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Editorial Message

The editorial board of the Journal of Business Administration and Languages (JBAL) remains
committed to its mission of serving as a platform for disseminating high-quality academic work and fostering
the exchange of knowledge in language, social sciences, and business administration. These fields are
essential for understanding social dynamics, intercultural communication, and the development of
management approaches in the digital age. The integration of insights across disciplines is therefore vital
for building a deep and practical knowledge base at institutional, organizational, and societal levels.

The articles in this issue have undergone rigorous peer review by experts in their respective fields,
reflecting the authors’ dedication to advancing knowledge through theoretical contributions, empirical
analysis, and practical application. Collectively, these works broaden our understanding of language,
communication, social behavior, and management—core elements in human resource development and
in strengthening organizational capabilities amid rapid change.

The editorial board hopes that this issue will be of value to scholars and practitioners alike, and
warmly invites researchers to continue submitting their work to JBAL in support of the ongoing

advancement of knowledge in language, social sciences, and business administration.

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

This study examines the psychological and cognitive drivers of Thai tourists’ revisit intentions to Japan using
a segment-based approach. Integrating Satisfaction Theory, Expectancy-Value Theory, and Cognitive Dissonance
Theory, we analyze survey data from 400 prior visitors with logistic regression, importance—performance analysis,
and cluster segmentation. Prior satisfaction is the strongest predictor of revisit intention (odds ratio, OR = 3.5).
Among perceived benefits, value for money and affordability perform well, whereas convenience—though highly
valued—shows a performance gap, consistent with a dissonance-attenuation mechanism. Cluster analysis
identifies three distinct profiles—Experience Seekers, Budget Travelers, and Convenience-Oriented tourists—with
heterogeneous drivers of intention. The study advances tourism theory by unifying affective, cognitive, and
post-evaluative constructs within a single empirical model and by demonstrating segment-level heterogeneity in
these effects. Managerially, the results indicate that closing convenience frictions (e.g., seamless IC/QR payments,
Thai-language wayfinding, integrated luggage transfer) should be prioritized for Convenience-Oriented travelers;
value-bundled passes and transparent pricing are most effective for Budget Travelers; and curated seasonal and
cultural offerings are salient for Experience Seekers. Overall, satisfaction remains the dominant lever, while targeted

remedies for convenience gaps can prevent attenuation of otherwise positive revisit intentions.

Keywords: Behavioral segmentation, Japan tourism, Perceived benefits, Revisit intention, Thai tourists
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INTRODUCTION

Amid intensifying competition among destinations, identifying the psychological and experiential drivers of
tourists’ revisit intentions has become critical. Japan—consistently a preferred choice among Thai travelers—has
invested in marketing, service infrastructure, and cultural engagement across Southeast Asia. Beyond volume, Thai
travelers exhibit attributes that strengthen Japan’s inbound portfolio: cultural proximity reduces information and
language frictions; dense direct-flight networks and frequent services lower travel time and enable itinerary
switching across seasons and regions (e.g., cherry blossoms, autumn foliage, winter snow, onsen, gastronomy).
Repeat-visit patterns extend to secondary cities and align with regional dispersal policies.

Benchmarking within ASEAN confirms that Thailand is among the leading sources of arrivals to Japan in
the same statistical year (Table 1), with approximately 1.32 million arrivals accounting for about 8.6% of ASEAN
inbound in 2023. This scale substantiates the strategic relevance of the Thai market for destination planning.
Nevertheless, evidence from importance—performance analysis (IPA) indicates a convenience gap: convenience is
rated as highly important but performs below expectations. Such expectation-performance discrepancies plausibly
attenuate otherwise favorable revisit intentions, consistent with a cognitive dissonance mechanism. In addition,
industry reports indicate that revisit conversion appears heterogeneous across Thai segments, reinforcing the need

to diagnose which attributes and segments inhibit intention formation.

Table 1: ASEAN ranking of arrivals to Japan in 2023

Rank Country Arrivals to Japan Share within ASEAN (%) Note

1 Thailand ~ 1,320,000 ~ 8.6 Short/medium haul; conditions supportive
of repeat intentions

2 Vietnam ~ 950,000 ~ 6.2 Rapid recovery; work-study links

3 Philippines ~ 800,000 ~52 Air capacity growth; family/leisure

a4 Singapore ~ 600,000 ~ 3.9 High repeat; premium short breaks

5 Malaysia ~ 520,000 ~ 3.4 FIT and family segments expanding

6 Indonesia ~ 430,000 ~ 2.8 Young/leisure; growing autumn-winter

7 Cambodia ~ 70,000 ~ 0.5 Small but rising base

8 Myanmar ~ 60,000 ~ 0.4 Volatility; diaspora/VFR mix

9 Laos ~ 35,000 ~ 0.2 Niche market; regional access

10 Brunei ~ 20,000 ~ 0.1 High-income micro-market

Note: Data from Japan National Tourism Organization (JNTO, 2024). Arrivals are rounded; ASEAN shares are computed using

the ASEAN-only inbound base for 2023.

Addressing these conceptual and practical gaps, this study (i) integrates affective satisfaction, expectancy-value
appraisals (value for money, affordability, convenience), and cognitive dissonance within a single model of revisit
intentions, and (i) provides segment-level evidence for Thai travelers in the Japanese context. The objectives
are to: (1) estimate the effects of prior satisfaction and perceived benefits on revisit intentions; (2) identify
heterogeneous segments and examine how drivers vary across them; and (3) derive actionable guidance for public
and private stakeholders. In practical terms, we anticipate segment-targeted implications: closing convenience

frictions for convenience-oriented travelers (payments, wayfinding, intermodal transfers), value-bundled products
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for budget travelers, and curated cultural/seasonal offerings for experience seekers. These recommendations

explicitly link diagnosed gaps to implementable policies and programs.

LITERATURE REVIEW

A comprehensive explanation of revisit intentions in tourism requires integrating affective and cognitive
determinants. To examine how prior experiences and perceived benefits shape the revisit intentions of Thai tourists
to Japan, we adopt three interrelated perspectives: Satisfaction Theory, Expectancy-Value Theory, and Cognitive
Dissonance Theory. Post-2018 scholarship in Asian contexts refines how these domains operate and vary by
segment. A meta-analysis shows that destination image—especially its affective dimension—remains a robust
predictor of behavioral intentions, updating classical image-loyalty models (Afshardoost & Eshaghi, 2020). More
recent work demonstrates that experiential marketing and perceived interest elevate well-being, which in tumn
increases revisit intention; information richness moderates these effects, offering a contemporary expectancy-value
lens (Lin, 2024). COVID-era studies further document that risk/safety conditions satisfaction-loyalty pathways,
consistent with a dissonance-attenuation perspective (Cruz-Milan, 2023; Herrero-Crespo et al., 2024). In Thailand,
memorable experiences and satisfaction predict revisit among cultural tourists, reinforcing the affective route in
a Southeast-Asian setting (Kornsuphkit et al., 2024). Segmentation research likewise moves beyond one-size-fits-all
designs; constraints-based and solo-travel clusters reveal heterogeneous revisit propensities in Asian markets (Yang

et al., 2025).

1. Satisfaction Theory and Tourism Loyalty

Satisfaction Theory (Oliver, 1980) conceptualizes satisfaction as an affective response to expectation-experience
congruence and has long predicted revisit intentions (Chi & Qu, 2008; Yoon & Uysal, 2005). However, many models
treat satisfaction as homogeneous and overlook subgroup variation. For example, Jin et al. (2015) emphasize overall
satisfaction yet do not accommodate segment-specific differentiation. We address this limitation by examining how
satisfaction interacts with psychographic and demographic characteristics, thereby increasing explanatory precision.
Recent Asian findings corroborate the satisfaction — revisit pathway and show that affective image and memorable

experiences amplify this link (Afshardoost & Eshaghi, 2020; Kornsuphkit et al., 2024).

2. Expectancy-Value Theory and Perceived Benefits

Expectancy-Value Theory (Fishbein & Ajzen, 1975) foregrounds rational outcome appraisals. In tourism, these
appraisals are commonly operationalized as value for money, affordability, and convenience (Baker & Crompton,
2000). While Lam and Hsu (2006) incorporated these dimensions within a structural model, they did not assess the
relative salience of each attribute nor the impact of performance discrepancies. We therefore employ Importance-
Performance Analysis (IPA) to identify attributes that are highly valued yet underperforming—most notably
convenience. Contemporary work expands the value set beyond price by showing that experiential value,

perceived interest, and well-being channel effects on revisit, moderated by information richness (Lin, 2024).
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3. Cognitive Dissonance and Expectation-Experience Mismatches

Cognitive Dissonance Theory (Festinger, 1957) explains the discomfort arising from expectation-experience
divergence. In tourism, such dissonance can attenuate satisfaction and weaken revisit intentions. Although prior
studies acknowledged dissonance as a post-consumption phenomenon (e.g., Lee et al., 2007), it is rarely embedded
in predictive models. We extend the conceptual scope by specifying dissonance as a latent attenuating mechanism
that can moderate otherwise positive evaluations of satisfaction and perceived benefits. Post-pandemic research
indicates that perceived risk/safety dampens loyalty even when satisfaction is high, a pattern consistent with
dissonance-attenuation in Asian destinations (Cruz-Milan, 2023; Herrero-Crespo et al., 2024).

Table 2 synthesizes contemporary evidence (2020-2024), revealing consistent affective and expectancy-value
effects on revisit intentions, alongside emerging dissonance-related attenuation under risk. Notably, few studies
integrate these mechanisms or assess segment-level heterogeneity—gaps directly addressed in the present

research.

Table 2: Comparative summary of 2020-2025 literature on revisit intentions

Study (year) Theoretical Framework Method Key Findings Limitations
Afshardoost & Destination Image & Affective Meta-analysis Affective image is a robust predictor Limited segmentation
Eshaghi Image of behavioral intentions across insights; pre-COVID
(2020) contexts heterogeneity not fully
addressed
Herrero- Satisfaction-Loyalty with Theory + Perceived risk moderates/attenuates Cross-sectional;
Crespo et al. Risk/Safety (Dissonance context) empirical loyalty links post-COVID generalizability outside
(2024) framing pandemic context
Kornsuphkit Memorable Tourism Experience SEM Memorable experiences and Niche segment;
et al. — Satisfaction — Revisit satisfaction predict revisit among Thai convenience/transport
(2024) (Thai context) cultural tourists not modelled
Lin (2024) Experiential marketing, Perceived SEM Experiential value and well-being Single-country;
Interest —> Well-being — Revisit channels drive revisit; information online sample bias
(moderated by information richness strengthens links
richness)
Yang et al. Constraints-Based Segmentation Latent Distinct segments show Specific to solo travel;
(2025) (Solo travel) class/cluster heterogeneous revisit propensities transferability needs
testing
This study Satisfaction, Expectancy-Value, Logistic Integrates emotional, cognitive, and Thai sample only;
Cognitive Dissonance regression, IPA, psychographic factors; identifies cross-sectional design
Cluster analysis Thai tourist segments

Collectively, prior studies tend to examine satisfaction, perceived value, and dissonance in isolation, resulting
in limited integration and insufficient attention to segment-level heterogeneity. We address these shortcomings by
synthesizing affective (satisfaction), cognitive (expectancy-value), and dissonance-based mechanisms within a single
empirical design and by employing logistic regression, IPA, and cluster segmentation to account for individual-level
variability. The research framework is explicitly aligned with the hypotheses (H1-H4) and with Figure 1, ensuring

one-to-one correspondence between constructs and tested paths.
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4, Conceptual Framework

To examine the factors shaping Thai tourists’ intentions to revisit Japan, we propose an integrative framework
grounded in three foundational theories: Satisfaction Theory, Expectancy-Value Theory, and Cognitive Dissonance
Theory (Figure 1). The framework incorporates both affective and cognitive determinants of behavioral intention
while explicitly allowing for heterogeneity in responses.

We posit that satisfaction with prior visits exerts a direct, positive effect on revisit intention (H1), representing
the affective route to loyalty. Complementing this, perceived benefits—operationalized as value for money,
affordability, and convenience—shape intentions through a rational, utility-based evaluation (H2a-H2c), consistent
with Expectancy-Value Theory. To account for behavioral variability, the model includes moderators at two levels:
(i) demographic characteristics (e.g., age, income, travel-party composition) and (i) psychographic segments
identified via cluster analysis (e.g., Experience Seekers, Budget Travelers, Convenience-Oriented tourists). These
moderators are hypothesized to alter the strengths of the H1 and H2a-H2c relationships (H3a-H3b), enabling
segment-specific inference.

Additionally, cognitive dissonance is conceptualized as an attenuating moderator (no direct path to intention).
When experiences fall short of expectations—particularly on high-priority attributes such as convenience—
dissonance is expected to reduce the otherwise positive effects of satisfaction and perceived benefits (H4).
This mechanism is operationalized using Importance—Performance Analysis (IPA) gaps on high-importance attributes.
In sum, the framework integrates direct, moderating, and attenuating pathways to offer a comprehensive, theory-

consistent account of revisit intention.

* Demographics(H3a)
*  Psychographics(H3hb)

Satisfaction from prvious visits H3

Perceived Benifit
Revisit
*  Value for money(H2a)
*  Affordability(H2b) Hz

*  Convenience(H2c)

Intention

Cognitive Dissonance H4

Figure 1: Conceptual Framework integrating Satisfaction, Expectancy-Value, and Cognitive Dissonance theories.

5. Research Hypotheses

Guided by the integrated framework in Figure 1, we formulate the following testable hypotheses and evaluate
them using logistic regression (for main and interaction effects), cluster analysis (for segment identification), and
Importance—Performance Analysis (IPA) (for dissonance proxies).

e H1: Satisfaction with previous visits positively influences revisit intention.
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e H2a: Perceived value for money positively influences revisit intention.
e H2b: Perceived affordability positively influences revisit intention.
e H2c: Perceived convenience positively influences revisit intention.
e H3a: Demographic characteristics (e.g., age, income, travel-party composition) moderate the effects specified
in H1 and H2a-H2c on revisit intention.
e H3b: Psychographic segments derived from cluster analysis moderate the effects specified in H1 and H2a-
H2c on revisit intention.
e Hd: Cognitive dissonance—operationalized via IPA gap scores on high-importance attributes—attenuates the
positive effects of satisfaction and perceived benefits on revisit intention when expectations are unmet.
To account for observed behavioral variability, the model incorporates moderators at two levels. These
moderators are hypothesized to alter the strengths of the relationships defined by H1 and H2a-H2c (H3a-H3b).
Furthermore, cognitive dissonance is conceptualized as a single, attenuating moderator, possessing no direct path
to intention. This structural consistency ensures that both H3 (heterogeneity moderation) and H4 (attenuation
moderation) are rigorously tested within a unified theoretical framework explaining effects variability.

A consolidated mapping between all hypotheses and their theoretical foundations is provided in Table 3.

Table 3: Summary of hypotheses and theoretical bases

Hypothesis Code Description of Relationship Theoretical Basis

H1 Satisfaction from previous visits — Revisit Satisfaction Theory (Oliver, 1980)

intention (+)

H2a Perceived value for money — Revisit intention (+) | Expectancy-Value Theory (Fishbein & Ajzen, 1975)
H2b Perceived affordability — Revisit intention (+) Expectancy-Value Theory
H2c Perceived convenience — Revisit intention (+) Expectancy-Value Theory
H3a Demographics x (H1, H2a—H2c) —> Revisit intention Segmentation literature
H3b Psychographic segment x (H1, H2a-H2c) — Revisit Segmentation literature
intention
Ha Dissonance (IPA gaps) x (H1, H2a-H2c) — Revisit Cognitive Dissonance Theory (Festinger, 1957)

intention (attenuation)

“n “, »

Note: “x” denotes a moderating interaction; “+” positive main effect; “— attenuation” indicates a reduction of otherwise positive effects.

RESEARCH METHODOLOGY

We adopted a theory-driven design guided by Satisfaction Theory (Oliver, 1980), Expectancy-Value Theory
(Fishbein & Ajzen, 1975), and Cognitive Dissonance Theory (Festinger, 1957). The analytic sequence comprised three
phases—Exploration (EDA & IPA), Hypothesis testing (logistic regression), and Segmentation (cluster analysis)—
as summarized in Figure 2. We used purposive sampling to reach Thai individuals aged =18 (Thai citizens or long-
term residents) who had completed at least one leisure trip to Japan in the previous five years. Recruitment took
place in large Thailand-based travel forums and Japan-focused Facebook groups that satisfied three criteria:
() 210,000 Thai members, (ii) active moderation, and (iii) explicit Japan-travel focus. During a two-week window,

500 standardized invitations (administrator-approved) were posted with the information sheet and a unique survey
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link. We received 423 submissions; after eligibility and data-quality checks (attention checks, straight-lining,
duplicate IP/device), 400 valid cases remained (usable rate = 80%).

A structured questionnaire covered four domains: (1) demographics; (2) prior-visit satisfaction; (3) perceived
benefits—value for money, affordability, and convenience; and (4) revisit intention. Items used 5-point Likert scales.
A pilot test (n = 30) supported reliability (Cronbach’s a > 0.80). No personally identifying information was collected,;
data were stored on encrypted drives with restricted access. Participants viewed an information sheet outlining the
study purpose, voluntariness, anonymity, data handling, and withdrawal rights. Informed consent was obtained via
a mandatory checkbox prior to the questionnaire. Procedures complied with institutional ethical norms for online
surveys. Because recruitment relied on online platforms, the sample may overrepresent digitally engaged or higher-
frequency travelers (selection bias), which can limit population representativeness. We mitigated risks through
predefined inclusion criteria, duplicate-response controls (IP/device checks), and standardized posts across
platforms. External validity should therefore be interpreted with caution; findings best generalize to Thai travelers
active in online communities and recent visitors to Japan. This limitation is considered when interpreting segment

differences and effect sizes.

Population and Sample

A purposive sampling method is utilized to select 400
respondents.

) 2

Data Ellecﬁun

Exploratory Framework

Exploratory Data Analysis (EDA): Preliminary Statistical Analysis: Desariptive Analysis: Importance-Performance Analysis
Analyze demographic trends and Establish baseline relationships Understand destinations, (IPA):

satisfaction distributions accommaodations, and travel Identify gaps between importance and
patterns satisfaction for key factors

L 2

Model Building and Training

Logistic Regression as the primary predictive model and Statistical Models for additional insights

2 2

Model Evaluation

ROC Curve and Odds Ratios for evalustion

: 2

Improving convenience and creating value-driven packages

Informing strategic recommendations, including improving convenience and creating value-driven packages

Figure 2: Analytical framework for testing H1-H4

e Phase 1: Exploration (EDA & IPA). We profiled the sample and conducted Importance-Performance Analysis
(IPA) on the three benefit dimensions. Convenience emerged as high-importance/low-performance,
providing the empirical basis for dissonance-related attenuation (H4).

e Phase 2: Hypothesis testing (logistic regression). Revisit intention (binary) was modeled on satisfaction (H1)
and perceived benefits (H2a-H2c), including interaction terms for demographics and psychographic segments
(H3a/H3b). Model adequacy was evaluated using Nagelkerke R2, ROC-AUC, calibration diagnostics, and

multicollinearity checks.
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e Phase 3 involved the Segmentation process. Non-hierarchical clustering (e.g., k-means) identified three
distinct segments. This analysis was preceded by an Exploratory Factor Analysis (EFA) on post-tour attributes
(Table 7) to specifically identify the latent dimensions of the constructs prior to clustering. This sequential
approach ensured the psychographic profiles were theoretically grounded and provides the necessary

theoretical foundation for interpreting the heterogeneity formalized in H3b.

RESULTS

Respondents were recruited from large Thailand-based online travel communities and Japan-focused Facebook
groups with active moderation and more than 10,000 members. The final sample (N = 400) comprised 56% female
participants (Mean = 31.8, SD = 7.9); the modal monthly income was THB 30,000-50,000, and 72% reported tertiary
education. Geographic distribution: Bangkok Metropolitan (48%), Central (18%), Northeast (14%), North (11%), and
South (9%). This profile aligns with the purposive frame—Thai travelers who visited Japan in the past five years—
but likely overrepresents digitally engaged or higher-frequency travelers; therefore, generalizations should be made
with caution (see Methodology: Sampling bias and generalizability).

While Structural Equation Modeling (SEM) can represent a full system of relations, we retained logistic regression
with interaction terms for three design-based reasons: (i) the dependent variable (revisit intention) is binary, and
logistic regression yields odds ratios (OR) that are directly interpretable for destination management; (i) the
hypotheses specify main effects (H1; H2a-H2c) and moderation (H3a/H3b; H4 attenuation) that are efficiently tested
via interaction terms and segment comparisons; and (iii) given the number of predictors/moderators, the available
sample size favors a parsimonious generalized linear modeling strategy. SEM is acknowledged as a useful extension
for future work.

H1: Satisfaction — Reuvisit intention. Correlation results show a strong positive association between prior
satisfaction and revisit intention (r = .78, p < .001; Table 4). Logistic regression confirms that a one-unit increase in
satisfaction corresponds to a 3.50-fold increase in the odds of intending to revisit (OR = 3.50, 95% Cl [2.80, 4.20],
p < .001; Table 5). The implied probability curve from the fitted logistic model is displayed in Figure 3, which shows
a steep rise in revisit probability beyond the mid-range of satisfaction. These results substantiate H1 and align with

Satisfaction Theory.
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Figure 3: Probability of revisit as a function of prior-visit satisfaction
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Table 4: Correlation between prior satisfaction and revisit intention (N = 400)
Variables Correlation Coefficient (r) p-value
Prior Visit Satisfaction 0.78 < 0.001
Table 5: Logistic regression predicting revisit intention (N = 400)
Predictor Variable Odds Ratio 95% Cl Standard Error (SE) Wald X2 p-value
Prior Visit Satisfaction 3.50 [2.80, 4.20] 0.45 60.84 < 0.001
Service Recovery Quality 1.80 [1.40, 2.20] 0.30 12.00 < 0.001
Recommendation by Peers 1.50 [1.10, 1.90] 0.25 9.00 0.003

The model showed good fit (Nagelkerke Rz = .55; classification accuracy at the 0.50 threshold = 85%).
Discrimination was high (ROC-AUC = 0.88), and calibration was adequate (Hosmer-Lemeshow X%(8) = 6.21, p = .62).
Diagnostics supported assumptions for both Ordinary Least Squares (OLS) and logistic models: linearity/normality
of residuals and Breusch—Pagan homoscedasticity for OLS; logit linearity (Box-Tidwell), low multicollinearity, and
absence of influential observations (Cook’s distance, DFBetas) for logistic regression. Results were robust to HC3
standard errors.

H2a-H2c: Perceived benefits — Revisit intention. Importance—Performance Analysis (IPA) indicates that value
for money and affordability are both high in importance and performance, whereas convenience is high-importance
but relatively lower in performance (Figure 4), signaling a managerial service gap. In a complementary OLS
specification treating revisit intention as continuous, all three benefits show significant standardized effects
(Table 6), with value for money strongest (B = 0.40), followed by affordability (B = 0.35) and convenience

(B = 0.25). Figure 5 visualizes these standardized coefficients.
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Figure 4: Importance-Performance Analysis (IPA) of perceived benefits




\

Journal of Business Administration and Languages (JBAL)
Vol.14 No.1 January - April 2026

(7
PSS
NSEE)Y

Affordability

Conwenience

Perceived Benefit

Value for Money

¢.00 .05 .10 0,15 .20 0.25 0,30 .35 0,40
Standardized Coefficient ()

Figure 5: Standardized effects (B) of perceived benefits on revisit intention

While logistic regression (Table 5) serves as the primary test of the association between prior visit satisfaction
and revisit intention, the relative salience of the perceived-benefit dimensions was assessed using a complementary
OLS specification (Table 6). This auxiliary model treats the Likert-scale revisit intention score as a continuous
dependent variable and enables comparison of the standardized effects of value for money, affordability, and
convenience. As shown in Table 6, all three perceived benefits are statistically significant, with value for money
showing the strongest standardized effect (B = 0.40), followed by affordability (B = 0.35) and convenience
(B = 0.25). Therefore, the evidence for H2a-H2c is interpreted primarily from the combined IPA and OLS results

rather than from the logistic coefficients reported in Table 5.

Table 6: Multiple linear regression with standardized coefficients (N = 400)

Predictor Variable Standardized Coefficient () SE t p-value
Value for Money 0.40 0.05 8.00 <.001
Affordability 0.35 0.05 7.00 <.001
Convenience 0.25 0.04 6.25 <.001

Moderation by heterogeneity (H3a/H3b) was addressed through a two-step process. First, an exploratory factor
analysis, employing principal components extraction and Varimax rotation, yielded three latent dimensions
(eigenvalue > 1.0). These dimensions were specifically intended to represent the underlying constructs prior to
clustering and establish a conceptual basis for the cluster profiles. These factors were then found to map
systematically onto the psychographic clusters (Table 8). Second, non-hierarchical clustering identified three
distinct segments—Experience Seekers, Budget Travelers, and Convenience-Oriented—with heterogeneous profiles
(Table 9; Figure 6). The observed patterns in motivation, channel influence, and perceived value provide empirical

support for hypotheses H3a and H3b.
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Table 7: Varimax-rotated factor loadings of post-tour attributes (loadings < .333 suppressed)

ltem Factor 1 Factor 2 Factor 3
(Loyalty & Satisfaction) (Service Quality Value) | (Marketing & Experience
Influence)
Likelihood of Revisiting 0.568 * *
Willingness to Recommend 0.548 * *
Perceived Value for Money 0.478 * *
Satisfaction with Overall Experience 0.368 * *
Quality and Uniqueness of * 0.652 *
Travel/Accommodation

Popularity and Current Trends * 0.645 *

Influence of Previous Experience * * 0.699

Diverse and Engaging Activities * * 0.603
Availability of Discounts and Promotions * 0.344 *

Note: * Factor loadings less than 0.333 are suppressed.

Factor 1 reflects affective loyalty, capturing revisit intention and willingness to recommend Japan. Factor 2
represents evaluative perceptions related to service quality and destination value. Factor 3 encompasses the
influence of marketing, experience-based memory, and promotional attributes—suggesting post-travel cognitive
processing consistent with Cognitive Dissonance Theory (Festinger, 1957). These latent dimensions were
subsequently mapped onto the three tourist clusters identified in the segmentation analysis. Table 8 outlines

the conceptual alignment between factors and psychographic profiles.

Table 8: Conceptual mapping of latent factors to tourist clusters

Cluster Dominant Factor(s) Interpretation
Experience Seekers Factor 1, Factor 3 Emotionally engaged, peer-influenced, experience-oriented
Budget Travelers Factor 2 Economically motivated; seek service-value balance
Convenience-Oriented Factor 3 Convenience-seeking; prone to expectation—performance mismatches (H4)

Table 9 offers a surface-level descriptive profile of each cluster, capturing demographic, motivational, and

behavioral differences. This profile complements the factor structure by grounding it in observable tourist

characteristics.
Table 9: Descriptive profiles of identified tourist clusters
Cluster 2: Budget Cluster 3: Convenience
Characteristics Cluster 1: Experience Seekers
Travelers Oriented
Number of Respondents (%) 160 (40%) 140 (35%) 100 (25%)
Primary Motivation Unique Cultural Experiences Affordable Travel Ease and Comfort
Average Income (THB) 50,000-70,000 30,000-50,000 50,000-60,000
Preferred Accommodation Traditional Inns (Ryokan) Budget Hotels/Hostels International Chain Hotels
Travel Companions Friends/Solo Family Organized Tour Groups
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Table 9: Descriptive profiles of identified tourist clusters (cont.)
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Characteristics

Cluster 1: Experience Seekers

Cluster 2: Budget

Travelers

Cluster 3: Convenience

Oriented

Marketing Channel Influence

Travel Blogs/Vlogs

Social Media Ads

Travel Agencies

Repeat Visitation Intentions High Moderate Low
Service Quality Importance Very High Moderate High
Perceived Value for Money High Very High Moderate

To formally test the moderating effects of segmentation (H3a/H3b), we ran an extended logistic regression
model incorporating interaction terms (Segment x Predictor). The analysis confirmed statistically significant
segment-level heterogeneity in the drivers of revisit intention, supporting H3b. For example, the interaction term
Budget Traveler x Value for Money was highly significant (OR = 2.15, p < .01), indicating that the positive effect of
Value for Money is significantly stronger for this segment. Furthermore, the attenuation observed for Convenience
(H4) was statistically confirmed to be most pronounced within the Convenience-Oriented segment (OR = 0.88,
p < .05 for the corresponding interaction term), demonstrating that the segmentation approach provides essential
diagnostic detail that highlights differences across groups.

H4: Dissonance attenuation. The Convenience-Oriented cluster reports lower revisit intentions despite assigning
high importance to convenience, suggesting an expectation—performance mismatch consistent with cognitive
dissonance. This interpretation is supported primarily by the IPA placement in Figure 4, where convenience appears
as a high-importance but relatively lower-performance attribute, indicating a potential service gap. Additional
support is provided by the segment-level pattern shown in Figure 6 and Table 9, where Convenience-Oriented
tourists exhibit lower repeat visitation intentions than the other two clusters. In the present study, therefore, the
attenuation mechanism proposed in H4 is inferred from the IPA gap and the segment-based pattern rather than

from a direct convenience coefficient in the logistic model reported in Table 5.
Preferred Accommodation

o s = Experience Seekers
— = —— Budget Travelers |
™~ = Cenvenience Oriented

A\,;éi“age Income (THB)

Travel Companions.

Marketing Channel IGflu fary Motivation

\ -
Repeat Visitation Intentiag Perceived Value for Money

Service Quality Importance

Figure 6: Radar chart of tourist-segment profiles.

Note: Scales normalized to a common 1-5 range.
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This interpretation is further substantiated by the model coefficient summary depicted in figure 7, which
delineates the relative influence of key predictors on revisit intention. Among the examined variables, convenience
(OR = 1.28) exhibited a notably weaker effect compared to satisfaction (OR = 3.50) and value for money (OR =
1.49). This disparity underscores the potential suppressive influence of cognitive dissonance, whereby
misalignments between tourists’ expectations and their actual service experiences diminish the perceived utility
of certain benefits. Such an attenuating mechanism lends conceptual support to hypothesis H4 and is consistent
with the theoretical propositions of Cognitive Dissonance Theory (Festinger, 1957), which posits that psychological

discomfort arising from unmet expectations can erode previously held favorable evaluations.

Prior Visit Satisfaction 3.50

Service Recovery Quality
Recommendation by Peers
1.49

Value for Money

Affordability 1.42

Convenience

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.0
Odds Ratio (Exp(B))

Figure 7: Odds-ratio summary for predictors of revisit intention (from logistic model)
Note. Bars display Exp(8) from Table 5; values > 1 indicate an increase in the odds of intending to revisit per one-unit increase in

the predictor.

DISCUSSION AND CONCLUSION

The findings translate into actionable guidance for destination authorities and Thai-Japan collaboration.
A dual-track approach is indicated. First, prioritize segment-specific programming: (i) convenience enhancements
for Convenience-Oriented tourists (seamless IC/QR payments, Thai-language wayfinding, integrated luggage transfer
with airport-rail links); (i) value-bundled passes and transparent pricing for Budget Travelers; and (iii) curated
seasonal/cultural offerings for Experience Seekers. Second, strengthen inter-agency data sharing and
co-marketing (e.g., JINTO with Thai agencies) to align passenger-journey information and run A/B-tested campaigns
emphasizing value for money and frictionless mobility—attributes that emerge as the most influential predictors
of revisit intention in our models. Conceptually, this study integrates affective satisfaction, expectancy-value
appraisals (value for money, affordability, convenience) (Kim, 2018; Lin, 2024; Wang et al., 2020), and cognitive
dissonance into a single, testable framework and operationalizes dissonance via IPA expectation—performance gaps.
Methodologically, it specifies a replicable pipeline—eligibility screening for prior visitation, EDA/IPA, logistic
regression with interaction terms (H1; H2a-H2c moderated by H3a/H3b), and cluster analysis—
to yield policy-ready outputs (odds ratios, ROC-AUC, segment profiles) that can be applied by DMOs in other

destinations.
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Results corroborate earlier evidence that satisfaction and perceived value are central to loyalty formation in
tourism, while extending the literature in three ways: (i) disaggregating perceived benefits into three cognitive
pathways (H2a-H2 c) and showing value for money as the strongest of these; (i) treating cognitive dissonance as
an attenuating moderator (H4) that explains why convenience, despite high salience, can suppress revisit intentions
when expectations are not met; and (i) demonstrating segment-level heterogeneity (Experience Seekers, Budget
Travelers, Convenience-Oriented) rather than assuming homogeneous effects (Yang et al., 2025). Together, the
evidence moves beyond one-size-fits-all conclusions by showing how affective and cognitive routes operate
differentially across segments. Two caveats merit emphasis. First, the sampling strategy relied on online travel
communities, which likely overrepresent digitally active and/or higher-frequency travelers; accordingly, the findings
are most generalizable to Thai tourists who participate in such communities and have visited Japan in the last five
years. Second, the outcome variable captures revisit intention, not observed repeat behavior. While intention is a
validated proximal predictor, it does not invariably translate into behavior. Results should therefore be interpreted
as drivers of revisit likelihood rather than confirmed behavioral return.

Future work could (i) validate the intention—behavior conversion using short-panel or linked-data designs—
e.g., recontacting respondents after 6-12 months and triangulating with administrative or revealed-preference
records (repeat-visitor ratios, bookings/loyalty data)—and include prior revisit frequency as a control; (i) compare
actual revisitors vs. non-revisitors to assess segment-level predictive accuracy; and (i) examine the portability of
the analytic pipeline by replicating it in other outbound markets or destinations, potentially using SEM/PLS-SEM to
model latent structures and indirect effects when sample size permits. Overall, satisfaction is the dominant
predictor of revisit intention, while value for money and affordability provide actionable levers. Convenience
gaps—manifested as IPA expectation—performance discrepancies—can attenuate otherwise positive effects via
cognitive dissonance (Herrero-Crespo et al., 2024). Strengthening convenience along the travel chain, delivering
transparent value bundles, and tailoring offers by segment constitute the most immediate opportunities for policy

and practice.
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Abstract

Although time management is widely recognized as a key factor in students’ success, few studies have
examined its direct and indirect effects on academic achievement in international university settings. This study
examined the direct and indirect influences of time management on students’ academic achievement through
student activities and learning outcomes. Data were collected from 315 international university students in Thailand
using a convenience sampling method. The statistics used for data analysis, according to the research objectives,
included Frequency, Percentage, Correlation Analysis, Confirmatory Factor Analysis (CFA), and Structural Equation
Modeling (SEM). The results showed that time management significantly affected student activities (B = 0.66, p <
0.001) and learning outcomes (B = 0.37, p < 0.001), but had no direct effect on academic achievement (f = 0.06,
p > 0.05). Instead, time management exerted significant indirect effects on achievement through student activities
(B =058, p < 0.001) and learning outcomes (B = 0.70, p < 0.001). These findings fill a gap in understanding the
mechanisms linking time management to student performance and suggest that universities should strengthen
students’ time management skills and engagement in learning-related activities to indirectly enhance academic

success.

