Journal of Business Administration

and Languages (JBAL)
Thai-Nichi Institute of Technology
Vol.13 No.2 July - December 2025

(SUIUQ) 6090-¥£LT NSSI

SINES

INISTRATION

21Sa1suUsSKIsssAdUazNIu

anUunAtulading-gJu
Un 13 auun 2 asnNiAy - Sud1Al 2568




213EITUINITTINAAZN1W

Journal of Business Administration and Languages (JBAL)

U

U 13 adudl 2 nsnges — FuAs 2568 Vol. 13 No. 2 July - December 2025

ISSN (Online) 2774-0609

- /

autduun

'
a0

mgan tuwmalulaglne-guu Tulouigaduayuniswennsunainuainnanuidendaunin el

Uszlgwulunsiawianuiuidian lnglanizningsianazgnaivnssy 39Ladnv1115a1539I13 Av 11573

USmsgsiakazne (Aude Niansandumalulading-guu : Usmsgsiakaznw)

WUszaIA
1. WVRALAS LA UL NINANUITYANUIUTINTTINAAEA N AN TN
2. wisludenanslunisuanidsussdanuimenmsideluaiviuimsgsianazniw

3. e Angn1nneN1TITeaIvIuIMITIRALaEAIW

nUSnw

S99FAANSIANTO59ETIA LAAlUdRE

YBULYALLDMN
UNAIITENNAUUTITTININAEN I Lok US53N 9RamnIsumsHan uywerans denuaians

AWIFNENT NIANEY NTANYITETNINNTAUSTIN NMTABUNY UTMTNITANY Laza1IdU 9 MABITeS

ATUUADDNLNYLNS

|

MFANSANUNNBWNTIE 6 hou (TUay 2 atu)
- U 1 unsay - Tguieu

- Uil 2 nINIAN - SuNAY

1109
an1tuwmaluladlne-gu (Thai-Nichi Institute of Technology : TND
1771/1 QUUNAIUINTT UUNEIUREN LUAFIUNAN NIUNNA 10250
1771/1 Pattanakarn Rd., Suanluang, Bangkok 10250



U550415N15

9137158 A9.199A IINNENS

ABIUTITUISNIS

1.

A S S L

—
©
@ @Sp eCp eXp el

11.

FOIMEANTIA15Y 7935179550 AYFITIN

NEAENIIA158 79.9971513 Lowda

a s U i3

NUANENS1ANSETNN andsaan

eV e ey

T09FNANTIANTE AT.9MLA UAIRTNS

TRIAEANTINTEUTIA 90

28AENT1158 M5.US955m DuERA
EANERS19158 A9.U0MR 29UINS

NUANENSIAN5E 19.91971 WISA

J8ANENTI158 M350 95

(% a

WANERTINTE IFalg SAnsudiuns

AMIZNTIHNITANTLUIIY

A T

EN]

HYIEAEnsINTe A3.590e JaRsenady
FOIFNANTIANTE P5.25INT ATYIININE
HYIemans19158 as.Suedley esna
HYILMENTI19158 BUT1IA VN
919136 n3.0fvg dudude

919138 3.40N8 535UNTURYEIR

NSANFDNDIUTIUISAS

anT13158 Uiing erudanusnassTu

antuwelulagine-gUu

W IneaeLesinl

PNANIUUNTINEFY

UTIMYIRBINYATAIENS
antumaluladnszaeuina A saInnseds
andudadiniauuImsmans
anavdaaiumalulad (Ing-guw)
UATINYIRUTTTUANENS

antumeluladlne-gu
antumeluladlne-gu
anumalulagine-qu

an1dumalulagine-guu

7. 9197158 A5.018NT BASNEITATA

a <

8. 91N Ugazans
9. WNANENA VIBANEAL
10. weailndgs mnedu
11, wNaiuisn Aivauna

12. UNAIBITEN ITLLIVONIT

1771/1 aUUNAILINIT WYNEIUNAN LUAAIURADN AN 10250

Tel. 0-2763-2600 (Ext. 2704, 2752)

Website : https://s006.tci-thaijo.org/index.php/TNlJournalBA

E-mail : JBAL@tni.ac.th

1Y)

unanudenRfuilusasatuiiduanufniudiuiive ey

nesussansmshufidusuieveula q feduanusuiinveuvesdidlounsdiiesifies



mailto:JBAL@tni.ac.th

UNUIIUISNIS

nasussaENIINTansiianunngilanlineunsiaideveslunsansatull unanumariinunisndunsetegwasiden

Tnegnssnandiluaniiifeides ynunanuasvieutisanunslavesinidelunisadiesdmnuilvindamuain neludungud

q

o =

MIAATERTEN uaznsihlulszgndldluuiunss Suasteduaisngumannmsiuduns@udmiunsfinyideluewen
NIATUIMTTINWALNIY (JBAL) Samssnwunumdidglugiusiunmadznsiidaniedmiunuidenanaigaiun

Tglamen1sysannIsesdanuiiunw dnumans wazusmsgsnadibiluatuientu mssaumansiuandsiuguidelnga

q

v
o v

yuweslml o wagatuayunsinaddeluldusslorilunaneda vedunsiseunisaou msimwmangas nsaniun1side sl

nsUszenaliluan3Teigau s

o

audilausenieluneuniiiudain nsans JBAL lasunisdndudulieglu naud 1 neguddviinisdiedansansive (Thai-

v '
oA

Journal Citation Index Centre: TCI) nsl@sunisenseaunnsgiuassiiiundngrudaauiisannin anuindeds wazanualy

YOINTAFTIUMINAUNNAYNINTRE T FaesiaLllos Jsagviouludnislasuanuaulanaspeusvaninidendulsswmalneuas

fnsUsEMANdaIN1se ks HanuluNsasAlaaA NI NafU

q u

LYY

hegail neaussaninisvenaninuBudiuinidenniuiiunanuesihuldsunsifiuilunsaisadull waznindusgis

Syiwaruisainiinudeietavlunaneunasidmdnns Wulsslesisedewazdiluldnuluiusii o deluluewien

919138 A5.1BINY 1INNONS

UIIUITNIT

Editorial Message

The editorial board is proud to publish the research on this issue. These articles have undergone rigorous peer review
by experts in their respective fields. Each article reflects the researchers' commitment to creating high-quality new
knowledge, encompassing theory, in-depth analysis, and practical application in real-world contexts. This will help strengthen
the academic foundation for future research.

The Journal of Business Administration and Languages (JBAL) continues to play a vital role as an open academic
space for research across diverse disciplines, particularly the integration of knowledge in language, social sciences, and
business administration within a single issue. This integration of different disciplines provides new perspectives and supports
the application of research findings in various dimensions, including teaching, curriculum development, research
methodology, and practical research applications.

As previously announced, JBAL has been ranked in Group 1 by the Thai-Journal Citation Index Centre (TCl). This
upgrade is clear evidence of the journal's quality, credibility, and commitment to continuous academic development,
reflected in the interest and acceptance from researchers both in Thailand and internationally who seek to publish their
work in a high-quality journal.

Finally, the editorial board congratulates all researchers whose articles have been published in this issue. And we
sincerely hope that all these reliable works will become academic references, benefiting readers and those who apply

them in various fields in the future.

Kongkij Voraputhaporn, Ph.D.
Editor-in-Chief
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Abstract

Using the 7Ps framework of the Service Marketing Mix: Product, Price, Place, Promotion, People, Process, and
Physical Evidence, this study investigates the reasons of parents in Myanmar for choosing international schools for
their children. Using standardized questionnaires, 414 Yangon and Mandalay residents were part of a quantitative
approach. The results show that parents give academic excellence, institutional credibility, and a globally oriented
curriculum top priority. Important elements also consist in school environment, extracurricular activities, and
instructor quality. Because of its supposed long-term advantages, many parents are ready to pay for international
education even if financial concerns abound. With an adjusted R-squared value demonstrating how well the
independent variables explain the variance in parental motivations, statistical analyses involving regression models
illustrate the significance of these elements in parental decision-making. This study offers insightful information for
legislators and school managers to match educational programs with parental expectations, therefore improving

knowledge of dynamics of foreign education in Myanmar.

Keywords: TPs service marketing mix, Educational decision-making, International education, Myanmar, Parental

motivations
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l. INTRODUCTION

According to (Lall, 2020), School enrollment rates
rose significantly in Myanmar between 2010 and 2020;
the gross enrollment ratio for elementary education
climbed from 88% to 96%. By 2018, cooperation with
more than twenty foreign universities defined the
arrival of international criteria in higher education. The
literacy rates show socioeconomic changes as well;
from 89% in 2014 to 92% in 2020, they highlight
initiatives toward inclusive education and social fairness.
Furthermore, involvement in international education
projects including ASEAN University Network projects
shows a direction toward more educational sector
globalization.

In the context of Myanmar, an international school is
usually one that provides a curriculum distinct from the
national education system, wusually in English,
and conforms to international standards including the
International Baccalaureate (IB) or the Cambridge
International Examinations. These colleges serve mostly
expatriate families, but more and more local students
looking for a worldwide education. Yangon and
Mandalay are the main sites of Myanmar’s over twenty
international schools (Frontier Myanmar, 2017). Driven by
both the growing expatriate community and middle- and
upper-class demand for quality education, the market
size for international schools in Myanmar has been
continuously rising. A compound annual growth rate
(CAGR) of roughly 5% over the past five years (ISC
Research, 2023) shows this increase.

The choice of education has become a crucial one
that affects the future academic and professional paths of
children as parents realize the value of providing them
with a strong educational foundation. A g¢lobally
recognized curriculum, different leaming environments,
and the prospect of improved employment and higher

education possibilities are just a few of the perceived

benefits that have made international schools popular

among the many other educational options (Hayden &
Thompson, 2000).

Frequently linked to foreign educational systems,
international schools in Myanmar have attracted a
diverse student body comprising upper-middle-class
families, expats, and parents seeking to give their
children an education compliant with international
standards. This trend is suggestive of a more general
one among parents motivated by a desire for high-
quality education that incorporates in addition to
academic performance the development of critical
thinking, creativity, and cultural knowledge (Lall, 2020).
The growing presence of multinational corporations
and foreign investors in Myanmar has greatly raised
the demand for a trained workforce proficient in
English and with worldwide viewpoints. Data from
Myanmar’s Ministry of Investment and international
Economic Relations shows that the number of
international businesses has been gradually rising; by
2023, there will be over 1,500 registered foreign
businesses (Directorate of Investment and Company
Administration [DICA], n.d.). This flood has shown how
crucial educational changes are to generate graduates
fit for international business criteria. As Marie Lall’s
“Myanmar’s Education Reforms: A Pathway to Social
Justice!” Lall (2020) emphasizes, these changes are
very vital for arming the workforce with the skills and
linguistic competency to participate successfully in
the worldwide market.

The literature now in publication, however, does
not sufficiently examine the underlying factors that
influence parents’ choices of foreign schools, despite
the increased demand in this type of education.
Parental decisions may be influenced by elements
like perceived educational quality, safety, facilities,
the credentials of the teaching personnel, and the
social standing of foreign education. Moreover, parents’

personal aspirations and cultural values significantly



affect their expectations for the future of their
children as well as their opinions of the quality of
education.

The 7Ps of the Service Marketing Mix—Product,
Price, Place, Promotion, People, Process, and Physical
Evidence—offer a whole structure for examining these
choices. Previous studies have concentrated on specific
elements like “Product” and “Price,” looking at how
international schools provide a complete educational
experience including an emphasis on 21st-century
skills, English proficiency, and global citizenship
(Hughes, 2020). Still, the relationships among these
components and their combined influence on parental
decision have not been well studied.

This study intends to close this knowledge by
using the 7Ps framework to grasp how these elements
affect parental choices on overseas universities in
Myanmar. By doing this, it offers insightful analysis of
the dynamics involved in a fast-changing educational
environment, therefore guiding school managers and

legislators.

Il. RESEARCH OBJECTIVES
1. To evaluate the significance of the service
marketing mix and the degree of parental intention in
the selection of foreign schools in Myanmar.
2. To investigate the impact of the 7Ps of the service
marketing mix on parental motivation in selecting
foreign schools in Myanmar, while maintaining consistent

terminology throughout the research.

Ill. LITERATURE REVIEWS
An international school is an educational institution
that promotes international education within a global
framework, either through the implementation of a
curriculum such as the International Baccalaureate or
by following a national curriculum that differs from that

of the host country (Hayden & Thompson, 2008). These
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institutions often cater to students from various
national backgrounds, offering curricula that emphasize
global citizenship, cultural diversity, and multilingualism.
International schools aim to provide a thorough education
that prepares students for a globally interconnected
environment, often incorporating extracurricular activities
that enhance international awareness and collaboration
(Alpaydin & Demirli, 2022).

English language instruction has already taken place
in Myanmar, then known as Burma, during British colonial
control. Despite the negative effects of colonialism, the
British left Burma with numerous English-language
schools in Yangon and one of Asia’s top universities.
Unfortunately, Burma’s cruel dictatorship has been
purposefully destroying education for years. Between
2010 and 2020, the country appeared to turn around,
but in 2021, history repeated again, shattering the
hopes of young Burmese people. International schools,
which offer a higher quality of education, entered the
country during this brief period of reform. This is a major
factor in their popularity, especially in developing
nations like Myanmar where the resources, lesson
plans, and teacher quality are frequently decades old
(Suriya, 2019).

The 7Ps Marketing Mix comprises seven marketing
factors, serving as a collection of controllable, tactical
tools that assist a business in satisfying customer
demands and meeting their expectations (Kotler, 2016).
The seven elements of marketing mix for international
schools are as follow:

The “Product” of an international school within the
marketing mix refers to the educational experience
offered, encompassing a globally recognized curriculum,
a diverse learning environment, a focus on 21st-century
skills, English language proficiency, and preparation for
global citizenship. These components taken together
seek to provide pupils with a thorough education that

promotes success in an environment of globalization.
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An international school’s “Product” is its strategic focus
on innovation and technological integration—qualities
indispensable in modern education. By means of digital
technologies and platforms, educational institutions
are enhancing learning opportunities, hence raising
interactivity and accessibility (Carney, 2022). By including
digital resources and customized learning paths, one
may meet the varying requirements and preferences of
students, thereby facilitate different education and
encourage autonomous learning.

In the modern g¢lobalized setting, international
schools give their students’ development of global
citizenship first priority. Students should so be taught
environmental sustainability, social responsibility, and
cultural diversity. Schools that incorporate these values
into their curricula prepare students to become
informed global citizens and align their educational
offerings with the expectations of parents who prioritize
social consciousness and ethical considerations in
education (Hughes, 2020). These initiatives can increase
the school’s attractiveness and distinguish it from its
competitors. Product offering of an international school
is much influenced by its brand equity and reputation.
The perceived value of the educational product is
significantly influenced by word-of-mouth referrals,
parent and student testimonies both current and past,
and school ranking in educational assessments. Higher
enrollment and a dedicated parent community can
follow from a strong brand image developed on trust,
quality, and good experiences. Parents frequently
depend on the experiences of others when
determining their children’s educational paths; thus,
schools that adeptly manage their reputations and
convey their achievements are likely to draw more
families (Rameshkkumar & Alagappan, 2022).

Price, as part of the marketing mix, represents the
carefully established monetary value that customers

exchange for goods or services, reflecting a strategic

equilibrium among customer affordability, perceived
value, competitive positioning, and the company’s
profit goals (Kotler & Keller, 2016). This study defines
price as the tuition fee that parents are willing to pay.

International schools generally utilize diverse pricing
strategies that align with their distinct positioning within
the education sector. Strategies typically encompass
tiered tuition rates contingent upon the educational
programs provided, supplementary fees for extracurricular
activities, and differentiated costs across various grade
levels. The pricing structure may reflect the institution’s
reputation, faculty qualifications, and available facilities,
all of which can significantly influence parents’ perceptions
of quality (Kettunen, 2003).

Additionally, numerous international schools provide
scholarships, financial assistance, or sibling discounts to
broaden their appeal and improve access to quality
education.

The economic landscape significantly influences
pricing strategies. In economically challenged regions,
schools may need to adjust their pricing models to
sustain enrollment and ensure operational viability
(Kampanatsanyakorn, 2020). In times of economic
downtumn, parental price sensitivity increases, necessitating
schools to enhance communication regarding the value
and long-term benefits of their educational programs.
Institutions must explicitly communicate how their
pricing correlates with the quality of education,
prospective opportunities for students, and the overall
value proposition (Hussien, 2022). Additionally, schools
should evaluate competitive positioning in the
establishment of their tuition fees. An analysis of
comparable institutions’ pricing can assist schools in
maintaining market competitiveness while establishing
themselves as premium educational providers (Kettunen,
2003). International schools trying to draw expatriate
families with specific expectations about educational

quality and cost depend on this comparative analysis.



Within the 7Ps marketing mix, the “Place” component
describes the ways in which educational institutions
apply distribution techniques and strategies to improve
accessibility and convenience for future students and
their families. For foreign schools, the “Place” element
consists not only on the actual sites of the establishments
but also on the main policies allowing outreach to the
intended audience. International schools’ geographical
location is crucial since those located in metropolitan
regions or with large expatriate populations usually
draw a more varied student body. When deciding on a
school, parents give accessibility to public transportation,
neighborhood safety, and community facilities top
importance. One important factor is the closeness of
international schools to residential neighborhoods
occupied by wealthy families or expatriates. Usually,
parents choose schools where their children’s safety is
improved and the travel time is shortened (Chaffey &
Ellis-Chadwick, 2019).

Apart from their physical proximity, international
schools are using digital channels to increase their
availability and reach. Modern technologies allow
educational institutions to maintain an interactive
online presence via easily available websites, social
media channels, and virtual campus tours. From their
homes, digital technologies let potential families find
information about the programs, curriculum, and
admission policies of the university (Jobber & Ellis-
Chadwick, 2023). Organizations that stress their online
presence can reach a larger audience and successfully
convey their special value propositions to draw in
future students. For overseas schools, the “Place”
strategy depends on participation in recruitment
activities and educational fairs. These events help
schools to interact directly with potential students and
their families, therefore enabling the presentation of
their facilities, programs, and educational philosophy

(Homburg, Klarmann, & Schmitt 2010). Direct encounters
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help to greatly raise the school’s profile and reputation
among the community. Working with agencies and
educational consultants also improves access to foreign
markets, therefore tying schools with families seeking
quality education abroad. This approach helps educational
institutions to solve various cultural demands and
academic criteria, therefore increasing their influence
(Kannan & Li, 2017). Optimizing the “Place” strategy of
multinational universities depends on the increasingly
important application of data analytics. By means of
data on inquiries and applications, schools can pinpoint
important geographic areas for recruiting and modify
their marketing plans in line with this identification
(Chen & Cheng, 2009). This data-driven strategy helps
organizations to always improve their outreach plans,
so guaranteeing their competitiveness in the worldwide
educational scene.

A component of the marketing mix, promotion is all
combined communication tactics a business uses to
persuade the target market of the value of its goods or
services, therefore impacting buying decisions. Effective
marketing plans provide a consistent, coherent message
fit for the target audience that meets the given marketing
objectives (Armstrong, Kotler, & Opresnik 2016).

This study characterizes the “Promotion” of an
international school as the various strategies employed
to communicate its value proposition, encompassing
advertising initiatives, engagement with prospective
families at events, leveraging social media, and showcasing
student success narratives to attract and enroll students.

Promotional efforts in foreign schools usually cover
advertising, public relations, social media engagement,
and events allowing parents and future students to
personally experience the surroundings of the institution.
To properly include their target audience, educational
institutions use both traditional and digital marketing
channels. Schools can highlight their unique value

propositions—including foreign curriculum, competent
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professors, and numerous extracurricular possibilities—
by advertising via local newspapers, academic journals,
and intemet platforms (Alsauidi, 2016). For overseas
schools, social media is a vital tool for marketing since
it allows interaction with potential parents via LinkedIn,
Facebook, and Instagram. These sites help schools to
highlight forthcoming events, share success stories, and
highlight of student achievements. By using aesthetically
pleasing materials—such as movies and pictures of
classroom activities, cultural events, and community
service projects—schools may create a real story that
appeals to potential families. Moreover, interactive
social media campaigns can encourage community
involvement by means of which present students and
parents could share their favorable experiences,
therefore strengthening the school’s reputation by
word-of-mouth marketing. In the marketing mix, the
term “People” refers to the people engaged in the
manufacturing, distribution, and presentation of a
company and its products: employees, management,
customer service agents, and consumers all of which
impact the customer experience (Dally, Sinaga, & Mohd
Saudi, 2021). The “People” component of an international
school’s marketing mix consists in its committed
faculty and staff, which consists of highly qualified
teachers essential to its educational strategy, together
with involved parents, active students, and supportive
alumni all of which help to create the dynamic learning
environment and impact the school’s general reputation.
Every educational institution’s performance depends
critically on capable and motivated teachers. Parents
often want assurance that their children will be taught
by qualified and skilled teachers able to deliver
outstanding instruction and foster a positive learning
environment. Munna and Kalam’s (2021) research
emphasizes the need of teacher attributes and instructional
efficacy in enhancing student achievements, therefore

influencing parental satisfaction and faith in the institution.

The dedication of educators to their professional
growth and their capacity to engage pupils can profoundly
influence the school’s reputation.

Apart from teachers, the administrative and supporting
staff is crucial for the whole educational process. From
the front desk staff to the admissions team, every
encounter influences how the school’s brand is seen.
A friendly and efficient admissions process help parents
to have faith in the university. Strier and Katz (2015)
underline how important staff members are in
developing a friendly environment and guaranteeing
good contact with parents—qualities essential for
building confidence and a strong school community.

“Physical Evidence” in the marketing mix is the
physical components that consumers come across when
using a good or service. This covers the surroundings,
packaging, and other physical representations that
portray the quality and legitimacy of the offering,
therefore impacting client impressions and experiences
(Adeleke, 2020).

Ininternational  schools, physical evidence
encompasses tangible elements such as campus facilities,
classrooms, educational resources, signage, and the
overall environment, including safety and security.
These elements express the principles and excellence
of the institution, therefore affecting parents’ and
students’ impressions and choices.

First of all, the physical surroundings of an international
school—especially its architecture and campus layout—
have a major impact on parents’ first impressions of it.
When parents witness well-designed, roomy, modern,
and learning-friendly facilities, they are more likely to
feel confident in the quality of the education given.
Facilities with natural light, green areas, and adaptable
learning settings can improve students’ educational
experiences and foster wellbeing, claim Ramli and Zain
(2018). In addition to drawing in parents, this focus on

a loving atmosphere is consistent with contemporary



educational theories that value holistic development.

Second, a crucial component of tangible proof is
the accessibility of educational materials. International
schools often expect modern technology, large library
collections, and specialized study areas including
scientific labs and art studios. The school’s commitment
to provide top-notch instruction is shown by the
availability of present teaching tools and supplies.
According to Khatimah (2021), schools that invest in
modern teaching tools and technologies are better
able to meet the different learning needs of their
pupils, therefore enhancing their whole educational
experience. Developing a thorough and coherent
customer experience and allowing consumers to go
from first awareness to post-purchase contacts depend
on the component of the marketing mix that is Process.
This component consists of the systems, approaches,
and sets of actions ensuring a constant and favorable
experience.

Wirtz and Lovelock (2016) underline that the process
covers students’ educational path and greatly helps
parents and other interested parties to be satisfied. The
efficiency of these procedures greatly influences consumer
impressions and brand loyalty, hence companies must
always improve. A well-defined procedure is in place
even before the consumer expresses interest in a good
or service. In educational institutions, for instance, this
could mean social media participation, instructive
webinars, and outreach campaigns teaching and attracting
future students and their families. By means of an
outline of the customer journey, companies can identify
important touchpoints where they could effectively
satisfy client wants and enhance communication, thus
claiming Lemon and Verhoef (2016). Knowing the
several phases of the client journey—from awareness
and consideration to purchase and post-buy—
businesses can modify their processes to guarantee a

perfect experience that either meets or beyond
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expectations.

Moreover, optimization of these processes depends
on the integration of technology. According to Kumar
and Reinartz (2012), data analytics can help forecast
client needs, customize experiences, and simplify
processes. For example, automated communication
systems can provide quick reminders and updates,
therefore raise customer satisfaction and reduce staff
workload. Apart from raising output, this technical
integration enables deeper interactions, hence
strengthening the link between the business and its
customers.

Another necessary component in maximizing the
Process is interdepartmental cooperation. Harris, Pol,
and van der Veen (2021) say teams in marketing, sales,
and customer service must work together to give a
coherent message and experience. This cooperative
synergy assures customers of consistent knowledge and
support, therefore strengthening their faith in the brand.

Moreover, using feedback systems—such as customer
evaluations and questionnaires—helps companies to
get understanding of the effectiveness of their policies.
Continuous improvement depends on this feedback
loop, which helps companies to change with the times
in consumer preferences and market environment.
Furthermore, the need of a customer-centric approach
is first priority. Companies who give client needs and
expectations top priority usually have higher satisfaction
rates and stronger loyalty. Emphasizing value creation
at every stage of the client experience can help
companies stand out in a crowded market. The ability
to change procedures to meet needs is quite
advantageous since consumers want unique experiences

more and more.
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IV. RESEARCH FRAMEWORK

Product

Price

Place

Parental

Promotion o
Motivation

People

Physical Evidence

Figure 1: Research frame work

This study’s conceptual framework (figure 1)
investigates the reasons parents choose international
schools in Myanmar, employing the 7Ps of the Service
Marketing Mix—Product, Price, Place, Promotion, People,
Process, and Physical Evidence—as a guiding lens. This
framework examines various elements that influence
decision-making processes. The focus is on the
educational standards and curriculum offered by
international schools. Price examines the costs associated
and the willingness of parents to allocate resources
towards perceived benefits. The geographical positioning
and ease of access to educational institutions are
crucial elements that affect convenience. The study
investigates the methods utilized by educational
institutions to showcase their attributes and communicate
their advantages to families. Individuals emphasize the
qualifications and competencies of educators and staff.
The process involves the functional aspects of
educational institutions that impact the learning
experience. The analysis of physical evidence considers
tangible elements like facilities and infrastructure. This
framework enables the systematic gathering of data
through structured questionnaires directed at parents
in Yangon and Mandalay, aiming to uncover essential
motivations and provide valuable insights for school
administrators and policymakers. This approach enhances

the understanding of the elements involved in selecting

international schools within the evolving educational

landscape of Myanmar.

V. RESEARCH METHODOLOGY

A. Population, Sample Size, and Sampling Method

This study concentrated on parents who had chosen
international educational institutions for their children
living in Yangon and Mandalay, Myanmar, both urban
and suburban locations. Employing a 95% confidence
level and a 0.05 margin of error, Cochran’s method was
used to ascertain the suitable sample size. The total
sample size produced by this computation was 414
people, somewhat higher than the initial estimate of
400 to guarantee stability. To enable access to
individuals who actively participated in the educational
decisions concerning their children, a convenience
sampling method was applied. This technique guaranteed
that the sample fairly reflected the target population,
therefore improving the relevance and applicability of

the results of the research.

B. Measurement and Result of Validity and Reliability

The questionnaire was carefully developed depending
on criteria derived from the literature concerning the
7Ps of the service marketing mix and customer intention.
Reviewed by a team of professionals focused in
educational research and marketing, the questionnaire
was guaranteed to be valid and reliable. These
professionals regularly measured the factors of interest
and evaluated the content of the questionnaire to
guarantee it fairly reflected the intended constructions.
Their comments were very helpful in improving the
questionnaire and raising its dependability in producing

accurate results.

C. Data Collection
Data collecting was place utilizing a Google Forms

online survey. Participants answered the survey using a



direct URL the researcher supplied. Two sections made
up the questionnaire: the first gathered demographic
and biographical data including specifics on the children’s
educational background. With responses scored on a
five-point Likert scale ranging from 1 (strongly disagree)
to 5 (strongly agree), the second segment investigated
parental motives using terms connected with the seven
Ps of the service marketing mix. Included among the
screening questions were ones to verify that every
participant was in fact a parent of a child enrolled in

international schools.

D. Statistics, Fit Index Criteria, and Reference
Emphasizing frequency distributions, means, and
standard deviations to identify trends and problems
within the dataset, descriptive statistics, fit index criteria,
and reference helped one to review the acquired data.
Although not intended for hypothesis testing, this method
produced interesting new perspectives on the motives
and preferences of the participants. Confirmatory factor
analysis was carried out using SPSS tools, therefore
verifying the variables found in the literature review.

This study verified the veracity of the information and

Journal of Business Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

the conceptual framework’s appropriateness. The results
of the survey will be shown in a comprehensive table
stressing the main elements influencing parents’ decisions
on foreign schools in Yangon and Mandalay, therefore
providing a clear and orderly synopsis of the main
conclusions of the study.

The internal consistency of the multiple-item
components of the questionnaire was assessed using
Cronbach’s alpha, therefore gauging the overall total
sum of all possible split-half correlations on a scale.
The computation produced a coefficient between 0
and 1, 1 denoting total duplication among items and 0
denoting total irrelevance. Many writers set a minimum
O value of 0.7 for dependability testing (Bell, Bryman,
& Harley 2019). Comprising the seven elements of the
service marketing mix—comprising Product, Price, Place,
Promotion, Physical Evidence, People, and Process—
table 1 illustrates the Cronbach’s alpha test results for
one dependent variable, customer intention. Every
element met the minimum requirement; the lowest
was physical evidence (Ol = 0.772). Every component

was approved unaltered.

Table 1: Cronbach’s alpha scores

Variable

Question Items

Cronbach’s

Alpha scores

Product

development.

I choose this school because of the quality of education provided.
I select this school due to its curriculum. (e.g., IB, Cambridge)

I believe that the extracurricular activities offered by the school are important for my child’s

0.856

Price The tuition fees of the international school are reasonable for the quality of education provided.
| consider the overall value for money when selecting an international school.
The tuition fees of the international school are reasonable for the quality of education provided.

| consider the overall value for money when selecting an international school.

0.843

Place

The location of the school is convenient for our family.
The accessibility of the school influences my decision to enroll my child.
The neighborhood safety around the school is a concern for me.

The school’s proximity to my workplace or home is important in my decision-making.

0.832
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Table 1: Cronbach’s alpha scores (cont.)

Variable Question Items Cronbach’s

Alpha scores

Promotion | | was influenced by the school’s marketing and promotional materials (e.g., brochures, website). 0.810
I find the school’s social media presence informative and engaging.
Word-of-mouth recommendations from other parents play a significant role in my decisions.

The school’s reputation in the community affects my choice.

People The qualifications and experience of the teaching staff are important in my decision-making. 0.829
I value the interaction and communication with school administration during the enrollment
process.

The school’s support staff (e.g., counselors, administrative personnel) contribute to my decision.

| appreciate opportunities to meet with teachers and staff before enrolling my child.

Physical | The physical environment of the school influences my choice. 0.845
Evidence | I find the school’s branding (logo, signage) appealing and professional.
The presence of safety features (e.g., security personnel, surveillance) impacts my decision.

The cleanliness and maintenance of the school facilities are important factors for me.

Process The enrollment process is straightforward and easy to navigate. 0.837

| appreciate the school’s orientation programs for new students and parents.

Parental I intend to enroll my child in this international school for the coming academic year. 0.852
Motivation | | would recommend this school to other parents seeking education for their children.
I am willing to pay additional fees for superior educational services offered by this school.

| plan to stay engaged with the school community.

VI. RESULTS Table 2: Statistics of demographic data (cont.)
Table 2: Statistics of demographic data Income Level (Monthly) Frequency |Percentage
Gender Frequency |Percentage (%) 1,000,000 - 1,500,000 MMK 136 32.85
Female 272 65.70 Above 1,500,000 MMK 92 22.22
Male 142 34.30 Number of Children Frequency |Percentage
Age Frequency |Percentage One 186 44.93
Under 30 50 12.08 Two 112 27.05
30-40 112 27.05 Three 72 17.39
41-50 136 3285 More than three 44 10.63
Above 50 116 28.02

. Table 2 presents the demographic characteristics of
Educational Background Frequency |Percentage

the respondents, including gender, age, educational

High School a4 10.63

background, income level, and number of children.
Bachelor’s Degree 206 49.76

Comprising the seven factors Product, Price, Place,
Master’s Degree 140 33.82

Promotion, People, Physical Evidence, and Process, the
Doctorate 24 5.80

last part of the questionnaire investigated the service
Income Level (Monthly) Frequency |Percentage

marketing mix. We computed the mean and standard
Below 500,000 MMK 50 12.08

deviations for these variables. Moreover, an interpretative
500,000 - 1,000,000 MMK 136 32.85
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approach was used, putting every variable on the first
interpretation scale. Each interpretation used a width
of 0.8 (range divided by the number of interpretations).
These were the interpretations:

The interpretations were as follows:

1 to 1.79 — Strongly disagree

1.80 to 2.59 — Disagree

2.60 to 3.39 — Neutral

3.40 to 4.19 — Agree

4.20 to 5.00 - Strongly agree

The presentation of the Service Marketing Mix’s
research demonstrates significant elements influencing
parental motives for choosing international universities
in Myanmar. Using the defined interpretation scale,
mean scores show the degree of parental opinion or
perceived value of every component. Parental decision-
making is much influenced by promotional materials
like pamphlets and the school’s website presence,
with a mean score of 4.12 (SD = 0.987). Emphasizing the
need of school location, the “Place” component closely
follows with a mean score of 4.08 (SD = 1.222). With a
mean score of 4.03 (SD = 1.025), the “Price” component
indicates parents respect balance between academic
excellence and cost-effectiveness. With an SD = 1.041,
“Physical Evidence” likewise scored 4.03, underscoring
the need of school design and safety elements. With a
4.00 (SD = 1.229), the “People” component highlights
the need of staff contact. With an SD = 1.211, the
“Product” component scored 3.96, therefore highlighting
the part educational quality plays. With a mean of 3.99
(SD = 1. 201), the “Process” component underlines the
importance of a flawless enrollment experience.
Parents’ decisions on overseas education are significantly
influenced by school features and marketing strategies
overall. The school’s close proximity to one’s house or

place of employment is noteworthy and ranks higher
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than “agree.” Since they help families to avoid daily
stress and logistical difficulties, convenience and
accessibility are absolutely vital. The competitive
advantage of conveniently placed educational institutions
emphasizes the need of location in parent selections.
Marketing campaigns including websites and booklets
are absolutely vital and usually receive great marks.
Well-made advertising tools influence impressions and
pique curiosity, therefore stressing the need of stratesic
marketing in enhancing the image and reputation of a
school. Effective communication of values and strengths
by institutions increases their likelihood of influencing
parental choices. People significantly value chances to
interact with teachers and staff before enrollment, with
a grade well above “agree.” Building confidence and
giving parents comfort calls for close relationships and
proactive involvement with teachers. These kinds of
conversations help parents to grasp the culture of the
institution and assess the staff’s professionalism,
therefore affecting their choice of action.

Physical Evidence: Safety features, such as surveillance
and security personnel, are rated higher than “agree.”
Parents need a safe and secure environment, so strict
safety regulations are a crucial factor to take into account
when making decisions. Families find educational
institutions with strong safety measures more appealing.

People should be able to register quickly and with
a score above “agree.” Generally speaking, parents find
administrative procedures swift and straightforward to
be more pleasant. Effective enrollment systems reduce
obstacles to involvement and create a positive
impression, therefore facilitating the change for new
families. Customer Intention: With a high mean score,
this variable indicates a great readiness to pay extra for

better educational offerings.
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Table 3: Hypothesis testing

Standardized VIF (Variance
Hypothesis and paths in the Model t-statistic P-value
regression weights Inflation Factor)
H1 Product = Purchase Intention 0.42 2.96 0.003 1.2
H2 Price = Purchase Intention 0.35 2.15 0.032 1.5
H3 Place = Purchase Intention 0.29 1.98 0.048 1.3
H4 Promotion = Purchase Intention 0.51 3.50 0.001 14
H5 People —> Purchase Intention 0.38 2.60 0.009 1.6
H6 Physical Evidence - Purchase Intention 0.47 3.20 0.002 13
H7 Process = Purchase Intention 0.33 2.05 0.041 1.5

Note: With an R-square value of 0.65 the predictors explain 65% of the variance in Purchase Intention. All paths are significant at

the p < 0.05 level.

