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Editorial Message
To Readers and Researchers,

The editorial team of the journal is delighted to present research works that have undergone rigorous
peer review. Every selected article offers high-quality and exceptionally beneficial content, both in
academic dimension and practical application. These articles will serve as important references and a
knowledge base for other scholars to further develop their research.

The Journal of Business Administration and Languages (JBAL) is distinctive and unique as an academic
journal that combines research articles in language, social sciences, and business administration within a
single volume. Such interdisciplinary inclusion makes the journal a repository of knowledge that promotes
broad integration and utilization, encompassing teaching management, research operations, and the
development of knowledge for practical use.

For this issue, the editorial board is proud to announce that JBAL has been elevated in standard by
the Thai-Journal Citation Index Centre (TCl) to Tier 1. This achievement reflects the journal's quality and
credibility, which are recognized at the top Academic Journal in Thailand, leading to continuously increasing
interest from researchers both domestically and internationally.

Finally, congratulations to all researchers whose articles have been published in this issue. The
editorial board sincerely hopes that the articles published in this journal will be beneficial to all readers

for research referencing and for the continuous advancement of knowledge.

Asst. Prof. Rachata Rungtrakulchai, Ph.D.
For Editor-in-Chief
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Abstract

This research aims to study the current situation with respect to dementia in elderly people in Nakhon Nayok
province and to develop a recreational program based on games to improve cognitive abilities in the elderly.
Research also aims to evaluate the effectiveness of participation in this program in cognitive abilities. This study is
classified as research and development. The sample group in Phase 1 consisted of 379 elderly individuals 60 years
and older from Nakhon Nayok Province. In Phase 2, the sample consisted of 30 elderly people from Phra Achan
Subdistrict, Nakhon Nayok Province, selected by a purposive sampling. Phase 3 involved 30 elderly individuals with
mild cognitive impairment from the Nong Saeng Subdistrict, Nakhon Nayok Province, also selected by purposive
sampling. The research instruments included a game-based recreational program designed to improve cognitive
abilities in the elderly, along with three assessment tools for evaluating outcomes within the program. The quality
of these instruments was evaluated by seven experts. Data analysis was performed using the percentage, mean,
standard deviation and dependent samples t-test. The research findings were as follows: 1) The current situation
on dementia in elderly people in Nakhon Nayok Province showed that 37.73% had cognitive impairment; 2) The
game-based recreational program to improve cognitive abilities in the elderly people consisted of 8 weekly
sessions, each lasting 3 hours. Each session included various activities using recreational games aimed at improving
different cognitive functions, along with three assessment tools; and 3) The experimental results showed that after
participating in the program, the target group scored significantly higher on brain function tests and demonstrated
better knowledge and understanding of dementia prevention compared to before the program, with statistically
significant differences at the .05 level. Overall, participants expressed high satisfaction with the program (x = 4.93,

SD = 0.06).

Keywords: Cognitive abilities, Dementia, Elderly, Game-based learning, Recreation
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Abstract

This study examines the factors influencing Thai tourists’ decisions to visit Japan, focusing on the distinct
roles of “Marketing Quality” and “Service Quality” within the research framework. Using survey data from 400
respondents and regression analysis, the findings highlight the significant impact of digital marketing on travel
intentions (B = 0.42, Adjusted R? = 0.55). Marketing Quality is conceptualized as a strategic pre-travel factor,
encompassing digital engagement and cultural campaigns, while Service Quality emphasizes operational aspects
such as responsiveness and cleanliness. The revised framework also incorporates “Unique Attractions” including
cultural heritage and modern innovations, as critical pull factors shaping tourist satisfaction and travel intention.
These insights underscore the importance of tailored marketing strategies, superior service standards, and the
promotion of unigue attractions to enhance satisfaction and strengthen Japan’s appeal to Thai travelers in a

competitive global tourism market.

Keywords: Japan tourism, Marketing strategies, Service quality, Thai tourists, Travel intentions
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. INTRODUCTION

In today’s competitive global tourism landscape,
understanding the factors that influence tourists’
destination choices is essential for creating effective
marketing strategies and improving service quality.
Tourism serves as a critical driver of economic growth
for many countries, making it vital to identify and
address the preferences of specific traveler segments.
Thailand, as a major source of outbound tourists in
Southeast Asia, represents a significant market for
destinations like Japan. According to the Japan National
Tourism Organization (2024), approximately 1.32 million
Thai tourists visited Japan in 2019, reflecting a steady
growth trend over the past decade. However, the
outbreak of COVID-19 in 2020-2021 led to a significant
decline in international travel, with outbound tourism
from Thailand to Japan temporarily halted due to travel
restrictions. As travel gradually resumed in late 2022,
tourism began to recover. Japan National Tourism
Organization (2024) reported that in 2023, the number
of Thai visitors to Japan reached 497,100. Projections
for 2024 indicate a strong rebound, driven by pent-up
demand and strategic marketing campaigns that
emphasize Japan’s unique cultural and technological
attractions. This recovery highlights the enduring appeal
of Japan as a preferred destination for Thai travelers
and underscores the importance of understanding
shifting travel preferences in the post-pandemic era.

Thai tourists exhibit distinct preferences when
selecting travel destinations, rooted in their cultural
values, lifestyle, and travel motivations. These
preferences align closely with Japan’s unique offerings,
establishing it as a favored destination for Thai travelers.
A key factor in Japan’s appeal is its ability to seamlessly
blend traditional cultural heritage with modemn
technological advancements, catering to Thai tourists’
dual motivations for cultural exploration and urban

sophistication. Heritage sites such as Kyoto’s temples
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and shrines, traditional festivals, and culinary experiences
resonate strongly with Thai travelers’ desire for authentic
and immersive cultural experiences, which are often
regarded as prestigious and enriching. Japan’s unique
combination of cultural heritage, advanced technology,
and breathtaking natural landscapes appeals to Thai
tourists seeking a holistic travel experience. This blend
of attractions—ranging from historic temples and
seasonal festivals to efficient public transportation and
cutting-edge entertainment—enhances Japan’s status
as a top destination. Despite its popularity, limited
research has focused on how specific factors, such as
targeted marketing strategies and service quality, directly
influence Thai tourists’ travel decisions. Existing studies
on outbound tourism tend to broadly explore cultural
motivations or seasonal trends, often overlooking the
specific impacts of marketing initiatives and service
quality enhancements on Thai tourists. This study
addresses this gap by analyzing the relationship
between these factors and Thai tourists’ decision-
making processes when choosing Japan as a destination.

Despite its popularity, limited research has directly
explored how specific factors such as marketing quality,
service quality, and unique attractions influence Thai
tourists’ travel decisions. Existing studies often focus
broadly on cultural motivations or seasonal trends,
overlooking the strategic impacts of targeted marketing
initiatives and service quality improvements. This study
addresses these gaps by distinguishing marketing quality
as a strategic pre-travel influence, emphasizing digital
engagement and cultural campaigns, and service quality
as an operational factor focusing on responsiveness
and cleanliness. Additionally, the research incorporates
unigue attractions as a pull factor, reflecting the Theory
of Planned Behavior (Ajzen, 1991) and Push-Pull Theory
(Dann, 1977; Lam & Hsu, 2006). These theoretical

frameworks provide a robust foundation for examining
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how internal motivations (push factors) and external
attributes (pull factors) shape Thai tourists’ preferences.

Understanding the factors influencing Thai tourists’
decisions to visit Japan is crucial in today’s competitive
tourism landscape. While marketing quality and service
quality are pivotal, their distinct roles remain unclear
in existing research. This study addresses these gaps
by redefining marketing quality as a strategic pre-travel
factor, focusing on digital engagement and cultural
campaigns, and service quality as an operational factor,
emphasizing responsiveness and cleanliness. Additionally,
unique attractions, including cultural heritage and
modern innovations, are incorporated as pull factors
to provide a more comprehensive framework. Drawing
on the Theory of Planned Behavior and Push-Pull
Theory, this study explores how internal motivations
(push factors) and external attributes (pull factors)
shape satisfaction and travel intention. The refined
framework aims to provide actionable insights for
tourism professionals to enhance marketing strategies
and service standards, ensuring Japan’s continued

appeal to Thai tourists in the global market.

Il. LITERATURE REVIEW

Understanding the factors that influence tourists’
destination choices is crucial for developing effective
marketing strategies and delivering high-quality services.
This section examines key theoretical frameworks
related to travel decision-making, including the Theory
of Planned Behavior (TPB), Push-Pull Theory, and
Satisfaction Theory. Additionally, it reviews existing
research on the effects of marketing strategies and
service quality on travel decisions, providing a foundation
for the present study.
A. Theory of Planned Behavior

The Theory of Planned Behavior (TPB), introduced
by Ajzen (1991), explains how behavior is influenced

by intention, which is shaped by attitudes, subjective
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norms, and perceived behavioral control. While TPB
has been applied widely across tourism research, its
relevance in cross-cultural contexts, such as Thai-
Japan tourism, necessitates adaptation. For instance,
perceived ease of travel, including streamlined visa
processes and transportation infrastructure, plays a
more critical role for Thai tourists visiting Japan
compared to other markets. Additionally, the cultural
affinity between Thailand and Japan, stemming from
shared values and a long history of cultural exchange,
further shapes subjective norms and attitudes. Several
recent studies have demonstrated the effectiveness of
TPB in explaining travel intentions. A study by Chen
and Tung (2019) highlights that positive destination
branding and social influences significantly enhance
travel intentions in Asian contexts. For Thai tourists,
targeted digital marketing campaigns, coupled with
positive online reviews of service quality, can create
favorable attitudes toward Japan, thereby strengthening

travel intentions.

B. Push-Pull Theory

The Push-Pull Theory (Dann, 1977; Lam & Hsu, 2006)
categorizes travel motivations into internal (push) and
external (pull) factors. Push factors, such as a desire
for adventure or relaxation, drive tourists to seek new
experiences, while pull factors, such as a destination’s
unique attractions, draw them to a specific location.
Push factors often include psychological drives like
the need for relaxation, adventure, or cultural discovery.
On the other hand, pull factors are the unique features
of a destination that draw tourists. In the Thai-Japan
tourism context, pull factors like Japan’s rich cultural
heritage, advanced technology, and high safety standards
have a particularly strong influence. However, the
traditional Push-Pull framework lacks specificity regarding
how modern marketing channels like social media and

travel blogs amplify these factors. Recent studies,



such as Setiawan and Azizah (2024), provide robust
evidence that social media—especially Instagram and
TikTok—shapes destination image and travel motivation
among Gen Z and Millennial tourists. It found a strong
correlation between visual engagement on digital
platforms and tourists' desire to visit specific destinations,
underscoring how pull factors are made more visible

and influential through social content.

C. Satisfaction Theory

Satisfaction Theory suggests that positive travel
experiences lead to repeat visitation and word-of-
mouth promotion (Kozak & Rimmington, 2000). For
Thai tourists, satisfaction with service quality—such as
cleanliness, responsiveness, and convenience—plays
a pivotal role in determining loyalty to Japan as a
destination. While prior studies have established the
connection between satisfaction and repeat visitation,
recent research (Seow, Foroughi, & Choong, 2024)
underscores how service quality—augmented by digital
interactions such as e-word-of-mouth and online
feedback—plays a crucial role in shaping satisfaction
and loyalty.

Marketing quality and service quality are essential
constructs in understanding the factors influencing
tourist behavior. Marketing quality encompasses strategic
pre-travel efforts aimed at shaping tourist perceptions,
leveraging frameworks such as SERVQUAL and digital
marketing theories. Key dimensions include digital
engagement through social media and influencer
campaigns, experiential marketing that promotes
immersive cultural experiences, and value communication
focusing on cost-related appeals via digital and print
media. In contrast, Service quality emphasizes the on-
ground experience during a tourist’s visit, including
operational standards such as cleanliness, responsiveness,
and ease of transportation. It also incorporates customer

service excellence, emphasizing hospitality and access
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to reliable information, and technology integration,
with tools like mobile apps enhancing convenience
and seamless trip management. Additionally, Unique
Attractions serve as critical pull factors, encompassing
Japan’s cultural heritage, natural scenery, and modern
innovations, such as historical landmarks (e.g., Kyoto
temples), seasonal events (e.g., cherry blossoms), and
urban sophistication (e.g., advanced transportation
systems). The integration of these dimensions aligns
with theoretical frameworks such as Push-Pull Theory,
which highlights the interplay of internal motivations
(push) and external destination-specific factors (pull),
and the Theory of Planned Behavior, which explains
how these elements shape tourist intentions through
attitudes, subjective norms, and perceived behavioral
control. By synthesizing these perspectives, this study
provides a clearer understanding of how marketing
strategies, service quality, and unique attractions

collectively influence satisfaction and travel intention.

D. Marketing and Service Quality Impact on Travel
Decisions

In the digital age, marketing strategies are central
to shaping tourists’ perceptions. Social media platforms
and travel blogs are especially influential, enabling
destinations like Japan to showcase their attractions
directly to Thai tourists. A recent study by Yuan,
Surachartkumtonkun, and Shao (2024) examines how
playful TikTok content enhances mental imagery,
which positively influences users’ attitudes toward
destinations and their intent to share content. The
findings emphasize the persuasive role of TikTok videos
in shaping destination appeal—especially relevant to
younger travelers in Asia. The SERVQUAL model by
Parasuraman, Zeithaml, and Berry (1985) identifies five
dimensions of service quality—tangibility, reliability,
responsiveness, assurance, and empathy—which are

particularly relevant to Japan’s tourism sector. For
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instance, Japan’s high levels of cleanliness and safety,
paired with reliable transportation and empathetic
customer service, contribute significantly to its appeal
among Thai tourists.

The Theory of Planned Behavior, Push-Pull Theory,
and Satisfaction Theory provide robust frameworks for
analyzing travel decision-making. By integrating these
frameworks with recent findings on digital marketing
and service quality, this study explores how targeted
strategies and high-quality services influence Thai

tourists’ travel decisions.

IIl. RESEARCH METHODOLOGY

This study aims to explore how marketing strategies
and service quality influence Thai tourists’ travel decisions
regarding Japan. Based on the theories outlined, the
following hypotheses have been developed:
A. Research Hypothesis

Hypothesis 1 (H1): Based on the Theory of Planned
Behavior (TPB), this hypothesis asserts that specific
dimensions of marketing strategies, such as social media
advertising, influencer endorsements, and interactive
travel blogs, significantly influence Thai tourists’

intentions to visit Japan. These strategies are expected

to enhance favorable attitudes, strengthen subjective

Digital Engagement

norms (e.g., recommendations by peers), and improve
perceived behavioral control (e.g., ease of access to
travel information), resulting in higher travel intentions.

Hypothesis 2 (H2): Grounded in the Push-Pull Theory,
this hypothesis posits that the key dimensions of
service quality, including responsiveness, cleanliness,
reliability, and cultural appeal, act as pull factors that
significantly influence Thai tourists’ satisfaction with
Japan as a destination. These factors are expected to
not only enhance satisfaction but also foster loyalty,
leading to repeat visits and positive word-of-mouth

recommendations.

B. Research Methodology

This study employed a quantitative approach to
examine the factors influencing Thai tourists’ satisfaction
and travel intentions toward Japan. The research
framework, as illustrated in Figure 1, integrates three
core dimensions: Marketing quality, service quality,
and operational quality, which collectively influence
the outcome variable—Thai tourists’ satisfaction and
travel intentions. To address these objectives, a structured
questionnaire was developed as the primary data

collection instrument.
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Figure 1: Tourist behavior analysis framework



The questionnaire consisted of four main sections.
The first section captured demographic data such as
age, gender, income, and travel history. The second
section focused on marketing quality, measuring exposure
to digital campaigns, social media advertising, influencer
engagement, and travel blogs. The third section addressed
service quality, including dimensions such as cleanliness,
responsiveness, transportation standards, and customer
service excellence. The final section explored operational
quality, assessing post-visit engagement and satisfaction
levels. All items were measured on a 5-point Likert
scale ranging from 1 (strongly disagree) to 5 (strongly
agree).

To ensure validity and reliability, a pre-test was

conducted with 30 respondents, whose feedback was

used to refine the questionnaire for clarity and relevance.

Construct and content validity were established by
mapping questionnaire items to well-known theoretical
frameworks such as TPB and SERVQUAL, and by
consulting three academic experts specializing in
tourism research. Reliability was confirmed through
Cronbach’s Alpha testing (Cronbach, 1951), with values
for Marketing Quality (a0 = 0.89), Service Quality (o =
0.91), and Operational Quality (a = 0.87), all exceeding
the 0.70 threshold, indicating strong internal consistency.

The theoretical framework in Figure 1 establishes
clear connections between sub-factors under marketing
quality and service quality, demonstrating their
contributions to Thai tourists’ satisfaction and travel
intentions toward Japan. Marketing quality comprises
elements such as digital engagement, which includes
social media advertising, enabling visually appealing
content and testimonials to foster positive attitudes
and subjective norms. Similarly, online travel blogs
and vlogs, falling under cultural and experiential
marketing, offer detailed travel recommendations,

enhancing tourists perceived behavioral control and

confidence in planning trips. In contrast, traditional
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channels like print media serve as supplementary tools
within the value-for-money context but have relatively
lower engagement due to their limited interactivity
compared to digital platforms. Service quality, on the
other hand, integrates essential aspects such as
accommodation and transportation standards, which
improve ease of travel and perceived convenience,
influencing travel intentions and satisfaction. Sub-
factors like customer service excellence—emphasizing
responsiveness and cleanliness—are critical for shaping
tourists’ loyalty by ensuring high levels of satisfaction.
Additionally, technology integration, including the
availability of travel assistance through apps or digital
tools, reduces uncertainty and enriches the overall
travel experience, especially for first-time visitors.
These interconnected sub-factors, as depicted in
Figure 1, collectively drive the outcome of enhanced
satisfaction and increased travel intentions, emphasizing
the importance of an integrated approach in tourism
strategies.

The study adopted purposive sampling to target Thai
tourists who had either visited Japan or expressed an
intention to visit. Respondents were recruited through
social media platforms and travel forums, yielding a
total of 400 valid responses. While non-probability
sampling limits generalizability, efforts were made to
minimize sampling bias by targeting participants across
diverse demographic and socioeconomic backgrounds.
The robust sample size met the requirements for
regression analysis and hypothesis testing. Data analysis
followed a systematic approach. Exploratory Data
Analysis (EDA) was performed using Python to clean
and visualize the data, identify missing values, and
detect outliers. Statistical techniques, including correlation
and multiple regression analyses, were employed
to examine the relationships between independent
variables (e.g., digital engagement, service quality

dimensions) and dependent variables (travel intention
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and satisfaction). Robustness checks were performed
to validate the reliability of the regression results.
Variance Inflation Factor (VIF) analysis was used to
confirm the absence of multicollinearity issues, with
all VIF values falling below the acceptable threshold
of 2, indicating that the independent variables were not
excessively correlated (Hair, Black, Babin, & Anderson,
2010). Additionally, the Breusch-Pagan test was conducted
to verify homoscedasticity, ensuring that the residuals
of the regression models were evenly distributed,
which enhances the reliability of the findings (Breusch
& Pagan, 1979). These tests support the robustness of
the models, ensuring that the results accurately reflect
the relationships between the variables analyzed.

This methodological approach ensures a rigorous and
comprehensive understanding of the factors influencing
Thai tourists’ travel decisions. The findings are expected
to provide actionable insights for refining digital marketing
strategies, enhancing service quality standards, and
implementing effective post-visit engagement programs
to attract and retain Thai tourists in Japan. By aligning
the analysis with the research framework, the study
contributes to advancing both theoretical understanding
and practical applications in the field of tourism

management.

IV. RESULTS AND DISCUSSION

This section presents the analysis results, followed
by a discussion on how these findings relate to
established theories and their impact on marketing
strategies and service quality in tourism. The survey
responses from Thai tourists visiting Japan reveal
important demographic trends and the effects of
marketing and service quality on travel choices. These
insights are valuable for tourism stakeholders in Japan

who aim to attract and retain Thai visitors.
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A. Demographic Profile and Travel Behaviors

Table 1 : Demographic characteristics of respondents

Demographic Category Frequency | Percentage
Variable (%)
Male 220 55.0
Gender
Female 180 45.0
18-25 years 80 20.0
26-35 years 140 35.0
36-45 years 110 27.5
Age Group
46-55 years 50 125
56 years and
20 5.0
above
Below 30,000 90 225
Income Level 30,001-50,000 160 40.0
(THB) 50,001-70,000 100 25.0
Above 70,000 50 125
High School or
60 15.0
below
Bachelor’s
220 55.0
Degree
Education Level
Master’s
100 25.0
Degree
Doctorate or
20 5.0
above

A comprehensive understanding of the demographic
characteristics of respondents is fundamental for
interpreting the travel behaviours of Thai tourists visiting
Japan. This section presents a detailed demographic
breakdown based on variables such as gender, age,
income, and education level, as summarized in Table 1.
These demographic attributes are pivotal for identifying
patterns and trends that can inform effective marketing
strategies and enhance service provision tailored to
the needs of specific tourist groups.

The analysis reveals that the majority of respondents
are young, middle-income, and possess higher education
qualifications. Specifically, 55% of respondents are
male, and the most represented age group is between

26-35 years (35%). Additionally, 55% of respondents




hold a Bachelor’s degree, while 40% report monthly
incomes ranging between 30,001-50,000 THB. These
data indicate that the typical Thai tourist visiting Japan
is likely a young professional with disposable income.
Such insights are critical for developing targeted
marketing campaigns that emphasize cultural and
experiential attractions tailored to this demographic
profile, as illustrated in Figure 2.

Figure 3 delves into the travel behaviours of Thai
tourists, providing critical insights into their preferences
and habits. The findings reveal that 60% are first-time
visitors, underscoring an opportunity for tourism authorities
and service providers to implement strategies aimed
at converting them into repeat tourists. Additionally,
50% of respondents prefer stays lasting 5-7 days,

indicating a preference for week-long vacations, while
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30% opt for longer stays of 8-10 days. When it comes
to travel companions, 45% of tourists travel with family
and 35% with friends, suggesting that group and family-
friendly travel packages would align well with these
preferences. As for accommodation preferences, 70%
of respondents favour hotels, followed by guesthouses
(209%) and homestays (10%). This suggests that enhancing
the quality and diversity of accommodation options
could increase satisfaction levels and encourage repeat
visits to Japan.

The demographic and travel behavior analysis provide
valuable insights into the preferences and tendencies
of Thai tourists. These findings are essential for tourism
marketing professionals and service providers looking
to craft tailored strategies that align with the characteristics

and behaviors of this demographic group.
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Figure 2: Demographic profile of respondents
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Figure 3: Travel behaviors of Thai’s tourists to Japan

B. Impact of Marketing Strategies on Travel Intentions (H1)

Understanding the influence of marketing strategies
on travel intentions is crucial for tourism stakeholders.
Effective marketing campaigns can significantly shape
tourists’ decisions, especially when they align with the
cultural values and travel expectations of the target
audience. For Thai tourists considering Japan as a

travel destination, strategies that resonate with their

preferences are likely to enhance their travel intentions.

Table 2 summarizes Thai tourists’ exposure to various
marketing channels, highlishting the most effective
means of reaching this audience.

The highest exposure rates were found for social
media advertising and online travel blogs/vlogs,
underlining the growing importance of digital marketing
channels in shaping travel intentions. Table 3 shows
the correlation analysis results, revealing the relationship
between exposure to these marketing channels and
Thai tourists’ intentions to visit Japan. The correlation
coefficients and p-values demonstrate the strength and

significance of each marketing channel in influencing

travel decisions.
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Table 2: Exposure to marketing channels

Homestays

High Low
Marketing Moderate
Exposure Exposure
Channel Exposure (%)

(%) (%)
Social Media

65.0 25.0 10.0
Advertising
Television

40.0 35.0 25.0
Commercials
Travel Fairs and

30.0 40.0 30.0
Exhibitions
Online Travel

55.0 30.0 15.0
Blogs/Vlogs
Print Media

20.0 30.0 50.0
(Magazines, etc.)

Table 3: Correlation between marketing exposure and

travel intentions

Correlation
Marketing Channel p-value
Coefficient (r)
Social Media Advertising 0.65 < 0.001
Television Commercials 0.45 < 0.001
Travel Fairs and Exhibitions 0.38 < 0.001
Online Travel Blogs/Vlogs 0.58 < 0.001
Print Media (Magazines, etc.) 0.20 < 0.001




A significant positive correlation was observed
between exposure to marketing channels and travel
intentions. Social media advertising had the strongest
correlation (r = 0.65, p < 0.001), followed by online
travel blogs/vlogs (r = 0.58, p < 0.001). These findings
emphasize the effectiveness of digital marketing in
influencing Thai tourists” decisions to visit Japan. Table
4 outlines the results of the multiple regression analysis,
assessing the impact of these marketing channels on
travel intentions.

