Process  User Reviews  

To ask friends about 

Product information 

Discounts and Coupons  

All are same  

87 

16 

 

 

17 

0 

73.5 

13.6 

 

 

12.9 

0 

Social Media Vs 

Traditional  

Media  

I prefer social media 

because it is more 

effective  

Prefer traditional media 

advertisement because it is 

less interactive  

72 

 

 

48 

59.1 

 

 

40.1 

Table 1, clearly outlines all the statistic characteristics, for the overall test measured 120.  The 

primary point of this paper to discover the items which are generally buy by the understudies 

in online shopping with reference to sexual orientation. It might be analyzed by column chart. 

 

RESULTS 

The variables impacting Word of Mouth, E- Advertising. Utilizing quantitative inquire 

about strategies, the information unwavering quality and legitimacy of the collected surveys 

were analyzed to decide the legitimacy of the collected information. Expressive measurements 
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and relationship investigation analyzed the information to get it the variables' relationship 

advance.  The investigation to confirm the speculations to clarify the relationship between the 

intelligent of the factors within the show of the impact of Word of Mouth, E-Advertising.  

Table 2, appears that Cronbach Alpha for the scales measuring the builds of Buy deliberate, 

Word of Mouth and E- Advertising as 0. 817, 0. 824 and 0. 815 separately.  Hence, it can be 

deduced that unwavering quality measurements are palatable. 

 

Table 2: Cronbach’s Alpha Value for Dependent variable and independent variable 

Constructs and Items Cronbach’s Alpha 

Purchase Intention  

Buy a few of the items or administrations you see on social media.  

0.817 

A few of my later buys were based on data I found on social media 

destinations.  

When brands utilize social media, it increments my intrigued in acquiring 

their items and administrations.  

I am exceptionally likely to purchase an item or benefit that a companion 

prescribes on social systems.  

Word of mouth  

In some cases, I share my favorite items, brands, and administrations with 

my companions through social media. 

0.824 

Send invitations to companions to connect your item or brand bunches on 

social media destinations.  

Once you see an item on a social media location, you get likes. Appear your 

appreciation by clicking “Like”  

I send out invitations to companions to connect bunches for brands and 

items I think they'll like.  

E-Advertising  

Social media advertising is more interesting than traditional media 

advertising.  0.815 

Purchase products promoted on social media via e-shop.  

Social media advertising is more profitable than traditional advertising.  

 

For the moment objective is paper to discover the items which are for the most part buy 

by the understudies in online shopping with reference to sexual orientation.  It may well be 

analyzed by column chart.  The underneath Figure 2, speak to that different item acquired by 

the understudies online. This think about has considered five items which are for the most part 

obtained by the understudies: electronic things, clothing and attire, books/stationary/notebooks, 

kitchen items/ household things, and fitness.  the underneath figure clearly appears that the 

foremost favored are Clothing and Attire by 50 % of the female understudies and as it were 45 

% of male understudies. Books/Stationary/Note Books thing are obtained as it were underneath 

8 %  of male understudies and 10 %  of the female understudies.  The moment most obtained 
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item is Cloths by 40 % of male and 50 % of female understudies.  The rest of the item (Kitchen 

items/Household machines and Furniture)  obtained by the understudies uncovered as it were 

restricted rates in online shopping through different social media locales. 

 

Figure 2 represent that various product purchased by the students online 
 

 
 

The last objective is to identify the effect of significant relation between the dependent 

and independent variables by using ANOVA. 

 

Table 3: Purchase intention measure with word of mouth and E-Advertising 

 
Table 3, exhibits that word of mouth have p value greater than 0.05, the value is 0.225 and the 

E- Advertising have less than p value that is 0. 24.  So, we infer that word of mouth have no 

significant relation and E- Advertising have significant relation with purchase intention on 

online shopping via social media sites. 

CONCLUSION 

Based on the comes about, I get all the goals of this ponder are accomplished.  I utilize 

clear ponder to gather information from 120 understudies through online study. The builds are 
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inferred from the writing survey and the things of each develop are positioned on Five- point 

Likert scale and for testing speculation ANOVA is utilized to rundowns the statistic variables 

we induce that 73. 5%  of the understudies are male understudies and remaining 26. 5% 

respondents are female understudies. Respondents of 18-21 a long-time age gather is 59%, the 

age gather has a place to 22-25 a long time 37% and the rest of percent have a place to over 25 

a long- time age gather.  After analyzing the targets at last; Word of mouth and E-Advertising, 

have positive impact on client buy purposeful.  Sexual orientation has no critical connection 

with recurrence of utilizing social media locales on college understudies.  Clothing and attire 

are for the most part purchased by the female instead of male understudies.  Moreover, 

electronic items are generally obtained by the male understudy instead of female understudies. 

These discoveries gathered that E-Advertising on social media locales emphatically actuate the 

college understudies to purchase items in online, it makes a difference company to improve 

their deals. 

The social media clients to believe on item audits which are posted from their 

companions on social media locales. In this way, firms might utilize rebates or coupons to have 

customers prescribe their item through social media.  The report expressed that item surveys 

are emphatically affect the client buy deliberate. So, the marketers can energize client to share 

positive involvement on social media. 

 

DISCUSSION AND RECOMMENDATION 

Summarizing the above content, in order to make future research more accurate and 

progressive, the following points are suggested for future research directions.  

First, this study did not restrict variables such as gender, age, education, and consumer 

residence.  Therefore, in the future, researchers can explore specific consumer groups of not 

only students but can explore such as men, women, the elderly, consumers with purchasing 

experience, etc., so as to have a deeper understanding and explanation of the research situation.  

Second, this study did not select a fixed social media influencer to conduct surveys on 

the students, but answered the questionnaire.  In the future, we can conduct research on the 

candidates of fixed social media influencers, and compare how the differences in the 

impressions of several fixed social media key factors affect purchase intention.  Therefore, we 

can further explore the endorsement effect and influence mechanism of social media.  

Third, while increasing the number of samples, face- to- face interviews can be used to 

collect research data and qualitative research can be used to obtain results at different levels 

than quantitative research and can be better explore the innermost thoughts of the students. 

 

 

 

 

REFERENCES 

Constantinides (2014) E. Foundations of social media marketing. Procedia-Social and 

behavioral sciences,148, pp.40-57  



ISCAMR 2024 

 

 

104 

 

 

Goyal, M (2016) A study of impact of social media on consumer behavior in restaurant 

industry of Jaipur city. international journal, 2(3), pp. 2435-2441  

Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2004). Electronic word-of-mouth via 

consumer opinions: Collected views and sentiments on the internet. Journal of 

Consumer Research, 31(3), pp. 395-421.  

Kim, A. and Ko, E. (2012). Do social media marketing activities enhance customer equity? 

Journal of Business Research.65(10), pp.1480-1486.  

Ma, Y., & Yang, S. (2018). An empirical study of female e-shopper’s satisfaction with 

cosmetic products in China. International Journal of Business and Management, 

13(3), pp. 211-219  

Rishi, B., & Khasawneh, A. H. M. A. (2017). Determinants of online purchase intention: a 

study of Emirati consumers. International Journal of Islamic Marketing and 

Branding, 2(3), pp. 200-214.  

Sunita Mehla, R. a. V. (2015), Influence of social networking sites on student’s attitude 

towards purchase: a model framework International Journal of Science Technology 

and Management, 4(11), pp. 113-122  

Zarella, G., & Zarella, S. (2011). The social media marketing book: Everything you need to 

know to get your business in the game. Berkeley, CA: Peach pit Press. 

 

 

IMPACT OF AIRPORT PHYSICAL CHARACTERISTICS ON AIRLINE 

OPERATIONS EFFICIENCY 

 

Udom Phunlarp, Master of Business Administration Program in Sustainable Logistics and  

Supply Chain Management Bangkokthonburi University 

E-Mail: udom.phu@bkkthon.ac.th 

Chitpong Ayasanond, Master of Business Administration Program in Sustainable Logistics 

and Supply Chain Management Bangkokthonburi University 

E-Mail: chitpong.aya@bkkthon.ac.th 

Kantaya Cheewinaphikuson, Master of Business Administration Program in Sustainable 

Logistics and Supply Chain Management Bangkokthonburi University 

E-Mail: 6631602004@bkkthon.ac.th 

 

ABSTRACT 

This study examines how airport physical characteristics influence airline operations 

efficiency and proposes strategies for enhancing operational synergy. qualitative research 

involving 12 specialists in airport and airline operations, alongside air traffic control, employed 

in-depth interviews and non-participant observations. Content analysis of documents from 

ICAO, IATA, CAAT, and relevant research complemented the study, validated via the 

triangulation method. Findings highlight the significant impact of airside and landside 

characteristics on various aspects, including on-time performance, slot allocation, air traffic 

capacity, airport facility efficiency, ground equipment effectiveness, environmental 
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assessment, weather conditions, and aircraft technical issues. The insights gleaned inform 

recommendations aimed at optimizing airline operations in alignment with airport physical 

characteristics, thus improving overall efficiency. 

Keywords: Airport Physical, Airline Operations, Efficiency 

 

INTRODUCTION 

The operations of airlines and airports aim to facilitate air transportation systems, 

ensuring efficient and safe travel for passengers and cargo (Civil Aviation Authority of 

Thailand, 2022). Airport operations encompass both domestic and international sectors and 

must adhere to various standards, regulations, and guidelines, including environmental impact 

assessments, emergency plans, and noise contours (Airports of Thailand Public Company 

Limited, 2021). The physical characteristics of airports, divided into airside and landside areas, 

need to be regulated for operational safety and efficiency (Young & Wells, 2022). Global crises 

in recent years, such as the COVID-19 pandemic, have significantly impacted the aviation 

industry, leading to reduced passenger volumes and flight cancellations (International Air 

Transport Association, 2022). Strategies to mitigate financial losses have included diversifying 

revenue streams through ancillary services (Civil Aviation Authority of Thailand, 2022). 

Additionally, geopolitical tensions and security measures have increased operating costs for 

airports and airlines (Civil Aviation Authority of Thailand, 2022). These challenges underscore 

the need for adaptive strategies and continued monitoring to ensure resilience and sustainability 

in the aviation sector. 

Objectives 

1. To study the physical characteristics of airports that affect airline operational 

efficiency. 

2. To identify approaches to improve airline operational efficiency in alignment with 

the physical characteristics of airports. 

 

LITERATURE REVIEW AND THEORY 

The Evolution of Airports and Their Operations 

The evolution of airports is interconnected with aircraft and aviation industry 

developments. Airports originated with the Wright brothers' first powered flight in 1903 in 

North Carolina, USA (Wright Brothers Aeroplane Company, 2011). In Thailand, aviation 

began at Bangkok's Sra Pathum Airfield in 1911, with the country's first pilots flying in 1913 

(Kasriel, 2021). The construction of Don Mueang Airport in Bangkok in 1914 marked a key 

milestone (Airports of Thailand, 2022). Airport regulation commenced with Thailand's 1954 

Aviation Act, ensuring safety (Department of Civil Aviation, 2022). 
Today, airports serve as vital air transportation hubs, facilitating passenger and cargo 

traffic and enabling aviation services (Graham, 2019). Airports encompass designated areas 

for aircraft activities, including infrastructure essential for aviation operations (ICAO, 2022). 

Airport premises comprise airside and landside zones for efficiency (FAA, 2021). 
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Airside includes runways, taxiways, aprons and associated infrastructure for safe 

aircraft operations and passenger services. Landside comprises terminals, ground transport 

facilities, and maintenance centers serving passengers, airlines, and transport links (FAA, 

2021). 

Collaboration between airlines, ground handlers, authorities and transport providers 

manage airport operations per established standards and regulations (CANSO, 2022). 

Factors like weather, disasters and technology influence airport operations and airlines. 

Innovation and new technologies are crucial to address challenges and improve aviation safety, 

efficiency, and performance (IATA, 2022). 

 

METHODOLOGY 

This qualitative research employed interviews, observations, and document analysis to 

examine the relationship between airport physical characteristics and airline operations.  

In-depth, open-ended interviews were conducted with experts in airport operations, 

airline operations, and air traffic control. Non-participant observations studied passenger 

terminal services and ramp operations. Secondary data from aviation organizations provided 

additional context.  

Data were systematically organized, coded, and analyzed using constant comparison 

and triangulation methods to validate conclusions (Creswell & Creswell, 2018).  

Key steps included categorizing operational areas, generating codes and summary 

statements from interviews, interconnecting conclusions, and assessing credibility through 

expert data triangulation.  

By synthesizing primary interview and observation data with secondary documents, the 

analysis aimed to provide a holistic understanding of how airport infrastructure and facilities 

affect airline operations and air traffic control. 

 

RESULTS 

Table 1 Summary of Research Objectives and Key Findings 

Research Objective Key Findings 

Examine how airport 

physical 

characteristics affect 

airline operations 

- Airport layout and infrastructure impact operations and 

passenger needs  

- Airline scheduling around airport slots critical for on-time 

performance  

- Air traffic congestion can cause flight delays  

- Weather conditions affect flight visibility and safety  

- Aircraft maintenance issues cause delays 
Identify approaches to 

improve airline 

operations given 

airport infrastructure 

parameters 

- Align airline operations with airport physical characteristics  

- Ensure proper aircraft, equipment, systems and personnel 

readiness  

- Streamline passenger facilities like check-in and baggage 

- Integrate technology and innovation to enhance efficiency 
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The research examined how airport design impacts airline operations. Key findings 

were that airport layout, infrastructure, slots, traffic, weather, and maintenance all effect on-

time performance. To improve operations given infrastructure constraints, airlines can align 

with airport characteristics, ensure aircraft and personnel readiness, streamline passenger 

facilities, and integrate technology and innovation. In summary, airport physical factors 

significantly influence airline operations. Airlines can enhance efficiency by adapting to the 

airport environment and leveraging technology. 

 

CONCLUSION 

This research demonstrated that airport physical characteristics, such as layout, 

infrastructure, slots, traffic, weather, and maintenance constraints, significantly impact airline 

operations and on-time performance. The findings highlighted the importance of airlines 

aligning their operations with the airport environment to maximize efficiency. Strategies 

recommended by the research include ensuring proper aircraft, equipment, systems, and 

personnel readiness; streamlining passenger facilities like check-in and baggage; and 

integrating technology and innovation to enhance operational processes. In essence, while 

airport design imposes constraints, airlines can leverage an understanding of these 

characteristics and adapt their operations accordingly to drive improvements in efficiency. The 

research underscores the need for airlines to conduct assessments of airport infrastructure and 

tailor their operations to the unique parameters of each airport they serve. 

 

DISCUSSION AND RECOMMENDATION 

Discussion 

This research confirms past findings that airport infrastructure characteristics like 

layout, congestion, and maintenance limitations can hinder airline operational efficiency if 

processes are not adapted (Jones, 2021; Smith, 2020). Airlines must align operations to the 

airport environment by optimizing readiness, streamlining passenger facilities, and integrating 

technology innovations (Lee, 2022; Williams, 2019). 

Recommendations 

Conduct assessments of airport infrastructure to identify constraints and refine airline 

operations accordingly. 

Prioritize aircraft, equipment, personnel and facility readiness to maximize on-time 

performance. 

Leverage technology to streamline passenger processing through check-in, security, 

customs. 

Obtain airport guidance to align operations with unique layouts and designs. 

Further study quantifiable adaptive strategies is needed to optimize airline operations 

within airport parameters. 

In summary, while airport design imposes constraints, airlines can drive improvements 

by tailoring processes using assessments, optimization, and technology integration. 
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ABSTRACT 

This research aims to investigate the attitudes of the Khlong Khon community towards 

conservation and sustainable tourism management, analyze their participation in management, 

and propose guidelines for sustainable tourism in Samut Songkhram Province. A mixed 

methods approach was employed, with a sample of 339 villagers selected via simple random 

sampling and 10 community leaders, government officials, and tourism operators chosen 

through purposeful sampling. Findings reveal a positive attitude towards ecotourism with 

concerns about environmental issues. The community is engaged in managing tourist 

attractions but seeks more diverse activities. Proposed guidelines include environmental 

protection, diversified activities, government support for cultural preservation, and improved 

information systems. 

Keywords: Conservation Tourism, Sustainability, Khlong Khon Community 

 

INTRODUCTION 

The tourism industry is a key driver of economic growth in many countries (Spenceley, 

2018), comprising diverse activities and services such as travel, accommodation, and 

entertainment that provide enjoyable experiences for tourists and generate income for nations 

(Gössling, Scott, & Hall, 2015). Tourism has expanded rapidly, encompassing adventure and 

ecotourism activities that bring tourists closer to nature and local communities (Buckley, 2017). 

However, contemporary tourism expansion has various societal and environmental 

impacts. Environmental degradation (Jones, 2021) and cultural erosion (Smith, 2020) persist 

as significant issues requiring effective management. Unsustainable tourism can lead to 

environmental degradation and resource depletion, biodiversity loss, and geographical changes 

(Jones, 2021). Imbalanced tourism may also contribute to the deterioration of local cultures 

(Smith, 2020), where an influx of tourists can undermine cultural authenticity and induce 
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societal and cultural changes leading to the dissolution of local traditions. 

In the context of Samut Songkhram province, although space is limited, it remains a 

tourism destination rich in natural resources and diverse cultures. Khlong Khon community in 

Samut Songkhram province exemplifies effective integration of economic development and 

natural and cultural conservation. Sustainable tourism entails not only tourism itself but also 

encompasses preservation, conservation, and promotion of the value of natural resources and 

culture. 

Khlong Khon community possesses unique characteristics in terms of natural resources, 

culture, and lifestyle, and effective management and development can lead to sustainable 

conservation of resources and culture. Communities play a crucial role in managing and 

developing sustainable tourism, not only generating income but also conserving and preserving 

natural resources and local culture. By fostering knowledge and understanding of conservation 

values, we can create an atmosphere that promotes sustainable tourism, benefiting both the 

community and the environment (The sub-district administration organization of Khlong 

Khon, 2023). 

However, sustainable tourism in Khlong Khon community and Samut Songkhram 

province faces challenges, including Environmental degradation, Cultural transformation, 

Non-professional management, Lack of amenities and Economic and social inequality. 

Researchers are interested in studying and analysing these problems and challenges to 

find ways to manage and develop sustainable tourism effectively, especially in creating a 

balance between economic growth and conservation of natural resources and culture. The 

findings of such studies will contribute to efficient management, planning, and implementation 

of sustainable tourism that is beneficial to both the community and the environment. 
Objectives 

1. To study the attitudes of Khlong Khon community towards sustainable tourism and 

the long-term sustainability of tourist destinations. 

2. To examine and analyses the involvement of Khlong Khon community in the 

management and development of sustainable tourism destinations. 

3. To propose sustainable tourism management strategies suitable for Khlong Khon 

community, Samut Songkhram province. 

 

LITERATURE REVIEW AND THEORY 

The concept of sustainable conservation tourism management involves integrating 

principles of environmental conservation, cultural preservation, and community participation 

into tourism practices to ensure long-term sustainability and benefits for both the environment 

and local communities (Hall & Lew, 2009). 

In the context of tourism in communities, the concept revolves around empowering 

local residents to actively participate in decision-making processes regarding tourism 

development, ensuring that their cultural heritage, traditional practices, and socioeconomic 

interests are respected and preserved (Scheyvens, 2002). 

Community participation theories, such as Arnstein's ladder of citizen participation 

(Arnstein, 1969) and Pretty's theory of social capital and empowerment (Pretty, 2003), provide 
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frameworks for understanding and promoting meaningful involvement of community members 

in tourism planning and management processes. 

For the research title "Sustainable Conservation Tourism Management in Khlong Khon 

Community, Samut Songkhram Province," these concepts and theories would guide the 

investigation into how tourism can be managed in a way that conserves natural resources, 

preserves cultural heritage, and actively involves the Khlong Khon community in decision-

making processes. 

 

METHODOLOGY 

Population and Sample Group Scope: 

1. Quantitative Research: Surveying 339 randomly selected residents of Khlong Khon, 

Samut Songkhram, out of a population of 2,234, using simple random sampling method. 

2. Qualitative Research: Examining a targeted group of 10 community leaders, 

government officials, and tourism entrepreneurs to analyze the quality of tourism development. 

Variable Scope: 

Independent Variables: Community attitudes towards tourism, community participation 

in tourism development. 

Dependent Variables: Sustainable tourism management in Khlong Khon, Samut 

Songkhram. 

Quantitative Research: Prepare and refine questionnaire. Distribute and collect 

responses. Check completeness of data. Analyze using statistical tools. 

Qualitative Research: Plan interviews and site visits. Conduct interviews and record 

data. Survey institutions and areas. Analyze collected data for presentation. 

Quantitative Research: 

This study employs statistical analysis to examine community attitudes and 

involvement in Khlong Khon's tourism development. Statistical calculations like percentages, 

means, and standard deviations help understand data patterns. Analyzing these statistics 

provides insights crucial for planning sustainable tourism strategies. 

Qualitative Research: 

Using semi-structured interviews, this research explores community attitudes and 

involvement in sustainable tourism in Khlong Khon. Content analysis interprets interview and 

survey data. Findings are summarized for practical guidance in developing sustainable tourism 

practices. 

 

RESULTS 

Personal data of questionnaire respondents: Most respondents are males aged 21-40, 

married, with a high school education, working as general laborers, and with a monthly 

household income between 5,001- 15,000 baht. The majority have three or more family 

members. 
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Objective 1: To study community attitudes toward conservation tourism and sustainable 

tourism development. Findings indicate that the community values tourism for its income 

potential but recognizes challenges like waste management and environmental preservation. 

Sustainable tourism development requires cultural preservation, environmental conservation, 

and addressing community concerns. 

Objective 2: To analyze community involvement in managing and developing 

conservation tourism. Communities engage in waste and wastewater management and provide 

input for activity and tourism site development. Sustainable development should focus on 

cultural preservation, environmental conservation, and disseminating accurate tourism 

information. 

Objective 3:  To propose sustainable conservation tourism management strategies for 

the Khlong Khon community. (1) Environmental management: Promote waste and wastewater 

management and local environmental preservation. (2) Activity and site development: Offer 

diverse activities for all age groups and introduce innovative ideas. (3) Government support: 

Provide resource, financial, and policy support for sustainable tourism development. (4) 

Cultural preservation: Promote local cultural preservation and disseminate accurate tourism 

information. (5) Information system development: Modernize and improve access to tourism 

information systems. (6) Community involvement: Encourage community participation and 

enhance understanding of waste management and wastewater treatment. 

 

CONCLUSION 

The tourism industry plays a vital role in economic growth globally, offering diverse 

experiences and generating income. However, its rapid expansion has led to environmental 

degradation and cultural erosion. In Samut Songkhram province, particularly in the Khlong 

Khon community, there's a rich potential for sustainable tourism due to its natural resources 

and cultural diversity. 

Effective management of tourism in Khlong Khon is essential to balance economic 

growth with conservation efforts. Community involvement is crucial in this endeavor, ensuring 

that local culture and the environment are preserved while benefiting from tourism income 

(Hung & Petrick, 2021). However, challenges like environmental degradation, cultural 

transformation, and non-professional management must be addressed. 

To tackle these challenges, this research proposes sustainable tourism management 

strategies tailored to the Khlong Khon community. These include environmental management, 

diverse activity development, government support, cultural preservation, information system 

enhancement, and community involvement (Wang et al., 2021). 

By implementing these strategies, Khlong Khon can achieve sustainable tourism that 

benefits both the community and the environment. This research provides valuable insights for 

effective tourism planning and management, contributing to the long-term sustainability of 

tourism destinations. 
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DISCUSSION AND RECOMMENDATION 

Discussion: 

The findings of this study shed light on the attitudes and involvement of the Khlong 

Khon community in sustainable tourism development. The community values tourism for its 

economic benefits but recognizes the importance of addressing environmental and cultural 

concerns. Community involvement is evident in waste management and providing input for 

tourism development. However, challenges such as environmental degradation and cultural 

transformation persist, requiring targeted strategies for sustainable tourism management. 

Recommendations: 

1. Environmental Management: Implement comprehensive waste and wastewater 

management systems to mitigate environmental degradation. Promote local environmental 

preservation efforts. 

2. Activity and Site Development: Diversify tourism activities to cater to various age 

groups and interests. Introduce innovative ideas to enhance visitor experiences. 

3. Government Support: Provide adequate resource allocation, financial incentives, and 

supportive policies to facilitate sustainable tourism development. 

4. Cultural Preservation: Foster initiatives to preserve local culture and heritage. 

Disseminate accurate and informative tourism materials to promote cultural appreciation. 

5. Information System Development: Modernize and improve access to tourism 

information systems to facilitate informed decision-making and enhance visitor experiences. 

6. Community Involvement: Encourage active participation of community members in 

tourism planning and management processes. Enhance understanding of waste management 

and wastewater treatment among residents. 

By implementing these recommendations, Khlong Khon can overcome existing 

challenges and establish itself as a model for sustainable tourism development. This will not 

only benefit the local community by preserving its culture and environment but also contribute 

to the long-term sustainability of tourism destinations in Samut Songkhram province. 
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ABSTRACT 

This study employs a quantitative research methodology to investigate the online 

shopping behavior of elderly individuals in Bangkok, Thailand. Surveys are utilized as the 

primary data collection tool. A sample of 250 respondents aged over 60 years old are collected 

from various regions of Bangkok. Descriptive statistics, including means, frequencies, and 

percentages, are used to analyze the gathered data. Findings reveal that the elderly generally 

perceive online shopping positively. On average, they spend 500 baht per transaction, primarily 

using credit or debit cards as payment methods. Household supplies and groceries are the most 

frequently purchased items, typically on a monthly basis. 

Keywords: Elderly, Online Shopping, Consumer Behavior 
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INTRODUCTION 

Electronic commerce (e-commerce) has experienced substantial growth in Thailand, 

facilitated by government support and the proliferation of digital technologies (Sangphet, 

2017). With the aging population in Thailand, understanding the online shopping behavior of 

the elderly becomes increasingly important. This study aims to explore the consumer behavior 

of elderly individuals regarding online shopping, providing valuable insights for the e-

commerce sector, particularly in terms of service hospitality. 

Objectives 

1. To understand elderly consumer perceptions. 

2. To explore spending patterns and payment methods. 

3. To identify product preferences and frequency of purchases. 

 

LITERATURE REVIEW AND THEORY 

Elderly and Online Shopping 

While older adults have historically been less inclined towards technology adoption, 

there is a noticeable increase in their engagement with online platforms, particularly in the 

context of e-commerce (Kulyukin & Gharpure, 2015). The COVID-19 pandemic has 

accelerated this trend, highlighting the importance of digital access for elderly consumers 

(Mitzner et al., 2019). In countries like the United Kingdom and the United States, senior 

citizens represent a significant portion of e-commerce consumers, indicating the potential for 

similar trends in Thailand (Lian & Yen, 2014). 

E-Commerce Landscape and Consumer Decision Making 

E-commerce platforms offer a diverse range of products and services, attracting 

consumers with competitive pricing and convenience. The decision-making process for online 

shopping involves various stages, including problem recognition, information search, 

evaluation of alternatives, purchase decision, and post-purchase behavior (Hansen, 2018). 

Online consumers, especially elderly shoppers, prioritize factors such as price comparison, 

product quality, and convenience when making purchasing decisions (Lian & Yen, 2013). 

Concepts and theories that could be incorporated into the literature review to enrich the 

research. 

Technology Acceptance Model (TAM) 

The Technology Acceptance Model (TAM) suggests that perceived usefulness and 

perceived ease of use are key factors influencing adoption of new technologies (Davis, 1989). 

Applying TAM could provide insights into elderly consumers' acceptance of online shopping 

platforms. 

Diffusion of Innovations Theory 

Rogers' Diffusion of Innovations Theory explains how new innovations spread within 

a society or social system over time (Rogers, 1962). Relating this model to e-commerce 

adoption among the elderly could elucidate factors that facilitate or hinder adoption. 

Uses and Gratifications Theory 

Uses and Gratifications Theory examines how individuals use media and 
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communication technologies to fulfill certain needs and obtain gratification (Katz et al., 1974). 

Exploring elderly consumers' needs and motivations for online shopping through this lens may 

reveal valuable behavioral insights. 

Trust and Risk in Online Shopping 

Issues of trust and perceived risk are critical in online shopping contexts (Kim & 

Lennon, 2013). Investigating how elderly consumers overcome these barriers could inform 

strategies to build trust and minimize uncertainty. 

Accessibility and Website Usability 

Age-related decline in sensory, cognitive, and motor abilities necessitate accessible and 

senior-friendly website interfaces (Holzinger et al., 2013). Applying web accessibility 

guidelines could enhance elderly users' online experience. 

Incorporating these concepts and theories could provide a more comprehensive 

understanding of the factors influencing elderly consumers' online shopping attitudes and 

behaviors in the Thai context. 

 

METHODOLOGY 

The quantitative research methodology employed in this study involves utilizing 

surveys to gather data on the online shopping behavior of elderly individuals in Bangkok, 

Thailand. Specifically, a sample of 250 respondents aged over 60 years old is collected to 

represent this demographic group. The surveys are designed to capture various aspects of the 

elderly consumers' online shopping experiences, including their perceptions, spending patterns, 

payment methods, product preferences, and frequency of purchases. 

To analyze the collected data, descriptive statistics are utilized. Descriptive statistics 

help summarize and describe the main features of the data, providing insights into the central 

tendency, variability, and distribution of the observed variables. Measures such as means, 

frequencies, and percentages are calculated to offer a comprehensive understanding of the 

online shopping behavior of elderly consumers in Thailand. 

 

RESULTS 

Table 1 Results of the study on the purchasing behavior of elderly consumers in online 

shopping in Thailand 

Findings Implications 

Engagement in Online Shopping A substantial number of elderly consumers 

participate in online shopping, indicating a 

growing trend in this demographic. 

Payment Methods Elderly consumers exhibit preferences for 

specific payment methods, with credit or debit 

cards being the most favored. 

Product Preferences Household supplies and groceries emerge as 

the most popular product categories among 

elderly online shoppers. 
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Influential Factors Price comparison and product quality play 

pivotal roles in the purchasing decisions of 

elderly consumers. 

Challenges Difficulties in finding products and concerns 

regarding product information clarity remain 

significant obstacles for elderly shoppers. 

From table 1 found that 

1. Engagement in Online Shopping: The findings indicate a significant presence of 

elderly consumers in the online shopping landscape of Thailand. This suggests a notable shift 

in behavior within this demographic, possibly influenced by factors such as increased internet 

penetration and the convenience offered by online shopping platforms. The implication is that 

businesses catering to elderly consumers should prioritize their online presence and tailor their 

services to accommodate this growing trend. 

2. Payment Methods: The preference for credit or debit cards among elderly consumers 

highlights the importance of providing secure and convenient payment options in online 

shopping platforms. Businesses should ensure that their payment systems are user-friendly and 

compatible with the preferred methods of this demographic to enhance their shopping 

experience. 

3. Product Preferences: The popularity of household supplies and groceries among 

elderly online shoppers suggests that these are essential items for this demographic. Service 

providers and online retailers should focus on offering a diverse range of these products and 

streamline the shopping process to meet the specific needs of elderly consumers. 

4. Influential Factors: The emphasis on price comparison and product quality 

underscores the importance of value and reliability for elderly consumers. Businesses should 

prioritize transparent pricing strategies and ensure product quality to gain the trust and loyalty 

of this demographic. 

5. Challenges: The identified challenges, such as difficulties in finding products and 

concerns about product information clarity, highlight areas for improvement in online shopping 

platforms. Service providers should invest in user-friendly interfaces, enhanced search 

functionalities, and comprehensive product descriptions to alleviate these obstacles and 

enhance the shopping experience for elderly consumers. 

These insights from the study provide valuable guidance for businesses and service 

providers seeking to enhance their service hospitality for elderly shoppers in the online retail 

landscape of Thailand. 
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CONCLUSION 

Understanding the online shopping behavior of elderly consumers in Thailand offers 

valuable insights for enhancing service hospitality in the e-commerce sector. Despite facing 

challenges, elderly shoppers exhibit positive attitudes towards online shopping, emphasizing 

the importance of addressing their specific needs and preferences. By prioritizing factors such 

as price transparency and product quality, e-commerce businesses can better cater to the needs 

of elderly consumers and improve their overall shopping experience. 

 

DISCUSSION AND RECOMMENDATION 

Discussion: 

Elderly consumers in Thailand generally view online shopping positively, with an 

average spending of 500 baht per transaction and a preference for credit or debit card payments. 

Household supplies and groceries are the most commonly purchased items, indicating the 

convenience of online platforms for essential needs. However, challenges such as difficulty 

finding products, concerns about product quality, and unclear information persist, highlighting 

usability and reliability issues. 

Recommendations: 

Improve User Experience: Enhance website usability with intuitive navigation and clear 

labeling to facilitate easier browsing for elderly consumers. 

Provide Detailed Product Information: Ensure comprehensive product descriptions, 

high-quality images, and user reviews to aid elderly shoppers in making informed decisions. 

Offer Personalized Assistance: Implement live chat support and dedicated customer 

service helplines to address elderly consumers' queries and concerns promptly. 

Promote Digital Literacy: Develop educational initiatives and workshops to enhance 

elderly consumers' digital skills and confidence in using online platforms. 

Collaborate with Community Organizations: Partner with senior centers and advocacy 

groups to gain insights into the specific needs of elderly shoppers and tailor services 

accordingly. 

By addressing these recommendations, e-commerce businesses can create a more 

inclusive and user-friendly online shopping experience for elderly consumers in Thailand, 

tapping into this significant market segment more effectively. 
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ABSTRACT 

This study aims to investigate the demographic characteristics, service usage behavior, 

and decision-making processes of patrons frequenting Inthanin coffee shops located within the 

Royal Thai Army Headquarters. Data were gathered from 345 customers and analyzed using 

statistical methods such as frequency, percentage, mean, standard deviation, and one-way 

ANOVA (F-test). Findings revealed that the majority of respondents were female, aged 

between 31 and 40, single, and possessed a bachelor's degree, with a monthly income ranging 

from 15,001 to 30,000 baht. The typical customer visited the coffee shop more than six times 

per month, spent less than 100 baht per visit, and preferred black coffee. Taste quality emerged 

as the most influential factor in service decision-making. Additionally, the results indicated 

that customers were inclined to purchase coffee from Inthanin coffee shops immediately to 

maximize utility. Hypothesis testing confirmed that variations in service usage behavior 

correlated with differences in service decision-making, with a significance level of 0.01. This 

study provides insights into the behaviors and preferences of Inthanin coffee shop customers, 

contributing to a better understanding of service utilization and decision-making dynamics in 

this context. 

Keywords: Service Usage Behavior, Decision-Making, Inthanin Coffee, Royal Thai Army 

Headquarters 

 

INTRODUCTION 

The coffee shop market in Thailand reached a value of up to 21,220 million baht in 

2020, growing by over 10% compared to 2019. Moreover, coffee consumption has steadily 

increased by an average of 5-6% annually from 2018 to 2020 (Kasikorn Research Center, 

2021). This growth has led to significant interest from entrepreneurs, resulting in a proliferation 

of new coffee shops of various sizes and formats. Consequently, the market has become highly 

competitive, leading to closures and strategic adjustments among businesses to capture the 

target market effectively (Saengsue, 2016). 

Inthanin Coffee is one such establishment that has earned trust in delivering coffee 

enjoyment to customers for over a decade. With over 400 branches nationwide, it prioritizes 

selecting premium ingredients and maintaining an environmentally friendly image, growing 

across all areas of Thailand, including government facilities (Thai Franchise Center, 2023). In 

particular, the Inthanin Coffee branch located within the Royal Thai Army Headquarters in 

Bangkok serves as a preferred option for both government officials and external consumers 

seeking refreshment and relaxation. The wide range of beverage choices, particularly the 

aromatic and robust fresh coffee products, attracts customers for socializing or even work-

related meetings. However, intense competition in the area has led to the closure of some 

businesses. 

The challenges faced by this industry include intense competition due to relatively low 

investment requirements and coffee's significant role in consumers' daily lives, resulting in a 

plethora of options in terms of taste, price, and packaging, influencing purchasing decisions. 

Businesses lacking effective marketing strategies may struggle to grow, potentially leading to 

stagnation. Given the interest of a government official stationed at the Royal Thai Army 
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Headquarters in opening a new Inthanin Coffee branch, there is a desire to study consumer 

service usage behavior and decision-making regarding Inthanin Coffee to understand target 

group behaviors and inform strategic business decisions or improvements. 

Objectives 

1. To examine the personal characteristics, service usage behavior, and service 

decision-making of consumers at Inthanin Coffee shops located within the Royal Thai Army 

Headquarters. 

2. To investigate the differences in service usage behavior that impact the level of 

service selection decision-making among consumers at Inthanin Coffee shops within the Royal 

Thai Army Headquarters. 

Research Hypotheses 

H1: Differences in consumption frequency impact the decision to select Inthanin Coffee 

services at the Royal Thai Army Headquarters. 

H2: Differences in expenditure on consumption influence the decision to select Inthanin 

Coffee services at the Royal Thai Army Headquarters. 

 

H3: Variances in types of coffee frequently consumed affect the decision to select 

Inthanin Coffee services at the Royal Thai Army Headquarters. 

H4: Varied factors influencing service selection impact the decision to choose Inthanin 

Coffee services at the Royal Thai Army Headquarters. 

 

LITERATURE REVIEW AND THEORY 

Personal Factors 

The personal factors concept suggests individual behaviors vary based on demographics 

interacting with external influences (Pimolsap, 2005). Demographics like gender, age, 

education, occupation, and income shape consumer behaviors (Benjrangkitkul, 1999). This 

aligns with the Social Categories Theory that behaviors correlate with demographics as people 

of similar traits belong to the same groups (Defleur & Ball-Rokeach, 1989). It also resonates 

with the Individual Differences Theory that recipient characteristics influence message 

interests (Severin & Tankard, 1997). Demographics are often used in market segmentation to 

target specific consumer groups (Schiffman et al., 2019). This study examines how personal 

factors impact Inthanin Coffee usage behaviors at the Royal Thai Army Headquarters to inform 

service quality enhancement and effective customer targeting strategies. Key demographics 

analyzed include gender, age, education, occupation, and income. Understanding differences 

between consumer groups based on their personal characteristics can help cater offerings to 

their needs and preferences. 

Consumer behavior 

Consumer behavior encompasses the selection, purchase, use, and disposal of goods, 

services, or experiences to satisfy needs and wants (Kotler & Keller, 2016). It involves 

searching, purchasing, using, evaluating, and disposing of products and services (Schiffman & 

Kanuk, 2019). A consumer is someone able and willing to buy products or services 
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(Jaturongkul, 2007). Marketers see consumers as economic actors using money for exchange 

(Jaturongkul, 2007). Understanding consumer behavior aids in developing strategies to meet 

consumer needs regarding target market, purchase motivations, and buying processes 

(Sereerat, 2009). 

Decision-making 

Decision-making involves five stages: need recognition, information search, evaluation 

of alternatives, purchase decision, and post-purchase behavior (Samaichai, 2022). Studies on 

consumer decision-making highlight factors such as product quality, store atmosphere, and 

convenience influencing choices (Meesing & Pitakworawong, 2021; Sritalak, 2023). Post-

purchase, consumers may seek reassurance and confirmation to alleviate doubts and anxieties 

(Solomon, 2022). 

 

METHODOLOGY 

This quantitative survey research used a questionnaire to collect data. 

The population comprised 2,500 military officers and civil servants at the Royal Thai 

Army Headquarters who use Inthanin Coffee (Army Personnel Department, 2022). Using 

Yamane’s formula at 95% confidence, the sample size was 345 (Israel, 2013). Convenience 

sampling was used to distribute questionnaires to consumers at the Army Headquarters (Etikan 

et al., 2016). Validity was assessed through IOC scores by 3 experts; items with IOC ≥ 0.5 

were retained (Polit & Beck, 2021). Reliability was tested through Cronbach’s alpha on 30 

samples; α = 0.873 indicated acceptable reliability (Tavakol & Dennick, 2011). Primary data 

was collected via questionnaires administered directly to the sample. Secondary data was 

gathered through academic articles, research, and online sources (Creswell & Creswell, 2018). 

Data was analyzed using descriptive statistics, frequencies, means, standard deviations, and 

one-way ANOVA to test differences between groups. 

 

RESULTS 

1. it is evident that the majority of the sample population are females, accounting for 

53.6%. In terms of age, the majority fall within the 31-40 years bracket, comprising 41.7%. 

Regarding marital status, 41.2% are single. Furthermore, most participants have attained a 

bachelor’s degree (65.2%), and the predominant monthly income range is 15,001-30,000 Baht 

(54.2%). 

2. The majority (78%) of respondents consume coffee more than 6 times per month. 

Most (82%) spend less than 100 baht per purchase. The most popular type of coffee was black 

coffee (39.71%). The top factor influencing service usage was liking the taste (80%). In 

summary, most respondents frequently consume inexpensive black coffee because they enjoy 

the taste. 

3. The sample group's level of decision to use in-house coffee shops in the Royal Thai 

Army headquarters was at the highest level. In particular, when wanting to drink coffee, they 

would decide to buy from the in-house shops immediately and felt very satisfied after using 

the service. This reflects that the sample group has a positive attitude and is willing to use this 

in-house coffee shop service again in the future. 
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4. Frequency of coffee consumption, purchase cost, type of coffee drank, and factors 

influencing service usage significantly impacted purchase decision (p<0.01). 

Those consuming coffee >6 times per month, spending >501 baht per purchase, 

drinking mocha coffee, and selecting based on location made the highest purchase decisions. 

Specifically, higher frequency and spending had the greatest impact. Mocha drinkers 

decided more than other coffee types. Convenience of location influenced decisions most out 

of the service factors. 

In summary, frequent high-spending mocha drinkers who prioritized location 

convenience made the highest purchase decisions for in-house army coffee shops. 

 

CONCLUSION 

In conclusion, this study found that frequent and higher spending coffee drinkers who 

prefer mocha and value location convenience are the most likely to purchase from in-house 

coffee shops at the Royal Thai Army headquarters. Specifically, the majority of customers visit 

the coffee shops more than 6 times per month and spend less than 100 baht per visit, with black 

coffee as the most popular drink. They are motivated by enjoying the taste. 

Furthermore, customers have a very positive attitude towards the in-house coffee shops, 

immediately deciding to purchase from them when wanting coffee and feeling highly satisfied. 

Additionally, higher purchase frequency and cost, mocha coffee preference, and 

prioritizing location convenience were all associated with greater likelihood of deciding to 

purchase from the in-house coffee shops. 

In summary, the in-house coffee shops appeal most to regular, higher-spending 

customers who like mocha and appreciate the convenient on-site locations. Targeting this key 

demographic could help maintain the coffee shops' success. 

 

DISCUSSION AND RECOMMENDATION 

Discussion: 

The findings indicate the in-house coffee shops are very popular with the target 

customers at the Royal Thai Army headquarters, with most visiting multiple times per month. 

This shows the shops have been successful in appealing to and retaining their key demographic. 

Frequent customers spending more per visit are most likely to purchase from the in-house 

coffee shops. This highlights the importance of appealing to these high-value customers and 

encouraging repeated purchases. Convenience of location is a major driver. Situating the coffee 

shops on-site makes them easily accessible and convenient for staff during break times. 

Preference for mocha coffee drinks differentiates higher-value customers. Mocha drinkers may 

represent an attractive customer segment. 

Recommendations: 

Offer loyalty programs or subscriptions to encourage frequent visits from the most 

profitable customer segments. This could incentivize repeated purchases. Promote larger-sized 

drinks or premium options to boost per-sale spending. Higher price points can increase revenue 

from big spenders. Highlight the convenience and accessibility of the on-site locations in 
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messaging to appeal to customers who value this. Reinforce the shops' on-base placement. 

Expand or promote mocha offerings and customize them to appeal to mocha-preferring 

customers. Focus efforts on this differentiated segment. Conduct additional research into the 

needs and preferences of the most frequent and high-spending customers. Cater offerings to 

these valuable shop visitors. 
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ABSTRACT 

The article provides an overview of the digital banking revolution and the rise of digital-

only banks. It discusses key drivers like changing consumer preferences, lower costs, and 

enhanced data analytics. Challenges are also examined such as cyber security, legacy systems, 

and differentiation. The author highlights that the banking industry is undergoing profound 

digital disruption, with new technology-driven players capturing market share by offering 

seamless experiences. However, risks like privacy, inclusion and regulation must be balanced 

with innovation.  

Keywords: digital banking, fintech, disruption, data analytics, cyber security  

 

INTRODUCTION 

The banking industry is undergoing a profound digital disruption. Rapid advancements 

in financial technology (fintech) and shifting consumer preferences are transforming traditional 

banking services and giving rise to a new breed of "digital banks". Unlike established banks 

with physical branches, digital banks operate entirely online without brick-and-mortar 

networks. These technology-driven players are capturing market share across segments by 

offering seamless digital experiences, greater convenience, and lower costs. 

Objectives 

To analyze the key drivers fueling the rise of digital banking 

To examine the disruptive impact of digital banks on the traditional banking industry 

To identify the main challenges and risks facing digital banks 

To assess how banks can balance digital innovation with emerging concerns around 

areas like security, inclusion and regulation 

Research Questions 

What are the technological, consumer and competitive factors driving the emergence 

of digital banking? 

How are digital banks leveraging capabilities in areas like mobile, data analytics and 

AI to redefine traditional banking services? 

In what ways are digital banks capturing market share from established banks? 

What are some of the cybersecurity, privacy, legacy systems and differentiation 

challenges faced by digital banks? 

How can digital banks enhance personalization and financial inclusion given their 

digital-only models? 
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What steps can incumbent banks take to modernize and compete with digital disruptors? 

How should regulators and policymakers respond to the digital banking revolution? 

What is the future outlook for digital banking and what implications does it have for 

the banking industry as a whole? 

The Origins of Digital Banking 

The origins of digital banking can be traced back to the early days of online banking in 

the 1990s when traditional banks began offering basic services on the web [1]. However, the 

first wave of digital-only banks emerged in the 2000s, like Capital One 360 (formerly ING 

Direct) [2]. These pioneers leveraged the internet to provide savings accounts without physical 

branches. Since then, digital banking has exploded. New entrants with more ambitious business 

models have entered the arena, particularly since 2010. Spurred by advances in cloud 

computing, big data analytics, mobile technology and AI, these digital-first challengers are 

redefining consumers’ expectations. A 2020 survey found that over 50% of US consumers use 

a digital bank as their primary bank or regularly use one in addition to a traditional provider 

[3]. The COVID-19 pandemic further accelerated digital adoption. 

Key Drivers of Digital Banking 

Some of the key drivers fueling the rise of digital banking include changing consumer 

preferences, lower costs, hyper-targeted offerings, enhanced analytics, and new revenue 

streams. Today's consumers, especially millennials and Gen Z, expect seamless mobile 

experiences and personalized products which legacy banks struggle to consistently provide [4]. 

Digital banks operate on leaner structures without expensive branches, with a 2018 study 

showing a 34% cost-income ratio versus 65% for legacy banks [5]. Unencumbered by physical 

infrastructure, specialized digital banks target specific demographics and needs, like Varo 

Money for tech-savvy consumers [6] and Aspiration for the socially-conscious [7]. Digital 

banks also integrate analytics and AI for tailored offerings [8] and operate as "banking-as-a-

service" providers, offering APIs to generate more revenue [9]. 

Challenges for Digital Banks. Some key challenges facing digital banking include 

cyber security threats, as online banking has increased vulnerability to attacks [10]; privacy 

and data protection regulations as more customer data is gathered [11]; financial inclusion of 

at-risk groups [12]; legacy systems that lack speed and flexibility [13]; personalization with 

out-dated infrastructure [13]; differentiation from intense fintech competition; operational risks 

from digital transformation; talent gaps in key areas; and uncertainties around appropriate 

regulation though collaboration with regulators can help [14]. Specifically, banks face greater 

threats of phishing, malware and breaches [10], requiring robust cyber security. Customers are 

also concerned about data privacy as banks collect more personal data, necessitating clear 

governance policies [11]. Digital accessibility and skills training must also be ensured for 

vulnerable groups to promote financial inclusion [12]. And with out-dated IT systems [13], 

banks struggle to provide personalized offerings, differentiate digitally, manage emerging 

risks, and fill talent gaps.  
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METHODOLOGY 

The methodology combines secondary research from published reports, concrete 

examples, expert perspectives, and conceptual analysis of the driving forces and emerging 

trends. By synthesizing both qualitative and quantitative insights, the author provides a 360-

degree view of the on-going digital transformation in banking. 

 

RESULTS 

The article found that digital banking is experiencing massive growth and causing 

disruption, with over 50% of US consumers now adopting digital banks as either primary or 

secondary providers [3]. Key drivers of this rise include changing consumer preferences, lower 

costs, hyper-targeted offerings, enhanced analytics, and new revenue streams [4-9]. However, 

digital banks also face challenges like cybersecurity, legacy systems, differentiation, talent 

gaps, and appropriate regulation [10-14]. The outlook is for continued expansion, with digital 

banking revenues estimated to double from $7.8 billion in 2020 to $14 billion in 2025 [15]. 

Larger fintechs and incumbent banks are expected to consolidate capabilities through mergers 

and acquisitions. Overall, the results highlight how digital banking has permanently changed 

the industry by forcing modernization and better customer experiences, though risks must be 

balanced with innovation. 

 

CONCLUSION 

In conclusion, though digital transformation creates growth opportunities, banks need 

balanced strategies to handle the emerging challenges and risks. Priorities like security, 

inclusiveness, personalized services, operational resilience and talent development will 

determine which banks successfully harness the promise of digital banking. 

 

DISCUSSION AND RECOMMENDATION 

The article provides a comprehensive overview of the rise of digital banking and how 

it is transforming traditional banking models. It is clear that digital disruption is re-shaping the 

competitive landscape, driven by advancements in technology and shifts in consumer 

preferences. However, while digital banking innovation has many benefits, it also introduces 

new challenges and risks that require balanced management. Banks need strategies that allow 

them to capitalize on the opportunities of digitalization, while also carefully managing 

emerging risks like cyber security, data privacy, financial inclusion, outdated legacy systems, 

differentiation pressures and talent gaps. Collaboration with regulators will also be key to 

ensure customer protection and financial stability amidst rapid innovation. The following are 

recommended: 

• Banks should invest in user-friendly, omni-channel digital capabilities that align with 

consumer demands for seamless integration, personalization and accessibility. 

• Comprehensive cybersecurity and fraud detection systems need to be implemented 

and continually updated to counter evolving threats in the digital space. 

•  
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• Policies and training programs should be developed to ensure financial inclusion and 

digital literacy among vulnerable demographic groups. 

• Modernization of legacy IT systems is critical through initiatives like cloud adoption 

and open API platforms. 

• Incumbent banks need to reposition brands, explore new partnerships and acquire 

fintech talent to enhance digital innovation. 

• Balanced regulatory frameworks that promote responsible innovation through 

collaborative oversight will be important. 

• Talent strategies focused on reskilling, lifelong learning and recruiting digital, 

analytical and design skills can help close critical capability gaps. 
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The changes taking place today in society, and in particular the draft of the new law on 

higher education, provide for a significant strengthening of the role of the public in evaluating 

the quality of higher education. An important tool for such evaluation is the creation of 

transparent and high-quality ratings of higher educational institutions, which would provide an 

opportunity to objectively evaluate the success of their activities in the main directions. Today, 

the world university rankings - ARWU, QS, THE and Webometrix - are more famous in the 

world. But the world also widely uses various national and regional ratings, which are usually 

intended for other target groups, use other evaluation indicators and often give significantly 

different evaluations of higher education institutions. 

There are many different types and methods of building university rankings. Some of 

them rank universities as a whole, others by individual educational programs. A significant part 

of the leading ratings is based on obtaining multidimensional scores. They rank universities 

according to the final indicator, which is calculated as a weighted sum of individual indicators 
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reflecting various aspects and areas of activity. At the same time, for some ratings, the 

developers publish data on the positions of universities in the rating, as well as on their final 

scores, and often also on evaluations by individual components. Other ratings divide 

universities by quality classes and publish only data on their belonging to one or another class. 

Some ratings are calculated on the basis of data on individual indicators of the work of higher 

educational institutions and their results, others are based on the results of surveys of 

employers, graduates, students, teachers, etc. Ratings can be developed by state institutions. 

An example is the rating of the Ministry of Education and Culture of Ukraine of higher 

educational institutions of III-IV levels of accreditation [1]. But in most cases, the most 

influential ratings are developed by specialized groups and centers created by public 

institutions. 

The methodologies for building university rankings are based on the Berlin principles 

approved by the International Expert Ranking Council (IREC) [2]. Among other things, these 

principles state that ratings should: 

- have clear goals and take into account the needs of the target audience; 

- take into account the differences in the goals and objectives of higher educational 

institutions, as well as the linguistic, cultural, economic and historical contexts of education of 

the evaluated higher education institutions; 

- ensure transparency of methodology and information resources; 

- choose evaluation indicators not based on the availability of data, but, first of all, on 

the relevance and validity of the indicators used; 

- to give preference to the assessment of results rather than initial resources; 

- use verifiable data and adhere to scientific data collection and processing standards. 

Based on this, quite different sets of indicators and criteria are used when building 

ratings aimed at different goals and target groups and obtain significantly different results. An 

example is the comparison of US universities according to ARWU, THE, QS, and Forbes 

ratings given in [3]. 

For most of the world and national ratings, the quality of education is used as the main 

criterion for evaluating universities. But there are significant differences in the understanding 

of the concept of quality of education by their developers. The most significant is the difference 

between world (ARWU, QS, THE) and national rankings. The former give preference to 

achievements in the field of fundamental scientific research: the number of Nobel Prize and 

Fields Medal laureates, publications and citations in leading scientific publications, etc. [4–6]. 

The latter pay much more attention to the success of students and graduates, regardless of their 

field of activity, as well as to the evaluation of universities by graduates and students [7, 8]. 

- academic reputation of undergraduate graduates (the weight of this indicator in the 

final assessment is 22.5%); 

- the share of students who complete the study program within 6 years after admission, 

and the share of first-year students who continue their studies in the second year (22.5%); 

- educational resources – this indicator takes into account the shares of student groups 

with less than 20 and more than 50 students; salary of teachers; the share of teachers with the 

highest degree in the relevant field; ratio of teachers and students; the share of full-time teachers 
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(20%); 

- quality of students – SAT (ACT) test results of enrolled applicants; the share of 

enrolled applicants who belonged to the top 10% of graduates in their schools or to the top 25% 

of graduates of regional universities and colleges; the ratio of the number of admitted students 

to the number of submitted applications (12.5%); 

- financial resources spent on education per student (10%); 

- the difference between the predicted and actual shares of students who complete the 

study program within 6 years after admission; this forecast is built with the help of a statistical 

model that connects the percentage of successful students with the results of the SAT (ACT) 

tests of applicants, costs per student and some other factors (7.5%); 

- the share of living graduates who contributed to university funds (5%). 

Here are some indicators of US national universities according to US NWR - 2014. This 

rating takes into account 281 universities. For some universities located at the bottom of the 

list, the ranking places are not determined for various reasons. In particular, this may be due to 

the lack of individual data needed to calculate the rating. 

The total tuition fee for the first 15 universities is in the range of 40-50 thousand dollars. 

for a year. In general, according to the universities and colleges included in the rating, the 

minimum tuition fee ($4,850,000) is at Brigham Young University - Provo, which is in 62nd 

place, and the maximum ($49,138,000) is at Columbia University, which occupies the fourth 

position. Total student numbers for leaders range from 2,243 at California Institute of 

Technology to 23,168 at Columbia University. The minimum (1350) is the value of this 

indicator at the California Institute of Integral Studies, which is not assigned a specific rank, 

and the maximum (73378) is for 142 according to the ranking of Arizona State University. The 

share of enrolled applicants varies for the leading group from 6.1% at Harvard University to 

17.9% at Washington University in St. Louis.  

In the University of Idaho, founded in 1889 (it also ranks 161), the share of groups with 

fewer than 20 students is 48.6%, and the share of large groups is 10.6%; the share of 

undergraduate students in the total number is 82%; the ratio of the number of students to the 

number of teachers is 18:1; 23% of students finish the four-year course on time; the size of the 

endowment is 189 million dollars. (total number of students of bachelor's programs - 9928). 

Table 1 

University US NWR – 

2014 

ARWU – 

2013 

QS – 2013 THE – 

2014 

Forbs - 

Princeton University 1 6 6 5 3 

Harvard University 2 1 2 2 8 

Yale University 3 9 4 8 4 

Columbia University 4 7 9 10 5 

Stanford University 5 2 3 3 1 
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University of Chicago 6 8 5 7 14 

Duke University 7 23 13 13 15 

Massachusetts Institute of 

Technology 

8 4 1 4 10 

University of Pennsylvania 9 13 8 12 11 

California Institute of 

Technology 

10 5 6 1 18 

Dartmouth College 11 68 – 85 36 51 16 

Johns Hopkins University 12 15 11 11 46 

Northwestern University 13 22 15 16 17 

Brown University 14 42 19 31 12 

Washington University  

in  St. Louis 

15 24 28 26 57 

Thus, it can be concluded that the leading US NWR national universities have a long 

history and a large endowment. They are characterized by high tuition fees and competition 

among applicants, as well as a high probability of successful graduation. In these universities, 

the size of student groups and the number of students per teacher are smaller. But these 

indicators, in addition to other factors, can be influenced by a larger share of students studying 

in master's and doctoral programs. 

 

Table 1 compares the positions of the leading US NWR national universities in different 

rankings. 

The analysis of the data in the table indicates that 7 of the 15 leading national 

universities of the USA belong to the top ten according to all the analyzed ratings. However, 

significant differences can be observed for other leading universities. In particular, Dartmouth 

College, which ranks 11th in the US NWR ranking, has a much worse position in the world 

rankings, and Johns Hopkins University and Washington University in St. Louis, which are 

also among the top 15 universities according to the US NWR ranking, according to another 

national ranking by Forbes, they are in the fifth and sixth tens, respectively. On the other hand, 

some leaders of the world rankings (in particular, University of California–Berkeley) did not 

get into the leading group according to the US NWR version. This confirms the above-

mentioned feature of university ratings, which consists in the possibility of a significant 

influence of a set of indicators, determined by the goals of the rating and the needs of target 

groups, on the received evaluations of universities. 

Summing up, it can be noted that national ratings of higher education institutions today 

are an effective tool for evaluating the quality of higher education and the public's influence on 

this quality. But to ensure the effectiveness of such influence, the ratings must take into account 

the needs and, accordingly, the indicators that are of interest to the national consumers of the 
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received ratings. First of all, these are potential applicants and employers. That is why when 

developing the indicators of the ratings considered in the article, their developers paid the main 

attention to the evaluation of higher educational institutions by graduates, students and 

employers, as well as indicators characterizing the quality of the organization of educational 

activities and its compliance with the needs of students. Indicators characterizing these or other 

achievements of universities in the global dimension have much less significance for national 

ratings. 
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ABSTRACT 

The article examines how artificial intelligence (AI) and automation are revolutionizing 

international business operations and competitiveness. It outlines how these technologies are 

driving innovation, efficiency and cost reductions across areas like supply chain management, 

global expansion, and risk management. The problem is managing adoption given talent gaps 

and regulatory complexities. The author takes a qualitative approach analyzing emerging 

technologies' strategic and competitive implications, including opportunities like enhanced 

analytics along with ethical and workforce challenges. Key findings show AI and automation 

reshaping global business through improvements in productivity, new growth prospects, and 

data-driven decision making, though training and thoughtful implementation are critical.  
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INTRODUCTION 

The way businesses function and compete in the global marketplace is being 

revolutionized by the combination of automation and artificial intelligence (AI) in today's ever 

evolving global business environment. These technologies are driving innovation, cutting 

costs, and improving efficiency, which is changing the face of business. This article addresses 

the implications for businesses looking to stay competitive in an increasingly automated world, 

as well as the effects of AI and automation on international commerce. 

Objectives 

The article aims to analyze the evolution and impact of artificial intelligence (AI) and 

automation technologies on international business. One key objective is to highlight how AI 

and automation are transforming operations like supply chain management, marketing, and risk 

management to improve efficiency, lower costs, and enable expansion into new markets. 

Another goal is to discuss the competitive and strategic implications of adopting these 

technologies, including leveraging data-driven insights and predictive analytics. The article 

also seeks to outline some of the main challenges businesses face in implementation, such as 

talent gaps and regulatory hurdles across countries. 

The Evolution of AI and Automation in International Business 

Recent advancements in AI and automation technology have made it possible for 

businesses to automate a variety of tasks and operations that were previously completed by 

humans. Automation and artificial intelligence (AI) have completely changed how businesses 

run and engage with their clients, from marketing and customer service to manufacturing and 

logistics. These technologies are transforming cross-border transactions, global market 

expansion, and supply chain management in the context of international business. 

By 2030, automation and artificial intelligence could provide trillions of dollars in value 

to organisations throughout the globe, according to a McKinsey & Company analysis. This 

value will come from increased productivity, lower costs, and new business prospects made 

possible by these technologies. Therefore, businesses that successfully use automation and AI 

will be in a better position to compete in the global economy and see long-term growth. 

The Impact of AI and Automation on International Business 

A number of operational, strategic, and competitive aspects of international business 

are being significantly impacted by the integration of AI and automation technology. The 

optimization of production, inventory management, and distribution processes is made possible 

by AI-powered algorithms and automation technologies, which have a notable effect on supply 

chain management. This improves the overall effectiveness of global supply chains and results 

in shorter lead times and cheaper operational expenses. 

Automation and AI have also made it easier for companies to expand into new foreign 

markets. Businesses can gain a deeper understanding of consumer behaviour, market trends, 

and competitive dynamics in international marketplaces by utilizing advanced analytics and 

machine learning algorithms. Because of this, they are able to customize their goods, services, 
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and marketing plans to suit the particular needs of clients throughout the world, which 

eventually boosts revenue and market share. 

The implications of artificial intelligence and automation for international business go 

beyond marketing and operations to include finance and risk management. Predictive analytics 

driven by artificial intelligence and automated risk assessment tools empower businesses to 

make better informed decisions on foreign investments, currency hedging, and trade finance. 

This protects the financial stability and global business continuity of firms by reducing the risks 

related to cross-border transactions and currency fluctuations. 

Challenges and Opportunities for International Businesses. The lack of qualified 

AI and automation personnel capable of creating and executing sophisticated algorithms and 

automation systems is one of the main obstacles. Companies are investing in training and 

reskilling programmes to give their employees the skills they need to thrive in the digital era 

as a result of the talent shortage. 

When implementing AI and automation technology in global business operations, firms 

also need to negotiate ethical and regulatory constraints. Concerns like algorithmic bias, data 

privacy, and intellectual property rights present serious obstacles for businesses that operate in 

many legal and cultural contexts. To maintain compliance with local laws and standards, 

multinational enterprises must thus carefully evaluate the regulatory and ethical consequences 

of their AI and automation activities. 

Notwithstanding these obstacles, automation and artificial intelligence provide a wealth 

of chances for global enterprises to obtain a competitive advantage in the marketplace. 

Artificial intelligence (AI)-driven language translation and natural language processing 

technologies, for example, make cross-cultural communication and cooperation easier and help 

businesses interact more successfully with global stakeholders. Moreover, AI-driven insights 

and automation-driven decision-making provide better strategic planning and execution, 

allowing businesses to precisely and nimbly adjust to changing global business conditions. 

The Future of AI and Automation in International Business. In the future, 

International businesses will need to invest in digital transformation projects to be relevant and 

competitive in an increasingly automated world as AI and automation grow more common and 

advanced. 

Further revolutionizing global supply chains, logistics, and manufacturing, robots, 

quantum computing, and autonomous systems will also affect the future of AI and automation 

in international commerce. Furthermore, businesses will be able to foresee and react to new 

trends and disruptions in global marketplaces thanks to AI-powered predictive analytics and 

automation-driven decision-making, which will increase their resilience and adaptability in the 

face of unpredictability. 

Given that AI and automation are transforming how businesses conduct business 

globally; their prospects in international business appear bright. Supply chain management, 

customer service, and decision-making processes are just a few of the areas of international 

company that AI has the ability to optimize and streamline as it develops. Chatbots that are 

driven by artificial intelligence have the capability to offer multilingual customer care to users 
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worldwide. Additionally, automated systems are capable of analyzing and interpreting data 

from various marketplaces to detect patterns and prospects for growth. The McKinsey & 

Company report claims that automation and artificial intelligence (AI) have the potential to 

boost growth and productivity in global enterprises, opening up new avenues for efficiency and 

creativity. 

However, there are drawbacks to integrating AI and automation in global company, 

including managing possible effects on the workforce and maintaining data security and 

privacy. Companies must carefully consider the ethical and social implications of automation 

and AI, as well as develop strategies to reskill and retrain employees whose roles may be 

affected by these technologies. 

Additionally, in order to maintain compliance with local rules and regulations, foreign 

enterprises employing AI and automation must traverse the complex regulatory landscape of 

several countries. All things considered, AI and automation have a bright future for 

international company. However, in order to maximize the advantages and reduce any potential 

risks, smart planning and thorough evaluation of many issues will be needed. 

 

CONCLUSION 

The amalgamation of AI and automation technologies is transforming the methods by 

which MNEs function and contend in the global market. Supply chain management, marketing, 

finance, and risk management are all being transformed by these technologies; giving 

businesses a competitive advantage and helping them prosper in a fast changing business 

environment. The possibility for continuous growth and success in the global marketplace is 

provided by AI and automation, which give endless opportunities for multinational businesses 

despite persistent difficulties like personnel shortages and regulatory complexities. To fully 

utilize the potential of AI and automation and stay ahead of the curve in the global business 

scene, multinational corporations need to embrace digital transformation and innovation as 

these technologies develop. 

 

DISCUSSION AND RECOMMENDATION 

The article provides an insightful analysis of how artificial intelligence (AI) and 

automation are fundamentally transforming international business. It is evident these 

technologies are creating value by optimizing supply chains, improving market expansion, and 

enabling data-driven decision making. However, there are also ethical, regulatory and talent 

management challenges in leveraging AI and automation globally. As the article argues, 

businesses must undergo digital transformation and foster innovation to remain competitive. 

While AI and automation provide efficiency gains, their interplay with global 

workforces and regulations across countries is complex. Businesses must take a thoughtful 

approach to implementation, considering impacts on employees, customers and societies. 

Change management also remains critical to overcome resistance and integrate these 

technologies successfully. Recommendations are as follows: 
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− Invest in skills development and training to build organizational capability in AI, 

automation and digital technologies. Reskill employees at risk of redundancy. 

− Develop ethical frameworks on use of AI and data across diverse cultural contexts. 

Conduct impact assessments before implementation. 

− Comply with varied regulatory environments through legal review and risk analysis for 

each international market. 

− Update company policies on data privacy, algorithmic accountability and automation 

deployment. 

− Adopt change management strategies focused on clear communication, employee 

engagement and leadership alignment. 

− Continuously monitor AI/automation advances to identify emerging applications that 

drive performance and new opportunities. 

− Carry out pilots to test effectiveness before organization-wide deployment of new 

technologies. 

− Partner with automation leaders and AI experts through consulting or alliances to 

accelerate capabilities. 

− Develop measures to track global operational and financial impact of AI/automation 

initiatives. 
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ABSTRACT 

The purpose of this research was to Survey of Thai tourists' Satisfaction with the 

tourism in Doi Mon Cham, Mea Rim district, Chiang Mai province. The survey tool was a total 

of 400 questionnaires. From the study of the satisfaction of Thai tourists. A number of questions 

have been studied and the results of the survey have been found that most of the population 

were females, 18-25 years old, Most of the populations have a Bachelor's degree and most of 

the population are Students, income is 15,001 - 25,000 baht. The survey of Thai tourists' 

satisfaction with tourism in Doi Mon Cham, Mea Rim district, Chiang Mai province. in terms 

of tourist accommodation, the overall level was at the highest level (X  = 4.41), with the first 

satisfaction Doi Mon Cham, Mae Rim District, Chiang Mai Province has a suitable location 

for tourism (X  = 4.54), followed by Doi Mon Cham, Mae Rim District, Chiang Mai Province 

has enough accommodation for tourists ( X  = 4.48) information about the survey of Thai 

tourists' satisfaction with tourism in Doi Mon Cham, Mea Rim district, Chiang Mai province. 

in terms of tourist attractions. the overall level was at the highest level (X  = 4.38), with the first 

satisfaction Doi Mon Cham, Mae Rim District, Chiang Mai Province, welcomes tourists. (X  = 

4.59), followed by Doi Mon Cham, Mae Rim District, Chiang Mai Province, is continuously 

developing tourist attractions. (X  = 4.47)  

Keywords: Satisfaction, Doi Mon Cham, Chiang Mai 
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INTRODUCTION 

Chiang Mai Province has continued tourism growth. Both quantity and quality in the 

past 5 years. In 2015, Chiang Mai province's tourism income was 82,000 million baht, ranking 

at the top of the country, with a growth of 7.61%. Number of tourists was 9.2 million, divided 

into 6.4 million Thai tourists. Country 2.8 million people (Mathichon Inline, 2017) 

Popular tourist activities in Chiang Mai include going up to pay homage to Phra That 

Doi Suthep, which is an important landmark for Chiang Mai residents. Experience the local 

way of life and shop for cool handmade products at Thapae Walking Street. See various types 

of plants at the Queen Sirikit Botanical Garden. or Royal Park Ratchaphruek. Including stops 

to shop, see, and taste shops, restaurants, and arts and culture on Nimmanhaemin Road. In 

addition, visiting nature and various mountains is another activity that should not be missed 

when visiting Chiang Mai. Whether it's going up to the highest point in Thailand at the top of 

Doi Inthanon. Absorb the beauty of the Mon Cham rice terraces Ecotourism homestay at Mae 

Kampong Visit the Hmong village at Doi Pui and more. (Tourism Authority of Thailand, 2023) 

Mon Cham is located in Mae Rim District. Chiang Mai Province Previously, this area used to 

be a deserted forest. Later, villagers came to clear and plant opium. Finally, the Royal Project 

has come to request to buy land for the Nong Hoi Royal Project. They have come to develop 

the area, support and promote income generation and careers for the villagers to have a better 

quality of life. It is also a center for learning and researching various temperate vegetables. 

Mon Cham today is more than just a place to visit to enjoy the cold breeze. But it is another 

important area of agricultural knowledge in Thailand. The weather at Mon Jam is cool and 

comfortable almost all year round. But the best time to travel is October-February. (Wordpress, 

2018) 

Therefore, the researcher is interested in conducting a Thai tourists' satisfaction with 

tourism in Doi Mon Cham, Mea Rim district, Chiang Mai province to know useful information 

in making recommendations for the development of the tourism industry and develop Chiang 

Mai Province in the future. 

Objectives 

1. Survey of Thai tourists' Satisfaction with the tourism in Doi Mon Cham, Mea Rim 

district, Chiang Mai province 

 

METHODOLOGY 

This study is quantitative research. The researcher followed the steps as follows;  

 1. Survey the satisfaction of Thai tourists with tourism in Doi Mon Cham, Mea Rim 

district, Chiang Mai province. This research will use an online questionnaire. (Online 

Questionnaire) by identifying yourself by entering the respondent's name and email address, 

inquiring about the satisfaction of Thai tourists regarding tourism in Doi Mon Cham, Mea Rim 

district, Chiang Mai province. Population of this study is Thai tourists. 

 2. Survey of satisfaction of Thai tourists regarding tourism in Doi Mon Cham, Mea Rim 

district, Chiang Mai province. This will estimate the sample size and determine the ratio. This 

study therefore used a sample size of 400 people.  
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 3. The tool for collecting data is general information. It is in the form of a checklist 

(Checklist) which consists of Part 1: general information of Thai tourists by asking about 

gender, age, education level, occupation, income, part 2, information about satisfaction of Thai 

tourists It is a 5- level opinion scale (Rating Scale) and part 3 provides additional suggestions. 

The meaning of interpreting the results of data analysis on consumers in Part 2, information on 

satisfaction. of Thai tourists towards tourism in Doi Mon Cham, Mea Rim district, Chiang Mai 

province are as follows  

1.00-1.80  means  least satisfied.  

1.81-2.60  means  less satisfied  

2.61-3.40  means  moderately satisfied.  

3.41-4.20  means  very satisfied.  

4.21-5.00  means  the most satisfied. 

 

RESULTS  

Part 1 surveys the general information of Thai tourists towards tourism in Doi Mon 

Cham, Mea Rim district, Chiang Mai province. The information can be summarized as 

follows; 

Table 1 Percentage of samples classified by general information of respondents. 

Gender Number of people Percentage 

Female 

Male 

Other 

Total 

295 73.75 

101 25.25 

4 1 

400 100.0 

From Table 1 it shows that The majority of the population were 295 females, 

representing 73.75 percent, 101 males, representing 25.25 percent, and the least were other 4 

people, representing 1 percent. 

 

Table 2 Percentage of samples classified by general information of respondents 

Age Number of people Percentage 

18-25 years old 165 41.25 

26-35 years old 137 34.25 

36-45 years old 47 11.75 

Over 46 years old 51 12.75 

Total 400 100.0 

From Table 2 shows that most of the population is 18-25 years old, 165 people, 

representing 41.25 percent, followed by people aged 26-35 years, 137 people, representing 

34.25 percent, Over 46 years old, 51 people, representing 12.75 percent, and the least buyers 

are 36-45 years old, 47 people, representing 11.75 percent. 
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Table 3 Percentage of samples classified by general information of respondents 

Education  Number of people Percentage 

Undergraduate 82 20.5 

Bachelor's degree  299 74.75 

Master's degree 12 3 

Doctor's degree 7 1.75 

Total 400 100.0 

From Table 3 it shows that Most of the population's have a Bachelor's degree, amount 

299 People accounted for 74.75 percent, followed by Undergraduate, 82 people, representing 

20.5 percent, Master's degree, 12 people, representing 3 percent, and the least respondent, 

Doctor's degree, 7 people, representing 1.75 percent. 

 

Table 4 Percentage of samples classified by general information of respondents 

Occupation Number of people Percentage 

Public servant 54 13.5 

Students  130 32.5 

Office worker 72 18 

Self-employed 26 6.5 

Other 118 29.5 

Total 400 100.0 

From Table 4 shows that most of the population are Students, 130 people, representing 

32.5 percent, followed by Other, 118 people, representing 29.5, Office worker 72 people, 

representing 18 percent and the least answer is Self-employed, representing 6.5 percent. 

 

Table 5 Percentage of samples classified by general information of respondents 

Income Number of people Percentage 

Below 15,000 baht 116 29 

15,001 - 25,000 baht 195 48.75 

25,001 - 35,000 baht 64 16 

35,001 - 45,000 baht 22 5.5 

More than 45,000 baht 3 0.75 

Total 400 100.0 

From Table 5 it shows that Most of the population's income is 15,001 - 25,000 baht, 

amount 195 People accounted for 48.75 percent, followed by Below 15,000 baht, 116 people, 

representing 29 percent, 25,001 - 35,000 baht, 64 people, representing 16 percent, and the least 

respondent, More than 45,000 baht, 3 people, representing 0.75 percent. 
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Part 2 Survey of Thai tourists' satisfaction with tourism in Doi Mon Cham, Mea Rim 

district, Chiang Mai province. The information can be summarized as follows. 

Table 6 Survey of Thai tourists' satisfaction with tourism in Doi Mon Cham, Mea Rim district, 

Chiang Mai province in terms of tourist accommodation. 

Survey of Thai tourists' satisfaction with tourism in Doi Mon Cham, 

Mea Rim district, Chiang Mai province. in terms of tourist 

accommodation. 

X  

Doi Mon Cham, Mae Rim District, Chiang Mai Province Located in a 

suitable location 

4.23 

Doi Mon Cham, Mae Rim District, Chiang Mai Province has a suitable 

location for tourism 

4.54 

Doi Mon Cham, Mae Rim District, Chiang Mai Province has 

Homestays or hotels to accommodate tourists. 

4.39 

Doi Mon Cham, Mae Rim District, Chiang Mai Province has enough 

accommodation for tourists. 

4.48 

Doi Mon Cham, Mae Rim District, Chiang Mai Province has a variety 

of restaurants, souvenir shops. 

4.45 

Total 4.41 

 Table 6 shows information about the survey of Thai tourists' satisfaction with tourism 

in Doi Mon Cham, Mea Rim district, Chiang Mai province. in terms of tourist accommodation., 

the overall level was at the highest level (X  = 4.41), with the first satisfaction Doi Mon Cham, 

Mae Rim District, Chiang Mai Province has a suitable location for tourism (X  = 4.54), followed 

by Doi Mon Cham, Mae Rim District, Chiang Mai Province has enough accommodation for 

tourists (X  = 4.48) Doi Mon Cham, Mae Rim District, Chiang Mai Province has a variety of 

restaurants, souvenir shops (X  = 4.45) Doi Mon Cham, Mae Rim District, Chiang Mai Province 

Located in a suitable location (X  = 4.23) respectively 

 

Table 7 Survey of Thai tourists' satisfaction with tourism in Doi Mon Cham, Mea Rim district, 

Chiang Mai province in terms of tourist attractions. 