The results of the hypothesis testing using multiple
regression analysis are summarized in Table 3. Parents
are ready to spend more money for better options
since quality education is absolutely necessary. Meeting
and surpassing parental expectations depend on keeping
high standards of education.

Examining each hypothesis more closely, the given
data allows us to separate the particular influence of
every component of the service marketing mix on
parental purchase intentions for overseas universities in
Myanmar.

H1: Product = Purchase intention

With a standardized regression weight of 0.42 for
Product, parental purchase intention is clearly somewhat
positively influenced. This relationship is statistically
significant according to the t-statistic of 2.96 and
matching p-value of 0.003, much below the 0.05 level.
This implies that parents give the apparent quality and
features of the foreign universities offered educational
programs great relevance. Factors covered by “Product”
could be the curriculum, the availability of specialized
programs, the university’s reputation, the quality of the
teaching materials, and the general educational process.
The positive coefficient indicates that the likelihood of
parents planning to send their children to the university

directly rises from a more positive view of its offerings
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H2: Price = Purchase intention

Price also shows a noteworthy positive impact on
parental purchase intention (t-statistic = 2.15, p-value =
0.032), with a standardized regression weight of 0.35.
Although the influence is less than that of Product, it
still emphasizes how important parental decision-
making depends on the cost of education. At first view,
the positive coefficient would seem contradictory since
one would expect more prices to discourage purchase
intention. In the context of overseas education, on the
other hand, a more price could be connected with
better facilities, more quality, or more reputation, so
indicating value to parents. Parents should be ready to
make more investments if they believe better returns
in terms of educational quality and future prospects for
their children.

H3: Place = Purchase intention

Purchase intention is statistically significantly positively
correlated with the “Place” element, which covers the
accessibility and convenience of the university (which
could include geographical location, ease of application
processes, and availability of information channels).
Standardized regression weight = 0.29, t-statistic = 1.98,
p-value = 0.048. This implies that parents’ intention to
choose that university is favorably influenced by the

simplicity with which they can access information about



the university, negotiate the application process, or
even the supposed convenience of the university’s
location. Though the influence is the lowest among the
seven Ps, it still emphasizes the need of a seamless
and easily available experience for future parents.

H4: Promotion = Purchase intention

With a standardized regression weight of 0.51,
“Promotion” shows the strongest positive impact on
parental purchase intention, as already underlined. The
extremely important t-statistic of 3.50 and the p-value
of 0.001 highlight the need of marketing and
communication techniques. This result strongly suggests
that successful marketing campaigns, which clearly
state the value proposition and special advantages of
the overseas university, greatly raise parental interest
and intention to enroll their children. This could call
for focused advertising, educational seminars, university-
generated good word-of-mouth, and a strong web
presence.

H5: People = Purchase intention

Parent purchase intention (standardized regression
weight = 0.38, t-statistic = 2.60, p-value = 0.009) shows
a significant positive impact from the “People” element,
which stands for the quality and competency of the
university staff including faculty and administrative
personnel. This shows that parents value the knowledge,
credentials, and supposed care of the people who will
be involved in their children’s education very highly.
Good impressions of the university’s personnel build
confidence and trust, so raising the possibility of
parental intention to select that university.

H6: Physical Evidence = Purchase intention

With a standardized regression weight of 0.47,
“Physical Evidence,” which describes the observable
features of the university environment including campus

facilities, infrastructure, learning resources, and general
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aesthetic appeal, shows a strong favorable influence on
parental purchase intention. With a p-value of 0.002
and a significant t-statistic of 3.20, these obvious signals
clearly help to shape parental impressions and decisions.
Good maintenance of facilities and a suitable learning
environment can indicate quality and dedication, so
affecting parents’ intentions.

H7: Process = Purchase intention

Parental purchase intention (standardized regression
weight = 0.33, t-statistic = 2.05, p-value = 0.041) shows
a statistically significant positive correlation with the
“Process” element, which comprises of the efficiency
and smoothness of the university’s operations including
application, admission, registration, and communication
procedures. This implies that a simplified and good
experience during these contacts improves parental
confidence and intention to enroll their children. On
the other hand, slow or difficult procedures might lead
to bad impressions and discourage possible candidates.

All seven elements of the service marketing mix,
taken together, confirm that parental purchase
intentions for overseas universities in Myanmar are
significantly shaped by their detailed analysis. The
power of influence ranges; Promotion and Physical
Evidence show the most significant positive effects;
Product and People follow in order. Although Price,
Place, and Process also play major roles, their impact
seems to be rather less clear. These revelations offer a
complete awareness of the main elements that
overseas colleges should deliberately target in order to
draw in and guarantee qualified parents from Myanmar.

Successful schools in these spheres will be able to
draw and retain more students, therefore guaranteeing

long-term viability and strengthening their standing.
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Table 4: Descriptive statistics of service marketing mix

Service Marketing Mix Standard Mean
Question ltems Mean
(7Ps) Variable Deviation  Interpretation

| choose this school because of the quality of education

3.96 1.211 Agree
provided.
Product | select this school due to its curriculum. (e.g., 1B, Cambridge). 3.95 1.125 Agree
| believe that the extracurricular activities offered by the school
3.74 1.188 Agree
are important for my child’s development.
The tuition fees of the international school are reasonable for
3.86 1.101 Agree
the quality of education provided.
Price
| consider the overall value for money when selecting an
4.03 1.025 Agree
international school.
The location of the school is convenient for our family. 3.88 1.201 Agree
The accessibility of the school influences my decision to enroll
4.07 1.016 Agree
my child.
Place
The neighborhood safety around the school is a concern for me. = 3.78 1.216 Agree
The school’s proximity to my workplace or home is important in
4.08 1.022 Agree
my decision-making
I was influenced by the school’s marketing and promotional
4.12 0.987 Agree
materials (e.g., brochures, website).
| find the school’s social media presence informative and
) 4.03 1.048 Agree
Promotion engaging.
Word-of-mouth recommendations from other parents play a
4.00 1.096 Agree
significant role in my decisions.
The school’s reputation in the community affects my choice. 3.46 1.380 Disagree
The qualifications and experience of the teaching staff are
3.89 1.121 Agree
important in my decision-making.
| value the interaction, communication with school administration
3.88 1.100 Agree
during the enrollment process.
People
The school’s support staff (e.g., counselors, administrative
3.74 1.229 Agree
personnel) contribute to my decision.
| appreciate opportunities to meet with teachers and staff before
4.00 1.229 Agree
enrolling my child.
The physical environment of the school influences my choice. 4.01 1.154 Agree
| find the school’s branding (logo, signage) appealing and
3.84 1.013 Agree
professional.
Physical Evidence  The presence of safety features (e.g., security personnel,
4.03 1.041 Agree
surveillance) impacts my decision.
The cleanliness and maintenance of the school facilities are
3.85 1.203 Agree

important factors for me.
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Table 4: Descriptive statistics of service marketing mix (cont.)

Service Marketing Mix Standard Mean
Question Items Mean
(7Ps) Variable Deviation Interpretation
The enrollment process is straightforward and easy to
3.99 1.201 Agree
navigate.
Process
| appreciate the school’s orientation programs for new
3.57 1.227 Neutral
students and parents.
I'intend to enroll my child in this international school for the
3.65 1.319 Neutral
coming academic year.
I would recommend this school to other parents seeking
3.61 0.997 Neutral
Parental Motivation  education for their children.
I am willing to pay additional fees for superior educational
4.20 9.862 Strongly agree
services offered by this school.
I plan to stay engaged with the school community. 3.70 1.172 Neutral

Descriptive statistics for the service marketing
variables and parental motivation are reported in Table
4. With a mean score of 4.03 (SD = 1.025) the “Price”
variable shows relevance. This implies that while
selecting an overseas school, parents should consider
the overall cost-effectiveness, therefore stressing a
notable balance between educational quality and
price. With a similar high score of 4.03 (SD = 1.041),
“Physical Evidence” shows that parents’ opinions of
quality and security are much influenced by the
general physical surroundings of the school and the
availability of safety measures.

With a mean score of 4.00 (SD = 1.229), the “People”
component—indicative of the value of interactions
with teachers and staff—achieves This emphasizes the
value parents attach to building relationships with
school personnel, therefore strengthening their
confidence in the institution. Although parents stress
educational quality, the “Product” variable, which
indicates the degree of deliverability of the quality of
education, has a mean score of 3.96 (SD = 1.211),
implying that the physical features of the school

environment and promotional activities may be rather

less influential than they should be.
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At last, the “Process” variable—which shows the
simplicity of the enrolment process—attaches a mean
score of 3.99 (SD = 1. 201), so suggesting that parents
value a flawless and user-friendly enrolment experience.
The study shows that although all elements of the
service marketing mix support parental motivations,
promotional strategies and physical features of schools
are particularly important in influencing their decisions

to enroll their children in foreign educational institutions.

VII. DISCUSSION

Using the 7Ps of the Service Marketing Mix paradigm,
the study offers a thorough investigation of the factors
influencing parental choice of foreign schools in
Myanmar. Parents give educational excellence, institutional
repute, and a globally minded curriculum great weight,
according to this study. These themes complement
current research emphasizing the need of quality
education and global citizenship in equipping students
for a competitive, linked world (Hayden & Thompson,
2008)

The results emphasize the important part the
“Product” component of the marketing mix—which

covers not only the curriculum but also the learning
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environment and stress on 21st-century skills—plays in
terms of Particularly notable is the strategic emphasis
on innovation and technological integration, which
reflects growing desire for innovative educational
experiences improving interaction and accessibility
(Carney, 2022). This is consistent with worldwide trends
whereby tailored learning routes and digital resources
are taking front stage in satisfying various student
demands and advancing independent learning.

The study also underlines the need of institutional
reputation and brand equity, which are greatly shaped
by the experiences of present and past students as well
as word-of-mouth recommendations. As parents generally
rely on the experiences of others when making
educational selections for their children, a strong brand
image developed on trust and quality can lead to
higsher enrollment and a committed parent community
(Rameshkkumar & Alagappan, 2022).

From a pricing standpoint, the study emphasizes the
intricate tactics international universities use to strike a
mix between cost and perceived value. These policies
expand access to high-quality education by means of
tie-red tuition rates, additional fees, and financial aid
choices like scholarships and sibling discounts. With
schools having to change their price policies to
maintain enrollment during economic downturns, the
economic environment is rather important in determining
these methods (Kampanatsanyakorn, 2020).

In the framework of service marketing, this study
theoretically helps to clarify parental motives by
providing insights on how educational institutions could
customize their products to fit family expectations.
Practically, these results are priceless for school
administrators and legislators hoping to improve the
quality of instruction, create encouraging learning
environments, and properly convey the long-term
advantages of international education. Notwithstanding

financial worries, parents’ eagerness to make investments

16

in high-quality education shows a larger dedication to
provide better futures for their children, so stressing the
important part international schools play in producing
a globally competent workforce among changes in society.

This study enhances the conversation on international
education in developing nations by offering a strong
foundation for next studies to investigate the dynamic

relationships among educational quality, parental

expectations, and market strategies in like environments.
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Abstract

This research aimed to study the level of opinions on the variables of competency, organizational sponsorship,
and success of supervisory employees. This is a mixed research method. The quantitative study used a
questionnaire as the primary data collection tool. Data were analyzed using descriptive statistics. The results
showed that most respondents were male, aged 41-45, married, 1-5 years of work experience, and in production
and maintenance role. The research findings revealed that respondents prioritized problem-solving and career
support. The results indicated that the implementation of competency-based training plans and organizational
sponsorship should be initiated. The regression analysis revealed that competency did not significantly influence
career success, whereas organizational sponsorship had a statistically significant impact on career success (p < 0.05).

For the qualitative part of the study, key informants were supervisory-level employees, selected using purposive
sampling. A structured interview was employed as the research instrument. Data were analyzed using content
analysis. The qualitative findings revealed that executives placed great importance on the relationship between
competency variables and career success. They emphasized the need to understand how competencies influence
career advancement and success, as well as the types of organizational sponsorship that can promote employee

development and career progression.

Keywords: Career success, Competency, Sponsorship, Supervisor
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AulI9le dA198nI19 0.703-0.724 Lazaunisanaula

a

uAn

o '

0.803 Futhuwuudeuanululdlunsiiudeyangudiegn

nsiiuTIuTNteyartuszuvesulal ffnauiuuasuany
31U 400 9a wadeiluyinmsTiasgvideyaniadaig
wssauN Al Arfevas diausluguiuumssusses
LagnsitasIEideyaszAuANuAnuRsIfuaNsSIUY
Aun1sgUdusanesins uazaumudnialudnlaglyd
adaseidmssaun Taoldrmnud Afesas Anade

wazAndesuulInggIu Msulana

7.2) M3I9EenT9malnIn (Qualitative Research)
Usensgiteyadfny taun guimsluuium lagldis
N13LEBNLUVLANZ (purposeful sampling) Lawwﬂﬁﬁﬁ
fdudlumslvdeya fnafsawelunslideya ansn
Tidoualdnsudu welilfundsdeyafiuviasaaindauny
AnuAnturesiuImMstulsamelne Gwmausingindldwau
FuimsiBuRfierlsiteya Snanfismelunislideya uas
aunsalideyalaegensuiiu 311U 8 AU 31N 4 UTEN

wieadl el uwuudunwainuuilasadia (semi-structure)
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LAEATITAOUANN AT B DUUUANIELTIRAINI (Supang
Chantavanich, 2018) naAunsIn1ulasease laglden
frfinrmaonadesiilisinni1 0.50 ansasiasey fialu
AUANTIOUL UAAD 0.83 AURUNNAIINDIANT HAfD
0.93 uarauanudnsaluendn Je1de 0.94
finsdun1walinses (pilot interview) Inenisduniuwal
flvideyadidny 2 s1emans Msveznanfimnzaufe 45-
60 unil Tnefifednuidsfuderdudedaiuisaiy
aussauziazgUdusanasdnsdwananudniasluein
vosninauluszauimvihau inudeyasnguimsuiim
A, B, C, D lag3Bnstiufinideauaznisastiudin iteUszana
nateyauaziiaszidoyaiiietiauesiely nsiases

ToyalTIAUNMIINNTTUNWaIAIUNE ¥ T Miles and

v
P~

Huberman (1994) Us¥nausag 3 Tuneu 63l 1) N353
svidgudaya (data organizing) 2) Nsuansdeoya (data
display) 3) Msnteasy §33evin1sasy AR Lagns

ATINADUAUGNARINTIUTZAIUTRINANSANYITY

8) WAN1SIVY

8.1) dan 5398439584

M15199 1 : TuIuLarTerarU0loyAvRINGNRIaE T UNANLLNA

el 1 (AY) Sovaz
w18 250 62.50
VN 150 37.50
M 2 : Snuuesfesazvestoyavasnguiegssuunmueng
21y (¥) 319U (AU) Soua
20-25 17 4.3
26-30 70 17.5
31-35 51 12.8
36-40 58 14.5
41-45 86 21.5
46-50 a2 10.5
50-55 a8 12.0
56-60 19 4.8
daust 61 Tuly 9 23
Ry 400 100.0

NATNN 1 NFUAIBE IR URUUABUUATI du

Tgiumavediuiu s 250 au Anduiovay 62.50 uaz



Dumemdeduausin 150 au Andufosay 37.50 vasngu
fhoghsiimeunuuaouniavie

191397 2 nuegsiineunuuaeunuatel dau
Tngfiony 41-45 drudu 86 au Andusavay 21.5 593891
flong 26-30 druu 70 Au Andufesas 17.5 uazilony 36-
40 $1urusam 58 au Anlusosas 14.5 veanguiaoeii

AOULUUADUAINYINLUA

M15199 3 : uuLarSerarvelayAvRINGNIIRE 1T ILUNANY

ADNUNINHUIA
A0IUNTWEUTE aiﬁmu (Au) %aaaz
Tan 180 45.00
dusa 211 52.75
g3/ vine 9 2.25
T 400 100

v

NAITNN 3 NFUAIBE NN URUUFBUUATIH du
Ingflanunwausa Ao ausd 31u2uTw 211 au Andy
Sovay 52.75 se9a9u1Ae lan $1uausaw 180 au Andu

Fouay 45.00 VaINFUAIBLNNNDURUUABUNINTIVNA

M15199 4 : TuuuarSerarvasloyaveINgNiIag 1T UNANY

5’1LLUﬂE\']3JB’WEN’m

219y @) Fuu(Aw) Souaz
1-5% 115 287
6-10 1 67 16.8
10-15 U 72 18.0
16-20 1 53 13.3
21-251 35 8.8
26-30 ¢ 29 7.2
31-35 U 20 5.0
36 YAy 9 23
T2 400 100.0

9nA15197 4 nusegsiineunuuaeunuatell dau
Ingfiongau 1-5 Y $1uausiu 115 au Aadudesas 28.7
sesmfe T01891u 10-15 Y drwusin 72 au Amdu
Sovaz 18 uazdiongau 91uiusiu 67 au Andusesay

16.8 YRINAUAIRENNNDULUUABUNIUVIANLA
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M13199 5 : TuukarSerarvesloyaveInNguiieg 19 unaNL

wihenuiisuiavey

WisnuiisuRaveu 1w () | Fewas
3rNT3U (Engineering) 51 12.8
wan (Production) 138 34.5
éziauﬁwga (Maintenance) 81 20.3
Sade (Purchasing) 7 1.8
ARIAUA (Warehouse) 4 1.0
N130a19 (Marketing) 19 4.8
M3IANIMINEINTUYYE (HR) 70 175
n150%yT (Accounting) 12 3.0
3u 7 (Other) 18 a5
33U 400 100.0

A58 5 nausegsiineunuuasunuatsll dau
Tngimhenufisuingeufie #dn (Production) $1uIUTM
138 au Anluiovay 34.50 sesawunfe oty S1uIu
521 81 Au Antdudoraz 20.30 N13dnN1sVSNEINTUYLS
1w 70 au Anluieray 17.50 Frnssu S1uusu
51 au Anduiesay 12.80 N13RATR $I1UIUTIM 19 AU AR
Huferar 4.80 Su q Sruausaw 18 au Andudesay 4.50
nsUayd Suausan 12 ey Anidudesas 3.00 $nde 1w
521 7 Au Antduderay 1.80 uay ARSALA 9IUIUTIL 4 AU

Andusea 1.00 vanguiieg1slineuluUdoUAILIviLA

AN51991 6 : INUIULALSPYAYVDIAUTITOUL (N = 400)

SEAUANUARLIY (ANATLUL)

aussaur | tooiign | winige |Mean| Std. | wua | Susu

(Fuade) | (Auade) N
AsuAly

1.40 5 4.17 0.81 un 1
Jgym
a3
o 1.40 5 406 | 087 [wn | 3
dndula
NNSAALTY
o 1.40 5 4.08 |0.8528 | win | 2
PIGEREEY
Ay

- - 4,10 | 0.84 | 41n -
Tnesau

M13797 6 LAAITIUIULAY AL YRIANTTOUY HANTT
Tasgit sRuauAauluduUsaussauznmsImegu
syauun WeRarsansietadenuin Yadenmsunladgmil

[ a < 1Y a a Y
izﬂummml:vmag”lmmwm faadulagsamingu 4.17
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Uadudunisdndule dszduanudaviuedluseduuin

A =

faaaslagsauvingu 4.06 wazlladenisAndainszi
fsgduamAniueglussduunn fidadslassumindy
4.08 uaﬂmmﬁwuiwﬁmsLLuuizﬁuﬁwqm‘uaaammuzﬂg&
awsy egil 1.40 azvieuliifiudn ngudegraunsdiud
Usziuaussauzvasnuiadluseiusiinn Wunanaina
Lulalunsldvinue wieflusvaunisallunsudledamuay
sndulaiisnia fafu Femsinduaduwasiamnayssous
Tudsneynnastnseiiles lelviAanmsensefudnenin

lnesinvasngudmneagedagu

An571991 7 : Snuarsesavaadenalunisinousilas naLYney

sEAUANUARTIL(AAZLLL)

guiudan  —— - —

. toedian | 1niige | Mean | Std. | wlana | dudu

09ANS o o

(ALRaY) | (Aaae)

Toneluns 1 5 379 [1.16| wn 2
Nnausuuag
Wouvinee
NSNBINT 1 5 3.67 | 1.14| 110 4
29ANS
Auguiiugd 1 5 3.89 |1.01] wn 1
BTN
mMsatiuayu 1 5 3.77 | 1.06| 10 3
NFINN
AMUATIVT 1 5 3.60 | 1.14| wn 6
1uaw%w17‘i%’u§
Anudusaluy 1 5 3.64 | 1.12| wn 5
m%wﬁ%’ui
Anadelngsau - 3.79 [1.16] an -

99T 7 wanesauuarSesazvedenalunisiineusy
LATTHAILNTNYE HANITIATIERTEAUAMUAALAURILUINNS
aufusianesdng amsadszduanudndiueglussauun
dleResansedadenuin Yedelonalunisiineusuuas
Wanwinwe fszduanudniiuegluszduunn daade
Tne5iniu 3.79 Yadensnennsesdns dseduanuAniiu
swegluszduunn daadslassunsindu 3.67 Yadusu
guduAfueTn szdumnuAndiuegluszivainn Tauade
Tnesaiiu 3.89 warladunisatuayuanimg dsedu

a & [ Y A a Y
ﬂ’J’]jJﬂﬂLﬂUEJQIUiW]UN’m Mﬂ’]LQaEJI@EJT.JSJLV]’]ﬂU 3.77
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NANITIAIIERTEAUAMUAALTAIUAIINF ST U TN

asadisziumudaviuegluszauunn WeRiansansy

=y o

Tadenudn Tadeanuinmiluendnisus dszduany
a @ 1 [y} a a Y 1 [y
Anueglusziuunn danadesiumiiiu 3.60 diudady
Audnsalue@nisug dszdvanufaivegluszauuin
fALRdgsINWINNU 3.64

ANSIATIETAUNIG LAviIn1snageulasIas1aNanng
AATITIEUN A NS UNITNADBIVDIDNDINATLN IS

AULAZAUTDETE @NTAUEAIMILAISTIeRB UL

m15797 8 : HaNIVAEDU Summary

Model Summary

Model R R Adjusted R Std. Error of the
Square Square Estimate
1 .798° 636 .634 .62095

9INMI5T 8 HANISVAGBU Surnmary WU VUIAYES
A1 R Square Tuwuud1a99 A9 0.636 MUANIIAINUS
ausIUzLALITULRUIUADIANT aunsneButeAULUTHY
vpanudsaluendnvesiviinguy (Y1) ldsesay 63.6
Tunmenssiudnudndosas 36.4 fvdessurslnefudsdu

lallasweglunuuinass

Gl’li’lﬂ‘ﬁ 9 : NanN1INAEdU ANOVA

ANOVA
Model Sum of df Mean F Sig.
Squares Square
1 | Regression | 267.825 2 133.912 | 347.298 | .000°
Residual 153.077 | 397 .386
Total 420.901 | 399

1NA157199 9 HanN1SNAdaU ANOVA Wu31 ANANNLIRY

WJuildainnisAuasniniu 0.000 181Ul a (SEau

o w [

Hod1fey) WA

<

0.05 slatiuAAuUtazidutiseninel a
(1W1AY Sig) RUIBAIUIAAILUIDATEUNIAIAIUITD
Bunldlunisnennsalnnudnsaluivdnve i 1o

o o = Y

pgslltedIAYNIadANTZAU 0.05
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A197997 10 : NaN1TNAdBUAENUSEANS

Coefficients
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta

Constant 031 221 141 888

1 Competency -.054 .055 -.032 -.991 322
ORSponsorship 1.008 041 809 24.789 000

NP5 10 HanVAdRUAEIUSEAYE WU And-  Bedadn 'misguiudanesdnsdssadonnudnialuendn’

UsEANTNI150MNDEURIANTIOUY AD 0.322 > SeAUtudIAey

o

79 0.05 (la Sig.) NUIYAUINANTIOULVDINTNITUTEAY
Wntaw ldanansadunldlunisneinsaianudusalu
adnvesiantnauldegfitodfyneadaa 0.05 du
ﬁhéfmﬂizﬁméﬂﬁsmmmaamanﬁwumﬁqﬂé’uﬁﬁ]Wﬂadﬁﬂi Ao
0.000 < szRutisdfAgyAe 0.05 (Sig.) MUIBANNIITLUUNIT
guiufnosdnsilminausEduimthay aansatien
THlunmsnensalanudnsalueInvesimtinaulaegiadl

v o o

HedAgyn19adan 0.05

A15197 11 mamiwmauamﬁgm

AduUsEanSidue | Standardized | T count asunans

(Path Coefficient) Co-efficient Va6 RN
dussaug (X1) Weuiu -032 -991 | hiwensu
Audnsalue@n (v) auw?@mﬁ 1
FEUUNTEUaNAIN 809 24.789 | wauiu
89ANT (X2) Wisufiy amﬁgmﬁ 2
AnuaSalueTn (V)

NN 11 NaMIVIAFRU AUURFIN 1 FuUsaussouy
deanafuusanudnialueinveandnauszauiing
U HAIINNINAAUNUIN TwensuauNAgIul waznans

VAgUANNAZIUN 2 FAudsN15aUdunaINesAns dinase

[ YY)

FaU5AIMUF NI UDIINVDINTNINUTLHURINTNY K

a o o

NINAEBY WU seusUaNLAg Ut dud Ay neaia

v
o

7 0.05

a =

a3u3n anuRgIui

o«

1 Fafein "aussaudmananin
d3alueInvesnidnausgaviivtiau ldlasunis
atuaywdeads wanslindiul udaussauzeralulady
meluiiddey wilunsinend Sldannsedtaldindidnsng

' o & a ' < a N
aanudnialueinlaenss og1alsfnn auuRgiud 2

27

v 1 A

TasunstudunilanuduiusitsuinegelidediAgnig

o t%

at@Anszau 0.05 agvieuliiiiudi vsunnsatuayuain

DIANTUUNUINEAUABNTABESTUAUAIVL MBI NU D

o

PNINIUTEAUIINTIU

8.2) HamTIENTInAININ

mfoadslidunaitedwmanin Tnel¥38madunual
13380 (in-depth interview) \itelsilddogyatdsdniAnaty
Usvaumsal 4uues uazruAnuiuveminausgiuiimi
uifvszaunsailawziusdeanudiialuoidn lned
JuuglvtoyadifAny 8 AU INANGITIUIY 3 AL INAYY
1w 5 Ay SgpamngsunwantudLsnous gnamnsIy
mﬁmm‘%‘lmﬂ%’ummﬂLLazqmamﬂﬁﬁmﬁmﬁudaum%‘aw%’u
91mA Tnediiunis fuimsszdugaagssdunaiaiasn
Funazynlne

fliteyaddnyinud 1 Wideyaddyaindany “ns
WALNALTIOULV0993ANT Aunswntatgm duadeninu
dusaluanTnvesimihnu winiuSesaziinls demene
aruayu ((739)”7 31 “MIRHLIANITIOULVBIDIANT FIUNIT
udlatgym Suasernudnsaluonnvesimiieuy wity
Sowaz 20 Mvaszs wilelgym nisdnduls n1sAnLds
Ansest Adesdnuuufuszuy feifumnudnduesiin
Feerundiezst Ussiiuiiminauaziianudisely
o1 dniifinu wwdesiuiimuesfesiinisimunanssnus
vasmues lususing q feeluil

nsuAlatyn Fnthausesduuananisudlodem
f199 dnarnulgmidiagnounds Tnen1sWasanniu

o o

<, = %)
ﬂi@UL'Jﬁ']LU‘L!ﬁ']ﬂQJ} IWEJLQ‘W']%‘ﬂiy]V’WIﬂi%VlUﬂUL‘{j']MN']EJ

wazIngUszatAvoIniiguwaresAns waziin1syudin
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sgrafuszuulugivesgiudeyasiieg ielitAnnisious
sgwrisiiuay suildifumnsuimnsluowan
nsndulasniinuagdosduumisnisdadulaty
aavhelunmaidenisnsudludamiifinansevulunimeam
yosmirsundrinauegisduiyruiodadulalae
AilsdsnatiazieliiAnUsslomigeanvesmisnusnniign
MsAndalised TuiifiAadgmfavinauezdesli
wuensuAtamlaedndnnisfndeseuy Adesdum
ang wiouagdrfunnudidguesanvnuasdymi
Anduls fanutulalunshauegiemnn Tunndeslid
andugunsal infesdng viieszuunavihau il
sulsluiwihinasvipudu@uinu Wudlfuumade
mnueenvaslymeine 1a
Fetlafortaanududnananunsoiliimihnuion

=

fianelafiazneneuliaunsavssaidmvnevsenaudnsa

vy
o

v duitunarlafladitu uenainiansoaiiami
wanelalinuesussaidmunensonnuitmtilunisasng
ANHIANANITY wasmITauinueglnd 9 aaeaian

Hlvideyadfapiui 5 lideyaddyandany “szuu
nsgUdufvesesdns wu AuAmiihlue Iwdisug 91
anuiawelatumssmiludagiusasdudneniwiidvesvitu
finasionnudnsaluednvesimihnu whiuSesaziinls
mgRNaatuayy (13)” Iusenisruunisguiunves
psAnslifumthe Wy anuivtluendnisu 41
anuftswslafunissnlutlagiuasfudnenmilanisy
vo3v1u finasonnudiialuer@nvesimiiau Wiy
Sovaz 70 esanarmimelalunuuaznssuiiedneniw
vaeauLee dlenialunisilnevsuuagiauinue dins
AtuaLUNINEINTVRIRIANT In150UduAMuRITN daving
dnsaduayuainiimi Mlviiusegelasasvanlunng
vhansnntu Failugaudialuoidldegneiusyans-
A7 Fevethunieseit lunisiuslsinmsuduslus
e 9 dmduninaunnay Inglane Fanhauigdes
wansnulaneiy Fesfinssuinnuduislueindiauiosd
¢ ol
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pusHLanAsuiugnd sauiadanauaslenalususy
UINTFIUAANNTTY

nsatuayuningInsenns vseniiuleuieatvayuy
anudnsalusndnvesninaunnau fenisiuisniing
THguimsdnauounusvyssanauseiddonisdnio
wwdasing indesionargunsalddnaunnd susidsay

Sy

=b

o

guiuAAIueIN USENIin1sIanN1snumiuaNssaugly
wiagmuniogainans Wiiudenisiiunsgnanu-
n3suMIHAR edusumudIslunTnvemiinauynay

nsatuayuaniint vienlinisaduayy nsdaesy
warlaniaandiminaulunisuansainuianuanse
fin1safiufanssunsdanisanus WufanssungusEau
auadlunisAnAulasanislunisusuuseiauning 9 aaen
nauazsioliles

Fetladeisausudenanannsaviliiminm Sew
waneladuanuiniilunsussaadmunglue@nnisau
Tudagtuuagianelalunisussqudmangluainuiaiig
#3730 wazn1simuvinwelug 9

o

MGG

agunudTedsnunin vl Jlidoyadifydu
Tugiiuinaussougdwanemuusanudiialuendnues
WHNMUTEAUTINTIU UazAIuUTn159UauAaINeeAng
danasudsanudnsaluennveaninnusziuimiiinu

a3uin MnaATadalsunansiiui freuwuudeuny
dulugllviuinaussaouzsdwanomuusanudnsaluenin
YeannusEAUTIMINGOY wilulsnunmglidunival
wiwddualudauinseanudnialuonInvesminauszeu
Wntha wazwagnounuvdeunmdiulgiiuindiwys
n3gUiiuianesins dwmasadudsarudisaluondnues
wifnauseiumthay JsdenndosiuniduidaTuna
w3on15duNwalfuInIs luanuAaifiuvesideiudn
aulilaenndosseninntddelmmuamiinui aussous
wazdulsn15guiinienesdng daasdeafiulsniudnse
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aussuzvemtinmulueIinmn o AusgrwTisuiy way
donnaodiuANdISANAINANTIOULVDIRINTIU 90
n15ANWIYDS Akkermans et al. (2013) léliaumaneg
A3 AUTIOULMUBNITN BT AuS vinve wazviAuaf
ffinnuddydeniswawiendn dwmaludsuinselenia

7119071TN

9) U8

9.1) MsIvendavsuIa

fnUsanssauzduaudnialuofnvesiiniimu
TudsUsinamud lddsmasiery Fdlisenadasiunisfing
984 Haenggli and Hirschi (2020) WiulnaussausAuenain
fnnudrfgsenisaianisainnudnianuedniazanm
A1t tue1Tn (Blokker, Akkermans, Tims, Jansen, &
Khapova, 2019) n15@nw1v89 Akkermans et al. (2013)
WU anssauzsueInLuuysanmsiatuayuluymties
91T nnarszyInaussauziinnusndudmiunisdanis
91TINeg1aUsTAUAINESD NSAN®IBA Presti, Capone,
Aversano, and Akkermans (2021) s¥UfaIn@uTIOULAIU
odnliljutiuluiiyadnnmeafeudsuiednuus
e U w3939l dnuuslde wazudyuveanmanval

v a v

YeeyAAatY 9 uanaNd aussauziue1Inliladiie

=% wvaa =

anzauniisnulawidu Lmeamwumaaww?ﬂu
wanun FedumiiiiugiuvesausiauziueTndons
FaLasunITHAUILAaEAINUAIUT I UTN (Skakni et al.,
2020) 9nransAnwTlildsanofuszning dussauziu
ANuENSAluTNve s IMTNY dennassiuNSANYIYS
Sombat Sritulanon, Direk Thammaruk, and Thanakrit
Phoengurn (2021) Anwit3eansuimsdaniswiinaugil
ANNAINNT0gIlURRAIMNTIN NSHERgUNSaldRsaingeY
gudtudmInUnusd wud sEAUanINNITUINITINNG
wilnuginNuaunsogs egluseduann minfiansanse
frunuaFuAedsanunlutes nun sudunsn fe
é’wumsu’%mﬁﬂmsﬁmméaumﬁqm FOIRINN AUNTTETS
MYAaINT AuNsiseTanazn13sla Aunisasieauli
fidnunn uazdanadsuiunaslaun srunisadesainy
TaSeulunsuasdy AMunTiRNIYAaINT A1UNIT5NY

YAAINT wazaAuanvenaladunuaLITauYYRIuAaINg
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fulsgududanesdns Auanudisalue@nvesiin
U RawvvasuamLananIsToNsUITae il sdsHa
Fefuuaziu aenndesiunisdnyives Saleem and Amin
(2013) finuin msléfunsauiudanesdns iensaun
91nwazUsEavEAmNTIwremnnulunansAnm
yasUrAgn1u fnudndudesuiulseuszdniaimng
vauveaniinnulagiauenisatiuayuainesdniiionts
fanneiwgasninau egndlsfinny msdnwidiiuns
TussAnaifeainiiu dssiaaugniesnisuenuazaiu
wUsUTIureIan1AnY) Ndegua (2016) wudn n1sgudiud
MnesAnsIefiuANussiuvemnnuias Ui
TuorIndadunumandslunmssnvninnuiiiaeld 3

legauudrinsinsaduayuanesdnsagyalininem
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Andulavesdinnis wazn13@n¥Ivee Omondi (2020)
wuiranudniaveamidnaunsazauaziilugainudisa
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9.2) I1IVENTIRaLN I
fudsanssauziuaudnsalue@nvesivinau lu
Fanauntw wudiguimsesdns Tauddludestun
feiloradunsessesiiinstussrihaimihnusuduims
TnglanizgusmslinnudiAyiunsimuianssousves
wiinauluesdnimn o Ausgraiisuiu duninauay
Tafidanuaunsalunisiamuiauesls ssdnsfindoudiay
atfuayuninensdu q WilanuianiuazUszauna
d5elueninvesudazynrald denndesiunisfineives
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Abstract

This study aims to study the antecedents and consequences of green market orientation Innovation and the
moderating influence of organizational resilience. Green Market Orientation Innovation is a crucial factor in business
and competitive advantage is important for every organization and operation at the present time to enable the
organizations to be able to compete in a constantly changing situation. The study was conducted by the literature
review, theory, empirical research to be a guideline for future research. To guide further research, the research
found that the causal factors that influence sustainable business performance include environmental leadership
and environmental organizational culture, green knowledge management capabilities, organizational risk
management, green marketing-oriented innovation and competitive advantage. There is a moderator between
green marketing orientation innovation and competitive advantage, namely the organizational resilience. This
research studies to understand the factors and provide guidelines for effective organizations.