The findings of this study extend beyond statistical
significance to provide practical insights into how specific
marketing and service quality factors shape Thai tourists’
decisions to visit Japan. Digital engagement, with a
significant impact on travel intention (B = 0.42), plays
a critical role in shaping tourist behaviour, while cultural
campaigns further enhance the perceived appeal of
the destination. Social media campaigns that emphasize
Japan’s unique cultural experiences, such as traditional
festivals or cherry blossom season, can significantly
enhance destination appeal. Similarly, the strong impact
of service quality dimensions, such as responsiveness
(B = 0.48, p < 0.001), highlights the importance of staff
training and maintaining hygiene standards to create a
satisfying travel experience. Figure 4 graphically presents
the standardized coefficients, illustrating the relative

influence of each marketing channel.
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Table 4: Multiple regression analysis of marketing channels on

travel intentions

Predictor Standardized |Standard| t-
p-value
Variable Coefficient(B) Error |value

Social Media

0.42 0.05 8.40 | < 0.001
Advertising
Online Travel

0.30 0.04 7.50 | <0.001
Blogs/Vlogs
Television

0.18 0.05 3.60 | <0.001
Commercials
Travel Fairs and

0.15 0.04 3.75 < 0.001
Exhibitions
Print Media 0.05 0.03 1.67 0.096
R-squared 0.56 - - -
Adjusted R-

0.55 - - -
squared

Print Media

Travel Fairs and Exhibitions

Television Commercials

Online Travel Blogs/Vlogs

Social Media Advertising

0.00

0.05 0.10 0.15

0.20
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0.40

Figure 4: Standardized coefficients of marketing channels

impacting travel intentions
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Figure 5: Factor analysis results for service quality and unique attractions
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Table 5: Factor analysis results for service quality and attractions

Factor 1: Factor 2:
Iltems Service Unique Communalities
Quality | Attractions

Responsiveness of

0.82 0.10 0.68
Service Staff
Cleanliness and

0.78 0.12 0.62
Hygiene Standards
Ease of
Transportation 0.75 0.15 0.59
within Japan
Availability of
Information and 0.80 0.11 0.66
Assistance
Cultural Heritage

0.12 0.85 0.74
Sites
Natural Sceneries

0.10 0.82 0.69
(e.g., Mount Fuji)
Modern
Technological 0.15 0.78 0.63
Attractions
Traditional
Festivals and 0.13 0.80 0.66
Events

C. Influence of Service Quality and Unique Attractions (H2)

This section assesses the influence of service quality
and distinctive attractions on the travel decisions of
Thai tourists visiting Japan. Factor analysis and
regression analysis were employed to examine how
these dimensions affect destination choice, providing
insights for the development of targeted marketing
strategies. The results of the factor analysis, presented
in Table 5, highlight the key components of service
quality and unique attractions that significantly shape
the experiences of Thai tourists in Japan.

For Thai tourists, marketing and service quality factors
are not isolated influences but work synergistically to
affect travel behavior. Digital marketing strategies create
awareness and interest, while service quality dimensions

ensure satisfaction, loyalty, and repeat visitation. For
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example, effective digital engagement can attract first-
time visitors, while superior service experiences encourage
them to return and recommend Japan to others.
Figsure 5 illustrates the factor loadings, emphasizing
the items most strongly associated with each factor.
This visualization offers valuable insights into the
components that contribute to service quality and
unique attractions, aiding in the optimization of travel
experiences for Thai tourists. Such information is
essential for tailoring strategies that enhance satisfaction
and engagement.

Table 6 present the outcomes of the regression
analysis, evaluating the impact of service quality and
unique attractions on the destination choices of Thai
tourists. These findings provide a comprehensive
assessment of the factors influencing travel decisions,

offering insights for refining tourism strategies.

Table 6: Regression analysis of service quality and unique

attractions on destination choice

Predictor | Standardized | Standard p-
t-value

Variable | Coefficient (B) Error value
Service

0.48 0.04 12.00 | < 0.001
Quality
Unique

0.42 0.05 8.40 < 0.001
Attractions
R-squared 0.62
Adjusted

0.61
R-squared
F-statistic 320.50 < 0.001

The results of the regression model indicate that
both service quality and unique attractions have a
significant impact on destination choice. These findings
underscore the importance of these factors in shaping
Thai tourists’ travel preferences and decision-making
processes. Service quality has a standardized coefficient
of B = 0.48 (p < 0.001), while unique attractions exhibit
a coefficient of B = 0.42 (p < 0.001). Together, these

factors explain 61% of the variance in destination



choice (Adjusted R-squared = 0.61), with an F-statistic
of 320.50 (p < 0.001). These results confirm that high-
quality services and distinct attractions positively
motivate Thai tourists to choose Japan as their travel
destination. This finding supports Hypothesis 2,
emphasizing the importance of improving service
standards and promoting Japan’s unique cultural and
natural attractions. Enhancements in service quality,
such as maintaining responsiveness and cleanliness,
combined with marketing efforts showcasing Japan’s
rich heritage and scenic beauty, are likely to enhance
tourist satisfaction and foster repeat visits. To ensure
the validity and reliability of the regression results, a
series of robustness checks were conducted. First,
multicollinearity was assessed using the Variance
Inflation Factor (VIF), with all predictor variables (e.g.,
social media advertising, responsiveness) showing VIF
values below 2, confirming that the independent
variables were not excessively correlated. Second,
heteroscedasticity was evaluated using the Breusch-
Pagan test, which validated homoscedasticity, ensuring
that the residuals of the regression model were
evenly distributed and reliable. Lastly, the regression
model demonstrated strong explanatory power, with
marketing quality accounting for 55% of the variance
in travel intentions (Adjusted R? = 0.55) and service
quality, along with unique attractions, explaining 61%
of the variance in destination choice (Adjusted R? =
0.61). Cultural and natural attractions show a strong
correlation with travel intention (B = 0.42), and
integrating these constructs accounts for 61% of the
variance in satisfaction and travel intention (R2 = 0.61),
highlighting the robustness of the refined framework.
The findings have significant implications for the
Japanese tourism sector, particularly in leveraging
digital marketing strategies to attract Thai tourists.
Figure 6 highlights the role of social media advertising
as the of travel

strongest  predictor intentions,
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emphasizing the importance of utilizing platforms such
as Instagram, Facebook, and YouTube to showcase
Japan’s unique cultural and technological attractions.
Japanese tourism authorities can collaborate with Thai
influencers to promote iconic destinations, including
cherry blossoms, traditional festivals, and advanced
transportation systems, aligning with Thai travelers’

preferences.
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Figure 6: Impact of service quality and unique attractions on

decision to visit Japan

Similarly, online travel blogs and vlogs provide an
opportunity to deliver authentic and personalized
content, fostering perceived behavioral control by
guiding tourists through detailed travel planning.
Service quality, as depicted in Figure 6, underscores
the importance of responsiveness and cleanliness,
necessitating high standards in accommodation, public
spaces, and transportation. Ensuring access to reliable
information and assistance, particularly for first-time
visitors, enhances overall satisfaction and encourages
repeat visitation.

Additionally, the integration of technology-driven
solutions—such as mobile apps for real-time assistance
and seamless booking systems—meets the growing
demand for convenience among Thai tourists. These
findings reinforce existing literature on marketing and

service quality in tourism. The emphasis on service
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quality aligns with research on the SERVQUAL model,
which links responsiveness and reliability to tourist
satisfaction. This study contributes valuable insights by
contextualizing these findings within the Thai-Japan
tourism framework, offering specific and actionable
recommendations for improving Japan’s tourism appeal

to Thai travelers.

V. CONCLUSION

This study has provided a detailed analysis of the
factors influencing Thai tourists’ decisions to visit Japan,
with a specific focus on marketing strategies and service
quality. The findings reveal that social media advertising
and online travel blogs/vlogs are the most impactful
marketing channels, while responsiveness, cleanliness,
and ease of transportation are critical dimensions of
service quality that shape tourists’ satisfaction and
travel intentions. Distinctive cultural experiences and
high service standards further contribute to positive
perceptions of Japan as a travel destination, confirming
the importance of these elements in influencing travel
decisions. From a theoretical perspective, the results
support the Theory of Planned Behavior (TPB) by
demonstrating how marketing strategies enhance
attitudes, subjective norms, and perceived behavioral
control, which together shape travel intentions. The
findings also align with the Push-Pull Theory, highlighting
how internal motivations (push factors, such as the
desire for cultural exploration) and external attractions
(pull factors, such as Japan’s unique cultural heritage)
influence destination choice. This study bridges eaps
in the literature by applying these theories to the Thai-
Japan tourism context and extends their applicability to
a cross-cultural setting.

Based on the findings, the following practical
recommendations are proposed to guide Japanese
tourism stakeholders in attracting Thai tourists effectively.

Social media advertising should be intensified by
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utilizing platforms such as Instagram, Facebook, and
YouTube to highlight Japan’s unique cultural and
technological attractions. Campaigns should feature
visually rich content, including videos of cultural festivals,
natural landscapes, and modern innovations, while
collaborations with Thai influencers and travel bloggers
can further enhance reach and engagement. To
improve service quality, emphasis should be placed
on maintaining high standards of cleanliness and
responsiveness in accommodations and public spaces,
supported by staff training programs focused on
hospitality and cultural sensitivity to align with Thai
tourists’ expectations. Technology-driven solutions
such as mobile apps offering real-time assistance,
navigation tools, and seamless online booking systems
should be developed to enhance convenience,
particularly for first-time visitors. Additionally, customized
travel packages combining visits to heritage sites,
modern attractions, and family-friendly experiences
can cater to diverse preferences, while loyalty programs
and post-visit engagement through personalized
content and repeat-visit discounts can foster long-
term relationships. Lastly, incorporating sustainable
tourism practices, such as eco-friendly accommodations
and promoting off-season travel, can improve Japan’s
image as a responsible destination, resonating with
environmentally conscious travelers. These targeted
strategies, rooted in the study’s findings, provide
actionable insights for tourism managers and
policymakers to enhance marketing efforts, improve

service delivery, and sustain Japan’s competitiveness

in the global tourism market.
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Abstract

This study explores the impact of marketing strategies and value creation on consumer attitudes and purchasing
intentions toward halal food, with a specific focus on both Muslim and customers of other religions in Thailand
and to assess the invariance of the causal relationship model regarding the factors influencing marketing strategies
for competition in the Thai halal restaurant industry. In addition, this paper analyzes the influence of religious
affiliation on attitudes and intentions. By exploring the interplay of religion, marketing approaches, and perceived
value, the research provide actionable insights for halal restaurants to effectively broaden their market appeal and
enhance competitiveness within a diverse and dynamic food industry. The research utilizes a structured
questionnaire distributed to 400 halal food consumers in Thailand, with respondents from both Muslim and
customers of other religions. The findings reveal that while Muslims exhibit a more favorable attitude toward halal
food, the other religious backerounds also show positive attitudes, with only slight differences in their perceptions.
Furthermore, the results indicate that marketing strategies and value creation efforts, such as innovation and halal
food R&D, play a significant role in shaping consumer attitudes and purchasing intentions, regardless of religious
affiliation. This research demonstrates that halal restaurants can effectively attract customers of other religions by
employing targeted marketing stratesies, thus broadening their market reach. The study provides valuable insights
for halal food businesses aiming to diversify their consumer base and enhance their competitiveness in the global

food industry.

Keywords: Marketing strategies, Thai halal food, Thai halal restaurant
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. INTRODUCTION

Islam is the second-largest religion in Thailand, with
Muslims constituting approximately 5.4% of the total
population. As of 2018, Thailand’s population was 69.43
million, including approximately 3.7 million Muslims
(National Statistical Office, 2023). This significant demo-
graphic underscores the growing importance of halal
food to the national economy. Moreover, the evolving
dietary habits of the Muslim population have further
accentuated this trend. Traditionally, Muslim families
prepared meals at home, ensuring quality control and
adherence to Islamic dietary laws. However, contemporary
shifts reveal a growing preference for ready-to-eat meals,

pre-prepared food, and dining at restaurants, which

creates new opportunities for the halal restaurant industry.

Halal food has attracted considerable attention due
to its expanding market share, driven by the increasing
global Muslim population. Projections suggest that by
2030, the global Muslim population will reach 2.2
billion, accounting for 26.4% of the world’s population
(Consultancy.asia, 2023). This rapid growth presents
significant opportunities and challenges for businesses
targeting Muslim consumers, particularly within the
restaurant sector. However, focusing solely on Muslim
customers is no longer a sustainable strategy in an
increasingly competitive and interconnected global
market.

The exclusive targeting of Muslim customers limits
the growth potential of halal restaurants and exposes
them to market risks, including economic downturns,
demographic shifts, and intensified competition. To
remain viable and achieve sustainable growth, halal

restaurants must expand their customer base to include

individuals from diverse religious and cultural backgrounds.

Customers of other religions represent a significant
untapped market with considerable purchasing power.
Failure to address this segment could result in stagnation

or even decline, particularly as consumer preferences
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evolve toward inclusivity, health consciousness, and
ethical dining practices.

Halal food is uniquely positioned to attract customers
of other religions due to its emphasis on hygiene,
quality, and ethical sourcing. These attributes align with
the growing demand for food that meets high safety
standards and supports sustainable practices. Moreover,
halal certification can serve as a trusted indicator of
food integrity, appealing to health-conscious and
environmentally aware consumers. However, many
halal restaurants fail to communicate these benefits
effectively to consumers of other religions, thus missing
critical opportunities to broaden their appeal.

The urgency of expanding beyond a strictly Muslim
customer base is further underscored by the uncertainty
surrounding consumer motivations. While religious
adherence is a key driver for Muslim diners, consumers
of other religions may prioritize different factors such as
food quality, ethical sourcing, and dining experiences.
Without a clear understanding of these motivations,
halal restaurants risk alienating a potentially lucrative
market segment. Therefore, research into consumers'
perceptions and behaviors toward halal-certified
establishments, particularly those of other religious
backgrounds, is critical. Consequently, it is necessary to
investigate the degree to which religion impacts
attitudes and intentions to dine at halal restaurants, in

order to design effective marketing strategies that

attract consumers of other religions.

IIl. OBJECTIVE
1. To investigate the impact of marketing strategies
and value creation on attitudes toward halal food.
2. To investigate the impact of consumer attitudes
on purchase intention toward Thai halal food
3. To assess the invariance of the causal relationship
model regarding the factors influencing marketing strategies

for competition in the Thai halal restaurant industry.
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. HYPOTHESIS

H1: Marketing strategies significantly influence consumer
attitudes toward halal food.

H2: Value creation has a significant effect on consumer
attitudes toward halal food.

H3: Consumer attitudes have a significant effect on
purchase intention toward halal food.

Ha: Marketing strategies significantly influence consumer
attitudes toward halal food is the same in both Muslim

consumer and consumer of other religions.

IV. LITERATURE REVIEW

A. Religion as a Driver of Consumption Attitude and Intention

Religion plays a fundamental role in shaping individual
attitudes and behaviors, particularly in the context of
food consumption. The Theory of Reasoned Action
(TRA) (Ajzen & Fishbein, 1980) and its extended model,
the Theory of Planned Behavior (TPB) (Ajzen, 1991),
provide robust frameworks for understanding the
relationship between religion, attitudes, and intentions.
According to these theories, an individual’s behavior is
influenced by their attitude toward the behavior,
subjective norms, and perceived behavioral control.
In the context of halal food, religious beliefs can
significantly influence these factors, shaping both attitudes
toward halal food and the intention to consume it.

Religious commitment significantly influences attitudes
towards halal food. For Muslims, following Islamic
dietary laws, which mandate consuming halal-certified
food, is a religious duty. These laws emphasize hygiene,
ethics, and avoidance of harm, leading individuals with
strong religious beliefs having a positive attitude
towards halal food and having a higher intention to
consume it. (Hosseini, Mirzaei, & Iranmanesh, 2020).
Additionally, these laws promote practices beneficial to
both spiritual well-being and physical health, emphasizing
the importance of consuming halal food (Mohd Nawawi

et al,, 2020).
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Subjective norms also play a pivotal role in this
relationship. Religious communities often create social
expectations regarding dietary practices, reinforcing the
importance of consuming halal food. Studies have
shown that individuals who perceive greater social
pressure from their religious community are more likely
to conform to halal dietary requirements (Mukhtar &
Mohsin Butt, 2012). This social influence can amplify
the impact of religion on both attitudes and intentions.

Moreover, the concept of religious identity provides
additional insight into the connection between religion
and halal food consumption. Religious identity, defined
as the extent to which individuals perceive their religion
as a core aspect of their self-concept, has been shown
to influence food preferences and purchasing behaviors.
For individuals with a strong religious identity, consuming
halal food is not only a matter of compliance but also
a way of expressing and reinforcing their religious beliefs.

While religion is a key driver of attitudes and intentions
toward halal food, it is important to acknowledge that
the relationship is not consistent across all individuals.
Variations in religiosity, knowledge of halal principles,
and exposure to alternative dietary practices can
moderate this relationship. For instance, Muslims with
limited understanding of halal requirements may place
less emphasis on strict compliance, while consumers of
other religions may develop positive attitudes toward
halal food based on perceptions of quality, safety, and
ethical production rather than religious considerations
(Tieman, 2021).

The impact of religion on attitudes and intentions is
further supported by the concept of religious-centrism,
which posits that individuals are more likely to engage
in behaviors aligned with their religious teachings when
these behaviors are perceived as consistent with their
moral and ethical values (Essoo & Dibb, 2004). This
suggests that halal food businesses can leverage

religious values to strengthen consumer intentions, but



they must also consider broader, non-religious factors
to appeal to diverse customer segments.

In summary, the theoretical relationship between
religion and halal food consumption is multifaceted,
encompassing attitudes, subjective norms, and identity.
While religion significantly influences Muslim consumers,
there is growing evidence that non-religious factors,
such as perceptions of quality and ethics, are also
shaping attitudes toward halal food. This highlights the
need for further research to explore how halal food
businesses can balance religious authenticity with

universal appeal.

B. Opportunities for Halal Food among Consumers of
Other Religions

Research indicates that while halal food is designed
to meet the dietary requirements of Muslim consumers,
its appeal extends beyond this demographic. Consumers
of other religions often perceive halal food as
synonymous with high standards of cleanliness, ethical
production, and quality. For instance, studies show that
halal certification assures consumers of food safety and
ethical practices, such as animal welfare, which
resonate with broader consumer values across various
cultures and beliefs. This creates an opportunity for
halal restaurants to target consumers of other religions
by emphasizing these universal attributes (Lim, Lada,
Ullah, & Abdul Adis, 2022).

Moreover, consumers of other religions are increasingly
interested in trying halal-certified food due to social
and cultural interactions, as well as the rising visibility
of halal products in mainstream markets. These
consumers often associate halal certification with
premium quality and transparency, which builds trust
and enhances purchase intentions (Billah, Rahman, &
Hossain, 2020; Ramli, Abd Razak, & Jaafar, 2023). For
example, marketing campaigns that highlight the health

benefits and ethical production methods of halal
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products have successfully attracted consumers of
other religions (Mohd Nawawi et al., 2020).

Furthermore, the Theory of Planned Behavior has
been applied to study consumers' attitudes toward
halal food among individuals of other religions, showing
that social norms and attitudes, shaped by family and
peers, significantly influence their intention to consume
halal products. This demonstrates the importance of
strategic communication and inclusive branding to
expand the customer base of halal restaurants beyond
Muslim consumers.

By leveraging these insights, halal restaurants can
effectively diversify their customer base, transforming
their businesses into inclusive spaces that cater to a

global and multi-religious clientele.

C. The Relationship between Marketing Strategy, Value
Creation Strategy, and Consumer Attitude

The relationship between marketing strategy, value
creation strategy, and consumer attitudes toward
purchasing products is a well-explored topic in
marketing literature. This connection is grounded in
several theoretical frameworks and empirical studies
that demonstrate how effective strategies can positively
influence consumer behavior.

Marketing stratesies that focus on value creation
play a pivotal role in shaping customer attitudes. The
Cognitive-Affective-Conative (CAC) model explains how
marketing strategies influence consumer cognition,
which in turn shapes their attitudes and, ultimately,
their behavioral intentions. This model helps illustrate
how marketing efforts drive purchasing decisions. For
instance, the alisnment of product quality, pricing,
convenience, and promotional efforts with customer
needs (a shift from the traditional 4Ps to customer-
centric 4Cs) is shown to create stronger consumer
engagement and positive attitudes toward products

and brands (Yarimoglu & Gunay, 2020).
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Moreover, the integration of Value-based Adoption
Models (VAM) has shown that consumers’ perception
of value significantly impacts their purchasing decisions.
This model posits that when businesses effectively
communicate the value proposition of their offerings—
such as through green marketing or quality assurances—
they can enhance customer satisfaction and build trust,
leading to increased purchasing intentions (Kim & Chung,
2011).

From a strategic perspective, value co-creation,
where consumers are actively engaged in shaping the
product or service experience, has also proven critical.
For example, Jebarajakirthy, Saha, Goyal, & Mani (2021)
highligshted that the interaction between companies
and customers through shared experiences or feedback

mechanisms builds stronger emotional connections,

leading to favorable attitudes and higher purchase rates.

In conclusion, understanding the theoretical under-
pinnings of marketing strategy and value creation’s
impact on consumer attitudes is essential for businesses
aiming to enhance customer relationships and drive
sales. This interplay is not only central to traditional
marketing frameworks but also pivotal in adapting to

modern, customer-centric approaches.

Religion

Muslim, Consumer of Other Religions

7N
N
e Purchase
— Intention

Value Creation

Figure 1: Research framework

In accordance with the previously stated explanation,
we put forth a research framework aimed at examining
the relationship between marketing strategy, value
creation strategy, purchasing attitude, and purchasing

intention and It also endeavors to assess the comparative
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differences in these relationships between Muslim
consumers and consumers of other religions, as illustrated

in Figure 1.

V. RESEARCH METHODOLOGY

The data utilized in this study were collected
through a structured questionnaire, with a total of 400
responses obtained from consumers of halal food in
Thailand, in line with the sample size recommendations
outlined by Hair, Black, Babin, and Anderson (2019). The
participants were selected using a purposive sampling
technique, targeting individuals who had experience
consuming halal food in Thailand. The survey was
designed to capture multiple dimensions related to
service marketing strategy, value creation, consumer
attitude, and purchasing intentions, with questions
formulated to reflect each specific construct.

The questions addressing service marketing strategy
were based on the 7P framework, which encompasses
product, price, place, promotion, people, process, and
physical evidence. In terms of value creation strategy,
the questionnaire included inquiries into value creation
for the restaurant, innovation in food design, creativity,
and halal food research and development (R&D). To
measure consumer attitude, the survey focused on two
key dimensions: perception and feeling, while questions
on intention targeted both purchase intent and the
likelihood of recommending halal food to others.

This study shows that religious beliefs, trust in halal
certification, and perceived quality strongly influence
consumers’ intentions to buy halal-certified foods.
Consumers with strong religious values and confidence
in certification are more likely to prefer and repurchase
halal products (Jannat & Islam, 2019), which evaluates
both internal dimensions (personal commitment) and
external dimensions (social and cultural influences).
This approach is suitable for analyzing consumer behavior

across different religious backgrounds in the context of



halal food. For Muslims, the measurement focuses on
adherence to Islamic halal food principles, whereas for
consumers of other religions, it assesses perceptions of
ethical values, health benefits, and the quality of halal
food."

The content validity of the questionnaire was
assessed using the Index of ltem-Objective Congruence
(I0C) method, as recommended by Lawshe (1975).
Three subject matter experts reviewed the questionnaire,
evaluating the relevance of each item to the research
objectives. Items were rated as related, unsure, or
unrelated, using scores of 1, 0, and -1, respectively.
ltems that received an average score below 0.5 were
reviewed and revised to ensure alignment with the
study’s objectives. This approach is consistent with
best practices in scale development (Lynn, 1986).

After content validation, the reliability of the
questionnaire was assessed by conducting a pilot test
with 30 respondents. The internal consistency of the
instrument was evaluated using Cronbach’s Alpha, with
a threshold of 0.7 established to ensure reliability, as
suggested by Nunnally and Bernstein (1994). The results
are shown in Table 1. Following confirmation of content
validity and reliability, the final version of the questionnaire

was distributed to 400 halal food consumers in Thailand.

Table 1: Questionnaire reliability result

Section Cronbach's alpha
Marketing strategy 0.945
Value creation 0.967
Attitude 0.771
Intention 0.865

The collected data were then analyzed using
Structural Equation Modeling (SEM), a robust statistical
technique that allows for the examination of both
direct and indirect relationships among variables, as
well as the total impact of one variable on another.

SEM was chosen for its ability to assess complex
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interrelationships between the study’s constructs and
to provide insights into the direct and mediated effects
of service marketing strategy and value creation on
consumer attitudes and intentions (Hair et al., 2019).
These methodological approaches align with established
standards in marketing research and are designed to

ensure the robustness and validity of the findings.

VI. RESULTS AND DISCUSSION

A total of 400 valid questionnaires were collected
from halal food consumers, with 62.25% (229 respondents)
identifying as Muslims and 37.75% (151 respondents)
identifying as individuals from other religious backgrounds.
backerounds. Notably, 88.8% of respondents were aware
that certain Thai foods can be classified as halal, while
the remainder held the perception that Thai food and
halal food are incompatible.