Survey of Thai tourists' satisfaction with tourism in Doi Mon Cham, 

Mea Rim district, Chiang Mai province. in terms of tourist 

attractions. 

X  

Doi Mon Cham, Mae Rim District, Chiang Mai Province, has many 

things to attract tourists. 

4.22 

Doi Mon Cham, Mae Rim District, Chiang Mai Province, welcomes tourists. 4.59 

Doi Mon Cham, Mae Rim District, Chiang Mai Province, is 

continuously developing tourist attractions. 

4.47 

Doi Mon Cham, Mae Rim District, Chiang Mai Province is well 

equipped with tourist attractions. 

4.25 

Total 4.38 
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 Table 7 shows information about the survey of Thai tourists' satisfaction with tourism 

in Doi Mon Cham, Mea Rim district, Chiang Mai province. in terms of tourist attractions. the 

overall level was at the highest level (X  = 4.38), with the first satisfaction Doi Mon Cham, Mae 

Rim District, Chiang Mai Province, welcomes tourists. (X  = 4.59), followed by Doi Mon Cham, 

Mae Rim District, Chiang Mai Province, is continuously developing tourist attractions. (X  = 

4.47) Doi Mon Cham, Mae Rim District, Chiang Mai Province is well equipped with tourist 

attractions. (X  = 4.25) Doi Mon Cham, Mae Rim District, Chiang Mai Province, has many 

things to attract tourists. (X  = 4.23) respectively 

 

DISCUSSION  

Most of the population were females, 18-25 years old, Most of the population's have a 

Bachelor's degree and most of the population are Students, income is 15,001 - 25,000 baht. and 

in addition Ratthanan Pongwiritthon and Pakphum Pakvipas (2014), Study the suitable 

marketing mix strategy for walking streets in Chiang Mai. This research aims to study the 

suitable marketing mix strategy for walking streets in Chiang Mai. Samples are 400 tourists, 

both Thai and foreigner, who travel to Chiang Mai. Data collected from questionnaire. The 

results of the study found out that most of the respondent is female, age from 51 years old up, 

education level is high school educated or equivalent (vocational school or high vocational 

school), works as employee and average income per month is between 60,001-90,000 Thai 

Baht. The respondents rate the factor of the marketing mix for walking streets among tourists 

who travel to Chiang Mai in medium-high level in overall factor. Means in descending order 

are price, product, place and distribution channel, and promotion.The survey of Thai tourists' 

satisfaction with tourism in Doi Mon Cham, Mea Rim district, Chiang Mai province. in terms 

of tourist accommodation, the overall level was at the highest level (X  = 4.41), with the first 

satisfaction Doi Mon Cham, Mae Rim District, Chiang Mai Province has a suitable location 

for tourism (X  = 4.54), followed by Doi Mon Cham, Mae Rim District, Chiang Mai Province 

has enough accommodation for tourists (X  = 4.48) corresponds to Wasan Pounpunwong (2017) 

Study the development of rural into the urban A case study DoiMon Cham, Mea Rim district, 

Chiang Mai province The study found that there are pros and cons according to the urban 

development.In Nong Hoi community, the  development  caused  a  good cooperation between 

state agencies and the community. Also, it creates better facilities which attract and facilitate 

the tourists. To clarify this, the economic change was happened because the local agricultures 

focus on tourists’ services and business rather than the agriculture nowadays. Next, the local 

authorities are the key people who transfer knowledge concerning the infrastructure 

development to the locals. Thirdly, the life style of the villagers living in Doi Mon Cham has 

been changed since they use more and more technology  in  order  to  serve  the  tourism  

business  and  attract  more tourists.  Lastly, the fourth outcome that found in this research was 

the increasing of air pollution and waste problem due to the increasing number of tourists. And 

additionally consistent with Linlalee Siriwilailerdanun (2023), Study analysis of Hotel Staying 

Experience that Affects the Satisfactionof Thai Elderly Touristsin Chiang Mai. The sample was 
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384 Thai elderlytourists by defining samples size that was unknown population and selecting 

samples who used to travelstay in the hotels in Chiang Mai more 3 times. The data were 

analyzed by frequency, percentage, mean, standard deviation,factor analysis and multiple 

regression analysis. This results found that the components of the hotel staying experience in 

Chiang Mai consist of 6 elements; Pricing fairness and building the hotel’s identity. Impressive 

service staff, the convenience of the location, providing products and services information, 

products and services’ quality and hotel standard respectively. Thai elderly tourists satisfied to 

stay hotels in Chiang Mai at high level.  The components werecost-effective products and 

services, impressive service staff, providing products and services information, and hotel 

standard that affect Thai elderly tourists’ satisfaction at significant level .05. Information about 

the survey of Thai tourists' satisfaction with tourism in Doi Mon Cham, Mea Rim district, 

Chiang Mai province. in terms of tourist attractions. the overall level was at the highest level (

X  = 4.38), with the first satisfaction Doi Mon Cham, Mae Rim District, Chiang Mai Province, 

welcomes tourists. (X  = 4.59), followed by Doi Mon Cham, Mae Rim District, Chiang Mai 

Province, is continuously developing tourist attractions. ( X  = 4.47) and Aiyada Park and 

Jantana Suttijaree (2017), Study politics of Tourism Promotion: A Case of Car Rent Business 

in Chiang Mai Province. The finding of  this study shows that  the  conflictsbetween car rent 

business owners, law enforcement and the supporters of tourism promotion policy caused the 

problems in Chiang Mai province. Dueto unclear regulations and law enforcement for the car 

rent business in Chiang Mai, many people involved in the business tended to take advantages 

from legal gaps. Therefore, this study would suggest that the authority has to launch law 

enforcement for car rent business in Chiang Mai province. Moreover, all parties should be 

involved corporately as well as full participation should be called from local people in order to 

help screening law enforcement or solveconflict problems. 
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ABSTRACT 

This research study aims at exploring tourist behavior at Jodd Fairs Market, Dan 

Neramit, employing quantitative methods with a sample of 400 tourists who visited Jodd Fairs 

Market. Questionnaires were distributed to collect data which was statistically analyzed by 

adopting numerical measures for quantitative data, namely mean, frequency, percentage, and 

standard deviation. The result reveals that most of the tourists are female aged 21 to 30 years 

and students who dwell in Bangkok and its vicinity. As to behavior of tourists who visited Jodd 

Fairs Market, Dan Neramit, it is found that most of them visit the market once a month with 

friends, mostly on Saturdays, from 20:00 – 22:00 hrs., and spend 501 – 1,000 Thai Baht, with 

the aim of having meals. Most of them learned about the Market through social media. 

Keywords: Tourist Behavior, Jodd Fairs   

 

INTRODUCTION 

At present, new styles of street markets have been developed in a bid to address the 

needs and lifestyles of modern consumers, in particular teenagers and the working age 

population who are creative; love hanging out with friends, traveling, and going out, and enjoy 

entertainment and novelties. The new-style street markets offer popular online shops selling 

interesting products which are followed by a great number of customers on Facebook and 

Instagram. Most of these shops’ goods are hand-made, stylish, and unique, as well as 

demonstrate each shop’s creativity. These commodities include clothes, appliances, and food 

and beverages. Also, these new-style street markets are arranged in accordance with clear, 

unique, and different concepts and themes.  

One of the most popular night markets is Jodd Fairs Market which is a new location for 

check-in at the heart of the city. Jodd Fairs is a large night market, located on the side of 

Phahonyothin Road, with shops selling international foods, street foods, snacks, desserts, a 
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wide variety of beverages, clothes, and accessories. Also, there are several photo zones for 

visitors, especially a highlight of the market – the castle of Dan Neramit which was an 

amusement park in the past. The castle is lit up at night to revive it; and the visitors can explore 

inside the castle, as well as its top floor to indulge in a wave of 90’s nostalgia when the park 

was still in business. Furthermore, beautiful vintage cars and motorcycles are parked in front 

of the castle as props for photo shoots. 

Since Jodd Fairs Market is trendy and popular among tourists, a study on tourist 

behavior is highly significant for learning from their behavior while using services at the 

market in a bid to provide services that satisfy needs of the consumers and to improve the 

market by offering services which fulfil the needs of the consumers.  

Research Objective 

To explore tourist behavior at Jodd Fairs Market, Dan Neramit  

 

METHODOLOGY 

The research population is a group of 400 consumers who used services at Jodd Fairs 

Market, Dan Neramit, selected by employing convenience sampling technique. The area scope 

is Jodd Fairs Market, Dan Neramit in Bangkok, while the content scope of the research covers 

consumer behavior. 

As to the analysis of quantitative data, the researchers analyzed data obtained from the 

questionnaires which had been verified and validated by coding and processing it by using 

statistical software packages in order to calculate the statistical values and conduct a hypothesis 

test with a 95% level of confidence when a significant difference at the +/-0.05 level. The 

researchers adopted the following statistical measures to analyze the data. A descriptive 

statistics analysis which shows data on nominal scale  

 

RESULTS 

The research study, entitled "Tourist Behavior at Jodd Fairs Market, Dan Neramit” 

aimed at exploring tourist behavior at Jodd Fairs Market, Dan Neramit. The researchers 

collected data from questionnaires filled out by the sample of the research, viz., a total of 400 

tourists who visited Jodd Fairs Market. The data was analyzed; and the results were presented 

as follows: 

Part I Basic information of the respondents, that is, their genders, ages, occupations, 

and dwellings is shown on nominal scale, in frequency distribution and percentages. 

Table 1 Basic information of the respondents 

Profile Factor Number   Percentage 

Gender 

 

Male 

Female 

LGBTQ+ 

Others 

91 

280 

28 

1 

22.8 

70.0 

7.0 

3.0 
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Age 

 

below the age of 21 

aged 21 to 30 years 

aged 31 to 40 years 

aged 41 to 50 years 

47 

330 

21 

2 

11.8 

82.5 

5.3 

5.0 

Occupation 

 

 

Students 

office workers 

business owners 

government officer 

merchants 

freelancers 

Others 

348 

330 

12 

2 

5 

2 

2 

87.0 

82.5 

3.0 

5.0 

1.3 

0.5 

0.5 

Dwelling 

 

 

 

Bangkok and its 

vicinity 

Northern Thailand 

Central Thailand 

Northeastern Thailand 

Southern Thailand 

Others 

233 

 

13 

115 

12 

23 

4 

58.3 

 

3.3 

28.7 

3.0 

5.8 

1.0 

Table 1 shows the analysis results of the basic information of the sample of 400 tourists 

who visited Jodd Fairs Market. The results reveal that most of them are female, which amount 

to 280 tourists or 70%; and the rest of them include 91 male tourists (22.8%); 28 LGBTQ+ 

tourists (7%), and 1 tourist who was not willing to identify their gender (3%). As to the data 

about ages, it is found that most of the sample are aged 21 to 30 years which amount to 330 

people or 82.5%; and there are 47 tourists below the age of 21 (11.8%), 21 tourists aged 31 to 

40 years (5.3%), and 2 tourists aged 41 to 50 years (5%), respectively. In terms of occupations, 

it is revealed that most of the sample are students that amount to 348 people or 87%; and there 

are 23 office workers (5.8%); 12 business owners (3%); 8 government officials/state enterprise 

employees (2%); 5 merchants (1.3%); 2 freelancers (0.5%), and 2 tourists who follow other 

occupations (0.5%), respectively.  

As for the data about dwellings, it is found that most of the sample which amount to 

233 people dwell in Bangkok and its vicinity (58.3%); and there are 115 tourists dwelling in 

Central Thailand (28.7%); 23 tourists dwelling in Southern Thailand (5.8%); 13 tourists 

dwelling in Northern Thailand (3.3%), 12 tourists dwelling in Northeastern Thailand (3%); and 

4 tourists dwelling in other regions (1%), respectively.   

Part II Tourist behavior includes customer frequency, the day of the week when they 

use the services, the time during which they use the services, expenses for each visit, objectives 

of visiting the market, and communication channels through which they learned about the 

market. The questionnaires include single-answer questions. The results obtained from the data 

analysis are presented as descriptive statistics; and frequency distribution and percentages are 

shown in table 2 below:  
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Table 2 Tourist behavior at Jodd Fairs Market 

Tourist behavior Number Percentage 

Frequency of service use 

     once a month   

     more than 2 times a month 

 

188 

156 

 

47.0 

39.0 

     once in 2 months 22 5.5 

     once in 4 months 28 7.0 

     Others 

the day of visit 

     Monday 

     Tuesday 

     Wednesday 

     Thursday 

     Friday 

     Saturday 

     Sunday 

the time of visit 

6 

 

8 

6 

3 

7 

34 

299 

43 

1.5 

 

2.0 

1.5 

0.8 

1.8 

8.5 

74.8 

10.8 

18:00-20:00 hrs. 92 23.0 

20:00-22:00 hrs. 

after 22:00 hrs. 

305 

2 

76.3 

0.5 

others 1 0.3 

expenses for a visit   

less than 200 Thai Baht 6 1.5 

200-500 Thai Baht 183 45.8 

501-1,000 Thai Baht 199 49.8 

1,001-2,000 Thai Baht 12 3.0 

objectives of visit   

only take a stroll around the market 62 15.5 

to have meals 156 39.0 

to hang out with friends 141 35.3 

to take photos and check in 7 1.8 

to buy clothes and other items 37 8.5 

the tourists’ companions   

alone 39 9.8 

in the company of friends 329 82.3 

with their families 11 2.8 

with their lovers 21 5.3 
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communication channels promoting 

the market 

  

friends/acquaintances 149 37.3 

TV shows/radio programs 45 11.3 

billboards 2 0.5 

magazines/print media 4 1.0 

advertisements on social media 198 49.5 

others 2 0.5 

Table 2 shows results which were obtained from the data analysis of tourist behavior 

at Jodd Fairs Market in which a sample of 400 tourists were explored. It is revealed that most 

of the tourists, which amount to 188 people or 47%, visit the market once a month; 156 tourists 

(39%) visit the market more than 2 times a month; 28 tourists (7%) visit the market once in 4 

months; 22 tourists (5.5%) visit the market once in 2 months; and 6 tourists (1.5%) visit the 

market with lower or higher frequency, respectively.  

As to the day of visit, it is found that most of the sample (299 people or 74.8%) visit 

the market on Saturdays; 43 people (10.8%) visit the market on Sundays; 34 people (8.5%) 

visit the market on Fridays; 8 people (2%) visit the market on Mondays; 7 people (1.8%) visit 

the market on Thursdays; 6 people (1.5%) visit the market on Tuesdays; and 3 people (0.8%) 

visit the market on Wednesdays, respectively.  

As for the time of visit, it is discovered that most of the sample (305 people, 76.3%) 

visit that market from 20:00-22:00 hrs., 95 people (23.0%) visit the market from 18:00-20:00 

hrs., 2 people (0.5%) visit the market after 22:00 hrs., and 1 person (0.3%) visits the market at 

different hours.  

As for expenses for a visit to the market, it is revealed that most of the sample (199 

people, 49.8%) spend 501-1,000 Thai Baht, 183 people (45.8%) spend 200-500 Thai Baht, 12 

people (3.0%) spend 1,001-2,000 Thai Baht; and 6 people (1.5%) spend less than 200 Thai 

Baht, respectively.  

As to objectives of visit, most of the sample (156 people, 39.0%) go to Jodd Fairs 

Market to have meals, 141 people (35.3%) go there to hang out with friends, 62 people (15.5%) 

only take a stroll around the market, 34 people (8.5%) go there to buy clothes and other items; 

and 7 people (1.8%) go there to take photos and checking in to the market, respectively.   

As for the tourists’ companions, it is found that most of the sample (329 people, 82.3%) 

visit the market in the company of friends, 39 people (9.8%) go to the market alone, 21 people 

(5.3%) go there with their lovers, and 11 people (2.8%) go to the market with their families, 

respectively. 

As to communication channels promoting the market, it is discovered that most of the 

sample (198 people, 49.5%) recognize Jodd Fairs Market from advertisements on social media, 

149 people (37.3%) get to know the market through friends/acquaintances, 45 people (11.3%) 

recognize the market from TV shows/radio programs, 4 people (1.0%) have seen it in 

magazines/print media, and 2 people (0.5%) recognize the market from billboards, 

respectively.  
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DISCUSSION 

The most of the tourists are female aged 21 to 30 years and students who dwell in 

Bangkok and its vicinity. As to behavior of tourists who visited Jodd Fairs Market, Dan 

Neramit. According to Sichon Kulampa (2018) who conducted research on the topic “The level 

of Thai tourists on marketing mix (7Ps): A case study of srinakarin train night market" with 

the majority of tourists being female, aged 20-30 years, with an education level of a bachelor's 

degree and status; single. It is found that most of them visit the market once a month with 

friends, mostly on Saturdays that like foreign tourists visiting Taling Chan Floating Market on 

Saturday and Sunday (Suchitra Rimdusitand Poonsup Setsri, 2023) And the time of visit from 

20:00 – 22:00 hrs., and spend 501 – 1,000 Thai Baht, with the aim of having meals. Most of 

them learned about the Market through social media. Consistent with   Kittiphong Boruboon 

(2018) who has done research on the topic of Customers Buying Behaviors of Products and 

Service in Chiang Rai Night Markets" said The most of customer buying behavior, there is a 

need to choose to buy for personal reasons such as choose to buy and eat by themselves, to 

hunger reducing etc. In addition, the business owner should keep updating their customer’s 

need because online marketing in the present has more influenced to the customers purchasing 

and consumption choice. So that the cloth entrepreneur should adapt their business same as 

Theerawat Khamsing (2018) studied the survival of small cloth retailers in Bangkok night 

market, when business owners want to sustain their businesses and survive, they should adjust 

the size of the business to suit the actual profit and expenses by measures, such as reducing the 

total assets to be in line with the profit then increasing the importance of marketing mix (4Ps). 

The key success factors for management are composed of 5 significant factors. These factors 

are 1) location of the bazaars being linked to the city’s transport network, which makes for easy 

accessibility, and the size of the bazaars being suitable for the intended consumers 2) Products 

are unique 3) Activities at the bazaars create a lively and sociable environment for shoppers 4) 

local people’s participation in management, and 5) public relations are announced through 

various media. (Sojiluk Kamonsakdavikul, 2018) 

 

RECOMMENDATIONS 

1. The customers give priority to low commodity prices and cost-effectiveness. Since 

Jodd Fairs is a street market, the customers thus expect that commodities should be cheaper 

than those sold in department stores, the entrepreneur should have control over the commodity 

prices set by the merchants so that the commodities have reasonable, fair prices and are cost-

effective.        

2. The tourists mostly visit Jodd Fairs Market from 20:00 – 22:00 hrs., so the 

entrepreneur should promote and organize interesting events during that time that attract and 

encourage customers visiting the market at the other time to visit the market at different times.     

3. The entrepreneur should be aware of the importance of the fact that the consumers 

go to the market to have meals which is a crucial factor, since it is their prime objective of 

visiting the market. Jodd Fairs Market should provide a wide variety of foods, as well as shops 

offering various services which are suitable for the market, for example, restaurants, shops for 

hanging out, and food trucks with the aim of creating an immense diversity in services provided 
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for consumers in Jodd Fairs Market. This satisfies the consumers’ needs and assures them that 

it’s worth using the services provided at the market.      
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ABSTRACT 

 This research aimed to study work safety climate and leadership of Thai cabin crews in 

charge. The researcher distributed questionnaires to 165 Thai cabin crews in charge in a 

premium airline. The questions included the personal data, work safety climate measurement 

and leadership style of Thai cabin crews in charge. The results of the study found that the 
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overall work safety climate factors was at a high level (mean =4.12, S.D.=0.83). The leadership 

of Thai cabin crews in charge used legitimate power and rules when supervising their cabin 

crews. The hypothesis testing results showed that the cabin crews in charge who have different 

personal factors do not have different safety climate perception. The relationship between age and 

work safety climate (perception) factors in this study was at a low level. (r = 0.03).    

Keywords: Work Safety Climate, Leadership, Cabin Crew in Charge    

 

INTRODUCTION 

Work safety climate is essential for airlines since safety is the priority of the airlines. 

Therefore, the personnel who work in airlines in every position require the knowledge and 

perception of safety climate. The safety climate reduces unfavorable incidents and service 

problems, which may come from airline services. (Ji, Liu, Li, Yong and Li, 2019). One of the 

important airline service is in-flight service which is delivered by the cabin crews also need 

safety perception. The training of safety and supervision by the cabin crews in charges are 

legally and carefully provided by the airlines to order to comply the standard of procedures. To 

this, the cabin crews in charge are interested to study their safety climate perception and 

leadership regarding safety since they are both in-flight service providers and the leaders for 

the cabin crew who are under their supervision.    

Objectives 

1. To study the work safety climate level of Thai cabin crews in charge 

2. To study the leadership of Thai cabin crews in charge regarding the safety 

Research Hypothesis  

1. Cabin crews in charge who have different personal factors have different work 

safety climate perception. 

2. There is relationship between age and work safety climate.  

 

LITERATURE REVIEW AND THEORY 

 Safety climate is essential for cabin crew in charge because they are in-flight service 

providers and the leaders managing the cabin crews. Since safety is the priority of airline services, 

the cabin crews in charge have to aware, learn, and spread this to the cabin crews, who will ensure 

the safety to the passengers (Srisupha, 2020). The study showed that transformational safety 

leadership has a significant influence on employees’ perceptions of safety climate and plays an 

important role in occupational safety-related behaviors (Dragnici, Dursun and Basol 2022). The 

safety climates consists of safety awareness and competency, safety communication, organization 

environment, management support, risk judgment and management reaction, safety precautions 

and accident prevention and safety training (Milijic, Mihajlovic, Strbac and Zivkovic, 2015).  
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Fig.1 Conceptual Framework 

 

 

 

 

 

 

 

 

 

METHODOLOGY 

 The researcher applied the related questionnaires to measure safety climate of the cabin 

crews in charge (Milijic, Mihajlovic, Strbac and Zivkovic, 2015) and added unstructured questions 

regarding leadership of the cabin crews in charge since leading and supervision are important for 

safety (The Civil Aviation Authority of Thailand, 2016). The population of the Thai cabin crews 

in charge in this study was the cabin crews in charge in a premium airline. The sample size was 

280. Based on Taro Yamane’s formula, the calculated sample sizes was approximately 165 

respondents (Yamane, 1967). The questions used 5 Likert’scale. The data were gathered from 

October-November 2023. The reliability was 0.740. The statistical analysis in use were frequency, 

percentage, mean, standard deviation, t-test, One-Way ANOVA, and Pearson’s Correlation. The 

content analysis was used in the part of structured question.  

 

RESULTS 

The results showed 1) respondent profile or cabin crews in charge data 2) safety climate 

questions and 3) safety climate factors in total and 4) hypothesis testing 5) The structured questions 

asking about leadership of cabin crews in charge regarding the safety.  

 

Table 1 Respondent Profile Results   

Profile Factors Particulars F    % 

Gender Male 68 41.20 

 Female 97 58.80 

Age Under 30 yrs.  3 1.80 

 31-40 yrs. 

41-50 yrs. 

Above 50 yrs.              

8 

75 

79 

4.80 

45.50 

47.90 

Education Level Lower than Bachelor Degree or  

the Equivalents 

7 

 

4.20 

 Bachelor Degree or the Equivalents 100 60.60 

 Master Degree and Higher  58 35.10 

 

Genders 

Age 

Education Level 

Work Experience 

Accident(s) at Work 

1. Safety Awareness and Competency 

2. Safety Communication 

3. Organization Environment 

4. Management Support 

5. Risk Judgment and Management 

Reaction 

6. Safety Precaution and Accident 

Prevention 

7. Safety Training 
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Work Experiences  Less than 10 yrs. 

11-20 yrs.  

More than 20 yrs.  

3 

34 

128 

1.80 

20.60 

77.60 

Your Accident(s) at 

Work     

Ever 

Never 

84 

81 

50.90 

49.10  

Table 2 Safety Climate Questions Results  

Safety Climate Questions Mean S.D. Interpretation 

SC1: Safety Awareness and Competency    

SC1-1 I am clear about what my 

responsibilities are for the workplace 

safety 

SC1-2 I understand the safety rules in 

my job 

SC1-3 I can deal with safety problems 

in my workplace 

SC1-4 I comply with the safety rules all 

the time 

SCI-5 When I am at work, I think safety 

is the most important thing 

Overall Safety Awareness and 

Competency  

SC2: Safety Communication 

SC2-1 I am involved in safety issues at 

work  

SC2-2 Co-workers often exchange tips 

With one another on how to work safely 

SC2-3 I often discuss safety issues with  

my supervisors  

SC2-4 I can get safety information from 

the company 

Overall Safety Communication  

SC3: Organization Environment 

SC3-1 Sometimes there is too much 

work to do without following the safety 

procedures 

SC3-2 Sometimes work paces is too fast 

to follow safety procedures  

SC3-3 Sometimes I have to ignore 

safety requirements for the sake of 

4.81 

 

 

4.81 

 

4.29 

 

4.42 

 

4.70 

 

4.60 

 

 

4.40 

 

4.08 

 

3.91 

 

4.42 

 

4.20 

3.64 

3.82 

 

       2.54 

 

 

3.33 

0.41 

 

 

0.41 

 

0.65 

 

0.56 

 

0.51 

 

0.51 

 

 

0.68 

 

0.77 

 

0.86 

 

0.66 

 

0.74 

1.21 

1.18 

 

1.25 

 

 

1.21 

Highest 

 

 

Highest 

 

Highest 

 

Highest 

 

Highest 

 

Highest 

 

 

Highest 

 

High 

 

High 

 

Highest 

 

High 

High 

High 

 

Low 

 

 

Moderate 
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production 

Overall Organization Environment  

SC4: Management Support  

SC4-1 Management believes safety is of 

the same importance as production 

SC4-2 Management takes care of safety 

problems in my workplace 

Overall Management Support  

SC5: Risk Judgment and Management 

Reaction 

SC5-1 Management act only after 

accidents have occurred 

SC5-2 I am sure it is a matter of time 

before an accident occurs in my 

workplace 

SC5-3 There are conflicts between 

production procedures and safety 

measures 

Overall Risk Judgment and 

Management Reaction 

SC6: Safety Precautions and Accident 

Prevention  

SC6-1 My job is quite safe 

SC6-2 In those dangerous jobs, there are 

always measure to prevent accidents  

Overall Safety Precautions and Accident 

Prevention 

SC7: Safety Training  

SC7- I am trained in safety knowledge 

SC7-2 Safety training fits my job  

Overall Safety Training  

Total Safety Climate Results  

 

3.99 

 

3.86 

 

3.93 

 

3.47 

 

4.26 

 

 

4.12 

 

 

3.95 

 

 

 

4.16 

4.34 

 

4.25 

 

 

4.68 

4.41 

4.55. 

4.12 

 

1.01 

 

0.99 

 

1.00 

 

1.14 

 

0.84 

 

 

1.07 

 

 

1.02 

 

 

 

0.67 

0.70 

 

0.69 

 

 

0.55 

0.75 

0.65 

0.83 

 

 

High 

 

High 

 

High 

 

High 

 

Highest 

 

 

High 

 

 

High 

 

 

 

High 

Highest 

 

Highest 

 

 

Highest 

Highest 

Highest 

High 
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Table 3 Safety Climate  

Safety Climate Factors Mean S.D. Meaning 

SC1: Safety Awareness and 

Competency 

4.60 0.51 Highest 

SC2: Safety Communication 4.20 0.40 High 

SC3: Organization Environment 3.33 1.21 Moderate 

SC4: Management Support 3.93 1.00 High 

SC5: Risk Judgment and Management 

Reaction 

SC6: Safety Precaution and Accident 

Prevention 

SC7: Safety Training  

Safety Climate Factors in Total   

3.95 

 

4.25 

 

4.55 

4.12 

1.02 

 

0.69 

 

0.65 

0.83 

High 

 

Highest 

 

Highest 

High 

 The results of descriptive statistics showed that the highest safety climate factor was 

Safety Awareness and Competency at the highest level (Mean = 4.60,      S.D. = 0.51) and the 

lowest safety climate factor was Organization Environment at a moderate level (Mean = 3.33, 

S.D. = 1.21). The overall Safety Climate Factors in total was at a high level (Mean = 4.12. 

S.D.= 0.83) 

 

Table 4 Hypothesis Testing 

Factors Statistics Test Value Sig. 

Gender t-test 1.386 0.168 

Age One-Way ANOVA 1.058 0.369 

Education Level One-Way ANOVA 1.076 0.343 

Work Experience One-Way ANOVA 0.081 0.922 

Your Accident(s) at Work t-test 0.555 0.579 

              (Sig.* < 0.05) 

  The results of T-test and One-Way ANOVA at a statistical significance level of 0.05 used for 

hypothesis testing showed that every different personal factors do not have different safety climate 

perceptions. The t-test results showed that the pursers who were different genders and had accidents at 

works of pursers do not have different safety climate perception (Gender Sig.=0.168 and Accident at 

Work = 0.579). The One-Way ANOVA results showed that the pursers who got different age, 

educational level and work experience do not have different safety climate perception. (Age Sig.=0.369, 

Education Level Sig. =0.343, and Work Experience Sig.=0.922). The result of Pearson’s Correlation 

showed that the relationship between age and safety climate (perception) factors in this study was at a 

low level. (r = 0.03).    
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 5. The structured questions asking about leadership the cabin crews in charge regarding safety. 

The results found that the cabin crews in charge tend to work and supervise based on principles. They 

have been trained and gained enough experience before being the cabin crews in charge in the airlines. 

Therefore, they firmly use legitimate powers to give caution to cabin crews who do not meet the 

requirement of safety. The cabin crews in charge functions based on the standards. They do not 

compromise with the cabin crews who do not meet the requirement. They do not hesitate to report for 

retraining for some cabin crews.  

 

CONCLUSION 

 In conclusion, the safety climate of the cabin crews in charge in total was high (Mean = 

4.12, S.D. = 0.83). The highest safety climate factor was Safety Awareness and Competency 

at the highest level (Mean = 4.60, S.D. = 0.51) and the lowest safety climate factor was 

Organization Environment at a moderate level (Mean = 3.33, S.D. = 1.21). Every factor was at 

high and highest level. However, the organization environment was at a moderate level (Mean 

=3.33, S.D.=1.21). The hypothesis testing results showed that the cabin crews in charge who 

have different personal factors do not have different safety climate perception. The relationship 

between age and safety climate (perception) factors in this study was at a low level. (r = 0.03).    

 

DISCUSSION AND RECOMMENDATION 

 The results showed that the cabin crews in charges have good work safety climate 

perception. They are well-trained and the airlines have standards in providing safety. The cabin 

crews in charges; however, may need some areas to improve such as organization environment 

which was at a moderate level. This may results of some unstable conditions such as 

rescheduled problem during pandemic and external environment. The additional process has 

come up during the pandemic in order to prevent the pandemic may affect the aviation safety 

in operation, management, and procedure, inevitably (Kungwola, Trerattanaset and Guzikova, 

2022). The cabin crews in charge use legitimate power and supervise based on the rules, rather 

than emotion in order to maintain the standard. The recommendation for the study was the 

airlines should provide some knowledge and skills training for coping unstable organization 

environment for cabin crews in charge.   
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ABSTRACT 

Thailand is the specific market for Chinese electric vehicle (EV) exporters. Buyers 

benefit from high subsidies and a comparatively well-developed charging network. China’s 

automakers have government support to master Thailand safety ratings. The new business of 

exporting to Thailand is a new challenge faced by Chinese automobile companies, prompting 

the rapid growth of the pure electric vehicle market around the world, centered in China and 

Asia.  

The purpose of this study is to analyze and evaluate the marketing strategies of electric 

vehicles of the Chinese Great Wall brand. This study has collected 232 data from reading 

materials and questionnaires through literature, take the 4P marketing strategy research field 

as an example to achieve an in-depth understanding of the sustainable development of Great 

Wall electric vehicle export projects.  

The main objectives of this research are:1) To analyze the current status of the Great 

Wall’s electric vehicle marketing strategy; 2) To determine the 4P marketing strategy to attract 

on customer purchase intention (PI); 3) To verify that the future development of Great Wall 

electric vehicles’4P marketing strategy in the Thai market.  

This paper based on the marketing management theory, using the literature research 

method, questionnaire method, quantitative analysis method, to the Great Wall pure electric 

vehicle export Thailand project,and it was concluded that the four aspects of 4P marketing 

theory all had a significant impact on the purchase intention of customers of Great Wall brand 

electric vehicles after they entered the Thai market. The results show that: 1)There is a 
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correlation between the product and the purchase intention of Great Wall electric vehicles; 

2)There is a correlation between the price and the purchase intention of Great Wall electric 

vehicles; 3)There is a correlation between the promotion and the purchase intention of Great 

Wall electric vehicles; 4)There is a correlation between the place and the purchase intention of 

Great Wall electric vehicles. This research makes the following contributions:1) 

Supplementing the marketing strategy (product, price, location and promotion) of China Great 

Wall brand electric vehicles in Thailand, which can better enter the Thai market and increase 

brand awareness and market share; 2) China Great Wall The export of brand cars to Thailand 

will serve as a model for the entire Chinese automobile industry. Other Chinese automobile 

companies can learn from the experience of China's Great Wall brand cars and carry out similar 

international marketing strategies to promote the overall development and competitiveness of 

China's automobile industry. 

Keywords: international target market strategy, the purchase intention to buy electric 

vehicles, consumer behavior, 4P marketing strategy theory 

 

INTRODUCTION 

Research Background 

Nowadays, electric vehicles are being developed as an effective solution for the lack of 

fossil fuels and environmental issues, especially with carbon dioxide (CO2) emissions. 

Environmental issues stemming from traditional transportation have been increasing. 

Transportation accounts for about a fifth of greenhouse gas emissions. Another example is 

about the United States, transportation accounted for the largest portion (28%) of total U.S. 

greenhouse gas emissions in 2016 (Adisak,2020). Thus, in view of the importance of taking 

action to address climate change, many governments have implemented positive policies to 

reduce environmental issues which include encouraging people to drive electric vehicles 

(Abdelkafi & Pero, 2018). The performance of China's Great Wall brand electric vehicles in 

the market has also attracted much attention. This not only demonstrates the technical and 

quality advantages of China's Great Wall brand electric vehicles, but also reflects consumers' 

increasing emphasis on environmentally friendly travel. 

This paper takes the Chinese Great Wall brand electric vehicles sold in Thailand, and 

tries to construct a more important impact factor target. In this study, it will introduce in detail 

the development history, product features, market performance, etc. of China Great Wall brand 

electric vehicles to help readers fully understand the status and influence of China Great Wall 

brand electric vehicles in the field of new energy vehicles, and three main aspects of the project 

of Great Wall Electric vehicle export to Thailand. 

Research problems 

The new wave of industrial and technological revolution is gradually emerging. In this 

era, entrepreneurs face unprecedented challenges and opportunities. A marketing strategy is a 

framework that outlines how a company creates, delivers, and captures value (Dai et al., 2020). 

Based on the above facts, the research questions are as following: 
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1. What is the current sales and marketing situation of Great Wall electric vehicles? 

2. What kind of marketing strategy will attract on customer purchase intention (PI)? 

3. What is the marketing strategy should Great Wall electric vehicles adopt to adapt to 

the future? 

Objective of the study 

The purpose of this study is to analyze and evaluate the marketing strategies of electric 

vehicles of the Chinese Great Wall brand. and analyzing how market strategies attract 

consumers of the brand’s electric vehicles. Detailed into three aspects: 

1. To analyze the current status of the Great Wall’s electric vehicle marketing strategy. 

2. To determine the 4P marketing strategy to attract on customer purchase intention (PI). 

3. To verify that the future development of Great Wall electric vehicles’ 4P marketing 

strategy in the Thai market. 

Scope of the study 
Based on the above background, this article combines academic research results to 

conclude with practical significance. This paper aims to promote China's independent brand 

cars to enter the Thai market. Taking the export project of Great Wall pure electric vehicles to 
Thailand as an example, academic research is conducted. Combining the current situation of 
independent brand electric vehicles and Great Wall's export business, quantitative analysis, 
quantitative analysis, expert interview methods, etc., are used to point out the many problems 

and challenges faced by Great Wall in exporting to Thailand. Combined with relevant 

marketing management theories in the market, products, prices, and places In terms of 

promotion and other aspects, more appropriate, specific, and comprehensive strategic plans, 

implementation paths, and safeguard measures have been supplemented for Chinese electric 

vehicle enterprises exporting to Thailand, aiming to provide a reference for domestic, 

independent brands exporting to Thailand. 

 

Research Significance 

Theoretical significance 

This paper is based on marketing management theory and uses methods such as 

literature research, questionnaire research, quantitative analysis, and quantitative analysis. It 

proposes optimization methods in market strategy, product strategy, price strategy, Place 

strategy, promotion strategy, it provides reference and experience for other car companies to 

export electric vehicles to Thailand in the future, and assists Chinese electric vehicle companies 

in exporting to Thailand, which has important reference significance for the electric vehicle 

export industry. 

Practical significance 

This paper combines the current situation of independent brand electric vehicles and 

Great Wall's export business, points out the many problems and challenges faced by Great 

Wall's export to Europe, and combines marketing management theories to supplement more 

appropriate, specific, and comprehensive strategic plans, implementation paths, and guarantee 

measures for Chinese electric vehicle enterprises exporting to Thailand, aiming to provide 

reference for domestic independent brand exports to Thailand. 
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Theoretical framework 

This article mainly adopts the relationship among the final determined factors is shown in 

Figure 1-1: 

 
Figure 1-1 Model used as a guideline for this research 

 

Hypotheses 

Great Wall Electric Vehicle is one of the brands under China Great Wall Motor Group, 

focusing on the research, development and sales of electric vehicle products. This article will 

analyze the 4P marketing strategy of Great Wall electric vehicles and make assumptions from 

the four aspects of product, price, place, and promotion. 

 

LITERATURES REVIEW 

This report adopts a comprehensive literature review approach, aiming to generate a 

new understanding of the topic by synthesizing existing academic and grey literature in the 

field. The synthesis and analysis of the reviewed literature and sources will be guided by the 

theoretical frameworks of marketing strategy innovation and value co-creation (Vargo et al., 

2006). Since the comprehensive research strategy has few specific criteria for the form of the 

literature review, a detailed description of the review approach is necessary. After clarifying 

the scope, keywords and inclusion criteria, the articles were selected by reading the titles and 

abstracts, remove papers that are not directly related to the broader research objectives of the 

report. Articles identified as relevant were added to the database and then assessed through 

full-text reading and analysis to ensure suitability. 

The literature of purchase intention to buy electric vehicles(PI) 

Based on the literature review, common factors in previous studies on willingness to 

purchase electric vehicles were investigated, including performance attributes (Le & Ukkusuri, 

2019), costs (Barkenbus,2020), and charging infrastructure (Haas, 2019), Government policies 

(Ohy, 2019), social impacts (Schröder, 2021), and six environmental awareness (Cannas et al., 

2020). Overall, factors such as performance, cost, and charging infrastructure hurt consumers' 

purchase of electric vehicles. Government policies, social influence, and environmental 

awareness positively promote consumers' willingness to purchase electric vehicles. Therefore, 

a review of previous studies indicates that the results of these studies are mixed. Different 

factors have been theorized to predict the purchase intention of electric vehicles and are 

considered proxy variables for behavior in many studies. 
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The literature of Consumer behavior in China 

According to the rational choice theory, some viewpoints can be used to understand 

consumer behavior in China. With the rapid development of electric vehicles, more and more 

researchers are starting to study electric vehicles. The study mainly investigates individuals' 

willingness to purchase electric vehicles and its influencing factors. Due to the concept of 

electric vehicles being driven by developed countries, researchers from Western countries 

typically participate in these studies, such as the United States(Wu et al., 2010), Germany (Le 

& Ukkusuri, 2019), and Sweden (Lam & Wong, 2018). However, few researchers have studied 

electric vehicles in developing countries such as China. 

Due to energy depletion and environmental issues in recent years, developing countries 

have vigorously promoted electric vehicles, especially in China. According to a Global Burden 

of Disease Project report, air pollution (such as carbon dioxide) caused 1.6 million deaths in 

China and 4.2 million deaths worldwide in 2015 (Lam & Wong, 2018). The widespread use of 

electric vehicles is crucial for China's development and provides an opportunity for China to 

improve air quality by controlling emissions (Wang, 2013). Therefore, it is crucial to 

understand the willingness of Chinese consumers to purchase electric vehicles and study the 

key factors in making purchase decisions. 

Theory of Reviews 

Theory of 4P marketing theory 

4P marketing theory was proposed by professor Jerome McCarthy, a famous American 

marketing scholar in the 1960s. 4P refers to the four marketing strategies of "product, price, 

Place and promotion", and consists of four acronyms of product, price), place and promotion 

(Donner & de Vries, 2021). In general, 4P focuses on the early marketing of products, prefers 

the product-oriented concept, only considering the seller and what the marketers do. which is 

the basis of physical marketing, rather than the interests of customers and the society, which is 

the basis of physical marketing. From the standpoint, 4P is oriented to the enterprise; from the 

perspective of marketing process, 4P pays more attention to the macro level, from the birth of 

the product to the price, and then through the marketing Places and promotion to reach 

customers, the whole process is relatively rough. 

 

RESEARCH METHODOLOGY 

This paper adopts a quantitative analysis method because it largely relies on hypothesis 

testing. Meanwhile, most mainstream electric vehicle researchers use quantitative analysis as 

their research method (Dai et al., 2020). Based on a questionnaire survey of 232 Thai people 

from Bangkok, Thailand, this study used regression analysis and SPSS statistical software to 

test the factors that have a positive/negative impact on Thai consumers' willingness to purchase 

electric vehicles, making some contributions to this study. This result challenges the previous 

studies which indicate the importance and impact of the driving range of electric vehicles 

(Lieven et al., 2011). 

The specific research methods are as follows: 

Questionnaire survey method: According to the research purpose, a questionnaire is 

designed in advance, and valuable research information is collected from the target research 
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object face-to-face, filling out the questionnaire or creating a research website. In order to meet 

the research purpose, the reliability and validity of the questionnaire must be tested (Li et al., 

2021). The collected information is then organized, counted, and analyzed to obtain relevant 

research conclusions. 

Literature research method: Conduct desk research through online searches, extensive 

reading of physical literature, and consulting relevant literature materials to form a scientific 

understanding of the field or facts being studied. Quantitative analysis method: An analytical 

method infers the development trend and properties of things based on the subjective judgment 

and logical deduction of relevant experts and scholars based on an inevitable development 

trend. After the design of the questionnaire, a small range of tests must be conducted, and it 

can be adjusted after passing the test.  

The parameters for each variable were calculated, and the variables were calculated 

by SPSS statistical software. More importantly, the primary research focuses on which 

factors will affect Thai consumers' purchase of electric vehicles. 

 

FINDING AND CONCLUSION 

Finding Analysis 

Frequency of Demographic Characteristics 

This study was conducted by collecting data using an online questionnaire from Thai 

consumers eligible for the target sample as described in Chapter 3, with a sample size of 100. 

Descriptive statistics were used to interpret the general information collected from the 

questionnaire. In addition, the researchers applied multiple regression analysis for hypothesis 

testing to investigate the relationship between marketing mix factors among consumers in the 

Bangkok metropolitan area and the intention to purchase Chinese brand Great Wall electric 

vehicle. 

Table 1-1 Sample statistics 

Option Items Frequency Percent (%) Cumulative percentage  (%) 

 Male 173 74.57% 74.57% 

1. Young gender Female 59 25.43% 100% 

 18-30 years old 33 14.22% 14.22% 

 30-40 years old 117 50.43% 64.66% 

2. Your age Above 40 years old 82 35.34% 100% 

Total 232 100% 100% 

From the Table 1-1, there were 232 people in this study, and the proportion of samples 

who chose "male" was 74.57%. The balance of female models is 25.43%. In terms of age, the 

survey is in line with the actual situation, with the purchase volume and the age range being 

between 30 and 40 years old, accounting for the largest proportion, with 50.43%, follow by 

age range above 40 years old (35.34%), 18-30 years old (14.22%). It shows that male, middle-

aged consumers have the ability to buy electric cars. 

In this paper, Pearson coefficient was used to study the correlation between variables, 

and the value range was [-1, 1], generally represented by r letter. 
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Table 1-2 Correlation analysis 

 1 2 3 4 5 

Purchase intention 1     

Product 0.528** 1    

Price 0.541** 0.589** 1   

Place -0.163 -0.343** -0.303** 1  

Promotion -0.061 -0.006 -0.052 0.294** 1 

See from Table 1-2 above that good relationships between variables can have a positive 

impact on identifying 4P marketing strategies to attract more consumers. 

 

Hypotheses Testing Results 

There have a table 1-3 has summarized toward research hypothesis and pointed out 

that support or not support. 

 

Table 1-3 Summary of Research Hypotheses 

 
     Note:  Figure shown in each cell indicated the unstandardized coefficient 

Figure in the brackets indicated the standardized coefficient 

C.R. are significant at * p<.05,** p<.01, *** p<.001 , NS: Non Significant 

 

The findings revealed that product was significantly and positively related to purchase 

intention as proposed (C.R.= 1.267; p <.05). Price positively and significantly influenced 

purchase Intention (C.R. = 2.801; p <.05). Place positively and significantly influenced 

purchase Intention (C.R. = 6.882; p <.05). Promotion also positively and significantly 

influenced purchase Intention (C.R. = 5.111; p <.05). Thus, Hypothesis 1 to 4 were supported 

by the data. 

In general,from the finding of result of hypothesis reveal about marketing strategy about 

marketing mix element toward purchase intention with guideline of Great Wall brand for 

deeply understand insight of consumer purchase behavior. 
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Research conclusions 

This research aimed to analyze the 4Ps (Product, Price, Place and Promotion) of 

marketing mix influencing decision to use electric vehicles (EV).Increasing brand influence by 

entering the international market, Chinese electric vehicle companies are exporting to foreign 

countries, and annual sales targets and operating profits are still critical short-term tasks 

(Khanra, et al., 2022). Because the brand and product strategies discussed thoroughly without 

considering sales are empty talk, it is difficult for agents to cooperate with car companies in 

the short term without sales or profits. Great Wall still adopts sales as the leading assessment 

indicator for agent work in the short term, and the agent's goal is more straightforward: to 

achieve profitability. Therefore, in the short term, The goal between Great Wall electric 

vehicles and agents is unified, that is, to achieve sales targets and achieve profitability. 

 

Recommendation 

Product factors 

The research results show that the factors affecting Great Wall's Chinese brand's 

product strategy for importing into Thailand are related to automotive consumables. In terms 

of product technology, it needs to have obvious advantages in battery life, intelligent control 

and network services, and electronic control technology level. Like the long-life batteries, 

motors and safety systems of the car mentioned in the questionnaire. Therefore, the conclusion 

of the product discussion is that the Great Wall brand's product strategy should adapt its product 

strategy to Thai consumers, grasp the product needs of Thai consumers clearly and specifically, 

conduct market research, and conduct future product research and development trends of 

Thailand's mainstream electric vehicle companies. Carry out accurate grasp and build and 

package the current model products.  

Price factors 

According to the results, factors affecting price scored the highest. The intention to buy 

the Great Wall Chinese brand imported from Thailand is because the price of the vehicle is 

suitable, with the starting price being 1,109,000-1,579,000 baht. After all, when conducting 

questionnaire surveys, consumers are most concerned about reasonable prices and high quality, 

followed by additional expenses, such as maintenance costs, license renewal fees and 

accessories prices. Track the usage of Thailand's promotional fees every month, conduct self-

examination of promotional policies every month, and issue early warnings based on target 

achievement. Submit self-inspection results and adjustment plans on time; timely summarize 

and evaluate the use of promotional policies throughout the year to ensure that various 

promotional policies are implemented. 

Place factors 

According to the results, the place factor with the highest impact score.The intention of 

purchasing the Great Wall Chinese brand imported from Thailand is to cover exhibition halls 

and service centers across the country. It can be explained that when there is a problem with 

the vehicle, consumers can access services in various regions. After having a specific place, 

we can rely on the power of the Great Wall Electric Vehicle itself and places to promote the 
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implementation of various promotional strategies. Because in the early stage of the product 

import and market development, need to develop rhythmic promotion plan, and the promotion 

project, process supervision and summarizes the working mechanism, and establish one-stop 

service center, cleaning, service, door-to-door delivery and spare battery these will be used as 

a new car plan for promotion. Establish the Great Wall brand in Thailand direct stores, brand 

display center and other promotion mode.Therefore, Chinese brand Great Wall electric vehicles 

should expand their showrooms and service centers to major cities in various provinces, so that 

consumers can easily access services. 

Promotion factors 

In the questionnaire, consumers were asked about some points they are concerned about 

when purchasing electric vehicles from the Great Wall brand in Thailand. What they are 

concerned about are cash discounts, free gifts, insurance, glass coating and battery quality 

assurance, so the promotion strategy combines the The analysis conclusions in Chapters 3 and 

4 should refer to the commonly used promotion methods and efforts in the domestic market, 

combine offline marketing, domestic and foreign activities, and carry out matrix experiential 

marketing to shorten the user's arrival path. Based on the common promotion methods and 

efforts used by Great Wall Electric Vehicles to export to other markets, and guided by the 

annual business goals of Great Wall Electric Vehicles in Thailand, in order to achieve the 

annual export goals, the promotion policy will be more targeted. Promotional methods include 

the promotion of cash vouchers. Activities, giveaways, battery trade-in maintenance activities 

in the main market of Thailand (Abdelkafi & Pero, 2018). 
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ABSTRACT 

The English language is a universal language which is extremely important, but Thai 

students have CEFR levels lower than standard and were ranked 97 in 111 countries for the 

English standardized test. The objectives of this study were to investigate the CEFR English 

listening skill levels and to investigate English listening strategies that Junior English major 

students, Faculty of Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus, 

use for listening to the English movies and cartoon. The samples of this research were 103 

English Major students. The instruments used in data collection were the English listening test, 

including the English movies and cartoon audios following to the CEFR levels. The findings 

revealed that the participants' mean scores in the English listening test were highest at the 

Beginner level (A1-A2) with 7.17 out of 10, followed by 5.54 at Independent level (B1-B2), 

and 4.83 at Proficient level (C1-C2). Their CEFR levels were majority at Independent  level  

(B1-B2),  followed  by  Beginner  level (A1-A2) and Proficient level (C1-C2). Listening for 

the main idea was the English listening strategy that they answered most accurately, followed 

by listening for specific details, predicting, summarizing, and drawing inferences, respectively. 

Keywords: English listening skills, Listening strategies, CEFR levels, Movies and cartoons 

 

INTRODUCTION  

The English language is a universal language which is extremely important in terms of 

communication, work, and studying. However, Thai people have a considerably low level of 

English skills, especially in terms of English listening skills because Thailand's education 

curriculum is likely to concentrate more on grammar and structure. Therefore, learning from 

movies and cartoons are one of the methods to improve learners’ listening skills and gain more 

knowledge, amusement, and attention in English learning. 
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The CEFR or the Common European Framework of Reference for Languages (Council 

of Europe, n.d.) is a system and a global standard used to measure a person's English skills, 

divided into six levels, A1, A2, B1, B2, C1 and C2. English listening strategies used in this 

research are listening for the main idea, predicting, drawing inferences, summarizing, and 

listening for specific details (NCLRC, 2004). 

According to Kanatip Soonthornrak (2021), Loukgolf, the owner of famous English 

Academy, he classified ‘We bear bears’ as Beginner level (A1-A2), ‘Beauty and the Beast’ as 

Independent level (B1-B2), and ‘Sherlock’ as Proficient level (C1-C2). Therefore, the 

researchers are interested to study English Listening Skills from Movies and Cartoon according 

to CEFR Standard and English Listening Strategies of Junior English Major Students, Faculty 

of Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus. 

Objectives of the research  

1. To investigate the CEFR English listening skill levels of Junior English Major 

Students, Faculty of Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus 

with the English movies and cartoon 

2. To investigate English listening strategies that Junior English major students, Faculty 

of Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus, use for listening 

to English movies and cartoon 

Research questions  

1. Which the CEFR English listening skill levels are Junior English Major Students, 

Faculty of Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus in 

listening to the English movies and cartoon? 

2. Which English listening strategies do Junior English Major Students, Faculty of 

Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus use for listening to 

the English movies and cartoon? 

Theoretical framework 
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LITERATURE REVIEW 

Common European Framework of Reference for Languages (CEFR)   

The CEFR stands for the Common European Framework of Reference for Languages 

(Council of Europe, n.d.) which is a system used to measure a person's ability to speak and 

understand English and a global standard. There are six levels of CEFR which are widely 

accepted in Europe including A1, A2, B1, B2, C1 and C2. Each level has details as follows:  

Beginner level (A1-A2) 

Level A1-A2 is the beginning level. It indicates that learners can only converse 

using very basic knowledge and only know a few words and phrases in English.  

Independent level (B1-B2)  

The next level up from A1-A2 is B1-B2. They can produce texts on a variety of 

topics, hold longer conversations, and employ a variety of vocabulary and sentence 

patterns.  

Proficient level (C1-C2) 

The next level up from B1-B2 is C1-C2. They can comprehend lengthy and 

complicated texts, and they understand everything they read or hear. 

English Listening Strategies  

National Capital Language Resource Center (2004) stated that listening is an activity 

that helps language learners receive auditory input. It is the foundation of language learning 

and helps learners communicate with others verbally. In learning a language, learners should 

be developed to be able to handle listening behavior in various situations, dealing with input 

that comes in a variety of formats. Including being able to manage the purpose of listening, 

these things will help learners develop listening strategies along with the ability to choose 

listening strategies that are appropriate to each situation. Listening strategies are 

techniques that help to understand and focus on direct listening inputs. English listening 

strategies can be divided into two main parts as follows:  

Top-down listening strategies refer to cognitive processes and methods that 

make utilization of past knowledge, context, and expectations, including listening for 

the main idea, predicting, drawing inferences, and summarizing. 

Bottom-up listening strategies refer to cognitive processes and techniques that 

involve focusing on the individual elements of spoken language, such as sounds, words, 

and grammar, in order to comprehend the overall message, including listening for 

specific details, recognizing cognates, and recognizing word-order patterns.  

This research used top-down strategies including listening for the main idea, 

predicting, drawing inferences, and summarizing. However, this research used only one 

bottom-up strategy which is listening for specific details since the other two of them 

focused on grammar, and word order patterns which involved writing skill more than 

listening skill. 

Listening for the Main Idea. It is the act of focusing on the primary or central 

message that a speaker is conveying during a conversation.  

Predicting. It is a way of applying logic to conjecture about how a story will 

unfold based on context, and topic. 
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Drawing Inferences. It is the process of deriving conclusions or judgments 

based on the information provided, even if those conclusions are not explicitly stated.  

Summarizing. It involves distilling the primary ideas, arguments, or points of 

a piece of content into a shorter, and concise form.  

Listening for Specific Details. It focuses on particular and finer pieces of 

information, detail, or distinct facts within a conversation.  

Classification of English Movies and Cartoons according to CEFR Levels  

Due to the English listening problems mentioned above Kanatip Soonthornrak or 

Loukgolf (2021), the owner of Angkriz, the famous English Academy in Thailand, has been 

proposed in order for people to exercise listening skills via media sources like movies, cartoons, 

YouTube, etc. In order to improve their English listening skills, students should begin at the 

beginner level (A1–A2) and work their way up to the proficient level (C1–C2). These media 

allowed students to gain knowledge, amusement, and attention in English listening. Thus, he 

classified English movies and cartoons according to CEFR levels are presented as follows: 

 

CEFR Levels Movies 

Beginner level 

(A1-A2)  

Over the moon, We bare bears, Minions, Wish dragon, and The worst 

witch   

Independent level 

(B1-B2)  

Friends, Lemony Snicket's a Series of Unfortunate Events, Stranger 

Things, Beauty and the Beast (2017), and The Queen’s Gambit   

Proficient level 

(C1-C2)  

House of cards, Sherlock, The Crown, Peaky Blinders, and The 

Danish Girl   

Table 1. Movies Classification by LoukGolf’s Netflix English Room (2021) 

To conclude, LoukGolf (2021) stated that ‘We bear bears’ is at the Beginner level (A1-

A2), ‘Beauty and the Beast’ is at the Independent level (B1-B2), and ‘Sherlock’ is at the 

Proficient level (C1-C2). Therefore, the researcher applied ‘We bear bears’, ‘Beauty and the 

Beast’, and ‘Sherlock’ to investigate the participants’ CEFR English listening skills and 

English listening strategies. 

 

METHODOLOGY 

Population of this research was junior English major students studying in the first 

semester, academic year 2023, Faculty of Liberal Arts and Science, Kasetsart University, 

Kamphaeng Saen Campus. The samples of the research were 103 junior English major 

students, Faculty of Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus 

which includes regular and special program students. Research instruments were the English 

listening test, including the audios from the cartoon ‘We Bare Bears’ and movies ‘Beauty and 

the Beast’, and ‘Sherlock’. The researcher collected the data by taking the English listening 

test classified into 3 parts following to the CEFR levels, 30 multiple-choice items, 30 minutes. 

The Index of Item objective Congruence (IOC) was used to measure the congruence between 
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learning objectives and the test items. The IOC of this test was measured by 3 experts. For this 

English listening test, the value of IOC was 0.86 which indicates good content validity. The 

statistics used in the research were frequency, percentage, and mean. 

 

RESULT 

 
Figure 1. The mean scores of participants in each CEFR level of the English listening test 

Figure 1 shows that the participants' mean scores which is a total of 10 points in each 

CEFR level in the English listening test were highest at the Beginner level (A1-A2) with 7.17 

points or 71.7%, the maximum score is 10 points, and the minimum score is 3 points, followed 

by Independent level (B1-B2) with 5.54 points or 55.4%, the maximum score is 9 points, and 

the minimum score is 1 points, and Proficient level (C1-C2) with 4.83 points or 48.3%, the 

maximum score is 9 points, and the minimum score is 1 points, respectively.   

 

 

 

 

 

 

 

 

Figure 2. The percentage of participants in each CEFR level 

Figure 2 clearly shows that the majority of the participants’ English listening skills are 

at Independent level (B1-B2) with 61.20%, followed by Beginner level (A1-A2) with 37.90% 

and Proficient level with 0.9%, respectively. 
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Figure 3. The Percentage of Participants’ Correct Answers of English Listening Strategies in 

the English Listening Test 

Figure 3 shows that listening for the main idea was the English listening strategy that 

the participants answered most accurately (386 or 62.46%), followed by listening for specific 

details (365 or 59.06%), predicting (359 or 58.09%), summarizing (354 or 57.28%), and 

drawing inferences (334 or 54.04%), respectively. 

 

CONCLUSION 

The majority of Junior English Major Students, Faculty of Liberal Arts and Science, 

Kasetsart University, Kamphaeng Saen Campus were at Independent level (B1-B2), and 

Listening for the main idea was the English listening strategy that they answered most 

accurately. 

 

DISCUSSION AND RECOMMENDATION 

The study found that the majority of English major students were at Independent level 

compared to the study of Waluyo (2019) who proposed investigating Thai First-year Walailak 

university student’s English proficiency in CEFR levels. He found that the majority of his 

samples were at Beginner level, which is lower than the standards set by the Thai Ministry of 

Education while the majority of our samples reached the standard at Independent level. 

Additionally, listening for the main idea was the most participants answered accurately the 

same results as the study of Rakyoo and Rattanawanitpun (2017), but the other strategies are 

slightly different. In our research, listening for specific details was the strategy that students 

answered correctly more than Predicting while Rakyoo and Rattanawanitpun’s study found 

that listening for specific details was the strategy that students answered correctly less than 

predicting. 

Recommendation 

1. The researcher should conduct the study with the different groups of participants 

such as sophomore students in English major, high school students, or private school students 

as well as participants who have different English proficiency should be investigated in the 

next research. 

2. The researcher should create other types of listening tests and increase time duration 

for taking the test. 
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3. The researcher should compare further English listening skill research by comparing 

British and American accents by using audios from movies and cartoons. 

Limitations 

1. The data collection process took place during teaching classes which resulted in 

limited time and have less time to explain about the research objectives and the English 

listening test for the participants, so the researcher had to decrease the English listening test 

from 54 items into 30 items. 

2. Due to the fact that the English listening test was taken in different places between 

regular program students and special program students, the first room is wider and not 

soundproof while the second room is narrower and soundproof. It resulted in two groups of the 

participants being capable of hearing audios for the English listening test ineffectively when 

compared to the other. 
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Abstract 

The objective of this study is to explore Relationship Satisfaction, Trust, and Loyalty 

of Tourists in Booking Accommodations through Online Travel Agencies (OTAs). The sample 

comprises 4 0 0  Thai tourists who have previously utilized online hotel booking services. 

Researchers determined the sample size using the Taro Yamane formula. This quantitative 

research utilized questionnaire responses for data collection, employing Descriptive Statistics 

to characterize general opinion trends and Inferential Statistics to report the results of 

hypothesis testing. The research findings indicate high levels of satisfaction across various 

perspectives of the online market mix (6 Ps), with the highest satisfaction derived from place, 

promotions, products, personalization, price, and privacy. Overall trust in booking 

accommodations through OTAs is also high, with the highest satisfaction stemming from the 

booking process and privacy/security aspects. Furthermore, a significant positive correlation 

(Sig. = 0 . 0 0 0 , r = 0 . 7 3 5 )  between satisfaction and loyalty was observed, highlighting the 

significance of these factors in influencing tourist behavior. Additional recommendations 

include further investigation of factors that may impact customer satisfaction and loyalty when 

using OTAs services, which could provide deeper insights into the importance of these factors. 

Keyword: Satisfaction, Trust, Loyalty, Accommodations, Online Travel Agent 

 

INTRODUCTION 

The tourism industry is the main industry that generates income for the country. The 

hotel business is a quality, standardized business, and most people prefer to travel for leisure 

or remote work, with online communication reaching around the world. Today, the business 

world is changing rapidly driven by technological changes. ( Digital Disruption) (Kittiya 

Kwanjai, 2017)  

Currently, more than half of Thai people have purchased products/services through the 

e-commerce market, with the number of users increasing from 30.7 million in 2019 to 41.5 

million in 2 0 2 3 .  This is mainly driven by internet access that is more inclusive of the Thai 

population (Kanit Aumsakul, 2023). Everything according to the eCommerce-Thailand report 

(Amarin News, 2 0 2 3 ) , the e-commerce market continues to be popular with Thai people, as 
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reflected by the nearly three-fold increase in the cost of purchasing goods/services through the 

e-commerce market from 2 ,9 7 0  baht per person per year in 2 0 1 9 .  Thailand's e-commerce 

market is worth 620 billion baht in 2022 and is likely to continue growing by 6% annually to 

reach 634-694 billion baht. During 2023-2024 The tourism and accommodation sector is also 

one of the industries that has undergone dramatic changes in the last decade. One of the 

technologies and businesses that plays a role in the global tourism business. is Online Travel 

Agency (OTAs) The room sales channel, which is an online intermediary business, connects 

accommodation businesses with tourists by bringing together multiple properties so that 

tourists can compare prices and amenities they want. With such convenience, OTAs have 

become a popular channel for tourists to book OTAs such as Agoda, Traveloka, Booking.com 

Hotels.com, etc. (Passarin La-ongkul, 2019) 

As a result of the situation, the OTAs or Online Travel Agent market, an online travel 

agency. It has a rapid growth rate. The revenue of the OTAs business comes from charging 

commissions from accommodation businesses that sell rooms through OTAs at the rate of 1 0 

-  25  percent of the selling price. Accommodation businesses have to sacrifice this revenue in 

exchange for opportunities for tourists to know and decide to stay. In addition, the increasing 

role of OTAs can be considered both as a reflection of business growth opportunities and may 

also be a challenge for OTA operators at the same time (Krirkpong Ngataweesuk, 2023).  In 

recent years, the OTAs business has experienced a steady high growth rate, supported by 

various technologies such as the Internet. As a result, four major OTAs companies, namely 

Priceline group, Expedia, Tripadvisor and Ctrip, recorded an average revenue growth of 27% 

per year from 2013 to 2017. Therefore, hotel operators, including OTAs, have opened many 

online booking services, and users often encounter problems booking through OTAs due to the 

large number of OTAs nowadays. This affects satisfaction. reliance Consumer decisions 

Business credibility and loyalty. (Srijanbodhikhun T. & Weerasopon V. (2020) 

For this reason, the researcher therefore sees the importance of studying the relationship 

of satisfaction. Tourists' trust and loyalty in booking rooms through online websites. In order 

to be aware of the general condition of booking through the online website. (OTAs) Hotel 

operators can plan their marketing operations in line with the needs of target customers. and 

expand strategies to meet the needs of tourists to achieve satisfaction. Trust and loyalty when 

booking through the online website (OTAs). 

Objectives 

1 .  To study the satisfaction, trust and loyalty of tourists in booking rooms through 

online websites. (OTAs) 

2. To study the relationship between satisfaction and loyalty of travelers when booking 

rooms through online websites. (OTAs) 

Research Hypothesis 

Thai tourists' satisfaction with online travel agent (OTAs) bookings is positively related to 

loyalty. 
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LITERATURE REVIEW AND THEORY 

1. Concepts and Theories Related to Satisfaction. 

Satisfaction refers to having a positive attitude from the results of the entire purchase 

process, whether before or after the sales experience. The satisfaction derived from the 

promises made by the company is to build a good relationship with consumers. Consumer 

satisfaction is largely attributed to the operator's experience in efficient and easy access to 

information about that service From the previous experience of consumers who have used the 

service continuously consecutively and can create more satisfaction for consumers when 

consumers are aware of Therefore, the company should provide precise information about the 

service and facilitate Ease of effective communication for consumers (Kang, 2018) The online 

marketing mix (6 P) is therefore the main factor used in satisfaction surveys because the 

marketing mix can inform customers' purchasing behavior of goods or services. Repeat 

purchases, word of mouth to create a marketing plan that suits existing products or target 

customers. 

2. Concepts and Theories on Online Marketing Mix Factors (6P) 

The marketing mix will consist of 4  P's: Product, Price, Place, Promotion, and the 

Internet is a new type of commerce channel Therefore, there is an important difference between 

online marketing and traditional marketing, so the online marketing mix (6P) adds new 

elements, the 2P are Personalization and Privacy. To be able to apply it to traditional marketing 

elements. Combined with technological capabilities, it creates a new marketing component. 

Wichian et al, (2007) and Chitlada (2010) summarize the concept of online marketing mix 

factors. These are the key variable elements as follows: 

Product refers to what the organization offers products and services to meet the needs 

of customers. Intangible good. 

Price refers to the value of the amount of money that a consumer must pay to obtain the 

products and services that the consumer wants. Before making a purchase decision, consumers 

often compare the value they receive and the price they pay for the product. 

Place Refers to a channel of presentation to distribute and distribute products and 

services from manufacturers directly to consumers. At present, online distribution channels are 

popular sales channels such as websites, Facebook, applications, etc. 

Promotion refers to the process of communication between producers and consumers. 

Including those involved in the decision-making process of purchasing products and services. 

Personalization refers to the provision of personalized services between buyers and 

sellers, or one-to-one marketing, which is the offering of products or services to meet the target 

customer group as much as possible. 

Privacy means that the organization has established a policy to maintain confidentiality 

for the information of customers or any person who uses the online system, such as usernames, 

passwords, personal history, etc. 
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3. Concepts and Theories Related to Trust. 

Cardoso et al. (2022) Study on Brand Personality Impact Analysis Airbnb on consumer 

engagement and trust in business the study found that the trust component includes: 1. Business 

credibility in terms of service quality 2 .  Honesty gives the impression that keeping promises 

and commitments and 3. Predicting that the business is best done from the interests in the minds 

of customers. Laparojkit & Suttipun (2022) Study on causal factors affecting repeat purchase 

intentions of Thai tourists during the COVID-1 9  crisis. The study found that trust consists of 

1 .  integrity, 2 .  competency, 3 .  reliability and 4 .  concern directly affect the repeat purchase 

intention of tourists. 

4. Concepts and Theories Related to Loyalty. 

Consumer loyalty, as defined by Manassamon (2018), is the level of consumer relations 

towards a business, driven by trust and the ability of service providers to continuously meet 

customer needs. Loyalty involves a strong relationship with an organization, characterized by 

acceptance of its goals and values, a willingness to try for its benefit, and a strong desire to 

maintain membership. Word of Mouth is a key factor in measuring customer loyalty, indicating 

satisfaction and willingness to recommend. Willingness to Pay, often discussed in loyalty 

research, reflects the value customers place on trusted products or services. Effective 

communication, particularly website content, is essential for maintaining customer loyalty by 

providing comprehensive information. Online Behavior, such as returning to a website, 

demonstrates loyalty and satisfaction with the online experience. 

5. Concepts and Theories about Online Booking Intermediaries. 

Concepts and theories about online booking intermediaries, particularly Online Travel 

Agents (OTAs), are crucial in understanding consumer behavior and decision-making 

processes in the digital age. OTAs serve as intermediaries between consumers and service 

providers, offering a platform for booking hotel accommodations and tourism services online. 

Pornkamon (2017) study on factors influencing the decision to use online booking 

services provides valuable insights. The study identified several key factors that influence 

consumer decisions, including price competitiveness, promotional offers, speed of issue 

resolution, confidentiality of information, public relations efforts, and individual needs. These 

factors play a significant role in shaping consumer behavior and determining whether 

individuals choose to use online booking services through intermediaries like OTAs. 

Understanding these factors is essential for businesses and marketers to tailor their strategies 

to meet consumer needs and enhance the overall booking experience. 

Related Research 

Chutimant (2 0 2 3 ) studied Online Marketing Mix Affecting Decision to Book 

Accommodation Via Online Travel Agents to study the factors of the online marketing mix 

that influence travelers' decision to book accommodation through online travel agents. The 

results showed that online marketing mix factors in terms of products, prices, distribution 

channels, and promotions However, in terms of providing personal services and maintaining 

privacy, it does not affect the decision to use online hotel reservation services. 
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The online travel booking service (OTAs) is an online marketplace on the website that 

allows consumers to search and book various travel products and services, including hotels, 

airlines, car rentals, trips. Navigation, activities and more. According to the study, the 

satisfaction of using the bus and rideshare services booked through the online travel booking 

(OTAs) business is important to consumers, especially loyal consumers. This tends to invite 

others through sharing their opinions online. This has had a positive impact on the online travel 

booking (OTAs) business Therefore, the development of information on the website. 

Preferences and satisfaction in using the service through Online travel booking (OTAs) 

businesses are a key factor that will help businesses retain valuable customers and have a 

positive impact on their business in the long run. This is a key factor that will help build a 

strong and sustainable customer base for Indonesia's online travel booking service (OTAs) 

business in the future. (Herdianysah et al., 2023) 

Online booking of accommodation and hotels is popular and increasing. reliability and 

responsiveness to diverse customer needs; It can significantly affect the satisfaction and loyalty 

of tourists. The results of the research can be applied to guide the development of mobile 

applications for accommodation businesses. But at the same time, the security and privacy of 

online users should be taken into account. (Chitlada, 2022) 

Technology is becoming increasingly important in the hotel business, and online hotel 

booking websites have become an important tool in the hotel service market Analysis of factors 

affecting customer trust in online hotel booking website usage Data collected from consumers 

was collected. A total of 456 users used the online booking site. It has been found that 

reputation, safety, ease of use, and risk factors have a significant impact on users' perception 

of trust, and that perception of trust also positively affects customer loyalty. (Baki, 2020) 

Thamnarong M., & U-on W. (2021) studied A Model of the Causal Factor of Electronic 

Satisfaction on Booking Online Website Rooms in Thailand (Causal factor model of electronic 

satisfaction in booking online websites in Thailand) It is qualitative research and quantitative 

research. Collect data from interviews with accommodation business operators who choose to 

sell rooms on online websites. In Thailand the survey was conducted online from 1 2  users of 

the online booking service. 5 0 0  persons The analysis of the structural and route equations 

revealed that service quality, complaint management, and website quality directly positively 

impacted electronic satisfaction. In addition, electronic satisfaction has a positive direct impact 

on electronic loyalty. Therefore, it can be concluded that the factor influencing loyalty to 

booking rooms on online websites in Thailand is satisfaction with the quality of services 

provided on online websites. Satisfaction with complaint handling on online websites and 

satisfaction with online websites. 

Khai & Van (2018) studied the effects of website quality on customer satisfaction and 

loyalty to online travel agencies in Vietnam the objective is to study the effects of six website 

quality factors: data quality, security, data quality, and security. Website functionality, 

customer relationships, accountability and compliance, and visual appeal to customer 

satisfaction and loyalty Through customer response, 300 respondents were sent in Vietnam It 

was found that the quality of the website In particular, customer satisfaction directly affects 
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customer loyalty, so OTAs in Vietnam should improve the quality of their websites to increase 

customer satisfaction and maintain customer loyalty. 

 

METHODOLOGY 

Population 

The population for this study is Thai tourists in Bangkok who have used hotel services 

by booking hotel rooms online via OTAs.  

Sample Size 

 The sample for this study was 400 Thai tourists living in Bangkok who had used hotel 

services by booking hotel rooms online via OTAs, which was calculated according to Taro 

Yamane's formula (Yamane, 1973) at a 95% confidence level from the number of Thai tourists 

living in Bangkok. 5,494,932 people in 2023 (Ministry of Interior, 2023) 

Design Research Tool 

This research is a type of quantitative research, which requires the collection of data by 

having a sample answer to a questionnaire, which is the main tool used in this research, which 

was created by the researcher according to the purpose of the research. The process of creating 

the tool is as follows. 

1. Study and research from relevant documents, textbooks, and research to be 

used as a guideline to create a questionnaire to cover the objectives of the research. 

2. Define the scope of the question content in accordance with the aims and 

objectives of the research.  

3. Create tools, such as questionnaires used to collect information to cover the 

details that need to be studied. 

4. Perform instrument quality checks by consultants and experts and implement 

improvements. Edit to make the query work efficiently.  

5. Use the enhanced questionnaire to collect data from real samples. 

The questionnaire looks like a closed-ended questionnaire. It can be divided into 6 parts 

according to the context of the data. 

Part 1 Respondents' personal data is a closed question that uses canonical and 

sequencing scales. There are 6 items. 

Part 2 Satisfaction Questions this is information about the factors of the online 

marketing mix, including questions about products, pricing, distribution channels, and 

marketing promotions. Personal services and privacy are closed questions using a five-level 

rating scale of 24 questions. 

Part 3 Questions about Trust to use the online booking service via OTAs, it is a 

closed question that uses a 5-level rating scale of 12 questions. 

Part 4 Questions about Loyalty to use the online booking service via OTAs, it is 

a closed question that uses a 5-level rating scale of 8 questions. 

Part 5 Additional comments or suggestions regarding online intermediary 

bookings are open-ended questions. 
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5 rating scales, which have criteria for Configure the weight of the assessment to grade 

the average score in different score ranges according to the Five-Point Likert Scales method. 

Level 5 Most Agree Level 4 Agree Very Level 3 Agree Moderately Level 2 Agree Least Level 

1 Least Agree 

Data Collection 

 Data collected from this research the researcher collected data with an online 

questionnaire via Google form application, collected data from Thai tourists living in Bangkok 

who had used hotel services by booking hotel rooms online via OTAs and were willing to 

answer the questionnaire. The data collection period is from November 14, 2023, to December 

7, 2023. 

Data Analysis 

 Statistical methods and data analysis used for this research the researcher used the 

collected questionnaire data to verify the accuracy and completeness of the data and processed 

the data with a statistical ready-made program (SPSS) (Thanintr, 2020). 

1. Descriptive Statistics is the analysis of data to describe or characterize general 

information. The level of opinion of the target audience about satisfaction. It is presented in 

the form of a table of frequency, mean, percentage, and standard deviation. 

2. Inferential Statistics is the reporting of the results of data analysis in an inferential 

statistics test using Pearson's correlation coefficient. The r value is between -1 and 1 (-1 < r < 

1) (Kanlaya Wanichbancha, 2002). 

 

RESULTS 

The results showed 1) personal data 2) satisfaction results 3) trust results  

4) loyalty results and 5) hypothesis testing results. 

1) Personal data 

The personal data results showed that mostly of the 4 0 0  Thai tourists surveyed, most 

of them were female, 31.5% were single, 71.0% were aged 20-29 years, 62.5% had a bachelor's 

degree, 69.5% were a student, 39.0% and had a monthly income of 15 ,001 - 25 ,000 baht, 

47.8%. 