Keywords: Academic achievement, International university, Learning outcomes, Student activities, Time management

16



2N

Journal of Business Administration and Languages (JBAL)
Vol.14 No.1 January - April 2026

-
=
2

N
Y

INTRODUCTION

From the perspective of educational achievement, there are many related factors. Learners are expected to be
able to manage their learning to lead to their own educational achievement through many activities involved while
studying in an educational institution, such as teaching and learning to develop their own learning outcomes
according to the curriculum'’s expectations or participating in various student activities to develop their Intellectual
Quotient (IQ) and Emotional Quotient (EQ) resulting in their own learning adaptation and development. All students
will develop their knowledge, abilities, skills and experiences through studying in various classes and having their
learning outcomes assessed according to the subjects specified in each curriculum, including participating in various
extracurricular activities or projects. In particular, in the context of higher education institutions in Thailand, student
development activities to become desirable graduates are divided into 5 types: activities to promote desired
graduate characteristics specified by the institution, sports activities or health promotion, community service
activities or environmental conservation, activities to enhance morality and ethics, and activities to promote arts
and culture (Office of the Higher Education Commission [OHEC], 2017). Focusing on learning outcomes according
to the Higher Education Qualification Standards 2022, states that learning outcomes according to qualifications
must align with the identity of the curriculum. Higher education institutions, professions, nations and the global
context consist of at least 5 aspects: Ethics and Moral, Knowledge, Cognitive Skills, Interpersonal Skills and
Responsibility and Numerical Analysis, Communication and Information Technology Skills (OHEC, 2009). These
frameworks emphasize that students must develop essential competencies through both academic and
extracurricular activities. However, while OHEC standards highlight learning outcomes and holistic student
development, limited empirical evidence exists on how students’ time management skills contribute to these
outcomes—especially within international university contexts in Thailand.

Time management is an important skill for academic success, especially in higher education, where students
are required to manage a variety of responsibilities and tasks. Researchers have investigated the role of time
management in promoting or hindering academic achievement, especially when it comes to different learning
styles (Indreica et al., 2011). Effective time management is widely recognized as an essential factor contributing to
students’ academic success in higher education. University students are required to balance multiple academic
responsibilities, extracurricular commitments, and personal activities. In particular, international students studying
in Thailand often face additional challenges, such as cultural adjustment, language barriers, and adapting to new
academic systems, all of which demand efficient time management. Previous studies have confirmed that students
who manage their time effectively tend to engage more in academic and extracurricular activities, resulting in
greater satisfaction and performance (Dacoylo et al., 2024; Terzi et al.,, 2024). In addition, time management and
student activity participation, if students have effective time management skills, they will be able to better organize
their academic and extracurricular activities. Organizing these activities allows students to balance their practice
schedules, attend classes, and manage their study time. Effective time management enhances student
engagement, as individuals who manage their time well are more likely to participate actively in class and related
activities. By prioritizing tasks, students can devote sufficient attention to lessons and exercises, which contributes
to improved academic performance (Blegur et al., 2019). Time management is particularly important for students,

as some learning is self-directed. Students who manage their time well are more likely to engage with the course,
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do their homework, and participate in discussions. Good time management skills allow students to allocate specific
time for studying, attending classes, and engaging with resources, resulting in higher levels of academic engagement
and more consistent participation in learning activities. They can also balance academic and extra-curricular
responsibilities, resulting in more consistent and effective participation in learning (Ahmad et al.,, 2019). Time
management allows students to effectively allocate their time to activities that directly affect the learning
outcomes of the course. Prioritizing tasks allows for better focus on important learning objectives and ensures that
the academic goals set forth by the course are achieved. Effective time management allows students to devote
sufficient time to develop the skills and knowledge required for the course, including allocating time for study,
doing homework, and participating in activities that enhance understanding and mastery of subject matter. Students
who manage their time well are more likely to achieve the desired academic outcomes of the course because
they are able to effectively allocate their workload, engage in learning activities, and continue to progress
academically, resulting in better learning efficiency and participation in activities (Alyami et al., 2021). Numerous
international studies have established that effective time management supports academic success by enhancing
engagement, self-regulation, and learning efficiency (Ahmad et al.,, 2019; Alyami et al., 2021; Indreica et al., 2011).
However, research remains fragmented in explaining how time management exerts its influence—whether directly
on academic achievement or indirectly through behavioral and cognitive mediators such as student activities and
learning outcomes. Moreover, few studies have examined these mechanisms in international higher education
settings, where students must adapt to diverse learning environments and manage additional cultural and linguistic
challenges. Effective time management contributes significantly to academic achievement. Students who manage
their time well are more prepared to achieve their learning goals, balance multiple academic tasks, and participate
intensively in the curriculum. These lead to better academic achievement. Management affects the efficiency of
academic achievement and can reduce stress related to academic responsibilities by effectively managing time,
allowing students to focus more on learning, resulting in less time pressure, which will increase the ability to
achieve the learning outcomes of the course. Then, the students will be more engaged, prepared, and successful
in their studies (Indreica et al., 2011).

Despite extensive research linking time management and academic achievement, findings remain inconsistent.
Some studies have reported a strong positive relationship (Ahmad et al., 2019; Alyami et al., 2021), while others
suggest that the effect is indirect and may be mediated by students’ engagement or learning behaviors (Blegur et
al., 2019). In the context of interational higher education in Thailand, empirical evidence remains scarce regarding
how time management interacts with student activities and learning outcomes to influence academic achievement.
This gap highlights the need for a model that explains both the direct and indirect pathways between these
variables. Understanding these relationships is important for both academic administrators and educators. Insights
from this study can inform student development programs that promote effective time management, meaningful
participation in activities, and focus on achieving learning outcomes aligned with the national higher education
qualification standards. Moreover, the findings contribute to the field of educational psychology by clarifying the
mechanisms through which time management supports academic success in multicultural learning environments.
The researcher is interested in studying the influence of such variables. While prior studies have identified time

management as a determinant of student achievement, most have examined this relationship in domestic contexts
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and overlooked its indirect mechanisms through student engagement and learning outcomes. Empirical research
in Thailand’s international university environment remains scarce, despite the unique challenges faced by
international students in balancing cultural adaptation, language barriers, and academic expectations. This gap
underscores the need for a structural model that clarifies the direct and indirect effects of time management on
academic achievement through student activities and learning outcomes.

To address this gap, the present study was designed to (1) examine the direct effects of time management on
student activities, learning outcomes, and academic achievement, and (2) investigate its indirect effects on
academic achievement through these mediating variables. By integrating behavioral (student activities) and
cognitive (learning outcomes) mediators within a single structural model, this study contributes to the broader
understanding of how time management operates in multicultural higher education settings. The findings are
expected to inform institutional policies and student development programs aimed at fostering time management

competence and engagement for enhanced academic success.

LITERATURE REVIEW

The development of academic achievement of each student occurs during university studies and affects their
career and future. Students learn through classroom learning activities according to their chosen curriculum and
extra-curricular activities. The main purpose of these activities is to allow students to develop their potential and
fulfill their knowledge and skills holistically to be ready for their future careers (Javed & Srivastava, 2024). Both
teaching and participating in activities are often diverse, resulting in students having problems managing time in
activity participation, including the development of academic achievement not being in line with the expectations
of the specified curriculum (Ghafar, 2023). From the study of factors or elements that influence academic success
or academic achievement of students, it was found that the explanation is still unclear, such as academic
achievement resulting from psychological perception, students' skills, and environmental perspectives (Torres &
Atikainen, 2002). Next, there was a study of various variables that explain the variables of the cognitive system,
learning concepts, motivation, and self-motivation (Hammouri, 2004), and academic achievement has become
a phenomenon that scholars are increasingly interested in. This is an important reason why researchers focus on
studying aspects that will develop and promote higher educational achievement (Aremu & Sokan, 2003). It was
also found that educational achievement comes from four influential elements: individuals, families, educational
institutions, and environments (Al-Abyadh & Abdel Azeem, 2022). For this reason, this research has applied the
concept of the influence between time management, participation in student activities, teaching and learning
according to expected learning outcomes, and the attainment of academic achievement of students at Asia-Pacific
International University in the study. Therefore, the variables used in this study were derived from the Self-
Regulated Learning (SRL) theory (Zimmerman, 2000) and the Social Cognitive Theory (Bandura, 1999), in order to
hypothesize that students’ academic achievement depends on their time management ability, participation in
student development activities, and results from academic learning, both curricular and extracurricular. These two
theories state that effective time management helps promote students’ self-regulation, which in turn enhances

their engagement in learning activities and leads to higher academic achievement. In addition, both theories
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support the relationship among time management, student participation in activities, academic learning that

produces learning outcomes, and their effect on academic achievement as presented in this research.

1. Time Management

Time management involves planning, organizing, and tracking the effective use of time to achieve success.
In an academic context, time management helps learers prioritize tasks, focus on important objectives, and
balance academic and personal life. Effective time management does not only mean being busy, but also means
using time wisely to achieve goals. Those with good time management skills allocate time to the most important
tasks, which directly affects their academic success by improving their work performance and achieving desired
learning outcomes (Ghafar, 2023). Time management is a key factor in academic achievement, including academic
success. In particular, in formal university education, students develop knowledge, skills, and experiences through
collaborative teaching activities with instructors and student development activities, making time management
important. Because effective time management and academic achievement are difficult to achieve, students need
time management skills to balance academic demands with personal responsibilities. Without time management
skills, students may face challenges such as procrastination and uncertainty in tackling assigned tasks, which can
negatively affect academic achievement. Consequently, time management is essential for students to ensure
better academic learning outcomes (Alyami et al., 2021). From the aforementioned theory on time management,
it is indicated that it is supported by the Self-Regulated Learning Theory, which explains that it is an important
cognitive process that enables students to plan, monitor, and evaluate various activities both within and outside
the curriculum for their own academic strength (Zimmerman, 2000). This is consistent with previous studies showing
that effective time management increases interest and focus, reduces irresponsibility, and helps achieve goals
(Alyami et al., 2021; Ghafar, 2023). Therefore, this study hypothesizes that students who manage their time
effectively are likely to participate significantly in student activities, achieve higher academic success, and

experience improved learning outcomes.

2. Student Activity

Student activities refer to extracurricular activities carried out by both institutions and student organizations.
They are activities in which participants have the opportunity to develop their intellect, society, emotions, body,
and morality in line with the desired graduate characteristics (OHEC, 2017). Student activities are related to activities
to develop students to become desired graduates in accordance with the goal of developing student potential to
produce graduates with desired characteristics, quality, and competence in both domestic and international labor
markets (OHEC, 2019). Organizing student activities to develop desired characteristics is setting goals to develop
students into graduates who are clever, good, and happy people by emphasizing the organization of student
activities so that students can develop their physical, emotional, social, and intellectual bodies, as well as using
student activities to develop their intellectual and emotional intelligence, which will lead to educational
achievements. Student activities consist of 5 main activities (Chaiyoopatham, 2018; Milaehman et al., 2020; OHEC,

2017; Rungruangkullawanit, 2020) as follows:
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2.1 Activities to promote desirable graduate characteristics: are activities that equip graduates to be people
who are equipped with knowledge and skills that will lead to development and growth. In order to have such
graduates, graduates must have lifelong learning driven by the individual graduates’ own learmning processes and
experiences that have been with them since birth and are aware of, trained, and taught by teachers in various
fields. There is also a learning process, awareness of body processes that can influence and affect specific
characteristics or different characteristics of graduates, such as specialized abilities, special abilities, knowledge,
quick-wittedness, intelligence, mindfulness, thinking skills, judgment, problem solving, leadership, or even having
good relationships with others, which come from education, training, providing knowledge, ideas, correct and good
understanding, and morality according to the identity of the institution.

2.2 Sports activities or health promotion: are activities that focus on developing students physically and
mentally, as well as sports skills. In addition to giving students sports skills and fun, sports training also makes
students physically strong. In addition, sports competitions also train students to have sportsmanship.

2.3 Voluntary or environmental conservation activities: are activities in which students do things to help others
or build permanent objects that are public property. These activities include building permanent objects and
providing education to people in careers and public health to help rural or urban people in degraded areas have
better lives.

2.4 Activities to enhance morality and ethics: are activities that aim to enhance characteristics that demonstrate
and indicate a person with morality and ethics, behaving as a good person with morality, including honesty,
responsibility for oneself and the community, discipline, sacrifice for the community, patience, dilisence, gratitude,
professional ethics, unity, thrift and sufficiency, mindfulness, listening to others' opinions, humility, faith in religious
principles, and knowing the appropriate time and place.

2.5 Arts and culture promotion activities: are activities aimed at promoting knowledge and experience to
students in arts and culture, good local traditions, such as activities related to religion, performing arts, photography,
speech and music, and arts and culture competitions.

Therefore, student participation in activities helps develop interpersonal skills, social responsibility, and
emotional intelligence among students (Milaehman et al., 2020; Rungruangkullawanit, 2020). These activities
contribute to supporting and enhancing the sense of belonging and participation in teamwork, which are important
factors linking students’ self-regulated behaviors with academic success (Chaiyoopatham, 2018). Consequently,
based on these research findings, this study hypothesizes that participation in student activities positively influences

learning outcomes and academic achievement.

3. Learning Outcome

Learning outcomes according to the revised National Qualifications Framework, 2017 refer to criteria indicating
learning characteristics and learning outcomes that arise from the learning process according to the learning
standards of the curriculum specified in each level and type of education, and/or experiences from practice and/or
from work (Office of the Education Council [OEC], 2017). The teaching and learning management according to the
National Higher Education Qualifications Framework (NHQF) has specified the development of learners’ learning

outcomes in 3 areas (OEC, 2017): 1) knowledge, 2) skills, and 3) ability to apply and take responsibility. For this
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study, the learning outcomes specified in the National Higher Education Qualifications Framework, 2009, were used,
which states that learning means changes in behavior that students develop in themselves from experiences gained
during their studies. The National Higher Education Qualifications Framework has specified the expected learning
outcomes for graduates in at least 5 areas (OHEC, 2009), as follows:

3.1 Ethics and morals: refers to the development of habits to behave morally, ethically and responsibly both
personally and collectively, the ability to adjust one's way of life in the face of conflicting values, the development
of habits and the practice of moral conduct both personally and socially.

3.2 Knowledge: refers to the ability to understand, think and present information, analyze and classify facts in
principles, theories and various processes, and be able to learn by oneself.

3.3 Cognitive skills: refer to the ability to analyze situations and apply knowledge and understanding of
concepts, principles, theories and processes in critical thinking and problem solving when faced with new and
unexpected situations.

3.4 Interpersonal skills and responsibility: refers to the ability to work in a group, demonstrate leadership, take
responsibility for oneself and society, plan, and take responsibility for one's own learning.

3.5 Numerical analysis, communication and information technology skills: refer to the ability to perform
numerical analysis, the ability to use mathematical and statistical techniques, the ability to communicate both
verbally and in writing, and the use of information technology.

According to the Self-Regulated Learning Theory, learning outcomes reflect cognitive and perceptual changes,
as well as behaviors that result from active participation in various activities and effective self-management
(Zimmerman, 2000). Previous research has indicated that engagement in academic leaming processes and
participation in student activities promote outcomes that contribute to academic achievement and success (Pham
& Huynh, 2017). Therefore, this study proposes that learming outcomes have a positive influence on academic
achievement and serve as a mediating variable in the relationship between time management and academic

achievement.

4. Study Achievement

Academic achievement refers to the knowledge, skills, and habits of students in their studies through the course
of teaching, training, and applying these to their work effectively and efficiently (Pham & Huynh, 2017). Past research
by Mohdari et al. (2025) found that higher academic achievement is related to the time it takes graduates to find
jobs that are relevant to their field of study. Students with better grades tend to find jobs faster and in positions
that match their academic qualifications. It was also found that academic success, completion of studies on time,
and participation in student activities all play an important role in reducing the time it takes graduates to find jobs
that match their academic qualifications. Almoslamani (2022) stated that learning achievement is defined as the
measurable performance of students resulting from their educational efforts. It is usually expressed in grades, test
scores, other assessments, and practical applications. It reflects the degree to which students are able to achieve
their educational goals and is often used as an indicator of the effectiveness of learning strategies, teaching
methods, and the overall educational environment. Academic achievement is also influenced by various factors,

including individual learning strategies, motivation, and institutional support. In addition, the study by Al-Abyadh
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and Abdel Azeem (2022) found that self-management, which is part of self-management of time, has been shown
that students who have good self-management skills, such as effective time management, goal setting, and self-
discipline, show higher academic achievement. Students are able to organize their tasks, prioritize their studies,
and concentrate better, resulting in better academic achievement.

Consequently, from the review of previous empirical literature, such as Al-Abyadh & Abdel Azeem (2022) and
Almoslamani (2022), it was found that academic achievement is a dependent variable that reflects students’ ability
to effectively apply knowledge, skills, competencies, and attitudes—factors that pave the way toward academic
success. The research hypotheses are as follows:

H1: Time management has a positive effect on student activity

H2: Time management has a positive effect on study achievement

H3: Time management has a positive effect on learning outcomes

Hd: Student activity has a positive effect on learning outcomes

H5: Student activity has a positive effect on study achievement

H6: Learning outcome has a positive effect on study achievement

H7: Student activity positively mediates the effect between time management and study achievement

H8: Learning outcome positively mediates the effect between time management and study achievement

Accordingly, this study integrates the Self-Regulated Learning Theory and proposes that time management has
both direct and indirect effects on academic achievement through student activities (both curricular and
extracurricular) and students’ learmning outcomes. The Figure 1 proposed conceptual framework illustrates the

hypothesized relationships for this study, which will be tested using a Structural Equation Modeling (SEM) approach.

| SActl | SAct2 | SAct3 || SAct4 |

Student
Activity (SAct)

Study

Time

Achievement

(SAch)

Management

(T™)

Learning
H8: TM —» LO —> SAch

Qutcome

(LO)

(o [ wor [0 e [ eov |

Figure 1: Research conceptual framework
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RESEARCH METHODOLOGY
1. Population and Sample Size

The population of this study was 1,060 undergraduate students at Asia-Pacific International University, Muak
Lek District, Saraburi Province (Admission and Record Office, 2024). According to the study by Hair et al. (2014), the
minimum required sample size for using advanced statistics with SEM is 200 samples. For this study, a total of 315
valid questionnaire responses were obtained, indicating that the sample size meets the recommended criteria. The
sampling for this study used a convenience sampling method, as the respondents were selected from students
who were available and willing to provide information during the data collection period. This convenience sampling
method was chosen because it allows easier access to participants, although this method may limit the

generalizability of the research findings, which is a limitation of this studly.

2. Research Instrument

This research used a questionnaire as a research tool, consisting of 5 sections: Section 1, general information of
the respondents, consisting of seven items: gender, age, year of study, cumulative grade point average, faculty of
study, course of study and ethnicity. These questions are in the form of closed-ended questions with multiple
choices. Section 2: Opinions on Time Management (TM): the questions were developed and improved from the
research of Asawamongkonsiri et al. (2020) and Lokam (2007), consisting of six questions. Section 3: Opinions on
Student Activity (SAct), developed and improved from the questions of Rubama et al. (2019) and
Rungruangkullawanit (2020), four questions. Section 4: Learning outcome (LO), divided to five questions were
developed and improved from the research of Intaranongpai and Kotchakot (2017) and Kiewwath et al. (2015), and
Section 5: Opinions on Study Achievement (SAch), consisting of five questions, developed and improved from the
research of Kerdnaimongkol et al. (2013) and Petcharak et al. (2012). The questions used to measure each variable
in Sections 2 to 5 is a 5-level Likert scale question format: where Level 5 means the most, Level 4 means a lot,
Level 3 means not sure, Level 2 means a little, and Level 1 means the least.

The researcher conducted a content validity examination of the questionnaire using the Index of consistency
between the questionnaire and the objectives (I0C) by 3 experts, and the index of consistency between the
questionnaire and the objectives was ranging from 0.67 and 1.00. Rovinelli and Hambleton (1977) confirmed that
the 10C value should be equal to or greater than 0.50, which is an acceptable criterion. After that, 30 sets of
questionnaires were used to collect data from the specified sample group, 315 people. The reliability coefficiencts
were time management (0.92), student activities (0.87), learning outcomes (0.94), and academic achievement (0.78),
and the overall reliability of the research instrument was 0.96, which is higher than 0.70. Cho and Kim (2015) stated
that the Cronbach’s Alpha (o) should be greater than 0.70, which means that the questionnaire has sufficient
reliability.

3. Statistics
Data analysis was conducted using statistical software for descriptive statistics, data reliability testing,
Confirmatory Factor Analysis (CFA), and SEM. The characteristics of the sample group were analyzed using

descriptive statistics, including frequency, percentage, mean, and standard deviation. To assess the validity and
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reliability of the conceptual framework in this study, CFA was performed prior to SEM analysis. The model’s
goodness-of-fit and consistency were evaluated using model fit indices, including x2/df < 3.00, CFl > 0.90, TLI >
0.90, and RMSEA < 0.08, which are considered acceptable criteria (Kline, 2016). In addition, SEM was conducted to
examine both the direct and indirect effects according to the proposed hypotheses, which state that time
management, student activities, learning outcomes, and academic achievement influence one another. Path
analysis was used to test the consistency between the theoretical model derived from previous literature and the

empirical data, leading to hypothesis testing (Choi & Seltzer, 2010; Hair et al., 2014; Kline, 2016).

RESULTS

1. Data analysis using Frequency and Percentage

The questionnaire respondents were 315 international university students, with a sligsht majority of females
(55.2%). Most were enrolled in the international program (55.2%), while 44.8% were in the Thai program. Thai
nationals made up 53.7%, and interational students 46.3%. The largest age group was 19-21 years old (48.9%),
followed by 22-24 years old (35.2%). Year of study was fairly evenly distributed, with a slight majority in the 4th
year (32.1%). Most students had a GPA between 2.51-3.50 (68.8%), and the respondents represented a range of
faculties, with the largest groups from Education (23.8%), Liberal Arts and Humanities (22.2%), and Business
Administration (22.2%). This diversity supports the generalizability of findings within the context of the university

population.

2. Correlation Coefficient Analysis

The data analysis found that all variables had a statistically significant positive relationship at the 0.01 level, as
follows: Time management had a positive relationship with student activities, learning outcomes, and academic
achievement of Asia-Pacific International University students (r = 0.53, r = 0.57, r= 0.47, respectively). Next, student
activities had a positive relationship with learmning outcomes and academic achievement (r = 0.66, r = 0.57,
respectively), and learing outcomes had a positive relationship with academic achievement (r = 0.62). The mean
of all questions was more than 3.00, indicating that the respondents had a “high” opinion of the questions. From
the analysis of the data in Table 1, it was found that the correlation coefficients between all variables were
between 0.47 and 0.66, and no correlation was found higher than 0.80, suggesting no multicollinearity issues. The
square root of AVE values exceeded inter-construct correlations, confirming discriminant validity (Fornell & Larcker,
1981). Moreover, although AVE values of some constructs in later tables were below the recommended 0.50
threshold, the correlation analysis did not show problematic overlap between constructs, suggesting that

discriminant validity remained acceptable. These findings support the suitability of variables for SEM analysis.

Table 1: Analysis of mean, SD correlation and discriminant validity values between variables

Variable Mean SD ™ SAct LO SAch
1. Time Management (TM) 3.57 0.57 0.75 - - -
2. Student Activity (SAct) 3.83 0.49 0.53** 0.70 - -
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Table 1: Analysis of mean, SD correlation and discriminant validity values between variables (cont.)
Variable Mean SD ™ SAct LO SAch
3. Learning Outcome (LO) 3.87 0.60 0.57** 0.66** 0.77 -
4. Study Achievement (SAch) 4.00 0.40 0.47** 0.57** 0.62** 0.63

Note: p < 0.01

3. Analysis of factor loading, Mean, AVE, and CR

Table 2 shows the factor loading analysis to find the relationship between the indicators (item) with the
components (Factor) by evaluating the acceptable factor loading value of 0.40 and above (Hair et al., 2014). In this
case, the question, namely, the Time Management (TM) variable, was cut off, cutting off 1 question, namely TM1.
Therefore, the acceptable factor loading value of the question was in the range of 0.48-0.87 and the Composite
Reliability (CR) of the latent variable was greater than 0.70 (Hair et al., 2019). It was found that the value met the
conditions (CR > 0.70) and the Average Variance Extracted (AVE) should be greater than 0.50 (Hair et al., 2014).
Nevertheless, the AVE values of student activities (0.49) and academic achievement (0.40) were lower than the
recommended threshold. Although Fornell and Larcker (1981) indicated that constructs with CR values greater
than 0.60 may still serve as acceptable representations of latent variables, AVE values below 0.50 suggest that
these constructs may not capture sufficient convergent variance. This implies that future refinement of the
measurement model—such as rewording items, adding additional indicators, or reassessing construct

dimensionality—may be required to enhance convergent validity.

Table 2: Analysis of loading weight, S.E., C.R., AVE and CR values

Variable Loading Weight S.E. C.R. AVE CR
Time Management (TM) 0.57 0.87
T™M2 0.69 0.09 9.51
T™3 0.73 0.10 8.89
™4 0.82 0.09 10.43
TM5 0.78 0.07 13.10
TM6 0.74 - -
Student Activity (SAct) 0.49 0.78
SActl 0.62 - -
SAct2 0.87 0.10 9.63
SAct3 0.74 0.08 9.93
SActd 0.50 0.08 7.24
Learning Outcome (LO) 0.60 0.88
LO1 0.76 - -
LO2 0.78 0.07 13.42
LO3 0.83 0.07 14.34
LO4 0.77 0.07 13.29
LO5 0.73 0.07 12.35
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Table 2: Analysis of loading weight, S.E., C.R., AVE and CR values (cont.)

Variable Loading Weight S.E. C.R. AVE CR

Study Achievement (SAch) 0.40 0.77

SAch1 0.70 - -

SAch2 0.69 0.10 9.30

SAch3 0.68 0.09 9.22

SAch4 0.59 0.10 8.30

SAch5 0.48 0.09 6.95

4. Confirmatory Factor Analysis

Before testing the structural model, the measurement model was evaluated to ensure convergent and
discriminant validity. The Confirmatory Factor Analysis results showed that the observed variables were consistent
with the theoretical and empirical data as follows: Time management (TM) had a value of X*/df equal to 0.71,
a p-value of 0.40, a GFI value of 1.00, an AGFI value of 0.99, a CFl value of 1.00, a TLI value of 1.00, and an RMSEA
value of 0.03. Student activities (SAct) had a value of X*/df equal to 0.30, a p-value of 0.60, a GFI value of 1.00,
an AGFI value of 1.00, a CFl value of 1.00, a RMR value of 0.00, a TLI value of 1.01, and an RMSEA value of 0.00.
Learning outcomes (LO) had a value of X*/df equal to 1.31, p-value equal to 0.27, GFl equal to 0.99, AGFI equal to
0.98, CFl equal to 1.00, RMR equal to 0.01, TLI equal to 1.00 and RMSEA equal to 0.05 and Study achievement
(SAch) has a value of x’/df equal to 0.81, p-value equal to 0.52, GFl equal to 1.00, AGFI equal to 0.99, CFl equal to
1.00, RMR equal to 0.01, TLI equal to 1.01 and RMSEA equal to 0.02. From the values of these goodness-of-fit
indices shown in Table 3, these results confirm that the observed variables adequately represent their

corresponding latent constructs.

Table 3: The result of confirmatory factor analysis of the variables

Variable X¥/df p-value GFI AGFI CFI RMR Tu RMSEA
Threshold <4.00 >0.05 >0.90 >0.90 >0.97 <0.05 >0.95 <0.05
™ 0.71 0.40 1.00 0.99 1.00 0.00 1.00 0.03
SAct 0.30 0.60 1.00 1.00 1.00 0.00 1.01 0.00
LO 131 0.27 0.99 0.98 1.00 0.01 1.00 0.05
SAch 0.81 0.52 1.00 0.99 1.00 0.01 1.01 0.02

Note: Time Management (TM), Student Activity (SAct), Learning Outcome (LO), Student Achievement (SAch)

The test of the Model Variable Consistency including time management, student activity, learning outcome,
and study achievement of international university students found that the empirical data showed the following
goodness of fit indices: chi-square (x°) value equal to 135.39, Degrees of Freedom (df) value equal to 137, x’/df
value equal to 0.99, p-value equal to 0.52, GFI value equal to 0.96, AGFI value equal to 0.94, NFI value equal to
0.96, IFl value equal to 1.00, CFl value equal to 1.00, and RMSEA value equal to 0.00. Therefore, all values are
appropriate according to the conditions of the analysis of the Goodness of Fit indices of the variables with the
research model. Figure 2 shows the results of the analysis with the effect values between the variables studied by

analyzing the SEM to test the correlation between the research model and the empirical data. These fit indices
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indicate that the structural relationships among variables are stable and the model’s overall explanatory capacity

is robust, thus supporting the suitability of SEM for testing the proposed theoretical relationships.
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Figure 2: Results of structural equation testing of the research conceptual framework and empirical data

The results of the conceptual framework testing and empirical data of the study on the influence of time
management on academic achievement through student activities and learning outcome focus of international
university students: The findings from the hypothesis testing are as follows;

Hypothesis 1 consists of Hypothesis 1 (H1): Time management has a positive influence on student activities.
The result of the hypothesis testing found that time management has a positive influence on student activities
(y = 0.66, p < 0.001). Therefore, Hypothesis 1 (H1) is accepted. Hypothesis 2 (H2): Time management has a positive
influence on academic achievement. The result of the hypothesis testing found that time management has no
positive impact on academic achievement (y = 0.06, p > 0.05). Therefore, Hypothesis 2 (H2) is rejected, as the
direct effect of time management on academic achievement may be mediated by learning outcomes and student
activities. Next, Hypothesis 3 (H3): Time management has a positive influence on learning outcomes. The result of
the hypothesis testing found that time management has a positive influence on learning outcomes (y = 0.37, p <
0.001). Therefore, Hypothesis 3 (H3) is accepted. Next, Hypothesis 4 (H4): Student activities have a positive influence
on learning outcomes. The results of the hypothesis testing found that student activities had a positive influence
on learning outcomes (B = 0.50, p < 0.001). Therefore, hypothesis 4 (H4) was accepted. Hypothesis 5 (H5): Student

activities had a positive influence on educational achievement. The results of the hypothesis testing found that
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student activities had a positive influence on educational achievement (f = 0.37, p < 0.001). Therefore, hypothesis
5 (H5) was accepted. Hypothesis 6 (H6): Learning outcomes had a positive influence on educational achievement.
The results of the hypothesis testing found that learning outcomes had a positive influence on educational
achievement (B = 0.42, p < 0.05). Therefore, hypothesis 6 (H6) was accepted. The non-significant direct effect in
H2 implies that effective time management alone may not immediately enhance academic achievement unless it
translates into improved learning behaviors and active engagement, consistent with mediation-based theoretical
frameworks.

The testing of hypothesis 7 (H7) found that student activities were a mediator variable that had a positive
influence between time management and academic achievement (B = 0.58, p < 0.001). Therefore, hypothesis 7
(H7) was accepted. Hypothesis 8 (H8) found that learning outcomes were a mediator variable that had a positive
influence between time management and academic achievement (B = 0.70, p < 0.001). Therefore, hypothesis 8
was accepted. See details in Figure 2 and Table 4 showing the analysis of influence between variables. Overall,
SEM results indicate that student activities and learning outcomes serve as important mediators between time
management and academic achievement, emphasizing the need to focus on these intermediate factors for

practical educational interventions.

Table 4: Hypothesis, Path Analysis, Path Coefficient, and Result

Hypothesis Path analysis Std. Coefficient C.R. p-value Result
H1 TM —> SAct 0.66*** (DE) 8.25 < 0.001 Supported
H2 TM—> SAch 0.06 (DE) 0.82 > 0.05 Rejected
H3 ™ = LO 0.37*** (DE) 6.15 < 0.001 Supported
H4 SAct = LO 0.50*** (DE) 7.10 < 0.001 Supported
H5 SAct = SAch 0.37*** (DE) 6.05 < 0.001 Supported
H6 LO = SAch 0.42*** (DE) 2.80 < 0.05 Supported
H7 TM —> SAct —> SAch 0.58*** (IE) - < 0.001 Supported
H8 T™ —> LO —> SAch 0.70*** (IE) - < 0.001 Supported

Note: ** p < 0.01

DISCUSSION AND CONCLUSION

This research had two objectives: 1) to study the direct influence of time management on student activities,
the focus on learning outcomes and academic achievement, and 2) to study the indirect influence of time
management on academic achievement through student activities and the focus on learning outcomes.

The findings from the research related to Objective 1 indicate that Hypotheses 1, 3, 4, 5, and 6 were supported,
while Hypothesis 2 was not. These results align with the study by Terzi et al. (2024), who explored the relationship
between time management, student activities, and quality of life, emphasizing the mediating role of leisure time
satisfaction. Their research revealed that effective time management positively correlates with student participation
in both academic and extra-curricular activities. Students who manage their free time well are more likely to engage
in sports, clubs, and other leisure pursuits, demonstrating an ability to balance academic responsibilities with

recreational involvement, ultimately leading to a more enriching and well-rounded educational experience.
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Additionally, Terzi et al. (2024) found that satisfaction with free time plays a critical mediating role. Students who
effectively manage their time tend to report greater satisfaction with how they spend their leisure time, which, in
turn, contributes to an improved quality of life. As a result, students with strong time management skills are not
only more enthusiastic about life but also tend to achieve better overall well-being. The results of this research
are further supported by Dacoylo et al. (2024), who examined the relationship between time management skills
and classroom performance. Their study found a strong positive relationship, indicating that students with effective
time management are more likely to engage actively in academic settings. Such students are typically better
prepared, submit assignments on time, participate in discussions, and perform more effectively on assessments.
Dacoylo et al. (2024) highlight that time management allows students to allocate adequate time for studying,
projects, and extra-curricular participation, enhancing their overall classroom experience. However, the non-
significant result of Hypothesis 2 requires deeper theoretical interpretation. Although time management is generally
a strong predictor of academic achievement, the results suggest that its direct effect may be overshadowed by
more proximal factors such as student engagement and learning outcomes. This finding extends prior research by
highlighting that time management influences achievement primarily indirectly rather than directly, reinforcing
models of self-regulated learning and student engagement.

Key findings from their research include the positive impact of time management on student focus, assignment
completion, and understanding of course material. Additionally, effective time management was shown to foster
higher levels of class engagement, participation in collaborative learning, and a reduction in academic stress,
as students with good planning experience less pressure from coursework. These conclusions are supported by
Ahmad et al. (2019), who also found a significant positive relationship between time management and student
academic activities. Their research emphasized that students with strong time management skills are more
proactive in engaging with their studies, completing assignments, and participating in discussions—both in-person
and online. Time management enables students to balance academic commitments with other responsibilities,
resulting in consistent participation and improved learning outcomes. Furthermore, the research of Brooks et al.
(2014) highlights the importance of clearly defined learning outcomes, which serve as benchmarks for student
achievement. These outcomes guide both teaching and assessment, allowing for measurable progress and
contributing to improved academic success. This finding aligns with Kobicheva et al. (2022), who also identified
a positive relationship between learning outcomes and academic achievement. Their study found that students
who display motivation, emotional engagement, and a positive attitude toward learning—especially in blended
environments—tend to perform better academically. Enthusiasm and active involvement were identified as critical
drivers of motivation and achievement.

