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Abstract

The objectives of this research were to (1) analyze the environments
of community business in Mae Sariang, Mae Hong Son. (2) study the
current competencies, assess competencies required of community
business in Mae Sariang, Mae Hong Son. (3) study travel behaviors and

local product selection of the tourists in Mae Sariang, Mae Hong Son,

and (4) develop a marketing guideline for community business in Mae

Sariang, Mae Hong Son using semi-structured interview and
questionnaires as research instruments from 400 Thai tourists and 2
community business groups in Mae Sariang, Mae Hong Son. The data
was analyzed using descriptive statistics including percentage, mean and
standard deviation. The findings showed that identifying market
opportunity (PNI=1.63), expanding into new market (PNI=3.45) and
creativity (PNI=0.75) are the critical competencies required. Also,
marketing guideline for community business can be concluded as create
unique local products and product’s price tags, make a new channel
through famous local outlets and support with promotion technique as

product testing and sampling.

Keywords: Competency, Community Business, Marketing, Mae Sariang

district
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Abstract

The objectives of this study were to 1) study the relationship
demographic factors data that affected on the personal risk acceptance
and the factor of financial attitude and return of an investment of people
in Bangkok 2) compare the factors of financial attitude and the return of
an investment that affected on the personal risk acceptance of people
in Bangkok with the different personal characteristics. The researcher
gathered the data by using the questionnaire on the samples who were
Thai people in Bangkok area. The researcher used 400 people as the
samples and used statistics such as frequency, average score,
percentage and inferential statistical which are standard distribution, F-
test or ANOVA in data analysis. In case of difference and variables
were found, would be used for this study. 1) The results found that the
majority of participant was female who aged between 46-55, married,
education under bachelor degree, incomes below 15,000 baht, owns a
business and have 10-15 years investment experience. Information the
relationship demographic factors data that affected on the personal risk
acceptance, Overview in moderate level. (x = 3.106) Considering per
items see also the relationship factor of financial attitude is the
moderate level all items and the best item is demographic factors data
that affected on the price risk acceptance. (x = 3.23) Followed by the
demographic factors that affected unhealthy or loss income, medical

fee in health care (x = 3.22) and investment security with the risk of



leaving respectively. (x = 3.19) And the least is the demographic in
stability career. (x = 2.98) 2) compare the factors of financial attitude
and the return of an investment that affected on the personal risk
acceptance of people in Bangkok with the different personal
characteristics. The results found that age, marital status, Career and
investment experience are different and that affected on the personal

risk in Bangkok with statistical significant at level 0.05

Keywords: Financial attitude, Personal risk
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Abstract

Co-branding strategy is implemented in attempting to transfer the
positive associations of parent brands to a newly formed co-brand.
Previous studies find fit between parent brands serves as important
drivers of a co-brand success. Despite its importance, most studies have
treated brand fit from a general perspective rather than certain
components that create fit. This study suggests that a broader range of
brand attributes should also be considered. Therefore, there are two main
objectives for this study: to examine how the fundamental components
of brand image consistency, brand personality similarity, and brand
extension authenticity interact between parent brands, and contribute to
the perceived brand fit both individually and simultaneously; to examine
co-branding between the non-profit and the for-profit parent brands. A 34
scale item of instrument was developed to be used in the study. The
participants were 453 workers in Bangkok. Multiple Regression Analysis
and Dominance Analysis were used to examine the relationship. The
results showed that each of the brand image consistency, brand
personality similarity, and brand extension authenticity have a unique and
significant affecting on perceived brand fit. Brand extension authenticity
is the most important determinant of perceived brand fit. The study also

presents theoretical and practical contributions.

Keywords - Co-branding, Brand Image Consistency, Brand Personality

Similarity, Brand Extension Authenticity, Perceived Brand Fit

19

I. INTRODUCTION

Co-branding is becoming increasingly popular in today’s brand
conscious environment. Marketers use this brand strategy in
attempting to transfer the positive associations of the existing
brands (parent brands) to a newly formed co-brand [1]. For
instance, the parent brands of Nike and Apple brought music and
exercise together when they developed the Sports Kit, a wireless
system that allows shoes to talk to an iPod; and CP and Meiji
entered the daily product market in Thailand under the brand name
of CP-Meiji. The strategy provides a way for companies to combine
forces so that their marketing efforts work in synergy. Despite of
its unique characteristics, co-branding is not without problems.
Specifically, it requires consumers to make an overall product
evaluation based on two potentially inconsistent evaluations. In
addition, it is possible that consumers' evaluations toward one
brand will impact their evaluations of the brand that it is paired with
[2]. Especially, if the customers associate any adverse experience
with a constituent brand, then it may damage the total brand equity
[3]. A number of previous studies in this area have pointed out the
importance of brand fit (e.g. Aaker and Keller [2]; Kim and John
[4]) Brand fit in the co-branding context refers to how comfortable
a consumer is with the pairing brands and the new co-brand.
Several studies suggest that the perceived fit of parent brands

facilitates the transfer of knowledge, affect, and intentions from
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parent brands to the co-brand [5]. For instance, Aaker & Keller [2]
empirically investigated the interaction of parent brands quality and
the degree to which the original brand and its extension are
complements or substitutes. Their results revealed that brand
extension is successful when a parent brand has an image and
features that are compatible with the extension. The success
determinants relate to some type of fit between the parent brand
and its extension. Existing studies have found a positive effect of
image consistency [6], [7] and product feature similarity [8] on
perceived brand fit. Brand image consistency refers to the
compatibility and association between parent brands. Prior
research on product feature similarity has extended the concept to
a broader fit element referred to as personality similarity [9]-[13].
Brand personality similarity is defined as the consumer’s evaluation
of parent brands on a pattern of traits or features which make them
similar to each other. In addition, other group of brand extension
researchers posited brand extension authenticity as a new concept
of brand extension fit [14]. Brand extension authenticity differs from
the traditional brand fit, typically described similarity and relevance
of the parent brands and the co-brand. It is defined as a
consistency in style and aesthetics, remaining true to the heritage
and origins, and maintaining the soul and value of both parent
brands [14]. Brand extension authenticity is intended to
complement the cognitive measurements of consistency and
similarity. It centers its measurements in the sociocultural
dimension to be relevant as capable of shaping consumers’
reaction to parent brands in the co-branding context.

The concept of perceived brand fit from existing literatures
(e.g., Dickinson & Heath,[6]; Kim & John, [4]; Park et al., [7];
Spiggle, et al., [14]) has been well established, however, there are
many limitations. They fail to specify which features of parent brand
are critical to the determination of the dimensions of perceived
brand fit. In particular, none of the prior scholars have
simultaneously examined the three important constructs - brand
personality similarities; brand image consistencies; and brand
extension authenticities. Prior co-branding studies have used only
one perspective when they determine co-branding effectiveness.
In any single study, similarity, relevance, and consistency are
viewed from a “narrow” perspective like image or feature set, but
not a broader view of similarity. In addition, it is difficult to apply
the measures suggested by these approaches when extensions
are across product categories and there is no shared tangible
feature. This research arena has raised both theoretical issues and
practical measurement questions about how personality similarity,
image consistency, and brand extension authenticity should be
examined in the broader context of co-branding. Furthermore, most