The data were analyzed using Structural Equation
Modeling (SEM) in the AMOS software program. The
proposed model, depicted in Figure 2, was assessed for
model fit using multiple criteria: Chi-square per degree
of freedom, Goodness of Fit Index (GFI), Adjusted
Goodness of Fit Index (AGFI), Comparative Fit Index (CFI),
Tucker-Lewis Index (TLI), Root Mean Square Error of
Approximation (RMSEA), and Root Mean Square Residual
(RMR). The model met all these fit criteria, demonstrating
that it adequately represents the empirical data and is
suitable for examining the relationships between the
various factors under study, (as shown in the figure 2)
The results of the model comparison analysis to study
the influence between Muslim consumers and consumers
of other religions

The researcher compared the differences between
Muslim consumers and consumers of other religions
with the following steps:

A. Analysis of Model Fit with Empirical Data
The researcher analyzed the basic model without

constraining any relationships between variables and
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found that the model fit well with the empirical data.
The results showed a p-value of 0.061, Chi-square/df =
2.805, GFI = 0.993, AGFI = 0.965, and RMSEA = 0.067. It
is noted that the RMSEA value is slightly higher than
0.05, which is due to the data comprising samples from

different religious groups (as shown in the figure 2)

26

52
'———i Purchaselntention |

Attitude

Chi-square=5.610 ; df=2 ; P=.061 ;Chi-square/df=2.805 ;
GFI=.993 ; AGFI=.965 ; RMSEA=.067

Figure 2: Structural Equation Model

The fit indices of the model were evaluated using
several key statistical criteria, which are essential for
determining the adequacy of the model. The y’/df
ratio, which should be less than 3, was found to be
2.805, aligning with the benchmark set by Bollen (1989).
This indicates a satisfactory fit of the model to the data.
Furthermore, the Goodness of Fit Index (GFI), which
should exceed 0.90, yielded a value of the model to
the data. Furthermore, the Goodness of Fit Index (GFI),
which should exceed 0.90, yielded a value of 0.993,
as recommended by Browne and Cudeck (1992),
demonstrating a strong fit. Similarly, the Adjusted
Goodness of Fit Index (AGFI), with a threshold of 0.90,
was 0.965, meeting the criteria set by Baumegartner and
Homburg (1996). Lastly, the Root Mean Square Error
of Approximation (RMSEA), which should be less than
0.05, produced a value of 0.067, indicating a good
approximation of the model, as per Arbuckle (1995).
These results collectively confirm that the model fits
the data well and meets the established criteria for
model adequacy in statistical modeling (as shown in

the table 2).
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Table 2: Fit Index of the Model

Index Criteria | Result | Reference

xZ/df <3 2.805 | Bollen (1989)

GFI >0.90 0.993 Browne & Cudeck (1992)

AGFI >0.90 0.965 Baumsgartner and Homburg
(1996)

RMSEA <0.05 0.067 Arbuckle (1995)

The analysis results, presented in Table 3, revealed
several key findings. As hypothesized, religion exhibited
a significant relationship with all the variables in the
study. However, beyond the expected significance, a
noteworthy observation emerged: there appears to be
potential for halal restaurants to expand their customer

base beyond Muslim consumers.

Table 3: SEM analysis result

Dependent Independent variables
variable Effect R P \ A
P DE 0.235%
IE -
TE 0.235%
R? 0.055
\Y DE 0.330*
IE -
TE 0.330*
R? 0.109
A DE 0.369*  0.433*  0.102*
IE 0.135* - --
TE 0.504*  0.433*  0.102*
R? 0.441
DE 0.562*% - - 0.383*
IE 0.193*  0.166* 0.039* -
TE 0.755*  0.166* 0.039* 0.383*
R? 0.680

Note: P = Marketing strategy, V = Value creation strategy, A =
Attitude, | = Intention

The relationship between religion and attitude toward
halal food was found to have a total effect coefficient
of 0.504. This indicates that, while Muslim customers

tend to have a more positive attitude toward halal food,



consumers' attitudes toward halal food among individuals
of other religions are only 10% lower (0.504 out of a 5-
point scale). This relatively small gap in attitudes strongly
suggests that consumers of other religions also exhibit
favorable attitudes toward halal food, highlighting an
opportunity for halal restaurants to target this segment.

Further analysis of direct and indirect effects revealed
that the direct effect of religion on attitude was 0.369,
while the marketing strategy had a coefficient of 0.433
and value creation a coefficient of 0.102. This suggests
that a well-executed marketing strategy has a more
substantial impact on consumer attitudes than religious
affiliation alone. In fact, both marketing and value creation
strategies enable halal restaurants to attract consumers
of other religions, reinforcing the notion that these
strategies can effectively broaden their consumer base.

When considering the impact of religion on consumers’
intention to purchase halal food or recommend halal
restaurants, the total effect coefficient of religion was
0.755. However, the direct effect of religion on purchasing
intention was 0.562, while the effect of attitude on
intention was 0.383. This indicates that marketing and
value creation strategies can significantly influence
customer intentions to engage with halal food,
irrespective of whether they belong to the Muslim or
non-Muslim population. These findings validate the
premise that halal restaurants can indeed expand their
market to include consumers of other religions, with
tailored marketing and value strategies playing a central

role in shaping consumer intentions.

B. Testing the Differences between the Muslim Consumer
Model and Consumers of Other Religions

The researcher conducted an initial analysis comparing
the Muslim consumer model and consumers of other
religions. Upon examining the influence paths, it was
found that the influence paths in the Muslim consumer

model (upper figure) and the model for consumers of
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other religions (lower figure) were different. Both
models still showed good fit with the empirical data.
Additionally, the RMSEA value decreased to 0.027,
indicating that the data within each group is consistent
internally (as shown in the figure 3)

Based on the preliminary data indicating that the
influence paths between the Muslim consumer model
and the model for consumers of other religions differ,
the researcher tested whether these differences were
statistically significant. This was done by constraining
the influence paths in three different models: Model 1,
which constrained the structural weights; Model 2,
which constrained both the structural weights and
structural covariance’s; and Model 3, which constrained
the structural weights, structural covariance, and structural

residuals (as shown in the figure 4).

Muslim

64 28 2

i

51
)—D{ Purchaselntention |

Attitude

ValueCreation

Chi-square=9.519 ; df=6 , P=,146 ;Chi-square/df=1.587 ;
GFI=.994 ; AGFI=.971 ; RMSEA=.027

Consumers of other religions

Chi-square=9.519 ; df=6 ; P=.146 ;Chi-square/df=1.587 ;
GFI=.994 ; AGFI=.971 ; RMSEA=.027

Figure 3: Configural Invariance Model
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Figure 4: Structural Invariance Model

When comparing the model without constraints to
the models with constraints on the relationships in
three different forms, it was found that the models with
constrained structural weights (Model 1), structural
covariances (Model 2), and structural residuals (Model
3) had a p-value of < 0.05. This indicates that the data
from the constrained models significantly differ from the

model without constraints, as shown in the table at 4).

Table 4: Structural Invariance Results

Model NPAR | CMIN | DF P CMIN/DF
0: Unconstrained 16 3911 4 | .418 978

1: Structural 13 15878 | 7 | .026 2.268
weights

2: Structural 10 26.235 | 10 | .003 2623
covariances

3: Structural 8 29.807 | 12 | .003 2.484
residuals

The researcher conducted an analysis to compare
the differences in the influence paths between variables
in the Muslim consumer model and the model for
consumers of other religions. This was done by comparing
the model without constraints to the model with
constraints on the structural weights (b1 1 = bl 2,
b2 1 =b2 2,b3 1 =Db3 2), as these are the influence
values directly related to the studied variables. It was
found that the model showed a significant difference
with a p-value of 0.007. Therefore, it can be concluded

that the Muslim consumer model significantly differs
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from the model of consumers of other religions, as

shown in the table at 5).

Table 5: Multi-group SEM: Structural Weights Test

Model Comparison DF | CMIN P

11.967 | 0.007

Structural Weights Constrained Model | 3

C. Comparison of Influence Values in the Muslim Consumer
Model and Consumers of Other Religions

Based on the analysis of the differences between
the Muslim consumer model and the model for
consumers of other religions, which revealed significant
differences, the researcher then analyzed each model
separately. When analyzing the Muslim consumer
model (as shown in the figure 6), it was found that
attitude had a positive influence on the intention to
purchase halal food in restaurants. However, marketing
strategy and value creation had no influence on
attitude (as shown in the table 6).

This can be explained by the fact that the intention
to purchase halal food in restaurants stems from the
existing attitudes of Muslim consumers, which are rooted
in their religious beliefs, and not influenced by marketing
strategies or value creation. This indicates that Muslim
consumers' attitudes are shaped by their faith-based
principles rather than external marketing efforts or

value creation activities.
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Figure 5: Structural Weights Constrained Model

Table 6: Standardized Path Coefficients — Muslim

Standardized Regression Weights | Estimate P Label
Attitude <--- MktStrategy .003 973 | bl 1
Attitude <-- ValueCreation .042 346 | b2 1
Purchaselntention <-— Attitude .510 ol b3 1

From the analysis of the model for consumers of
other religions (as shown in the figure 7), it was found
that marketing strategy and value creation had a
positive influence on attitude, and attitude had a
positive influence on the intention to purchase halal

food in restaurants, as shown in the table 7

57 22 21

a7
H Purchaselntention l

Atiitude

ValueCreation

Figure 7: Unconstrained Model (Multi-group SEM)

Table 7: Standardized Path Coefficients — Other religions

Standardized Regression Weights | Estimate P Label
Attitude <--- MktStrategy 0.180 x|l bl 2
Attitude <-- ValueCreation 0.082 027 | b2 2
Purchaselntention <-- Attitude 0.374 o b3 2

Summary of the Comparison between Muslim
Consumers and Consumers of Other Religions. From
the results of the Multiple Group Analysis, it can be
concluded that marketing strategy and value creation
can create a positive attitude among consumers of
other religions, leading to the intention to purchase

halal food in restaurants. However, marketing strategy
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and value creation did not create a positive attitude
among Muslim consumers. This is because Muslim
consumers are already influenced by their adherence
to religious principles. Therefore, the intention to
purchase halal food in restaurants is not necessarily

influenced by marketing strategies or value creation.

VII. CONCLUSION

This study contributes to the expanding body of
research on the halal food market by exploring the
potential for halal restaurants to expand their customer
base beyond the Muslim community. While halal food
is traditionally associated with Muslim consumers, the
findings of this research suggest that there is a significant
opportunity for halal restaurants to attract consumers
of other religions as well. The finding shows that marketing
strategies and value creation have a significant impact
on customer attitudes and purchasing intentions. In
addition, the results demonstrate that although Muslims
exhibit a sligshtly stronger attitude toward halal food,
the gap is minimal, indicating that consumers of other
religions also have a favorable attitude toward halal
offerings. This presents a promising avenue for halal
restaurants to diversify their clientele and expand their
market reach.

Crucially, the findings underscore the importance of
a well-executed marketing strategy in realizing this
potential. The research reveals that marketing strategies
and value creation play a more substantial role in
shaping consumer attitudes than religious affiliation
alone. This suggests that halal restaurants can benefit
from developing comprehensive marketing strategies
that emphasize the value of halal food to a broader
audience, including consumers of other religions.

As the global halal food market continues to grow,
particularly with the expansion of the Muslim population
worldwide (Consultancy.asia, 2023), it becomes increasingly

important for halal restaurants to adapt to evolving
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consumer preferences. This study supports the notion
that with the right marketing approach, halal restaurants
can position themselves not only as providers of food

for Muslims but also as inclusive dining options for

individuals from diverse cultural and religious backgrounds.

In conclusion, the research emphasizes that halal
restaurants have significant room for growth beyond
their traditional market. By leveraging effective marketing
strategies and focusing on value creation, halal restaurants
can appeal to a wider customer base, thus enhancing
their business potential in an increasingly diverse
and competitive food industry. This is an essential
consideration for restaurant operators looking to expand

and thrive in the global marketplace.

VIIl. RESEARCH SUGGESTION

1. Exploring Generational Differences: Future research
could examine how different generations of Muslims
perceive and consume halal food, considering the
influence of modern technology, slobalization, and
changing social norms.

2. Impact of Convenience and Ready-to-Eat Halal
Foods: Investigating the growing demand for convenience
foods, particularly ready-to-eat halal meals, and
understanding how these shifts affect traditional food
preparation methods in Muslim communities.

3. Halal Food Marketing and Consumer Behavior:
Further studies could explore how halal food businesses
adapt their marketing strategies to appeal to younger,
tech-savvy Muslim consumers who prioritize convenience,

taste, and ethical considerations.
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Abstract

This research aims to analyze the goodness of fit of the measurement model's efficiency in the supply chain
of elderly care businesses, using empirical data. This research is quantitative. The sample group used in the study
was 400 elderly care business entrepreneurs selected by stratified random sampling. The research instrument was
a questionnaire with a 5-point rating scale. The data were analyzed using second-order confirmatory factor analysis.
The research results found that the efficiency of the supply chain of elderly care businesses consisted of 4
components: supply linkage flexibility, logistics cost, product/service quality, and delivery time. The measurement
model was consistent with the empirical data: CMIN/df = 1.932, CFl = 0.983, GFI = 0.937, AGFI = 0.906, RMR =0.019,
and RMSEA = 0.048. The research results of the measurement model of the efficiency of the supply chain of the
elderly care business can use each factor to plan the organization's risk management to create resilience in
providing services to the staff on time to meet the needs of the elderly and manage costs for the procurement of

medicines and medical supplies sufficient for the elderly in both regular and unexpected events or crises.

Keywords: A Second-order confirmatory factor analysis, Elderly care businesses, Measuring supply chain efficiency
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AN 1209RUSENBULAL LU AALNSIASIAS19A5H

e

D.

NAUAIREN YA 20 WinvawlUsBsdanaluanuidetu o

%39 20:1 W1518wes (Apinya Ingard, 2022) ATIUAINITI-

v
a s

AMNABINITUTLUAUAITIUIUL 20 WI51TLMBS AatTuvUA

o 1

megeiivanyaninlsilognatey 400 Ay udlYISNdu

@ 1 =

Ae819uuuLUstunll (stratified random sampling) 80

ASINTe AIAIS199 1

M3197 1: InnufegveanuUEnaUNITINIguARgeyly

Uszinelne
A I/ | A29E19 NUBINA
aa
witle 92 40 ginaguargeenyly
nang 603 260 Usznalnedneony
pyiupendeanile | 75 32 7 3 uwvadu g
fyIuDan 74 32 Uszian
priuan a7 20 1) TURNAUYS
it 36 16 2) @UUIUIA
A 927 400 3) anuguATEY
nanslulsanenuna
4) anuguaITeY
galulsaneguna

msiesleaiugunmil
AudAngy
(FCFS)

suvpladafnd
(FCLG)

YszAvSamlsguniy
(SPCE)

qtumwﬁug‘tfu'im‘i
(FQGS)

seaenanlunsdwey
(FLTD)

JUN 1 : nseuuiAnlunan1sinussansanldgumuvesgsiaguariaieny
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FCLGL

FCLG2

FCLG3

FCLGA

FCLGS

FQGS51

FOGS2

FOGS3

FOGS4

FOGS5

FLTDL

FLTDZ

FLTD3

FLTD4

FLTDS




3.2.2) Mi9TIageuinseliodde lavimuLuuaauny
diedulumansinuszavsnmlgauniu 4 sufie dunis
Wweulgadugumuiianudangu audunuladafnd aiu

AMATNVRIAUATLATUINIT AIuszEzIaINISdweU 1Tu

-

11A51@7UUSTUAN FallFaLden 5 SEAU taglanuyuenis

ABUAILANINNgAIURIToETIEA UN15MTIVFRUAIULIES

q

nssveuilon Tnefidsmgdunsdanisladainduasriag
lggUnuuAzAIUNITIANITISAINUAREDE F1UU 5 v
dienTadeunuAseUAguYas eV karALgnFaTian
ANUADARGBITENINTRAA A UTRgUTEASA (Index of
ltem Objective Congruence: 10C) 5¥%#114 0.60-1.00 wag

nadauALiies Inswuudeuauluneasaiuiungy

v

HUSMSNIan vz AReAGInUNaNRI8E1e 91U 40 518

U

PINAIATITNANNIUT DT WU BUUABUDIUTNIRUALIAT

va o

NI98LAMIAIDIUINS

Y

audesiuiiy 0.969 wenainil
UUNTI898 WU TA1581I9 0.794-0.939 LAAII 18
Aaudnanineglunuad (Apinya Ingard, 2022)

93U555UM5I98 AT uNSRISANeY NSTUNS
Wosauluau uminendoriyy awiifuses COA. NO.
SPUIRB -2004-003

¥
v A

3.3.3) n53ATIzddeya M3deldunsifodalsunm
lnsnislduvvasuaulunisitudeyanazldnisiaszi
ssRUsznauddududuiuastum i eiteya lneivum

ANADANAADUAUNANNAUVDIDIAUTENBU AIANTIIN 2

A51991 2 : AdDANAREUANNANNGUTBAaNTT IR

(Apinya Ingard, 2022)

T .
Anana/ Al \neuing
andula

AadALa-aunas (%) p > 0.05

Fadile-aunsroasmaududass (x/df ) | < 3 veusuld

< 0.06 gaU5U
o

>0.90 gausula

71 Root Mean Square Error of Approximate

(RMSEA)

filinanuaenndeadeduysel
- A1 Goodness of Fit (GFI) 20.90 vauiulyl

- A1 Adjusted Goodness of Fit (AGFI)

o ~o Y o~ oy oo o« v v
AYUINANUADAAFDILVITUNUD >0.90 gausula

- A1 Normed Fit Index (NFI) >0.95 gausula

- A1 Comparative Fit Index (CFI)

a7
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lunsdiiluinanisialaifianuasandeaiudeyads
Uszand feafinsusundlumanisiadieliinisussuna
Arwsfiimestulag (Apinya Ingard, 2022) Tnenisieu
aanedonnaadodulidaurainndouvesodsynoud

fanuduiusiu aulumanisinniwsizilnlaanndananiu

v 6

Jouatdeusyany

Y

JayalagtiAduuseansntaannnisaiulauntelunng

Y

NUUTUUAANUNUIYNANITIATIEN
ssuveanuduiusiulunanisinuseansamldgumu

4) Nan15I9uaranUIeNa

4.1) HaMINATIZN SNYalFINYAAAYDINGUSTIDEN

Y a

wud usmsluaaruguadasengdulngiluindgs
379 Au (Souag 94.75)

= o

fo19A1n31 36 U 219 Aau (Sevay

q

a

54.71) AUANSANYITEAUUS YIRS 332 AU (Sp8ay 83.00)

(A7)

v o

Uszaunisallunmsiduduimsaniuuinisguadasengsi

11 59 155 Au (Foeaz 38.75) Wuduimslussdnsiivun
uig) 333 au (Sovay 83.25)

4.2) HAaNTIUATILINITNTIVFOUNITUINLIIUVUUNA
Julunudennasneuiilunaaeulumanisiniudeya
(-0.802) £is (-0.173) wall

WaUsedny Janudedesening

=

dilasafiusening (-0.768) fia (0.480) WiefiansauIAIAIY
WuagaAranulasegluinugiiseusulansiiliesainnuin
nndenuilAegsening -3 e +3 (Apinya Ingard, 2022)
= a ¢ v o v v & %
Faan153ATIzY nudn Muvsdunalayndwanuasdulds
Unf nudnAefuegdsening 3.910-4.139 drudeauy

UINIFIU 8gT8NIN 0.795-0.939

4.3) HaMsAATIwIAIUNAUNEYelAANITIneIE Usenay
WdudusunuaaIven Uy ansnImleeUn1uvedssng
QUaLFIaIY

Tnodl 4 eaduszneau Tdun 1. Funadeslosiugumu
fenudangu (FCFS) Tarana 5 e (FCFS1-FCFS5) 2. finu

o v

aunuladasingd (FCLG) Audad1aiu 5 U8 (FCLG1-FCLGS)
3. g MELAWAUIMT (FQGS) Teranu 5 98 (FQGS1-
FQGS5) wag 4. AusrazIaIn1sasey (FLTD) Uaminiu 5
%o (FLTD1-FLTD5) suivadu 20fauds wuinlumanisia

peAUsEnaUUIEANTA MlYgUNIuYeIgINInLaLgIeIe
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fmnunaunfuiudeyaideusednteglunmeid laglaan  CFl = 0.983 GFI = 0.937, AGFI = 0.906, RMR = 0.019,

o

ADAINANUNAUNAUVBILUAANITIA P9l CMIN/df = 1.932,  RMSEA = 0.048 Lﬁulﬂmmﬂmsﬁﬁﬁwumﬁqgﬂﬁ 2

Chi-square = 272.361, Chi-square/df = 1.932, of = 141, p = 000,
CFl = 583, GFl = 937, AGFI = 906, RMR = 019, RMSEA = 048

JUN 2 : mllngvanunauniuveslinanisinesiuszneuddududuivassussansnmlegunmuvesssiaguaraeny

M15°99 3 : HaNTIATIViRAUTENR UM uSusuAUaRdlumaN TInUsEAVE A Mldg Un1uvesgsiaguargeeny

dafau Fausd fauds Factor Loading S.E. CR. CR AVE
FCFS <--- ESCM 0.837*** 0.056 15.923
FCLG <--- ESCM 0.890*** 0.073 15.762
0.98 0.92
FQGS <--- ESCM 0.975%** 0.074 14.931
FLTD <--- ESCM 0.971%** 0.074 15.318
FCFS1 <--- FCFS 0.792%** 0.044 21.217
FCFS2 <--- FCFS 0.775%** 0.050 21.217
FCFS3 <--- FCFS 0.885%** 0.055 20.408 0.94 0.75
FCFS4 <--- FCFS 0.837*** 0.057 18.91
FCFS5 <--- FCFS 0.883*** 0.054 20.369
FCLG1 <--- FCLG 0.808*** 0.042 23.004
FCLG2 <--- FCLG 0.837*** 0.045 23.004
FCLG3 <--- FCLG 0.745%** 0.052 16.282 0.91 0.66
FCLG 4 <--- FCLG 0.758*** 0.062 16.563
FCLG5 <--- FCLG 0.769%** 0.055 16.978
FQGS1 <--- FQGS 0.807*** 0.047 19.459
FQGS2 <--- FQGS 0.826*** 0.056 19.459 0.95 0.79
FQGS3 <--- FQGS 0.868*** 0.051 20914
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M15199 3 : HaNITIATIEviRAUsENaUNBUSusuAVasdliaansIaUsE VA lgeUnuresgIiguarEey (se)

dafau Fausd fauds Factor Loading S.E. CR. CR AVE
FQGS4 < FQGS 0.875%** 0.051 21.096
0.95 0.79
FQGS5 < FQGS 0.838%** 0.060 17.689
FLTD1 <o FLTD 0.834%** 0.050 20.303
FLTD2 < FLTD 0.823%** 0.048 20.303
FLTD3 < FLTD 0.862%** 0.051 21.784 0.95 0.81
FLTD4 <o FLTD 0.901%#* 0.046 23.538
FLTD5 < FLTD 0.876*** 0.050 22.390
VIR wagdelluaymadaisyau 0.001 (p<0.001)
s d 3 wadildannnsisenisinszsiesrdseney paRUsENaURUSTETIAINISAeU (FLTD) dAwiin

LV VY]

Wegudududuass veslnanisinuszansanlgauniu
YDITINANUAREIRY N3 20 MuUsdunald wudr Ardmiin

aaAUsENoU flA1egening 0.837-0.975 uagAumiinues

o a1

adﬁ‘dizﬂaumaaﬁaLLﬂiﬁqmvaﬁv;ﬂmum Critical Ratio (CR)

v
Y °

> 1.96 agulahdudsdunalayndsiumidnesduseneuly
wiriugudegalitedAgynisadaisedu .05 (p-value <

o

0.05) wansdnusdunalamaitudusiiuindfyves
FUTWRS (Apinya Ingard, 2022)
WeRarsanaminesruseneu vesdariniunlein

wUsaanalansazii nuInesrUsenaununIsiaules

e

vgunudanudangu (FCFS) we 5 dauds dardimin

)

aAUsENoUBYsENINg 0.775-0.885 laesulsdunalaves

v
N o

ganafiduneulunmsuszaunuszninesinslisgiesnss
wagTusounanIsal (FCFS_3) famiminesdusznaugs
fiandlenagil 0.885

psfUsEnauduiuladaind (FCLG) via 5 fauus fid
%uﬁhaaﬁﬂwmauazjwwiw 0.745-0.837 lngdiulsves
29ANTHNTIAAUEUA ﬁy’nnﬁuﬁmﬁﬁuasqﬂmiﬁﬁhd 5 Tunns
THu3nsdgeorgedrafissmelaus (FCLG 2) fiadnin
osAUsEneUgTigatianegi 0.837

afUsnoUMuUAIIN LAz LIS (FQGS) T 5 dauls
fiAntminesdusznausening 0.807-0.875 Tasduls
Funalddmhityaainsanegluaaiuuszneunisiiaay
ansauazdaudlalunislifoyafeiuteasdluns
Wnsuusnis Taedegndes wiuduassansa (FQGS_4) &

AnhtinesAUsenaugnaniliegn 0.875
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29AUTENBU S21I9 0.823-0.901 tagsusdannlavues