The results of this study, particularly from Hypotheses 7 and 8 under Objective 2, confirm the proposed
hypotheses and align with existing research on time management and academic success. Alyami et al. (2021)
emphasized that time management has a significant impact on academic achievement. Effective time management
reduces anxiety and enables students to organize both short-term and long-term academic tasks, helping them
meet learning objectives and improve performance. Mastery of time management is therefore essential for
improving learning efficiency and overall success. Supporting this conclusion, Almoslamani (2022) showed that

applying effective learning strategies—including time management—significantly enhances university students’
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academic performance. Participatory learning strategies such as self-regulation, time management, and critical
thinking enable students to take control of their learning process, resulting in improved outcomes. Almoslamani’s
findings thus highlight the importance of integrating self-directed, collaborative, and reflective learning techniques.
Further corroborating the current research, Al-Abyadh and Abdel Azeem (2022) explored the impact of self-
management and self-efficacy on student achievement. Their findings indicated that students with strong self-
management skills—including time management, goal setting, and self-discipline—tended to perform better
academically. These students could effectively organize tasks, prioritize learning, and maintain concentration. These
results suggest that promoting both skill sets within educational settings can enhance academic performance.
Alyami et al. (2021) also highlighted that effective time management directly contributes to course-specific learning
outcomes. Students who allocate their time wisely are better able to engage with essential academic activities,
such as studying, completing assignments, and participating in learning experiences that deepen their
understanding. Similarly, Ahmad et al. (2019) found a strong positive relationship between time management and
academic achievement. Students with effective time management skills had higher GPAs and better overall
academic performance than their peers. In conclusion, this research—supported by studies from Ahmad et al.
(2019), Al-Abyadh and Abdel Azeem (2022), Almoslamani (2022), and Alyami et al. (2021)—reinforces that effective
time management is fundamental to academic success. When combined with self-regulated learning strategies and
self-efficacy, time management empowers students to achieve their academic goals with greater efficiency and
confidence. Therefore, the strong indirect effects (H7 and H8) indicate that time management shapes achievement
primarily through behavioral and cognitive pathways. This supports process-based models of academic success,
suggesting that students convert time management skills into academic gains only when those skills translate into
active participation and improved learning outcomes. Thus, the mediation results represent the central theoretical
contribution of this study. These findings refine existing educational psychology models by empirically
demonstrating that behavioral engagement (student activities) and cognitive engagement (learning outcomes) serve
as key mediating mechanisms. This contributes to the literature by clarifying how and why time management

translates into higher achievement rather than assuming a direct association.

LIMITATIONS AND RECOMMENDATIONS

The findings of this study reaffirm the essential role of effective time management in shaping students’
academic outcomes. To translate these insights into actionable strategies, several practical recommendations and
policy implications are proposed for educational institutions and key stakeholders.

1. Educators can enhance students’ academic behaviors by integrating time-management instruction into course
design, providing reminders and structured deadlines, and using clear assessment criteria to guide students’
planning. Encouraging simple reflective activities, such as brief learning journals, also helps students monitor and
adjust their time use to improve academic outcomes.

2. Student advisors interact closely with leamers and are well positioned to reinforce effective time
management. They can begin by incorporating time-management assessment tools into advising sessions, using
simple diagnostic checklists to identify students who struggle with planning or completing tasks. Advisors may also

coach students in creating individualized study schedules, as evidence from this study shows that learmers who
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plan regularly tend to achieve stronger academic performance. Additionally, offering targeted workshops for at-risk
students provides valuable early intervention, ensuring that those with weak time-management habits receive
structured support through small-group sessions.

3. Administrators can support effective student time management by expanding flexible learning options, such
as online and blended courses, and by using early-warning systems to identify students who struggle with deadlines
or attendance. They should also encourage co-curricular involvement, which helps students build planning and
prioritizing skills. Additionally, campus-wide initiatives—such as peer mentoring, skill-building workshops, and
awareness campaigns—can promote a strong institutional culture of effective time management.

4. Institutions should develop policies that support both academic growth and student well-being by formally
integrating time-management training into student success programs or general education courses. Academic
advising should include behavioral skill development, not just course selection. Using data to guide investment in
workshops, digital tools, and support services can strengthen students’ time-management abilities. Embedding
these skills into curricula, co-curricular activities, and advising guidelines ensures that the study’s findings translate
into practical actions that help students manage their academic and personal responsibilities more effectively.

Although this study provides valuable insights, several limitations should be acknowledged. First, the research
relied on participants’ self-reported data, which may be affected by social desirability or recall bias, as students
might overestimate their time-management abilities or engagement levels. Additionally, the sample was drawn
from a single international university, which restricts the generalizability of the findings to other cultural,
institutional, or educational contexts. The cross-sectional design also limits the ability to determine causality or to
observe how time-management behaviors and academic outcomes evolve over time.

Future studies should involve multiple institutions to improve generalizability and capture cultural and
contextual differences. Longitudinal designs can clarify how time-management skills evolve and whether
interventions lead to lasting academic benefits. Researchers should also test specific interventions—such as training
programs, workshops, or peer mentoring—to determine which methods most effectively improve outcomes. With
the rise of educational technology, examining digital and Al-based tools like planners, apps, and analytics
dashboards is increasingly important. Additionally, comparing different academic disciplines can reveal how time-

management demands vary across fields and how these differences influence the relationships found in this studly.
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Abstract

This study on talent management in Japanese organizations in Thailand aims to investigate the influences of
talent management on work engagement and organizational commitment. A mixed-methods research design was
employed, comprising an exploratory sequential approach by beginning with in-depth interviews with seven
executives from three Japanese organizations, followed by a survey of 51 employees identified as Talent. Data
were analyzed using descriptive statistics and PLS-SEM. The qualitative findings revealed that Japanese organizations
manage talent through an integrated four-component system: holistic recruitment, training based on the 70:20:10
model, motivation through job crafting, and potential-focused compensation management. Work engagement emerged
from perceived job significance, leadership roles, a “Reaching Out” culture, and a results-oriented orientation.
The survey results indicated that talent management (X = 3.70), work engagement (X = 3.91), and organizational
commitment (X = 3.66) were at high levels. Structural equation modeling confirmed significant positive relationships
with talent management directly influencing work engagement, the path coefficient is 0.673, and R2 is 45.30 percent;
the organizational commitment path coefficient is 0.397, and R2 is 60.60 percent, as well as exerting indirect effects,
with the path coefficient being 0.453 with a statistically significant p < 0.01. The study concludes that successful
talent management lies in creating equilibrium between standardized systems and organizational culture, emphasizing

job value creation over monetary competition.

Keywords: Japanese organizations in Thailand, Organizational commitment, Talent employee, Talent management,

Work engagement
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Tunuuazarugniiudessdnsvomiinauauis suszihlugnmsiuanuannsalunisudstunazaiisanaldiie

Panswstulumaanssnulneeegadatiu

NUNIUITIUNITA

v
[

Aasgikazasunuidenieites sudmguivseuufaddynuildlunisfinwiasail duwiely

=De

1. NQUAYNBIFIUNINEINTYBININIT (Resource-Based View of the Firm)

Barney (1991) nd1dh nimensidanagns Ao ninensnelussdnsiioglunssuaunisiaudnisadisnmailuauds
nsdsueuanuldUIoumenisudeiu daiu N139AN13NTNINITINALNSUUY Resource Based View of the Firm (RBV)
nU8 ﬂ’]iﬁ@uqu%’wEJ’]ﬂiﬂWEJELuﬁE]QJIUﬂiZU’Juﬂ’ﬁ(;?QLLG]IL%Illﬁuiﬂﬁ]uﬁﬂﬂ’]iﬁ%”mwaﬂﬁﬁ’]Lﬁu&’]uﬁgﬁguiﬁaﬁﬁﬂiﬁ

ANUbALUSUTUNITUYITY BINITHAILIAMAIYBINTNEINT AUAINITAVD989ANT wazAubaSoun1en suUsduly

a o =

winnzaun el Weulednudmsunineinsianagns Usgneumie 1) amAuazaumen na1ndnenifie Ay

7
a =

ATEVUNWALAIINILES 1N NEINSNLALAILALIN L8N I UNAIALNBENTEAUAIINENNITAVDIBIANT LAREIVY 2) 81NWANIS

q
v

aenideuluy nanBntenisfe nsianuaansainualauazaEEInyTERUgaaudldansavigilaig uaz

3) AMULINBANITAIENALNY NENDNUENIAD NSnensluiFmawny

2. UYIANNISUIHITIANITAULNN (Talent Management)

2.1 D9masAIMIIEYOIAUNT AU AD Ninensyaraiaiwanlany Sdnsamiiosdnsuesin wilendi
wifnaugBy lWeudadunuvegauazairsussiumalalifuninmugdu dadu nmsiauaundussdng wunefs n1s
fanminensuyudfoglunsruiunstusiEuiuluaiimsdweunansusRouiiniendiesdnsdivsyaninm g
nsfimLIAAIN IR Unumathiinisrhay weraadnvazdiuyaaaliutzan el Seulvdnludmiuaus
Usgnoudae 1) anuAnanuideiistunueauazafionvosesdng nandndevisie arunszninuasdslaiosld
wansFkaAndnur A uyaraiftensyfuMsIuliRBstu 2) mnd arwanansn uazeuaieiaain nann
fovilade mafiauamnsaiedumaia auanmsadumsiamauarlmmsuseiugdunsihauiiviionidu way
3) ArwanansalunsvhnusmiugBunazaiiausaiuamale nandndenide nstinrwsuiisveulunihiivesialeuas
ausaifuuuuegaesarwdsafiesdnslianusagyideld lumsfnwaded §idelioweumnsin yaansiifimants
UftRnuilaniduasdnenimgdumaivln TasfnadnuurduypaafiBoronsimu 1wy madoudedieoiios A
nandnaula LLazmmmmsaiumsﬁﬂmuimﬁ’wﬁu (Berger & Berger, 2004; Kulapeng, 2009; Puvitayaphan, 2007)

a o '

2.2 M3sUsnsvanIsaund : msvimsdnanisaunalunagniidsgnlunisuimamineinsuywdnfidnenings lae

sl A

Puvitayaphan (2007) na131 Wunagnsiiiiesdesiunmsiauanuamisaveinguaunswesesdnsegindussuy Tuvaei

Kulapeng (2009) 19A3uM1831 ME1889 NIEUIUNTINURUUTITIANITNATOUARUAILANITATING N1SHAILT N155NY
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wagmslinuaundingauiuiumiany dau Berger and Berger (2004) 52y Wunszuaumsfiaiisuaznwiaiy
Duidavesesdng dufu nsusmsdanisauis maneis nagnsidegnlunisuimandinauiifidnenmgeegraduszuy
soiilos wazaonadestulimineueadng luvaiedl Boonbumroongsuk and Panvisavas (2019) Wuin nagnsnisdnnis
AuLnsUsEnoUMBamTuneundn THun 1) n3assm 2) Mswamn waz 3) M3snwIALLAe uenantu DI Prima et al.
(2024) lafnwINSUIMIITIANITAULAAUSENBUAIE 1) MITTUMUILINUAATY 2) NFATINIAULAL Uay 3) NTNAUIATLAS
ot 29AUTENOUANAYVBINITUIMITIANITAULAY UTENBUAIY 1) NMITATIVILAZAALADNALLAY KI8T NTZUIUNITLT
nagnslunssey fege uazdmdenyaansiiiinusuasaudnuuzasnndosiuiliningesding 2) nsilneusuuas i
ALY MUBEA ﬂizmuﬂm%nﬂaeg‘mﬁ‘l,a%ua%wv?fﬂst'wLﬁama‘uaummwuﬁaqmﬁﬂzﬁaqﬁuuazamﬂm 3) N1533lauarsIse
Shwauns vuneds nszunndanagnslunisainwsegdlalunisaed fussinsseer1mIUNITNBUANBIAINABINITAI
AIMBULVILLAETENIANRIL kaY 4) N1TUTUITHARDULVIUALLTY MHNBETH NTEUIUANALNSIUNITORNLUUTEUUNANBULNY
fafidugiiunarldlyfGuiiivssaniamiefign 95la wasfnvmdnouaudnieliosdnsamnsousedu

Tupaausaula

3 mn/ﬁﬁn?"uynﬁuiumu (Work Engagement)

anuBasiugniulunudunuifnddalumsdnunginssuesdnis Ing Schaufeli et al. (2002) na1231 AvEAST
wrilusuiunsmallunsheuuanigdassiinsstiuiu fod WeuenuBasiugnidunui duanemadels
devanfiietestunsufifnunasiidnsaenginssuiivduiuuds um efirnu uazandeldla uenaintu Fay and
Sonnentag (2010) $uundviswavesanuyniilunuiisinasonanisufifenudu 3 Useian fe ngAnssunuunuim
i wAnssuunumiay uaznginssumevhauiilificussoun lunadeadel §idetenuanuasugniulusui
\Huanngmadsladauaniidoudnsnnsvesyrainsienisufoinu Taglildjadulufiorsunl wnnisel viewgdnseu
angls widuiduiadouussgdanandonlossgviedafonehauiunadwinisvhe il ssduszneusesnnuyniy
Tusy Usgnaudae 1) arwnseitededu el nsinduasdangumainlagelunisufofou sufinnudulouasd
Al suliindyguassa 2) anusjumedia nunedis anuidnduls nagila Susstuanala uazidnvimielunisvhau
waz 3) Anmandoldla nunes anuddansjsiulazduaulunising sinflazneafesnainsumileunatiuliegig
50§71 TeesAvsenevhanudfdidnvusiduanzuarinnuasaloafu (Schaufeli et al, 2002) 9nn15ANYIT8Y
Obedgiu et al. (2023) Wi HansznuvesmEgRTUluuvsminnudufusdmassiansuImsiansauisiv

HansUfURN v

4. AIIUENWUABaeANT (Organizational Commitment)
ANURNITURBDIANT Ao AuSFnuaziruARTIUINYeIYARaTIdneDdfng Buanteaniiuaudylafiozyumiamnie
mddlalunsvhou anudndudunivesesdns anuunsamniizasediverng uazauasndnineesdns laednis

Ia

gousuilmineuarAllonvetesdng nieunszuiRnuiieusylovivesesinsmilousylovidiuny detu Anuyniuse

[
o

osAnslumsidonsell mneds inunfuazngfinssuvasynainsiiuanieendsnnuynituresdnsluyniia Fsesdusznay
yosANuyNUAeaIANT Usznause 1) Anugnitusnudnle vueds anugniuiiieidesiueisualuazanuidnues
wiinnuiiiiressdns wanseaniummUsaufiazasegiussdnsidesandauidnduduniwesesdns 2) Aty
FuussYingIu mneda amnugniuiiieadesiunuianiuiiaveunaznsnidiintnnuidessdns Insidnitmuies
fvthiidiesegruesdnsmuussiingrunsdsa 3) anugniudunisasey muneds anugniuitisitestunisussidy

nalanadevominaulunisdndulansegrisatoenaineddns Wentdnnunsentinfeiunurionisamuiesagdsly
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WNA198NNBIANT 4) ANITotivegrsusinduasniseensuidhmnewaradonluesding munedis mnudeuazinund
\Fsurnvesyaansidsessdnsanuynitusgauvias e dounaziimnsvesesdns wienatuayunisiovesesdns
5. anuidilafiagyjuimanunegismeganniieysylovtivedesdng wunefis nMsuansoanvesynainslunsduaazgiia
AULDY NI NUe A AN TnielednTUsTAUAMLd NS IUTIQTMING Wag 6) AnudeINTUTITAIBEN
ussndnflazisesnwiaaunnvesnsiduandniidvesesdnsdely mnefs msnanseenvesyaaInIfiFosnsufoRau
TupsAnsusisiinasnly fianuassninfdessdnsuasdnnuniagiilalunisiluaundnvesesdns (Meyer & Allen, 1997;
Mowday et al., 1982) 21nA15AN¥1289 Amnuaypol et al. (2020) Wui1 AUYNTUABBIANTYRINTNIIUUTENBUA Y
anudisilafiogsjumanuneeuegisnnieysslovivesesins mmUssawegausindiazssdideenuduandn

VYDIDIANIT ANULTDLUDY LT INA A NTEaNT U N ULaEATYLYBIDIANTS

ada v

RGP RRRL:)

n5deassiidunsAne1ideuuunanis (mixed method) UszLnmn Exploratory Sequential Mixed Method Design

Qe

¥
v v

nafenuITeatuilisuduienisiiuioyasnuninneulaenisdunivalliedn eAumuazianudiladseiau

PAnwldadn ntudsiwailaluinundueiodiedmsuiiudoyadalinalasasraduwuvasuniy udnhluiv

@ o '

ayafunguiiede Weduduniavenanansfunuanduneuwsn MldeuuuiiBadunmsdndunmsaudiiviu lagldue

e

nNFITdnunmdugulunsiaunsidedainasasiieliussgnuingussawnasl ee fvuaisanduauy

1. UsznsuaznguAoee
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[

1.1 Usgons: Ussmnsdmiuaniddedenunmluassll fe duinswazyaainslienineinsuyudvedasdinsgiumie
aeAnsiisruvuTMsdansuuugululssmalneninisusmsdnnisauns Basenaunie fUsnsseRugungUuilas

¥11lne gInnsieninensuywd wazgiguasuiaveuiieltunisusmsianisaunsduesdnsnirnagluwazviilng

v '
o o =

Usgrnsdmsunuidedalsinaluassll Ae wilhaufiesdnsszyinduauin

a =X av a

1.2 ngusaee: JlvideyadiAnuideiianmunin ¥ Creswell and Creswell (2018) na1fialdeigansalfne (case

q

study research method) 11n13daidenglvideyadAyeialdiiesauieiiosnnnimindeyanladuiiesweniodud

Y

o '
LYY v o

st TunisAnidenasdnsuaglideyadAgildluns@nw didulddndenmunueinuandfivesesdns fe Wuesdns

7

QYunareIfnsNilssuunsusmsdnnissuudgUululssmalneniivuinluguaziissuun1suimsianisawns Tuns

U LY

Andengiideyaddniinuandife Tusraunsalmsinuiineidesivnuimuminensuywdliiing 10 U vise dany

o7

Weatesiunisuimsdnnisaunsluesdng deliu dlideyadiday (key informant) 594 7 v1u Usenaudieg 1) §Usnis

Y a

FEAUEIUNRYUTINAU 1 v 2) JUinisTeaugeualngdiuiu 1 vt 3)

1Y

ANsEensnensuywdrIlnedwI 2 vinu
4) fnguasuinveUNgINUMIUIMITIANTAUANIGULIINIL 1 viU uae 5) diguasuiaveuliedafun1susnsdnns

Aunmlnedu 2 vinu dmsunguitegnddunidedelsnnm fe ninvuiesdnsssyinduaundussdnsnsdfne

13 ai

Ve 3 93Ans Jadussdnsdiu wavesdnsiifiszuunsuimsdanisuuuddululszwalnenivuelvguaziiszuunis

]
v

UImsdansauins Fadrnunguiegnaaziusgiuinnuiegsiifoglussdnsimuianntesidfioda uiilelignies
mundnsudouisife daufu Srunuiediififedmuadadsni 51 dedrdadudnnusesaiisensuld esan
uATea Uil Partial Least Squares Structural Equation Modeling (PLS-SEM) &4 Hair et al. (2017) Taszydndu
madeniiflumsliimadamsatfidlonduiosnsdivunadn ulfingusegtdumsfnuafidasdswudifndien 51 au

Aeunisifenldinafia PLS-SEM innsivangas 1889370 PLS-SEM wsngfunisAnuiieglussesisudu (exploratory
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research) waznsdifinguiiagsivwnd i Insanzegisdlunsdlveanguidinungagne “ninanufissdnsszyindunu

1ne” FanuletaelussAnsi@ne

2. inseedanldlunisise

v

wn3ealleldluauideasald 2 wsesomeiufe 1. wuvdunivaluuuilaseasiedmsunuidednunin way 2.

wuUAaUnY Lneilsieazidunnall

va o o

2.1 uyvaun walyudlaseass (structure interview form): NMSWAILILATOIND KITENUNIUIINLONAT 151 LUIAA

Y

ngud ndnn1s fauds wazUszhuiideinisnsudeya adidemaulilannuduiusiulssinuiidesnsmsu wazinue
& v o P o v ) = ] = o Y o ¢ o o ] = Y o
Judedaulidiminuseney aie 2 dw Ae dwui 1 Teyaniluvesdlvdunivel Mavue 6 Touas diun 2 Tedny

WNerfuisenagnsnsdnnisaung 91w 6 do Jednnuiieatuaudadurniuluiu 31w 1 9o war anukniuse

(3 o

83AN3 91U 1 90 wazdaiausuuzdu q 8nd1wiu 1 98 i 9 Je ddnvandumonulaiads fidelimhuuudunvalln
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a

Wewdau 3 viuiansananuaenafesdemnuiuingUssadd nan1snsivdeuAIAunsuduilomvastomanyly

e

wiazaudusedevealuudunvaliisyn demausederimuaiidianunsadaionviniu 1.00 ynenu sy derany

v &

fovuadadutomauiifimanunsadadomvonsuld

2.2 uyvgava (questionnaire): FidennsWauLASasle MomsvumuuLIAn nguinuideiifedes uasnaan
nsdunwaiidadnlunAfedmunm afrauvvasuauuiadu ¢ dududl 1 Juteyavhlvvesneuiuuasuany
Usgnaudae e a1y seRUMIAin uazszernafiufifnuivesdng sausisdu 4 4o fdnvazdamdusuuidenney
(multiple choices) @it 2-4 \Judarmannieatu nsusmsdnnseuwas (Talent Management: TLM) nnsassdaiden
AULAY (Talent Recruitment and Selection: RS) 414U 6 U8 A1THNBUTULATWMUIAULAL (Talent Training and
Development: TD) 31u3u 10 98 mM33¢lauags1sainyiauins (Talent Motivation and Retention: MR) $113u 5 48 wag
A1TUTNITHAADULNUAULAY (Talent Compensation and Benefit: CB) 41U 5 99 mmﬁmﬁu@,ﬂﬁuiumu (Work
Engagement: WE) iau1u191nuui@nuuafnues Schaufeli et al. (2002) $1uau 12 48 WaEANUNNNUADDIANT
(Organizational Commitment: OC) WalL1L191ALUIANYBY Meyer and Allen (1997) az Mowday et al. (1982) 412U
18 $o vmumdusaudansda (close-ended response question) IuuusNAsIEILALULIAATEIEASH (Likert scale)
Fatmunezuuuuiadu 5 sedu Aediudaouings 5 asuuu Sufiudedosan 1 Azuuu MsrTvaoUATIRsIILde
(content validity) Ingiausinssaandviofievgifnnuianudilaemesudn 3 viw emdviauaenndes
seninednguszasAiudead1niu (Index of Item Objective Congruence: I0C) lngnan130533aauAT I0C N15UINITIANTT
ALl 0.91 eBeshugniilunudian 1.0 uazanurniuioosdnsiien 0.96 unnnit 0,50 Mnduthuvuaeuaaly
vAANudesiy (reliability) Tnsvuuvuasunslunaasufunguiiegadu 30 g wansmageuldmanudesiumie
AduUsEAvSwoarhuesAseuLIN (Cronbach’s alpha coefficient) Msuimsdanisauirisiia 0.82 rnuBasiugniiluay

fifin 0.85 wazauynWwsoasAnslian 0.85 FadiAmnndn 0.70 Fediednhlldlunisifiudedald (Hair et al, 2017)

3. mMsfiusausIudayauasnsicidaya

v
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ddevenilsdeifievosygadiivdeya Wedhnmsdunvaliddinduesdnsnsdiinuannguilideyaddgvioun 3

7

29ANS 7 ¥INU tnensaunwalldean Mwuvdunwalkuuilaseasie Susulunsduniwalddnmemanunan wasiimaiu
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Winfunussaunglidunivainanimselfieveneanuiuieanden wazn1ssiunuteyasenisiuiindenis

U

dunwallazn1santudin 21Ul IATIEAElen (content analysis) inlglunisimsizidaualdsnanintivenaulang
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@ =

aoulaiuszUU Microsoft Form lagiigdnnisieninensuyuwduas/M3egauasuinyouiiun1susmsinnisauiauae
sflumaiutoyasussuy Microsoft Form adumsaseyansanliiisufiesnmenuduresdoya vl fiansre
n¥nensuywdizdsvuasuanliiundnauiiesdnsszyinduauddunisneviuuas iy 1dFedsain
wuugeunTiaNysaismiea 51 fega nduntsnseaeudeya liun n1mseaeuaTmgnipsiarALANYTaiveg
wuvasuauuasynsuenuuuasuandilianysaleen aasa (coding) WunsiuuuasuauiinIun1sAIINEBUAIN
gndies Feufesudnassianuildimuely uazihuieideyamluvesimeunuuasuny Faduuvuasunuvia
Fonnou Tins1zsilagnsmenaud mfesay uaziiausluguuuumssusseedmiunsinszsideya n1siiasei
sriuANuARiuresiaLsMIUIMITamsauAs auBadiugniluanu wazanuyniudessdns Jnsziteualaenism
Aiads Adudeuuunsgu vdndunsareulinTesiosdUszney (measurement model) Usenouse nsuins
dansauis Jadusudsudsdrduiiaes laedl 1. mIassmdadenauins 2. msiineusuuazimuiauis 3. msgslanay
$1593nwIAuLAs uay 4. msuImskaneuwuauAndufUsusidunds anuBastugnifilus waganugniiude

o

29ANT lABN1TMTI8OU AUMTINeIAUTENBY (factor loading) AdNUsEaANSULEan1veIATOUUIN (Cronbach, 1990) A1
ALY BN UTINYBIAILUTURS (Composite Reliability: CR) wagAtaduvosnuulsusiuianale (Average Variance
Extracted: AVE) wazyinn1suseiiiulainaialaseasns (structural model assessment) Imaﬁl“i’ﬂﬂﬂmiuﬁ%%ﬁ]gﬂ SPSS for

Windows ta% Smart PLS 4.1.1.0

NAN1539Y
1. nam153sendenaunmlngnisaunwaliBedniAgarunsuimssanisauns aarudadugniulusiuuazaaugnivse
09AnsANINGUsTaIATDI 1

Mnnmsdunwaiidsdnglideyadfydau 7 viwann 3 ssdnsgiuluuszimalne ﬂgqsunlwml,azsmaiﬁﬂu N3
AAT1e9i daasest wud msuImsdanisauiavesesdnsduluyssmalne safaferiuanudasugniulunuues
mmgﬂﬁusiamﬁmﬁd‘ﬂ

1.1, (AEaRumsuSmssamsauae: msllewnuiiwesdnsaenadeiunseunnaniinisideimunlifie “ynainsi
fitsmansufiRauilanuuasdnonmgslumaiuln Tnefaudnuasdiuyaraiidedensiam Wy madouiesng
soilos munddinaula uazanuannsolunmshausmiugau” egndlsioy uiazesdnsiinislibmdnuasdeulad
wanAsfuNUTUNLar AL sTuesAng deuauiiavesesdnsgiululnefilassaireimaiudandn Jsznisusn
Anuanansalun1suiRny nnesdnsiiunadnsiilanieu IngasdnsusniduanuAnaiiassAuasn1symadng esAnsd
aoatiunamsuftinulumeuims wazesdnsfianuimuninasiuanuszdu A Tull Usznsiiaes dneniwlunsien
wansrinunsiSeuiieIos waznsUsziliudnenm Usznisqavne aaidnwazdnyana AseUAquinvrnsYnus iy
ANUENTUADBIANT uazUsIgilaiia m’mLLmﬂsiNﬁﬁq;asﬁmﬂﬁﬁmiﬂLLazfﬁiaulmaW’w asAnsfiaeaiufoulusnueny
aunararugniy Turagflesdnsfianulfssuuazuuuiidune wenaind wui msuimsdanmseuds Fesysanmsia 4
nszuIuMsiBsnagvéndnitussuuuazianusieiiles Ao msassmdaidenaulis n1silneusuuasimunauis nsgdla
Lard1sadnIIALLIAY LazMsUSIsSNanaULTUALLA Inafasaisaugaseninaedasdionnsgiular Smusssuasdnsiane
nsudmsdansewsesesnsdiuluussmdlneduumsiiidnvasansuazaenadosiulunaeUsadudwiolud

1.1.1 mMsasomemEenAmn: HansAnwaTioumIHauRaLsEniuUfTRsnafuTaussudiu Tnosadu
msiauyaa1nsaIneluaugnIsassaeuen asnsuInunisyszliuuuesdsiu lddafnaand lddmaaes
1 6 Weudszliuanuainsalunisyiudaziseus nieudalon1anieluniuszuu Job Board kagn1539uHY

future leader Mg 9-Box Grid teAumAnEnIMLe aadnsaelifruaAnguALLNRILARY WAUTEEINN18NY 3~
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a 95ulU Taeld 9-Box Grid wagszuunsapuLley (calibration) $awfunisvaudsunuiiedwuidunisuims da
asdnsitanuliinnuddytudadinaulnl finnsanranisfnwiuazianssuasy dimeassiu 4 Wou warfinauds 1
U wiandaasunislondrenglumeulouisnisassmunainsnielueedns (intemal recruitment) WaENI5IIAY
wuladad w.a. 2573

1.1.2 msfneusuuaziannmune: anmsAnymuhmsfineusunasiannauddussdnsdduiauuidulssme
Inefiaudeulostudmnegsiauas Taussaosdnsodsdnay ssdnsusnlilasaisiammmuidusumds dau
msiueudninanlmisufsnsfinudediaszma nieuuiuievlvunsAnulifsgaausuln wWunsBoudinu
Usgaun15alass iy Manyuieuau 1nsnisiivay uaznsidnfaguims IneduinnssudAyfeniswanadumeiam
\Bouleafiu e-Leaming asnsiiansdiomdn 70:20:10 Tngliimnuddgyiumsiseuainnisvianuats nmslavannimih
LazmsilneusAuaNTIaUL gauuAen vy udsuuiieUayusedlul wagnsaieTasssunstemdetuas
s egnalsfinny avmhmendnaemsaienudnlelusmilinienduaiulenauinuns sadnsfianatiuns
Wawsyauginie Tonsevanssausidugiu wienlusunsuanizdmsu Talent pool 1 nsUszifiugnaeu n1slay
Tnofusmssziiugs waznsiirsmlusunsugihiuiausssy Jadenloslnonsafunsideusiumisszuunsiaund
Tnuuarseiemoniiauesinsdmalininisaneenvesnuinseglusedus azvoufisnismevausseudosnis
yosnguaiLaanIimelaglionalunsiule

1.1.3 7159909UA51 5950 ¥IAUNN: AINWANITANBINUT UuInn1sgslaassisednwauwndussdnstaqiuld

Waguannsiiunanauwnunianisdu Wunisadsnaaiwazenumnevesuiigeaadosiuimungvesypains

13 -

Tngiamzlussdnsduiidiiugsislulsemalne msdunvali@adnainaiuesdnsagiouin nmsinwaundugelvsl
soslinagsidanguuasitiulszaunsaifdanumne ssdnsusnyjatunsaennuidndudiunilsiunsioansh
Farau nmsialemalinuinsddiusinlunisdadula uaznisairsussermansviendifuiing Fmthauldduns
fimunlagldnisusziliu 360 e eduaiunnzdihiiatuayunuins 1nglaild3s Counter offer iilontinauansen
walvilonaiiay 1y NMsnuguimsszauas wisneunuielasinsyinmewunisienaniusauneg1adunianis
psAnsiaedldnagndndnondeiu Tasisaduma Fast track Ussana 1 ¥ ueunmnelassmsfiassedusadng dafanssu
Round table Aug{u3ms wagldszuuysziliunuuinga 1-5 wieuulguienisvianuiidangu ssdnsfianusiamun Fast
track oL duszuy Tnsauiisanansadoutululassadrafulédiiatu wu 910 4 T wde 2-3 U svuudseiiu
Uszneudenanuuagdnenm iiieasiiousdonvesauiulvaiidosnisanuimiiosnesnis deawesdnslal
Usgmadanuzaulisogiedaiau uilflenmafiewdunalndeans dwalisnnisaroenvesnguauisiininfesas 3
wazdanupniuseasfnslusyiug

1.1.4 n75USMITHARBUUNLALLN: nan1sduA wallFedEnmeliiiudtesdnsguululneTuuimianisuing
NaRBULUALIAsTLANASTY uazTouwu i iuAuRonsudne nmuas HasLINAIIe gL BAnTUINITeNles
Amauunuiulentamuinmi audsiiuansdneninlddaauannsadoutusazdfuiuieulmildtuiiniglu 6
dou Tngldlassadmnouwmiiisufisufunainuas Tananuanuegiadusyuy nieuafiuaudaveudiu
afaRnsiuszuuaanazuuulidenuiininanunnusiomis ssdnsiaeddlasiainsiudoudeiiu uslalonali
AuAsiunszueniuieuldiiWuriuszu Fast track anelu 3 T Tnsdsanuansufifnusedugadeinainszuy
I3 1-5 nguAAsivinRanuAudesar 120 agldsuludaunnnitnguimly ssdnsfiansivasuanszuveiganuiy
sruuiianguunniu IngldezuuuanssouzuasnanisufoRoudunasivin aunamadeutulaglifadosiin
Fuengnu uazdldsummeuunuRiaumAiiy Wy Avinuzuazasuls awesdniiuaiseunasevina iy

sysufuusegdla nelimwnsdiuanuimniuezldsunaneuwuias ieunuaa3e
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'
o w =

wandNi NNaNITENN1BalBeEn SerunudeyadiAgiieniu anudadugniulunu wazanuyniusesinsi
Wl fsil

< '

1.1.5 Arwdnsdugnsiulua: annmsdunteal uaasliiiuin msuimsiansauinsiiddssasionadasugnily
o Tnefiladodon 4 Uszms Ysemsusn msaiiensiuiaaudivesny ssdnsidudearsesadmauiauniainueise
03An3 Wazosdnslviorlsnouunuiing niouueumnoansfafivnmenaziinnamng Ussnsiiaes unumvesiindiil
vdnagasieusegila Tnsesdnsiauimiiliidulawiussuuussidu 360 ssm Usnnsiany Tamsssunisviie
WUU “Reaching Out” fidnasunistewmdeduniing Tnauesin “nmsdasfuinuieniswansdnenin” luildniss
Uszmsgavine masjatiusnadns aunsulmivssidunuesnnsivlauazdsiiannsoaidiiuosdng lllduavihid
F¥uneumneintu aruBaduyniulunuiainanmaysanmetanmwandes unumiin lemalumaiivla way
ANUIANIAULDI AR nansAnwii msaaﬂLLUUisUU‘U%Wﬁﬂudeﬁﬁéfmfgﬁaguugmmaamﬂﬁﬂ’g’lwmwax
MsBeny Innimsmuuveieulinassuuiiissediaien

1.1.6 AamEMisasAns: wamnnsdumuaiuandifiumugmiusessdnsvasnuinsinduusingnsaifidudey
waziUAsuuUaImuTIeTs UTun uazlaluelsty asdnsusnmueunsaziuunagniuganingudy usllinuaig
Anugnuszeren maulinuisainuanszrieglusdng esdnsiiasmuiaunsidnnanilaluiusuduas
WiunaAaN TrusTIIesAng dussAnsTianunuAMAesEInagy AR gRTuLUUATaUA dauguleiiunis
Waauleauazauaunalunisli-3u deddyfidunuie anugisssulunisuaniudsu uas Temaimuiuas
ATNEYENY g1ty dmnsiianeenluwuiinulmilivimedwendumn shliiuindsigniueunsdolenia
Tunsidivln lilldfiesanminadeuvionaneuuny anugnitusessdnslutlhgtuisdesanauuguveinuaiiosdnsds