of the previous studies have examined co-branding in the
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commercial context (e.g., Aaker & Keller, [2]; James, [15]; Marie-
Héléne, Kumar, & Christophe, [16]). The increasing investment in
efforts for brand alliances between for-profit brand and non-profit
brands has highlighted the need for a better understanding of the
concept of co-branding strategy and how consumers react to these
initiatives. Particularly, there is a need to investigate the co-
branding between an automobile brand and an environmental
concern organization. The main reason is because of the recent
concern on the global warming and environmental destruction. The
automobile industry is one of the world's most important sectors of
economic activity in terms of revenue generation [17]. However, it
is blamed for one of the causes of the destruction [18], especially
air pollution emission, greenhouse effect, and the use of oil. In the
past decade, many automobile companies have invested a lot of
funding in research for an alternative energy vehicle. Some of them
have tried to employ the green marketing or promote their
environmental concerned activities to the public such as the green
vehicle campaign, the eco- car campaign, and the hybrid vehicle.
Co-branding with a non-profit organization would be one way to
increase automobile brand’s equity. The main purpose of this
partnership for the automobile brand is to transfer the positive
qualities from the environmental concern organization and to
enhance its brand. On the other hand, the environmental concern
organization aims to gain more financial resources from the
automobile brand. However, the joining of the two brands involves
risk if the co-brand is not well received and evaluations of the co-
brand are not favorable [6]. Therefore, there is a need to
investigate the impact of the co-branding between automobile

brands and environmental concerned non-profit organizations.

Il. RESEARCH OBJECTIVE

From the mentioned limitations, there are two main objectives
of the study. First, previous studies only examined brand fit from
one perspective. This study aims to examine how the fundamental
components of brand image consistency, brand personality
similarity, and brand extension authenticity interact between parent
brands, and contribute to the perceived brand fit both individually
and simultaneously. Secondly, most extension literature have
examined the effect of co-branding in the commercial context,
within the same product categories and shared tangible features.
This study examines co-branding between the non-profit and the

for-profit parent brands.



Ill. PROPOSED CONCEPTIAL FRAMEWORK
AND HYPOTHESES

Perceived Brand Fit and the Parent Brand Image Consistency

Past research has defined brand fit as multidimensional
including fit as similarity, and fit as relevance. However, there has
been little discussion concerning the drivers of brand fit. This
research replicates past studies to assess if the different levels of
consumers’ perceptions of the fit between two parent brands
results from different levels of brand image. The study accepts the
two brand name utility dimensions of consumer-based brand equity
developed by Vazquez, Del Rio & Iglesias [19] - brand name
functional utility and brand name symbolic utility— in addition to
brand name experiential utility suggested by Keller [20] and Park,
Jaworski & Maclnnis [21]. It measures the phenomenon directly by
focusing on consumer satisfaction toward the brands. These brand
name utility dimensions should help determine if two brands fit.

H1: The brand image consistency will positively affect

perceived brand fit.

Brand Fit and Parent Brand Personality Similarity

Aaker [22] defined brand personality as “the set of human
characteristics associated with a brand”. She adapted the “Big
Five” human personal structure to build a conceptual framework
for brand personality, and developed a reliable and valid
measurement scale for assessing brand personality. She identified
a scale of 42 items representing five dimensions of brand
personality: sincerity, excitement, competence, sophistication, and
ruggedness. Past research has shown that brands with high brand
personality congruence are perceived to have a high brand fit [23].
This study replicates the previous findings to investigate the effect
of similarity of parent brand personality on perceived brand fit. The
underlying assumption is that similarity and relevance between the
personalities of parent brands will be one of the key factors for

brand fit.

H2: The parent brand personality similarity will positively affect

perceived brand fit.

Brand Extension Authenticity and Perceived Brand fit

Authenticity is accepted by both academia and marketers as a
major determinant of brand success because it forms part of a
unique brand identity that constitutes in brand equity [20, 24]. This
study suggests and investigates brand extension authenticity as
one of the determinants for brand equity. It has been found that
brand extension authenticity exerts an effect in actual situations,

but academically there has been little discussion and empirical
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study on the concept. Spiggle, et al. [25] identified four interrelated
dimensions of brand extension authenticity: ~maintaining brand
styles and standards; honoring brand heritage; preserving brand
essence; and avoiding brand exploitation. This study validates the
existing findings of a direct relationship between brand extension
authenticity and perceived brand fit of parent brands.

H3: The brand extension authenticity will positively affect

perceived brand fit.

Brand Fit in Relation to Parent Brand Image Consistency, Parent
Brand Personality Similarity, and Brand Extension Authenticity
Though previous studies examined brand image, brand
personality, and brand extension authenticity, none of them have
examined these three important constructs simultaneously [14],
[19], [20], [23] Furthermore, no one approaches [2], [10], [7], [23]
has exam ined which component is more important for fit. This
study examines the effect of brand image consistency, brand
personality similarity, and brand extension authenticity, toward
perceived brand fit simultaneously. The study also proposes that
these components may have differential importance in determining

brand fit.

H4: The brand image consistency, brand personality similarity,
and brand extension authenticity will each have a unique and

significant effect on perceived brand fit.

H5: The brand image consistency, brand personality similarity,
and brand extension authenticity will have differential importance

in affecting perceived brand fit.

Conceptual Framework

In summary, the following conceptual framework illustrates
situations where perceived brand fit is hypothesized to have
positive associations with the parent brand image consistency, the
parent brand personality similarity, and the brand extension
authenticity. Figure 1 is the conceptual model which explains, in
graphical form, the study’s key constructs, variables, and the

presumed relationships among them.
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Brand Image

Consistency H1(+)

Brand Personality H2 (+)

Similarity »| Perceived Brand Fit
H3 (+

) H4 (the effect test) and
Brand Extension

- H5 (the importance test)
Authenticity

Fig. 1 Proposed Conceptual Framework

IV. METHODOLOGY

The purpose of this study is to empirically test a
conceptualization of co-branding and perceived fit between a for-
profit brand and a non-profit brand. To understand the nature of
brand fit in the co-branding context, the current research focuses
on an automobile brand and a non-profit organization with
environmental concerns. Two preliminary study phases were
initiated before the main study to identify appropriate parent brands
and to develop the instrument for the main study. For the first
phase, ten automobile brands and ten non-profit organizations
were selected to test the level of brand equity. For this purpose a
questionnaire was used containing 20 scale items developed from
previous research publications. A group of subjects consist of 56
graduate students were recruited randomly from a university in
Bangkok to respond to the questionnaire. It was decided that in
order to select the appropriate parent brands, brand equity of
automobile brands should register a low level on the variables but
non-profit organizations should register a high level. The intention
of this research is to determine the stimulus exerted by parent
brands with different equity levels; to investigate whether pairing a
high equity non-profit organization helps a low equity automobile
brand in their partnership. From the statistical analysis of mean
and variance value, four brands were identified from this phase:
Mazda and Hyundai for the automobile brands; and World Vision
and Greenpeace for the non-profit organizations.

The second phase aims to select one automobile brand and
one non-profit organization from the above named entities and to
develop a suitable measurement scale. In order to facilitate
selection, another survey questionnaire, different from the one
used in the first phase, was distributed to another group of
respondents consisting of 50 office workers in Bangkok. The
respondents were asked for their opinion on the two selected
automobile brands and selected two non-profit organizations. This
questionnaire contained 36 hypothetical items of brand image
consistency, brand extension

brand personality similarity,
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authenticity, and brand fit. Descriptive statistics and multiple
regression analysis were employed to test the relationships of the
variables. As a result, Hyundai and Greenpeace were chosen as
the hypothetical parent brands. The data obtained from Hyundai
and Greenpeace were analyzed for validity and reliability. The
range of factor loadings by CFA is between 0.721-0.963. These
values are greater than the cut-off score of 0.4 and indicate
acceptable construct validity [26]. The result of the Cronbach’s
alpha (Ql) of each factor ranged from 0.544 to 0.944. The factor
items that received lower than 0.7 loading were removed or
modified [27].