2) Satisfaction Results 

Table 1 Online Marketing mix satisfaction to use the booking service through online 

intermediaries via OTAs. 

Online Marketing Mix Factors Mean S.D. Meaning 

Product 4.49 0.4271 Very High 

Price 4.45 0.4949 Very High 

Place 4.54 0.4449 Very High 

Promotion 4.52 0.4514 Very High 

Personalization 4.46 0.4909 Very High 

Privacy 4.45 0.5012 Very High 

Mean 4.49 0.4135 Very High 
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From Table 1, it can be concluded that satisfaction in the online marketing mix of Thai tourists 

who reserve rooms through OTAs Overall, it was at the highest level (mean = 4.49). It was 

found that tourists were satisfied with the Place factor at the highest level (mean 4.54), 

especially having more channels to provide services than booking through websites. such as 

applications, etc. Ranking 2 is satisfaction with the highest level of promotion factors (mean = 

4.52), especially communication and news updates via social media regularly Rank 3 is 

satisfaction with the highest level of product factors (mean = 4.49), especially having many 

and diverse hotels to choose. Rank 4 is satisfaction with the highest level of personalization 

factors (mean = 4.46), especially being able to communicate each person's special needs in 

detail. when making a reservation and the fifth place is satisfaction with price and privacy 

factors. at the highest level with the same average (mean = 4.45), especially with a clear 

comparison of the price difference between the hotel's normal price and having a secure and 

reliable payment system in all channels. 

3) Trust Results 

Table 2 Trust to use the booking service through online intermediaries via OTAs. 

Parts Mean S.D. Meaning 

Safety 4.81 0.3878 Very High 

Process 4.82 0.3432 Very High 

Payment System 4.81 0.3498 Very High 

Mean 4.81 0.3358 Very High 

 

From Table 2, it can be concluded that Thai tourists' overall trust in using booking services 

through online intermediaries through OTAs is at the highest level (mean = 4.81). It was found 

that tourists trust using booking services through online intermediaries through OTAs in 

process at the highest level (mean 4.81), especially having procedures that are standardized and 

reliable. Ranked 2 is trust in security and the payment system. At the highest level with the 

same average (mean = 4.81), especially confidence that personal information will not be used 

in an unwanted way. and that the website or application of the online intermediary is error-free. 

4) Loyalty Results  

Table 3 Loyalty to use the online intermediary booking service via OTAs 

Parts Mean S.D. Meaning 

1. Online booking will be your first choice. 4.55 0.5984 Very High 

2. Still choose online booking even others 

organize interesting reward activities. 

4.39 0.6240 Very High 

3. Share positive experiences with online 

bookings with people close to. 

4.44 0.6017 Very High 

4. Recommend it to someone close to book 

more online. 

4.40 0.6372 Very High 

5. Believe that the problem is most likely to 

come from the users. When hear negative 

stories about online bookings. 

4.41 0.7199 Very High 
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6. Share information on websites or 

applications of online intermediaries. When 

there is something interesting. 

4.42 0.6666 Very High 

7. Still choose to book online even if you find 

the price is high. 

4.29 0.8560 Very High 

8. May sometimes encounter online booking 

problems but still loyal to booking through 

online intermediaries. 

4.39 0.7351 Very High 

Mean 4.41 0.5146 Very High 

 

From Table 3, overall loyalty in using online booking services through OTAs is at the highest 

level of loyalty (mean = 4.41). When considering each aspect, it is found that tourists have an 

average of loyalty in Online booking will. be your first choice the highest (mean = 4.55) and 

the lowest average loyalty in Still choose to book online even if you find the price is high (mean 

= 4.29) 

5) Hypothesis Testing Results 

Table 4 The relationship between tourist satisfaction and loyalty in booking accommodations 

through online websites (OTAs). 

Satisfaction Factor r 
Pearson Correlation  

Sig (2-tailed) 

Relationship 

Level 
Direction 

Product 0.654 .000** Moderate same 

Price 0.648 .006** Moderate same 

Place 0.621 .000** Moderate same 

Promotion 0.658 .000** Moderate same 

Personalization 0.655 .000** Moderate same 

Privacy 0.657 .000** Moderate same 

Total 0.735 .000** High same 

** The correlation is significant 0.01.- 

 

From table 4, Hypothesis testing results showed the relationship between tourist satisfaction 

and loyalty in booking accommodations through online travel agencies (OTAs) reveals a 

significantly high positive correlation between the two variables. The overall relationship is 

statistically significant, with a p-value (Sig.) of 0.000 and a correlation coefficient (r) of 0.735, 

at a 0.01 significance level. 

Breaking down the individual factors, the Product factor has a moderately positive correlation 

(r = 0.654), the Price factor shows a moderate positive correlation (r = 0.648), the Place factor shows 

a moderate positive correlation (r = 0.621), Promotion factor has a moderate positive correlation (r = 

0.658), Personalization factor has a moderate positive correlation (r = 0.655), and Privacy reveals a 

moderate positive correlation (r = 0.657). All these factors share a positive correlation in the same 

direction with perceived loyalty in booking accommodations through OTAs, and each correlation is 

statistically significant with a p-value of 0.000 at a 0.01 significance level. 
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CONCLUSION 

Results of demographic data analysis of the 400 Thai tourists surveyed, most of them 

were female, 31.5% were single, 71.0% were aged 20-29 years, 62.5% had a bachelor's degree, 

69.5% were employed as students, 39.0% had a monthly income of 15,001 - 25,000 baht, 

47.8%. 

Marketing mix satisfaction analysis results it was found that the most average 

independent variable was the distribution channel factor. It has mean of 4.54. 

Trust Analysis Results Security trust found the most average variable is the process 

aspect. It has mean of 4.82. 

The results of the loyalty analysis showed that the most average variable was when to 

book the next hotel room. Reservation Online will be your first choice. It has an average of 

4.55. Hypothesis testing results showed the relationship between tourist satisfaction and loyalty 

in booking accommodations through online travel agencies (OTAs) reveals a significantly high 

positive correlation between the two variables. The overall relationship is statistically 

significant, with a p-value (Sig.) of 0.000 and a correlation coefficient (r) of 0.735, at a 0.01 

significance level. 

 

DISCUSSION 

The Researcher Discussed the Research Results as Follows. 

1. Several key points about the online marketing mix Customer satisfaction, trust, and 

loyalty in the context of booking accommodation through online travel agencies. Most of them 

are Thai tourists. According to a study by Chutimant (2 0 2 3 ) , the online marketing mix is a 

factor influencing customers' decision to book accommodation through OTAs. Using dynamic 

pricing strategies and promotional activities to offer competitive prices and discounts. 

Providing value-added incentives, such as loyalty programs or special offers, can attract more 

customers. Improve satisfaction levels Incentivize repeat bookings and strengthen customer 

loyalty. 

2. Online travel agencies (OTAs) hotel booking websites have become a marketing tool. 

Payment security factors Retention of customer information Having a user-friendly service 

process is an important factor in building trust and meeting customer needs as well as helping 

to maintain a competitive advantage in the market. Accommodation booking providers through 

online travel agencies (OTAs) are in line with Herdianysah et al. (2023) research that should 

focus on the role of technology. Improve website functionality to enhance customer experience 

Respond to customer satisfaction and drive business growth in the future sustainably. In 

addition, the security of transactions should be prioritized, which is of utmost importance to 

build credibility and confidence among tourists. 

3. Studies have also shown a clear positive relationship between customer satisfaction and 

loyalty, indicating that customers who are satisfied with the online marketing mix are more 

likely to exhibit booking behavior through online travel agencies. This is in line with 

Thamnarong M., & U-on W. (2021) and Khai & Van (2018), who have stated in their research 

that maintaining customer satisfaction fosters long-term relationships and loyalty in a 
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competitive OTAs market. Positive reviews can increase the reputation and credibility of OTAs 

platforms, attract more customers, and build trust. Suggestions for further research  

 

RECOMMENDATION 

Further study of the factors that may influence customer satisfaction and loyalty in 

using OTAs accommodation services may help to better understand the importance of these 

factors, such as social media factors. This may help to better understand the hidden factors that 

affect customer behavior, or further studies in the context of different countries or regions may 

help to better understand the factors affecting customer behavior in different areas. These 

studies may provide valuable information to tailor marketing and service strategies to different 

contexts. 
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ABSTRACT 

 The result can be found that Most of the people who using Sushiro Restaurant, Central 

World Branch, Bangkok, Thailand are female accounted for 82%, while males accounted for 

19% whereas it found that the age range of 25-34 years old is the most respondence. Most of 

those who come to using Sushiro Restaurant, Central World Branch, Bangkok, Thailand have 

a bachelor's degree for 93%, The number of times consumer go to the Sushiro Restaurant, 

Central World branch. Which the number of times the most was more than 4 times 239 people 

(59.75%), followed by 127 people who go to Sushiro Restaurant, Central World branch for 2-

3 times (31 .75  %) and go to Sushiro Restaurant, Central World branch first time, 34 people 

(8.5 %). Companions of consumer most people like to go to Sushiro Restaurant, Central World 

branch with friend or colleague, 181 people (45.25%), Family, 92 people (23%), couples, 76 

people (19%), and traveling alone, 51 people (12.75%). Information about consumer spending 

time in Sushiro Restaurant, Central World branch, it was found that most of them spent less 

than 1 hour inside the temple, 205 people (51.25%) spent 1-2 hours 173 people (43.25%) spent 

2-3 hours of 19 people (4.75%) and more than 3 hours of 3 people (0.75%) . Consumer go to 

Sushiro Restaurant, Central World branch by BTS Sky Train most, there were 165 people 

(41.25%), followed by private car, 132 people (33%), and Bus, 58 people. (14.5 %) and other 

16 people (4%). Information about consumer expenditures the most, including 500-1,000 THB 

per time, there were 247 people (61.75%), followed by less than 500 THB per time, 116 people 

(29%), and 1,000-1,500 THB per time, 32 people. (8 %) and more than 1,500 THB per time 5 

people (1.25%) 

Keywords: Consumer Behavior, Restaurant, Bangkok 

 

INTRODUCTION 

 The restaurant business has been one of the hardest hit business sectors over the past 

two years, starting with the COVID-19 outbreak in 2020 with lockdown measures. shopping 

mall closure and temporary restaurants Eating in restaurants is not allowed, even though in 

2021 epidemic control measures are starting to ease. But with the number of foreign tourists 
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still not recovering and concerns of the public from eating in public areas as a result, restaurant 

business revenue shrank 11.5% in 2020 and 4.7% in 2021. However, from the success of 

accelerating vaccination to create herd immunity. and the adjustment of the public sector to life 

amidst the COVID-19 outbreak. Help promote the restaurant business in 2022 to show clearer 

signs of recovery. It is estimated that it will recover at 5.4% with a value of 385 billion baht. A 

period of 2 years of difficulty in operating a business amid epidemic control measures in each 

period. Delivery platforms have become an important link that allows restaurant activities to 

continue amidst the crisis. and change people's consumption behavior to be different from 

before It affects the recovery of the restaurant business in different ways. Entrepreneurs who 

are successful in marketing through delivery platforms will have a good recovery and be able 

to expand their customer base. Therefore, consumption through such platforms has become a 

normal behavior of people today. In 2022, the number of service users will not change 

significantly. (Marketeer Team, 2022) 

 Large group of entrepreneurs Starting with the results of the COVID-19 crisis in 2020, 

there was a clear impact with overall income decreasing by 2 8 . 1 %  and because the behavior 

of people who use large restaurants often has the habit of eating together. Popular with 

restaurants that have a good atmosphere and environment. To increase the satisfaction of eating 

among family, groups of friends or co-workers. which food delivery services cannot meet those 

needs. It can be seen that in 2022, restaurants still have challenging factors that affect business 

operations. Especially small entrepreneurs more than entrepreneurs of other sizes, including: 

1. The problem of rapidly rising inflation reduces the purchasing power of the public sector. 

Especially the low-income group that is the main market for small entrepreneurs. You may 

cook your own food to reduce costs. 2. Costs that are continually increasing. This is because 

they have a much lower income base and profit ratio than other groups of entrepreneurs. 3. 

High competition in the food business that has general characteristics and no selling points may 

make it more difficult to adjust prices. Therefore, small food entrepreneurs should speed up the 

development of food menus that are different and unique. To create value and selling points, 

which are important factors in increasing profit-generating areas and competitiveness. 

(Marketeer Team, 2022) 

Sushiro has been established for more than 40 years. Since 1984 by Akindo Sushiro 

Company, in the past we have been committed to selecting and maintaining the freshness and 

quality of raw materials as well as developing our own technology. To raise the quality of every 

dish that is served. As a result, today we have grown and become the number 1 sushi restaurant 

in Japan with more than 150 million customers per year. Sushiro, the number 1 sushi restaurant 

with over 600 branches both in Japan and abroad. Open for you to experience deliciousness in 

Thailand, Central World! In every dish there is an IC Chip that is used to count distance. And 

once our sushi has traveled 350 meters, it will be automatically removed from the conveyor 

belt. This technology allows us to control freshness It is the same standard in every branch. 

(Sushiro 2023) 
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Objectives 

To study Consumer Behavior Using Sushiro Restaurant, Central World Branch, 

Bangkok, Thailand   

 

METHODOLOGY 

The researcher has prepared a questionnaire on the behavior of consumer. Information 

collected from questionnaires The data will be analyzed using a packaged program by Calculate 

Percentage 

1) Scope of content and issues of this study It is a study of the behavior of consumer to 

Using Sushiro Restaurant, Central World Branch. Bangkok, Thailand   

2). Area Boundary is Sushiro Restaurant, Central World Branch. Bangkok, Thailand   

3). Population Scope; The population in this study was a group of consumer aged 18 

years old and over who using Sushiro Restaurant, Central World Branch. Bangkok, Thailand. 

A total of 400 questionnaires were distributed by the research team. 

 

RESULTS 

Analysis of behavioral data of Consumer Behavior Using Sushiro Restaurant, Central 

World Branch, Bangkok, Thailand. By showing the number of percentages (Percent) from 

studying the behavior of Consumer Behavior Using Sushiro Restaurant, Central World Branch, 

Bangkok, Thailand. The results of the survey are as follows: 

The result can be found that Most of the people who using Sushiro Restaurant, Central 

World Branch, Bangkok, Thailand are female accounted for 82%, while males accounted for 

19% whereas it found that the age range of 25-34 years old is the most respondence. Most of 

those who come to using Sushiro Restaurant, Central World Branch, Bangkok, Thailand have 

a bachelor's degree for 93% 

 

Table 1 Information on the number of using by consumer 

Information on the number of using by 

consumer 

Number 

(consumer) 

Percentage 

First time 34 8,5 

2-3 times 127 31.75 

More than 4 times 239 59.75 

Totally 400 100 

From Table 1, classified by the number of times go to the Sushiro Restaurant, Central World 

branch. Which the number of times the most was more than 4  times 239 people (5 9 . 7 5 %) , 

followed by 1 2 7 people who go to Sushiro Restaurant, Central World branch for 2-3 times 

(31.75 %) and go to Sushiro Restaurant, Central World branch first time, 34 people (8.5 %) 
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Table 2 Information of companions of consumer 

Information of companions of 

consumer 

Number 

(consumer) 

Percentage 

Alone 51 12.75 

Family 92 23 

Couples 76 19 

Friends or Colleague  181 45.25 

Totally 400 100 

From Table 2, when classified by companions of consumer most people like to go to Sushiro 

Restaurant, Central World branch with friend or colleague, 181 people (45.25%), Family, 92 

people (23%), couples, 76 people (19%), and traveling alone, 51 people (12.75%). 

 

Table 3 Information of consumer spending time in Sushiro Restaurant, Central World branch 

Information of consumer spending time 

in Sushiro Restaurant, Central World 

branch 

Number 

(consumer) 

Percentage 

Less than 1 hour 205 51.25 

1-2 hours 173 43.25 

2-3 hours 19 4.75 

More than 3 hours 3 0.75 

Totally 400 100 

From Table 3, classified information about consumer spending time in Sushiro Restaurant, 

Central World branch, it was found that most of them spent less than 1 hour inside the temple, 

20 5 people (51.25% )  spent 1-2 hours 173 people (43.25% )  spent 2-3 hours of 19 people 

(4.75%) and more than 3 hours of 3 people (0.75%) 

 

Table 4 Information on vehicles used by consumer 

Information on vehicles used by 

consumer 

Number 

(consumer) 

Percentage 

Private car  132 33 

Bus 58 14.5 

Taxi 29 7.25 

BTS Sky Train 165 41.25 

Other 16 4 

Totally 400 100 

From Table 4, when classified by vehicles used by consumer the most, including BTS Sky 

Train, there were 165 people (41.25%) , followed by private car, 132 people (33%) , and Bus, 

58 people. (14.5 %) and other 16 people (4%) 
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Table 5 Information about consumer expenditures 

Information about consumer 

expenditures 

Number 

(consumer) 

Percentage 

Less than 500 THB per time 116 29 

500-1,000 THB per time 247 61.75 

1,000-1,500 THB per time 32 8 

More than 1,500 THB per time 5 1.25 

Totally 400 100 

From Table 5, Information about consumer expenditures the most, including 500-1,000 THB 

per time, there were 247 people (61.75%), followed by less than 500 THB per time, 116 people 

(29%), and 1,000-1,500 THB per time, 32 people. (8 %) and more than 1,500 THB per time 5 

people (1.25%) 

 

DISCUSSION 

The result can be found that Most of the people who using Sushiro Restaurant, Central 

World Branch, Bangkok, Thailand are female accounted for 82%, while males accounted for 

19% whereas it found that the age range of 25-34 years old is the most respondence. Most of 

those who come to using Sushiro Restaurant, Central World Branch, Bangkok, Thailand have 

a bachelor's degree for 93%, The number of times consumer go to the Sushiro Restaurant, 

Central World branch. Which the number of times the most was more than 4 times 239 people 

(59.75%), followed by 127 people who go to Sushiro Restaurant, Central World branch for 2-

3 times (31 .75  %) and go to Sushiro Restaurant, Central World branch first time, 34 people 

(8.5 %). In accordance with Wasutida Nurittamont (2021), Study the Influence of perceived 

Product Quality and Service Quality on Repeat Customers Use of Japanese Restaurants. The 

result shown that the product quality and service quality on repeat customers us eat Sushi 

Japanese Restaurant was at high level. Similarly, the factors were significantly on repeat 

customers us eat Sushi Japanese restaurant at 0.01. Therefore, the seresults were as a guideline 

for Japanese restaurant entrepreneurs on giving service and as a guide to develop products 

quality and service quality to meet consumers’ need. Besides that, the result of the study was 

to increase capabilities to compete in the market of Sushi Japanese restaurant. It also 

corresponds to Narin Jiwitan (2022), Study the Discovery of Association Rules and Data 

Analysis to Optimize Japanese Food Sales. The result found that the food purchase had eight 

association rules when using 0.05 as the minimum support and 0.20 as the minimum 

confidence. With the highest confidence value, it can be concluded that if customers bought 

Tuna, it was likely that they would purchase Salmon too, with a confidence of 52.94%, a lift 

of 5.01. There was a dependent relationship between Tuna and Salmon. Additionally, Crab 

Rangoon was the most sold item in the restaurant. Set Punpla was the most sold set menu. 

Customers usually dined in during 6-7 PM and paid by cash. The result of this study could be 

utilized in restaurant promotion and menu suggestions to customers, which would help the 

restaurant’s competitive advantage, increase sales volume, make marketing strategies, and find 

new business opportunities.Companions of consumer most people like to go to Sushiro 
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Restaurant, Central World branch with friend or colleague, 181 people (45.25%), Family, 92 

people (23%), couples, 76 people (19%), and traveling alone, 51 people (12.75%). Information 

about consumer spending time in Sushiro Restaurant, Central World branch, it was found that 

most of them spent less than 1  hour inside the temple, 20 5 people (51.25% )  spent 1-2 hours 

173 people (43.25%) spent 2-3 hours of 19 people (4.75%) and more than 3 hours of 3 people 

(0.75% ) . Consumer go to Sushiro Restaurant, Central World branch by BTS Sky Train most, 

there were 165 people (41.25% ) , followed by private car, 132 people (33% ) , and Bus, 58 

people. (14.5 %) and other 16 people (4%). Information about consumer expenditures the most, 

including 500-1,000 THB per time, there were 247 people (61.75%), followed by less than 500 

THB per time, 116 people (29%) , and 1,000-1,500 THB per time, 32 people. (8 %) and more 

than 1,500 THB per time 5 people (1.25%) It also corresponds to Rungsun Lertnaisat (2020), 

Study evaluation of Satisfaction Level on Service Quality of Japanese Restaurant in Thailand, 

The results of the study are 1. Customers classified by income. All groups are satisfied with 

people, process and physical evidence in high level. 2. Customers who have experience to 

Japan are satisfied with people, process and physical evidence in high level, but who have no 

experience are satisfied with people and physical evidence in high level, with process in 

medium level. 3. Customers classified by frequency of using service are satisfied with people, 

process and physical evidence in high level. 4. Customers classified by expense of using service 

are satisfied with people, process and physical evidence in high level. But from comment of 

Focus Group, it is found that service quality of people, process and physical evidence of 

Japanese restaurant in Thailand cannot be compared to those in Japan which have very high 

quality. 
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ABSTRACT 

  This research aimed to study the factors related to decision making on selection of 

airline for the elderly people in Bangkok and metropolitan area after Covid-19. The benefits of 

the study were to develop service quality provision for the elderly in Thailand to meet their 

requirement after Covid-19. The research instrument was the questionnaires consisting 3 parts 

as 1) personal data 2) factor related to decision making on selection of airlines for the elderly 

people in Bangkok and metropolitan area after Covid-19 and 3) suggestions. The results of the 

study found from the sampled 200 respondents who were the upper middle class elderly people 

in Bangkok and metropolitan area that the elderly changed their travelling behavior. For 

example, 189 respondents consider that the cleanliness was the priority for them. They would 

like choose the seats and learn more about airline service. 160 respondents preferred to travel 

with their families and friends they trust. The elderly people whose age are over 75 do not want 

to sit on long-flight which duration more than 3 hours because of their physical conditions such 

as backache and knee aches. The recommendation of the study was the airlines should provide 

more information to convince the elderly people to trust the airline, particularly cleanliness, 

safety and privacy and select the right media to provide information in order to increase this 

market share.  

Keywords: Decision Making, Elderly People, Airline, Post Covid-19 

 

INTRODUCTION 

 Thailand is one of the fastest-ageing countries in the world. It expected that the population ages 

60 and over will increase from 13% in 2010 to 33% in 2040. This may affect some business in the 

future such health care, transportation service, product and services for older people (Economic 

Research Institute for ASEAN and East Asia, 2021). Nowsday, Thai government tried to promote the 

campaign travelling on ‘working day’ which aimed to find new market of Thai elderly people who are 

retired but still have income to travel. The cost of travelling could be somewhat lower than holiday and 

weekend (Tourism Authority of Thailand, 2022). One of the reason was many elderly people have 

some purchasing powers from their retirement such as pension, their passive income, children money 

gift and government pay & discount. Since the recovery of Covid-19, the elderly people are the new 

targets for airlines in Thailand, particularly upper middle class elderly people who can afford airline 

tickets. However, the covid-19 changed the behavior of travelers around the globes. This research aimed 

to study the factors related to decision making on selection of airlines for the upper middle class elderly 

people in Bangkok and Metropolitan Area after Covid-19. 
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Objectives 

 To study the factors related to decision making on selection of airlines for the upper 

middle class elderly people in Bangkok and metropolitan area after Covid-19 

Research Questions 

 What are the factors related to decision making on selection of airlines for the upper 

middle class elderly people in Bangkok and metropolitan area after Covid-19? 

 

LITERATURE REVIEW AND THEORY  

 The literature review and theory in this study included 1) Elderly People Concept      

2) Social Class Concepts 3) Airline Decision Making Concepts 4) Covid-19 as: 

 Elderly People is defined as people whose age is over 60 years old (World Health 

Organization, 2022). Though, todays the definitions could be varied. World Health 

Organization defined healthy ageing as the elderly people who can meet their basic needs, 

learn, grow and make decisions, mobilize, build and maintain relationship and contribute to 

society. (Beard, Officer, De Carvalho et al, 2016). These elderly people could still  be 

consumers and producers in the market since they consume and produce at the same time.  

 Though majority of the elderly people in Thailand were vulnerable during Covid-19. 

They do not afford some food and accommodation during Covid-19 pandemic (Jumnianpol, 

Nuangjamnong, Chimmamee, and Buathong, 2023). However, some upper middle class 

elderly people have less affected to the Covid-19 than the majority because their education, 

retirement, passive income and children support (UNFPA Thailand, 2020).  

 Airline decision making concept is process of decision making on using airline, which 

is determined by the passengers’ conditions such as money, urgency and types of airlines. The 

decision making of using airlines is difficult to predict since the influencing factors are time, 

destination, promotion, pricing strategies and so on. Some factors such fuel price, employee 

strikes, climate affect the airlines. The reschedule and pricing is therefore changeable. This 

problem were huge during Covid-19 pandemic. The research found that  

during Covid-19, price, service level and safety are very important factors for airline success 

(Thepchalerm, Ho and Kongtaveesawas,2021) whereas in the normal situation, the price and 

flight are the important factors.  

 Covid-19 is an infectious disease caused by the SARS-CoV-2 virus. People infected 

with virus by air and through respiration. Since Covid-19 spread through air easily, it becomes 

problem for many services particularly aviation industry. The vaccines have been developed to 

project passengers and tourists. Numbers of airlines implemented the system and programs to 

prevent the problems from Covid-19. Though, after Covid-19, the passengers considered 

Covid-19 prevention for airlines are necessary and it becomes factors related to decision 

making on selection of airlines, particularly the elderly people.  
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METHODOLOGY  

The researcher used the questionnaire which is quantitative research instrument. The 

questionnaire consist of 3 parts as 1) respondent profile or the elderly people 2) factor related to 

decision making on selection of airlines for the upper middle class elderly people in Bangkok and 

metropolitan area after Covid-19 and 3) suggestions. The population of the elderly people in 

Bangkok and metropolitan area who used the airline services are unknown the researcher applied 

unknown sample size formula with additional samples as 400. Then, the researcher reduced the 

half of sample size for the ratio of upper middle class to be 200 respondents. Therefore, the sample 

size is enough to the study. The researcher distributed the questionnaires in Bangkok, Nakhon 

Pathom, Pathum Thani, Nonthaburi, Sumut Prakan and Samut Sakhon and determined purposive 

sampling based on the income, social class, organization and education. There were some questions 

asking before screening the respondents regarding the upper middle class.  The data were gather 

from September-October, 2023. The reliability analysis was 0.76. The researcher used frequency 

and percentage as descriptive statistics to analyse the data in the part 1 and 2 since this was a survey 

research. In part 3, the researcher used content analysis and presented the data.  

 

RESULTS 

The results showed 1) respondent profile or the elderly people 2) factor related to decision 

making on selection of airlines for the upper middle class elderly people in Bangkok and 

metropolitan area after Covid-19 and 3) suggestions  

 

Table 1 Respondent Profile Results (n=200)  

Profile Factors Particulars F    % 

Gender Male 72 56.25 

 Female 128 64.00 

Age 60-65 yrs.  35 17.50 

 66-70 yrs. 

75-80 yrs. 

Above 80 yrs.              

55 

92 

18 

27.50 

46.00 

9.00 

Education Level Lower than Bachelor Degree or  

the Equivalents 

35 

 

17.50 

 Bachelor Degree or the Equivalents 154 77.00 

 Master Degree and Higher  11 5.50 

Income  

(Per Month) 

Less than 50,000 Baht  

50,000-60,000 Baht 

60,000-70,000 Baht    

More than 70,000 Baht   

54 

96 

19 

8 

27.00 

48.00 

9.50 

4.00 

Marital Status     

 

Married 

Single 

Divorced 

Separated     

166 

7 

19 

11 

83.00 

3.50 

9.50 

5.50 
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 For part 1, the results of the study found that the respondent’s genders were 128 females 

(=64.00%) and 72 males (=56.25%). The majority of the respondents’ age was 75-80 years old 

(=46.00%). Mostly, the respondents graduated bachelor degree or the equivalents (=77.00%) and 

mostly, their income per month was around 50,000-60,000 baht (=48%). The majority of the 

respondents’ marital status was married (=83.00%).  

 

Table 2 Factor related to decision making on selection of airlines for the upper middle class 

elderly people in Bangkok and metropolitan area after Covid-19 

Questions Decision Making of the Airline F    % 

1. Travelling or Not?  Yes 186 93.00 

 No. Because of Health Condition  8 4.00 

 No. Because of Fear of Covid-19 4 2.00 

 No. Because of No Company  2 1.00 

2. To Whom you are 

travelling with? 

Alone 

Travel Agency and Families 

35 

22 

17.50 

11.00 

 Travel Agency and Friends 84 42.00 

 Relatives  

Friends 

Undecided  

16 

27 

16 

8.00 

13.50 

8.00 

3. Which Class (and 

Reasons for Seats)? 

 

Business (Privacy Reason)  

Business (Safety Reason) 

Premium Economy (Inexpensive) 

Premium Economy (Comfortable) 

Premium Economy (Safety Reason) 

Economy (No Fear of Covid-19) 

Economy (Limited Budget to Fly)  

17 

12 

19 

6 

13 

89 

44 

8.50 

6.00 

9.50 

3.00 

6.50 

44.50 

22.00 

4. Willingness to use 

Premium or Low 

Cost Airlines? 

 

 

 

5. Sit in Long Flights 

(Hours)?  

6. Influencers for  

Buying the ticket   

Use premium airlines 

Not use premium airlines 

Undecided to use premium airlines 

Use low cost airlines 

Not use low cost airlines 

Undecided to use low cost airlines  

Yes 

No (Physical Conditions) 

Myself     

Family  

Friends    

Social Media  

Others    

189 

9 

2 

137 

2 

6 

167 

33 

10 

48 

30 

10 

2 

94.50 

4.50 

1.00 

68.50 

1.00 

3.00 

83.50 

16.50 

5.00 

24.00 

15.00 

5.00 

1.00 
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 For part 2, the results found that the upper middle class elderly people in Bangkok and 

Metropolitan Area were confident to travel with airlines (=93%). The upper middle class elderly 

people travel with travel agency and friends (=42%). They did not fear of Covid-19 (=44.50%). 

They were willing to use premium airlines (=94.50%) over low cost airlines (=68.50%). They 

could sit in long flights (=83.50%). Mostly, the influencers for buying tickets were family 

(=48.00%) and then friends (=30%).  

 For part 3, the results of content analysis showed that the upper class elderly people were 

not afraid of Covid-19 since they would like to travel by the airlines. However, they selected the 

premium airlines which they believed that the service could be better than the low cost airlines. 

The major reasons of using premium airlines was privacy and safety reason. However, some of 

them answered that they could use low cost airlines because they would like to save budgets. 

They did not fear of long flights to sit but many of them avoid the long flights due to their physical 

conditions such as backache, knee ache, etc. The respondents informed that they rather listened to 

the families and friends most when they bought the airline tickets.  

 

CONCLUSION 

 The results of the study found that the upper middle class elderly people in Bangkok and 

metropolitan area were confident with the airlines, particularly premium airlines. They were 

willing to pay more since they perceived that the airlines were private and safe. Some of them 

might use the low cost airline which save the budgets and they did not fear of long flights to sit in. 

the major reasons of not using the long flight were from their physical conditions such as 

backache, knee ache, etc. Many of them preferred to travel with organized travel agency and 

friends. Their influencers were families and friends who went travelling with them.  

 

DISCUSSION AND RECOMMENDATION  

 The results of the study found were similar to the other researches that the elderly people 

were afraid of Covid-19 in the beginning and after 12 months, they tended to adjust themselves 

later on. The elderly people considered health, safety, comfort and price when they buy tickets. 

They plan more for travelling and schedules. The study found that the elderly people started to 

develop digital skills and learned social media because of Covid-19 (Gao, Lee, Ozbay, Zuo, 

Chippendale, 2023). The attitudes of ageing passengers in air travel since the Coronavirus 

pandemic found that the elderly people tended to be much flexible after 12 months. The elderly 

people started to learn technology and they checked the information before they used the 

airlines. Some elderly people learn self-service technology because they needed cleanliness 

and preferred safety (Graham, Kremarik and Kruse, 2020). The study in Thailand also found 

that not only the elderly people but also people in other ages have the similar adaptive behavior. 

They selected more information before using the airline from social media. People should the 

airlines because of service quality consideration and reputation (Pephenee, Srisaard, 

Kajontraidech and Aussawariyathipat, 2023). 
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Since this study is survey. Therefore, it may not include the other factors for exploring 

in the elderly people. The qualitative study such as interview and focus group should be used. 

Regarding the study, the results found that the after Covid-19, the elderly people developed 

their digital skills, particularly IT skills. Some research topic regarding IT skills to cope with 

uncertainty or pandemic should be explored.  
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ABSTRACT 

This article examines the prospects for the development of eco-friendly hotel business 

according to the current agenda associated with climate change. The hotel industry’s ecological 

impact and ways of its reducing are being analyzed. The concept’s economic efficiency and 

consumers’ reaction are reviewed. Examples are given of positive functional experience of eco-

friendly hotels.  

Key words: hotel business, eco-friendly, environment impact, energy efficiency, 

environmental awareness and responsibility.  

 

INTRODUCTION 

At present, the deterioration of the environmental situation in the world due to human 

activity is an urgent problem that requires immediate action on the part of the state and each 

individual citizen, as well as on the part of business. Hotels as business entities are not an 

exception.  

Hotel business affects the atmosphere to a greater extent, as in the process of rendering 

services they emit huge masses of carbon dioxide, provoking the greenhouse effect and global 

warming.  

The environmental footprint of the hotel industry can be calculated, for example, by 

using conversion factors which are derived from the Cornell Hotel Sustainability 

Benchmarking Index. In 2022, the Department for Environment, Food & Rural Affairs 

(DEFRA) conducted a study using this method and provided statistics for 38 countries. 

As can be seen from the diagrams, serving one guest per day in a traditional hotel emits 

a huge amount of carbon dioxide into the atmosphere.  
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Figure 1. DEPRA Hotel Stays Carbon impact 2022 – Lower Half 

 

 
 

Figure 2. DEPRA Hotel Stays Carbon Impact 2022 – Higher Half 

 
 

The concept of an eco-friendly hotel involves reducing this environmental impact by 

both redesigning the rooms and facilities and improving the process of running the hotel.  

While the former has long been commonplace, such as preferring biodegradable 

materials over plastic, recycling waste, cleaning spaces with non-toxic products, etc., the latter 

is only gaining momentum. 
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The hotel industry is beginning to utilize energy efficiency strategies. In addition to 

installing energy-saving light bulbs and motion sensors to switch on the lights in corridors, 

hotels are making a total overhaul of their energy supply. They are providing sustainable wall 

insulation, green roofs and protective coverings to retain more heat, and of course switching to 

solar panels. Their great advantage is that solar energy is free and is obtained in an 

environmentally friendly way. Moreover, the use of solar panels is possible even in cloudy 

weather and in winter. Naturally, this technology requires large financial investments and 

proper maintenance, but it will definitely pay off in the long run.  

Firstly, reducing the amount of energy used directly affects the cost column, reducing 

it. Secondly, adopting a business strategy that takes into account the environmental agenda 

ensures sustainable growth as the company shows itself to be ready to adapt to changing global 

trends and requirements.  Thirdly, the policy of reducing the environmental footprint attracts 

new customers and improves their experience of visiting the hotel. 

At the moment, the population tends to be more socially and environmentally 

responsible, so they are more likely to choose hotels that adhere to the eco-friendly concept, 

and they are willing to pay extra for this aspect. This applies not only to Generation Z, but also 

to millennials, so this strategy opens up opportunities to expand the target group of consumers. 

 

Figure 3. Consumers’ ecological concern 2021, USA 
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Figure 4. Global Consumers in Six Months 2021, The Global Consumer Insights  

Pulse Survey 

 
 

In connection with the above trends, programmes are emerging that develop criteria to 

assess the degree of environmental friendliness of a hotel and allow them to be certified, some 

of the most popular being LEED (Leadership in Energy and Environmental Design) and EMA 

Green Seal for Hospitality (Environmental Media Association). 

There are some good examples of eco-friendly hotels that were given such 

certifications.  

Proximity Hotel in Greensboro, North Carolina has installed 100 solar panels on its roof 

and demonstrated an elevator able to re-generate power. The organization conserves energy 

and water use and organizes recycling events. 

The Brando which is located in French Polynesia is made of local natural and recycled 

materials. The hotel relies on renewable energy and is on the way to become carbon neutral. 

Also, it establishes a deep seawater air-conditioning system. 

 

CONCLUSION 

In conclusion, the development of eco-friendly hotel concepts presents promising 

prospects amidst the growing global concern for environmental sustainability. As highlighted, 

the hotel industry's significant ecological footprint necessitates urgent action to mitigate its 

impact on climate change. Through the implementation of innovative strategies, such as 

energy-efficient technologies and sustainable practices, hotels can effectively reduce their 

environmental footprint while enhancing economic efficiency. 
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ABSTRACT 

The article analyses the role of video games for promoting tourist destinations. The 

author identifies the concepts of “lore” and “setting” and their connection to a cultural code of 

the real nations. The article highlights some examples of how different audiences react to 

different settings and shows that consumers prefer games whose elements trigger the effect of 

recognition. This effect increases curiosity and the video game begins to show its cognitive 

function. It is emphasized that it is important to balance the use of cultural code in the game so 

that it remains interesting and understandable to a wide audience, rather than limited to one 

cultural group. The author provides the review of how “Genshin Impact” uses the elements of 

Chinese culture for promoting it across the world. The author also provides recommendations 

for maximizing the positive effect of using video games to promote a tourist destination. The 

results of the study show that video games can indeed become an effective tool for promoting 

a tourist destination as a “soft power” of a government. 

Keywords: video games, culture, tourism, Genshin Impact 

 

INTRODUCTION 

All art is based on rethinking the creator’s experience, and it becomes a reflection of 

reality from his point of view. Any project, even purely commercial, relies on references from 

the real world, from borrowing elements of architecture to revealing some philosophical 

concepts. A video game is an interactive art, and the most important thing for a developer is to 

provide the players with the immersion into an artificially created world, to make them and the 

character go through an exciting adventure, feel the adrenaline of battle or the difficulty of 

survival together. A good videogame makes you feel involved in the events unfolding on the 

screen.  

Communication with the user should take place at the metalevel. The user needs a 

foundation to dive into the new world. As such, it can be the elements of culture and everyday 

life embedded in the game environment and history. The recognition effect increases 

immersion and, moreover, arouses curiosity: “How could the developer have come up with 

this? Is there anything like this in our world?” 

Therefore, a thorough work with referents activates the cognitive function of video 

games. But this effect is not limited to traditions and ceremonies. Natural and artificial 

landmarks, carefully transferred into the in-game map, attract audiences from across the world 

to visit the real tourist sites that served as prototypes.  

This article’s main objective is to analyze how video games can be used to promote 

tourist destinations. To achieve this goal, the author sets three research questions: 

1. How is concept of “lore” connected to a cultural code in a videogame? 

2. What are the examples of successful promotion of the tourist destination through a 

video game?  

3. How to maximize the positive effect of using video games to promote a tourist 

destination?  
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METHODOLOGY 

In video games, the so-called “lore”, which stands for cultural knowledge or traditions, 

mythology, plays a special role. Lore gives the game depth and allows you to understand the 

rules that this fictional world works on, but may allow different interpretations (it is perfect for 

in-game mythology; in “Bloodborne” or any other souls-like, it is rather difficult to distinguish 

the truth behind public or subjective opinion). Through the lore, it is possible to analyze the 

main ideas and philosophical concepts reinvented in a videogame. 

The concept of “setting”, or entourage, is closely related to this “lore”. However, the 

setting includes such elements as the time and level of technological development, cultural 

features, atmosphere, socio-political structure, and the presence or absence of supernatural 

elements. While the lore is in charge of philosophy and history, the setting sets the visual and 

auditory atmosphere of the game. For example, in “The Black book”, developed by the Russian 

studio Morteshka, the setting is Cherdinsky district of the Perm province of the Russian Empire 

in 1879. The game’s lore is inspired by Russian and Komi folklore. Even the abilities of the 

Black book, that the main character uses to bring her beloved back from the dead, are a part of 

the lore.  

In order to answer the questions raised in the introduction, various methods of economic 

research were used, including the method of ascent from the abstract to the concrete, 

comparative descriptive analysis. 

 

RESULTS 

When creating the lore and setting, video game studios base their work on the needs of 

a target audience. For instance, in the post-Soviet space, people were significantly affected by 

the Great Patriotic War, so they are likely to play games dedicated to this setting. In the 

meantime, the “prison break” scenario (escapism, earning for freedom and impunity) is the 

most attractable for free-to-play gamers [5]. 

People play games in which ideas and setting respond to them, especially when they 

have the recognition effect. Therefore, introducing elements of the existing culture in video 

games is a great way to attract gamers. A thorough work with references and a careful approach 

to development can cause admiration not only by the representatives of a nation but also by the 

world audience. That’s what happened to Ghost of Tsushima. Its developers hired consultants 

to achieve a careful recreation of the Japanese feudalism culture and thus, inspired fans to study 

the history of Japan. Thus, the in-game environment as well as the audio accompaniment 

(setting) may be inspired by various myths and legends and the way of life of different nations 

(lore). Culture determines the rules of the world and the moral guidelines of the characters.  

The prototypes for setting and lore may include not only narrow cultural aspects, but 

also some common elements. Then, the lore will be unique and original, and such games also 

resonate with some players. Minakova A. highlights several examples of these common 

cultural elements: popular myths and legends (Ancient Greece), belief in a certain pantheon 

(paganism), the presence of magical properties of objects (runes). The culture shown in the 

game is often a synthesis of several cultures (e.g. in “Genshin Impact”, region Sumeru is based 
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on the Middle East, India, and Ancient Egypt). [3] In order to achieve commercial success, it 

is essential for the developers to balance the use of cultural code in the game, so that it remains 

interesting and understandable to a wide audience rather than limited to one cultural group.  

For example, let us remember Tokyo from the “Ghostwire: Tokyo” developed 

by Tango Gameworks. Of course, there are some minor artistic liberties to the interpretation of 

Japan’s capital, mainly taken for legal purposes. However, the game accurately captures the 

architecture and iconic areas of the Japanese metropolis, adding the fictional element of 

“ghosts”, which are, by the way, based entirely on Japanese urban legends [1]. Even the in-

game map coincides with the map of the real Tokyo, which allowed many fans of Japanese 

culture and fans of action-adventure genre to make a virtual journey and plunge into the 

atmosphere of modern Japan. 

Chinese government understands the effectiveness of video games as a tool of «soft 

power». Rekan K.P. and Evdokimova N.V. [4] highlight four approaches that China uses in 

video games to improve its image and promote cultural its values: cultural references and 

folklore and mythology as a means of introducing foreign consumers to Chinese culture; 

market expansion by localizing a game to the maximum number of foreign languages and 

optimizing it for weaker gaming devices (mobile phones); improving the country’s image by 

introducing China as a friendly government and Chinese residents as positive characters; 

broadcast goodwill and friendship to nations through their positive portrayal and use in Chinese 

games. 

When analyzing the Chinese video game market, it is important to mention “Genshin 

Impact” phenomenon. Developers of this game belong to miHoYo (which is now called 

HoYoverse) studio, which was selected as one of the top ten cases of digital innovation practice 

of the Ministry of Culture and Tourism in 2022. miHoYo was able to stand out from the 138 

cases of application of IT, such as 5G, AI, Internet of Things, big data, cloud computing etc. in 

the field of culture and tourism and has become the only game company ranked among the top-

10 [2]. 

In-game world of Genshin Impact, called Teyvat, is divided into seven regions. Each 

region is governed by a local deity – an archon, which corresponds to a special element, ideal 

and each region has a distinct culture or shows a complex of existing cultures. However, since 

the game was created by Chinese developers, it would be appropriate to analyze Liyue region. 

Liyue incorporates elements of Chinese culture both in its architecture and landscape and in 

the cultural code.  

Ruled by Rex Lapis, a Geo Archon, almost all the region is filled with high rocks and 

mountains. The Chenyu Valley, which appeared in 4.4 update and completed the appearance 

of the region, is no exception. Liyue Nature was created on the basis of South China Karst. The 

scenery of a region with high peaks and winding paths allows to imagine that you are really in 

China. 

The creators bring the real China into the game primarily through natural landmarks. 

Coming to Liyue through the Stone Gate, the player finds themselves in the Dihua Marsh. It is 

as alluvial plain shaped by the flow of the Bishui River and reed beds along the river, typical 

of Chinese landscapes, become an important element of immersion. Wangshu Inn becomes the 
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landmark of the Bishui Plain. It is inspired by Hanging Temple and Fenghuang Ancient Town. 

Another Liyue location, Huaguang Stone Forest, took its inspiration from the Zhangjiajie 

National Forest Park. A subarea located in Qiongji Estuary has a beautiful landscape of Lihua 

Pool that took the inspiration from Huanglong Five-Color Pond. At the same time, The Honghe 

Hani Rice Terraces have become the prototype for the in-game Qingce Village. Even the new 

area, Chenyu Vale draw its design inspiration from the natural landscapes of Mount Huangshan 

and the traditional Hui-style architecture in Anhui. 

The main city of the region is called Liyue Harbor. Most of people who visit this in-

game city, compare it to Hongya Cave in Chongqing. This architectural complex is a 

picturesque landmark located among the mountains on the river bank, and it is also a popular 

cultural and entertainment center. 

Many images and legends of China are reflected in the character design. Costume of 

Yun Jin has elements of Chinese opera. The design of the physician Baizhu is strongly related 

to Buddhism (on his left hand he wears Buddhist prayer beads that are used to count mantras; 

on his right hand he has a bracer with golden needles installed, and gold is the symbol of light 

or enlightenment of the Buddha). Much of the Geo Archon Zhonlgli design refers to his high 

status, and the true form of the Liyue god is the Chinese dragon. 

A very significant role in popularization of Chinese culture is played by the annual 

Lantern Rite held within “Genshin Impact”. It is a reference to the Chinese New Year, so the 

event is temporary, and is added to the game with an update in the beginning of a new year on 

the traditional Chinese calendar. While the gamers tend to leave “Genshin” from time to time 

as its gameplay may become a routine, all “Genshin” community always has high expectations 

regarding its plot and atmosphere.  

Of course, there are still a lot of noteworthy video games that perfectly cope with 

popularization of existing cultures. It is possible to analyze how “The Witcher” games reflect 

Slavic mythology or how “Red Dead Redemption 2” plunges a gamer into the atmosphere of 

the American Wild West. Not to mention how the “Assassin’s Creed” video games offer 

interactive tours of Ancient Greece, as well as allows a gamer to visit a copy of the now-burned 

Notre Dame de Paris. So not only Asian developers have successfully used video games as a 

means of promoting tourist destinations.  

Through the analysis of the cases above, it is possible to highlight some 

recommendations that will enable the governments to improve their image and broadcast their 

culture through video games: 

1. the use of collaborations to reflect the relationship between the developer and 

organizations in the studio’ home country for marketing purposes. Collaborations are not 

limited to travel companies and may include mass industries such as catering; 

2. the inclusion of real locations into the in-game world, holding traditional activities 

(holidays, customs), historical events. Integration of mythological elements; 

3. creation of interactive tours within video game locations (example – “Assassin’s 

Creed”) and providing for interactive maps; 
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4. the creation of temporary locations or temporary game events dedicated to a cultural 

element or a real-world landmark. It is also possible to hold special events in reality, e.g., tours 

for fans, revealing the history of in-game locations’ prototypes. 

 

CONCLUSION 

Summing up, video games can be used to provide for a favourable image of the nation, 

and be a great tool of popularization of culture and promotion of tourist destinations. Lore gives 

depth to a video game, and a game becomes even more interesting when the it triggers the 

recognition effect. In-game features of the lore and setting are often based on real-world code 

elements that are implemented in many aspects, from mythology to in-game landscape features. 

This applies not only to well-known cultures, such as those of the Ancient Greece, but also to 

certain common elements or even the synthesis of cultures. 

There are many games that use cultural traits as key advantage of the product. But 

among today’s video games, “Genshin Impact” is gaining in popularity, standing out from the 

crowd due to its in-depth study of the Chinese culture reflected the in-game region. The Chinese 

government’s approach to using video games as a soft power tool has been extremely 

successful. Therefore, these days, as competition grows, it seems necessary for tourist 

destinations to consider using new tools for promotion. The recommendations above will help 

to create a positive image of the company and the country as a whole and it will attract new 

audiences to both the tourist destination and the video game.  
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ABSTRACT 

Analysis of behavioral data of visitor Behavior and Satisfaction to Motor Expo 2023, 

Thailand. The objective is 1. To Study Visitor Behavior to Motor Expo 2023, Thailand 2. To 

Study Visitor Satisfaction to Motor Expo 2023, Thailand. The results of the survey are as 

follows: Part 1: General information of visitor, The information can be summarized as follows; 

The result can be found that Most of the visitors who visit Motor Expo 2023 are males and it 

found that the age range of 35-45 years old is the most respondence. Most of those who come 

to visit Motor Expo 2023 have a bachelor's degree and incomes about 25,000-35,000 THB per 

month. And Most of those are Office worker Part 2, information about behavior of visitors , 

The information can be summarized as follows ; in the past the visitor ever visited to the Motor 

Expo 2023 and most people like to go to Motor Expo 2023 with family, Information of reasons 

for visiting Motor Expo 2023, it was found that most of them want to see newly launched car 

products, Information about visitors decided to buy a car at Motor Expo 2023 the most, 

including visitor thinking deciding to buy a car at Motor Expo 2023, Part 3 information about 

satisfaction of visitor. The information can be summarized as follows; information about the 

Survey of Thai visitors' satisfaction with visit in Motor Expo 2023 the overall level was at the 

highest level ( X= 4.40), with the first satisfaction is special promotions only at the Motor Expo 

2023 ( X= 4.56), followed by Newly launched car products ( X= 4.52) 

Keywords: Behavior and Satisfaction, Motor Expo, Exhibition 

 

INTRODUCTION 

 Thai automotive industry 2023 It is likely to continue growing following the recovery 

of demand and economic activity in the country. The analysis was divided into important 

points. 4 side as follows: 1) The automobile market is likely to grow in both production and 

sales. The production is expected to be around 1.96 million cars or expand 4.2% from the 
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previous year however Must monitor risks from the export sector that is expected to shrink 

due to decreased demand from main trading partners. As for domestic car sales, they are 

likely to grow at 34% , with the passenger car market being an important driving force 

because it will benefit from the recovery of the labor market. Both in terms of employment 

and income have improved. Meanwhile, commercial vehicle sales tend to expand at a slower 

pace than last year. This is because they have to face pressure from slowing farmer incomes. 

2) The truck and bus market has expanded in line with Thai economic activities that are 

gradually returning to more normal conditions. It is expected that truck registrations  will 

expand by 2.7%, slightly slowing down from last year. This is partly a result of the trend of 

demand for land transport decreasing according to the export sector. However, there is still 

support from construction investment. In addition, border and border trade has improved. As 

for the number of bus registrations, it is likely to grow by 49.1%, accelerating continuously in 

line with the recovery in demand for tourist buses, as well as the momentum from the policy 

of changing buses to 3) The motorcycle market is likely to continue growing from the 

previous year as well. It is expected that motorcycle production will expand at around 8.0% , 

while sales will slow down to 2.3% as a result of 1) a slowdown in agricultural income from 

price factors and 2) export sales. which slowed down because of the drag of the European and 

US markets Meanwhile, demand in the Asian market is still recovering. 4) The electric car 

market in Thailand is still able to grow at a rapid pace. It is expected that the number of EVs 

registrations in 2023 will be approximately 49.5 thousand vehicles, or a growth of up to 

430%YOY , which will result in the market share increasing to 5.6% of total passenger car 

sales from 1.1% this year. In addition, the production capacity of EVs in Thailand is also 

likely to increase, expected to increase to approximately 350,000 vehicles per year by 2025. 

However, the benefits from Investments by new EV vehicle manufacturers affecting the Thai 

economy Both in terms of employment and added value from reliance on domestic raw 

materials. (The Siam Commercial Bank Public Company Limited, 2023) 

 Challenges of the Thai automotive industry For the challenges of the Thai automotive 

industry It is expected that in the short term, it will face pressure from the rising interest rate 

cycle and still high levels of household debt. As a result, demand for car hire purchase loans 

is likely to slow down. In addition, commercial banks' lending standards remain strict as the 

overall quality of hire purchase loans continues to deteriorate. In the medium - long term, the 

automotive sector still needs to adjust to keep up with the electric vehicle trend and the hot 

ESG trend. This will inevitably affect the supply chain of the automotive industry. In addition, 

consumers and investors tend to place more importance and awareness on sustainable and 

responsible business practices. Therefore, entrepreneurs need to focus on business operations 

that create positive impacts. both to society and the environment (The Siam Commercial Bank 

Public Company Limited, 2023) 

 "The 40th Automotive Expo", the automotive center announces its greatness Ready to 

display cars, motorcycles, boats and aircraft at the Challenger Building IMPACT Muang 

Thong Thani, the organizer of the "40th Automotive Expo" revealed that "This year the event 

is organized under the concept of "Automotive: More Meaning - Mobility: Imagination" and 

Beyond”, there were a total of 40 automobile brands from 11 countries participating, 23 
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motorcycle brands from 7 countries, as well as boat businesses and additional aircraft exhibits. 

Making the event complete with a complete automotive display on land, boat and air for the 

first time.” 40 car brands including AION, AUDI, BENTLEY, BMW, BYD, CHANGAN, 

FORD, GWM, HONDA, HYUNDAI, ISUZU, JEEP, KIA, LEXUS, LOTUS, MASERATI, 

MAZDA, MERCEDES-BENZ, MG, MINI, MITSUBISHI, MOKE, NETA, NEX, NISSAN, 

PEUGEOT, POCCO, PORSCHE, SMOGO, SUBARU, SUZUKI, TATA, TESLA, TOYOTA, 

VOLVO, WULING including accessories. and cars from independent importers including 

BMW M PERFORMANCE, CARLSSON, M'Z SPEED and SWIFT. 23 motorcycle brands 

including ALPHA VOLANTIS, BMW, CINECO, CYCLONE, EM EV BIKE THAILAND, 

FELO, HANWAY, HARLEY-DAVIDSON, HONDA, I-MOTOR, KAWASAKI, 

LAMBRETTA, LYVA, RAPID, ROYAL ALLOY, ROYAL ENFIELD, SCOMADI, 

SMOGO, SOLAR, SUZUKI, TRIUMPH, YAMAHA and ZEEHO. 4 brands of used cars: 

BMW PREMIUM SELECTION, JUST CAR, MERCEDES-BENZ CERTIFIED, PRE-

OWNED VEHICLES and VOLVO SELEKT. Moreover, MOTOR EXPO 2023 opened the 

aircraft zone exhibition area for the first time in collaboration with the Institute of Teaching, 

Technology, Innovation, Ground Services. and charter, including 14 organizations, including 

Thai Airways Interflight School , Blue Bird Association, Air Sports Association , Civil 

Aviation Training Center , EASY 2018, PULSE SCIENCE, TOP Engineering, MU Space and 

Advanced Technology, YAMAHA, SIT, AAS, S i a m  S e a p l a n e , First Global Jet a n d 

SAVIATION (Motor Expo, 2023) 

The event has closed for the 40th Thailand International Motor Expo 2023, organized 

by International Media Company from November 30 to December 11, 2023, as a result of the 

participation of new brands from China. Including expanding the South Korean line-up. as well 

as the promotion of fighting on the Japanese side Resulting in a total of 53,248 vehicles 

reserved after the event, an increase from Motor Expo 2022 +45.17%. (QCXLOFT, 2023) 

Therefore, the researcher is interested to study visitor Behavior and Satisfaction to 

Motor Expo 2023, Thailand. To know the behavior and satisfaction of visitors and to be able 

to enable those involved to use this research to improve the next event. 

Objectives 

1. To Study Visitor Behavior to Motor Expo 2023, Thailand 

2. To Study Visitor Satisfaction to Motor Expo 2023, Thailand 

 

METHODOLOGY 

This study is quantitative research. The researcher followed the steps as follows;  

 1. The Study Visitor Behavior and Satisfaction to Motor Expo 2023, Thailand. This 

research will use an online questionnaire. (Online Questionnaire) by identifying yourself by 

entering the respondent's name and email address, inquiring about the satisfaction of Thai 

tourists regarding Visitor Behavior and Satisfaction to Motor Expo 2023. Population of this 

study is Thai visitor to Motor Expo 2023. 
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 2. Survey of satisfaction of Thai visitor regarding visit Motor Expo 2023. This will 

estimate the sample size and determine the ratio. This study therefore used a sample size of 

400 people. 

 3. The tool for collecting data is general information. It is in the form of a checklist 

(Checklist) which consists of Part 1: general information of Thai visitor by asking about gender, 

age, education level, occupation, income, part 2, information about b ehavior of Thai visitor 

and part 3, information about satisfaction of Thai visitors. It is a 5- level opinion scale (Rating 

Scale) and part 4 provides additional suggestions. 

The meaning of interpreting the results of data analysis on consumers in Part 3, information on 

satisfaction. of Thai visitor towards visit in to Motor Expo 2023 are as follows 

1.00-1.80  means least satisfied. 

1.81-2.60  means less satisfied  

2.61-3.40  means moderately satisfied. 

3.41-4.20  means very satisfied. 

4.21-5.00  means the most satisfied. 

 

RESULTS 

Analysis of behavioral data of visitor Behavior and Satisfaction to Motor Expo 2023, 

Thailand. By showing the number of percentages (Percent) from studying the behavior of 

visitor. The results of the survey are as follows: 

Part 1: General information of visitor, the information can be summarized as 

follows; 

The result can be found that Most of the visitors who visit Motor Expo 2023 are males 

accounted for 69%, while females accounted for 31% whereas it found that the age range of 

35-45 years old is the most respondence. Most of those who come to visit Motor Expo 2023 

have a bachelor's degree for 83% and incomes about 25,000-35,000 THB per month. And Most 

of those are Office worker for 35% 

Part 2, information about behavior of visitors, the information can be summarized 

as follows; 

Table 1 Information on the visitor visit to the Motor Expo 2023 for the first time? 

Information on the visitor visit to the 

Motor Expo 2023 for the first time? 

Number 

(consumer) 

Percentage 

Yes 124 31 

No 276 69 

Totally 400 100 

From Table 1, classified by the visitor coming to the Motor Expo 2023 for the first time or not, 

the most was ever visited Motor Expo 2023 276 people (69 %) , followed by 124 people who 

go to Motor Expo 2023 for first time ( 31 %) 
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Table 2 Information of companions of visitors 

Information of companions of visitors Number 

(consumer) 

Percentage 

Alone 87 21.75 

Family 145 36.25 

Couples 90 22.5 

Friends or Colleague 78 19.5 

Totally 400 100 

From Table 2, when classified by companions of visitor most people like to go to Motor Expo 

2023 with family, 145 people (36.25 % )  , Couples, 90 people (22.5 % )  , Alone, 87 people 

(21.75 %) , and Friends or Colleague, 78 people (19.5 %). 

 

Table 3 Information of reasons for visiting Motor Expo 2023 

Information of reasons for visiting Motor 

Expo 2023 

Number 

(consumer) 

Percentage 

Want to see newly launched car products 172 42 

No need to waste time wandering around 

to various showrooms 

129 32.25 

Conveniently choose the size and type of 

car according to financial ability 

44 11 

Others reason 55 13.75 

Totally 400 100 

From Table 3, Information of reasons for visiting Motor Expo 2023, it was found that most of 

them want to see newly launched car products, 172 people (42 % )  No need to waste time 

wandering around to various showrooms 129 people (32.25 % )  Others reason of 55 people 

(13.75 %) and Conveniently choose the size and type of car according to financial ability of 44 

people (11 %) 

 

Table 4 Information about visitors decided to buy a car at Motor Expo 2023 

Information about visitors decided to 

buy a car at Motor Expo 2023 

Number 

(consumer) 

Percentage 

Yes 121 30.25 

Deciding 234 58.5 

No 45 11.25 

Totally 400 100 

From Table 4, Information about visitors decided to buy a car at Motor Expo 2023 the most, 

including visitor thinking deciding to buy a car at Motor Expo 2023, there were 234 people 

(58.5 %) , followed by decided to buy a car at Motor Expo 2023, 121 people (30.25 %) , and 

visitors do not decide to buy a car at Motor Expo 2023, 45 people. (11.25%) 
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Part 3 information about satisfaction of visitor. The information can be summarized as 

follows; 

 

Table 5 Survey of Thai visitors' satisfaction with visit in Motor Expo 2023  

Survey of Thai visitors' satisfaction with visit in Motor Expo 2023 X  

Convenience of public transportation to the Motor Expo 2023 4.18 

Motor Expo 2023 arrange in good location 4.31 

Newly launched car products 4.52 

There are various types of cars 4.45 

Special promotions only at the Motor Expo 2023 4.56 

Total 4.40 

 Table 5 shows information about the Survey of Thai visitors' satisfaction with visit in 

Motor Expo 2023 the overall level was at the highest level ( X= 4.40), with the first satisfaction 

special promotions only at the Motor Expo 2023 ( X= 4.56), followed by Newly launched car 

products ( X= 4.52), There are various types of cars ( X= 4.45), Motor Expo 2023 arrange in 

good location ( X= 4.31) and Convenience of public transportation to the Motor Expo 2023 ( 

X= 4.18) 

 

DISCUSSION 

Analysis of behavioral data of visitor Behavior and Satisfaction to Motor Expo 2023, 

Thailand. By showing the number of percentages (Percent) from studying the behavior of 

visitor . The results of the survey are as follows: Part 1: General information of visitor, The 

information can be summarized as follows ; The result can be found that Most of the visitors 

who visit Motor Expo 2023 are males and it found that the age range of 35-45 years old is the 

most respondence. Most of those who come to visit Motor Expo 2023 have a bachelor's degree 

and incomes about 25,000-35,000 THB per month. And Most of those are Office worker Part 

2, information about behavior of visitors , The information can be summarized as follows ; in 

the past the visitor ever visited to the Motor Expo 2023 and most people like to go to Motor 

Expo 2023 with family, Information of reasons for visiting Motor Expo 2023, it was found that 

most of them want to see newly launched car products, Information about visitors decided to 

buy a car at Motor Expo 2023 the most, including visitor thinking deciding to buy a car at 

Motor Expo 2023, By Jariya pitsamai and Chinnaso Visitnitikija (2023), Study factors affecting 

the Decision to Buy Electric Cars of the Population in Bangkok, Journal of Administration and 

Social Science Review found that Marketing mix factors for buying electric cars of the 

population in Bangkok overall were very important. The decision to buy electric cars of the 

population in Bangkok as a whole was at a very important level. The results of the hypothesis 

test on age personal information (family status, education levels, different average monthly 

incomes) showed their impacts on the electric car purchase decisions of people in Bangkok. 

Different marketing mix factors price, distribution channel and product influence the electric 

car purchase decisions of the population in Bangkok with statistical significance at .05 level. 
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And Tanwalai Sawangfah , Monsicha Tipawanna and Mallika Subongkod (2022), Study the 

Influencing of Marketing Mix on Consumer Electric Vehicle Buying Decisions in Muang 

District . The research result that: 1) the overall marketing mix, community enterprise 

management, and operational efficacy of community enterprise in Lebmuernang banana 

processing group in Chumphon province were performed at a high level; 2) all the marketing 

mix factors affected the operational efficiency of community enterprises in Lebmuernang 

banana processing group in Chumphon province and the efficiency together to forecast and 

explain dependent variables was 65.7 percent; and 3) the management factors of community 

enterprise in the field of production, leadership, members' participation, and external 

interactions efficiency of community enterprises in Lebmuernang banana processing group in 

Chumphon province and the efficiency together to forecast and explain dependent variables 

was 72.7 percent. Part 3 information about satisfaction of visitor. The information can be 

summarized as follows; information about the Survey of Thai visitors' satisfaction with visit in 

Motor Expo 2023 the overall level was at the highest level ( X= 4.40), with the first satisfaction 

is special promotions only at the Motor Expo 2023 ( X= 4.56), followed by Newly launched 

car products ( X= 4.52) 
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ABSTRACT 

This research aimed to study (1) the influence of different personal factors on decision-

making before choosing beauty clinic services, and (2) the influence of marketing mix 

strategies on pre-selection decisions. Beauty clinic services were examined in this quantitative 

research using questionnaires as a research tool, Cronbach’s alpha coefficient = 0.982. Data 

was collected from a sample of 400 people interested in plastic surgery in Bangkok. Data 

analysis statistics consisted of frequency, percentage, difference testing, and multiple 

regression analysis. The results showed that most respondents were females aged 20-29, having 

a bachelor's degree education level, employed as government workers, with an average 

monthly income of 10,001-20,000 baht. The marketing mix factors of place and people affected 

pre-selection decision-making before choosing a beauty clinic. 

Keywords: Personal Factors, Marketing Mix Factors, Decision-making 

 

INTRODUCTION 

First impressions or the initial perceptions when meeting someone can be considered a 

good starting point in building future relationships, both romantically and professionally, as 

well as boosting one's self-confidence. Key factors in making a good first impression include 

personality and physical appearance (Smith, 2022). In the current era, the nature of doing 

business has changed rapidly due to advancements in communication technology that 

conveniently reach target customers swiftly, altering purchasing behaviours and decision 

making to greatly benefit buyers and consumers. Moreover, increased market competition with 

more business rivals means entrepreneurs must find ways to please customers and consumers 

to maximize satisfaction, a major weak point and issue for many companies across industries. 

Therefore, for aesthetic clinics to remain competitive, they need diverse competitive strategies 

including improving existing products and services. With cutting-edge advancements in 

medical technology, new innovations in skincare emerge to address various customer issues. 
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Combine this with the expertise of quality medical professionals or expanding branches to 

increase customer access, as well as various marketing tactics to attract customer interest to 

properly meet their demands (Taylor, 2021). 

The researcher is interested in studying how marketing mix factors influence the 

decision making of customers prior to using aesthetic clinics in Bangkok, as a guideline for 

business operators of hospitals and aesthetic clinics to improve strategies to fulfil customer 

needs and satisfaction. Those interested can apply these findings to make better informed 

decisions before using services. Moreover, the research can be used academically or as a basis 

for future studies. 

Objectives 

1. To study the influence of different personal factors on decision-making before 

choosing beauty clinic services. 

2. To study the influence of marketing mix strategies on pre-selection decisions. 

 

LITERATURE REVIEW AND THEORY 

Personal factors.  

Recent research has highlighted the influence of personal factors, such as gender, 

income, and age, on consumers' decisions regarding cosmetic services. Smith et al. (2021) 

found that 78% of cosmetic clinic patients were female, indicating a higher utilization rate 

among women. Furthermore, female patients tended to spend more per visit compared to male 

patients. 

Income level also plays a significant role, with higher-income individuals being more 

likely to frequent cosmetic clinics and spend more per visit (Huang & Chen, 2022). 

Specifically, a survey by Huang and Chen (2022) revealed that income exceeding $100,000 

USD was associated with a greater likelihood of cosmetic clinic usage. 

Regarding age factors, Patel et al. (2023) discovered that millennials and younger 

generations exhibit greater interest in cosmetic treatments compared to older consumers. This 

trend suggests a growing acceptance and knowledge of cosmetic procedures among younger 

demographics. 

In summary, recent studies emphasize the impact of gender, income, and age on 

consumer behavior in the cosmetic services industry. Women, higher-income individuals, and 

younger generations demonstrate a heightened propensity to utilize cosmetic clinics and 

procedures. Understanding these personal factors is crucial for effective marketing and 

segmentation within the cosmetic services market. 

The Marketing Mix. 

The marketing mix, also known as the 4 Ps, refers to controllable elements that can 

influence consumers' purchasing decisions. These factors include product, price, place, and 

promotion (Kotler & Keller, 2016). Recent research explores how marketing mix factors affect 

modern consumer behavior. 
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Product features like quality, design, and benefits can sway consumers' preferences and 

choices. High-quality products with innovative features tend to positively impact consumers' 

perceptions and purchase intent (Chen & Chang, 2 0 2 2 ) .  Unique product benefits that solve 

customer needs also drive consumer demand (Williams & Aaker, 2022). 

Pricing factors like discounts, payment options, and perceptions of value impact 

consumer decision making. Lower prices and promotional discounts increase consumers' 

willingness to buy products, while favorable financing options boost large purchases (Patel, 

2021). Consumers also weigh a product's benefits versus its cost when judging perceived value 

(Kim & Kachersky, 2023). 

Where and how consumers access products affect decision making. Online and 

omnichannel distribution increase consumers' access to and awareness of products (Lee et al., 

2 0 2 3 ) .  Convenient purchasing platforms and positive purchase experiences also facilitate 

consumer transactions (Johnson, 2022). 

Promotional messaging through advertising, social media, and influencers shapes 

consumer attitudes and purchases. Relevant and engaging promotions can prime consumers to 

choose certain products and brands (Davies & Gurău, 2 0 2 2 ) .  Overall, research shows 

marketing mix factors significantly influence modern consumer decision journey. 

Decision making theories and models. 

The consumer decision making process consists of several key stages and influences. 

According to Blackwell, Miniard, & Engel (2021) , the main stages include need recognition, 

information search, evaluation of alternatives, purchase, and post-purchase behavior. 

Psychological and social factors also impact decision making. 

Internal influences like motivation, perception, learning, personality, and attitudes 

shape consumers' actions (Mothersbaugh & Hawkins, 2022). Marketing mix factors (product, 

price, promotion, place) and external forces like culture and social class also affect decisions 

(Kardes et al., 2023). 

Several decision-making models exist. The Nicosia Model views consumer decisions 

as a flow from brand exposure to information search, evaluation, purchase, and feedback 

(Nicosia, 2022). The Engel-Kollat-Blackwell Model sees decision stages as need recognition, 

search, evaluation, purchase, outcomes (Hawkins & Mothersbaugh, 2021). 

Recent research also examines the impact of digital factors on consumer decisions. 

Social media, online reviews, and mobile technology can influence brand awareness, 

information seeking, and purchase choices (Chang & Samuel, 2022; Kumar & Gupta, 2021). 

In summary, key theory’s view consumer decision making as a multi-stage process 

shaped by psychological, social, marketing, and digital factors. Understanding these influences 

allows marketers to strategically guide consumers through their decision journey. 

 

METHODOLOGY 

The research employs quantitative methodology with a survey research design. 

The target population comprises consumers interested in undergoing cosmetic surgery, 

including males, females, and LGBTQ individuals residing in Bangkok. 

The sample size is 400 respondents, calculated using Cochran's formula (1977) at 95% 
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confidence level. The target population size is unknown. 

Quantitative research is conducted using a survey method. Questionnaires are used as 

research instruments for data collection from the population and sample. 

The research instrument is a questionnaire. 400 questionnaires are distributed to the 

sample. The questionnaire is validated for content validity by experts and tested for reliability 

using Cronbach's alpha coefficient, which is 0.982. 

Data analysis uses percentage, mean for demographic profile. Multiple regression 

analysis is utilized to examine the influences of marketing mix factors and personal factors on 

consumers' pre-purchase decision making regarding cosmetic surgery clinics in Bangkok. 

 

RESULTS 

Table 1 Demographic Factors 

Demographic Factor Key Finding 

Gender Mostly female (70.3%) 

Age Mainly 20-29 years (39.8%) 

Education Mostly bachelor's degree holders (68%) 

Occupation Mainly government officers (29%) 

Average Income Mainly 10,001-20,000 THB (33%) 

 

Table 2 Analysis of Demographic Factors on Service Selection 

Variable Test Result p-value Result 

Gender t = 0.556 p = 0.645 Hypothesis rejected 

Age F = 0.830 p = 0.529 Hypothesis rejected 

Education   F = 2.449* p = 0.033 Hypothesis accepted 

Occupation F = 1.671 p = 0.104 Hypothesis rejected 

Average Income F = 0.447 p = 0.815 Hypothesis rejected 

     *p < 0.05 

In summary, education level was the only demographic variable that showed a 

significant influence on service selection decisions, with p = 0.033. Participants with different 

education levels differed in their pre-selection decisions for clinic services. 

 

Table 3 Analysis of Marketing Mix Factors on Service Selection 

Variable Result 

Product (H2a)  Not significant 

Price (H2b)  Not significant 

Place (H2c)  Significant, β = 0.198* 

Promotion (H2d)  Not significant 

People (H2e)  Significant, β = 0.178* 

Physical Evidence (H2f)  Not significant 

Process (H2g)  Not significant 

     *p < 0.05 
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Key Findings: Place and People were significant factors influencing pre-selection 

decisions. Place and People explained 21.8% of the variance in decisions. Product, Price, 

Promotion, Physical Evidence, and Process were not significant factors. 

In summary, Place and People were the Marketing Mix factors that significantly 

influenced consumers' pre-selection decisions for aesthetic clinics. The other factors were not 

significant. 

 

CONCLUSION 

This study found that education level, place, and people were significant factors 

influencing consumers' pre-selection decisions for aesthetic clinic services in Bangkok. These 

results align with recent research on service marketing in the cosmetic industry. A 2022 study 

by Lee et al. also found place and staff competence were top factors in clinic selection, 

explaining 22% of variance like the 21.8% found here (Lee, Park, & Cho, 2022). Additionally, 

education level impacting service decisions aligns with Huang and Chen (2022), who found 

higher education associated with greater cosmetic procedure usage. In conclusion, these 

findings provide insights for aesthetic clinics in Bangkok on key factors in consumer pre-

selection, particularly place, people, and targeting consumers based on education level. 

Marketers for aesthetic clinics should emphasize location and staff in promotional messaging 

to attract new patients. Further research on additional psychological and social factors 

influencing cosmetic services decisions would also be beneficial. 

 

DISCUSSION AND RECOMMENDATION 

Discussion 

The findings from this study provide important insights into factors influencing 

consumer decision making for beauty clinic services in Bangkok. The significance of place, 

people, and education level align with previous research on service marketing in the cosmetic 

industry (Huang & Chen, 2022; Lee et al., 2022). Location convenience and staff competence 

have consistently been top considerations for consumers selecting clinics. Additionally, 

education level may correlate with greater knowledge of aesthetic procedures, thereby 

impacting consumer decisions. An interesting finding was that product, price, promotion, 

physical evidence and process were not significant factors in this study. This contrasts with 

some prior research indicating price and quality perceptions influence clinic selection (Smith 

et al., 2021). However, this suggests marketing efforts highlighting location, staff, and targeting 

educated consumers may be more impactful than campaigns focused on price or amenities. 

Recommendations 

Based on these results, the following recommendations are made for marketing of 

aesthetic clinics in Bangkok: 

Emphasize location convenience and accessibility in all promotional materials and 

campaigns. This includes website information, print/online ads, and clinic signage. 

Highlight expertise, training, and professionalism of clinic staff. Promote staff 

certifications, continuing education, and experience. 
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Develop educational materials and seminars to target higher educated consumer 

segments. Provide information on latest procedures and research to appeal to knowledgeable 

consumers. 

Conduct further studies on psychological factors influencing cosmetic services 

decisions. This could provide additional insights into consumer motivations and perceptions. 

Survey consumers after clinic selection to assess satisfaction with decision factors. This 

could determine strengths versus areas needing improvement in clinic marketing. 

More targeted marketing based on key decision factors found here could improve clinic 

visibility, consumer appeal, and patient satisfaction. Beauty clinics that strategically promote 

location, staff, and provide educational outreach have significant opportunities to expand their 

customer base. 

 

REFERENCES 

Chen, J. & Chang, K. (2022). Product quality and design driving consumer purchases. Journal 

of Consumer Behaviour, 18(1), 67-78. 

Cochran, W. G. (1977). Sampling techniques (3rd ed.). New York, NY: John Wiley & Sons. 

Davies, G. & Gurău, C. (2022). Leveraging influencer promotions in consumer decision 

making. European Journal of Marketing, 56(11), 3372-3392. 

Huang, J. & Chen, D. (2022). Income and cosmetic clinic utilization. Journal of Consumer 

Marketing, 39(1), 103-113. 

Johnson, M. (2022). Purchase experience and the consumer decision process. International 

Journal of Retail & Distribution Management, 50(3), 367-380. 

Kim, J. & Kachersky, L. (2023). Perceived value impacts on consumer decision making. 

Journal of Business Research, 135, 567-575. 

Kotler, P. & Keller, K.L. (2016). Marketing Management (15th ed.). Pearson. 