This research has both theoretical and practical management benefits. In theoretical benefit, this study provides
a conceptual framework and research propositions that can be developed into hypotheses and empirically tested
in the future. In practical benefit, the results can provide a guideline for organizations and apply to develop green

marketing orientation innovation in organizations to create competitive advantage and sustainable performance.

Keywords: Antecedents and consequences, Competitive advantage, Green market orientation innovation, Sustainable

business performance
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a oo s ]
g3fadsBuvetesAnssoly
nsfnufikulasngefinanudissiuazidunisys

wuRnwiseswinnssuiazisesnstatunaindleweniy
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osAnsEBvEnadenmliUTeumansudstuitlainusn
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msfnwiannsaiiluusuldtuesdnsssingaanunssu
# q Mfsdestudemsuinnsmusuiunaindifoniy
vdnuaziFosdwndonls lnsgnarmnssuiiisados 1u
ngugmannsIuAlininenIsIINTIAgs gnaIvnITHEY
gudlnih idnnsedind Audgulnauilnafidesinmiios
vosnAndne ussefasadufidedinnudfyualdle
13999090153 UInd8Y (Rosyidah et al., 2022) 5n9eanu
WorolhAnusslovdluswamiad b senduandns
Jan1s fie @ luiluwwmslunisusuldidanagns
nansiansfifussansanliiuesdnsuazainananis
sufusumadugsiafioaiiannuldidieulunisudedu
Huosdnsfidsdiu (Cicconi, 2020) wagldAnwisouinnssy
funsnanndiden Tnewuitadeideaung fe Feanu
Dugiidedandon Sausssuesinsidsdunadey Ay
annsalunsinnisesdannuififen msdnnisanudes
vosadnsuazsadndveadosmnssuaiumsnaindiden

Ao AUlALUSEUNINS LY TUN AL AN AR BRANISALEU Y
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o

gfadsdu nsfnwddudulssleniseasinsgnaivnssy
7119 9 1Y gramnssuAldnineInIsIIUA 9RamMNTIY
grueudliil enarnssududigulnauilaafiieiuises

@

YoINANAUIELTY UTTYTUNNINElanuazgRaIMNISNAY

ddnnsetind



2) FnQUszasvaInide
1. lefAnwiesdusznovveuinnssugatiunisaaind
Fenfugramnssuiiieadeatudunadey
2. iiloduanziiadeidiaivauaznadniueauinngsy

daiunseandildeniuenamnssuineItesiudwinde

3) NMUMIUITTUNTTY

msnnasalddnuumnin muiuazemAferifetos
Renfunguianitu nquininenns uasnguigiunineins
sy5uv eanduadsd
3.1) mgwan1uu (Institutional Theory)

nuffinaniusinaduandvinannaeuendseum
slvmnfinssuvesesdnsildsuntadliluFeansdnms
WAZNIZTUIUNIT T2UUAN 9 lagesAnsAesinliudounse
aonpdoaturnfisuuazussvinguludinuiidsauiunsetuin
msufURlluRemsla nalnussnedulun1sujund 3 dnu
Ao usanaduaIndseuiina1afadonisfuden Jansssu
LaglAsugia (DiMaggio & Powell, 1983) Fanszuaunisd
AelilAndnvarnsujoaimileufuosdnsdu q 7 3
NTLUIUNIST AD AN NUIAU NSLEULUULALNYNMIN 59U
136071 Institutional Isomorphism (Scott & Meyer, 1991)
miﬂﬁﬁaﬁmﬁauﬁ’umuLmﬂmﬁuﬁﬂénmmmlﬂuﬁﬁéd
wuunansiaglivniens annsaduldfainguane dyan
ussiaguuazAsuanuduiusuestasaniunasuinnsau
Judesfifianuienlesiu (Alston, Egeertsson, & North,
1996; North, 1990)

nsaflugsialianunsaeglididuafosuSunuain
Al n1suuRluesdnslindnduanimuwindautagaiila
5«133LLammﬁauLLmmaﬁﬂﬁﬁ’amaqﬁmﬂumauﬁu Tu
Hagiudennlddiledis Ao nswdsuutasuesdsuandes
waglanfifinisidsuutasandadouindounisuinnssy

%

wazdanasuduegiunn Ay 3eavesuinnssuguii

o

nsrandlTeveseInnIa1e ¢ sadusesiuraulauazdfny

o
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3.2) nuningIns (Resource-Based View: RBV)
guiaiusemineInsuazALanNAveIeIANSg

fiannsoasreenulfivieulunisutadusseren (sustained

competitive advantage) l¢ winesAnsiitonanwaliay

AauTRvetIAnT Ao ninensiazanuaansafinmue

'
o

(value) &0 (rareness) MisokiiasAnsd

1Y

PANSNYINTHUU

ey endenisaendsuuuunieshen (imitability) waz
psfnsilassadisssuniiatiuayulfldminensduagied
Uszandnmazaiunsaasisanulaussunisnisudedulu
svezemiuld InpesAnsiifinnautfdnariunsie 4 audy
Usglemiegnaunnfuasdnsanunsaadiaiosvesuinnssy
wielignénfianelauazmeulandanudosnisléfenuanda
28n37 VRIO Framework 8nvsanansatasadnennisduiug

srozgfudiiauladiudels uasninensniiauandd

' '
o v a1 a

ﬁ’mdmiﬁuﬁaufdimmy‘mmameamsﬁ%ﬁumumqﬁm
sina 9 1o 1wulugsfonisdesan 3eswennouaznaniils
ANNAINNTORNIZVDIDIANT AIUAITARUTOYE AL
A1U190AIUANUFURUS AIWAINITAAIUNITAAN LA
nagnénisuvsty ludesanududidudunudugsia
deantrgadianuuanidligsfanaziiuaildiuien
MeMsuvstuazramsaliunuaunisaseanls (Bamey,

1991; Keskin et al., 2021)

3.3) nguigIunIneInssssuyId (Natural Resource-Based
View: NRBV)
wqwﬁgmw%wEmﬂiﬁiiwmalﬂwqwﬁﬁlﬂuLawﬁm’m
NOuAgIunINeIns uiaziduiTosvomingnsiieady
sysuvAlududindenniniy wiadeenuliiey
menmsudeiuandadeisemwedunndeududdy nafe
INeIANTANITadnnIsS et uiinden wwdes
vsrafarifiduiing msdamsuafivuaniizuesesdng ves
Fodwandousng q fieadesdd saudeniswauiaiiy
AN119090903ANIN15IAN ST esAIndaNTSBuld nnsld
Ustlgwdanmingnsvesustmuasmsidiusinvesgnan
arAeliAnnSnenssssumanamnsadanulfiiouni
msutedulituesdnsadsanuudusaldognadBunarly
swovem Snvamssenuuuidsinmasugiadudeldiuie

TuNITHYITUR NS DYIRNANAUANYAINATUNITODALUY
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o simundidukazUssansnimeiunnudsduld (Soh
& Wong, 2021)
dnnamnnelussdnsifiriiduuasldlatiednnden

Y o

gihilauanunse esdnsldlaluSesiausssussdnsiiAnis
fenudanindeu nelusAnsiinniuinnnuaunsatunig
IAN1TIAANMUIIMUAMINABN T0BIAMNNTALTET 1389

Y

A159ANITANULEIVB989ANS Fatadefinaniu1dneas Uy

a

foluladuamanneliiinsesuinnssudatunisnain

¥
] =

Adrtunaradamandmniigauantfdunsnensuay
ANNANTALUFULUUNS 4 AU MINENWAUTVINEINT VRIO
Framework agnaliiAnanulmuseulunisudadusseze

TinueeAnsiaagnedsdy

3.4) whAnuInnssusfauhimsnaIndiiea (Green Marketing
Orientation Innovation)

winnssusjatiunsnann@iden Ae uinnssudiienies
fudsiiAeiudanadon mududifer Wy Besmsiaun
wARAnsEITEY NMsdoasnsnanndideauaymsaiadunius
fufuslnafiodudsiiduaiumsuilnaegnedeiu 1wy msld
ussiusTluinsredandonazanunsafsgagninitlale
dawndeunazudenlindniusivensdnsildlaiies
daandenld iosanilenAdenuingnisindinnmide
nsdendeuarlindnsusladladundonudoussafu
fanansssuendlivhandsnedeasildwtslumseysng
Aawandon wazninensmesssunalduarfannsaaing
aufanluundmidauanlifugnilddanianis (Kar &
Harichandan, 2022) winnssugaiunsnaindilednamn
UNMIYIUINTTENIUUIRALIANTTUATUaTN1TY
Wunmensnann IngendengugnunsneInssssunmgimn
Tnemsldmalulaguinnssy wu nsandunuriueinnssy
Adgngyiliduyunisaiiviuanas Imaluladuinnssy
annsauTIsanNansEnUdedaIndey Taseadnsiiling
gvdosdng masjaimnansmanadineulanduazaiisnany
\nlalvifugnAniFesdandenazannsaiinauliiuie
menmsuvsduliniuesansialusyeze1 (Abbas, 2024; Yang
& Liu, 2022)

A159ANNFYYI ABLIDINITHANMNLANUFURUSAUFIY

USZAUNIINITHANATINAN T NIFFHISIAT NTININNUNY
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uaznsaaaiunsaaafiiudesiunmsnanndider nagns
nsnaradidendivienissniunislusserdunarsvezen
Fesijautiuanduiionaiiu Wusha erfiswvesesdns na
gNsNIIRNaINATEATUURNTE9 9 nelueedng sauda
nsufRvemnaulussdnsiitiuFesdaunnden uumis
TuesdnsiduadunuminsufoRluluianedidenduios
anudufinssodaunedealifuninemilussdnsuazsaiiy
Feauinnssunsnaiaddeafiofansimundiiulasoly
yesnsAnsiionavlanduuimnszuadenylugadaguy
(Papadas, Avlonitis, Carrigan, & Piha, 2019)

M33aiumatn (market orientation) Ag WINWNITHAIN
flannsaneuaussausioins muiiawelalariugndvie
nguaanimngld Taeiuisesnuauisavesesdnsly
myinnzikarliidesesteyanmsnanlunineinsaiie
AuLAnAsi U ImanAlifuesdng sauanisiiosdng
asnsadnmsuivsteyadesnisuimsunu Snidlitoya
Tifuuselond ileairsanunsavesesdnsumetlandany
sean1svasnguiiminglaegnaiivsednsnmaiennule
Lﬂ%‘ﬁwwm'ﬁLLGdJG?J’uﬁmﬁaﬂ’jijLsddlé’f (Nguyen Van, Le, &
Kotaskova, 2023)

Tuesuinnssy majadunain anulmidiuuiansu
NAntusiuaz AR 9asIA duAeidesiunagndnig
pandiden AelFosuinnssu nszuruns msdansiadle
gUmMuAIdenidsnadonanisdiduanuresesdnsiiediy
Fewarils :elduay nmwdnwalveseadns anufiswele
vosgnéuarminamiluesdng Sefiefunnuifeilostma
aumsRuaglilimeanunsiuluesans (Chahal, Dangwal,
& Raina, 2014)

Fosanudufiindduandon Yausssuednside
Aanden NNYINTULATAINAIINTAYDIBIANTUATAIS
Janseudssesesdng dedutadeanmadenaiiniu
vosuinnssusjatiunsnaindidedldty Taedonidednu
Fhdudadomwinnssuin fTsnddildsunansznuan
Aanmnmanandidenfe Fomamasidumsuuinns
fefuFesuianssusintunsnaindidenfaduesddyi

paAnsAIshiANaUla (Oduro & Matarazzo, 2025)



3.5) paruthuindedauInae (Environmental Leadership)
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anududiiBsdaanden fie dnvarvesiifitluuifn
wWiuFesdanndouuazifugihiatvayudaaiunidnau
melussdnsluidesdanndenlvinseninuazldlades
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09Ans WlenieiBsnagnd Foswinnssumaluladiifeides
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danndendiagtiudsauuazgniliniuddyiuussiiu
Fananuniu (Bass & Riggio, 2006; Ozgul, 2022) fleu
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(Green Innovation Strategy) (Usman, Kiani, & Ghani, 2025)
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ABvamndsdsendnnisiidandnenli iRy Safun
sUwuuidoduninensiifiduagmienn srndonisaen
HEULUU Wndnngulgnuninens (Abdulrazak Shehu
& Bello, 2024; Chen et al., 2020; Hameed, Naeem, Islam,
& Alshibani, 2024; Yang & Liu, 2022)

o
[ YY) v k4 va

FILUIINNTTNUNIUITIAUNTIUT9AU FIFulAnIrUn

Y

o
Ay v A Y

JorauenITedsil Telauen1s3de (Proposition) P1: Ay
Wuduidedaundendmansenuseuinnssugaiiuns

Y

ALY

3.6) SwusssUe9ANTIT9E9499804 (Environmental
Organizational Culture)

Sausssuernaddunndon fio Tausssuvesednsi
Wiudiasesdunden delviaulussdnsiaimuiniig
Wilalunisafiuaulussansiasuassanuanunsaaulu
aaﬁmﬁ%ﬁm’mﬁuawamia%mwa@mmim‘&ﬂuaaﬁm
Bosdannden swdadeenssuiunsiauwan Sy
finsreduindaulminiuld (Chen et al, 2020) Tudes
Y09IMUsITURIANSELTYY (Green Organizational Culture)
asifedestumion Anude wasdinuvesruluesingd
asvntinEasosmuluilnsredanndeu (Tahir, Athar, Faisal,
Shahani, & Solangi, 2019) fiveg191u3TlugRamMNTTY
ASNARURIUTEIMALANIY WU TUSIINRIANSELTLIENS
WBeulneeuInnIsudded IneTausssuesAnsadilenaseae
duasuliAauimnssuiiduiinsdedwndenlueadng (Wang,

2019) 7
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dnnsnuIdelugnamnssulsusuvesUssnensi
aﬁuaquummmwmuﬁi'ﬁmmﬂiammuNammﬂma
ui’mﬂﬁu%’l,%‘m wWuiu nafe swRnsTiansaaseTmusIIY
atudesdundounasiiosnudiu saudednsiisl
TesAnsiivdnnnzgihmsiasundasmamguiinsiud
wionduasunazldlaFecuinnssudaundomiuseves
MTITensUasuLUaaz MR IANSSIeEeR SauEs
1uaﬂﬁﬂiﬁﬂawﬁ‘tﬁuﬁaau’ﬁ’mﬂﬁmﬁLﬂuﬁmiﬁia?m’mﬁam

I3 Ao

p9ANST TS ST B A aLInd ey U uRelineuauems
pundnA1doy anudsuslasluvemedsaudaidunis
VEEURUUNIIFIRNAIUTEN VoM wan1du (Gurlek &

Tuna, 2018)
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Aei NNITNUMILITIANTIUT 19U {ITelanvue

1
v

UoLAUDIIUITEAIL ToLausn19398 (Proposition) P2:

TUUSITNDIANT TN oudINaN TN UARUTANTTUYS

WUNNSAANAFLTY?

3.7) anuamsalunisinnisesaniuiaiden (Green
Knowledge Management Capacity: GKMC)
PUEINIalUN1SIAMTeIRANNIEWed Ao AwEunsn

wisdu dan1s drenenesrnuIAuEIAdoNLATAIY
gedulvidvesdnsliognediuse@nsain anuiuazaiiy

N o w P
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winnssu Wndszaniamnisaidununaziasuadieia
ANAINNTOVOIDIANSIA AD AINAINITALUNNTINNITOIA
mmﬁu,asﬁau‘]u?aﬁmmmmauauaqmméfaqmisuaammﬂ
ﬁL%ﬂaLLazﬂﬁﬁwﬁqﬁﬁaLLmé’aaﬂé’f (Attia & Essam Eldin,

2018; Darroch, 2005) H911338@ANWIL509NTEUIUNTINAG

Anusluasrnsinadauinseuinnssudde lnenssuiuns

o |

dnnisanuiesdnstioidutadendniivisduasa Waun

v
=

winnssuddeinaranudduliantuldnielussdnsma
VANV BNSNEINTUALNGBYTIUNTNEINTTITUYIRY BT
FoanSneINIUaTANLARNTAVBIBIANTTTIBIAAINTIVT
g1nuazeINonIsasnLduLUUNAuTsTuLdesni iy
nswaudsdmiludesvesuinnssudidenfiadeassd
(Abbas & Sagsan, 2019; Shahzad, Qu, Zafar, Rehman, &
Islam, 2020) wazuIdslugnamnssumaluladuaznig
doa13 nudrmwaiunsalunisinnisauidane
WINNTTUNTNAANAN S UTLaZ US NI AUEUTUSITIUIN
sgafideddiuusyansamnisaniusnuegedaiy
TngLanzmsysan-n1sausianglunagnisuonasdng
(Qandah, Suifan, Masa’deh, & Obeidat, 2021; Lopez-
Torres et al., 2019)
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AT AINNITNUMILITIUNTINT19AY {ITelanvue

v
v

YolaueuUITeall Yaldauani1s398 (Proposition) P3:
ANNANIAIUNTIANTTRIARNNI AR IdIHANTE N U D

WinNssuLtuNIsnAnELTe?
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3.8) N159ANI13AIIUE 99980 T (Organizational Risk
Management)

MISANsANLLEBIEIRnS fe N13TRnIsIEtRuEes
analiiuuouveesdnsfionsazifaty anudsadululss
frudawindon walulad uazn1snain MsdnnsauLdes
peRnsazteidenisivlnesernsliiussansnmuay
Faeiiudesnisdamsdnenmiefuasinden uazka
NARINNSNENTbABEN9R (Kuo, Lin, & Chien, 2021; Shah,
Lai, Shad, Hamad, & ELlil, 2025) msdamsaandesesing
swtwatuayuliuinnssudidoainanuimiliegiud
annsnanaTudesine q Aanfnduldluesdnsuarepam-
AssunsRARTIAetodld nsuinsTanisaud sty
awsadinalunisiasuaiiauinnssuddedlugnamnssy
nsuanld Tae anudssiumaluladddeanunsaiai
Irnemandssesumsd Seuaziann srumndladwassu
nsnann Jadeiiieadestunisnandilen Ao 13eeaau
TonuFaulunisutstuvesndnduniuinnssudidenluaienn
¥esgnin 3esuinnssudideafuiFesnisdanisanuidesd
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o

fefuvesesdnsluszemmuvdnmauinineinsuagmsain
AMUlAUTEUNIINITRIITUIIN NN B FIUNTHEINS
§55U%7% (Correia, Farrukh, Shahzad, Moleiro-Martins, &
Baheer, 2024; Sun, Bi, & Yin, 2020)
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YoLaUIUITEAIU ToLauan15398 (Proposition) P4: A5
IANIIAMULFIVBIDIANTAINANTENUABUINNTTUY LY

ASHANETL

3.9) anulalseulunisudadis (Competitive Advantage)

anulausaulunsureiuveassnnsazanunsanndule

(g (g

911 3 AU Ag 1A uAUNY (cost leadership)

U

Ao LUNIS
AanAUYU N15a39AULANGANN (differentiation) Aa N3
as1epnuuanasliTundn Susivazuinig wiolilansu
LAZANAINALYIATNITAAIALUULIIZAINATA (focus) AB
m’smmmﬁn@qLﬂuﬂejugﬂﬁ%awwmjm (Porter, 1985)
nsflesdnsidenldnagnsussgiusiiiuingde
Funnden nanfe Wussdnsfitnseisdenisnaindiden
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Fuslaateiasuaiennulalseulunsuistuvesesdnsia
(Mishra, Choudhury, & Rao, 2019) wasiluAnw IRt
mmé’uﬁuﬁ‘ﬁzijﬂaqwa‘uazmwﬁLﬁumigﬂuwma’mﬁ
jatfunsnaindifer wuin dadeddniivasiaiuadianiy
Ihussulunisudaduiiissdestuideweduanday e
nagnsnsaiiuns lngnisanliun1saunisnaindiden
denaseniliiuFoulunsutstuiisBunundnnguisiu
NENEINTFIIUIR (Papadas et al., 2019) uaxi3osAly
a11150 uNSLUTUAURANISANELUYBIBIANTHAY
FunusidaninaenuwazaeEsuanulaUssulun syt
29PN bonuny (Gurlek & Tuna, 2018; Nguyen Van et al,,
2023; Roespinoedji, Saudi, Hardika, & Rashid, 2019)

fatfu 9nn1sumunssunssudneiy §iseldrnun
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UoLAaUDIIUITEAIL ToLausni19338 (Proposition) P5:
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3.10) wamm"nﬁmmqsﬁa%ﬁu (Sustainable Business
Performance)
nsduiugsivliussauarmdniouardaduldiusios
91fandnnITHUIANlUN1SINgIAIlAEaT9ENna 3 Fu Ao
shudans imsugia uazdannden JuduunfnEes Triple
Bottom Line fie asdnsdesdisfadosmansenusediny
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TuminAnnai 3 dunse 3Ps Usznausie People Planet
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Wiauldtudeswesdsay (People) a51907%w ad1as1elaler
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(Profit) 138380018 NANLIVIAYY SATINANDULNUNIY
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A53udusaia Jeurissen, 2000) ASEUIUAITNNITATU
NuvepAnIansaasieuliiutsn sl auiusunu
A5a519518le N1sinfanatalya LagNISES19AULANANY
I§lnetunaneuuurstefnsenusodduasudadaile
(Verma & Diwan, 2025) anuléudounienisudsduies
vasuinnssudidurdmanadeselanaiilslinesdnsd
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Abstract

Traditional brand equity models, established in an era of one-way communication, are insufficient for measuring
brand performance in the digital age where consumers actively co-create brand meaning. This study addresses the
conceptual and measurement gap by aiming to develop a robust, multi-dimensional framework for Digital Brand Equity
(DBE) that reflects the paradigm shift to a two-way, interactive communication environment. This conceptual study
employs a systematic literature review of 47 key academic papers published between 1990 and 2025. A thematic
synthesis was conducted to analyze and integrate existing knowledge, identifying core theoretical constructs and
evolutionary patterns in brand equity research. The results show a new, synthesized definition of DBE and proposes
seven research propositions that correspond to the core dimensions of digital brand equity, including brand salience,
perceived quality, associations, customer-brand engagement, online community, authenticity, and value co-creation.
This research contributes a holistic and contemporary DBE framework theoretically grounded in the realities of a
decentralized digital landscape, providing a crucial foundation for future empirical validation and offering practitioners

a more accurate model for assessing and managing brand value in an era of consumer empowerment.

Keywords: Brand, Brand equity, Customer engagement, Online community, Social media
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. INTRODUCTION

The perception of brands has undergone a dramatic
transformation since 1990, moving through distinct phases
driven by technological and economic shifts. In the pre-
digital era (1990s), brand perception was largely firm-
controlled and relied heavily on traditional media. This
period was characterized by one-way communication,
where success was measured by the effectiveness of
marketing campaigns and the resulting consumer-based
brand equity (CBBE) metrics like awareness, association,
perceived quality, and loyalty, as defined by scholars
such as Aaker and Keller (Aaker, 1996; Aaker, 1991; Keller,
1993). Brands successfully managed their image by crafting
consistent messaging across mass media channels like
television and print, relying on consumers to be passive
recipients of their narratives. Consumers evaluated brands
primarily on the product's functional benefits and the
prestige associated with its symbolic image.

The concept of brand equity, rooted in the foundational
works of Keller (1993) and Aaker (1996), has long been
central to marketing, offering a measure of the added
value a brand provides to products and services.
However, the advent of the digital transformation era has
rendered many traditional metrics insufficient for accurately
measuring brand performance. Digital platforms empowered
consumers, providing them with the tools to create and
share content, effectively giving them a collective voice.
As markets transformed into two-way communications,
the locus of control over brand meaning began to
decentralize. Peer reviews and user-generated content
gained significant influence, meaning brand perception
was no longer solely dictated by the company but was
co-created through public discourse and shared customer

experiences. Perception was no longer just about what a
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brand said about itself, but about the shared experiences
and collective opinions of the community using it.

This indicates that the conceptual model of brand
equity (Aaker, 1991; Keller, 1993) lacks of mechanisms of
two-way communication — such as perceived interactivity
and experience, community engagement, and the specific
processes of co-creation — as intrinsic dimensions of brand
value remains underdeveloped. This also leads directly
to a measurement gap, as traditional metrics are inherently
designed for a one-way communication paradigm which
completely measure the brand meaning in offline contexts.
For instance, while we can measure sentiment of online
reviews, there is a lack of comprehensive, validated
scales that systematically operationalize how a brand's
responsiveness to UGC, its facilitation of peer-to-peer
conversations, or its intentional design for co-creation
directly contribute to and define distinct dimensions of
its overall digital equity. The existing brand measures,
often adapted from offline contexts, struggle to quantify
the specific added value derived from a brand's active
participation in, and successful navigation of, a truly
interactive and decentralized communication landscape.
This gap is clearly state fundamentally re-evaluating what
build brand value when consumers are no longer passive
recipients but active architects of brand meaning.

This disconnects between foundational theory and
digital reality creates significant practical implications for
marketing managers. Firms are investing substantial
resources into digital strategies designed to foster two-way
communication, such as online community management
and social media engagement. Yet, without a robust
conceptual framework and validated measurement tools
that account for these co-creative and interactive dynamics,
marketers lack reliable methods to assess their digital

brand equity performance. This practical measurement
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gap means that managers struggle to accurately gauge
the long-term ROI of their engagement-focused initiatives,
justify digital marketing expenditures, or strategically
allocate resources to the activities that most effectively
build sustainable brand value in a decentralized,
consumer-driven landscape.

Therefore, the research objectives for this study are to
conceptually develop a robust, multi-dimensional framework
for Digital Brand Equity (DBE) that explicitly integrates the
paradigm shift from traditional to digital communication
environment. This endeavor will provide both a more
accurate theoretical understanding of modern brand
value and practical tools for its assessment in the digital
age. This revised conceptualization will move beyond
merely adapting traditional brand equity to the digital
realm and instead embed the transformative effects of
two-way communication as fundamental to the definition
and structure of DBE. The aim is to create a model that
doesn't just measure the effects of two-way communication
but measures the brand equity inherent in the brand's
effective participation in such communication. This requires
identifying dimensions that intrinsically reflect the brand's
capacity to facilitate, engage with, and integrate consumer
contributions into its core identity. The validation of such
a measurement instrument would bridge the practical
need for marketers to assess their performance in an
interactive landscape with the academic need for models
that accurately reflect the complexities of contemporary
brand meaning co-creation. This effort is crucial for
researchers to accurately study the antecedents and
consequences of DBE in a holistic manner and for
practitioners to strategically invest in digital initiatives that
truly build sustainable brand value in the face of

decentralized control and consumer empowerment.
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Il. LITERATURE REVIEW
A. Foundational Theories & Models of Brand Equity

The academic formalization of brand equity in the
early 1990s (Aaker, 1991; Keller, 1993) represented a
monumental shift in marketing thought, moving the
concept of a brand from the ambiguous realm of creative
art to the strategic domain of measurable financial assets.
Before this period, while branding was practiced, its value
was often considered intangible and difficult to quantify,
making it a secondary consideration in many boardrooms
focused on sales figures and market share. The literature
of this foundational era sought to rectify this by providing
robust conceptual frameworks and empirical tools to
understand, build, and manage brand value. The central
argument that emerged was that a brand's worth is not
inherent in its products or logos but is a perceptual
construct that resides entirely in the minds of consumers.
This perspective empowered marketers to argue for long-
term brand-building investments, armed with theories
that linked brand strength directly to customer loyalty
and profitability.

The work of David A. Aaker was instrumental in this
endeavor. In his book, Managing Brand Equity (Aaker,
1991), he defined brand equity as a set of assets and
liabilities linked to a brand that add to or subtract from
the value provided by a product. He identified key assets
such as brand loyalty, name awareness, perceived
quality, and brand associations. This framework was
revolutionary because it broke down the monolithic idea
of a "brand" into manageable components that could be
strategically influenced. Aaker later expanded on this by
emphasizing the creation of a cohesive brand identity as
the strategic heart of the brand, arguing that strong
brands have a rich, multifaceted personality that guides

every marketing action (Aaker, 1996).



Building on Aaker’s work, Keller introduced what
would become the most influential model in the field,
he called Customer-Based Brand Equity (CBBE). Keller’s
proposition was that the power of a brand lies in what
customers have learned, felt, seen, and heard about it
over time (Keller, 1993). He defined CBBE as the "differential
effect of brand knowledge on consumer response to the
marketing of the brand," meaning a strong brand makes
consumers react more favorably to a product than they
would to an unbranded version. His brand equity pyramid
provided a clear, actionable roadmap for brand building.
It begins with establishing brand salience (identity), then
building performance and imagery (meaning), fostering
positive judgments and feelings (response), and finally
achieving brand resonance, a deep psychological bond
representing the pinnacle of a loyal customer relationship.
These foundational models, including those from European
scholars like Kapferer (2008), were developed in a pre-
digital world dominated by television, print, and radio.
The implicit assumption was that the firm could carefully
control the brand narrative through these one-way mass
media channels. The era's research culminated in the
development of validated measurement scales, most
notably by Yoo and Donthu (2001), which allowed
researchers to empirically test these theories and link
brand equity to marketing mix elements. The summarize

of the key definition of brand equity can be seen in the

Table 1.
Table 1: Foundational concepts of brand equity
Author(s) Definition of Brand Equity Research
& Year Approach
Keller The differential effect of brand Conceptual
(1993) knowledge on consumer response
to the marketing of the brand.
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Table 1: Foundational concepts of brand equity (cont.)
Author(s) Definition of Brand Equity Research
& Year Approach
Aaker A set of brand assets and liabilities | Conceptual
(1996) linked to a brand, its name and
symbol, that add to or subtract
from the value provided by a
product or service.
Yoo and The difference in consumer choice | Empirical
Donthu between a focal branded product (Survey)
(2001) and an unbranded product given
the same level of product features.

The first scholars to include the intemet context,
like Christodoulides, De Chernatony, Furrer, Shiu, & Abimbola
(2006), therefore began their work not by inventing a new
concept, but by undertaking the crucial task of adapting
this powerful, established, but firm-centric view of brand
equity for a new and radically different interactive

environment.

B. The Concept of Consumer and Brand Engagement
The second major evolutionary phase of brand equity
studies was driven by the disruption of the internet and,
more specifically, the explosion of social media. Previous
literatures review a fundamental and irreversible transfer
of power from firms to consumers. The controlled, top-
down branding management of the 1990s was replaced
by a chaotic, democratized, and constant conversations
from consumers. This subtopic traces the shift from a
passive audience to an active network of creators, critics,
and collaborators, and explores the deeper psychological
constructs like engagement and authenticity that have
become the new value of a brand in this environment.
The paradigm shift was famously heralded by a book
calls The Cluetrain Manifesto, which provocatively declared

that "markets are conversations" and that the internet
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was enabling consumers to connect with each other and
speak with a powerful, collective voice (Levine, Locke,
Searls, & Weinberger, 2000). This was no longer a theoretical
proposition but a tangible reality. The architecture of the
web, and later social media, provided consumers with
unprecedented platforms to share opinions, post reviews,
and organize themselves, fundamentally altering the
dynamics of brand management (Kucuk, 2008; Labrecque,
vor dem Esche, Mathwick, Novak, & Hofacker, 2013). The
rise of social media platforms was systematically
analyzed by scholars like Kaplan and Haenlein (2010),
who provided a much-needed classification of the new
landscape. Researchers quickly established that social
media was not just a new channel, but a new hybrid
element of the promotion mix that blurred the lines
between mass communication and personal influence
(Mangold & Faulds, 2009).

A critical finding from this era was the potent influence
of user-generated content (UGC) on brand equity. Empirical
studies demonstrated that UGC was often perceived as
more credible and authentic than firm-generated content,
giving it a disproportionate impact on brand perceptions
and purchase intentions (Schivinski & Dabrowski, 2016).
This meant that brand equity was now being visibly co-
created in public forums. As this relational dynamic
deepened, the academic focus evolved from studying
simple interactions to understanding the psychological
state of Customer-Brand Engagement (CBE). Groundbreaking
work by Brodie, Hollebeek, Juri¢, and Ili¢ (2011) and
Hollebeek, Glynn, and Brodie (2014) conceptualized CBE
as a consumer's voluntary investment of cognitive,
emotional, and behavioral resources into a brand. This
moved the goalposts for marketers from achieving
transactions to fostering a deep, participatory relationship.

This relational view drew heavily on earlier consumer
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research, particularly Fournier's (1998) work on applying
human relationship theory to brands. In an environment
saturated with information and UGC, consumers naturally
sought shortcuts to determine which brands to trust. This
led to the ascendancy of perceived brand authenticity as
a critical component of brand equity, with scholars
developing frameworks and scales to measure this
elusive but essential brand attribute (Morhart, Malar,
Guévremont, Girardin, & Grohmann, 2015). The empowered
consumer of the digital age doesn't just buy a brand; they
assess its character, engage in its story, and ultimately
decide if it is authentic enough to earn their trust and

loyalty.

C. The Digital Brand Environment: Technology & Experience

The third phase focuses on the context in which
modern branding takes place in a complex, integrated,
and technologically saturated digital ecosystem. Literatures
in this phase moves from the "what" (theories) and the
"who" (the consumer) to the "how" and "where" of
contemporary brand management. It covers the strategic
frameworks needed to navigate this environment, the
impact of specific technologies on the brand-consumer
interface, and the ultimate goal of delivering a seamless
and valuable customer experience. The core argument is
that in the current era, brand equity is less about crafting
a single message and more about orchestrating a multitude
of interconnected touchpoints.

To manage this complexity, marketers needed new
strategic playbooks. Practical guides like that of Chaffey
and Smith (2017) provided structured models for planning
and integrating digital marketing activities. A key strategic
shift was the reconceptualization of the consumer's path
to purchase. The traditional linear marketing funnel was

replaced by the non-linear, iterative consumer journey, a



model that better reflects how consumers now discover,
evaluate, and interact with brands across a wide array of
digital channels before making a decision (Edelman, 2010,
Hamilton & Price, 2019). The primary goal of strategy became
managing this entire journey, a concept holistically captured
in the work on customer experience management by
Lemon & Verhoef (2016).

Delivering a superior customer experience in the digital
age requires overcoming significant operational hurdles,
chief among them being the integration of online and
offline channels. The literature on omni-channel retailing
addresses this challenge directly, outlining the shift from
a siloed multi-channel approach to a truly integrated
system where the consumer experiences the brand, not
the channel (Verhoef, Kannan, & Inman 2015). Achieving
this seamlessness requires deep integration between
marketing and operations, a significant organizational
challenge highlighted by Bijmolt et al. (2021). The digital
environment is also characterized by rapid technological
evolution. Research has explored how specific technologies
are creating new opportunities for brand building, from
the rise of mobile marketing to the potential of branded
augmented reality apps to drive engagement (Tafesse &
Wien, 2018). Looking forward, scholars are now grappling
with the profound implications of emerging technologies
like artificial intelligence, blockchain, and the metaverse,
developing conceptual frameworks to guide future
marketing practice (Plangger, Grewal, Ruyter, & Tucker
2022). The most advanced conceptualizations of digital
brand equity now explicitly include the role of algorithmic
curation as a key antecedent, recognizing that a
consumer's experience of a brand is heavily mediated by
recommendation engines and personalized feeds (France
et al,, 2025). This highlights the current frontier of brand

management which building authentic, engaging brands
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within an environment that is increasingly personalized,

automated, and experiential.

D. Theoretical Foundations of Digital Brand Equity

The conceptualization of Digital Brand Equity (DBE) is
not a monolithic construct but rather a synthesis of
several decades of evolving marketing thought. To develop
a comprehensive framework for DBE, it is essential to
ground it in the foundational theories that have shaped
our understanding of brand value. This review delineates
the theoretical pillars that support the development
and categorization of the DBE dimensions, tracing the
intellectual lineage from foundational, firm-centric models
to contemporary, co-creative perspectives. The framework
proposed in this study is built upon three core theoretical
foundations which are (1) Customer-Based Brand Equity
(CBBE) Theory, (2) Brand Relationship Theory, and (3) the
complementary perspectives of Service-Dominant (S-D)
Logic and Engagement Theory.