For the main study, a convenience sampling technique was
conducted like other previous branding researches [2], [28] In 2013
in Bangkok there were 3,784,888 people whose age from 22 years
old to 71 years old. This study focused on this range of ages with
an assumption that these people had the ability to purchase
vehicles. By using Yamane’s formula to determine sample size,
with an error of 5% and with a confidence coefficient of 95% [29],
the calculation from population of 3,784,888 came up with 400
samples. The questionnaires were distributed to 550 private and
public workers in Bangkok. The response rate was 82.4%, meaning
that there were 453 useable questionnaires. The participants were
asked to response to a questionnaire which comprised of two parts:
demographic factors and 34 hypothetical items of brand image
consistency, brand personality similarity, brand extension
authenticity, and brand fit. These items were developed and/or
adapted from prior branding literature: brand image consistency -
Keller [20], Park et al. [21], and Vazquez et al. [19]; brand
personality similarity - Aaker [22]; brand extension authenticity -
Spiggle et al. [14]; and brand fit - Aaker & Keller [2] and Spiggle et
al. [14]. The 7-point Likert scale was used and it ranked from 1 —
strongly disagree to 7 — strongly agree. Descriptive statistics,
product-moment correlations, and regression analysis, were
adopted to test the relationship of variables. Dominance analysis

was conducted to compare the relative importance of predictors in

multiple regression.

V. RESULT

From the useable 453 respondents, most of the participants
were 30 to 49 years old (77%), female (66%), married (55%),
finished bachelor degree (51%), and working in private
organizations (57%). Their income levels were almost equally at all
levels of income from 20,000 Baht to more than 40,000 Baht.

Table 1 records the descriptive analysis and reliability of the
scale items from the 453 respondents obtained from Hyundai-
Greenpeace co-brands. All variables possessed similar mean

values, from 4.33 to 4.66. Brand Personality Similarity had the



highest mean value. Composite reliability was assessed to
measure the internal consistency of measurement constructs. All
items were greater than the benchmark of 0.7 which are adequate

[30].

TABLE |: Descriptive Analysis and Reliability of the Scale Items

No. of
Item Mean SD o
Items
Brand Image Consistency 9 4.44 1.16 .947
Brand Personality Similarity 14 4.66 1.02 918
Brand Extension Authenticity 4 4.45 1.12 919
Perceived Brand Fit 7 4.43 1.19 .952

The researcher regressed Perceived Brand Fit on Brand Image
Consistency, Brand Personality Similarity, and Brand Extension
Authenticity. The highest condition index value was 29.513 which
means there is multicollinearity among the predictors [26], [31].
Table 2 shows all independent variables are highly correlated with
one another. The relationship between brand personality similarity
and perceived brand fit is not as strong as the correlation between
brand personality similarity and other individual independent
variables. In addition, the R2 on Table 3 is similar to the simple

model R2 values. Hence, multicollinearity is present in this model.

TABLE II: Correlation matrix for Perceived Brand Fit and related variables

Variables 1 2 3 4
1. Perceived
1.000
Brand Fit
2. Brand Image
0.738** 1.000
Consistency
3. Brand
Personality 0.617** 0.630** 1.000
Similarity
4. Brand
Extension 0.818** 0.776** 0.676** 1.000
Authenticity

Note: ** p < .01

As shown in table 3, brand image consistency positively affects
perceived brand fit (Model 1 and Model 4). Therefore, H1 is
supported. Brand personality similarity positively affects perceived
brand fit (Model 2 and Model 4). Therefore, H2 is supported. Brand
extension authenticity positively affects perceived brand fit (Model

3 and Model 4). Therefore, H3 is supported.
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TABLE llI: Regression results of Perceived Brand Fit and related variables

Variables / DV: Perceived Brand Fit

Model

1 2 3

Brand Image .239**
.738**

Consistency

Brand .072*

Personality 617

Similarity

Brand .584**

Extension .818**
Authenticity
R2

F

.544
538.478*

.381
277.806™*

.670
914.555**

699
347 .444*

Note: **p <.01;*p < .05

Because collinearity exists, the regression betas cannot be
used to determine relative importance, so Dominance Analysis was
conducted. The Dominance Analysis results in Table 4 shows the
relative importance measure of three predictors. Brand extension
authenticity was the most important determinant of perceived brand

fit.

TABLE IV: Relative Importance Measures

Relative Importance
Predictors
Measure
Brand Image Consistency .283
Brand Personality Similarity .005
Brand Extension Authenticity 409

Therefore, H4 is supported. That is each of the brand image
consistency, brand personality similarity, and brand extension
authenticity have a unique and significant affecting on perceived
brand fit. The brand image consistency, brand personality
similarity, and brand extension authenticity are different importance
in affecting perceived brand fit. Brand extension authenticity and
brand image consistency are the most important determinant of
perceived brand fit respectively. Brand personality similarity is the

least important determinant. Therefore, H5 is supported.

VI. DICUSSION AND CONCLUSIONS
Perceived Brand Fit and Parent Brand Image Consistency
(Hypothesis 1)

Two significant consumer behavior concepts, brand image
consistency and perceived brand fit, are applied in this study. This
research assessed if the different level of consumers’ perceptions
of the fit between two parent brands is a result from a different
level of brand image. The result (H1) reveals that brand image

consistency, which is a direct calculated estimate of consistency in
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brand name functional utility, brand name symbolic utility, brand
name experiential utility, between the parent brands, positively
affects perceived brand fit (similarity and relevance). The finding is
similar to the prior studies [6]-[7], [14], [32] that co-branding
strategy is successful when having a parent brand with an image
that is compatible with the extension. It should also be noted, as
emphasized by Bhat & Reddy [13] that perceived brand fit is more
achievable for prestige-oriented brands than for function-oriented
brands, due to the relatively strong brand image of the parent
brand. Therefore, the result of this study is not a surprise because
of the prestige-oriented automobile parent brand and the well-
known international environmental organization. In addition, this
result highlights the importance of consistency between brand
image of a for-profit parent brand and brand image of a non-profit

parent brand toward the holistic perceived brand fit.

Perceived Brand Fit and Parent Brand Personality Similarity
(Hypothesis 2)

The result of this study (H2) shows that parent brand
personality ~ similarity  (sincerity, excitement, competence,
sophistication, and ruggedness) positively affects perceived brand
fit (similarity and relevance). This study reveals that parent brand
personality similarity, which is an indirectly calculated estimate of
similarity in the five personality dimensions, significantly explains
consumers’ holistic perceived brand fit. The finding supports a
range of other studies that have highlighted brands with high level
of brand personality similarity would also be perceived high level
of brand fit [22]-[23], [33]. The phenomenon could be explained
similar to human being. As mentioned by personality theorists [34,
35], people with similar personality types naturally tend to associate
with one another in society. This study reveals that similarity and
relevance between personalities of parent brand is one of the major

key factors to determine holistic perceived brand fit.