Wanthalrusnslusdazau dauaiunsalunisquali

v v

AONLUINLEUTNTS (FLTD 4) AN

Y

foya Migndessinids
hminesdssnou geftgniienegd 0.901
dlofinnsanaraudertu (Composite Reliability: CR)
vaslunanisinuseansamldguniuvesgsiaguargeny
ogluszdugs fewindu 0.98 wasdidngeninnasivingy fo
0.70 (Apinya Ingard, 2022) wardimeunUsununieves
FauUsianalsseasdusznau (Average Variance Extracted:
AVE) ilusfiagioufisrnuulsunusuiivanvewiauls

v

Tlulunanisiauseansanldguniuvesgsiaguaadony
fAvfivu 0.92

aa

nadfildfuustadaududiwnuis
(Apinya Ingard, 2022) Foinunasiidemndusensiian 0.05
dlofinnsanfuseesdusznaunuiesdiusenevveduing
N151nUsEANSnlgaUNIUYeITINIUALEI0TY AUNTT
WBeulosrugunudianudangu (FCFS) dudunulaiafnd
(FCLG) AuAMAINLaZUIN1T (FQGS) AusseIaInIsas
1o (FLTD )iannanderiu fidnvindu 0.94, 0.91, 0.95 uaz
0.95 AU Tk Sliaunlsusauadsvesiaud s

anmlasmeainusenau 0.75, 0.66, 0.79 way 0.81 AUASU

5) @3Una
5.1) Ham AT IEiasAUsEna UL N ue e U URaUSEaNE AN

lguniugsnaguatigiery

LY

NUINLULAANNSINES 19T UL AN UADAAA BN UT DL ALTS

Y

v
[

Uszany wanandiwdsdunalamaridusiusdindfyves

<

AUl asrUszneuiasveaninsainyUssdvisnmlgauniu
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gsfaguageenelidnuI 4 adusznau fie nsiWenlusiu
gumMulienugaveu 1 5 Auds dunuladadind & 5 fuus

ANAINAUAILAZUSNTT 1 5 fauUs svesialunisdeu
1 5 fuUs 57u99EU 20 AuUs tneasrusenauLiasiwls
Aananaieumiinesduseneunnsg ey useiuuLdede

°o v aa

uazanusaesuelfegsliaugeglTEdAgnI9Ed
fisvsiu 0.001 donrdasiuNaNsANY Ve (Kottala & Herbert,
2020; Seo et al,, 2014) finuin UszAnsamldgumuie
A nsuimsaulunmsulaeiinsdenlesdeyanis
yhausafuisnely uaznieuonasdng Susumsuiuus
odsrelleaiieliaensufunsivasuulamesdaunndon
Tunane q ffnsiasuuvamainssuvosfuslnailaid
f??uzjﬂ nsidsuulasuesaniniasugiaveslaniitingin
s33uR wasAntuseifouyud nstumsesiulufifing
Wazuulassiueing 9w msuulsguuuumsyhales
ﬁLﬂ’mmﬂﬁmmiLﬁum’mﬁqw&ﬂﬁﬁ’uqﬂﬁ’] (Mohaghar

& Ghasemi, 2011) wazgdduladudaiieandunuimula

a a 3 a

Jafind dewsunmnindudiuasusnisiiuliidini

Trusnmsluuddumeauamsalunisgua lvdeyan

v

gneeazsInsmefulduinig

5.2) aa91nnsIvendenarsaeAalsenaunan

a v '

WU 09AUITENOUAMAINAUAMALN1TIIUTN 3R

d

UMTINeIRUTENOUNINTIIUEINER 0.975 LHasInmii

q

yaansngluaniulszneunsiauaiunsauagziiniig
winlalunsideyaeaiumsteasdelunisdisunisusns
fipgegnipuduguarsinss saunadming yrains

eluaniulszneunisinuiisesneafungseiteu

L)

Totarun1sliusnisdgeeny dnsussnieniteuiosazenn

1%

gunduwinlagningoulou aenndesiunanIsAnyes

e

(Burches & Burches, 2020; Duangnet Koomtong, Saiphin
Panthong, & Narupon Sengsuebphol, 2021; Palmer &

Torgerson, 1999) wui1 MsliuinsingIiunsguagum

< 1 o <

AstAUSN1sNTILST kg nastdulalunistiusaisiiedn

v
1 o

L“ﬁ‘u@\‘iﬁﬂ‘igﬂ@Uﬁﬁ’]ﬂZUTJJJ‘V]Jﬂ?iiﬁU%ﬂ’]'ﬁLLUUﬂiU’N‘\]i

o

1% a

\eanasUNIURULg gL YIA
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5.3) da9InnsIveilenarsanevalsenaunan

NUIBIAUTENDUTEELLIA L UNISAIU DU AN

v Ay v

99AUTENOUNINTZINAIMNEA 0.971 (o931 LTl

= o

Usnshuusiagimuiinnuanansalunsaua deyaiignaes
557 sediidunliuins nsdiiFammuuulieedn vl
Wvthidanliuimstemde Saainmgegnaiuyiie
AADALIAEDAARBINUNANITANB1VDY (Duangnet Koomtong
et al,, 2021; Palmer & Torgerson, 1999) ‘17'1"W‘U’J'1 N9
UftRnuAiuszansam fanuiseududeqailiivinig
sosdimnudulldnanldedisifian sanissodiuuins an
Funounisieuiilisnduoenly dliuinisdesaing

YausssuTIfuian USSR UULTALES 1909ANS

5.4) wa9Inm5IsedleonaIsanesrUssnaunan
wuhesuszneudunuladaindlidniutnesiusenon
1n5gILgeTign 0.890 tlesann asdnsiinisdaAudud
favfasiuazgunaaing q lunisliuinataeengegng
Wganelane wayesAnsliaudAyiun1sldineniunig
Uimsdanisaugsiadudududiu 9 aenadesiu (Kottala
& Herbert, 2020; Seo et al., 2014; Whitten, Green, & Zelbst,

2012) WU BIANTABILNIIAINUANALNTNINITUINIS

a a

5309 BuAuaINgUnaneees esdnsdeudiluaruaukay
Usranuauludnunisindedud (81 nvdun gunsalyie
Fin iedostiawndedld druauiidesnis) ulvaniudseney
mssgnseuquluaTosmsTaalags e Aanm
(quality) A3usanEalunsvuEs (delivery reliability) Auyu
AlIE (cost) WagNITABUANBIAIINABINITUBIGNAT

U

q

(responsible for customer requirement) A48 A%

(flexibility) MUsznaUAIY A0UUTENBUNST HEweny Uag

5.5) HavmmsIveidiofiansanessussnaunan
wuiesAusEneunsidoulesiugumuiinnudangus
ﬂ'wﬁwﬁﬂaqﬁﬂsmaummgmqaﬁqm 0.837 1flo991ng3A9
fidumeulumsuszauauidlusasszninsesdnsliedig
I SiusemanIsal mm?ly’qqiﬁﬁ]ﬁﬂmméaﬂéﬁqﬂuﬂﬁ
UMUK N1T1HUTNI580AARDIAU Seo et al. (2014)
ez Nichtima Rayakaew & Wanno Fongsuwan (2013) i

wud guds/gliusnsiidmuneaineadeiupenindun/



'
a =

UINSNAMAMNATILALTIUADANADINITVBIGNAT Waily

svvuladafndiaududeunstTnlainasilanusinis
Ll duilesaniinanstafouaziivaredunouiidun
Aeadaslunsuimaisldguniu nangesdnsimdnnis
Beulsafugumuiinnudaveuunuiuld lnoasounguly
Frunsdate sedunsnan madenlesunisvuds sedu
aufsnelasnunisiuinsuazdunuladaind el

29AnsyUlAeg9RaRIsILNNEITY

6) UDLAUBDLUY

6.1) datavenuzlunisiiuanisiveluly

P £%

PNNANIANEDIAUTZNDUNEAYTEN AD ATUAMINTIN

q q

LATATIAUSAT hAYTELIAN I UNNSASLDUTRINTIAUS NS

a ¢ =

aunuladaind waznisiveuledldguniudanudangu

q

MINAIAU JUTENBUTINIQUaNEIeIy @13nsdINansITY

CY L4

Lldlunsdnarduanudrdyneundsgnisimueide il

waziusiavesasdns Ineiduninlulusiudminngua

v

HE991Y FBINIUNITOUTUNENGNTYUARFIB1YIINNTENTH

Y

.

2

AnwiBn1s Wunsmeaeudsiven Tlasnusnadulalunis
Thuinauegned smtadmihilynaudesdanuiuas
anuilaludrunuiinuguansihanudeusiuduarsinsa
sutaaaulsznaunis desiiiaietnslunisguadgeeng
wu Tsamerualuguvu/dsmenuia A5uggeenganidule
FownlianfAn nsdfiaanudszneunmaiduiuy 1) husin
ALY 2) anUUTUIE LsaSeuilneusunangnIguarigieny
\ilodsgquadiruinasisnsgiuunly Jadeunsgiuves
anulszneumsilulumunast uazAgRndendnyie
gifdnlunsdndulalunisquanaznsliudnsuuunsy

2993 ieanansunIuiudgeetguazay i 1

6.2) Fowuouuzlumsiselunsadoly

6.2.1) masasavaeulyinnugniosveslunadn (Cross
Validation) Waeldlaaanindendu q Addndvinasle
vhnsiine Fafifugrumaguiuensnsluannguivie
wAnTgAdeRmuTUlnsm sl edtuUsEnInduAu

WU IEYINTHINGY
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6.2.2) Anwmguiiiietoaiugy Wiennuauysailu
Tuinatauszavsnmldgunnlunany « Sfuntu Fen
Fumusndsduunnensanlinatndisiruetul selundy
thu mshmsfnwuazhnimeaeulinataussansam
Togunuiludwdy o Afeglussdns ilefudunmiiomss
voslunaindisinuatuanmsfnymguiiiieatosd

6.2.3) pasAnwtladudy 9 FlevEwaruUszansnmly
guUnuAvgInaguaggietgntglaaniunisalnig 9
Aginganiegniduiiiisainazuniiietlusesdulu
winnnsaliilinadagnisliuinisiauysaiuuudeldly
ouan n3o JadeduufiRnisfidinadenaninnis

Tiusnslugsiaguargeeny

a a

ANANITUUIENFA

unmidpatuiidisagarlimedlssuanungaundiu
Joyaannisdunival totauswuzidueg1afain as.inuvy
Yeytioene, 3¢ AT.ANNTIN N3ANaYTY, 56 As.staya Yaels
sa. asiiowla auysalidad, sa. as.dasinl wunsedng,

HA. A3.35819A Foanu, Aunatndin Junea, undy Junsd

o

un.gsums duadlasel, as.an13seu 939unnIg, Wel. 5.9.9.

9

& @

N9 A5.L59ANT3AY 0UABY, UN.3TAU Sasnslnaide

FIN HUTMITV09ERUUITENOUNITTINIAUAR A8

4

wosaddlay, Auduadgereinlan tuesdalay, wsisud
wesaddlay, Wuinguadgiens, Audauadaergniyauys

mssniuesadalon, lsaneuiaaufanss S v mdns

A v

Wiokaeee, Isameruaudnged lsaneuaaiiiinuas

lua3e, lsanerurauiandaynsusinig, svdulesniues

agalay, AudnmsunnduaziugUedle (§aseny), lsmeua

Y
ATUNEVIFEY, HNHR gudquadasergilalenalide
U

a d

TodnduniwaivaslvanusdnigItuLAToelnnulae

TIAEUIMIVOIENUUINTYUALED1E 11U 400 A0u
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Usenauns auvnianulduasa
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Abstract

An abstract is widely on-going attention as a typical request from several publishers. Then, having a well-written
abstract would be advantageous in several ways, including saving the work of journal editors and researchers.
However, research that has investigated the lexical bindles in each move based on English research article (RA)
abstracts in different contexts, particularly providing the insight into the moves occurred in the Scopus-indexed
journals, is lacking. This study, therefore, investigated i) the frequency of move occurrence in English research
article abstracts and ii) the lexical bundles in each move. The corpus consisted of 48 RA abstracts in the Language
Learning Journal indexed by Scopus (Quartile 1) which were published online. The findings revealed that all the
five moves are conventional. Regarding the lexical bundles in each move, the same phrases which were used by
different abstracts were analyzed further. Then the data obtained was used as a source to contribute pedagogical

implications and enhance academic and career advancement.

Keywords: Move analysis, Research article abstracts, Scopus-indexed journals
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. INTRODUCTION

Nowadays, publications are essential to professional
lives. It appears to be a way of informing other scholars
about recently discovered information (Martin, 2003;
Yoon & Casal, 2020). It is acceptable that academics are
more competitive to publish their manuscripts in journals
with respectable indexes (Berkenkotter & Huckin, 2016;
El-Dakhs, 2018; Hyland & Jiang, 2019).

Furthermore, it has been found that one of the
most important parts of a research paper is the abstract,
which is a summary of the entire work (Branson, 2004,
Cargill & O’Connor, 2009; Derntl, 2014; Lores, 2004).
Publishers typically require the abstract to be written
at the start of the paper. The definitions of the abstract
section include, for example, “a brief, comprehensive
summary of the contents of the article; it allows readers
to survey the contents of an article quickly and, like a
title, it enables persons interested in the document to
retrieve it from abstracting and indexing databases”
(American Psychological Association, 2010). It has been
also defined as “an abbreviated, accurate representation
of the contents of a document, preferably prepared by
its author(s) for publication with it” (Bhatia, 1993).
Additionally, it is the readers’ first interaction with the
paper and frequently the moment at which they
choose to pay attention to the accompanying article or
disregard it (Hyland, 2002). Regarding the discourse
structure, different parts of the texts enact different
communicative functions, and word choices (Tanko,
2017). It seems clear that having a well-written abstract
would be advantageous in several ways, including time
savings for journal editors and researchers. Despite the
increased demand for research paper abstracts, it is still
reasonable for inexperienced authors to find it difficult
to compose a compelling one (Can, Karabacak, & Qin,
2016; Kaya & Yagiz, 2020; Laosrirattanachai & Laosrirat-
tanachai, 2023; Phuong, 2018; Saidi & Talebi, 2021).
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Based on the studies conducted in the past, it was
discovered that the common issues with writing abstracts
are concerned the word choice including the structure
and patterns (Amnuai, 2019; Kanafani, Kurniawan, & Lubis,
2022; Kaya & Yagiz, 2020; Phuong, 2018; Putra, 2023,
Sukhapabsuk, 2021). One of the studies conducted by
Kanafani et al. (2022), for example, aimed to examine
the rhetorical organization and linguistic features of RA
abstracts published in Scopus database within one
applied linguistics journal. The quantitative method was
used to conduct a statistical analysis on the occurrences
of the moves and steps, whereas the qualitative method
was utilized to identify and code the rhetorical moves
and linguistic manifestation of the abstracts. The results
showed a significant difference in the steps’ occurrence
and tense realization between the groups.

Although the results from those previous studies
presented the moves in their corpus, it is rare to see
the word choice occurring in each move. This paper,
therefore, aims to fill the gap, particularly regarding the
focus on lexical bundles in Quartile 1 journal abstracts
by focusing on i) the frequency of move occurrence in
English research article abstracts and ii) the lexical bundles
in each move. It is expected that the data obtained
from the study would be beneficial for the teachers in
terms of using it as the guideline to implementing the
teaching pattern in academic writing courses. Besides,
the researchers who would like to i) establish the
credibility of their work, ii) obtain the higher opportunity
for the career progression and research grants, and
iii) fulfill institutional goals, could make beneficial from
the data of the study and use it as a tool to enhance
them to publish their research articles in Scopus-indexed

journals successfully.



Il. LITERATURE REVIEW

A. Hyland’s Model

The Hyland’s model was proposed by Hyland (2000).
One of his most influential works is related to genre
analysis, where he identifies the key components of
different academic genres (e.g., research papers, thesis/
dissertations, etc.) and how writers position themselves
within these genres. Hyland’s model suggests that
academic writing is not just about presenting information
but also about constructing an argument, engaging with
the audience, and positioning oneself within the academic
community. One of key features of Hyland’s model
includes rhetorical moves (see Table 1), a set of ‘moves’,
which related to the stages that writers typically go

through in various academic genres. For example, in
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research articles, these moves might include establishing
a research gap, reviewing literature, presenting results,
and drawing conclusions. Each of these moves serves a

specific purpose in constructing the text’s argument.

B. Previous Studies

Several related studies have extended or adapted
Hyland’s model to different genres, languages, and
academic disciplines, offering a deeper understanding
of how academic writers strategically construct their
texts to engage with readers, position their research,
and contribute to scholarly conversations. A summary
of the studies related to the current study is presented

in chronological order (see Table 2).

Table 1: Hyland’s classification (2000) of rhetorical moves in article abstracts

Move

Function

Move 1: Introduction (M1)

Establishing the context of the paper and motives the research or discussion

Move 2: Purpose (M2)

Indicating purpose, thesis or hypothesis, outlines the intention behind the paper

Move 3: Method (M3)

Providing information on design, procedures, assumption, approach, data, etc.

Move 4: Product (M4)

Stating main findings or results, the argument, or what was accomplished

Move 5: Conclusion (M5)

applications or wider implications

Interpreting or extending results beyond the scope of the paper, draws inferences, points to

Table 2: Summary of previous studies

Citation Title

Results

Amnuai (2019) | Analyses of Rhetorical Moves and
Linguistic Realizations in Accounting
Research Article Abstracts Published in

International and Thai-Based Journals

- Both similarities and differences in terms of rhetorical move and
linguistic realizations were revealed.
- The use of tenses and voices was quite different not only between

the two corpora but also from the previous studies.

Kaya and Yagiz | Move Analysis of Research Article

- There are no statistically significant differences in terms of moves

with Hyland’s Moves

(2020) Abstracts in the Field of ELT: A between the two groups, Turkish scholars and non-Turkish scholars.
Comparative Study - Three moves (purpose, method, product) frequently occurred in
Turkish writers’” abstracts while foreign writers include four moves
(purpose, method, product, conclusion) more commonly in their

abstracts.
Sukhapabsuk A Genre Analysis of Linguistics Research - Three moves (Purpose, Methodology, Result) were frequently used
(2021) Article Abstracts: A Comparative Study which are different from the model that proposed five moves

(Introduction, Purpose, Method, Product, and Conclusion).
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Table 2: Summary of previous studies (Cont.)

Citation Title

Results

Kanafani et al. | A Move Analysis of Abstracts in a Scopus-

(2022) indexed Applied Linguistics Journal from

Different Quartiles

- There is a significant difference in the steps’ occurrence and tense

realization between the groups.

Putra (2023) Analysis of Moves and Tenses on

Abstract Article Published at Journals

- Among 10 abstract articles, 7 abstract articles that applied the
introduction, 9 abstract articles that applied purpose, 9 articles that
applied method, and 10 abstract articles that applied product move
then there are 4 abstract articles applied conclusion move.

- In applying tense, the most used is simple present tense.

According to the literature review, move analysis has
been employed to study abstracts in various settings.
The results mostly focus on the movement patterns
across different contexts. However, the use of alternative
approaches for improving the writing of English research

articles is rarely observed.

IIl. RESEARCH METHODOLOGY

A. Corpus

The data source of this study consisted of 48 English
research article abstracts published by Language Learning
Journal which was published on behalf of the Association
for Language Learning and was indexed by Scopus
(Quartile 1). This particular journal was chosen due to
its clear prominence as the only Language Learning
journal in Thailand which was indexed by Scopus.

Since the current study would like to examine the
latest moves, it covered all abstracts which were available
online and published in 2024. Previous studies studying
abstract writing (e.g., Amnuai, 2019; Kanafani et al., 2022,
Kaya & Yagiz, 2020; Phuong, 2018; Putra, 2023; Sukhapabsuk,
2021) commonly concerned the structure and patterns,
so the selected abstracts were deemed for addressing
the research questions. Although the small size and the
focus on a single journal seems the limitation of the
study, the data revealed might be beneficial either for
the novice researchers to develop their abstract writing

to be published in Scopus-indexed journals or the

teachers to use the data as the starting point to motivate

their students in the academic writing courses.

B. Research Instrument

This study aimed to examine 1) the frequency of
move occurrence and steps in English research article
abstracts and 2) the lexical bundles in each move. A
coding scheme, adapted from Hyland’s (2000) model,
was developed for data analysis. Hyland’s model was
chosen because it has been widely used to study the
abstract in the field of language learming (Amnuai, 2019;
Can et al,, 2016; Kanafani et al., 2022; Kaya & Yagiz, 2020;
Putra, 2023; Sukhapabsuk, 2021).

Table 3: Code for move organization in this study (adapted from

Hyland (2000) model)

Coding Function

M1 Introduction: To establish the context of the paper
and motives for the research.

M2 Purpose: To indicate purpose, thesis or hypothesis,
outlines the intention behind the paper.

M3 Method: To provide information on design, procedures,
approach, data analysis, etc.

M4 Product: To state results and the argument.

M5 Conclusion: To interpret or extend results beyond
the scope of the paper, draw inferences, point to
applications or wider implications.

Table 3 outlines the coding scheme for move

organization used in this research. An open approach



was applied in the coding process. Since the length of
the abstracts was limited, the study examined the
move pattern excluding step which is one of the three
concepts (e.g., move, step and genre analysis) in move

analysis.

C. Data Collection and Data Analysis

All 48 English research article abstracts were coded
using the developed scheme for identifying moves.
Moves can vary in length and may be identified at the
sentence, phrase, or clause level (Bhatia, 1993, 2002,
Henry & Roseberry, 2001; Swales, 1990). After coding all
the moves, the occurrences and patterns of the moves
were analyzed and presented in terms of frequencies
and percentages. The lexical bundles in each move
were also identified.

To assess inter-coder reliability, 14 English research
article abstracts (30% of the source texts) were randomly
selected and coded by two coders. The first coder was
the author of the study, while the second coder was a
Thai university teacher with a doctoral degree in education
and experience in this area of research. The second
coder underwent extensive training to effectively apply
the coding scheme. During the training, the second rater
was explained about the background of the study and
the detailed description of the five moves proposed by
Hyland (2000).

While assessing, some points were clarified such as
words frequently occurring in each move. After assessing,
the percentage reliability based on the researcher and
the independent rater was computed based on kappa
statistic (Cohen, 1960). The percentage reliability was

computed using the formula:

A
7 X 100 = Agreement (%) (1)

70 100 = 100
— X =
70

A = Total number of assignments agreed between
the two raters
T = Total number of assignments
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The result of 100% was identified. According to Suntara
and Usaha (2013), 60% is a suitable percentage for the
study, meaning that the five moves and linguistic
features that appear in at least 60% are accepted as
conventional, while those that occur in less than 60%

are regarded as optional.

IV. RESULTS AND DISCUSSION
The frequency of the five moves occurring in 48
English research article abstracts was examined in this
study. Hyland’s classification (2000) was used as the
basis for the analysis of all the abstracts. The results
were presented as follows.

A. Move Occurrence

Table 4: Frequency of move occurrence in English research

article abstracts

Move Numbers of Percentage
abstracts containing (%)
moves (N=48)

Move 1: Introduction 38 79.16
Move 2: Purpose a7 9791
Move 3: Method ar 97.91
Move 4: Product a6 95.83
Move 5: Conclusion 39 81.25

Table 4 demonstrates that every move is regarded
as the conventional move because more than 60% of
the 48 RA abstracts occurred. Additionally, it was found
that Moves 2 — 4 occurred in all abstracts. These data
are in line with several studies in the past (Kearttikul &
Wimolkasem, 2017; Saidi & Talebi, 2021; Sukhapabsuk,
2021; Suntara & Usaha, 2013) which revealed that the
three moves (Moves 2 - 4) in the abstracts were mainly
focused by the researchers. This would suggest that
Move 2 (Purpose), Move 3 (Method) and Move 4 (Product)
might be essential part to be reported in abstracts (Can

et al. 2016; Kaya, & Yagiz, 2020).
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Table 5: Examples of lexical bundles in context of each move

Move Examples of lexical bundle in context
Move 1: - However, the precise L1-L2 relationship is intricate and warrants further study.
Introduction | - Consequently, there is a critical gap in our knowledge regarding how bilinguals navigate and resolve competition

dynamics during spoken word recognition in the context of language attrition.

- Verbal Fluency (VF) task total scores are widely used in language attrition studies, but they do not provide insight

into the processes underlying optimal performance.

- While..., little research exists...

- Unfortunately, such formulae only measure two (i.e. semantic, syntactic) of the many features that impact
readability, leaving other features that require qualitative consideration (e.g. signal words, SWs) unexplored.

Remarks: Purpose of the words used is to show gap(s).

Move 2: - This study investigates...
Purpose - We address this issue by focusing on...

- The study aims to...

- This study examines...

- This paper fills that gap by...

Move 2: Purpose + Move 3: Method

- We explore whether aspectual interpretations associated with the present tense may be a vulnerable area for
the native grammar of 30 late Spanish-English bilinguals who have settled in the UK for over 15 years (M3).

- This qualitative study (M3) explored the perceptions of EFL students at a Chinese university regarding
collocation learning.

- The present mixed-method study (M3) focuses on...

- We compare the within-L1 and within-L2 competition mechanisms of Spanish-English attriters (N = 65) with
two monolingual control groups (Spanish and English speakers). Participants completed two visual world tasks

with manipulation of onset/rhyme overlap.

Move 3: - Overall 68 Bulgarian narratives of 39 speakers were analysed as to ...
Method - FL performance of Greek learners of French (N = 19) was assessed longitudinally (at the end of the instructional

period and 12 months later) across two tasks: a C-test and a written narrative task.

- The participants with comparable L2 proficiency but various degrees of L1 attrition who arrived at different ages
and differed in their frequency of L1 use were recruited for the study.

- The participants were 15 Chinese first-year non-English major students. The data consisted of semi-structured
interviews...

- Data collection relied on three interviews and four forum posts. Transcribed data were then coded using first and
second cycle coding methods, and thematically analysed...

- The programming language R was used to analyse...

Move 4: - The results reveal...

Product - Analysis of the transcripts of audio-recorded interviews revealed that...
- Findings generally showed ...

- Results indicate...

- This analysis illustrates...

- The inferential statistics showed that...