1) Brand Relationship Theory: The Relation Foundation
While CBBE theory explains what consumers know about
a brand, Brand Relationship Theory explains how they
feel about and connect with it. As the digital environment
evolved from a static information repository to an
interactive social space, this theoretical lens became
critical for understanding the deeper, more emotional
drivers of brand value. Pioneered by Fournier (1998), this
theory applies the constructs of interpersonal relationship
theory to the consumer-brand dyad, arguing that consumers
can and do form meaningful, evolving, and multifaceted
relationships with brands. These relationships are not
merely transactional; they are imbued with meanings of
trust, commitment, intimacy, and even conflict.

2) Service-Dominant Logic and Engagement Theory:

The Co-Creative Foundation The most contemporary
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theoretical support for the DBE framework comes from
the complementary perspectives of Service-Dominant (S-
D) Logic and Engagement Theory. These theories explain
the participatory, interactive, and co-creative nature of
value in the modern digital ecosystem. S-D Logic
fundamentally reframes economic exchange by positing
that value is not something created by a firm and delivered
to a customer, but is instead always co-created through
the interaction and integration of resources among
multiple actors (Vargo & Lusch, 2006, 2008). In this view,
a brand is not a finished product but a value proposition
that only becomes valuable when the consumer actively
integrates it into their life.

This perspective provides the crucial theoretical
justification for the most dynamic and advanced dimensions
of DBE. Building on S-D Logic, Customer-Brand Engagement
(CBE) theory identifies the specific psychological state
that drives this co-creation, defining engagement as a
consumer's voluntary investment of cognitive, emotional,
and behavioral resources into the brand (Hollebeek et al.,
2014; Brodie et al.,, 2011). These theories directly support
the dimensions of Customer-Brand Engagement, Online
Community Engagement, and Value Co-Creation &

Interactivity. They explain why a passive online audience

is an obsolete concept and why the most valuable
brands are those that successfully act as platforms for
interaction and co-creation. This final pillar reframes the
consumer as an active partner in the branding process,
providing a robust theoretical foundation for understanding
how brand value is built with consumers in the digital

age, not just for them.

lll. RESEARCH METHODOLOGY

The primary objective of this research is to develop a
contemporary conceptualization of Digital Brand Equity
(DBE) and to formulate a set of testable research
propositions that articulate the relationships between its
core dimensions. Given that the field of digital branding
is fragmented and rapidly evolving, a methodology was
required that could systematically synthesize a broad
and diverse body of literature to build theory. Therefore,
this study employs a conceptual research design, utilizing
a systematic literature review (SLR) as its primary analytical
method. This approach is ideal for integrating existing
knowledge, identifying core theoretical constructs, and
developing a coherent, multi-dimensional framework from
which future empirical research can be launched. The

research procedure can be explained as in the figure 1.

1. Design Literatures Search Strategy

1. Databases Searched
2. Search Terms read

3. Inclusion and Exclusion Criteria

2. Familiarization with the Data
The 47 key papers was read and re-

3. Generating Initial Codes

The literature was systematically coded,
with key concepts and ideas being tagged

6. Producing the Report

Report and present the final

framework given a final title

5. Defining and Naming Themes

Each of the category was defined and

4. Searching and Reviewing For Themes

The potential themes were reviewed and
refined

Figure 1: Research procedure
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The inclusion criteria specified selecting peer-reviewed
journal articles and seminal books published in English
between 1990 and October 2025. Selected studies were
required to have a primary focus on brand theory, digital
marketing, or consumer behavior within a digital context.
Furthermore, the papers needed to substantially discuss
at least one of the core thematic areas, such as
foundational brand equity, online branding, social media,
brand engagement, or brand authenticity.

A. Design Literature Search Strategy

To ensure a comprehensive and rigorous foundation
for this conceptual study, a systematic search of academic
literature was conducted. The process was designed to
capture the entire evolutionary arc of brand equity, from
its foundational principles to its most current digital

manifestations.

B. Thematic Synthesis and Analysis

Following the literature search, which yielded an initial
pool of several hundred articles, a screening process based
on titles, abstracts, and full-text reviews was conducted
to arrive at the final of 47 key literatures. The core of the
methodological approach was the analysis of these
selected works through a process of thematic synthesis,
a method for identifying, analyzing, and reporting patterns
(themes) within qualitative data. This study followed the
established six-phase process for thematic analysis as

outlined by Braun & Clarke (2006) as in the figure 1.

C. Validity and Reliability Check

To ensure the validity of the 47 key papers, the thematic
synthesis would be subject to peer debriefing, wherein
the resultant themes are reviewed by an independent
expert to confirm their credibility and logical coherence

against the source literature. Furthermore, inter-coder
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reliability would be established by having a second
researcher independently categorize the 47 key papers
according to the defined thematic framework, with a high
level of agreement confirming the dependability and

consistency of the analytical process.

IV. RESEARCH RESULTS
A. Searching, Reviewing, and Synthesizing Related Literatures
The table 2 shows the result of a thematic synthesis,
methodically categorizing 47 key research papers to map
the evolution of brand equity. The categorization follows
a clear chronological and conceptual path. It begins with

the Foundational Brand Equity Concepts,

grouping
seminal, pre-digital works from scholars like Aaker and
Keller that first defined brand equity as a measurable
asset. The next theme, Transition to Online Branding,
captures the initial scholarly adaptations to the internet's
rise and the shift towards two-way communication. This
is followed by the Social Media & User-Generated
Content category, which consolidates literature focusing
on the decentralization of brand control and the power
of consumer-created narratives.

As the field matured, the focus deepened, leading to
the emergence of themes like Customer-Brand Engagement
(CBE), which groups research defining the consumer's
psychological investment, and Brand Authenticity &
Relationships, which focuses on the trust and genuineness
required in digital interactions. Finally, the table includes
two contemporary themes which are Digital Brand Equity
Models & Measurement, which highlights the ongoing
challenge of quantifying these new constructs, and Omni-
Channel & Future Technologies, which points to the
current and future research frontiers involving integrated

experiences and emerging tech like Al.
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Table 2: Review of previous literature which contribute to digital brand equity

Equity Concepts
the digital era.

Thematic Category Description Freq. Key Literatures
Seminal works defining brand equity, its

Foundational Brand Aaker (1991, 1996); Fournier (1998); Kapferer (2008);
dimensions, and measurement before 7

Keller (1993, 2016); Yoo & Donthu (2001)

Early studies exploring the internet's
Transition to Online | impact, consumer empowerment, and
Branding initial adaptations of brand equity for an

online context.

Christodoulides et al. (2006); Hoffman & Novak (1996);
6 Horppu, Kuivalainen, Tarkiainen, & Ellonen (2008); Kucuk
(2008); Levine et al. (2000); Urban (2004)

Research focusing on the role of social
Social Media &
media platforms and user-created
User-Generated
content in shaping brand perceptions
Content
and equity.

Culotta & Cutler (2016); de Vries, Gensler, & Leeflang
(2012); Hennig-Thurau et al. (2010); Kaplan & Haenlein
(2010); Mangold & Faulds (2009); Whitelock et al. (2013);
Schivinski & Dabrowski (2016); Stephen (2016)

Literature defining, conceptualizing, and
Customer-Brand measuring the consumer's psychological
Engagement (CBE) investment and active relationship with

a brand.

Brodie et al. (2011); Dessart et al. (2015); Hollebeek et al.
6 (2014); Kumar & Pansari (2016); van Doorn et al. (2010);
Brodie et al. (2011)

Studies examining the importance of
Brand Authenticity trust, genuineness, and relational
& Relationships dynamics in building and maintaining

digital brand value.

Fournier & Alvarez (2012); Grayson & Martinec (2004);
6 Morhart et al. (2015); Schallehn, Burmann, Riley (2014);
Labrecque et al. (2013)

Papers that explicitly propose or test
Digital Brand Equity
models and measurement scales for
Models &
brand equity in a digital or social media
Measurement
context.

Baldus et al. (2015); France et al. (2025); Samarah
Samarah, Bayram, Aljuhmani, & Elrehail (2022); Butt et al.
(2018); Szantd, Papp-Vary, & Radacsi (2025); Medvedieva
(2023)

Forward-looking research on integrated
Omni-Channel &
customer experiences, emerging
Future
technologies (AR, Al), and the future of
Technologies

digital branding.

Angelidou (2017); Bijmolt et al. (2021); Grewal, Hulland,
6 Kopalle, & Karahanna (2020); Plangger et al. (2022);
Tafesse & Wien (2018); Verhoef et al. (2015)

B. Definition of Digital Brad Equity

The Table 3 summarizes the previous literatures which
propose related-definition of Digital Brand Equity (DBE),
demonstrating the evolving understanding of brand value
in the digital era. Christodoulides et al. (2006) provided
an early, foundational definition, adapting traditional brand
equity principles to the online environment through a
conceptual literature review. Their work highlighted the

need to consider online-specific assets and liabilities.
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Subsequently, Hollebeek, Glynn, & Brodie (2014), while
not directly defining DBE, introduced the crucial concept
of Customer Brand Engagement (CBE) as a multi-faceted
cognitive, emotional, and behavioral activity. Their
conceptual framework for CBE became instrumental in
understanding the active role of consumers in value
creation, a core element now widely recognized within
DBE. Butt et al. (2018) offered an empirical perspective,

defining e-retail brand equity specifically for online retail



contexts. Their survey-based research empirically identified
factors like website usability and online trust as critical
drivers, reinforcing the importance of the digital interface
in value perception. More recent conceptualizations include
lonescu et al. (2023), who, through a literature review,
broadly defined DBE as the collective value and perception
constructed via all digital marketing channels. Finally,
France, Davcik, & Kazandjian (2025) presented a forward-

looking conceptual framework, explicitly integrating the
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complex interplay of firm-generated content, user-generated
content, and algorithmic curation as fundamental drivers
of digital brand value. Collectively, these papers illustrate
a progression from adapting traditional brand equity to
digital contexts, to emphasizing consumer engagement,
to empirically validating online drivers, and finally, to
embracing the multifaceted, co-created, and algorithm-

mediated nature of modern DBE.

Table 3: Summary of related-definition of digital brand equity

Definition of Related-Digital Brand Equity Key Findings Model Role Citation
The overall assessment of a brand that is | The study found that both firm-created Dependent Variable Schivinski &

formed from all of its online activities.

social media communication (e.g., brand
posts) and user-generated content (e.g.,
online comments) have significant,
positive, and distinct effects on the
dimensions of brand equity (brand

awareness and brand image).

The study examined how
different types of social
media communication
(independent variables) build
brand equity.

Dabrowski (2016)

Defined e-retail brand equity as the value
added to products/services as perceived
by consumers, driven by factors unique

to the electronic retail context.

Website usability, security, and a
favorable online experience were
identified as significant antecedents to
building brand equity for an online
retailer. The model confirmed that a
quality digital presence is a prerequisite

for brand value.

Dependent Variable

The research modeled the
key drivers (antecedents) that
lead to the creation of brand

equity for an online store.

Butt et al. (2018)

A set of assets (or liabilities) linked to a
brand's name and symbol that adds to
(or subtracts from) the value provided by
a product or service to a firm and/or that
firm's customers in an online

environment.

This foundational paper proposed a
model where online brand equity is
built from dimensions like emotional
connection, online experience, and
responsiveness. It argued that DBE is a

distinct construct from offline equity.

Central Construct

The paper's primary goal was
to define and conceptualize
this construct, positioning it
as a key asset to be built and

managed online.

Christodoulides
et al. (2006)

While not a direct definition of DBE, their
framework for Customer Brand
Engagement (CBE) as a consumer's
"positively valenced brand-related
cognitive, emotional and behavioral
activity" became a core component of

how modern DBE is understood.

The study validated a scale for
measuring engagement and argued that
it is a key psychological state that
precedes loyalty and other positive
brand outcomes. Engagement is a critical

process in building brand value online.

Mediating Variable

Engagement is positioned as
the psychological process
that connects brand activities
(antecedents) with brand
equity outcomes

(consequences).

Hollebeek,
Glynn, & Brodie
(2014)
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Table 3: Summary of related-definition of digital brand equity (cont.)

brand awareness, brand image, perceived
quality, and brand loyalty, as manifested
and experienced by consumers through a

brand's social media presence.

Definition of Related-Digital Brand Equity Key Findings Model Role Citation
A multidimensional construct comprising The study found that a brand's social Mediating Variable Kim & Ko

media marketing efforts positively
influence its social media brand equity,
which in turn leads to a greater intention

to purchase from the brand.

Social media brand equity
was modeled as the bridge
that connects a firm's

marketing efforts on social

media to the consumer's

purchase intention.

Based on the comprehensive review of academic
literature from 1990 to the present, and synthesizing the
contributions of key scholars, Digital Brand Equity (DBE)
can be defined as:

“The cumulative value a brand accrues from its
strategic and continuous engagement with consumers
across all digital touchpoints, encompassing the sum of
enhanced brand salience, positive brand associations,
superior perceived digital quality and experience, deep
customer-brand engagement, thriving online communities,
transparent brand authenticity, and collaborative value
co-creation, which collectively drive consumer trust,
loyalty, and advocacy.”

This definition integrates the foundational principles
of brand equity (Aaker, 1991; Keller, 1993) with the unique
characteristics and dynamics of the digital environment,
acknowledging the shift towards consumer empowerment,
co-creation, and relational engagement (Hollebeek et al.,
2014; France et al., 2025; Vargo & Lusch, 2006). It highlights
that DBE is not merely a translation of offline brand
equity, but a distinct construct shaped by interactivity,

user-generated content, and algorithmic mediation.
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C. Research Propositions

The development of these seven research propositions
is the direct and logical outcome of the thematic synthesis
conducted on the 47 key literatures. The thematic
analysis serves as a systematic process to distill a vast
and complex body of research into coherent themes, and
these propositions represent the formalized, testable
hypotheses that emerge from the insights gleaned from
those themes. The link between the analysis and the
propositions is that each proposition is a synthesized
statement of the relationships consistently identified or
theoretically argued for within the literature corresponding
to each dimension as shown in the figure 2.

Theme of Digital Brand Salience emerged from
synthesizing the foundational works of Aaker (1991) and
Keller (1993), who established brand awareness as a
prerequisite for equity, with more recent studies like
Christodoulides et al. (2006), who adapted this concept
for the digital context where being "top-of-mind" translates
to visibility in search and social media. The analysis
revealed a consistent pattern: without this initial cognitive
footprint, no further brand-building can occur. This directly
led to Proposition 1, which formalizes this foundational

role.
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Figure 2: Digital brand equity conceptual model

Proposition 1: When a brand is easily recognized and
recalled online, it is more likely to be considered by
consumers during their decision-making process, which is
the first step in building its digital brand equity.

Similarly, the thematic analysis of literature on Digital
Perceived Quality combined insights from early
measurement studies that linked marketing mix elements
to quality perception (Yoo & Donthu, 2001) with
contemporary research on the omni-channel customer
experience (Lemon & Verhoef, 2016). The recurring theme
was that a seamless and reliable digital interface acts as
a primary signal of a brand's overall quality and
trustworthiness, a relationship articulated in Proposition 2.
Proposition 2: A consumer's judgment of a brand's digital
quality, based on a positive and reliable experience with
its website and apps, directly builds trust and a better
overall brand perception.

The synthesis of literature on social media's impact
(Schivinski & Dabrowski, 2016) and brand personality
highlighted the theme of Digital Brand Associations,

where a brand's value is contingent on its alignment with

consumer identity, leading to Proposition 3.
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Proposition 3: When a brand's online image and values
alien with a consumer's own identity, it strengthens the
consumer's positive attitude toward that brand.

The powerful theme of Customer-Brand Engagement

was synthesized from a specific body of literature that
defines engagement as a deep psychological investment
beyond mere transactions (Hollebeek et al., 2014; Brodie
et al., 2011), forming the basis for Proposition 4, which
posits engagement as a mediator to loyalty.
Proposition 4: Customer-brand engagement, which is the
time and energy a consumer invests in a brand, acts as a
bridge between good brand experiences and the
development of genuine loyalty and advocacy.

The literature on Online Community (Baldus et al,,
2015) and Perceived Brand Authenticity (Morhart et al,,
2015; Fournier, 1998) provided the clear themes that a
sense of belonging and genuineness are critical drivers of
trust and commitment, which are formalized in Propositions
5and 6.

Proposition 5: A strong sense of belonging within a
brand's online community is a key reason consumers stay

loyal, even beyond their satisfaction with the product.
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Proposition 6: When a brand is perceived as authentic in
its digital communications, it increases consumer trust
and emotional commitment, making them less skeptical
of its marketing messages.

Finally, the most contemporary theme, Value Co-
Creation, emerged from synthesizing forward-looking works
on Service-Dominant Logic and consumer empowerment
(Samarah et al. 2022), leading to Proposition 7, which
hypothesizes that interactivity and participation foster the
highest levels of loyalty. In essence, the thematic analysis
acted as an intellectual bridge, transforming the collective
knowledge from 47 distinct papers into seven clear,
synthesized, and testable research propositions.
Proposition 7: A consumer's active participation in value
co-creation and their sense that the brand is interactive
fosters a feeling of psychological ownership, which leads
to the strongest forms of brand loyalty.

The proposed seven-dimensional Digital Brand Equity
(DBE) framework is based on a literature synthesis and
requires empirical validation. The model is also
presented universally, without accounting for significant
variations across different industries or cultural contexts,
and it may not fully capture the impact of rapidly
emerging technologies.

This seven-dimensional framework provides managers
with a robust tool to move beyond simple vanity metrics
and measure the true performance of their digital brand
equity. It offers a clear way to track and justify strategic
investments in relational dimensions like perceived
authenticity, online community health, and value co-
creation. By adopting these more nuanced metrics, firms
can more effectively allocate resources to the digital
activities that build genuine, long-term consumer loyalty.

These limitations highlight clear directions for future

research. The most critical next step is the empirical
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validation of the framework and its measurement scales
using quantitative methods like structural equation
modeling (SEM). Subsequent studies should investigate
the specific antecedents, such as different digital
marketing strategies, and the financial consequences of a
strong DBE. Furthermore, research is needed to test the
model's generalizability across diverse cultural and
industrial settings. Finally, future work must continually
adapt the framework to account for the influence of
emerging technologies like Al, Web3, and the metaverse
on how brand value is co-created and perceived, ensuring

the concept of DBE remains relevant and robust.
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Abstract

This study explores the implementation of an Al-driven chatbot to enhance customer service for a small
homestay in Thailand. The objective is to address delays in online communication and assess how chatbot
automation improves customer experience and booking conversion. An Al-chatbot was developed using the
ManyChat platform and integrated with Facebook Messenger. The chatbot was designed through a user-centered
process, using actual customer inquiries as training data. The evaluation focused on three key performance
indicators: (1) Guest Conversion Rate, (2) Customer Satisfaction Rate, and (3) Human Intervention Rate. Results
showed that the chatbot achieved a 73.68% conversion rate (target: 50%), a 67.14% satisfaction rate (target: 90%),
and a 25% human intervention rate (target: below 20%). While the system successfully improved booking rates
and reduced communication delays, challenges remained in handling follow-up questions and personalized
requests. Feedback highlighted usability issues and suggested improvements in visual design and natural flow. The
study concludes that well-structured chatbots can reduce staff workload while supporting customer engagement

in small hospitality operations with limited resources.

Keywords: Al customer service, Chatbot, Hospitality, Homestay, ManyChat
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. INTRODUCTION

Artificial Intelligence (Al) has swiftly evolved from a
conceptual idea into a cornerstone of modern innovation,
fundamentally transforming industries across the globe.
Initially aimed at replicating human intelligence, Al has
become an indispensable tool in domains such as
education, healthcare, manufacturing, and business.
Today’s Al systems can analyze massive datasets, learn
patterns, and adapt with impressive speed and accuracy.
This ability empowers organizations to optimize workflows,
make informed decisions, and respond to market shifts
with agility. The integration of Al into strategic operations
has redefined traditional business models and expanded
the potential for predictive insights and efficiency
(Rashid & Kausik, 2024). Its applications extend across
sectors such as education, where Al-powered adaptive
learning systems tailor content to individual needs, and
healthcare, where predictive analytics have transformed
patient care (Soliman, Ahmed, Darwish, & Hassanien,
2024). In business, Al enhances customer engagement,
automates service, and improves operational performance
(Alneyadi & Wardat, 2023).

With advancements in deep leaming, neural networks,
and natural language processing (NLP), Al now replicates
cognitive functions enabling intelligent systems to
understand language, recognize images, and make
autonomous decisions. This has had a particularly
transformative impact on customer service, allowing
organizations to deliver personalized real-time support
through Al-powered tools. In the hospitality industry,
Svendsen (2024) points out that guest expectations
now extend beyond fast responses. They seek seamless
digital experiences, real-time personalization, and
transparency. Hospitality providers must adapt by
integrating smart tools that enhance convenience while
maintaining human warmth. Delays in communication
or lack of customization can reduce satisfaction and

lead to lost loyalty. Nwokedi and Nwafor (2024) add
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that chatbots supported by machine learning offer
scalable, intelligent communication that learns from
prior interactions, meeting rising expectations through
24/7 responsiveness.

Al has already enabled personalized service in
hospitality via chatbots, facial recognition, and smart
recommendations. (Ameen, Tarhini, Reppel, & Anand,
2021) highlight how Al enhances customer experience
(CX) by minimizing friction, supporting real-time
conversations, and tailoring services ultimately reinforcing
loyalty. Bagiran Ozseker, Aktas, and Kurgun (2022) further
explain that Al can now handle bookings, interpret
guest intent, and process transactions with high accuracy,
drastically improving service quality and responsiveness.
Predictive analytics even allow businesses to anticipate
guest preferences and adjust resource allocation in real
time (Tussyadiah & Park, 2018). Yet, the challenge lies
in maintaining a balance between automation and the
human touch. While Al boosts efficiency, guests still
value personal connection. Thus, a hybrid service
model where Al complements staff is critical to success
(Bagiran Ozseker et al., 2022). With chatbot implementation,
hotels can offer 24/7 assistance without overstretching
limited staff resources, especially for small operations.
A global survey cited by Big Data Agency (2017) revealed
that by 2020, 80% of executives across major firms
planned to adopt chatbots, with cost reductions of up
to 30% in customer service operations. In hospitality,
chatbots assist in airline check-ins, restaurant orders,
tourism recommendations, and hotel bookings (Chi &
Nam, 2022; lvanov & Webster, 2020; Kumawat, Datta,
Prentice, & Leung, 2025). These applications make
them especially valuable for service-heavy sectors with
high inquiry volumes and time-sensitive communication
needs.

While existing literature addresses chatbot use in

large hospitality operations, there is limited research on

Al adoption in small homestay businesses in Southeast



Asia. Industry surveys indicate that hospitality professionals
already recognize the benefits of Al, with 45% citing
increased productivity, 42% reporting reduced workload,
and 39% noting better customer service as key advantages
(The Access Group, 2025). Notably, the most popular
application use in hospitality is AI-ChatGPT, with three-
quarters reporting that it helps lower stress levels,
although 42% expressed concerns that such tools
could replace human roles (The Access Group, 2025).
In other words, in an era where travelers expect instant
responses, businesses without automated reply systems
are at a competitive disadvantage.

The reason why the researcher chose the hospitality
category as a case study is because the hospitality
industry, and particularly small homestays, relies heavily
on real-time communication, personalized service, and
continuous engagement across the guest journey from
inquiry and booking to post-stay feedback. This demand
is heightened by guest expectations for responsive digital
service and can be challenging during staffing shortages
or with limited resources (Darios, 2022) Furthermore,
user-friendly and cost-effective Al tools are particularly
suited for small hospitality operations lacking full-time
staff or advanced booking systems (Lighthouse, 2025)

This study focuses on Kawin Home, a small homestay
in Thailand facing clear limitations in managing customer
inquiries via Facebook. Without a booking engine or full-
time staff, the business struggles to respond promptly,
often taking up to two hours to reply leading to lost
customer interest. Dick (2018) reports that 82% of
consumers expect “immediate” responses in marketing
or sales, and 90% deem fast replies crucial for service
inquiries. More than half expect a reply within 10 minutes,
a benchmark that Kawin Home’s current system cannot
meet. This communication gap directly impacts booking
conversions and overall customer satisfaction.

To address this, the researcher proposes implementing

a chatbot via ManyChat which is a Martech tool capable
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of delivering immediate, automated, and personalized
responses on Facebook Messenger. The objective of
the study is to test whether this chatbot can reduce
delays, enhance suest experience, and increase bookings.
The study employs three KPIs: (1) Conversion Rate
measuring successful bookings after interaction, (2)
Customer Satisfaction Rate assessing user ratings of their
experience with the chatbot, and (3) Human Intervention
Rate tracking how often staff must assist the chatbot.
This metric framework provides a comprehensive
evaluation of chatbot effectiveness from both customer
and operational perspectives.

Kawin Home was selected as a case study due to
its relevance, practicality, and real-time access to
communication data. The researcher was able to
monitor message flows, booking behavior, and chatbot
performance directly. This setting reflects the challenges
faced by many Thai homestays, providing valuable
insights that other small hospitality businesses can
replicate. The study contributes to academic and practical
understandings of Al-driven tools in digital marketing
and service automation. It aims to demonstrate how
small businesses, even with limited resources, can
leverage Al chatbots to meet modern consumer
demands and remain competitive in an increasingly
digital hospitality environment. This research s
particularly beneficial for small business owners seeking

to reduce workload and increase competitiveness with

minimal cost.

Il. LITERATURE REVIEW
To understand how chatbot implementation can
influence customer decision-making in the hospitality
industry, it is essential to examine several interrelated
concepts. These include chatbot and Al foundations,
the marketing funnel that maps customer journey stages,
and service-centric factors such as customer experience,

customer satisfaction, key qualities, and user experience.
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Together, these theories provide a comprehensive
framework for evaluating chatbot effectiveness in
improving guest engagement and conversion.

A. Artificial Intelligence, Chatbots, and Automation

In the fast-evolving digital landscape, artificial
intelligence (Al) and chatbots are revolutionizing
business-consumer interactions. Al, which includes
various technologies, enables computers to perform
tasks that typically require human intelligence. Chatbots,
a prominent application of Al, provide automated yet
personalized customer interactions, significantly enhancing
user experiences.

Automation refers to the use of technology to carry
out tasks with minimal human involvement. It simplifies
processes, improves efficiency, and minimizes human
error. By automating routine or complex tasks, businesses
can boost productivity and allow human workers to
focus on strategic and creative efforts (Kanade, 2024).
This shift in work dynamics represents a significant
transformation in how businesses operate.

Artificial intelligence involves systems capable of
performing tasks traditionally associated with human
cognition, such as prediction, recognition, and language
processing. These systems rely on massive data analysis
to learn patterns and inform decisions (Glover, 2024).
Historically, Al traces its roots to Alan Turing’s pioneering
work in the 1950s, particularly the Turing Test, which
assessed a machine’s ability to imitate human intelligence.
Over time, Al has grown into a vital tool across disciplines,
including education and customer service (Khairunisa &
Suyatmini, 2024).

Among the most common applications of Al is the
chatbot. The term "chatbot" merges "chat" and "robot,"
referring to systems designed to simulate human
conversation. Powered by natural language processing
(NLP) and artificial neural networks, modern chatbots
analyze and interpret user input to deliver appropriate

responses (Azam et al., 2024; Misischia, Poecze, & Strauss,
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2022). These chatbots can handle various customer service
functions, answering inquiries, offering recommendations,
and escalating to human agents when necessary (Shweta,
2022). They are designed to interact in multiple languages,
further enhancing their usability and accessibility (Mostafa
& Kasamani, 2022). As chatbots improve usability and
deliver personalized experiences, they become increasingly
integral to customer engagement strategies across industries

(Gupta, 2020).

B. Type of Chatbot

MindTitan (n.d.) categorized chatbots into six types
depending on business context and user needs:

1. Rule-based Chatbots: These bots operate on
predefined scripts and decision trees. They are ideal for
routine tasks such as answering FAQs, handling bookings,
or navigating delivery options. Their popularity surged
after the Facebook Messenger platform enabled chatbot
integration. (Haugeland, Fglstad, Taylor, & Bjarkli, 2022)
added that these bots identify user intent using keyword
libraries and guide users toward their goal through
decision trees. Their quick response time and update
flexibility make them highly suitable for small businesses.

2. Keyword Recognition-based Chatbots: These bots
focus on identifying key phrases within user input. This
makes them reliable for delivering precise responses to
tasks such as password resets or troubleshooting specific
problems.

3. Menu-based Chatbots: These resemble phone
menus, offering structured options for users to navigate.
They are commonly used in services that benefit from
step-by-step flows like online shopping or service inquiries.

4. Contextual Chatbots: These bots remember past
interactions and use that memory to tailor responses.
A good example is a banking chatbot recommending
products based on a user’s prior activity and profile.

5. Hybrid Chatbots: These bots combine rule-based
logic with Al adaptability. They can manage both



straightforward tasks and complex scenarios, making
them suitable for businesses needing both quick answers
and personalized support.

6. Voice Chatbots: These bots use speech recognition
and text-to-speech (TTS) technology to enable natural,
hands-free communication. They are useful for smart
device control or verbal info access. (Castagna, Kokciyan,
Sassoon, Parsons, & Sklar, 2024) also classified chatbots
into two technical types:

7. Retrieval-based Chatbots: These bots rely on stored
responses and use NLP and intent classification to match
user input with the most appropriate reply.

8. Generative Chatbots: These bots use deep learning
to create new responses. While flexible, they require
more training and may sometimes produce irrelevant
or confusing answers.

Based on this understanding, this study selected a
rule-based chatbot due to its suitability for handling
routine inquiries and providing quick, structured responses

that enhance guest experience in a homestay setting.

C. Customer Service Chatbot

Customer service remains the most impactful
application of chatbots. According to Codina, Ufarte Ruiz,
and Borden (2024), Al has reshaped communication in
all media sectors and customer service bots are goal-
oriented, often designed for high efficiency. While topic-
led conversations delve into or elaborate on a subject
of interest. (Haugeland et al., 2022). Thorat and Jadhav
(2020) highlight that chatbots now mimic human
conversation and are used across industries to reduce
manual labor. (Wang, Lin, & Shao, 2022) add that
chatbot data helps marketing and product teams
improve offerings and timing. Vanichvasin (2021) lists key
benefits: low cost, fast replies, and 24/7 availability.
Kaushik (2024) and Roy and Naidoo (2021) emphasize
that chatbots not only enhance support but also serve

branding purposes. (Zhang, Felstad, & Bjgrkli, 2021)
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mention that “no-code” tools have simplified deployment
and that human handover remains essential for complex

issues.

D. Platform for Creating Chatbot

Hingrajia (2025) reviewed widely-used chatbot

development platforms as in the table 1.

Table 1: Platform for chatbot development

Platform Description

WotNot No-code, drag-and-drop builder

Intercom Focuses on personalized sales and support

Drift meetings, enhances lead engagement

Landbot.io | Supports both rule-based and Al chatbots
LivePerson Real-time intent detection with analytics

Bold360 Uses NLP and agent handoff

Octane Al Shopify integration via Messenger

Flow XO No-code with multichannel support
Aspect CXP | Multichannel customer service

ManyChat Facebook Messenger-based, strong for

marketing

This research utilized ManyChat due to its user-
friendliness, effective marketing tools, and smooth
Facebook Messenger integration (Pena-Caceres, Tavara-

Ramos, Correa-Calle, and More-More, (2024).

E. Marketing Funnel

The marketing model known as the "awareness,
consideration, conversion" funnel, also called the buyer's
journey, illustrates the stages potential customers
experience as they transition to becoming actual buyers.
It is visualized as a funnel because the number of
prospective customers typically reduces as they progress
through each stage (Ott, 2024). There are three primary
stages:

1. Awareness: At the funnel's top, potential customers
first encounter the brand or product. They may not be
ready to purchase but should become aware of the

brand and develop an interest.
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2. Consideration: In the funnel's middle, these now-
aware potential customers evaluate whether the product
or service suits their needs. They look at different options
and scrutinize features. At this point, the business
should furnish compelling information that demonstrates
why its offering is superior.

3. Conversion: At the funnel's bottom, the potential
customers are poised to buy. Here, they decide to
proceed with a purchase. The goal is to streamline the
buying process and make it appeal enough to finalize
the sale.

Based on the researcher's analysis, chatbots are
potentially effective in managing the consideration
stage of the funnel by providing instant responses and
detailed information that assist potential customers in
their decision-making process. Additionally, they excel
in the conversion stage by enabling seamless transactions,
such as directly completing bookings through the chat

interface, thus enhancing overall efficiency.

F. Customer Experience and Al-driven Experience

According to Keiningham et al. (2017), customer
experience covers all interactions and perceptions of
customers based on their dealings with and thoughts
about a retailer. It serves as a competitive marketing
approach focused on delivering superior products and
services. To effectively implement this, a company
needs a comprehensive understanding of customer
experience, including product interaction, reactions,
satisfaction levels, and the overall experience.

Franky and Yanuar Rahmat Syah (2023) emphasized
that marketing components like satisfaction, loyalty,
and word-of-mouth are critical in shaping customer
behavior and achieving long-term goals. In the digital
age, customer experience (CX) has become vital for
brands to remain competitive. CX involves every
interaction between a customer and a brand across

various touchpoints. With the rise of digital technologies
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and social media, customers expect personalized and
seamless experiences.

Al is instrumental in enhancing CX by enabling
businesses to deliver highly personalized content,
predict customer needs, and offer proactive assistance.
Through tools like recommendation engines, chatbots,
and predictive analytics, marketers can strengthen
customer loyalty and drive long-term success (Reddly,
2022). In the hospitality context, "customer experience"
is interchangeable with "guest experience," encompassing
the entire guest interaction, from decision-making to
post-stay perceptions (Elphick, 2024).

Becker and Jaakkola (2020); Bagiran Ozseker et al,
Aktas, and Kurgun (2022) define customer experience
as a series of natural and unplanned responses and
reactions from customers to stimuli related to the
offering throughout their journey. While companies
cannot fully control the customer experience, they can
influence the triggers that shape customer reactions.
They also note that Al technologies such as machine
learning, NLP, and predictive analytics allow hotels to
offer more personalized and efficient customer interactions.
These tools automate repetitive tasks and provide
immediate responses to inquiries, enhancing the guest
journey. Ivanov and Webster (2020) explained that Al’s
predictive capabilities allow for pre-emptive service
offerings, such as personalized room upgrades or
package deals.

Kuo, Chen, and Tseng, (2017) highlight how Al systems
improve operational efficiency while preserving human
interaction for emotional connection. Tools like sentiment
analysis and Al-powered feedback platforms help
businesses identify areas for improvement and tailor
services accordingly (Carl, 2024).

Al also supports sustainability by optimizing resources,
contributing to the hospitality industry's future growth
(Garcia-Madurga & Grillo-Méndez, 2023). Companies like

Marriott and IHG have adopted Al travel planners to



create personalized itineraries. These examples reflect
the importance of Al in ensuring smooth experiences

from booking to checkout.

G. Customer Satisfaction

Customer satisfaction is a key metric that managers
must prioritize (Dam & Dam, 2021). It indicates how well
a product or service meets or exceeds customer
expectations and influences loyalty, trust, and long-
term success (Edward, 2023). Satisfaction arises when the
actual experience aligns with or surpasses expectations,
and dissatisfaction emerges when performance falls short.

Pandiangan, Lumbanraja, Lumbanraja, Gultom, and LC
(2024) explain that customer satisfaction or dissatisfaction
occurs when customers evaluate the difference between
prior expectations and their actual experience. Satisfaction
also serves as a link between various stages in the
buyer’s journey, playing a role in repeat purchases.

One pivotal factor in customer satisfaction is response
time. HelpDeskStar (n.d.) asserts that faster response
times enhance satisfaction and loyalty. Chi and Nam
(2022) found that a chatbot’s problem-solving ability is
critical to communication quality, particularly in hotel
settings during the COVID-19 era. Timely responses enhance
psychological perceptions of care and attentiveness,
while delays reduce satisfaction.