Perceived Brand Fit and Brand Extension Authenticity (Hypothesis
3

This study investigated the direct relationship between brand
extension authenticity and perceived brand fit of parent brands.
The result (H3) reveals that brand extension authenticity, which is
a direct calculated estimate of four interrelated but distinct
authenticity dimensions: maintaining brand styles and standards;
honoring brand heritage; preserving brand essence; and avoiding
brand exploitation, positively affects perceived brand fit (similarity
and relevance). The result confirms previous findings that brand
extension authenticity serves as a complement to perceived brand

fit [14], [36] When consumers have high brand extension
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authenticity toward a parent brand, they tend to perceive co-brands
favorably because they feel a fit between the parent brands.
The Simultaneous Effects (Hypothesis 4 and 5)

Many researchers found that consumers positively evaluate co-
branding when they perceive fit between the parent brand [7]. They
understand that the primary basis for such perceived fit stems from
the applicability of the parent brand’s associations due to their
similarity in personality [2], [10], [23] and consistency in image [2],
[7] Previous research also suggests that authenticity complements
perceived fit of the parent brand [14]. However, none have looked
at more than one of these antecedents. As mentioned in the
previous sections, this research replicated and confirmed previous
findings on this relationship. In addition, this research has extended
the prior literatures by examining all three antecedents
simultaneously. The results (H4) of this study shown that each of
the brand image consistency, brand personality similarity, and
brand extension authenticity have a unique and significant affecting
on perceived brand fit. However, they are different importance in
affecting perceived brand fit. This research argues (H5) that brand
extension authenticity is the most important determinant of
perceived brand fit. Brand personality similarity is the least
important determinant. The finding differs from co-branding
literatures that have suggested brand personality similarity and
brand image consistency as the most important antecedents for
perceived brand fit. A possible explanation is that brand extension
authenticity involves both objective and subjective parts of the
object. Brand image deals with the subjective part of the product.
Brand personality deals more with the objective and tangible part.
In addition, brand extension authenticity operates differently than
the other two predictors because of its cultural consistency,
legitimately and self-relevance. Brand image consistency and
brand personality similarity are driven by strong cognitive

processes but lack of the social, cultural, and moral embeddedness

of authenticity [14].

VII. THEORETICAL AND MANAGRIAL IMPLICATION
The results of this research have both theoretical and
managerial implications. In terms of theoretical contribution, the
finding that each of brand image consistency, brand personality
similarity, and brand extension authenticity have a different
importance in affecting perceived brand fit helps to extend to the
broad discussion on brand fit. Previous approaches [2], [10], [7],
[23] have failed to specify which features of parent brand are critical
to the determination of perceived brand fit.

brand

This study
simultaneously examines image consistency, brand
personality similarity, and brand extension authenticity to determine

their relative importance in explaining perceived brand fit. The



results show that brand extension authenticity is the most
antecedent for perceived brand fit. This finding adds to the broad
discussion on current conceptualizations and measures of
perceived brand fit. Moreover, most of the previous studies (e.g.,
Desai & Keller, [37]; Levin et al., [1]; Simonin & Ruth, [28];
Washburn, Till & Priluck, [38]) have examined co-branding in the
commercial context which normally are not involved in different
product categories, across different sectors, or with non-
comparable partners. This study examined co-branding in a more
generalizable context (for-profit brand and non-profit brand). In
particular, it is among the first studies to have investigated the co-
branding effects in the automobile industry and organizations with
environmental concerns. Finally, the results of the regression
analysis show multicollinearity among the three variables. This
means that brand image consistency, brand personality similarity,
and brand extension authenticity move together in a significant
way. It implies that improving one factor will result in a change in
other factors. Though the results showed that brand extension
authenticity is the most antecedent variable for perceived brand fit,
the other variables are also important factors contributing to brand
fit.

The finding of this research also provides valuable implications
to the for-profit brand management and the non-profit organization.
The results of this study find brand extension authenticity should
be the first criterion for the parent brand selection because it is the
most important contributor to brand fit. Consumers are now looking
for a brand extension that is legitimate and a culturally consistent
extension of the parent brand. Especially with respect to the parent
brand used in this study, brand extension authenticity plays a key
role in the success in the pairing between a low carbon emission

car and an environment concern organization.

VIIl. LIMITATIONS AND SUGGESTIONS

As with all studies, this one has some limitations. The sample
is focused as it originates from a major city in Thailand. While the
co-branding strategy is global, the sample is from Thailand and the
unit of analysis is from a particular for-profit brand and a non-profit
brand are limitation. In particular, the study investigated only the
automobile industry. Another potential limitation is all the measures
were developed in Western countries. Maybe cultural differences
have limited measurement validity by being employed in Thailand.
This study points to a number of interesting directions for future
research. Some research directions include: testing and validating
the scale using a larger nation-wide sample and comparing that to
nation-wide samples in various other countries (cross-cultural
study); testing and validating the scale using other product

categories and brands including services and industrial goods; and
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testing brand extension authenticity as an antecedence of
perceived brand fit in other context. In addition, the study focuses
on the prediction and explanation. It interests in the simultaneous
effects of the brand image consistency, brand personality similarity,
and brand extension authenticity; and interests to test the
relationships of only the investigated constructs (summed items)
because of collinearity among these predictors. Hence, future
research may focus on the model fit and explanation of the

relationship using statistics such as Structural Equation Modeling.
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Abstract

This research is to look at How Eastern Economic Corridor (EEC)
has an effect on port users in the province of Chonburi which can be
divided into two groups; concessionaire and non-concessionaire. Data

were collected from 4 sample ports by means of structured and in-depth
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interview of the 3-to-5-year experienced company executives and
managers before brought into analysis.

The result says EEC influences port users from both groups in many
levels of different perspectives. Industrial development increases the
quantity of goods through ports that depends on their service.
Infrastructure progress betters transportation and also creates competing
atmosphere among the business. Utility and urbanization spread mostly
support general operation of the affairs and involve less in
competitiveness. Incentive expansion gives port users trade convenience

and tax exemption.

Keywords: Eastern Economic Corridor (EEC), Industry, Infrastructure,

Utility and Urbanization, Incentive.
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Abstract

The purposes of this study were to identify risk factors affecting
commercialization of carbon dioxide cleaning technology to Thailand’s
electronics industry to develop the appropriate risk response as well as
marketing strategy for each electronics organization. The research
methodology composes of qualitative and quantitative techniques. In-
depth interviews and observation were performed for identifying the
relevant risk factors. Quantitative research techniques are used to assess
risk levels. We empirically test whether risk factors affect the
commercializing performance of Carbon dioxide cleaning technology
using survey data from Electronics firms in Thailand. Exploratory Factor
Analysis technique (EFA) is applied for risk factor analysis. The results
show as following 1. Organization that using CO2 cleaning, risk factors
comprised of project reference, maintenance complexity and technology
safety. 2. Organization that used to evaluate but not using CO2 cleaning,
risk factors comprised of technology safety, technology compatibility &
safety, technology complexity and comparative advantage. 3.
Organization that not using CO2 cleaning, risk factors comprised of
comparative advantage, technology efficiency & compatibility, technology

complexity and technology safety & compatibility
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o & § X = ' ' [y
AINUAINTAN VLR ITUAVLFINAGBANNANLAAI b UNITEEN
a o =) . @
nianilnddsi lgmagnRonauasninenszesasding s
AUMANMALTLY 1TYANULEDI UazaaUFUaIdanNULFBITn UG
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fagfaztiagwanwinaluladniuwinslesiuiadaniaan
S:ﬁUﬂ’a’]zJLﬁm'lﬁm]”]g%s:@i"ummtﬁmﬁuau%’uvlﬁ Fafadiany
ae a X & o 4 o P o A
NUITBAaTRIN asfdsznavvastasuiiasdwnaluladlatinm
ganadanisininaluladvinaiuszeiaaiawuiagay
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2) danUmdranuiin
A = o A % Aad ' ° a
WadnmTadFssduina luladnasnadanisiinalulad
anuszatadisiuiidisariveulasanled ggasmniy
fiannsefindvadsanalng wazniuwinineuauaddaiasy