- Findings depict...
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Table 5: Examples of lexical bundles in context of each move (Cont.)

Move

Examples of lexical bundle in context

Move 4:
Product

studies. M4

Move 4: Product + Move 5: Conclusion

- First, we focus on L1 Finnish and L2 English performance M2 among attriters (N = 38). Our analyses suggest similar
processes underlying performance in both languages. These processes seem to remain unaffected by immersion
time in the L2 environment (LoR) and frequency of L1 use, highlighting the importance of including L2 data

alongside comparisons to L1 monolingual populations to account for a broad bilingual effect in language attrition
- Second, we compare attriters” and monolinguals’ (N = 50) performance in L1 M2. Our findings suggest that attriters
rely on clustering in PVF more systematically than monolinguals, and they struggle to initiate a search for a new

subcategory or return to a previous category (switching) after depleting a cluster in PVF and SVF tasks.

Our finding of no attrition for UK-based Spanish bilinguals suggests that...

Move 5: Shed light on

Conclusion | - This article sheds light on...

- Our findings highlight the role of bilingual experiences in modulating L1 competition dynamics, shedding light on...
- The findings of the present study, therefore, shed further light on...

Suggest
- The results suggest...

Others
- ..could potentially contribute to...

- Pedagogical implications are discussed.

- Findings allow us to deepen insights from former studies and suggest that...
- By comparing L1 and L2 lexical diversity, syntactic complexity, and fluency, the study revealed that higher L2

proficiency was not associated with lower levels of L1 proficiency, suggesting that...

- This leads to a key strategic recommendation to...

B. Lexical Bundles of Each Move

In addition to the move frequency analysis, some
examples of lexical bundles were also shown for each
move.

As seen from Table 5, the words occurring in Move
1 (Introduction) mainly focused on showing the gap(s)
of the study. Besides, the word ‘suggest’ occurred in
Move 4 (Product), and Move 5 (Conclusion) may have
different meaning. Based on the context in Move 4
(Product), ‘suggest’ may refer to ‘show’ or ‘reveal’,
whereas the meaning of ‘suggest’ occurred in Move 5
(Conclusion) would be similar to ‘recommend’. That
could suggest that the meaning can be produced by
the contexts (Anderson & Shifrin, 1980; Bolger, Balass,
Landen & Perfetti, 2008;). It is notable that the same
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words or phrases were used in the same way and purpose.
That would be reasoned that each unit is devised
according to its communicative functions, each of which
uses specific structures, word orders, and word choices

(Tanko, 2017).

V. PEDAGOGICAL IMPLICATIONS

The data obtained from the study; for example, all
five moves are the conventional move for English research
article abstracts, including the lexical bundles in each
move was used as the basis to design the pattern for
teaching writing research article abstracts in English. The
proposed model of practical steps for implementing
the teaching pattern in academic writing courses is

presented in Figure 1.



Journal of Business Administration and Languages (JBAL)
Vol.13 No.1 January - June 2025

The created teaching pattern is also presented below  each move, could be used flexibly in each phase. It

(see Table 6): should be notable that all moves occurring in the

The findings of the study, move frequency in the RA  abstract of the present study are regarded as conventional

abstracts and the lexical bundles in each appearing in

moves.

Writing English Research Article Abstracts

The proposed teaching pattern

Improved writing English Research Article Abstracts

Figure 1: The Proposed Model to Enhance Abstract Writing

Table 6: The proposed model of practical steps for implementing the teaching pattern in academic writing courses

Introduce to the task and allow the students to ask if they have any questions.

Step Description Teacher’s role
Introduce to topic or lesson.
Formal authority
Establish learning goals, expectations and the content to students.
Demonstrate the fundamental information that students must possess in order to do
the assigned activity. Expert
l: Pre-phase

Show the students real-world examples from various contexts.

Personal model

Require the students to work alone / in pairs / in groups (depends on the context) to

do the task by giving them the time limit.

Formal authority

IIl: During-phase

Monitor while the students are doing the task.

Answer questions in case the students are not clear for some points while doing the

task.

Suggest the students to learn how to seek help effectively from various sources, such as

teachers, experts, friends who are skillful in the interested points, and the Internet.

Facilitator and

Delegator

Ask the stduents present what they work to the class or exchange their written reports,

and compare them.

Formal authority

Act as a chairperson and provide feedback.

Expert

lll: Post-phase

Summarize what the students learned

Conduct practice of new words, phrases and patterns occurring in the data.

Expert and

Formal authority
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VI. CONCLUSIONS AND RECOMMENDATIONS

This study aimed to reveal the frequency of the five
moves occurring in 48 English research article abstracts
from the Language Learning Journal, Volume 52, Issues
1 and 6, published open access in 2024. It was found
that all moves occurred are the conventional ones. The
examples of lexical bundles were also revealed.
According to the data of the study, it was used as the
source to create the teaching pattern to develop
writing research article abstracts in English based on the
combination of the task-based learning framework
(Willis, 1996), and teaching styles (Grasha, 1996). Since
the study’s limitations, such as the small sample size
and single-journal focus, were found, contributing the
bright avenue for future research, such as adding cross-
disciplinary comparisons and larger dataset analyses,
was suggested to reinforce the practical implications of

the findings for academic writing instruction.
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Abstract

The objective of the study was to examine the relationship between personal social capital and social media
self-efficacy on well-being and social satisfaction. The sample group in the study was a group of Gen New (12 to
39 years old) social media users in Thailand. It is quantitative research with a cross-sectional study using a data
collection tool, a questionnaire, through 549 social media users answering questions via Google Forms. Data analysis
uses statistics such as frequency, percentage, mean, and standard deviation. The relationship of variables is tested
using Correlation analysis, the consistency of variables is tested with Confirmatory Factor Analysis (CFA), and the
hypothesis is tested using Structural Equation Modeling (SEM). The study found that personal social capital is
related to social media self-efficacy, social well-being and social satisfaction. Analysis of social media self-efficacy
data as a transmission variable showed that personal social capital is connected to both social well-being and
social satisfaction through self-efficacy on social media. These findings indicate that those with greater personal

social capital and social media self-efficacy have higher levels of social well-being and social satisfaction.

Keywords: Online social media, Personal social capital, Social media self-efficacy, Social satisfaction, Social well-

being
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. INTRODUCTION

Thailand is classified as a developing country with a
population of approximately 67 million people. Out of
the total population, 2 main groups are considered to
be the majority of the population and are important to
the economic and social development of the country:
1) Gen New: This group can be divided into 2 subgroups:
Gen Z is people between the ages of 12 and 24 who
have a lifestyle that has embraced the digital mindset
and social media since birth, and Gen Y are people
between the ages of 25 and 39 who enjoy a lifestyle
that values quality, career ambition and sustainability.
2) Gen Now is a population group aged 40 years and
over, consisting of 2 subgroups: Gen X and Baby Boomer
(Rattanawijit, 2023). Gen New (12 to 39 years old) is a
group that uses social media and a variety of digital
channels more than Gen Now, who focuses on using
traditional communication channels and is slower to
embrace new technology. From the data, it was found
that both Gen Z and Gen Y have an understanding and
ability to use social media and tend to engage extensively
with social media. They are also a group of people who
have expertise in joining social groups through social
media and also prefer to use online media more than
other groups (Thansettakij, 2023). In addition, the Gen
New group is diverse and is made up of a mixture of
people with digital skills and social media usage. At the
same time, they focus on sustainability in their lifestyles
(BrandNow, 2021). A person’s proficiency to use social
media and digital capabilities is considered personal
social capital. This is because personal social capital is
the ability or social resource that a person builds from
connections and relationships with others in society.
This includes factors such as individuals’ trust in their
co-workers, social connections and cooperation in social
activities. Having strong personal social capital often
involves the capability to build and foster positive

relationships with others. It can help strengthen self-
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confidence and create happiness in a person's life.
However, social connection in today's era often involves
the use of social media such as Facebook, Tik Tok,
Instagram, Line, Twitter, YouTube, and other platforms.
Social media is used to build and maintain relationships
with others. Social media is also used as an important
channel to connect to knowledge, news, and activities
that occur in the online world and affect a person's
personal social capital as well. Being part of a supportive
and positive online community may also enhance
individual well-being and social satisfaction.

Bandura (1997) stated that self-efficacy involves
various abilities, including educational success, athletic
performance, and behavior to promote and care for
one's own health. Nowadays, self-efficacy has been
expanded to include social media and individual
performance and living outcomes. Andersson (2021)
stated that self-efficacy is a cognitive variable of social
capital theory. Self-efficacy is the belief and ability to
structure and navigate the course of action necessary
to fulfill a provided outcome. Social media self-efficacy,
by contrast, is a person’s belief about his or her capability
to achieve desired functions through the social media
environment (Bandura, 1997) and is an individual's
perceived ability to reach desired outcomes through
social media interactions (Pang, Ruan, & Wang, 2024).
A study by Igbal, Safdar, Hayat, Ashraf, and Mehmood
(2024) found that social media self-efficacy is an important
factor that modulates the relationship between social
capital and social well-being but there is a lack of
confirmation of the findings of studies on social media
self-efficacy as an important factor that influences well-
being and social satisfaction.

Ruggeri, Garcia-Garzon, Maguire, Matz, and Huppert
(2020) stated that social well-being is an area of great
interest, especially in developing countries and is closely
related to lifestyle and social satisfaction, and Hossen

and Salleh (2024) support that people at greater levels



of well-being and social satisfaction tend to have better
mental and social health. This leads to closer social
relationships with others and lower levels of depression.
Additionally, a study by Chadha, Ha, and Wood (2024)
found that higher social well-being was also connected
to a stronger feeling of belonging. As a result, people
have good mental health and improved health standards
(Taylor, 2007), and there is a reduction in the level of
violence and stress (Candeias, Galindo, Reschke, Bidzan,
& Stueck, 2024). If the level of social well-being is low,
it will be associated with a lower standard of living and
people will be pessimistic which leads to social inequality
(Livingston, Jackson-Nevels, & Reddy, 2022). Abdellatif
(2022) mentioned that social satisfaction is the satisfaction
with social contact through social media networks and
interaction with others in society which is an important
factor affecting the quality of life, health, well-being
and happiness of people. A study by Igbal et al. (2024)
confirmed that social capital is related to social media
self-efficacy which is a moderator variable. Hence, the
central problem driving this research is the knowledge
gap concerning that how personal social capital (bonding
and bridging types) influences the well-being and social
satisfaction of Gen New social media users? and whether
social media self-efficacy mediates these relationships.
From the literature review, it was found that there is
still a lack of research that uses social media self-
efficacy in the role of mediator variable and the study
of social satisfaction in conjunction with well-being.
Therefore, this research has used such variables as
personal social capital, social media self-efficacy, well-
being and social satisfaction in relation to Thailand in
the study by collecting data from the population in the
Gen New group. The purpose of the research was to
study the relationship between various variables including
personal social capital, social media self-efficacy, social
well-being and social satisfaction and to study the

impact of social media self-efficacy as a mediator variable
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on the relationship between personal social capital and
social well-being and personal social capital and social
satisfaction in the midst of the Gen New population in
Thailand. This research provides valuable insights for
various stakeholders. For Gen New individuals, it highlights
how building personal social capital and improving
social media self-efficacy can enhance their social well-
being and satisfaction. Educators and youth development
professionals can apply the findings to promote digital
literacy, social connectedness, and mental health among
students and young people. Policymakers can use the
results to design programs and policies that foster
positive online engagement and community participation.
Social media platforms and developers may leverage
these insights to create features that support healthy
digital interactions. Finally, researchers gain an empirical
foundation for further study on the interplay between
social capital, self-efficacy, and social outcomes in digital

environments.

Il. RESEARCH OBJECTIVES

1. To study relationship between personal social capital
and social well-being, personal social capital and social
media self-efficacy, and personal social capital and social
satisfaction.

2. To determine relationship between social medial
self-efficacy and social well-being, and social medial
self-efficacy and social satisfaction.

3. To explore social media self-efficacy mediates the
relationship between personal social capital and social
well-being.

4. To investigate social media self-efficacy mediates
the relationship between personal social capital and

social satisfaction

IIl. LITERATURE REVIEW
A. Social Capital and Personal Social Capital

Bourdieu (1986) defined social capital as an assessment
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of potential or existing resources that arise due to social
connections and social capital is the sum of social
networks and related norms of reciprocity (Putnam, 2000).
Based on this definition, social capital is considered a
multidisciplinary concept and has been extensively
examined across social science fields (Field, 2003).
Later, Lin (1999) formalized the term personal social
capital as arising from interpersonal connections and
relationships in social networks and defined personal
social capital as resources rooted in the social structure
that can be get into and used to live life according to
objectives (Lin, 1999). The theory that explains this
phenomenon is the Network theory of social capital,
which explains social capital at the specific level. It
emphasizes on the resources that individuals can access
and use through their personal social networks. This
theory emphasizes the structural characteristics of social
networks related to the size, diversity, and strength of
individual connections and how connections help people
access valuable resources such as information, support,
and opportunities. Putnam, Leonardi, and Nanetti (1993)
and Chen, Stanton, Gong, Fang, and Li. (2009) developed
and designed measures of personal social capital. It is
divided into two components: social capital within
families and relatives (Bonding Social Capital: BOC) and
social capital between families in the community (Bridging
Social Capital: BRC), which is suitable for studies in
behavioral science. Therefore, this study adopted the
personal social capital scale developed from Putnam
et al. (1993), Chen et al. (2009), and Menardo, Cubelli,
and Balboni (2022) with modifications to the questions

appropriate for Gen New social media users.

B. Self-efficacy and Social Medial Self-efficacy
Self-efficacy is an individual’s judgment of his or her

ability to manage the behaviors (Bandura, 1997). Therefore,

social media self-efficacy is defined as confidence in a

person’s ability to use social media effectively. The theory
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that explains this concept is the Self-Efficacy Theory
which was created by Bandura (1997). This theory
originally focused on studies to measure performance
and self-efficacy. However, self-efficacy theory is now
being extended to studies in social media environments
to inspect how self-efficacy affects the perceptions and
judgments of others. Bandura (1997) and Lopez-Garrido
(2025) stated that self-efficacy on social media comes
from four important sources: 1) arising from Enactive
mastery experiences which are successful experiences
from creating content on social media which increases
self-confidence. 2) Vicarious experience: Observing the
successes and failures of others on social media helps
model successful behaviors. 3) Social persuasion which
is the response received from others with positive
feedback that increases self-efficacy and negative
feedback is reduced and 4) Physiological and emotional
state is a physical and emotional state that affects one's
self-efficacy in using online media less than other
sources. The research hypothesis is:

H1: There is a significant relationship between personal

social capital and social media self-efficacy.

C. Personal Social Capital in Social Well-being and
Social Satisfaction of Social Media

The personal social capital of social media users can
be effectively explained through the lens of the network
theory of social capital to lead to social well-being and
social satisfaction. (Hong & Bae, 2023). This is because
social capital network theory focuses on creating value
regarding social well-being and social satisfaction of
social mediators through the structure and quality of
social networks (Ko, 2021). The concept of social well-
being linked to social network theory encompasses the
quality and extent of a person’s social relationships and
sense of belonging to his or her community. According
to this theory, social well-being encompasses the quality

and extent of social relationships and the feeling of



belonging to a community (Haim-Litevsky, Komemi, &
Lipskaya-Velikovsky, 2023). Network social capital theory
explains that social media platforms increase social
well-being through three conditions: (1) Network size
increases opportunities for emotional support, information
sharing, and social interaction; (2) Network density:
High-density networks help create a strong sense of
community and mutual support, and (3) Network
diversity provides individuals with a wide range of
perspectives and ideas. It promotes personal growth
and social prosperity (Peng, Li, & Liu, 2022). In addition,
social capital network theory explains that social media
use can affect social satisfaction through four conditions:
(1) There is greater access to resources such as information,
advice, and opportunities through social media (Rayaprol,
2023). (2) Emotional support arises from frequent interactions
within the network. Users can share knowledge and
experiences, receive positive feedback, encouragement
and sympathy from the network connections (Acoba,
2024). (3) Social interaction strengthens bonds and a
sense of community (Merolla, Neubauer, & Otmar, 2024)
and (4) Social comparisons help motivate users to
improve their lives and feel more satisfied with their
social status (Sim & Prihadi, 2020). Therefore, social capital
theory explains that social media use affects well-being
and social satisfaction, resulting in better social well-
being and higher social satisfaction. It emphasizes the
positive role social networks play in shaping individual
social experiences in the digital age. The research
hypotheses are:

H2: There is a significant relationship between personal
social capital and social well-being.

H3: There is a significant relationship between personal

social capital and social satisfaction.

D. Social Medlia Self-efficacy in Social Well-being and
Social Satisfaction of Social Media

Jia, Liu, and Peng (2024) stated that self-efficacy is
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defined as an individual's belief in their ability to
effectively use social media to achieve specific goals,
such as communicating, gathering information, and
maintaining social connections. It reflects users’
confidence in navigating and benefiting from social
media platforms. Moreover, social media self-efficacy is
also defined as older adults’ confidence in their ability
to effectively use social media platforms. This includes
their belief in their capacity to navigate, understand,
and interact with information and people on social
media (Chen & Gao, 2023). It is rooted in Bandura’s
concept of self-efficacy but adapted specifically to
social media usage among older populations.

From the results of Jia et al. (2024), it was found that
individuals with high social media self-efficacy feel more
confident using social platforms, leading to greater social
engagement and support. This increased support helps
reduce loneliness and enhances emotional well-being,
ultimately improving overall social well-being. In addition,
the study by Chen and Gao (2023) showed that social
media self-efficacy positively influences social satisfaction
among older adults. Those with higher confidence in
their ability to use social media are more likely to
engage in meaningful online interactions, maintain social
connections, and access useful information. This active
and effective use of social media helps them feel more
socially fulfilled, reducing feelings of isolation and
enhancing their overall sense of social satisfaction.

Furthermore, social media self-efficacy is considered
a crucial determinant of social well-being (Igbal et al,,
2024). It is also positively related to job satisfaction in
life (Deniz, 2021), and high social media self-efficacy is
positively associated with higher levels of well-being
(Sun et al., 2022). Based on the literature reviewed, the
research hypotheses are as follows:

Hd: There is a significant relationship between social

capital self-efficacy and social well-being.

H5: There is a significant relationship between social
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media self-efficacy and social satisfaction.

E. Social Media Self-efficacy as Mediator Variable

Igbal et al. (2024) found that social capital, which
includes bonding social capital, bridging social capital,
and linking social capital, has a direct and positive
relationship with social well-being. Nevertheless, when
social capital is analyzed together with the adjustment
variable, which is the perception of self-efficacy via
social media that affects social well-being, it was found
that social capital—specifically bonding social capital
and bridging social capital—was related to social well-
being with social media self-efficacy serving as an
adjusting variable. However, linking social capital was
not related to social well-being when social media self-
efficacy was included as an adjusting variable. Other
studies on personal social capital have focused on
creating instruments to measure personal social capital
variables (Chen et al,, 2009), examining internal and
external personal social capital (Ben-Hador, Eckhaus, &
Klein, 2021), and creating tools to measure social capital
through both offline and online channels (Menardo et
al,, 2022). It can be seen that studies related to the link
between personal social capital, social media self-efficacy,
well-being, and social satisfaction are still limited and
lack empirical confirmation of their relationships. In
addition, few investigations have explored the relationship
between personal social capital and social well-being
and social satisfaction using social media self-efficacy
as a transmission variable.

The preceding discussion for this study shows that
personal social capital and self-efficacy are related to
well-being and social satisfaction and represent important
relationships for the existence and functioning of
individuals in society. However, previous theories and
literature lack confirmation that social media self-
efficacy influences the relationship between personal

social capital and social well-being and satisfaction.
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Therefore, this study examines the relationship between
these variables (see Figure 1 showing the research concept).
The research hypotheses are as follows:
H6: Social media self-efficacy mediates the relationship
between personal social capital and social well-being.
H7: Social media self-efficacy mediates the relationship

between personal social capital and social satisfaction.

)
H2
g Social well-being
H4 (SWB)
—
Personal Social Capital H1 Social media self-
(PSC) efficacy (SMSE)
H5 e
Social satisfaction
3 (ss)
~——o

Figure 1: Research conceptual framework

IV. RESEARCH METHODOLOGY

A. Population and Sampling

The population used in this study is the population
group in Thailand known as the 'Gen New' group, which
includes individuals from the Gen Y and Gen Z age
groups. These generations represent a large segment of
the population. However, the exact number or size of
the total population is unknown. In addition, the
researchers intend to use advanced statistical analysis,
specifically Structural Equation Modeling (SEM). Therefore,
determining an appropriate and sufficient sample size
is essential for the validity of the analysis. Hair, Sarstedt,
Hopkins, and Kuppelwieser (2014) recommended that
the sample size should be from 200 samples or more,
and Kline (2012) suggested that the sample size should
be 10 times the number of questions. There were a
total of 25 questions in this research. The sample size
should therefore not be less than 250 samples (25
questions x 10). Afterward, data were collected using
purposive sampling, focusing on individuals within the
“Gen New” population group, which includes those aged
12-24 years (Generation Z) and 25-39 years (Generation

Y). Participants were screened based on age through a



preliminary question in the survey. Respondents who
were younger than 12 or older than 39 were excluded
from the study. Additionally, the online questionnaire
clearly stated: “If you are under 12 years old or over
39 years old, please do not complete this questionnaire.”
The data collection was conducted using an online
questionnaire distributed via Google Forms. The survey
link and QR code were shared with social media users
through various platforms, such as Facebook, Line, and
email, between February and April 2024. A total of 549
valid responses were received, which exceeded the
minimum required sample size. Therefore, the sample
was considered sufficient and appropriate for the

statistical analysis used in this study.

B. Research Tools

Based on the conceptual framework and research
hypotheses, a research instrument—the questionnaire—
was developed. It consists of four sections, with each
section’s questions derived from previous literature
published in internationally recognized journals, as
follow: Part 1: Personal information of the respondents.
It is @ multiple-choice question with a total of 8 questions
including gender, age, education level, occupation,
monthly income (estimated), most used social media
platform, frequency of social media use and duration
of social media use per day. Part 2: Personal social
capital; it was developed and improved from the past
research by Putnam et al. (1993), Chen et al. (2009), and
Menardo et al. (2022). It consists of 11 questions about
bonding and bridsing social capital. Part 3: Self-efficacy
on social media; it was modified from the scale of
Bandura (1997) and Lopez-Garrido (2025) with 4 items.
Part 4: Social Well-Being; it was developed and improved
from the research of Keyes (1998) and Martinez-Martinez,
Ramirez-Lopez, Hernandez Martinez, and Mac Kinney
Romero (2023) with 5 items. Part 5: Social Satisfaction;

it was improved from 5 questions by Salamat, Farahani,
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and Salamat (2013) and Townshend (2023). Part 1 is in
the Nominal Scale and Ordinal Scale. Parts 2 to 4 use a
Likert Scale as a 5-level Interval Scale, with 5 meaning
strongly agree and 1 meaning strongly disagree. From
the research tools and framework (see Figure 1), it is
shown that this study consists of an independent
variable, which is personal social capital (measured by
sub-variables: bonding and bridging social capital), the
mediator variable which is social media self-efficacy,
and the two dependent variables are social well-being
and social satisfaction. Moreover, the respondents in
this study were aged between 12 and 39 years, the
researchers obtained approval from the Human
Research Ethics Committee of Asia-Pacific International
University. The study included a statement ensuring the
protection of participants' rights, and all participants
were required to provide informed consent to take part
in the research. Participants had the right to decline to
answer any questions or to withdraw from the study at
any time. For participants considered to be in a vulnerable
group, parental consent was required. However, based
on the data collection process, it was found that there

were no respondents under the age of 18.

C. Testing the Reliability and Validity of the Instrument

In order for the tools used in this research to have
reliability and confidence according to statistical conditions,
the reliability of the tool was tested by 3 experts to
check the content validity by measuring the index of
item-objective congruence (I0Q). It was found that the
|OC value for each item was between 0.67-1.00, which
is greater than 0.50 which shows that the questions
have content validity (Rovinelli & Hambleton, 1976).
After that, all questions were tested (Try out) with a
sample group that had similar characteristics to the
sample group from which the actual data were collected,
totaling 30 samples. It was discovered that personal

social capital, social media self-efficacy, social well-being,
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and social satisfaction had reliability values of 0.95, 0.82,
0.83, and 0.77, respectively, and all questions had a
reliability value of 0.92. However, since the survey
respondents were specifically targeted from two
population groups—Generation Z and Generation Y—
the data collection revealed a difference in the number
of respondents: 204 from Gen Z and 345 from Gen Y.
Therefore, the research team conducted a non-response
bias test to ensure statistical appropriateness between
the two groups. This was done using a t-test to compare
whether there were any significant differences in opinions
between the groups regarding the variables used in the
study.

The results of the t-test showed no statistically
significant differences between Gen Z and Gen Y
respondents, indicating that the two g¢roups did not
differ in their responses. The significance (Sig.) values for
the variables—personal social capital, social media
self-efficacy, social well-being, and social satisfaction—

were 0.86, 0.94, 0.67, and 0.17, respectively.

D. Data Analysis

Data analysis for this study used a computer program
consisting of descriptive statistics analysis, including
Frequency, Percentage, Mean and Standard Deviation,
and Confirmatory Analysis: CFA to analyze the questions
to meet the conditions of the measurement index with
a weight factor loading greater than 0.70 (Fomell &
Larcker, 1981; Hair et al., 2014), examining the relationship
between variables with correlation analysis, determining
the reliability of measuring instruments with convergent
validity and discriminant validity, and testing hypotheses
with Path Analysis based on structural equation models.