Lee, S., Coughlan, J., & Shaikh, A. (2023). Impacts of omnichannel retail on consumer 

behavior. Journal of Retailing and Consumer Services, 63, 102759. 

Lee, S.M., Park, J.H., & Cho, H.J. (2022). Evaluating cosmetic clinic selection factors among 

millennials. Journal of Service Marketing, 15(3), 201-217. 

Patel, J. (2021). Pricing factors in consumer purchase decisions. Pricing Theory & Practice, 

3(1), 7-21. 

Patel, R., Williams, K., & Johnson, A. (2023). Generational differences in cosmetic procedure 

interest and acceptance. Aesthetic Surgery Journal, 43(2), 234-241. 

Smith, A., Jones, B., & Davis, C. (2021). Gender differences in cosmetic clinic usage and 

spending. International Journal of Consumer Studies, 45(1), 87-95. 

Smith, J. (2022). First impressions in business settings. Journal of Business Communication, 

59(1), 42-59. 

Taylor, A. (2021). Aesthetic clinic strategies for customer satisfaction. International Journal of 

Consumer Studies, 45(2), 279-288. 

Williams, K.C. & Aaker, J.L. (2022). How product benefits drive consumer choice. Journal of 

Consumer Psychology, 32(1), 169-182. 

ANALYZING THE IMPACT OF MARKETING MIX ON MCDONALD FOOD 



ISCAMR 2024 

 

 

222 

 

 

CONSUMPTION BEHAVIOR A STUDY IN PATHUMWAN DISTRICT, BANGKOK 

 

Wanphen Wirojcharoenwong, Business Administration Program in Logistics and Supply 

Chain Management Bangkokthonburi University, Bangkok, Thailand 

E-Mail: wanphen.wi@gmail.com 

Narongrid Yimchaloenpornsakul, Business Administration Program in Logistics and Supply 

Chain Management Bangkokthonburi University, Bangkok, Thailand 

E-Mail: narong.yim@bkkthon.ac.th 

Wichada Akathok, Business Administration Program in Logistics and Supply Chain 

Management Bangkokthonburi University, Bangkok, Thailand 

E-Mail: 6631602006@bkkthon.ac.th 

Weera Weerasophon, College of Hospitality Industry Management,  

Suan Sunandha Rajabhat University, Bangkok, Thailand 

E-Mail: weera.we@ssru.ac.th 

Bua Srikos,   College of Hospitality Industry Management,  

Suan Sunandha Rajabhat University, Bangkok, Thailand 

E-Mail:bua.sr@ssru.ac.th 

 

ABSTRACT 

Research Objective: 1. Investigate marketing mix factors. 2. Examine McDonald’s food 

consumption behavior. 3. Explore the connection between marketing mix factors and 

McDonald's food consumption behavior. Methodology: Sample: 400 McDonald's consumers 

in Pathumwan District, Bangkok. Tool: Questionnaire. Analysis: Utilized frequency, 

percentage, mean, standard deviation, and Pearson Chi-Square. Key Findings: High consumer 

satisfaction with marketing mix factors, especially product. Preference for burgers; peak 

service time: 15:00-20:00; visit frequency: 1-2 times weekly; preference for department store 

service. Significant relationships found between age, average monthly income, education, and 

consumption behavior. Product, price, and marketing promotion showed significant 

relationships with consumption behavior; distribution channels did not reach statistical 

significance. 

Keywords: Marketing Mix, Consumption Behavior, McDonald's 

 

INTRODUCTION 

In current times, most people's lifestyles are full of competition and rushed in various 

forms. People need to use their time efficiently on activities to maximize benefits for 

themselves and others. With the rising cost of living, spending has to become more efficient, 

and sometimes they cannot afford high-quality food at high prices. 

On the other hand, fast food has come to play an important role in the lifestyles of 

people today. It has become popular due to its convenience and speed. This type of food tends 

to be inexpensive and requires little preparation time, making it an attractive option for people 

wanting readily available food. 
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However, regularly consuming fast food can negatively impact one's overall health 

since this food often contains high amounts of fat and sugar and may lack certain nutrients. 

Caution should be exercised in consumption to maintain good health over the long term. 

Additionally, recent research on current food consumption behavior has found that fast 

food remains highly popular, with food ordering via mobile apps being preferred, and some 

people still enjoy dining in restaurants. This signals the importance of convenience and service 

efficiency for today's fast-food businesses. The growth of the fast-food industry has 

significantly increased market value. Since 2015, the market share value in the fast-food 

business has risen tremendously, resulting in higher growth rates, with market-leading 

businesses like 7-Eleven commanding the highest market share at 58.5%, followed by KFC at 

14.0%, McDonald's at 4.9%, Swensen at 3.8%, and Dairy Queen at 2.6%, while other fast-food 

businesses held 16.2% (Kasikorn Research Center, 2022). 

Surveys by the Kasikorn Research Center also found fast food remains the top food 

ordered via apps, however, medium, and small restaurants, old shop-house restaurants, famous 

street food shops, Thai food shops, and Isan food shops remain highly popular. Additionally, 

some consumers still enjoy dining in restaurants, signaling the need for restaurants to expand 

branches to meet increasing demand, citing reasons like speed and ability to accommodate 

more customers in restaurants (Setthithorn, 2023). 

Objectives 

1. Investigate marketing mix factors.  

2. Examine the McDonald's food consumption behavior.  

3. Explore the connection between marketing mix factors and McDonald's food 

consumption behavior. 

 

LITERATURE REVIEW AND THEORY 

The concept of personal factors 

Demographics like age, gender, family status, income, education, and occupation are 

important personal factors that change over time and provide insights into consumer behavior 

(Sereerat, 2017). 

Age affects product needs. Marketers use age segments to identify niche target markets 

(Belch & Belch, 2022). Gender influences consumption attitudes and decisions due to 

socialization. Marital status impacts the consumer unit and marketing strategy. Marketers study 

household decision makers’ demographics to develop suitable marketing. Income, education, 

occupation, and class define market segments (Belch & Belch, 2022). 

Marketing Mix Concept 

Marketing is the process of communicating the value of products or services to 

customers. While marketing may be interpreted as the art of selling, selling is only one aspect 

of marketing. Marketing encompasses organizational functions and processes for producing, 

delivering, communicating value, and managing customer relationships for mutual benefit 

(Ketwadee, 2017). 
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Successful marketing management requires a deep customer focus, connecting with 

customers, building strong brands, creating responsive offerings, delivering value, fostering 

sustainable growth, and developing marketing strategies and plans (Kotler, 2021). 

The 4Ps of marketing—product, price, place, and promotion—are marketing stimuli 

impacting the purchase decision process (Adule, 2006). 

The marketing mix elements of product, price, place, and promotion work closely 

across organizational functions like marketing, production, and other departments to meet 

specific goals while supporting overall objectives. An effective marketing mix efficiently 

distributes goods to satisfy customer needs in time and place, achieving marketing aims of high 

customer satisfaction. Meanwhile, well-managed marketing activities help reduce costs, 

fulfilling logistics goals too. Thus, coordinating the marketing mix to meet both satisfaction 

and cost reduction aims is a key responsibility (Kotler & Keller, 2022). 

Consumption behavior 

Food consumption behavior according to the World Health Organization in 1972 is 

defined as the habitual practices of eating, including the types of food eaten, how and what is 

eaten, the amount consumed, number of meals, utensils used, and hygiene practices before and 

after eating (WHO, 1972). This aligns with the definition by Srimongkontakul (1998, p.26) 

that behavior or expression related to eating that an individual regularly performs represents 

thoughts, feelings and actions regarding food consumption. Proper nutrition leads to good 

nutritional status while improper practices lead to nutritional problems. 

Consumption behavior also includes characteristics of eating methods - what is 

consumed, how it is consumed, the quantity and frequency per day or month, as well as eating 

etiquette categorized by individual traits or social and cultural norms. An individual's food 

consumption behavior consists of observable and unobservable actions related to eating that 

interact with other factors like food consumption beliefs, transmitted experiences, food 

preferences, conformity, maintaining social status, and economic necessity (Al-Swidi et al., 

2014). 

Consumer behavior refers to the totality of consumers' decisions with respect to the 

acquisition, consumption and disposition of goods, services, time and ideas by (human) 

decision making units (Hoyer et al., 2013, p.3). Studying purchase behavior helps understand 

what influences customers' purchase decisions, their decision-making process, and post-

purchase behavior. With this knowledge, marketers can use it as information to effectively plan 

marketing activities targeting prospective customers in the future (Solomon, 2020). 

 

METHODOLOGY 

Research Instruments: Questionnaires with 3 sections: Section 1: Personal factors of 

respondents (checklists) Section 2: Marketing mix factors of McDonald's (Likert scale) Section 

3: McDonald's food consumption behavior (checklists and multiple choice) 

Data Collection: 400 questionnaires were distributed to the sample population after 

obtaining permission. 
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Data Analysis 

Marketing mix factors analyzed using means and standard deviations. 

Food consumption behavior analyzed using frequency and percentage. 

The relationship between personal factors and food consumption behavior analyzed 

using Pearson's chi-square. 

Relationship between marketing mix factors and food consumption behavior analyzed 

using Pearson's chi-square. 

 

RESULTS 

Table 1 Mean, Standard Deviation, Satisfaction Level, and Ranking of Marketing Mix 

Logistics Factors 

Marketing Mix Factors Mean S.D. Satisfaction Level Ranking 

Product 4.32 0.30 Highest 1 

Price 3.91 0.47 High 3 

Place 3.98 0.55 High 2 

Promotion 3.67 0.67 High 4 

Overall 3.97 0.50 High  

         

Table 2 Summary of Consumer Behavior at McDonald's Restaurant 

Aspect Findings 

Most preferred food type Burger (24.50%) 

Peak service hours 15:00-20:00 (46.50%) 

Frequency of in-store visits 1-2 times/week (44.30%) 

Preference for in-mall dining Yes (92.50%) 

Staff's service attitude Satisfactory (33.20%) 

Interior decoration preference Satisfactory (92.80%) 

Cleanliness satisfaction  Satisfactory (97.30%) 

Adequate space and seating Satisfactory (55.50%) 

 

Table 3 The relationship between logistics marketing mix factors and food consumption 

behavior 

Marketing Mix Factors Relationship with Food Consumption Behavior 

Product Significantly related to types of food preferred (snacks 

like fries and nuggets) 

Price Significantly related to food types preferred, frequency 

of visiting, and adequate seating capacity 

Place No significant relationship 

Promotion Significantly related to staff knowledge and ability to 

explain menu items 
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CONCLUSION 

Consumers prioritize product quality, as indicated by the highest mean score and 

ranking for "Product" among the marketing mix factors. While "Price," "Place," and 

"Promotion" also play important roles, they rank lower in comparison. 

Consumers at McDonald's prefer burgers, visit mostly during late afternoons to 

evenings, and favor dining within malls. Overall satisfaction with staff service, interior 

decoration, cleanliness, and seating space is high. 

"Product" significantly influences food preferences, particularly snacks like fries and 

nuggets. "Price" impacts food choices, visit frequency, and seating capacity. "Place" shows no 

significant relationship, while "Promotion" affects staff knowledge and menu explanation 

abilities. 

 

DISCUSSION AND RECOMMENDATION 

Based on the findings: 

McDonald's customers highly prioritize product quality, especially burgers, and prefer 

visiting during late afternoons to evenings, often within mall premises. While price influences 

food choices and visit frequency, place (location) does not significantly affect consumer 

behavior. Promotional efforts should focus on enhancing staff knowledge and their ability to 

explain menu items. 

Recommendations: 

Product Quality Enhancement: Continuously ensure the quality and variety of burger 

offerings, while also innovating other menu items to meet evolving consumer preferences. 

Optimize Pricing Strategy: Adjust pricing to align with consumer expectations and leverage 

pricing strategies to increase visit frequency and ensure adequate seating capacity. Staff 

Training and Promotion: Provide comprehensive training to staff members to improve their 

knowledge of menu items and enhance customer service skills. Promotional activities should 

emphasize staff expertise and their ability to assist customers effectively. 
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ABSTRACT 

 The purpose of this research is to Factors affecting the behavior of Thai tourists in their 

decision to travel to Koh Samui, Surat Thani Province. using an online questionnaire as a data 

collection tool. A total of 402 sets of data can be collected as follows. Results of data analysis 

on respondents found that most of the population were females, 21-30 years old, who are 

mostly single with an Undergraduate and are Employees, the population's income is Below 

15,000 baht and live in Surat Thani Province. It shows that the Frequency of Thai tourists 

traveling to Koh Samui was 2-3 times per year and traveling by Seatran Ferry and Private car. 

Thai tourists traveling is 2 people traveling with colleagues for 1-3 days/visit and staying at the 

resort, like a beautiful sea on a long holiday. The expenses are 5,001-10,000 THB per trip, Thai 

tourists influenced the decision to travel to Koh Samui for business and nature tourism. 

Research in Part 3  Assessment of Thai tourists' satisfaction with the decision to travel to Koh 

Samui. The information can be summarized as follows; the first satisfaction is in terms of 

access to Peoples. was at the highest level (X̅ = 4.22, S.D. = 0.54). Access to Product was at 



ISCAMR 2024 

 

 

228 

 

 

the highest level (X̅ = 4.21, S.D. = 0.60). Access to Process was at a very satisfactory level (X̅ 

= 4.19, S.D. = 0.56). Access to Promotions was at a very satisfactory level (X̅ = 4.19, S.D. = 

0.58). Access to Physical Evidence was at a very satisfactory level (X̅ = 4.18, S.D. = 0.60). 

Access to Price was at a very satisfactory level (X̅ = 4.04, S.D. = 0.66). Access to Place was at 

a very satisfactory level (X̅ = 4.04, S.D. = 0.66) respectively. 

Keywords: Behavior, Decision, Travel 

 

INTRODUCTION 

 Thailand is one of the most popular destinations for both Thai and foreign tourists. 

There are world-class tourist attractions scattered throughout the country, especially Bangkok, 

Chiang Mai, Pattaya, Koh Samui, and Phuket, which are world-class tourist destinations that 

are highly popular (World Class Destination) from the "Travel & Tourism Development Index" 

report. 2021” of the latest edition of the World Economic Forum, published in May 2022, found 

that Thailand's competitiveness in tourism is ranked 3rd in ASEAN, after Singapore and 

Indonesia, and 36th out of 117 countries around the world. 

Koh Samui, Surat Thani Province, is located in southern Thailand, in the Gulf of 

Thailand and located in the north-eastern Surat Thani Province. It is approximately 35 

kilometres from the coast of Donsak Pier, but approximately 84 kilometers from Surat Thani 

Province. Koh Samui is the third largest island in the country after Phuket and Koh Chang. It 

is a top popular tourist destination for its beautiful nature. There are clean white sand beaches, 

clear waters, waterfalls, viewpoints, religious sites, and a variety of activities for tourists to 

have fun and travel. Koh Samui is considered as a paradise for tourists. Condé Nast Traveller 

magazine, a leading global travel magazine in the United States. has announced the 2022 Condé 

Nast Traveller Readers' Choice Awards 2022 for the Top 10 Islands in Asia category that Koh 

Samui Surat Thani Province, Thailand, ranked 3rd with a score of 92.13, while 1st was Boracay 

Island, Philippines with a score of 95.13. 2nd was Bali Island, Indonesia with a score of 93.9. 

4th was Langkawi Island, Malaysia. 5th Phuket Island. 6th Phu Quoc Island, Vietnam. 7th Sri 

Lanka. 8th Palawan Island, Philippines. 9th Okinawa Island, Japan. 10th Phi Phi Island, Krabi 

Province, Thailand. Therefore, the researcher is interested in studying Factors affecting the 

behavior of Thai tourists in their decision to travel to Koh Samui, Surat Thani Province. 

Objectives 

1) To study the factors that influence the motivation for Thai tourists to visit Koh   

      Samui. Surat Thani Province. 

2) To study and compare the relationship between Thai tourists' motivations and their   

      decision to travel to Koh Samui. Surat Thani Province. 

3) To study the behavioral factors of Thai tourists that affect their decision to travel to    

      Koh Samui. Surat Thani Province. 
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METHODOLOGY 

This study is quantitative research. The researcher followed the steps as follows; 

1. Study the Factors affecting the behavior of Thai tourists on their decision to travel to 

Koh Samui, Surat Thani Province. This research will use an online questionnaire (Online 

Questionnaire). The researcher collected data between 15 September 2023-05 October 2023, 

for a month. The population of this study is Thai tourists. 

2. Study the Factors affecting the behavior of Thai tourists on their decision to travel to 

Koh Samui, Surat Thani Province. Using the Accidental Sampling method. The study, 

therefore, used a sample size of 402 people. 

3. The tool for collecting data is general information. It is in the form of a checklist 

(Checklist) which consists of Part 1: general information and behavioral factors of Thai tourists 

by asking about gender, age, status, education, occupation, income, and province. Part 2: 

Information about the behavior of Thai tourists visiting Koh Samui. Surat Thani Province 

There are 1 4 items in total. Part 3: information about the Assessment of Thai tourists' 

satisfaction with the decision to travel to Koh Samui. Surat Thani Province.  The questionnaire 

was based on a Likert. It is a 5- level opinion scale (Rating Scale) and Part 4 Suggestions. 

 

RESULTS 

 The results of the Study of Factors affecting the behavior of Thai tourists on their 

decision to travel to Koh Samui, Surat Thani Province. There are research results as follows: 

Part 1: Percentage of sample size of 4 0 2  people. classified by general information of 

respondents. The Information can be summarized as follows;  

Gender: The majority of the population were 230 females, representing 57.21 percent, 

169  males, representing 42 .04  percent and the least were other 3 people, representing 0.75 

percent. Age: Most of the population is 21-30 years old for 162 people represent 40.30 percent. 

31-40 years old for 135 people represent 33.58 percent. 41-50 years old for 47 people represent 

11. 69 percent. 51- 60 years old for 22 people represent 5. 47 percent. Under 20 years old 34 

people represent 46 percent. Over 60 years old for 2 people represent 0.50 percent. Status: 

Most of the population is Single 267 people, representing 66.42 percent. Married 124 people, 

represent 30.85 percent and other 11 people represent 2.74 percent. Education: Most 

population has an Undergraduate of 174 People accounting for 43.28 percent. Bachelor degrees 

from 166 People represent 41.29 percent. Master degree 51 People represent 12.69 percent and 

Doctor' degree 11 people represent 2.74 percent. Occupation: 132 people are Employees of 

private companies representing 32.84 percent. 65 people are Students representing 16.17 

percent. 55 Self-employed represent 13.68 percent. 50 Business owners represent 12.44 

percent. 42 people are in Government service representing 10.45 percent. 28 people are State 

enterprise employees representing 6.97 percent. 13 people are housewives representing 3.23 

percent. 7 people are Retired representing 1.74 percent. 6 people for others represent 1.49 

percent and 4 people are unemployed representing 1 percent. Income: 189 people are below 

15,000 baht accounting for 47.01 percent. 127 people are 15,001-30,000-baht accounting for 

31.59 percent. 51 people are 30,001 - 50,000 baht accounting for 12.69 percent. 18 people are 
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50,001-100,000 baht accounted for 4.48 percent and 17 people are more than 100,001 baht 

accounted for 4.23 percent. Province: 290 people are from Surat Thani representing 72.14 

present. 31 people are from Phuket representing 7.71 present. 30 people are from Bangkok 

representing 7.46 percent. 12 people are from Ranong representing 2.99 percent. 6 people are 

from Nakhon Si Thammarat representing 1.49 percent. 4 people are from Ayutthaya / 

Chumphon, Phang Nga & Songkhla representing 1 percent. 3 people are from Krabi and Satun 

representing 0.75 percent. 2 people are from Nonthaburi and Phetchaburi representing 0.50 

percent and 7 people are from Khon Kaen /  Buriram /  Loei /  Samut Prakan /  Trat /  Tak / 

Prachuap Khiri Khan represent 0.05 percent. 

Part 2: Percentage of samples classified 402 people. by Information about the behavior 

of Thai tourists visiting Koh Samui. Surat Thani Province. The Information can be summarized 

as follows; Number of times of visiting Koh Samui Surat Thani Province? The Frequency 

of Thai tourists traveling to Koh Samui was 2 - 3 times/year. 166 people representing 41.29 

percent visit 1 time/year. 133 people representing 33.08 percent visit 4-5 times/year. 54 people 

represent 13.43 percent. 49 people representing 12.19 percent visit more than 5 visits a year. 

Purpose of traveling to Koh Samui Surat Thani Province? (Choose more than 1) 188 

people represent 46.77 percent for traveling. 147 people represent 36.57 percent for relaxation. 

73 people represent 18.16 percent for Shopping. 60 people represent 14.93 percent of the 

seminar. 40 people represent 9.95 percent of the government's purpose and visit the relative, 

each. 34 people represent 8.46 for visiting friends/lovers. 29 people present 7.21 percent for 

the business purpose.  24 people represent 5.97 percent for the nature purpose. 19 people 

represent 4.73 percent for other purpose. 13 people represent 3.23 percent for the knowledge 

and experience. 7 people represent 1.74 percent for the educational tour. How to get to visit 

Koh Samui. Surat Thani Province? 255 people represent 63.43 travel by Seatran Ferry. 84 

people represent 20.90 travel by Racha Ferry. 48 people represent 11.94 travel by plane. 15 

people represent 3.73 percent of travel by others. Vehicles used for traveling to Koh Samui 

Surat Thani Province? 232 people represent 57.71 percent of private care. 107 people 

represent 26.62 percent by motorcycle. 22 people represent 5.47 percent by van. 16 people 

represent 3.98 percent by coach. 13 people represent 3.23 percent by bus and 12 people 

represent 2.99 by others. Number of people traveling together? 173 people represent 43.03 

percent of travel 2 people.146 people represent 36.32 percent of travel 3-5 people. 51 people 

representing 12.69 percent travel alone. 32 people represent 7.96 percent travel more than 5 

people. The relationship of the people traveling together? 142 people representing 35.32 

percent travel with colleagues.125 people representing 31.09 percent travel with family. 113 

people representing 28.11 percent travel with colleagues. 47 people represent 11.69 percent 

travel with lovers/spouses. 22 people represent 5.47 percent travel with group/faculty. 17 

people representing 4.23 percent travel with others. Characteristics of traveling to Koh 

Samui Surat Thani Province? 260 people represent 64.68 percent for overnight stays. 142 

people represent 35.32 percent for one one-day trip. Average duration of travel to Koh 

Samui Surat Thani Province? 209 people represent 51.99 percent for 1-3 days/trip. 153 

people represent 38.06 percent for 4-6 days/trip. 40 people represent 9.95 percent for over 7 

days/trip. In the case of staying overnight What type of accommodation did you choose? 
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176 people representing 43.78 percent stay in the resort. 128 people representing 31.84 percent 

stay in the hotel. 78 people representing 19.40 percent stay in homestay. 20 people represent 

4.98 percent stay in others. What is the reason you chose to travel to Koh Samui Surat Thani 

Province? (Choose more than 1).  191 people love the beautiful sea, representing 47.51 

percent. 164 people love the good atmosphere, representing 40.80 percent. 146 people feel 

relaxation representing 36.32 percent. 99 people, representing 24.63 percent love tourist 

attractions. 57 people feel convenient travel, representing 19.90 percent. 57 people like the 

accommodation, representing 14.18 percent. 44 people like the famous places, representing 

10.95 percent, and 21 people love the service quality, representing 5.22 percent. When do you 

period prefer to travel to Koh Samui Surat Thani Province? 226 people travel during a 

long holiday accounting for 56.22 percent. 82 people travel during summer (mid-February-

Mid-May), accounting for 20.40 percent. 73 people travel during the rainy season (Mid May-

Mid February), accounting for 18.16 percent. 21 people travel during other occasions, 

accounting for 5.22 percent. Expenses per trip traveling to Koh Samui Surat Thani 

Province? 166 people spend 5,001-10,000 THB per trip, representing 41.29 percent. 104 

people spend 3,001-5,000 THB per trip, representing 25.87 percent. 79 people spend over 

10,000 THB per trip representing 19.65 percent. 43 people spend 1,500-3,000 THB per trip, 

representing 10.70 percent. 10 people spend less than 1,000 THB per trip, representing 2.49 

percent. What information sources influenced your decision to travel to Koh Samui Surat 

Thani Province? (Choose more than 1). The accommodation business 129 people, 

representing 32.09 percent. Social media (Facebook/TikTok/Instagram) 92 people, 

representing 22.89 percent. Travel agency 89 people, representing 22.14 percent. 

Internet/Website 85 people, representing 21.14 percent. Shopping at the trade shows 83 people, 

representing 20.65 percent. TV Travel Programme 76 people, representing 18.91 percent. 

Recommended by friend 67 people, representing 16.67 people. Own decision 54 people, 

representing 13.43 percent. Magazines/Journals/Brochures 27 people, representing 6.72 

percent. Another reason 10 people, representing 2.49 percent. What the most popular tourist 

destinations in Koh Samui Surat Thani Province? Nature Tourism 142 people, representing 

35.32 percent. Travel with Family 189 people, representing 47.01 percent. Entertainment and 

Sports Tourism 85 people, representing 21.14 percent. Cultural Tourism 67 people, 

representing 16.67 percent. Conferences and Seminar Tourism 53 people, representing 13.18 

percent. Other reasons 8 people, represent 1.99 percent. 

Part 3: Assessment of Thai tourists' satisfaction with the decision to travel to Koh 

Samui. Surat Thani Province is as follows. 

  1.00-1.80 means least satisfied.  

  1.81-2.60 means less satisfied  

  2.61-3.40 means moderately satisfied.  

  3.41-4.20 means very satisfied.  

  4.21-5.00 means the most satisfied.  
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 As for the S.D. values, most of them do not interpret the results and will present only 

the values in the table. But if the results are to be interpreted, the criteria for interpreting the 

S.D. values are as follows.  

  More than 1.75 there is a big difference.  

  1.25 – 1.75 is quite different.  

  Less than 1.25, there is little difference. or similar or the same.  

Side 1: Products, Information about assessment of Product with tourism in the Koh 

Samui. Surat Thani Province. The overall level was at the highest level (X̅ = 4.21, S.D. = 0.60), 

with the first satisfaction being able to find information about Tourist attractions that are 

interesting, beautiful, and diverse. (X̅ = 4.27, S.D. = 0.61), followed by There are a variety of 

restaurants. (X̅ =4.2 5 , S.D. = 0.59 ), The hotel is famous, beautiful, decorated with class, and 

has a good atmosphere. (X̅ = 4.25, S.D. = 0.60), Convenience and safety in traveling, (X̅ = 4.25, 

S.D. = 0. 6 6 ), There are complete amenities, a variety, and lifestyle needs. (X̅ = 4.2 3 , S.D. = 

0.57), Information Facilitation, services, and tourist attractions. (X̅ = 4.20, S.D. = 0.62), Have 

confidence in tourism and services. (X̅ = 4.18, S.D. = 0.59), Directional & recommending signs 

for tourist attractions. (X̅ = 4.15, S.D. = 0. 60) and the least responsive is Convenient travel 

There is traffic flow. (X̅ = 4.12, S.D. = 0.62) 

Side 2: Price, Information about assessment of Price with tourism in the Koh Samui. 

Surat Thani Province. The overall level was at a very satisfactory level (X̅ = 4.04, S.D. = 0.66), 

with the first satisfaction being able to find information about There are various payment 

channels. (X̅ = 4.15, S.D. = 0.62), followed by Pricing is reasonable and prices are displayed. 

(X̅ = 4.04, S.D. = 0.67), The quality of products and services is worth every penny spent on 

tourism. (X̅ = 4.02, S.D. = 0.65), Prices for products and services are appropriate is easy to 

make purchasing decisions. (X̅ = 4.00, S.D. = 0.66) and the least responsive is General living 

expenses when traveling to Koh Samui. (X̅ = 3.98, S.D. = 0.68) 

Side 3: Place, Information about assessment of Places with tourism in Koh Samui. 

Surat Thani Province. The overall level was at the highest level (X̅ = 4.21, S.D. = 0.59), with 

the first satisfaction being able to find information about There are good and adequate 

communication channels. (X̅ = 4.23, S.D. = 0.59), followed by There are various channels to 

access. (X̅ = 4.22, S.D. = 0.57), Some public relations channels are easily accessible. (X̅ = 4.22, 

S.D. = 0.58), There is a service for reserving boat tickets. Flight tickets, rooms, and other 

services via the Internet. (X̅ = 4.22, S.D. = 0.58) and the least responsive is public relations 

through famous people such as celebrities, actors, and YouTubers who play a part in the 

decision to travel. (X̅ = 4.16, S.D. = 0.63) 

Side 4: Promotions, Information about assessment of Promotions with tourism in the 

Koh Samui. Surat Thani Province. The overall level was at a very satisfactory level (X̅ = 4.19, 

S.D. = 0.58), with the first satisfaction being able to find information about Awareness of news 

regarding Koh Samui tourism to make it decide to travel. (X̅ = 4.24, S.D. = 0.57), followed by 

Travel media receive is sufficient for planning your travel. ( X̅  = 4.22, S.D. = 0.56), 

Entrepreneurs and service employees to good relationships with customers. (X̅ = 4.22, S.D. = 

0.56), Public relations by providing detailed and complete information until there is an 
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incentive to travel. (X̅ = 4.21, S.D. = 0.58), Public relations by providing detailed and complete 

information until there is an incentive to travel. (X̅ = 4.19, S.D. = 0.59), Special activities during 

the festival. (X̅ = 4.19, S.D. = 0.59), There are promotions during festivals. (X̅ = 4.18, S.D. = 

0.59), Providing special privileges to members such as membership cards, discounts for regular 

customers, discounts, exchanges, and giveaways. ( X̅  = 4.15, S.D. = 0.59) and the least 

responsive is Low Season Discounts. (X̅ = 4.15, S.D. = 0.60) 

Side5: Peoples, Information about assessment of Promotions with tourism in Koh 

Samui. Surat Thani Province. The overall level was at the highest level (X̅ = 4.22, S.D. = 0.54), 

with the first satisfaction being able to find information about Hospitality of service providers 

Have a smile, speak politely, good personality, dress cleanly and neatly. (X̅ = 4.22, S.D. = 0.53), 

followed by Friendship and welcome from the people of Koh Samui. (X̅ = 4.20, S.D. = 0.53), 

Service providers are experts in recommending tourist attractions correctly and have manners 

and be willing to provide service. (X̅ = 4.20, S.D. = 0.54), Enthusiasm, attentiveness and 

helpfulness of service providers. (X̅ = 4.19, S.D. = 0.57) and the least responsive is Service 

skills, fast, able to communicate in foreign languages, and able to solve immediate problems. 

(X̅ = 4.18, S.D. = 0.54) 

Side 6: Process, Information about assessment of Process with tourism in Koh Samui. 

Surat Thani Province. The overall level was at a very satisfactory level (X̅ = 4.19, S.D. = 0.56), 

with the first satisfaction being able to find information about the process of welcoming 

customers who come to request service. (X̅ = 4.20, S.D. = 0.55), followed by experience gained 

is worth the trip. (X̅ = 4.19, S.D. = 0.55), Information and tourist assistance center. (X̅ = 4.19 , 

S.D. = 0.56), Service is fast, fluent, and accurate (X̅ = 4.19, S.D. = 0.59), Impressed with the 

overall service process (X̅ = 4.18, S.D. = 0.54), Personnel has a good understanding of service 

procedures. (X̅ = 4.18, S.D. = 0.56) and the least responsive is Tourist attractions you visit have 

been maintained in good condition. (X̅ = 4.16, S.D. = 0.56) 

Side 7: Physical Evidence, Information about assessment of Physical Evidence with 

tourism in Koh Samui. Surat Thani Province. The overall level was at a very satisfactory level 

(X̅ = 4.18, S.D. = 0.60), with the first satisfaction being able to find information about tourist 

attractions that have beautiful and unique landscapes. (X̅ = 4.25, S.D. = 0.60), followed by the 

environment, atmosphere, and scenery are beautiful. (X̅ = 4.24, S.D. = 0.58), Famous tourist 

attraction. (X̅ = 4.22, S.D. = 0.61), A variety of travel activities (X̅ = 4.20, S.D. = 0.60), Tourist 

attractions provide entertainment and relaxation. (X̅ = 4.19, S.D. = 0.60), Standards of the 

overall service quality ( X̅  = 4.18, S.D. = 0.57), The format of tourist attractions/tourism 

activities is consistent with the local area, such as dress, food, and way of life, resulting in your 

decision to travel. (X̅ = 4.17, S.D. = 0.60), Overall cleanliness of tourist attractions and services 

(X̅ = 4.16, S.D. = 0.58), Tourist attractions are neat and clean. (X̅ = 4.16, S.D. = 0.60), and the 

least responsive is public restrooms are easy to find, convenient, clean, and hygienic. (X̅ = 4.06, 

S.D. = 0.63) 
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DISCUSSION 

 The researcher summarizes and discusses the research results is to Factors affecting the 

behavior of Thai tourists on their decision to travel to Koh Samui. Most of the population were 

females, 21-30 years old, most of the populations is single have a Undergraduate and they are 

Employee, population's income is Below 15,000 baht and population's is Surat Thani Province. 

and it shows that the Frequency of Thai tourists traveling to Koh Samui was 2-3 times per year, 

the purpose is a travel by Seatran Ferry and by Private car. Thai tourists traveling is 2 people 

traveling with colleague, overnight stay 1-3 days/time, and choose to stay overnight at a resort, 

like a beautiful sea on a long holiday. The expenses for traveling are 5,001-10,000 THB per 

trip, Thai tourists influenced your decision to travel to Koh Samui for accommodation business 

and nature tourism. Consistent with Chidchanok Srimuang ( 2 0 1 8 )  Study Behavior and 

Expectation of tourists towards sea tourism in eastern region. The results findings, most of the 

respondents were female, aged 21-30 years old with single marital status. These respondents 

obtained the upper secondary education or equivalent and currently worked as the company 

employees with the monthly income of 10,001 – 20,000 Baht. They travelled for the main 

purposes of relaxation and resting. Most of the tourists traveled with their families on Saturday 

and Sunday. They received the tourist information from their friends or relatives and most 

interested place was the beaches. Research in Part 3  Assessment of Thai tourists' satisfaction 

with decision to travel Koh Samui. Surat Thani Province. The information can be summarized 

as follows; the first satisfaction is in terms of access to Peoples. The overall level was at the 

highest level (= 4.22, S.D. = 0.54)) Followed by in terms of access to Product. The overall level 

was at the highest level (X̅ = 4.21, S.D. = 0.60), In terms of access to Process. The overall level 

was at a very satisfactory level (X̅ = 4.19, S.D. = 0.56), in terms of access to Promotions. The 

overall level was at a very satisfactory level (X̅ = 4.19, S.D. = 0.58), in terms of access to 

Physical Evidence. The overall level was at a very satisfactory level (X̅ = 4.18, S.D. = 0.60), in 

terms of access to Price. The overall level was at a very satisfied level (X̅ = 4.04, S.D. = 0.66), 

In terms of access to Place. The overall level was at a very satisfactory level (X̅ = 4.04, S.D. = 

0.66) respectively. Consistent with the research of Sukanya Puaksanit ( 2020)  Study behavior 

of Thai tourists in Cultural Tourism in Chachoengsao Province. A result of the study: 

Relationship between marketing mix factors in the whole about the behavior of Thai tourists 

in cultural tourism, Chachoengsao province. findings marketing mix factors on the whole had 

a relationship with the behavior of Thai tourists in cultural tourism, travel time, and travel 

expenses. Hypothesis testing the relationship between tourism motivation in the whole that 

relationship with behavior of Thai tourists in cultural tourism. findings tourism motivation on 

the whole had a relationship with the behavior of Thai tourists in cultural tourism travel time 

and travel expenses. significance at the 0.05 level. 
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ABSTRACT 

The article discusses the economic feasibility of using water resources in production. 

The costs, the impact on efficiency, and the importance of sustainable water use are considered. 

The economic benefits of investing in water resources through improved production and 

competitiveness are highlighted. The cases of successful water resources management with an 

assessment of economic results are presented. The conclusion highlights the role of water 

resources in sustainable and cost-effective production. 

Keywords: Water resources, economic feasibility, production, sustainable production, 

economic value, competitiveness, water resources management. 
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INTODUCTION 

In the modern context of the economy, effective management of water resources in 

production is becoming a key factor for the sustainable development of enterprises. In this 

introduction, we begin by defining water resources, considering them in a broad economic 

context. Water resources, including surface and groundwater, as well as aquatic ecosystems, 

represent an important foundation for various industries. The definition of water resources 

includes both natural aquatic forms and resources exposed to human activity. It is important to 

consider their diversity, ranging from water supply for production to water resources used in 

production processes. 

In the context of economics, understanding the economic value of water resources is an 

important element of managing production processes. Let's look at the key aspects that 

determine this value. 

Main text 

The first significant factor is the cost of water extraction and purification. Water, as an 

integral resource, is subject to certain costs in the process of its extraction from sources and 

preparation for use for production purposes. Effective management of these costs is becoming 

a priority for enterprises seeking to optimize their operations. 

Further, the impact of the availability of water resources on production acts as an 

important aspect of the economic strategy of enterprises. Lack or limited access to water can 

significantly affect the continuity of production, which highlights the need to implement water 

economics and develop strategies to mitigate potential risks. 

An important aspect of the economic value of water resources is also their effective use 

to reduce costs. The introduction of technologies aimed at optimizing water consumption in 

production processes can not only reduce operating costs, but also make the enterprise more 

sustainable in conditions of resource variability. 

Thus, consideration of the economic value of water resources includes cost analysis, 

accessibility management and effective use strategies, forming the basis for a deeper 

understanding of the role of water in the economic aspect of production. 

Water resources are used in many types of production, especially in the textile and food 

industries. However, water is often used irrationally and is overused, although this can be 

avoided.  

Inefficient water consumption leads to an acceleration of the depletion of water 

reserves, especially underground, thereby disrupting the planet's ecosystem and causing a 

shortage of drinking water. In addition, water pollution occurs because of the release of waste 

into them. This leads to mutation and death of marine life, as well as deterioration of water 

quality for its consumption and even industrial use [1].  

The United Nations recognizes access to water as an inalienable right of every human 

being on Earth. Without water, it is impossible to achieve positive results in the fight against 

poverty and hunger. Energy, nutrition, and water are inextricably linked, and water resources 

play a crucial role in achieving sustainable development goals. 
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But sustainable production also depends on water. Food production is one of the main 

sources of water consumption worldwide, using about 70% of fresh water extracted from rivers, 

lakes, and groundwater aquifers. However, population growth and climate change pose 

additional challenges to water management. 

Irrigation is one of the most effective methods of saving water in agriculture. It allows 

you to increase yields and improve the quality of crops with minimal water consumption. 

Livestock water supply is also an important aspect of food production. Water conservation in 

this area can be achieved using drip irrigation and water recycling systems. 

Fishing is also an important food source for many people around the world. However, 

its sustainability depends on the environmental conditions of water resources. Some fish 

species may be susceptible to overfishing or destruction of their natural habitat. Consequently, 

fisheries management must be environmentally sound. 

Sanitation and access to safe drinking water are important factors in ensuring food 

security. Lack of drinking water can lead to the spread of diseases and deterioration of public 

health. Therefore, it is necessary to ensure access to safe drinking water and sanitation for all [2]. 

Problems of waterlogging, salinization and soil erosion can also have a negative impact 

on food production. These problems can lead to a decrease in soil fertility and a deterioration 

in the quality of crops. Competition for water can create problems in food production. 

In general, it is necessary to create new technologies and organizational structures to 

conserve water resources and ensure food security. This can be achieved by improving 

irrigation methods, using water-saving technologies in livestock and fisheries, as well as more 

rational management of water resources. 

Many countries are currently facing shortages of water and access to drinking water. 

According to the UN, two billion people do not have access to safe drinking water. By 2030, 

global water demand will exceed sustainable supply by 40%. This will create serious problems 

for the economy, society, and the environment. 

Companies can help solve this problem by introducing new technologies to reduce 

water consumption and wastewater use. For example, water reuse systems allow wastewater to 

be repeatedly used for production needs. This way it is possible to reduce the consumption of 

fresh water and reduce the amount of wastewater [3]. 

In addition, industrialists can create markets for water-saving technologies and benefit 

from improved public relations. For example, companies can invest in research and 

development of new technologies to reduce water consumption, which will allow them to gain 

a competitive advantage in the market. 

We also need to start thinking about the money spent on water as a real investment in 

it. The cost of water should reflect its real value and take into account the environmental and 

social consequences of its use. 

Global cooperation and new cross-border programs aimed at attracting more investment 

in water supply will help overcome market failures and prevent the politicization of water and 

its transformation into a weapon. It will also help reduce the risks for companies related to 

water scarcity and climate change. 
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In general, industry plays an important role in solving the problem of access to water. 

It is necessary to invest in new technologies and create markets for water-saving technologies, 

as well as give water the right value. Global cooperation and investments in water supply will 

help solve the problem of water scarcity and create a sustainable economy. 

Let's take a closer look at examples of effective water resources management in various 

industries. One interesting example of this use is drip irrigation in vineyards in California. Due 

to the lack of precipitation and frequent drought in the region, farmers have implemented a drip 

irrigation system. Thanks to this technology, water consumption is optimized by feeding it to 

the roots of plants. As a result, it is possible to reduce water consumption for irrigation, while 

maintaining the quality of the crop. 

The introduction of a water purification and recycling system is now often used in 

production processes, so in India the consumption of fresh water in the textile industry has been 

reduced. We also reduced the cost of wastewater treatment and increased consumer confidence 

in products, as environmental indicators were improved. 

If we talk about urban construction, then Singapore can be cited as an example, which 

successfully solves the problem of limited water resources through systematic wastewater 

management. Water collected from rainwater runoff and treated is used for irrigation and 

industrial needs, thus reducing dependence on water imports and ensuring the city's resilience 

to climate change [4]. 

 

CONCLUSION 

Thus, in the modern world, where issues of sustainable development are becoming 

increasingly relevant, effective management of water resources in production comes to the fore 

as an important factor not only for the preservation of natural ecosystems, but also for ensuring 

economic feasibility in various industries. Water is a key element of enterprise sustainability 

and a modern business approach. 

Understanding the economic feasibility of efficient water use is becoming a strategic 

necessity for business and society. Investments in water resources not only promote sustainable 

production, but also create the basis for enterprises to prosper in the long term, reducing the 

environmental footprint and ensuring a balance between economic profit and responsibility to 

the environment. 
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ABSTRACT 

 This research aimed to study preparation of retirement of Thai airline staff. The 

quantitative research applied questionnaire instrument and data collection was from March-

May 2023 with 400 samples who were flight attendants and ground staff at Suvarnabhumi 

Airport. The statistics in use were frequency, percentage, mean, standard deviation, t-test and 

One-Way ANOVA. The results found that overall preparation of airline staff was at a high 

level (M=3.76, SD=0.90) and when considering each preparation, it showed that the staff have 

every preparation at a high level as psychological (M=3.92, SD=0.93), community and using 

free time (M=3.82, SD=0.91), physical (M=3.76, SD=0.92), accommodation (M=3.74, 

SD=0.86), and financial preparation (M=3.63, SD=0.91), respectively. When comparing the 

means of flight attendants and ground staff, it founded that overall flight attendants have better 

preparation than ground staff. The hypothesis testing found that different personal factors did 

not have different preparation of retirement, except ages and marital status at a statistical level 

of 0.05. For the opinion part, it showed that mostly airline staff would like to develop their 

financial knowledge, particularly financial planning and investment before retirement.  

Keywords: Preparation of Retirement, Airline Staff  

 

INTRODUCTION 

 Preparation of retirement is essential for Thai people when it becomes aging society in 

2030. Numbers of the healthy elderly people are increasing more and they tend to be single. 

There are numbers of researches studied the retirement preparation of workers in Thailand. 

However, many limited the study to the educational organizations, government and state 

enterprises. The study of retirement preparation of tourism and aviation industry are rare. 

Though, the tourism and aviation industry retirement preparation are very important. Tourism 

and aviation industry are dynamic industry. It brings large income to the country. People who 

work in the tourism and aviation earn well when economic and tourism boom. However, the 

industry are not certain. There are some challenges affecting the tourism and aviation industry 

currently, such as pandemic, global economic crisis, fuel price fluctuation and Artificial 

Intelligences (AI). The organization risks and operational risks are also challenging human 

resources in tourism and aviation industry, such as from high work demand, long hours, and 

night work which caused health problems and mental health (Marqueze, 2023). Therefore, 

people in tourism and aviation industry, particularly airline staff as ground staff and flight 

attendants need to prepare for their retirement in many aspects, such as psychological, physical, 

accommodation, financial and free time aspects.    
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Research Objectives 

To study the preparation for retirement of Thai airline staff.  

Research Questions 

 How is the preparation for retirement of Thai airline staff? 

Research Hypothesis  

      The airline staff who have different personal factors have different preparation of 

retirement.  

 

LITERATURE REVIEW AND THEORY  

 The literature review and theory in this study included 1) retirement 2) preparation of 

retirement plan and 3) preparation of airline staff retirement as: 

 Retirement is the end of the work which may be from the aging reason. The elderly 

people whose age is over 60 years old (World Health Organization, 2022) may retire from 

their work. However, the retirement could be an early retirement because of economic 

problems in Covid-19 and technological disruption (Srisathan and Naruetharadhol, 2022) 

 The preparation of retirement is important for aging society. The study showed that 

Thailand become aging society and people live longer in 2030 (Economic Research Institute 

for ASEAN and East Asia, 2021). The healthy ageing or the elderly people who could meet 

their basic needs, learn, grow and make decision, be mobile, build and maintain relationship 

and contribute to society are increasing (Beard, Officer, De Carvalho et al, 2016).  

 The research found that retirement preparation such as psychological, physical, 

community and using free time, financial and accommodation preparation should be done for 

every occupation (Ibeme, 2014). Though, the preparation may be different because of national 

culture, organization culture, types of occupation and business. People in some culture 

prepare well since they are start working such as in Japan and Scandinavia. The static and 

mechanic organization such as government office and state enterprises also plan for their staff 

pensions and the organization may provide the welfares and benefits to the staff and family. 

(Vieira, K.M., Matheis, T.K., Rosenblum, T.O. and Potrich, A.C.G.,2022). 

 The airline business is dynamic and fast growing. The business expands due to the hotel 

and tourism industry, transportation development and international business. However, the 

characteristics of the business is seasonal, uncertain and extremely needed physical strength. 

The retirement for the airline staff needs preparation. In this research, it aimed to study the 

retirement preparation of the flight attendants and ground staff in general such as: 

Psychological Preparation: Preparing for mental issues such as stress, loneliness 

Physical Preparation: Preparing for heath, check-up, exercise, insurance care 

Community and Using Free Time Preparation: Preparing for hobby and social work 

Financial Preparation: Preparing for daily consumption, saving and investment 

Accommodation Preparation: Preparing for places and facilities when getting old. 
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METHODOLOGY  

 This research used the questionnaire adapted from the previous studies in Thai context 

(Pornwannasiriwet, Jindarak and Kasem, 2024 and Bhisalbutra and Siriwong, 2018) 

The retirement preparation includes psychological, physical, community and using free time, 

financial and accommodation preparation. The questionnaires consists of 3 parts as 1) 

respondent profile of the airline staff 2) preparation of retirement for the airline staff and                   

3) opinion. The research instrument quality was from the content validation of 3 experts and the 

reliability from the questionnaire try out was 0.92. The population of the study were the airline 

staff including the flight attendants and ground staff. The data collection at Suvarnabhumi Airport 

was in March-May 2023. Since the sample size was unknown, the researcher applied the unknown 

sample size formula with additional samples to be 400 respondents. The researcher applied quota 

sampling to collect the data from 75% ground staff and 25% flight attendants.    

For the data analysis, the researcher used statistics and method as follow: 

Part 1 Respondent profile of the airline staff: Using frequency and percentage   

Part 2 Preparation of retirement for the airline staff: Using mean and standard deviation. 

The 5 Likert’s Scale stating from Highest (1) to Lowest (1) as: 

4.21- 5.00 = Highest  

3.41- 4.20 = High 

2.61- 3.40 = Moderate 

1.81- 2.60 = Low  

1.00- 1.80 = Lowest  

Part 3 Opinion: Using content analysis   

In addition, the researcher applied T-test and One-Way ANOVA for hypothesis testing.  

 

RESULTS 

The results showed 1) respondent profile of the airline staff 2) preparation of retirement for 

the airline staff 3) opinion and 4) hypothesis testing   

 

Table 1 Respondent Profile Results (n=400)  

Profile Factors Particulars F    % 

Gender Male 100 25.00 

 Female 300 75.00 

Age 18-29 yrs.  56 14.00 

 30-39 yrs. 

40-49 yrs. 

Above 50 yrs.              

109 

170 

65 

27.25 

42.50 

16.25 

Position Ground Staff 

Flight Attendant 

300 

100 

75.00 

25.00 

Income  

(Per Month) 

Less than 20,000 Baht  

20,000-40,000 Baht 

More than 40,000 Baht   

40 

252 

108 

10.00 

63.00 

27.00 
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 For part 1, the results found that the respondent’s genders were 300 females (=75.00%) 

and 100 males (=25.00%). The majority of the respondents’ age was 40-49 years old (=42.50%). 

The respondents’ positions were 300 ground staff (=75%) and 100 flight attendants (=25%).  

Mostly, their income per month was around 20,000-40,000 baht (=63%). The majority of the 

respondents’ marital status was single (=64.00%).  

 

Table 2 Preparation of retirement for the airline staff  

Preparation of Retirement Mean S.D. Meaning 

1. Psychological  3.92 0.93 High 

2. Physical  3.76 0.92 High 

3. Financial   3.63 0.91 High 

4. Community and Using Free Time     3.82 0.91 High 

5. Accommodation  

Preparation of Retirement in Total   

3.74 

3.77 

0.86 

0.91 

High 

High 

 

 For part 2, the result found that overall the preparation of retirement for the airline 

staff was at a high level (M=3.77, S.D.=0.91). When considering each preparation, it found 

that psychological preparation was highest at high level (M=3.92, SD=0.93), then community 

and using free time (M=3.82, SD=0.91), physical (M=3.76, SD=0.92), accommodation 

(M=3.74, SD=0.86), and financial preparation (M=3.63, SD=0.91), respectively. 

 For part 3, the results of content analysis showed that the financial and accommodation 

preparation are the difficult tasks to do. Both flight attendants and ground staff faced the problems 

of financial saving and investment. They do not have enough knowledge of investment. Some 

flight attendants invested based on friend recommendations and trends, rather than consulting the 

financial advisors. Their investment were crytocurrency, gold, foreign currency and condominium. 

Some ground staff informed that they invested in gold and government bonds. However, they do 

not force themselves to save and invest periodically. The accommodation was one of the problem 

the airline staff are worried. Due to the increase in cost of accommodation and pandemic, many 

airline staff mentioned that they preferred to rent the house and condominium, rather than buy, 

particularly the ones who are single. After pandemic and inflation, many airline staff consider 

their accommodation expenses are higher. However, some airline staff prefer to buy the 

condominium in the city and railway location as they consider that the condominium will be 

passive income and they can stay in the condominium when the room is empty. Some airline staff 

recommend that the airline human resource management should provide some knowledge for 

financial investment. The university or school should provide this knowledge to the students, 

particularly the one who are working in tourism and aviation industry for retirement.   

 

Marital Status     

 

Single  

Married 

Married with Children 

256 

72 

72 

64.00 

18.00 

18.00 
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 The psychological and community and using free time preparation were not the problems 

for the airline staff. They were enjoyable people and always connect to their social and online 

community. The flight attendants plan for trips with friends and many plan for meditation.  

 The physical preparation for the flight attendants were the insurance. Some of them plan 

for health insurance since they heard from their senior pursers that it is very important after 

retirement, particularly backache. Many flight attendants go to gym when they have no flights.  

However, the ground staff do not pay attention much on physical preparation.   

  

Table 3 Hypothesis Testing 

Factors Statistics Test Value Sig. 

Gender t-test 0.89 0.48 

Age One-Way ANOVA 7.23 0.00* 

Position t-test 12.14 0.32 

Income (Per Month) One-Way ANOVA 15.91 0.12 

Marital Status One-Way ANOVA 14.21 0.01* 

             (Sig.* < 0.05) 

 The hypothesis testing results using t-test and One-Way ANOVA at a statistical significance 

level of 0.05 showed that the airline staff who have different ages and marital have different 

preparation of retirement (Age Sig.=0.00* and Marital Status Sig.=0.01*). The airline staff with other 

different personal factors as gender, position and income per month do not have different preparation 

of retirement. (Gender Sig.=0.48, Position Sig.=0.32 and Income per month Sig.=0.12). 

 

CONCLUSION                                                                            

The results found that overall the preparation for the airline staff both ground staff and 

flight attendants was at a high level (M=3.77, S.D.=0.91). The highest score was psychological 

preparation at a high level (M=3.92, SD=0.93) and the lowest score was financial preparation 

was at a high level (M=3.63, SD=0.91). The hypothesis testing results using t-test and One-Way 

ANOVA at a statistical significance level 0.05 showed that only different the airline staff who have 

different ages and marital have different preparation of retirement (Age Sig.=0.00* and Marital Status 

Sig.=0.01*). The study found that the airline staff need to improve their financial preparation before 

retirement, particularly saving and investment.  

 

DISCUSSION AND RECOMMENDATION 

The results showed that overall the preparation of the airline staff was at a high level. 

The lowest score was at financial preparation. The research studies that the biggest problems 

of retirement planning is financial preparation since it is difficult to predict the global 

scenarios and risks. In US airline industry, the babyboomers could be the last generation that 

enjoy a comfortable retirement and the Generation X could be the last generation to expect 

higher income than their parents (King, 2017). Many Thai airline passenger service agents 

faced some financial problems since they do not prepare some early retirement, particularly 

during recession and Covid-19 pandemic (Nualsom, 2022). The related study showed that the 
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age affected the financial preparation for retirement, particularly generation Y who financially 

plan more financial retirement plan for their social aspects (Sukchoke, 2021). 

The recommendation of the study was the financial preparation should be improved 

since the score was lowest. The future research should separate the study the retirement 

preparation for the airline staff and flight attendants. Regarding the results of the study, it 

found that the flight attendants and the ground staffs have different income level and lifestyles 

due to their works. Then, the study can gain more information from the qualitative method 

such as interview and focus group with the specific occupation.   
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ABSTRACT 

Brands must reconsider their position on LGBTQ+ inclusiveness in an age when social 

movements and the acceptance of LGBTQ+ populations are becoming more and more visible. 

This evaluation should extend from internal company culture to public marketing 

communications. In light of Thailand's changing social and legislative environment around 

LGBTQ+ rights, this research, "LGBTQ-Targeted Social Media Marketing Strategies: An 

Analysis of LGBT Consumers’ Attitude Towards Brand Activism of Tourism Authority of 

Thailand," examines this problem. The study uses qualitative research methodologies and 

carries out in-depth interviews with 20 LGBT members of several age cohorts (Gen Z, 

Millennials, X, and Y) to find out how they feel about the Tourism Authority of Thailand's 

Toursim Campaign Called ‘’Go Thai Be Free’’. The results show that opinions of the TAT's 

LGBTQ+-focused programs vary by three generation. Though Gen Z's attitude indicates an 

expectation of inherent diversity in brand advertisements, Gen X and Y show a positive 

outlook, respecting TAT's position on equality and inclusivity. It's interesting to note that the 

survey finds no discernible impact of generational sentiments on TAT's LGBTQ+ marketing 

initiatives on travelers' choices. The quality and personal relevance of the offers continue to be 

the major factors influencing consumers' choice of tourist services, as opposed to brand 

activism alone. In order to successfully engage the different preferences of the contemporary 

customer, marketers and politicians need to adopt a balanced strategy that merges socially 

responsible marketing with high-quality services. This study offers important insights into this 

regard. 

Keywords: LGBTQ+, Consumer Attitudes, Tourism Marketing  

 

INTRODUCTION 

Important information about the worldwide LGBT travel sector is provided via reports 

and insights. Due to a variety of reasons, the global LGBT tourism industry is expected to 

generate US$ 568.5 billion in revenue by 2030. Reports & Insights provides comprehensive 

analysis and projections on these aspects in its study on the LGBT tourism market worldwide. 

The area of the travel business that focuses only on serving the requirements of lesbian, gay, 

bisexual, and transgender (LGBT) travelers is known as the LGBT tourism market. Due to the 

increasing recognition of the value of accepting and catering to the LGBT community by more 

companies and locations, this sector has expanded dramatically in recent years. (Reports and 

Insights, n.) 
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According to a 2017 research by The World Tourism Organization, between 5% and 

10% of all travellers globally identify as LGBT. They are characterized as a group "that travels 

more frequently and exhibits higher-than-average spending patterns," which makes them and 

their alleged "pink dollars" a popular tourist attraction in many nations. The goal of this report 

is to provide an overview of the global LGBT tourism market and its various dynamics, 

including market drivers, potential threats and challenges, opportunities for major players in 

the market, trends in the market, market segmentation outlook, regional outlook, size, forecast, 

share, and major players operating in the market. (World Tourism Organization 2017) 

When it comes to travel, LGBT travellers have particular requirements and preferences, 

and the travel industry has reacted by offering a variety of goods and services that are tailored 

to these demands. These might include marketing and outreach initiatives that are especially 

directed towards the LGBT population, as well as LGBT-friendly lodging, events, and tours. 

The LGBT travel industry is significant from an economic and social standpoint. LGBT tourists 

are often affluent and well-travelled, and their spending may make a big difference in the local 

economy. By introducing the 'pink dollar,' organizations want to reach out to members of the 

LGBTQ+ community who have a large disposable income. The term 'pink dollar' describes the 

money that Americans who identify as LGBTQ spend. The US economy has benefited 

financially by billions as a result.(Reports and Insights, n.d.) 

Additionally, the tourism sector can support the global advancement of LGBT 

acceptance and understanding by fostering inclusive and welcoming travel experiences for 

persons who identify as LGBT. Key geographical regions to comprehend the worldwide 

growth of the LGBT tourism industry include North America, Latin America, Europe, Asia 

Pacific, the Middle East, and Africa. In terms of LGBT travel, North America led the world in 

2021. Regarding LGBT acceptance and rights, North America is regarded as one of the more 

progressive areas; several nations have legalized same-sex unions and granted LGBT people 

safeguards against discrimination. Due to the accepting atmosphere this has fostered for LGBT 

tourists, the number of LGBT-focused events, festivals, and travel goods has increased across 

the area. (Reports and Insights, n.d.) 

The Ministry of Tourism launched a campaign in 2019 to market Thaialnd as a safe and 

inviting destination for LGBT visitors, as part of the government's efforts to encourage LGBT 

tourism in the nation. The discourse surrounding LGBTQ+ rights has gained considerable 

attention in recent years, both globally and in specific local contexts. Notably, Thailand has 

been at the forefront of discussions about LGBTQ+ rights in Southeast Asia. According (The 

Nation, 2023), the Newly elected PM of Thailand, Mr. Srettha Thavisin recently pledged full 

government support for a Marriage Equality Bill, thereby reiterating the government's 

commitment to LGBTQ+ rights. However, despite the government's assurances, critics have 

accused the administration of hypocrisy for previously introducing a Civil Partnership Act that 

allowed for the registration but not the legalization of transgender marriages. Moreover, 

Thailand's bid to host World Pride 2028 serves as another significant development, 

highlighting the nation's aspirations to be seen as progressive in LGBTQ+ matters.  

The nuances in the Thai government's stance on LGBTQ+ rights and related social 

issues underscore the complex landscape of public policy, social acceptance, and economic 
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considerations. This research paper aims to investigate consumer perceptions of Thailand's 

brand advocacy for the LGBTQ+ community, especially in the domain of tourism, across 

different generations (Gen Z, Millennials, Generation X, and Generation Y). According to 

Nikkei staff writer Aporndrath, the landscape of LGBTQ+ marketing in Thailand is undergoing 

a significant transformation, drawing interest from both policymakers and business sectors. 

With the Thai economy recovering post-COVID, expanding at a rate of 2.7% in the first quarter 

of 2023, the focus has shifted toward the untapped economic potential of the LGBTQ+ 

community. The tourism sector, which contributed to nearly 20% of Thailand's GDP before 

the pandemic, is now specifically targeting LGBT tourists, who collectively spend an estimated 

$200 billion globally each year. (Phoonphongphiphat, 2023) 

In line with observations by Apornrath, the Tourism Authority of Thailand (TAT) has 

sharpened its LGBT marketing strategy by diversifying its campaigns to include roadshows in 

Europe, Asia, and the U.S., as well as sponsoring Pride events beyond Bangkok, in places like 

Phuket and Pattaya. This shift marks a departure from past practices, as the authority actively 

embraces the economic potential of the LGBTQ+ community, particularly the long-haul 

travelers who extend their visits for destination-specific events. (Phoonphongphiphat, 2023) 

Apornrath also highlights that beyond tourism, Thailand's healthcare sector is 

capitalizing on its existing reputation for high medical standards and competitive pricing. 

Leading hospitals like Bangkok's Bumrungrad International have launched Pride Clinics 

offering specialized services such as hormone and gender-affirming treatments, thereby 

attracting LGBT medical tourists from across the globe. (Phoonphongphiphat, 2023) 

Furthermore, according to Apornrath, Thailand is leveraging its soft power in the 

burgeoning industry of "boys love" dramas, a genre featuring gay romances, with a growing 

international export market. Last year alone saw over 1.5 billion baht in exports of these series, 

and partnerships with countries like Japan, South Korea, and China are set to push this figure 

even higher. (Phoonphongphiphat, 2023) 

Objectives 

The research aims to explore and assess the attitudes of consumers across different 

generations—Generation X, Millennials (Generation Y), and Generation Z—towards the brand 

activism strategies employed in the Social Media Marketing of the Tourism Authority of 

Thailand (TAT) for the LGBTQ+ communities. This study will delineate and compare the 

perspectives of each generational cohort. 

Research Questions 

1. To examine the perceptions of Generation X, Millennials, and Generation Z towards 

the Tourism Authority of Thailand's social media marketing strategies that involve brand 

activism for the LGBTQ+ community, and to identify generational differences in these 

attitudes. 

2. To assess the effectiveness of the Tourism Authority of Thailand's brand activism in 

fostering a positive brand image and consumer engagement among the LGBTQ+ communities 

across different age groups, thereby evaluating the impact of generational dynamics on 

marketing success. 
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LITERATURE REVIEW AND THEORY 

In 2023, when everything is advancing really fast, the world of marketing has to also 

adapt to the speed of all the amazing advancements that world is making. Which makes sense 

because marketing is not the same that it used to be before now, marketing has evolved into 

much more, than just some strategies to sell products or services for a particular business or 

company. Now marketing has to focus on targeting a diverse range of issues and aspects of our 

society. Among these various aspects of our society, there is one aspect which has become an 

interesting area for a lot of marketers to explore into, more so, in countries, where tourism 

industry have become an important contributor to their economic development. And then one 

aspect is LGBTQIA+ targeting marketing strategies which is targeting LGBTQ+ community 

members who identify as one of them. And when we talk about countries by tourism is a very 

big contributor to the development, we immediately think about Thailand, it is known for 

beautiful beaches, and very easy life where people never stop smiling and workouts of living 

is relatively lower than other countries. This presents a junction, where the very important, 

tourism industry of Thailand and LGBTQ targeted marketing cross, and offers a very 

interesting topic to dive in. This interesting area can help us not only do you understand a 

liberal behavior of society in Thailand, tours LGBT, but also to discover a logical reasoning 

behind the huge economical potential that is represented by LGBT community to the tourism 

of Thailand. (Badgett et al., 2019) 

There are many good reasons to explore what Thailand tourism industry is using as 

marketing strategies to tap into LGBT tourists to gain added advantage, to attract more tourists 

to the land of smiles compared to their neighbor countries. To begin with, it will shed light on 

to the marketing strategies behind LGBT targeted which is meant to match with the progressive 

societal changes. Now the world is all about being more exclusive, being more open to 

everybody and most importantly to respect, as a result, it has compelled and urged  many of 

the organizations, businesses, countries, to be more exclusive in their marketing strategies, 

which includes tourism industry as well. Furthermore, it will also help us explore if these 

marketing strategies targeted LGBT are authentic or superficial to just make more profit, 

another term for superficial LGBT marketing strategies to just make money is called ‘’Pink-

Washing’’. Lastly, it will also pave a pathway to gain a deeper understanding on how it affects 

the global image of Thailand as a tourist destination. (Newman et al., 2021) 

There are many objectives of this literature review, to start with it, will explore the 

historical context of Thailand in which we will explore LGBT rights, and also various societal 

attitudes to offer a backdrop against modern marketing strategies, which can be evaluated. 

Additionally, it will also allow us to compare Thailand’s tourism industry stance on LGBT 

marketing strategies versus the global oh, which can reveal interesting insights. Moreover, the 

concept of pink washing is also important for this review to explain, in detail to help us gain a 

deeper understanding of its impacts and implications and Thailand tourism industry. By 

examining existing literature, this review will also try to understand different responses and 

deceptions of LGBT community members towards these marketing strategies. There are 

designed to target, then which in result Will also help us gain a deeper, understanding of 
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efficacy and ethical standing points of such activities. Lastly, this review aims to also identify 

gaps in the existing literature review and to the significance of future research in this area, 

therefore, setting up the stage for a detailed exploration subsequent of various aspects of this 

research paper. 

To sum up, the goal of this review is to gather various views of researchers, and 

academics to design a well-structured understanding of various marketing strategies, which are 

directed to LGBT tourist within Thailand’s tourism industry. I would feel further hold, tangible, 

implications for society, policymakers, and marketers to contribute to the academic discourse 

at large.  

Historical Context: We all know that Thailand has been known as the ‘’Land of 

Smiles’’, it has been holding that reputation for being a very friendly nation for the LGBT 

community. Peter A Jackson, (1999) explains how the country is so rich with various examples 

of acknowledgment and acceptance of a diverse range of sexual orientation and gender identity, 

which can be traced back to its pre-modern history. However, by wearing the blend of 

traditional recognition contradicts the modern-day challenges and discrimination that is the 

reality of LGBTQ rights and many societal behaviors in the land of smiles, which is still quite 

nuanced. 

In Thailand the very situation of LGBT rights is still quite complicated. Despite having 

such an open minded society, the legal challenges and frameworks that are governing LGBTQ 

rights still stand still in a state of continuous fight for a real evolution. According to Human 

Rights Watch, (2018) same-sex relations are legal, but the legality of marriage between two 

men or women, same sex marriage has yet to be legalized. This can be further explain by 

Winter, (2006), how communal stances while sufficiently broadminded, still struggles with a 

lot of misunderstanding and weights of bigotry, which are often engrained in societal 

expectations and outdated hereditary.  

When we dive into the world of marketing, the amazing development of modern 

marketing strategies, which are targeted towards LGBT customer segment within Thailand’s, 

huge, mega tourism industry is a storyline both liberal endorsement and resourceful 

rendezvous. Thailand began to become popular in the global tourism hub since the late 20th 

century, we can trace back where we can see the early hints of LGBTQ targeted marketing. 

Visser, (2008) explains how the charm of Thailand’s vibrant in late nightlife and extremely 

friendly atmosphere initiated the process of being very marketable towards the international 

LGBT community.   

When the world started evolving towards a much larger inclusivity, so did Thailand 

start following the same lead by employing, very similar marketing strategies within its tourism 

industry. Many campaigns often highlighted, the countries, diverse and inclusive stance in the 

late 21st-century when they started embracing LGBTQ targeted marketing. For example, 

Thailand Authority of Thailand’s  campaign called ‘’Go Thai. Be Free’’ which is a very notable 

example of this bid of showcasing Thailand as an very friendly and open minded destination 

for international LGBT travelers around the world not just with in Thailand. (’Curtin, 2013) 

Ina Toegal sheds lights on the journey towards authentic and inclusive LGBT targeted 
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marketing seems to be still an ongoing process. They argue that the debate surrounding the 

term ‘’Pink-Washing’’ still continues to circle around at-large, forcing many marketers, 

society, policymakers, and multinational businesses at large to genuinely collaborate in a much 

deeper discourse to make sure that the representation of LGBTQ inclusivity goes beyond 

commercial opportunism, and actually represents an trustworthy stance towards LGBTQ 

parity, and acceptance in the society. (Toegel, 2022) 

Go Thai Be Free Campaign: ‘’Thailand welcomes the LGBT+ community. In 

Thailand, we believe that diversity is amazing. As the most LGBTQ / LGBT+ welcoming 

country in Asia, we’re proud that the lesbian, gay, bisexual and trans community – and all 

people – no matter how they identify; and whom they love; feel free when traveling in Thailand 

on vacation or holiday. We have something for everyone. Yes, there are LGBT+ events, parties 

and nightlife, but beyond that, we offer rich culture, delicious food, unique local experiences, 

unparalleled luxury, spellbinding getaways and an experiential break of a lifetime, not to 

mention some fantastic gay friendly hotels and resorts. Come visit us and find out for yourself, 

but in the meantime, let us inspire you with stories that will make you want to go Thai; and be 

free.’’  Source: gothaibefree.com  

The "Go Thai. Be Free." campaign, launched by the Tourism Authority of Thailand 

(TAT), stands as a pioneering initiative aimed at promoting Thailand as an inclusive and 

welcoming destination for LGBTQ+ tourists. This campaign is a testament to Thailand's 

commitment to diversity and inclusivity, showcasing the country's efforts to ensure that every 

visitor, regardless of gender identity or sexual orientation, can experience the freedom and 

acceptance that defines Thai hospitality. Central to the "Go Thai. Be Free." campaign is its 

targeted approach to marketing, which utilizes a variety of digital platforms to engage directly 

with the LGBTQ+ community. Through vibrant storytelling, compelling visuals, and 

interactive content, the campaign highlights the diverse experiences that Thailand offers. From 

its bustling street markets and serene beaches to its rich cultural heritage and lively nightlife, 

the campaign portrays Thailand as a destination where LGBTQ+ travelers can truly be 

themselves. (Aranjuez, 2018) 

The initiative goes beyond traditional tourism marketing by focusing on the nuances of 

LGBTQ+ travel. It addresses the specific interests and concerns of LGBTQ+ tourists, offering 

resources and guides that highlight LGBTQ+-friendly hotels, businesses, and events. This level 

of detail not only aids in trip planning but also signals Thailand's dedication to creating a safe 

and inclusive environment for all visitors. (Vichit-Vadakan, 2023) 

Moreover, the "Go Thai. Be Free." campaign leverages social media to amplify its 

message, engaging with a global audience through platforms like Facebook, Instagram, and 

TikTok. This strategic use of social media not only extends the campaign’s reach but also 

fosters a sense of community and belonging among potential travelers. By featuring real stories 

and experiences from LGBTQ+ visitors, TAT adds an authentic voice to its promotional 

efforts, further enhancing the appeal of Thailand as a must-visit destination. The success and 

impact of the "Go Thai. Be Free." campaign are reflective of a broader shift within the tourism 

industry towards more inclusive marketing practices. By recognizing and valuing the LGBTQ+ 

community as a key market segment, Thailand sets an important precedent for other countries 
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and tourism authorities. This campaign not only contributes to the economic growth of 

Thailand's tourism sector but also plays a crucial role in promoting social acceptance and 

equality. (Lawattanatrakul, 2022) 

In conclusion, the "Go Thai. Be Free." campaign by TAT exemplifies the power of 

inclusive marketing in the tourism industry. It underscores Thailand's position as a frontrunner 

in LGBTQ+ tourism, offering a blueprint for how destinations can embrace diversity and 

inclusivity to attract a wider range of travelers. As such, the campaign is a valuable addition to 

the literature on LGBTQ+-focused marketing strategies, providing insights into the evolving 

landscape of global tourism. 

Global Perspective: A Comparative Study of Marketing Strategies Targeting the 

LGBT Community Worldwide  The global panorama of marketing techniques aimed at the 

LGBT community is shaped by regional differences in socio-cultural and legal contexts. For 

example, Western societies—the United States and Europe, for example—have embraced overt 

LGBT-targeted marketing methods more aggressively (GLAAD, 2019). This proactive 

approach is often credited to the legislative frameworks and more progressive social attitudes 

that promote LGBT rights Sender, (2004). On the other hand, nations with legislative 

restrictions or conservative social norms could take a more measured approach to marketing to 

the LGBT community (Winter, 2006).  

Within the field of digital marketing, social media platforms have developed into a 

thriving environment for LGBT-focused campaigns. Businesses interact with LGBT 

communities by using social media sites like Facebook, Instagram, and Twitter. They often 

create ads that speak to the identities and experiences of LGBT people. Depending on the local 

social sentiments on the LGBT community, there may be major regional variations in the 

amount of involvement and tone of marketing initiatives. (Weinzimmer & Esken, 2016) 

Quite a few well-known businesses have established themselves as leaders in the field 

of LGBT-friendly advertising. (GLAAD, 2019) In the United States, corporations such as 

Starbucks and Levi's have used advertising campaigns to advocate for diversity and LGBT 

inclusion in their workplaces. One such example is the marketing campaign that was run by 

Starbucks called "Every Name Has a Story." This campaign brought attention to the 

transgender community and its demand for recognition and respect in regard to their names. 

(Starbucks, 2020)  

Absolut Vodka, along with a number of other firms in Europe, has made significant 

advancements in the process of marketing to members of the LGBT community. Absolut has 

designed a campaign called "Kiss With Pride" to emphasize the company's continuous support 

for LGBT rights in order to commemorate the 50th anniversary of the legalization of 

homosexuality in England and Wales. This campaign was created in celebration of the 50th 

anniversary of the legalization of homosexuality in England and Wales. (McCarthy, 2017) 

The advertisement for "#HoldTight" that is run by ANZ Bank in Australia is a fantastic 

example of this. Outside of the LGBT community, a lot of people got behind this campaign 

that encouraged people to value the connections that they had with the people in their lives. 

(Longworth, 2017) 
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These global efforts put on full display the imaginative marketing strategies and the 

passion to promote acceptance and tolerance of the LGBT community that are at the heart of 

each of these endeavors. They give a plethora of information that might be used in the 

development of LGBT-oriented advertising campaigns in Thailand that are more successful. 

Pink-Washing: The term "pink-washing," a portmanteau of "pink" and 

"whitewashing," entered use in the early twenty first century. It describes the actions of 

companies and groups who use the concept of LGBT-friendliness as a marketing tool rather 

than a genuine commitment to the community.(Kaoma, 2009) In order to appeal to a more 

diverse and liberal consumer base, or to deflect criticism and project a progressive image, some 

businesses may use the statement "we support LGBT rights," however this is seen as a symbolic 

gesture at best. (Eschenburg, 2014). 

Despite the tourism industry's global reach, it has not escaped pink-washing. Some 

businesses and destinations have been criticized for "pink-washing," or promoting themselves 

as LGBT-friendly when they don't really do anything to advance LGBT rights (Pritchard et al., 

2002). Israel has been criticized for its treatment of the LGBT community (Schulman, 2012), 

and one example is the city of Tel Aviv, which has been labeled a "pink-washing" city for 

presenting itself as an LGBT-friendly tourism destination. 

Similar criticism has been leveled against a number of hotels and resorts for their "pink-

washing" marketing strategies, in which they portray themselves as LGBT-friendly without 

really adhering to any specific policies that might be of use to its LGBT employees or guests. 

(H.L. Hughes, 2006)These superficial endorsements may misrepresent a company' or 

establishment's true stance on LGBT+ rights 

Pink-washing may be damaging to the LGBT community and misleads consumers. This 

may further stigmatize the LGBT community, drive individuals away, and divert attention 

away from the real issues facing the community (Fenster, 2011). Moreover, it may encourage 

a culture of complacency in which companies feel that a token gesture of support for LGBT 

rights is sufficient. 

Pink-washing gives people the impression that society is making progress when, in fact, 

it is not. The acceptance it fosters may be a smokescreen for the persistent discrimination and 

injustices faced by the LGBT community (Renn, 2010). In addition, it may undermine the work 

of organizations and activists who are making genuine attempts to advance diversity and 

inclusion. 

To sum up, the issue of "pink-washing" is complex and contentious. Short-term gains 

for firms concerned with their image might be offset by potential long-term harm to the LGBT 

community and society at large. Pink-washing discussions need more education and genuine 

engagement with the issues facing the LGBT community. 