4 da X
LRENNINAVI

3) MTNUNIWITTUNTTULALNTALUUIAAINUITE

3.1) walulad asdns Lm:ﬁbuma‘%:\l (Technology Organization-
Environment, TOE)

nalulad a36ns uazRswraden nia TOE unnufinam
WNNUWIAALEY Tornatzky uaz Fleischer Tudl 1990 nanafie 1w
niziumiaadulalumiunaluladundszgndldluasdng (5] 4
MINATTARETLSLN Lﬁaﬁﬂﬂg}msﬁ'ﬂﬁﬂamn 3 tladn leud
fasanemuinalulad Tadun1eduasdns uaztladuniadin
feuradeu Tasunsdrwnaluladinginadanisaafulanse
sansuinaluladsansnialdssavaasnianssufisudondaz
wlawazls9u (Technology Complexity) LLa:mﬁ'ufﬂs:Iwﬁﬁ
ﬁn’hmﬂiuhﬁﬁl‘lf’fagLﬁuﬁﬁﬂﬂgjmmmﬁuﬁmﬁaniﬂ (Relative
Advantage) ITNNNTAN®IVAY [6] WuigeaTasusINadanis
aasuladaninaluladesionled uSunusinludszinaiu
wuldsanun1sansnseasulaieanldinalulageansianladlu
UIUNTINIFUNIN (Healthcare) 1839 [7] WudiaNMadnnuizning
mﬂIuIaﬁﬁ'mwuﬁﬁagﬂaqﬁu (Technology Compatibility) W
adnudaaansvadinalulad (Technology Safety) #4Hadan1T
dasulafonltinaluladuadesdns dszdnsanasunalulad
(Technology Efficiency) §9Wa@an138au3UT=UL E-maintenance

v '

Toysannguduinslulszinaaziuaannans [8] iruiduanianis
§1989n15lt9uinalulad (Project Reference) figusisiiuda

anuaNTnlunIasauasadinaluladlnalinuesdng [9]

3.2) arundeslunrswauindasmailna (Risk in New Product
Development)

AnaEes (Risk) do anadulylafasifianulintinen
(Uncertainty) fanszuIRMIRAMIHEA S M lnlSsan9sInade
ANUEUTINTANUTRGY FURAIAINNINRAETITY 1T
ftodwnalulad Tasuduaaa Tadoduasdns iudu ade
FINE1IAININNIDIA LT HINazL AR U TTLINNITHAIUA
malulafuazdaswinadnde [10] anudsaduEesfininiass
Taile Tagawizagnabsnuifanududan anuwRanswam
malulafuazuianssy miLﬁaﬂnaqwﬂﬁﬁﬁqmﬁamuqu
aansal u,azacﬂmwLﬁmLﬂuﬁ%ﬁﬁﬁqﬂiumsu‘%msmmLﬁ'm
voInINaWIHAaA s lnisangamauazaisanuduTalvny

296073 [11]
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3.3 misdunalulafuazuianssvaangaaraifondasd
(Commercializing Technology & Innovation)
padnsluTagnuiasagnele LLsaﬂ@@Tua'mmmﬂaﬂ’wﬁ'gmﬁ
lwaswgfialan nsdunaluladuszuianssulndaangaaiaia
Lﬂunaqm’w""ﬂﬂm 09898 NINAzINBISzAUANEINTalunT
widtwluaaralan [12] Tadvarusudauvadinalulad
(Technology Complexity) uaza318td A uvadinalulad
(Compatibility) tazta3agngn1awan (Firm Network) daanusany
Li‘]uaﬂwaﬁalumsﬁwmﬂiﬂaﬁaanﬁmmm“ﬁamtﬁmﬁ (Technology
Commercialization) INNNTANBIVD [13] Tudseinaning uas
VEWLABINUNTAN BT [12] wudnanunuwadnalulad
(Compatibility) #INAGAANIATNNIINIIARIA (Market Potential)
Gﬁwzmwa@iamsﬁnmﬂiﬂaﬁaaﬂ;jmmm%awwrﬁ“nﬁﬁﬂﬁm
mﬁ:i.qlmwLf«i'mﬁrmmsﬁunmmirﬁ NUNIWITIBNITHLUAE
noufiioTanfenunufasodss nndwihnssunsis
§ﬂn”u;§v'ﬁ'r_|'s°ﬁ’1tglﬁaa§ﬂadﬁﬂs:nauﬂﬁ]ﬁi"mﬁm inlugnawamn
sanuudunsauumifnawise laaanni 1

Technology Efficiency

Technology Complexity

Technology Compatibility

Technological

Technology Safety risk

Project Reference
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Relative Advantage
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msdnstasiassmwmaluwladlunisdesaaiBinidivdvas
walulagvianuazaranudidsaisuaunlasenlodlsznaude

o
ada o <

’amwm‘lm%mmnﬂw (Qualitative Research) a8z U3Iu1mh
(Quantitative Research) N3xUIHNITITLLINIINNIINUNIUNG 1)
ae A4 £y & ' A &
waziwddpinedTasniluuazadssineNeiusivesddsznay
aaatfasuiRseumnalulad aniuinasddsznavvaasuiys
v o ¢ v A Aa & o A a
whdum e mgffdzaunsoddunaioninalulad
1nndt 51 1uqmmﬂnﬁuﬁlﬁnmaﬁnéﬁﬂmu 7 ¥ LWagg
niauuwIAnnuidbuazwawuuuseunulintauagy gneas
LRZTALAN INUBTINNIATIIFOUANMUNLIATIEILa (Content
Validation) aannswansanadflsznaviaduiisaduinalulain
JaNFaand 2 INUNITNUNINITIMNITNRAZUITB I uLSuNnvas
qmm%ﬂﬁu&ﬁnmaﬁﬂé [14] wuindsznaudis 6 asddsznay
leun Uszantawzaanalulad enududausaanalulad o
o o « o - v - Y
wnuzasnalulad anudasanvuasmalulad n3sdrsdensls