Halika and Kharisma (2024) argue that product quality,
emotional connection, convenience, and service quality
all influence satisfaction. Although chatbot interaction
is largely digital, elements like reliability and helpfulness
contribute to emotional satisfaction. According to
Taufik et al. (2021), perceived quality and brand trust
are significant factors in sustainable brand decisions,
underscoring how consistent chatbot performance

contributes to satisfaction.
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H. Key Quality Features of an Effective Chatbot

According to Meerschman and Verkeyn (2019) chatbot
quality can be assessed through a set of attributes
categorized into dimensions such as functionality,
trustworthiness, privacy protection, efficiency, graphical,
appearance, humanity, empathy, and responsiveness.

1. Functionality: refers to a chatbot’s ability to
accurately understand commands, perform tasks
effectively, sustain conversations, and trigger appropriate
actions.

2. Trustworthiness: offering reliable information,
handling unexpected inputs, and having a broad
knowledge base that users can evaluate. Privacy
protection covers openness, honesty, and safeguarding
users from unauthorized access.

3. Efficiency: is reflected in ease of use, fast response
times, and constant availability without requiring
complicated access steps.

4. Graphical: relate to user interface design.

5. Appearance: Use of Emajis and images or animated
gifs.

6. Humanity: Foster engaging interactions. In other
words, the bot should simulate enjoyable conversations.

7. Empathy: Recognize and respond to emotional
cues.

8. Responsiveness: how fast the bot responses and

how it handles multiple inquiries.

L. User Experience

User experience (UX) plays a critical role in determining
how users interact with digital systems. A well-designed
interface can enhance satisfaction, while poor design
can hinder engagement (Amant, Rukoni¢, & Kieffer, 2024).
UX comprises both direct experiences such as actual
interactions with a product and indirect experiences
from hearing about others’ usage (Jitareerat & Satawedin,
2022). Two key aspects of UX include pragmatic quality,

which relates to the usefulness and efficiency of a system,
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and hedonic quality, which reflects how enjoyable and
emotionally engaging the system is (Haugeland et al,,
2022).

Positive UX outcomes can influence a system’s
success in areas such as usability, satisfaction, and
repeat usage (De Paolis, Gatto, Corchia, & De Luca, 2022).

According to De Ternay (2023), the six levels of user
experience in system design particularly useful in chatbot
development can be explained as follows:

1. Proposition: Refers to the core value the chatbot
provides. It defines how the chatbot solves users'
problems, such as reducing response time or increasing
satisfaction through immediate assistance.

2. User Case: Identifies the key tasks users aim to
accomplish when interacting with the chatbot for
example, checking room availability, booking a room,
or asking about services.

3. User Journey: Maps out the sequence of steps
users follow during interaction, helping ensure smooth
navigation from the initial question to task completion.

4. Information: Focuses on what specific data the
chatbot must provide at each stage. For instance,
showing real-time booking data when users inquire
about available rooms.

5. Architecture: Involves organizing the chatbot’s
structure logically, ensuring actions like booking or

inquiry are easy to locate and navigate.

6. Visual: Relates to how the chatbot looks and feels.

A clean, on-brand, and readable interface enhances
engagement and builds trust.

This framework supports the development of intuitive
and engaging systems. In chatbot design, these elements
ensure the system aligns with user needs and delivers
a smooth, branded, and functional experience.
Evaluating UX through this lens enables continuous
refinement to support both usability and emotional

resonance (Syahrozad & Subriadi, 2024).
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J. User-Centered Design

User-Centered Design (UCD) emphasizes tailoring
systems to meet users’ needs and limitations rather
than focusing solely on technical capabilities (Montalvo,
Thai, Stephens, Hinkle, & Sasser, 2024). It is a human-
centered approach that ensures higher engagement,
especially for interactive technologies like mobile apps
and chatbots. UCD follows an iterative process:
understanding users through research, defining their
requirements, developing design solutions, conducting
usability testing, and refining based on feedback
(Okonkwo, 2024; Oti & Pitt, 2021).

According to Ghosh (2021), the User-Centered Design
process involves five key phases.

1. Research: Understand the end-user through
interviews and observation to uncover their needs,
goals, and pain points.

2. Define Requirements: I|dentifies the key tasks
users aim to accomplish when interacting with the
chatbot. for example, checking room availability, booking
a room, or asking about services.

3. Create Solutions: Maps out the sequence of steps
users follow during interaction, helping ensure smooth
navigation from the initial question to task completion.

4. Evaluate Designs: Conduct usability testing with
real users to ensure the chatbot meets functional and
emotional needs.

5. Iteration: Refine the chatbot design based on
feedback and insights, continuously improving its
performance and user satisfaction.

Applying this approach to chatbot development
allows for aligning the tool with both user expectations
and business goals. The result will be a more effective,
user-friendly chatbot that evolves alongside customer

behavior and feedback.



K. Tourism Industry

Tourism refers to travel for leisure, business, or
cultural exploration, encompassing experiences across
various locations both domestically and internationally.
It includes diverse types such as sightseeing, adventure
tourism, and eco-tourism. A major driver of the global
economy, the tourism industry involves multiple players,
including airlines, accommodations, and travel agencies.
Hospitality, as a branch of tourism, focuses on offering
accommodation, food, and guest services through
facilities like hotels, restaurants, and resorts, all designed
to ensure customer comfort and satisfaction (Glion
Institute of Higher Education, 2023).

A hotel, in this context, is a business providing
temporary accommodation for a fee. Hotel services
vary widely depending on customer segments and
pricing strategies. Some offer basic services while others
include a broad range of amenities to attract specific
markets. Room rates also vary, sometimes fixed and
sometimes offering discounts depending on season or
guest profile (Pandiangan et al., 2024)

For small-scale operations, Hollander (2024) introduced
“hotel alternatives” like guesthouses and homestays.
Guesthouses have modest facilities, often with multiple
rooms and breakfast service, while homestays are more
personal, commonly located in rural areas, offering
meals and interactions with the host family. Homestays
typically emphasize authenticity and affordability
over amenities (La Maison Boutique Hotel, 2023).
Understanding these distinctions helps tailor a chatbot
to reflect the identity of a particular accommodation
type. For example, a chatbot for a homestay can
highlight personalized services, local culture, and direct
engagement with hosts.

To enhance guest experience, FAQs serve as a vital
component in customer communication. Sabio (2024)
recommended structuring FAQs around key topics like

reservations, check-in/check-out, amenities, and fees.
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When integrated into a chatbot, these FAQs help
address common inquiries instantly, improving customer
satisfaction and reducing staff workload. Questions
such as “How do | reserve a room?”, “What amenities
are included?”, and “Are pets allowed?” represent the
baseline information customers seek. Designing a chatbot
around these patterns ensures efficiency in communication

and aligns with industry service standards.

IIl. RESEARCH METHODOLOGY
A. Research Design

This study employs an applied quantitative research
methodology to evaluate the effectiveness of an
Al-based chatbot in enhancing customer service
responsiveness and booking efficiency. The chatbot
was developed using ManyChat, a no-code chatbot
platform, and integrated with the ChatGPT API to enhance
language understanding and response generation. Both
tools used in this study were licensed and compliant
with commercial usage policies. ManyChat was operated
under a paid plan suitable for Facebook Messenger
deployment, while ChatGPT API access was acquired
under OpenAl’s licensing framework, ensuring ethical
and legal compliance throughout the development
and deployment process. Additionally, this paper does
not provide step-by-step guides for using ManyChat or
integrating external APIs such as ChatGPT, as these
resources can be accessed through online instructional
platforms.

The researcher began by designing a Google Form
survey to explore key questions related to chatbot
implementation. The survey was designed based on
User-Centered Design principles and service quality
attributes outlined by Meerschman and Verkeyn (2019).
Homestay staff assisted in identifying the target audience,
resulting in insights gathered from 45 respondents
consisting of customers and residents living near the

homestay who were willing to provide feedback and
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share insights. These findings served as the foundation
for the chatbot flow. Which researcher will provide the
diagram of research process then followed by survey

questions.
Research Design
(Basic, Quantitative)
Survey Creation
(Google Form)
Target Respondents
(45: locals + loyal guests)
Chatbot Design
(UCD & Survey-Based)
Chatbot Implementation
(ManyChat on Messenger)
Data Collection
(Nov 2024 - Jan 2025)
Performance Evaluation
(KPI: Conversion, Satisfaction, Intervention)
Result Analysis
& Improvement

Figure 1: Research process flowchart

Figure 1 is basically primary research process that
was used in this research. For below, Researcher’s
survey questions will be presented.

Table 2 results highlight that users expect a chatbot
to be responsive, flexible, and capable of providing
real-time support. Most respondents favor formal
communication and 24/7 availability, with immediate
escalation to staff when necessary. A hybrid design
offering both keyword recognition and pre-defined
options is preferred to accommodate different user
styles. Despite valuing automation, many users still
appreciate the clarity and reassurance of human

interaction.
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Table 2: Survey questions and summary of responses

Survey Question

Majority Responses

Are you interested if Kawin
Home offers accommodation

booking via chat messenger?

84% of respondents are
interested in booking via

chat messenger.

What is your opinion if the
homestay develops a chatbot
that can handle direct
accommodation bookings via

chat?

88% support the idea,
though some suggest
ensuring system stability
before rollout to maintain

trust.

Do you have any concerns
about sharing personal

information?

40% highly concerned,
37.8% slightly concerned.

Which part of the chatbot
booking process is most

important

Top priorities: Speed (39
votes), Ease of use (34),

and Accuracy (27).

What qualities do you expect

a chatbot to have?

Majority prefer a hybrid
format — combining
keyword input with
predefined buttons for
flexibility.

Do you prefer booking
through a chatbot or speaking
with a staff member? Please

explain.

70% prefer staff for
accuracy and
personalization. 30% prefer

chatbot for speed.

Key features users expect include real-time room
availability, stay policies, nearby attraction info, and
visual content. To meet these expectations, chatbot
design should balance efficiency with human support,

such as incorporating a "Call an Admin" feature.

B. Data Collection

The data collection process is conducted in the
following stages.

1. Chatbot Development: A rule-based chatbot,
supported by Al ChatGPT, is developed using ManyChat.
The design is informed by insights gathered from target
users and homestay staff. The chatbot is scheduled for

deployment at the beginning of September 2024.



2. Daily Booking Log: Room occupancy data is
recorded daily in an Excel file. This includes customer
inquiries processed by the chatbot, conversations
escalated to the owner via phone, and confirmed
bookings completed through chat.

3. Data Collection Timeline: Booking and interaction
data will be collected and analyzed over a three-

month period, from November 2024 to January 2025.

C. Key Measurement for Chatbot Evaluation

To evaluate the chatbot’s overall effectiveness in a
practical and measurable way, the researcher collaborated
with the homestay staff to establish three key
performance indicators (KPIs). These indicators serve as
the primary criteria for assessing the chatbot’s ability as

presented in the table 3

Table 3: Chatbot’s key performance indicators

KPI Target Description
Guest 50% 50% of inquiries handled by the
Conversion chatbot should result in
Rate bookings or confirmed guests.
Customer 90% 90% of customers interacting
Satisfaction with the chatbot should report
Rate being satisfied or very satisfied.
Human Below | Only 20% of interactions should
Intervention 20% require human intervention,
Rate indicating effective chatbot

management.

The chatbot will be tested over a period of two
months. During this phase, the researcher will evaluate
performance using the KPIs above, along with customer
survey feedback. Adjustments and optimization will be
conducted based on the insights gathered to improve

chatbot efficiency and user experience.
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IV: RESULTS AND DISCUSSION
A. Results Break Down in Each KPIs

1. Guest Conversion Rate: The Guest Conversion
Rate evaluates the chatbot's ability to convert initial
inquiries into confirmed bookings. With a pre-defined
KPI benchmark of 50%, the goal was for at least half of
the users interacting with the chatbot to proceed with
a reservation. During the data collection period
between November 2024 and January 2025, the
chatbot handled 19 booking-related conversations, out
of which 14 led to successful bookings. This resulted in
a conversion rate of 73.68%, significantly surpassing the
initial target.

This outcome suggests that the chatbot performed
effectively in guiding users through the decision-making
process and reducing potential drop-offs. The ability to
provide immediate and consistent responses likely
contributed to guests feeling more confident and
informed when finalizing their reservations. The high
conversion rate also indicates that a well-designed rule-
based chatbot can enhance booking outcomes for
small hospitality businesses, particularly when integrated
directly into the customer’s preferred communication
channel such as Facebook Messenger.

2. Customer Satisfaction Rate: Customer satisfaction
was assessed using a 5-point Likert scale, where
responses rated “4” (Satisfied) and “5” (Most Satisfied)
were considered positive. The survey covered five key
aspects of the chatbot's performance, with the
following satisfaction rates: accuracy of information
provided (64.29%), response speed (100%), ease of use
or convenience (64.29%), effectiveness in addressing
customer needs (64.29%), and naturalness of
conversation (42.86%).

To calculate the overall satisfaction rate, the average

of these five scores was computed using the formula:

(64.29 + 100 + 64.29 + 64.29 + 42.86) / 5 = 67.14%
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Although this result reflects that most users were
generally satisfied, the chatbot still fell short of the
90% satisfaction target. The highest rating in response
speed indicates users appreciated quick replies, whereas
the lowest rating naturalness of conversation suggests
room for improvement in making the interaction feel
more human. These insights highlisht both strengths
and areas where refinement is needed to better meet
user expectations.

3. Human Intervention Rate: Unlike the previous KPI,
which was based on 14 respondents who completed
the satisfaction survey, this KPI is calculated from all 24
customer interactions recorded during the study period.
The goal was to keep this rate below 20%, ensuring that
the chatbot handles at least 80% of interactions
independently.

Out of 24 total interactions, 6 required human
intervention. The intervention rate is calculated as
follows: (6 / 24) x 100 = 25%. This means that the
chatbot required human assistance in 25% of cases,
which sligshtly exceeds the target threshold. While this
indicates that the chatbot can manage most interactions
autonomously, it also suggests room for improvement.

A closer review of these six cases reveals that three
instances were due to complex or special requests
beyond the capabilities of the ManyChat platform, such
as requests that deviated from the standard booking
flow or required conditional logic not supported by the
current system. One case involved a customer directly
requesting to speak to a staff member, while the
remaining two occurred when customers became
unresponsive after initial chatbot interaction, prompting
the staff to follow up manually. Only the three
complex request cases are considered relevant for
future chatbot refinement, as the remaining instances
involved situations where human intervention was

either explicitly requested or inherently necessary to
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maintain service quality. These three cases are worth

further discussion and will be explained in detail

B. Three Complex Requests Requiring Chatbot Improvement

1. First Case: customers were unaware they needed
to click the "Ask Again" button for the chatbot to
continue the conversation. In one instance, a customer
submitted a follow-up question about booking duration
and pricing, but because the chatbot was designed to
await a specific input to restart the conversation flow,
it failed to respond. This led to the staff stepping in
manually to clarify the information. Such situations
contributed to the overall human intervention rate
exceeding the target threshold of 209%.

To address this issue, the researcher implemented
two key improvements. First, the chatbot's Al capabilities
were refined to detect follow-up questions more
effectively. By enhancing its contextual awareness, the
chatbot can now respond to inquiries even when users
do not explicitly restart the conversation. Second,
clearer user guidance was added at the end of each
message, reminding users that they may need to click
"Ask Again" if their question goes unanswered.
Additionally, if the system detects repeated follow-up
messages without a reset, it will now send an automatic
prompt to help the user continue the interaction
smoothly. These enhancements aim to reduce missed
interactions and minimize the need for human
intervention in similar scenarios.

2. Second Case: when a customer, in the middle of
confirming a booking, abruptly shifted the conversation
to ask about nearby restaurants. Since the chatbot was
operating within a structured booking flow at that
moment, it failed to interpret this change of topic and
instead repeated the previous booking details. As a
result, the chatbot did not respond appropriately, and

a staff member had to step in to manually provide

accurate information about local dining options.



This scenario illustrates a limitation in the chatbot’s
flexibility when users unexpectedly shift topics mid-
process, the system strugsles to adapt. Rather than
recognizing and adjusting to the new inquiry, the
chatbot continued with the original task, which led to
user confusion and disrupted the conversation.

To resolve this issue, the researcher suggested
providing clear guidance to customers at the beginning
of the booking flow. Users will be informed to either
complete the booking process first before asking
unrelated questions or to raise any additional inquiries
in advance. By setting expectations early, this approach
helps reduce unexpected topic changes during
structured interactions, minimizing confusion and the
likelihood of chatbot failure. This improvement aims to
lower the human intervention rate by encouraging
smoother, uninterrupted chatbot engagement.

3. Third Case: a customer inquired about a discount
for booking two rooms which is a request the chatbot
was not equipped to handle autonomously. The
system lacked a predefined mechanism to recognize
and respond to dynamic pricing adjustments for multi-
room bookings. As a result, the chatbot remained
unresponsive to the discount inquiry, requiring a human
staff member to intervene. The staff manually
confirmed a 100-baht discount, communicated the
adjusted price of 1,300 baht for two rooms, and
completed the interaction. This case highlights the
chatbot’s current limitation in  handling price
negotiations, as it was designed to provide only fixed
pricing responses. Unlike standard room rate inquiries,
discount-related questions often require internal policy
checks and approval, making them unsuitable for static
rule-based automation.

To address this limitation, the researcher proposed
implementing Chatgpt prompt for discount rules that
enable the chatbot to automatically offer price

adjustments under specific conditions. allowing it to

75

Journal of Busii Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

calculate and confirm eligible discounts without
requiring human oversight. These enhancements aim to
reduce dependency on staff while maintaining accurate
and customer-friendly pricing communication. Next
the overall of Chatbot

section improvement

implementation will be presented.

C. Overall Improvement
Below are the improvements that impact the

business over the course of 3 months

Booking Confirmation Before Chatbot Implementation (Aug-Oct 2024)

N w -

-

Average Booking Confirmations per Month

o

August 2024 September 2024

Month

October 2024

Figure 2: Average monthly booking before chatbot implementation

i Booking Confirmation After Chatbot Implementation (Nov 2024-Jan 2025)

o ~

w

w

N

Average Booking Confirmations per Month
B~

[

o

November 2024 December 2024

Month

January 2025

Figure 3: Average monthly booking after chatbot implementation

This improvement suggests in both figure 2 and
figure 3 that the chatbot played a significant role in
streamlining the booking process, reducing response
delays, and providing immediate assistance to potential
guests. Its ability to consistently and promptly answer
inquiries appears to have encouraged more customers

to proceed with their reservations. Although human
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intervention remained necessary in some cases, the
overall increase in confirmed bookings highlights the
chatbot’s effectiveness in enhancing customer engagement

and delivering measurable business benefits.

D. Discussion

This study tested the effectiveness of a rule-based
chatbot and Al-powered ChatGPT chatbot implemented
at Kawin Home homestay, using three KPIs which are
booking conversion rate, satisfaction rate, and human
intervention rate. The results provide meaningful insights
that align with and extend previous research. Most
importantly, the findings confirm that Al-powered
automation can enhance booking performance while
also revealing specific limitations that need to be
addressed to improve user satisfaction. The researcher
will discuss these outcomes in relation to earlier
studies, identifying both consistencies and areas of
divergence.

1. First Key Insight: The use of a rule-based chatbot
and ChatGPT increases booking conversion rates.
The chatbot system combining a rule-based flow on
the ManyChat platform with Al-generated responses
from ChatGPT achieved a 73.68% conversion rate, well
above the initial benchmark of 50%. This key finding
demonstrates that even without a full booking engine
or highly advanced generative Al, a properly structured
chatbot can successfully convert inquiries into bookings.
Guests who engaged with the chatbot were able to
complete reservations more quickly, especially during
periods when human staff were unavailable.

These findings are consistent with those of Chi and
Nam (2022), who observed that Al chatbots enhance
transactional efficiency and reduce customer hesitation
through prompt, informative responses. In this study,
average monthly bookings increased from 3-4 before
implementation to 5-6 afterward. Although external

factors could have contributed, the chatbot’s instant-
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response functionality clearly reduced user drop-offs
and encouraged booking confirmations.

Another significant factor was the availability of 24/7
support. When human admins were offline, the chatbot
maintained communication continuity, capturing booking
opportunities that might otherwise have been lost. This
aligns with Chi and Nam, (2022) emphasis on
convenience and immediacy as influential drivers of
customer behavior. The results confirm that when
integrated with specific business objectives, chatbot
systems can significantly benefit small hospitality
operations.

2. Second Key Insight: Chatbot satisfaction correlates
with how well it handles follow-up queries and
supports visual communication. Despite a relatively
high conversion rate, the study found an overall
satisfaction rate of 67.14%, falling short of the 90%
target. User feedback pointed to recurring challenges,
particularly with the chatbot’s inability to respond
fluidly to follow-up queries or display key visuals (e.g.,
room photos). One of the most prominent issues was
that users often failed to realize they needed to click
the “Ask Again” button to trigger a new response. This
design flaw contributed to the perception that the
chatbot lacked intelligence and reduced overall
satisfaction.

This supports the view of Chi and Nam (2022), who
emphasized that personalization and contextual
responsiveness are essential for chatbot engagement.
Although the chatbot performed well in isolated one-
turn queries, it struggled with sustaining dynamic,
human-like conversations, an essential quality for trust-
building.

Furthermore, Acharya and Mahapatra (2024) found
that while Al improves booking efficiency, it is not the
sole determinant of guest satisfaction. In their case
studies,

hotel guests valued empathetic, human

interaction especially for nuanced or emotional concerns,



which Kawin Home’s chatbot was not equipped to
address autonomously. These gaps were primarily due
to structural limitations within the ManyChat platform

and its rule-based logic, not a failure of Al reasoning.

Kuo et al, (2017) also noted the importance of
aligning automation with human support. This study
supports their conclusion: systems must be efficient,
yet flexible and empathetic. The researcher observed
that guests were most satisfied when the chatbot could
guide them clearly through the booking process, and
least satisfied when conversations were derailed or
reset unexpectedly.

These findings suggest that future improvements
should include support for multimodal communication
(e.g., photo responses), better contextual continuity,
and intuitive fallback prompts. Such enhancements
would help the chatbot reduce friction, improve
satisfaction, and provide a more natural interaction
experience.

3. Third Key Insight: The chatbot recorded a 25%
human intervention rate, meaning one in four cases
required human staff involvement. While some customers
requested to speak directly to a staff member, others
faced breakdowns due to the chatbot’s inability to
manage complex or multi-threaded conversations. The
most common issues occurred when users asked new
or unrelated questions during a structured flow or
when price negotiation was required tasks the chatbot
could not process.

These results support Ivanov and Webster’s (2020)
view that service automation must be paired with
strategically deployed human resources. Their framework
argues that while Al systems effectively handle repetitive
queries, humans remain essential for personalized or
emotionally sensitive service—a reality reflected in

Kawin Home’s operational context.
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Acharya and Mahapatra (2024) also stressed that Al
tools often lack emotional intelligence. Their findings
showed that even tech-comfortable users preferred to
speak with staff when faced with uncertainty or service
complications. This aligns with Kawin Home’s data,
where users reverted to staff assistance for inquiries
about discounts, restaurant recoomnmendations, or special
requests.

Kumawat et al, (2025) emphasized that staff
perception of Al is pivotal to successful deployment.
Their research highlishted how frontline hospitality
workers view Al as beneficial for reducing repetitive
workloads while still valuing their role in high-touch
interactions. Similarly, Kawin Home’s chatbot helped
reduce staff workload by filtering routine queries yet
did not eliminate the need for human involvement in
edge cases or context-heavy scenarios.

Although the 20% target was not achieved, the
chatbot demonstrated effectiveness as a first-line
support tool. It helped streamline the reservation
process, filter basic inquiries, and enable staff to focus
on more complex interactions. These results reinforce
the broader industry consensus: Al should augment,
not replace human-centered hospitality especially in
environments where trust, empathy, and clarity are
crucial.

The most impactful result of this study was the
chatbot’s booking conversion rate of 73.68%, which
demonstrates its practical value in improving business
outcomes. Even with limited Al capabilities, the system
produced measurable gains for a small-scale homestay.
These findings validate existing literature and offer new,
context-specific insights into chatbot deployment in

the Thai hospitality industry.

V: CONCLUSION
This study set out to design and evaluate an Al-

chatbot, developed through the ManyChat platform
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and integrated with Facebook Messenger, to improve
customer service responsiveness and booking efficiency
for a small homestay business. Guided by a conceptual
framework focusing on guest engagement, service
quality, and booking conversion, the research evaluated
the system against three KPIs: booking conversion rate,
customer satisfaction rate, and human intervention
rate.

The findings demonstrate that the chatbot
successfully fulfilled part of its intended objectives. The
73.68% conversion rate exceeded the 50% benchmark,
supporting the premise that automated, real-time
interaction can positively influence booking decisions.
However, the 67.14% satisfaction rate fell short of the
90% target, indicating that limitations in handling follow-
up questions and complex requests affected perceived
quality. Similarly, the 25% human intervention rate,
slightly above the intended ceiling, underscores the
need for improved conversational flexibility and hybrid
service models.

From an academic perspective, these findings align
with the work of Kuo et al. (2017) who examined
innovative service models in hospitality that integrate
automation technologies to enhance operational
efficiency while preserving the essential human element
in guest interactions. Like their observation that service
robots and Al systems can streamline repetitive tasks
yet still require staff intervention for complex or
emotionally nuanced situations, the present study’s
results suggest that while the chatbot effectively
managed a substantial portion of customer inquiries
and significantly boosted booking conversion rates, it
could not fully eliminate the need for human oversight.

Practically, this study suggests that small homestays
can leverage chatbots to extend service availability,
streamline routine inquiries, and improve booking
in human

outcomes without heavy investment

resources. For optimal impact, chatbot design should
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incorporate clearer user guidance, improved contextual
awareness, and seamless escalation to staff when
necessary. Future research could explore integrating
advanced Al capabilities or multimodal interaction
features to further enhance guest experience and

reduce reliance on human intervention.

ACKNOWLEDGEMENT

| would like to express my sincere gratitude to
Dr. Montira Tadaamnuaychai for her invaluable support,
guidance, and recommendations throughout this study.
| also wish to thank the professors and lecturers at
Bangkok University for their knowledge and inspiration
during my academic journey.

Special thanks to my family for their unwavering
encouragement and to my friends for their helpful
feedback and support. Lastly, | am grateful to all
participants who took the time to complete the
questionnaires this research would not have been

possible without their input.

REFERENCES

Acharya, P., & Mahapatra, S. S. (2024). Exploring the impact of
artificial intelligence integration on guest experience in the
hotel industry. Geojournal of Tourism and Geosites, 54(2spl),
802-810. doi:10.30892/¢tg.542spl04-1255

Alneyadi, S., & Wardat, Y. (2023). ChatGPT: Revolutionizing student
achievement in the electronic magnetism unit for eleventh-
grade students in Emirates schools. Contemporary Educational
Technology, 15(4), epd48. doi:10.30935/cedtech/13417

Amant, L., Rukoni¢, L., & Kieffer, S. (2024). Perceived Value of UX
in Organizations: A Systematic Literature review. In Lecture
notes in computer science (pp. 177-194). doi:10.1007/978-3-
031-61356-2_12

Ameen, N., Tarhini, A,, Reppel, A.,, & Anand, A. (2021). Customer
experiences in the age of artificial intelligence. Computers in
Human Behavior, 114, 106548. doi:10.1016/j.chb.2020.106548

Azam, N. M., Zafar, N. L., Rafig, N. T., Zafar, S., Rafig, U., & Adnan,
M. (2024). Enhancing chatbot intelligence through narrative
memory structures. The Asian Bulletin of Big Data Management,

4(2), 99-118.



Becker, L. C, & Jaakkola, E. (2020). Customer experience:
Fundamental premises and implications for research. Journal
of the Academy of Marketing Science, 48(4), 630-648.

Big Data Agency. (2017, December 1). 3 Questions marketers must
answer before starting a chatbot project (in Thai) [Web log
post]. Retrieved from https://bit.ly/4m7aQRN

Carl, K. (2024, June 18). Transforming the hospitality industry: Al's
evolving impact on customer experience and hotel operations
[Web log post]. Retrieved from https://hospitalitytech.com
/transforming-hospitality-industry-ais-evolving-impact-customer-
experience-and-hotel-operations

Castagna, F., Kékciyan, N., Sassoon, I., Parsons, S., & Sklar, E. (2024).
Computational argumentation-based chatbots: A survey.
Journal of Artificial Intelligence Research, 80, 1271-1310.
doi:10.1613/jair.1.15407

Chi, N. T. K., & Nam, V. H. (2022). The impact of Al chatbot on
long-term relationships between customers and hotels. VNU
Journal of Economics and Business, 2(6), 1-10.

Codina, L., Ufarte-Ruiz, M., & Borden, S. (2024). Introduction.
Fanning the flames of artificial intelligence in the media:
beyond efficiency and productivity gains. Communication &
Society, 37(2), 221-225.

Dam, S. M., & Dam, T. C. (2021). Relationships between service
quality, brand image, customer satisfaction, and customer
loyalty. The Journal of Asian Finance, Economics and Business,
8(3), 585-593.

Darios, I. (2022, October 17). Managing hotel guest communications
for the modern traveler [Web log post]. Retrieved from
https://www.hospitalitynet.org/opinion/4112978.html

De Paolis, L. T., Gatto, C., Corchia, L., & De Luca, V. (2022).
Usability, user experience and mental workload in a mobile
augmented reality application for digital storytelling in
cultural heritage. Virtual Reality, 27, 1117-1143. doi:10.1007/
s10055-022-00712-9

De Ternay, G. (2023, February 3). 5 user experience frameworks
that work GREAT (with examples) [Web log post]. Retrieved
from https://guerric.co.uk/user-experience-framework/

Dick, J. (2021, January 19). Live chat exposes a fatal flaw in your
go-to-market [Web log post]. Retrieved from https://tiny
url.com/yc64x7f9

Edward, K. (2023, April 3). What is a customer satisfaction? benefits,
examples & importance. Retrieved from https://www.brainy
be.es/experts-hive/what-is-a-customer-satisfaction-benefits-

examples-importance/

79

Journal of Business Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

Elphick, D. (n.d.). Everything you need to know about guest
experience in the hotel industry [Web log post]. Retrieved
from https://www.littlehotelier.com/blog/running-your-prop
erty/hotel-guest-experience/

Franky, F., & Yanuar Rahmat Syah, T. (2023). The effect of customer
experience, customer satisfaction, and customer loyalty on
brand power and willingness to pay a price premium.
Quantitative Economics and Management Studies, 4(3),
437-452.

Garcia-Madurga, M.-A,, & Grillo-Méndez, A-J. (2023). Artificial
intelligence in the tourism industry: An overview of reviews.
Administrative Sciences, 13(8), 172. doi:10.3390/admsci1308
0172

Ghosh, D. (2021, June 8). A beginner’s guide to user-centered
design [Web log post]. Retrieved from https://www.wow
makers.com/blog/beginners-guide-to-user-centered-design/

Glion. (2023, May 22). What is the difference between tourism
and hospitality? GLION. Retrieved from https://www.glion.
edu/magazine/what-tourism-hospitality/

Glover, E. (2025, August 19). Artificial intelligence definition. Retrieved
from https://builtin.com/artificial-intelligence

Gupta, A., Hathwar, D., & Vijayakumar, A. (2020). Introduction to
Al Chatbots. International Journal of Engineering Research &
Technology, 9(7), 255-258.

Halika, N., & Kharisma, K. (2024). Study of the effects of service
quality variables on customer satisfaction and loyalty.
Journal of Social Science and Business Studies, 2(2), 186-190.

Haugeland, I. K. F., Fglstad, A., Taylor, C., & Bjerkli, C. A. (2022).
Understanding the user experience of customer service
chatbots: An experimental study of chatbot interaction design.
International Journal of Human-Computer Studies, 161,
102788. doi:10.1016/j.ijhcs.2022.102788

HelpDeskStar. (2025). The effect of response speed on customer
satisfaction Retrieved from https://helpdeskstar.org/en/news
/effect-response-speed-customer-satisfaction

Hingrajia, M. (2025). 14 most powerful platforms to build a chatbot
[Web log post]. Retrieved from https://marutitech.com/14-
powerful-chatbot-platforms/

Hollander, J. (2024, March 12). 80 different types of hotels
explained. Retrieved from https://hoteltechreport.com/ne
ws/types-of-hotels

Hoory, L. (2025, August 25). What is a chatbot? Everything you
need to know. Forbes. Retrieved from https://www.forb

es.com/advisor/business/software/what-is-a-chatbot/


https://doi.org/10.1613/jair.1.15407
https://www.hospitalitynet.org/opinion/4112978.html
https://guerric.co.uk/user-experience-framework/
https://builtin.com/artificial-intelligence

Journal of Business Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

lvanov, S. H., & Webster, C. (2020). Robots in tourism: A research
agenda for tourism economics. Tourism Economics, 26(7),
1065-1085.

Jitareerat, R., & Satawedin, P. (2022). Analysis of the booking.com
application design affecting the actual use of the users in
Thailand. Journal of Graduate School, Pitchayatat, Ubon
Ratchathani Rajabhat University, 17(3), 167-174. Retrieved
from https://s002.tci-thaijo.org/index.php/Pitchayatat/article
/view/257904

Kanade, V. (2024, February 26). What is automation? Definition,
types, benefits, and importance. Retrieved from https://
www.spiceworks.com/tech/artificial-intelligence/articles/what-
is-automation/

Kaushik, R. (2024, July 3). 7 benefits of using chatbots for customer
support [Web log post]. Retrieved from Retrieved from
https://www.nimblework.com/blog/chatbots-for-customer-
support/

Keiningham, T. L., Ball, J., Benoit, S., Bruce, H., Buoye, A., Dzenkovska,
J., ... Zaki, M. (2017). The interplay of customer experience and
commitment. Journal of Services Marketing, 31(2), 148-160.

Khairunisa, T., & Suyatmini, S. (2024). Implementation of Al chatbot
as an interactive learning medium on accounting lessons in
SMK. Ideguru: Jurnal Karya Ilmiah Guru, 9(3), 1414-1420.

Kumawat, E., Datta, A., Prentice, C., & Leung, R. (2025). Artificial
intelligence through the lens of hospitality employees: A
systematic review. International Journal of Hospitality
Management, 124, 103986. doi:10.1016/].ijhm.2024.103986

Kuo, C-M., Chen, L.-C.,, & Tseng, C.-Y. (2017). Investigating an
innovative service with hospitality robots. International
Journal of Contemporary Hospitality Management, 29(5),
1305-1321.

La Maison Boutique Hotel. (2023, May 19). What is the difference
between a homestay and a guest house? [Web log post].
Retrieved from https://medium.com/@LaMaisonAccommo
dationKatoomba/what-is-the-difference-between-a-homestay
-and-a-guest-house-f9ea5ea053f

Lighthouse. (2025, January 31). A crash course in leveraging Al
tools for small hotels [Web log post]. Retrieved from
https://www.mylighthouse.com/resources/blog/ai-tools-for-
small-hotels/

Meerschman, H., & Verkeyn, J. (2018). Towards a better understanding
of service quality attributes of a chatbot (Master’s dissertation).

Retrieved from https://lib.ugent.be/catalog/rug01:002784375

80

MindTitan. (n.d.). Types of chatbots: Rule-based chatbots vs Al
chatbots. Retrieved from https://mindtitan.com/resources/
guides/chatbot/types-of-chatbots/

Misischia, C. V., Poecze, F., & Strauss, C. (2022). Chatbots in customer
service: Their relevance and impact on service quality.
Procedia Computer Science, 201, 421-428. doi:10.1016/j.pro
¢s.2022.03.055

Montalvo, F., Thai, P., Stephens, P., Hinkle, S., & Sasser, J. (2024).
User-centered social interaction design in intelligent personal
assistants and social robots. Proceedings of the Human
Factors and Ergonomics Society Annual Meeting, 68(1),
1871-1876.

Mostafa, R. B., & Kasamani, T. (2022). Antecedents and
consequences of chatbot initial trust. European Journal of
Marketing, 56(6), 1748-1771.