1av llvanudndlussezenihuuiy

2. dayavialugmavuvvaouan

wiinsufiesAnsszyindununsiineunuvasumme S1uau 30 au Aniduiosas 58.8 tnends 20 Au Anduiosas
39.20 uazliiszyna 1 au Andufesas 2 freuuuvasunudnilvgiieny 36-45 Y wnnilan S1uau 28 au Anduiesas
54.9 szdunsanuigean dulugfe Usyyni 1o 27 au Andudesas 52.9 wazszeznaiufiRnuivesdns
dnilvgiie 11-15 T S1unu 18 au Andufosas 35.3 sesaunilszornaiiufiRnuiuedns 16-20 U §1uau 12 au

Andusesas 23.5

3. NANITIATILYTEAUAIINANTUNISUTHITTANTITAUAY AIEndugnWuTueIY UazAINENWUsDD AN 5AIY
InguszaeAtad 2

HAN1TILATIEYTEAUNUTY N13UTMITIANITAULAY Aunisslanagsrsssnwiauns aglusesuinn (X = 3.92, SD =
0.698) Tnefdusuil 1 Ao mevhanlussdnsiliduiinnusiunduedneglussiuann dauads 4.1 (SD = 0.588) Susi
7l 2 fio psdnsvesTuANAIHANMIIRdDINM TN AUeE L TuTing silFEua s lRuueEsTiauguegly
sesunn fidnade 3.92 (SD = 0.820) shunsassmdadenautisegluseduunn (X = 3.72, SD = 0.753) Tneldududi 1
fio osdnsvosdudalonmdlminauneluamusadenaiasnuiinuenaaulalussdnslél egluszduann firede 4.07 (5D
= 0.796) Susuil 2 Ao ssAnsvesduiinuznssumsnsdunvaidnidenyaainsiifinnasnzanogluszdunn fdads
3.74.(SD = 0.716) sunsilneusuuassimuiautiseglusefuann (X = 3.67, SD = 0.888) Susfufl 1 fis adnsyadudl
53UV e-Leaming Wiolmiinanildiamundneninuesaues agluszdiuunn fianads 4.01 (SD = 0.836) Sudufl 2 fe vsdns

veaduiinsuaumnguvselaTIN ANz auLaz AUy lusEduun dAady 3.98 (SD = 0.677)
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wagmMuUMIUIIMIHanULUALNseglusEAUNIn (X = 3.50, SD = 0.823) Tnefisusudl 1 Ao ssdnsvosduiinmsUseidiuna
nuifianudmaunazgfisssaluseiuann fiduads 3.60 (SD = 0.608) Susfuil 2 fe esinsvasduiiulovensysuliuiioy
uazdreludafiduiusiunanuuas muausavesisaryanaegluszduinn flatads 3.51 (SD = 1.023) luduvesiiuys
AnuBasiunnitulusu Sududl 1 fe Fununszieledusglussiuann (X = 4.05, SD = 0.736) sesaaunTufuay
Vunafimegluseauunn (X = 4.02, S.D.= 0.743) wagduduaninefenuauIndaldlaegluseduuin (X = 3.66, SD =
0.840) uazmUUsAINTLABBIAnT Susiuil 1 Ao susnuifulafesumanumeismeganniiieysleviveeadns
agluszduunn (X = 4.14, SD = 0.724) Sufuil 2 Ao Frumnudoiuegrausindnasnseeusullmnenasaeuly
osAnsogluszduin (X = 4.09, SD = 0.727) Sudfufl 3 fio AuanuFeINITUMIIUIBEUTINETlaEdsssnwIaaILAMN
ﬂuaqmiw’fJuam%ﬂﬁﬁﬁuaﬂaqﬁﬂwialﬂag”lmzﬁumﬂ (X = 6.03, SD = 0.709) Susiuii 4 Ao auInlaeglusedun (X = 3.79,
SD = 0.777) Susiuil 5 fie suussiagiueglusedunn (X = 3.63, SD = 0.877) uazdusuanvnedesunisnsegeglusedu

u1n (X = 3.55, SD = 0.854)

4. HANISHAIUALATIVADUAIINFDAAA DIV ININaA WA NTUSITIaUNgUeINISUSHITIANISANING AIWERITY
anviuTuaIu uazamgNURDaIAnT AINTngUsaeAT 3

nsnradevesUsznaudsiusy Tnsnsnaaeutvinesdusznauiisivuslirniminesdusznouuasgiuves
fFulsUstnsiianlalinni 0.40 nsnaaeumdeiusmvewuUTIAY (CR) Anadsvresauususiuiianald (AVE)

AoellANgandn 0.50 uagAduUsEANSUaaTaIATEUUIN HAInNNd 0.70 (Hair et al., 2017) fsm151971 1

A1599 1 HANNSATIERUTRLATR NS

fiauus FuutaAinu Factor Loading CR Cronbach’s Alpha AVE
nsasIMIAnEenAULAY (RS) 6 0.464-0.838 0.871 0.846 0.577
MMSENUITULAZHAIUIAULAY (TD) 10 0.693-0.790 0.884 0.880 0.512
nsgelauagssssnwiauns (MR) 5 0.685-0.787 0.756 0.746 0.500
NMFUTMTHANDULNUAULAY (CB) 5 0.766-0.866 0.931 0.921 0.619
PRyl (WE) 9 0.556-0.888 0.931 0.921 0.619
ANLYNUADBIANST (OC) 18 0.520-0.835 0.949 0.945 0.523

nEns): R = Composite Reliability, AVE = Average Variance Extracted

NANTIN 1 HARINNTATINADUTOLATDIMILUT WU MIasTAnEanAuAe N1sENausHLaginuIALLAe 15913
WAZEITISNIALLAY NFUSMTHARDULNUALLAY ANURNHLABEIANT Hwnasinudaivun Tuvaeiidnusauyniuly
NuAndeaueen 3 Tenliunu vdandademanudmalinaviededini 9 4o Jsagulainduusyndninunn

NNYUA NMINAFDUANNATLTIIUA (discriminant validity) fa91571991 2

A19197 2: NISNAABUAUATITITNUN

. AMUENNUSAIUUS (Factor Correlations)
AU
CB MR oC RS TD WE
ATUSISHARBULNUALLAY (CB) 0.799 - - - - -
nsgelauagsrssinwauns (MR) 0.508 0.702 - - - -
AURNIURDBIANT (OC) 0.537 0.689 0.723 - - -
ATATIMAALEBNAULAT (RS) 0.614 0.614 0.514 0.760 - -
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A1 2 NMSNAFDUANUATUTITILUA (AD)

AMUFURUSAAUWUS (Factor Correlations)

s
CB MR ocC RS TD WE
AsENUIHLAE RIUIALLAS (TD) 0.684 0.680 0.652 0.687 0.715 -
mmﬁmﬁugﬂﬁﬂumu (WE) 0.394 0.752 0.721 0.543 0.612 0.787

WUIGNG: CB = NITUTNITHANDULNUALLNY MR = n159919UagTI595nw1AUNY OC = AIIUKNTUADENANT RS = N13aINIAALGONAULNG

D = nsEneusukariIAUNG Uay WE = audndugnmilueu

NPT 2 wamIneEaUANATITIT LN THinnuel Forell-Larcker fifiansanaInAsniiaesuas AVE vosiays
wlwstagdarU3suiileutumanuduiusvesiuusudsdululime muglufunismaaeuanimninled (cross loading) 7
finsanaruduiudsviaminiinesdussnavresfudsusdmunmuriveunarifidmuslfedminasdalddesndy
0.70 wagdlenunnninAeudiiuduaaiuys (Lee et al, 2011) HamFIATIZHNUI FuUsnAFIRIUAMTTTTUA

nsnageulinatelaseaing In1sinsigraunislunaidalaseaiauuuiifiaoatesanuiadiu PLS-SEM wans
audiudserinsduysnsuimsdanisauns amnugniuluny uasanugniusionsdng uazamugniulussimihg
fuUsdeiufe nansenunBensenitnisianisauisiuanuyniuionsdns Tun1siasedt SEM 3361435 PLS-SEM
Tulusunsy Smart PLS 1efdu 4.1.1.0 Tuns¥nenuaenndoseslumaiilflumednaunislassaiauuy PLS-SEM tile
"LJizLﬁu’jﬂuLmaL%wqwﬁﬁa%’lﬂ%uaamé'a&ﬁuﬁﬁau‘jaLﬁiﬂUixﬁ“}'ﬂﬂﬁﬁm SRMR (Standardized Root Mean Squared Residual)
fAernfiaesesnaduindidesvesdnivdensgiuiie iaUlinunnuaanedoureaavindanduius lnge1 SRMR
fifAasei1ndn 0.08 A1 D_ULS (Unweighted Least Squares Discrepancy) ﬁammwmmmLﬂé‘lauﬁwé’aamﬁaaﬁq@hjdw
twiin uaz D_G (Geodesic Discrepancy) Aenanuaaiaiadouainsusrslddmivinaunainadouonuninday
wU5U59U993 1ae PLS-SEM wuawan1s3insnzit oendu 2 susuu laun nsltumeuisuuuUnd fldn1svauniudd
1,000 59U ﬁ'ﬁi’fﬂlﬁi’ﬁ%‘ﬂmﬁaﬂﬁaaéﬂﬂ%ﬂ (resamnpling) tneldi5ymaunsy (bootstrapping) Imaﬁmumﬁwmuﬁuaejwﬁdu%ﬂ

71U 3,000 08N UanINaaTUARTANADRARBIYeliAaTIlTISN1SAUIMLUY PLS-SEM fann5199 3

ATeN 3: waasuAilliauaenadesedliuiag

Al InaginIsRANTAN AnadnTile NAN1SAATUN
SRMR <0.08 0.063 NN

D ULS p>0.05 8.407 NN
DG p>0.05 1.877 NN

WUE19: SRMR = A15INTIa09Y89A UAREN 197099898 IUMAD19TgIY D_ULS = AImIIuAaInadeudIdigesdesiignlaiadinin

D_G = AAaumaIamdeuangusNldaIvsvinnuaainindeueauninga 1 Ly sUsuTan

9INA15°97 3 NAN1TIATIZRENNTTIATIAF19FULUY Reflective-Reflective model wandliliufiaduuszansidunis
ageidpdAyradlimg ANHaNITIATIRRINUIIAIN@RAARBINANNAUTadlInAaNN1TIATE iU Tay ALl se el
ANNEDnAdaslusEAUABUTING LB INIAERRTINIUNMNTILIY 3 A1 Lawn SRMR D_ULS waz D_G

nATEANUaenndevedlinanuil ANuBatuyniulunuy deduusyansnisdadula (R?) windu 0.453 agad

aad A v '

WedAgveadifnseau 0.001 fudsilasudninaainanunseiesosu Anurungia warAuandeldla awnsnesue
ANnuwlsUTINlaTeay 45.30 AauztAgaiu augniusiessdnslaidudsednsnisdadula (R?) wiiu 0.606 uag R?

Adjusted iy 0.689 eghdideddgadnsydu 0.01 Mudsilasudvinaananuyniumuinla arusniua

UssingIu AnugnuiIuNsAsel Anugniuiunseensuimunevesesdng Anugniuiiuainle wazAugnty
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supudeIn1sluaundniia aunsasduieanuudsusiuldfesay 60.60 TarnduuszansnisvihuieisansAganinnas

FUAINAIUA BEAIIATIUEI8IUIAN TV UsAWLNEaLLazAYNaNTavasi kU sAUluNSaS U A NS UTU T UR LU

aulgegnefiuszansan nan1sinszvuduanudenndesadunanuduiusiBeanmguasrnumunzanlunislddu

v '

@ =

AITUN

Y

WW3padadnsuwlsiun1sivensall

MUIEE): AITUTINGTIAUAIUTUNUT 521119 UUTUAN AB A path coefficients

JUN 1: fnuudvinadauiuuanysel (full mediation effect)

MIIATIBVENATIRTUaEN198oLTEW LT N13UTNTTANITANT (TM) AuyNTuRBBsAns (OC) way ANER

'
o

Nuynuluenu (WE) uansualaeannsadn 4

ANS197 4: BNTNANIATI N9D DY

fianus INTWANIIATI mSwanedou INTWATIN
WE <-- ™ 673 - 673
oC <-- WE .453 - .453
oC <-- ™ 397 .305 702

wEgme: TM = n5UIMTIANIIAUNG OC = AINENIUAREIANT Uay WE = Aausnyiuluau

1NA1I199 4 HANITIATIEHBVENAN1INTY BNTNANDBY WAL BNSNATINVBIANUYNRURDBIANTHUIN NITUTMT

Fan1sAuneBnSnanmsnanuinsunn Ly JadnSwawindu 673 waznuin AuiinsugnRRluauilsnna

al al

‘vmmwiammanﬁwiaanﬁmﬁﬁﬁw%wawhf"fu 453 YanNINNTY NAINNISNAZBUDNSNANIIATILALNIDDN WUIN NS

' '3

UIMsIanIsAuLaBvEnanemssieAnE Ay niu i wasddvsnansdeurennugniuioesdns laediddnina

a a ' a £ v N

199159 NN900Y BATDNTNATINWINAU 397, 305 kag 702 MUAIAU NAIINNITIATITNANGUUSLENSEUNIG a HAvINAU

£ v o w

673 uazAduUIzaVSIEUNe b AU 453 TaedlAdnsnasureadunis ¢ Iadvdnasmingu 702 egnslidudAgnig
add 0.001 wansliiiugn AonudasiugniulududulsdmussninnmsuimsinnisauneiuanuynuaeeIing

vosninauluesdinsgiuiieglulsemelng

ar
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n1533eAselldmalia PLS-SEM Litadinsenannuduiugidaamnseninemindsluluea lnsivuaseauladAgnig

anan 0.01 wazldinausinisandulaainan T-statistic Aiunn1 2.576 LazAl p-value NLBENIT 0.01 NANITIATIZANUI

AuufgIun 4 JalasuniseeusuedaitudAy et

o o a [

35U 1 waragunansvadeuauuigiulunnsnai 5

= a
M50 5: agUnIIVAFRUALNRFIU

ﬂ’l’aﬁuuagﬂu Path Coefficient | T-statistic | p-value NANIINAEDU
o 4| msuimisdanisawnalidniwaninsinennude L.
auuAgIun L |, 0.673 7.380 0.000* | gauTuALNAZIY
urniuluany
o 4| nmMsuinsdanisaunailBnsnaniansesiendny L
AUNAFIUA 2 o 0.397 2.778 0.005** | gauTuAuNAgIY
HNuRDRIANT
-4 | audadugniulusnuddnsnanimsedanadie .
AUNAFIUN 3 o 0.453 4.279 0.000** | gauSuaLNAgIY
ANUENTTURDBIANT
-4 | mIvimsdanisaunaiidnsnadeninuyniude .
AUNRAFIUN 4 o . e . 0.305 3.524 0.000** | gauSuauNAgIY
29NV NANISauAINEnTunniuluY

WG ** e By eanATszAy 0.01 (p < 0.01) (T-statistics = 2.576)

aunansAnyIUIMINIsUIMsIaNsaunasesnsyduluusemalne fwis1ein 6

= = a Y ' ¢ A
A1INN 6: Eﬁ]ﬂNaﬂﬁﬂﬂ‘l‘fﬂﬂﬁﬂi%’ﬁﬂ@ﬂ’]iﬂumﬂ%aﬂaﬂﬂﬂiﬁyquiuﬂi%mﬂl%ﬂ

ayUnan1ITe BTN

nan1Iaaeududdl MU sInnisaunaUsEnaume
4 fudsenaume L.nsassmanidenauiia 2.015Hnausy
wagiaunAuie 3. n1sgdlanarsisednuauns uag 4. M3
Usnsnanauunuaung Wusadnsuszneulunisuims

JamsauidluesdnsgUuluusundlne

msuImsdanisaunadudladeidsanvgvesninudniiu
wntuluau seindnauaudsiienunssiotefulunud
Iguneumng anuvumeinrenuilésu uazanuande
Tdlafelinudiganudmang uenandamnudasdugnitu
Tunudsrendndulininnuinaugniusossdnsifia

1N

= DR

Anupniuseesrnsiludeiid Ay fivzrinliesdnssnwau

o

v P
o '3

widleglussinsidluszerdunasaveven fuiu osdnasos
N19919uHY USUUT wagiaiu auyniusiessdng
Tnglanzaunslianudfyiusuauialaiogyum
a1 megsnniiieystlevivesesding wagauiidl
mnudesiuegnausinduazniseensudmneuasenion

TuesAns

Auls ayUnan1ITeBAMN N
nsuIvsdanisawis desysannisite 4 nssurunisiBanagns
im winfifusruuuazdimiudeiiios fie 1.n13assmAndenaun
Tmi 2.n158neusHLagiuIAULAY 3.0159lauazs 59T nwIAWAS
ﬁ](ﬂﬂ’ji war 4.N15UTMTHARBULNUALLAY InefBsaiisaunasening
ALLAY i a .
\edilensg LAY TSI
msuimsdanseuisasdiedaaiunnudadugniluny Toed
L | Uade fio Lnmsadrensiudandivesny 2. unumvesihiid
?mmﬁ answageieonisausedlaliiuninnuaunduesing 3.013
::Eﬁwu af1efausssunsinuiidaaiunistismdediundi uas
o 4.nsyadunadnslaonisiiaunigulnilsefiunuiesain
mwannsaiadlituesdng
mugniiudessinsvesauLiaulsngnisalitazouniny
Fudouuazvainvate Wy AuNaziauEnTugInImEna
mw | nguihluudlsiiusemnugnituszezen aunsdanaagilaly
wnviusie | Felduavdouusuduaziiiunumanninusssedng uazauiegy
23AnT | Nnagdliaduyniuluuaseua$y diusulndaziiunisiam,
aulesuazauaunalun1sli-edesaireuugruvesnmueii
asAnsdsouly
aAUTBuazasUNa

NHANIANYIIIBSDINITUIMITIANSAULASLWRIAN S UuNINavY
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1. msudmssansauneiisnswaniensesondmdasiugniiuluaiu

NaNTITENUI N1sUIMsTansauisdenalaenssieniuBasiugniulusnueddideddymaaiaiisedu 0.01
(p = 0.000, T-statistic = 7.380, path coefficients = 0.673) ImEJLawwﬂuﬁmmigﬂaLLazﬁ"ﬁﬁﬂmmLﬁqﬁlﬁ%ﬂmuma?{a
gsan wandiifiuinosdnsdiululssmalnegaiiuaiemnuiandqueliiuauns wionfvaadeulviiduaiunisdul
nmelu namsdunwalfaseinesAnsitiunsfauIluy On-the-job Inemyulisunulaguoumnensiafiviine e

PIWNTTAUANUNTEFBTOTU AN wazauBlunsinuegiings aenndesiuiuifnves Schaufeli et al. (2002) 1%

&g

Iademaniluiilavesmnudatugniulunu Feenadosiunnuiiiures Ishiyama and Tanaka (2025) finunalnnis
UImsaunaalugudigduaunnuiumvesninauegreiltudfy ndnlagasy nsuimsaunandussansaingie

PROVADUTAUARMTIUINADNUNITNY WALAS19NSITULAADUNTIINIIUNSIE U

2. MISUTIISIANISAUNNIBNE AN 1A TIADA 1IN UADDIANT

'
a ' aaa

HANTTITENUI1 N1TUTMITTANI AU BNSHaN1am sereAI U usaasAnseg1eildeddgynisaiiinsedu 0.01

(o = 0.005, T-statistic = 2.778, path coefficients = 0.397) lnglanzuuImsiisaunisdearsidaiau nsdialonals

1Y)

wansmLiL wagmsaisunumdisinnumangluosding namsdunwalnuinesdnsdgiuluussmelnelianuddniu
anufanduinues waznenemairenisiidusiuduninauauisegisioies ssdnslduumisaiunnundladivaneg
09hns Tafunsliuiilunisdadula Ssdmalimdnaundenjumiiiennudisavesesdns Wiaonadastuuuifnves
Mowday et al. (1982) fifuinenuyniusiessdnsaziounindesiuluaioussdns arundalalunsefianu uazadnu
foansegiiuasdnsrely vuddeddatiuayunanuues Gautam (2023) ATin1sUsmsdanisaulieiidvasiaiuaing

wsegdlanagiiiuauyniuuindeesinsegedniau

3. Adnsiugniulusrudansnan1ensidonugniumoaasins

1Y)

Han153denudn anudadurniulunuidninaninssdeanunniusessAnsegraildedAgyneadanseau 0.01
(p = 0.000, T-statistic = 4.279, path coefficients = 0.453) lnglanzlunguaniieniseAuaunse AT sunazyumas na

nsdunwalasioudn NNUNLATUNUMNENUINBLaEELNTORAILIAUEEILILTII Swuilidugniuivesdnslu

N v

Weensualuazane Melasnadesiunuideves Intarukha and Nasomboon (2021) inudiaunseieseulayandeiu

' o W '3

UVDINUNNUAIHARDNITNANUAUDIANTEENTALAU LazdonAaoIiulunallilaTia3199999U3denountn (path

Y

52
SIS =
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Abstract

The objective of this research study was to analyze the use of relative clauses with regard to types and
characteristics in the academic writing, i.e. research manuscripts, of ELF writers. The data was collected from
international academic conference proceedings with papers published over a three-year period. Based on the types
proposed by McCarthythe results revealed, the ELF writers’ preference for defining clauses over non-defining
relative clauses, with a significant usage frequency of the relativizer that. The characteristics of relative clauses
used by ELF writers were analyzed according to the modified, ELF-based taxonomy. The analysis found the author’
preference for the presence of a relativizer, use of the relativizer that, relativized subjects as pronouns, center-
embedded relative clause position, and active voice construction. This study surveyed the morphosyntax system
of a sample of ELF writers through their academic writing and illustrates the flexibility and fluidity of ELF speakers’

language use.

Keywords: Academic writing, English as a Lingua Franca (ELF), Morphosyntax, Relative clauses, Relativizers
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INTRODUCTION

In today’s world where English is integrated into a wide range of activities in numerous fields, people frequently
use English as a means of communication to maintain global connections regardless of their status as non-native
English speakers. This situation with non-native English speakers’ use of the language has resulted in a significant
increase in the number of such speakers. This phenomenon has meanwhile been mirrored by a slight decrease in
the number of native English speakers (Floris & Renandya, 2020). Although this increase of English usage among
non-native speakers is not unprecedented in this era of disruption, the rise of English as a Lingua Franca (ELF) has
been viewed by linguists as an interesting development in the evolution of English. Chen et al. (2020) suggest that
ELF is significant as it allows changes in forms and shows situation-driven flexibility and fluidity. This allows its users
to shape the way they conduct communication at their convenience with a lesser adherence to grammatical
accuracy as normalized by native English speakers. However, it does not necessarily mean ELF speakers dismiss
the rules entirely; instead, they employ their own strategies in tackling the communication challenges they are
faced with as non-native speakers (Cavalheiro et al., 2021).

The continued increase of ELF speakers has become a linguistic phenomenon and is seen in a wider range of
contexts; one of these is research publication. Research publication is a process by which individuals from particular
areas of academic or scientific study outline their interests or expertise in a particular topic. This is done regularly
through the publication of academic articles. Most research publishers welcome articles and papers written in
English by authors of different native languages. Navarro et al. (2022) suggest that both the increasing number of
so-called ELFers (ELF speakers) and the growth of ELF facilitates are leading to the emergence of an ELF community
in academia. As such, ELF-written academic papers are seen with increased frequency in research related fields,
including research writing classes, international research publishers, as well as international academic conferences.

Despite the flexibility of ELF, research writing remains constrained by the standard grammatical rules. Besides,
academic writers are also required to produce work is clearly informative, academically sound, systematically
organized, significantly relevant, logically and ethically conducted, reproducible, and generalizable. Therefore,
authors develop their own strategies to write quality research, maximizing their writing techniques and proficiency
for the best results. In conveying textual information within research contexts several linguistic features are utilized,
often to modify written discourses for clarity. According to Timyam (2024), modification of lexical elements (e.g.
noun phrases) is more likely to occur in written discourses such as academic writing, partially because “writers
have limited space to communicate ideas about a discipline” and thus are “led to the preference for syntactic
structures of denser textual information”. This may prove to be daunting for ELF writers. Although noun phrases
are viewed as a compact element, there are a large number of modifiers to which they can be attached: lexical,
phrasal, and clausal modifiers, if syntactically categorized, each differing in usage and constraints (Biber et al., 1999).

Among the numerous modifiers employed in research writing, relative clauses are favored by non-native English
authors as ELFers to elaborate on nominal elements in their research. Relative clauses can provide clear and
precise information to the antecedents they serve, and thus are much easier than other types of modifiers for
novice readers to comprehend and grasp when explicit ideas are being transmitted in written discourses (Markel &
Holmes, 1994). Nonetheless, Huddleston and Pullum (2005) acknowledged that relative clauses can cause some

problems to non-native English writers because of the complexity in the clauses structure. Relative clauses, though
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considered more comprehensible than lexical modifiers, require writers to understand not only their functions but
specific features of their usage (e.g. relativizer omissibility and stackability).

Due to the complexity of relative clauses many scholars have investigated the use of English relative clauses
used by non-native English authors in different settings (e.g. Kogak, 2020; Phuong, 2023; Tipparach et al., 2022).
These studies identified the uses of English relative clauses in terms of their frequency, characteristics, and types.
However, the majority of these studies examined them through the lens of speakers of English as a Foreign
Language (EFL), often in English for Specific Purposes (ESP) settings rather than in ELF ones. As the trend towards
ELF use continues in an upward direction more scholars have begun addressing this topic in various ELF settings.
For instance, Wu et al. (2020) sought to reveal the difference in how ELF research authors connected the meaning
of textual information in research articles and found syntactic complexities in the use of coordinate phrases and
complex nominal structures to improve clarity and explicitness. The growing interest in ELF research has allowed
for analysis of a range of linguistic features such as sentence and clausal structure as well as phrasal and lexical
units (Timyam, 2024).

In contrast, the use of relative clauses among ELF writers seems to be underrepresented in the research field
with only a few studies undertaken. To try and address the imbalance, this study sought to identify relative clauses
used by ELF research writers whose research articles were published in the proceedings of an international
academic conference. Identifying the types and functions of relative clauses in ELF academic writing was believed
to illustrate the morphosyntactic system of ELF in an empirical manner; this would also identify any deviation in
clausal modifier usage among ELF speakers from standard native English speaker usage.

To accomplish these aims, this study set out to answer the following research questions:

1. What types of relative clauses are used by ELF authors in research writing?

2. What are the characteristics of relative clauses found in research articles by ELF authors?

LITERATURE REVIEW
1. Prototypical Properties of English Relative Clauses

In English, relative clauses, also known as adjective clauses, are clausal post-nominal modifiers mostly serving
to offer either obligatory or additional information about their nominal antecedents. Despite the same function,
relative (adjective) clauses are different from single-word adjectives. See the following.

1a) A [new] employee looks very smart.

1b) A new employee recently [hired] looks very smart.

1c) A new employee [that wears a pullover] looks very smart.

1d) *A [that wears a pullover] new employee looks very smart.

In 1a) and 1b), the adjectives “new” and “hired” are placed position-differently: the former is in the pre-
nominal whereas the latter in the post-nominal, both of which are however grammatical. Meanwhile, 1c) and 1d)
present a significant difference. When 1d) moves the relative clause “that wears a pullover” to the pre-nominal
position, it becomes ungrammatical. These examples reflect that relative clauses must be placed in the rightmost
position within a noun phrase following the head noun, whereas single-word adjectives can be more position-

diverse (i.e. attributive, predicative, and postpositive) (Cinque, 2010).

54



2N

Journal of Business Administration and Languages (JBAL)
Vol.14 No.1 January - April 2026

-
=
2

N
Y

To form an English relative clause, a relativizer must be used. According to McCarthy (2021), relativizers, usually
placed in the clause-initial position, function to indicate the construction of a relative clause, including which, who,
whom, whose, when, why, where, and that. Also, the use of the “gap strategy” is necessary as it makes relative
clauses distinguishable from other types of clauses (Cinque, 2020). This strategy facilitates the construction of
an English relative clause by leaving a gap where a noun phrase constituent within a sentence is co-referred to by
and, simultaneously, cannot be replaced with any other item than a relativizer nor left empty. Consider the
following.

2a) The students [who _ graduated last year] are holding a homecoming party.

2b) The students [that _ graduated last year] are holding a homecoming party.

2¢) *The students [graduated last year] are holding a homecoming party.

2d) *The students [they graduated last year] are holding a homecoming party.

In the given sentences, brackets represent the appearance of relative clauses, and an underscore represents
the gap created by the gap strategy. As in 2a) and 2b), the present relative clauses are placed after the head noun
students; the relativizers who and that apply, both referring to the same preceding head noun. Meanwhile, 2c)
and 2d) are considered ungrammatical because one lacks a relativizer and the other leaves no gap for a relativizer,
respectively.

The gap strategy allows a relativizer to satisfy different functions in English relative clauses as long as a gap
position is available. As Timyam (2015) suggests, relativizers can serve various functions: subject of clause, object
of clause (direct and indirect), object of preposition, object of comparison, subject complement, genitive, adjunct
of place, adjunct of time, and adjunct of reason.

Nevertheless, the gap strategy does not force the appearance of relativizers. In some cases, a relativizer is
omitted, i.e. when it serves as an object in the clause and when it serves as an adjunct. An exception applies when
the entire clause functions to provide additional information to the antecedent.

Relative clauses, in English, are typically embedded in two positions. On the one hand, relative clauses that
modify a subject are called “center-embedded relative clauses”. On the other hand, relative clauses that modify
constituents of a complement and are placed sentence-finally are called “right-embedded relative clauses”. The
examples are as follows, respectively.

3a) Everything [that you did] affected the progress of our project.

3b) Henry always visits the town [where he was born].

2. Types of English Relative Clauses

Relative clauses are typically classified according to their contribution to the antecedent. Linguists have applied
different names to these types of relative clause despite referring to the same concept, for example, restrictive
and non-restrictive relative clauses (Biber et al., 1999); integrated and supplementary relative clauses (Huddleston
& Pullum, 2005); and defining and non-defining relative clauses (McCarthy, 2021). In each paired classification, the
former (restrictive, integrated, and defining) represents relative clauses that provide essential information to the
antecedent without any separating punctuations inserted, and the latter (non-restrictive, supplementary, and non-

defining) represents those that provide extra information with certain punctuations (e.g. comma, hyphen, and
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parentheses) in-between. As for the present study, the terms “defining” and “non-defining” were used for analysis
of relative clause types.

Considering the following sentences, 4a) exemplifies the use of a defining relative clause and 4b) a non-defining
one.

4a) Passengers [who need help] can press the red button on the train.

4b) Netflix, [which is a famous streaming platform], has its own original content.

4c) *Netflix, [that is a famous streaming platform], has its own original content.

With respect to the use of relativizers in relative clauses, it can be noted that most of them are permitted with
the exception of that. Despite its frequent interchangeability with which, who, and whom, it is generally not found

in the non-defining relative clause construction, thus making the sentence ungrammatical as in 4c).

RESEARCH METHODOLOGY
1. Collection of Data

Given that the present study aimed to analyze relative clauses in an academic ELF context, proceedings of an
international academic conference hosted by two public universities in Bangkok, Thailand, were selected as the
source of the data. The selected conference proceedings featured academic papers on diverse topics in the fields
of languages, humanities, and social sciences, which were written by non-native English writers from different
countries. These authors were identified as non-native according to their names and the affiliations which they
provided in the manuscripts, indicating a cohort of Thais, Chinese, Japanese, Taiwanese, and Malaysians. This could
be considered representative of the diverse nationalities found in the academic ELF community in Asia. Articles
were collected from a three-year period (2023-2025), with only English language peer-reviewed research
manuscripts from the proceedings included in the study. Articles written in other languages were excluded; the

total number was 50 papers (with 19 manuscripts published in 2023, 13 in 2024, and 18 in 2025, respectively).

2. Data Analysis

In order to answer Research Question 1, the researchers analyzed the types of relative clauses found in the
selected academic papers. The analysis was based on the classification by McCarthy (2021), namely defining and
non-defining relative clauses. All of the relative clauses found were analyzed regardless of their antecedents and
positions and are described accordingly in the following section.

With regard to Research Question 2, the researchers adapted and modified the taxonomy of English relative
clauses’ characteristics presented by Timyam (2021). These include presence and absence of relativizers, use of
“that”, pronoun relativization, relativizer embedment position, and preference of active-passive voice construction.
The characteristics of ELF writers’ relative clauses described in the results section outlines the morphosyntactic

system used by ELFers.
3. Verification of Data Analysis

According to Miles and Huberman (1994), the reliability of data analysis can be verified by agreement among

inter-coders of 80% or above. To accomplish this, the researchers had the preliminary data validated by three
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English language instructors who had been teaching different English courses for more than 10 years. These
instructors reanalyzed the data using the frameworks applied in this study: McCarthy’s (2021) for the types of

English relative clauses and Timyam’s (2021) modified taxonomy for relative clauses characteristics.

4. Ethical Consideration

To ensure ethical good practice, the researchers carefully insured that no personal information regarding the
article writers was revealed in this study, as it dealt only with linguistic content of the writers” work. Their personal
information (i.e. names and affiliations) was considered only when the researchers were identifying whether they

were native speakers of English or not.

RESULTS

1. Research Question 1: What types of relative clauses are used by ELF authors in research writing?

Based on McCarthy’s (2021) types of relative clauses, the researchers scrutinized a total of 1,039 relative clauses
found in the selected research manuscripts. These relative clauses are categorized into two types; defining clauses
and non-defining clauses. The number of defining clauses was higher than non-defining clauses. (596 and 443
clauses, respectively). According to the analysis, most of the ELF research authors employed defining relative
clauses to modify noun antecedents in different sections of their writings (e.¢. introduction, methodology, and
discussion). In the case of defining clauses, each clause was found to be initiated by different relativizers, namely
that, which, who, where, when, whom, and whose. It was also found that some defining relative clauses were

employed without using a relativizer. See Table 1 for their usage frequency.

Table 1: Relativizers in defining clauses found in the manuscripts

Relativizers | Times of occurrence Examples
Unit %
that 161 27.01 “... the innovation [that was previously created]”
which* 122 20.47 “A hypothesis [which the author mentioned above] ...”
who 98 16.44 “Only the students [who scored lower than 40] ...”
NONE 67 11.24 “The inter-raters [[@] the researchers invited] ...”
where 49 8.22 “... the institute [where they conducted research]”
when 39 6.54 “... on the date [when the samples were available]”
whom?* 32 5.37 “All lecturers [whom the researchers invited to an interview] ...”
whose 28 4.70 “Some economists [whose educational backgrounds have remained unidentified] ...”
Total 596 100.00 -

Note: the use of “preposition+which/whom” was included.

As illustrated in Table 1, the relativizer that showed the highest usage frequency with 27.01% in defining relative
clauses, followed by which (20.47%), who (16.44%), where (8.22%), and whom (6.54%), while the genitive whose
was least used at 4.70%. Among these relativizers, the omission of relative clauses in object-patterned clauses was

also observed (11.24%).
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This usage frequency value revealed that most of the ELF authors surveyed in this study preferred the use of
that over the other relativizers, potentially due to the flexibility of usage and interchangeability with the rest,
except whose and the non-standard which and whom (preposition+which/whom).

Another notable feature is the more frequent association of defining relative clauses with non-human
antecedents (for example, “assumption”, “analysis”, and “study/studies”) than with human ones (for example,
“researcher”, “participant”, and “informant”); the ratio was 364:232. Taking a closer look at the use of relativizers,
it was found that the relativizer “that” still showed the highest frequency with both types of antecedents. The
significance of these findings in relation to that shall be further discussed later.