nunalulad wazdadnmilaniunaluladdagis
LLuuaaumaJ"L@TQﬂw"@ummnadﬁﬂs:ﬂawaaﬂaﬁmﬁmﬁm

waluladng 6 asddsznay NIEUIINNITNLNIVITTUNTINLRE

nIsunm Al ToI Yy dranudiznaudis 2 dufa 1. Taya
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w”'avl,ﬂmaasgmmmuaaumm $ruan 11 78 uay 2. AonuAeany
ssfdsznevvasfasudssdrwnalulad s1waw 16 7o nasan
WandadanudinaniFousasus ol WiisumyRnem
Anugndas wudidsimglddadiowean’y 3 4 91n 16 98
waetadnnu 13 78 wwugeunwiisnnuRsasimutiienn
WD 0.9 Sefiaindanuifissassanuiiiewiauinmaiuas [15]
u.a:vlﬁﬁwiaﬁ'm'mvl,ﬂwmauLﬁaaﬁuﬂ”unq:uﬁﬁaa (Pilot Test)
Wanagauanutdiefievasuuusounn (Reliability) N1nga
"n@1aauﬁﬁﬁﬂwmﬂnﬁlﬁmﬂ”un@:m'i"sar_i'm?ﬁ'lmu 30 A WANTT
nagauaaudaii leen Cronbach's Alpha TaaL¥TL 0.79 B9
AN 0.7 LLam:hLu.maaumuﬁaﬁ”naifumlﬁumnﬁuﬁayjmfu
ﬁmmmﬁaﬁa‘lm:ﬁuﬁga AN BV [16]
nIuTIUTINTaYA (Data Collection) laslfuunsauniumiy
ngudszang fo wﬁfmm‘ﬁ'ﬁnmluqmmwnﬁuﬁtﬁﬂmaﬁﬂﬁ
asdnsznalng ludszinelnoiivsznauday 1.09dnsfiuszgndls
waluladvnanuszoraiuidsaniuenlasenloduds 2.096ns
Masnasasldudlildde 3.aaﬁns‘?{ffﬂajﬂs:qn@‘lﬁmiuhﬁ‘r‘h
anwszaeduissasuonlaaenloed laziRonguaiadiauuy
131239 (Purposive Sampling) wazldwaninmusivaanidmwingy
fret9p09vhls s [17] Aszeuanuidaduiooa 95 wuin
landuaratnsdiuan 400 au §ITpTsazimInanuuusaunu
400 7@ LwiLﬁ‘aﬂaaﬁ'ummvlajaugmiﬁnnmmauuuuaaumu
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e

ITRUANITUINULUFAUDNIANTDEAE 10 K38 440 °1§(ﬂ

ee®

wuuusauainlanauanun Lm:ﬁmmaugitﬁﬁ‘hmu 420 74

=

3
Aatdusasaz 95 VILLUROUDNNIRNG
mylienzidayaduada fiteldlslusunsuduiaglung
3Lﬂi1$ﬁfﬂ§§l Usznrananana lasldinafiaminnezidads
15461373 (Exploratory Factor Analysis-EFA) laginafiafivinniing
P o A a & o o & . @ '
Lﬂumsawamm"lummmswwmmauwuﬁmaanqumuﬂﬂuum:
& o ' o Aa e o §a '
addUszney lapazdanguddudsfifanadunuinulilungu
~ o o o A oA o A Aa
VeI azazaaaandInliiieddesaan Geazr1u1Tnatuney
o “ o g o ' A o A o o
lavsaiianusunusvasaudidneg fegludadoidoanuld
@ a X a a & o &
FaanNIndsdn un1snasandiaseiilasuuedaddlsznay
a o e ' . ' o o
WITWI9IN 2 RANNTiAe A1 Eigen Values Uadudaz U d oy

4NN17 1 WAz A1 Factor Loading @asiidnannnin 0.5 [18]

5) WANN9E

‘Ij/ai;llaﬁvl,ﬁﬁ]’mﬂ’]ilﬁ‘l.lLLUUE‘TEUH’]&JQﬂﬁ’]N’]@i’]Lﬁ%ﬂ’]i‘ﬂ@aaﬂ
mmmmmwaaaaﬁﬂs:naumunsauLLmﬁmmﬁ'ﬂ I(ﬂtlﬂ'ﬁ
a4 U915 981329 (Exploratory Factor Analysis-EFA) LLa s
a “ a v A . . Y
Jianzitlassidameis Principle Component Analysis-PCA ol

A & A a & & o A
Varimax Lﬂmﬂuqummu ’JLﬂiﬂz%ﬂdﬂﬂizﬂau’ﬂﬂdﬂﬁ]ﬂULE‘TEN

dunaluladinngudiading 3 nguesdalud



5.1) am’mﬁﬂxgnw‘?fmﬂZu[aﬁmmwmamﬁuﬁmﬁﬂ
asuas lnaanlodus?

PIRWLI Kaiser-MeyerOlkin Measure-KMO yo9TTsBLEY
duwnalulad (Technology Risk) 1¥iriy 0.523 Gawnndn 0.5 waz
@1 Bartlett's Test of Sphericity §61 Significant L¥inTL 0.000 &4

A ci
HUAMULRNUITRUN

U

W#aunin 0.05 @”ﬂﬁummsnagﬂé"ﬁ Toyafida
wlfinafiansieneAifade (19] 3013197 1

AT1N 1: i1 KMO uae Bartlett's Test of Sphericity 289t/ada1&e19
dwnalulad

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin 0.523
Measure of Sampling Adequacy.

Bartlett's Test of Approx. Chi-Square 87.461
Sphericity DFf 28
Sig. .000

nnmylienziadslasiTnanguunueio3s Varimax inld
mmmagﬂam{ﬂi:ﬂaﬂﬁ PINuA 3 098N0 $991NN13
Sinzdinesisldealuninee 8 dulsmndaudsrisnua 13 &
wils iitasanden Factor Loading #a#8ni1 0.5 ¥ail 5 a9flszney
I&aatalasRarsananammsnsesaaudslagliinninlunmsas
$997nn Factor Loading ‘ﬁ'gaﬁqmﬂumé‘ﬂ [19] aasaluil

mg:uﬁ' 1 mygredamslgomnalulad (Project Reference) 94
Ysznausie 1 sauls Fufadastunmssedemsldnumnalulad
luasdnsBidnnsafind (Factor Loading 0.969) Hiuinalulaff
fsdenssnsdensldnunnesdnidiinnsefindaug iilesan
walulagvinauazoraduiisrsarivenlasen o
waluladlwivazdiliuninaslugasmnisudidnnsafindaun

%N AINT9N 2

e . . oo v A o a
@13 N 2: URAIAN Factor Loading TBINJAN 1 mssedeanslsnunalulad

¥ a k3 - .
1. 1381989 31Fwinalnlad (Project Reference)

Iltem Factor Loading

Laifimssedanmsltanmnalulad Co2 cleaning
a = a_ ¢ & P & a
Nnnlssnudlannsafindnedung 1w ariads 1 0.969

Jnauantaas losias wra9as Wi iudu

Note: Ol =1.493 , Variance Explained = 29.850 Percent

ﬂ@jaw"i 2 arututauuazalnulsaansvadinalulad
(Technology Complexity & Safety) Gadsznoudan 2 @auls
Lﬁmﬂﬂ"aaﬁ’ummr_qiamﬂ%usﬁaumaamﬂiu‘[aﬂ (Factor Loading
0.870) uazaulaaansvadinalulad (Factor Loading 0.785)
mnmiﬁummﬁ@%mﬂmgLm:mswummﬁmmsuLﬁm@‘iu
WU nIBVD 9 [20]"Lﬁnainﬁam’lmjamﬂsﬁ'u%au'lums
ﬂﬂg&%’ﬂmmaam?aﬁﬂs @”aﬁ?ugl,%m“ﬁmgﬁmmLﬁmwm‘iqmw

v 1 aaﬁﬂi:ﬂammuﬂﬁmu%aLﬂumwzjamnfﬁwﬁaulu
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111393081 (Maintenance Complexity) Liasandafnuiiniaat
Unngiissanugisndudauluingsinm minfiannugisnn
sﬁ'ueﬁauluﬂwgaﬁ'ﬂmﬁa:ﬁawa@iaﬂs:ﬁﬂﬁmwLm:mmﬂaaﬂn‘"m‘lu

mybranunalulafdizuni aiansnn 3

13197 3: UFAIA Factor Loading 189ngui 2 anududauuszanulaansis
aaanalulad (Technology Complexity & Safety)