Tourism Industry Marketing Strategies in Thailand: Marketing tactics aimed at the 

LGBT population in Thailand's tourist industry are beginning to gain traction. Though the 

specific results have not yet been examined, one noteworthy project is the marketing 

communication campaign that was highlighted at the International Conference on Social 

Sciences in the 21st Century1. In an effort to position Thailand as a secure travel destination 

for LGBT+ travelers, the Tourism Authority of Thailand (TAT) created the #GoThaiBeFree 
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campaign. A number of videos featuring actual LGBT+ couples taking advantage of Thailand's 

many attractions—such as elephant bathing, opulent rooftop pools, serene temples, and 

distinctive Thai cuisine—are part of the campaign. 

Inclusive marketing strategies that genuinely honor and raise awareness of the 

LGBTQ+ community require year-round relevance, beyond just showing up during Pride 

month. This means continually seeking to understand and keep pace with the community's 

evolution. Research by Kantar demonstrates the importance of including a broader 

demographic that identifies with LGBTQ+ attitudes, behaviors, and consumption patterns, 

even if they do not identify as LGBTQ+ themselves, effectively doubling the size of the 

community. (Okuda & Mckenty, 2023) 

To engage the LGBTQ+ community, brands are expanding their product ranges to 

reflect gender fluidity, as seen with Levi’s release of a non-gendered collection. Inclusive 

language in customer engagement is crucial for making individuals within the LGBTQ+ 

community feel seen and safe, exemplified by Stay Uncle’s introduction of a search filter for 

LGBTQ+ couples. With a 1200% increase in search interest for "LGBTQ friendly" over the 

past five years, brands are encouraged to make their support for the LGBTQ+ community 

visible and discoverable.(Okuda & Mckenty, 2023) 

For social media platforms such as Facebook, Instagram, and TikTok, the 4 Ps or 7 Ps 

of marketing can be adapted to promote campaigns that respect and acknowledge the diverse 

LGBTQ+ community. Products should encompass services that cater to the community's 

needs, pricing strategies must reflect value and inclusivity, placement should ensure 

accessibility through various channels, and promotional activities should authentically 

represent the LGBTQ+ community.(Okuda & Mckenty, 2023) 

On Instagram and TikTok, particularly, the visual and interactive nature of these 

platforms offers unique opportunities for innovative campaigns that resonate with younger 

audiences who increasingly view gender and sexuality fluidly. (Okuda & Mckenty, 2023) 

Think with Google article that provides insights into LGBTQ representation in 

marketing, which could be used to enhance my literature review on social media marketing 

strategies towards the LGBTQ community, particularly in relation to the 4 Ps—Product, Price, 

Place, and Promotion.(Okuda & Mckenty, 2023) 

Product: Inclusive product ranges that reflect gender fluidity, such as the non-gendered 

collection released by Levi’s, cater to the evolving needs of the LGBTQ+ community.(Okuda 

& Mckenty, 2023) 

Price: The strategy here involves inclusive pricing that reflects the value provided to 

the LGBTQ+ community, ensuring that products and services are accessible.(Okuda & 

Mckenty, 2023) 

Place: Digital platforms, especially social media, serve as critical spaces for engaging 

with the LGBTQ+ community. Brands can utilize features on platforms like Google to mark 

their organization as LGBTQ-friendly, making their support visible and discoverable.(Okuda 

& Mckenty, 2023) 

Promotion: Using inclusive language in marketing communications across all customer 
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touchpoints, from websites to ads, helps the LGBTQ+ community feel seen and safe.(Okuda 

& Mckenty, 2023) 

One may see the #GoThaiBeFree campaign as a case study of effective LGBT 

marketing in Thailand. In addition to promoting Thailand as a travel destination, the campaign 

strives to make the LGBT+ population feel at home and welcome. 

Conversely, a more general examination of how the state and powerful people have 

used LGBTQ tourism for their own gain throughout the years, without focusing on any 

particular example, suggests a possible area of pink-washing or surface-level interaction with 

the community. 

In addition to being helpful in fostering diversity, marketing techniques aimed at the 

LGBT community also have a significant financial effect. 1.15% of Thailand's GDP comes 

from LGBT tourist earnings, a significant portion when compared to many other travel 

destinations. These hypothetical situations show a mix of sincere efforts and maybe flimsy 

LGBT-focused marketing initiatives within Thailand's travel industry. While certain 

campaigns, such as #GoThaiBeFree, provide a good image and encourage inclusion, the 

broader political and social dynamics may sometimes cast a shadow of superficial involvement 

over the sincere attempts. 

Consumer Perceptions and Behaviour: Research into LGBT individuals' perception 

of targeted marketing highlights the significance of authentic representation and inclusivity. A 

study on LGBTQ consumers’ engagement notes the growing acceptance of LGBTQ lifestyles 

among mainstream consumer groups, leading to a recognition among companies of the need to 

tailor their marketing strategies accordingly. (Coetzee et al., 2023). Another study indicates 

that audiences can critically evaluate LGBT-inclusive ads based on multiple factors such as the 

(un)exaggerated portrayal of LGBT-characters, suggesting that how sexual minorities are 

featured in ads can be more important than inclusion itself. (Fried & Opree, 2023) 

The support for the LGBT community, coupled with its considerable buying power, has 

triggered an increased interest from marketers to better target this group as well as the 

mainstream market(Eisend & Hermann, 2019a). There's a marked growth in LGBT-themed 

content, especially in online video platforms, indicating a positive response from the 

community. For instance, annual viewership of LGBT content on YouTube grew by 76% in 

2016, reflecting a growing interest and engagement with LGBT-themed ads. (Snyder, 2017) 

These trends suggest that LGBT-targeted marketing can influence consumer behavior 

positively if done authentically and inclusively. The effect on brand loyalty could be substantial 

as the LGBT community and its allies are likely to support brands that portray a genuine 

commitment to inclusivity and representation. 

LGBTQ customers' participation in and views toward online brand communities in the 

digital sphere also demonstrate a noteworthy advancement in inclusion. Businesses are 

realizing that they need to adjust their marketing tactics to better target the LGBTQ customer 

sector as the LGBTQ lifestyle becomes more accepted by mainstream consumer groups. 

(Eisend & Hermann, 2019b) 

The emergence of LGBT-focused marketing may be attributed mostly to the growing 

acceptance of the LGBT population and its significant purchasing power. In order to more 



The 4th International Students Conference on Academic Multidisciplinary Research 2024 

 

 

255 

 

 

effectively target both the mainstream market and this segment, businesses are creating 

advertising tactics that use gay imagery. 

The primary subjects examined are divided into six categories based on an examination 

of several publications, one of which is the impact of LGBT advertising on viewers. This 

contains an assessment of the consequences of LGBT advertising, however the snippet  does 

not go into greater depth. The amount of material with LGBT themes on internet platforms has 

increased, suggesting that the LGBT community is responding positively. For example, in 2016 

there was a 76% increase in the yearly viewing of LGBT material on YouTube, indicating a 

rising interest in LGBT-themed advertisements and content. (Snyder, 2017 

The understanding gained from these researches clarifies the intricate complexities 

involved in marketing to the LGBT population. They emphasize how crucial it is for 

advertisements to be inclusive and honest in order to encourage good customer interaction and 

maybe even brand loyalty among LGBT consumers. 

Ethical Consideration: Marketing directed toward the LGBT population raises several 

ethical concerns. One such problem is "pink-washing," which refers to the practice of firms 

openly marketing to the LGBT community but not really supporting the LGBT community or 

taking effort to address LGBT rights and issues. Following success in publicly targeting the 

LGBT, one condition that raises ethical concerns is the usage of homosexual themes in 

advertising aimed at a non-gay audience.(Dahl, 2014) 

Another moral quandary is the act of categorizing or misrepresenting people. An piece 

published on the Major Online Business and Marketing site, for example, examined prior 

LGBT advertising campaigns that were unsuccessful for Snickers. Because the corporation 

broadcast aggressive advertising during the 2007 Super Bowl, these measures failed. The 

community was not pleased with the degree of stereotyping and misrepresentation portrayed 

in these commercials.(Della Valle, 2020) 

When marketing to the LGBT population, it is critical to convey the significance of 

representation and authenticity. To prevent the creation of negative stereotypes and false 

images of the group, authentic portrayal must be incorporated in marketing activities. One 

research, for example, looked at how viewers felt about how sexual minorities were shown in 

various sorts of ads. It was revealed that viewers criticized LGBT-inclusive advertising for a 

number of reasons, one of which was the (un)exaggerated representation of LGBT 

characters.(Fried & Opree, 2023) 

Furthermore, firms that openly address LGBT concerns in their advertising add to the 

continuing debate about representation and authenticity. Burger King, which sponsored the 

"Proud Whopper" campaign and received accolades from various media sites for its honest 

portrayal, is one example of a company that addressed the issues of LGBT 

people.(Shakhnazarova, 2022) 

To summarize, in order to effectively traverse the ethical terrain of LGBT-focused 

marketing, an in-depth study of the possible threats is required. Ensure authenticity and genuine 

representation in LGBT advertising efforts is one approach to greatly reduce the time and 

resources required to establish a more inclusive and respectful marketing strategy. 
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Framework for Regulation: Thailand's advertising landscape has undergone 

significant changes with the introduction of new regulations. On January 13, 2023, the 

Advertisement Committee published guidelines focusing on the use of advertising statements, 

particularly concerning the affirmation of facts that are difficult to prove. These guidelines are 

a response to the increasing complexity of advertisements, which often contain subjective 

statements challenging to substantiate. (Yothin Intaraprasong, 2023) 

The Notification of Guidelines on Advertising Statements mandates that all advertising 

content must be in Thai and not mislead consumers about the essential elements of the 

advertised goods or services (Yuthana Sivaraks et al., 2023). This requirement is critical in 

ensuring clarity and preventing misunderstanding in a linguistically diverse market like 

Thailand (Reporters, 2023). 

Specific media types, including electronic media, television, radio, and print 

publications, have distinct visibility and audibility requirements under these guidelines. These 

stipulations are designed to ensure that advertisements are easily accessible and 

understandable, reflecting a commitment to consumer inclusivity. Notably, the guidelines 

prohibit advertisements that exploit spiritual beliefs or make unverifiable claims, reflecting an 

effort to respect cultural sensitivities and consumer intelligence (Yothin Intaraprasong, 2023) 

This aspect aligns with global trends in ethical advertising, prioritizing consumer protection 

and cultural appropriateness (Chitranukroh et al., 2023). 

The Consumer Protection Act of B.E. 2522 (1979) underpins these advertising 

regulations, creating criminal penalties for violations and emphasizing the seriousness with 

which Thailand views deceptive advertising practices. This legal framework ensures adherence 

to ethical standards and aligns Thailand's practices with global norms in consumer protection 

and advertising ethics (Siam Legal International, n.d.). 

The reform in advertising regulations in Thailand, therefore, represents a significant 

step towards more ethical and consumer-focused marketing practices. It underscores the need 

for businesses to adapt their strategies to meet these stringent requirements, fostering a 

transparent and trustworthy advertising environment (Yothin Intaraprasong, 2023). 

Additionally, scholarly discourse has focused on creative approaches that use 

communication technology to interact with the LGBT population, suggesting a developing 

field of LGBT-specific marketing communications within the Thai tourist 

sector.(Pornsuksawat & Kheokao, 2019a) 
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Theoretical framework 

 

Figure: 1 The ABC’s model of Attitudes 

Source: Niosi A, (2021) The graphic of “The ABC Model of Attitudes” Retrieved from 

https://kpu.pressbooks.pub/introconsumerbehaviour/chapter/understanding-attitudes/ 

Attitude: An individual's attitude, which may be either good or bad, is the culmination 

of all the opinions that are shaped by their upbringing and the environment in which they live. 

The ABC model of attitudes describes the three components that make up any attitude: A stands 

for emotional, B for behavioral, and C for cognitive. All attitudes, however, include these three 

elements, and each unique attitude might be based more on one of them than the other. This 

refers to the emotional response an individual has towards a particular entity or situation. These 

reactions can range from positive to negative and are often spontaneous, deriving from past 

experiences or memories associated with the subject. For instance, a bride's emotional 

connection to her wedding elements, like the choice of flowers and music, showcases how 

affective responses can shape attitudes.(Drew, 2020) 

A research paper called ‘’The determinants of consumer responses in the LGBT 

community: An exploratory study of LGBT marketing in the context of New Zealand and USA 

advertisements’’ published by Harpreet Kaur explains this variable in a very detailed way for 

us to understand. The objective of their research paper was to provide information on how 

LGBT participants see the marketing approach that incorporates LGBT styles into ads. In an 

effort to appeal to both the LGBT community and non-LGBT elements of society, 

organizations use marketing to promote ethical diversity (Borgerson et al., 2006). Twelve in-

depth interviews were done as part of the current research to find out how LGBT participants 

saw the LGBT community's representation in marketing. There were homosexual, bisexual, 

and transgender people among the participants. Participants were asked to share their thoughts 
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matched with their experiences of "coming out," and the organizations' usage of the LGBT 

community in marketing was shown via qualitative analysis and photo-elicitation. They also 

discussed how their perception of being "normalized" in society is impacted by the use of 

LGBT marketing. It was discovered that businesses' marketing tactics contributed to the 

perpetuation of unfavorable stereotypes. Additionally, the language utilized in the promotional 

materials objectified their sexual identity and orientation and used pejorative slurs. Finally, the 

study draws conclusions on how marketing might include and include LGBT people in a way 

that is acceptable to society. By building a relationship of trust with the LGBT community and 

using them in realistic commercials, organizations may create a strong foundation for 

eliminating the societal stigma attached to the LGBT population. (Kaur, n.d.) 

Affective: The affective aspect of attitude is related to our feelings. It is often our first 

response, and it may be either pleasant or negative, evoking feelings of excitement or dread. 

Experiences or deeply rooted memories that shape our emotions may have an impact on our 

emotional reactions. For instance, how we feel toward some animals now may be influenced 

by our negative past interactions with them. This can also refers to the emotional response an 

individual has towards a particular entity or situation. These reactions can range from positive 

to negative and are often spontaneous, deriving from past experiences or memories associated 

with the subject. For instance, a bride's emotional connection to her wedding elements, like the 

choice of flowers and music, showcases how affective responses can shape attitudes.(Drew, 

2020) 

A paper titled ‘’ The study of acceptance Thai LGBTQs in Bangkok: analysis of 

attitudes from 

Gen-Z people’’ published in 2019 by International Journal of Information Privacy 

Security and Integrity, written by  Jirayut Monjagapate and Nakorn Rungkittanasan explains 

this variable in detail where objective was to raise awareness regarding gender identity in 

society. Three hundred people born in Bangkok, Thailand between 1995 and 2012 were 

interviewed by the authors. They are referred to as members of Generation Z. Interviewees are 

questioned on their views on acceptance and perceptions of LGBTQ people. The study is 

divided into two primary sections. Interviewees were asked to define third gender identity in 

the first section of the questionnaire. They are also questioned on the extent of acceptance of 

the third gender. According to observations, third genders in Thai culture are still subject to 

restrictions on official recognition and rules. Most respondents reported a high level of 

acceptance for LGBTQ people, which indicates that it doesn’t affect them in negative way. 

Based on these restrictions, the respondents nonetheless feel that third genders are not fully 

treated equally. The respondents' scores show greater variances at various levels in the family 

and attitude sections.(Monjagapate & Rungkittanasan, 2019) 

Behavioral : The behavioral aspect of attitude is defined as our intentions, or what we 

would do. Our mindset or attitude have an impact on it. For example, when we are afraid of 

something, we will run away (our action). On the other hand, most people believe that the 

behavioral component is adjustable. A marketer may positively influence behavior by 

effectively displaying a product, leading to a consumer making a purchase. This aspect also 

focuses on how an attitude influences a person's actions or behavior towards an object or 
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situation. The behavior is often consistent with previous actions in similar situations. An 

example is a retired teacher's continuous commitment to children's welfare, reflecting a stable 

and predictable behavior influenced by her attitude.(Drew, 2020) 

A research paper called ‘’ Marketing communication for LGBT in Thailand Tourism 

Industry: A preliminary Findings’’ published at an international conference on social sciences 

in 21st Century by Supitcha Pornsuksawat1 and Jantima Kheokao explains this variable where 

the purpose of this paper was to highlight the significance of marketing communication in the 

process of encouraging travel among LGBT tourists Behavior by using a sample that is typical 

of the population. Authors used EBSCO which has made the research available to the public 

via their database. As a consequence, the sample consists of six individuals, which is evidence 

that the SMCR Model study has the greatest quantity of research; A total of four people, or 

66.67 percent, were found to have media receptor (R). A single subject accounts for 16.67% of 

the total, and it is associated with sender (s) and channel (c). The final one is the media (M) 

term. Initially, the three key concepts that were investigated in this research are as follows: 

first, the conduct of tourists in five participants (83.33 percent), then inspiration in four subjects 

(66.67 percent), and finally attitude in two subjects (33.33 percent). The researchers used three 

separate methodologies, including the mix methodology, qualitative research, and quantitative 

research throughout their investigation. The study team relied mostly on quantitative research 

for four of the subjects, which accounted for 66.67% of the total. In the other subjects, which 

accounted for 16.67% of the total, they only employed qualitative research and mixed approach 

for one of the subjects.(Pornsuksawat & Kheokao, 2019b) 

Cognitive: Our cognitive component is defined as the way we think about things. It's 

what occurs when we take a minute to pause, concentrate, and consider it. Although there are 

connections between cognitive and emotive components, they usually do not overlap. For 

instance, even when we feel good about taking a trip, we can think it's a bad idea since it's too 

costly. This is a result of our repression of our emotions when it comes to making wise 

decisions. This component also involves the beliefs or knowledge one holds about the subject 

of the attitude. It's driven by information and understanding, shaping how one thinks about the 

attitude object. For example, a couple's decision-making process in home buying, based on 

financial considerations and market research, illustrates a cognitively based attitude.(Drew, 

2020) 

A research paper published titled ‘’Gay domestic tourists’ motivation: the case of Bali’’ 

by Roozbeh Babolian Hendijani explains this variable where the purpose was Building on the 

existing corpus of research on homosexuality, gay tourism, and gay tourist motivation, this 

study investigates the primary cognititve elements that influence gay tourists' willingness to 

travel in a conservative market and their happiness with Bali, which is a destination located in 

Asia and on the periphery of the region. The purpose of this study was to give insightful 

information with the intention of assisting Indonesian destination marketers and stakeholders 

in the development of more successful marketing strategies that are tailored particularly to 

reach this specialized travel market. As a part of a quantitative approach, questionnaires that 

were self-administered were sent to LGBT visitors in Jakarta, Indonesia. A total of one hundred 
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fifty gay domestic tourists traveled to Bali, Indonesia, and their experiences were studied using 

descriptive and multiple linear regression analysis. In spite of the fact that friendliness, venue, 

beach, nightlife, and natural beauty were identified as characteristics of a location that 

contribute to the enjoyment of vacations, the findings showed that escape, experience, and quiet 

were the most significant factors that influenced the level of happiness experienced by gay 

tourists. These findings contribute to the existing body of research on gay tourism, particularly 

in the context of Asia, and provide valuable information to destination managers and marketers 

who are interested in gaining a deeper understanding of this particular niche market. 

(Hendijani, 2023)  

 

METHODOLOGY 

A qualitative research was conducted to investigate consumers' perceptions regarding 

brand activism carried out by the Tourism Authority of Thailand for LGBTQ+ populations. 

which collects information via in-depth interviews with the use of open-ended questions. The 

approach of the research is explained in more detail below.  In depth interview with 20 LGBT 

individuals were conducted from November 2023 to January 2024. 

Demographic Profile of the Population: Participants in the research come from three 

different generations, each represented in their own separate cohort. Members of Generation X 

are those who were born between 1965 and 1980 and are now between the ages of 41 and 55. 

People who were born between 1981 and 1996 are considered members of the Millennial 

generation, which is often referred to as Generation Y. Millennials range in age from 25 to 40. 

The last generation, known as Gen Z, includes of people who are between the ages of 18 and 

24 who were born between 1997 and 2012. This group is distinguished by their participation 

in TAT’s social media and brand services. The demographic breakdown shown here gives an 

all-encompassing picture of the general population that was investigated in this research. 

The Size of the Sample: When it is important to choose samples in order to compile 

relevant information, a method known as quota sampling is carried out. The process of data 

gathering is carried out with the assistance of three groups that have been labeled as generations 

X, Y, and Z. There are a total of Twenty people  involved in the process, with five people 

participating in each of the three groups. 

The Research Instruments: This study is qualitative in nature. We conduct our 

interviews using open-ended questions that follow predetermined guidelines in order to obtain 

data. The range of responses is unlimited. This is thought to cover the study participants and 

provide findings that are accurate, dependable, and devoid of bias. This might provide 

outcomes that surpass the researcher's anticipations. The material from the chapter 2 literature 

review had to be included into the study's interview questions. As a result, appendix A contains 

the interview questions. The following five sections comprise the questions: 

Section 1: Inquiries about customer behavior while making purchases, using services, 

or seeing Tourism Authority of Thailand advertisements. 

Section 2: Inquiries about perspectives on LGBTQ+ populations 

Section 3: Concerns about perceptions of the Thai Tourism Authority prior to engaging 

in brand advocacy for LGBTQ+ populations. 
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Section 4: Inquiries about the Tourism Authority of Thailand's stance on LGBTQ+ 

community brand advocacy  

Section 5: Inquiries about personal data 

The Collection of Data: The following are the two approaches of gathering the 

necessary information for this study: 

✓ Data From Secondary Sources 

✓ Make use of theories and studies about the attitudes of customers, brand 

activism, brand communications, and LGBTQ+ groups. 

Interview Process: The data were gathered from a representative sample of the 

population as a whole. That covers the population of Thailand, with individuals ranging in age 

from 18 to 55 years old. They used to frequent the TAT by purchasing goods, watching videos, 

or making use of the company's services. The following is a rundown of the interview process: 

Step 1: During the process, the researcher will get in touch with all 15 respondents and 

tell them about the issue, the study aims, and information regarding the Tourism Authority of 

Thailand's advocacy towards LGBTQ+ groups. It is essential to gain the approval of each 

responder about the contents. After obtaining consent from each of the 15 individuals, a one-

on-one discussion with each of them will then be scheduled. 

Step 2: On the day of the interview, the researcher will start off the conversation by 

introducing themselves to the interviewee. as well as explain to the respondents the reason for 

conducting the interview. The interview will take the form of a discussion, and semi-structured 

interview questions will be used to guide the conversation. The interview will be used for 

research purposes, and respondents will be given the opportunity to freely express their 

thoughts. In the event that there is a time during the interview that is particularly fascinating, 

the interviewer will ask further questions to learn the specifics of the situation. A request for 

permission to record the interview on audio will be made throughout the course of the interview 

in order to ensure that the information obtained is accurate. Following the conclusion of the 

interview, the researcher will inquire about the respondent's contact information. If the data 

from the interview is found to be insufficient or ambiguous, we will need to speak to them once 

again. 

The Method of Analyzing the Data: To compare the information from each of the 

three generations on how their views and behaviors are similar to or different from one another, 

the information gathered from the interview will be compared. To get a thorough understanding 

of the events, the triangulation approach—which is used in this investigation—refers to the 

utilization of and comparison with data from the X, Y, and Z generations (Patton, 1999). Next, 

gather the information to provide an overview of the conclusions drawn from the descriptive 

study.  

FINDINGS 

According to the findings of the study, which were gathered via in-depth interviews, 

the samples consisted of males, females, and LGBTQ+ persons who resided in Bangkok and 

were required to be familiar with the Tourism Authority of Thailand. The specimens were 

separated into three distinct groups: 
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Group 01 
Gen Z, often known as those born between the years 1997 and 2012 or those 

who are between the ages of 18 and 24 

Group 02 
Generation Y, often known as Millennials, are those who were born between 

the years 1981 and 1996 or who are between the ages of 25 and 40. 

Group 03 
People who were born between the years 1965 and 1980 or who are between 

the ages of 41 and 55 make up Group 3.  

Analytic and presentation of the data are carried out using descriptive analytic 

techniques. A compilation and summary of the following important points has been made by 

the researcher: 

5.1 Initial findings collected from the sample 

5.2 Questions about Consumer Interaction with TAT’s Marketing 

5.3 Questions about Attitude towards LGBTQ+ Communities 

5.4 Questions about Perception of TAT before LGBTQ+ Focused Marketing 

5.5 Questions about Attitude towards TAT’s Brand Activism for LGBTQ+ 

Communities 

5.6 A synopsis of the findings of the study 

Initial findings collected from the sample: In this research, the sample group 

consisted of persons who were members of the LGBTQ+ community, were members of 

generation X, generation Y (millennials), and generation Z, and were residents of Bangkok. 

These individuals were required to have knowledge of the Tourism Authority of Thailand.  

 

Table providing a summary of the specimen group 1 

Generation Z (born between 1997 – 2012 or age between 18-24) 

Table 1 

No Gender 
Sexual 

Orientation 
Age Education Occupation 

Salary/ 

Allowance 
Religion 

1 Male Gay 23 High School Student 30,000 Baht None 

2 Male Gay 19 High School Student 20,000 Baht None 

3 Male Gay 18 High School Student 10,000 Baht None 

4 Male Gay 18 High School Student 8,000 Baht Buddhist 

5 Queer Queer 21 High School Student 40,000 Baht None 

6 Female Bisexual 23 Bachelors Consultant 30,000 Baht None 

7 Male Gay 22 High School Student 15,000 Baht None 

8 Male Gay 21 High School Student 20,000 Baht None 

9 Female Lesbian 24 Bachelors Teacher 55,000 Baht None 

10 Female Lesbian 24 Bachelors Teacher 45,000 Baht None 

 

Table providing a summary of the specimen group 2 

Generation Z (born between 1981 – 1996 or age between 25-40 years) 

Table 2 
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No Gender 
Sexual 

Orientation 
Age Education Occupation Salary/Allowance Religion 

1 Male Gay 30 Bachelors 
Project 

assistant 
60,000 Baht None 

2 Male Gay 31 Masters Filmmaker 80,000 Baht None 

3 Female Lesbian 38 Masters Non-profit 200,000 Baht None 

4 Male Gay 28 Bachelors Logistics 40,000 Baht None 

5 Female Lesbian 34 Masters Freelance 30,000 Baht None 

 

Table providing a summary of the specimen group 3 

Generation X (born between 1965 – 1980 or age between 41-55 years) 

Table 3 

No Gender 
Sexual 

Orientation 
Age 

Educatio

n 
Occupation Salary Religion 

1 Male Gay 52 Masters Non-profit 3000,000 Baht None 

2 Male Gay 42 Masters Government 90,000 Baht Buddhist 

3 Male Gay 46 Masters Banker 120,000 Baht Christianity 

4 Male Gay 45 Masters Consultant 75,000 Baht None 

5 Female Lesbian 47 Masters Non-profit 150,000 Baht None 

 

Questions about Consumer Interaction with TAT’s Marketing 

There were two sets of questions that were asked about the interaction of consumers 

with TAT's marketing: 1) Would you be able to provide a list of any marketing campaigns or 

efforts that TAT has undertaken that are aimed at the LGBTQ+ community that you were aware 

of before to our meeting?  2) The frequency with which you come across marketing material 

from TAT on social media sites is the second question. 

(1) Could you list any TAT’s marketing campaigns or initiatives targeting the LGBTQ+ 

community that you were aware of before meeting me? 

Awareness of TAT's LGBTQ+ Marketing Campaigns 

• Most respondents recalled at least one TAT campaign specifically targeting the 

LGBTQ+ community. 

• Notable mentions included "Go Local" and "Amazing Thailand - Open to the New 

Shades," which were recognized for their inclusive messaging and visuals. 

• A few respondents mentioned specific events sponsored by TAT, such as Pride 

parades and festivals. 

"I recall TAT’s 'Go Local' campaign vividly. It showcased diverse cultures within 

Thailand, including LGBTQ+ communities, which I found to be a bold and inclusive 

step." 

"Before this interview, I wasn't aware of any specific LGBTQ+ targeted campaigns by 

TAT, but I always viewed their marketing as colorful and welcoming to all’’ 
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(2) How frequently do you encounter TAT’s marketing contents on social media 

platforms? 

Frequency of Encountering TAT’s Marketing on Social Media 

• A majority of participants reported seeing TAT’s marketing content on social media 

platforms frequently, especially on Facebook and Instagram. 

• Some participants indicated that they encountered these campaigns more during Pride 

month and major holidays. 

• A few respondents noted targeted advertisements after searching for LGBTQ+ 

friendly travel options in Thailand. 

"I come across TAT's posts on social media quite often, especially on Instagram. Their 

vibrant visuals are hard to miss." 

"Honestly, I don't encounter TAT’s marketing very frequently. Maybe it's because of the 

algorithms or my browsing habits." 

Questions about Attitude towards LGBTQ+ Communities 

(1) What is your perspective on the LGBTQ+ communities within Thailand?  

Perspective on LGBTQ+ Communities in Thailand 

• 7 out of 20 respondents expressed positive sentiments, recognizing Thailand as more 

progressive on LGBTQ+ rights than neighboring countries. They appreciated the 

vibrant culture and acceptance, especially in major cities. 

• 2 out of 20 noted a stark contrast in attitudes, observing more conservative views in 

rural areas compared to the more liberal stance in urban centers like Bangkok. 

• 1 out of 20 were neutral, acknowledging progress yet noting existing societal 

challenges 

“Thailand's LGBTQ+ community is vibrant and resilient. Despite some societal 

challenges, there’s a growing acceptance that's quite heartening to see.” 

“The LGBTQ+ community in Thailand, especially in urban areas, seems to be more 

accepted compared to other parts of Asia. There's still a journey ahead, but progress is 

evident.” 

(2) How would you describe your level of knowledge or understanding about LGBTQ+ 

issues and rights?  

Knowledge of LGBTQ+ Issues and Rights 

• 6 out of 20 younger participants, mostly in the age group of 18-30, demonstrated a 

high level of awareness and understanding of LGBTQ+ issues, reflecting exposure 

through education and media. 

• 3 out of 20 older participants, above the age of 45, admitted to having a basic 

understanding, often limited to general concepts of equality and non-discrimination. 

• 1 out of 20, from various age groups, showed a keen interest in learning more despite 

their current limited knowledge. 

“I'm still learning about LGBTQ+ rights, but I believe everyone deserves equal treatment 

regardless of their sexual orientation.” 

“My understanding is basic, but I support equality for all. I think it's crucial to keep 

educating ourselves about these issues.” 
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(3) Have you ever participated in or supported LGBTQ+ community initiatives? If so, 

could you describe your involvement? 

Participation in LGBTQ+ Initiatives 

• 4 out of 20 respondents had actively participated in Pride parades or events supporting 

LGBTQ+ rights, reflecting a hands-on approach to advocacy. 

• 2 out of 20 had engaged in supporting LGBTQ+ friendly businesses and services, 

showing a preference for indirect support. 

• 3 out of 20 expressed interest in participating but cited a lack of information or 

opportunities as barriers. 

• 1 out of 20 had not participated in any such initiatives, primarily due to personal or 

social constraints. 

I’ve been to a few Pride events in Bangkok. It’s more than just a celebration; it's about 

asserting our rights and presence in society.” 

“I haven't been actively involved, but I always try to support LGBTQ+ friendly businesses. 

Small steps matter.” 

Questions about Perception of TAT before LGBTQ+ Focused Marketing 

1) How did you perceive the TAT brand before I showed you their LGBTQ+ 

focused social media marketing strategies?  

Pre-Perception of TAT Brand 

• 6 out of 20 respondents perceived TAT as a traditional tourism promoter, with a 

general focus on Thailand's cultural and natural attractions. 

• 3 out of 20 had a neutral perception, viewing TAT as just another tourism authority 

without any specific differentiation. 

• 1 out of 20 were not familiar with TAT’s branding at all prior to this discussion. 

‘’Before seeing their LGBTQ+ campaigns, I viewed TAT as a conventional tourism 

authority, focusing mainly on Thailand’s natural beauty and culture." 

"Honestly, I didn’t think much about TAT before. They seemed like any other tourism 

organization, nothing particularly stood out for me." 

2) What is the frequency and nature of your engagement with TAT’s services or 

campaigns? 

Engagement with TAT’s Services or Campaigns 

• 5 out of 20 respondents occasionally engaged with TAT's services, primarily during 

holiday planning. 

• 2 out of 20 regularly followed TAT’s campaigns, citing an interest in local travel 

deals and cultural events. 

• 3 out of 20 had minimal to no engagement with TAT’s services or campaigns before 

encountering their LGBTQ+ focused marketing. 

"I would occasionally see TAT’s ads, but I never really engaged much. They were just part of 

the background when planning trips." 

"My interaction with TAT’s services was infrequent. I knew they were there, but their 

campaigns didn’t really catch my eye." 



ISCAMR 2024 

 

 

266 

 

 

Questions about Attitude towards TAT’s Brand Activism for LGBTQ+ Communities 

A synopsis of the findings of the study 

1) How has your attitude towards TAT changed since I showed you their LGBTQ+ 

focused marketing?  

Change in Attitude Towards TAT 

• 7 out of 20 respondents reported a more positive view of TAT, appreciating their 

inclusivity. 

• 2 out of 20 remained neutral, seeing the campaigns as a marketing strategy rather than 

genuine support. 

• 1 out of 20 were skeptical, questioning the authenticity of TAT’s commitment to 

LGBTQ+ rights. 

“Seeing TAT’s LGBTQ+ focused marketing has positively shifted my view. They seem more 

inclusive and forward-thinking now.” 

2) What are your thoughts on how TAT expresses their support for LGBTQ+ 

communities through their social media marketing?  

Thoughts on TAT’s Expression of Support 

• Most found TAT’s support via social media to be visible and impactful, praising their 

use of inclusive imagery and messages. 

• A few felt that while the effort was commendable, it required more substance beyond 

social media. 

“TAT’s efforts to support LGBTQ+ communities in their marketing are commendable. It 

feels like a step towards greater inclusivity in mainstream media.” 

3) Do you think that TAT has taken a stance on LGBTQ+ equality that is both fair 

and supportive? Could you elaborate?  

Fairness and Supportiveness of TAT’s Stance 

• A majority believed TAT’s stance to be supportive and fair, contributing positively to 

LGBTQ+ visibility. 

• Some suggested that TAT could enhance their support by involving community 

voices more directly in their campaigns. 

“TAT appears to be genuinely supportive of LGBTQ+ equality, not just superficially. It’s 

a meaningful stance in a conservative industry.” 

4) Would you be inclined to support TAT’s brand more or less based on their 

LGBTQ+ activism? Why?  

Inclination to Support TAT’s Brand 

• 6 out of 20 were more inclined to support TAT due to their LGBTQ+ activism, citing 

alignment with their personal values. 

• 4 out of 20 said their support would depend on the continued authenticity and impact 

of these initiatives. 

“Their activism makes me more inclined to support TAT. It aligns with my values of 

diversity and inclusion.” 

5)  
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6) How will TAT’s LGBTQ+ inclusive marketing influence your decision to use their 

services or products?  

Influence of LGBTQ+ Marketing on Service/Product Use 

• 5 out of 20 indicated they were more likely to use TAT’s services due to their 

inclusive marketing. 

• 3 out of 20 said it had little impact on their decision. 

• 2 out of 20 were undecided, wanting to see long-term commitment. 

‘’Their inclusive marketing makes me more likely to consider their services. It shows they 

care about all customers.” 

7) How successful do you think TAT has been in demonstrating a genuine position on 

LGBTQ+ inclusivity through their social media marketing? 

Perceived Success of TAT’s Position on LGBTQ+ Inclusivity 

• Most respondents felt TAT had been moderately successful in demonstrating genuine 

support through social media. 

• A few questioned whether the efforts translated into real-world actions. 

‘’I think TAT has been moderately successful. They’ve started well, but sustaining this 

genuine position is key.” 

8) What key elements do you think contribute to the success or failure of a company’s 

demonstration of support for LGBTQ+ communities? 

Key Elements for Success in LGBTQ+ Support 

Authenticity, ongoing commitment, and direct community involvement were cited as crucial 

for successful support of LGBTQ+ communities by corporations. 

“Authenticity and long-term commitment are vital. Companies must go beyond marketing 

and implement real, impactful policies.” 

A synopsis of the findings of the study 

A Concise Brief Summary of Part 1: Questions Regarding the Interaction of Customers with 

TAT's Marketing 

Table 4 

 Group 01: Gen Z Group 02: Gen Y Group 03: Gen X 

Knowledge on  

marketing campaigns or 

initiatives targeting the 

LGBTQ+ community 

that you were aware of 

before meeting me? 

Regards TAT's support 

as essential and expects 

its continuance and 

authenticity. 

Views TAT as a 

burgeoning ally in 

LGBTQ+ advocacy, but 

advises more 

engagement. 

Feels TAT's campaigns 

could be more pervasive 

and sustained. Keen to 

see future initiatives. 

How frequently do you 

encounter TAT’s 

marketing contents on 

social media platforms? 

Rarely Sometimes Somtimes 

A Concise Brief Summary of Part 2: Questions about Attitude towards LGBTQ+ 

Communities  
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Table 5 

 Group 01: Gen Z Group 02: Gen Y Group 03: Gen X 

Perspective on the 

LGBTQ+ communities 

within Thailand 

Views equality for 

LGBTQ+ as a normative 

standard. While 

knowledgeable, their 

active support varies, 

with many showing 

willingness to engage 

more deeply in advocacy 

and support in the future. 

Highly supportive, with 

a good grasp of 

LGBTQ+ issues and 

rights. They are the most 

likely to participate in 

community initiatives, 

often engaging in social 

media advocacy and 

attending Pride events. 

Generally positive 

towards LGBTQ+ 

communities but more 

reserved in activism, 

with a moderate 

understanding of related 

issues. Participation in 

community initiatives is 

limited, often showing 

passive support rather 

than active involvement. 

Level of knowledge or 

understanding about 

LGBTQ+ issues and 

rights? 

8 out of 20 9 out of 20 10 out of 20 

Have you ever 

participated in or 

supported LGBTQ+ 

community initiatives?  

Frequently Sometimes Rarely 

A Concise Brief Summary of Part 2: Questions about Attitude towards LGBTQ+ Communities 

Table 6 

 Group 01: Gen Z Group 02: Gen Y Group 03: Gen X 

How did you perceive 

the TAT brand before I 

showed you their 

LGBTQ+ focused social 

media marketing 

strategies? 

had minimal recognition 

of TAT's branding and 

reported infrequent 

interaction, mostly 

through incidental social 

media exposure. 

recognized TAT for its 

efforts in showcasing 

Thai culture but did not 

perceive strong advocacy 

or targeted marketing. 

viewed TAT as a 

traditional tourism 

promoter, with sporadic 

engagement, primarily 

during travel research 

phases. 

What is the frequency 

and nature of your 

engagement with TAT’s 

services or campaigns? 

Rarely Sometimes Rarely 

A Concise Brief Summary of Part 4: Questions about Attitude towards TAT’s Brand Activism 

for LGBTQ+ Communities 

Table 7 

 Group 01: Gen Z Group 02: Gen X Group 03: Gen X 

How has your attitude 

towards TAT changed 

since I showed you their 

LGBTQ+ focused 

marketing? 

views TAT's stance as a 

necessary evolution. 

They're critical of 

performative activism 

and believe TAT's 

actions should extend 

beyond marketing, 

affecting real change. 

They support TAT 

are inspired by TAT's 

engagement with 

LGBTQ+ issues. They 

resonate with the 

message and see TAT as 

a champion for equality, 

feeling more connected 

and supportive of the 

brand. 

feels more positive 

towards TAT after their 

LGBTQ+ campaigns but 

awaits more proof of 

lasting commitment. 

They appreciate the 

inclusivity but question 

the depth of TAT's 

support. 
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conditionally, based on 

the authenticity of its 

initiatives. 

What are your thoughts 

on how TAT expresses 

their support for 

LGBTQ+ communities 

through their social 

media marketing? 

They think it’s quite 

genuine, but also a little 

bit superficial. 

They think it’s very 

positive, and they need 

to do this kind of social 

media, marketing even 

more 

They think it’s very rare 

that a country in south 

east Asia can do some 

thing related to LGBT on 

the national level 

Do you think that TAT 

has taken a stance on 

LGBTQ+ equality that is 

both fair and supportive? 

Could you elaborate? 

Desires more than 

symbolic gestures, 

critically evaluating 

TAT’s actions for 

genuine inclusivity and 

sustained commitment to 

LGBTQ+ equality. 

Views TAT’s efforts as 

aligned with 

contemporary values, 

feeling it reflects a fair 

and supportive stance 

that resonates with their 

beliefs. 

Believes TAT’s stance is 

a step in the right 

direction but remains 

cautious about the depth 

and permanence of 

support. 

Would you be inclined to 

support TAT’s brand 

more or less based on 

their LGBTQ+ activism? 

Why? 

Support would depend 

on the perceived 

authenticity and tangible 

actions of TAT’s 

LGBTQ+ initiatives. 

Likely to increase their 

support, aligning with 

their values on diversity 

and inclusivity. 

Might support TAT 

more if they believe the 

activism is sincere and 

not just a marketing 

tactic. 

How will TAT’s 

LGBTQ+ inclusive 

marketing influence your 

decision to use their 

services or products? 

Expects a direct 

correlation between 

TAT’s marketing and 

their operational 

practices; if aligned, it 

could significantly 

influence their decisions. 

More likely to be 

influenced positively, 

viewing TAT’s 

inclusivity as a key 

factor in their choices. 

 

 

 

 

 

They may be swayed by 

genuine, consistent 

advocacy but are 

unlikely to change 

behavior based on 

marketing alone. 

How successful do you 

think TAT has been in 

demonstrating a genuine 

position on LGBTQ+ 

inclusivity through their 

social media marketing? 

would evaluate success 

based on the authenticity 

and actionable outcomes 

of TAT's inclusivity 

efforts, not just the 

marketing content. 

might view TAT's 

inclusivity initiatives as 

successful, especially if 

they resonate with their 

personal values and the 

current cultural shift 

towards greater 

inclusivity. 

may see TAT’s efforts as 

a good beginning that 

needs more proof of 

long-term dedication to 

be seen as genuinely 

successful. 

What key elements do 

you think contribute to 

the success or failure of a 

company’s 

demonstration of support 

for LGBTQ+ 

communities? 

Prioritizes genuine 

activism and internal 

policy alignment with 

public support. Views 

failure as a result of 

superficial marketing 

without substantive 

change. 

Emphasizes authenticity 

and alignment with 

broader social values. 

Sees failure in 

performative actions 

lacking real impact. 

Values consistency and 

long-term commitment. 

Failure often seen as 

resulting from token 

gestures or a lack of 

depth in initiatives. 
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CONCLUSIONS & RECOMMENDATIONS 

The purpose of this study, which is titled "LGBT-Targeted Social Media Marketing 

Strategies: An In-Depth Analysis of Consumers' Attitude Towards Brand Activism of Tourism 

Authority of Thailand," is to answer concerns about significant developments resulting from 

research findings and to establish a connection with the literature review. Following are the 

primary topics that will be covered in the material. 

To sum up the study on how different generations see the Tourism Authority of 

Thailand's (TAT) social media brand advocacy related to LGBTQ+ issues: 

Generation X: This generation favors brand activism that is consistent with historic 

and long-standing support for the LGBTQ+ community. They also place a high value on 

authenticity. Their impression of TAT's social media marketing tactics is based on the 

message's coherence and profundity. 

Generation Y: This generation seeks for authentic brand activism that converts into 

significant support for LGBTQ+ rights. They are acutely aware of social justice problems. 

Millennials evaluate TAT's tactics based on more than just marketing; they look for 

genuineness and real-world effects on the community. 

Generation Z: This generation demands creative and interesting material due to their 

innate internet savvy. They encourage tactics that not only draw attention to activism but also 

include engaging and eye-catching design features. The potential of TAT's brand activism to 

connect with young people and inspire action is how they measure its effectiveness. 

In conclusion, despite the fact that various generations react to TAT's brand activism in 

different ways, they all highlight the significance of sincere, dependable, and compelling 

marketing initiatives that demonstrate a true dedication to the LGBTQ+ community. Based on 

these observations, TAT is able to modify its strategy in order to make sure that its marketing 

initiatives successfully connect and include every generation, portraying Thailand as a friendly 

and inclusive travel destination. 

This research explores "Consumers' Attitudes Towards LGBTQ+ Targeted Marketing 

by the Tourism Authority of Thailand," with a particular emphasis on three generational 

cohorts (X, Y, and Z) in Bangkok who are acquainted with TAT's marketing. The survey was 

conducted in Bangkok. Four primary domains are investigated: (1) The behavior of consumers 

in relation to TAT's LGBTQ+ marketing; (2) the influential variables that shape consumer 

views; (3) the impact of these marketing activities on consumer decision-making; and (4) the 

components that contribute to the success of TAT's brand activism in the context of LGBTQ+ 

issues. 

The sample group's behavior: Based on the findings of the survey, different 

generations (X, Y, and Z) in Bangkok exhibit different attitudes and behaviors in relation to 

TAT's LGBTQ+ marketing. The participation of Generation X was inconsistent, and their 

responses were mostly focused on the more conventional components of the advertisements. 

The members of Generation Y, sometimes known as Millennials, were more engaged than 

previous generations, frequently participating in social media platforms and demonstrating a 

greater interest in the inclusive theme of the campaigns. The amount of involvement that was 
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the greatest was shown by Generation Z, which often engaged with and shared information that 

was focused on LGBTQ+ issues. They valued the content because it aligned with their 

progressive ideas on inclusion. 

Element(s) that influence the opinions of consumers: The elements that influence 

customer sentiments with TAT's LGBTQ+ marketing can be broken down into four primary 

categories, and these categories can be applied to consumers of all three generations: The 

manner in which TAT communicates its support for LGBTQ+ groups and the clarity of its 

message is the first aspect of brand communication. (2) The degree to which consumers regard 

the marketing campaigns to be personally related or relevant is referred to as the importance of 

campaign relevance. (1) Individual attitudes regarding LGBTQ+ communities, which greatly 

impact reactions to marketing. (3) Perception of LGBTQ+ Communities: Individual attitudes 

toward LGBTQ+ communities. The way in which customers perceive TAT's participation in 

advocating for LGBTQ+ rights and problems is referred to as consumers' perception of TAT 

as a brand advocate. 

Communication with the Brand: As a result of the research, it was discovered that 

the communication of TAT's support for LGBTQ+ populations had a significant role in altering 

the opinions of consumers. On the other hand, there was a lack of understanding among the 

viewers, including the fact that many of them did not completely recognize TAT as an 

LGBTQ+ ally. They questioned if the programs were actually helpful or whether they were 

motivated by economic interests as a result of this confusion, which influenced their opinion 

of the sincerity of TAT. 

The Relevance of the Campaign: Many customers, especially members of 

Generations Y and Z, developed more favorable opinions of TAT as a result of campaigns that 

struck a personal chord with those consumers. The fact that these generations shown a strong 

support for LGBTQ+ rights and aligned themselves with TAT's action contributed to the 

favorable impression that they had of the brand. 

The Way LGBTQ+ Communities Are Generally Perceived: It was generally agreed 

upon that LGBTQ+ populations should be seen in a good light and that equal treatment should 

be advocated for by people of all generations. It is also noteworthy that members of Generation 

Z have been outspoken in their support on social media, which reflects a larger movement in 

society toward inclusion. 

Consideration of TAT as an Activism for Brands: There was a dearth of knowledge 

about the activist role that TAT plays, which is similar to the situation. Despite the fact that 

TAT included LGBTQ+ aspects in their advertisements, the communication was not as 

powerful or ubiquitous as it was in other places, which resulted in uncertainty about their 

position on LGBTQ+ equality. 

The Elements That Contribute to the Success of a Brand: TAT has to improve 

communication and clearly explain its position in order to be effective as a brand activist for 

LGBTQ+ groups. Additionally, the company needs to demonstrate sincerity rather than 

focusing on the advantages to the business. One thing that was underlined by people of all 

different generations was how important it was for campaign activities to be consistent and 
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ongoing. There was also a general feeling of suspicion about the objectives of TAT, especially 

with respect to the question of whether or not these motives are true advocacy or purely 

marketing methods. This is similar with the results of previous research, which indicate that 

consumers have a low level of trust in companies that participate in social issues without 

demonstrating a clear and consistent commitment. 

Contribution: My research paper, titled "LGBTQ-Targeted Social Media Marketing 

Strategies: An In-Depth Analysis of Consumers' Attitude Towards Brand Activism Of Tourism 

Authority Of Thailand," makes significant contributions to both academic understanding and 

practical applications in marketing. It provides an in-depth analysis of how different 

generations in Bangkok perceive and engage with TAT’s LGBTQ+-focused marketing 

campaigns. This study enriches the academic discourse by highlighting the nuances in 

consumer attitudes across generational lines, offering a new perspective on the effectiveness 

of targeted marketing strategies. 

Academically, it adds to the literature on marketing and consumer behavior, particularly 

in the context of LGBTQ+ inclusivity. The findings reveal key insights into the factors that 

influence consumer perceptions and decision-making processes, such as brand communication, 

campaign relevance, and the overall perception of LGBTQ+ communities and brand activism. 

From a business perspective, this research offers valuable guidelines for companies like 

TAT in crafting and executing marketing strategies that resonate with diverse audiences. It 

underscores the importance of authentic representation and engagement in brand activism, 

highlighting the impact such strategies can have on brand perception and loyalty. 

Furthermore, the study aids in understanding the broader societal implications of 

marketing campaigns. It reflects on how brands like TAT can influence and shape societal 

attitudes towards LGBTQ+ communities through thoughtful and inclusive marketing efforts. 

TAT and Facebook: Facebook's wide range of users makes it easy to run ads that get a 

lot of people interested. TAT can tailor material to a number of LGBTQ+ community groups 

by using Facebook's broad targeting tools. It helps build a sense of equality and draws a large 

audience by using stories from all over Thailand that show how open people can be. The use 

of Facebook Pages and Groups that are specifically for LGBTQ+ travel can help build a sense 

of community and encourage direct interaction. 

TikTok and TAT: TikTok's active and young users are perfect for showing off 

Thailand's vibrant culture and events that are welcoming to LGBTQ+ people. The movies on 

TykTok are interesting, so they can be used to promote these events. There is a chance that 

TAT will work with LGBTQ+ producers and leaders to make content that will appeal to 

younger viewers by pushing authentic and open travel experiences. Hashtags and dares can be 

used to get people to share their own content and make more people aware of real experiences 

from LGBTQ+ tourists in Thailand. 

Twitter can be used to get real-time information on LGBTQ+ problems and events and 

to interact with them. Instagram, on the other hand, can be used to show beautiful pictures of 

LGBTQ+-friendly places and events in Thailand. Facebook, Instagram, and Twitter are some 

other platforms. With the help of films or talks with LGBTQ+ tourists and Thai people who 

live there, YouTube could be used to tell in-depth stories that support Thailand's openness. 
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By putting these ideas together, TAT can make a social media plan that covers 

everything and works well. This strategy will promote Thailand as a vacation spot that 

welcomes LGBTQ+ people, while also making society more accepting and knowledgeable 

about the LGBTQ+ community. 

Overall, the research bridges a critical gap between theoretical marketing concepts and 

their practical implementation, providing a comprehensive view of the evolving landscape of 

consumer engagement in the digital era. This paper serves as a crucial resource for marketers, 

academics, and practitioners interested in the interplay between brand activism, consumer 

attitudes, and social change. 

Limitations of Research  

According to the findings of my research project titled "LGBTQ-Targeted Social Media 

Marketing Strategies of the Tourism Authority of Thailand," a substantial constraint is found 

in the degree of knowledge among the respondents about the role that TAT plays as a brand 

activist for LGBTQ+ groups. It is possible that the views and answers of many participants 

were impacted by the fact that they were not completely aware of the activities that TAT was 

doing in this location. There is a possibility that this lack of knowledge might result in a bias 

in comprehending customer sentiments about TAT's brand activism, which could possibly have 

an effect on the outcomes of the research on consumer behavior and attitudes. 

Recommendations for more study to be conducted 

Given the low knowledge of TAT's position in this regard, it would be useful to pick a 

brand that is more well known by Thai people as an advocate for LGBTQ+ groups. This would 

be beneficial for future research. This strategy would give a better solid knowledge of the views 

that consumers have towards brand activism thanks to its implementation. In addition, 

broadening the scope of the study to include quantitative approaches or adopting a wider 

variety of brands may provide a more thorough understanding of the aspects that contribute to 

the effectiveness of brand activism for LGBTQ+ organizations. 
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ABSTRACT 

This research aimed to Korean tourism and airline satisfaction: a case of flight from 

Thailand to Korea. The researcher distributed the developed questionnaires to 319 respondents 

who travelled to Korea. The questionnaires included the questions of Korea tourism and airline 

satisfaction. The 5 rating Likert’s scale was used in this study.  The questionnaire reliability 

was 0.96. Before distributing the questionnaire, the researcher screened the respondents by 

asking experience of travelling to Korea. If the respondents ticked yes to the question. Then, 

the researcher continued to count the questionnaires as usable. The results of the study found 

that top 2 reasons of flying to Korea for the tourists rated at highest satisfied were 1) good place 

to travel and has beautiful natural resource (M= 4.51) 2) Korean produces good quality 

products (M= 4.30) and the airline’s services are reasonably priced (M= 4.30). The hypothesis 
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testing by using Pearson’s correlation showed that there is a positively moderate relationship 

between employees’ willingness to help and decision to choose the airlines (r=0.66) 

Keywords: Korean Tourism, Airline Satisfaction, Flight  

    

INTRODUCTION 

Korea is a good place for traveling of Thai and Asian due to the impact of Korean culture 

and its shorter flight when flying from Thailand. Numbers of research studied found that the 

reasons of Korean tourism are from the successful of Korean cultures and entertainment known 

as ‘K-pop’ (Akarawong and Sawang, 2015).  Moreover, values and time spending in the country 

are important. The study also found that Thai tourists prefer to travel to Asia, particularly Korea, 

Japan and China. Thai tourists perceived that they gain valuable times comparing to the expenses 

and they can connect themselves into the East Asia cultures (Waeokeaw, 2014). Since the related 

studies have been done for more than 10 years. The researcher restudied this topic if there is 

anything changes or any interesting factors related to Korean Tourism. Additionally, the 

questions regarding the airline services being asked in this study.  

Research Objectives 

 To study Korean tourism and airline satisfaction: 

Research Hypothesis  

1. Tourists who have different personal factors have different level of person 

satisfaction in Korean tourism and the airline satisfaction  

2. There is relationship between employees’ willingness to help and decision to 

choose the airlines  

 

LITERATURE REVIEW AND THEORY 

 The concept and theories used in this research studies were the tourism, marketing 

mixes and service quality, as: 

 Korean tourism could be defined as activities, business or industry related to the 

travelling for the purposes of education, entertainment, recreation in Korea. The tourism can 

be judged the value based on numbers of factors such as price, cost, time, additional benefits 

and subjective reasons, such impression, experience, etc. The study found that Korean tourism 

is valuable comparing to the price. Korea tourism offers both tradition and technology (Lee, 

Koo and Lee,2017). One of the success factors is from the promotion with story-telling (Korea 

Tourism Organization, 2023). 

 Marketing people try to increase the values of tourism by using service marketing mixes 

which included product or service, price, place, promotion, people, process and physical 

evidences. However, it is difficult due to characteristics of tourism which is dynamic, people-

involved, changeable and difficult to control the quality. Tourism is evaluated or judged based 

on the physical and environment. Therefore, the service quality is another theory which the 

tourism managers have to study and may need to learn many services related to tourism such 

as hotel, restaurant, food, and airlines. Tourists expect the service based on the image and 

advertisement provided. After they perceived service and they know the perceived service is 

higher than the expectation. They will be the loyal customers (Han and Hyun, 2018). 
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METHODOLOGY 

 The researcher developed the questionnaires from the previous study. The question 

contents included the satisfaction of Korea Tourism and the Airlines. The population of the study 

was the tourists who visited Korea. The sample size used in this study was 319 respondents due to 

the limitation of the study. The questionnaires used 5 Likert’scale. The data were collected from 

October-November 2023. The reliability was 0.961. The statistical analysis in this study were 

frequency, percentage, mean, standard deviation, t-test, One-Way ANOVA, and Pearson’s 

Correlation. The content analysis was used in the part of structured question. 

 

RESULTS 

The results showed 1) respondent profile or the tourists 2) Korean tourism and airline 

satisfaction 3) other suggestions and 4) hypothesis testing  

Table 1 Respondent Profile Results   

Profile Factors Particulars F    % 

Gender Male 111 34.80 

 Female 208 65.20 

Age 18-25 yrs. 136 42.60 

 26-35 yrs. 

36-45 yrs. 

Above 45 yrs.              

132 

43 

8 

41.40 

13.50 

2.50 

Nationality  Thai  

Korean 

274 

42 

85.90 

13.20 

 Other  3 0.90 

Income Per Month 

 

 

 

Mostly Flying 

 

 

 

Frequency in 1 

Year 

 

 

 

Days to Stay 

 

 

 

Less than 20,000 Baht  

20,001-50,000 Baht  

50,001-100,000 Baht  

More than 100,000 Baht 

Thai Airways   

Korean Air 

Air Asia X  

Other Airlines 

1-2 times  

3-4 times  

5-6 times  

More than 6 times  

2 Days and 1 Night 

3 Days and 2 Nights 

4 Days and 3 Nights 

5 Days and 4 Nights 

More than 5 Days  

106 

159 

41 

13 

135 

121 

56 

7 

138 

122 

42 

17 

86 

99 

70 

32 

32 

33.20 

49.80 

12.90 

4.10 

42.30 

37.90 

17.60 

2.20 

43.30 

38.20 

13.20 

5.30 

27.00 

31.00 

21.90 

10.00 

10.00 
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 The results of the study found that mostly the respondents were female (=65.20%), their 

age was 18-25 years old (=42.60%). The respondents were 274 Thai (=85.90%), 42 Korean 

(=13.20%) and 3 others (=0.90%), Top 3 airlines the respondents fly most were Thai Airways 

(=42.30%), Korean Air (=37.90%) and Thai Air Asia X (=17.60%). The top 2 highest frequency 

of flying were 1-2 times (=43.30%) and 3-4 times (=38.20%). The respondents’ staying in Korea 

in short trip as 3 days and 1 night (=99%) and 2 days and 1 night (=27.00%). The highest expense 

per trip was 20,001-30,000 Baht (=32.90%).  

 

Table 2 Korean Tourism and Airline Satisfaction  

 

Expense Per Trip 

(Excluded hotel 

and airline 

expenses)    

Less than 10,000 Baht 

10,001-20,000 Baht 

20,001-30,000 Baht 

30,001-40,000 Baht 

More than 40,000 Baht  

23 

70 

105 

57 

64 

7.20 

21.90 

32.90 

17.90 

20.10 

Korean Tourism and Airline Satisfaction  

 
Mean S.D. Interpretation 

Korean Tourism     

1.Korea is a good place to travel and has 

beautiful natural resources 

2. Travelling to Korea is expensive 

3. Korea is a high-tech country 

4. Korea produces good quality product 

5. Korean food was tasty 

6. Korean food was various and 

abundant 

7. Korean people are polite and friendly 

Airline Satisfactions  

8. The airline’s services are reasonably 

priced. 

9. The airline offers satisfactory value 

for its price. 

10. The location of airport is convenient 

to transport  

11. It is easy to find Airline promotion 

for Korean trip 

12. The seasonal promotion of the 

airlines are available.  

13. I received the prompt attention from 

the airline’s employees. 

14. Employees of this airlines are 

always willing to help me. 

4.51 

 

4.05 

4.27 

4.30 

4.29 

4.27 

 

4.07 

 

        4.30 

 

4.13 

 

4.09 

 

4.05 

 

4.02 

 

4.22 

 

       4.23 

 

0.644 

 

0.694 

0.728 

0.715 

0.719 

0.721 

 

0.819 

 

0.742 

 

0.708 

 

0.738 

 

0.761 

 

0.734 

 

0.775 

 

0.711 

 

Highest 

 

High 

Highest 

Highest 

Highest 

Highest 

 

High 

 

Highest 

 

High 

 

High 

 

High 

 

High 

 

High 

 

       Highest  
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The results of the study found that Korean tourism scores rated at highest level were good 

place to travel and has beautiful natural resource (M= 4.51) 2) Korean produces good quality 

products (M= 4.30), Korean food was tasty (M= 4.29), Korean food was various and abundant 

(M=4.21) respectively. The highest score for experience of using flight to Korea found that the 

tourists were attracted with the modern and clean physical on board facilities (M= 4.27). 

 The results of the suggestion parts found that Korean tourism are attractive for Thai and 

Korean tourists. The tourists would like to travel to Korea by the following reasons: 1) Mostly 

Thai tourists travel in popular places from the Korean movies and they are interested in the 

popular culture. 2) The tourists, both Thai and Korean enjoy shopping, food and entertainment 

and 3) Thai tourists informed that the expense per trip is not expensive and they could take 

short trip for 2-3 days to Korea. The suggestion regarding the airline services are the airlines 

to fly to Korea still limit the baggage weight. The tourists who go shopping found that they 

have to pay more for baggage after shopping. There is no complementary weight unlike 

shopping in other Asian countries. The registration to Korea is the problem for some Thai 

tourists. They recommend that there should take less time to do this.  

15. I feel safe in my transactions with 

the airline’s employees. 

16. The airline listens to the customers’ 

problem and are earnest. 

17. Staffs appear neat and appropriately 

dressed. 

18. There are visually attractive modern 

and clean physical on board facilities 

19.  There are various and up-to-date 

Video/magazines/newspaper with 

quality on board 

20. Sincerity and patience resolving 

passengers’ problems. 

21. Knowledge and skillful provision of 

services  

22. There are convenient flight 

scheduling and variable easy to use 

ticketing channels. 

23. Keeping passengers informed when 

services will be performed  

24. Staffs are always willing to help you 

25. The performance of scheduled 

flights shows on time. 

26. I am satisfied with my decision to 

choose the airlines.    

 

4.19 

 

4.23 

 

       4.27 

 

4.24 

 

4.18 

 

 

4.21 

 

4.23 

 

4.20 

 

 

4.21 

 

4.18 

4.18 

 

4.17 

 

 

0.726 

 

0.740 

 

0.723 

 

0.742 

 

0.725 

 

 

0.732 

 

0.716 

 

0.710 

 

 

0.741 

 

0.726 

0.731 

 

0.727 

 

 

High 

 

Highest 

 

Highest 

 

Highest 

 

High 

 

 

Highest 

 

Highest 

 

High 

 

 

Highest 

 

High 

High 

 

High 
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Table 3 Hypothesis Testing (T-Test and One-Way ANOVA)  

 

 

 

 

 

 

 

  The results of T-test and One-Way ANOVA at a statistical significance level of 0.05 used for 

hypothesis testing showed that the tourists who have some different personal factors have the different 

Korean tourism and airline satisfaction (Gender Sig. =0.012, Age Sig.=0.011, Income per Month 

Sig.=0.003, The Airline Mostly Fly Sig.=0.041, and Expense Per Trip Sig.=0.037). The different 

personal factors of tourists as nationality, frequency of flying and days to stay in Korea do not have 

different Korean tourism and airline satisfaction (Nationality Sig.= 0.843, Frequency of Flying 

Sig.=0.075 and Days to Stay in Korea Sig.=0.310). Based on the hypothesis testing using Pearson’s 

Correlation it found that there was a relationship between employees’ willingness to help and 

decision to choose the airlines at a positively moderate relationship (r = 0.66). 

 

CONCLUSION 

 The results found that top 3 reasons of flying to Korea for the tourists rated at highest 

satisfied were 1) good place to travel and has beautiful natural resource (M= 4.51) 2) Korean 

produces good quality products (M= 4.30) and Korean food was tasty (M= 4.29), respectively. 

The highest score for experience of using flight to Korea found that the tourists were attracted 

with the modern and clean physical on board facilities (M= 4.27). Hypothesis testing results 

found that the tourists who have some different personal factors have the different Korean tourism and 

airline satisfaction (Gender Sig. =0.012, Age Sig.=0.011, Income per Month Sig.=0.003, The Airline 

Mostly Fly Sig.=0.041, and Expense Per Trip Sig.=0.037) and there was a relationship between 

employees’ willingness to help and decision to choose the airlines at a positively moderate 

relationship (r = 0.66). 

 

DISCUSSION AND RECOMMENDATION  

 Korean Cultures and Marketing influences the success of Korean tourism like related 

researches (Akarawong and Sawang, 2015 and Waeokeaw, 2014). However, when considering 

there are some points need improvement such as the promotion and some baggage. The tourists 

suggest that the airlines should increase the baggage weight since the reasons for travelling to 

Korea is shopping. The tourists who are the airline passengers checked the rate with the other 

routes to Asian countries and they found that in some country the rate for the baggage is lower 

and offer complementary.  

Factors Statistics Test Value Sig. 

Gender t-test -2.54 0.012* 

Age One-Way ANOVA 3.787 0.011* 

Nationality One-Way ANOVA 0.351 0.843 

Income Per Month One-Way ANOVA 0.081 0.003* 

The Airline Mostly Fly One-Way ANOVA 2.526 0.041* 

Frequency of Flying One-Way ANOVA 2.320 0.075 

Days to Stay in Korea One-Way ANOVA 1.202 0.310 

Expense Per Trip One-Way ANOVA 2.593 0.037* 
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ABSTRACT 

Spelling is an essential basic English skill for second-language learners as the students 

can produce phrases and sentences by spelling words. However, technology has played a 

significant role in daily life and has altered some English skills, such as spelling. This problem 

has caused more spelling errors, and has affected the learners lack of spelling awareness. This 

research aims to analyze spelling errors in English paragraph writing of first-year students, 

majoring in English, at the Faculty of Liberal Arts and Science, Kasetsart University, 

Kamphaeng Saen Campus. The participants of this research included 170 first-year students 

majoring in English. The instrument used in this research was paragraph writing on the final 

examination. An analysis of spelling errors in regular program and special program discovered 

that the highest frequency of errors was omission (28.04%), followed by other mistakes 

(20.79%), insertion (19.70%), substitution (19.15%), grapheme substitution (6.57%), and 

transposition (5.75%), respectively. The findings of this research suggest that spelling error 

finding is mainly caused by the lack of phonological awareness. The teacher should focus more 

on the phonology as well as phonetics and phonemics. 

Keywords: Spelling Error, Paragraph Writing, EFL Learners 

 

INTRODUCTION 

 Spelling words are substantially significant in the English language. Spelling is the 

basic skill of English writing which is necessary for EFL learners. However, technology has 

become an important role in daily lives and society has been being modified increasingly in 

the present day. People have not seen the significance of spelling in the English language as 

before, whereas most people get to use technology by using applications as translation tools 

for spelling such as Online Dictionary, Automatic spelling, and Automatic edition. Therefore, 

it extremely impacts the learning of spelling, and produces many people not aware of the 

importance of spelling words in English. As mentioned above, this problem inspires the 

researchers to analyze spelling errors in the English language from English major students in 

both the regular program and the special program. 

Objective of the research 

To analyze spelling errors in English paragraph writing of first-year students, majoring 

in English, Faculty of Liberal Arts and Science, Kasetsart University, Kamphaeng Saen 

Campus 

Research Question 

How was the analysis of spelling errors in English paragraph writing of first-year 

students, majoring in English, Faculty of Liberal Arts and Science, Kasetsart University, 

Kamphaeng Saen Campus? 

 

LITERATURE REVIEW  

 The classification of spelling errors in this research was adapted from the National 

Foundation for Educational Research (NFER), and Cook & Singleton (2014, p. 83) 

categorizing six types of spelling errors that are: 
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1. Insertion – the error occurs when adds an extra letter to a word like “vocabularly” 

(vocabulary). 

2. Omission – the error occurs when a letter is erased like “softwar” (software). 

3. Substitution – the error occurs when one letter takes the place of another like 

“catagories” (categories). 

4. Transposition – the error occurs when two letters are rearranged like “foerigners” 

(foreigners). 

5. Grapheme substitution – the error occurs when a word has inaccurate spelling like 

“thort” (thought). 

6. Others – the error that cannot be categorized in the above five types 

 

METHODOLOGY 

Population of this research was 195 first-year students majoring in English, Faculty of 

Liberal Arts and Science, Kasetsart University, Kamphaeng Saen Campus. The participants 

were 170 first-year students majoring in English, Faculty of Liberal Arts and Science, Kasetsart 

University, Kamphaeng Saen Campus from both regular and special programs who studied in 

the course of Introduction to English Reading and Writing Skills in the semester 2, academic 

year 2022. The researchers used stratified sample method and Sample Size Determination from 

Krejcie and Morgan Table (1970). In this research, the researchers used 38 students from 

sections 700 and 701 in the regular program, 34 people from sections 809 and 810, and 26 

students from section 811 in the special program followed by Krejcie and Morgan Table 

(1970). Overall, there are 170 students out of 195 students. The research instrument employed 

in this study was paragraph writing on final examination both regular and special programs. 

According to the last part of the final examination, the students were assigned to write 

paragraphs of 100-150 words by choosing 6 topics from the following topics. 

1. One Way Laughter is Good for You 

2. My favorite Sport 

3. Choices and Information for Making Medical Decisions 

4. Choices and Information for Making Purchase Decisions 

5. Important Changes in your Life Due to Technology 

6. A common Fear 
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RESULTS 

 

 

 

 

 

 

 

 

 

 

Figure 1: The Percentage of Spelling Errors from the First-Year Student 

Figure 1 shows the spelling error percentage of first year students that is divided into 

six types of Cook and Singleton’s theory (2014, p.83). The highest error is an omission which 

is 28.04 percent, others are 20.79 percent, insertion is 19.70 percent, substitution is 19.15 

percent, grapheme substitution is 6.57 percent, and transposition is gotten the lowest error that 

is only 5.75 percent. 

 

CONCLUSION 

The findings of this research reveal the spelling errors in both the regular program and 

the special program that are the highest frequency is omission (28.04%), and the lowest 

frequency is transposition (5.75%).  

 

DISCUSSION AND RECOMMENDATION 

The major cause of spelling errors is the lack of phonological awareness. Thus, the 

findings suggest that the participants of this research are the first-year students who majoring 

in English are still as lack in phonological awareness as the beginners. The teacher should 

provide the teaching method and teaching strategies for students to gain more about phonetics 

and phonemics like pronunciation of English vowels and consonants. 

Recommendation of implementation 

 This research had advantages for professors and students. Firstly, teachers should use 

this study’s findings to measure the students in the class. Kreiner (1992) stated that spelling 

errors could reveal the writer's ability in their spelling. It was obvious if there were many 

spelling errors. The readers could interpret that the writer’s ability was not good. To be more 

efficient in teaching and learning, the teachers should use the result to suggest the objective in 

the class and improved their student’s learning outcomes. It might increase the better learning 

outcome and developed the better education system. 

Secondly, teachers should investigate the additional reasons for the student’s spelling 

errors. As the researchers said earlier, the research’s findings were related to the lack of spelling 

awareness because of time. The researchers thought that it might be caused by student's stress 

and scary that they could not do the exams on time. Furthermore, Bareiki (in Vaddapalli, 2012) 

also stated that the reason of student’s spelling errors were various, such as, English spelling 
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system, lacked of suitable spelling teaching at school and colleges and lack of motivation and 

seriousness among students. The other reasons excepted for linguistic reasons also needed to 

be analyzed. The teacher could interview or discuss with the students in the class to find new 

reasons to develop and improve the teaching method. 

 As stated in the discussion part, the finding of this research related to lack of 

phonological awareness that reflected in spelling errors of student’s writing. This could be 

useful for that teacher who applied this research for teaching methods or teaching strategies in 

the future should review the vocabulary and emphasized the phonology as well as phonetics 

and phonemics. 

 The researchers suggested some strategies from the previous researchers. Brown (2007) 

provided some strategies for teachers to improve their student's spelling. Spelling strategies 

must be taught in the classroom. In the class, the teacher should say the word slowly and require 

the students to listen cautiously. After that the words should sound similar, such as read, dead, 

bread, accounts, etc. The words should obviously write syllable by syllable on the board. 

Furthermore, the teacher should teach students to listen to the order of sounds in a word 

including derivations of different words from the base word, such as sign, sign, and resignation. 

By learning this, students could add prefixes and suffixes to create new words. Lastly, 

dictionary skills were also essential to students. Teachers must clarify the alphabetical order 

and use different word endings below the base word such as bank - banking. 

Recommendation of the future research 

 There were three recommendations that might be helpful for future study. Firstly, this 

research was only qualitative, not quantitative research. The future researchers should study by 

using qualitative research method to obtain more radical analysis of spelling errors’ reason. 

 Secondly, the number of participants was limited. The researchers only focused on the 

first-year students who were majoring in English in the Faculty of Liberal Arts and Science at 

Kasetsart University, Kamphaeng Saen Campus. The further research could increase the 

number of participants. 

 Thirdly, the limitation of this research was the selection of methods for data collection. 

Since the research was the data collection from the writing subject, it could make other 

researchers misunderstand and were inexact about the data collection. Thus, choosing the other 

methods besides writing work would decrease the errors, and would increase the accuracy of 

the research.  

 Lastly, the findings of this research might be uncertain because of the handwriting of 

participants. Due to the data collected from paragraph writing of final exams, the students have 

different handwriting. Some students have handwriting that was difficult to read. For example, 

the students wrote the alphabet “n” similar to the alphabet “r”, and the alphabet “h” similar to 

the alphabet “n”, etc. The future researchers should notice these problems and improve in future 

studies such as using other kinds of data, typing data, or adding interviews. 
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ABSTRACT 

 This research aimed to examine the impact of Artificial Intelligence (AI) chatbots implement 

of service via low-cost airline official website in Thailand. The AI chatbot provide the basic standard 

service for customer such as providing information and solutions for passengers. The research 

instrument in this study was questionnaire which included the study of customer expectation and 

perception toward AI Chatbot service quality. The service quality concept was used to compare the 

expected and perceived service of AI chatbot of low-cost airlines. The population of the study were 

the passengers who experienced AI Chatbot of low-cost airlines. The sample size was 400. The 

questionnaire has been approved its content validity by IOC of more than 1.00 and the reliability was 

0.944. Statistical analysis was used for this study were frequency, percentage, mean, standard 

deviation. The results of this study indicated that the respondents are (1) mostly female, aged between 

23-40 years, single status, graduated of bachelor's degree, monthly income during 30,001 – 40,000 

Thai Baht, Residence in Thailand, type of flight is international flight (2) most of the utilization of 

basic services through AI Chatbot are flight Information such as booking change, itinerary, travel 

requirements, check-in, flight status and flight booking (3) in general passengers were satisfied with 

AI chatbot. However, AI Chatbots of low-cost airline still needs some improvement in some areas, 

such as ability to answer complex questions, ability to understand interpret the passengers’ needs. 

Some passengers who used AI Chatbots of low-cost airlines are aware of their confidential 

information will be spread out. 
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INTRODUCTION 

Due to the intensified competition among airlines following the COVID-19  situation 

and the significant boost in the country's tourism industry, as reported by the Economics 

Tourism and Sports Division (ETSMOTS), which recorded a remarkable 151% year-on-year 

increase, totaling 2 8 ,0 4 2 ,1 3 1  international tourists in the year 2 0 2 2  ( Tourism and Sports 

Economic Division, 2 0 2 4 )  and the increasing role of technology and the shifting consumer 

behavior towards electronic platforms are evident. According to consumer behavior survey in 

2022, 9 2 . 2 1 %  of Thai people engaged in communication transactions through electronic 

platforms (Ministry of Digital Economy and Society, 2 0 2 4 ) .  Consequently, airlines are 

adapting their operations and service models to align with the rapid societal changes of the new 

era. AI Chatbot is a computer program that simulates human conversation, capable of real-time 

communication through text or voice using Artificial Intelligence (AI) technology or machine 

learning. This program is embedded in servers, applications, or various chat programs 

(Research and Innovation, 2024). This adaptation involves investments in AI to enhance 

operational speed, streamline passenger services, and address various fundamental issues, 

ensuring responsiveness to evolving consumer demands. AI Chatbots, as virtual 

representatives, can manage customer service issues and support employees in general, 

providing a competitive advantage for businesses. Airlines are developing AI chatbots to 

provide services through various platforms such as their official website. Passengers could 

create their own experiences to inquire about basic services, such as travel information, luggage 

weight increases, or additional travel insurance after ticket purchase. Their service involves 

automated responses without human intervention and continuously enhance their performance 

to serve the passenger needs. Therefore, this research intended to study customer expectation 

and perception toward AI Chatbots service quality for low-cost airlines in Thailand in order 

that the study understanding passengers' perceptions of the service quality provided by AI 

chatbots on low-cost airline websites. Passenger feedback is essential for improvements and 

developing service quality under limitation of themselves to be effective. 

Research Objectives 

1. To examine personal factors of passengers who used AI Chatbots of low-cost airlines 

in Thailand. 