The harmony of the research concept data with the

empirical data is tested according to the specified criteria.
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V. RESEARCH RESULT

The outcomes of the analysis of demographic data
of 549 Gen social media users found that the majority
of respondents were female, 352 people, accounting
for 64.1 percent, aged between 25 years and 39 years,
345 people, accounting for 62.8 percent, graduated
with a bachelor's degree, 335 people, accounting for
61.0 percent. There were 414 students, accounting for
77.2 percent. There were 409 people who had a
monthly income of less than 10,000 Baht, accounting
for 74.5 percent. The most used social media was
Facebook 172 people, accounting for 31.3 percent. The
frequency of using social media is every day, 402
people, accounting for 73.2 percent, and the duration
of using social media per day is 4-6 hours, 195 people
which accounts for 355 percent, respectively (See

Table 1).

Table 1: Demographic data of respondents

Variable n %

Gender

Male 197 359

Female 352 | 64.1
Age

12-29 years 204 37.2

30-49 years 345 62.8
Education level

Below bachelor 200 36.4

Bachelor 335 61.0

Higher bachelor 14 2.6
Occupation

Student a24 | 77.2

Farmer 9 1.6

Business owner 17 3.1

Governor 23 4.2

Employee 40 73

Other 36 6.6
Income

Below 10,000 Baht 409 74.5

10,001-20,000 Baht 87 15.8

20,001-30,000 Baht 23 4.2




Table 1: Demographic data of respondents (Cont.)

Variable n %

Income

30,001-40,000 Baht 14 2.6

More than 40,001 Baht 16 29
Social media platforms used

Facebook 172 313

TikTok 126 | 23.0

Instagram 171 31.1

Line 17 3.1

Twitter 10 1.8

YouTube 53 9.7
Frequency of social media usage

Sometime 36 6.6

Often 111 20.2

Everyday 402 73.2
Time spent on social media (per day)

Less than 1 hour 25 4.6

1-3 hours 168 30.6

4-6 hours 195 355

More than 6 hours 161 29.3

Measuring the reliability of the study model consists
of analyzing convergent validity and discriminant validity.
Convergent validity (CV) is a check on the reliability of
the questions that have been adjusted to see if they
are related to the theory that is being measured. The
convergent validity analysis will be considered from
three data analyses: Factor loading analysis, Composite
reliability (CR) analysis, and Average variance extracted
(AVE) analysis (Hair et al., 2014).

Analysis of element weights (Factor loading) involves
finding relationships between indicators (Item) that have
the elements (Factor) by evaluating the acceptable factor
loading value of 0.40 and above (Hair et al., 2014). For
data analysis in practice, the factor loading value should
be between 0.70 and above for the indicator to pass
the criteria. Some questions were eliminated in the
variables: personal social capital (PSC) cut items as

follows PSC 12, PSC 21 and PSC_26, the social well-
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being (SWB) variable cut one item which is SWB 5, and
the social satisfaction (SS) deleted one item which is
SS 1 because the factor loading is below 0.70. Therefore,
the acceptable factor loading value of the questions is
in the range of 0.70-0.85 and the average of all questions
is more than 3.00, showing that the respondents have
a “very high level” of opinion on the questions.
Composite reliability (CR) evaluation should be
greater than 0.70 to be an acceptable value (Forell &
Larcker, 1981; Hair et al,, 2014) (see Table 2). It shows
that the CR values of all latent variables for the research
are within an acceptable range, ranging from 0.86-0.94.
Average variance extracted (AVE) estimates should be
equal to or greater than 0.50 (Fornell & Larcker, 1981;
Hair et al., 2014). Table 2 shows that the AVE values of
all latent variables for this research were within the
acceptable range between 0.60-0.66 and Discriminant
Validity was examined by considering the square root
of AVE, which shows the diagonal values (In italics).
Moreover, it must be greater than the Correlation value
between the variables in the table. Correlation values
that appear in the table are between 0.44-0.69 and the
square root of the AVE value is between 0.77-0.81.
Therefore, the square root of the AVE value shows that
every latent variable has values according to conditions

(See in Table 2).

Table 2: Descriptive statistics and correlations between latent

variables

Convergent Validity Discriminant Validity
ltems

AVE CR o PSC | SMSE | WB LS
PSC 0.66 | 094 | 0.94 | 0.81 - - -
SMSE 0.64 | 0.88 | 0.88 | 0.45** | 0.80 - -
SWB 0.60 | 0.86 | 0.86 | 0.44** | 0.52** | 0.77 -
SS 0.61 | 0.86 | 0.85 | 0.49%** | 0.40** | 0.69** | 0.78

Note: AVE = Average Variance Extracted, CR = Composite Reliability,
a = Cronbach’s Alpha
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Figure 2: Proposed structural model for path analysis

Analysis of the goodness-of-fit tests of the models
of personal social capital, social media self-efficacy,
well-being, and social satisfaction are summarized in
Table 3. It displays that the Initial model test results
have Absolute fit indices that do not meet the
conditions, which have a p-value equal to 0.00, GFI
value less than 0.90, and y*/DF value greater than 3.00
(4.36). As for the Parsimonious fit and Incremental fit
index values, they meet the conditions. Therefore, the
model was adjusted into the Final Model. It turned out
that all index values were consistent with the
conditions.

The purpose of this study was to examine the
relationship between personal social capital and social
media self-efficacy that affect well-being and social
satisfaction. Figure 2 shows the results of testing the
relationship between variables using structural equation
analysis to test the set hypotheses. Results from testing
Hypothesis 1 (H1) revealed that personal social capital
has a positive direct relationship with social media self-
efficacy (y = 0.46, p < 0.001). Therefore, Hypothesis 1
was accepted. Next, Hypothesis 2 (H2) showed that
personal social capital has a positive direct relationship

with social well-being (y = 0.25, p < 0.001). Therefore,
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Hypothesis 2 was accepted. As for Hypothesis 3 (H3),
personal social capital was found to have a positive
direct relationship with social satisfaction (y = 0.38, p <
0.001). Therefore, Hypothesis 3 was accepted.
Hypothesis 4 (H4) showed that social media self-
efficacy has a positive direct relationship with social
well-being (B = 0.47, p < 0.001). Therefore, Hypothesis
4 was accepted. Hypothesis 5 (H5) showed that social
media self-efficacy has a positive direct relationship
with social satisfaction (B = 0.33, p < 0.001). Therefore,
Hypothesis 5 is accepted.

Testing Hypothesis 6 (H6) found that social media
self-efficacy as a mediator variable had a positive direct
relationship between personal social capital and social
well-being (B = 0.47, p < 0.001). Therefore, Hypothesis
6 was accepted. Testing Hypothesis 7 (H7) found that
social media self-efficacy as a mediator variable has a
positive direct relationship between personal social
capital and social satisfaction (B = 0.53, p < 0.001).
Therefore, Hypothesis 7 is accepted. See details in
Fisure 2 and Table 3 showing the analysis of the

relationship between the variables.



Table 3: Relationship between personal social capital, social

media self-efficacy, social satisfaction, and social well-being

Path Path
Hypothesis Results
Analysis Coefficient

H1 PSC—>SMSE 0.46%** Supported
H2 PSC—>SWB 0.25%** Supported
H3 PSC—>SS 0.38%** Supported
H4 SMSE—>SWB 0.47%** Supported
H5 SMSE—>SS 0.33%** Supported
H6 PSC—>SMSE 0.46%** Supported

—>SWB
H7 PSC—>SMSE 0.53%** Supported

—>SS

***p < 0.001
VI. DISCUSSION

The objective of this study was to examine the
relationship between personal social capital and social
media self-efficacy that affect the well-being and social
satisfaction of Gen New social media users in Thailand,
focusing on the study of social media self-efficacy as a
mediator variable between personal social capital and
social well-being and satisfaction.

Data analysis revealed that personal social capital
(i.e., bonding and bridging social capital) had a positive
direct relationship with social media self-efficacy. This
is consistent with the findings from past research by Liu
and Ngai (2019) who found that social capital has a
positive influence on self-efficacy. People with higher
social capital tend to have more confidence in their
own abilities including self-efficacy on social media.
Barrera-Verdugo (2021) emphasizes that personal social
capital such as networks and community support
significantly increases self-efficacy. This increased self-
efficacy results in increased confidence in using social
media for both lifestyle and business purposes.
Therefore, the study findings emphasize the crucial role

of personal social capital in enhancing social media

self-efficacy. Those with strong social media networks

73

Journal of Business Administration and Languages (JBAL)
Vol.13 No.1 January - June 2025

provide resources, support, and opportunities to develop
skills. This leads to increased confidence and ability to
use social media.

Personal social capital is positively direct relationship
with well-being and social satisfaction. Consistent with
past studies, Ahn, Kang, Kiatkawsin, & Zielinski (2023)
discovered a strong relationship between social capital
(with community and society). Participation in social
activities and social well-being, social capital and
awareness within a social group play an important role
in activity participation. This increases social well-being.
Lee, Huang, Wu, Yeh, and Chang (2023) found that
social support and community participation are critical
to enhancing well-being. This study stressed out on the
importance of social capital in providing support networks
that are critical to people's well-being in society.
Simons et al. (2021) found that using social networks as
a tool to support personal social capital is related to
social well-being. It helps people in society to access
information and communicate with others more easily.
It fosters healthy and meaningful relationships, increasing
confidence in communication within society by helping
people not feel alone. There is a society that supports
and understands. Strong personal social capital promotes
people's social satisfaction and builds and maintains
relationships in the community and society to be happier.
Simons et al. (2020) found that strong personal social
capital enhances positive aging in people's perception
of value. Building confidence and having close relationships
with others in society makes people mentally happy
and able to adapt to challenging situations. It has been
shown that creating and maintaining meaningful social
relationships affects the development of a quality life
and social satisfaction. This is consistent with the findings
of Deniz (2021) who found a positive relationship between
social self-efficacy and life satisfaction. It has been shown
that higher social media self-efficacy results in higher

life satisfaction as well. Studies indicate that people
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with higher social self-efficacy are able to build and
maintain social relationships better, leading to greater
social well-being and life satisfaction. This is consistent
with research by Sun et al. (2022) who discovered that
higher social media self-efficacy was positively connected
to better health communication intentions. Perception
of social media skills and increased self-efficacy in using
social media contribute to higher social well-being. This
is because individuals feel more capable and effective
in interacting and communicating online. Therefore,
building and maintaining strong personal social capital
is critical to social satisfaction and the development of
quality of life for individuals in society.

Hypothesis testing confirmed that social media self-
efficacy has a positive direct relationship with well-being
and social satisfaction among Gen New social media
users. Several studies have confirmed the link between
social media self-efficacy, social well-being and social
satisfaction. This aligns with the research done by Wong
et al. (2024). It was found that social media use can
have both positive and negative effects on well-being.

This is because it is influenced by factors such as
how individuals use social media and the purpose of
using it. Higher social media self-efficacy can help
increase positive outcomes such as social support and
reduced loneliness, especially during periods of social
isolation, for example, the COVID-19 outbreak. It was
also discovered that effective use of social media was
influenced by self-efficacy. This increases social
connectedness and subjective well-being. Individuals
who feel confident in their social media skills tend to
use platforms to strengthen social relationships and
increase overall social satisfaction. Chen and Gao (2023)
found that social media self-efficacy helps users facilitate
receiving and sharing information. If users have low self-
efficacy in social media, it will have an impact on
information use and mental health. This indicates that

higher social media self-efficacy is directly related to
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information use, reduces loneliness, and results in
higher self-esteem. Social media self-efficacy also has a
positive effect on happiness through the use of social
media information to help reduce people's loneliness.
In addition, social media self-efficacy can alleviate
negative outcomes such as social anxiety and loneliness.
It has been shown that people with higher social media
self-efficacy are better able to use social media in ways
that promote social well-being. Social media also has
an overall impact on well-being. Keshavarzi, Teo, Heidari,
and Mehrvarz, (2024) found a direct relationship between
social media self-efficacy and social well-being. Those
with higher self-efficacy in using social media reported
higher levels of social well-being. This is due to the
ability to use social media to facilitate effective social
interaction and support. Besides, those with higher
social media self-efficacy are more efficient at avoiding
negative social situations and leveraging social media
for positive interactions. This increases well-being and
social satisfaction.

The new findings of this study that are different from
past research are: Social media self-efficacy is a mediator
variable with a positive direct relationship between
personal social capital and social well-being and
satisfaction among Gen New social media users. This
aligns with previous research by Simons et al. (2020)
who discovered a significant relationship between
personal social capital and close relationships. Having
strong relationships with people in the community or
network is important to people. It is a factor that causes
people's mental happiness and good mental states,
such as mental happiness, self-confidence and life
satisfaction. In addition, strong social capital is associated
with positive aging and affects the perception of the
value of close relationships. This is a factor that affects
people's mental happiness and life satisfaction. Building
and maintaining strong, meaningful relationships in society

can help promote positive aging and enhance people's



mental happiness. Besides, according to the study of
Jiang, Yan, Zhou, and Wang (2022), it was found that
the important relationship found in personal social
capital is the social relationship that binds people in
society or networks that are important for people such
as relationships with family, community friends, or people
who provide social support. Strong personal social
capital influences relationships to improve the quality
of people's health lives and having a good relationship
with family and a supportive social network can help

reduce stress and promote a better quality of life.

VII. THEORETICAL IMPLICATION

The findings of this study contribute to the academic
field by affirming the relationship between personal
social capital and social media self-efficacy, and how
these factors influence well-being and social satisfaction,
particularly among the younger generations (Gen Z and
Gen Y). This research supports the Network Theory of
Social Capital, as it demonstrates that bonding and
bridging social capital play significant roles in shaping
an individual’s self-perception and social media usage.
Strong social networks provide essential resources and
social support, enhancing individuals' ability to use
social media effectively and increasing their confidence
in both personal and professional life.

Additionally, the study corroborates Bandura’s Self-
Efficacy Theory, showing that increased self-efficacy in
using social media contributes to higher levels of life
satisfaction and happiness. By establishing that social
media self-efficacy leads to greater social satisfaction,
the study reinforces the importance of social networks
and self-efficacy in improving psychological well-being.
The research highlights the role of social capital and
self-efficacy in fostering greater social interaction, cornmu-
nication effectiveness, and mental wellness, advancing
the understanding of these theories in the context of

digital interaction among digital-native generations.
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VIIl. PRACTICAL IMPLICATION

This study provides valuable insights that can be
applied in various practical contexts. Educators and
academic institutions can use the findings to design
curricula that promote digital literacy and positive social
engagement. By understanding how social media self-
efficacy impacts students' well-being, instructors and
counselors can create programs that foster healthy
online behaviors, enhance community participation, and
improve emotional resilience.

Furthermore, policymakers can leverage this research
to inform digital inclusion and mental wellness initiatives.
Programs aimed at youth development can be designed
to strengthen social capital and build digital confidence,
which aligns with broader educational and health goals.
This research emphasizes the importance of fostering
strong social connections and self-efficacy to improve
social outcomes and mental well-being among younger
generations.

In summary, the study offers a blend of theoretical
and practical insights, bridging academic understanding
with actionable strategies. It provides researchers, educators,
and policymakers with a framework to support social
and psychological well-being, particularly for digital-
native generations, by leveraging the interplay between
social capital, social media self-efficacy, and overall

satisfaction.

IX. NEW KNOWLEDGE OF THE STUDY

This study generates new knowledge by demonstrating
the significant role of personal social capital in enhancing
social media self-efficacy, which in turn improves well-
being and social satisfaction. It highlights how digital
interactions, social media,

especially on impact

psychological outcomes, particularly for younger
generations (Gen Z and Gen Y). The research bridges
gaps in Network Theory of Social Capital and Self-

Efficacy Theory, offering insights into how social networks
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and digital confidence contribute to life satisfaction.
Additionally, it introduces the culturally specific
concept of “Gen New” in Thailand, provides practical
implications for digital literacy and mental wellness,
and offers policy recommendations for fostering digital

inclusion and mental wellness.

X. SUGGESTIONS FOR FUTURE RESEARCH

A study on the relationship between personal social
capital, social media self-efficacy, well-being and social
satisfaction among Gen New social media users in
Thailand has the following recommendations: Future
research should investigate further on the social and
psychological factors that may influence the relationship
between personal social capital and well-being among
the New Gen group, such as comparative studies on
groups with different social characteristics and social
capital to further understand the causes and consequences
of this relationship in theory and practice and should
present reliable and in-depth research methods to
provide accurate and reliable understanding of the
research field, such as mixed methods research, etc.
The relationship between social media self-efficacy and
the ability to perform various tasks such as success in
work, teaching, or business could be studied. It includes
a study of the impact of personal social capital on
supporting relationships, skill development, and social
connections that influence the ability to use social
media. In addition, further studies on the science of the
relationship between personal social capital and life
satisfaction could be proposed, such as studies of social
structure theory or the theory of social skill development.
Those interested can use the findings of this research
to develop an in-depth analysis to understand the
effects and causes of the relationship between personal
social capital and the well-being of Gen New people in

diverse aspects of their lives.
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Abstract

This study investigates factors affecting the behavioral intention for Myanmar patients on the choice of medical
tourism destination. The objectives include examining the impact of perceived health risks, service quality, costs,
social network influence, information availability, and travelling issues on the behavioral intention. A quantitative
research approach was employed, where 386 Myanmar medical tourists were surveyed using convenience sampling.
The data was analyzed using SPSS, and applying Bartlett’s Sphericity tests for checking reliability, validity, and
correlation. The results indicate that social network influence, ease of travel, cost-effectiveness, and service quality
are all positively affect medical tourism intentions, whereas health risks act as a deterrent. The findings provide
valuable insights for healthcare providers and policymakers, emphasizing the need for transparent affordable
pricing while maintain the service quality, and improved access to information to attract medical tourist from low-
income countries. To strengthen Thailand’s medical tourism industry, the gsovernment and healthcare providers
should offer incentives such as discounts or exclusive healthcare packages for these medical tourists. Additionally,
building partnerships between hospitals, travel agencies, and digital platforms can improve the travel experiences.
Knowledge-sharing sections among hospitals and medical practitioners can further improve the service quality,
providing continuous improvement in patient care. These strategies can help position Thailand as a preferred
medical tourism destination while supporting long-term growth of the industry. The study extends the application
of behavioral intention theories in medical tourism and provides valuable data on Myanmar patients’ behavioral
intention to decide medical tourism. Future research should further explore the role of digital healthcare

innovations and should include a wide range of demographic scope to improve medical tourism strategies.

Keywords: Behavioral intention, Cost, Healthcare quality, Medical tourism

79



Journal of Business Administration and Languages (JBAL)
Vol.13 No.1 January - June 2025

. INTRODUCTION

Medical tourism has grown in popularity due to several
factors, including development of advanced medical
technology, globalization, the high cost of healthcare in
developed countries, and the limited availability of
advanced medical services in less developed countries.
In 2013, approximately 14% of global tourism is driven
by medical tourism industry and it has estimated that
436 billion USD was earned. (199IT, 2014) and it has
become a major sector in global healthcare, and a key
driver of economic growth. Patients from both developed
and developing countries are seeking medical treatments
abroad to access high-quality healthcare at more
affordable prices or to obtain advanced procedures
that may not be available in their home countries.

Among many global destinations, Thailand has become
as a medical tourism hub, especially for patients from
those neighboring countries like Myanmar, Cambodia,
Lao due to its affordability, healthcare quality, and
geographic proximity. Myanmar patients consider traveling
to Thailand to receive better medical services than those
available locally. However, their behavioral intention to
engage in medical tourism is influenced by a combination
of perceived risks, service quality, affordability, ease
of travel, and social influences. Understanding the
psychological and behavioral factors influencing these
intentions is crucial for healthcare providers and
policymakers to attract international patients.

The Theory of Planned Behavior (TPB) provides a
strong framework for understanding Myanmar medical
tourists' decision-making when considering Thailand as
a destination. TPB consists of three main components,
attitude toward the behavior, subjective norms, and
perceived behavioral control (Ajzen, 1991). In this study,
attitude reflects Myanmar patients’ perceptions of
medical tourism based on expected service quality,
affordability, and health risks. Positive perceptions, such

as high-quality care at Thailand’s hospital increase their
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intention, while concerns about complications and
hidden cost decrease it. Subjective norms refer to the
social influence of family, friends, and online communities.
Recommendations and testimonials strongly impact
medical tourists’ intention by reducing uncertainty.
Perceived behavioral control reflects patients’ confidence
in their ability to travel, such as financial stability, ease
of travel, and the availability of support services. This
model provides a comprehensive framework to understand
how Myanmar patients form intentions to seek healthcare
in Thailand, based on their perceptions and resources.

Despite the growing popularity of medical tourism
industry in Thailand, there is a gap in comprehensive
understanding regarding the behavioral intentions of
medical tourists from low-income countries. For example,
previous studies by Aung and Shannon (2023) have
provided only qualitative insights into the experiences
of Myanmar patients in Thailand. But their findings are
based on descriptive analysis rather than statistical
testing, and there has been limited quantitative study
applying the TPB to explain the intentions of patients
from low-income countries. This study addresses this
gap by using a quantitative approach and regression
analysis to measure the strength of these factors and
provide a more systematic understanding of medical
tourists’ intention. It also aims to enhance existing
behavioral models and offer insights to healthcare
providers and policymakers aiming to strengthen
Thailand’s position in the regional medical tourism
market.

Research Questions: 1) To what extent do perceived
health risks, perceived benefits, and perceived behavioral
control influence Myanmar patients’ intention to choose
Thailand for medical tourism? 2) Which targeted strategies
can most effectively enhance Thailand’s attractiveness

for low-income medical tourists?
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Figure 1: Conceptual framework develops from Wong, Isa, Bidin, and Kassim (2022)

Il. LITERATURE REVIEW

A. Behavioral Intention

The concept of behavioral intention for decision
making process, based on the Theory of Planned Behavior
(TPB), has been widely studied as a predictor of actual
behavior. Ajzen (1991) published the three main factors:
attitude toward the behavior, subjective norms, and
perceived behavioral control, mainly influenced the
behavioral intention. In the field of medical tourism,
behavioral intention is a key factor of whether potential
medical tourist will engage in medical travel or not.
It also helps us understand how medical tourists’
intentions can be influenced. There are several internal
and external factors such as financial stability, health
condition, travel arrangements, and cultural difference
can impact the behavioral intention of medical tourist.
Existing studies suggest that service quality, perceived

health risks, and social influence significantly impact
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patient’s decisions to seek healthcare abroad. In this
study, behavioral intention serves as the dependent
variable, providing insights into the decision-making
process of medical tourists. However, this study focuses
on Myanmar patients, whose decisions are primarily driven
by affordability and availability rather than advanced
technologies like robotic surgery, Al diagnostics or leisure
activities. Understanding behavioral intention of lower-
income demographics medical tourist is important, as it
provides valuable insights into the decision-making

processes these patients.

B. Perceived Health Risks

Perceived risk is a major factor influencing medical
tourists' behavioral intention, acting as a main barrier to
seeking treatment abroad. It is expected that medical
tourists may encounter potential risks at all stages of

the medical tourism activities; before departure, during
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procedures, and post-treatment. These risks can be
mainly categorized into health risks, financial risks, and
travel-related uncertainties (Boguszewicz-Kreft, Kuczamer-
Klopotowska, & Kozlowski, 2022). Health risks include
complications from medical procedures and concerns
about healthcare standards, and the financial risks may
include unexpected medical and travel costs. Travel-
related uncertainties, such as language barriers, cultural
differences, and logistical challenges, also delay the
decision-making process of potential medical tourists.
Psychological risks, including anxiety from past negative
experiences and the fear of rejection by local doctors
after returning home country, further delay their intention.
Many studies have confirmed that the decision of medical
tourists is influenced more by their perception of risk
rather than the actual risks associated with traveling to
specific destinations. For example, Myanmar patients
frequently report concems of postoperative complications
and unanticipated costs (Aung & Shannon, 2023). These
perceived risks can significantly influence their intention,
even when advantages such as affordability, shorter
wait times, and high-quality care are present. Clear and
transparent risk communication by Thai healthcare
providers is essential to build patient’s trust and promote
their confidence. Therefore, understanding and preventing
these risks is important for healthcare providers and
policymakers, as they represent as key barriers that
negatively impact the behavioral intention of Myanmar

medical tourist.

C. Perceived Service Quality

High service quality in medical tourism is defined by
the presence of professional healthcare staffs, advanced
medical facilities, and a comprehensive patient experience.
Such quality standards are essential for attracting medical
tourists from both developed and developing countries,
as patients seek destinations that offer that combine

affordability with reliability, safety, and comprehensive
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care. In Thailand, the adoption of healthcare innovation
such as Al-driven diagnostics and robotic surgery
(Taweerutchana, Suwatthanarak, Srisuworanan, & Rich,
2020) promote its competitiveness as top destination.
Previous studies have shown that cultural adaptability,
such as having multilingual support and halal-certified
services (Alfarajat, 2024) influence medical tourist’s
intention. But these factors were excluded due to
cultural homogeneity between Myanmar and Thailand.
Instead, this study focuses Thailand’s cost-quality balance,
which is a significant factor for Myanmar Medical tourist.
Amissah, Addison-Akotoye, and Blankson-Stiles-Ocran
(2022) found that 78% of low-income medical tourists
prioritize affordability but their decision is snot driven
by the cost alone, they still demand high-quality
treatment. And Aljumah, Nuseir, and Istam (2020) found
that a smooth follow-up care, excellent patient support,
and clear communication improve patient’s satisfaction,
which result in higher rates of repeat visits and referrals.
High service quality not only improve patient satisfaction
but also increase the loyalty and positive recommendations.
Hospitals and destinations that invest in world-class
treatment, transparent pricing, and comprehensive
customer service gain a competitive advantage, increasing
long-term patient loyalty and sustained growth in the
global healthcare market. Therefore, the availability of
high-quality medical services greatly influences the
behavioral intention of Myanmar Medical tourist in

shaping destination as well as future intentions.