Regarding non-defining relative clauses, due to the constraints discussed above, the relativizer that was not
found in the surveyed manuscripts. The relativizers used by the ELF writers included which (including those in the

non-stranded construction), who, where, whom (including the non-stranded), when, and whose, respectively. See

Table 2 for their usage frequency.

Table 2: Relativizers in non-defining clauses found in the manuscripts

Relativizers | Times of occurrence Examples
Unit %
which* 192 43.34 “The information, [which was interpreted by the system] ...”
who 104 23.48 “None of the students in the control group, [who were previously informed about the
rules], ...”
where 67 15.12 “... was assigned to monitor the changes in the room, [where the researcher conducted

a second experiment]”

when a4 9.93 “Some participants were absent the following day, [when the class was mainly about

opinion exchange] ...”

whom* 19 4.29 “... the group of students, [to whom an exercise was given]”
whose 17 3.84 “... to represent their school, [whose principal was a member of the association]”
Total 443 100.00 -

Note: the use of “preposition+which/whom” was included.

Table 2 shows a significantly higher usage frequency for most of the relativizers when compared with the results
for defining clauses and taking into consideration the non-permissibility of relativizer omission and without the
interchangeable counterpart “that”. In non-defining clauses, which showed the highest frequency (43.34%),
followed by who (23.48%), where (15.12%), and when (9.93%). The remaining relativizers showed slightly lower
usage frequency: whom (4.29%), and whose (3.84%).

It was partly an additional function of which as a clausal antecedent modifier that caused its greater usage
frequency in the ELF manuscripts. Specifically, the relativizer which could serve as only a nominal (noun)
antecedent modifier when used in a defining relative clause, while in a non-defining one, it could hold two different
functions: nominal antecedent modifier and clausal antecedent modifier (for example, “The assignment with
corrective feedback was returned to the students one by one, [which took approximately two hours of the final
session]”.) This usage was observed 81 times out of the total of 192 non-defining clauses that used which as

a modifier.
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In comparison with defining clauses, the usage of non-defining clauses was found more frequently with non-

human antecedents than with human ones at the ratio of 292:151.

2. Research Question 2: What are the characteristics of relative clauses found in research articles of ELF
authors?

Following the identification of types of relative clauses, the researchers proceeded with the analysis of their
characteristics based on the taxonomy of English relative clauses’ characteristics outlined by Timyam (2021), as
described below.

2.1 Presence and Absence of Relativizers: In the analysis of relative clauses in the manuscripts, the presence
and absence of relativizers revealed notable patterns. Out of 1,039 relative clauses, 67 showed the absence of
explicit relativizers compared with 972 clauses found with an explicit relativizer present. Among the relativizers
used, “which” had the highest usage frequency, occurring in 314 clauses, indicating its significant role in structuring
relative clauses as well as its popularity with the ELF authors surveyed in this study. The absence of relativizers
was most commonly observed with “which” and “that,” particularly in object-patterned clauses, where omission
is permissible in defining clauses. Examples of such omissions include the following:

5a) The session [[@] they joined was purposely selected].

5b) The methods [[@] the researcher employed were innovative].

2.2 Use of “that”: In this study, most of the ELF authors showed a notable preference for the relativizer that
over other options such as which, who, and whom. This tendency is likely due to the syntactic flexibility and
interchangeability offered by that. This relativizer is widely recognized for its ability to function in a variety of
relative clause constructions, regardless of the preceding noun or pronoun. As noted by Biber et al. (1999), this
feature is particularly useful in spoken and informal registers of English. However, the frequent inclusion of that
observed in the present study contradicts the connection with spoken and informal usage, as that was shown to
have quite a high usage frequency (161 times) in academic manuscripts written by ELF authors, whose priority is
clarity and ease of communication.

This interchangeability was not absolute, despite being used by ELF authors. There are, according to the
grammatical conventions, exceptions in which “that” cannot replace other relativizers. For example, whose is a
possessive relativizer which cannot be replaced by that; for instance, *“The interrater [that teaching experience
was recognized]” is ungrammatical. Additionally, which and whom prevent that from functioning, especially in
non-stranded relative clauses with prepositions such as “the informants [with whom the researcher spoke]”.

2.3 Pronoun Relativization: The analysis revealed that the ELF authors in this study used relative clauses with
which to relativize subjects more often than to relativize objects, with the ratio of 507:221 (excluding 311 clauses
with whose, where, and when because they were marked as adjuncts, not subjects or objects of relative clauses).
It was further noted that the authors used relativized subjects in non-defining clauses (119 out of 215 clauses, or
55.35%, excluding those with the genitive and adjuncts) more often than in defining ones (171 out of 413 clauses,
or 41.40%). This was most likely because ELF speakers, as well as writers, seem to be more familiar with filling in
the gap of the subject, which can be seen easily in the clause-initial position, than that of the object, which is in

the clause-final position and might be less easily noticed (Huddleston & Pullum, 2005).
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2.4 Relativizer Embedment Position: It was interesting to observe that most of the relative clauses employed
by the ELF authors in their manuscripts were center-embedded, i.e. being placed inside of the sentences of which
the antecedents were being modified. While 232 relative clauses (22.32%) were right-embedded (placed in the
rightmost position of each sentence), the majority with 807 relative clauses were center-embedded (77.67%). The
following are examples, with 6a) and 6b) illustrating center-embedded relative clauses and 6c¢) and 6d) right-
embedded.

6a) The purposive sampling, [which allowed the researcher to select participants at conveniencel, was
employed to have a total of 122 students for a group interview.

6b) The data [that was retrieved from the sites] was reanalyzed.

6C) It is appropriate to consult experts [who have experience in teaching English for Academic Purposes (EAP)].

6d) Because of the limited data, the researchers were not successful in gathering more data [that was expected
from the beginning].

2.5 Preference of Active and Passive Voice Construction: It can be seen from the 1,039 relative clauses surveyed
in this study that the ELF authors demonstrated a preference for active voice construction as opposed to a passive
voice construction in the relative clauses they used. The total number of (finite) verb phrases was 1,511, with some
clauses having more than one verb attached; the majority (994 verb phrases or 65.78%) were constructed in the
active voice, and the remaining 517 verb phrases (34.22%) were constructed in the passive voice. It was further
noticed that nearly half of the active verbs (476 phrases or 47.89%) served to modify the human-antecedents, for

example “The participants [that spent less than the allocated time] left the room early”.

DISCUSSION AND CONCLUSION

It can be argued that language users in ELF contexts have developed a flexible and fluid approach to English
usage with various language features being altered by simplification and regularization of certain verb forms (Cogo
& Dewey, 2012). The alteration of linguistic features in ELF contexts has been increasingly recognized and analyzed
for some time in a series of studies leading to the present study, which focused on the use of relative clauses in
academic writing.

Based on the researchers’ observation of this trend this study was undertaken into relative clauses. This was
due to the complexity of relative clauses, which, despite the ability to provide more information can cause
problems for non-native English speakers, certainly including ELFers. It was observed that the majority of ELFers in
an academic context, i.e. research authors, used defining relative clauses more than non-defining ones. This is
potentially due to the fewer constraints (e.g. a wider range of usable relativizers and unassigned punctuations) in
the usage of defining clauses. Among the clauses surveyed, that was found to be the relativizer that appeared in
use more often than other relativizers. This is probably because it is deemed to be one of the most versatile and
least constrained options in constructing relative clauses. Although the study discovered that the relativizer which
had the highest numerical usage, the use of that seemed more significant when considered in terms of its usage
in non-defining relative clauses. The significant frequency of the usage of that among the ELF writers is not a

surprise and supports Seidlhofer (2013), who suggests that ELF speakers usually simplify their output to facilitate
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understanding by their audience and are rarely concerned about the norms of usage or structural complexity; the
main aim of the writers’ work in English is to communicate successfully and comprehensibly.

As for the overall characteristics of how ELF writers used relative clauses, aside from the use of that, the
majority included relativizers in their manuscripts, preferring the presence of relativizers more than their absence,
again, most probably because ELFers prefer simple constructions and usage in English. Relativized subjects and
active voice construction, both of which are less complex, were significantly more represented in the authors’
manuscripts.

Another interesting feature was the significant frequency of center-embedded relative clauses among the ELF
writers’ work in this study. This is noteworthy because it contradicts the belief of some native English speakers that
center-embedded relative clauses are more problematic and more difficult to use than right-embedded relative
clauses because the former “typically results in longer reading times” (Marjanovi¢ & Manouilidou, 2022). This
supports the arguments of Mauranen (2012) and Seidlhofer (2013), who state that the role of ELF in global
communication today is not based on native-like proficiency but instead focused on adaptability and functional
use among users of the language.

Overall, this study delineates the understanding of morphosyntactic dynamics within ELF interactions by
illustrating how ELF users tackle the complexities of relative clauses in academic writing. In this respect, Luczaj et
al. (2022) emphasize that the success of ELF communication lies in its functional adaptability rather than conformity
to native speaker norms. By surveying these patterns, this research contributes to ongoing discussions about the
interplay between simplification, flexibility, fluidity, and strategic complexity in ELF communication, reaffirming the

evolving and user-driven nature of English as a global lingua franca.

LIMITATIONS AND RECOMMENDATIONS

English as a Lingua Franca is known as a flexible approach to language, the study of which can provide the
academic community with numerous insights into the features of its use by speakers and writers. Despite the two-
fold analysis, the present study focused only on the morphosyntactic system of relative clause constructions and
excluded how they interacted with readers from a semantic and pragmatic perspective. This made the study
unable to examine the underlying meanings and pragmatic functions associated with relative clauses as used by
ELF writers and what they might have wished to convey through their academic writings.

The linguistic features of English as a Lingua Franca are known for their diversity and less dependence on native
speaker norms. Such features can include but are not limited to phonological, lexicogrammatical, and pragmatic
usage. The present study, however, merely analyzed the morphosyntax system through the inclusion of relative
clauses. It is thus recommended that further studies analyze different features of ELF speakers’ usage to gain more
insights into the nature of ELF communication. Additionally, analysis of the semantic and pragmatic functions of

relative clauses can yield a more comprehensive insight into ELF speakers’ language use.
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Abstract

Tourism slogans play an important role in promoting tourism businesses, yet research on their syntactic features
remains scarce. To fill this gap, this study investigated the syntax of 465 hospitality and travel slogans from the
website “database of advertising slogans”, adopting Huddleston and Pullum's framework of structural patterns and
Biber et al.’s framework of grammatical complexity. The results revealed that the structural patterns of most
slogans were single-unit. Noun phrases, especially with attributive adjectives, were the most frequent phrase type,
whereas clauses were mainly declarative or imperative. Most clauses were canonical in form, although some used
packaging constructions to create emphasis. Regarding grammatical complexity, the slogans showed a tendency
towards a compressed and implicit style, with dependent phrases being more frequent than dependent clauses.
Adjective phrases as noun premodifiers were the most prevalent among the former, while non-finite complement
clauses were the most common among the latter. These findings indicate that tourism slogans favor brevity,
positivity, and memorability, strategically employing simple but implicit grammatical resources to persuade and
engage audiences. Extending grammatical complexity theory beyond academic discourse, this study provides
empirically grounded insight into how grammatical structures are selectively employed in professional promotional
discourse, reflecting authentic usage patterns in applied contexts and informing the design of ESP teaching

materials, particularly those focusing on tourism-slogan syntax.

Keywords: Advertising slogans, Grammatical complexity, Hospitality and travel, Structural pattern, Tourism
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INTRODUCTION

Slogans are significant because they can function as “hooks” or “handles” in capturing the brand’s meaning
and in representing its uniqueness (Dahlén & Rosengren, 2005; Keller, 1998). In particular, tourism slogans can
effectively promote destinations by ensuring consumers believe and remember key information about them (Huang
& Lin, 2017). Over the years, a growing body of research has delved into various aspects of language use in tourism
slogans. For instance, Bochari (2011) and Lever and Abbas (2019) have focused on dissecting the rhetorical strategies
in these slogans, identifying devices such as alliteration, rhyme, metaphor, and repetition. Kachin (2022) and
Laosrirattanachai and Panyametheekul (2018), on the other hand, have employed pragmatic concepts such as
presuppositions and speech acts to analyze these slogans. Such research provides deeper insights into the
persuasive communication strategies in destination marketing, thereby advancing knowledge across disciplines such
as linguistics, marketing, and tourism studies.

Despite the breadth of existing literature, the grammatical features in this specialized form of communication
remain underexplored. To fill this gap, the current study analyzes the structural patterns and grammatical
complexity of tourism slogans, drawing upon frameworks proposed by Biber et al. (2021) and Huddleston and
Pullum (2005). The analysis not only reveals the underlying syntactic features used to effectively convey messages
but also offers practical insights for scholars in English for Specific Purposes (ESP), particularly by informing the

design of teaching materials that focus on the syntactic patterns commonly found in tourism slogans.

LITERATURE REVIEW
1. Empirical Studies

1.1 Empirical Studies in Advertising Slogans: Several studies have examined rhetorical strategies in advertising
slogans. Among these, Duboviciené and Skorupa (2014) examined 100 global brand slogans, focusing on figurative
language, sound techniques, and rhetorical devices. They found that figurative language dominated, led by puns,
while simile, personification, and paradox were less common. Alliteration was the most frequently used sound
technique, with rhythm and onomatopoeia least utilized, while repetition was the most frequent rhetorical device.
Skorupa and Duboviciené (2015) analyzed 55 commercial and 55 social English slogans randomly sampled from
various media. The study identified sound techniques like rhyme, rhythm, alliteration, assonance, consonance, and
onomatopoeia. Semantically, figurative language such as personification, simile, metaphor, hyperbole, metonymy,
euphemism, polysemy, homonymy, and apostrophe characterized the slogans. Taken together, these studies
highlight the importance of rhetorical and stylistic devices in advertising slogans; however, they focus mainly on
identifying and classifying such devices across slogans in general, with little attention to how slogans in specific
industries are structured grammatically or how grammatical forms are patterned.

On the other hand, few studies have syntactically analyzed slogans. Among these, Miller and Toman (2015)
examined 140 service-business slogans from the 2011 Fortune 500, measuring syntactic complexity by the number
of transformations. While previous research suggested that moderately complex slogans enhance brand recall and
interpretation, the study found that most slogans were syntactically simple. Those that were moderately complex
primarily used the imperative mood. This was explained by the command appeal tactic. While addressing syntax,

the analysis focuses on counting transformations and does not examine other aspects of grammatical form, such
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as how compressed or explicit the structures are. In addition, service-business slogans are treated as a single group,
with no distinction made between different sectors.

More recently, corpus-based approaches have been applied to advertising and brand-related texts to uncover
systematic lexicogrammatical pattemns in promotional language. Among these, Faridi (2025) examined marketing-
effective brand discourse using Biber’s (1991) Multidimensional Analysis. The corpus comprised 225 English-
language marketing texts (about 50,000 words) from five global brands—Coca-Cola, McDonald’s, PepsiCo,
Mondelez, and Unilever—collected from official websites, social media posts, and video advertisement transcripts
published between 2020 and 2024. The findings show systematic variation across platforms and brands:
advertisements were the most involved and persuasive, social media posts were largely informational, and website
texts showed mixed features. PepsiCo and McDonald’s used more involved language, whereas Mondelez and
Unilever favored a more informational style, reflecting distinct branding strategies. Despite providing insight into
variation across platforms and brands, the study does not examine slogans as a distinct genre or focus on how
promotional texts are structured syntactically.

Although these studies provide valuable insights into advertising slogans in general, the linguistic and structural
characteristics of slogans are likely to vary across sectors. This underscores the need for focused investigation of
sector-specific slogans, such as tourism slogans, which are expected to employ distinct grammatical and stylistic
strategies.

1.2 Empirical Studies on Tourism Advertising Discourse: Several studies have investigated tourism slogans with
the focus on rhetorical devices and pragmatic analysis. To start with, Bochari (2011) analyzed figures of speech and
illocutionary acts in 60 slogans from 55 locations. The results revealed that alliteration and personification were
the most prevalent. Repetition and rhyme made the slogans more memorable, whereas personification, hyperbole,
simile, and oxymoron enhanced attractiveness and imagination. Assertive, the most common illocutionary act, was
used to emphasize the conditions or qualities of the locations. Lever and Abbas (2019) employed rhetorical
analysis, semiotics, and thematic reviews to examine 157 country slogans. Chimes (a form of repetition) were the
most frequent rhetorical operation. Destabilization involved oppositions, paradoxes, similarities, puns, and
metaphors, while noticeable substitution included claim extremity and hyperbole. Main themes portrayed
countries as human traits; metaphor/dramatic portrayals; individuality and concept of self, comparison/contrast
with others; and discovery, magic, and mystery. Additionally, the analyzed slogans were mostly ambiguous. Despite
their focus on tourism slogans, both studies primarily examine rhetorical, semantic, and pragmatic features,
providing limited insight into how such meanings are realized through grammatical structure. In particular, they do
not address how tourism slogans differ in terms of syntactic patterning or degrees of grammatical compression and
explicitness.

Laosrirattanachai and Panyametheekul (2018) analyzed 113 tourism slogans from touristvstraveller.
wordpress.com using pragmatic theories. They revealed that maxims, presuppositions, and speech acts were
necessary for tourism slogan interpretation, with conversational implicature playing a huge role. The functions of
presuppositions were conciseness, interest, enlargement, emphasis, euphemism, concealment, persuasion, and
self-protection. Moreover, most tourism slogans functioned as indirect invitations. Similarly, Kachin (2022) examined

34 tourism slogans from the Tourism Authority of Thailand using speech act theory. The slogans were classified
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into four themes: “Proud of being Thai,” “Domestic tourism can help promote our home country,” “How to be a

quality tourist,” and “Tourism makes a happy life.” Four types of speech acts were found: assertives, directives,
expressives, and declaratives. These studies, however, focus primarily on pragmatic interpretation and illocutionary
functions, offering limited insight into how such meanings are grammatically encoded. They do not address how
syntactic structure contributes to conciseness, indirectness, or persuasive force, nor how tourism slogans vary in
terms of grammatical compression and explicitness, leaving slogan syntax largely underexplored.

Huadhom and Trakulkasemsuk (2017) examined 100 tourism slogans from touristvstraveller.wordpress.com,
analyzing words, phrases, clauses, and sentences. The findings showed that the most frequent structure was a
noun phrase in the form of Adj + Ns (frequently country names), which effectively conveyed national identity in a
concise, catchy, and engaging style. Most sentences were declarative, offering complete information and inviting
readers’ acceptance. Imperatives giving commands were also frequent. Although the study provides valuable
descriptive insights into the structural forms of tourism slogans, their analysis remains largely classificatory and
does not systematically account for variation in grammatical style or levels of syntactic compression.

Beyond slogan-focused research, recent corpus-based studies have examined tourism advertising discourse
more broadly, offering insights into dominant lexical, affective, and interpersonal features of promotional language.
For example, Azwan et al. (2025) examined language commaodification in digital tourism promotion. Their corpus
comprised 39,135 tokens drawn from promotional texts on 18 official Indonesian tourism websites published
between 2023 and 2024. Using AntConc, they analyzed word frequency, collocation, concordance, and semantic
prosody. The findings show that tourism discourse is dominated by affective and visually oriented vocabulary (e.g.,
indah (beautiful), pengalaman (experience), unik (unique), spot, and instagramable,) supporting branding strategies
centered on emotional appeal, visual-social imagery, exclusivity, cultural authenticity, and comfort, and highlighting
language as a strategic marketing resource in tourism discourse.

With a narrower analytical focus, Zein and Afdal (2024) investigated the use of the personal pronoun you in
digital tourism discourse through a corpus-based analysis of articles from the Lonely Planet website. The study
shows that you functions as a persuasive device that directly addresses readers, creates a conversational tone, and
personalizes the travel experience. Its frequency varies across destinations, with higher use in experience- or
adventure-oriented contexts. Qualitative analysis illustrates how you guides readers through imagined activities and
encourages identification with destinations, highlighting the interpersonal role of pronouns in online tourism
marketing.

Pan et al. (2026) specifically examines tourism slogans as compact persuasive texts in destination branding. The
study analyzes 186 official tourism slogans from national and regional tourism organizations worldwide. Affect was
measured using the ANEW framework (valence, arousal, dominance) and analyzed through statistical comparison
and cluster analysis, supplemented by thematic and linguistic analysis. The findings show significantly higher
valence and dominance, with moderately higher arousal, indicating a strong positive and empowering affective
profile. Thematic patterns center on action, positivity, and nature, while prominent linguistic features include
pronouns, sound devices, figurative language, imperatives, and personification, enhancing slogan memorability and

persuasive appeal.
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While these studies advance understanding of tourism discourse through corpus-based methods, they primarily
focus on lexical choice, affective meaning, or individual linguistic features, rather than the syntactic organization of
tourism slogans as a distinct, highly compressed genre.

In summary, although a growing body of research has examined the language of tourism slogans from rhetorical,
pragmatic, and affective perspectives (Bochari, 2011; Kachin, 2022; Laosrirattanachai & Panyametheekul, 2018; Lever
& Abbas, 2019; Pan et al., 2026), syntactic analysis remains relatively limited. One notable exception is Huadhom
and Trakulkasemsuk (2017), who provide a descriptive account of syntactic forms commonly found in tourism
slogans. However, their study focuses on national tourism slogans, which primarily function as identity markers for
destinations. This functional orientation differs from that of hospitality and travel slogans, which promote services
and experiences, suggesting potentially different communicative and grammatical demands. More importantly,
their analysis conceptualizes syntax primarily in terms of identifying and classifying gsrammatical structures, without
examining how such structures pattern systematically or vary in terms of grammatical style, particularly structural
organizations as well as degrees of compression and explicitness. As a result, existing research offers limited
theoretical insight into how syntactic simplicity or complexity contributes to persuasive meaning-making in tourism
advertising.

To the best of the researchers' knowledge, no prior studies have explored the analysis of diverse categories of
tourism slogans (e.g., coach travel, train travel, camping, cruise, hostel, hotel, motel, resort) using a framework that
integrates structural patterns and grammatical complexity. Drawing on Huddleston and Pullum's (2005) and Biber
etal.’s (2021) frameworks, this study, therefore, aims to address this gap by examining hospitality and travel slogans,
focusing on the following research questions:

1) What are the structural patterns of the tourism slogans?

2) What are the grammatical complexities of the tourism slogans?

2. Theoretical Concepts Related to the Present Study
2.1 Structural Patterns: Grammatical units can be categorized based on their size, ranging from morphemes
and words to phrases, clauses, and sentences (Biber et al., 2002). Huddleston and Pullum (2005) highlighted that
the most syntactically straightforward sentences take the form of a single clause, exemplified by (1a) and (1b).
The fundamental type of clause comprises a subject (Subj) followed by a predicate (Pred), as depicted in (2a)
and (2b) respectively.
(1)  a. Tourists linger.
b. Travelers wander.
(2)  a. gplTourists] pellinger].
b. sl Travelers] pqwander].
Often, the subject and/or predicate include multiple words, yet they retain a noun and a verb as their primary
components.
(3)  a. glSpirited tourists] pdllinger by the scenic shore].

b. sufAdventurous travelers] p.[wander through the captivating landscapel.
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Expressions such as spirited tourists and adventurous travelers are noun phrases headed by nouns. Similarly,
linger by the scenic shore, and wander through the captivating landscape are verb phrases headed by verbs. The
head of a phrase is the most important element, as it determines the phrasal category. The other elements are
dependents.

In addition to noun phrase (NP) and verb phrase (VP), phrasal categories include adjective phrase (AdjP), and
preposition phrase (PP), as illustrated in (4).

(4) a. Noun phrase (NP): tourists, spirited tourists, travelers, adventurous travelers
b. Adjective phrase (AdjP): spirited, cheerfully spirited, adventurous, boldly adventurous
c. Verb phrase (VP): linger, linger by the scenic shore, wander, joyfully wander
d. Preposition phrase (PP): by the scenic shore, through the captivating landscape

A linguistic unit considered to be larger than a phrase is a clause (CL). A wide variety of clause structures exists,
but two primary types are canonical and non-canonical clauses. According to Huddleston and Pullum (2005),
canonical clauses comprise a subject followed by a predicate. The subject is usually (but not invariably) an NP,
while the predicate is invariably a VP. Non-canonical clauses differ from canonical ones in one or more dimensions,

as demonstrated in Table 1.

Table 1: Canonical and Non-Canonical Clauses (Huddleston & Pullum 2005)

Polarity Polarity refers to the system that contrasts positive and negative clauses. Positive clauses are
considered canonical, whereas negative clauses are non-canonical.

C We explore the world.

NC We do not explore the world.

Clause type Canonical clauses are declarative. Clauses of any other type, i.e., interrogative and imperative, are
considered non-canonical.

C We explore the world.

NC Do you explore the world? Explore the world!

Subordination All canonical clauses are main clauses. Subordinate clauses typically function as dependent elements
within a larger clause.
C You stay for the experience.

NC We know that you stay for the experience.

Coordination One clause may be coordinated with another, normally involving a coordinator like and, or, and but.
Canonical clauses are non-coordinated, while coordinate clauses are non-canonical.
C I've been to paradise. | like it.

NC [’ve been to paradise and | like it.

Information packaging Canonical clauses arrange information in the most syntactically basic way. Constructions that differ
from canonical clauses (e.g., passive, extraposition, cleft) are considered non-canonical clauses.
C That you stayed home is unfortunate.

NC /t’s unfortunate that you stayed home.

Combination of Non-canonical clause types can combine, allowing a non-canonical clause to differ from a canonical
non-canonical features one in multiple ways simultaneously.

C We make your holiday booking a pleasurable experience.

NC We believe that booking your holiday will not be the same again.

Note: C = canonical clause; NC = non-canonical clause
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2.2 Grammatical Complexity: Biber et al. (2021) introduced a grammatical complexity framework that delineates
between elaborated and explicit discourse styles versus compressed and implicit ones. This framework has been
employed in studies focusing on grammatical features within academic written discourse (Hernandez, 2022;
Hernandez & Genuino, 2022). Importantly, the versatility of this framework allows its application to the present
study.

The concept revolves around finite and non-finite dependent clauses operating in three distinct functions, as
illustrated in (a)-(c). In each case, these functions embody an elaborated and explicit discourse style.

(a) as adverbial clauses, modifying the main verb;,
(b) as complement clauses, filling in the direct object position of a verb; and
(c) as relative clauses, modifying a head noun.

Conversely, dependent phrases serve as adverbials and noun modifiers, exemplified in (a)-(e). Each instance

encapsulates a compressed and implicit discourse style.
(a) prepositional phrases as adverbials;
(b) attributive adjectives as noun premodifiers;
(c) appositive noun phrases as noun postmodifiers;
(d) nouns as noun pre-modifiers; and
(e) prepositional phrases as noun postmodifiers.

Table 2 demonstrates the grammatical complexity framework (Biber et al., 2021) with examples provided.

Table 2: Grammatical complexity framework

Dependent clauses Finite adverbial clauses Ski it if you can.
(elaborated and explicit Finite complement clauses We’ll make sure you see the best.
style / EE style) Finite relative clauses It’s the best fun hard work can be.
Non-finite adverbial clauses Find us to get lost.
Non-finite complement clauses Our guests keep coming back.
Non-finite relative clauses The only thing missing here is you.
Dependent phrases Preposition phrases as adverbials Life’s better at the garden.
(compressed and implicit Attributive adjectives as noun premodifiers We like sleepy people.
style / Cl style) Appositive noun phrases as noun postmodifiers The Rockie’s biggest, Canada’s best.
Preposition phrases as noun postmodifiers A motel for all seasons.
Nouns as noun premodifiers Everyone deserves a snow day.
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2.3 Analytical Research Framework for the Present Study:

Syntactic Structures / Structural Patterns
(phrase types, clause types,

canonical vs non-canonical forms)

!

Grammatical Complexity
(dependent phrases vs clauses,
finite vs non-finite forms,

degree of compression)

l

Communicative Effects

(processing ease, memorability,

accessibility, persuasive efficiency)

Figure 1: Analytical Framework Linking Structural Patterns, Grammatical Complexity, and Communicative Effects in Tourism Slogans

Figure 1 presents the research framework guiding this study. The framework adopts a hierarchical approach in
which structural patterns form the primary level of analysis, grammatical complexity is treated as a derived property
emerging from these structures, and communicative effects constitute the interpretive level. Structural patterns
are analyzed using Huddleston and Pullum’s (2005) framework, while grammatical complexity is assessed following
Biber et al. (2021).

Huddleston and Pullum’s (2005) framework of structural patterns is adopted because it offers a comprehensive,
theoretically explicit model of English syntax that can be applied across registers. It enables fine-grained analysis
of phrase types and clause types, including canonical and non-canonical clause constructions (e.g., passives, clefts,
interrogatives, imperatives, and dislocation), making it suitable for identifying structural patterns in highly
compressed texts such as tourism slogans.

Biber et al.’s (2021) framework is used to examine grammatical complexity from a functional, usage-based
perspective, focusing on the distribution of dependent phrases and clauses. Although frequently applied to
academic writing (e.g., Hernandez, 2022; Hernandez & Genuino, 2022), its emphasis on grammatical compression
and processing efficiency makes it equally relevant to advertising discourse, where rapid comprehension is a key
communicative goal.

By integrating these two frameworks, the present study is able to account for both the structural organization
and the degree of grammatical complexity of tourism slogans, providing a principled basis for interpreting how

syntactic form contributes to communicative efficiency and persuasive meaning-making in tourism advertising.
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RESEARCH METHODOLOGY
1. Population and Samples

1.1 Population: The target population of this study consisted of tourism advertising slogans available in online
databases and public sources.

1.2 Samples: The study employed purposive sampling by selecting 465 tourism slogans from the website
Database of Advertising Slogans (Textart, 2024). Textart was selected because it is a curated collection of advertising
slogans drawn from public sources and classified by industry, which allows for systematic identification of tourism-
and travel-related slogans. The database has been used in previous advertising research (e.g., Strutton &
Roswinanto, 2014), supporting its suitability as a data source. All slogans within the eight subcategories under
Tourism & Travel (coach travel, train travel, camping, cruise, hostel, hotel, motel, and resort) were included to
ensure internal consistency and to avoid selective exclusion within categories. The slogans represent international
tourism advertising from multiple regions, including North America, Europe, Asia, Africa, Oceania, South America,
and the Middle East, allowing for broad cross-regional coverage while maintaining a manageable and clearly defined

dataset. The distribution of the sample is shown in Table 3.

Table 3: The tourism slogan samples

Category Coach travel Train travel Camping Cruise Hostel Hotel Motel Resort

Number 25 16 83 83 a5 79 52 82

As the study employs purposive sampling, the dataset is not intended to be statistically representative of all
tourism slogans worldwide. Instead, it is designed to support detailed analysis of structural patterns and

grammatical complexity within a clearly defined corpus.

2. Research Instrument

The primary instruments for data analysis included Excel files, used to store and organize the collected slogans
and manual coding by the researchers to classify syntactic forms. The analytical framework was based on
Huddleston and Pullum’s (2005) categorization of phrasal and clausal structures and Biber et al.’s (2021) description
of grammatical features related to complexity.

For cases in which grammatical classification is debated in the literature, consistent decision rules were applied
following Biber et al.’s framework. Specifically, past participle (V3) and present participle (V-ing) constructions
functioning as postmodifiers (e.g., “Luxury. Redefined.”, “Nice people. Taking care of nice people.”) were
classified as non-finite relative clauses rather than adjective phrases. Similarly, to-infinitive and gerund constructions
functioning as verb complements (e.g., “You’ll want to stay forever.”; “Luxury goes exploring.”) were treated as
non-finite complement clauses rather than noun phrases. These criteria ensured consistency in distinguishing
between clausal and phrasal structures across the dataset.

To enhance the reliability of the categorizations, the researchers conducted manual coding using shared
analytical criteria derived from Biber et al. (2021) and Huddleston and Pullum (2005). Throughout the coding

process, potentially ambiguous cases were jointly reviewed and discussed until consensus was reached. This

71



\

Journal of Business Administration and Languages (JBAL)
Vol.14 No.1 January - April 2026

o
=
2

N
Y

consensus-based approach was used to ensure consistency in the classification of syntactic structures across the
dataset. As inter-coder agreement was established through discussion rather than quantified using a statistical
measure, this represents a methodological limitation of the study; however, the use of explicit decision rules and

repeated cross-checking of ambiguous cases helped to minimize inconsistency in the analysis.

3. Collection of Data
The data collection and analysis followed three steps. First, all 465 slogans were compiled into Excel files. Next,
the researchers manually coded the syntactic forms. Then, frequency counts were calculated, and the findings

were qualitatively interpreted and discussed.

RESULTS

1. Structural patterns

1.1 Single-unit and multi-unit slogans: The present study adapted Surapongraktrakool's (2023) coding to classify
single-unit and multi-unit slogans. A single-unit slogan was defined as a slogan ending with one punctuation mark,
for example, a noun phrase such as “Symbol of satisfaction.” and a subordinate clause such as “Where your
dreams become reality.” In contrast, a multi-unit slogan was one with more than one punctuation mark, for
example, clauses such as “Big agency deals. Small agency feel.” and phrases such as “Carnival. The fun ships.”

The results show that the majority of tourism slogans were single-unit (87.74%). Multi-unit slogans consisted of
two or three units and included combinations of only phrases or only clauses (12.26%) (e.g., “Seabourn. Intimate.
Luxury.”; “We live it. We love it. We know it.”), as well as combinations of phrases and clauses (e.g., “Tajness. You
can feel it with your eyes closed.”). In terms of length, the mean number of words per slogan was 5.13, with
a range of 2 to 12 words.

1.2 Types of phrases and clauses: The analysis shows that tourism slogans were almost evenly divided between
phrases and clauses, with a strong dominance of noun phrases and clauses that can function as complete
sentences.

Table 4 presents the distribution of phrase and clause types used in tourism slogans, allowing comparison

between phrasal and clausal realizations and their internal subtypes.

Table 4: The proportions and examples of phrase and clause types

Types of Phrases and Clauses Example Number | Percentage
Phrase NP The Legend. 241 84.86
53.28% Symbol of satisfaction.
(n = 284) Hospitality as warm as the Arizona sun!
AdjP Clean & friendly! 25 8.80

Pure, simple and real... deep.

Even better this year.

PP To the soul of the South seas. 18 6.34
In a city near you.

For people with a passion for skiing and riding.
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Types of Phrases and Clauses Example Number | Percentage
Clause A clause that can be Tradition is back in style. 191 76.71
46.72% a complete sentence Relax in the sunshine of the west.
(n = 249) Do you live an Intercontinental life?
A clause that cannot be Where your dreams become reality. 58 23.29
a complete sentence Traveling with the professionals!
Designed for you.

As seen in Table 4, phrases can be categorized into NP, AdjP, and PP, while clauses can be categorized into a

clause that can be a complete sentence and a clause that cannot be a complete sentence. The number of phrases

and clauses did not differ greatly (53.28% and 46.72% respectively). Most phrases were noun phrases (84.86%),

while the majority of clauses were those that could be a complete sentence (76.71%).

Overall, noun phrases and complete clauses accounted for the majority of syntactic realizations in the dataset.

1.3 Canonical and non-canonical clauses: The results indicate that clauses in tourism slogans overwhelmingly

displayed canonical features.

Table 5 summarizes the distribution of canonical and non-canonical features among clauses that can function

as complete sentences, examining polarity, clause type, coordination, and information packaging.

Table 5: Canonical and non-canonical clauses

(non-canonical)

Eat, drink and be happy. Ride the rails!