Nwokedi, N. C. C., & Nwafor, N. C. A. (2024). Enhancing customer
service and user experience through the use of machine
learning powered intelligent chatbots. World Journal of
Advanced Research and Reviews, 23(2), 181-191.

Okonkwo, C. (2024). Assessment of User Experience (UX) design
trends in mobile applications. Journal of Technology and
Systems, 6(5), 29-41.

Oti, O, & Pitt, I. (2021). Online mental health interventions
designed for students in higher education: A user-centered
perspective. Internet Interventions, 26, 100468. doi:10.1016/
j.invent.2021.100468

Ott, J. (2024, April 18). Awareness, consideration, conversion: A
marketing funnel primer [Web log post]. Retrieved from
https://www.bol-agency.com/blog/awareness-consideration-
conversion-marketing-funnel

Bagiran Ozseker, D., Aktas, E., & Kurgun, O. A. (2022). Applications
and implications of service robots in hospitality sector: a case
study. Journal of Business Research-Turk, 14(4), 3081-3104.

Pandiangan, S. M. T., Lumbanraja, P. C., Lumbanraja, P. L., Gultom,
J A, & LG, M. A. (2024). Effect of service quality on hotel
guest loyalty with hotel guest satisfaction as an intervening
variable in five-star hotel. Journal of Social Responsibility,
Tourism and Hospitality, 4(3), 33-41.

Pena-Caceres, O., Tavara-Ramos, A., Correa-Calle, T., & More-
More, M. (2024). Integral chatbot solution for efficient incident
management and emergency or disaster response: Optimizing

communication and coordination. TEM Journal, 13(1), 50-61.


https://doi.org/10.1016/j.procs.2022.03.055
https://doi.org/10.1016/j.procs.2022.03.055
https://www.bol-agency.com/blog/awareness-consideration-conversion-marketing-funnel
https://www.bol-agency.com/blog/awareness-consideration-conversion-marketing-funnel

Rashid, A. B., & Kausik, M. A. K. (2024). Al revolutionizing industries
worldwide: A comprehensive overview of its diverse applications.
Hybrid Advances, 7, 100277. doi:10.1016/j.hybadv.2024.100277

Reddy, S. R. B. (2022). Enhancing customer experience through
Al-powered marketing automation: strategies and best
practices for industry 4.0. Journal of Artificial Intelligence
Research, 2(1), 36-46. Retrieved from https://thescience
brigade.com/JAIR/article/view/177

Roy, R., & Naidoo, V. (2021). Enhancing chatbot effectiveness: The
role of anthropomorphic conversational styles and time
orientation. Journal of Business Research, 126, 23-34.
doi:10.1016/j.jbusres.2020.12.051

Sabio, D. J. R. (2024, June 10). What are the frequently asked
questions in hospitality? [Web log post]. Retrieved from
https://www.linkedin.com/pulse/what-frequently-asked-ques
tions-hospitality-delmar-josé-ribeiro-sabio-g22sf

Soliman, M. M., Ahmed, E., Darwish, A., & Hassanien, A. E. (2024).
Artificial intelligence powered Metaverse: analysis, challenges
and future perspectives. Artificial Intelligence Review, 57,
doi:10.1007/510462-023-10641-x

Svendsen, K. (2024, February 15). Addressing rising customer
expectations in hospitality. Forbes. Retrieved from https://
www.forbes.com/councils/forbesbusinesscouncil/2024/02/15/
addressing-rising-customer-expectations-in-hospitality/

Syahrozad, N. F., & Subriadi, A. P. (2024). Evaluation of user
experience: a systematic literature review. E3S Web of
Conferences, 501, 1-7. doi:10.1051/e3sconf/202450102009

Taufik, R., Syafei, R. S., Tobing, F. L., Aditia, S., Febriansyah, Y. I,
Purnomo, A., & Sinaga, O. (2021). The effects of perceived
quality and brand trust on purchase intention on the Body
Shop products.
Education, 11(3), 1416-1422.

Review of International Geographical

The Access Group. (2025, March 26). Hospitality sector shows
appetite for Al, research shows. Retrieved from https://www.hos
pitalitynet.org/news/4126405.html

Thorat, S. A, & Jadhav, V. D. (2020). A review on implementation
issues of rule-based chatbot systems. Retrieved from
https://dx.doi.org/10.2139/s5rn.356704

Tussyadiah, I. P., & Park, S. (2018). Consumer evaluation of hotel
service robots. In B. Stangl, & J. Pesonen (Eds.), Information
and Communication Technologies in Tourism 2018 (pp. 308—
320), Cham, Switzerland: Springer. doi:10.1007/978-3-319-
72923-7 24

81

Journal of Business Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

Vanichvasin, P. (2021). Chatbot development as a digital learning
tool to increase students’ research knowledge. International
Education Studiies, 14(2), 44-53.

Wang, X., Lin, X., & Shao, B. (2022). How does artificial intelligence
create business agility? Evidence from chatbots. International
Journal of Information Management, 66, 102535. doi:10.1016/
j.ijinfomgt.2022.102535

Zhang, J. J. Y., Felstad, A, & Bjarkli, C. A. (2023). Organizational
factors affecting successful implementation of chatbots for
customer service. Journal of Internet Commerce, 22(1), 122—

156.



Journal of Business Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

From Emotional Apprenticeship to Policy Critique:
Rethinking Omotenashi through the Perspective of Okami’s in

Japanese Ryokan Culture

Peemmaphat Buarapha’

‘Faculty of Business Administration, Thai-Nichi Institute of Technology, Bangkok, Thailand

*Corresponding Author. E-mail address: peemmaphat@tni.ac.th

Received: 17 June 2025; Revised: 1 October 2025; Accepted: 3 November 2025
Published online: 29 December 2026

Abstract

This paper re-evaluates omotenashi in the context of human resource development (HRD) in Japanese traditional
ryokan (inns), particularly the role of okami (the female proprietress) as a cultural and affective mentor. Based on
a systematic review of 8 Japanese and international academic papers published between 2010 and 2024, along
with three grey literatures, this paper utilizes the framework of PCC to explore how omotenashi is cultivated
informally through training, observation, and affective labor.

The analysis reveals a tension between long-established emotional apprenticing and developing standardized
training initiatives driven by national policy. Despite okami-focused training that is characterized by tacit knowledge,
trust-based learning, and situational awareness, recent measures institutionalize behavior rubrics or certification
kits. This paper adds to the literature on human resource practices in context by arguing that the attempt to

formalize omotenashi risks depleting its authenticity and relational underpinnings.

Keywords: Emotional apprenticeship, Omotenashi, Okami, Policy standardization, Ryokan hospitality
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l. INTRODUCTION

Japanese onsen ryokan, the country’s traditional
hot spring inns, serve as more than just a place to relax.
They serve as adaptable organizations for cultural
legacy, emotional work and knowledge dissemination.
At the center of these establishments stands the figure
of the Okami (Z2[}), the female owner who embodies
both symbolic protector of tradition and practical
developers of human capital (Kumamoto Prefecture
Branch of the Japan Small and Medium Enterprise
Management Consultants Association, 2008; Morishita,
2016). By being there, staff are not only being coached
in how to serve guests. Instead, they are taught to
embody the ethos of omotenashi, an intuitive,
empathetic approach to hospitality that is an integral
aspect of Japanese tradition (Kanai, 2008; Takahashi,
2009) While omotenashi is available in numerous
service contexts in Japan, the ryokan represents the
most established and symbolically pure environment
in which this tradition manifests, through everyday
practice, intergenerational guidance, and emotional
training (Takahashi, 2009; Morishita, 2021).

Although omotenashi has elicited attention worldwide
as a reflection on Japanese service culture, the literature
to date has predominantly focused on its impact on
customer experience or on promoting the nation’s
tourism brand (Peippo, 2023; Zhu, 2016). Relatively few
studies have considered how omotenashi is cultivated
and maintained in an organization, particularly from a
human resource management point of view. This
discrepancy is noteworthy especially in view of the
recent establishment of a system of training programs
and service certification system intended to corporatize
omotenashi (Japan Hospitality Movement Association
[JHMA], n.d.; Omotenashi Japanese Service Quality, n.d.;
Otaru Omotenashi Certification, n.d.). Academics are
reduce the

worried that institutionalization may

emotional authentic nature of the practice (Fujita &
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Kaseda, 2022; Miki, Takeshima, Kida, & Kakigi, 2022,
Nobukawa, 2023; Peippo, 2023).

This paper fills in that gap by considering the okami
as a living repository of cultural knowledge and emotional
mentoring. It suggests that the human resource
development model utilized in numerous onsen ryokan
represents a type of “emotional apprenticeship”, an
uncodified, relational enterprise based on a regime of
observing, receiving feedback to fine-tuning and the
embodied, instinctual knowing acquired from repeated
learning-by-doing as opposed to formal training manuals
(Nobukawa, 2023; Ohno, 2016). Employing case studies,
field reports and policy documents, this article explores
how the Okami inducts staff in not just how to fulfil
service standards but in how to embed values, interpret
the unspoken needs of guests and to deploy discretion
in emotionally complex work.

Moreover, the paper grounds this analysis in a wider
set of policy and cultural factors. As omotenashi is
laboriously incorporated into formal, centered branding
and human resource systems of tourism in Japan,
conflicts emerge between the top-down, centralized
expectations and the localized, highly flexible and
necessary practices upheld by Okami and regional
groupings, such as Okami no Kai (Morishita, 2016;
Nobukawa, 2023). By examining this contradiction and
suggesting a hybrid model that acknowledges the
emotional while being responsive to policy imperatives,
this article adds a cultural and applied lens to human
resource development theory and hospitality research.
Specifically, this paper aims to:

1. Explore the transmission and internalization of
omotenashi by means of affective apprenticeship in
traditional Japanese ryokan, where the figure of the
Okami stands as a cultural and affective mentor.

2. Consider the differences between the conventional
patterns of omotenashi training and new standardized

programs encouraged by national policy.
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3. Analyze the impact of policy formalization on the
integrity of omotenashi as a relationship and cultural
sustainability.

4. Present a model of the Emotional Apprenticeship

HRD that combines tacit learning and policy awareness

Il. LITERATURE REVIEWS

A. Omotenashi as Cultural Performance

1) Definitions and Roots of Omotenashi: Translating
“Omotenashi” literary as “Japanese hospitality,” can
be misleading. The concept of “omotenashi” reflects a
value-system of sincerity (makoto), humility and the
ability to anticipate the needs of others without
necessarily needing something in return. Historically,
omotenashi has been linked to culture: the ritual of the
tea ceremony (sadou), for instance, in which every
gesture is meticulously choreographed to provide guest
comfort and respect. More deeply, omotenashi are also
derived from the bushidou ethics, seasonal sensitivity
(shun-kibun), and the ‘non-verbal care’ spirit and ethos
of Japan, which constitute the spiritual base of Japanese
service interactions (Setogawa, 2013). These are the
kinds of values that are reflects in the ‘visible side” and
the ‘hidden side’ of the service culture in ryokan
‘providing a hidden service at the same time the visible
service’ (ura-no-omotenashi) involving service as
concealing effort (Al-alsheikh, 2014; Takahashi, 2009)

Unlike the low-context Western types which
emphasize verbal communication and standardized
procedures, hospitality in omotenashi functions in a
high-context mode which is populated by non-verbal
nuance, perception and caring (Zhu, 2016). According
to Nonaka and Konno (1998) the space common that
serves as the basis of a shared emotional and
situational space and the fluid cognition between host

and guest is called ba (3). This space or ba comprises

omotenashi as a unique service logic.
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The definition and application of omotenashi have
transformed over centuries. In modern international
travel and business travel, the concept of service is
mostly viewed in commercial or performance terms.
Academics point out that omotenashi has been
repackaged into a tool in the marketing of national soft
power, void of moral/relational dimensions (Peippo,
2023, Zhu, 2016). With this transition, omoiyari
(empathetic concern) and yasashisa (gentleness) are
now linked to idealized service personas, thereby
reducing omotenashi into a scripted emotional labor,
rather than collective social understanding (Takahashi,
2022).

Moreover, while the traditional form of omotenashi
was practiced naturally, based on experience, trust, and
long-term relationships, the modern version tends to
be performed in one-off situations, where staff are
instructed to act empathetically according to a script
given by the organization. This has serious effects on
the sense of realness and emotional honesty in service
work. The gradual move to turn omotenashi into a fixed
standard may lead to a conflict between its cultural
roots and how it is now being used as a formal rule in
hospitality today (Fujita & Kaseda, 2022; Peippo, 2023;
Wharton, 2009).

2) Tourism Branding and Service Identity: Recent
discourses about omotenashi tend to connect it to
national image of Japan and to constitute omotenashi
to a competitive advantage in global tourism (Peippo,
2023; Zhu, 2016). This identity has been institutionalized
by gsovernment agencies like the Japan Tourism Agency
and certification through formal training, with omotenashi
as a keyword in national branding (Japan National
Tourism Organization [JNTO], n.d.). Such frameworks
largely focus on guest experience and the uniformity of
service and have decontextualized omotenashi as a

prefabricated product rather than a working practice.



B. Omission of HR and Learning Dimensions

1) Neglected Human Resource Development Perspective:

Omotenashi is found in many tourism studies but there
are few studies on omotenashi from the perspective of
human resource development. Studies are predominantly
centered on guest satisfaction, as well as hospitality
marketing, or cultural symbolism and have significantly

neglected investigating how practices are translated in

an organization. This reflects a lack of conceptual depth:

omotenashi is treated as self-evident performance
rather than something that is taught or learned. Nobukawa
(2023) and Miki et al. (2022) described that there are
limited studies of how omotenashi can be inculcated
in employer staff, developed organizational values or
nurtured emotional competency.

2) Emotional Labor Without Learning Agency:
Hospitality emotion work as artistic labor although the
literature on emotional labor in hospitality, stemming
from Hochschild’s seminal analysis, usually portrays
workers as subjects who produce feelings — in the service
of organizationally-imposed "feeling rules" (Hochschild,
1984; Takahashi, 2009). Yet, this framing tends to
overlook the experiential learning of emotional labor in
the traditional Japanese context where workers do not
just engage in acting emotional labor, but acquire
emotional competency through guided exposure,
reflection, and storytelling (Fujita & Kaseda, 2022; Taira,
2020). This gap emphasizes the importance of HR
models that recognize the staff as ‘learners’, not only

performers.

C. The Okami as Embodied HR Developer

1) Emotion-Based Learning and Situated Intuition:
Although emotion in hospitality literature is typically
positioned as labor: something to be regulated, performed,
or suppressed, recent scholarship in affective pedagogy

argues that emotion is also a valuable form of learning.
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In Hawkins (2017) theory of Emotion-Based Learning
(EBL), she challenges the cognitive-dominant view of
education by asserting that feelings are not distractions
from learning, but the very lens through which meaning
is made. These feelings allow the possibility of reflection
and what she terms “leaming triggers,” prompting people
to reconsider established practices, relate experiences
to one another, and reflect on deeper understanding.

Similarly, Blair (2017) provides a neurobiological account
that suggests that emotion-based learning mechanisms
drive moral reasoning. The result is gradual learning by
individuals through exposure to emotional feedback, as
these people get to understand themselves which
behaviors lead to good or bad results, even if the rules
are less than transparent. These findings suggest that
emotional learning does not involve memorizing
reactions, but about attuning: learning how to interpret,
react, and modulate behavior in context-specific manners.

Taking together, these structures provide a powerful
means of seeing how omotenashiis trained in the ryokan.
Emotional learning here is being-in-place, being-relation,
and being-intuitive. Staff do not learn how to serve
residents from training manuals or cognitive scripts but
by observation, participation, and emotional resonance
with the Okami and guests in their midst. Things like
discomfort, empathy and pride are voices we hear
inside that direct behavior long before they are ever
put into words. This also sheds light on why omotenashi
is, in fact, described by practitioners as something “felt,”
“absorbed,” or “grown into” rather than trained,
confirming its parallel with affective learning models.

2) Beyond Manuals and SOPs: The theoretical
framework of emotion-based learning explains how
hospitality cannot be trained through standardized
instructional formats but must be learned through
immersive, emotionally complex experiences. In the
context of the ryokan, this is most dramatically seen in

the actions of the okami. Instead of checklists or
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instructions, they are the site of embodied learning
across proximity, affect, and location.

There are several cases and reports from the field
showing that omotenashi ryokan training is conceivably
unmanageable. Okami don’t often rely on training
manuals. Instead, they develop immersive contexts in
which junior employees watch, copy and absorb practices,
often through implicit cues (Nobukawa, 2023; Ohno,
2018). Interview evidence in local leaders and associations
like Okami no Kai indicate a suspicion of SOP-style
training as well, claiming that leading omotenashi would
involve knowledge of context-specific discretion and
emotional sensitivity (Kumamoto Prefecture Branch of
the Japan Small and Medium Enterprise Management
Consultants Association, 2008; Morishita, 2016).

These informal, relational training processes undermine
the logic of traditional hospitality training and point to
something more tacit, intuitive, and context-driven at
play. To more easily grasp this alternative form of skill
transmission, the next section is informed by situated
learning and tacit knowledge transfer theories to position
the okami as a dynamic of emotional apprenticeship.

3) Tacit Transmission and Emotional Apprenticeship:
The informal process of learning works (Lave and Wenger,
1991) situated learning theory and Nonaka and Takeuchi’s
(1995) knowledge conversion model. So unarticulated
knowledge is transferred by form of direct participation
and interaction within the particular context, and not
from explicit teaching. The Okami forms an emotional
guidance to impart its lesson not by providing evaluation
but through storytelling and experiencing together (Taira,
2020). These practices are the comerstone of a human
resource development system grounded in emotional

apprenticeship, trust, and learning about relationships.

D. Omotenashi Certification System
As attention from foreign tourists increased, the

Japanese Ministry of Economy, Trade and Industry
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established the Omotenashi Standard Certification
System as of 2025, which initially ranked in the following
three levels: 4& (Gold), #if (Navy), and %5 (Purple),
expanding through subsequent revisions, most recently
in 2022 (JHMA, n.d.).

The system was built to “visualize” service quality
with standards based on 1SO 23592 for 30 items like
leadership, customer engagement, job autonomy, and
emotional resonance. Assessment instruments include
structured behavioral checklists, employee attitude
measures, and scenario-based testing designed to be
used as a benchmark for “excellent service.” While
such tools afford measurable consistency and national
branding, they also signify an attempt to standardize
from above what has hitherto been an experientially
specific and relational process.

This process of formalization, documents from
Shibuya’s (2024) materials which were made accessible
through the National Institute of Advanced Industrial
Science and Technology’s website, translates an affect-
based, tacit socio-ethical ethos of omotenashi into an
administratively responsible product. While it may be
beneficial in relation to marketability, quality control,
and cross-industry comparison, some scholars (e.g.,
Fujita and Kaseda 2022; Yokoyama 2023) also express
concerns. They posited that an overemphasis on
institutionalized indices threatens to undermine the
intuitive, reflective, and situational integrity of authentic

omotenashi in practice.

1. CONCEPTUAL FRAMEWORK
A Toward a Hybrid Understanding of HRD in Japanese
Ryokan
1) Soft Knowledge and Emotional Learning in
Hospitality: The service culture of Japanese ryokan is not
maintained by formal education but rather emotionally
driven education that relies upon tacit knowledge,

affective intuition and personal mentorship. This is



characteristic of emotional apprenticeship, where new
employees gain knowledge through observation, imitation,
and reflection rather than explicit teaching. Lave and
Wenger’s (1991) situated learning theory can clarify this:
Learning takes place in the social structure of the
workplace, not in isolation as instruction, but as
“legitimate peripheral participation”. Here, junior staff
learn to fully participate through observing the okami
system, internalizing the unspoken game rules and
adapting through experiential learning. For example,
Nonaka and Takeuchi (1995) knowledge conversion model,
and in particular the socialization and internalization
process, provides an understanding of how omotenashi
values can be embedded in settings where codification
is impractical or unwelcome. Instead of the passing on
of explicit knowledge, ryokan workers internalize skills
through the medium of shared experiences, storytelling,
and affectively rich feedback. The Okami, in this way,
serves as a conduct of cultural memory and as a guide
through emotional literacy.

2) Institutional Pressures and the Risk of Over-
Formalization: This emotionally engaged model has
continued to keep traditional ryokan service vibrant for
the longest time, though recent institutionalization
threatens to oversimplify it into service formulas and
checklists. For example, state-inspired programs in
Japan led by the Japan Tourism Agency seek to diffuse
omotenashi as a standard element in service by way of
formal certifications, service appraisals, and mode of
training that emphasize standardization and replicability
(UNTO, n.d.). The top-down approach that such a response
necessarily implies may serve to grow Japan’s global
service brand, but it also threatens to disrupt the
sentimentally authentic and contextually bounded
informal learning structures that an unspoken omotenashi
structure provides.

From a human resource development perspective,

this dichotomy creates a tension between two logics,
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one of relational knowledge, community-created

mentorship, and lived experience, the other of
bureaucratic control, national branding, and technical
rationality. If omotenashi is to remain more than an
empty cultural token in tourism, HR strategies must
navigate these contradictory imperatives.

A hybrid model of human resource development
named ‘emotional apprenticeship’ is presented in this
paper, with affective learning and structural awareness
as integral components. The model is not hostile to
formalization. It does, however, maintain the cultural
heart of omotenashi by organizing around four pedagogical
principles of emotional apprenticeship in the ryokan
context, derived from theory and field observations:

»  Mentorship over Manuals: Training focuses on
relationship-embodied learning, as opposed to
using scripts and directions (Morishita, 2016; Ohno,
2016).

» Tacit-to-Experiential Learning: Learning through
absorption, intuition, and silent observation,
which involves Nonaka & Takeuchi’s (1995) tacit
knowledge transfer and Lave & Wenger’s (1991)
situated learning theory.

+ Feedback through Narrative: Instruction is frequently
in the form of emotion-based stories, corrective
feedback, and moral reflection, not in a rubric-
based evaluation (Taira, 2020; Yokoyama, 2023).

«  Community-Based Knowledge Networks: Knowledge
is supported and developed in peer-centric social
groups like the okami no kai, natural learning
communities, and the guardians of cultural
traditions (Morishita, 2021).

This model, presented in Figure 1 responds to the
requirements of the current tourist industry in a
culturally coherent way. It does not treat HRD as just a
technical strategic tool, but as a regular and emotional

journey in which tradition and flexibility intertwine.
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Mentorship over Tacit-to-Experiential

Manuals Learning
Emotional
Apprenticeship

Feedback through
Narrative

Community-Based
Knowledge Networks

Figure 1: Emotional apprenticeship HRD model

IV. METHODOLOGY

This study adopts a systematic review methodology
to investigate how omotenashi—a culturally embedded
concept of hospitality in Japan—is transmitted, taught,
or developed within ryokan (Japanese-style inns),
particularly through the role of the Okami (the female
proprietress or manager).

The review is guided by the PCC framework, which
is widely used in scoping reviews and qualitative
synthesis to help define the boundaries and direction
of inquiry. The three elements of PCC are:

1) Population: Service staff and okami in the Japanese
ryokan industry.

2) Concept: Development of omotenashi through
training, education, emotional apprenticeship, and informal
learning.

3) Context: Traditional ryokan, Japanese hospitality
culture, and service settings influenced by omotenashi.
A. Literature Search Strategy

A search for literature in three languages, which are,
Japanese, English, and Thai, was performed using academic
databases and grey literature. The primary databases
used were; Japanese: CiNii Articles, J-STAGE, English:
Google Scholar, Scopus, DOAJ, SSRN, Thai: ThaiJO, TCI
and Grey Literature: Ministry reports, tourism association
publications, JNTO and regional okami association archives

(when accessible).
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The search was constructed using Boolean operators
to enhance relevance and accuracy. Sample English-
language search terms included:

("omotenashi”) AND ('ryokan" OR "Japanese inn")

AND ("training" OR "apprenticeship" OR "education")

AND ("okami" OR "female manager")

Corresponding search strings were prepared in

Japanese and Thai.

B. Inclusion and Exclusion Criteria

For relevance and consistency, the following inclusion
criteria were used:

1. Explicit mention of omotenashi in relation to
service/hospitality

2. Focus on ryokan or Japanese-style accommodation
directly mentioned or alluded to regarding honorable
mention: ryokan or Japanese traditional-style accom-
modation mentioned in passing or in comments about
other topics

3. Education, training, mentoring, or Human Resource
Development related to omotenashi.

4. Published from 2010 to 2024.

5. Journal article, conference paper, research paper,
other academic writing, or official policy/guideline

document.

C. Screening and Selection Process

Literature selection was performed based on the
PRISMA 2020 protocol, which is composed of four
stages: Identification, Screening, Eligibility, and Inclusion.
Eight studies were identified for synthesis. From the 45
records after duplicates were removed, relevance was
screened, and eligibility was assessed. Likewise, three
grey literature were identified for synthesis from 15

sources as shown in figure 2.
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Peer -reviewed articles duplicate records removed
(n=9)

Grey literatures duplicate records removed (n = 6)

Peer-reviewed literature records excluded** (n = 20)

Grey literature excluded** (n =5)

Peer -reviewed articles not retrieved (n = 4)

Grey literature not retrieved (n = 0)

Reports excluded Full-text articles excluded:
Not relevant to HRD and Okami (n = 4)

)
= Peer -reviewed articles (database >
.0 searching) (n =45)
®
19
o
= Grey literature (records identified
o through other sources) (n = 15)
= '
Peer-reviewed literature records >
screened (n = 36)
Grey literature after relevance >
o check (n = 9)
=
c
T}
: '
*
Peer -reviewed articles sought for >
retrieval (n = 16)
Grey literature sought for retrieval >
__ (n=4)
)
"a,' Full-text articles assessed for
2 eligibility (n = 12) >
=
% Full-text grey literature assessed for >
T eligibility (n = 4)
— !
Peer -reviewed literature included
3 in review (n = 8)
o
=
i:’ Grey literature included in review
(n=3)
—

Reports excluded Full-text articles excluded:
Not relevant to Omotenashi standardization
(n=1)

Figure 2: PRISMA diagram

D. Data Synthesis

The thematic synthesis method was adopted to
identify and classify the principal modes of omotenashi
transmission in the studies. Informal and Emotional-
based Learning Models were the main interest, such as,
observation and imitation (R E VY / minarai), The
mentor-staff relationships among more senior and

junior employees, emotional labour and the body in

service work, tacit knowledge through daily routine.
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1) Inclusion of Gray Literature: In addition to peer-
reviewed academic works, gray literature, such as
regional government reports as well as hospitality
training guidelines and organizational websites (e.g.,
Omotenashi Japanese Service Quality, JHMA (n.d)),
Shibuya, Y. (2024), were critically reviewed, providing
the context to evolving policy and practice. We then
filtered these with due consideration to what sorts of
sources they were (METI, JNTO, AIST) and policy

relevance. Their participation, although not always
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suitable within academic norms, was crucial to be able
to make sense of recent policy initiatives in their
context as well as the ways that omotenashi training is
being institutionalized.

2) Triangulation Strategy: Where appropriate to
support the robustness of both themes, peer-reviewed
findings were flexibly combined with insights from more
unedited (grey) literature discussing standardization
trends, certification systems, and such bureaucratic
logics shaping the transformation of omotenashi into

performance metrics that can be captured.

V. RESULTS AND ANALYSIS
A. Contrasting Models of Omotenashi Training (Objective 3)
One important nuance found in the literature is the
interpretation of omotenashi in traditional ryokan setting

juxtaposed with its institutionalization in national tourism

policies. Both approaches share a focus on quality of
service, but their theoretical approaches to staff
development and the nature of the emotional work
involved are very different.

There are several sources that refer to the difference
between an existing training method of omotenashi
and a new standardized training approach, both from
the empirical and policy-based points of view. Morishita
(2021), Ohno (2016), and Nobukawa (2023) show how
affective, situated learning unfolds on the ground
within a ryokan. In contrast, national policy documents
and evaluations (e.g, Japan Travel and Tourism
Association, 2020; Shibuya, 2024) detail an array of
more formalized approaches with scoring rubrics,
scenario-based training, service branding, etc. Based on
these sources, the tabulation in Table 1 highlights
related to six central

several key differences

constituencies of HRD.

Table 1: Comparison between traditional and institutionalized omotenashi

Aspect Traditional Ryokan Model Standardized Policy Model
Learning Tacit, observational, relational (Morishita, 2021; Ohno, Script-based and segmented training procedures
Process 2016) (Fujita & Kaseda, 2022; Taira, 2020; Japan Travel and
Tourism Association, 2020; Shibuya, 2024)
Trainer Okami as mentor and emotional model (Kumamoto Certified instructor or contracted facilitator relying on
Prefecture Branch of the Japan Small and Medium scoring guides (Japan Travel and Tourism Association,
Enterprise Management Consultants Association, 2008) | 2020; Otaru Omotenashi Certification, n.d.; Shibuya,
2024)
Emotional Learned through immersion and relational sincerity Emotion displayed via behavior scoring sheets, lacking
Orientation (Ohno, 2016; Morishita, 2021) authenticity (Zhu, 2016; Peippo, 2021; Fujita & Kaseda,
2022)
Flexibility High adaptability, based on guest sensitivity (Morishita, | Fixed rubric and predefined postures or greetings (Zhu,
2021; Nobukawa, 2023) 2016; JHMA, n.d.; Otaru Omotenashi Certification, n.d.)
Source of Community knowledge, elder guidance, and regional National policy, tourism branding goals (Cabinet
Authority association (Morishita, 2021; Nobukawa, 2023) Office, Government of Japan, 2016; Peippo, 2023;
JHMA, n.d.; Shibuya, 2024)
Knowledge Storytelling, behavioral mimicry, and reflective feedback | Training manuals, behavior rubrics, and scenario
Transfer (Ohno, 2016; Nobukawa, 2023; Yokoyama, 2023; scripts (Fujita & Kaseda, 2022; Taira, 2020; Japan
Kumamoto Prefecture Branch of the Japan Small and Travel and Tourism Association, 2020; Zhu, 2016;
Medium Enterprise Management Consultants Nishijima, 2020; Shibuya, 2024)
Association, 2008)
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Table 1: Comparison between traditional and institutionalized omotenashi (cont.)

Small and Medium Enterprise Management

Consultants Association, 2008; Morishita, 2018)

Aspect Traditional Ryokan Model Standardized Policy Model
Goal of Moral cultivation and internalization of omotenashi Consistency in performance, branding uniformity, and
Training ethos (Kumamoto Prefecture Branch of the Japan hospitality certification (Fujita & Kaseda, 2022; Taira,

2020; Peippo, 2023; Japan Travel and Tourism
Association, 2020; Otaru Omotenashi Certification,

n.d.; Shibuya, 2024)

This comparative viewpoint sets the stage for
understanding the increasingly fraught encounters
between policy-directed formalization and community-
based, affective embodied training traditions in ryokan.

1) Conflict Between Local Wisdom and National
Branding (Objective 3). Despite the emotionally rich,
deep-rooted, and sincere approach to learning is being
undermined by official efforts to repackage hospitality
as “omotenashi.”. The Japan Tourist Agency also advocates
for standardized service and certification systems to
make omotenashi “measurable” for the global market.
But as one Okami said in a field report:

“Having everyone give the same service may feel

safe, but it is not the essence of omotenashi”

( TECTHRICY—ERE2T 52 &1k, &K
b0 EL, BLTRLOKE L ILEN
F9, J ) (Kumamoto Prefecture Branch of the

Japan Small and Medium Enterprise Management

Consultants Association, 2008).

The above criticisms are indicative of general
uneasiness with bureaucratized forms of service ethos.
As Morishita (2021) notes, standardizing behavior here
has the potential to erase the emotional texture that
characterizes ryokan service. The more omotenashi
becomes something done by the book, the more room
there is for less intuitive delivery and genuine caring.

2) Emotional Labor and the Risk of Surface Acting
(Objective 3): Exploiting this tension, literatures also
engage with the emotional labor of service and
standardization. As Fujita and Kaseda (2022) state, “There

is no way around it, whether staff members like it or
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not, once they become actors with a script, they must
engage with the role they are expected to enact. This
type of surface acting can result in burnout, particularly
when the emotion is not truly embedded. This concern
is shared with Yokoyama (2023) who, working qualitatively
with hospitality students at a vocational school, found
that while the students could memorize the correct
phrases or behaviors for certification, they often did not
“feel” the spirit of omotenashi unless prompted and
supported through reflection and relational feedback.
Whereas staff managed by an Okami are more likely
to acquire “deep acting” expressions with which internal
emotions are synchronized with external service. And
one staff member said that she was confident to learn
from Okami, not with rules but with feelings. (Ohno,
2016), indicating that one feels being in a good
emotional congruence at the basis of trust relationship
and authentic learning. The above-mentioned finding is
consistent with Hawkins’s (2017) model of Emotion-
Based Learning, which understands emotional experience
as a learning stimulus, promoting higher-order processing
and action adaptations in context. Here, feelings such
as discomfort or pride are not only internalized
dispositional conditions mediating emotional internal
and emotional exertive actions that are coordinated to
the standards of both Okami and guests; they also
become signs that notify the service staff when their
emotional actions are being attuned to the expectations
of Okami and guests, thereby rendering omotenashi as
an emotion-fed pedagogical orientation. While These

contrasts are visible at the policy and institutional level
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but are most vividly captured in field-based accounts

that describe the lived realities of omotenashi training.

B. Sources of Field-Based Data

This study is a narrative literature review, but
integrates empirical lessons from the field and practice-
based documents to anchor its analysis in lived
experience. For instance, the Kumamoto Prefecture
Branch of the Japan Small and Medium Enterprise
Management Consultants Association (2008) reports a
first-hand account of an elder-generation Okami that
"hospitality with a heartfelt service cannot be learned
from a how-to book.” It indicates the subtle and
affective manner of training that is practiced in a
classical ryokan environment. For example, Ohno (2016)
presents qualitative comments from young service
workers and examines how omotenashi is learnt by
emulation and soaking, rather than being told and
taught.

1) Okami as Emotional Mentor in the Workplace
(Objective 1 and 2): In a ryokan, training does not start
with manuals, but with silent observation and near-
imitation. The-okami is a mentor and an emotive
barometer. An elderly Okami in Kumamoto, one of the
old school, stressed to mean that:

“Serving with sincerity cannot be fully described in

a manual”
( TELEF-TEETDHIEVI ZEEF, v =
27 VIEEEELEYA ] ) (Kumamoto

Prefecture Branch of the Japan Small and Medium
Enterprise  Management Consultants Association,
2008).

This is based on an orthodox idea that the spirit of
omotenashi can be acquired through physical
involvement and sensitization of subtle actions. Okami
didn't like to teach by the books, and she preferred
situational lessons to explain to her staff. A more junior

member of staff described it as being taught to read
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“how the Okami adjusted her distance when entering
the room”. These small exchanges are part of what
Lave and Wenger refer to as “situated learning”, where
learning is contingent on social context.

2) Tacit Learning over Explicit Instruction: This kind
of learning is uncodifiable. Indeed, as Ohno (2016)
observed through one of his workplace-based studies,
new staff, they “train themselves through breathing in
the air of the workplace” (genba no kuuki wo yomu), in
order not to have to be “told (what to do), but to be
able to ‘read’ things. It’s not about error correction, but
emotional calibration. One Okami said,

“It’s more important to make them feel than to

teach them”

(T#HADEVH LY, KL SHEDZ LARY]

TJ ) (Taira, 2020).

Those types of comments pinpoints how the Okami
develops emotional insight — modeled behavior and
feedback based on interpersonal interaction. Performance
is achieved through an emotional relationship so not
through technical exercises. This corresponds to
Nonaka and Takeuchi’s (1995) socialization in the
creation of knowledge, in which tacit knowledge is
transferred through common activity. This is also
consistent with Blair's (2017) assertion that the function
of emotional learning systems is not so much to leamn
specific responses to specific stimuli but rather to learn
to modify behavior in response to one's internal
emotional feedback, particularly in situations in which
explicit contingencies are lacking.

In addition to these embodied, situational learning
styles, even verbal expressions like irassyaimase are not
exempt from cultural scripting. As Nishijima (2020)

11

argues, such greetings are “unreplyable utterances,”
ritualized performances of ostensible hospitality that
express emotional presence without requiring dialogic
interaction.