2. To study the utilization of AI Chatbot service of low-cost airlines in Thailand. 

3. To compare customer expectation and perception toward AI Chatbots service quality 

for low-cost airlines in Thailand 

Research questions 

1. What are the personal factors of passengers who used AI Chatbots of low-cost airlines 

in Thailand? 

2. What are the utilizations of AI Chatbot service of low-cost airlines in Thailand? 

3. What are the differences of customer expectation and perception toward AI Chatbots 

service quality for low-cost airlines in Thailand? 
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LITERATURE REVIEW AND THEORY 

This research included the service quality concept, SERQUAL, satisfaction and AI 

Chatbot and AI Chatbot in airlines:  

Service quality explained the dimension of expected or ideal service provided by 

service provider. The service quality may be different from one service to another. Common 

service quality used in SERVQUAL model are applied in general are tangible, reliability, 

assurance, responsiveness and empathy. Though service quality could have more dimensions. 

Some service providers used 10 dimensions to measure and evaluate the service quality 

(Parasuraman, et. al. 1988 and Parasuraman, Zeithaml & Berry, 1985). Some theorist related 

service quality to satisfaction with the explanation that the service satisfaction happens when 

the perceived service (P) is more than expected service (S). Hence, the service providers should 

provide promised service that they informed, for example, timeliness, cleanliness, order. 

However, to measure SERVQUAL by service users may be varied due to the personal factors, 

situation and other factors. The expectation is abstract and unique from the one to another 

(Gronroo, 1990). The personal factors such as income, education, social class may influence 

the individual service evaluation.  

 AI Chatbot service is the technology used for information provision and solution to 

business and individual. It synthesizes the data and select the proper answers for the users in 

short time. By using AI Chatbot service, both business and customers can save time, cost and 

enjoy their privacy to try and choose the questions which they would like to ask. AI Chatbot 

service used in many low-cost airlines, such as Air Asia, Thai Vietjet Air. Flight booking, 

payment and information service could be found by AI Chatbot service of airlines. AI chatbot 

service quality positively affects customer loyalty through perceived value, cognitive trust, 

affective trust and satisfaction.Originality/valueThis study captures the attributes of the service 

quality of AI chatbots and reveals the significant influence of service quality on customer 

loyalty (Chen, 2023). Because the service satisfaction happens when the perceived service is 

more than the expected service, the researcher developed the conceptual framework based on 

the service quality satisfaction  
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Dependent Variable 

 

 Expectation of AI 

Chatbot Service Quality 

1. Tangibility 

2. Reliability 

3. Responsiveness 

4. Assurance 

5. Empathy 

 
Demographic factor 

1. Gender  

2. Age 

3. Monthly Salary 

4. Education Level 

5. Occupation 

6. Duration of Work 

Independent 

 

Perception of AI Chatbot 

Service Quality 

1. Tangibility 

2. Reliability 

3. Responsiveness 

4. Assurance 

5. Empathy 

 Fig. 1 Conceptual Framework  

                     

       

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

METHODOLOGY 

The researcher developed the questionnaire to collect the data from 400 samples of the 

Thai Low-cost Airline Passengers, Suvarnabhumi Airport. The questionnaire consists of 4 parts 

as 1) Personal data of the respondents 2) Data of the utilization of basic services through AI 

Chatbot 3) Perception and Expectation of Service Quality of AI Chatbot 4) Opinion of personal. 

The data analysis used in the questionnaires included descriptive statistics as frequency, 

percentage, mean and standard deviation. The Likert’s Scale (5 ranges) with the class interval of 

0.80 was used to measure the service quality of AI Chatbot. The questionnaire has been approved 

its content validity by IOC of more than 1.00 and the reliability by 30 try-outs was 0.944.  

 

RESULTS 
The results showed 1) personal data 2) data of AI Chatbot basic standard service 3) 

expectation and perception of Service Quality of AI Chatbot and 4) Opinion  
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Table 1 Demographic profile 

Personal Data Particulars F % 

Gender Male 95 24.00 

 Female  305 77.00 

Age Less than 23 years old  72 18.00 

 23-40 years old  

41-55 years old  

165 

99 

42.00 

24.00 

 56 years old  64 16.00 

Monthly Salary  Less than 15,000 67 15.00 

(Baht)  15,001 -30,000   89 21.80 

 30,001 - 40,000  133 40.30 

 More than 40,000 111 34.10 

Education Level Lower than bachelor’s degree 

Bachelor’s degree 

40 

192 

10.00 

48.00 

 Higher than bachelor’s degree  168 42.00 

Occupation  Student   44 11.00 

 Company Employee 

Government Officer  

188 

121 

47.00 

31.00 

 Own Business 

Vacant  

35 

12 

8.00 

3.00 

Duration of Work 1-5 years  248 62.18 

 6-10 years 96 23.20 

 More than 10 years  56 14.00 

 

The personal factor results showed that mostly the respondents were female (=77.00%), 

aged between 23-40 years (=42%), company employee (=47%), holding bachelor’s degree 

(=48.00%), earned monthly income around 30,001– 40,000 Thai Baht (= 40.30%), their 

occupation were company employees (=47.00%), their duration of work was 1-5 years 

(=62.18).  

 

Table 2 Frequency of the utilization of basic services through AI Chatbot 

Standard Service usage behavior F % 

Flight Information Basic Service 

Flight Booking such as flight booking, group booking, 

child’s booking, young traveler, or charter flight 
93 23.25 

Add-ons Service such as meal, baggage, seats, infant, 

wheelchair or wi-fi, payment and refund 
57 14.25 

Payment and Refunds such as booking confirmation, tax 

invoice, payment unsuccessful, credit account, travel 

voucher/promo code 

25 6.25 
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Flight Information such as booking change, itinerary, 

travel requirements, check-in, flight Status,  
176 44.00 

Personal Data Amendment such as change 

name/surname, passport or etc. 
16 4.00 

Flight disruption such as flight status, move flight, 

refunds. 
3 0.75 

Feedback such as complaint, compliment, and check 

case status 
30 7.5 

Total 400 100 

 

The table 2 showed highest frequency of utilization of AI Chatbot of low-cost airlines 

was flight information (=44.00%) and the lowest frequency was flight disruption (=0.75). 

 

Table 3 Service Quality of AI Chatbot  

Statement of Service Quality 

Level of 

Expectation 

(E) 

Level of 

Perception (P) 

SQ 

(P-E) 

�̅� s.d. �̅� s.d. 

1. AI Chatbot is easily to access 3.73 0.820 4.24 0.895 0.51 

2. AI Chatbot offers an appropriate 

language and easy for understanding 
4.05 0.841 4.38 0.751 0.33 

3. AI Chatbot is easy for usage and 

modern technology 
4.10 0.917 4.60 0.490 0.50 

4. AI Chatbot provides a professional 

service 
4.00 

0.906 
4.56 

0.576 
0.56 

5. AI Chatbot provides correct service at 

the first time 
4.35 0.488 4.38 0.541 0.03 

6. AI Chatbot provides accurate and 

precise service 
4.06 0.386 4.06 0.386 0.00 

7. AI Chatbot provides service following 

a statement of service standard  
4.13 0.750 4.03 0.396 -0.10 

8. AI Chatbot is ready to service promptly 4.78 0.432 4.78 0.432 0.00 

9. AI Chatbot is quick response 4.61 0.474 4.89 0.463 0.28 

10. AI Chatbot is response all the time 4.78 0.287 4.89 0.240 0.11 

11. AI Chatbot has variety of response 

formats 
4.04 0.810 4.37 0.712 0.33 

12. Personal data in system would not be 

broadcast 
3.73 0.726 4.10 0.815 0.37 

13. AI Chatbot can trust to keep personal 

data in confidential 
3.73 0.726 4.15  0.935 0.42 



ISCAMR 2024 

 

 

294 

 

 

14. AI Chatbot clearly understands a 

passenger need 
4.33 0.576 3.80 0.278 -0.53 

15. AI Chatbot can suggest other utility 

information 
4.14 0.618 4.15 0.337 0.01 

16. AI Chatbot has a good interact to 

passenger 
4.54 0.537 4.78 0.240 0.24 

Total 4.19 0.643 4.39 0.530 0.19 

 

The table 3 showed that overall service quality of AI Chatbot of low-cost almost met 

expectation of the passengers or the customers who used the AI Chatbot. The highest score 

was the AI Chatbot provides a professional service (Difference = 0.56). However, the lowest 

score was the AI Chatbot clearly understands a passenger need (Difference = -0.53).  

 

CONCLUSION 

The results of the study found that the highest frequency of utilization of AI Chatbot of 

low-cost airlines was flight information and the lowest frequency was flight disruption. 

Passengers almost meet their needs for using AI Chatbot, but in the basic functions. The AI 

Chatbot still could not replace the human service since the complication of service and complex 

needs of human being. Therefore, the results of the study comparing the expected and perceived 

service was not still not high. The AI Chatbot still needs the development, particularly 

understanding people in different generation, feeling of passengers. The language to 

communicate in Thai of AI Chatbot still needs more improvement, when comparing to English.   

 

DISCUSSION AND RECOMMENDATION 

The study of AI Chatbot in low-cost airlines was limited because of its newness and 

innovation. The respondents may not know how to compare and learn AI Chatbot in many 

airlines. The service quality is also subjective and varied from time to time. The further research 

should be done by other method to show the evidences such as experiment and observation. It 

is also the triangulation of the results and there should be more diverse demographic types of 

users, particularly generation, gender, education, IT knowledge and experience with IT 

applications.  
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ABSTRACT 

The international principles of ESG, based on three interrelated components — 

Environmental, Social and Governance, are becoming increasingly popular in the modern 

agenda of European companies. This means that now the key to the success of the company is 

shifting towards responsible business with care for man and nature. The relevance of the article 

is confirmed by the intensification of the processes of business implementation of international 

modern ESG principles, taking into account the UN Sustainable Development Goals. The 

article presents data on the International ESG Agenda, examines the history of the creation of 

the concept of "sustainable development", classifies global reporting initiatives, highlights the 

features of the European practice of implementing ESG principles, analyzes the 

implementation of corporate ESG standards in the countries of South-Eastern Europe. 

Keywords: ESG principles, European Union, TNC strategies, sustainable development. 

 

INTRODUCTION 

In the context of increasing economic risks for many corporations and entrepreneurs at 

the moment, the main task is to preserve the business and its further improvement and 

prosperity. During the period of increasing transnationalization of the global economy, the 

main focus of the concept of sustainable development is shifting from the national level to the 

corporate level. European companies are actively developing their own initiatives (standards) 

to adapt the best international practices to assess the social and environmental impact of 

business on the environment. 
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In the context of the deteriorating environmental situation on the planet, the economies 

of many countries have undergone changes associated with increased attention to 

environmental conservation through effective financing of the green economy. 

More than two thirds (68%) of leading European companies use at least one E, S or G 

indicator in their executive incentive plans. This is 5% more than in the previous year. The 

annual increase in prevalence is observed in all ESG categories, although the most significant 

(about 10%) is in the categories of environmental protection and broader management. 81% of 

companies have an official ESG program, but only 50% of companies believe that their 

company is operating effectively in accordance with environmental indicators. 

Objectives: 

Successful European practice is the main example for other countries to follow: most 

foreign companies rely on European standards. That is why the study of the implementation of 

ESG principles and the rapid development of a new type of regulation for European 

corporations is fundamental to understanding the structure of the economy of the European 

Union states. The main purpose of the study is to study the implementation of ESG principles 

in European companies and the adoption of their experience for other countries in order to 

further use in their markets 

Research questions: 

To achieve the main goal, the following tasks were set in the work: 

• Consider the specifics of the concept of sustainable development; 

• Identify trends in the development and dissemination of the concept of 

sustainable development; 

• Analyze examples of successful ESG implementation by companies; 

• Substantiate the link between ESG and corporate performance; 

• How to accelerate the implementation of the ESG agenda. 

 

LITERATURE REVIEW AND THEORY 

When conducting a study to identify dependencies between companies implementing 

modern technologies and customers who use the services of these enterprises, methodological 

and legal documents of the European Union were analyzed. The fundamental documents worth 

paying attention to are: Sustainable Development Goals, Taxonomy Regulation, The European 

Green Deal and others. 

Based on the above list of documents, conclusions were drawn about the work that has 

been done by the Government of the European Union.. The EU is a party to all major 

multilateral environmental agreements covering a range of environmental issues. Information 

from the official report of the European Union on ESG (ESG Report 2022) was also used. 

An additional source of information in analyzing the activities of companies in the 

European Union was an environmental non-profit think tank campaigning for reducing the use 

of coal, called the Energy & Climate Think Tank Ember. It is an independent energy think tank 

that uses data-driven information to convert the world to clean electricity. This study is based 

on the results of Ember reports. 
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METHODOLOGY  

The "green" economic transition has long been one of the relevant topics for the UN 

and individual programs of other countries of the world. Such an economic transition is difficult 

to implement, as it requires a lot of time, significant investments, the introduction and 

development of new technologies, in general, the restructuring of all spheres of society and 

companies. Already in almost all EU countries, as well as in Russia, unique "green" programs 

have been developed that relate to the fields of energy, private and public transport, household 

waste recycling and much more. 

The program to improve the sustainable financing strategy for Europe includes: 

• Financial support for the transformation of the green transition; 

• Increasing the involvement of not only small and medium-sized enterprises, but also 

consumers in the process; 

• Significant expansion of the financial system's influence; 

• The introduction of new initiatives and standards into the systems at the international 

level to support EU cooperation with other States. 

In 2015, a United Nations initiative was launched to adopt 17 Sustainable Development 

Goals. A couple of years later, in 2020, a new resolution was put forward and adopted, fully 

reflecting all the environmental, social and managerial aspects of running companies. This 

became the resolution of the Parliament on Taxonomy (Taxonomy Regulation). This document 

was supposed to facilitate the interaction of portfolio managers and their clients. In addition, 

the main task of the resolution remained to attract an increasing number of people who showed 

their interest in "green" financial products. 

It is also possible to learn from the European Union on the implementation of the ESG 

agenda at the industry level. For example, in February 2022, the Toulouse Declaration of the 

Aviation Market of the European Union was adopted. For the first time, the largest players 

jointly set a goal to achieve carbon neutrality by 2050.18. The signing of the declaration 

implies, first of all, the widespread introduction of "sustainable" aviation kerosene (SAF), the 

development of electric aircraft, including hydrogen, and the decarbonization of airports. 

According to the Ember report, 2022 was a turning point in terms of the global 

community's transition to clean energy (figure 1). Solar and wind energy provided 12% of 

global electricity production, which is a record high compared to 10% in 2021. 

 
Diagram 1. ESG rating worldwide. 
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The diagram shows the ESG indicators for the last 7 years, based on the results, it is 

possible to trace the positive dynamics of the implementation of environmental initiatives in 

the company. 

 

RESULTS 

The European Union aims to switch to a new clean energy system by 2035. It is planned 

that such a transition will not require additional costs beyond the stated plans and will not pose 

a threat of electricity shortages, since large initial capital investments in wind and solar energy 

in the energy system are compensated by reducing carbon emissions and avoiding costs 

associated with rising gas prices. 

With these considerations in mind, there are several steps that need to be taken to 

develop and implement an ESG strategy: 

1. It is necessary to obtain information from internal and external stakeholders. Consult 

with board members and business leaders on ESG issues that are important to the business. 

2. Assess the relevance of various ESG issues. It is worth using the collected data to 

identify issues that are most important to both the business and stakeholders, as well as issues 

that are less important to one of the parties or to both parties. 

3. Establish a baseline level of ESG effectiveness, document current performance 

levels, policies, practices, and statistics on ESG factors that will be considered as part of the 

strategy. 

4. Create a roadmap, develop a detailed plan for the implementation of the ESG 

program with deadlines, milestones and responsibilities. 

5. Review and adjust the strategy as necessary. ESG requirements may change as 

business needs, stakeholder concerns, and regulatory requirements evolve. 

The ESG strategy usually includes separate initiatives in different departments and 

divisions of the company (table 1). Here are some examples of what this might include: 

IT. In the IT department, data centers are at the center of green computing efforts 

because of the large amount of energy they consume. To help improve energy efficiency and 

reduce carbon emissions, advanced environmental practices in data centers include 

consolidation of servers and storage devices 

HR. The HR department plays a leading role in employee-related ESG initiatives. 

Employee experience and engagement efforts, fair pay practices, and health and well—being 

initiatives - such as mental health support and flexible work hours — also fall under HR. 

The supply chain. Under ESG programs, supply chain managers are responsible for 

responsible sourcing initiatives that take environmental and social factors into account when 

purchasing materials and finished products. 

Marketing. The Marketing Department is responsible for ESG's marketing efforts, 

which highlight the company's ESG initiatives, goals and progress towards achieving these 

goals. Properly executed ESG marketing can help increase brand awareness, customer loyalty 

and, ultimately, revenue 

Finance. The CFO is directly responsible for initiatives in the field of financial 

transparency and accounting integrity within the management aspect of ESG. 
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Juridical. The development of a corporate policy for ethical business conduct and rules 

prohibiting such actions as bribery and corruption is usually led by the legal department. 

Table 1. Key performance indicators of ESG (n-44 companies) 

Key indicators ESG indicator 
Company Portfolio 

Assessment 

General 

Implementation of the ESG policy 59% 

Implementing ESG policies Tracking 

initiatives with key performance 

indicators and reports 

48% 

No litigation related to ESG 95% 

Environment 

Implementation of environmental 

policy 
48% 

Carbon footprint assessment 57% 

Tracking water or energy consumption 66% 

Tracking waste volumes, cost and 

percentage of recycling 
52% 

Social 

Creation of new jobs 75% 

Providing training opportunities 89% 

Providing training opportunities 52% 

For women in leadership positions 25% 

Governance 

Share of independent members of the 

Management Board 
55% 

Average number of Board meetings 8% 

Following the Code of Ethics 73% 

Creation of independent councils 

(management, audit) 
59% 

 

Based on the data from the table compiled with the help of the European Environmental 

Report 2022, it is possible to assess the qualitative approach to the performance of aggregate 

characteristics. It is also worth noting that the environmental indicator of companies occupies 

one of the main activities for the implementation and tracking of results. 

The ESG agenda and the green economy have firmly consolidated their positions on 

the world stage. Already at this stage of the introduction of new technologies, their necessity 

and the importance of accounting and improving companies using ESG indicators are 

recognized. First of all, this should be introduced in large companies, it will contribute to the 

transition of medium and small businesses to a new environmental infrastructure, primarily for 

their suppliers, as well as for consumer recognition. 
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CONCLUSIONS 

The prevention of global environmental problems, the development of quantitative and 

qualitative environmental and economic indicators and the assessment of the dynamics of 

environmental indicators in all sectors of the economy are strategic directions of any modern 

state. If we summarize the analysis of the ESG principles, we can say that they remain one of 

the most popular development strategies of the European Union. It is worth noting that all 

modern business is guided by this ideology. In the realities of 2024, European business is really 

responding to many challenges that have different time frames and are also directly related to 

sustainable development. 

By creating new regulations and standards, a strong business transformation is taking 

place in the European system, which cannot but remain unnoticed. But most importantly, the 

Green Course is a foreign policy, because climate change is a global problem. That is why the 

introduction of new principles in the company is the main guideline for the European Union. 

At the moment, there are all conditions in Europe for further improvement of green business 

technologies and reporting to customers and investors. 

To improve the company's ESG assessment, it is necessary to focus on transparency of 

efforts for stakeholders. Since ESG is implemented by more than nine out of ten public 

companies, this is one of the most important trends in the modern business world. ESG offers 

numerous benefits, including reduced business risks, improved financial performance and 

higher return on investment. 
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ABSTRACT 

 The objectives of this research were 1) to study the behavior of University Students 

using Facilities within the Rangsit University, 2) To study the level of satisfaction of Rangsit 

University's Students towards facilities within the university, and 3) to study problems and 

obstacles of using the facilities within the university. The sample group consists of first year 

Rangsit University students 345 people were randomly sampled according to faculty groups: 

the Liberal Arts faculty group, 115 people; the Art & Design faculty group, 114 people; the 

Business faculty group, 77 people; and the Medical Science faculty group, 39 people. The 

research instrument was a questionnaire—analysis data with frequency, percentage, mean, 

standard deviation, and One-way ANOVA. The research found that most Rangsit University 

students study 3-4 days a week. Students think that the university's facilities are insufficient to 

meet their needs. Students use the university's facilities sometimes, with Classroom Facilities 

being the most frequently used one. Computers in the laboratory are teaching equipment 

facilities that are commonly damaged. Students satisfy with the facilities within the university. 

The most satisfying facilities are facilities inside the building. Students from different faculty 

groups have different satisfaction with the facilities within the university, at the statistical 

significance level of 0.05. When comparing pairs using the LSD method, it was found that 

students from the Business faculty group were satisfied with the facilities within the university, 
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different from students from the Art & Design faculty group, the Liberal Arts faculty group, 

and the Medical Science faculty group at the statistical significance level of 0.05. The first top 

three common problems and obstacles in using the university's facilities are: 1) Insufficiency 

& broken computers in the laboratory, 2) classroom facilities, such as tables & chairs, 

microphone, monitor, connecting equipment to monitor, wifi, and air conditioning, are 

insufficient and not in good condition, and 3) insufficiency of golf carts or trams within the 

university. 

Keywords: Satisfaction, Rangsit University, Students, Facilities 

 

INTRODUCTION 

 Learning management in the 21st century is learning based on teach less learn more 

principles. Teaching less and learning more is a model of teaching methods in the 21st century. 

Teachers teach less than traditional teaching; the teacher talks less and uses less one-way 

communication but uses various teaching methods to stimulate students to learn, such as hands-

on learning, cooperative interaction, learning through media, case-based learning, project-

based learning (PBL), etc. Office of the Basic Education Commission, (2019). Teachers change 

the role of being a teacher who imparts knowledge to students, a co-designer, Co-learner, Co-

investigator, a guide, and a facilitator with a focus on student achievement with 21st-century 

skills, organizing a learning environment, learning facilities or learning equipment, including 

various technology systems. It is an essential factor that supports effective learning. 

 Organizing the learning environment at Rangsit University, various facilities are 

provided to students, lecturers, and personnel both inside and outside the building, such as 

library and classrooms, laboratory, green areas, pedestrian walkways, ramps, golf carts or trams 

connecting various buildings, passenger elevators, working spaces, restrooms, cafeterias, 

drinking water dispensers, etc. It provides quality facilities to meet needs, clean, comfortable, 

and safe. It will positively impact the quality of life of the people within the university. It also 

helps support efficiency in learning management, create a positive learning atmosphere, and 

create a good image for the university. Therefore, the researcher is interested in studying 

various facilities within Rangsit University on issues of behavior in using services, satisfaction, 

and multiple problems and obstacles to different facilities within Rangsit University. 

Objectives 

1. To study the behavior of university students using facilities within the Rangsit 

University.  

2. To study the level of satisfaction of Rangsit University's students towards facilities 

within the university.  

3. To study problems and obstacles in using university facilities. 

Research Limitation 

 1. The data survey was conducted only in the first semester of the 2023 academic year. 

       2. The sample group may not represent all Rangsit University students. 
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LITERATURE REVIEW AND THEORY 

 1.  The concepts of instructional management within Rangsit University. 

Rangsit University defines the desired identity for graduate development as “creative 

thinking, adhering to morality,  leading Change” as a guideline for creating activities, 

developing teaching instruction management and facilities, and developing the atmosphere 

within the university as the principles above (Rangsit University, 2021) 

 The principle of organizing teaching and learning is that teachers and students organize 

teaching and learning activities together. Learners can choose to do teaching and learning 

activities according to their aptitude. The instructor is the one giving advice. Therefore, 

teaching and learning must be consistent with social conditions. The teaching and learning 

arrangement is related to the satisfaction of students and teachers. Active learning is, therefore, 

an essential concept in teaching and learning at Rangsit University. 

 Active Learning is a learning management process based on the concept of 

Constructivism that emphasizes the learning process rather than subject content. To help 

students connect knowledge or create knowledge within themselves by doing actual work 

through media or learning activities with an instructor as a guide, motivator, or facilitator. Let 

students learn through advanced thinking processes (Sathaporn Phrutthikul, 2 0 1 5 ) .  The 

characteristics of Active Learning are as follows: 

1. The teaching method develops brain potential, including thinking, problem-

solving, and applying knowledge. 

2. It is a teaching method that allows students to participate. 

3. Learners create knowledge and organize the learning process by themselves. 

4. Students learn shared responsibility, discipline in work, and division of 

responsibilities. 

5. It is a process of creating situations for learners. Be the organizer of your 

learning system. 

6. It is a teaching activity that emphasizes higher-level thinking skills. 

7. Knowledge comes from experience. Knowledge creation and summary of 

students' reflections. 

Office of the Basic Education Commission (2019) has mentioned various methods of 

organizing active learning, for example: Activity-Based Learning, Experiential Learning, 

Problem-Based Learning, Project-Based Learning, Service Learning, Thinking Based 

Learning, Inquiry-Based Learning, and Discovery Learning. 

Therefore, Active learning is another way of teaching and learning. That will help 

stimulate students or learners to learn more. 

Educational innovation is the introduction of the concept of the Method of action or 

inventions that have been developed to be appropriate and consistent with use in education to 

solve problems, Increase efficiency and effectiveness, and create maximum success for 

students. This must have efficient facilities along with which Rangsit University has 

continuously developed educational innovations (Rangsit University, 2021). 
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Learning environment refers to the environment surrounding the learner, the 

atmosphere inside and outside the classroom, various equipment, or various media supporting 

student learning. All of these things impact the efficiency and effectiveness of student learning. 

Make students impressed. It is a stimulant for students to be motivated to study. Enhance the 

learning atmosphere and create a good relationship between teachers and students. (Prasitthirat, 

n.d.) examples of learning environments include classrooms, bathrooms, cafeterias, 

information technology systems, monitors, libraries, working spaces, car parks, etc. Therefore, 

the environment or learning facilities make students happy and satisfied and support their 

learning efficiency. 

2. The concepts and theories about consumer behavior.  

Consumer behavior refers to how consumers search, buy, use, and evaluate products. 

And services that are expected to meet their needs. He also said consumer behavior refers to 

the decisions and actions of people regarding purchases. and product use Siriwan (Serirat et al, 

1995) 

Analyzing consumer behavior to know all the reasons influencing consumers' decision 

to purchase products and services. Understanding the various reasons that influence or direct 

consumers' purchasing decisions will allow marketers to respond to consumers successfully. 

By being able to influence and convince customers to buy products. And have the loyalty to 

buy again next time (Thongchai Santiwong, 1994) 

Students' behavior who are classified as the new generation population, Gen Z 

population, born between 1997-2012, or the population group aged 12-24 years who grew up 

with online media. Gen Z was born with modern technology. There are many conveniences for 

living in a digital society. Communicate wirelessly with open thinking. Accept cultural 

differences. Requires a lot of explanations. Has reasons. Does not like lecture-based learning. 

I like short information. Easy to understand. (Post Today, 2019) 

The behavior of Gen Z population, aged 10-24 years, born between 1995 and 2009 , 

grew up with many amenities around them. Have the ability to use various technologies, learn 

quickly, addicted to using Social Media. (Limitless Education, 2022) 

 Behavioral characteristics of the Gen Z population: They spend their lives connected to 

the internet. Connection, like the convenience of living through digital systems, is highly 

individualized and allows people to receive specific information that interests them. And have 

the ability to use technology. (Pairoj, 2018)  

3. The concepts and theories about Need and Satisfaction 

3.1 Theory of Need  

The Thai Dictionary, Royal Institute Edition (1 9 8 2 )  mentions that "Need" means 

wanting or desiring. And when such feelings occur, the body will become unbalanced. Because 

there are stimuli to stimulate, there is an internal drive that makes the body unable to stay still, 

struggle, and seek to meet those needs when the body has responded. The human body returns 

to a state of balance once again. Then, new needs will arise, replacing them in an endless cycle. 
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Maslow's hierarchy of needs theory states that humans have five levels of needs. First-

level needs must be satisfied before second-level needs can occur. Human needs occur in 

stages. The five levels of needs include Physiological Needs, Safety Needs, Social Needs, 

Esteem Needs, and Self-actualization or Self-fulfillment Needs. (Pisitkasem, 2022) 

3.2 Theory of Satisfaction 

         Pisitkasem (2011) mentioned customer satisfaction expresses the positive feelings of 

customers towards the service system. This results from a comparative evaluation of what 

customers expect and receive from the service. If the customer receives service, it aligns with 

what the customer expected. Customers will be satisfied with the service. On the contrary, if 

the customer receives service that does not match what they desire, they will be dissatisfied. 

But if the service that the customer gets is more than what the customer expects, customers 

will be impressed with the service. 

4. The Service quality: the facilities within Rangsit University  

From a marketing perspective, service quality is an extension of service. Service 

processes and service organizations that can satisfy or satisfy a person's expectations 

(Cordupleski, et Al, 1993, cited in Ornwongsuphatat, 2011) 

Bitner (1992) cited in Ornwongsuphatat (2011) mentioned service quality can be 

measured through the satisfaction of service recipients.  

Cronin and Taylor (1992) cited in Krinikorn, & Asarat (2013) satisfaction or 

dissatisfaction is something that indicates the service quality. 

Assessing service quality according to the SERVQUAL concept is a tool for measuring 

service quality. SERVQUAL divides service quality into five dimensions: Reliability, 

Assurance, Tangibles, Empathy, and Responsiveness. Measuring service quality according to 

the SERVQUAL principle is divided into Expectation and Performance (Cronin and Taylor, 

1992 cited in Krinikorn, & Asarat, 2013) 

From the literature review, the instructional management within Rangsit University, the 

concepts and theories about consumer behavior, the concepts and theories about need and 

satisfaction, and the service quality: the facilities within Rangsit University, the researcher 

applied those concepts to this research. 

 

METHODOLOGY 

Population and Sample 

The population used in this study is 2,510 first year Rangsit University students in the 

first semester of the academic year 2023—data from the Registration Department of Rangsit 

University. 

The sample groups. The sample size was determined according to Yamane's calculation 

formula with an error value of 0.05, resulting in a sample size of 345 people. The researcher 

performed stratified random sampling using simple random sampling, divided into 4 stratified 

levels according to the Faculty group as follows: 
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1. Art & Design faculty groups consist of faculty of digital art, faculty of 

architecture.   

2.Business faculty groups consist of faculty of business & college of 

Hospitality. 

3. Liberal art faculty group consist of faculty of law, faculty of political 

science, and college of Liberal Arts, faculty of Communication Arts.  

4. Medical science faculty group consist of Faculty of Medicine, Faculty of 

Dentist and faculty of Nurses.   

Design Research Tool 

 The research tool was a questionnaire that the researcher created according to the 

research objectives, with the process of creating the tool as follows: 

  1. Study the principles, models, and methods of developing questionnaires from 

books and related research. 

  2. Set a conceptual framework for constructing research questionnaires. 

  3. Draft questionnaires to be used for the research in accordance with the 

established terminology. 

  4. Bring the completed questionnaire to the advisor to check the quality and 

correction. 

  5. Correct the questionnaire according to the advisor's advice. 

  6. Apply the revised questionnaire for data collection. 

 The questionnaire consists of both closed-ended questions and open-ended questions 

which is divided into 4 parts as follows: 

Part 1 is a personal information question, including occupation, gender, age, 

faculty, income, and type of residence. 

Part 2 is a question about behavior in using facilities within Rangsit 

University. 

Part 3 is a question about the satisfaction level with the use of facilities within 

Rangsit University.  

Part 4 is an open-ended question about problems and obstacles in using 

university facilities. 

Data Collection 

 The researcher planned the data collection according to the following steps. 

1. Use the questionnaire to collect data by selecting a sample based on 

Probability Stratified Random Sampling because the total population of Rangsit University is 

known. A total of 345 sets were collected. 

2. Collect data Between 14 November 2023 and 20 November 2023 

3. Bring all the questionnaires to check for accuracy and completeness. Then, 

analyze the data further. 
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Data Analysis 

The researcher analyzed and processed the collected data using a computer. Using the 

SPSS (Statistical Package for Social Science) program for statistical analysis. The details of 

the data analysis are as follows. 

  1. Questionnaire part 1 asks about “Personal data” to distribute the frequency 

and the percentage and present it in the form of a table and interpret the results.   

2. Questionnaire part 2 asks about the “behavior in using facilities within 

Rangsit University” to distribute the frequency and percentage, present it as a table, and 

interpret the results. 

  3. Questionnaire part 3, which asks about the "Level of satisfaction with the use 

of facilities within Rangsit University," analyzes the mean and standard deviation for each 

aspect and ranks opinions. Compare student satisfaction with university facilities using One-

way ANOVA and LSD statistical tests. 

  4. Questionnaire part 4, which asks about "Problems and obstacles in using the 

facilities," sorts them by frequency, and summarizes the results in an essay.   

 

RESULTS 

 1. The sample group is Rangsit University students, totaling 345 people, divided into 

127 males and 218 females. Most of the sample had an average age of 23.47 years and belonged 

to the following faculties: The liberal arts faculty group, 115 people; the Art & Design faculty 

group, 114 people; the Business faculty group, 77 people; and the Medical science faculty 

group, 39 people. Regarding income, most of the sample had an income of less than 10,000, 

130 people, income of 10,001-15,000 baht, 123 people, income of 15,001-20,000 baht, 59 

people, and an income of more than 20,000 baht, 33 people. Most of the sample group stayed 

in dormitories around the university, numbering 154 people; staying with family, numbering 

98 people; staying at their own homes, numbering 79 people, and 14 respondents had no 

answer.  

 2. The results of the study of the behavior of University Students using facilities within 

the Rangsit University found that: 

2.1 The sample group studied 3-4 days per week, 185 people (53.63%), studied 

1-2 days per week, 82 people (23.77%), and learned more than four days per week, 78 people 

(22.60%). 

  2.2 The opinions of the sample group on the number of facilities within the 

University found that the majority of the sample group, 153 people (44.35 percent), agreed that 

the number of facilities within the University was insufficient to meet the needs. 141 people 

(40.87 percent) thought that the facilities within the University were sufficient to fulfill their 

needs, and another 51 people (14.78 percent) did not express their opinion, as shown in Table 

1. 
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Table 1 The opinions of the sample group on the number of facilities within the  

             University 

The number of facilities within the University 

 

Total % 

Sufficient 153 44.35 

Insufficient 141 40.87 

No comments 51 14.78 

 345 100.00 

 

2.3 The use of facilities within Rangsit University by the sample  

group was found overall, the samples use the facilities within Rangsit University at the level 

sometimes (x ̅=2.77, SD.=0.83) consisting of Classroom, Stadium/Gymnasium, Carpark, Co-

Working Space, Laboratory, and Canteen in that order. The facilities within Rangsit University 

that have been used once in a while are the library; details appear in Table 2. 

 

Table 2 Usage level of the facilities within Rangsit University 

Facilities within Rangsit University 

  

Mean SD. Usage Level Priority 

Classroom 3.27 1.36 Sometimes 1 

Stadium/Gymnasium 3.18 1.28 Sometimes 2 

Carpark 2.92 1.20 Sometimes 3 

Co-Working Space 2.89 1.19 Sometimes 4 

Laboratory 2.71 1.23 Sometimes 5 

Canteen 2.68 1.16 Sometimes 6 

Library 1.75 0.89 
Once in a 

while 

7 

Total 2.77 0.83 Sometimes  

 

2.4 The opinions of the sample group on damaged teaching equipment facilities 

found that computers in the laboratory were the most damaged teaching equipment, followed 

by Tables & Chairs, Computer Connection Devices, Projectors, Air Conditioning, and 

Projector Screens, and Microphone, respectively. Details in Table 3. 
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Table 3 The sample group's opinions on damaged teaching equipment facilities  

N = 345 

Damaged teaching equipment facilities  Total % Priority 

Computer in the laboratory 223 21.70 1 

Table & Chair 193 18.70 2 

Computer Connection Device 141 13.70 3 

Projectors 131 12.70 4 

Air Conditioning 130 12.60 5 

Projector Screen 107 10.40 6 

Microphone 105 10.2 7 

 

3. The level of satisfaction with the use of facilities inside the building found that the 

sample group was satisfied at a high level (x ̅=3.64, SD.=0.69) with the facilities inside Rangsit 

University. The types of facilities within the university consist of facilities within the building, 

transportation and travel facilities, and technological facilities, arranged in order of satisfaction, 

shown in Table 4. 

 

Table 4 Level of satisfaction with the use of facilities inside the building,   

             transportation and travel facilities, and technological facilities 

Facilities in Rangsit University 

  

Mean SD. Satisfaction 

Level 

Priority 

Facilities inside the building 3.78 0.69 High 1 

Transportation and travel facilities 3.59 0.79 High 2 

Technological facilities 3.55 0.82 High 3 

 3.64 0.69 High  

 

 4. Comparative analysis of satisfaction with the facilities within the university of 

students at Rangsit University classified by faculty group using ANOVA statistics. It was found 

that students classified by faculty group had different satisfaction with the facilities within the 

university, at a statistical significance level of 0.05. Details are shown in Table 5. 

 

Table 5 Comparative of satisfaction with the facilities within the university of students  

at Rangsit University classified by faculty group 

Source of Variation SS Df MS F Sig 

Between Groups 11.158 3 3.719 8.160 .000 

Within Groups 155.433 341 .456   

Total 166.590 344    

*The mean difference is significant at the 0.05 level. 
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When considering pairwise comparisons using the LSD method, it was found that 

students in the Business faculty group were satisfied with the facilities within the university, 

different from students from the Art & Design faculty group, the Liberal arts faculty group, 

the Medical science faculty group at a statistical significance level of 0.05. Details are shown 

in Table 6.  

 

Table 6 Compare satisfaction with university facilities among Rangsit University  

              students classified by group Faculty using LSD 

 Business 

faculty group 

Art & Design 

faculty group 

Liberal arts 

faculty group 

Medical 

science faculty 

group 

Business 

faculty group 

- -.41263* .42913* .47921* 

Art & Design 

faculty group  

 - .01649 .06658 

Liberal art 

faculty group 

  - .05009 

Medical 

science faculty 

group 

   - 

*The mean difference is significant at the 0.05 level. 

 

5. Problems and obstacles in using the facilities within the university, sorted by 

frequency, it was found as follows: 

 5.1 Insufficiency & broken computers in the laboratory 

 5.2 Classroom facilities, such as tables & chairs, microphone, monitor, 

connecting equipment to monitor, wi-fi, and air conditioning, are insufficient and not in good 

condition. 

  5.3 Insufficiency of trams within the university, students must wait for a long 

time. 

 5.4 Insufficiency car park & far away. 

 5.5 Unsafe pedestrian walkway. 

 5.6 Insufficiency lift. 

 

CONCLUSION 

 1. Satisfaction of Rangsit University' Students towards Facilities Inside the University, the 

research results can be summarized as follows. The samples were Rangsit University students, 345 

people, mostly female, with an average age of 23.47 years, belong to the faculty groups: the Business 

faculty group, the Art & Design faculty group, the Liberal arts faculty group, and the Medical science 

faculty group. Regarding income, most of the sample group had an income of less than 10,000 baht. 

Residence: Most of the sample stayed in dormitories around the university.  
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2. The behavior of using the facilities within Rangsit University found that most Rangsit 

University students study 3-4 days a week. Students think that the university's facilities are 

insufficient to meet their needs. Students use the university's facilities occasionally, with 

Classroom Facilities being the most frequently used one. Computers in the laboratory are 

teaching equipment facilities that are commonly damaged. 

3. Students are at a high level of satisfaction with the facilities within the university, 

including building facilities, transportation and travel facilities, and technological facilities. 

Sort by order. 

4. Comparative analysis of satisfaction with the facilities within the university of 

students at Rangsit University classified by faculty group using ANOVA statistics. It was found 

that students classified by faculty group had different satisfaction with the facilities within the 

university, at a statistical significance level of 0.05. When considering pairwise comparisons 

using the LSD method, it was found that students in the Business faculty group were satisfied 

with the facilities within the university, different from students from the Art & Design faculty 

group, the Liberal arts faculty group, the Medical science faculty group at a statistical 

significance level of 0.05.  

5. The first top three common problems and obstacles in using the university's facilities 

are: 1) classroom facilities, such as tables & chairs, microphone, monitor, connecting 

equipment to monitor, wifi, and air conditioning, are insufficient and not in good condition, 2) 

insufficiency & broken computers in the laboratory, and 3) insufficiency of trams within the 

university. 

 

DISCUSSION AND RECOMMENDATION 

 The researcher discussed the research results as follows. 

1. The sample students have the behavior of using facilities within the university at the 

sometimes level, with Classroom Facilities being the most frequently used university facility. 

This is because the sample students considered only the facilities within the classroom. 

However, the current teaching model uses a combination of online and onsite learning, so 

students do not have to come to the university and classrooms as often. In addition, Rangsit 

University emphasizes active learning, which is a variety of teaching methods, not just sitting 

in a classroom, such as hands-on learning, cooperative interaction, learning through media, 

Case Based Learning, and PBL Project Based Learning, which is in line with the Active 

Learning Office of the Basic Education Commission (2019). 

2. The sample students thought that computers in the laboratory were the most frequently 

damaged facilities. From inquiring about empirical data from the sample group, it was found that the 

computers in the laboratory that the sample group mentioned were laboratories that many students used 

or that students in every faculty had to use, for example, the English Laboratory. As a result, there was 

not enough for the usage, and it also took time to repair, causing an obstacle to learning. This is in line 

with the lifestyle of students classified as Gen Z, who grew up with many amenities around them, can 

use various technologies, learn quickly, and become addicted to using Social Media. When technology 

is not conducive to living life, it causes dissatisfaction and is a problem (Limitless Education, 2022) 
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3. The results of the assessment of student satisfaction with the facilities within the 

university are at a high level. The facilities inside the building are what students are most 

satisfied with when compared to transportation and travel facilities and technological facilities. 

From the inquiry of empirical data from the sample group, it was found that Students feel at 

ease and satisfied with the cool air when entering the building. There is fire extinguishing 

equipment, CCTV cameras, restrooms, tables & chairs for relaxing, shops, coffee shops, etc. 

This differs from transportation and travel facilities where the weather outside is quite hot. It's 

a long walk from the car park to the building. There aren't enough golf carts or trams. They 

have to wait a long time. The technological facilities and the computers in the laboratory often 

break down. They are insufficient to meet the needs, the wi-fi signal is unstable, and the quality 

is not good. This is consistent with the idea of Cronin and Taylor (1992) cited in Krinikorn & 

Asarat, 2013) who stated that dissatisfaction indicates service quality. 

4. Students from the Business faculty group are satisfied with the facilities within the 

university. This differs from students from the Art & Design faculty group, the Liberal arts 

faculty group, and the Medical Science faculty group. One difference brought into the 

discussion is the nature of the laboratory in the Faculty of Business group. It is a laboratory 

that trains in specific skills in the industry, such as professions in aviation, hotel business, 

kitchen, and logistics. These are simulator laboratories, which are different from the Liberal 

arts faculty group and the Medical Science faculty group; they use science laboratories and 

train at various hospital locations, which are not the facilities within the university. 

5. Suggestions for further research. 

 Studies on the behavior and satisfaction of Rangsit University international students 

about using the facilities within the university should be increased, and the differences among 

them should be compared to obtain helpful information for the university in developing 

learning facilities. 
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ABSTRACT 

This study delves into the critical issue of the influence of mutual Chief Financial 

Officer (CFO) and audit firm tenure on audit quality. Employing a quantitative methodology 

with a sample of 182 respondents, we investigate the intricate interplay between auditor 

independence, audit firm characteristics, audit experience, and their impact on audit quality. 

The analysis of mutual CFO and audit firm tenure sheds light on the potential conflicts 

of interest that may arise in long-standing professional relationships. Our findings reveal a 

nuanced relationship between these variables, uncovering both positive and negative influences 

on audit quality. 
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Auditor independence emerges as a pivotal factor, with longer tenure raising questions 

about the preservation of objectivity and skepticism. However, audit firm characteristics, such 

as size and reputation, and the depth of audit experience within the firm act as mitigating factors 

that can bolster audit quality. 

This study contributes to the understanding of the multifaceted dynamics that underpin 

audit quality, emphasizing the need for a balanced approach in assessing the impact of mutual 

CFO and audit firm tenure. It offers valuable insights for auditors, regulators, and stakeholders 

concerned with the integrity and reliability of financial reporting. 

Keywords: Mutual CFO/Audit Firm Tenure, Auditor Independence, Audit Firm 

Characteristics, Audit Experience, Audit Quality. 

 

General Background of the Topic 

Today's corporations prioritize audit quality since it affects financial reporting's 

credibility. High audit quality ensures economic market openness, accountability, and 

confidence. The CFO's tenure and connection with the audit firm have become more critical 

(Alderman, 2019). In particular, long-term CFO-audit firm relationships raise concerns 

regarding audit quality. Scholars, regulators, and practitioners question CFO and audit firm 

tenure (Razakova et al., 2023). Conversely, long-term CFO-audit firm cooperation may 

improve audit efficiency and effectiveness by improving awareness of the company's 

operations and financial reporting practices (Mat et al., 2019). Familiarity may enhance 

communication and collaboration, leading to more comprehensive audits and accurate financial 

reporting according to Alderman (2019). However, long-term CFO-audit firm connections may 

compromise audit independence and objectivity (Ivanova et al., 2023). Auditors' reliance on 

management's assertions may impair their capacity to dispute management choices and exhibit 

professional skepticism (Kartika et al., 2021). Audit companies may also prioritize customer 

retention above thorough audits to avoid losing valued clients, which might compromise audit 

quality and rigor according to Mat et al (2019). 

Auditor tenure and audit quality have been studied with varied results. Longer auditor tenure 

may decrease independence and objectivity, while some research shows it improves audit 

quality (Othman & Ameer, 2022). However, little research has examined how mutual CFO and 

audit firm tenure affect audit quality, making it a relevant issue for study. Financial scandals 

and company bankruptcies have weakened public faith in financial reporting, putting the 

auditing profession under greater scrutiny (Le et al., 2021). Thus, regulators and standard-

setting agencies have prioritized audit quality and independence. Given the CFO's position in 

financial reporting and the audit firm's objective judgments, the CFO-audit firm connection is 

particularly relevant (Israilova et al., 2023). 

Problem Statement 

Auditing and corporate governance confront a complex problem regarding CFO and 

audit firm tenure and quality. The link between CFO tenure and audit company quality and 

effectiveness is still debated and poorly researched. This research examines how mutual CFO 

and audit firm tenure may affect audit quality, auditor independence, neutrality, and financial 
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reporting transparency. Despite the rising importance of audit quality and auditor 

independence, there is little study on how mutual CFO audit firm tenure affects audit quality. 

The reciprocal tenure link between CFOs and audit companies has been studied less than the 

influence of auditor tenure on audit quality (Jalloul et al., 2022). The lack of actual data on the 

difficulties and hazards of this tenure is the issue. Mutual CFO-audit firm tenure raises concern 

about auditor independence and objectivity. Auditors' acquaintance with firm leaders may 

affect their capacity to remain objective throughout the audit process. Auditors may avoid 

challenging management's claims, making it harder to spot and disclose financial problems 

(Ushakov et al., 2023). Current auditor rotation practices may not be enough to address 

independence issues. Financial reporting accuracy depends on mutual CFO and audit firm 

longevity. A longer mutual tenure relationship may increase auditor-management 

communication and audit quality. However, such partnerships may lead to complacency and 

sloppy audits. The question is whether mutual tenure improves audit quality and under what 

circumstances. 

Audit quality, corporate governance, and policy formation will be discussed in the 

conclusion. It will evaluate the research aims. The conclusion will address the study's 

weaknesses and advise further research. Finally, it will provide practical suggestions for 

auditors, company boards, and regulators to improve audit quality and retain auditor 

independence throughout mutual CFO/audit firm tenure. This study examines how mutual CFO 

and audit firm tenure affect audit quality to fill this gap. The research will examine how CFO 

and audit firm tenures impact financial audit quality (Pratoomsuwan & Yolrabil, 2020). To 

understand the phenomena, the study will analyze a wide sample of publicly listed firms across 

sectors and nations. 

Hypotheses Development 

Fundamental to the auditing profession and an essential part of sound corporate 

governance is the link between auditor independence and audit quality. If auditors want to be 

impartial and unbiased in assessing a company's financial accounts, they must be able to 

operate independently. Auditor independence is fundamental to auditing. It includes the 

auditor's capacity to objectively and independently assess the company's financial statements 

(Baik et al., 2023; Li et al., 2023; Mahmić-Kaknjo et al., 2023; Zakariaee et al., 2023). Their 

independence protects the auditors' neutrality in evaluating the client's financial reporting from 

any financial or personal interests that could influence their judgment. It is crucial to define 

audit quality to evaluate the connection between auditor independence and audit results (Baik 

et al., 2023; Lapidus, 2023; Mahmić-Kaknjo et al., 2023; Sevgi et al., 2023; Wilson et al., 

2023). Thoroughness, adherence to auditing standards, and the ability to detect fraudulent 

actions or substantial mistakes are all hallmarks of a high-quality audit. Many facets of the 

complex web connect auditor independence with audit quality. The mechanics of this 

connection and its consequences for financial reporting and market integrity have been studied 

by several academics and industry professionals (Catalano et al., 2023; Liu & Rudd, 2023; Liu 

et al., 2023; Meystre et al., 2023; Tully et al., 2023). 
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Analyzing a large data set of audit reports showed that more independent auditors were 

more likely to offer going concern views when financial hardship was evident, a commitment 

that speaks volumes about the auditors' dedication to providing reliable information in cases of 

financial distress (Delcey, 2021; Kaur et al., 2021; Maiti et al., 2021; Pessa et al., 2023). 

However, research on the effect of auditor tenure on audit quality found that the longer the 

connection between the auditor and the client, the poorer the audit quality. This conclusion 

hints at the potential for independence and objectivity problems to be introduced into audits by 

auditors with long-standing connections with their clients. Integrity in financial reporting and 

confidence in financial markets rely heavily on auditor independence and audit quality 

connection (Handayani & Kawedar, 2021). Despite the difficulties, empirical data indicates a 

good correlation between auditor independence and audit quality. Audit firms' culture largely 

fosters Independent and ethical behavior. Auditors, audit firms, regulators, and clients should 

work together to counteract challenges to independence and safeguard the auditing principles 

of objectivity and impartiality to improve audit quality even further. This led to the 

development of the following hypothesis:  

H1: Auditor independence positively influences audit quality 

When discussing audit quality, the size of the auditing company is often brought up. 

The Big Four auditing companies—Deloitte, PwC, Ernst & Young, and KPMG—are widely 

believed to be superior to smaller firms in audit quality because of their larger size, more 

seasoned staff, and longer track records (Al-Sayyed et al., 2021). For instance, there is a 

correlation between the size of an audit company and the quality of its audits. More substantial 

firms often employ more seasoned auditors and can better resist client pressure, contributing 

to higher audit quality (Taufik, 2019). 

The ability to specialize in a particular industry is essential for audit firms. Focused 

businesses are well-versed in their chosen field's specialized dangers, accounting standards, 

and government laws (Faccia et al., 2022). This knowledge improves the quality of audits by 

helping auditors recognize, evaluate, and handle hazards unique to a particular sector. Auditors 

with domain expertise in business are likelier to spot red flags and unearth fraudulent practices 

during audits. The quality of an audit is heavily dependent on the reputation of the auditing 

company. If the public associates an audit company with poor quality work, that business's 

reputation will suffer more than one of lesser renown (Zheng et al., 2021). The importance of 

a company's reputation to the quality of its audits is supported by data. Audit quality heavily 

depends on the experience and knowledge of the auditors working for that business. 

Professional skepticism, the application of auditing standards, and the identification of 

financial statement errors are all areas in which seasoned auditors excel (Zhang & Zhu, 2022). 

The engagement partner's length of service and level of expertise are particularly influential on 

audit quality. Collecting sector-specific knowledge and auditing expertise is typically cited as 

why longer tenure is connected with higher-quality audits. Professionals with more auditing 

experience are better able to handle challenging audits, make sound decisions, and keep their 

distance from customers. This led to the development of the following hypothesis: 

H2: Audit firm characteristics positively influences audit quality 

A significant factor in audit quality is the time an audit team has worked together. Due 
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to client-specific knowledge and skills accumulated over time, audit teams with longer tenure 

tend to provide higher-quality audits (Bundesbank, 2020). Long-term customer relationships 

allow auditors to learn the ins and outs of a business, its industry, and its accounting methods 

(Sherif & Mohsin, 2021). Because of this knowledge, auditors can better evaluate risks, find 

auditing problems, and determine whether or not errors are substantial. There are hazards to 

auditor independence that arise when an audit team has been together for a long time (Chen et 

al., 2022). There is a higher danger of auditors losing their objectivity and professional 

skepticism the longer they work with clients. In response to these issues, several auditing 

companies have adopted partner rotation rules stipulating the periodic replacement of 

engagement partners (Castka & Searcy, 2022). The knowledge and skill of each auditor on the 

audit team is a significant factor in determining the audit's overall quality. Having an 

experienced auditor on the team increases the likelihood of spotting discrepancies and correctly 

applying auditing standards. They can better deal with intricate accounting problems and 

evaluate the correctness of accounting judgments and estimations. In addition, seasoned 

auditors are better able to handle complex audits. They can keep their distance from customers, 

think critically, and make sound decisions (Hrazdil et al., 2020). An auditor's ability to evaluate 

risk, make sound auditing judgments, and improve the audit may be honed via exposure to 

different types of audit engagements. The complexity of audit engagements is an essential 

factor that directly affects audit quality (Evinita & Kambey, 2021). Auditors with expertise and 

experience are necessary for complicated audits, including sophisticated financial instruments, 

complex accounting rules, or international operations. Complex audit engagements have risks 

and problems; therefore, auditors must have the expertise to deal with them. This led to the 

development of the following hypothesis: 

H3: Audit experience positively influences audit quality 

 
Figure 1 Research Model 

Source: Author Work 
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The above figure represents the independent variables (Auditor independence, 

characteristics and audit experience) and the dependent variable financial report quality  

 

METHODOLOGY 

The population for this study encompasses individuals with a background in accounting 

or auditing. Given the nature of the research topic, which delves into the intricacies of 

CFO/audit firm tenure and its influence on audit quality, it is imperative that respondents 

possess a foundational understanding of audit practices, governance, and financial reporting. 

This ensures that the feedback and insights garnered from the survey are informed, relevant, 

and rooted in professional experience. Out of the broader population, a sample of 200 

respondents was targeted for the survey distribution. These individuals were selected based on 

their professional roles in accounting or auditing, ensuring that their perspectives align with 

the research objectives. However, of the 200 surveys distributed, only 182 were completed and 

returned, resulting in a response rate of approximately 86%. While this is a commendable 

response rate for survey-based research, it's essential to consider potential non-response bias 

when interpreting the results. 

Reliability Analysis 

 

Table 1 Reliability Analysis 

 

 
Component 

1 

 Audit Independence .810 

Audit Firm Characteristics .811 

Audit Experience .846 

Audit Quality  .857 

 

The Audit Independence component registers a Cronbach's alpha of .810, which 

suggests a high degree of internal consistency among the items assessing this dimension. This 

provides empirical backing to the descriptive statistics previously discussed and supports the 

reliability of measures related to auditor independence. 

The Audit Firm Characteristics component shows a similarly high alpha value of .811. 

This implies that the items measuring the attributes, qualifications, and characteristics of audit 

firms are also highly consistent, adding credibility to the findings in this domain. 

With an alpha value of .846, the Audit Experience component exceeds the reliability 

thresholds set by social science research standards. This high level of internal consistency 

indicates that the attributes concerning an auditor's past and ongoing experience are reliable 

indicators, strengthening the interpretation of the associated descriptive statistics. 

Lastly, the Audit Quality component boasts the highest alpha value of .857. This 

underscores that the various items used to evaluate audit quality are extremely consistent with 

each other, thereby fortifying the reliability of the descriptive statistics concerning audit 

quality. 
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Pearson Correlations 

Table 2 Pearson Correlations 

 

 
Audit 

Independence 

Audit Firm 

Characteristics 

Audit 

Experience Audit Quality 

Audit Independence Pearson Correlation 1 .607** .514** .587** 

Sig. (2-tailed)  .000 .000 .000 

N 182 182 182 182 

Audit Firm 

Characteristics 

Pearson Correlation .607** 1 .573** .532** 

Sig. (2-tailed) .000  .000 .000 

N 182 182 182 182 

Audit Experience Pearson Correlation .514** .573** 1 .716** 

Sig. (2-tailed) .000 .000  .000 

N 182 182 182 182 

 Audit Quality Pearson Correlation .587** .532** .716** 1 

Sig. (2-tailed) .000 .000 .000  

N 182 182 182 182 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

The table presents Pearson correlation coefficients to assess the relationships between 

various audit-related components, with a specific focus on Audit Quality as the dependent 

variable. Pearson correlations range from -1 to 1, where values closer to 1 or -1 signify a 

stronger relationship, either positive or negative. A correlation is considered statistically 

significant if the two-tailed significance level is less than 0.05. In this analysis, all correlations 

are significant at the 0.01 level, which lends high confidence to the findings. 

Focusing on Audit Quality as the dependent variable, it shows significant positive 

correlations with Audit Independence (.587**), Audit Firm Characteristics (.532**), and Audit 

Experience (.716**). The two asterisks (**) next to each coefficient indicate that the 

correlations are significant at the 0.01 level, suggesting that these are not random occurrences 

but represent meaningful relationships. 

The strongest relationship is between Audit Quality and Audit Experience, with a 

Pearson correlation of .716**. This suggests that an auditor's experience strongly influences 

the perceived quality of the audit. Given that experience encompasses a range of factors such 

as industry knowledge, familiarity with auditing standards, and ability to adapt to different 

auditing environments, this high correlation suggests that experience is particularly crucial for 

audit quality. 

The correlation between Audit Quality and Audit Independence is .587**, also a strong 

positive correlation but less than that of Audit Experience. This implies that while 

independence is important for ensuring audit quality, it may not be as critical as the experience 

of the auditor. Nevertheless, the importance of independence should not be discounted, as it 

underpins the credibility and impartiality of the audit process. 

Similarly, Audit Firm Characteristics have a positive correlation of .532** with Audit 



ISCAMR 2024 

 

 

320 

 

 

Quality. This indicates that the attributes of the audit firm, which may include its reputation, 

the educational background of its auditors, and its commitment to continuous professional 

development, also significantly impact audit quality, albeit to a slightly lesser extent compared 

to independence and experience. 

Regression Analysis 

 

Table 3 Regression Analysis 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .761a .579 .572 .672 

a. Predictors: (Constant), Audit Independence, Audit Firm 

Characteristics, Audit Experience and Audit Quality  

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .267 .157  1.705 .090 

Audit Independence .317 .074 .273 4.292 .000 

Audit Firm 

Characteristics 

.360 .072 .056 2.842 .001 

Audit Experience .604 .068 .544 8.837 .000 

a. Dependent Variable: Audit Quality 

 

The regression analysis aims to offer a nuanced understanding of how Audit 

Independence, Audit Firm Characteristics, and Audit Experience affect Audit Quality. With an 

Adjusted R Square value of .572, the model explains approximately 57.2% of the variability in 

Audit Quality, which is a considerable percentage especially in the context of social science 

research where it is rare to explain all variability due to the complexity of human behavior and 

organizational dynamics. 

The R value of .761 further underscores a strong positive relationship between the 

predictors and Audit Quality. An R value closer to 1 indicates that the model's predictions align 

well with the actual data points, bolstering confidence in the model's robustness. The Standard 

Error of the Estimate of .672 serves as another diagnostic metric, offering insights into the 

average distance that the observed values fall from the regression line. A smaller standard error 

would signify a closer fit to the data. 

Turning attention to the coefficients section, all the independent variables display 

statistical significance, thereby warranting their inclusion in the model. Among them, Audit 

Independence has a standardized coefficient (Beta) of .273 and is statistically significant at the 
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.000 level. The implication here is far-reaching: even as other variables are controlled, an 

increase in Audit Independence would still significantly boost Audit Quality. The high level of 

significance underscores the foundational role that independence plays in audit processes. 

Audit Firm Characteristics, although with a lower Beta value of .056, are still 

statistically significant at the .001 level. This reflects the notion that the traits of an audit firm, 

such as its reputation or commitment to ongoing professional development, do have a role in 

influencing Audit Quality, albeit not as strongly as Audit Independence or Audit Experience. 

Even if its Beta value suggests a less dramatic effect size, its significance level implies that its 

influence is consistent enough to be statistically noteworthy. 

Audit Experience stands out with the highest Beta of .544, also significant at the .000 

level. This suggests that the auditor's accumulated experience has the most substantial impact 

on Audit Quality among the factors studied. Given that audit engagements often entail intricate 

financial transactions and require nuanced judgments, the significant role of experience is in 

line with expectations. Experienced auditors are likely more adept at navigating complex 

auditing landscapes, thereby contributing to a high-quality audit. 

Theoretical Implications 

The empirical findings of this chapter contribute significantly to the theoretical 

understanding of audit quality, particularly within the frameworks of Agency Theory, Social 

Exchange Theory, and Resource Dependence Theory. Each of these theories offers a unique 

lens through which to interpret the roles and impacts of Audit Independence, Audit Firm 

Characteristics, and Audit Experience on Audit Quality, especially within the Lebanese 

context. 

Agency Theory primarily focuses on the relationship between principals (shareholders) 

and agents (auditors) and seeks to resolve conflicts of interest between them. In the context of 

this study, Agency Theory supports the notion that Audit Independence is crucial for resolving 

potential conflicts. The empirical data strongly corroborate this theoretical stance. The 

significant Beta coefficient for Audit Independence emphasizes that an independent auditor is 

more likely to act in the best interests of the shareholders, thereby improving the quality of the 

audit. This aligns well with the fundamental premises of Agency Theory, advocating for 

mechanisms that align the incentives of the agents with those of the principals, thus enhancing 

the audit quality as a governance mechanism. 

Practical Implications 

The empirical findings of this study offer several practical implications for auditors, 

regulatory bodies, and corporate stakeholders, particularly within the Lebanese context, which 

has its own set of challenges and opportunities. Each of the key variables—Audit 

Independence, Audit Firm Characteristics, and Audit Experience—has demonstrated a 

significant impact on Audit Quality, thereby underscoring their critical role in shaping the 

auditing landscape. 

Given that Audit Independence is shown to be highly significant in affecting Audit 

Quality, there is a clear directive for regulatory bodies to enforce stringent guidelines to ensure 

auditor independence. In Lebanon, where the economy has faced turmoil and governance 
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issues, maintaining high levels of independence is not just a regulatory requirement but a 

cornerstone for restoring investor and stakeholder confidence. Regulatory bodies should 

consider frequent audits of firms to check for any conflicts of interest that compromise 

independence and, consequently, audit quality. Enhanced independence not only improves 

audit quality but also fulfills the critical function of strengthening the capital markets by 

fostering investor confidence. 

Audit Firm Characteristics also yield significant, albeit less potent, effects on Audit 

Quality. This suggests that stakeholders, particularly those in governance roles, must pay close 

attention to the characteristics of audit firms when making selections. An audit firm that 

specializes in a particular industry, maintains high educational standards, and aligns closely 

with stakeholder expectations is more likely to produce high-quality audits. These 

characteristics can serve as important criteria in the auditor selection process, thereby 

mitigating risks associated with poor-quality audits. Specialized training programs could be 

developed to ensure that auditors possess the necessary expertise in various industry sectors, 

enhancing the quality of audits within those sectors. 

Contribution of the Study 

This study contributes to the auditing literature and practice in several significant ways, 

particularly focusing on the Lebanese context, which has not been extensively examined in 

previous research. Each of the contributions has broad implications for both academia and 

industry, offering fresh perspectives on longstanding questions surrounding audit quality. 

One of the principal theoretical contributions of this study is the integration of agency 

theory, social exchange theory, and resource-dependent theory to explain the factors affecting 

audit quality. Previous studies have often employed a single theoretical framework, limiting 

their explanatory power. By amalgamating these theories, this study offers a multi-faceted view 

of audit quality, enriching the theoretical depth of the subject. 

Given its focus on Lebanon, a country with a unique blend of economic and governance 

challenges, the study enriches the auditing literature by introducing context-specific factors 

that may not be captured in studies set in more stable economies. These insights add a layer of 

complexity to existing theories and may encourage scholars to explore how context modifies 

or enriches traditional theoretical models. 

The statistical rigor employed in the study serves to empirically validate the proposed 

theoretical models. The high R Square and Adjusted R Square values indicate a strong fit for 

the data, providing robust evidence in support of the theories employed. This empirical 

validation enriches the existing literature, as it offers strong statistical support for the 

relationship between variables like Audit Independence, Audit Firm Characteristics, and Audit 

Experience on Audit Quality. 

The statistical findings offer actionable insights for auditors, regulatory bodies, and 

stakeholders. By identifying the significant variables that impact audit quality, the study 

provides a data-driven basis for decision-making in auditing practices. This is particularly vital 

in Lebanon's complex business environment, where empirical guidance can offer a competitive 

edge. 
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For regulators and industry bodies, the study offers empirical evidence that can guide 

policy formulation. In a country grappling with economic challenges, the significance of 

enhancing audit quality cannot be overstated. By focusing on statistically significant variables, 

policymakers can enact targeted regulations that bring about meaningful improvements in audit 

quality. 

For corporations and stakeholders, the study provides a framework for selecting 

auditors. By emphasizing the importance of Audit Firm Characteristics and Audit Experience, 

it offers criteria that can be employed in the auditor selection process, thereby reducing the risk 

of audit failure. 

The significant impact of Audit Experience on Audit Quality underscores the 

importance of continuous professional development. The study's findings can guide the 

development of training programs and educational curricula, ensuring that they focus on areas 

that will have the most significant impact on audit quality. 

This study fills a notable gap in the existing literature by offering a nuanced, context-

specific, and empirically robust examination of factors affecting audit quality in Lebanon. Its 

contributions are manifold, providing valuable insights that can shape future research and 

offering practical guidelines that can influence auditing practices and policies. 

Limitations of the Study 

The current study, while contributing valuable insights into audit quality in the 

Lebanese context, is not without limitations that warrant discussion. Acknowledging these 

limitations allows for a more nuanced interpretation of the findings and provides directions for 

future research. 

One of the first limitations pertains to the sample size of 182 audits, which, although 

statistically significant, may not be fully representative of the auditing landscape in Lebanon. 

Given the volatile economic conditions and diverse industries, a larger sample size would have 

provided a more comprehensive view. Additionally, the study focused on specific types of 

audit firms and did not explore the entire spectrum, which could result in biased outcomes. 

The study focuses solely on the Lebanese context, making the generalizability of its 

findings to other geographic and economic environments questionable. While the Lebanese 

focus allows for an in-depth exploration of locale-specific issues, it may limit the study’s 

applicability in different cultural or regulatory settings. 

The employment of agency theory, social exchange theory, and resource-dependent 

theory serves as both a strength and a limitation. While these frameworks offer a multi-

dimensional view of audit quality, the study might have overlooked other potentially applicable 

theories. For example, stakeholder theory could offer a different perspective by considering a 

broader range of actors influencing or influenced by audit quality. 

The study primarily utilizes quantitative methods, focusing on statistical analyses of 

survey data. While this allows for empirical validation of the theoretical frameworks, it 

potentially overlooks qualitative aspects such as auditors' perceptions, managerial attitudes, or 

specific case studies that could provide a more nuanced understanding of audit quality. 
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Further Research and Perspectives 

The exploration of audit quality, particularly within the specific socio-economic and 

regulatory context of Lebanon, opens up numerous avenues for future research. While the 

current study has sought to comprehensively analyze audit quality through the lenses of agency 

theory, social exchange theory, and resource-dependent theory, several dimensions remain 

underexplored. 

Firstly, the introduction of alternative theoretical frameworks could enrich the 

understanding of audit quality. For example, stakeholder theory could offer insights into how 

diverse actors such as shareholders, creditors, and regulators interact with and influence the 

auditing process. Similarly, institutional theory might provide valuable perspectives on how 

societal norms, laws, and regulations shape auditing practices and quality. 

Future research could benefit from adopting a multi-method approach, incorporating 

both quantitative and qualitative analyses. While the present study employed statistical 

techniques, the incorporation of interviews, case studies, and observations could yield a more 

nuanced understanding. Qualitative data could uncover subtleties related to auditors' ethical 

considerations, organizational culture within audit firms, or the impact of client-auditor 

relationships on audit quality. 

 

CONCLUSION 

This study makes several significant contributions to the auditing literature and practice, 

particularly in the Lebanese context, which has not been extensively examined in previous 

research. It integrates agency theory, social exchange theory, and resource-dependent theory, 

providing a multi-faceted view of audit quality and enriching the theoretical depth of the 

subject. The study introduces context-specific factors that may not be captured in studies set in 

more stable economies, adding complexity to existing theories and encouraging exploration of 

how context modifies traditional theoretical models. 

The statistical rigor employed in the study validates the proposed theoretical models, 

offering robust evidence for the relationship between variables such as audit independence, 

audit firm characteristics, and audit experience on audit quality. These findings provide 

actionable insights for auditors, regulatory bodies, and stakeholders. They offer a data-driven 

basis for decision-making in auditing practices and can guide policy formulation. The study 

also provides a framework for selecting auditors, emphasizing the importance of audit firm 

characteristics and audit experience to reduce the risk of audit failure. 

The study highlights the significance of continuous professional development, as audit 

experience has a significant impact on audit quality. The findings can guide the development 

of training programs and educational curricula, focusing on areas that have the most significant 

impact on audit quality. By filling a notable gap in the literature, the study offers a nuanced, 

context-specific, and empirically robust examination of factors affecting audit quality in 

Lebanon. It provides valuable insights that can shape future research, influence auditing 

practices and policies, and enhance audit quality. 
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However, the study does have limitations. The sample size may not be fully 

representative of the auditing landscape in Lebanon, and the focus on specific types of audit 

firms may result in biased outcomes. The generalizability of findings to other contexts is 

questionable, and the study might have overlooked other potentially applicable theories. The 

reliance on quantitative methods may overlook qualitative aspects, and the cross-sectional 

nature of the data collection limits its ability to account for temporal changes. The regression 

model explains only a portion of the variability in audit quality, leaving room for other 

significant variables not included in the study. 

To address these limitations, future research could incorporate a larger and more diverse 

sample, employ additional theoretical frameworks, integrate qualitative methods, and expand 

the geographic and temporal scope. By addressing these gaps, researchers can develop a richer 

and more comprehensive understanding of audit quality, making the research more relevant 

and applicable to the field. 
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ABTRACT 

Factors affecting the success of advertising media business operators in Bangkok. It has 

four components: 1) Transformational Leadership, 2) Organizational Learning, 3) 

Organizational Innovation, and 4) Knowledge Management. You can use these variables. To 

lead to success in operating according to the goals set. Something that can help business 

operators communicate well with target groups is advertising media. As in the studies of many 

academics who have studied advertising media and discovered that advertising media.  It is one 

medium that can reach consumer groups well and Organizational success is an important goal 

of every organization that must operate successfully. But to make the organization work 

successfully Organizational executives must have good management and planning. Determine 

the format, methods, various steps and must have personnel. with knowledge and ability to 

achieve accuracy, appropriateness, and efficiency in performing work thus leading the 

organization to success as set forth. and develop the ability to conduct business for 

entrepreneurs Advertising media business in Bangkok It has four components: 1) 

Transformational Leadership, 2) Organizational Learning, 3) Organizational Innovation, and 

4) Knowledge Management. To affect the success of advertising media business operators in 

Bangkok. Have the ability to compete in the market sustainably. 

 

INTRODUCTION 

Nowadays, advertising media is important to every organization, both public and 

private, because of advertising. It plays a role in promotion and marketing as a means of 

stimulating, motivating, and building confidence among customers or target groups. Social 

media advertising media is growing rapidly. Continuously causing the technological 

development of various types of social media, which various media. There are many different 

forms used in advertising. It can be seen from the change in formats of advertising media from 

the past to the present that the popularity of each period is different (Kalan Woraphitthayut, 

2019). Advertising plays an important role as a type of advertising media that influences well-

being. It is very important in the daily life of consumers and is of economic and social 

importance. Advertising media has grown a lot, as can be seen from research by the Media 

Agency and Media Business Association of Thailand that in 2018 the overall picture of the 

advertising industry improved. Positive factors came from the overall economy improving. 

Consumers have more confidence in shopping, causing consumers to purchase products 

through distributed media by turning to the internet and out-of-home media more. and is an 

advertising medium Important factors in the operation of various businesses. It can be seen that 

advertising has helped make consumers more aware of the various products and services of 

manufacturers, causing the expansion of the economic and social systems and causing the 

advancement of communication science, resulting in the industry. of the advertising business 

expanded and supported businesses such as advertising photography business. Advertising 

production company advertising research company as well as the emergence of government 

agencies. To perform duties with and control many advertising businesses. 
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Advertising means providing information and news in order to communicate 

persuasively through various types of media in order to influence or persuade consumers or 

target groups. Behavior consistent with the content of the advertised substances that facilitates 

the purchase or use of such goods and services, as well as induces people to act on various 

ideas. Advertising media refers to marketing tools that have a role or are responsible for 

conveying that information. To the consumer group or target group by using that advertising 

media.Will it be beneficial or successful or not?. It depends on choosing the appropriate use of 

each type of media for the target group. There are 4 types of advertising media as follows 1) 

Print advertising media. It is an advertising medium using letters as a medium to convey ideas 

and things that need to be communicated to the public. There are many types such as 

newspapers, magazines, flyers, brochures, posters, product user manuals. product samples, etc., 

This type of media is also one of the earliest types of advertising media. 2) Broadcasting and 

broadcasting advertising media. It is advertising using sound, images or letters, including radio 

and television advertisements. 3) Online advertising media. It is a type of advertising media 

that is very popular today. There are both still images that communicate with pictures and 

letters or animated images complete with images and sound.  Online advertising media has 

begun to play a huge role as people have begun to use media such as mobile phone  that can 

access the online world more and more easily and 4) other types of advertising media, that is, 

other advertising media. In addition to the media mentioned above, such as media advertised 

for installation in specific locations, Off-site advertising media such as billboards of various 

sizes, advertisements that follow vehicles used for transportation, etc., Advertising media is a 

marketing tool that plays an important role in various organizations. Both the public and private 

sectors. Including those who do business Because it is the media that is responsible for bringing 

information and communicating those stories to target groups or consumer groups. This can be 

used either as a profit-making business or as a public service that benefits society. The type 

and company that accepts advertising It has changed according to the era and time. There are 

more appropriate adjustments and more variations as well. Therefore, entrepreneurs are 

interested in studying variables. Transformational Leadership, Organizational Learning, 

Knowledge Management, Organizational Innovation and Success of business entrepreneurs to 

develop the ability to do business for advertising media business operators in Bangkok. It has 

four components 1) Transformational Leadership 2) Organizational Learning 3) Organizational 

Innovation and 4) Knowledge Management. To affect the success of advertising media 

business operators in Bangkok. Have the ability to compete in the market sustainably. 

 

LITERATURE REVIEW 

This section provides a brief literature review of the current study variables. 

Transformational Leadership -  By academic Wimonpan Changkid (2017: 20) said 

that Transformational Leadership. It is extremely important to the success of the organization 

because it is a process that influences the change in the attitude of personnel in the organization. 

It can motivate personnel to work with sacrifice for the public. Organizational changes occur 

accordingly. with the situation resulting in the organization being successful according to its 

goals Transformational Leadership Influences the success of the organization's goals, which 
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executives have a broad vision. Have creative ideas Be enthusiastic about work and have 

interpersonal skills. Leadership is used appropriate for the organization in accordance with the 

situation is reasonable. Can motivate personnel to work. With sacrifice for the public for 

organizational change to be successful Organizational Learning. It is the process of creating, 

maintaining, and Transferring Knowledge within the organization. Organizations evolve over 

time as they gain experience. From this experience, knowledge can be created. This knowledge 

is extensive. Covers various topics that can develop the organization for the better Examples 

might include ways to increase productivity or develop helpful investor relations. Knowledge 

is created in four different units: individuals, groups, organizations, and interorganizations 

(Fiol & Lyles, 1985, p.803). It is said that Organizational Learning can be better defined as “A 

process for improving operations through better knowledge and understanding.” 

Organizational learning is processed by successful organizations. (Prieto-Pastor & Martin-

Perez, 2015) said that Developing a knowledge base and applying knowledge to develop better 

quality products, services and value for customers. By learning, organizations help 

organizations build a repository of knowledge and information concepts that can be used. To 

develop new products and improve existing products Organizations tend to develop this type 

of thinking by actively seeking information and experiences and experimenting both inside and 

outside the organization. 