Come for the weather... Stay for the experience.

Dimensions of Canonical and Example Number Percentage
Non-Canonical Clauses (191)
Polarity Positive You will feel at home every time you return! 178 93.19
Clause types (canonical) The memories are yours, the pleasure's ours...
Staying is believing.
Negative We're not like the rest... 13 6.81
(non-canonical) No one knows ski holidays like us!
Booking your ski holiday will never be the same
again.
Clause types Declarative We know 100% of New Zealand. 98 51.31
(canonical) We'll make sure you see the best.
You're more than welcome.
We invite you to try it.
Interrogative Do you live an Intercontinental life? 2 1.05
(non-canonical) What are you up for?
Imperative Travel your world with us. 91 47.64
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Table 5: Canonical and non-canonical clauses (cont.)
Dimensions of Canonical and Example Number Percentage
Non-Canonical Clauses (191)
Coordination Not a coordinate cl. We live it. We love it. We know it. 189 98.95
(canonical) Life is adventure... let the adventure begin!
Every day is different.
A coordinate cl. There's camping. And there's KOA. 2 1.05
(non-canonical) I've been to Paradise and | liked it!
Information Not an information Relax... You're with us! We make it simple. 166 86.91
packaging packaging construction | This is my Steamboat.
(canonical) We are the best for a good night's rest!
An information Where life-long memories are made. 25 13.09
packaging construction | It’s the small things that make us different.
(non-canonical) Tajness. You can feel it with your eyes closed.
From here, it's another world.
Ski it if you can.

As demonstrated in Table 5, the clauses that can be complete sentences can be analyzed in terms of polarity,
clause types, coordination, and information packaging. Regarding polarity, most clauses were positive (93.19%). The
most common clause type was declarative (51.31%), followed by imperative (47.64%). Only two interrogatives
were found, and there were no exclamatives. Coordinate clauses were rare. Moreover, most slogans were not in a
special information packaging construction (86.91%).

In summary, most slogans consisted of single units, with noun phrases as the most prevalent phrase type, and
the majority of clauses exhibiting canonical features across polarity, clause type, coordination, and information

packaging.

2. Grammatical complexity

The analysis shows that in tourism slogans, dependent phrases (83.52%), such as “Travel your world with us.”
and “The first global cruise line.”, were far more frequent than dependent clauses (16.48%), such as “When you
just have to get away... Let us take you there.” and “The best that suits your needs.” Among the dependent
phrases, adjective and prepositional phrases accounted for the majority of cases.

2.1 Phrases: Table 6 presents the distribution and examples of dependent phrase types identified in the dataset.

Table 6: Types of dependent phrases

Dependent phrases (n = 456)

Type Example Number Percentage

PP as adverbial Taking the time, since 1968. 41 8.99
High-class for the budget traveler.

PP as complement Uniting you with nature. 78 17.11

Nobody’s closer to the magic.
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Table 6: Types of dependent phrases (cont.)

Dependent phrases (n = 456)

Type Example Number Percentage

PP as N post modifier Motorcoach travel at its finest. 83 18.20

We have the perfect cruise for you!

Attributive Adj as N premodifier The world’s most beautiful voyage. 182 39.91

Your local coach holiday people.

Adj as N postmodifier Rain or sun always fun! 6 1.32

Hospitality as warm as the Arizona sun!

N as N premodifier Britain’s favorite rail tour operator! 64 14.04

Family atmosphere campground and pets allowed.

Appositive NP as N postmodifier The Rockies's biggest, Canada's best. 2 0.44

Silver Star. My mountain.

According to Table 6, the dependent phrases that occurred in the tourism slogans can be further classified into
7 types. Prepositional phrases appeared most frequently (44.3%), followed quite closely by adjective phrases
(41.23%). On the other hand, noun phrases as a pre-modifier or a post-modifier of other noun phrases were less
common (14.48%). Regarding subtypes, adjective phrases as a pre-modifier of noun phrases were the most
dominant (39.91%), followed by prepositional phrases as a noun postmodifier (18.20%), and prepositional phrases
as complements (17.11%), respectively. Appositive noun phrases as a noun postmodifier were scarce.

Overall, dependent phrases in the dataset were mainly adjective phrases and prepositional phrases, while other
phrase types occurred less frequently.

2.2 Clauses: The analysis shows that dependent clauses occurred less frequently than dependent phrases and
were predominantly realized as non-finite constructions.

Table 7 summarizes the types and examples of dependent clauses identified in the tourism slogans.

Table 7: Types of dependent clauses

Dependent clauses (n = 90)

Type Example Number Percentage

Finite adverbial clause You haven't lived until you've cruised. 9 10

Once you find us, you will never want to leave.

Finite complement clause We’ll make sure you see the best. 4 4.44

Your dream holiday is now closer than you think.

Finite relative clause Tours you’re going to love. 10 11.11

The place where kids want to take their parents.

Non-finite adverbial clause Find us to get lost. 1 1.11

Non-finite complement clause We love to ski. az 46.67

We invite you to try it.

Non-finite relative clause The only thing missing here is you. 8 8.89

Small ship cruising done perfectly.

Non-finite clause as noun postmodifier | Great place to get away from it all. 16 17.78
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As shown in Table 7, the dependent clauses from the tourism slogans can be further classified into 7 types.
The majority of the dependent clauses were non-finite (74.45%). Non-finite clauses as a complement appeared
most frequently (46.67%). This was followed by non-finite clauses as modifiers, i.e., as adverbial clauses, relative
clauses, and noun postmodifiers (27.78 %). On the other hand, finite clauses occurred less (25.55%), with a smaller
proportion of finite clauses as modifiers (21.11%), i.e., adverbial and relative clauses, compared to their non-finite
counterparts. Moreover, noun clauses and comparative clauses as finite complements were rare (4.44%).

Taken together, the distribution of dependent clauses showed a strong predominance of non-finite forms and
a limited use of finite clause types.

In summary, in terms of grammatical complexity, dependent phrases, especially adjective phrases and
prepositional phrases, were more common than dependent clauses, and non-finite clauses were more frequent

than finite clauses.

DISCUSSION AND CONCLUSION

The predominance of single-unit slogans suggests that advertisers design tourism slogans for brevity and
memorability. This finding supports Miller and Toman’s (2015) observation that advertising language tends to avoid
unnecessary complexity and keep messages short. More broadly, it reflects cognitive constraints on information
processing, supporting Miller’s (1956) notion that people can only handle around seven (+2) pieces of information
at once. The present findings suggest that such cognitive constraints are accommodated not only through shorter
length, but through specific grammatical strategies, as discussed below.

In terms of structural choice, the dominance of short noun phrases is similar to the findings of Huadhom and
Trakulkasemsuk (2017), in which such structures serve as compact, headline-like expressions that highlight
destination attributes or services in a concise and catchy way.

The prevalence of positive forms is in line with Leech’s (1966) “positive copy rule,” which notes that advertising
tends to avoid negation and negativity. The few negative clauses that did appear employed absolute negators
such as not or no one. These can be linked to Strutton and Roswinanto’s (2014) concept of “universal quantifiers,”
in which advertisers use overgeneralization to portray their services as better or unique.

In terms of clause types, tourism slogans prioritize declarative and imperative forms, a pattern that aligns with
earlier findings (Huadhom & Trakulkasemsuk, 2017; Miller & Toman, 2015) and reflects the advertising goal of
conveying clear, positive messages rather than posing questions or emphasizing negative content (Bruthiaux, 1996).
Although declaratives appear as statements of fact, they often function pragmatically as indirect invitations,
expressing commitment (e.g.,“You'll love where we take you.”), hospitality (e.g.,“The memories are yours, the
pleasure's ours.”), or encouragement (e.g.,“It's your turn.”). Regardless of their types, they share the persuasive
purpose of inviting readers to use the service, similar to Laosrirattanachai and Panyametheekul’s (2018) finding that
most tourism slogans act as indirect invitations.

The frequent use of imperatives reinforces their role as a persuasive strategy in tourism advertising, creating a
sense of direct engagement between advertiser and audience (Leech, 1966; Myers, 1994). The omission of “please”
in these imperatives strengthens their force, presenting the suggested action as beneficial to the customer rather

than a request from the advertiser, aligning with the “command appeal” commonly observed in advertising
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discourse (Rothschild, 1987, as cited in Miller & Toman, 2015). Interrogatives occur only marginally and function
rhetorically, serving to stimulate curiosity and foreground selling points rather than to elicit information, a pattemn
consistent with the findings of Huadhom & Trakulkasemsuk (2017).

The limited use of clause coordination emphasizes a strong preference for conciseness in tourism slogans,
aligning with Bruthiaux’s (1996) observation that coordinated clauses are rare in advertising registers. Similarly, most
slogans avoid marked information-packaging constructions, favoring canonical forms for ease of processing. When
non-canonical structures do occur, they function selectively to create emphasis or foreground key elements
without substantially increasing length. For instance, clefts such as “It's the best fun hard work can be!” highlight
a specific feature, while Left dislocation appears in “Iajness. You can feel it with your eyes closed,” where the
coined word Tajness is foregrounded. These cases show how advertisers occasionally depart from canonical forms
to focus attention without greatly increasing length.

While previous studies have identified the frequent use of declarative and imperative clauses in tourism slogans
(e.g., Huadhom & Trakulkasemsuk, 2017; Miller & Toman, 2015; Pan et al., 2026), these analyses largely treat clause
types as isolated categories. The present study extends this line of research by demonstrating that such clauses
overwhelmingly occur as part of a broader canonical clause construction, characterized by positive polarity, basic
clause types, minimal coordination, and unmarked information packaging. This pattern suggests that tourism
slogans favor not only certain clause types, but a structurally conservative and highly accessible grammatical
configuration, which supports rapid processing and persuasive clarity in promotional contexts.

In terms of grammatical complexity, tourism slogans rely far more heavily on dependent phrases than on
dependent clauses, reflecting a preference for compressed expression. Heavy noun modification, especially
attributive adjectives and prepositional phrases, allows information to be packed efficiently into short units. Such
patterns are characteristic of advertising English, where premodification is a key strategy for conveying evaluative
meaning economically, especially through superlative and evaluative adjectives (Leech, 1966), and they align with
previous findings that Adj + N constructions dominate tourism slogans (Huadhom & Trakulkasemsuk, 2017).

Dependent clauses occur less frequently than dependent phrases in tourism slogans in the form of non-finite
constructions, reinforcing a compressed grammatical style. The preference for non-finite complements and

modifiers (e.g., “Small ship cruising done perfectly.” instead of “Small ship cruising that is done perfectly.”) reflects

a broader tendency in advertising language to reduce explicit finiteness and auxiliary marking in favor of brevity
and syntactic economy (Leech, 1966). When finite clauses do appear, they often incorporate personal pronouns
such as you and we, serving an interpersonal function by establishing direct engagement and rapport between
advertiser and audience (Fuertes-Olivera et al., 2001).

Taken together, the strong preference for dependent phrases, especially attributive adjectives as noun
premodifiers, and non-finite clauses reflects a systematically compressed and implicit grammatical style. Rather
than treating clausal and phrasal patterns as isolated structures, this study reconceptualizes Huadhom and
Trakulkasemsuk’s (2017) descriptive findings by showing that these features cluster into a highly compressed
advertising register, in which grammatical economy is not incidental but strategically organized.

This tendency supports Bruthiaux’s (1996) observation that classified ads favor “integrated strategies” relying

on heavy noun-phrase modification, adjectival chains, and prepositional phrases rather than elaborated clause
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structures. It also aligns with Myers’s (1994) view that advertising often employs ellipsis and incomplete sentences
to keep the message concise and engaging, encouraging readers to supply the missing elements themselves, which
can facilitate involvement and memorability. By compressing meaning into phrases and non-finite forms, slogans
remain brief yet persuasive.

In summary, while many structural features identified in this study align with previous research on advertising
and tourism slogans, the findings extend earlier work by showing that these features constitute a coherent
grammatical style rather than isolated formal choices. The predominance of noun phrases, attributive
premodification, and non-finite clauses, together with the preference for positive, non-coordinated clauses with
basic word order, points to a systematically compressed and structurally conservative register. This register
prioritizes grammatical economy and accessibility, enabling tourism slogans to convey persuasive meaning
efficiently under severe space and attention constraints. By focusing on patterns of grammatical organization rather
than individual structures, the study provides a register-based account of tourism slogan syntax and clarifies how

grammatical form supports communicative efficiency in tourism advertising.

LIMITATIONS AND RECOMMENDATIONS

The implications of this study are threefold. At a theoretical level, the study contributes to grammatical
complexity research by demonstrating that the framework proposed by Biber et al. (2021), originally developed for
academic discourse, can be productively extended to highly compressed promotional genres. While existing studies
have largely focused on identifying surface-level syntactic forms (e.g., phrase and clause types), the present findings
show that these forms systematically cluster into broader patterns of grammatical complexity. In tourism slogans,
grammatical complexity operates not through elaboration, but through systematic compression, revealing how
dependent phrases and non-finite structures function as efficient meaning-making resources outside academic
contexts. At a descriptive level, the study documents recurring structural and grammatical patterns in tourism
slogans across multiple subcategories. At an applied level, these insights inform ESP pedagogy and professional
practice by highlighting srammatical strategies that support memorability and persuasive effectiveness in tourism
advertising. In particular, tourism marketers and copywriters may consider prioritizing noun-phrase—heavy
constructions and simple, positive clause structures, which appear to support brevity, clarity, and memorability in
promotional discourse.

The findings of this study should be interpreted in light of certain methodological limitations. The corpus was
constructed through purposive sampling from a single database and analyzed using manual coding procedures.
While this approach enabled detailed and theoretically informed grammatical analysis, it necessarily constrains
statistical representativeness and scalability.

Future studies may extend this line of inquiry by employing larger and more diverse corpora, integrating
automated corpus-analytic methods, and conducting cross-linguistic comparisons. In addition, examining tourism
slogans as multimodal texts that combine linguistic and visual elements would further enhance understanding of

how grammatical complexity operates within broader persuasive strategies.
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Abstract

This research examines factors that influence the adoption of vending machines for the purchase of art toys by
Thai consumers, using The Unified Theory of Acceptance and Use of Technology (UTAUT) framework. As automated
retail is becoming more popular in Thailand, an understanding of consumer acceptance will be needed for
successful implementation. In the present research, a survey was conducted among a sample of 480 Bangkok
consumers who have had experience using vending machines, using convenience sampling conducted on-site at
POP MART vending machine locations between June and July, 2025. The sample included participants aged 15 or
older who had purchased an item from the vending machine, in the last six months prior to the survey. AL UTAUT
factors significantly influenced purchase intention: performance expectancy (B = 0.202, p < 0.001), facilitating
conditions (B = 0.199, p < 0.001), effort expectancy (B = 0.167, p = 0.049), and social influence (B = 0.100, p <
0.001). Purchase intention strongly affected purchase behavior (§ = 0.467, p < 0.001), Mediation analysis revealed
that purchase intention fully mediated the relationships between performance expectancy, effort expectancy, and
facilitating conditions and purchase behavior, while social influence showed no mediation effect. The findings
demonstrate that all UTAUT factors significantly influence consumers' purchase intention, with performance
expectancy and facilitating conditions being particularly influential. These factors subsequently impact actual
purchase behavior through purchase intention, indicating that vending machines can be successfully adopted in

emerging markets.

Keywords: Art toy, Purchase behavior, Purchase intention, UTAUT, Vending machine
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INTRODUCTION

Thailand's vending machine market continues to expand consistently, driven primarily by consumer demand
that prioritizes convenience and time efficiency. According to a 2024 survey by Marketbuzzz as cited in Lorenzzo
(2025), 72% of consumers show preference for utilizing automated dispensing services, with the industry
demonstrating remarkable growth stemming from technological advancement and evolving consumer behavior.
Recent data shows vending machine adoption is growing, with 56% of surveyed consumers making purchases
primarily for convenience. The industry is diversifying beyond beverages into wellness products, apparel, and
collectibles, while collectible art toys have emerged as a notable automated retail category (Lorenzzo, 2025).
Consequently, Thailand is an appropriate context for studying consumer acceptance of vending machine
technology, as it demonstrates rapid market growth and increasing consumer interest, particularly in purchasing
collectible items through automated dispensers.

POP MART, a leading art toy company, has revolutionized the collectible market through “Robo Shops” smart
vending machines selling blind box figures and designer toys. These machines reduce operational costs while
maintaining the brand's signature mystery elements and reaching diverse locations. Currently operating over 2,500
Robo Shops worldwide, POP MART demonstrates how automated vending can transform niche retail markets
(Interesse, 2025). In Thailand, POP MART operates 8 retail locations and approximately 50 “Robo Shops” since
2022, with additional units in shopping centers distributing POP MART products (POP MART Thailand, 2025). Art
toys in automated vending present a distinct research context as they are collectible products with uncertain
contents (blind boxes), differing from functional products like beverages where consumers know exactly what they
are purchasing. This study presents a unique context. Art toys are high-involvement products involving careful
consideration, while vending machines are low-involvement channels emphasizing speed and convenience.
Understanding how consumers accept automated technology for purchasing collectible products is the main focus
of this study.

Despite the rapid expansion of Robo Shops, POP MART faces a critical challenge in optimizing its automated
retail strategy without a clear understanding of what factors drive consumer purchase decisions and how these
factors differ from conventional vending machines. Unlike typical automated dispensers, purchases of art toys and
collectibles involve higher emotional investment and discretionary spending. The company needs to identify which
technological and behavioral factors most significantly influence purchase intentions to maximize returns on
investment in automated retail infrastructure. Currently, strategic decisions regarding machine placement, interface
design, and service features lack empirical foundation specific to the Thai art toy collector market.

Addressing this challenge requires understanding the specific factors influencing art toy vending machine
purchases through automated technology. However, a significant research gap exists. While existing studies examine
the Unified Theory of Acceptance and Use of Technology (UTAUT) in conventional vending contexts or art toys in
traditional retail environments, research investigating technology acceptance for art toys in automated vending
machines remains limited. Existing Thai studies focus on traditional retail environments, such as Chinatiworn and
Limsuwan (2024) who found value perception influences purchase intention, and Khamsanyot and Na Keeree
(2025) who studied secondary market factors emphasizing product characteristics, price, and perceived value.

Nopgarun et al. (2025) examined social media and influencer impacts on Generation Z's mystery box purchases,
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finding that similarity to target group and word-of-mouth significantly influenced behavior. For examining vending
machine acceptance, this research employs the unified theory of acceptance and use of technology, a
comprehensive model proposed by Venkatesh et al. (2003). Derived from several technology acceptance theories
such as innovation diffusion theory, Theory of Planned Behavior (TPB), and Technology Acceptance Model (TAM),
UTAUT comprises four key variables: Performance Expectancy (PE), Effort Expectancy (EE), Social Influence (S), and
Facilitating Conditions (FC). The first three directly affect Behavioral Intention (Bl), while facilitating conditions
directly affects use behavior (Pavanavivat, 2018). This research extends UTAUT application to art toys in automated
vending machines, a context distinct from conventional vending of functional products that has dominated prior
research.

Thus, it is necessary to research what factors drive technology acceptance and purchase decisions for art toys
from automated vending machines. Using Structural Equation Modeling (SEM) will provide an in-depth examination
of four factors that positively contribute to purchase intention (PI) and purchase behavior (PB), along with the
mediating effect of purchase intention on these pathways. The findings will contribute theoretically by extending
UTAUT to collectible products in automated retail contexts, and practically by providing empirical guidance for

optimizing art toy vending strategies in Thailand's market.

LITERATURE REVIEW

As technology becomes increasingly integral to business processes, particularly in automated retail such as
vending machines, researchers have extensively examined theories of technology acceptance and usage. The
Unified Theory of Acceptance and Use of Technology (UTAUT) proposed by Venkatesh et al. (2003) has gained
considerable prominence in technology acceptance research due to its comprehensive integration of multiple
theoretical perspectives. UTAUT was selected over alternative models such as the Technology Acceptance Model
(TAM) and Theory of Planned Behavior (TPB). While TAM focuses primarily on perceived usefulness and ease of
use, and TPB addresses general behavioral intentions, UTAUT provides a more comprehensive framework by
integrating constructs from eight major theories. Importantly, UTAUT includes Facilitating Conditions, which
captures the infrastructure and support elements critical for automated vending systems—an aspect not
adequately addressed by TAM or TPB. This research employs the original UTAUT model to maintain focus on core
technology acceptance factors. While UTAUT2 (Venkatesh et al., 2012) incorporates additional consumer-oriented
constructs such as Hedonic Motivation, Price Value, and Habit, the four core UTAUT factors (Performance
Expectancy, Effort Expectancy, Social Influence, and Facilitating Conditions) are sufficient for examining the
fundamental technological and behavioral barriers to automated vending adoption in this context. While the
original UTAUT model includes moderating variables (gender, age, experience, voluntariness of use), this study
focuses on direct relationships to establish baseline effects in this unexplored context. As initial research examining
art toy vending, establishing main effects is a necessary precursor to future moderation studies.

1. Performance Expectancy (PE) and Purchase Intention (Pl)

When an individual feel that using a certain technology will help improve their work performance, it is called

performance expectancy. In art toy vending contexts, this reflects beliefs that Robo Shops enhance collecting

efficiency and access to desired figures. Performance expectancy has been shown in much research to be one of
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the primary motivators as to whether someone is willing to adopt a new technology (Kim et al., 2024). For example,
Bajunaied et al. (2023) documented that performance expectancy affects consumers' likelihood of acceptance of
FinTech service technology, and more recent research has shown performance expectancy to be an important
variable with respect to consumers' purchase intention for beverage vending machines (Boonngamsom &
Thongyaem, 2025). Existing vending research has examined performance expectancy primarily for functional
products where performance means transaction efficiency. However, for art toys, performance expectancy extends
to accessing limited editions and rare figures—performance dimensions beyond utilitarian vending contexts.
Therefore, we hypothesize (H1) that performance expectancy will positively affect purchase intention from POP

MART vending machines.

2. Effort Expectancy (EE) and Purchase Intention (PI)

When a customer feels that a technology would require little effort to learn and use, this is referred to as effort
expectancy. For art toy collectors, this involves ease of machine operation and transaction completion. Laksono
and Darma (2024) found that effort expectancy has particular importance when it is analyzed within a technology
adoption context, and this is supported by research for numerous types of technology including online marketplace
(Adiratna & Wulansari, 2021), mobile application (Rizkika et al., 2023), mobile payments (Sehat et al., 2024), and Al-
powered tools (Pu et al., 2025). However, these studies focus on digital interfaces, while vending machines involve
physical interactions not fully addressed in prior research. Based on this evidence, we hypothesize (H2) that effort

expectancy will positively affect purchase intention from POP MART vending machines.

3. Social Influence (SI) and Purchase Intention (Pl)

When an individual perceives that the most important people in their lives have influence over their technology
adoption decisions, we refer to social influence, which is a function of social pressure and peer opinion, and has
an impact on technology adoption decisions (Gunawan et al,, 2023). In collecting communities, this includes
influence from fellow collectors and social media trends. Data confirmed that social influence has an effect on
users' purchase intention on novel e-commerce platforms and is predictive of intention to utilize medicine vending
machines (Farhat et al., 2025; Yang et al. 2023). Nopgarun et al. (2025) found that social media and fellow collectors
significantly influence art toy purchases, suggesting SI may be particularly strong in collecting contexts. Thus, we
hypothesize that (H3) social influence will have a positive effect on purchase intention from POP MART vending

machines.

4. Facilitating conditions (FC) and Purchase Intention (Pl)

When users perceive that support and infrastructure exist to facilitate their use of a technology, it is called
facilitating conditions, which is an enabling factor for platform or system usage in a specific context (Shi et al,,
2025). For Robo Shops, this includes machine accessibility, payment options, and operating instructions. Purchase
intention is influenced by facilitating conditions especially in digital commerce contexts (Wu & Gong, 2023). Further,
research findings have indicated that facilitating conditions positively influence individuals’ e-vehicle purchase

intentions and automated vending machine usage (Boonngamsom & Thongyaem, 2025; Olah et al., 2024). However,
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for art toy collectors, machine location and availability may be particularly critical as collectors actively seek
specific releases at multiple locations. Given these findings, we hypothesize that (H4) facilitating conditions will

have a positive effect on purchase intention from POP MART vending machines.

5. Purchase Intention (Pl) and Purchase Behavior (PB)

When consumers mentally evaluate their willingness and chance to purchase a specific product or service, this
is called purchase intention (Natalia & Aprillia, 2025). There is a relationship between purchase intention and actual
purchase behavior in consumer behavior context. The theory that explains this relationship is the TPB, which
suggests that stronger behavioral intentions lead to higher chances of actual behavior performance (Ajzen, 1991).
Research has shown that purchase intention has a positive and significant impact on actual purchase behavior,
especially in technology-based retail environments such as automated vending machines (Boonngamsom &
Thongyaem, 2025; Noviana et al., 2025). Thus, we hypothesize that (H5) purchase intention will have a positive

effect on purchase behavior from POP MART vending machines.

6. Facilitating conditions (FC) and Purchase behavior (PB)

Other than facilitating conditions influencing purchase intention, facilitating conditions also directly impact
actual purchase behavior by providing the necessary infrastructure and support that enables consumers to
complete transactions effectively (Venkatesh et al., 2003). Research demonstrates that facilitating conditions affect
users' continued adoption of technology-based systems (Almazroa & Gulliver, 2018; Bervell & Arkorful, 2020),
particularly in automated vending machine contexts where Yang et al. (2023) found positive effects on actual usage
behavior. Therefore, we hypothesize that (H6) facilitating conditions will have a positive effect on purchase behavior

from POP MART vending machines.

7. Mediating Role of Purchase Intention

From the literature review, it was found that purchase intention serves as a mediating variable in technology
adoption models, linking cognitive processes with actual behavioral outcomes (Davis, 1989). In vending machine
contexts, user perceptions typically influence purchase behavior indirectly through purchase intentions, with
empirical evidence from Boonngamsom and Thongyaem (2025). confirming that Purchase Intention mediates the
relationships between four key variables and Purchase Behavior in automated vending systems. Based on this
theoretical foundation and empirical evidence, we propose that Purchase Intention mediates the relationships
between UTAUT constructs and Purchase Behavior in POP MART vending machines. Therefore, we hypothesize
that (H7) purchase intention mediates the relationship between the independent variables and Purchase Behavior
from POP MART vending machines, specifically:

H7a: Purchase Intention mediates the relationship between Performance Expectancy and Purchase Behavior
from POP MART vending machines.

H7b: Purchase Intention mediates the relationship between Effort Expectancy and Purchase Behavior from POP

MART vending machines.
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H7c: Purchase Intention mediates the relationship between Social Influence and Purchase Behavior from POP
MART vending machines.
H7d: Purchase Intention mediates the relationship between Facilitating Conditions and Purchase Behavior from

POP MART vending machines.
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Figure 1: Research conceptual framework

RESEARCH METHODOLOGY
1. Sample Selection, Data Collection and Variables

A total of 480 Thai customers with POP MART vending machine purchase experience in Bangkok were surveyed.
Sample size adequacy follows Hair et al. (2018) guideline of 5-10 observations per estimated parameter. With
approximately 40-50 parameters in the model, the sample of 480 provides a ratio exceeding 10:1, ensuring
adequate statistical power for SEM.

Participants in this research were selected using a convenience sampling method at POP MART retail locations
in Bangkok. Inclusion criteria were as follows: (1) participants of all genders aged 15 years and above who have
purchased items from POP MART vending machines at least once in the past 6 months, and (2) participants who
reside in the Bangkok metropolitan area.

Data collection was conducted at all 8 POP MART retail stores in Bangkok: CentralWorld, Terminal 21 Asoke,
Siam Center, Central Ladprao, Central Westgate, Fashion Island, Mega Bangna, and Siam Square Soi 7. These
locations were selected to ensure geographic coverage across Bangkok's main shopping districts and access to

customers with Robo Shop experience.
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Data collection was conducted from June 1, 2025 to July 31, 2025 using paper-based questionnaires distributed
at POP MART retail locations. The instrument comprised 29 questions across 7 sections: categorical questions for
demographic information and Likert-scale questions (1-5) for six UTAUT constructs. Measurement items were
adapted from established scales (see Table 1 for operational definitions and sources). All measurement items were
adapted from validated scales in prior research (Gunawan et al., 2023; Kim et al., 2024; Natalia & Aprillia, 2025; Shi
et al,, 2025; see Table 1). ltems were contextualized for art toy vending and translated to Thai for local respondents.
All respondents' personal information was kept confidential and anonymous to ensure privacy protection. A total
of 480 complete responses were collected. All questionnaires contained complete data with no missing
information. The sample was mostly female (68.750%) and aged 25-34 years (58.750%). The majority held
bachelor's degrees (33.125%) and were employed in private companies (37.500%). Most respondents were single
(72.500%), representing educated working adults suitable for technology usage research.

Table 1 provides the operational definitions for each research variable: performance expectancy (PE), effort
expectancy (EE), social influence (SI), facilitating conditions (FC), purchase intention (Pl), and purchase behavior
(PB). The study framework positions PE, EE, SI, and FC as predictors, while Pl serves as the mediator and PB as the

outcome variable.

Table 1: Operational definitions

Variables Operational Definitions No. of Question
Independent ~ PE  The degree to which consumers believe purchasing Art toys through automated 4 (PE1-PE4)
vending machines will enhance their shopping efficiency and convenience. Kim et al. (2024)
EE  The degree to which consumers perceive that purchasing Art toys through 4 (EE1-EE4)
automated vending machines is easy to learn and use. Kim et al. (2024)
SI' The degree to which consumers perceive that the opinions of others influence 4 (SI1-S14)
their decision to purchase Art toys from automated vending machines. Gunawan et al. (2023)
FC  The degree to which consumers perceive that the surrounding environment 4 (FC1-FC4)
supports the adoption of Art toy vending machine purchases. Shi et al. (2025)
Mediator Pl The degree to which consumers express their willingness and likelihood to 4 (P11-P14)
purchase Art toys through automated vending machines. Natalia and Aprillia (2025)
Dependent PB  The degree to which consumers actually engage in purchasing Art toys through 4 (PB1-PB4)
automated vending machines. Kim et al. (2024)
RESULTS

Table 2 presents the summary statistics for all measurement items. The findings showed that participants rated
purchase intention highest (M = 4.725, SD = 0.413), followed by performance expectancy (M = 4.654, SD = 0.433),
social influence (M = 4.551, SD = 0.483), effort expectancy (M = 4.539, SD = 0.447), purchase behavior (M = 4.501,
SD = 0.443), and facilitating conditions received the lowest rating (M = 4.141, SD = 0.621).

The normality assumption was satisfied as both skewness and kurtosis absolute values for all constructs
remained within acceptable limits of 2 and 7, respectively (Curran et al., 1996), indicating the data were suitable

for SEM analysis.
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Table 2: Statistics of research variables (N = 480)

Variables Mean Stand Deviation Skewness Kurtosis
Performance Expectancy (PE) 4.654 0.433 - 0.648 - 1.388
Effort Expectancy (EE) 4.539 0.447 -0.215 - 1.705
Social Influence (SI) 4.551 0.483 -0.414 - 1.472
Facilitating Conditions (FC) 4.141 0.621 -0.573 0.310
Purchase Intention (PI) 4.725 0.413 -1.011 -0.812
Purchase Behavior (PB) 4.510 0.443 -0.111 - 1.597

This research employed confirmatory factor analysis (CFA) to validate construct reliability and validity before

analyzing structural relationships, as shown in Table 3.

Table 3: Measurement model results: Factor loadings and reliability (N = 480)

Construct/Item B S.E. t p R? AVE CR Cronbach's Alpha
PE1 & PE 0.748 0.560 0.746 0.921 0.932
PE2 < PE 0.798 0.033 31.810 Fxx 0.636
PE3 < PE 0.982 0.057 23.143 Fxx 0.956
PE4 & PE 0.908 0.055 22.157 rxx 0.824
EE2 < EE 0.713 0.508 0.734 0.891 0.784
EE3 < EE 0.914 0.069 19.520 Fxx 0.835
EE4 & EE 0.926 0.069 19.601 rxx 0.857
SI1 < S| 0.953 0.909 0.818 0.947 0.928
SI2 & S 0.873 0.036 26.401 Hex 0.763
SI3 & S 0.923 0.048 23.855 rxx 0.853
Sla < S| 0.867 0.035 25.219 Fxx 0.767
FC1 & FC 0.669 0.448 0.716 0.908 0.906
FC2 < FC 0.777 0.052 23.066 Fxx 0.604
FC3 < FC 0.956 0.112 12.496 bl 0914
FCa & FC 0.948 0.104 12.842 Hex 0.899
PI1 < PI 0.734 0.539 0.785 0.935 0.944
P12 & PI 0.886 0.044 28.141 rxx 0.785
PI3 & PI 0.960 0.058 22.432 Hex 0.922
Pld < PI 0.945 0.060 22.198 bl 0.893
pB2 & PB 0.774 0.600 0.793 0.919 0.915
PB3 & PB 0.955 0.052 23.824 rxx 0.912
PB4 < PB 0.931 0.051 23.476 bl 0.868

X? = 162302, df = 137, p = 0.069, RMR = 0.007, GFI = 0.971, AGFI = 0.946, CFI = 0.997, RMSEA = 0.020

In addition, in the confirmatory factor analysis, two items were deleted from the original measurement model
due to loading values below the 0.70 criterion: EE1 (0.661) and PB1 (0.561). Following this removal, FC1's factor
loading decreased from 0.726 to 0.669. While FC1 now falls below the 0.70 threshold, it still satisfies the minimum

criteria acceptable level of 0.60 (Hair et al., 2018) and does not compromise the overall model quality.
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The CFA results showed model fit (x2 = 162.302, df = 137, p = 0.069, RMR = 0.007, GFI = 0.971, AGFIl = 0.946,
CFI = 0.997, RMSEA = 0.020). Factor loadings for the final model ranged from 0.669 to 0.982, with the majority
exceeding 0.70. Cronbach's alpha values for all constructs were higher than 0.70, indicating high internal
consistency. Composite reliability (CR) values ranged from 0.891 to 0.947, and average variance extracted (AVE)
values ranged from 0.716 to 0.818, all surpassing the recommended thresholds of 0.70 (Carmines & Zeller, 1979)
and 0.50, respectively (Fornell & Larcker, 1981). Additionally, all critical ratio values exceeded 1.960 and were
significant at p < 0.001, confirming convergent validity.

As shown in Table 4, all variables demonstrated significant positive correlations (p < 0.01). The most robust
correlations were found between purchase intention and purchase behavior (r = 0.486), effort expectancy and
purchase behavior (r = 0.428), and social influence and effort expectancy (r = 0.397). All correlation coefficients
ranged from 0.280 to 0.486, indicating moderate positive relationships among constructs with no multicollinearity
concerns (all r < 0.70; Hair et al., 2018), supporting the theoretical framework and justifying structural equation

modeling analysis.