D. Perceived Medical Cost

For the patients from low-income countries, cost
savings serve as a primary motivator in choosing medical
tourism destination. Popular destinations like Thailand
attracts many potential patients due to its affordable
yet high-quality healthcare and services (Davtyan,
Rayamajhi, Lama, Shrestha, & Soe, 2024). Cost transparency

and dynamic pricing models (e.g., all-inclusive surgical



bundles) are now central to medical tourism (Han, Lee,
& Park, 2022). These factors can reduce financial
unpredictability for Myanmar patients, as 89% of Myanmar
patients self-fund treatments (Aung & Shannon, 2023).
Many medical tourists consider not only treatment
costs but also include other expenses such as travel,
accommodation, and post-treatment expenses. They also
seek destinations where that offer affordable and high-
quality healthcare standards, indicating the importance
of perceived value in their decision-making. Therefore,
the balance between affordability and quality remains
a key factor in selecting a medical tourism destination.
For the medical tourism continues to grow, policy
maker should focus on clear cost pricing, reliable

healthcare quality, and building trust with the patient.

E. Social Network Influence

Various studies have defined the role of social networks
in shaping consumer intention. Han and Hyun (2015)
described social networks as a system of interpersonal
connections that facilitate information exchange, trust-
building, and decision-making. Recent studies highlight
TikTok and Instagram testimonials as decision drivers for
younger demographics for Phuatangsila, (2021). Based
on these findings, social networks in medical tourism
can be defined as a system of interpersonal and digital
interactions that influence medical tourists' intention,
trust, and choices medical destinations. These usually
include personal recommendation, online reviews, social
media testimonials, and influencer’s statement. Of all
of these, the personal experiences shared by friends
and relatives is a key factor in reducing uncertainty and
increasing trust in healthcare services (Han & Hyun,
2015). In conclusion, social networks can strongly impact
the intention of medical tourist by acting as a source of
information, trust, and reassurance. These networks help
medical tourists make informed decisions about their

healthcare options abroad. As medical tourism continues

83

Journal of Business Administration and Languages (JBAL)
Vol.13 No.1 January - June 2025

to grow, social networks will remain a key factor in

shaping medical tourists’ intention to travel or not.

F. Perceived Information

Perceived information in medical tourism can be
defined as how medical tourists interpret and understand
the information available to them when selecting a
health-care destination. The reliability, accuracy and
the transparency and detailed information about medical
services, treatment options, and costs are key factor for
building trust and reduces uncertainty among potential
medical tourists (Moslehifar, lbrahim, & Sandaran, 2016).
In contrast, biased or incomplete information can lead
to hesitation and uncertainty in decision-making (Aung
& Shannon, 2023). The way information is presented
also affects its perceived value among medical tourists.
Clear, well-organized, and easily accessible information
is more likely to be understand, with digital platforms
such as websites, mobile applications, and social media
serving as key channels for distribution (Kalankesh,
Nasiry, Fein, & Damanabi, 2020). Digital platforms have
become the primary channels for information sharing,
with tools such as Al assistant chatbots enhancing
transparency in healthcare services (World Health
Organization, 2023). Perceived information including its
accuracy, reliability, and presentation style all
contribute in shaping medical tourists” perceptions and
influencing their intention of travel. Therefore, access
to high-quality, reliable information is essential for

building trust with patients, reducing uncertainty, and

promoting the attractiveness of medical tourism.

G. Perceived Ease of Travel

Travel-related challenges such as difficulties in booking
flichts, obtaining visas, or difficult local transportation
can create stress and discourage potential medical
tourists from choosing a destination. Studies indicate

that over 42% of medical tourists identify travel related
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issues as a primary concern, with flight availability and
complex visa procedures being among the most
common challenges (Hanefeld, Smith, Horsfall, & Lunt,
2014). The availability of direct flights and various travel
options is one of the key factors impacting medical
tourist’s intention. Additionally, easy visa policies and
minimal entry requirements contribute to a seamless
travel experience, further influencing destination
preference. Travel-related barriers such as long flight
durations, restrictive visa policies, and concerns about
post-treatment complications during transit, act as
significant barrier, impacting negatively on medical
tourists” intention to travel abroad (Seow, Choong,
Moorthy, & Chan, 2017). Many medical tourists struggle
with  making complex arrangements for flights,
accommodation, and medical appointments. Handling
these arrangements can be stressful and can impact
the medical tourist’s travel intention when facing
unfamiliar healthcare systems and travel plans.
According to Zhong and Chan (2024), travel difficulties
such as visa processing, transportation, and lack of
support services are significant barriers to medical
tourism development in destinations like Hong Kong
Therefore, having dedicated support services can help
to reduce confusion and stress of the patients and
making the entire process smoother. Providing a smooth
and stress-free travel experience influence medical

tourist intention to decide for medical tourism.

H. Perceived Subjective Norm

Perceived subjective norms refer to the social pressure
individuals feel to engage in or avoid a particular behavior
(Ajzen, 1991). In medical tourism, these norms are mostly
influenced by family, friends, community beliefs, and
online influences, all of which impact a patient’s intention
to seek treatment abroad. Recent study revealed that
recommendations from friends and relatives who have

had positive medical experiences abroad positively
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impact on the acceptance of medical tourism (Khan,
Chelliah, & Haron, 2016). Digital platforms such as online
forums, review sites, and social media also expand the
influence of subjective norms by delivering positive
patient testimonials, increasing the belief that medical
tourism is more desirable option (John, Larke, & Kilgour,
2018). Therefore, perceived subjective norms, mainly
driven by family expectations and online influences can

build the trust and help in decision-making process.

I. Perceived Behavioral Control

Perceived behavioral control (PBC) refers to an
individual's belief in their ability to successfully perform
a behavior and is a key component of the Theory of
Planned Behavior (Ajzen, 1991). In medical tourism, PBC
influences a patient's confidence in deciding treatment
abroad, which is mainly influence by the three main
factors, financial stability, availability of support services,
and cultural adaptability. Biswakarma and Basnet (2025)
found that treatment cost, insurance policies, language
and cultural differences significantly impact Nepalese
patients’ willingness to seek care overseas. The financial
stability, which means ability to afford treatment, travel,
and accommodation is a major factor in decision-
making for medical tourist (Sun, 2018). Thai hospitals
now offer installment plans, but recent survey from
Myanmar patients preferring upfront payments (Aung &
Shannon, 2023). Counselling and guidance services
provide reassurance for the patients and boost their
confidence, and encourage follow-through on medical
tourism decisions. Cultural adaptability, a subcomponent
of PBC, was excluded due to shared Buddhist practices
minimizing unnecessary stress. Together, these studies
suggest that destinations that provide flexible payment
options and strong support services are more likely to

attract Myanmar medical tourist.



J. Other Critical Factors Excluded from the Study
While the study focused on key variables like cost
and service quality, Thailand’s medical tourism ecosystem

involves additional influential factors that were excluded

due to demographic relevance and theoretical prioritization.

The first and most important factor is legal and ethical
issues which include malpractice laws, patient rights
protections, and cross-border dispute resolution, which
significantly impact behavioral intention of medical
tourists (Abualhasani, 2021). Thailand’s Medical Council
regulations and international accreditation ensure ethical
standards, but legal risks like unenforceable medical
practice or unclear patient right protection can negatively
influence some patients (Gopalan, 2023). The study

emphasized immediate decision-making factors such as

cost, availability of services and perceived risks and benefit.

Legal considerations were viewed as less relevant for
Myanmar patients, who prioritized immediate concerns
over formal regulatory or legal frameworks (Aung &
Shannon, 2023).

Destination Branding is one of the major factors which
is excluded in this study. Thailand has established a
strong international presence in medical tourism through
its “Land of Smiles” branding and attractive promotion.
Hospitals like Bumrungrad International and Bangkok
Hospital advertise in international media, promoting
world-class facilities, comprehensive customer service,
and affordable packages. In 2019, Thailand attracted
over 3.5 million medical tourists, making it one of the
top global destinations for medical tourism (Gozzoli,
2019). Despite Thailand’s successful branding, its
impact on Myanmar patients appears limited. Research
indicates that Myanmar medical tourists are less
influenced by international marketing and more by
practical considerations such as travel convenience,
cost savings and word-of-mouth referrals within their
communities (Win, 2021). The branding effects were

considered uniform across Myanmar patients and not a
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primary decision-making factor in this study. Furthermore,
the Theory of Planned Behavior (TPB) focuses mainly
on attitudes, norms, and behavioral control, while broader
systemic factors, such as branding and reputation fall

outside its primary focus.

IIl. RESEARCH METHODOLOGY

A. Population and Sampling

This study conducted a quantitative research design
to investigate factors influencing Myanmar medical
tourists' intention to visit Thailand for medical tourism.
A structured questionnaire was used for data collection.
The target population consisted of Myanmar medical
tourists, aged 18 and above, seeking healthcare in
Thailand. The study utilized convenience sampling; a
non-probability method chosen for data collection
within a limited timeframe. For the sample size
calculation, the exact population size of Myanmar
medical tourists was unknown and a non-probability
convenience sampling method was used, the sample
size was determined based on practical considerations
and previous research practices in medical tourism
studies. A total of 400 respondents were targeted, with
386 valid responses collected, which is considered
sufficient for conducting multiple regression analysis
with eight predictors. To ensure clarity and relevance,
the questionnaire was developed in collaboration with
Myanmar healthcare representatives’ tourism agents.
The initial draft was pilot-tested among 30 Myanmar
patients (Cronbach’s alpha = 0.838) and refined based
on feedbacks. Adjustments included improving question
wording and removing unnecessary in order to align with
the study’s objectives. The final version was translated
into both English and Burmese before distribution to
Myanmar respondents. The survey was distributed
offline at hospital representative’s offices in Myanmar
with the assistance of hospital coordinators, who reached

out to potential medical tourists after receiving permission.
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B. Instrumentation

A structured questionnaire was the primary research
instrument, which is developed from conceptual framework
of the study. The questionnaire was divided two main
sections. The first session is collection of demographic
information such as age, gender, income level, and
prior experience with medical tourism. The second
section is factors influencing medical tourism intention
which examined independent variables (e.g., perceived
health risk, medical cost, service quality, ease of travel,
etc.) and their impact on behavioral intention.
Responses were measured on a five-point Likert scale,
ranging from strongly disagree (1) to strongly agree (5).

For the reliability and validity, the questionnaire was
reviewed by experts first and a pilot test was done on
30 respondents.

To summarize demosgraphic data and response
distributions, Microsoft Excel was used and data analysis
was done using SPSS software. For confirming reliability
of the questionnaire, Cronbach’s alpha test was done,
yielding a score of 0.838. Correlation analysis was done
to identify associations between variables, and multiple
linear regression was used to determine the predictive
factors affecting behavioral intention of medical tourists

to visit.

IV. RESULTS AND DISCUSSION

A. Demographic Characteristics

As described in Table 1, the demographic analysis
of 386 Myanmar medical tourists considering Thailand
showed some key characteristics. For example, a majority
of respondents (54.66%) were between the ages of 46
and 60, followed by those aged 31 to 45 (27.20%),
suggesting that middle-aged individuals represent the
core demographic. Female participants include for a
larger proportion of the sample (62.18%) compared to
males (37.82%), indicating a greater interest among

women in seeking medical services abroad.
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Table 1: Demographic characteristics

Variables Occurrence Ratio (%)
Age

18-13 18 4.66
31-45 105 27.20
46-60 211 54.66
Above 60 52 13.47
Gender

Male 146 37.82
Female 240 62.18
Other 0 0
Occupation

Retired 48 12.44
Dependent/ Unemployed 97 25.13
Business Owner/ Merchant 159 41.16
Employee 78 20.21
Students 5 1.30
Monthly Income in MMK

Less than 1,000,000 0 0
1,000,001-5,000,000 52 13.47
5,000,001-10,000,000 68 17.62
10,000,001-50,000,000 128 33.16
More than 50,000,001 31 8.03
Unspecified 107 27.72
Medical tourism experience excluding Thailand

Yes 68 17.62
No 318 82.38
Number visit(s) to Thailand for medical tourism

1 128 33.16
2 118 30.57
3 86 22.34
More than 3 54 14.00

This data analysis helps to understand the age, gender,
jobs, income levels, and provides a strong foundation

for understanding their preferences.

B. Hypothesis Testing and Results
As describe in Figure 1, the conceptual framework
showing hypotheses H1 to H8, which represent the

relationships between various factors and behavioral



intention of Myanmar medical tourist. To examine these
factors, a multiple regression analysis was used with the
behavioral intention as the dependent variable. The
eight independent variables include perceived health
risks (H1), service quality (H2), medical cost (H3), social
network influence (H4), information availability (H5),
ease of travel (H6), subjective norms (H7), and
behavioral control (H8). The model explained 68% of
the variance in behavioral intention (R2 = 0.68, Adjusted
R2=0.68,F(8,377) = 52.34, p < 0.001). Perceived health
risks (B = -0.22, p < 0.001) showed negative relationship
with behavioral intention, confirming H1. Service quality
(B =0.19, p = 0.002), medical cost (B = 0.17, p = 0.003),
social network influence (B = 0.15, p = 0.005), information
availability (B = 0.12, p = 0.008), ease of travel (B = 0.14,
p = 0.004), subjective norms (B = 0.11, p = 0.010), and
behavioral control (B = 0.13, p = 0.006) all demonstrated
positive effects, supporting H2-H8. Multicollinearity was
assessed using variance inflation factor (VIF) and tolerance
values. All VIF scores ranged between 1.12 and 2.45
(tolerance = 0.41-0.89), well below the threshold of 10,
indicating no significant multicollinearity concerns.

In this study, the regression model showed an R?
value of 0.68, meaning that 68% of the variance in
Myanmar patients’ intention to choose Thailand for
medical tourism can be explained by the factors such
as perceived risks, perceived benefits, and perceived
behavioral control. This result suggests that the model
is fit and these factors impact patients' decision-making
behavior. Since R? can be sometimes increase by
adding more variables, even if they are not very useful,
the Adjusted R? was also examined. The Adjusted R2
value remained at 0.68, confirming that the model’s
strength was not boosted by adding extra independent
variables. This gives a more accurate picture of how
well the model fits the data. To further test the overall
significance of the model, an F-test was done. The

results showed that the model was (F(8, 377) = 52.34,
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p < 0.001), meaning that the group of predictors reliably
explains variations in behavioral intention. Together,
the high R, stable Adjusted R?, and significant F-test
results demonstrate that the model is strong, statistically
valid, and well-suited for understanding the medical

tourism intentions of low-income Myanmar patients.

Table 2: Research Hypothesis Testing

pP-
Hypotheses B 95%CI | VIF
value
H1: Perceived health risk
- [-0.30,
negatively affects <0.001 1.89
0.22 0.14]
behavioral intention.
H2: Perceived service
[0.07,
quality positively affects 0.19 | 0.002 2.45
0.31]
behavioral intention.
H3: Perceived medical
[0.07,
cost positively affects 0.17 | 0.003 1.76
0.27]
behavioral intention.
Hd: Social network
influence positively [0.05,
0.15 0.005 2.10
affects behavioral 0.25]
intention.
H5: Perceived
information positively [0.04,
0.12 0.008 1.32
affects behavioral 0.20]
intention.
H6: Perceived ease of
[0.04,
travel positively affects 0.14 | 0.004 1.98
0.24]
behavioral intention.
H7: Perceived subjective
[0.03,
norms positively affect 0.11 | 0.010 ] 1.12
0.19
behavioral intention.
H8: Perceived behavioral
[0.03,
control positively affects | 0.13 | 0.006 1.54
0.23]
behavioral intention.

Cl = Confidence Interval; VIF = Variance Inflation Factor

The results support the Theory of Planned Behavior,
indicating the role perceived risks, service quality, and
intention. The

social factors on medical tourists’

multicollinearity test showed no issues, meaning the
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regression model is reliable and each variable has each
own effect on intention. Based on these findings,
policymakers and healthcare providers should focus on
reducing perceived health risks and improving service
quality, price transparency, and travel convenience to
strengthen Thailand’s position as a competitive destination
for medical tourism.

The standardized regression coefficients (B) from the
multiple regression analysis show the relative impact of
each factor on behavioral intention. Service quality had
the strongest positive effect (B = 0.19, p = 0.002), followed
by medical cost (B = 0.17, p = 0.003), while perceived
health risks had the largest negative effect (B = -0.22,
p < 0.001). These findings suggest that improving service
standards, maintaining cost transparency, and addressing
safety concerns are critical strategies for increasing
medical tourists’ intention to visit Thailand. The findings
also support the study’s theoretical framework, showing
that high-quality services and economic factors are key
motivator in medical tourism, while the risks and
health-related issues must be addressed through clear
communication to make Thailand more attractive as a

medical destination.

C. Research Questions and Answers

1. To what extent do perceive health risks, perceived
benefits, and perceived behavioral control influence
Myanmar patients’ intention to choose Thailand for
medical tourism?

The study confirms that perceived risks, perceived
benefits, and perceived behavioral control impact
Myanmar medical tourists' intention to visit Thailand for
medical tourism. Based on the result, perceived health
risks have a significant negative effect (B = -0.22,
p < 0.001), meaning that each one unit increase in risk
perception such as fears of complications, hidden cost,
or travel related issues reduce behavioral intention by

0.22 standard deviations. When patients perceive higher
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risks, they are less likely to seek treatment abroad.
These concerns make them hesitate, even if they know
better healthcare options are available. Healthcare
providers should focus to reduce risks, such as offering
clear safety assurances, transparent pricing and cost
breakdown, and comprehensive post-treatment care.

The study also found that several aspects of
perceived benefits such as service quality, cost savings,
social network influence, information availability, and
ease of travel, all impact positive effects on behavioral
intention. Service quality, such access to accredited
hospitals and experienced healthcare professionals, is
the strongest single motivator (B = 0.19, p = 0.002)
followed by cost saving (B = 0.17, p = 0.003). The Social
network influence such as personal recommendations,
online reviews, and social media also impact positively
(B = 0.15, p = 0.005). The ability to access to reliable,
clear, and well-organized medical information reduces
uncertainty and gave patients more confidence in their
decisions (B = 0.12, p = 0.008). Easier travel process like
direct flights, simple visa processes reduce the stress
and support the intention to travel to Thailand for
medical care (B = 0.14, p = 0.004).

Perceived behavioral control (B = 0.13, p = 0.006)
such as strong financial stability and availability of support
services, including emotional assistance increases tourists'
confidence in making medical travel decisions. Overall,
the study shows that lowering perceived risks, increasing
benefits, and improving support service can positively
influence their decision to choose Thailand for medical
treatment.

2. Which targeted strategies can most effectively
enhance Thailand’s attractiveness for low-income medical
tourists?

This study highlights key areas where Thailand can
strengthen its competitiveness in the low-income medical
tourism market. The results show that perceived risks

(B = -0.22) is the major barrier for medical tourists’



intention. To overcome this barrier, healthcare providers
should focus on risk mitigation strategies to reduce
concerns related to treatment risks, pricing transparency,
and post-procedure care. Affordability also plays a
crucial role (B = 0.17), indicating that promotion and all-
inclusive medical bundles make Thailand feel more
affordable and it will help reduce financial uncertainty.

Partnership with hospital, clinics and referral networks
from Myanmar would further increase their intention
and facilitate cross-border healthcare services. Hosting
health seminar and organizing patient ambassador
program increased patient’s intention to choose Thailand
for treatment, especially when paired with targeted
digital outreach such as Burmese-language social media
testimonials and Al-powered chat support. Collaboration
between government agencies and public—private sectors,
such as linking visa authorities, airlines offering discounted
medical fares, and hospital concierge teams to improve
overall efficiency, accessibility, and smooth experience
for medical tourist. By focusing on these risk reduction
strategy, clear pricing structure, trusted partnerships,
personalized communication, and easy travel process
to Thailand can promote its attractiveness for low-income

medical tourist.

V. CONCLUSION & RECOMMENDATION

The study provides an in-depth analysis of the factors
influencing Myanmar medical tourists' intention and
identifies key factors which impact strongly on the
intention of medical tourists from low-income country.
Previous studies mainly focus on high-income medical
tourists or aggregated patients from developing countries
into a single group, masking the unique socioeconomic,
cultural, and challenges faced by specific low-income
populations. It reveals factors relevant to low-income
patients, such as the influence of social networks (e.g.,
word-of-mouth referrals) over formal marketing, and

the prioritization of cost transparency over advanced
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medical technologies. The findings consistent with previous
studies where the importance of service quality (Lee,
Han, & Lockyer, 2012) and cost-effectiveness (Lunt &
Carrera, 2010) as primary drivers of medical tourism. For
instance, the positive impact of service quality (B = 0.19)
and cost (B = 0.17) mirrors global trends where affordability
and quality are pivotal. Similarly, the negative effect of
perceived health risks (B = -0.22) also consistent with
Han and Hwang (2013) study on health-risk. The study’s
findings align well with the Theory of Planned Behavior.
Variables such as service quality, cost, and health risks
reflect patients’ attitudes toward medical tourism,
directly influencing intention. Social network influence
and subjective norms demonstrate the role of social
pressure in decision-making, while ease of travel and
perceived control impact on tourists' confidence in
deciding medical care. Together, these results support
TPB as a framework for understanding medical tourists’
behavioral intention, especially among patients from
low-income countries. Future research should explore
how cultural factors influence healthcare decision-
making and evaluate the effectiveness of these
strategies through long-term studies.

Based on the study's findings, several strategic
recommendations are proposed to enhance Thailand’s
appeal as a medical tourism destination for Myanmar
patients to improve risk communication and to reduce
perceived health risks, healthcare providers should offer
transparent pre-treatment consultations, comprehensive
post-operative care plans, and collaborate with local
hospital to facilitate cross-border healthcare services.
Targeted digital marketing campaigns should be
developed for platforms such as Facebook and local
community forums, where hospitals can encourage
satisfied patients to share their positive experiences
online to build trust among potential visitors. Hospitals
should offer fixed-price medical packages with clear

cost breakdowns. These should be designed to match
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the income levels of Myanmar patients, especially
33.16% earning between 10 and 50 million MMK per
month. Improving access to medical visas, collaborating
with airlines to offer discounted fares, and providing
multilingual travel support services will help remove
barriers related to travel logistics and improve the
travel convenience. These recommendations address
the specific needs and challenges of Myanmar medical
tourists and are supported by empirical evidence from

this study.
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Abstract

This research is a quantitative study aimed at examining the influence of brand image, consumer reviews, and
trust on repeat purchase decisions for cosmeceutical products. An online questionnaire was used as a research
tool to collect data from a sample group of 405 consumers who had previously purchased cosmeceutical products.
The statistical methods used for data analysis included frequency, percentage, mean, standard deviation, skewness,
and kurtosis, along with structural equation modeling (SEM) to analyze causal relationships. The findings revealed
that 1) Brand image has a significant influence on trust, which leads to repeat purchase decisions. 2) Consumer
reviews have a significant influence on trust, which also leads to repeat purchase decisions. 3) Trust plays a crucial
role in influencing consumers' decisions to repurchase cosmeceutical products. To enhance brand image, businesses
should focus on clear and targeted communication, utilizing branding strategies aligned with consumer values,
such as corporate social responsibility (CSR) initiatives and sustainable marketing. Additionally, leveraging online
consumer reviews as a credibility-building tool is essential. Brands should also professionally manage negative
feedback and complaints, demonstrating attentiveness to consumer concerns.

Furthermore, transparency across all processes, from product information disclosure to after-sales services, is
key to strengthening consumer trust and confidence. These strategies can increase the likelihood of repeat purchases

and foster long-term relationships with customers.