2. anututanvasinaluladuazaulaanns (Technology

Complexity & Safety)

ltem Factor Loading
walulad CO2 Cleaning Junaums 0570
ﬁﬁ‘ga%“ﬂmﬁq\imﬂfﬁ'u%au '
vnunaainalulad CO2 Cleaning ¢a4

szl iimslfnuitasnusisusesiadia 0.785

8
U

Note: O = 1.390, Variance Explained = 57.658 Percent

ng;wﬁ' 3 anwdseanpraanalulad (Technology Safety) @4
Usznoudae 2 daudsmiisatedldun suameannisldnu
tnalulad (Factor Loading 0.867) uaztnaluladdasnasluiud
s e L@ (Factor Loading 0.810) aaudasanisie
Wunandraglunmsdfuden wnmalulaglidanulsaansd
azdINadanMUABIRaM RS UATIDANI 9 QLU FIERRINS TSN
FIeT1971 4

@397 4: uA9A" Factor Loading ’uaoﬂq’uﬁ 3 aAnuaNNLaeanavas
walulad (Technology Safety)

3. anadasanuzasnalwlad (Technology Safety)

Item Factor Loading

o A em oo o )
Eﬂgﬂﬂdﬂ%%:ﬂﬂiua%@?’]Uﬁ]”lﬂﬂ’]ﬂ“ﬁﬁ%
walulad co2 Cleaning

A o 4 W e - 0.867
(7w iauna lninsa ldsuuaiiuananu
LinaLlaRUNENY Co2)
R a < A A4
walulad Co2 Cleaning 3zdasAaadlunung
0.810

SeungaMe laaLinTin

Note: O = 1.072, Variance Explained = 79.094 Percent

s = o A o & a o

5.2) avAnsaenaasdltinaluladriinuazenawudialy

6 & ' I
asuanlaaan lodud lulzsia

NIhWUIN A1 Kaiser-MeyerOlkin Measure-KMO 18412381814
o . . a A '
sunalulad (Technology Risk) YNl 0.625 Gaunnnin 0.5 uaz
' .. ' - @ A
A1 Bartlett's Test of Sphericity den Significant L17nY 0.000 <4
fa8anin 0.05 ﬂ”dﬁumm'mm;ﬂ"l,oﬁ”dw Joyaniagilanuinunzaun

v a a € o [ A
QZI“HW]ﬂ%ﬂﬂ']TJLﬂT]zMﬂﬁ]ﬁ]U [19] @4A1T1NN 5
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@AT1N 5: 1 KMO wae Bartlett's Test of Sphericity 289t/aaa1&e19
dwnalulad

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin  Measure of  Sampling 0.625
Adequacy.

Bartlett's Test of | Approx. Chi-Square 157.490
Sphericity Df 36
Sig. .000

a & o aa v  aa . ° [
anmylienziteislasiTnsmguunud it varimax vild
& v & & A
mminagﬂaaﬂﬂs:ﬂaﬂ@ MIRUQ 4 89aUIznay 9310017
ATANIFEA ldaa lNnInae 4 saulsanandsninae 13 62
wis 1ika9aniien Factor Loading a8nin 0.5 3% 4 adddsznay
laasgalasfasanananinaasdndslasliininlunsas
799NN Factor Loading NigafigaLiunan [19] aasa Ui
' y o A
ngufl 1 audasanbasnalulad (Technology Safety) 44
Usznayday 2 aaudsiinoddeslaun daaseiaszianislitan
1$2991NUTIAWRIAAFY (Factor Loading 0.859) LaawATIHIMN
mslgaunalulad (Factor Loading 0.748) Lilasannanudaaants
& a do ’. o o ' I3 A @ a
WuRINdaINTINauaLLIN ﬂqumﬂﬂimﬂmﬂaaﬂﬂnmﬂiuhm
° A a o & € V] 1§ e o a
fanuazanaiwiissasuanlasanlodud lalddagiiainy
o A o A o A
Anaisasnvlasansvaanalulad 63913190 6

7971 6: LEAIAN Factor Loading 1a9ngufl 1 anaasanbvaanalulad

(Technology Safety)

1. anadaaanzvasnalulad (Technology Safety)

Factor
ltem

Loading
wealulafl CO2 Cleaning da9sziaseismsldann
4 o o a 0.859
Wasnnusiauasiadags
vunneh U fidnuesldsuauanaannsld
Nunalulad Co2 Cleaning (153 LAaUNA Il 0.748
wiolduuaiuannenuiuiaiiagunany Co2

Note: O = 1.749, Variance Explained = 19.431 Percent

ﬂ@ju‘ﬁ' 2 anutnukazlaaansvadinalulad (Technology
Compatibility & Safety) @91/5znaudas 2 aaudsfitAeatosldun
anumnzaulunsrienuszanedunuiiinnsafindumaiin
(Factor Loading 0.850) uazdasfinasluiuiiniszunsarnalad
Wit (Factor Loading 0.743) divnalulafdennviatisnnuih
Auvsanalulafuazanuiasasuduidyiitesnnmaluladi
anuazanaiuidsanivenlasenloddwnaluladlva waze
liuwinaplugasmnisudiinnsafindunnin Fuuiauin
@iﬂdﬂ”u;j‘%“utwﬂluiaﬂziauﬁmmﬂ”awaﬁamwm%ﬁumaq

NIZUIRAT AIANTHN 7
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@13199 7: uaA46 Factor Loading 189ngduil 2 Anuidnuuazlaansi

Paanalulad (Technology Compatibility & Safety)

2. anantnnwuazlasanszasnalwlad (Technology

Compatibility & Safety)

ltem Factor Loading

welulafl co2 Cleaning ldmanzlumsi

Aw a & a 6 I3 0'850
anuazaaTwIwBlEnNIaindIwIaLEn
walulad Co2 Cleaning 3zdasfaaslununn
0.743

s LA ALY

Note: O = 1.657, Variance Explained = 37.837 Percent

nguf 3 anududauvasinalulad (Technology Complexity)
A 'Y o P % v . & a wa P
Fedsznaudas 2 aaudsiiedtes leun 2uasunsdjudeaun
feunguga (Factor Loading 0.825) Waz%aaun31ngeinma
38 nFudan (Factor Loading 0.807) #iuinaluladdidaiiw
AnanITuaeuMIUJUanwuasiuaaun1si TN aaanswn
8

a9 8: UEAIA Factor Loading a9ngufl 3 aadudauvasnalulad

(Technology Complexity)

3. aANuTuFawuadinalulad (Technology Complexity)

ltem Factor Loading

viwunsraiunalulafl CO2 Cleaning
o a om 4., o o 0.825
fuaaumajufnungeenduden

viunaainalulafl co2 Cleaning
0.807

fTuaaum e ngeondusan

Note: O = 1.472, Variance Explained = 54.189 Percent

ﬂ&juﬁ 4 faﬁﬁmﬁaﬂi'lmﬂIuIaﬁﬂﬁ]ﬁgﬁuuazmiﬁ’mé‘omﬂ'ﬁ
uinalulad (Relative Advantage & Project Reference) ‘%d
Usznaudie 3 aaudsiieados ldun vaafoiniaainnisnie
(Factor Loading 0.810) m3vnansindndaifisuiumaluladid
(Factor Loading 0.726) kazn1581989n15159 uinalulad Co2