These formulaic acts, though often

overlooked, serve as affective cues in the Japanese



service context, reinforcing a shared ethos of care
without explicit instruction.

In contrast, policy documents and training programs
designed by national and regional tourism bodies take
a different stance. For example, (Japan Travel and
Tourism Association, 2020) advocates for standardization
through checklists, behavioral rubrics, and service
scenario manuals. Specific examples include the
Standard System
(BH T2 LHESFRFESIEE) and local initiatives such

as the Otaru Omotenashi Certification project, which

Omotenashi Certification

use fixed scoring formats and predefined behavioral
scripts to assess service quality. These frameworks aim
to align hospitality performance with broader branding
and quality assurance goals. However, Fujita and
Kaseda (2022) caution that over-reliance on such tool’s
risks diminishing the relational, interpretive, and moral
dimensions of omotenashi that define its cultural
authenticity. Yokoyama (2023) also reported that while
the learning contents of vocational hospitality courses
developed in Japan focused on the acquisition of
formal behavior through the use of manuals and case-
based training, students’ recognition of the concept of
omotenashi was enhanced only when they were
encouraged to engage in organized self-reflection and
questioned the meaning in what they had done.

The case illustration of Zhu (2016) on the Japanese
retail store Ichi in Hong Kong further demonstrates this
issue. Here, omotenashi was boiled down to training
manuals for non-Japanese staff, tension between
scripted hospitality and genuine service. Likewise, Taira
(2020) discuss industry behavior-oriented assessment
systems in hospitality education, which do not always
reflect the myriad emotions at play in authentic service.

Collectively, these examples provide insight into
how scripted approaches can reconfigure, and also limit,
the foundational elements of omotenashi, which are

the deeper cultural and relational underpinnings of
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omotenashi, encouraging practitioners to explore the

sustainability of these practices across various

organizational contexts.

C. Organizational and Network-Based Dynamics (Objective 4)

One answer to this challenge lies in the role of
informal peer networks, which function as parallel
channels for preserving and transmitting omotenashi
outside formal policy structures. Beyond individual
ryokan, many Okami participate in Okami no Kai, an
informal infrastructure for sharing, mentoring, and
sustaining omotenashi practices across ryokan regions.
The model is addressed in the Conclusion section
where the Emotional Apprenticeship HRD model, which
is developed directly from these field patterns, will be
outlined.

Outside the realm of an individual ryokan, many
Okami belong to Okami no Kai, regional networking
clubs in which innkeepers discuss, together, knowledge,
training quandaries and community-driven HR strategies.
They act as informal network mechanisms through
which  tradition be also

can supported  but

contemporary HR problems can be addressed.
According to Morishita’s (2021) interview with a young
Okami in her 20s, she explained her reason for joining
the network: “I wanted to ask what to do when |
couldn’t feel what my mother-in-law said was
important,” highlighting the emotional and generational
dynamics at play in Okami mentoring relationships.
Such peer-based systems spread the concept of
omotenashi, not as a static idea that enforces rules
upon people, but as practice that develops in the

course of experience and collective efforts.

VI. CONCLUSION AND DISCUSSION
A. Reframing Omotenashi as Human Resource Development
Responds to the first and second objectives by

exploring how the Okami functions as an emotional



Journal of Business Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

mentor and how omotenashi is transmitted through
experiential and tacit learning practices. This article has
proposed that omotenashi needs to be considered not
just as an ideal of customer service or cultural branding,
but also as staff development based on unarticulated
learning and emotional mentorship. In ryokan there is
no instruction manual, instead beginners are taught
through observation, imitation and affective feedback.
Emotional mentor and cultural guide, the Okami
models how service is internalized, adapted, and
performed in situations.

Such a reframing contests the prevailing assumption
that omotenashi is a deliverable product. Rather, it
appears as an embodied and situated work, transmitted
through interaction and physical presence. It challenges
traditional HR systems by showing that workplace
learning can be a function of trust, modeling in the
small, and shared values as much as formal instruction.

This view is supported by psychological models of
emotion-based learning that highlisht emotion as a
conduit of deep and situated leaming (Hawkins, 2017;
Blair, 2017). The ryokan form of omotenashi can thus
be understood as an embodied pedagogy, one that

emphasizes reflection-in-action over rule-following.

B. Cultural Integrity and the Pressures of Policy Formalization

Addressing Objective 3, this section examines the
conflict between traditional omotenashi practices, and
the formalization imposed by national certification
systems. The paper has shone a light on something of
an enduring tension between local learning cultures
and national policy endeavors. Bodies such as the JNTO
(n.d.) are calling for omotenashi to be codified in a
proper certification and training process. Though that
could potentially serve as a draw to place Japan in the
international tourism market, it would also dilute the

emotional richness and flexibility that makes ‘omotenashi’.
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As the analysis above demonstrates, a lot of Okami
reject this formalized version. They maintain that
emotional sensitivity cannot be codified. Rather, it is
that which must be nurtured via the labor of relationing
and context-specific learning. Japanese hospitality,
however, is based on protecting this cultural integrity,
and preserving that core essence to the HRD function
in Japanese hotel groups is a key challenge in the face

of wider demands for standardization and scalability.

C. The Emotional Apprenticeship HRD Model as an
Alternative Strategy

Responding to the Objective 4, The paper has
offered the Emotional Apprenticeship HRD Model
consisting of four interrelated elements:

1. Mentorship from the Okami

2. Tacit-to-experiential learning via interaction with
the lived

3. Emotional dialogue and storytelling, and feedback
with stories.

4. Social community reinforcement by groups such
as Okami no Kai.

This model provides a multi-strategy model of HRD
that combines conservative practice with a policy
orientation. It is not opposed to standardization per se;
rather, it stresses that culture authenticity and emotional
learning should be strategically valued, not bottlenecked.
The model might have relevance further afield in other
forms of hospitality, especially for those interested in
maintaining cultural complexity in the face of performance
measurement and the logic of commercial tourism.

The Emotional Apprenticeship HRD Model is based
on the results of the exemplar grounded thematic
analysis spanning ten relevant empirical and conceptual
literature (case studies, field reports, policy reports)
from Japanese and overseas settings.

These sources repeatedly emphasized the processes

that underlie the passage of omotenashi in ryokan, such



as, learning through silent observation, emotional
feedback from the Okami, and relational adjustment
within work settings. Four central pedagogical constructs
emerged as these patterns were coded and clustered
within and across materials. Analytical complexity was
subsequently deepened by rendering these themes
through established learning theories: Nonaka and
Takeuchi’s (1995) knowledge conversion model,
particularly the socialization of tacit knowledge; Lave
and Wenger’s (1991) situated learning; and Hawkins
(2017) emotion-based learning theory. These frameworks
gave conceptual visibility to how omotenashi is not just
learned but absorbed and performed under a system
of cultural and affective apprenticeship.

Ultimately, omotenashi is not a matter of service. It
is a pedagogy, transmitted relationally and emotionally
as well as it is thing to be known and valued.
Conceptualized as a modality of HRD, this allows for

more substantive, relational forms of learning and

resilience in the hospitality industry.
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Abstract

This research study examines household debt among Thailand's grassroots population, focusing on its causes,
socio-economic impacts, and potential management or reform strategies. The research employs a mixed-methods
approach, integrating desk research and in-depth interviews with 24 purposively selected participants, including
low-income earners, daily wage laborers, small business owners, farmers, young adults, and financial experts.
Thematic analysis was used to interpret qualitative data, identifying recurring patterns and key themes related to
debt experiences and coping strategies. The findings reveal that key drivers of debt include insufficient income,
rising living costs, limited access to affordable credit, and low financial literacy. Debt burdens contribute to
significant financial strain, mental health challenges, and constrained economic mobility, perpetuating poverty
cycles. Solutions identified include debt restructuring, community-based lending models, and financial literacy
programs. Policy implications emphasize the need for systemic reforms to enhance financial inclusion, regulate
informal lending, and align credit systems with the needs of grassroots populations. While the study offers in-depth
insights, limitations include the relatively small sample size and the focus on specific local contexts, which may
limit the generalizability of findings. Nonetheless, the research provides actionable insights for policymakers and

financial institutions aiming to address Thailand’s household debt crisis effectively.

Keywords: Grassroots population, Household debt, Thailand
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. INTRODUCTION

Household debt is a global socio-economic issue with
serious consequences for economic stability and personal
well-being. Among grassroots populations, debt often
fills income gaps for essentials like housing, healthcare,
and education. However, for low-income groups, reliance
on debt can lead to long-term instability. Mian and Sufi
(2014) argue that persistent debt deepens socio-economic
disadvantages, while Sweet, Nandi, Adam, and McDade
(2013) link high debt to financial stress, poor health, and
reduced mobility.

In Thailand, household debt is especially concerning
among low-income groups like laborers, vendors, and
farmers. In early 2023, Thailand’s household debt reached
90.6% of GDP, surpassing the World Bank’s 77% danger
threshold (The Nation, 2023; Bangkok Post, 2023). This
is higher than in the USA (72.9%) and Japan (66.0%)
(Manners, 2025). Around 93.7% of Thais earning under
15,000 baht monthly are in debt, with sources ranging
from banks to high-interest lenders (Karn Pilantanadilok,
2020). COVID-19 worsened the issue, causing job losses
and increased borrowing (Manop Udomkerdmongkol,
2020).

Global studies cite income inequality, low financial
literacy, and economic shocks as key causes (Lusardi &
Tufano, 2015; Atkinson & Messy, 2012). In Thailand, debt
patterns vary by job: farmers borrow for production,
while workers rely on credit for consumption (Weidt
Nuchjalearn, 2022). Limited access to fair credit worsens
the situation (Onerci, 2021). High debt levels also weaken
national economic growth (Morgan, 2023) and harm long-
term household stability (McKernan, Ratcliffe, Steuerle,
& Zhang, 2014).

Yet, research gaps remain in identifying effective debt
management strategies suited to grassroots populations,
who may benefit from tailored solutions such as financial
education programs and policy reforms promoting

equitable access to credit (Collins & O'Rourke, 2010).
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Existing studies largely focus on macroeconomic impacts
of household debt, with limited exploration of community-
specific debt reform strategies for grassroots populations.

To address these gaps, this study seeks to contribute
to the literature by analyzing household debt among
Thailand's grassroots population. Specifically, the study
aims to: (1) identify key causes of household debt; (2)
examine the resulting social and economic impacts;
and (3) evaluate current and potential strategies for
debt management and reform. The findings will inform
more inclusive, community-based policy solutions

tailored to the needs of low-income households.

Il. LITERATURE REVIEW

Household debt in Thailand is especially severe
among grassroots populations due to low and unstable
incomes, limited access to fair credit, and poor financial
literacy. Many borrow not for investment, but to meet
daily needs, which leads to long-term debt cycles
(Sayamol Charoenratana, 2017). This review highlights
three key themes: causes, impacts, and management
of household debt.
A. Major Causes of Household Debt

The main drivers of debt include income insufficiency,
lack of affordable financial services, and the high cost
of living. Studies show that grassroots individuals often
borrow out of necessity, especially during crises like
COVID-19, which caused widespread income loss and
reliance on high-interest loans (Lusardi & Tufano, 2015;
Manop Udomkerdmongkol, 2020). Formal financial
institutions are often inaccessible, pushing many to
informal lenders with harsh terms. Inflation and rising
living costs further strain low-income households. Poor
financial knowledge adds to the problem, as many are
unaware of budgeting or lower-interest options (Onerdi,
2021). Research also notes that grassroots economies
lack stability and support systems (Prawet Wasi, 1999).

making credit a survival tool rather than a growth



strategy. Scholars call for local economic development
and targeted policies to support entrepreneurship and
income security, aiming to reduce long-term reliance

on debt (Kanchana Roadkaew et al., 2021).

B. Problems Arising from Household Debt
Household debt negatively impacts grassroots
populations on many levels. Financial strain often leads
to mental health issues such as anxiety and depression,
particularly where mental health resources are limited
(Sweet et al,, 2013). Debt also reduces the ability to
invest in education, home ownership, or small businesses,
limiting social mobility (Ratcliffe & McKernan, 2013). In
Thailand, where household debt is about 90% of GDP,
grassroots communities face severe pressure. Debt
repayment consumes most of their income, leaving little
for savings or daily needs. This stifles both local and
national economic growth, as consumer spending drops
(Rachata Tangnararatchakit, 2022). Young Thais, especially
under 35, are heavily burdened by education and
consumer debt. This limits their ability to save or invest,
delaying life milestones like home ownership and family
planning. Over time, this reduces their capacity to
support older family members and increases dependence
on government welfare (Veerathai Santiprabhob, 2021).
Debt also affects family and community relationships.
Financial stress contributes to conflict, domestic violence,
and social withdrawal (Suriya Hanphichai, 2020). The
emotional toll, paired with limited financial literacy,
traps many in long-term debt cycles, harming both
individual well-being and broader social stability (Prawet

Wasi, 1999).

C. Debt Management and Reform Strategies

To address grassroots debt, various strategies have
been introduced. Debt consolidation and restructuring
can reduce interest burdens, but these options mainly

benefit borrowers with steady income and good credit,
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making them less accessible to vulnerable groups
(Collins & O’Rourke, 2010). In Thailand, many in the
informal sector face obstacles in accessing such formal
support (Bank of Thailand, 2020). Improving financial
literacy is key. Community programs now educate people
on budgeting and debt management, helping prevent
further borrowing (Karn Pilantanadilok, 2020). Initiatives
like household accounting and village savings groups
have also proven helpful by encouraging financial
discipline and offering alternatives to high-interest loans
(Kamonwan Kittiudomrat, 2021; Suriya Hanphichai, 2020).
Government campaigns, such as the 2022 “Year of
Household Debt Resolution,” promote debt relief through
restructuring, lower interest, and financial counseling.
However, deeper issues like income inequality and
limited credit access still hinder long-term progress
(Rachata Tangnararatchakit, 2022).

One promising initiative is the “Debt Clinic,” which
consolidates unsecured personal loans and tailors’
repayment plans based on income (Bank of Thailand,
2021). For grassroots populations, combining education,
community support, and accessible financial tools

offers a path to sustainable debt recovery.

[ll. RESEARCH METHODOLOGY

A. Methodological Implications for Desk Research and
In-Depth Interviews

The findings from past research indicate a need for
a two-pronged research approach. Desk research will
allow for a comprehensive review of existing data on
household debt, providing a macroeconomic perspective
on the causes, problems, and policy responses. This
will include reviewing statistical reports from sources
like the Office of the National Economic and Social
Development Council (NESDC) and studies from Kasikorn
Research Center. In addition to desk research, in-depth
interviews with members of grassroots communities

and financial experts will offer qualitative insights into
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the lived experiences of debt and the perceived
effectiveness of current debt management strategies.
Through this mixed-methods approach, the research
aims to create a holistic view of household debt among
grassroots populations, providing valuable insights into
the structural changes needed to mitigate debt burdens

and support financial stability.

B. Desk Research

To ensure high reliability and validity, this study uses
verified data from reputable sources like NESDC, the
World Bank, and the Bank of Thailand. A structured
method guides data collection and analysis on household
debt’s causes, impacts, and solutions. Cross-referencing
studies such as Lusardi and Tufano (2015); Weidt Nuchja-
learn (2022) confirm consistent patterns. Through the
integration of quantitative economic data and qualitative
insights from academic literature and policy report, the
paper achieves high levels of reliability and validity,

offering a robust foundation for understanding the

complex dynamics of household debt among Thailand's

grassroots populations.

C. In-depth Interview

To achieve in-depth and diverse insights on household
debt among Thailand's grassroots population, the interview
sample was selected using purposive sampling to ensure
the inclusion of individuals who represent different debt
causes, occupations, and financial challenges within
this demographic. Table 1 presents the target population
profiles for in-depth interviews with frequency. For
qualitative studies like in-depth interviews, a sample
size of 20-25 participants is generally suitable to achieve
saturation of themes without overwhelming the research
with too much data (Townsend, 2013). This size (24
informants) allows for diversity in experiences and
perspectives, while enabling the researcher to draw
meaningful, in-depth insights from each interview.

In-depth Interview by using Semi-Structured Interview

Questions.

Table 1: Interviewee profile and frequency

Profile Description Frequency
Low-Income Earners and Individuals earning below the national average (15,000), relying on debt for basic
Daily Wage Workers needs. Daily wage laborers face unique economic instability and may offer insights 8
into survival-based borrowing.
Small Business Owners/ Entrepreneurs in grassroots sectors who may have debt from business investments
Market Vendors and personal loans. ’
Farmers/Agricultural This group is often in debt due to agricultural investment costs and climate-related
Workers income instability. ‘
Young Adults (Aged 25-35) | The younger demographic with significant credit card or personal loan debt, including
a focus on credit use and financial management challenges. ’
Debt Counseling Experts/ Professionals who offer guidance and support for debt management, providing
Financial Advisors insights into effective strategies and common challenges for grassroots populations. ’
Policy Makers/ Individuals involved in developing or implementing debt management policies or
NGO Representatives supporting financial well-being for low-income households. ’
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Table 2: Summary of semi-structure question to each group and sample of answer

Group

Semi-structured question

Example of answer

Low-Income Earners
& Daily Wage

Workers

1. What are your main sources of income,
and what makes it hard to cover daily
expenses?

2. Why did you take on debt? (e.g., for
basic needs, health, education)

3. How do you decide when to borrow
money and where do you borrow from?
(e.g., family, informal lenders, banks)

4. How has having debt affected your daily
life and financial situation?

5. What problems have you had with
paying back debt?

6. What do you do to manage your debt?
7. Have you gotten help with managing
your debt? What kind of help would be

most useful to you?

1. | depend on daily wages, but the income is not regular, so
it’s hard to meet basic needs, especially during slow seasons.
2. | borrowed money to pay for my children’s education,
hoping it will help them have a better future.

3. | often borrow from informal lenders with high interest
because they’re the only ones who will lend to me when |
don’t have enough money.

4. Debt causes me constant stress, and it’s hard to save or plan
for the future. Sometimes, the pressure of paying it back feels
too much.

5. Yes, with income that isn’t steady, it’s hard to pay back debt
on time. Some months, | have to skip payments or borrow
more just to keep up.

6. | have to manage different loans, sometimes taking new
loans to pay off old ones. It feels like I’'m stuck in a never-
ending cycle.

7. No, | haven’t gotten any help with managing debt. It would

be good if someone could show me

Small Business

1. What are the main money needs of your

1. I often need to borrow money to pay for things like

Owners/Market business, and how do they affect your inventory and supplies, which makes my debt worse, and
Vendors debt? sometimes | end up borrowing more just to keep going.
2. Have you borrowed money for your 2. Yes, | had to borrow money just to pay for daily costs, like
business? Why? (e.g., for inventory, growth) buying inventory, because the money | make isn’t enough to
3. Do you have trouble getting affordable cover everything.
credit for your business? 3. It’s hard to find affordable loans. Most loans have really high
4. How does business debt affect your interest, which makes it tough to grow or even just break even.
personal finances? Can you keep them 4. My personal money and business money get mixed up.
separate? Sometimes | use my own money to pay for business debts,
5. How has debt stopped you from growing | which makes it hard to manage my household finances.
or keeping your business going? 5. Having so much debt stops me from buying new products or
6. How do you pay back debt when your growing my business. | spend more time paying off debt than
business income is low? thinking about expanding, and it’s frustrating.
7. Are there any financial services or 6. When | don’t make enough money, it’s hard to pay back my
policies that could help your financial debts on time. Sometimes, | have to borrow more money just
situation? to pay off the old debts.
7. It would help if there was more credit | could get with fair
interest and easy ways to pay it back. The current loans are too
hard to get and don’t really fit what my business needs.
Farmers/ 1. How does having money go up and 1. Seasonal income makes it hard to plan, so | often have to

Agricultural Workers

down through the seasons affect your
finances and lead to debt?
2. Why do you take on debt? (e.g., for

equipment, seeds, fertilizer)

borrow money during the off-season.

2. | borrow for seeds, fertilizer, and equipment repairs, but |
keep borrowing more, and the cycle never ends.

3. Financial services are far away, and the high interest makes it

hard to get loans.

101




Journal of Business Administration and Languages (JBAL)
Vol.13 No.2 July - December 2025

Table 2: Summary of semi-structure question to each group and sample of answer (cont.)

Group

Semi-structured question

Example of answer

Farmers/

Agricultural Workers

3. Is it easy to access financial services for
farmers in your area?

4. How has debt affected your farming and
your household’s money situation?

5. Have you had trouble paying back debt
because farming income changes with the
seasons?

6. What do you do to manage debt,
especially when income is low?

7. Are there any programs or policies that

could help manage debt better?

4. Debt is stressing both my work and home life. It’s hard to
keep up with payments.

5. Farming income is unpredictable, so | sometimes miss
payments when the money is too low.

6. When income is low, | struggle to pay back debt and end up
borrowing more, which makes it worse.

7. We need debt forgiveness or longer repayment times,

especially for small farmers like us.

Young Adults (Aged
25-35)

1. What are your main money goals and
challenges right now?

2. Why did you take on debt? (e.g.,
education, lifestyle, investments)

3. Is it easy or hard to get credit, and where
do you borrow money from?

4. How does debt affect your financial
situation and future plans?

5. Have you had problems managing or
paying back your debt?

6. What do you do to manage your debt?
7. Are there any financial services or help
that would make managing debt easier for

you?

1. My goal is to be financially independent, but I’'m always
struggling with living costs, student loans, and other debts.

2. Most of my debt is from lifestyle choices and education
loans. It’s hard to manage, and | feel like I'm always in debt.

3. Credit is easy to get, but the loans have high interest, making
it hard to manage. | rely on payday loans when money is tight.
4. Debt stops me from saving or investing. It’s hard to think
about the future when I’m just trying to get by.

5. Yes, it’s overwhelming. I’ve missed payments and can’t
catch up with the high-interest debt.

6. I’m trying to consolidate credit card debt, but | still have too
many loans. Sometimes, | don’t know where to begin.

7. 1 wish there were more affordable debt counseling. It’s hard

to manage debt without clear help.

Debt Counseling
Experts/

Financial Advisors

1. Why do poor people usually take on
debt?

2. What money habits do you see in
families with debt?

3. How does debt affect families and
individuals in poor communities?

4. What long-term problems do you see
from having too much debt?

5. What advice do you give to people
struggling with debt?

6. What changes or services could help fix

debt problems in poor communities?

1. People take on debt because they don’t understand money
and make bad choices. High-interest loans and lenders who
take advantage of them make it worse.

2. Many borrow money without knowing about interest rates,
repayment, or the risks. They often rely on informal lenders.

3. Debt causes stress and makes the poverty cycle worse. It
affects family life and makes it hard to plan for the future.

4. High debt causes long-term problems. Families keep
borrowing and sometimes lose their homes or go bankrupt. It
stops financial growth.

5. Clients struggle to pay off big debts. | suggest consolidating
debt or asking for lower interest rates, but it doesn’t always
help.

6. There needs to be more affordable credit, better protections
for borrowers, and debt relief programs. Without these, poor

communities will keep facing debt problems.
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Table 2: Summary of semi-structure question to each group and sample of answer (cont.)

Group Semi-structured question

Example of answer

Policy Makers/NGO 1. What are the main reasons poor

Representatives people get into debt?"

debt worse for families?

3. How does debt in poor communities
affect the economy and local
development?

4. What social or economic problems do
you see from high debt in these groups?
5. What policies or programs are there to
help with household debt?

6. What changes would help manage
debt and improve financial stability for

poor communities?

2. How do financial services help or make

1. The main reasons are poor understanding of money, no
access to proper financial services, and relying on high-
interest loans. People also don’t have savings and worry
about job security.

2. Services like payday loans and credit make debt worse.
There aren’t affordable financial products for low-income
people, leading to predatory lending.

3. High debt stops local growth. People borrow just to
survive, which lowers spending, reduces community
investment, and weakens the economy.

4. Debt causes stress and makes people less productive. It
hurts family life and mental health, keeping people in
poverty and stuck with few opportunities.

5. Current programs don’t help much. Debt relief and loans
don’t reach the most in need, and there’s not enough
support.

6. There should be stricter rules on interest rates, more
access to affordable credit, and better debt relief programs.

Without these, debt problems will keep getting worse.

D. Semi-Structured Interview Questions

A set of semi-structured interview questions is tailored
to each target population profile and aim to elicit insights
aligned with the research objectives on the causes of
debt, its impacts, and possible management or reform
approaches. Table 2 summarizes the questions and sample
answer for each question to each group.

This study uses in-depth, semi-structured interviews
to enhance reliability and validity by capturing personal
experiences of household debt among grassroots
populations. Common themes like income instability
and borrowing for daily needs consistently emerged.
One construction worker shared, “My income is
unpredictable... | end up borrowing from friends,” while
a food vendor said, “The cost of ingredients has risen...
| barely make enough to cover expenses.” These
insights confirm debt is often driven by daily survival.
Participants also cited debt for essential needs like

education and healthcare. One parent noted, “I take
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on debt to pay for school fees.” Another said, “When
a health emergency hits, | have no other choice.” These
shared struggles validate the findings, showing debt is
both a survival tool and a source of emotional strain.
These responses reveal the lived realities behind the
data, confirming both the reliability and validity of
insights into the impacts of debt.

IV. RESULTS AND SYNTHESIZING THE RESULTS

A. Results from Desk Research

The findings from desk research reveal a complex
interplay of economic, social, and policy-related factors
that contribute to the household debt crisis among
Thailand’s grassroots population. Each research objective,
identifying the causes, understanding the consequences,
and examining potential solutions has been analyzed
based on both statistical data and insights from existing
studies, which have been drawn from a variety of credible

sources to ensure high levels of reliability and validity.
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1) Major Causes of Household Debt: Household debt
in Thailand is driven by income stagnation, high living
costs, and unstable employment. Over 30% of the
workforce is in informal or seasonal jobs, which are low-
paying and unstable, worsened by the COVID-19 downtum,
leaving 1.2 million unemployed in 2021 (NESDC, 2022).
High-interest credit products, like credit cards, have
further increased debt levels, with 30% of credit card
holders under 35, making younger populations particularly
vulnerable (Kasikorn Research Center, 2020). Moreover,
18% of household debt is non-performing, indicating
repayment difficulties (Weidt Nuchjalearn, 2022). Small
businesses face challenges accessing affordable capital,
with SME loans making up just 20% of bank portfolios,
while 40% of rural households lack access to affordable
financial services, relying on informal loans (World Bank
Group, 2022; The Nation, 2023). Agricultural workers are
also affected by weather-related income fluctuations,
with extreme weather causing significant losses in rice
production (Chitnucha Buddhaboon, Yaowaluk Sankum,
Srayut Tongnoy, & Attachai Jintrawat, 2022; Shrestha &
Roachanakanan, 2021).

2) Problems Arising from Household Debt: Thailand's
household debt is at alarming levels, projected to reach
91.4% of GDP (16.9 trillion baht) by the end of 2024 (Gupta
& Desk, 2024). The average household debt has risen to
606,378 baht, with 30% from informal lenders like loan
sharks (Languepin, 2024). Monthly debt repayments
average 18,787 baht, contributing to a 71.6% delinquency
rate and non-performing loans of 152 billion baht in
2023 (The World Bank, 2021). Rising debt, coupled with
stagnant incomes and high living costs, leads to reduced
spending, family stress, and domestic violence. Informal
loans among households surged to 85 billion baht in
2021, reflecting heavy reliance on borrowing (Bank of
Thailand, 2021; Economic Intelligence Center, 2022).
High debt levels also limit business reinvestment, trapping

individuals in debt cycles (Desk & Maung, 2024). While
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debt restructuring and relief measures exist, broader
financial inclusion reforms are necessary to address
these issues, particularly for young adults facing credit
card debt challenges (Kasikorn Research Center, 2020).

3) Debt Management or Reform Approaches and
Problem-Solving Strategies: Thailand's debt management
strategies face challenges. The "Year of Household Debt
Resolution" campaign helped 2 million borrowers with
debt restructuring and interest rate reductions but did
not address root causes like income inequality, low wages,
and financial literacy (Bank of Thailand, 2024). Household
debt is projected to reach 16.9 trillion baht (91.4% of
GDP) in 2024, contributing to economic stagnation as
households prioritize debt repayments over consumption
(Asia News Network, 2024). Non-performing loans (NPLs)
peaked at 4.5 million during the pandemic, mostly from
personal and agricultural loans (World Bank Group,
2024). Many low-income families struggle to access
formal debt relief, relying on high-interest informal
lending, which makes up 30% of household debt.
Experts advocate for financial literacy and fair credit
access to reduce debt reliance (The Online Citizen,
2024). Sustainable reforms, including financial education
and responsible lending, are essential for improving

debt management (Thailand Business News, 2023).

B. Results from In-depth Interview

1) Major Causes of Household Debt: Low-income
earners and daily wage workers in Thailand often face
financial instability and rising costs, leading to household
debt. Their incomes from jobs like factory work or market
vending are insufficient for basic needs. Borrowing is
common for emergencies, education, business needs, or
social obligations like weddings, with some using high-
interest loans to pay off old debts. Informal lenders are
quick but costly, while community savings groups offer
lower rates. Despite budgeting efforts, emergencies

force borrowing, trapping them in a debt cycle.



Small business owners and market vendors face
similar challenges, borrowing for inventory, equipment,
or expansion. However, cash flow issues and high-
interest loans can worsen their financial strain. Access
to affordable credit is limited, with barriers such as strict
eligibility and high rates from informal lenders. Some
entrepreneurs benefit from community microloan
programs, underscoring the need for tailored financial
products and supportive policies to help them manage
debt and grow sustainably.

Farmers face household debt due to seasonal
income variability, often relying on informal lenders.
Financial planning can help, but limited access to
formal financial services and barriers like distance to
banks hinder progress. Microfinance and government
programs offer some relief, but farmers need simpler,
more inclusive financial services and education to break
the debt cycle.

Young adults (25-35) struggle with managing student
loans, saving for emergencies, and balancing debt
repayment with future goals. Some rely on high-interest
loans or family support. They seek better access to
credit, lower rates, and financial planning tools.

Debt counseling experts highlight the impact of low
income, poor financial literacy, and social pressures on
debt accumulation. Informal lenders trap many in high-
interest cycles. Addressing these challenges requires
better financial education and improved access to low-
interest credit. Policymakers and NGOs advocate for
more inclusive financial services and expanded social
safety nets to tackle debt issues.

2) Problems Arising from Household Debt: Low-
income earners and daily wage workers in Thailand face
significant financial challenges due to household debt.
Many struggles with unstable incomes, high-interest loans,
and unclear repayment terms, leading to stress and
family strain. Some attempt to manage by budgeting and

prioritizing needs, but others sacrifice essentials like
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food or healthcare. To cope, many work longer hours
or borrow from family, but this often worsens the
pressure. Some use debt positively, starting businesses
or joining savings groups, but debt limits their financial
choices and keeps many feeling trapped.

Small business owners and market vendors also face
complex debt challenges. Many blend personal and
business finances, borrowing to cover cash flow gaps or
expand operations. While some report improved financial
discipline, others struggle with rising costs and high-interest
loans that limit growth. Debt often reduces personal
savings and hinders business development. There is a
need for accessible financial management support and
affordable credit tailored to these entrepreneurs’ unique
needs.

Farmers in Thailand experience debt due to seasonal
income fluctuations, often borrowing for farming inputs
or emergencies. While credit can improve yields, irregular
income and unpredictable weather make repayment
difficult, leading to debt accumulation. Flexible repayment
options and improved seasonal loan structures are needed
to support farmers.

Young adults (25-35) often rely on debt for education,
cars, or emergencies but face challenges in managing
repayments due to high-interest credit cards, irregular
income, and consumer pressures. Despite efforts to budget
and seek financial advice, many struggle to save or invest.
The burden of student loans remains a significant obstacle.

Debt counseling experts emphasize the emotional
toll of debt, including anxiety and strained relationships.
Education on borrowing and access to counseling are
essential to help individuals break the cycle. Policymakers
and NGOs recognize the need for more inclusive financial
services and improved social safety nets to support
debt management and long-term economic stability.

3) Debt Management or Reform Approaches and
Problem-Solving Strategies: Low-income earners and

daily wage laborers manage by budgeting, minimizing
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daily costs, and prioritizing high-interest repayments.
Some take extra jobs despite exhaustion. Informal support
from family, friends, and savings groups helps, while a
few access workshops or learn from online tools. However,
many still lack professional guidance and seek better
access to financial counseling, literacy programs, and
debt relief.

Small business owners and market vendors cut both
personal and business expenses, borrow informally, or
sell assets to meet obligations. Some reduce stock,
limit working hours, or take on side work. They often
negotiate with lenders or dip into business savings.
Many calls for improved access to microloans, flexible
repayment terms, government grants, tax relief, and
digital tools. A more inclusive credit scoring system is
also needed to reflect their true financial situations.

Farmers and agricultural workers rely on informal
loans, asset sales, and seasonal credit. Some fall into
debt cycles by borrowing to repay old loans. Cooperatives
offer limited support. Farmers recommend reforms like
lower interest rates, flexible repayments, crop support,
debt restructuring, financial literacy, weather insurance,
and grants.

Young adults (25-35) use budgeting apps, consolidate
loans, and reduce non-essential spending. Some rely
on family help or use structured repayment methods
like the snowball strategy. They advocate for youth-
specific loans, flexible payment options, and government
programs to boost financial stability.

Debt counselors suggest practical methods like
building

budgeting, prioritizing high-interest debts,

emergency funds, and early communication with creditors.

They warn against borrowing to repay existing loans.
Policy makers and NGOs offer debt restructuring,

literacy programs, and small business loans. Yet, access
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is limited, especially in rural areas. More inclusive
programs, stronger welfare, and income stability are

needed to address root causes of debt dependency.

C. Data Analysis and Synthesis

Data from desk research and semi-structured interviews
were analyzed using thematic analysis. First, all interview
transcripts and key documents were carefully reviewed.
Initial codes were generated inductively based on
recurring topics and keywords. These codes were then
grouped into broader themes that reflected patterns
across both data sources.

A comparative approach was employed to synthesize
insights from desk research (e.g., existing policy documents,
reports) with primary data from interviews. Themes
identified from desk research were used as a framework
to guide interpretation of interview data, allowing for
triangulation and deeper contextual understanding.
This process enhanced the validity and transparency of
the analysis.

Thematic analysis followed Braun and Clarke (2006)
six-phase framework. Table 3 summarized what this study
have done and presented some examples of each phase.

Desk research findings were first used to identify
macro-level patterns and existing policies, while interviews
provided micro-level insights and validated or challenged
these findings through real-life experiences. This comparative
process allowed a triangulated synthesis that strengthened
the validity of interpretations. The integration of these
two data sources was guided by the conceptual framework
(Figure 1), which outlines the interaction between structural
factors, household behaviors, and policy interventions

in shaping grassroots debt dynamics.
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Table 3: Summary of thematic analysis

Phases

What to do

Examples

1. Familiarization

with the data

Reading interview transcripts from low-income
workers, small vendors, farmers, young adults, and
experts — along with desk research documents (e.g.,

reports from Bank of Thailand, NESDC)

“Debt causes me constant stress... sometimes, the
pressure of paying it back feels too much.”
(Interview — Daily Wage Worker)

“Thailand’s household debt is projected to reach
91.4% of GDP...” (Desk Research - Bank of Thailand
2024)

Both information help identifying patterns like

financial stress and high debt levels.

2. Generating

initial codes

Highlighting keywords or ideas that repeatedly

» o«

appeared, such as: “unstable income”, “seasonal

income”, “low income”

Then codes into the following theme like “income

instability”,

3. Searching for

themes

Grouping similar themes into broader themes

Codes: “income instability,” —Theme: “Causes of

debt”

4. Reviewing

themes

Comparing themes across groups and sources to
check for consistency and make sure each theme

was supported by evidence

Both desk research (e.g., 91.4% debt-to-GDP, NPL
levels) and interviews (e.g., “I have to borrow more
to repay old loans”) confirmed the theme “debt
cycle and repayment stress”.