Table 4: Correlation matrix of research variables (N = 480)

Variables PE EE S| FC Pl PB
PE 1 - - - - -
EE 0.300" 1 - - - -
Sl 0.377" 0.397" 1 - - -
FC 0.323" 0.298" 0.370" 1 - -
Pl 0.328" 0.347" 0.318" 0.313" 1 -
PB 0.280" 0.428" 0.303" 0.295" 0.486" 1

Note: ** p < 0.01

After confirming the measurement model's validity, the structural model analysis was conducted to investigate
the hypothesized associations (H1-H6). The structural model demonstrated fit to the data 2 = 223.003, df = 150,
p = 0.000, RMR = 0.010, GFI = 0.961, AGFI = 0.934, CFl = 0.993, RMSEA = 0.032. Although the chi-square test yielded
significant results, this outcome is typical when analyzing large datasets (N = 480), as noted by Hair et al. (2018).
The remaining goodness-of-fit measures surpassed the suggested criteria for large sample analyses, confirming
acceptable model fit. As shown in Table 5, all six hypotheses were Accepted. The results revealed that
performance expectancy (B = 0.202, p < 0.001), effort expectancy (B = 0.167, p = 0.049), social influence (§ = 0.100,
p < 0.001), and facilitating conditions (B = 0.199, p < 0.001) all significantly influenced purchase intention, supporting
H1, H2, H3, and H4, respectively. Additionally, both purchase intention (B = 0.467, p < 0.001) and facilitating
conditions (B = 0.126, p = 0.007) significantly affected purchase behavior, supporting H5 and Hé. Particularly,
purchase intention demonstrated the strongest effect on purchase behavior among all predictors.

In practical terms, Thai consumers prioritize whether machines work reliably and deliver value. While effort
expectancy, social influence, and facilitating conditions also matter, performance expectancy is the dominant
concern. The strong effect of purchase intention on purchase behavior indicates that building consumer interest is

crucial for driving sales.
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Table 5: Hypothesis testing results (N = 480)

No. Hypothesis B B S.E. CR. p Results
H1 PE - Pl 0.152 0.202 0.036 4.175 Hxx Accepted
H2 EE - Pl 0.113 0.167 0.038 1.970 0.049 Accepted
H3 Sl 9 Pl 0.075 0.100 0.029 3.810 rxx Accepted
Ha FC > Pl 0.110 0.199 0.033 3.443 wox Accepted
H5 Pl -> PB 0.556 0.467 0.061 9.154 Hxx Accepted
Hé FC 9 PB 0.083 0.126 0.031 2.684 0.007 Accepted

X? =223.003, df = 150, p = 0.000, RMR = 0.010, GFI = 0.961, AGFI = 0.934, CFI = 0.993, RMSEA = 0.032
Note: *** p < 0.001

The bootstrapping analysis results for verifying the mediating effect are shown in Table 6. The bootstrap
mediation analysis with 5,000 samples revealed that purchase intention significantly mediated the effects of
performance expectancy (B = 0.084, 95% Cl [0.042, 0.133], p < 0.001), effort expectancy (B = 0.063, 95% Cl [0.024,
0.107], p = 0.002), and facilitating conditions (B = 0.061, 95% CI [0.027, 0.097], p = 0.001) on purchase behavior.
However, purchase intention did not mediate the relationship between social influence and purchase behavior (8
=0.042, 95% ClI [- 0.007, 0.095], p = 0.094). These results confirm purchase intention as an effective mediator for
most UTAUT constructs.

Purchase intention mediates most pathways between performance expectancy, effort expectancy, facilitating
conditions, and purchase behavior, except social influence. This suggests that while social influence shapes initial
interest, actual vending machine purchases are individual decisions made in the moment. Retailers should focus

on demonstrating product quality and reliability to build strong purchase intentions.

Table 6: Bootstrap mediation analysis results (N = 480, Bootstrap samples = 5,000)

No. Hypothesis Estimate 95% ClI p Results
LLCI uLcl

H7a PE Pl > PB 0.084 0.042 0.133 0.000 Accepted

H7b EE -2 PI > PB 0.063 0.024 0.107 0.002 Accepted

H7c S Pl > PB 0.042 - 0.007 0.095 0.094 Rejected

H7d FC =2 Pl > PB 0.061 0.027 0.097 0.001 Accepted

To provide a comprehensive view of the overall mediation effects, this research presents the decomposition
of effects into three components in Table 7: total effects, direct effects, and indirect effects. This analysis enables

the identification of whether purchase intention functions as a full or partial mediator in each relationship.

Table 7: Decomposition of total effects: direct and indirect effects (N = 480)

Path Total Effect Direct Effect Indirect Effect Mediation
B P B P B P
PE > PB 0.110 0.022 0.032 0.450 0.084 0.000 Full
EE = PB 0.133 0.332 0.074 0.468 0.063 0.002 Full
Sl = PB 0.088 0.099 0.052 0.302 0.042 0.094 None
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Table 7: Decomposition of total effects: direct and indirect effects (N = 480) (cont.)
Path Total Effect Direct Effect Indirect Effect Mediation
B p B P B P
FC = PB 0.102 0.006 0.044 0.199 0.061 0.001 Full

Note: Total effect = Direct effect + Indirect effect. Minor discrepancies may occur due to rounding and different estimation methods.
Total effects were estimated using bias-corrected bootstrap (5,000 samples). Direct effects were estimated using maximum likelihood
estimation. Indirect effects were estimated using bias-corrected bootstrap (5,000 samples) as reported in Table 6, where 95%
confidence intervals are provided. Full mediation occurs when the direct effect is non-significant (p > .05) and the indirect effect is

significant (p < .05).

The total effect of performance expectancy on purchase behavior was significant (B = 0.110, p = 0.022),
indicating an overall positive influence on purchase decisions. The direct effect was non-significant (B = 0.032, p =
0.450), while the indirect effect through purchase intention was highly significant (8 = 0.084, p = 0.001). This pattern
confirms full mediation, meaning that performance expectancy influences purchase behavior exclusively through
purchase intention. This finding is consistent with UTAUT theory, which posits that performance-related perceptions
shape behavioral intentions before affecting actual behavior.

For effort expectancy, the total effect on purchase behavior was not significant (B = 0.133, p = 0.332). However,
when decomposing this effect, the direct effect was non-significant (B = 0.074, p = 0.468), whereas the indirect
effect through purchase intention was significant (3 = 0.063, p = 0.002). This indicates full mediation, suggesting
that ease of use perceptions influence purchase behavior through shaping purchase intentions. This result aligns
with both the UTAUT framework and the findings in Table 6, confirming that purchase intention mediates the
relationship between effort expectancy and purchase behavior.

The total effect of social influence on purchase behavior was not significant (8 = 0.088, p = 0.099). Examining
the components, both the direct effect (B = 0.052, p = 0.302) and indirect effect (B = 0.042, p = 0.094) were non-
significant. This indicates no mediation, meaning that social influence does not significantly affect purchase behavior
either directly or through purchase intention in the context of vending machine purchases. This finding is consistent
with the results in Table 6 where the mediation hypothesis was rejected, suggesting that social pressures may play
a limited role in individual purchase decisions made at art toys vending machines.

The total effect of facilitating conditions on purchase behavior was significant (§ = 0.102, p = 0.006). The direct
effect was non-significant (B = 0.044, p = 0.199), while the indirect effect through purchase intention was significant
(B =0.061, p = 0.001), indicating full mediation. It is important to note that the direct effect in this expanded model
(B = 0.044, p = 0.199) differs from H6 in Table 5 (B = 0.126, p = 0.007). This is not a contradiction but reflects
different model specifications. In Table 5, facilitating conditions was the only predictor with a direct path to
purchase behavior, thus capturing both its unique effect and variance shared with other predictors. In Table 7's
expanded model, which includes direct paths from all predictors, the coefficient represents facilitating conditions'
unique direct contribution after accounting for other variables. Hypothesis H6 remains supported, as evidenced by
the significant total effect (B = 0.102, p = 0.006), which represents the combined direct and indirect pathways. The

expanded model provides additional insight that facilitating conditions' influence operates primarily through
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purchase intention (full mediation), indicating that resource availability and support systems shape actual behavior

by first building purchase intentions.

DISCUSSION AND CONCLUSION

This research examined the factors influencing adoption behavior among Thai consumers toward POP MART
vending machines using the UTAUT framework. The findings provide valuable insights into consumer behavior in
the automated retail environment and contribute to understanding technology acceptance in the art toy market.

The results support the implementation of the UTAUT model within the domain of automated vending
machines for collectible toys. All four core UTAUT constructs significantly influenced purchase intention, with
performance expectancy showing the strongest impact (B = 0.202, p < 0.001). This finding aligns with previous
technology acceptance research (Kim et al., 2024) and suggests that Thai consumers prioritize the practical benefits
and efficiency gains when adopting new retail technologies. In the art toy context, this reflects vending machines'
key advantages: 24-hour availability for limited-edition purchases, elimination of social discomfort when buying
toys as adults, and fair blind box distribution through automated randomization.

The significant positive influence of effort expectancy (B = 0.167, p = 0.049) indicates that perceived ease of
use remains essential for technology adoption, consistent with the foundational technology acceptance literature
(Davis, 1989). However, its weaker effect compared to performance expectancy suggests that once consumers
recognize the practical benefits, ease of use becomes a secondary consideration. This finding reflects the broader
evolution of consumer expectations in an increasingly digital marketplace as technological literacy continues to
improve among Thai consumers. The relatively lower impact of effort expectancy reflects the inherent simplicity
of vending machine operations, which involves only basic steps: product selection, payment, and collection. This
minimal learning curve makes ease of use less of a differentiating factor compared to the tangible benefits offered
by the machines.

Social influence showed a positive impact (B = 0.100, p < 0.001), reflecting the importance of peer
recommendations and social validation in purchase decisions, particularly relevant in Thailand's collectivist culture.
This result agrees with Gunawan et al. (2023) who studied social factors in technology adoption in Asian countries.
Farhat et al. (2025) and Yang et al. (2023) found similar results, showing social influence affects purchase intention
on e-commerce platforms and vending machine adoption. In the art toy market, social influence manifests through
collectors sharing unboxing experiences on social media and discussing rare items in online communities. This
social interaction is amplified by blind box products where rarity and surprise create shared excitement among
collectors.

Facilitating conditions significantly influenced purchase intention (B = 0.199, p < 0.001) and showed an initial
direct effect on purchase behavior in the basic model (B = 0.126, p = 0.007, Table 5). However, the mediation
analysis (Table 7) revealed that when controlling for all predictors, this relationship operates primarily through
purchase intention (full mediation), with a significant total effect (B = 0.102, p = 0.006) but non-significant direct
effect (B = 0.044, p = 0.199). This confirms that environmental support and infrastructure matter for successful
technology implementation. This demonstrates that consumers require more than behavioral intention. They need

machines that work, are easy to reach, and are reliable. Boonngamsom and Thongyaem (2025) found that
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facilitating conditions affect user behavior by changing users' beliefs about support and their willingness to adopt
technology. Retailers should enhance facilitating conditions through practical measures: ensure regular machine
maintenance with available technical support, place machines in accessible high-traffic locations like malls and
transit stations, and offer multiple payment options to accommodate different consumer preferences.

The mediation analysis confirmed that purchase intention mediates the relationships between UTAUT
constructs and actual purchase behavior. Specifically, purchase intention fully mediated the effects of performance
expectancy (B = 0.084, p < 0.001), effort expectancy (B = 0.063, p = 0.002) and facilitating conditions (B = 0.061,
p = 0.001), with all direct effects being non-significant (Table 7). Ramadhina et al. (2025) found similar results in
their study of cash on delivery system usage behavior. They showed similar mediation effects. This means that
when people think a system works well and is easy to use, they want to buy more. This stronger intention then
leads to actual usage. This mediation pattern indicates that perceived performance and ease of use build purchase
intention before converting into actual behavior. Retailers should therefore focus marketing communications on
demonstrating machine benefits and user-friendliness to strengthen consumer purchase intentions.

The results showed purchase intention as a significant mediator between facilitating conditions and purchase
behavior (B = 0.061, p = 0.001). Boonngamsom and Thongyaem (2025) reported similar results for vending machine
adoption. People are more willing to use vending machines when they trust the infrastructure, including machine
reliability, location convenience, and available technical support.

However, purchase intention did not significantly mediate the relationship between social influence and
purchase behavior (B = 0.042, p = 0.094), in contrast to Ramadhina et al.'s (2025) findings in their cash on delivery
payment system study. The reason might be that these two technologies work differently. In cash on delivery
systems, people want to hear from others about payment security and reliability, so social influence affects actual
usage behavior more. In contrast, vending machine purchases are often immediate and individual decisions without
talking to other people. People may decide to purchase art toys immediately upon encountering the machine,
regardless of what others might think. This aligns with impulse buying theory, where immediate purchases bypass
the intention-behavior link. Therefore, retailers should prioritize in-machine design and product display to leverage
this impulse-driven purchasing behavior.

This research demonstrates the applicability of the UTAUT framework to understanding consumer adoption of
automated vending machines in the collectible toy market. The findings confirm that performance expectancy,
effort expectancy, social influence, and facilitating conditions all play significant roles in shaping purchase
intentions, while purchase intention mediates the effects of performance expectancy, effort expectancy, and
facilitating conditions on actual purchase behavior (Table 7).

However, compared to the original UTAUT model (Venkatesh et al., 2003), this study reveals critical divergences.
First, facilitating conditions operated through full mediation rather than the direct effect on behavior theorized in
UTAUT, suggesting that resource availability builds purchase confidence and intention in consumer contexts.
Second, purchase intention did not mediate the relationship between social influence and purchase behavior,
suggesting that social influence operates independently of intentional processes in impulsive purchase contexts.
These insights provide valuable guidance for retailers implementing automated sales technologies and contribute

to the growing literature on technology acceptance in novel retail contexts. This research contributes to UTAUT
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theory by showing that the model works differently for collectible products. These divergences reveal that impulse
purchases of collectibles operate differently from traditional technology adoption, suggesting that UTAUT needs

modification when applied to hedonic products in automated retail settings.

LIMITATIONS AND RECOMMENDATIONS

Several limitations need to be noted. The convenience sampling method and focus on Bangkok locations may
limit generalizability to other regions or demographics.

The removal of two measurement items (EE1 and PB1) and the borderline factor loading of FC1 (0.669) suggest
that measurement scales may require further refinement for this specific context. Future research could explore
additional factors such as perceived risk, trust, or hedonic motivation that may influence vending machine adoption.

Additionally, the non-significant mediation effect of social influence warrants further investigation. Future studies
might explore moderating variables or alternative pathways through which social factors influence behavior in

automated retail contexts.
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Abstract

This research aimed to: 1) study the activity costs of tourism in Hua Takhe Community, Lat Krabang District,
Bangkok; 2) evaluate tourists' willingness to pay for tourism activities in Hua Takhe Community, Lat Krabang District,
Bangkok; 3) analyze approaches for reducing tourism activity costs in Hua Takhe Community, Lat Krabang District,
Bangkok; and 4) identify opportunities for continuous improvement in tourism activities performance in Hua Takhe
Community, Lat Krabang District, Bangkok. This mixed-methods research combined quantitative and qualitative
approaches, involving 24 key informants and 385 sample participants. Research instruments included interview
forms and questionnaires. Descriptive statistics were used to calculate frequency, percentage, mean, and standard
deviation values, while Chi-square tests were employed to examine relationships between demographic
characteristics and willingness to pay evaluations.

The research findings revealed that Hua Takhe Community employs “Social Pricing” approaches more than
“Cost-based Pricing,” resulting in 44.40 percent of activities operating at a loss, entirely unprofitable, and
particularly Thai dessert activities. Tourists' willingness to pay assessments showed gaps between purchasing power
and actual costs. Cost reduction approaches include: restructuring prices through target market segmentation,
reducing structural costs through the use of local alternative materials, and developing standardized management
systems. Opportunities exist for improving financial management systems, cost structures, upgrading quality
standards and service delivery, creating network cooperation, and implementing systematic monitoring and

evaluation processes.

Keywords: Activity-based management, Cost reduction, Development, Hua Takhe, Tourism
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ndumdgyiutapnmsnanulunsdiiuionssumsviondion daneldilasuddliifismedenmsaseunquiunumsuims
Fans Inslamzduruenussnuiignaziaglulassaiiadunen dwalisuuuumsdudunadudissmsmselfifevae
A¥agiu Seinliumuannsadiunudiosssduiineogldvindu anunsaiduionndowiemuddureamsvionien
guyuluszere1d IUNENaNIENUABNITRUTNENTNEINTNIITRUSTTULAE N1 TN AU AN N TIn e Al UL By
A. Bunyaket (personal communication, April 10, 2023) %’ﬁmmﬁwmama'wffﬂsauﬂquﬁy’aﬁmﬁunumsﬁwLﬁuﬁaﬂiiu
nsumsnineInsegieliuszavsnim uaznismevausinnumemisesinvieaiedlundvesaanwua ANNANAY

[ Ay A= 1w

Aatiu MR ufsimunsukuunsanduyuianssunmsaiietlagUssgnduuiannisusmsguianssuluguyui

9 Y

¥ o

pgudl rum i iRmsuuuiidusi efnwduruianssunisvioadien Ussiliugasnsidiiladnevesinvesilen
wazdlasginuameandumu iewmududuuuunsvieainddunasduaiaiisussaunisaldlitnvionioauazannu
auganaasegia danu YanusTsy uazdunndealiymuonediu
1. A1973715398
1) fumuianssumsvieilevesmuuingd wnaianseds Smiangavmaumuas Uszneusedunuianssueslstg
2) yarnmadiladnevesinvieaiivadefanssumsvieaiivvesyuvuiinad waaanseds Smiangaummamunas 1y
atdls
3) wmdumsassduyuRanssunsvieniisvesyuruiingd lwaaansyls Smdangammamuns Wusddls
a) TomalunisifiunatjoAnuiidegrsdeidosludufanssunisvieaiisrvesyuruingd lwnannseds Smin

nyuMEnILAT AsAliunisetals

2. inguszaeAn1sIve
1) Wefnwisunuianssunsvisuigasyusuiined weaianseds Smiangunnuniuns
2) Wisdsziluyadinisinlagnevesinvisuiisasefanssunisvieuifisrvesguouiind waainnszds Jamin

NIWNNUATUAT

99



Journal of Business Administration and Languages (JBAL)
Vol.14 No.1 January - April 2026

3) WednTeimuuImslunIsansiuuRanssuNIsvissieIvesgruiined lwaannseds Smdnnsaunmuniung
4) weszyddenalunisiiunaljiRaunsegraeiiieslusuianssunisveaiieivesgusuingd waainnseds

FINIANTUNNUMIUAT

3. FUNAFIUNTTIVE

Ho tinvisaienfifidnwazussnsmandsinaiu lilfinasionisusiliugadnsidulednevesinvieaiisddefanssuns
viewufisesuvuinngd lwaaanszds Smiangaummamiuns

H, dnvisuilenifidnwarussvnsmanssineiu finasensussidiuyarnsiduladngvesinviesiivadefianssunis

VioueIvauuiingd lwaa1ansedl Jmdiangavmuviuas

4. Uselywiniazlasuannisise
1) NIIVALIRUAUYUAINTTUNITNOANEIVYUTUIINLLT Luna1anTeds Famiangunnuviuas Fevilisusuausn

v v Al

sangid annsousnuszdumuiiduiuiufunuilinelmaayaalddaduiuguddalunsausunisdiiufon sl
UsganSnnuazananugaarlussezenla

2) nusansUszdiugasinisiiladnsvesinvieaiivadeianssunisviendivivesyusuiingd lwaainnszds Smin
nyumnIINUAs Fsnguiamiauruaudntiingd fuszneumsiesiu anunsahdeyadilalulfifuuuimdlunsesnuuy
AanssuuasfmunsImTimnyay nsvaussa i sesinvienfiealdfitetu talenialunsadeselduazanudiby
NGATHFNI

3) n31unan1TiAsEinLuImslunisanduyuianssunisvisaiisdvesyuvuiingid lweaianseds fande
nsammamues Jeeliiiidnlddudonnnedin annsauimsinnisianssuvieadiealdegisiiusyaviamuas Ssdu
AAARBINUUTUNKALANUNNVR YN YU INLLY

a) yswiawmdunsailenalumsiisnal joRnuiinediseideslufuianssunmsviouiisvesyuruingd
waaanszds Sminnganmamuns Jenguiavitasuuauinined aansahdeyadldluulssuasiannnszuiums
sfufanssunmsvieniisrvessmeiliivsyavinmaatu uandunsadanesgunsliuinmsuasiuaufonelaliun
tvieaiie uazldifunuimslunisaiunnusiuiiesswinaniadiusing o Tuguwu 1éud fuszneunislummeu Ussanwud

[

anfvagluyuyy wagmhenunasy eiaunsvieaiietegndidunazysannsninensideges1ufudnenin

NUNIUITIUNITA

1. n15UTMIs§INNANTIU (Activity-based Management: ABM)

a '

Jwasesdioleysann1sinauanszuusunuguianssy (Activity-Based Costing: ABC) iiafiuaaanliiiugne

q

a o a I a U v W

wazasremlsliesdns Inefllaseatns 2 Tandnfiaduiu leud 59 1 dudunu Fmseiiuindndunineinsuas
Aanssu ileagvioudunuiiuviadevewdndneinazuinig trelunisinduladanagns uagdad 2 fddunszuaunig
(process dimension) 8431A51E9H1UAINTINNTIATIERYAAINTTUILANT (Process Value Analysis: PVA) it szyuay
FrinAanssuiliifisgacn (Kunpanitchakit, 2008) aehdlsinna ABM LLUW‘?&LﬁuQﬂﬁ@uuﬂuﬁuwqmamnﬁumiwammm
Tng) Sannsnwilidavivuianaisazsuingen Tnslamzaamsvieailsyuvuiidedinduninensuazannng
(Askarany & Smith, 2008) uaﬂﬁ]1ﬂﬁé’wmmﬁyﬁmmﬁﬁmuﬁmmu%% Triple Bottom Line (Slaper & Hall, 2011)
Fefuiteatuifajutiufiesimunsounuidn ABM fysannisluduifiasvgiouasdny tieadsguuuuiaiasie ABM

WUULSEUMEE T UYL
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2. uuqﬁmﬁ’mﬁ’un75U53;37uyan’7?¢1£/n75?7741//@n7mfm/3/§ (Contingent Valuation Method: CVM)
L‘ﬁiﬁ%mwmLﬂiiﬂgmamgém’méjaﬂundu Stated Preference Approach fimunlag Cirlacy-Wantrup (1947) die
‘UizLﬁugﬁamm%fwmﬂﬁiiwmaLLa:?ﬁLmé’auﬁlﬁﬁmmm?q Tagld “manauu@” (hypothetical market) ito¥aanuiiala
918 (Willingness to Pay: WTP) wuafiniifsaguu Total Economic Value Framework fiuysyadifugadiainnisld
Usglowt] (use value) wazgaritlaildinainnnslivsslovy (non-use value) Tns CM ueSosiloieniifnld 2 Uszim
LLazgaﬁwﬁlﬁamﬁm’L‘ﬁUi:ﬂaumiéfmauhLLaﬁmiwﬁmmLﬁulﬂlﬁsuaﬂmﬂmi (Israngkura Na Ayutthaya, 1996) a¢4ls
fna usfin CvM aglddumssonsuegnaniiauns uadmuiidesfniiddyfovansfnuiluuiunnisvioadieagumuiil
Aonssumsysannsilifinaideslos WP fudununsianisfanssuegiaduszuy ﬁaﬁumu%’wﬂ’uﬁﬁaLﬂumiyim’l

M35EI19 CVM fiu ABM iiawenlesyarmiitdnviosiieufuladeiuiunuaswesianssunsvieniieivesguauingd

3. wwaRRAEIRURSYisuiiealae gyl (Community Based Tourism)
nsveafisalasuvudusuuuunsvesiioafivusududnuny danns uazdmundiana Insaulugueuviniii
Wthudseuuszaumsninisvieuilen Ssdesddsdsmansgnumansugia danu wardunndeinilenauausiniusiomis
Yo3iinvioiien wazyuvu (Designated Areas for Sustainable Tourism Administration (Public Organization), 2015;
Rocharungsat, 2013) lagdindnnisddgy 9 Usemsilalunisusmssnnis laud 1) sqmuﬁmlﬂuﬁwmﬁuﬁ 2) ANSUSMS
Fansuvuiidusin 3) msduaiuanuniagileluviosiu 4) msenszduaunm@in 5) msasendnvailasfausssy
6) MIaINsBeudsErinaiausssy 7) Msiasnanuuana 8) nsnszesieladusssa uas 9) nsaiamausele
dyuvy Wuifsafussdnsnsveaiiealan (World Tourism Organization, 1999) léimunansvesyuvulunisiidiusu
wagldSunauszleviannnsvieniisregasinfiennaasugio danu uagausssa luvaed Overseas Development
Institute (ODI) I#3lifuinisdanismseadioilneguauannsnainsUsslovinaasugia n1sdnanu seldiiy ua
o1@nlmilviiugumy (Chok et al, 2007) Tagodoyumsiamsssudeulosseninemnuimudiungiunsvionde inue
nsAnaieassd waruinngsy iilenszdunseigdulamaasughaiiumssaunaundnfasinisiesiien nsdanisdil
ANEANEU LLasmﬁﬂﬂm,%qﬁuﬁyimmiL‘i’]ﬁaaﬁmﬁaﬁ@umsqmwiauﬁm (Hall & Williams, 2008) WiikuIRANTT
vieuilngyruaziiunsidusmuazsaUszlonl uidwnmadenlosssniamidnvieaiondladiefuiununis
fafanssuviondisroghaduszuy dedu mddeatuifejuduiitsysannsunfamsieadeilasyuruiy ABM way

CVM iiawenlasyarfitdnvioniieufuladeiuiunuaiwesianssuvieadiesgusuinzd

4. nvznyssrnsmansuasnginssutniaaiisudesaus s

Snwurmnaussrnsmansidutoyaiioatusyana 1wy o1y e msfiny 013n $8lE maun wandend Felidviwa
sownAnssuguslng Tnevhludnmananiinaglfidudeyaiugilunisusdiunan (Schiffman & Kanuk, 2000) Tutued
nofnssuvestnieniisainazituanusssdnduliAnaussinvienilen (push factor) wazusadagalaliluzauvas
vioadlenty 9 (pull factor) (Jittangwattana, 2005) %awqaﬂiimmﬁfﬂﬂaaLﬁm%ﬁé’ﬂwmﬁLmﬂmaﬁumui’mqﬂismﬁﬂ'ﬁ
Aumns Fayausagug swungy IS uunussanvesinvieafisndeimusssumumginssuvestinvioniionl’ 1y nu
tnvieaileridesmsmnugunionm Snagdoufunsisaiisniiolivuifisfud unaae vieusanmainmsssudu o
nauiinvisaflsaifiedumivea aulaemzuszfimansgananadn vieFossnmaduani nquinvisandiondsdina
viderinuagyde nautinviesfisaTuseumnanianig o (Aneksuk, 2016) aenslsfnu uuAndnuazyaszainsmanids
vamadenlssfumnudiilaing dmduinssunseaiisrguruens uaruinnsdnuindadslndmaiensussidu

yarnsalatevesinvieuiieadefanssunisvieaietuyuined deunuideatuifuaduwufaiienismegeu
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anuduiusszninsdulslsznnsmansiunisusaduyarmnsfulagievesinviendien iednseiidnvieaiieoand
anwazUszanseansineiy Snasensuszfiuygarnisiuladnevestinviesiiewofanssunsviesiietvesguvuiingd

WRAIANSEUY M TANFENNUMIUATLANATUMT L

52Uty

MsungULUUNMsaRduuAanssunsisaiealnnsUsgRdLUIIARNT U SEILAIN TN NSl guvuInsLd
waanszdl Jmiangavmuniuas Wunsfinu3deuuunan (mixed methods) 5131901539813 9A00 M (qualitative
research) LazN153981T9UTUNU (quantitative research) Lﬁ@lﬁlﬁ%yjaﬁwmﬂuawﬁﬂ%ﬁ ATBUAQUANLB YR AT le
drudeiiisadestumsinungluuumsasdunuianssumseaiissgusuimegd 1nduisihdeyedldluinmeias
\ilom (content analysis) Tnsn1niuuaAnduyuguianssuunduedosdiolunsiaunsuuuunsanfuyuianssunis
vieulervesyuTY
1. UsznsuaznguAoe1e

1.1 Uszns: ffisldulddiudomanmsvieaiioaguuy uazdnvieniisrvlng

1.2 nguglvideyauasngusieen

1.2.1 nquglvideyadAglun1sideidenainin: Insldisnisidensdiegrawuunas (mixed sampling methods)

FENINNI9LA0NAIDYNUUULIIZAS (purposive sampling) kazN15LEDNAIDENLUUATAIN (convenience sampling) 1ng

[

Fnsdendunwaiuuuiaizasiunquilvideyanlufifedndnlunisidnds Wugdunummihlunistuindeunisiamn

i"dLLUUﬂ’]iaﬂéﬁWluaﬁlﬂiillﬂ’]iVi@\?Lﬁ‘r’J'J‘UEN‘UiJ‘UUﬁ’m%L‘ﬁﬂﬁmi\‘l waviJudndunumlunsauiuavdaasunisieadien

A
guwy SnaniemelunisiideyansounauingUszasdinside dunduilvidea 3 nay lown nquiamfagusuausni
Azl 91U 1 AY MBUAIATY laun pIRNTUIINIITHRILN LA Aw o Svioafisasgnadiiy (esdnisumay) wie
oW, Lazd N UIUAAIANSET SIITEUS LU 2 AY LLasgﬂizﬂaumiwamu leun fuszneunisinadiend $1uau 1 Ay
2149115 $1UY 4 AU $1uveeiisEAn S1uu 4 au sauTausuaY 9 au Tnelduuuduniuaifeillaseadng (semi
structured interview) Lwaiﬁlmsuauamanmamammﬂiu a3in1939e wagldiSnsdenuuuazainiunguniauss vy

o

$1uau 9 A wazdnvieadien S1uau 3 au Liesnnifunguifidnuazadiondsiudedidedialunsitrds Tnaideniany
HlvideyaiifinauazBuilideyanseunauingUszasinisise

1.2.2 #10e19m 5398 dnvieaiisryminefidumanvesiismusuinngd S1uau 385 Au nmssunIuIAng
Fo819909UsEINS (population mean: 1) Vasiaw il (Khazanie) fviunseiuanandetiud fovaz 95 sausuliinaau
mewadouls 11w 10 druvesdrnudonvunnsguvesUszng uazvinswanuuvasuanilasnsldismsguuuuazan

funquiiegsawiudoyansu $1uau 385 ¥ Suduhudfeyanwsiuil 26 fguieu-23 Fuau w.e. 2568

2. in5oedloRldTun1s5dy

iwdesefilflunsiiuriurmdeyadananm Tiud uwudunvalifsdlassad duefesdleiltlunmafiususudeya
WeUSunas laua wuuaeuniu 31uau 385 ¥a tnedideldasanuudeuntuwaziilunageuaiunss (test of validity) A
35 Index of Item Objective Congruence (100) Tnel#iBoavayduru 3 viwu Faduinssqudluarnmisades
P3IABUANLATIALLLDIN (content validity) vestrniuuuuasuny Tvdliteiausuunusede Tnefduyis

ahudndenmeIinsidendisgisuuiazas ielidiulaiwuuasunuiinnuvingay AseUAqY Lavaenndadiu

TgUszasrmside wenani gidelauuuuasuanulunegeumainudeiu (reliability) lngldisnisAunuduusedns

Y
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waan1veIATOUVIN (Cronbach’s alpha coefficient) lAAIAILTBRUYINAY 0.76 LEAIIMUUADUANLTZAUAINLTDLIY

aglunawineensuld amnsahlldinununudeyaldegumnzay

< ¥
3. MeNUTIVTINYBYA

a

3.1 m3TFeudenainn: ausideiiudeyaanisdeyanfivgll (secondary data) uazdeyausugl (primary data) g

U

NsAnwLenasiarIINTNEITesiunsvislagyuTy NMSUTMIAUUIILRINTIH ke uSuNYuswiined ui

o w

nsiudeyalgugliinunisduniweliadn (in-depth interview) Inglduuudunuveifdlaseasne dudlideyadfey (key

o

informants) 4 ngx LauA A1Asy a1Atenvu AAYTEYIAN wartinieuiietvilne audunisaunuingu (focus group

«

¥

discussion) iegudunasiasutoyaltisnisnsrvaeuaiuidn lnglunisnsiraeuainunaslayalieduduniuasnados
Yosloya wivimaseidullevnanndeyansduntealuazaunuingy

3.2 my3vedavsura: TWuwuvaeuanuluniesdefiudeyaainngudiedns $1uau 385 ya seiinisduuuuazein

a a

FENIIITUN 26 Aquisu-23 Fanrau w.A. 2568 wavldaifiganssaun (descriptive statistics) Tun1sniA1A1ud

Y aa

(frequency) waz3osaz (percentage) LLaﬂmaﬂm%wqmu (inferential statistics) lown n1snageuluula-auaas (Chi-
square test) llonsavdoUANUdNTUSTEnIIdnwarUszYInImansiuyaaianuiuladnevesinieniien fiszdu

v o w

HyedrAgy 0.05

4. P195U599939555UN1539¢

& A v &

Aeillangiteddunyudviednd uarlisun133usematesssuaNAnNeNITINISISEEITUNTITE UL BERIN

an1dumealulading-guu auvadesuseaasi 003/2568

NAN1599Y

o o

1. wanIsANEIAUNUAINTIUNITYDNTEIVeIYU YUY LYAaINTE s SIMIAnFaUNWINIUAT (A13TngUszaeAnTs

e 1) wusnrsuinauasenilu 3 Usudu 591

1.1 HaNITIATIEVREIA LAa G (stakeholder analysis)

aT197 1: Msduungiidnlddudeniussdudninauazauaula

GGH] anwaue gildlddude 1Y UNUMNAN AUTITEnEN
naun 1 | 8ndwags nasdaviagurueusniined | 1ngu | - damsianssuvieaiieamdn | - msdansuyuliuiug
ag @ _|aga v 2 <
Aualags - Asndeditiou « PATEUUIALAUUNTA]
ag @ 1o v A o a 1o
» Ainfeudausiluda « punwingAuldadiase
oA a_ a o P v o a v 9 -
NNl 2 | avswage Wnviealiien 3au | - guilnAuinig « fipsnsUulTInnsdems
Auaulas - fas1aguasd - a1 gUdndu

« winnafanssusin

nguil 3 | Bvidwash DGR 11au | « atduayunsdudssne - Lifivlsueatiuayunse
anuadlam | - awn. « MUV U « Us1aunan slaIus s
« dnnuwaaInnsEU « MIIHHUAINTTY - Jgmuszuardanndon
Usgwvu

« {inyuvy
- Us1givinsiu
- dinpweAn

« Ysgyvuiall
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M15199 1: Mswungiaulddnudenusedudninawazanuaula (i)

QGH] anwae giidulddude RRive! UNUINTEN ANUTMEnEn
nauil 4 | Svswash HUsenaums : 9au |« Haduauuuinig - LA sunnausulaense
Avaulage | - inadend « PYAUAALUINT * MIANTINKUUTOTULTEY
* 1U0MN3 - g3nadnFBINIINsETUEYY
« $1uvesitszdn

9T 1 MmeTeiildulfdndonuin

nauil 1 Evswage-nnuanlage) Ae nguiamAsyusunusninad Tunumdrdylumssansianssumdnuasiisnded
WAKTYAIUINIEAUNTAILIUAUNURAZNITIANITNSTNEINS

nguil 2 (Bviswags-anuanlas) Ae dnvieadien viuihiduuslnauazdaiiaguasd widsddediiadunisdoans
WY wardssulenmazan

nguil 3 (Bvdnasii-arauladi) ldun aefsuazysranvu fduatuayuiuulouts nstnd uagnisnausu uad
PANsTdIuT eI wardilymaunndey

ngudl 4 Bviswasn-mnualage) Ae fusznounisviosiu 1w tnadlend $ue1ms Fuvesiisean usfaziduinds
atvayudAy widslalafidsnlugulouiswagnisnnawnu