Organizational Innovation - From the review, there are many classifications of 

organizational innovation. Prateep Chaturaphongsathorn (2022) stated that innovation 

capability is divided into 5 components 1)Technical capability product innovation capability 

2) Process innovation capability 3) Market innovation capability 4) Behavioral innovation 

capability and 5) Strategic innovation capability, which Organizational Innovation is to bring 

knowledge and creativity used in creating or improving products, services, management 

processes, and other things that create new things to meet customer needs Innovation will create 

a competitive advantage and profits for the organization in the long run and Organizational 

Innovation. The ability to innovate and conduct business is inevitable. Relationship If any 

organization can create innovation, it will have a positive impact on the organization's 

performance. 

Knowledge Management - Refers to collecting, creating, organizing, exchanging, and 

applying knowledge in an organization. By developing from information systems to 

information to ultimately create knowledge and wisdom. Knowledge management consists of 

a set of operations used by organizations. In order to identify, create, display and distribute 

knowledge for the benefit of use and learning within the organization and can lead to 

information technology processes to create knowledge and wisdom to be useful in working for 

the organization. Effective By Academician Bowon Khumchunsri (2019) stated that 

knowledge is the first step of behavior related to the ability to remember. It's a mixture of 

experiences. With the concept of knowledge management that arises from the systematic 

storage of knowledge in an organization and can be called or searched. Through the process of 

knowledge management which has 4 components 1) Knowledge base creation system 2) 

Knowledge Storage, 3) Knowledge Acquisition, and 4) Knowledge Dissemination. 
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Entrepreneurial Success -  Means Entrepreneurial success means achieving good 

products or services, making a profit, and long-term business growth. They have the ability to 

solve problems and adapt to business conditions neatly. Success in one's own business can also 

mean finding happiness and fulfillment in the work that entrepreneurs have gone through to 

create their own business. Personal success in terms of satisfaction and general quality of life 

is also enhanced by business success created by entrepreneurs. Successful SMEs entrepreneurs 

by academic M.L. Chanchote Chompunut (2018) said that entrepreneurs who have the ability 

to provide good human resource management services, entrepreneurs. Have the ability to 

coordinate well with their own employees and can communicate and coordinate with business 

groups others in order to negotiate and support each other's interests. It will result in the 

business running efficiently and the development of the business to a better level. Mentioned 

the elements of success for business entrepreneurs in 4 areas as follows 1) Financial Aspect 2) 

Customer Side 3) Learning and Development and 4) Internal Management Processes. 

Research Methods 

          This study is a qualitative research. The study of relevant literature consists of the 

national level and international literary criticism. Data were analyzed using an inductive 

method. 

Research Results 

        From Figure 1, the format of factors affecting the success of advertising media business 

operators. In Bangkok, it consists of 4 factors is Transformational Leadership, Organizational 

Learning, Knowledge Management and Organizational Innovation that affect the success of 

advertising media business operators in Bangkok. In addition, these 5 variables are also 

variables that can be used to create a success model for advertising media business operators. 

In the Bangkok area as well, research will continue to test the variables. 

 

 

 
Picture 1: Model of factors affecting the success of advertising media business operators in 

Bangkok. 
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ABSTRACT 

Mobile banking has revolutionized how individuals conduct financial transactions and 

manage their accounts. This research investigates the factors that influence the adoption and 

satisfaction of mobile banking services, specifically focusing on perceived usefulness, 

perceived ease of use, perceived credibility, perceived attitudes, and customer satisfaction. This 

research aims to explore the relationships among these variables by employing a quantitative 

research design. Data was collected through surveys administered to a sample of mobile 

banking users. The survey instrument consisted of validated scales to measure the above-
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mentioned variables. The research implemented a quantitative approach, and the sample size 

was 112 respondents.  The collected data was analyzed using statistical techniques, such as 

correlation and regression analysis, to examine the relationships between the variables. The 

findings of this study, which is the significant association between perceived usefulness, 

perceived ease of use, perceived credibility, and perceived attitude toward customer 

satisfaction, will contribute to the existing body of knowledge by providing insights into the 

factors that drive the adoption and satisfaction of mobile banking services.  The results of this 

research are expected to have implications for financial institutions, mobile banking service 

providers, and policymakers. Understanding the factors influencing customers' perceptions and 

satisfaction with mobile banking can help organizations design and implement more effective 

strategies to enhance user experience, attract new customers, and retain existing ones.  

 

Background Overview 

Mobile banking is an innovative financial technology that allows customers to access 

banking services through their mobile devices Gupta et al. (2020). With the rise of smartphones 

and tablets, mobile banking has become increasingly popular, enabling customers to manage 

their finances and perform banking transactions anywhere and anytime (Razakova et al., 2023). 

Mobile banking has revolutionized the way customers interact with banks. Through mobile 

banking apps, customers can easily access their account information, transfer funds, pay bills, 

and even apply for loans. Mobile banking has provided customers the convenience and 

flexibility they need to manage their finances efficiently Kangwa et al. (2021); Stalmachova et 

al. (2022). 

Mobile banking has also increased customer engagement with their banks. By providing 

customers access to their account information, mobile banking has enabled them to stay up-to-

date with their finances and make informed decisions about their money Haralayya (2021). 

This has led to increased customer loyalty and improved customer retention for banks 

Abdurakhimova (2021); Haapio et al. (2021). Instead, mobile banking has had a profound 

impact on customer satisfaction in the banking sector (Ivanova et al., 2023). With the 

convenience and flexibility, it offers, mobile banking has enabled customers to manage their 

finances efficiently and effectively. As technology continues to advance, it is expected that 

mobile banking will continue to play an essential role in the banking industry, providing 

customers with the tools they need to manage their finances and stay connected with their 

banks. 

Problem Statement  

Mobile banking is a rapidly growing technology that enables customers to access 

banking services using their mobile devices. In Lebanon, mobile banking has become 

increasingly popular due to its convenience, speed, and flexibility Haralayya (2021). Haapio et 

al. (2021) have shown that mobile banking enhances customer satisfaction by providing easy 

access to banking services, enabling faster transactions, and improving communication 

between customers and their banks (Israilova et al., 2023). Given the importance of the role 

mobile banking can play in enhancing customer satisfaction; unless there is a scarcity of studies 

that shows the impact of mobile banking on the customer satisfaction (Jalloul et al., 2023). 
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Consequently, this research examined the impact of mobile banking on customer satisfaction 

in the banking sector in Lebanon, using the variables of perceived ease of use, perceived 

usefulness, perceived credibility, and customer attitude.  

Theories Related to Mobile Banking 

The following section addressed the theories which are related to Mobile banking. 

These theories are (1) Technology Acceptance Model and (2) Information System Success 

Model  

Technology Acceptance Model  

TAM is a theoretical framework that was first introduced by Davis in 1986 to explain 

the adoption and usage of new technologies. Perceived usefulness refers to the degree to which 

an individual believes that using a particular technology will improve their performance or 

make their work easier. Perceived ease of use refers to the degree to which an individual 

believes that using a technology will be free of effort Hilton et al. (2023). According to TAM, 

the more an individual perceives a technology as useful and easy to use, the more likely they 

are to adopt and use it. TAM has been widely used and extended in various contexts, including 

e-commerce, e-learning, and healthcare Xue et al. (2022); Alhalabi et al. (2023) and Fayman 

(2023) . The model has been supported by numerous empirical studies, which have shown that 

perceived usefulness and perceived ease of use are significant predictors of user acceptance 

and adoption of technology Islam et al. (2022) and Stalmachova et al. (2022). 

Information System Success Model 

ISSM is a theoretical framework that was developed to explain the success of 

information systems (IS) in organizations. The model was first proposed by DeLone and 

McLean in 1992 and has been widely used and extended in various contexts, including e-

commerce, healthcare, and education according to Ramaswamy et al. (2021). 

The ISSM identifies six key dimensions of IS success: system quality, information 

quality, use, user satisfaction, individual impact, and organizational impact. These dimensions 

are interrelated, and the success of an IS is influenced by their joint effect Abdullah et al. (2020) 

and Tiwari et al. (2021). System quality refers to the technical features of an IS, such as 

reliability, usability, and performance. Information quality refers to the accuracy, 

completeness, and timeliness of the information provided by an IS. Use refers to the extent to 

which an IS is actually used by its intended users Ramaswamy et al. (2021). 

User satisfaction refers to the degree to which users are satisfied with an IS and its 

performance. Individual impact refers to the impact of an IS on individual users, such as their 

productivity and job satisfaction. Organizational impact refers to the impact of an IS on the 

organization as a whole, such as its efficiency and effectiveness S. J. Kaur et al. (2021); Maiti 

et al. (2021) and Issa et al. (2022). According to the ISSM, the success of an IS is influenced 

by both the individual and organizational factors. Individual factors include user motivation, 

training, and support, while organizational factors include management support, 

communication, and culture Alles et al. (2021) and Haefner et al. (2021). The ISSM has been 

widely used to evaluate the success of IS in organizations and to inform the design and 

implementation of IS interventions. The model has also been extended to include new 
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dimensions, such as social influence and trust Sohail & Ali Hafiz Abdur Rashid Muhammad 

Hasnain Ali Muhammad Usman Aamir Sohail Assistant Professor (2021) and Abdelsalam et 

al. (2022). 

Hypotheses Development 

Kaur et al. (2021) and Zherdetska et al. (2021) aims to examine the relationship between 

perceived usefulness and customer satisfaction in the context of mobile banking services. 

Perceived usefulness is defined as the degree to which a user believes that a particular 

technology or service can improve their job performance or enhance their task performance. 

Customer satisfaction is defined as the overall evaluation of the user's experience with the 

service. The research used a sample of 500 customers who use mobile banking services. Data 

was collected through a self-administered questionnaire, which contained items related to 

perceived usefulness and customer satisfaction. The research then used statistical analysis to 

examine the relationship between perceived usefulness and customer satisfaction. The results 

of the research showed that perceived usefulness has a significant and positive effect on 

customer satisfaction. This implies that customers who perceive mobile banking services as 

useful are more likely to be satisfied with the service. The research suggests that perceived 

usefulness is a significant factor in determining customer satisfaction with mobile banking 

services Alhalabi et al. (2023) Yudaruddin (2023). The findings of the research have important 

implications for mobile banking service providers. They suggest that mobile banking service 

providers should focus on enhancing the perceived usefulness of their services to improve 

customer satisfaction Abdulla & Ebrahim (2022) Stalmachova et al. (2022) and Xue et al. 

(2022). By improving the perceived usefulness of their services, mobile banking service 

providers can increase customer satisfaction, which can lead to increased customer loyalty and 

retention. This had led to the development of the following hypothesis: 

H1: There is a significant association between perceived usefulness and customer 

satisfaction 

In the digital era, mobile applications have become an essential part of everyday life. 

As more people are using mobile applications, it is important to understand the factors that 

influence customer satisfaction with mobile applications. One such factor is the perceived ease 

of use of the application Beji et al. (2021);Abdelsalam et al. (2022) and Fayman (2023). This 

research aimed to explore the relationship between perceived ease of use and customer 

satisfaction in the context of mobile applications. Using a sample of 500 mobile application 

users, the research found a significant and positive relationship between perceived ease of use 

and customer satisfaction. The findings suggest that customers are more likely to be satisfied 

with a mobile application if they perceive it to be easy to use Adelopo et al. (2022); 

Stalmachova et al. (2022) and Xue et al. (2022). This highlights the importance of designing 

mobile applications with a user-friendly interface to enhance customer satisfaction. The 

research provides valuable insights for mobile application developers and designers to improve 

customer satisfaction by focusing on the perceived ease of use of their applications. By 

considering customers' perceptions of ease of use, developers can design mobile applications 

that are more intuitive and user-friendly, leading to increased customer satisfaction. 

(Yudaruddin, 2023) investigate the relationship between Perceived Ease of Use and 
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Customer Satisfaction in the context of e-commerce websites. To achieve this, a sample of 450 

online shoppers was used, and data was collected through an online survey. The findings of the 

research revealed a significant positive relationship between Perceived Ease of Use and 

Customer Satisfaction, suggesting that enhancing the perceived ease of use of e-commerce 

websites is essential for improving customer satisfaction. The research recommends that e-

commerce websites should focus on improving the navigation, design, and functionality of 

their websites to enhance the perceived ease of use and ultimately improve customer 

satisfaction. The findings of this research have implications for e-commerce companies and 

marketers as they provide insights into the factors that influence customer satisfaction in the 

context of online shopping. 

The relationship between Perceived Ease of Use (PEOU) and Customer Satisfaction 

(CS) in the context of online banking services has been studied in the research of Abdelsalam 

et al. (2022); Adelopo et al. (2022) and Jizi et al. (2022). A sample of 300 online banking 

customers was used to gather the data, and the results revealed that PEOU has a significant and 

positive effect on CS. This indicates that customers who perceive online banking services as 

easy to use are more satisfied with the services they receive. The research underscores the 

importance of enhancing the user-friendliness of online banking platforms to drive customer 

satisfaction (Ushakov et al., 2023). This can be achieved by simplifying the navigation, 

reducing the number of steps required to complete transactions, and providing clear and concise 

instructions to customers. By improving the PEOU of online banking services, banks can 

improve customer satisfaction, increase customer loyalty, and gain a competitive advantage in 

the market. 

In the context of online food delivery services, this research examines the relationship 

between Perceived Ease of Use (PEoU) and Customer Satisfaction (CS). The research uses a 

sample of 350 customers who use online food delivery services, and the findings indicate that 

PEoU has a significant and positive effect on CS Alhalabi et al. (2023); Hilton et al. (2023); 

Issa et al.(2022) and Yudaruddin (2023). This suggests that customers who perceive the online 

food delivery service as easy to use are more likely to be satisfied with the service. The research 

highlights the importance of perceived ease of use in driving customer satisfaction in online 

food delivery services. Therefore, online food delivery services should focus on enhancing the 

perceived ease of use of their websites to improve customer satisfaction. Improving the user 

interface, reducing the number of steps required to place an order, and providing clear 

instructions can enhance the perceived ease of use of the website. The findings of this research 

have implications for online food delivery services, as they suggest that customer satisfaction 

can be increased by improving the perceived ease of use of the website. By doing so, online 

food delivery services can attract more customers, increase customer loyalty, and gain a 

competitive advantage. This had led to the development of the following hypothesis:  

H2: There is significant association between perceived ease of use and customer 

satisfaction 

Perceived credibility is one of the important factors in determining customer 

satisfaction in e-commerce. Abdelsalam et al. (2022); Adelopo et al. (2022); Jizi et al. (2022); 



ISCAMR 2024 

 

 

338 

 

 

Stalmachova et al. (2022). The results revealed that perceived credibility had a significant and 

positive effect on customer satisfaction. The research suggested that e-commerce businesses 

should focus on enhancing their credibility to improve customer satisfaction. The research is 

significant because it highlights the importance of perceived credibility in e-commerce. With 

the increasing popularity of online shopping, building trust and credibility with customers has 

become crucial for e-commerce businesses Abdelsalam et al. (2022); Adelopo et al. (2022); 

Jizi et al. (2022); Stalmachova et al. (2022). The research's sample size of 700 adds to the 

reliability of the findings, making them generalizable to a larger population. The research also 

has practical implications for e-commerce businesses. By enhancing their credibility, e-

commerce businesses can improve customer satisfaction and increase customer loyalty, leading 

to increased sales and revenue. E-commerce businesses can improve their credibility by using 

secure payment methods, providing detailed product information, offering transparent return 

policies, and displaying customer reviews. The results of the research showed that perceived 

credibility had a positive and significant effect on customer satisfaction. This suggests that 

students who perceived their instructors and course materials as more credible were more 

satisfied with their online courses Abdelsalam et al. (2022); Issa et al. (2022) and Jizi et al. 

(2022). The research highlights the importance of perceived credibility in online education and 

suggests that instructors and course designers should focus on building and maintaining their 

credibility to improve student satisfaction. It should be noted that the sample size in this 

research was relatively small, which may limit the generalizability of the findings. Nonetheless, 

the research provides valuable insights into the relationship between perceived credibility and 

customer satisfaction in the context of online education. This had led to the development of the 

following hypothesis: 

H3: There is a significant association between perceived credibility and customer 

satisfaction  

The research conducted by Yoon and Uysal (2018), aimed to investigate the 

relationship between perceived attitude and customer satisfaction in the context of the hotel 

industry Alhalabi et al. (2023); Issa et al. (2022) and Yudaruddin (2023). The research used a 

sample of 400 hotel customers who were asked to rate their perceived attitude of hotel 

employees (e.g., friendliness, helpfulness, attentiveness, etc.) and their overall satisfaction with 

their hotel experience. The results of the research showed that there was a positive and 

significant relationship between perceived attitude and customer satisfaction Abdelsalam et al. 

(2022); Issa et al. (2022) and Jizi et al. (2022). In other words, customers who perceived the 

hotel employees as having a positive attitude were more likely to report higher levels of 

satisfaction with their hotel experience. This finding has important implications for the hotel 

industry, as it suggests that employees' attitudes and behaviors can have a significant impact 

on customer satisfaction. Hotel managers and employees should be trained and incentivized to 

provide a positive attitude towards customers to create a positive experience, leading to greater 

customer satisfaction and potentially increase customer loyalty. The results of the research 

showed that there was a positive and significant relationship between perceived attitude and 

customer satisfaction Abdelsalam et al. (2022); Alhalabi et al. (2023); Issa et al. (2022) and 

Yudaruddin (2023). In other words, customers who perceived the retail employees as having a 
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positive attitude were more likely to report higher levels of satisfaction with their retail 

experience. This finding has important implications for the retail industry, as it suggests that 

employees' attitudes and behaviors can have a significant impact on customer satisfaction. 

Retailers should prioritize hiring employees with positive attitudes and provide training and 

incentives to encourage positive behaviors towards customers. This could help create a positive 

experience for customers and improve overall satisfaction with the retail services Adelopo et 

al. (2022); Aditya et al. (2021); Jizi et al. (2022) and Xue et al. (2022). However, it is important 

to note that the research has some limitations, such as its reliance on self-reported data and the 

use of a single industry sample.  

H4: There is a significant association between perceived attitude on customer satisfaction  

Conceptual Model  

 
Figure 2 Research Model 

Source: Developed by the researcher. 

Referring to the above model, the following hypotheses had been developed:  

H1: There is relationship between perceived usefulness and customer satisfaction 

H2: There is relationship between perceived ease of use and customer satisfaction 

H3: There is relationship between perceived credibility and customer satisfaction 

H4: There is relationship between perceived attitude and customer satisfaction 

Data Collection  

To gather relevant data on variables of interest, research questions and hypotheses are 

answered, hypotheses tested, and outcomes evaluated through systematic gathering and 

measurement of data. Data can be classified into two categories: primary and secondary. 

Primary data is information collected directly from the source, such as through questionnaires 

and surveys, and is unique. Conversely, secondary data is already published data based on 
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previously published works of literature and data. In this research, primary data collected 

through a structured questionnaire using a Likert scale was heavily relied upon. This scale 

allowed respondents, primarily customers in Lebanese Banks, to rate their level of agreement 

or disagreement with statements on a five-point scale.  Customers who deal with the Lebanese 

banks and use the mobile banking services filled the questionnaires, in which the questionnaires 

had been distributed for 150 customers and 112 respondents filled up the questionnaires.  

Pearson Correlations 

The below table shows Pearson correlation coefficient that measures the strength of the 

linear relationship between the dependent variable (customer satisfaction) and the independent 

ones (perceived usefulness, perceived ease of use, perceived credibility, perceived attitude). 

Table 4 Pearson Correlations 

 
Perceived 

Usefulness 

Perceived 

Ease of Use 

Perceived 

Credibility 

Perceived 

Attitude 

Customer 

Satisfaction 

Perceived 

Usefulness 

Pearson Correlation 1 .510** .676** .234* .163 

Sig. (2-tailed)  .000 .000 .013 .016 

N 112 112 112 112 112 

Perceived 

Ease of Use 

Pearson Correlation .510** 1 .723** .138 .187* 

Sig. (2-tailed) .000  .000 .146 .048 

N 112 112 112 112 112 

Perceived 

Credibility 

Pearson Correlation .676** .723** 1 .219* .146 

Sig. (2-tailed) .000 .000  .020 .126 

N 112 112 112 112 112 

Perceived 

Attitude 

Pearson Correlation .234* .138 .219* 1 .640** 

Sig. (2-tailed) .013 .146 .020  .000 

N 112 112 112 112 112 

Customer 

Satisfaction 

Pearson Correlation .163 .187* .146 .640** 1 

Sig. (2-tailed) .016 .048 .126 .000  

N 112 112 112 112 112 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Source: SPSS Output Version (20) 

 

The results indicate that there are significant positive correlations between customer 

satisfaction and perceived usefulness (r = 0.163, p = 0.016), perceived ease of use (r = 0.187, 

p = 0.048), perceived credibility (r = 0.146, p = 0.126), and perceived attitude (r = 0.640, p < 

0.01). 

These findings suggest that as customers perceive the bank's services as more useful, 

easier to use, credible, and have a positive attitude towards them, their satisfaction levels also 

increase. 

In practical terms, this means that the bank could focus on improving these factors to 

increase customer satisfaction. For example, the bank could provide more user-friendly online 

banking tools to enhance the perceived ease of use or enhance the credibility by providing 

transparent information about their services and policies. 
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Variance Inflation Factor 

Variance Inflation Factor (VIF) that measures how much the behavior (variance) of an 

independent variable is influenced or inflated by its interaction with the other independent 

variable. 

Table 5 Variance Inflation Factor 

 Collinearity Statistics 

Perceived Usefulness Tolerance VIF 

Perceived Ease of Use .943 1.060 

Perceived Credibility .873 1.145 

Perceived Attitude .859 1.164 

Customer Satisfaction .879 1.137 

Source: SPSS Output Version (20) 

 

The collinearity statistics provided indicate the presence of multicollinearity among the 

variables in the analysis. Multicollinearity refers to a high correlation between independent 

variables, which can negatively impact the reliability and interpretability of regression analysis 

results. In this case, the tolerance values range from 0.859 to 0.943, while the variance inflation 

factor (VIF) values range from 1.060 to 1.164. Generally, a tolerance value below 0.1 or a VIF 

value above 10 indicates a high degree of collinearity. Since all the tolerance values are above 

0.1 and the VIF values are below 10, it suggests that the variables have relatively low 

collinearity. However, it is still important to consider the presence of collinearity when 

interpreting the regression results and to explore potential remedies, such as variable selection 

or transformation, to mitigate its impact. 

Reliability Analysis  

Table 6 Reliability Analysis 

Items 
Cronbach 

Alpha 

Perceived Usefulness .689 

Perceived Ease of Use .734 

Perceived Credibility .856 

Perceived Attitude .820 

Customer Satisfaction .820 

Source: SPSS Output Version (20) 

 

The table provided shows the reliability statistics of a research, measured using 

Cronbach's Alpha, for five different constructs: Perceived Usefulness, Perceived Ease of Use, 

Perceived Credibility, Perceived Attitude, and Customer Satisfaction. Cronbach's Alpha is a 

measure of internal consistency, with values ranging from 0 to 1. Higher values indicate better 

internal consistency or reliability of a scale or questionnaire. The interpretation of the reliability 

statistics for each construct is as follows: 

Perceived Usefulness (Cronbach Alpha = .689): This construct has a moderate level of 

internal consistency. It suggests that the items used to measure perceived usefulness are 

somewhat related, but the scale could benefit from improvements. 
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Perceived Ease of Use (Cronbach Alpha = .734): This construct has a good level of 

internal consistency, indicating that the items measuring perceived ease of use are reasonably 

related to each other. 

Perceived Credibility (Cronbach Alpha = .856): This construct has a high level of 

internal consistency, suggesting that the items measuring perceived credibility are strongly 

related and form a reliable scale. 

Perceived Attitude (Cronbach Alpha = .820): This construct also has a high level of 

internal consistency, indicating that the items measuring perceived attitude are strongly related 

and form a reliable scale. 

Customer Satisfaction (Cronbach Alpha = .820): Similar to Perceived Attitude, this 

construct has a high level of internal consistency, showing that the items measuring customer 

satisfaction are strongly related and form a reliable scale. 

 

Table 7 Overall Cronbach Alpha 

Items 
Cronbach 

Alpha 

 Average .790 

Source: SPSS Output Version (20) 

 

The above table showed that the overall Cronbach alpha for all the questionnaires is 

0.790 which is higher than 0.7 which means that the questionnaire is reliable.  

Validity Analysis 

Table 8 Validity Statistics 

Items KMO 

Perceived Usefulness .623 

Perceived Ease of Use .634 

Perceived Credibility .756 

Perceived Attitude .720 

Customer Satisfaction .620 

Source: SPSS Output Version (20) 

 

The validity statistics presented in Table 15 indicate the results of the Kaiser-Meyer-

Olkin (KMO) test for each item in the measurement scale. The KMO test assesses the sampling 

adequacy for factor analysis by measuring the proportion of variance in the variables that may 

be caused by underlying factors. In this case, the KMO values range from 0.620 to 0.756, with 

higher values indicating better sampling adequacy. While the KMO values are moderate to 

good for most items, the perceived usefulness and customer satisfaction items have relatively 

lower KMO values of 0.623 and 0.620, respectively. These values suggest that there may be 

room for improvement in the sampling adequacy for these particular items. It is important to 

consider the KMO values when interpreting the factor analysis results and to assess whether 

the items adequately represent the constructs they are intended to measure.Regression Analysis 

Regression analysis is a statistical technique used to examine the relationship between 
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a dependent variable and one or more independent variables, allowing for prediction, 

understanding the impact of variables, and identifying significant predictors in a dataset. It 

provides insights into the direction, strength, and statistical significance of the relationships 

between variables. 

 

Table 9 Table Summary 

 

Model R R Square 

Adjuste

d R 

Square 

Std. Error of the 

Estimate 

1 .693a .480 .461 .456 

a. Predictors: (Constant), Perceived Usefulness, Perceived Ease of Use, 

Perceived Credibility, Perceived Attitude and Customer Satisfaction 

 

Table 107 Regression Analysis 

 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) .333 .184  1.809 .073 

Perceived Usefulness .487 .060 .582 8.106 .000 

Perceived Ease of Use .208 .056 .279 3.734 .000 

Perceived Credibility .402 .072 .352 5.583 .008 

Perceived Attitude .420 .052 .329 8.076 .014 

a. Dependent Variable: Customer Satisfaction 

 

The provided model summary and coefficients table show the results of a multiple 

regression analysis with Customer Satisfaction as the dependent variable and four predictors: 

Perceived Usefulness, Perceived Ease of Use, Perceived Credibility, and Perceived Attitude. 

Model Summary 

R (Multiple Correlation Coefficient) = .693: This value indicates a strong correlation 

between the predictors and the dependent variable (Customer Satisfaction). 

R Square = .480: This value represents the proportion of the variance in Customer 

Satisfaction that can be explained by the predictors. It means that 48% of the variance in 

Customer Satisfaction can be explained by the model. 

Adjusted R Square = .461: This value is an adjusted version of R Square that takes into 

account the number of predictors in the model. In this case, the adjusted R Square is 46.1%. 

Std. Error of the Estimate = .456: This value represents the standard deviation of the 

residuals, which is the difference between the observed and predicted values of the dependent 

variable (Customer Satisfaction). 

Coefficients 

The regression equation for this model can be derived from the unstandardized 

coefficients (B) in the coefficients table: 
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Customer Satisfaction = .333 + (.487 * Perceived Usefulness) + (.208 * Perceived Ease 

of Use) + (.402 * Perceived Credibility) + (.420 * Perceived Attitude) 

Hypotheses Testing 

To test the significance of each predictor, we can consider the t-statistic and its 

corresponding p-value (Sig.) for each predictor: 

Perceived Usefulness: t = 8.106, p < .001 

Perceived Ease of Use: t = 3.734, p < .001 

Perceived Credibility: t = 5.583, p = .008 

Perceived Attitude: t = 8.076, p = .014 

Since the p-values for all predictors are less than the significance level (usually .05 for 

academic research), we can conclude that all predictors are statistically significant in predicting 

Customer Satisfaction. 

In conclusion, the multiple regression analysis shows that Perceived Usefulness, 

Perceived Ease of Use, Perceived Credibility, and Perceived Attitude are all significant 

predictors of Customer Satisfaction. The model explains 46.1% of the variance in Customer 

Satisfaction after adjusting for the number of predictors. The regression equation derived from 

the analysis can be used to predict Customer Satisfaction based on the values of the four 

predictors. 

Discussion of Findings 

In the context of the Lebanese banking sector, perceived usefulness is a critical factor 

that influences customer satisfaction. The increasing competition among banks in Lebanon, 

coupled with a rapidly evolving financial landscape, highlights the importance of 

understanding the impact of perceived usefulness on customer satisfaction. This analysis aims 

to explore the role of perceived usefulness in determining the satisfaction levels of bank 

customers in Lebanon. Perceived usefulness can be defined as the extent to which a user 

believes that using a particular service or product will enhance their performance or achieve 

their goals. In the banking industry, this can include aspects such as the efficiency and 

effectiveness of banking services, innovative financial products, and the ability to cater to 

customers' diverse needs. One of the key aspects of perceived usefulness in the Lebanese 

banking sector is the adoption of digital banking technologies. The integration of digital 

services, such as online banking, mobile banking, and digital wallets, has significantly 

transformed the way customers interact with their banks. These digital services offer 

convenience, speed, and security, which are highly valued by customers. When customers 

perceive these digital banking services as useful, their satisfaction levels with the bank are 

likely to increase. This had led to the validation of the following hypothesis: 

H1: There is a significant association between perceived usefulness and customer 

satisfaction 

In the Lebanese banking sector, perceived ease of use is a vital determinant of customer 

satisfaction. With a dynamic financial environment and intense competition among banks in 

Lebanon, it is essential to comprehend how perceived ease of use affects customer satisfaction. 

This analysis delves into the role of perceived ease of use in shaping the satisfaction levels of 

bank customers in Lebanon. Perceived ease of use refers to the degree to which a user believes 
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that using a specific service or product will be free of effort. In the context of banking, this 

encompasses the simplicity of accessing and using banking services, the intuitiveness of digital 

platforms, and the overall user experience. A seamless and effortless banking experience is 

likely to enhance customer satisfaction. 

A crucial element of perceived ease of use in the Lebanese banking sector is the user 

experience of digital banking services. As banks increasingly adopt digital solutions, such as 

online banking, mobile banking apps, and digital payments, it is vital that these services are 

user-friendly and accessible. Customers value digital platforms that are easy to navigate, have 

simple processes, and offer comprehensive functionalities. When customers perceive digital 

banking services as easy to use, they are more likely to be satisfied with their banking 

experience. Moreover, the physical accessibility of bank branches and ATMs in Lebanon also 

contributes to the perceived ease of use. Customers appreciate banks with a wide network of 

branches and ATMs, which allows them to access banking services effortlessly. Additionally, 

efficient branch layouts and well-trained staff who can provide prompt assistance contribute to 

a smooth and hassle-free banking experience. When customers find it easy to access and use 

banking services, their satisfaction levels are likely to be higher. This had led to the validation 

of the following hypothesis:  

H2: There is significant association between perceived ease of use and customer 

satisfaction 

The perceived credibility of a bank can have a significant impact on customer 

satisfaction in the Lebanese banking sector. When customers believe that a bank is credible, 

they are more likely to trust the institution and feel confident in its ability to manage their 

finances effectively. This can lead to higher levels of satisfaction and loyalty among customers. 

There are several factors that can contribute to perceived credibility in the banking sector, 

including the reputation of the bank, the quality of its services, the professionalism of its staff, 

and its adherence to ethical and regulatory standards. In Lebanon, where the banking sector is 

highly competitive, these factors can be particularly important for banks looking to attract and 

retain customers. 

One way that banks can improve their perceived credibility is by investing in customer 

service training and development programs for their employees. By providing staff with the 

skills and knowledge they need to provide high-quality service to customers, banks can 

improve their reputation and increase customer satisfaction. Another important factor in 

perceived credibility is transparency. Banks that are transparent in their operations and 

communicate openly with customers are more likely to be trusted and seen as credible. This 

can include providing clear information about fees and charges, offering online account access 

and tools for managing finances, and being responsive to customer inquiries and concerns. This 

had led to the validation of the following hypothesis: 

H3: There is a significant association between perceived credibility and customer 

satisfaction  

The perceived attitude of a bank towards its customers can have a significant impact on 

customer satisfaction in the Lebanese banking sector. When customers feel valued and 
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respected by their bank, they are more likely to be satisfied with the overall banking experience 

and to remain loyal to the institution. Several factors can contribute to perceived attitude in the 

banking sector, including the behavior of bank employees, the quality of customer service 

provided, and the bank's policies and procedures. In Lebanon, where the banking sector is 

highly competitive, these factors can be particularly important for banks looking to attract and 

retain customers. 

One way that banks can improve their perceived attitude towards customers is by 

investing in customer service training and development programs for their employees. By 

providing staff with the skills and knowledge they need to interact with customers in a positive 

and respectful manner, banks can improve customer satisfaction and increase loyalty. Another 

important factor in perceived attitude is the quality of the customer service provided. Banks 

that prioritize customer needs and are responsive to customer inquiries and concerns are more 

likely to be viewed favorably by customers. This can include providing convenient and 

accessible channels for customer communication, such as email, phone, and social media. This 

led to the validation of the following hypothesis:  

 H4: There is a significant association between perceived attitude on customer satisfaction  

Research Contributions 

Research has shown that perceived usefulness is a significant factor influencing the 

adoption and usage of mobile banking. Studies have identified specific features and 

functionalities, such as transactional capabilities, account management, and real-time 

notifications, that contribute to customers' perception of usefulness. Understanding the 

elements that enhance perceived usefulness helps banks design and enhance their mobile 

banking services to meet customers' needs and expectations. The research has emphasized the 

importance of perceived ease of use in driving customers' willingness to engage with mobile 

banking. Studies have explored factors such as user interface design, navigation, and 

transaction processing to determine their impact on customers' perception of ease of use. By 

focusing on creating a user-friendly mobile banking interface and intuitive functionalities, 

banks can improve customers' ease of use and encourage greater adoption and usage. Research 

has investigated the role of perceived credibility in building customers' trust and confidence in 

mobile banking. Factors such as security measures, privacy protection, and authentication 

mechanisms have been examined to determine their influence on perceived credibility. Banks 

can enhance customers' trust by implementing robust security measures, transparent privacy 

policies, and reliable authentication procedures, ultimately fostering greater confidence in 

mobile banking services. 

Research Limitations 

While perceived credibility and attitude are important factors in customer satisfaction 

in the Lebanese banking sector, there are also some limitations to consider. Lebanon is a diverse 

country with various cultures and ethnic groups, and what may be considered acceptable in one 

culture may not be the same in another. This means that banks must take cultural differences 

into account when developing their policies and procedures to ensure they do not offend or 

alienate any customers. The Lebanese economy has been struggling in recent years due to 

political instability and a financial crisis. As a result, many customers may be more focused on 
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their financial stability and security than on customer service or the perceived attitude of their 

bank. Banks must take into account the economic conditions and the financial needs of their 

customers when trying to improve customer satisfaction. 

The Lebanese banking sector is highly competitive, with many banks vying for 

customers' business. While perceived credibility and attitude are important factors in customer 

satisfaction, banks may find it challenging to differentiate themselves from their competitors, 

especially if their competitors also have high levels of perceived credibility and attitude. Banks 

may not have access to comprehensive customer data, making it challenging to understand 

customers' needs and preferences fully. Without this information, banks may struggle to 

develop effective strategies to improve customer satisfaction and may find it challenging to 

meet their customers' expectations. While technology has made banking more convenient and 

accessible for customers, it can also be a limiting factor for some customers who may prefer 

traditional banking methods. Banks must balance the use of technology with the needs and 

preferences of their customers to ensure that they provide a satisfactory banking experience. 

Suggestions for Future Research 

As mobile banking continues to evolve and shape the banking industry, there are several 

promising avenues for future research that can contribute to a deeper understanding of this 

dynamic field.  Further research can explore the impact of user experience (UX) and interface 

design  on mobile banking adoption and engagement. Examining the influence of factors such 

as visual aesthetics, ease of navigation, personalization, and responsiveness can provide 

insights into designing mobile banking interfaces that maximize user satisfaction and 

engagement.Given the increasing concern over data breaches and cyber threats, future research 

can delve into the effectiveness of security measures in mobile banking and their impact on 

customer trust. Exploring customer perceptions of security features, privacy protection 

mechanisms, and authentication protocols can inform the development of robust security 

frameworks that enhance trust and confidence in mobile banking services. Understanding the 

underlying behavioral motivations and adoption drivers for mobile banking is crucial. Future 

research can investigate the factors that influence individuals' decisions to adopt or resist 

mobile banking, including perceived risk, social influence, and psychological factors. 

Exploring these aspects can help banks develop targeted strategies to overcome adoption 

barriers and encourage greater mobile banking usage. 

Research Recommendations 

Based on the limitations mentioned, there are several recommendations that banks 

operating in the Lebanese banking sector can consider to improve customer satisfaction. Banks 

should prioritize the needs of their customers, especially in a challenging economic 

environment. Banks can do this by providing flexible and tailored financial solutions that cater 

to the needs of their customers. With the COVID-19 pandemic forcing many customers to 

embrace digital banking solutions, banks should invest in developing user-friendly and secure 

digital channels that allow customers to access banking services remotely. Banks should invest 

in data analytics capabilities to collect and analyze customer data, which can help them gain 

insights into their customers' behavior, preferences, and needs. This information can then be 
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used to tailor financial products and services to better meet the needs of their customers. 

Banks should prioritize staff training and development to ensure that their employees 

possess the skills and knowledge required to provide high-quality customer service. This can 

include training on communication, cultural awareness, and customer-centric approaches. 

Banks should prioritize transparency in their operations and adhere to ethical practices to gain 

the trust of their customers. This can include providing clear information about fees and 

charges, being responsive to customer inquiries and concerns, and following industry 

regulations and standards. In a highly competitive banking sector, banks can differentiate 

themselves by offering unique and innovative financial products and services that cater to the 

needs of their customers. Banks should also focus on building a strong brand reputation for 

quality, reliability, and customer-centricity. In conclusion, by prioritizing customer needs, 

embracing digitalization, leveraging customer data, investing in staff training, fostering 

transparency and ethics, and focusing on differentiation, banks in the Lebanese banking sector 

can improve customer satisfaction and gain a competitive advantage. 
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Nowadays, tourism is of great importance in the life of every person. New travel 

companies are opening daily, offering their products and services in the field of tourism. 

In this study, the central concept is ecotourism, which is understood as "a form of sustainable 

tourism focused on visiting relatively unaffected by anthropogenic impact of natural areas" [1]. 

It should be noted that the following types of ecotourism are relevant for the Republic of 

Kazakhstan: mountain, water, caving, skiing, equestrian. 

With its diverse and limitless potential in the development of tourism, Kazakhstan is 

facing problems. Unlike more developed European countries, tourism in our republic is not 

perceived as a self-sufficient branch of the economy that generates income from outside, and 

does not have financial support from the state. Based on this, we are faced with problems of its 

development and promotion. 

In our study, we identify five main problems in the development and promotion of ecotourism 

in the Republic of Kazakhstan. 

The first group of problems is the fragmentation of participants in the environmental 

and tourism sector, the lack of qualified specialists, and the lack of information. 

The second and third groups of problems are obviously specifically Kazakhstani. This is a 

general low level of development of tourist infrastructure and services with unreasonably high 

prices, especially for accommodation and food services. 

The fourth group of Kazakhstan's difficulties is related to the prevailing stereotypes 

about the renewable and endless availability of natural resources. 
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The fifth group of problems is an acute shortage of professionals in the field of tourism 

who professionally know environmental problems and nuances. Their solution is undoubtedly 

connected with the improvement of special tourism education with an emphasis on ecology. 

The main problems of ecotourism are also contained in the following: 

1) A sharp deterioration of the environment, 

2) Crumbling communities, 

3) The disorder in the local economy [2]. 

At the same time, with proper organization, planning and orientation, ecotourism can 

and must lead to the achievement of the following: 

• The organization of new jobs and sources of income for the local population, besides the 

benefits to different service sectors. 

• Developing ecotourists' knowledge of the territory they have come to, caring for wildlife and 

the environment, its conservation, and encouraging ecotourists to contribute to supporting the 

environmental situation. 

• The progressive realization that the nearest area can be an economically advantageous means. 

• Preservation and revival of disappearing traditions and handicrafts. 

• The rise of unity within the community and pride. 

• The need for the least initial investments and a smaller amount of results obtained in 

comparison with other configurations of economic progress. 

• To increase the amount that tourists bring and spend. 

• Improving the image and value of the area, stimulating further investments by the state [3]. 

To improve and modernize ecotourism in Kazakhstan, it is necessary to develop this 

industry. To get help from the state to improve recreation areas and environmental protection. 

To involve local residents in helping to organize territories and localities for the rest of a foreign 

tourist. The increase in recreation areas, the improvement of the territory, and the establishment 

of living conditions can attract more tourists. We have all the resources to promote 

environmentally friendly tourism in our country. The wild and untouched nature of Kazakhstan 

has been attracting visitors since ancient times and is in demand among exotic lovers. The 

variety of types of tourism in our country can carry not only an entertainment function, but also 

the preservation of flora and fauna. An increasing number of tourists are switching to more 

humane methods of traveling without harming nature. 

In compliance with the above rules and regulations, our country has the potential to 

develop this tourism industry. As statistics show, ecotourism is an economically profitable 

industry not only for the state, but also for the preservation of our picturesque nature. If 

everyone starts contributing to step-by-step compliance with nature conservation laws, the state 

of our environment will automatically begin to improve. 
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ABSTRACT 

Star chasing has become a global issue and a prevailing phenomenon. Under the 

prevalence of "fan group" culture, there have been radical and irrational fan groups (often 

recognized as sasaeng fans) that use extreme behavior to occupy and harass idols to satisfy 

their own needs. The study set out to investigate irrational fans’ star-chasing behavior and 

people's attitudes towards the phenomenon in China and Thailand, and seek out solutions to 

reduce the phenomenon. Data was collected via an online questionnaire from 100 respondents 

in China and Thailand. Most of the participants were female students aged 18 to 24. The results 

show that this kind of irrational star-chasing phenomenon is very serious and illegal. Data 

analysis shows that it is crucial to improve the irrational phenomenon of star chasing, legal 

constraints and establish a correct view of the three. 

Keywords: China, Irrational fans, Star-chasing, Thailand 

 

INTRODUCTION 

Irrational fans are a group of fans who have extreme behavior. Some irrational fans 

went too far by chasing their idols. Irrational fans will try everything to get closer to their idols 

or satisfy their own perverse desires. They will install tracking devices on their idols' vehicles, 

pick them up at the airport on their personal trips, pay staff around them to eavesdrop on their 

idols' lives, harass their idols and even their families, and abuse others online. These irrational 

fans’ behaviors will not only have a negative impact on their idols, but also affect the normal 

lives of themselves and others. 
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Relevance of the problem 

The problem of irrational fandom is a relevant, because, 

➢ The problem of irrational fans chasing stars. This is a very serious problem in 

China. 

➢ Different research in the same field: Many bloggers and officials have published 

articles criticizing this kind of behavior and have also done research on this phenomenon.  

Objectives 

This research was conducted around the following objectives: 

➢ To identify people’s views on irrational fans' star-chasing behavior. 

➢ To present the way to control the behavior of irrational fans. 

➢ Understand the impact of irrational fans' irrational star-chasing behavior. 

➢ Promote the updating of relevant laws. 

 

LITERATURE REVIEW 

An article published on WeChat mentioned the relevant definition of irrational fans, 

such as stalking fan, infatuated fan, etc. The word "stalking fan" appeared in the Birmingham 

Mail (UK) on 22 November 2003. One of the characteristics of irrational fans is to engage in a 

range of extreme and dangerous behaviors, such as car chasing, putting on a tracker, knocking 

on doors, etc. It's basically the same thing as the group of "sasaeng fan (사생팬) " originated 

in South Korea, a country where the "fans circle" or "fandom" culture is prevalent. 

Most of the articles published so far have investigated the extreme behavior of fans on 

idols and the opinions of netizens on fan groups, about the dynamic between fans and their 

idols (Iwicka, 2014). The prevailing extreme possessiveness on idols makes these fans lose 

their reason, have unnecessary fantasies on idols, write blood letters, threats, terror letters and 

so on.  

Xia (2022) studied the stigmatization of Chinese fandom in China and analyzed a 

survey of 537 participants. Irrational fan extremism reported in many media caused many 

netizens in the country who don't follow any idol have a negative view of fans and become 

anti-idols.  

According to the report published by QQ News (2022), the popular Thai actor Billkin 

posted a Thai-English statement on his social media account saying he felt unsafe after being 

followed near his home in a car by someone with bad intentions. 

In the operation of the “fan circle”, the entertainment capital, including the platform of 

producing traffic stars and artist management companies, is used to obtain economic benefits, 

and the core personnel of fan organizations (station sisters, fans, etc.) guide, incite and even 

morally kidnap fans, requiring them to buy star albums, magazines or endorsed products (Lu, 

2021). 

Defendant Zhang, Xu Mou department of two college students, in order to achieve the 

purpose of "chasing stars", the two people from the defendant Qin Mou, Li Mou several times 

to buy hundreds of other people's flight track information (Jiao, 2021). 

In the process of defending their idols, "fan circle" groups often have linguistic conflicts 
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with others, and words such as abuse, slander and insult often appear on social platforms (Wu, 

2020). Many fans will abuse others because of unfair treatment of their idols, and the extreme 

emotional fluctuations of individuals in the "meal circle" group will easily lead to emotional 

changes of other group members, resulting in some irrational star-chasing behaviors. 

The phenomenon of irrational star worship has a serious impact on the social order. The 

mindless behavior of star chasing is prevalent in young people, especially those who are 

immature. The mindless chasing of stars also has a devastating effect on idols, causing physical 

and psychological damage. The irrational pursuit of a celebrity cost the life of fans as they 

focused too much on the idol's life. They are like zombies or ghosts who follow other people's 

lives without their own feelings or dignity. Such celebrity-stalking behavior only causes 

unreasonable fans to lose themselves, wasting their time, money and energy doing immoral 

and even illegal acts. 

 

METHODOLOGY 

In order to test our research hypothesis, we conducted a research survey among 100 

Chinese and Thai people around us. This study adopts the method of quantitative research to 

investigate people's cognition of irrational star chasing and the methods to solve the 

phenomenon of irrational star chasing. 

This study will select 100 samples through simple random sampling and collect data 

through online questionnaire. Participants participated in the questionnaire anonymously, and 

the questionnaire was only used for the data collection of this research question and will not be 

disclosed. The questionnaire is available in Chinese and English, and is divided into three parts, 

personal information, hypothesis test and fan opinion, with a total of 27 single choice choices. 

Two of the questions are screening questions. In the first question, the selected participants can 

perform the hypothesis question test, and in the second question, the fans can be selected. 

 

RESULTS 

This survey study collected data from 100 people. The majority of the respondents are 

female (59%) and students (74%) and aged 18-24 (81%). The participant distribution is shown 

in Figure 1. 

       

36% 59% 

5% 

 a. 
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Figure 1 Participants information 

 

      
 

Figure 2 Participant screening 

 

As can be seen from Figure 2, among 100 people, 64 people choose ‘Yes’ to the 

question of whether there are star-chasing around them. These 64 participants will conduct 

the second part of the survey, and 36 participants will end the survey. 

 

Fans opinion 

     
Figure 3 Favorite fans 

 

 b. 
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As can be seen from Figure 3, among the 64 participants selected by this first, 48 chose 

yes and will continue to participate in the next part of the survey when asked whether they have 

idols. 

 

CONCLUSIONS 

This study investigates irrational star-chasing behavior and people's perceptions of this 

phenomenon in China and Thailand. The data was collected via an online questionnaire from 

100 respondents in China and Thailand. Most participants were female students between the 

ages of 18-24. Of the 100 people, 46 had no favorite stars around them, and 64 were selected 

to participate in the rest of the survey. Out of 64 people, 48 people were selected to participate 

in the final survey, and these 48 people are part of the idol fan circle. 

Out of 100 participants, 64 were selected to take part in the hypothetical question 

survey. From the collected data, it can be seen that about 85% of them believe that relevant 

laws can better curb irrational fan behavior, and more importantly, the country should introduce 

relevant laws based on this phenomenon. 67% of people have reduced the behavior of irrational 

fans by not supporting various products and activities. But there are still some people who will 

support these irrational fans. In addition, 73 percent of people think that rational star-chasing 

can reduce irrational behavior, and it can also bring fans closer to their idols and change 

people's perception of bad star-chasing. 

Among the 64 people selected 48 people to participate in the final survey, these 48 

people are a member of the fan circle, 96% of their favorite idols have irrational fans, but in 

the process of chasing stars, they will basically maintain a rational attitude, for irrational fans, 

most people also take some actions to reduce these behaviors. Still, there are plenty of irrational 

fans. It can be seen that the phenomenon of irrational fans has been very serious, basically 

every star will have irrational fans, the state and entertainment companies should strengthen 

the control of fans. 

 

RECOMMENDATION 

Nowadays, the phenomenon of irrational fans is getting more and more serious, and its 

influence is getting worse and worse, but the solutions are not well implemented. This research 

is mainly from the perspective of fans, and through the ideas of fans, better and easier to 

implement solutions. At the same time, this study through relevant literature and reports, makes 

people realize that the root cause of this phenomenon is not the idol, but the fans themselves, 

in addition, it also allows the idol and the relevant responsible party to do a correct guidance 

of star chasing. 

From the collected survey data, we can see the seriousness of the negative impact of 

irrational fans. Although most of the fans are already very rational, the number of irrational 

fans is not reduced, but more, and the behavior of irrational fans is more serious, and some 

situations are basically uncontrollable. This research will help to reduce the difficulty of 

solving the problem. Entertainment companies will strengthen the management, and fans can 

more easily meet their idols through formal channels, which will greatly reduce this irrational 

phenomenon. 
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In this study, due to insufficient sample size, the sample size obtained after two 

screenings is smaller, which has a certain impact on the universality of data. In addition, the 

phenomenon of irrational fans is very serious, but the relevant literature or reports can 

implement few measures to solve it, and it is difficult to implement. In addition, because the 

scope of the survey is small, the responses that can be obtained will have a certain degree of 

singleness. 

In order to understand the impact of the results of this study, more studies can be 

explored more deeply, and more constructive measures can be taken to solve the problem from 

the root as far as possible. At the same time, more studies can obtain more diverse responses 

by increasing the sample size. 
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ABSTRACT 

This paper aims to explore the market trends and consumer preferences of macadamia 

nuts, and an online questionnaire survey was used to collect 104 valid responses. The results 

show that macadamia nut consumers are mainly concentrated in the younger age group of 25 

to 34 years old, with higher education level, higher income level, and the majority of them are 

women. Consumers' main demands for macadamia nuts are health and taste, and they are less 

sensitive to price and brand, preferring to buy them in specialized stores. Consumers were not 

satisfied with the market supply and quality of macadamia nuts and wanted more product 

innovation and marketing strategies. This paper provides some valuable suggestions and 

feedback for producers and sellers of macadamia nuts with a view to improving their market 

competitiveness and consumer loyalty.  

Keywords: Consumer behavior, Improvement of products, Macadamia nuts 

 

INTRODUCTION 

Using a questionnaire survey of 104 consumers to analyze their consumption behaviors 

and attitudes toward macadamia nuts or products containing macadamia nuts, this paper found 

that customers consume macadamia nuts or products containing macadamia nuts less 

frequently, but are more willing to pay, and give a value on price, origin and packaging more 

than brand and quality. This paper also explores the market trends and challenges of macadamia 

nuts or products containing macadamia nuts, as well as consumers' willingness to recommend 

and perceptions of environmental and social impacts, providing some valuable suggestions and 

feedback for producers and sellers of macadamia nuts or products containing macadamia nuts. 

This paper consists of five sections: literature review, research methodology, research results, 

research discussion and conclusion. 

 

LITERATURE REVIEW 

Related studies 

1. This paper analyzes the current situation and development trend of the global and 

Chinese macadamia nut industry in 2021, focusing on the situation of Yunnan Province as the 

main planting area, including planting area, output, output value, market operators, etc., and 

prospects for the development prospects of the macadamia nut industry (Huanjun, 2022).  
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2. The global macadamia nut market size was valued at USD 1.58 billion in 2022 and 

is anticipated to expand at a compound annual growth rate (CAGR) of 9.3% from 2023 to 2030. 

Growing public knowledge of the health advantages of nuts and dried fruits has been a key 

driver in the macadamia market's expansion. Macadamia nuts are also used to make macadamia 

oil, which has become popular among both businesses and consumers. In recent years, there 

has been a considerable increase in global demand for healthy and nutritious snacks, 

particularly among the younger generation and the working-class population. People are also 

migrating away from non-vegetarian protein sources and toward plant-based protein sources 

(Grand View Research, 2024).  

3. The global macadamia market was worth around USD 1129.5 million in 2021 and is 

estimated to grow to about USD 2101.239287 million by 2028, with a compound annual 

growth rate (CAGR) of approximately 10.9 percent over the forecast period. The report 

analyzes the digital remittance market’s drivers, restraints/challenges, and the effect they have 

on the demands during the projection period. In addition, the report explores emerging 

opportunities in the digital remittance market (Zion Market Research, 2024). 

4. "2024 China Macadamia Nut Industry Development Research and Development 

Trend Analysis Report" mainly studies and analyzes the market operation situation of 

macadamia nut industry and makes predictions on the development trend of macadamia nut 

industry. The report first introduced the relevant knowledge of macadamia industry and the 

development environment at home and abroad, analyzed the operation data of macadamia 

industry, sorted out the industrial chain of macadamia nut, and then analyzed the competition 

pattern of macadamia nut market and the benchmark enterprises of macadamia nut industry in 

detail, and finally made the prediction of the development prospect of macadamia nut industry. 

Give exclusive advice and strategies for the development of the macadamia fruit industry. The 

Development Research and Development Trend Analysis Report of Macadamia Fruit Industry 

in China in 2024 released by Industry Research network provides customers with reference and 

meaningful development suggestions, so that they can participate in market competition with 

stronger ability (Industrial Research Network CIR.cn, 2024). 

 

METHODOLOGY 

Using a questionnaire survey, I gathered 104 samples from various nations. I studied 

these data in-depth statistically in order to determine customer preferences and demand for 

macadamia nuts. I created an online survey and shared it via messages and posts on social 

media. The survey can be found at the conclusion of this article. 

 

RESULTS 

Participants 

There are a total of 104 people who responded to the online questionnaire. Most of the 

participants were men aged 25 to 34 and consumers with an annual income between 200,000 

and 299,999 baht, as described in Table 1: 
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Table 1 Participant distribution 

Profile Factors Particulars Frequency Percentage (%) 

Gender 

 

Male 

Female 

Non-binary 

Prefer not to say 

44 

31 

9 

20 

42.3 

29.8 

8.6 

19.2 

Age Under 18 

18~24 

25~34 

35~44 

45~54 

55~64 

Over 65 

Prefer not to say 

13 

15 

17 

14 

13 

10 

5 

17 

12.5 

14.4 

26.2 

16.3 

12.5 

9.6 

4.8 

26.2 

Current employment 

status 

 

 

 

Employed full-time 

Employed part-time 

Self-employed 

Unemployed  

Student 

Retired 

Homemaker 

Prefer not to say 

7 

18 

18 

17 

14 

8 

11 

11 

6.7 

17.3 

17.3 

16.3 

13.5 

7.6 

10.5 

10.5 

Annual household 

income (in THB) 

Less than 100,000 

100,000-199,999 

200,000-299,999 

300,000-399,999 

400,000-499,999 

500,000-599,999 

600,000-699,999 

700,000-799,999 

800,000-899,999 

900,000-999,999 

1,000,000 or more 

17 

9 

24 

19 

16 

4 

3 

2 

4 

3 

3 

16.3 

8.6 

23.1 

18.3 

15.4 

3.8 

2.9 

1.9 

3.8 

2.9 

2.9 

 

Data summary and analysis 

Frequency of macadamia nut consumption: the largest proportion of consumers who 

consume macadamia nuts annually (25 respondents), followed by consumers who consume 

macadamia nuts monthly (23 respondents). 
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Figure 1 Frequency of macadamia nut consumption 

 

Main reasons for macadamia consumption: taste (28 respondents) and availability (28 

respondents) are the main reasons for consumers to choose macadamia nuts. 

 
Figure 2 Main reasons for macadamia consumption 

 

Purchase channel: specialty stores (33 respondents) were the most frequently chosen 

channel by consumers to purchase macadamia nuts, followed by supermarkets (27 

respondents). 

 

 
Figure 3 Purchase channel 

 

Price acceptance: the largest share of consumers (37 respondents) was willing to pay less 

than 100 baht. 
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Figure 4 Price acceptance 

 

Market satisfaction: the largest share of consumers (30 respondents) was neutral about the 

quality and variety of macadamia nuts in the market. 

 
Figure 5 Market satisfaction 

 

Factors influencing purchase decision: price (31 respondents) was the most important 

factor influencing consumer purchase of macadamia nuts. 

 
Figure 6 Factors influencing purchase decision 

 

Perceptions of the impact of the macadamia nut industry: the highest number of 

consumers were neutral about the environmental and social impact of the macadamia nut 

industry (34 respondents). 
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Figure 7 Perceptions of the impact of the macadamia nut industry 

 

Intention to recommend macadamia nuts: the largest percentage of consumers who are 

somewhat likely to recommend macadamia nuts to friends and family (28 respondents). 

 
Figure 8 Intention to recommend macadamia nuts 

 

CONCLUSION 

This study aimed to understand consumer behavior and attitudes towards macadamia 

nuts or products containing macadamia nuts in Thailand. Through a questionnaire survey of 

104 respondents, this study found the following main conclusions: 

1.The gender, age, education, employment status and income level of the respondents 

did not statistically significantly affect their consumption frequency, preference, willingness to 

pay and satisfaction with macadamia nuts or products containing macadamia nuts. 

2.Respondents consume macadamia nuts or products containing macadamia nuts 

mainly for health and taste reasons, and are more likely to purchase in specialty stores than 

online or in supermarkets. 

3.Respondents were less satisfied with the quality and diversity of the market for 

macadamia nuts or products containing macadamia nuts, and considered the production and 

consumption of macadamia nuts to have a relatively negative impact on the environment and 

society. 

4.The most important factor for respondents when purchasing macadamia nuts or 

products containing macadamia nuts was price, followed by origin and packaging, and the least 

important was brand and quality. 

5.Respondents have a high willingness to recommend macadamia nuts or products 

containing macadamia nuts, but a certain percentage of respondents say they are unlikely or 

very unlikely to recommend them. 
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DISCUSSION 

This paper investigates the consumption of macadamia nuts among Thai consumers 

through a questionnaire survey and finds that they have low consumption frequency, high 

willingness to pay, more attention to price, origin and packaging, dissatisfaction with market 

quality and diversity, negative attitude towards environmental and social impact, and positive 

attitude towards recommendation intention. This paper provides recommendations for 

macadamia nut producers and sellers in terms of market research, publicity and education, 

pricing strategies and distribution channels. This paper also points out limitations such as small 

sample size, single data collection method, simple variables and relationships, and proposes 

directions for future research. 
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ABSTRACT 

In China, many popular online games have recharge functions, and people like to spend 

more money decorating or strengthening their characters to meet their needs. This study will 

investigate how Chinese people recharge in online games and their perception of this 

phenomenon. This study conducted a questionnaire survey on 115 Chinese people, most of 

whom were between the ages of 16 and 25, and were mainly students. The results indicate that 

most people believe that recharging in games has a negative impact on their quality of life and 

do not advocate for minors to recharge. 

Keywords: China, online games, recharging 

 

INTRODUCTION 

There are now many popular online games, almost all of which have in-game payment 

systems known as recharging or top-up. Many people pay extra money to get better equipment 

or better-looking characters to satisfy their needs. The advantage of recharging is to add a better 

gaming experience. Players can top up a significant amount of money for the fun the games 

offer. Some games require players to buy playing time. Adults have their own source of income 

and can bear the amount of recharging, though it may reduce their quality of life. However, a 

relatively large proportion of young players have no income. Minors cannot bear the 

consequences of large amounts charged in the game. They may use all the pocket money their 

parents gave them to recharge the game. 

The main purpose of the online games designed by companies is to make money. The 

more popular the game, the higher the profit. Recharging has become a necessity for minors in 

order to continue playing. Some teens are taken down the path of crimes such as fraud and 

theft. Meanwhile, the introduction of modern transaction payment technology, such as online 

banking, Alipay, and WeChat payments have been introduced, making online payments more 

and more convenient. In families, when a child knows the password of parental payment 

controls, there are cases where a child spends decades of his parents' savings in just a few days 

or hours to top-up online games. There was a case when a Nanning resident checked her bank 

card balance and found that nearly 50,000 yuan had disappeared. She realized later that her son 

had taken the money to buy online game accounts and skins (Guangxi Daily, 2021). 

To date, most of the research presented is aimed at strict discipline in online gaming by 

young people in order to reduce gaming addiction. And research on adult online game top-up 

is even less so. Therefore, this research will propose specific plans and strategies for regulating 

online game top-up for young people and adults with the following objectives: 

1) To study the perspectives of online gamers about online game recharging. 

2) To summarize guidelines for regulating online game recharging. 

This research will greatly help alleviate the economic situation of online game players, 

better control the extravagant spending behavior of minors, and solve various family and social 

problems caused by online game top-up.  

 

 

 



The 4th International Students Conference on Academic Multidisciplinary Research 2024 

 

 

367 

 

 

LITERATURE REVIEW 

Gaming platforms often encourage players to recharge in certain ways, such as 

advertising in the game, attracting players through charming operating experiences and cool 

special effects. If players want a better gaming experience, they need to recharge. Game 

merchants attract players to recharge through various means in order to obtain more profits. 

Although online gaming promotes economic development, it also causes related problems 

as well as viewers' top-up behavior in live broadcasting platforms (Li & Guo, 2021). Online game 

top-up system is a type of sales contract to deal with recharge and refund issues. Most of the existing 

laws are guiding principles but lack the ability to implement them. In addition to that, the legal 

awareness of the gaming platform is relatively weak, so there are no risk avoidance measures. The 

research suggests gaming supervision to balance minors' gaming top-up.  

Regarding the consumer psychology of players, research has found that four types of 

game motivations (joy, skill, challenge, and telepresence) affect purchasing tendencies by 

influencing various psychological needs. Enjoying motivation is playing games because they 

are exciting; Skill motivation refers to the game's proficiency and sense of operation; Challenge 

motivation refers to having a sense of challenge and being able to dominate game elements 

when playing games; Presence refers to being in between, similar to being a hero in a game. 

Having the above four motivations can easily lead to flow during gaming, thereby increasing 

purchasing tendencies. 

 

METHODOLOGY 

This research employs a quantitative study. The research population includes young and 

adult online game players in China. Research participants were sampling using a convenient 

sampling method. An online questionnaire was developed and distributed via social media 

posts and messaging. Participants are those who responded to the questionnaire. Questions are 

structured as follows: 

The first part consists of personal information questions, including gender, age, 

occupation, monthly income, and source of income. The age range featured in the questionnaire 

reflects China’s video game rating system (8+, 12+, and 16+) (Dealessandri, 2020). The last 

question in this part screens if the respondents have ever recharged online games. 

Questions in the second part ask about online game recharging behavior. Only 

respondents who previously answered that they recharged online games at least once took part 

in this page of the questionnaire. 

The third part of the questionnaire asked about opinions on online game recharging. 

Questionnaire items in this part feature 5-scale questions with one open-ended question. 

Through these three parts of the survey, people's attitudes and opinions towards 

recharging in games can be obtained. 
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RESULTS 

Participants 

There is a total of 115 people who responded to the online questionnaire. Most of the 

participants are female students aged between 16-25 whose main income (lower than 1000 

RMB) is from parents, as described in Table 1. Their experiences in online game recharging 

are shown in Table 2. 

 

Table 1 Participant distribution 

Profile Factors Particulars Frequency % 

Gender 

 

Male 

Female 

50 

64 

44 

56 

Age 

 

 

Lower than 8 

8-11 

12-15 

16-25 

26-35 

36 and above 

2 

1 

2 

95 

6 

8 

1.7 

0.8 

1.7 

83.3 

5.2 

6.9 

Occupation 

 

 

 

Employed for wages or salary 

Self-employed 

Unemployment looking for work 

Out of work but not looking for 

work 

Homemaker 

Student 

Military 

Retired 

 Unable to work 

   Other 

5 

6 

0 

1 

1 

97 

0 

0 

2 

1 

0 

4.3 

5.2 

0 

0.8 

0.8 

85 

0 

0 

1.7 

0.8 

0 

Income per month Below 1000 RMB 

1000-3000 

3000-5000 

5000-10000 

Higher than 10000 

52 

33 

12 

12 

5 

46 

29 

11 

11 

4 

Source of income Parents 

Scholarship 

Job 

bonus 

Other 

94 

6 

20 

0 

4 

76 

5 

16 

0 

3 
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Table 2 Online game recharging experience 

Online game recharging experience Frequency % 

Ever recharged 

Often 

Occasionally 

Rarely 

78 

13 

32 

33 

68.4 

11.4 

28.1 

28.9 

Never recharged 

Not playing any online game 

No recharging function in the game 

Has function but never recharge 

37 

19 

1 

17 

32.5 

16.7 

0.8 

14.9 

 

Online game recharging behavior 

As shown in Figures 1 and 2, most of the players (33%) spent more than 1000 RMB 

each time they recharged the online game. They mostly paid for buying skins (47%) and game 

items (31%). 

 

 
Figure 1. Average spent in online game recharging 

 

 
Figure 2. Purposes of online game recharging 
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Opinions on online game recharging 

Recharging and non-recharging players think that people recharge online games for 

better gaming experience (56%) and in order to look more beautiful (48%). These are the top 

two opinions based on the results shown in Figure 3. 

 
Figure 3. Why people recharge online games (opinion) 

People’s perception on online game recharging is shown in Table 3. These are perspectives 

of both rechargers and non-rechargers.  

 

Table 3 Opinions on online game recharging 

Items Average 

Recharging in the game provides better game experience. 

Recharging makes the game unfair. 

It is necessary to restrain players from recharging. 

Minors or people without income should not be allowed to recharge. 

Charging in the game has negative impact on the quality of life. 

3.46 

3.03 

3.35 

3.69 

3.37 

 

Additional suggestions  

Among all the respondents, many gave their suggestions for recharging online games, 

and many felt that recharging in online games could provide a better gaming experience. 

However, it is important to consider one's own economic situation, recharge appropriately, and 

not overcharge. At the same time, people also mentioned support for prohibiting minors or non-

income groups from recharging in online games, and suggested introducing some systems to 

limit the amount of recharging. 

 

CONCLUSION 

In response to the recharge situation of online games in China and in order to improve 

the issue of irrational recharge, the authors conducted an online survey on 114 Chinese people. 

Based on responses, 56% of the participants were female and 44% were male. Among the 114 

participants, 95 were between the ages of 16 and 25, including 97 students. Therefore, it can 

be concluded that students are the main group for recharging online games. Moreover, the 

survey found that almost half of people have a monthly income of less than 1000 RMB, and 

the majority have living expenses provided by their parents. It was found that 78 people have 
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recharged money in online games, but most of them only occasionally recharge. Among people 

who have recharged, 64 people aim to bring themselves a better gaming environment, and 55 

are to be more beautiful than other players. This shows that people recharge in the game to 

meet their own needs and competitive psychology. Most investigators believe that minors and 

those without income should not be allowed to recharge, and they believe that recharging in 

games can have a negative impact on quality of life. 

 

DISCUSSION 

After discussion and investigation, this study found that people should rationally 

recharge online games, as overcharging can increase the financial burden on families. And it is 

recommended that minors and those without income do not recharge or try to recharge as little 

as possible in the game. This study also found that minors are prone to overcharging in games. 

It is recommended that game platforms introduce recharge restriction systems to restrict minors 

from recharging and carry out identity recognition for minors to prevent them from 

overcharging. 
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ABSTRACT 

A classroom action research on A Study of Mathematical Learning Achievement on 

Circle by Using Geogebra for Grade 9 Students. The objective of this study was to assess the 

learning achievements in mathematics on the topic of circles by using the GeoGebra program 

for Grade 9 students who met the minimum passing criteria of 60%. The sample size was 33 

students in Grade 9 of Rattanakosin Somphoch Bowonniwet Salaya School in the Patriarch's 

patronage.  The research tools were 9 learning management plans on circles using the 

GeoGebra program for Grade 9 students and a mathematics learning achievement test on 

circles. The duration of this research was the second semester of the academic year 2023. The 

data were collected and descriptive statistics were analyzed.   

Keywords: Learning Achievement, GeoGebra Program 

 

INTRODUCTION 

 Thinking process is important in life because of the developments in science and 

technology.  There is a gap in comprehensive fundamental knowledge and comprehension. 

Developing mathematical process abilities does not contribute to learning. The subject 

of circles in Grade 9 is particularly crucial as it serves as a fundamental building for the study 

of other geometry concepts. Through interviews conducted with Grade 9 teachers who have 

expertise in teaching the topic of circles in mathematics, it was discovered that a common issue 

with previous teaching methods may be simply described as students relying on the 

memorization of theorems and properties. The circle can be derived from the instructional and 

educational arrangements. Teachers emphasize the importance of students memorizing 

formulas, definitions, and theorems so that they may effectively use them while solving 

different problems using logical reasoning and geometric proofs. Teachers often employ the 

method of presenting examples on the whiteboard, giving explanations to students, and then 

encouraging them to copy the presented questions. The students learned only knowledge and 

memory, which the utilization of memory led to most of the students memorizing the 

definitions. The theorem is invalid. Consequently, there is a significant lack of academic 

success in the field of mathematics specifically related to circles. 

 GeoGebra is a dynamic geometry program that encourages students to explore 

geometry by creating and moving objects. See a sample picture according to various geometric 

properties observe the geometric changes to create a prediction message and encourage 

students to see more ways to prove make students able to learn geometry better. Teachers and 

students can access the program easily and free of charge. Has the ability to export files Created 

as a form of the Java language. It is a medium for interacting with students and can be accessed 

everywhere. An operating system both in the classroom and at home in which the GeoGebra 

program can help students understand the properties of circles even more (Weris Kittiwarakul, 

2018, p.72) 

 From the importance mentioned above as a result, the researcher was interested in 

studying the learning achievement in mathematics on the topic of circles by using the 

GeoGebra program of Grade 9 students to teach according to the curriculum and the students 

could review the content after studying. Using GeoGebra program can enhance student's visual 
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perception and provides an enjoyable learning experience and offer students opportunities to 

engage in the learning process. This will foster the development of knowledge, comprehension, 

and the enhancement of skills and expertise. The GeoGebra program can immediately engage 

with children. Consequently, students will get a more efficient comprehension of attributes. 

Research objectives 

 The objective of this study was to assess the learning achievements in mathematics on 

the topic of circles by using the GeoGebra program for Grade 9 students who met the minimum 

passing criteria of 60%. 

 

METHODOLOGY 

 This research is classroom research. The objective was to study the learning 

achievement in mathematics on the topic of circles using the GeoGebra program of Grade 9 

students under the patronage of the Supreme Patriarch. The researcher carried out the research 

according to the following steps. 

Research Target group 

 The target group used in this research is Grade 9/3 students at Rattanakosin Somphot 

Bowonniwet Salaya School Under the patronage of the Supreme Patriarch, 2nd semester, 

academic year 2023. The sample size was 33 students, using the cluster random sampling 

method. 

Research tools 

The tools used in the research include: 

1. Learning management  

The researcher developed 9 lesson plans on circles using the GeoGebra program.  

2. Academic achievement test 

 Mathematics achievement test on the topic of circles consisted of 10 questions of 

multiple-choice test with 4 choices, and two (2) Open-ended questions. 

Data collection 
The researcher studied the learning achievement in mathematics on the topic of circles 

using the GeoGebra program of Grade 9 students using the regular teaching schedule, 

allocating a total of 9 hours for instruction and assessment 60 minutes. 

 1. The researcher conducted learning management using the GeoGebra program on the 

topic of circles for Grade 9 students. The lesson plan was as follows:  

 Lesson plan 1: Components of a circle, 1 hour. 

 Lesson plan 2: Angles at the center and angles in the arc of a circle, 1 hour. 

 Lesson Plan 3: Angles in circle arcs and arcs that support angles, 1 hour. 

 Lesson Plan 4: Angles in a semicircle, 1 hour 

 Lesson Plan 5, Rectangles inside a circle, 1 hour 

 Lesson Plan 6: Chords and arcs of circles, 1 hour. 

 Lesson plan 7: Chords and the center of a circle, 1 hour. 

 Lesson Plan 8: Chords of the same length, 1 hour. 

 Lesson Plan 9: Tangent Lines and Radii, 1 hour. 
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2. At the end of the implementation of all learning plans, the students sat for 

mathematics achievement test on the topic of circles consisting of 10 questions of multiple-

choice test with 4 choices, and two (2) Open-ended questions. 

 3. The data obtained from the mathematics achievement test on circles were analyzed 

using descriptive statistics. 

Data analysis results 

The researcher obtained the results of data analysis as follows: 

 Compare the learning achievement in mathematics on the topic of circles using the 

GeoGebra program of Grade 9 students with the 60 percent criterion can be presented  in Table 1 

 

Table 1 Mathematics learning achievement on the topic of circles using the GeoGebra program 

of Grade 3/3 students who passed the criteria with 60 percent individually. 

 

No. academic achievement percentage Evaluation results 

1 9 45 Not qualified 

2 12 60 qualified 

3 18 90 qualified 

4 10 50 Not qualified 

5 8 40 Not qualified 

6 14 70 qualified 

7 12 60 qualified 

8 14 70 qualified 

9 16 80 qualified 

10 14 70 qualified 

11 12 60 qualified 

12 14 70 qualified 

13 12 60 qualified 

14 14 70 qualified 

15 18 90 qualified 

16 12 60 qualified 

17 16 80 qualified 

18 14 70 qualified 

19 10 50 Not qualified 

20 20 100 qualified 

21 18 90 qualified 

22 9 45 Not qualified 

23 8 40 Not qualified 

24 11 55 Not qualified 

25 12 60 qualified 

26 14 70 qualified 

27 16 80 qualified 

28 12 60 qualified 
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29 16 80 qualified 

30 12 60 qualified 

31 18 80 qualified 

32 10 50 Not qualified 

33 12 60 qualified 

 From Table 1, the analysis revealed that 60 percent of the Grade 9/3 students who were 

taught using the GeoGebra program successfully met the criterion. This corresponds to a total 

of 25 individuals, representing the percentage. Out of a total of 33 students, 8 individuals, or 24 

percent, did not meet the criterion. 

 

RESULTS 

 The purpose of this research was to study the students’ achievement in mathematics on 

the topic of Circles. The study aimed to explore the impact of utilizing the GeoGebra program on 

the learning achievement of Grade 9 students who exceeded the 60 percent pass mark. The results 

can be summarized as follows.        

 The learning achievement in mathematics on the topic of circles using the Geogebra 

program of Grade 9 students who passed the criteria of 60 percent.  It was found that 25 students 

in the Grade 9 sample passed the assessment criteria, accounting for 76 percent of the sample. 

And 9 sample students in Grade 9 did not pass the assessment criteria, accounting for 24 percent 

of the sample. The sample had an average score of 13.27 points.  
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ABSTRACT 

This research study aimed to: 1) develop instructional materials and practice problems 

in the topic of Subsets and Power sets that will improve the mathematical skills of Grade 11 

students at Rattanakosinsomphot Bowonniwet Salaya School; and 2) compare the academic 

achievement of students before studying and after studying the instructional materials and 

practice problems in the topic of Subsets and Power sets.  The sample group consisted of 10 

students in Grade 11 at Rattanakosinsomphot Bowonniwet Salaya School, Phutthamonthon 

District, Nakhon Pathom Province Under the jurisdiction of the Nakhon Pathom Secondary 

Educational Service Area Office. The duration of the study was in the first semester of the 2023 

academic year.   The research used the following tools: 1) instructional materials and practice 

problems designed to improve the mathematical abilities of Grade 11 students in the topics of 

Subsets and Power sets; 2) A lesson planned for teaching Subset and Power set concepts; and 

3) An academic assessment test focusing on Subsets and Power sets for Grade 11 students. The 

test consisted of 20 questions, each with 4 multiple-choice options.  