Keywords: Brand image, Cosmeceuticals products, Customer review, Repurchase intention, Value in trust
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Antiduladeniinaunianseniulindalunsdu
HaRdueiguaRIv

NNUITET19AU wuI1 JaseluEeaupaninanyaing,
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Auf1 nqud19Ba nMsweatauulnsiedn wazAulinga

P a ' a o 14

AVNTNANDNERN AU

=% o

Uszinmiaiesdren §idedeiininy

piid

a ' a

aulatialadenidnsnadendnduilungunivdianawazain
NSNUMIUKIIAALAENA B A11150UNLATINTBULLIAR

NITlaRsU 1

mwidnwalnsidudi

- nvdnwiaadng

- nwdroiinEe s
- e 1iEa ot

= = & %
myfmaulafas

—

arudaiiusazaulingda

wEnfnslungundany

umanudininguilae

- mafuffenilfata

JUN 1 : nSoUMIARIWITY

3.2) quuRgINYeINITIVE

1. BvEnaveanmanualns1dudl dnadenulinngda
funlugmastndulatosmaniuslunduaediens

2. BvswavesnsInlasguilan adeniniliinga 7
ihlugmsdadulatesadnsusflungunedions

3. ileAnwidviswavesnundesiuazaailinga 7d

naren1sAndulagednandeilunguirdiens

4) J/ANAUNITIY

UITY

=

YANWBNSNAVRINNANEAINITIFUAT UNAINY

Flneuslan Ninareaudedukaraiuliiigda &

ugnisanduladedndndudilunguiavdiens laens
%I =)

allfun19398139USuna (quantitative research)

=o

EEED
wazdTendedsan (survey) Jelduuuaeuniy (questionnaire)
Wuedesielumsiiusiunuteyauaziiaseideya Tae
TdnsUszananannlusunsudniagd nduishmsagy
nanFIaeiiotiauesanTIdelusUluUYeInI LAY NS
vssengUsznaulnedadeiiviinsfinu Tnenduiaogneitly
A fe fuslnafifimsidonteduandantlunduandiens
Tuwangamamuas uazU3uama esanUszeinsivua

lainsudssensiuiuey AsUYWIANENAI9E19811190



Awaldangaslinsvauiadiediwesfenuasu lny
MvuasEAuAIANLTeluSegay 95 uarsEAUAIY

ya o a

Aadeudenar 5 S1udu 400 A Feg3dulidnedagns
983 Cochran (1977) Inefvurnsaeg1svesuszvans i
ixé’ummﬁaﬁ'u 0.095 LLazﬁﬁhmmﬂaMLﬂﬁauﬁ +0.05
anansamualafsaunisi 1
n = Z°P(1-P) /&° (1)
Armunataadoulunisussuadadiulszeins
Vevunfioensuldde 0.05 fau A1 E = 0.05 n = (1.96)x
0.5x(1-0.5)/(0.05), n = 384.16
NN IAMIN WlFuUAvenauAIegs (n) = 384.16

v
= a =

Au LaatiiaUeafuAURANEIANDIAARTUINNATADU

Yo o

(a3 lAdnvinLuUaB U

U

wuvaeunwlinsuiIuanyIal
dmsunuidondsilifiutugn 0.05 iy 405 au Liels
wadldfinnuuiuslunsiesedauisi uaglunside
adailAselimBnsdondiogdlaglinadenndudmane
WUULANIZLY1239 (purposive sampling) 1nen1552U5W
ToyaannshinguitetnauwuuaaUnulAYASe isol
ABUKUUADUAUHIUNIG Google forms wazdslulingu
foesrustamsesulat Yeamiasing 4 Lilesanngu
fegrathistemsesuladlfasanuaztuisigideas s
feehsdruunnluszeznadiedediszoznailunaiv
sunndeya 3 ou Wunduuszinsfinetodnan i
Tungunvdiens Fsiinmsdnnsesseuuuasuay ey
foyaldmsingutimnefinstos wansuslunguvdions
wazagluUnNTUNINUNIUAT uazUTUMMa

o

4.1) sp3eeionlylunisiv

NITeFutIunuIdedausunu Ineldeseadliadu

P
= £%

wuuaaun1y §ITulaadneluainn1sAuAIIINLLIAN
g 71319 UnAY uazauATedu 9 Afeades Tasuuy
gounny WuluuinsdmUsyanual (rating scale) 5 sedu
fio 1niian 1N Urunana ey testign Téun srunmdnuel
ATALA MuunauEhanguilan arsidesiuwazaim
%119l wazdumsdndulatesindndasllunguinydiens
Tnegideldinausnuuasunulifidervig 3 vitu e
PSIVADUAIILATUEIULATATINADAAE DIV E MBS
wugeunuiinssudesiiazAnulagmseseidvianny

d@onMasss1ede 10C (Index of Item Objective Congruence)
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WomAvlianuaenAdessenintormauiuauanyuesy

o

noUsrasRvesnuifenaensin Jelalidinnudennaes

s 0.50 Fuldaildle warldvinisnseaeuaudesiu
(reliability) 3nnn1siiuiuuaeuaulagliinlunaaeuld
NFUNARDI 30 YA WienaaouA1ALL il wazaw
donAdasws U UdsUNUANdLUsEAviBusaTveIsauLIN
(Cronbach’s alpha coefficient: ) Tngmaadies way
meduUszansuearivesasauuin wuitdauiianay
WiesTiansasluldly msAnwlddulumunasificivun

1 '

TnaAAgaimuIlafaeliA1u1Nn3n 0.70 Fawuuasuay

=

Tudun 2 andnwalns dual dun 3 unAausilee

€

a

USInA dUh 4 AuTedukarANlIINea wasdun 5

e

mssnaulater Ingluwdard@iuia1muigaINNIINNU

0.90 PlUFdieheensuladesiiunsiivteyasiely

5) HAN1539Y

MsfnwiFes BvsnavesnmEnwainTALA1 UnANLE
Taefuslan duaernuidosiusazanil i dadllg
nsdindulatoswansuslunduandions Tneiingusvacd
mAfuflefnwdvinaveanndnuaingidud unanaiia
Toerfuslon Mnasiernuidesiuazanalinga uardvina
vosnudeiusazanulinda fhlugnisdaduladen
Handuelungunydon Insdnauenan1TiinTeiteya
wisendumslnsziaiavessziuaiade uavdudesuy
1ATFILVBILARZFILTNTIATIEiTeyaLRLaTuBVEWa
amidnualvewmsduiuazandesiuiidssasonisiadula
Foslasiade (mean) LLazdauijmwummgm (standard
deviation) Ingldadifinaasu t-test n1snsIaaeutoyanou
N133ATERAILUUIIaeaun1TiaTase tngldadiniga
w3sauun witelvinsiuAiSesay (percentage) A1AILA
(frequency) AaAs ALdsauLINAsgIL ARIEA (minimum)

ANE9@n (maximum) AIAUKYTUTIUTIN (variation) AN

Y

a1 (skewness) A1aales (kurtosis) Arduuseans
anduiusluuuinaguuesile$du (Pearson’s Product
Moment Correlation Coefficient) N33 Lﬂ‘i’]gﬁm’lmﬁmmn
1F9lATea319 (construct validity) 989U UUT1899N1539
Taglavinn1sitAsignesAlsenauledudu (Confirmatory

Factor Analysis: CFA) MSVAEUAILUUINEDENN1SIATIASNS
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(Structural Equation Model: SEM) dlosnanunso e
ANMUFURUSITWOUTE NI ILUTAY AwUTAY Laziauls
sunandlglulunaiion ses3uiauusurs andofanainly
n157n LLaswﬂaaummL?;Jums;Lﬁuwalé’ﬂgamqmmaz
V90N karATUTDIAUDMUEANLUUABUATY

215 1 wansiengidoyaidosiuresfiuys
Funaldudassuusildlunsise sauviemun 4 shus Tne

UaueA1aify @1 deuuuNInIgIu ANIgn A1g9an

AU AULAY AULUTUSIU LEYANVLNEVDIALRAY

[ LY

ilagdnuaiznsnszanBuarnIsLINLIsTe sl sEaLneld
uslazdy namsiATeiineaden Gl
fusnmdnvalnsidud (MA) wui fuslnadadude
dmAnsusilunguinvdienunaenwdnualngidudi
ANARLILIAILUIN AN YaIRgAUA IMA) ogluszau
u1n Tnefldnads 4.46 ssdUsznauanun fdaw
wUsUsImegd 0.61 fdnarudiunininunegi 6.30
wanei1 guilnadnaulatedindnSusllunguiavdions
ms1zamdnvaing1dudn finnuAniugenitdieds diw
Aaulaaduuanitaun 98381314 90.11 UangIFUIe
mswanuasvestoyaduldsgendnlasund
AulsunANIInguilan (REV) wuin guslaa
daduladodinansusilunguirdions danudadiui
uneIInguslna (REVD) agluseiuinn Tasdidnade
4.22 psAusEnRURIINA TAiATuulsUsIuegT 0.67 fidn
aruntifuauitonun ogfl -1.04 uansi duilaadadule
%a%’lmémﬁméﬂumjmwﬁwawstwummm%%mn
Fuslaa feuAafugainidneds unanaEhanguslan
(REVI) fiAadulasduvinimafuen 1.46 uanedn U3
mawanuasvestoyaduldsgeninlasung
fuvsenudesiusazaailinga (TRU) wuih guilna
daauladetnanSusilunguiavdiens Saudadiuin

AnudesiuLazaulingda (TRU) egluseiuuin lawil

P
=1

1Rl 4.54 peAusEnoUInun JA1ANNLUTUTINEYT

a1 %

f
0.42 fifnanutiluauvianun agi -1.18 uansir Juilae

|
LY

anduladerindndualunguiivdieiunsiganuged
wazaulingda faudaiiugeniiAnade anudiedu
wazaulinngdas (TRU) daanulanduuanmiriue 1.73

wanedn JUTeNIskanuasvesdeyalduliasndildsund &

v
=] o

wUsnisdnduladad (BAC) nun fuilandnauladod
wanfaustlunguinmdion fanuAniiuin n1sinduladfedn
(BAC) agluszauann Tnefidads 4.58 asdusznoutionun
fiAnAuuUsUiuegi 045 faanudifuauiomn ogf
134 uaned fuilnadindulatossdntasilundguaedion
fauAnitugendidade nisdaduladosn (BAC) fidn
Aultanduuinmiifiuan 2.01 wanadn JUSINITUINLAS
vosteyadulisgeninldsni lefiansanaranuiuay
ANulAwaInnILls nudtArutiazAuladiay
wanssanguiifissdntos Januifedivuinveengu
fegsfiinnme (n = 405) Jedluunliuiiozgidrgnisuan

wasUnfmumeefindnnianand (The Central Limit Theorem)

v
LYY

§191d
Julpmaly

AFIATILIANYINTUTILATIAT19VBIA L UUINAD

=% a

FefimnumanzaunazihludwsgsiesrusenauLde

g

M33M (construct validity) Inglavinnisiasziesruseneu
Waguduresguvuanuduiusvesdiuyslunsiazasd
Usznavu laguvseanidu 4 asAusenau laun andnwal
ATIAUAT UNAINTIIINEUTIAA AL oTuRAT AL

1371919 wazanumaladadn Tun1siasIeinanUsenauLds

P =]

gudy fdennasgeulinnuaaInmdsuilnnudunusiu

19 Tngnauetlun1snansani AakUUINanINsIinadanAaes

[ v ¢

Autdayaldeusednyg Ra1sannala-awaisduing

(Relative Chi-Square) Gamldanaunis yZ/df §33léi

o a v o ¢ '

AFIATIEVANFUUSEANTANFUNUSTE NI UTFWNA Lo

L o oW o«

TngRasaunAduUseansandunuswuuiesau

A15197 1 : madalassuvesnulsdanalanlaluanuide (n = 405)

fianus Mean ) Min Max SK KU Var AMUNUNY
IMA 4.46 0.61 3.00 13.0 6.30 90.11 0.38 un
REVI 4.22 0.67 1.00 5.00 -1.04 1.46 0.45 un
TRU 4.54 0.42 2.50 5.00 -1.18 1.73 0.18 un
BAC 4.58 0.45 2.60 5.00 -1.34 2.01 0.20 un
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M13199 2 : ANERALARIANARAARDIVBIFILULTIABINTInA AN valnsELA UnAETIINNGUSIne enuleiiukaraulinngae uagns

Faaulagosn
fiauus Chi-Square (%2 df x/df p-value GFI CFI RMSEA
IMA 7.399 7 1.057 0.389 0.994 0.998 0.021
REVI .000 0 .000 .000 1.00 1.00 .000
TRU 14.872 8 1.859 0.062 0.988 0.982 0.046
BAC 1.346 4 0.337 0.853 0.999 1.000 0.000

Han IS IERALdNTLS T uUsdunaldvia 34
Faus wud AndudseavSanduiugseninsfaudsviaun
fifduiiuinuazau Senssning 0.028 89 0515 way
fnusdunaladrulngdianudniusiu egrsitdodiAgnia

s 1 LY

adAfisziu 001 Tnordulssavanduiusseninafuys
fidneglussdusenouesiiuusurufeafuiianduusyans
anduitusiurionsuinasniay taen1snsaadeunie
FudunTINY (multicollinearity) wuin laifin1esiuidu
AsINsEnILUsdLnalalusuuinass tay Tabachnick
and Fidell (2007) N&1791 A1IEIUEUATINYLAAIINAT

duusrdndanduiusseninsiindsudazaniafaus 0.90

P
=

Fuly sty meamTinseinudiiussywinsuusdanald
Fadulunudennantedumsaifvosnisinsziauns
JEERGERN

NANTI9T 2 MIsinTismsaiddassadnues
FuUsmwanuainsdui wui AmtnesduseneuTes
Aanwalnsdudi 6 fus anduvan waziiveddy
MeEdRTsEU 0.03 warfuuusIanenIsinnmanvaing
duAnlinugenadenaunfuiuteyalielsedny fansan
Ifanndla-aunas Auandnsfuaingud egrslaifdoddy
Meann Arba-wamIsausimg wihdu 1.057 manutiasdu
(p-value) 1WinfiU 0.389 ARTTInAINADAASDINANNALLTS
FUNNS (CFI) tM1AU 0.998 AAIUADAARBIVBIRL TR
SEAUANUNAUNAY (GFI) 1WNAU 0.994 LagAavTsInUes
ALeduiddewenunaInadoulagUsyana (RMSEA)
Wi 0.021 Wethaadafilaluiuieudisutunaeiiuns
forsandinnuain Ala-uaasduinsaistosnin 2 A
AUz (p-value) Aoslifiveddgyneadd A CFl
waE GFl msannndn 0.90 ulU d@auAn RMSEA Arstiesndn
0.05 fafy Fnuusiaewnasiasdlnnuaenndosnauniy

(fit) fuduwuuIaamme e (Tabachnick & Fidell, 2007)

99

1153A51ERAUTIB RS TlATIas19veefIuYs
UNANIIINFUTINA WU ArtmidnesdUszneuues
unaEanguilana fia 3 dauds danduvin uas
Todfynsadafisedv 0.01 Muvusiasinisiaunay
FannguslaaiianuaenadeanaunduiuteyaieUsydnyg
finrsanldandla-aunif Auansirsiuaingud ogidlaidl
Hod1Agn19ads ArlA-uaaIsduRwsLingu .000 ArAIL
unazidu p-value Wi .000 AdadliaAuEDAAADY
NAUNAULTIFUNNS (CFI) AU 1.00 AANNABAAADIBS
futlinszauanunaunau (GFI) 1Au 1.00 wagAauilsin
YesredesdsEemeemunanndaulaeUszina (RVMSEA)
Wiaiu 000 wiathaadatilaluissuiiuiunaeilunis
frsandisanunin Al wanisduinsaistesnda 2 A
AuU1azLlu (p- value) foslaifidudrAgynisadfan CFI
wag GFl msannndn 0.90 ulU d@audn RMSEA Aastiesndn
0.05 flafy Fuuusiaswnasiagdlnnuaenndosnauniy
(fit) fusuuInaeamnImgeg) (Tabachnick & Fidell, 2007)

NTIATIZAANUTEIRTUTIATIES 190U UTAY

N

Warukaraa1uliinegda (TRU) uidedl

o

Jalaarndwls

o

Funale 6 fuus wuin Sanduuin wavidedrfynisada
fisgstu 0.03 waziuuudiassnsinunenuihanguilan
fianuaenadeinaunduiuteyadeusedng finnsanlaan
Ala-aums Aunnsnsfiuaingud egndlfdodfameada
Ala-uansauRnSIvInAY 1.859 Armanutazidu (p-value)
Winfu 0.062 ArdvilinaudenadInaunauLTIEuRms
(CFI) AU 0.982 ArANABAAADITEIRYTIRTZAUAIIL
naundu (GFI) wihifu 0.988 wazadviisnuesanaderids

aoswasuAaAanulneUszanal (RMSEA) Wiy 0.046

'
P ' a

Wat1A@dfNne tUtUSsuigunuLn g b NSRRI

v ¢ o '

AMUUA AlA-LEAISFURNSAITUBENI 2 AIANNUI9Y

o o aa

\Ju (pvalue) fosldfivedrAgyn1eads A1 CFluay GFI
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AI5HINATT 0.90 Tl dauf1 RMSEA aastisnin 0.05

o
LYY o o

AU AILUUT1aDIUINTINTILANUdDnAaoINaunaY (fit)

AUAILUUTIa0IN1Wg e (Tabachnick & Fidell, 2007)

a

ANSILATILTANUNBINTUTALATIFS 19D UTANS
dnduladed (BAC) uidedinlaannduusdunale 5
FrawUs WU AUINTINBIRUSENBUVDIANUTBNULAY AN

Tinalafivianun 5 dauwds Sanduvin wasiivedidgynia

9
o

ADRNTLAU 0.15 LarAILUUINABINITIAUNAINNTIINN

e

uvilaniinnuaenndesnaunduiudeyaideusedny
fsanlaanala-auaas ViLLmﬂﬁi’mﬁumﬂqusﬁ pgaldd
HodAgyn9ads Arla-Laasdunvsvindu 0.337 A1aw
119g1du p-value v 0.853 Adauiiiariuaenndes
NAUNAUTIFUINS (CFI) iU 1.000 A1AINEDAAADIVDS
futlinsgauanunaunay (GFI) Wiy 0.999 wazAdailsin
YorRAeidEemeseunannasulneUszaN (RMSEA)
Wity 0.000 WiethenadafilaluFeudisusunasiiunis

v 3

farsandinivuadn Ala-uanasduimsaisiesnda 2 A
AUzt (p-value) Aoslifiveddgyneadd A CFl
WaE GFI A51Inn3n 0.90 Tl daurn RMSEA astiosndn
0.05 faths fhuuusiaewnsinIsdinuaenndonaunay
(fit) fuduuuIaame e (Tabachnick & Fidell, 2007)

PNNANTIAATIEIFLUUI DI INTIANTIAS U AT

[

Wedudu {ITelavihnmsiiesesianuduiusiddasaing

022 0.17

0,

a7

aa

yosmuvuiasafielusunsudisagunneaia tileuszidu
ANINITANTEnIURYaLBIUsEdnY Audkuudiaes
aunslassadmnunguiildrmuely uasvedevaunfigiu
Y84N1538M1uNToULWIAN Taeideladinsievidiuuy

Pavsaunislaswaielinag fgui 2

AN5797 3 : AEDAUERIAINFDAAABIUBIFILUUTIABENANSIATIES 1S

Chi- df xl/df p- GFI CFl RMSEA
Square value

6'0)
180.214 153 | 1.178 | 0.066 | 0.956 | 0.984 | 0.021

INAIS19N 3 WU AILUUIIADIAUNITLATIAS 4

1Y

a5 danlaauads (¢2) wirdu 180.214 AtesAdasy

v & 1

(df) Wiy 153 anlpawnasduinsiindu 1.178 1Juandi
Taunin 2 donndostunasiinvuals wazaiAuLay
hu (p-value) Wiy 0.066 drusuidinausnzauves
faluudngaed awn ArvdinAnudennaoinannauide
U9 (CF) WAy 0.984 ArnuilinsgiualIunaunay
(GFI) WA 0.956 wazasadsnvesanadsidsdesves
aunaIaAdeulnsUszIng (RMSEA) Wiy 0.021 A1adn
Aldannsieszsisuuuiassaunislassainedeyalds
Uszdny dnuaenndaanauniuiuiiluuinaammeul
1N

0.83

0.60 7.49

IMAL IMA2

088~ 08

0.74

e 042

0.77

0.07 0.36

REVI1
REVIZ

0.42
0.87.

0.84

0.22 REVI3

06270 08l
s

IMA3
0.54

0.61

IMAZ IMAS IMAG

0.68 —0.53

0.9

0.7¢ «— 0.28

BACZ
0.91
BAC3 0.19
0.91
0.82% BAC4 0.31
BACS 0.32

0.92

08 0.60

| TRU1L | | TRUZ | TR

U3|

| TRU4 ‘ | TRUS | | TRU6 |

7 7

0.11 0.39

[y

0.30

7 7

0.24 0.27 0.80

X2: 180.214, df = 153, X2/df: 1.178, p-value = 0.066, GFI = 0.956, CFl = 0.984, RMSEA = 0.021

JUT 2 : fuuudaesaunislassaindvisnavesnindnuaing dud unausiainguilan anudeiiuuazaulingda wasnisdnduleded

o

a1 a
NUABDNARNNE

aibunguIYd1019
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A5197 4 : ANBNTNANNTI 90U Lay R2

Dependent Independent variable
Effect
variable REVI IMA TRU
DE 0.42%* 0.61** -
TRU IE - - -
TE 0.42%* 0.61** -
R? 0.55**
DE - - 0.92%*
BAC IE 0.39** 0.56** -
TE 0.39%* 0.56** 0.92%*
R? - - 0.85**
ian TRU —

1NA15199 4 WU BNTNANATINEN
a

BAC (0.92) wamsnaulinadaduiadedrdniiinananis

o

@

fnaulatogn
anSnaniedouiiasnan IMA — BAC su TRU (0.56)
LERIIN NNENwaInTIEUA UL LNaRDN1STRT LABMNTI L

= '

Tranuaulingda

I a

A1BNTNATINVDY IMA Ay REVI sip BAC 111U 0.39

a ' a

waz 0.56 kanain vivaestadedidnsnadengfinssuaomi
ruaulinge
6) #5UNANNTIVY

Y a [

NITH AR A

Y

wsilunguiavdiensfiauAaiiuiieaty
amdnvaianauduaraudertuiidsasonisindulade
dwdn faustlunduinmdion Tnsfiauadosuoglusgduan
iefiansansefiu wuih unmnuihleeguslnadiauads
oglusziuniign sesasunde AnudeiuLazady
Tindawazawanualnsdudndudiduanying
6.1) NaMT0AYT I8N THQUSEFIT 1

auig 1 Jadunmdnualnsdudfifliavinadenn
Tnila thlugmsinaulates wansasflundunmdienann
Hudduil 3 fevnn 003 Fsnmdnualnsdudnifdvina
sonsindulatesindndusllundguinsdians Ussnaudag
andnvalvesesdnsifianuuniedie nndnwalves
nandusiaiisnudndedednaseldunissouiu
awdnwalflanunsdaaiunndnualiaungld awdnwal
AAUAENARDNSLUTEUTIEUANUANATLUTIALAEALN TN
amdnuainsdudiivinuaiunsnandild wazidende

HAAAILIYE19199 1NN MANYAIR T AUA AR TSTUYAGN
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¥

gliiasandanndnualnsdudndainuiiiede 90
nsfnwImuI nMmdnvainsduidmanoniusdladed

YosnanfuTlungurdons iedonadumsiz amdnwal

' v
v oA = ° = ¥ a

ps1auni Aesudsanimunduliiinduluniunsidnves

Y Y

guslnaniddensnduigveladvienis uazduilnavzsusla

U

¥
1% A a

Femsteaudmseusnislundausn e mdnualnsdudi
agdamalinisdniugifavesuivnlszauaudiia de
A9AAABINUIUITBTOL Luo, Sriboonlue and & Onputtha
(2024) wui1 nmdnwainsAuATBninaneausilade
Frlunsidudeniu venanididenadostunuiseves
Akaraphun Ratasuk and Sunanta Gajesanand (2020)
WU amdnualasdudndauddytenisadisnnusdla
ndumdesivesgndnlufruniunlusuiuuisuiideeglu
amﬁﬁmiﬁﬂﬂuﬁ’aﬂqqmw:umum

a a

AMnanwalnsdumddnsnadauinseainulingda &
daasion1sindularedndniualunguiigdian lagd
ANANWAUATIAUA AT UNAIUSINEINITDAINARDNNS

fnaulateglananimsaasn1wwauniuaulINgtaves

Huslaa

6.2) K8 TeAUTILNIUTNGUTEaIAT 2
auudgiu 2 Yadeunanuiiilaeguslnaldnsnase
anulinddas dilugnisdndulatedindn duslunguiy
° = & o w A % = aa
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Abstract

The objective of this quantitative research was to study the impact of the Marketing Mix (product, price, place
and promotion), brand image, and electronic word of mouth on satisfaction with Cruelty-free Thai cosmetics brands
in Bangkok. The research utilized questionnaires as its primary data collection tool, gathering responses from
individuals who had purchased Cruelty-free Thai cosmetics (406 respondents in Bangkok).

The results of the descriptive analysis indicated that a majority of the respondents were females aged between
25 to 29 years old. Their average monthly income fell within the range of 15,001 to 25,000 baht. The majority of
participants had purchased makeup products, purchasing less than twice times a month. Moreover, their spending
per purchase was less than or equal to 1,000 baht. The research findings demonstrated that the Marketing Mix
(product, price, place and promotion), brand image, and electronic word of mouth had a significant influence on
satisfaction significantly. According to the research findings, entrepreneurs should prioritize brand image, as it has

the greatest influence on customer satisfaction.

Keywords: Brand image, Cruelty-free, e-WOM, Marketing Mix, Thai cosmetics brand
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ALady (Hair et al, 2010) 91AA151991 1 Ardutdoaruu
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PN 2 - MTIATIEINIanneY (Multiple Regression) Tneils Stepwise
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Model coefficients coefficients Sig.
B Std. Error B t

(Constant) -.043 201 -215 | .830
Brand Image 262 .057 216 4.631 | .000
Product .210 .060 174 3.489 | .001
e-WOM 262 .035 316 4.572 .000
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Promotion -.103 .039 -.110 -2.677 | .008

r=.662, R-square = .438
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