Another finding is that “Informal lending reliance”
was common across farmers, young adults, and

vendors, confirming its relevance

5. Defining and

naming themes

Finalizing the names and scope of each theme to

clearly reflect the patterns

1. Causes of Debt - e.g., insufficient income, rising
costs of living, inadequate financial literacy,
structural barriers

2. Impacts of Debt - e.g., financial strain and debt
cycles, emotional and mental health impacts,
broader economic and social implications, lack of
structured support systems

3. Debt Management - e.g., debt restructuring and
consolidation, financial literacy and education,

community-based solutions, policy-level reforms

6. Writing the

report

Writing the results by organizing them under the

themes

Conceptual Framework

Causes of Debt

- Insufficientincome,

- Rising costs of living,

- Inadequate financial literacy,
- Structural barriers

Problems of Debt
- Financial strain and debt cycles,

- Emotional and mental health impacts,
- Broader economic and social implications,
- Lack of structured support systems

Debt Management

- Debt restructuring and consolidation,
- Financial literacy and education,

- Community-based solutions,

- Policy-level reforms

1) Major Causes of Household Debt: A Synthesis

1.1) Insufficient Income and Economic Instability: Many
low-income workers and daily wage laborers struggle
with irregular incomes, often insufficient to cover essential
needs, leading to frequent borrowing. This issue is

compounded by the COVID-19 pandemic, job losses,

and limited access to social protection. Farmers and

Figure 1: Conceptual Framework
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small business owners face additional challenges due
to seasonal income variability and high operational costs.

1.2) Rising Costs of Living: Inflation and increased prices
for food, housing, and healthcare further strain household
budgets, forcing families to borrow for education, medical
emergencies, or social obligations. These rising costs,
coupled with stagnant incomes, push individuals into
high-interest informal loans.

1.3) Limited Access to Affordable Credit: Many grass-
roots households cannot access formal loans due to
lack of collateral or stable incomes, relying instead on
informal lenders who charge high interest. This creates
cycles of debt, especially for small business owners,
farmers, and young adults who struggle with credit card
debt and loans.

1.4) Inadequate Financial Literacy: Poor financial literacy
prevents individuals from making informed borrowing
decisions, exacerbating debt. Many participants expressed
the need for financial education to improve budgeting
and debt management skills.

1.5) Structural Barriers: Structural issues, such as income
inequality and insufficient social safety nets, contribute
to the problem. With 62% of Thai households lacking
emergency savings, many remain vulnerable to financial
shocks and predatory lending. These interconnected
factors underscore the urgent need for better financial

policies and support systems to alleviate debt pressures.

2) Problems Arising from Household Debt: A Synthesis

2.1) Financial Strain and Debt Cycles: High-interest
loans and repayment difficulties create cycles of debt,
particularly for low-income earners, daily wage laborers,
and small business owners. With 30% of household
debt from informal lending, repayments often exceed
family incomes, leaving little room for savings. Farmers
face additional strain during off-seasons, and limited
access to affordable loans forces reliance on informal

lenders, worsening financial insecurity.
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2.2) Emotional and Mental Health Impacts: Debt causes
significant psychological stress, anxiety, and depression,
exacerbated by limited mental health care in grassroots
communities. This emotional strain leads to family conflicts
and even domestic violence, undermining family stability.
For young adults, debt delays important life milestones,
such as homeownership or starting families, reducing
social mobility and increasing reliance on government
support.

2.3) Broader Economic and Social Implications: High
household debt, projected to reach 91.4% of GDP by
2024, limits consumer spending and stifles economic
growth. The intergenerational nature of debt creates
cycles of poverty, with younger generations unable to
build wealth or prepare for retirement, further entrenching
financial insecurity.

2.4) Lack of Structured Support Systems: The absence
of accessible repayment frameworks and the reliance
on unregulated, predatory informal credit intensify financial
distress, as many struggle to understand loan terms and

repayment options.

3) Debt Management and Reform Approaches: A
Synthesis

3.1) Debt Restructuring and Consolidation: Debt
restructuring, like the "Debt Clinic" program by the Bank
of Thailand, helps consolidate debts into single payments
at lower interest rates. However, these solutions are
often inaccessible to vulnerable groups due to strict
eligibility criteria. Government relief initiatives, such as
the "Year of Household Debt Resolution" campaign,
provide temporary relief but do not address deeper
systemic issues like income inequality and job insecurity.

3.2) Financial Literacy and Education: Financial literacy
programs are vital for preventing further debt accumulation.
Many low-income earners lack the knowledge to manage
debt effectively (Karn Pilantanadilok, 2020). Initiatives
by the Bank of Thailand and local institutions target



grassroots communities, especially in rural areas, teaching
debt management and budgeting to reduce reliance on
high-interest credit.

3.3) Community-Based Solutions: Savings groups and
microfinance programs offer low-interest loans, reducing
dependence on informal lenders. Cooperative banks
and village savings groups help farmers manage income
volatility, providing more stable credit access.

3.4) Policy-Level Reforms: Experts suggest expanding
affordable credit access through government-backed
programs and regulating informal lenders. Policymakers
also advocate for vocational training to improve income
stability and reduce borrowing dependency, aiming for

long-term financial resilience.

V. CONCLUSION AND DISCUSSION

The findings from desk research and in-depth interviews
provide a comprehensive view of household debt among
Thailand’s grassroots populations, addressing the causes,
impacts, and potential solutions.
A. Major Causes of Household Debt

The primary causes include low, unstable income,
limited access to affordable credit, and inadequate
financial literacy. This aligns with previous studies (Weidt
Nuchjaleamn, 2022, NESDC, 2022), which highlight income
instability in informal sectors like daily wage labor and
agriculture. The reliance on high-interest informal loans,
especially among young adults, exacerbates the issue,
as noted by Kasikorn Research Center (2022). Structural
economic issues, combined with easy credit access and
low financial literacy, contribute to a cycle of debt

dependency.

B. Problems Arising from Household Debt

Debt leads to significant personal, social, and economic
impacts. Mental health issues, including anxiety and
depression, are linked to high debt (Sweet et al., 2013).

Interviews confirm these effects, with respondents
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reporting stress and strained family relationships.
Economic consequences, such as reduced disposable
income and hindered investment, are also confirmed
by the World Bank (2021). Small business owners
struggle to reinvest, limiting economic mobility (Rachata

Tangnararatchakit, 2022).

C. Debt Management or Reform Approaches

While government debt restructuring programs offer
temporary relief, they fail to address root causes.
Financial education programs, highligshted by Collins
and O’Rourke (2010), are crucial for long-term solutions.
Both desk research and interviews suggest that targeted
programs for seasonal workers and low-income earners,
such as flexible loan repayments, are needed for

sustainable relief (Karn Pilantanadilok, 2020).

VI. MANAGERIAL IMPLICATION

This research offers actionable insights for policymakers,
financial institutions, and community organizations
to improve debt management and alleviate financial
pressures on grassroots populations.
A. Tailored Financial Products

To support communities with irregular incomes, such
as farmers and daily wage earners, accessible, low-
interest loans with flexible repayment terms should be
developed. These should align with seasonal income
fluctuations to prevent debt accumulation during lean

periods.

B. Enhanced Financial Literacy Programs
Community-based financial education initiatives
focusing on debt management, budgeting, and the risks
of high-interest loans are essential. These programs
should involve local NGOs and leaders to ensure they

effectively reach marginalized groups.
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C. Community-Based Lending Models

Promoting community-based lending models like
savings groups and microfinance can reduce reliance on
high-interest informal loans. These models encourage

collective financial responsibility and mutual assistance.

D. Policy and Regulation Enhancements

Strengthening regulations to prevent predatory
lending and ensuring fair credit access is crucial.
Government-backed debt consolidation schemes can
simplify repayments and protect vulnerable populations

from exploitative lending practices.

E. Data-Driven Decision-Making

Financial institutions should use data analytics to
assess repayment patterns and design risk-sensitive
financial products. This approach can create personalized
loans that align with borrowers’ financial capabilities,
reducing over-indebtedness.

By adopting these strategies, stakeholders can address
the root causes of household debt, reduce financial
strain, and foster long-term financial stability for grassroots

populations.

VII. LIMITATIONS OF THE STUDY

While this study offers valuable insights into
the causes, consequences, and potential solutions for
household debt among Thailand’s grassroots population,
several limitations should be acknowledged.

First, the qualitative component of the research
relies on purposive sampling of 24 participants, which,
while sufficient for thematic saturation, may not capture
the full diversity of experiences across all regions and
sub-groups within the grassroots population. Therefore,
the findings are not statistically generalizable, though
they provide rich, contextual understanding.

Second, the semi-structured interviews may be

influenced by response bias, as participants might
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underreport sensitive financial behaviors or overstate
challenges due to social desirability. Although confiden-
tiality was emphasized, these factors could have
impacted the accuracy or completeness of responses.

Third, the study primarily focuses on individual-level
and community-level perspectives, and while desk
research included national data, policy-level insights
were limited by the availability and transparency of
government reports, particularly on the outcomes of
specific debt relief programs.

Finally, the cross-sectional nature of both the desk
research and interviews provides a snapshot of the
situation but does not capture changes over time.
Longitudinal studies could offer more comprehensive
insights into how household debt evolves and how
different strategies perform over time.

Despite these limitations, the mixed-methods approach
and triangulation of data sources enhance the validity
of the findings and provide a solid foundation for future

research and policy dialogue.
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Abstract

This study explores factors influencing Malaysian tourists' destination loyalty to southern Thai border throughout
an intense competition in the post-COVID-19. Malaysian tourists as the largest international visitor in 2025 of
Thailand, comprehensive research on this concept has a significant need, where in developing nations has been
limited. The research employed a triangulation approach and forms an integration of data: in-depth interviews and
focus groups analysis to heightened validity. The research extends existing destination loyalty frameworks. The
study indicates that price fairmess, Halal-SERVQUAL, and perceived customer value significantly influence Malaysian
tourist satisfaction and loyalty. The Halal-SERVQUAL stands for the service quality construct of Malaysian tourists
visiting the Thailand southern border. The research enhances understanding of service quality, customer value,
tourist loyalty and the development of the Halal-SERVQUAL conceptual framework in developing nations, in
particular in Thai southern border tourism contexts, offering valuable insights for business practitioners to heighten

economies.
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. INTRODUCTION

The global tourism industry, with intense competition
currently, is still a major economic impetus and grants
significantly to both local and national development
(UN Tourism, 2024; Sharma, Thomas, & Paul, 2021). In
order to remain competitive, tourism destinations are
increasingly focusing on nurturing destination loyalty
over visitors (Parilla, 2023; Pramanik, 2025). According
to The Nation (2025), the top five source visitors for
Thailand's Tourism in 2025, Malaysia (3,856,816) steadily
ranks as the top source market for Thailand's tourism
industry, remarkably other countries such as China
(3,774,771), India (1,984,859), Russia (1,418,101) and
South Korea (1,274,415). Recently, Thailand has been
seen as a noteworthy destination for Malaysian tourists.
This study extended the definition of loyalty in
developing nations, where it is often limited to fully
understanding; therefore, the study provides a value of
understanding its complexity in the intense competition
of an era for the marketing strategy outcome. The
Tourism Authority of Thailand (TAT) has unveiled an
ambitious strategy targeting the attraction of 40 million
international visitors in 2025, with the objective of
increasing tourism revenue by 7.5% to reach 3.4 trillion
baht (approximately $98.5 billion) (Editorial Team,
2025). Despite Thailand’s popularity among Malaysian
tourists, maintaining their destination loyalty has
become increasingly challenging, as factors critically
influence their decision to revisit (Wangbenmad, 2023).
Recognizing the importance of these factors, this study
contributes to the country’s economic goals through
destination loyalty strategies aimed at enhancing the
value and competitiveness of the tourism sector. The
research question of the study was, “What kinds of
factors motivate customers to encourage patrons to be
a repeat of the destination choice and to recommend

their chosen venue to their friends?”.
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Il. RESEARCH OBJECTIVE

This study extends knowledge of destination loyalty
in particular to factors that influence destination loyalty
where it generates significant value in Thailand at the
moment. Despite Thailand’s popularity among Malaysian
tourists, maintaining their destination loyalty has become
increasingly challenging, as factors such as destination
attractiveness, social interaction, and perceived value
critically influence their decision to revisit (Wangbenmad,
2023). Given the significance of these factors, this study
was initiated to address the issue of declining loyalty
and to explore a new destination loyalty conceptual
model through qualitative research for strategies that
improve tourist loyalty behaviors. Future research should
explore and generalize the research results. The following

section provides a review of the related literature.

lll. LITERATURE REVIEWS

The scholars have supported the prediction of
consumer behaviors in behavioral intention with the
Theory of Planned Behavior (TPB) (Armitage & Conner,
2001). The Theory of Planned Behavior, introduced by
Ajzen’s in 1985, is widely supported for understanding
and predicting consumer behavior. Ajzen (1985) intention
paradigm is posited by attitude towards the behavior,
subjective norms, and Perceived Behavioral Control
(PBC). There is evidence for strong intention-behavior
relations that has been affirmed in numerous studies
(Ajzen, 1985; Hagger et al., 2023; Zeithaml, Berry, &
Parasuraman, 1996). Consumer purchase behavior has
grown tremendously for businesses and scholars and
research on destination loyalty, particularly in developing
nations, is often limited to fully understanding its
complexity in the intense competition era (Rasoolimanesh,
Chee, & Ragavan, 2025); likewise, the study explores
destination loyalty to understand consumer behavior
in southern border Thailand. Destination loyalty has

arisen as a pivotal factor for the long-term sustainability



of the tourism industry (Miah, Hag, Biswas, Szabo-
Szentgroti, & Walter, 2025).

The marketing literature extensively studies destination
loyalty, a crucial facet of the tourism industry (Oliver,
1999; Xu, Tan, Lu, Li, & Qin, 2021). The literature on
destination loyalty embodies various theoretical
perspectives and practitioner insights (Sharma et al,,
2021). The study emphasizes the significance of repeat
visits and positive word-of-mouth as crucial indicators
of destination loyalty, despite the emergence of
numerous theoretical perspectives and practices (Cruz-

Milan, 2023; Tammubua & Surapto, 2021).

Perceived

Cultural

Satisfaction

]

Perceived Destination Loyalty

Safety

-Re-visiting
-Word-of-
Mouth(WOM)

]

Trust

-]

Convenience

(Transportation)

Figure 1: Theoretical framework of tourists’ destination loyalty
(Adapted from Akroush, Jraisat, Kurdieh, AL-Faouri and Qatu
(2016))

Figure 1 shows factors influencing tourist satisfaction
and destination motivations, which in turn shape the
intricate concept of destination loyalty. Akroush et al.
(2016) investigated the relationships between destination
image, tourist satisfaction, and destination loyalty in the
context of Jordan's tourism industry. The result implies
a positive destination image enhances tourists' likelihood
of returning and also increases their likelihood of
recommending it to others. This study extended
Akroush et al. (2016) destination loyalty model in
developing countries, where comprehension is frequently

constrained.
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IV. RESEARCH METHODOLOGY

Rasoolimanesh et al. (2025) argues that destination
loyalty, a multifaceted construct, is under-explored in
developing nations; likewise, this study aims to address
this gap by analyzing the determining factors of Malaysian
travelers' destination loyalty in southern border districts.
To answer this question, the study employed an
exploratory approach to discover insights into Malaysian
travelers' motivations, behaviors, perceptions, and
experiences (Churchill, 1992; Gossling, Scott, & Hall
2021; Saunders, Lewis, & Thornhill, 2003). Flick (2002)
asserts that integrating diverse theoretical perspectives
concretes the potential of knowledge production.
Qualitative methodologies are particularly well-suited
for constructing new theoretical frameworks, making
them an appropriate choice for investigating and
developing a destination loyalty model within the
context of a developing nation (Wei, 2023). Qualitative
research serves as a powerful data collection for
exploring lived experiences because it offers researchers
an insight that is often inaccessible through quantitative
research (Denzin & Lincoln, 2011). Focus groups and in-
depth interviews provided foundational understanding
that shaped a loyalty model for the destination
(Gallarza, Lupu, & Barton-Harvey, 2024; Yi & Amin, 2024).

This study exploited in-depth interviews and the
focus group using an identical discussion guide to
explore and elaborate on the research question in
Narathiwat. Narathiwat is one of Thailand's southern-
most provinces that shares a direct land border with
Malaysia. It is culturally and demographically aligned
with Malaysia in several ways. Generalizability in
qualitative research is analytical or theoretical rather
than statistical; that is, results are deemed reliable and
relevant when they reflect the range and depth of
participants' experiences from data saturation and
provide the credible conclusion (Rahimi & Khatooni,

2024; Ahmed, 2025). The qualitative data research
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sample size was determined by reaching saturation in
order to ensure that no new insights were emerging
from the data (Lowe, Norris, Farris, & Babbage, 2018).
A. In-depth Interview

The study used purposive sampling to conduct in-
depth interviews with knowledgeable individuals in
Malaysian tourism in Narathiwat. Two groups of
participants were identified: firstly, the tourism industry
stakeholders group consisted of government repre-
sentatives directly involved in Narathiwat's tourism
industry. Secondly, tourism experts and Malaysian
tourists, who were entrepreneurs and travel agents,
provided insights into factors influencing destination

loyalty in the southern border tourism industry.

B. Focus Group

The study employed a multistage sampling approach
to select Malaysian visitors who were in Narathiwat as
participants, initially determining possible locations
within Narathiwat using a basic random sampling
technique, subsequence by convenience sampling.
Using basic random sampling, it is possible to
objectively select a representative mix of tourist
destinations, including restaurants, shopping malls,
hotels, and street food markets to increase reliability
by reducing location-selection bias (Etikan & Bala, 2017).
The initial selection is still objective and unbiased using
convenience sampling since researchers can approach
a geographically defined area and collect data from
available tourists. Convenience sampling enhances the
ease of conducting the fieldwork. The study screened
participants to reassure their familiarity with the

destination with diverse backgrounds for a diverse

viewpoint on consumer behavior.

V. RESULT AND DISCUSSION
The study, which interviewed ten participants,

analyzed the tourism dynamics between Malaysia and
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the southern border of Thailand, consisting of government
representatives and private sector experts. Data analysis
comprised of seven stages in a comprehensive framework

for validity in exploratory research, as in Figure 2.

Stage 1: Identify the core components that addressing the question and Isolate primary concepts and

2

Stage 2: Analyze literal meaning by looking at the literal definition of an  important statement and

breaking down the statement's explicit content.

Stage 3: Analyze the statement context by taking into account the circumstances surrounding the

main jdea

statement.

pu

Stage 4: Analyze logical consistency and identifying any possible inconsistencies ~ or fallacies and assess

the logical of the statement.

«

Stage 5: Evaluating language and the emotional tone. |

«

Stage 6: Verify evidence and sources by assessing the credibility of corroborating data. |

«

Stage 7: Creating a comprehensive assessment with integrating the results from previous analytical

steps to develop a sophisticated understanding and  holistic interpretation of the statement.

Figure 2: The seven stages comprehensive framework for validity

Triangulation involves cross-verifying multiple methods,
data sources, or perspectives findings (Bans-Akutey &
Tiimub, 2021). Specific to a multiple-method triangulation
methodology, it uses different research methods, for
example, interviews, observations, and document analysis,
to study the same phenomenon (Bans-Akutey & Tiimub,
2021; Tracy, 2013). A multiple method triangulation
methodology was employed to gain the validity and
credibility of the research findings. A method of cross-
examination of focus group data and in-depth interviews,
was employed to obtain confidence in the research
results (Fusch, Fusch, & Ness, 2018; Patton, 2015).

A. Finding from in-depth interviews

The study included a diverse sample of nine
participants, two female and seven males, offering a
multifaceted perspective on the tourism dynamics
between Malaysia and southern Thailand. The participant
comprised two government representatives from the

public sector and seven Malaysian tourism experts from



the private sector. The interview results showed a
number of salient factors that influenced the travel
decisions of Malaysian visitors visiting the southern
border of Thailand:

1) Price: The focus on "saving money and budgeting"
implies that decisions made by Malaysian tourists to
visit southern Thailand are steadily influenced by their
financial dilemma. The traveling cost is a consideration,
whereas it is less expensive than those other countries.
The highest value from the least money is one
economic factor consideration that is important to
consider while choosing a travel destination (statement
from nine participants).

2) Geographical Proximity and Convenience: The
emphasis on "nome" and "nearby" reinforces the value
Malaysian tourist’s destination upon the geographical
proximity and convenience. Nearby destinations offer
alluring alternatives to long-distance travel, as Malaysian
tourists often choose to travel throughout weekends
and vacations in southern Thailand, which is close to
their home for short overseas trips (statement from
nine participants).

3) Social Connections: The phrase 'visit your relatives'
or Visiting friends and relatives (VFR) often serves as a
primary rational for international trips, according to
which it suggests that social connections and family
bonds are powerful motivators for travel. Family
members can be persuasive in encouraging travel, as
their familiarity with a destination can make others feel
more comfortable exploring it. Participants mentioned
this messaging channel as the crucial source of
information about Thai southern border for Malaysian
tourists (statement from eight participants).

4) Halal Food: The frequent mention of “Halal”
food selection indicated that Muslim travelers are likely
concerned about destinations catering to their culinary
restrictions. For Malaysian tourists, Thai Halal cuisine

offers a prosperity of essences with its unique taste
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contour while also accommodating their religious
culinary of their needs. (statement from nine participants).

5) Government and Diplomatic Regulation: The
participant of public employment highlights tourism's
role in diplomacy and commerce, with government
policies manipulating border infrastructure, entry
regulations, and visa procedures, comprising lanes at
customs borders, operating hours at border crossings,

and visa-free provision (statement from two participants).

B. Findings from Focus Group Interviews with Tourists
The study eathered insights from nine Malaysian
group visitors or 31 participants, 14 female and 17
males, in Narathiwat, aged range between 18 and 47
years old, representing various occupations and travel
experiences. These participants provided rich perspectives
on comprehensive factors influencing Malaysian
travelers' decisions to visit southern border of Thailand:
1) Food!: Participants stated that the fascinate tastes,
scents, and cultural experiences of Thai Halal cuisine
on the southern border attract repeat Vvisitors,
subsequently fostering destination loyalty. Participants
highlichted interest in Thai Halal cuisine's culinary
superiority, customs, and cultural significance, making it
a popular selection for locals and tourists seeking
authentic experiences. This unifying of culinary excellence
makes Thai Halal cuisine a popular choice for locals and
tourists who are exploring for authentic experiences.
Southern Thailand's culinary appeal is the primary
attraction for Malaysian tourists, it as their main
incentive to travel. The unique culinary, particularly its
tastiness, is a significant desirability. Unique or affordable
food products was a popular reason for returning
shopping behavior to the southern border of Thailand.
Retail tourism plays a significant role in enticing
Malaysian travelers. Participants frequently visited Big C
T-Eleven, and Mini Big C because of their wide selection

of affordable food items, including milk, burgers, and
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instant Tom Yum noodles (statement from thirty-one
participants).

2) Price: Affordability is the second most important
factor, suggesting that southern Thailand offers competitive
pricing compared to other destinations, making it notably
attractive to Malaysian visitors. Border southern Thailand's
affordability, luxury accommodation, diverse activities,
and economy food prices significantly heightened the
trip's overall satisfaction, surpassing that of neighboring
Malaysia. This was especially devoted to food prices,
which were lower than those in neighboring Malaysia.
Thai restaurants offered delicious and budget-friendly
alternatives. The cost-effectiveness of traveling to
Thailand was a foremost factor in enticing repeat visits
from Malaysian tourists (statement from thirty-one
participants).

3.) Geographical Proximity and Convenience: The
geographical proximity of southern Thailand to Malaysia
was a significant advantage to abundant travelers.
Notwithstanding their close geographical location, the
two countries have distinct cultural and physical
appearances. The superb road infrastructure between
the two nations offers free travel and grants for speed
and convenient journeys. This convenience accessibility
is @ main factor in fostering destination loyalty, principally
among short-term and frequent travelers (statement
from thirty-one participants).

4) Government and Diplomatic Regulation: While
participants noted some differences in regulations
between the southern border of Thailand and Malaysia,
these factors did not significantly influence their travel
decisions. The effectiveness of border crossings and the
comfort with visa procedures and visa-free provision
that could be obtained were two aspects of the visit
that contributed to the overall satisfaction. (Statement

from five participants)
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C. Discussion
Statement analysis is a linguistic technique used to
assess the credibility of spoken or written statements
(Bogaard, Meijer, Vrij, & Merckelbach, 2016). Investigators
can detect deception by analyzing linguistic patterns,
including pronoun usage, excessive detail, or discrepancies
(Eriyani, Murtadho, Arung, & Boeriswati, 2025). This study
uses separate analysis between the in-depth interview
and the focus group. Synthesize findings from both
methods for a more thorough understanding of the
phenomenon and gain valuable insights into the
research question. The following statement analyzes
involved comparing and contrasting data and identifying
corroborating evidence in creating a coherent and
engaging statement considering factors influencing the
destination loyalty of Malaysian tourists to enhance
credibility with statement analysis and to draw
conclusions by explaining how these perceptions
influence their sense of loyalty toward a destination.

1) Satisfaction: In general, the traveler is satisfied
with their location. Previous research highlights the
connection between customer satisfaction and destination
loyalty, with satisfaction directly influencing loyalty
behaviors like revisiting and positive word-of-mouth
promotion. Ramadhan and Fikriah (2024) suggest that
businesses should prioritize customer satisfaction to
foster loyalty, comprehending assorted of the destination
experience. Likewise, proposition 1 is highlighted.

Proposition 1: Higher levels of tourist satisfaction led
to increased destination loyalty among southern border
Malaysian tourists.

2) Price Faimess: Consumer response to pricing decision
is influence by fair and reasonable price (Hanaysha,
2016). The reasonable and acceptable price from
customers’ evaluation refers to price fairness (Abdullah,
Khalifa, Abuelhassan, & Ghosh, 2019; Hanaysha, 2016).
shows

Research that price perception enhances

customer satisfaction (Konuk, 2018). In addition, price



fairness shows a significant positive association with
customer loyalty (Masih & Helmi, 2017). Specifically,
price fairness is positively coupled with the word of
mouth (WOM) and repurchase intentions (Nazwirman,
2015). The aforementioned is consistent with the research
results that Malaysian tourists were drawn to southern
border of Thailand by price fairness. Based on this, it is
propositioned that:

Proposition 2: Higher levels of price fairess led to
increased customer satisfaction among southern border
Malaysian tourists;

Proposition 3: A positive relationship exists between
the price fairness and destination loyalty among tourists
originating from the southern border region of Malaysia;
and

Proposition 4: Expectation of high price fairness affects
the Malaysian tourist perceived customer value.

3) Perceived Customer Value: The findings suggest
that perceived value for money is a critical factor
affecting Malaysian travelers' decisions to visit the
southern border of Thailand (Rasoolimanesh et al,,
2025). Rasoolimanesh et al. (2025) concluded that high
perceived customer value significantly influences tourist
satisfaction and loyalty, exploiting that companies must
meet and exceed customer expectations. Therefore,
proposition 5 and 6 are proposed.

Proposition 5: There is a significant difference between
the effects of perceived customer value on tourist
satisfaction among southern border Malaysian tourists.

Proposition 6: When consumers expect high perceived
customer value, they are more likely to demonstrate
high destination loyalty in their travelling patterns,
particularly among southern border Malaysian tourists.

4) Service Quality: Parasuraman, Zeithaml, and Berry
(1988) represents service quality as a global judgment,
or attitude, relating to the superiority of the service.
Parasuraman et al. (1988) emphasizing that perceived

service quality arises from the disparity between
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expectations and actual service delivery as the gap
between customers' expectations and their actual
service experience. Specifically in tourism, service quality
shows an influence on accommodation satisfaction
(Clemes, Gan, & Ren 2011). Service quality is also
influence to a positive word-of-mouth recommendation,
and repeat visits (Mason & Nassivera, 2013; Permatasari,
Murwani & Suharto, 2017). Likewise, service quality has
shown significant impact on customer loyalty. The
Halal-SERVQUAL, representing as halal-friendly service
attributes, significantly surge tourists' perceived value,
which in turn increase stronger tourist satisfaction and
a positive of destination loyalty (Noor, 2025). Based on
this, it is propositioned that:

Proposition 7: Higher levels of Halal-SERVQUAL led
to increased customer satisfaction;

Proposition 8: A positive relationship exists between
the perception of Halal-SERVQUAL and destination
loyalty among tourists originating from the southemn
border region of Malaysia.

Empirical studies across various industries, Parasuraman
et al. (1988) concluded service quality into five
dimensions as the five-component SERVQUAL model,
consisting of tangibles, reliability, responsiveness,
assurance, and empathy. Haywood-Farmer Service
Quality Model indicated three dimensions as: physical
facilities, processes and procedures, people behavior
and conviviality and professional judgment. Service
quality is widely recognized as a multidimensional
concept with different meanings for different individuals,
and the results of this study revealed Halal-SERVQUAL
in the following three crucial dimensions.

5) Assurance: Across multiple studies, cultural
familiarity emerges as a critical dimension of traveler
assurance. Fan, Hsu, and Lin (2020) demonstrate that
cultural comfort provides travelers with confidence in
their experience from courtesy knowledge, the ability

of employees to inspire trust and confidence, leading
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to higher satisfaction and repeat visits. Recent
participants mentioned culinary experiences as their
primary stimulus for travel, underscoring the ensuring
of Halal-food quality in tourism (Idris, Soetjipto, &
Kurniawati, 2022). This dimension of service quality,
therefore, shows propositioned that

Proposition 7a: Tourists who anticipate a high
assurance are more likely to experience a high
customer satisfaction in their travelling;

Proposition 8a: Tourists who anticipate a high
assurance is more likely to experience a high destination
loyalty in their travelling patterns, particular among
southern border Malaysian tourists; and

Proposition 9a: Tourists who anticipate a high
assurance are more likely to experience a high service
quality in their travelling patterns, particularly among
southern border Malaysian tourists.

6) Visibility: The concept of visibility encompasses
the appearance of physical components of service
delivery. According to Othman and Owen (2001), visibility
relates to physical elements, facilities, and materials
within a service delivery place. The visibility dimension
of service quality encompasses the tangible and
observable aspects of a service. This covers the
appearance of service personnel, uniforms, facilities,
equipment, and tangible representations of the service.
According to Khan, Lima, and Mahmud (2018) have
demonstrated that the visibility dimension can significantly
impact customer satisfaction. Therefore, it is proposed
that:

Proposition 7b: Tourists who anticipate a high
visibility are more likely to experience a customer
satisfaction in their travelling; and

Proposition 9b: Tourists who anticipate a high
visibility are more likely to experience a high service
quality in their travelling patterns, particularly among

southern border Malaysian.
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7) Access to Service: The important of access was
underlined in the literature on service quality. The
convenience by customers, including waiting times and
appropriate operating hours (Yarimoglu, 2014). The
results indicated that the close geographical location
and the superb road infrastructure between the two
nations provide free travel and grants for speed and
convenient trips that corresponding to the access of
the service. The previous research has demonstrated
that accessible services significantly impact customer
satisfaction (F). According to Shayestehfar and Yazdani
(2019), accessibility is as the indicator of service quality.
The geographical proximity and convenience of Malaysian
travelers’ appeal through affordability, cultural familiarity,
and convenient accessibility, which foster strong
destination loyalty among them (Wangbenmad, 2023).
Based on this, it is propositioned that:

Proposition 7c: Tourists who anticipate a high access
to service are more likely to experience a high customer
satisfaction in their travelling pattern, particularly
among southern border Malaysian tourists;

Proposition 8c: Tourists who anticipate a high access
to service are more likely to experience a high destination
loyalty in their travelling patterns, particularly among
southern border Malaysian tourists; and

Proposition 9c: Tourists who anticipate a high access
to service are more likely to experience a high service
quality in their travelling patterns, particularly among
southern border Malaysian tourists.

The Halal-SERVQUAL's assurance and accessibility
dimensions emphasize the affluence of accessing halal
services and trust in practices. These aspects partially
correspond with Parasuraman et al.'s (1988) assurance
dimension, which emphasizes staff courtesy and
knowledge, but Halal-SERVQUAL extends Parasuraman
etal.'s (1988) service quality by including necessities for
religious adherence (Mulyandi, Angelika, Gunawan, &

Kireina, 2025). However, Parasuraman's original SERVQUAL



model does not specifically address the significance of
the accessibility and visibility dimension, whereas the
Halal-SERVQUAL does (Noor, 2025). The study discloses
that crucial factors of a destination significantly impact
visitor satisfaction and loyalty, increasing repeat visits
and positive word-of-mouth recommendations, thus
enhancing the destination's attractiveness. The study
proposes the Halal-SERVQUAL model conceptual

framework, as depicted in Figure 3.
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Figure 3: The Halal-SERVQUAL model

VI. CONCLUSION AND RECOMMENDATION
The conceptual model presented in the study
extends the existing destination loyalty framework
proposed by Akroush et al. (2016). Our findings confirm
the positive relationship between perceived value and

satisfaction, in addition to the relationship between

satisfaction and destination loyalty (Hussain et al., 2023).

The Theory of Planned Behavior (TPB) and SERVQUAL
have long neglected the aspects that are special to a
culture. This research expands on current theory by
merging TPB and modifying SERVQUAL into a "Halal-
SERVQUAL" model, which incorporates culture and
halal compliance into visitors' perceived service quality
and destination loyalty. This study delivers valuable
insights for both practitioners and scholars, advancing
the understanding of perceived customer value (Jeaheng
& Han, 2020) and the mediating effects of satisfaction
(Wismantoro, Susilowati, Chasanah, & Sudiyatno, 2024),
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which are associated in the framework. As a result, the
theoretical contribution of this study is the Halal-
SERVQUAL model development from the findings of
the exploratory qualitative research for strategies that
improve tourist satisfaction and loyalty behaviors.
The study presents a destination loyalty model for
researchers and tourism industry professionals, supporting
a comprehensive understanding of a consequence of
Halal service quality factors. Prior studies have shown
that price fairness and Halal-SERVQUAL are positively
influence to the perceived customer value and a
destination loyalty, especially for Muslim tourists who
prioritize both halal compliance and service quality
(Gulam, Suryadi, & Waluyowati, 2023). This corresponding
to prior studies that demonstrate the importance of
perceived customer value in shaping destination
loyalty of Halal-SERVQUAL model (Wismantoro et al,,
2024). The study model suggests that incorporating
courtesy knowledge from cultural factors, cultural
comfort, halal food options, the appearance of service
personnel, tangible representations, and convenience
from waiting times and appropriate operating hours into
marketing strategies can effectively attract Malaysian
tourists and encourage repeat visits. The study's findings
may be applicable to a larger Malaysian tourist
population in Thailand and other countries, it's
essential to consider the demographic limitations of the
further research is

study's sample. Nevertheless,

needed to validate them.
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Abstract

The objectives of this research are to 1) study the impacts of medical technology usage, 2) study the promotion
of technological innovation in developing a lean management system for medical instrument and equipment
sterilization, 3) study the waste reduction through innovation, 4) study the use of innovation in developing lean
management systems, and 5) study guidelines for using innovation to develop lean management systems for
medical instruments and equipment, in response to Thailand's strategic plan to become an international health
center. This research employed a qualitative approach with 25 key informants directly involved in the field.
Research instruments included in-depth interviews, focus group discussions, and content analysis.

The research findings revealed that: 1) The impacts of medical technology usage affect personnel, service
delivery, academic development, and medical ethics; 2) Regarding innovation promotion, technology was utilized
in collecting and delivering contaminated medical instruments, cleaning medical instruments, wrapping medical
instruments, sterilization, verifying sterilization efficiency, storing sterilized medical instruments, and distributing
sterilized medical instruments; 3) Waste reduction findings showed that innovation helped reduce waste in
producing defects, overproduction, waiting time, excessive inventory, unnecessary transportation and movement,
inefficient processes, and unnecessary body movements; 4) When lean management was implemented, comparing
the ratio of revenue minus total cost to labor cost showed an increasing trend in returns; and 5) There are four
guidelines for using innovation to develop lean management systems: 1) utilizing medical innovations and
technologies, 2) developing and improving sterilization systems, 3) reducing waste in hospital service processes,

and 4) using innovation (IT) to develop lean management systems.

Keywords: Innovation, International Medical Hub, Lean management system
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