= a

cleaning ﬁ]’mIiN’mSLanﬂiauﬂﬁi’mﬁu5] (Factor Loading 0.683)
WAIIININIIFUA B LTI TP UAZNITNUNIUITIUNTTY
a a A v o =2 A v A
wWaduwuirdanulasnumsdnmnaes (21] Aidnsanaldisoy
FaSouifisy (Comparative Advantage) U89ANNFNNBEIZAIN
MINAATIUT@ (Multinational production) 78911AARIANTIH
1 a o a - = v A v a 1
uazdszing WwuwidsanumalIeufeufsudadtaiFasening
inaluladidunazinalulafdvinaruazenaNuiaidle
& & = a v & g o
asvanlasanloduazilSoufisuainylaidSouve sasdnsnld
wmaluladdrann SaRaswnddsudessdusznauiduniu

leidSpudadSuufioy (Comparative Advantage) a46131497 9



71971 9:uaAIAN Factor Loading 289ngail 4 Taafinileninunaluladiagiiu
waENNI819BINT T mNnalulal (Relative Advantage & Project Reference)

Y ad A ' P o v A )
4. Jaan Lﬂ%ﬂﬂ'}’lt“{lﬂtﬂ[ﬂ ﬂfquuuuazn’ﬁa’waan’ﬁslm'm

walwlad (Relative Advantage & Project Reference)

Iltem Factor Loading

walulafl Co2 Cleaning azlvaafoinaaanms

R DA e - 0.810
WAa wwdsnunaluladidy
walulad Co2 Cleaning 3e¥nanufuiIvas
& DA e - 0.726
Fuanu wwdsnuneluladidu

A - pr :
laifinsdradamslsaumnalulad Co2 cleaning
Nnnlssnudidnnsefindnedug

0.683

Vi B5aas Loinauantaey LaEDTs whddaT
WA dudu

Note: O = 1.440, Variance Explained = 70.190 Percent

5.3) aveinifigyliszondldinaluladvnaiiuszaraiiuda
2 & &
drensvaulasanloe

I%NU @1 Kaiser-MeyerOlkin Measure-KMO 284112981889
o “ . e 4 .
munalulad (Technology Risk) LAl 0.545 G4u1NN3T 0.5 LA
! . ' N P e A
A1 Bartlett's Test of Sphericity fen Significant ity 0.000 3
wenndi 0.05 asumunsnagylad deyanfagfianuimainzan
wlfinafiansiiesziifase (19] aaan9f 10

@A77 10: A1 KMO L&z Bartlett's Test of Sphericity uadifadsie
fuwnalulad

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.545
Bartlett's Test of Sphericity | Approx. Chi-Square 869.379
Df 45
Sig. .000

a & [ aa ¥  ad . ° [
anmylienziaiolasiTnsmuunudanis varimax vild

o & A
mmmagﬂaaﬁﬂs:ﬂau"lcﬂ NIRNA 4 890UTENBY FINNNNT
AN IFEA ldaa lUNInue 3 sulsanandsnineeg 13 62
uiy 1ilasaniien Factor Loading ¥aenin 0.5 113 4 a9ddsznau
lansgalasRnsanannannnaaddndslasliininlunsas

T8990 Factor Loading NigafigaLilunan [19] aaalud
oA v ad A ' a o v a o
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Abstract

Cluster of automotive industry and parts is one of the country's
development policies that will lay the foundation for producing strong
automotive parts. Education Institute and Enterprise should therefore
have educational activities that reflect the preparation and production of
manpower to meet the needs of the labor market together. It is
important. The objective of reach is to: 1) Study the existing of learning-
teaching situation of vocational educational institutions in the subjects
of industrial and related fields in transportation and automotive. 2)
Study the collaboration between vocational education institute and
enterprise on cluster of automotive industry and parts in 7 provinces of
the Board of Investment of Thailand. This is a descriptive research
model, the population for information are 1) 47 of educational
institutions under the Office of Vocational Education Commission, and
2) 37 of establishments are members of the Thai Automotive Industry

Association. The tools used in the research were questionnaires,



analysis by simple statistics and content analysis. The results showed
that 47 of vocational educational institutions on cluster of automotive
industry and parts, teaching and learning in the industry and related
fields in 39 of transportation and automotive careers fields and
considering the policy of the government's cluster of automotive
industry and parts. It is found that teaching and learning management
are not comprehensive. The occupation that the industrial sector needs
educational institutions and Enterprise, there is only coordinating, which

is difficult to success of cooperation in activities.

Keywords: Vocational education, Teaching and Learning, collaboration,

cluster of pharmaceutical industry and parts
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Abstract

This research was aimed to study the desired characteristics of IT
Technologists that were required by Private sector. These characteristics
are included knowledge ability, management, ethics, and IT professional
skills. The researcher collected data from 143 private companies as
examples, consisting of 86 Thai private companies and 57 foreign private
companies. Researcher used various statistical method for analyzing
the data. The statistical methods which used in this research were

frequency, percentage, mean, standard deviation and independent t-test.
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The research was shown that Private companies had the need for IT
Technologists with various characteristics as follows.Knowledge ability
characteristics:these were IT tools using skills, Abilities in IT practice,
Correctly Working and Basic IT standardized knowledge. Management
characteristics: these were Skills to work with others, Ability to solve IT
problems, always learning new IT technology. Ethics characteristics:
these were Honest, Responsibility, Loyal to the organization. The results
can be useful for revising curriculum in Information Technology for the

needs of the industries.

Keywords: characteristics, IT technologist, private companies
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Abstract

In an urbanization, the most convenient and fastest way to travel is
a sky train and subway. Not only the convenience, also the customers
expect from the service is the good service quality. The three main
variables that affect the satisfaction of the Airport Rail Link service
customers and can be used to predict overall satisfaction such as the
empathy, understanding the customers, and the service tangible. The
research objectives are to study the relationship between service
quality factors and overall satisfaction from Thai passengers toward the
Airport Rail Link service. It is used to develop the better quality of the
Airport Rail Link service. It is a quantitative research by using 426
questionnaires by accidental random sampling. The sample size is
calculated from Taro Yamane table. The research found that the
behavior of the respondents emphasizes the importance of reliability,
the concreteness and the quality of service which towards the

satisfaction of using the service.

Keywords: Satisfaction, Service Quality, Airport Rail Link
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Abstract

The Study of Market Analysis in Bio-Base Industry: The Case of
Thailand. The purposes of this study were to study the market analysis
in Bio-Base Industry and to assess on the interesting in doing business
in Bio-Base Industry. Porter's Five Forces Model has been used to
analyses the market and in-depth interview from 3 SMEs companies
where regularly order Bio-Base for 20 kgs up to 100 kgs per month to
compose in their products. The interview was 20-30 minutes with top
executives.

Base on the results of Five Forces analysis in Bio-Base Industry,
bargaining power of suppliers and threat of substitution were low, while
bargaining power of buyers, threat of new entrants, and competitive
rivalry were moderate.

The assessment on the interesting in doing business in Bio-Base

Industry were interesting although the number of the herbal manufacturer
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is increasing, not meet the increasing of consumer demand. Relevant
factors or industrial environmental factor; market, raw material, staff and

knowledge factors, support on doing business in Bio-Base industry.

Keywords: Bio-Base Industry, Cosmetic, Herbal, Heathy Product,

Feasibility
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