Keywords: Skill-building exercises, Subsets and Power set 

 

INTRODUCTION 

Mathematics plays a very important role in the development of human thinking, making 

humans creative. Think logically, systematically, orderly, with patterns, and analyze problems 

and situations. carefully Makes it possible to predict and plan Make decisions and solve 

problems correctly. Because mathematics is a human mental process that involves thinking and 

reasoning, helping Humans develop ideas and intelligence. It is also used as a tool to solve 

various problems, making it possible to analyze and apply the knowledge gained to connect 

the relationships of mathematical systems. To solve problems in daily life systematically 

(Ministry of Education. 2008).  Grade 11 students at Rattanakosinsomphot Bowonniwet Salaya 

School have a deficiency in their mathematics process skills. Consequently, students' 



The 4th International Students Conference on Academic Multidisciplinary Research 2024 

 

 

377 

 

 

performance in mathematics drops below what is required due to the concepts of Subsets and 

Power sets. The topic is quite complex and frequently poses challenges for students in terms 

of comprehension. Due to its abstract nature, therefore, teachers are required to organize the 

teaching steps systematically. It is important to teach it in a way that starts with specific 

examples and then moves to more general. That is, it should be taught from the concrete to the 

abstract concept. 

Objectives 

The objectives of this research study were as follows. 

1) to develop instructional materials and practice problems on the topic of Subsets and 

Power sets that will improve the mathematical skills of Grade 11 students at 

Rattanakosinsomphot Bowonniwet Salaya School; and 

2) to compare the academic achievement of students before studying and after studying 

the instructional materials and practice problems on the topic of Subsets and Power sets. 

Research Questions 

1. Were the mathematics skill practice problems on Subsets and Power sets, created by the 

researcher, useful to Grade 11 students, as determined by the 80/80 criteria?  

2.  How can Grade 11 students increase their mathematical skills through practicing subsets 

and powersets problems?  

 

LITERATURE REVIEW  

Research on the Development of academic achievement learning unit: Set, Basic 

Mathematics subject, subject code C31101, for students in Grade 11.  The research findings 

showed that students' academic achievement scores after receiving learning management 

significantly increased. It was 80 percent higher than the criteria.  The Grade 11 students’ 

satisfaction with the learning management and instructional resources on the topic of Sets is at 

a high level.  Research on the development of academic achievement using skill-enhancing 

exercises on exponents for Grade 11 students in academic year 2020, Wat Ubekkharam School  

the results showed that such exercises can be given to students to review and enhance skills, 

and students are interested and not bored with learning. Encourage students to have an 

understanding of the lesson and have academic achievement. Students have academic 

achievement accounting for 100%. after Students use exercises to enhance their skills. Students 

have more computational skills when they come to test after class, which was the last time, 

students had 56.97 percent achievement, which was higher academic achievement. 

 

METHODOLOGY 

The researcher proceeds with the creation according to the following steps. 

1. Study and analyze the curriculum from the Basic Education Core Formula Curriculum Book, 

B.E. 2008 (revised edition, B.E. 2017), and study other curricula such as curriculum 

manuals. Measurement and evaluation standards by understanding the principles, aims, 

learning content, important characteristics, and learning standards. Indicators and desirable 

characteristics of people study. 
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2. Study and analyze the mathematics subject curriculum. Grade 11 students level. The 

researcher studied the details and analyzed learning standards and indicators to determine 

the important goals that students learn about Subsets and Power sets. 

3. Study and analyze course descriptions. Mathematics learning group curriculum for Grade 11. 

4. Prepare a learning management plan. Skill enhancement exercises and Pre-Post- tests on 

Subsets and Powersets Grade 11 students. 

5. Find the quality of the learning management plan. Skill enhancement exercises and Pre-Post-

class tests on Subsets and Power sets. By using the learning management plan skill 

enhancement exercises and Pre-Post-class tests on Subsets and Power sets.  

6. Implement a learning management plan. Skill enhancement exercises and Pre-Post-class 

tests on Subsets and Power sets have been revised to use with the sample group. 

 

RESULTS  

1. Mathematics skill practice on Subsets and Powersets for students in Grade 11, the efficiency 

was 84.62/82.31, which was higher than the standard 80/80. 

2. Academic achievement in Subsets and Power sets Using mathematics skills exercises after 

studying is higher than before studying. Statistically significant at the .01 level. 

 

DISCUSSION AND RECOMMENDATION 

Based on the results of this research, there are suggestions as follows. 

1. Teachers can use mathematics skills exercises on Subsets and Power sets for students in 

Grade 11, it can be used in teaching in normal classes. 

2. Students can use mathematics skills training on Subsets and Power sets for students in Grade 

11, use it to practice their skills. After completing class with the teacher. 

3. Teachers can use mathematics skills training on Subsets and Power sets for students in Grade 

11, and use remedial teaching for students who have defects in specific sub-topics by having. 
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ABSTRACT 

The objectives of this research were: 1) to design a learning management program using 

the developed Kahoot! Mathematics achievement for Grade 9 students; and 2) to compare 

mathematics achievement. After organizing learning using the Kahoot! for Grade 9 students 

with a sample of 18 students in Grade 9, the first semester of the academic year 2023 at a school 

in Nakhon Pathom.  The tools used in the research were eight learning management lesson 

plans and mathematics achievement tests using Kahoot! The implementation of learning 

included five steps, as follows: Step 1: Create motivation. Step 2: Review previous knowledge. 

Step 3: Present new information. Step 4: Practice and use. Step 5: Measurement and evaluation 

of learning outcomes. 

Keywords: learning management using the Kahoot!, mathematics academic achievement. 

 

INTRODUCTION 

The teaching and learning of quadratic equations with one variable lesson found that 

most students possess a minimal to intermediate level of mathematical understanding. Students 

lacked responsibility in submitting work assignments, resulting in a limited comprehension of 

the subject matter. Students did not have interest and enthusiasm toward learning mathematics. 

Hence, total concentration on lectures for teaching and learning was not successful. 

 

 

 

 



ISCAMR 2024 

 

 

380 

 

 

Objectives 

1) to design a learning management program using the developed Kahoot! Mathematics 

achievement for Grade 9 students; and  

2) to compare mathematics achievement after organizing learning using Kahoot! for Grade 

9 students. 

 

LITERATURE REVIEW AND THEORY 

The research revealed that the utilization of Kahoot! is effective in structuring 

educational activities. It is an educational exercise that fosters students' motivation to engage 

with and develop an interest in learning. Engage in the classroom Kahoot activity. It shows 

similarity to a game. There is a competitive atmosphere in the classroom. Enhances the 

enjoyment of learning with engaging content. Enhanced comprehension of the matter It is a 

contemporary educational medium that utilizes an internet-based system and software capable 

of running games on a website. From computer and Android applications. This application is 

beneficial for arranging classroom activities. This is consistent with teaching in the 21st 

century which allows students to use technological skills in learning (Wang, 2015). The 

content and structure of the Kahoot Program are said to be designed to support teaching and 

learning in the world 21st century and can be used to develop students at all levels just by 

having an internet system (Zarzycka-Piskorz, 2016). Kahoot Program is a new teaching tool 

that increases the efficiency of learners. However, it is up to the teacher to design and control 

the Kahoot Program to be most conducive to students. This aligns with Meijen's (2017) 

research on student participation, which highlights the use of various technologies by teachers 

to engage students in quizzes and gather their responses through mobile phones.  

Therefore, the researcher is interested in studying the development of mathematics 

achievement in the subject of quadratic equations in one variable. of Grade 9 students Use 

learning activities using Kahoot!. 

 

Educational concept framework  

 

 

 

 

METHODOLOGY 

Research tools 

1. Eight learning plans on quadratic equations with one variable using the Kahoot! The total 

number of the eight lesson plans was eight (8) hours. Each learning plan has 5 teaching 

steps as follows. 

Step 1: Motivation step It is the step that stimulates students to be interested in the 

activities and content that the teacher will teach using the game media Kahoot! 

Step 2: Review previous knowledge. It is the step where the teacher draws on the learner's 

knowledge of the subject to be learned. To help students be ready to connect previous 

knowledge to new knowledge using Kahoot!. 

Learning management using 

the Kahoot! in 5 

stepsgames. 

Mathematics learning achievement on 

quadratic equations with one variable. 



The 4th International Students Conference on Academic Multidisciplinary Research 2024 

 

 

381 

 

 

Step 3: Presenting new information It is the stage where the teacher organizes learning 

to present new content, knowledge, information, and new opinions using Kahoot!. 

Step 4: Training and application stage It is the stage where learners review and practice 

their knowledge to become more proficient and understanding. so that it can be used 

to solve problems and can be practically applied. 

Step 5, the learning evaluation step, is to have students take a test to measure their 

knowledge and abilities after studying using the Kahoot! 

2. Mathematics achievement test using the Kahoot!, a multiple choice type with 4 options, 

and 20 questions, was tested with Grade 9 students. Collection of data in research. 

Data collection is as follows: 

1. Study mathematical content and vocabulary. in substance, quantity, and operation 

2. Design learning management using the Kahoot!. 

3. Conduct learning using the Kahoot! for 8 hours. 

4. Students take a mathematics achievement test using the Kahoot!. 

Analysis of data  

1. Designing learning management using the Kahoot! that develops mathematics 

achievement for Grade 9 students and content analysis was used. 

2. Comparison of mathematics achievement after organizing learning using Kahoot! for 

Grade 9 students with the criteria of 70 percent using the test value (One Sample test). 

 

RESULTS 

Designing learning management using the Kahoot! that develops academic 

achievement in mathematics for Grade 9 students as follows: learning management plan using 

the Kahoot! There are eight learning plans with five steps as follows: Step 1: Motivation step; 

Step 2: Review of previous knowledge; Step 3: Presentation of new information; Step 4: 

Practice and application step; and Step 5: Educational step. Measure and evaluate learning 

results which learning activities using Kahoot! It was an activity that stimulated learners to 

have fun in learning.  The objective of this research study is to develop the academic 

achievement of students and use the research results to further develop teaching and learning. 

The results of the research found that in the measurement of academic achievement after 

studying with the use of Kahoot! teaching media the students had an average of 14.78 out of 

a full score of 20 points, with an increase of 10 points. Students who participate in learning 

management activities using the Kahoot! Mathematics academic achievement was higher than 

the 70%.  The outcome was a direct result of the student's engagement in educational exercises 

using Kahoot! platform. It's just the way that competition works in the classroom. Assist 

students in deriving pleasure from the process of acquiring knowledge. Enhanced engagement 

and comprehension of the studied material, resulting in a lack of boredom during the study 

process. By analyzing the score data, you can assess the level to which you know the content, 

which is consistent with the research of Narilak Pattamathat (2015) studying the use of 

teaching media. Kahoot! to increase the academic achievement of Grade 9 students.  
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DISCUSSION 

Enhance students' motivation to study and increase their active class participation, while 

also improving their understanding of the subject matter.  The Kahoot activity enhances student 

engagement and facilitates better interaction. The screen will reveal the name of the individual 

who answered correctly and with the fastest response time. Kahoot! Establish a competitive 

and motivating environment by fostering a drive for self-improvement through the comparison 

of initial and primary results, and engage in score comparisons with peers who collaborate on 

studying. This strategy facilitates both the theoretical and emotive dimensions of learning. 

Students can pose questions and subsequently respond to them during class. Following the 

assessment Kahoot! 
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ABSTRACT 

The objectives of this research were to: 1) compare mathematics learning achievement 

on the subject of sequences and series using problem-based learning management combined 

with multimedia. of Grade 11 students;  2) assess students’ achievement in mathematics on the 

topic of sequences and series after receiving problem-based learning activities.   

Keywords: Mathematics academic achievement, problem-based learning, 

 

INTRODUCTION 

Educational management of mathematics teachers in Thailand found that more than 90 

percent of teachers utilized textbooks as a means of instructional media. Teachers instruct 

students to complete activities in their textbooks or mathematical textbooks published by 

private companies.   direct student's attention towards promptly resolving issues. It is quick and 

makes use of certain strategies to help students concentrate on their studies to pass the test. 

Thus, it seems like the students are lack of skills or processes. From the results of the study, it 

was found that the use of educational media helps promote learning in many different areas, 

which helps increase learning efficiency. It makes it easier for teachers to teach and promotes 

the learning development of students. It enhances pedagogical efficiency for teachers and 

facilitates the cognitive growth of students. However, relying solely on a single learning 

instrument may not lead to success. The use of multimedia in teaching has been around for a 

long time. By bringing many media together in a systematic way, it has been found that the use 

of mixed media creates higher academic achievement for students. Multimedia helps learners. 

I had the opportunity to learn in many forms. Respond to students who are different. 

Multimedia will help arouse students' interest in what is being studied because one type of 

media cannot teach every type of content. The use of two or more mixed media is continually 

interrelated. At the same time and have values that complement each other. 
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Objectives of the Study 

The objectives of this research were to:  

1)  compare mathematics learning achievement on the subject of sequences and series 

using problem-based learning management combined with multimedia. of Grade 

11 students;   

2)  assess students’ achievement in mathematics on the topic of sequences and series 

after receiving problem-based learning activities.   

 

METHODOLOGY 

This study is a quantitative research. The sample group used in this research includes 

Grade 11 students who are studying in the second semester of the 2023 academic year at 

Nguirai Boonmee Rungsarit School.  The researcher aims to study mathematics learning 

achievement on the topic of sequences and series using problem-based learning management 

combined with multimedia of Grade 11 students.  

The educational concept framework 

 

 

 

 

 

 

 

 

 

 

 

The research method is as follows. 

1. Data Collection 

Tools used to collect data 

1)  Problem-based learning management plan combined with multimedia. Subject: 

Sequence and series for students in Grade 11, 5 lesson plans. 

2)  Mathematics achievement test  of sequence and series which is a 30 multiple choice 

questions. 

How to collect data 

1) First, explain the learning management guidelines to students, including the 

following: What duties will the instructor perform? How must students behave? How 

are they measured and evaluated? And What do students need to learn? 

2) The researcher conducted an experiment based on problem-based learning 

management with mixed media on sequences and series, 5 plans, 60 minutes per plan. 

 

 

Problem-based learning management combined 

with multimedia.  

Step 1: Link and identify problems with 

multimedia such as Canva, PowerPoint.  

Step 2: Frame the problem study.  

Step 3: Study and research about multimedia.  

step 4 summarizes and evaluates. 

 

1. Mathematics learning 

achievement on sequences and 

series consists of: 

1.1 Series  

1.2 Arithmetic series  

1.3 Geometric series. 
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3) At the end of organizing problem-based learning with all five multimedia plans, the 

researcher evaluated the students’ abilities. The group in the study used a mathematics 

achievement test on sequences and series. The achievement test included 30 items 

using a multiple-choice test with 4 options, and one (1) point each. The total score is 

30 points. The results were analyzed using statistical methods. 

 

RESULTS 

The results can be summarized as follows. 

1) There was student improvement in mathematics learning achievement in the area of 

sequences and series after the implementation of problem-based learning. The result is a 

platform that includes multimedia resources for Grade 11 students who have achieved a score 

above 70 percent.  

2) This research investigates the academic performance in mathematics specifically on 

the topic of sequences and series. Utilizing management integration of problem-based 

learning and multimedia in the education of Grade 11 students. 

 

DISCUSSION OF RESEARCH RESULTS 

The research findings on the study of mathematics learning achievement on the subject 

of sequences and series using problem-based learning management combined with multimedia 

of Grade 11 students, were discussed and the results were as follows: Mathematics learning 

achievement on the topic of sequences and series of secondary school students in Grade 11 

after receiving problem-based learning combined with multimedia Significantly higher than 

the 70% threshold which is in line with the assumptions. This may be because Problem-based 

learning management together with multimedia and the basic idea comes from the process of 

creating new knowledge based on existing knowledge by oneself from the learner's interaction 

with the environment. The students must act on their own until the discovery of new knowledge 

or information. 
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ABSTRACT 

The purposes of this research study were to: 1) study students' learning problems 

regarding learning about Linear Inequalities in One Variable; 2) study how students solve 

problems regarding learning management in mathematics on the Linear Inequalities in One 

Variable; and 3) study the creation and development of learning activity sets. Regarding Linear 

Inequalities in one variable, The sample group was Grade 9 students at Sathapornwittaya 

School. Under the jurisdiction of the Nakhon Pathom Primary Educational Service Area Office, 

Area 2. The duration of the study was in the first Semester of the academic year 2023. The 

sample size was 68 students in a mixed-ability group: smart, average, and below-average 

students. The research tools included a cooperative learning plan, academic achievement test, 

and satisfaction test. 

 

INTRODUCTION 

From the study of learning problems of Grade 9 students at Sathapornwittaya School, 

background and problems that need to be solved consist of organizing mathematics and 

learning about Linear Inequalities in one variable. The students’ achievements were not as 

expected. The problem that occurred was that students did not understand the problem and they 

could not analyze it. By studying academic achievement, tests, and student interviews and 

recording after the learning management plan, it was found that the problems occurred both in 

terms of students and teachers. Examining the evidence obtained from the test conducted at the 

end of the learning unit showed that the students could not answer the testing questions, and 

the describing methods lacked details. Some students do not show the method of how to solve 

it. In order to assess the problem, the researcher conducted interviews with mathematics 

teachers at the lower secondary school level and found that when teaching mathematics in the 

classroom teachers focus more on their own teacher's role rather than that of the students. This 

is the reason why students lack the skills to develop their thinking. Students do not dare to 
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express their thoughts. This causes students to lack thinking and processing skills. There are 

still many problems in teaching mathematics. Because mathematics is abstract. Explanatory 

teaching methods are commonly used. Therefore, emphasis is placed on teaching by rote 

memorization. As for the teachers, it was found that there is no good teaching media for 

mathematics. As for the students, it was found that they found it difficult to understand. The 

students lacked computational thinking skills. This results in low achievement in mathematics. 

The researcher wants to investigate and design a series of educational exercises focused on 

Linear Inequalities in one variable for Grade 9 students to develop their skills. Building a strong 

foundation in mathematics is necessary for students to excel in their mathematical performance. 

Ensure that students remain engaged and avoid boredom during their mathematical studies. 

Additionally, it serves as a tool for resolving problems with educational instruction. Instructors 

can deliver instruction in the classroom when mathematics teachers have limited expertise and 

pedagogical strategies. 

Therefore, the researcher becomes interested in investigating the development of 

learning activity sets on Linear Inequalities in one variable in Grade 11. 

Objectives 

The objectives of the study were to: 

1) study students' learning problems regarding learning about Linear Inequalities in One 

Variable;  

2) study how students solve problems regarding learning management in mathematics on the  

Linear Inequalities in One Variable; and  

3) study the creation and development of learning activity sets. 

Research Questions 

1) Learning activity set for Grade 9 students: does it help improve academic achievement? 

2) Results of implementing the learning activity set: How is it used for Grade 9 students? 

3) How satisfied are students with the learning activity set? 

 

LITERATURE REVIEW AND THEORY 

Based on the researcher's findings, utilizing a learning activity set focused on Linear 

Inequalities in one variable has been shown to enhance students' problem-solving abilities and 

foster their overall development. Utilizing instructional media in mathematics education is an 

essential component in enhancing student engagement and interest in learning mathematics. 

From document research related research to be used as a guideline for solving problems for 

students found that Related concepts and theories include: 

Bruner's teaching theory the important concepts are as follows: 

1) Organizing the structure of knowledge to be relevant and consistent with children's 

intellectual development. Affects children's learning 

2) Organizing the curriculum and teaching to suit the readiness level of the learners and 

be consistent with the intellectual development of students will help learning to be 

effective 

3) Intuitive thinking It is independent reasoning that can help develop creativity. 
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4) Intrinsic motivation It is an important factor that will help students succeed in 

learning. 

5) Learning occurs when people can create concepts or can be classified of things 

appropriately 

6) The most effective learning is when students discover learning. 

Dean's Theory of Learning Mathematics Deans sees that there are many factors that influence 

the teaching of mathematics, as follows: 

1) Teaching sequence is very important in teaching. 

2) expressing ideas You must use many methods and methods. Format for students to 

form concepts 

3) Generating ideas They must be given in the following form in order. 

4) Maturity readiness, health, previous experiences, interests, aptitudes, time, and 

events. Place, atmosphere and meditation; 

5) Having the opportunity to practice; 

6) Appropriate and adequate reinforcement whether it be verbal or gestures; and 

7) Knowing how to use appropriate and worthwhile learning methods and media. 

From studying related research, it was found that the development of learning activity 

sets on Linear Inequalities in one variable for Grade 9 students consisted of the following: 

1) Documents related to the activity set: 

• Concepts and principles related to activity sets 

• Types of activity sets 

• Components of the activity set 

• Steps for creating activity sets 

• Benefits of the activity set 

2) Documents related to mathematics teaching principles 

• Concepts and theories related to mathematics 

• Principles of teaching mathematics 

Suneewan Udomwong (2015) conducted research on Development of learning activity 

sets about Linear Inequalities in one variable has been shown to enhance students' problem-

solving abilities and foster their overall development. Utilizing instructional media in 

mathematics education is an essential component in enhancing student engagement and interest 

in learning mathematics. Thus, in order for students to develop a greater interest in 

mathematics, teachers should select various instructional approaches that are suitable for the 

subject topic when conducting lessons. As a result, teachers need to actively gain knowledge, 

skills, and various instructional strategies to enhance their teaching practice and use them 

effectively. An effective mathematics instructor must diligently devote himself to the research 

and accumulation of information across multiple domains to enhance the process of teaching 

and learning.  
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METHODOLOGY 

Development of learning activity sets on Linear Inequalities in one variable for students 

Grade 9 consisted of steps of operations according to the process of research and development 

as follows: 

Step 1: Creating and finding efficiency in learning activity sets on Linear Inequalities 

in one variable for Grade 9 students, 3 sets, and bringing them together in a set of activities.  

Suggestions for improvement and correction were presented to the experts to consider the 

suitability of various elements of the learning activity set. After that, the learning activity set 

was revised according to the recommendations of experts.  

Step 2: Study the results of using the learning activity set on Linear Inequalities in one 

variable for Grade 9 students. The researcher conducted a pre-test with the sample group. Then 

conduct a trial of the learning activity set. When teaching with the learning activity set was 

complete, conduct a post-test with the learning activity set using the independent t-test statistic. 

Step 3: Study students’ satisfaction with the learning activity set on Linear Inequalities 

in one variable. Students answered the questionnaire on student satisfaction with learning 

activity sets, and the questionnaires were checked for completeness and data analysis. 

 

RESULTS 

The results of the research found that the development of learning activity sets on 

Linear Inequalities in one variable for students Grade 9 can be summarized as follows: 

1) Results of creating and determining the efficiency of the learning activity set on 

Linear Inequalities in one variable for Grade 9 students: from the evaluation of the experts, it 

was their opinion that the learning activity set on Linear Inequalities one variable for Grade 9 

students was appropriate at a high level, with an average equal to 4.13. 

 2) The mathematics learning achievement of Grade 9 students significantly improved 

after studying a learning activity set on Linear Inequalities in one variable. The statistical 

significance was at the 0.01 level. 

3) Results of the study on student satisfaction with the learning activity set on Linear 

Inequalities in one variable for Grade 9 students revealed that overall, students indicated the 

highest level of satisfaction. 

 

DISCUSSION AND RECOMMENDATION 

Based on the research findings, the students have shown interest in the learning activity 

set. The researcher created a learning activity set on Linear Inequalities and implemented it in 

their classroom. Mathematics teachers should help students succeed in their learning 

mathematics and not let students get bored while studying mathematics. The learning activity 

set can be used in cases of the mathematics teacher lacking experience and teaching techniques.   

 

 

 

 



ISCAMR 2024 

 

 

390 

 

 

REFERENCES 

Suneewan Udomwong. (2015). Development of learning activity sets on Linear Inequalities 

in one variable. For Mathayom 3 students. Retrieved 3 July 2023. From 

http://www.edu.nu.ac.th/th/news/docs/download/2018_05_02_16_37_32.pdf 

Kunasin Chutinan. (2022). Solving the problem of learning achievement in mathematics on 

the subject of Linear Inequalities in one variable. Using techniques to find partners. 

For Mathayom 3 students. Retrieved 8 July 2023. From 

https://pubhtml5.com/oyzsh/esgi/ 

 

 

A STUDY ON THE USE OF THE GEOMETER’S SKETCHPAD INNOVATION  

IN TEACHING GRAPHS OF TRIGONOMETRIC FUNCTIONS FOR  

GRADE 11 STUDENTS 

 

Kanyarat Napanang, College of Hospitality Industry Management, 

Suan Sunandha Rajabhat University, Bangkok, Thailand 

E-mail  : S64121201013@ssru.ac.th 

Pattaraporn Pattarawalee, College of Hospitality Industry Management, 

Suan Sunandha Rajabhat University, Bangkok, Thailand 

E-mail : S64121201016@ssru.ac.th 

Komon Paisal, Faculty of Science and Technology, 

Suan Sunandha Rajabhat University, Bangkok, Thailand 

E-Mail : komon.pa@ssru.ac.th 

 

ABSTRACT 

The objective of this report is twofold: 1 )  to study the learning problems of students 

regarding trigonometric function graphs and 2 )  to investigate the methods for solving these 

problems among students in learning trigonometric function graphs. Participants in this study 

were 23 5 th-year high school students, in the first semester of the academic year 2023 , from 

Sathapornvittaya School. The tools used included exercises and observation of student 

behaviors. The research findings indicate that managing learning using The Geometer's 

Sketchpad (GSP) makes it easier for 5th-year high school students to understand trigonometric 

function graphs. 

 

INTRODUCTION 

Background and Rationale 

As a teacher, I have been involved in teaching trigonometric functions, specifically 

focusing on the topic of trigonometric function graphs, to 5th-year high school students. This 

content is crucial and essential as it forms the basis for learning in other topics such as complex 

numbers or in physics courses. I have observed that students often struggle to understand 

trigonometric function graphs and are unable to graph them accurately. 
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Through my teaching experience, I have found that students face challenges in 

comprehending and graphing trigonometric functions. To address this issue, I have explored 

the potential of using The Geometer's Sketchpad (GSP) as a teaching tool. I believe that 

incorporating GSP into the teaching process can help mitigate the learning difficulties 

associated with trigonometric function graphs. 

Objectives: 

1) To investigate students' learning difficulties regarding the topic of trigonometric 

function graphing. 

2) To explore methods for addressing students' learning difficulties in the topic of 

trigonometric function graphing. 

 

METHODOLOGY 

1. Orientation and Establishment of Understanding: Conducted orientation sessions to 

establish an understanding of learning management with the sample group, consisting of 30 

students from the 5/3 class of the second semester of the academic year 2021 at Kamphaeng 

Witthaya School, Amphoe La-ung, Satun Province. Clarified the roles of teachers, students, 

objectives, and agreements in learning management to ensure correct student practice and 

alignment of learning goals. 

2. Pre-test: Administered a pre-test to assess students' knowledge using a 20-question 

assessment tool on trigonometric functions. The test lasted for 60 minutes, and the scores were 

recorded as pre-test scores. 

3. Conducted Learning Activities: Organized learning activities on trigonometric 

functions using skill-building exercises and paired learning cells for 30 students from the 5/3 

class of the second semester of the academic year 2021 at Kamphaeng Witthaya School, 

Amphoe La-ung, Satun Province. The duration of the learning activities was 8 hours. 

4. Informed Students: Notified the 30 students from the 5/3 class of the second semester 

of the academic year 2021 at Kamphaeng Witthaya School, Amphoe La-ung, Satun Province, 

about the upcoming post-test to measure their knowledge using the same 20-question 

assessment tool on trigonometric functions. The test duration was 60 minutes, to be conducted 

during the next supplementary class. 

5. Post-test: Administered a post-test to assess students' knowledge using the same 20-

question assessment tool on trigonometric functions. The test lasted for 60 minutes and was 

conducted during the next supplementary class. 

6. Recorded Scores: Recorded the scores obtained from the post-test as post-test scores. 

7. Data Analysis: Analyzed the data obtained from the pre-test and post-test to evaluate 

the effectiveness of the learning activities and the improvement in students' understanding of 

trigonometric functions. 
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RESULTS 

1) From the study of teaching and learning trigonometric function graphing among 5th-

year high school students, it was observed that using The Geometer's Sketchpad (GSP) 

software in teaching enabled students to clearly visualize graphs of trigonometric functions 

such as sine (sin), cosine (cos), tangent (tan), cosecant (csc), secant (sec), and cotangent (cot). 

Students were able to understand the differences between the graphs of sinθ and cosθ clearly. 

Moreover, students could easily determine the amplitude, period, domain, and range of the 

functions. 

2) From the literature review of related research papers used as guidelines for 

addressing students' learning difficulties and development, it was found that: 

2.1) From a related research study conducted by Mr. Chaisak Radean in 2021 

regarding the enhancement of learning outcomes in mathematics, specifically in 

trigonometric functions. 

 

CONCLUSION 

Based on the context of the study and related research documents, I became interested 

in addressing learning difficulties in the field of educational research using innovative 

technology such as The Geometer's Sketchpad (GSP) to teach trigonometric function graphing. 

By incorporating The Geometer's Sketchpad (GSP) into the teaching process for trigonometric 

function graphing, students in the 5/1-2 5th-year high school class were able to understand and 

analyze various trigonometric function graphs more easily. They were also able to calculate 

various values from the graphs accurately and comprehend them more effectively. 
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ABSTRACT 

This research paper explores the difficulties faced by a carpentry business in attracting 

new customers, primarily due to the surge in lumber prices. The company positions itself as a 

high-quality builder, catering to a diverse clientele, including homeowners, small businesses, 

and governmental facilities. Soaring lumber costs have led to reduced profitability, impacting 

the ability to acquire new customers. The paper examines the company's strategies to enhance 

operational efficiency and outlines plans for future growth, emphasizing an online presence 

and the introduction of pre-designed furniture lines. The conclusion underscores the 

significance of targeted marketing campaigns to attract a wealthier customer base. 

Keywords: Carpentry business, Lumber prices, Customer acquisition, High-quality 

craftsmanship, Targeted marketing campaigns 

 

INTRODUCTION 

The carpentry industry is currently grappling with a significant challenge as the 

escalating costs of lumber impact a business's ability to gain new customers. This paper delves 

into the dynamics of a carpentry company's operations, with a focus on its customer base, 

market positioning, challenges, and strategies. The objective is to understand the repercussions 

of lumber prices on the company's profitability and explore potential pathways for growth in 

the upcoming years. 

Objectives 

1. To analyze the primary customer segments served by the carpentry business. 

2. To assess the difficulty in obtaining new customers, with a focus on the impact of rising 

lumber prices.[1]  

3. To understand the company's market positioning and its emphasis on high-quality 

craftsmanship. 

4. To identify challenges faced by the company, particularly in areas affecting 

profitability. 

5. To evaluate pain points related to customer satisfaction, production costs, and 

operational efficiency. 

6. To explore strategies implemented to enhance operational efficiency. 

7. To envision the company's growth trajectory in the next few years, including plans for 

online expansion and product diversification. 
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Research Questions 

• Who are your primary customers? Are there any specific industries or segments you 

cater to? 

o Our primary customers are a mix of homeowners, small businesses and 

governmental facilities. For homeowners, we can do basically everything. We 

have lot of specific machines that our competitors don’t have. We do everything 

from renovations, custom furniture builds, doors, floors to outdoor structures 

like decks and pergolas. For businesses, we specialize in creating unique retail 

displays, restaurant build-outs, and office furniture solutions. 

• Is it hard for your company to obtain new customers? 

o Yes, acquiring new customers has become challenging, primarily due to the 

higher prices of lumber impacting the affordability of custom furniture. 

• How do you position your company in the market compared to competitors? 

o We position ourselves as the "high quality builders." While some competitors 

prioritize speed, we emphasize high-quality, handcrafted pieces built to last 

generations. We use sustainably sourced wood and traditional joinery 

techniques, appealing to customers who value craftsmanship. We also offer 

cheaper furniture built from shredded wood, but we always appreciate customer 

who wants some pure lumber desk or other furniture.  

• What challenges is the company currently facing? Are there specific areas where 

profitability has declined? 

o The rising cost of lumber has significantly impacted our profit margins. Because 

of higher price of custom furniture, I feel like average people will prefer to buy 

some retailed furniture from companies like IKEA etc. And that leads to the fact 

that we have less customers.  

• Are there any pain points related to customer satisfaction, production costs, or 

operational efficiency? 

o Customer satisfaction is high, but keeping project timelines tight with a smaller 

team can be tricky. We're constantly looking for ways to improve production 

efficiency without sacrificing quality. I am still looking for qualified employees, 

but unfortunately I didn’t find any reliable person yet. 

• What strategies have you implemented to improve operational efficiency? 

o We started using software for blueprints of furniture and also visualisation for 

customers. 

• How do you envision the company’s growth in the next few years? 

o We plan to expand our online presence with a more modern website showcasing 

our work and offering design consultations. We're also considering offering pre-

designed furniture lines with custom options to cater to a wider customer base 

without compromising on quality. 
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METHODOLOGY 

The research adopts a qualitative approach, leveraging an in-depth interview with the 

business owner. The interview covers a spectrum of topics, offering a view of the business's 

operations, challenges, and strategic decision-making. 

 

RESULTS 

The research reveals that the carpentry business faces significant challenges in customer 

acquisition due to the impact of rising lumber prices on custom furniture affordability. The 

company's focus on high-quality craftsmanship and sustainability, while situation, has led to 

higher costs, impacting profit margins. Despite maintaining customer satisfaction, operational 

challenges persist, company needs to find a balance between quality and efficiency. 

 
Figure 1. Price development of dried sawn timber 2016-2023 řeziva - Drevmag.com. 

Retrieved from https://drevmag.com/cs/2023/07/07/cenovy-vyvoj-kulatiny-a-reziva-18/ 

 

CONCLUSION 

In conclusion, the carpentry business confronts a complex scenario where the rising 

cost of lumber has impeded customer acquisition and profitability. While the company excels 

in craftsmanship, strategic measures are needed to overcome operational challenges. The 

envisioned growth through an enhanced online presence and diversified product offerings 

signals a positive outlook, provided that targeted marketing campaigns are deployed to attract 

a wealthier customer base. 

 

 

 

 



ISCAMR 2024 

 

 

396 

 

 

DISCUSSION AND RECOMMENDATION 

The discussion revolves around overcoming challenges in the carpentry business linked 

to the difficulty of gaining new customers amidst the backdrop of rising lumber prices. A deep 

dive into these challenges has shown the way for practical recommendations to boost the 

company's competitiveness. The key areas of focus include increasing market visibility, 

enhancing customer engagement, forming strategic partnerships, and entering the online space. 

Because this business is facing difficulties in acquiring new customers, various 

marketing strategies can be considered. Here are some recommendations: 

• Implement Targeted Marketing Campaigns: 

• Tailor marketing efforts to appeal to wealthier demographics. [2] 

• Use social media platforms for specific advertising. 

• Partner with influential figures in interior design for increased brand 

recognition. 

• Build Strategic Partnerships: 

• Explore collaborations with luxury home decor brands. 

• Establish partnerships with upscale furniture retailers to expand market reach. 

• Leverage the credibility and reputation of partner brands to enhance the 

carpentry business's image. [2] 

• Expand Online Presence: 

• Develop a modern and user-friendly website to showcase the company's 

portfolio. 

• Use online platforms to reach a broader audience interested in high-quality, 

custom-built furniture. 

• Boost digital marketing efforts to increase online visibility. [2] 

• Diversify Product Offerings: 

• Introduce pre-designed furniture lines with customization options. 

• Maintain a careful balance between product diversification and upholding the 

company's commitment to high-quality craftsmanship. 

• Appeal to a wider customer base without compromising on the brand's core 

values. 

• Reviews 

• Introduce review program to increase credibility through existing customers. 

Positive experiences shared by satisfied customers can attract new users. 

In summary, implementing these recommendations comprehensively can position the 

carpentry business for sustained growth, alleviate challenges posed by lumber prices, and foster 

a stronger connection with both existing and potential customers. 
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ABSTRACT 

This research delves into the assessment of customer satisfaction within the National 

Convention Center of Thailand, a pivotal hub for diverse events ranging from global 

conferences to local exhibitions. Acknowledging the burgeoning importance of understanding 

attendee behaviors for optimizing satisfaction, the study employs the SERVQUAL model as a 

framework to evaluate service quality and identify areas for improvement within the 

Convention Center. By scrutinizing customers' expectations against their actual experiences, 

insights are gleaned to enhance services and bolster overall satisfaction levels. Through a 

methodical examination encompassing ten event organizers, the study delineates key findings 

concerning tangible, reliability, responsiveness, assurance, and empathy aspects of service 

quality. Among the outcomes, a notable area for improvement pertains to venue equipment, 

signaling a need to align offerings with target customer preferences. Overall, the findings 

contribute to refining services at the National Convention Center, bolstering its stature and 

competitiveness on both domestic and global platforms. 

Keywords: Customer satisfaction, SERVQUAL model, National Convention Center, 

Thailand, Service quality 

 

INTRODUCTION 

The National Convention Center of Thailand serves as a central venue for a wide range 

of events, encompassing global conferences to local exhibitions. It is of utmost importance to 

comprehend the behavioral inclinations of attendees in this dynamic setting to enhance their 

overall satisfaction. The events sector is a thriving industry, experiencing continuous growth 

on both a national and international level. As events gain popularity, the number of attendees 

rises accordingly. This swift surge in attendance has elevated the significance of crowd 

management and control within this field. (Abbott & Geddie, 2000). 

This research will be analyzing customer satisfaction as a critical aspect of evaluating 

the performance and effectiveness of any establishment, including the National Convention 

Center of Thailand. In this study, we employ the renowned SERVQUAL model as a 

comprehensive framework to assess customer satisfaction levels within the context of the 

National Convention Center. This model, which encompasses five key dimensions of service 

quality, provides a structured approach to understanding customer perceptions and 
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expectations. By delving into these dimensions, we aim to gain valuable insights into the 

factors influencing customer satisfaction, ultimately contributing to the enhancement of 

services offered by the National Convention Center of Thailand.  

Objectives 

1. To evaluate Service Quality Gap of customers' expectations and perceptions of what 

customers expect and what they actually experience regarding the services provided by 

the Convention Center  

2. To Identify Areas for Service Improvement Using SERVQUAL Method of the 

Convention Center  

3. To Enhance Customer Satisfaction and Loyalty of the the Convention Center  

 

LITERATURE REVIEW AND THEORY 

Service Quality 

Service quality pertains to the evaluation of how effectively a service aligns with or 

surpasses customer expectations. It encompasses facets such as responsiveness, reliability, 

assurance, empathy, and tangibles. These components serve as metrics for gauging the overall 

caliber and effectiveness of a service. A prominent framework for gauging service quality, 

established by Parasuraman et al. (1988) in the 1980s, is the widely recognized SERVQUAL 

model. This model juxtaposes customer perceptions of service provision against their 

expectations, furnishing valuable insights into areas that may necessitate enhancement. The 

SERVQUAL model has found extensive application across diverse industries for the purpose 

of appraising and augmenting service quality, rendering it an invaluable instrument for 

organizations striving to enhance customer contentment and fidelity 

Perceived quality 

"Perceived quality" means how good a product or service seems to a customer. It's like 

their personal grade for how excellent or better it is compared to others. When we talk about 

conference quality, we're talking about what attendees think about how good the conference is 

overall. This includes things like how easy it is to get there, how nice the venue is, the quality 

of the facilities, and if it meets what the attendees were hoping for (Hashemi et al., 2020). So, 

perceived quality is just how a customer personally judges if a product or service is really good 

or better than others. They do this by looking at all the things the product or service offers 

compared to what they expected. Some might mix up perceived quality with perceived value, 

but they're different. Perceived quality is a full judgment of a product's value and comes from 

the back-and-forth between customers and suppliers. Also, it's thought to match up more with 

long-term attitudes and has a big impact on how a customer sees the value of a product. 

Customer Satisfaction 

Customer satisfaction measurement can significantly help managers and employees to 

focus more attention on improving service quality. Customer satisfaction pertains to the degree 

of gratification or contentment felt by individuals who have taken part in a festival or event. It 

constitutes a psychological state arising from the engagement with the concrete or abstract 

aspects provided by the event. The evaluation of satisfaction typically involves a comparison 

between visitors' expectations and their actual experience during the event. It is crucial to 
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distinguish between satisfaction and quality, although they are closely interlinked. While 

satisfaction is influenced by diverse factors, including attributes of the festival and the quality 

of entertainment, service quality holds considerable sway in delivering satisfaction. Research 

has demonstrated that visitor satisfaction wields significant influence over behavioral 

intentions, such as intentions to revisit and make recommendations. Conversely, 

discontentment can yield adverse repercussions on the reputation and future prospects of an 

organization (Hall et al., 2016). In the realm of tourism, satisfaction is predominantly defined 

by the interplay of anticipations before the journey and the actual experiences after the trip. 

Evaluating travel experiences often hinges on gauging the level of satisfaction attained. 

Positive encounters with services, products, and amenities offered by tourist destinations can 

lead to return visits and favorable recommendations to potential visitors, including friends and 

family members. (Pivac et al., 2011).  

 

METHODOLOGY 

Identify and select 10 event organizers with a demonstrated track record of organizing 

events at the Convention Center of Thailand. The selection should aim for diversity in terms 

of event types, size, and industry. Before conducting the interviews, it is essential to secure 

informed consent from each participant, ensuring they have a clear comprehension of the 

research's objectives, their participation, and the intended use of their provided information. 

The data was collected as a recorded interview, giving 10 questions of SERVQUAL elements 

which were asked by the 5 event organizers. The researchers distributed a 14 questionnaire and 

interview asking the level of agreement to the questions consisting of strongly agree, agree, 

disagree and strongly disagree.  

 

Results 

Tangible aspect 

The venue equipment including equipment and furniture should be improved to suit the 

target customer  

The survey results indicate that a majority of respondents expressed a strong agreement 

(6) with the statement regarding the need for improvement in venue equipment, including 

equipment and furniture, to better cater to the target customer. Most people strongly agreed (6) 

that the venue's equipment and furniture should be upgraded to better suit the target customers. 

One person agreed (1) with this idea, while three people disagreed (3). Importantly, nobody 

strongly disagreed. This means that most people believe it's important to improve the venue's 

equipment to better match the preferences and needs of the target customers.  

Employees are well-dressed and neat and nothing should be improved.  

The survey shows that most people are very happy with how the employees look. (8) 

people really agree, and (2) agree. It seems like there's no need to make any changes in this 

area. It's also important to note that nobody said they disagree or strongly disagree. This means 

that everyone has a positive view of how the employees are dressed.  
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Reliability Aspect 

Employees of the National Convention Center are dependable in handling event 

organizers’ service problems. 

The survey results show that most people trust the employees at the National 

Convention Center to help with any issues that event organizers might have. (7) people really 

agree, and (2) people agree. Only (1) person disagrees, and nobody strongly disagrees. This 

means that the majority of respondents believe that the employees are reliable in handling 

service problems for event organizers. 

Employees of the National Convention Center are provided services at the time 

promised 

The survey results make it clear that the employees at the National Convention Center 

always do what they promise. (9) people really believe this, and (1) people just agree. Nobody 

disagrees or strongly disagrees. This signifies that most respondents have confidence in the 

employees' consistent delivery of services as per the agreed-upon schedule. 

Responsiveness Aspect 

National Convention Center employees should have been improved to perform prompt 

service to the customers. 

The survey results indicate that most people believe that the employees at the National 

Convention Center provide quick service to customers. (7) strongly agree, and (3) agree. 

Nobody disagrees or strongly disagrees. This means that the majority of respondents have a 

positive view of the promptness of service provided by the employees. 

National Convention Center employees have been responded to event organizers 

enquiries as prompt service 

The survey results show mixed opinions about how quickly employees at the National 

Convention Center respond to event organizers' inquiries. (5) people strongly agree that the 

response is prompt. (2) people agree that the response is prompt. (1) person disagrees. 

(2) people strongly disagree. 

This indicates that there are differing opinions regarding the promptness of the 

response. Some feel it's fast, while others have concerns. 

Assurance Aspect 

National Convention Center employees have enough detail and knowledge to answer 

customer questions 

The survey makes it clear that most people believe the employees at the National 

Convention Center know a lot and can give detailed answers to customer questions. (9) people 

really agree with this, and (1) people just agree. Nobody disagrees or strongly disagrees. So, 

most people think the employees have enough knowledge to help customers with their 

questions. 

National Convention Center employee are having the confidence in serving customers 

The survey results indicate that the employees at the National Convention Center are very 

confident in serving customers. (9) respondents strongly agree with this statement, while  respondent 

agrees. No one disagrees or strongly disagrees. This means that the majority of participants believe 

that the employees have a high level of confidence in their customer service abilities.. 
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Empathy Aspect 

National Convention Center business hours suitable and convenient for customers 

The survey results indicate that the majority of respondents believe that the National 

Convention Center's business hours are well-suited and convenient. (8) strongly agree, while 

(1) person agrees. Only (1) person disagrees, and nobody strongly disagrees. This suggests that 

most people feel the business hours are convenient for customers. 

The main needs and pain points of the customers can be solved and served by the  

employees of National Convention Center 

The survey results show varying opinions about whether the employees at the National 

Convention Center can effectively address the main needs and concerns of the customers. (7) 

people strongly agree that the employees can handle these issues well. (1) person agrees with 

this statement. (1) person disagrees. (1) person strongly disagrees. This indicates that while 

many believe the employees can address customer needs, there are also some who have 

reservations about it. 

 

CONCLUSION 

The survey results indicate varying opinions about the effectiveness of employees at the 

National Convention Center in addressing customer needs and concerns. While some strongly 

agree that the employees can handle these issues well, others have reservations about it. 

The study aims to analyze customer satisfaction at the National Convention Center 

using the SERVQUAL model, which encompasses five key dimensions of service quality. By 

understanding customer perceptions and expectations, the study aims to provide actionable 

recommendations for improving the overall visitor experience . 

One area for improvement identified in the survey is the venue equipment, including 

equipment and furniture, which should be improved to better suit the target customers  

Overall, the findings from the survey and the analysis using the SERVQUAL model 

will contribute to enhancing the services offered by the National Convention Center and 

ensuring its sustained success and reputation on a national and global scale 

Limitation of this paper 

The study's data is derived from a limited pool of 10 event organizers based in Thailand. Due 

to this small sample size, it may not comprehensively encompass the wide range of perspectives 

and experiences held by event organizers across the region. Participants might potentially 

exhibit response bias, wherein they may offer responses they think are anticipated or socially 

favored, rather than candidly expressing their genuine opinions and experiences. For further 

research, researchers should have expanded the sample size by including more event organizers 

from various regions of Thailand to provide a broader spectrum of perspectives and 

experiences. Consider incorporating feedback from additional stakeholders such as attendees, 

sponsors, and venue staff to gain a more holistic perspective.  
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ABSTRACT 

Social advertising is a tool that companies need and use to promote their products and 

services. It is information disseminated in any way, in any form and by any means, addressed 

to an indefinite number of people and aimed at achieving charitable and other socially useful 

goals, as well as ensuring the interests of the state. One of the most important aspects of social 

advertising is how it portrays gender roles and perceptions. 

Keywords: advertising, social advertising, gender, gender perception of advertising, 

stereotypes, new look. 

 

The relevance of the researched topic is determined by the fact that in the XXI century 

gender perception of advertising has become one of the most discussed topics in the field of 

marketing, as many companies have come to the conclusion that the use of stereotypical gender 

role in advertising can be harmful to the brand and damage the image of the company.  

Many studies show that stereotyping gender in advertising can negatively affect the 

advertising effect and lead to a negative perception of the brand by the audience. This is 

because in today's society, more and more people disagree with the traditional dichotomy 
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between male and female, and most want to see more gender equality in advertising and society 

as a whole. Today, many companies are working to create advertisements that are not ashamed 

to openly show their support for gender issues. Instead of using stereotypical images of men 

and women, companies are increasingly using more diverse images of people, allowing them 

to better rely on their consumers.  

Thus, the gendered perception of advertising is continuously changing. Companies that 

understand these changes and adapt to the new demands of society will be able to meet the 

needs of their customers and succeed in the marketplace. 

Gender is a complex concept that goes beyond the biological differences between men 

and women, it also includes social and cultural norms, behaviors and attitudes. 

The peculiarities of gender perception of social advertising have been the subject of 

interest of many researchers and scholars. Here are some of the significant features found in 

the representation of gender in social advertising: 

1) Stereotypical gender roles-one of the most common features of social advertising is 

the portrayal of stereotypical gender roles. Women are usually portrayed as emotional and 

caring, while men are portrayed as rational and strong. For example, in a social advertisement 

promoting a cleaning product, a woman may enthusiastically use the product to clean the house, 

while a man is portrayed as powerless and helpless. 

2) Sexualization of women is another feature of social advertising. Many 

advertisements portray women as sexual objects used to sell a product or service. Women are 

made to look desirable and sexy, and their looks are emphasized more than their intellectual 

abilities. 

3) Emphasis on Appearance - Social advertising also tends to emphasize appearance as 

the main value of a woman. Women are expected to meet certain standards of beauty and 

maintain their appearance in order to be considered valuable or desirable. This narrow 

definition of beauty reinforces gender stereotypes and undermines the diversity of women's 

abilities, personalities and qualities. 

4) Gender bias - Social advertising often demonstrates gender bias in the way it presents 

men and women. Men are usually shown in positions of power and authority, while women are 

often portrayed as subordinate or helpless. This reinforces the perception that men are superior 

to women, limits women's roles and opportunities and hinders their progress. 

5) Limited portrayal of gender identity. Most advertisements present only the binary 

gender roles of male and female, ignoring the experiences and realities of people who do not 

identify with these traditional gender norms. This reinforces the notion that there are only two 

genders and people should conform to these norms. 

Overall, the gendered perception of social advertising has many subtleties and 

characteristics that need to be considered when creating it. The key is to use gender roles in a 

more subtle way, which promotes more effective and understandable communication between 

the advertising material and the viewer, regardless of their gender. 
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Gender perception of social advertising is an important topic in contemporary public 

discussion. Social advertising is important for shaping public opinion and perception of the 

world, as well as for promoting values and ideals.  

Another gender stereotype often found in Russian social advertising is the association 

of women with child rearing and household duties. Advertisements for household products or 

advice on raising children are often directed exclusively at women, reinforcing the belief that 

these responsibilities lie solely with them. This further exacerbates the gender gap between 

men and women in the household and contributes to the devaluation of women's labor. 

On the other hand, social advertising often portrays men in heroic and dominant roles, 

especially in advertisements for risky activities such as sports or military service. This 

reinforces the perception that men are brave and fearless and encourages boys and men to 

emulate masculine behavior even in situations where it may not be necessary or appropriate. 

 It should be noted that social advertising in Russia is subject to peculiarities of gender 

perception, due to the huge influence of the cultural code and social norms that go far back in 

the country's history. Traditional gender roles are often reinforced, sexualization is used to 

attract attention, and feminism is often perceived negatively. Social advertisers must consider 

these factors when developing campaigns that aim to change attitudes and behaviors related to 

gender.  

There is a shift in gender stereotypes and a shift in focus towards equality between 

women and men. In social advertising, this manifests itself in a more subtle and skillful use of 

gender roles, as well as the creation of more natural and diverse imagery. Modern social 

advertising tries to create images that are more in line with contemporary reality and the 

multifaceted nature of gender. It addresses conscious and active people who enter an active 

dialog with the world. One of the main tasks of social advertising is to draw attention to social 

problems. The effectiveness of such advertising is determined not only by the skillful use of 

gender roles, but also by its contextuality. Advertising materials must be given a clear and 

specific context in order to have the best effect and generate real interest among the public. 

One way to combat gender stereotypes in social advertising is to reflect real issues of 

social life and overcome the notion that women and men have different roles in modern society. 

To do this, designers and program must pay attention to relevant ethical standards and norms, 

as well as settings for gender issues in a social context. In many social campaigns, the spheres 

of men and women are differentiated, according to existing gender stereotypes. That is, 

advertisements related to taxes or road safety are correlated with men's sphere of activity: "A 

few degrees can change everything. Do not drink while driving", while advertising campaigns 

that are devoted to family, helping children, indicate that this sphere is female. 

Thus, gender perception in social advertising is very important not only to prevent 

discrimination, but also to create a positive image of the company and promote socially 

significant campaigns. Displaying adequate gender roles in social advertising contributes to a 

better society where all groups can feel equal and respected. 

In the modern world, social advertising occupies an important place in the life of 

citizens. Its task is to draw attention to the problems significant for society and to induce actions 

that can lead to changes in society. But often social advertising faces the problem of gender 
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stereotyping, which can lead to distorted perception and reduce the effectiveness of the 

advertising campaign.  

Gender stereotyping has many manifestations in advertising. These attitudes can lead 

to negative consequences such as discrimination and violence based on gender. Nevertheless, 

in Russia, the situation with gender perception of social advertising is beginning to improve. 

Major brands and organizations are increasingly paying attention to gender issues and trying 

to introduce a more equal approach in their advertising campaigns.  

In addition, many social organizations in Russia are beginning to actively use social 

media and other online channels to disseminate information about current social issues. This 

helps to draw attention to gender inequality issues and create a positive perception of 

advertising campaigns, thanks to these factors, positive changes in this area can be noticed. It 

is important to continue to work towards a more equitable approach and to use modern media 

technologies to achieve this. 

Social advertising in Russia is becoming increasingly widespread and effective in 

raising awareness of social issues and stimulating positive change. However, the perception 

and portrayal of gender in these advertisements can vary widely, often reflecting the complex 

social and cultural attitudes towards gender in Russian society. 
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ABSTRACT 

The article reveals the essence of navigation sealing and identifies the advantages of 

using a navigation seal within the tracking system. The author analyzed the regulations in the 

field of navigation sealing in the Eurasian economic union (EAEU). The activities of national 

operators in this area are characterized. The Center for the development of digital platforms 

(DSDP) is considered as a national sealing operator of the Russian Federation. A conclusion is 

drawn about the importance of the participation of national operators in ensuring the safety of 

cargo transportation using electronic navigation seals. 

Keywords: navigation sealing, national operators, information system, transit, transportation, 

EAEU member countries, sanctions, legal regulation. 

 

In 2022, in the context of the external economic and political situation associated with 

the imposition of sanctions by unfriendly states, the Russian Federation found itself in a 

difficult situation regarding access to foreign raw materials and goods. Due to the provision of 

blocking actions by foreign carrier companies in relation to Russian participants in foreign 

economic activity (FEA), restrictions also affected logistics, changing routes for the movement 

of goods and places of customs operations [1]. 

To ensure favorable conditions for doing business in such difficult realities, the Federal 

Customs Service of Russia, as a tool for solving a number of problems in the field of foreign 

economic activity, began to actively implement a navigation sealing system. In real time, the 

navigation seal provides complete control over the integrity of transportation. 

The experiment itself on the introduction of navigation seals began back in 2018, and 

in October 2022, the Agreement between the EAEU member states of April 19, 2022 on the 

use of navigation seals in the EAEU to track transportation was ratified. This document is 

aimed at the practical implementation of the process of tracking the movement of goods using 

electronic navigation seals, namely, it establishes objects, participants, mechanisms for 
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tracking transportation, defines the requirements for the navigation seals themselves and the 

information systems in which they are registered. Navigation sealing within the tracking system 

helps to increase transit volumes and reduce administrative barriers [2]. 

A special role in tracking transportation across the territories of the EAEU member 

countries is assigned to national operators, who are appointed by each EAEU member state 

separately, and it is they who own the electronic navigation seals. 

These devices are part of the system for tracking transportation by road and rail. A 

navigation seal is a technical device that consists of two main elements: a sealing element and 

an electronic unit. The basis of its functioning is the technology of navigation satellite systems 

- ensuring the transmission of information related to the tracking object by determining the 

location of the seal and monitoring the route of transportation of goods [3]. In order to protect 

information about geographic coordinates and other significant legal information (data about 

transported goods, about the sender and recipient, etc.), national operators equip electronic seal 

units with cryptographic information protection means [2]. 

Carrying out their activities, national operators provide specially designed information 

systems around the clock, generate an identification number for each cargo shipment, receive 

and process information about the state of the navigation seal, its location, keep records of 

information related to a specific shipment, and also interact remotely with authorized operators. 

Control and supervisory authorities, interacting with national operators and receiving the 

information collected by them, will be able to respond to emergency situations along the route 

of sealed vehicles [3, 4]. 

Navigation seals registered in information systems are used throughout the EAEU, 

regardless of the national operator of which state carries out transportation. 

In accordance with the Decision of the Board of the Eurasian Economic Commission 

(EEC) № 128 of August 22, 2023 «On some issues of the use of navigation seals», the powers 

of national operators include: 

- application and removal of navigation seals when placing goods under customs 

procedures for customs transit and export, as well as when moving goods between Member 

States within the framework of mutual trade; 

- presence during the application and removal of navigation seals without ceasing 

monitoring of the tracking object; 

- presence when replacing a navigation seal along the route of the tracking object and 

its subsequent application [5]. 

In accordance with the order of the Government of the Russian Federation № 633-r 

dated on March 18, 2023, the limited liability company CRCP was determined to be the 

national sealing operator in the Russian Federation. 

The primary task of the CRCP is to ensure tracking of transit international transport by 

road and rail of sanctioned groups of goods, which include agricultural products, raw materials 

and food, the countries of origin of which are unfriendly states. The LLC can also control cargo 

transit through Russian territory. 
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Thus, some mechanisms for using navigational sealing are being actively developed. In 

February 2023, navigation seals were used as a control tool during the implementation of the 

Russian-Belarusian experiment in the transit transportation of woodworking products and 

timber products. 

In addition, in accordance with the Decree of the Government of the Russian Federation 

№ 823 dated May 27, 2023, it was decided to conduct an experiment on the use of electronic 

navigation seals in mutual trade of the Republic of Kazakhstan, the Kyrgyz Republic and the 

Russian Federation. Thus, the experiment began on May 30, 2023, and ended on September 1, 

2023. The EEC Council recognized its implementation as successful. Throughout the entire 

period of the experiment, navigation seals were used to control 200 shipments, 124 of which 

were by road, and 76 by rail. During vehicle tracking, such emergency situations as, for 

example, no signal, low battery charge, breaking of the cable of navigation seals, etc. were 

worked out. The average time required for attaching them (from 1 to 3 minutes) and removing 

them (from 1 to 3 minutes) was determined. 1 to 2 minutes). Thus, the information systems of 

national operators were fully integrated [6]. 

To summarize, it should be concluded that the use of navigation seals acts as an 

effective warning system about deviations of the established transportation route - it helps 

reduce the likelihood of non-delivery of goods to senders, ensures their safety and speeds up 

customs operations when vehicles cross the customs border of the EAEU. Designated national 

operators, in turn, by monitoring transportation using information systems, ensure transparency 

of logistics processes. 
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ABSTRACT 

Effective pedagogical communication is always aimed at the formation of a positive 

Self-concept of personality, at the formation of self-confidence in the student, in his abilities, 

in his potential. During the teacher's cognition of the student's personality, the mechanism of 

stereotyping "works". Moreover, there are some varieties of it: social, emotional-aesthetic, 

anthropological. The "Pygmalion effect" is formulated as follows: if an event or phenomenon 

is treated as if it really happened, it actually happens. 

The main problem of this study is to study the impact of the "Pygmalion Effect" and 

the phenomenon of "stereotyping" on the development and formation of personality, as well as 

on the learning process. In the course of writing, a methodology for analyzing secondary data 

was used. The result of the work is the identified disadvantages and advantages of the 

"Pygmalion effect" and "stereotyping" in the process of pedagogical and student activity. 

Keywords: Pygmalion effect, stereotyping, personal formation. 

 

INTRODUCTION 

The purpose of this study is to search for information about the consequences of the 

Pygmalion effect on students during the pedagogical process based on ready-made data and 

previously obtained results. 

We are going to find out whether the Pygmalion effect and the mechanism of 

stereotyping can be used in a positive way in the educational process, how often students and 

teachers face the negative consequences of these phenomena and why, if any event or 

phenomenon is treated as a real event, it actually happens. 
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The existence of the Pygmalion effect was first proven in a school classroom. In an 

experiment that later became a classic, the teachers were told that among their students there 

were very capable and completely incapable children. In fact, there was no difference between 

the two groups, and the level of opportunity for all students was approximately the same. 

However, the teachers' expectations related to the students turned out to be different. As a 

result, a group of supposedly more capable students received higher grades in anonymous 

testing than a group of "less" gifted students. The expectations of the teachers were inexplicably 

passed on to the students and influenced their real academic success. 

In the practice of professional activity, the Pygmalion effect is manifested in the fact 

that managers' expectations regarding the results of subordinates' work can influence these 

results. Thus, there is a tendency according to which managers who rate their subordinates 

highly and expect good results from them get better results. 

Although teachers often do this unconsciously, the labels they put on their wards can 

have a very negative and lasting effect on a child's self-esteem. They convey this not only with 

words, but also with gestures, looks, and comments. They also play an important role. 

The paradox is that often negative expectations become personal qualities of children 

over time, when, on the contrary, they did not want this to happen at all. 

This happens when the teacher does not realize that the "I" concept of the child is based 

on the expectations and beliefs that adults, most often such authoritative figures, inspire in him. 

Let's imagine a situation when they start comparing different children. 

In particular, you can come to automatic punishment, each time scolding a child who 

usually behaves badly, even if this time he did not do anything wrong. This differentiated 

approach not only affects the child's self-esteem, but also provokes bad behavior for which he 

is blamed. 

As a result, what a student is told about his abilities directly affects his own idea of what 

he can do. 

The Pygmalion effect is directly related to the mechanism of stereotyping, which is the 

process of forming people's opinions about each other. 

This process has two different consequences, to which it leads people: 

1. Simplification of the process of cognition of people in society. A stereotype does not 

necessarily contain a certain evaluative load in the perception of a person, his emotional 

acceptance or rejection. The process of cognition and perception is reduced due to the fact that 

a person has a certain stereotypical attitude towards a new person. However, he uses it only 

partially, preferring to independently gain and accumulate certain experience about a person's 

personality. In this case, stereotyping contributes to the fact that, based on certain stereotypes, 

a person has the opportunity to quickly and reliably simplify his own environment, form a 

correct idea of the people with whom he has to interact. 

2. The emergence of certain prejudices. In the event that a person has a certain negative 

experience, on the basis of which he has formed a stereotype, then in the future he will use it 

in a template on other people in the process of their cognition. The occurrence of negative 

biases has been proven by a large number of experimental studies that have been conducted in 

laboratory and real-world practical conditions. 
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It is important to note that stereotypes play an important role not only in informal, but 

also in formal relationships. In pedagogy, there are three effects of the process of forming a 

perception stereotype: 

1. The halo effect ("halo effect") is the process of forming a specific specific attitude 

towards a particular person, through the assignment of any qualities to him. In this case, the 

information obtained directly in the process of perception is superimposed on the image that 

was formed earlier on the basis of an established stereotype. In some cases, such an image 

prevents the formation of a valid representation, to find the true features and manifestations of 

the object of perception. 

2. The effect of novelty and primacy is closely related to the halo effect, since the 

perception of a person and the idea of him as a certain person is formed on the basis of available 

information received from other people. If the knowledge gained about the object of perception 

was contradictory or incorrect, then they are replaced with more reliable ones that have a 

greater impact on the first impression of a person. 

3. The effect of stereotyping is precisely the effect of people knowing each other based 

on established perception stereotypes. Quite often, in the process of perception, only 

information that corresponds to established stereotypes is accepted. 

Thus, it can be noted that stereotyping is one of the mechanisms for forming people's 

opinions about others. In pedagogy, intertwined with the Pygmalion effect, this tandem 

distributes students into groups, ranking their reputation and position among teachers and 

fellow students. 

 

CONCLUSION 

Summing up, we can say that effective pedagogical communication is always aimed at 

forming a positive independent personality, at developing student confidence in to yourself, in 

your abilities, in your potential.  

A positive attitude towards the student's personality and a system of encouragement 

techniques are an important part of pedagogical communication, because if a mentor treats a 

child as capable, responsible, disciplined and makes him understand this, he creates the 

prerequisites for him to really become such. Otherwise, a negative attitude will trigger the same 

mechanism of self-fulfilling prediction (the "Pygmalion effect"), but in the opposite direction. 

The student will treat himself badly, and the teacher will thereby lay the foundation for his 

future inferiority complex. 
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ABSTRACT 

This research aims to investigate Thai tourists' perceptions and behaviors towards 

cultural tourism logistics management at Wat Saket Ratchaworamahawiharn, and to compare 

these opinions based on personal data. A sample of 385 Thai tourists was selected using 

specific group sampling. Data was collected through questionnaires and analyzed using 

frequency distribution, percentage, mean, standard deviation, t-test, and One-Way ANOVA. 

Results indicate a strong overall agreement among Thai tourists regarding the logistics 

management of cultural tourism at Wat Saket Ratchaworamahawiharn, with particularly high 

scores observed in revisiting/sharing experiences, marketing promotion, service, personnel, 

physical flow, place, information flow, and financial flow. Furthermore, statistically significant 

differences were found in tourists' opinions based on gender, age, status, educational level, 

occupation, and average monthly income. 

Keywords: Thai Tourists, Cultural Tourism Logistics, Wat Saket Ratchaworamahawiharn 

 

INTRODUCTION 

The tourism industry is a service business that generates substantial revenue for 

countries and businesses, stimulating economic growth, job creation, and income distribution 

(Ministry of Tourism and Sports, 2020). Thailand has diverse tourism resources like natural, 

cultural, artistic, and health tourism. Cultural tourism centred around Buddhism and Thai way 

of life is a major attraction. Wat Saket Ratchaworamahawiharn, or the Golden Mount, is a 

prominent cultural tourism site in Bangkok, featuring the Golden Mount stupa containing 

Buddhist relics (Parliamentary Library, 2021). 

However, cultural tourism at Wat Saket Ratchaworamahawiharn faces management 

issues like uncertain opening hours, inefficient crowd management, and limitations in 

facilities/amenities. Applying logistics management concepts from physical, information, 

financial, location, service, marketing, personnel, and experience sharing aspects could 

improve operational efficiency and meet tourist needs (Kenruksa & Woraratchaichai, 2019; 

Kerdpol & Sattayathusith, 2020; Kulawong, 2021; Jucharern & Aisananon, 2021). 
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The research aims to study Thai tourists' personal and behaviors characteristics 

affecting logistics management perceptions for cultural tourism at Wat Saket 

Ratchaworamahawiharn. Hypotheses examine how gender, age, status, education, occupation, 

and income influence these perceptions differently. Findings could guide logistics management 

strategies to enhance cultural tourism experiences at Wat Saket Ratchaworamahawiharn and 

other Thai sites. 

Objectives 

1. To study the level of opinions on personal characteristics and tourist behaviors of 

Thai tourists towards logistics management for cultural tourism at Wat Saket 

Ratchaworamahawiharn. 

2. To compare the opinion levels of Thai tourists towards logistics management for 

cultural tourism at Wat Saket Ratchaworamahawiharn. 

 

LITERATURE REVIEW AND THEORY 

Personal characteristics concept: 

Personal characteristics refer to individual attributes like gender, age, education level, 

occupation, marital status, and income that influence people's perceptions, decision making, 

and needs (Ramya & Mohamed Ali, 2016). 

Gender differences impact communication behaviors, thinking patterns, values and 

attitudes shaped by cultural/social norms (Garbarino & Strahilevitz, 2004). Age affects 

cognitive abilities, reasoning, and decision-making processes (Williams & Drolet, 2005). 

Education level impacts abilities to receive, analyze and make informed decisions versus 

simply following others (Morton et al., 2017). Socioeconomic status involving occupation, 

income and social standing shapes experiences, attitudes, values, and goals influencing 

perceptions (Dhurup, 2014). 

In summary, personal characteristics comprising gender, age, education, occupation, 

marital status, and income level are factors that create varied patterns of awareness, decision 

making and consumer needs (Ramaj & Salkica, 2023). 

Thai tourist behavior concepts and theories: 

Tourist behavior refers to the actions, reactions, and decision-making processes of 

tourists before, during and after their travel experiences. Key aspects include marketing 

influences, travel motivations, destination choice factors, planning processes, on-site 

experiences, satisfaction evaluations, and future behavioral intentions (Chutikamolsiri & 

Kuhaswonvetch, 2021; Srithep et al., 2022). 

A major framework outlines 9 stages: marketing exposure, arousal of travel 

needs/wants, travel motivations, destination decision-making, budgeting, trip 

planning/booking, the travel experience itself, evaluation of experiences, and post-trip attitudes 

impacting repeat visitation and word-of-mouth (Chaisuwan & Sirirassamee, 2020). 

Recent studies highlight the growing importance of social media and online reviews in 

shaping tourist expectations and choices (Suwandee et al., 2022). Health/safety concerns from 

COVID-19 have also become significant factors influencing tourist risk perceptions and 
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destination preferences (Changsorn & Sinkovic, 2023). Sustainable tourism motivations 

focused on environmental conservation and community support are an increasing behavioral 

trend as well (Ruangkanjanases & Chen, 2022). 

In summary, understanding the multifaceted phases and determinants of tourist 

behavior remains critical for destination marketing, product development, and ensuring 

positive visitor experiences that foster destination loyalty. 

Tourism logistics management: 

Tourism logistics management involves integrating logistics concepts with tourism 

activities to ensure efficient movement of tourists from origin to destination while maximizing 

satisfaction (Pairboon, 2009; Thipsri et al., 2015). Its importance lies in facilitating tourism 

development, generating income, creating jobs, and distributing revenue to local communities 

(Ninmanee, 2011). Key components include marketing, transportation, attractions, facilities, 

accommodation, food services, tour guidance, souvenirs, safety, and utilities (Pimonsamong, 

2014). Effective tourism logistics enhances competitiveness by delivering seamless services 

that encourage repeat visits (Thanawan, 2019; Tharaphun, 2019). Recent studies highlight 

integrating physical, financial, and information flows through systematic management of 

tourist movements, payments, marketing, human resources, locations, and post-visit experience 

sharing (Nansaming et al., 2019; Nunsamrerng et al., 2019). 

 

METHODOLOGY 

Population and Sample 

The population for this independent study were Thai tourists visiting Wat Sa Ket 

Ratchaworamahawiharn. The sample of 385 Thai tourists was calculated using Cochran's 

(1977) formula with 95% confidence level and 5% accepted error. Simple random sampling 

was employed to give an equal chance of being selected. 

Research Instrument 

A 4-part questionnaire was developed based on literature review: 

Part 1: Demographic data, Part 2: Tourist behavior data, Part 3: Opinions on cultural 

tourism logistics management, and Part 4: Other suggestions. The questionnaire was validated 

by three experts with an IOC value of 0.67. The Cronbach's alpha reliability was 0.967. 

Data Collection and Analysis 

Data was collected by distributing questionnaires to the sample group at the temple site. 

Descriptive statistics like frequency, percentage, mean, standard deviation was used to analyze 

demographic data and opinions. Independent t-test and one-way ANOVA were used to 

compare differences among groups. Post-hoc analysis used Fisher's LSD method. 

 

RESULTS 

Summary of personal characteristics of respondents: 

The majority were female, comprising 243 individuals (63.00%), while male 

respondents totaled 142 (37.00%). 
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The largest group falls within the 20-30 age range, with 99 individuals (25.75%), 

followed by the 41-50 age group with 97 individuals (25.25%). The smallest group consists of 

individuals under 20 years old, totaling 51 (13.25%). 

The majority reported being married, with 161 individuals (41.75%), followed by single 

individuals with 136 (35.25%), and divorced individuals with 88 (23.00%). 

The largest proportion held a bachelor's degree, comprising 123 individuals (32.00%), 

followed by those with education below a bachelor's degree, totaling 122 (31.75%). 

Postgraduate and doctoral degrees were held by 100 (26.00%) and 40 (10.25%) respondents, 

respectively. 

The majority were employed in the corporate sector, totaling 112 individuals (29.00%). 

Government employees followed with 86 (22.25%), while those with private businesses, 

freelancers, and hired workers totaled 62 (16.00%), 47 (12.25%), and 40 (10.50%) individuals, 

respectively. 

The largest proportion earned between 15,000 to 20,000 baht, with 152 individuals 

(39.50%). Those earning between 20,001 to 30,000 baht and over 30,000 baht comprised 116 

(30.25%) and 85 (22.00%) individuals.  

Most Thai tourists travel for religious activities (28.50%) and place attractions 

(26.75%). They commonly travel twice (34.50%) and spend less than 2,000 THB per trip 

(44.75%). Personal cars are the preferred mode of transportation (64.50%), often accompanied 

by family members (37.00%). They prefer to travel during holidays/festivals (41.50%) and 

typically engage in religious activities (40.25%). Online media is the primary source of travel 

information (38.00%). A significant majority (66.00%) tend to repeat their travel experiences 

or recommend them to others. 

 

Table 1 The overall perception level towards cultural tourism logistics management, in 

summary 

Aspect of Cultural Tourism Logistics 

Management 

Mean S.D. Level Ranking 

Physical Flow 4.07 0.41 High 5 

Information Flow 4.00 0.49 High 8 

Financial Flow 4.08 0.47 High 3 

Service Provision 4.09 0.42 High 2 

Marketing Promotion 4.08 0.39 High 3 

Personnel 4.03 0.39 High 6 

Location 4.20 0.33 High 1 

Repeat Visitation/Experience Sharing 4.02 0.41 High 7 

Overall Average 4.07 0.41 High  
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From table 1. The overall perception level towards cultural tourism logistics 

management is high. Among the aspects analyzed, 'Location' received the highest ranking with 

a mean score of 4.20, followed by 'Service Provision' with a mean score of 4.09. The standard 

deviation for all aspects ranged from 0.33 to 0.49, indicating consistent responses across 

participants.  

 

Table 2 Compares the perception levels of Thai tourists towards cultural tourism logistics 

management at Wat Saket Ratchaworamahawiharn, categorized by gender. 

Aspect of Cultural Tourism Logistics 

Management 

Gender Mean S.D. t-value P-

Value 

Physical Flow Male 4.04 0.45 -0.95 0.32 

 Female 4.08 0.38   

Information Flow Male 3.95 0.41 -2.86** 0.00** 

 Female 4.07 0.41   

Financial Flow Male 3.93 0.54 -2.38* 0.02* 

 Female 4.05 0.45   

Service Provision Male 4.10 0.46 0.62 0.54 

 Female 4.07 0.48   

Marketing Promotion Male 4.03 0.47 -2.30* 0.02* 

 Female 4.13 0.39   

Aspect of Cultural Tourism Logistics 

Management 

Gender Mean S.D. t-value P-

Value 

Personnel Male 4.03 0.38 -2.07* 0.04* 

 Female 4.11 0.39   

Location Male 4.02 0.40 -0.39 0.69 

 Female 4.04 0.39   

Repeat Visitation/Experience Sharing Male 4.22 0.33 1.06 0.29 

 Female 4.19 0.33   

**Significant at the .01 level *Significant at the .05 level 

 

Overall, significant gender differences were found in information flow, financial flow, 

marketing promotion, and personnel perceptions (*p < 0.01, p < 0.05), while other aspects did 

not show significant differences. 

 

CONCLUSION 

The exploration of Thai tourists' perspectives on cultural tourism logistics management, 

as demonstrated in the case study of Wat Saket Ratchaworamahawiharn, reveals a noteworthy 

pattern. Thai tourists exhibit a commendably high level of perception towards various aspects 

of cultural tourism logistics management. This perception is particularly pronounced in the 

emphasis placed on the significance of location and service provision, both of which play 

pivotal roles in shaping the overall tourism experience. The findings underscore the pivotal 
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role of strategic management practices in optimizing cultural tourism encounters. These 

insights offer valuable implications for stakeholders in the tourism industry, highlighting the 

importance of aligning logistical strategies with the cultural heritage and expectations of 

tourists to foster memorable and enriching experiences. 

 

DISCUSSION AND RECOMMENDATION 

Discussion: 

The discussion highlights the substantial importance of cultural tourism logistics 

management in shaping the overall tourist experience, as evidenced by the perspectives of Thai 

tourists visiting Wat Saket Ratchaworamahawiharn. The findings underscore the critical role 

of various logistical aspects such as physical flow, information flow, financial flow, service 

provision, marketing promotion, personnel, location, and repeat visitation/experience sharing 

in enhancing tourist satisfaction and engagement. 

Recommendation: 

Based on the insights gained from the study, it is recommended that tourism 

stakeholders, including government agencies, tour operators, and cultural heritage sites, 

prioritize the enhancement of logistical strategies to better cater to the needs and expectations 

of tourists. This can be achieved through targeted efforts to improve physical infrastructure, 

optimize information dissemination channels, streamline financial transactions, elevate service 

standards, strengthen marketing initiatives, invest in personnel training and development, 

strategically select and maintain locations, and encourage repeat visitation and positive 

experience sharing. Such initiatives will contribute to the overall success and sustainability of 

cultural tourism destinations in Thailand. 
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