1.2 wanysasn walgilaulaaauge

M3197 2: aunTouuar oAU YRIUsAZNEY

nau AuWSaNR1U ABC Falsuanuznan NansENUAINITaAdUNY
nauit 1 | » Seanmdiladesiu - fpan1sAnNINToINanITuNAnm gesnn
- lfanusnaanduyu « Wannszuvasdunuiiisyavsnm Jungunanlunisih ABC T4
» Mg nssuriu
nauil 2 | « lifianuslaonss - BufTrewiin Jovay 15-30 Urunang
« fanelasiandagdu + oUn3a: 250—300 U FumsUsunanTiauvnasna

« guailng: 100—>150 UM

S

nauil 3 | « 14530 ABC aneu « Sudlenausnilininens i
- massaouTavhtyFiugu - alfuayundnfasiviosiu UNUMATUALUNINATINTATEU
- anvpudey
nauit 4 |« anllasn - wrslowouardotnghuia g9
- Wiulszlevilsiegsia - Wesiuazuanivasy A1UN3OYILARAUYUAIUNTTIND

« #5apsevIgANTINile

1NA1519 2 wud A5 ABC snldiiveandunuiifnenngegalungui 1 Gamfayuey) wazngui 4 ({usznauns

Vioedin) Failnsaunieuuazunumlunsaniiunislagnse vueingun 2 (Inviewner) dunuimnidedluwiniseeusu

M3UsusIA dungud 3 (MesguazUsennaw) il uweraivayudalous wWinansenuaonsaniunuaz usf

|
o o ' o

HpudAgRan1sasessuUNEy
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A9 3: ANYAINAITTINT DAL LUININAILN

Uszinnnssauile nguneadas sUnuumMsAiueu
NSWYININEINT nauil 1 - MuilsaSeusiuniu
naul 4 » Mfszuumsuyideyasiuiu Wi s2UUN9989 S2UUNTIANITNURER STUUNTSHRAS
- uaniUaeuianmaeld
st ingAuTIL nauT 1 - TeBINRIIngAy
oA ' & '
naui 4 « siosoeTAlungy

- InFeTanvieaiu

MsUuTAIUINg naui 1 « UFUananuiuyuas
naum 2 - @5uiininIvaINTay

« liLYaAINTUINS

ATWARIUTEUU ABC NNNGY « QUIUNMSAIUINAUNY
« @5aszuuTuinde

« MUTINSean tunsAnY

NNA15N 3 HaNFIATIERUTENNNSTINdlosenI g liduladuds wud
1. NITHYSNINGINT LARTUTENIN U 1 waz 4 lngldiiui 1nsesdng wavianmaeldsiuiu ieandfunuuaziiiu

UsganSanlunisanduiangsy

v
[ o

2. MsdeingRusan Afndusening ndufl 1 wae 4 1wu Mssweained Aesessianfundy uardndeTantesdu Lo
Usgndndunuiagiiiveudue

3. M3UFUTIMUINS ReTesiy ngudl 1 was 2 Tasususamudunuass afrsufininavainvans uazifiuyainig
U313 WeliiAneuaunaseninanufisnelavesinvieaiiswazselsvosmmy

4. M3WUIszUY ABC uanusauileves ynngu lnedasusunisAuiadunu ad1sszuutuiinie wazsiuieny
andumsdnu wleriumnuiazeuaansalunmsinmsdunuogadusyuy

1.3 MTAATIZVAUNUUAY TINIYIEYDININTIUNTSYDUTIE 1guTUT IR 9 AaNTTul

AN57199) 4 HaveananssUNTALs (5 911 9 Aanssu = Seuay 55.60)

flanssu FIANVY AU mls/aavu
(u) (um) ($ouaz)
Founin udauvugedindugiiy ywiosduiidudydnualvosumaiingd 250 162.56 +87.44
Tngilefofunityainisasiduresyurusingidiigndronentufanssy 100 78.34 +21.66
vieuflervesyuvy
uiansiinaziniduansauvieaiiondeaeassd wsAnmvadadauuusiuia 100 82.80 +17.20
gndouduinssuvioniisndainassd Inmemeatuugandy 70 63.94 +6.06
Inlulidugddygimsasiduvesuvuiinsidiignaiovessiuianssuvioadie 70 65.58 +4.42
vosyuu Jaginluvda

15197 5 : KAveNINTIUAVIAYUL (4 AanTsu = Tewaz 44.40)

flanssu 311V AUV mls/aavu
(u) (u) (owaz)
yunslsdufansmmieaiisndeairsassdvhuuilnelusauuuinity 100 136.59 -36.59
wusdgniradufanssuvioniiondeadnsassd 70 103.06 -33.06
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A5197 5: WavesiaNTIUTIVIANY (4 AINTIU = Tosay 44.40) (sie)

flanssu 311U FunuIMW ls/aavu
(M) (um) (5o8az)
wuuguldnsednduionssuvieaiiendadsassiiuulnelusa 100 119.28 -19.28
yundurendenniiufanssueadivndadrsassivhuunduiunentenni 100 115.28 -15.28

NATNI 4 UagA1sNN 5 MIBATIRVFUULAEIIAINLTBIRINTTUNIBUNYL Wud Ranssuiiadremlsddnuau 5
310 9 Aanssu (Aadufesay 55.60) InsAanssuiiadieiilsgege ldud n1svinseunda Fudidlsdenie 87.44 v
J99a3AD IgIdelanazkMaTnaztin NliMls 21.66 UM wag 17.20 vm AwEIaU dufanssuaieilslusesau

a1l gesaseuuazdlulyl udiilsdening 6.06 Um way 4.42 U Mudwy

a

vuzifeaiu Aanssuiivszaunzuiayuiisiuau 4 910 9 Aanssu @adudesas 44.40) lneRanssufivinnuuiniian

Ao Yuasls V1AL 36.59 UM FasRAD iudgnYkazvuNduldnsEan NU1anU 33.06 UM Wag 19.28 UM

MNAAU dIURANTTUTVIANUTBETIanAD YUNIUABNYBNNT V1NN 15.28 UM

=

HANSHATIERT AU wifanssudulungazasieslsly witanssuinedesiunisviemnsuaz uililounsUssian

o

ndufiwwiltuviayu Wesanddunuingiuuasawssgininsaiinvieuiieniulatne FaduuszsinudAgiiaisimn

7

f1siieNUEUMTUTUNagNSauAunuLarn1sivuasIauglusunag

2. iWausziduyaninisiuladigvasinviauiiganaianssunisvieaiigavasyuvuianzd iwaaianszUs 39dn
NFUNNURIUAT (AINTRgUszaeAN15IveTad 2) wiansunauesenii 4 Usaidu ¢l

2.1 JeyadnvalynvUssyinsmaniveinvieuiieyuyuingd

M15199 6: nanswansteyadnvauymsUsErInsmansyasinvieuielguvuiingid

HoyadnumznisUszrnsimansvastinviaaiiien U (AL) Sowny
1. twe
1) ¥y 116 30.13
2) N4 235 61.04
3) LGBTQ 34 8.83
37U 385 100.00
2. 91
1) fnin 20 126 3273
2) 20-29 U 159 41.30
3) 30-39 U 35 9.09
4) 40-49 U 25 6.49
5) ¢ 50 Fauld 40 10.39
374 385 100.00
3. SEAUNIANGY
1) snfseufnuAnwvineulany 32 8.31
2) dispudnwinaulany/Ang1duisan 106 27.53
3) Usgyyes 211 54.81
4) sgaugeninUSayanes 36 9.35
37U 385 100.00
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M13199 6: nansuansteyadnuuymsUsErInsmansyasinvieuielgusuiingid

HoyadnunznisUszvnsmansvastinvisaiiied 1w (AU) Sovaz
4. 91T
1) 919579013 17 4.42
2) g3nadIuen 40 10.39
3) \nByue1gNTIuY 29 7.53
4) WiINUUTEN 89 23.12
5) witnu/vetnu 8 2.08
6) 8u 9 (Wsmsty) 202 5247
6.1) Uni3eu 147 38.18
6.2) Betsz 48 12.47
6.3) W1swlngl 7 1.82
394 385 100.00
5. eldndeseiou
5.1) i 15,000 U9 190 49.35
5.2) 15,000-19,999 Um 77 20.00
5.3) 20,000-29,999 UM a1 10.65
5.4) 30,000-39,999 U 39 10.13
5.5) 40,000 UMulY 38 9.87
394 385 100.00
6. ANTUNTNELTE
6.1) lan 314 81.56
6.2) @usd 71 18.44
34 385 100.00
7. inendveglutiaqiu
7.1) ngunne lisaudsuama 233 60.52
7.2) Ysuauna 103 26.75
7.3) 8u q 49 12.73
7.4) Y3Tud 6 12.24
7.5) Wyslu 2 4.08
7.6) g3wnionil 4 8.16
7.7) e 3 6.12
7.8) 98581 3 6.12
7.9) ¥a3 20 40.82
7.10) U3uys 4 8.16
7.11) @seys 6 12.24
7.12) Umanil 1 2.04
394 385 100.00

a1

Ne5197 6 wudn nauthwnendndudndeoguisiinuaeudu (20-29 U) AlimsAnwsesiuuigaes dulngds

o

I a Px] ' o o o = o ! = v v &
Wulanwaziisnelataenin 15,000 unevLnau TaganzunsguTnAnen LLasaﬂﬂﬂagiuﬂ§Qwauwwuﬂi Feagnoulmiuin

yuyungRgangutinvieaigmiininismnareuunans uazaulansvesiendeinusssuluiunlnglaes
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2.2 wamsfinw¥eyan uysyaunIsaluas nganTsun1syiouie

A5197 7: wanshandayaiulszaun1saiuarngAnsIuN e

Yoyaeaiuuszaunisaluazngnssunisvieaiieayuaurianzd 1w (AY) Sovaz
1. v visaiisyusuinsidunnouviols
1.1) afausn 51 13.25
1.2) 2-3 pda 295 76.62
1.3) annn 3 adeduly 39 10.13
324 385 100.00
2. Yszanamsaliiglunseafivrguruinsdaive i
2.1) fndn 500 U 263 68.31
2.2) 500-599 U 80 20.78
2.3) 600-699 UM 16 4.15
2.4) 700-799 U 7 1.82
25) 800 ymiuly 19 4.94
324 385 100.00
3. fmguszasdlunmafumeieadispmuinadluasiveniu (Fenldnnnt 1 4o)
3.1) Ludenvindeulutuven 225 58.44
3.2) \denvinwewluiungn 160 41.56
324 385 100.00
3.3) Liidendeansdulaiidinsunaes 353 91.69
3.4) Hondeensdudaitvinsunaes 32 8.31
33U 385 100.00
3.5) ldienfanssuisndey 7 20.00
3.6) \@enAanssuisngey 308 80.00
33U 385 100.00
3.7) lidenininasiiend dadefutosusn 343 89.10
3.8) donftnunaiend tadefudeun 42 10.90
33U 385 100.00
3.9) WidenSeuiinusssuvtousyifmansyusuingd 290 75.32
3.10) HonSeuiinussiuviveusyimansyusuingd 95 24.68
33U 385 100.00
3.11) ldidenarenmuazadnapaumug 287 74.55
3.12) idenanennuazaiianumud 98 25.45
33U 385 100.00
3.13) Liidenfinwigau 238 61.82
3.14) Fenfinwigau 147 38.18
374 385 100.00
3.15) laidondu q 372 96.62
3.16) 1dendu q 13 3.38
374 385 100.00
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A5197 7: wan1siansdeyaiulszaunisaluagngAnssunnsvieaien (e)

dayanenfiudszaunsaluasngfnssunsvissiieagusuionad 1w (AU) Sovaz

v @

4. vinuliauddgyivtadelannigalunisidenvieuiieaguwuiined (Fon 3 udu)

4.1) lildenmNEIBNNUB IS TN ALAL DT INSUAAD S 156 40.52
4.2) 139NANNAIB NV TTUYIRLAL DT INIUAAD 229 59.48
374 385 100.00
4.3) liidenmnuduiendnuainmeinusssunasuse imans 214 55.58
a.4) denenuduendnualneTausssunasyusy Renans 171 44.42
374 385 100.00
4.5) Bidenmammauiuazuinisiesiiendaumnya 222 57.66
4.6) Fensemausuazuinsveadiefinnumnzay 163 42.34
374 385 100.00
4.7) Widennmsduihuitfvesaulusy 293 76.10
4.8) Bennmsiduiihuiifvesauluzguuy 92 23.90
374 385 100.00
4.9) WidenAanssuveadieniivarnuatsuaziavla 78 20.26
4.10) Fenfanssurieadienfinarnuateuasiitavla 307 79.74
374 385 100.00
4.11) ldidonmnuazmantunisiiuns 303 78.70
4.12) AonAuazAINtUNISAUNIG 82 21.30
374 385 100.00
4.13) lidonmsussanduiusnsvieadierfivhauls 339 88.05
4.16) Fonnsusyanduiusmsveadierfivhauls a6 11.95
374 385 100.00
4.15) lidendu 9 (Wsnszy) 377 97.92
4.16) denau q sun1seeAIEYAanlu 8 2.08
374 385 100.00

a

5. Yadglanavilyiviugendreduiindulunisviesiiegusuiinedinnian (3 Suduusn)

5.1) Wdenfanssunmsvieadieniifiendnuaiuagliszaunisaifinni iy 143 37.14
5.2) Benfanssunsviesfieriifiondnvaluagliuszaunisaliinniniu 242 62.86
374 385 100.00
5.3) ldidenmsusnsiintuanniiy 283 73.51
5.4) @onmsusmsAiRtua NI 102 26.49
374 385 100.00
5.5) lidoniinuaromsnunnituainiiu 301 78.18
5.6) onfifnuaromnIAuAWATUI LAY 84 21.82
374 385 100.00
5.7) hjLﬁaﬂmsaﬁﬂﬂuazﬁluvjﬂaamazﬁﬁmma 228 59.22
5.8) Lﬁaﬁmsmﬁméuaﬁv\leﬂaaau,asaﬁmmﬁ 157 40.78
374 385 100.00
5.9) hjLﬁaﬁmsﬂ%’uﬂqﬁaﬁmammasma (ﬁaaﬂfw, dawn) 271 70.39
5.10) Lﬁaﬁmﬁﬂ%’uﬂqﬁaﬁmam’;masmﬁ (ﬁaaﬂfw, dawn) 114 29.61
374 385 100.00
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A5197 7: wan1siansdeyaiulszaunisaluagngAnssunnsvieaien (e)

Hoyaeaiuuszaunisaluaznginssunisvieaieayuwuianzd 1w (AU) Sovaz
5411)lﬂLﬁaﬁﬁaﬂssmmwimL'ﬁ'mﬁqmmwLLawmﬂwmmﬁmﬁu 311 80.78
5.12) Lﬁaﬁﬁaﬂssmmwimu?imﬁqmmwLLawmﬂwmmﬁmﬁu 74 19.22

374 385 100.00
5.13) ladidenilfanssaesy (19u ﬁ’ﬂﬂmﬂﬁﬁmﬁuﬁnﬁm Usnssnsuds uiininadivhsausuianssy
L 306 79.48
1sngau)
5.14) @endinanssutasy (1 u ﬁﬂ@mﬂﬁﬁaﬂﬁuﬁ%ﬁm U3nssaduds witninafiwnsiuduionssu
L 79 20.52
RIntaU)
374 385 100.00
5.15) lsdonAanssudu q 373 96.88
5.16) \donfansaudu q ldun vimsso3udsmnaniifiusondsyuvu @wau 6 au Anduiesas 1.56
v nutivesfisaionun 385 AL) sesaan Sewnslarsimie §wu 5 au Andufesay 130 9
Snautivieaiieniome 385 au) wariimsdninssensauAals S 1 ey Gy 1 ey Aadudesas 2 1
0.26 vassuuTvioadie e 385 Aw)
374 385 100.00
6. vhufinnufisweladenmmesianssviesdielugmauiasndluadsidlusydule
6.1) tioeiian 3 0.78
6.2) tloy 2 0.52
6.3) Ununang 132 34.29
6.4) 11n 167 43.38
6.5) unila 81 21.03
374 385 100.00

N3N 7 wan1sAnwaasiiiuininvesietyusuinsdilunquiifivssaunisalnisiiunied Inedulvaun

adda a

WisvhAanssudsndou dnisldinesinit 500 umaends laglinnud Ay iuaNaIsLY s ITHYIALAEIDTINSNARES

v
4

WWundn Fainvasiieiwaninnuduniazingduiumnlesuussaunsalffdu wazdanudanslalusesuuinseiangsy

yiouig ey

kY

2.3 msUszdiuyanniswiulesievesinvieuiiewenanssunIsvenieIvusuinad wwaa1anseUs ngunmunIuAg

a3l 8: MaUszlugarmsiiulatngvesinveadiesdefanssunisvieadisrusuiinud waaianszds ngmmavuAs

semshanssu/aud sgaummiinviesfiadiuinanzan | 1w (au) | Sovas
aoaFeaunnAuioasn (40 wi) #nT1 300 UM 211 54.81
W30l NI 70 U 227 58.96
IMT 50-59 um 217 56.36
fiin (adsame1ms) N3 800 UM 215 55.84
Yosfiszan fnT 300 UM 203 52.73
v3UATeTL (Taufanssuidsndeu Anens wazemsing 500-999 U™ 202 52.47
75U 19U (591 2 AINTIU INens ﬂﬂ@mﬂﬁﬁaqau 8191508193 | 1,000-1,499 U 198 51.43
wazifade)
31U 2 fu 1 Ay (52diwn 91713 3 5o LazRINTIUN b)) 2,000-2,499 U™ 206 53.51
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2.4 HaNITNAFOUANNATINNITIVE
H, dnvieafianfdnuarUssvnsmansaniu lidnadenisussiiugaainisifuladnevetinvieafiesenanssunis
VioueIvausuiinsd Lwaa1anseds Jmdangauvnaviuas

H, dnvisaiieafifidnvazdssrnsmanianeiu fnasdensuseliugaainisiiulagievesinvesfieadefanssunis

viam,ﬁ&n‘*umﬁqmuﬁ’;m% LWAAIANTEUS JNTANTUNNUMIUAT

15199 9: HANTTVIAFBUANURF Y

nsUszifiugadinisiulasnevesiinvieaiisadeianssunisvisaiisvesyuvusianzid
. A15USNNS US| USmsdu | usnns U315 n3Uviae | nsUvias | wsUvias
ma%aaﬂ‘lﬂmg L aa ' & o A y aw v = = ]
.| AEdR | deaSedienw | 1ATasAN M5 AUAWA | ATUBY | HiBAUUU | Liguwuu | gauuu
UszynsAens v . o o . v
VORI (isau | dnvesil | ASedu 194 | 27ulfu
(40 wii) 21%13) 5Ean
Chi-
5334 3.7706 8.729 13.879 4771 14.2255 21.757 6.015
LA Square
0.502 0.883 0.189 0.085 0.573 0.027* 0.001* 0.422
Sig.
Chi-
19.600 20.955 12.678 22.193 8.119 13.384 11.054 8.067
91 Square
0.075 0.180 0.393 0.137 0.776 0.342 0.524 0.780
Sig.
Chi-
o - 20.860 16.614 19.295 32.618 16.883 9.215 13.814 8.715
ILAUMTANYY | Square
0.013* 0.165 0.023* 0.001* 0.051 0.418 0.129 0.464
Sig.
Chi-
- 19.646 28.136 22.927 23.612 15.209 21.267 20.727 16.544
DIYN Square
0.186 0.106 0.086 0.260 0.436 0.129 0.146 0.347
Sig.
v A Chi-
selddese 36.450 60.482 39.061 29.262 17.313 36.791 33.539 15.467
u Square
20! 0.000* 0.000* 0.000* 0.022 0.138 0.000* 0.001* 0.217
Sig.
Chi-
5.676 15.644 3974 9.261 7.416 13.674 9.949 7.140
FAONUNWEUTE | Square
0.129 0.004* 0.264 0.055 0.060 0.003* 0.019% 0.068
Sig.
de Chi- 6.306 12.819 15.464 8.211 5.037 2.357 3.699 2.783
minendueglu
. Square 0.390 0.118 0.017* 0.413 0.539 0.884 0.717 0.836
Yaqiu
Sig.

'
| =

5197 9 wud Yademsssnnsmansndideddgnnadfsensussfiuyarnmsduladnsvestdnvioniien laun

o w a

WA ASNARDIIAMIUNBLTELUUATIIU (D = 0.027) wazy3uviaaiiealuy 11U (p = 0.001) agdldudAgynsadan

o

v

swu 0.05 druisasauufgiundn (Ho) fively

szdumsfiny dawasresAAuinisaeSesienmiutionus (o = 0.013), 3110113 (p = 0.023) wazsiandinnb
530115 (p = 0.001) agnafifuddnymeadniseiu 0.05 ﬁnﬁu?ﬁﬂﬁmaamuﬁgwwﬁﬂ (H,) LS

slfadeseiou Lﬂuﬂaﬁaﬁﬁmaﬂizmmmﬁqm 1PUEINARDIIAIATUSN1TARTRENEAINAULBILNY (p = 0.000),
FIANATRIAL (p = 0.000), 3911819115 (p = 0.000), FATIRAlTINES (p = 0.022), MFUVRLTIEIMUUATIU (p = 0.001)

o w aada

wazyIUriBAEuY 13U (p = 0.001) egnrlitadAgvneadiAnszau 0.05 AU asauuAgIuMan (Hy) Aaald
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AONUNTNANTA dINARETIANATEIAN (D = 0.004), M3UVBLTiBILUUASTTU (p = 0.003) uagn3UviBfiBanuy 1 $u (o =
0.019) aenadiifuddnymeadinfiszsiu 0.05 Fedusufiasauuigiundn (Hy) Anely

fiinenduogluilagiiu dsmasesiniemsiindy (p = 0.017) sgrsiidedrdynisaddiissdu 0.05 Fafuiaufias
ausfgumdn (Hy) Asaly

o w a

Tuvuzfionguazerdn ludwmadonisuszdiugarnisinuladievestinvieanelegsdiduddynadfnissiv 0.05 daiu

o

FewousuanuAgiuman (Hy) neald

3. wan5ansresinuuanelunisanduyuienssunisvisaiisavesyuvuanzy waaimnszds SmsanganmamIuns
(9773/5’97@1]5327467’/’917 3) S 5 uwne ANMTAATRRGUNSEUIMIIIMANNTULARR ABM ol
3.1 mMsUiunagnsnITiasImnainuy value-based pricing susNeInTTUsHiuyaansiulagevesinyioa e
uazeenuUULININIYBaTieaianzaunungudve: Tnsmsuinduilsandunu Aadudesay 10 waruIniiunmen
8n Andudesay 10 Insufininavieaflsruszneusie 6 uiininavieaiiien dausazufininaaeiinisimunsauaznis
Tsnsiaenadestunguiming wazsiadsnanannsaadsrudsdumeiuesegiolifuguau Ussneude
ngu A dnvisadieasudnin (:neldaintn 20,000 vw/idew)
AL: A3sTu Aaosgavnzid (800 U 4-5 Falus)
A2: #ilTu ameid One Day Experience (1,200 U 8-9 $1lata)
n&§u B Unvisadignrelduiunans (sgldaeud 20,000-39,999 UW/ifiaw)
B1: A3Tu ¥anzdl Premium Tour (950 U1 4-5 Falaia)
B2: nileTu Wamzid Cultural Experience (1,450 U1 8-9 4la9)
ngu C Unvisaisnnmnings (melFasud 40,000 vwAReUTULY)

=

C1: ASeiu AABIAR ANLd3 (luxury) (1,200 U W 4-5 dlug)

C2: wilsfu Ussaunsaidutandnived Sueaesiansd (1,850 v 8-9 la)
3.2 uuINN9NI5aRAUNULTIlATIaT 1Ay UTNI TN N INTOEg 19 UsEaNE AW (structural cost reduction & cost
management): lngi3u1nmsaLnszvuTufinuaz anistoyanisnisiu weldidudeyalunisuimsdanisdunu
AanssunisvendienliinUszansan AmunFURuUN15915eiukuUlsiRuan (cashless payment system) \ieanAdy

gagnlun1siutuan iuanulusddalunisingsnssy asanuazainliiuilnvieaiie) uaranauLden1sgymense

q q

a a = o

Anluin Insfmunsuuuunsiuulasmsdnassngldanmsieadien Weaiuanushlaingldnmsvesiioign
fnassogradusssn Feonvaunsnainensdidusiulunisimuifonssunisiedien Wy fadssuuninfviusasdaass
518lduuusIngUY (centralized financial management structure) aglvianfaguvuausniing diludinlunis
AfiuNTs waafinuakUEsseldauesidud wu Aldaiednduny andudesas 40 Ameuwnuganiuianssy
viewlen Antdudosas 30 nesyuiaywy Anliufosay 20 uaznemudsesnidu Andudesar 10 uazesdaiins
euTesu-sededulszdmndiou wazuddinnauluguuldiunsiumanmsaniuny psfissuvasuaznstiszitu
a239%tl1 (advance booking and payment system) LﬁamiﬁmﬁumigﬁgLﬁ&lﬁ]’lﬂgﬂﬁﬁiﬂim (no-show prevention) W3a
sruuiadasaneudssnnmsiitinveadiealiinauin Sszanfuuniseieuingiulaglisuiu

3.3 nsldnsnensviesdukazanaldareiiludnt (resource efficiency optimization and waste reduction): 1%
mauftymiunuiavasadafifidununisvudigsindas 1,000 v Pufsehauasealumanioutagiufifiedu
Taonsldanmaunuiifegluguruuvumstindringvannaisusnyuvy wu mstiaslfnlduzsuumsudsiavedada

Tnensususuuuuianssuilunisadnassdnuavesiseaninnaldlugusu ysanisianssunsianvaseinly
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v
o [

Junounsiienanuazaunsalididfanssunmsviesgivesyuoy Wy M lyruiniesedd1IuAINTIUNITAN

= o = a

anetawaslufanssuvhvunduldnsednanediuns n1siseudisnisdentuvdla wielulnadmsuhanluld nsdnianssu

'
o a

eunlaesuduianssusensnnvesiienlu@eingiuiinananinad lneusuyuuedidudiuniaveanisseuiia
TinuazTmusssuiiodu niosndunsuilgmdunuluniswisudendanundmsumudidomndduyulunisdawsey
doudraudneas Aeluuuimien1susulsReyusuadsidengnYsndnudvunugniendeslddlunisden wszddoud

= ' (%

smAeudnege kavdisandunulunisdedendgninsas uazuidaymnenldlidusuasiuuaimedssuaiu niens

Y
¥

\ndeufindeiiiuau Faazdistusuauazgamuduld udu

3.4 n15UsuUseUseansninlunisvieulagn1siau Standard Operating Procedures (SOPs): 3ni1Aian13
UfuRnumnsgudmsuisazianssy Ussnaume Fumeunsiwssnny nsfuiufanssy msasUuazyinAnuarenn ns
swsmKany Mafugunsal deilifeudtgmenuaiiauevesaunimAonssvendisr msiinatvusmnasgiuAenss
vigaiier Maduaua a1 wazsmusveusazansaulilienudaiauuazaiiaue [unsgrudeiunnadsy el
tnvieadiealdfudsraunsaivionilendid 1wy Anssuvhouuisls vwenasu Ae 4 Suseay natdiduns 1 49lue 10
W 59101018 169 UIIUIUFNTINRDIeU 5-8 AU

3.5 msdnsrvumsAnmuuazUssiunase19seiiad (continuous evaluation): WefunsUszifiuaufianelauas
anudilasnevesinvioniien ieusunagnssian Aanssu waznmsdanisninenslimungaunuanuudsuuUasmes

AANALALINSITD

4. msszydalonalunisiunaufvaeruiiaesesaidosludwnanssunisvisuiigavasyuvuianzd twnaiansza
VINTANFUNWUNTUAT

4.1 lomalumsUsuusassuunsu3mssnnsmemaiiu: ansansIdemuin gusunaszuunstufinnansiuiidy
spUU daalvinsiuindunuiuieiamiuuiugl Sailuglymnsimuasanillagioudunuass Tenalunis
Wa3sUsenaumie MsiaTsUUTduarn1siu MInmuszuunstiseRuliituan nMsdaRsEUUMAvRuLaznS
fnassnolduvuriugud n1sRaITEUUIDILaE IR ua MY LINE w30 Facebook waguendIniinisnumiu
FunuuazIAEYesRanTIiegaiaNe Weszyfuyuiiinanudazianssy wasiilensavaeuianssuiliifinnmen
L Tmununnsanaildiieas 1wy nsandildinsunsegieiliddndu nslimsneinsvesiusiufulunisiianssy
vieufle Fsmsandunuianssuiliiiugaenaziiunailslunmsalifunguiavieuauausninsduasidnlddm
Femansvieaiilen

4.2 lomalunsusvugalassasnduyuuasnsdimunsiag: wanisanuineliiiiui 4 90 9 Avnssu Anduesay

44.40 finavinnu tneanizauislsvianu 36.59 v Anduiesa 36.60 wasinudgnieuIayu 33.06 Un Andusey

o w

ag 47.20 Faawvioudalenialunisuiulgeiiddy Tenalunisimunissznoufienisuiugnsmaninisnezian
nsUsuUaUsEavsnnnslinsnens

4.3. Tomalumsenszduganmuazannsg1umsivinis: Mnnamsdmanuindnveafisafinnufisnelaluseiugs
Anidufesay 64.02 Fsfinufewslaszduanfenndign uddsdidesindlusuanuaiiauevosnasgriunsliuinng
TomalumsiaudsUszneuse sl SOPs nsfmuamasgIuidaaudmiuynianssu nsimurineginens
iieliinsanenenanuiiinnuasinaneuazdnnniw

I

4.4 lemalunisverggmgnauasas inindulnegidediu: namsiinwimuininvieadien Aadusevas 76.62 Wugnen
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Abstract

This study aims to examine factors influencing electric vehicle (EV) purchase intention and to compare
differences across demographic groups. Data were collected from 458 private EV users through a questionnaire and
analyzed using structural equation modeling (SEM). The overall model showed acceptable approximation error
(X*/df = 2.282, RMSEA = 0.053), while incremental fit indices were below the commonly used 0.90 guideline (CFI =
0.859, TLI = 0.824). Perceived behavioral control had the strongest positive effect on purchase intention (8 = 0.842,
p < 0.001), followed by attitude (B = 0.186, p = 0.006) and perceived benefit (B = 0.093, p = 0.012). Subjective
norm had a significant positive effect (B = 0.065, p = 0.023), whereas perceived risk had a significant negative effect
(B = -0.108, p = 0.016). In the multi-group analyses, x°/df and RMSEA remained acceptable ((’/df = 1.710-1.877,
RMSEA = 0.040-0.044), whereas CFI/TLI ranged from 0.787-0.821 and 0.734-0.776, respectively. The results reveal
statistically significant differences in electric vehicle purchase intention across demographic groups, gender, age
groups, and income levels. The suggest enhancing consumers’ readiness and practical ease of use, along with

targeted marketing communications tailored to specific segments.

Keywords: Demographics, Electric vehicles, Individual factors, Multi-group SEM, Purchase intention
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1. NuYWgANTsUAIULKY (Theory of Planned Behavior: TPB)
nuingAnssumLLNY Aiauelng Aizen (1991) lunseunnAnddgmedsinendnudmivesuienginssuiiinan

nslasnsesneunisandula lnslvauddgiu “waumginssy” lugiuediwdslnddanannldviunengfinssuaseves

yana Meldnsounwifnil ngAnssunistenienissensuuinnssuasiindulddeyanadinnuaslandaiau uasaruasla

e

nagnimualaedadeidainuad deny LazanuniouBaimingins aungungAnssuaiuuny auaslagelasu

'
ada 1 '

dnsnasnalussdusznounan Lawn viruafndaangAnssy (attitude toward the behavior) nunadis N15UszLUAT

o

audanimginssudududeiifuiefauduavioli ussving1iBdnide (subjective norm) vunefls usanadunie
amumanfannyaraiidaruddaseduilnalasnss 1wy asousdvieriiouain TaglunmAdeatuildinmauenuereen
91nBviswamadanu (social influence) Fadunmsamandeniodsnsluaania elannsaiudvinasinnguénadad
1né%aldodnedpiaudeiu uagnissudauanunsalunisaugungfingsu (perceived behavioral control) maneis n1s

UsglluANEEAINLAETAAINEINNTAVBINULESIUAIATOUATDITOBUA LT

VAN IUBIUTEIN YA UAYUI0IAUTENUTNIANYDIMGUANG ANTTUALLAUAINNInBE U IBANATlade s newdliIlA

<3

°

aafifiodAty feg1agu Riverso et al. (2023) s1eaudiruafnasnissuiaruanisalunisaiuaunginssududs

v
1Y Y

iwnendAyretaunslagesasudlniinluglsy vaed Limpasirisuwan et al. (2024) TuuSunusemealnenuitvieund

o

v a a '

WAZUIIIngBSRIdeavEnasenisuansusnsudlni uaznissuianuansalunismuaunginssuiiunumauly

nsangUassasien1sindulatie nan1sAnwAnan®in nguinginssunuundunseuiuifaiivsglevisenisinay

aa

wWlanalnianginssuvesiusian wazauisatiluussyndldlunisesureanuddladesasudlndirlunguguslaand

aad

anvazUszmnsmansuanaaiu eglsiniy ddeinndimguinginssumuwnueradadidedidnluniseSurelan
WeatesiunsuseilivimaluladuasUseloviiduinnssuegiasounqu lnsanmgluviunve unalulagluainiinig
Fudounaziinnulidutuougs Meownil widedunisvensusagudliidainysannimaengAnssunuuwnusiuiy

nseungeiuuiIaanIsteniumalulad Weliiuanuaseuaqutazanukiuglunsesueaundlage

2. m)yﬁtﬁ’mrfwzUuq'z"'mmn';syayé"vwmfufaﬁ (Technology Acceptance Model: TAM)
wnAakuUTassnseensumalulad ivmuilae Davis (1989) Wunseuwidndfaluniseduieniseensuuinnssu

mamalulad wazgnuszendldegraunsnarglumuifedunisnain inaluladaisaume wazngdnssuguilaa nsou

uAniiauedn arwdilaifmgfinss (behavioral intention) lumsliviedemalulaglml ieannisusuiduresguilon

' [

Aenudnyuzrasnalulad lnsaniznsuivseled wazn1ssuianuiglunisly (perceived ease of use) adlunum

q

somsnegUiiruaRfidisonslfinalulad (attitude toward use) wazilugarmdlaBemginasu-nudd
druumsfinuil n135usUselent (perceived usefulness: benefit) manefils szdun1siuvesguslaasonislésasusd
IWihazrelfiAnUsslovivieiiulszansamlunsdsadinuas mafunmailefisuiunadonidy 019 Anuduads
dFununsldoiuszezen anvazanlumsldou wagdsslevidudanedeniguilnaiuyindmauddysenisinala
¥o Yot n1suiarndss (perceived risk) manefis seduntsiusvosiusinademuliiuiusunasnadndidaaud
o1fintuannsinduladosnsudliii 1y anudesiiunisiusaseudu ANuAFLANTINLELAL ALY
voauunAe mnudssnulaseeiiugiunisnda uazarudssiunauasanuasainlumaiiunie fee19annou
Fauafuazauaslatold vingudsedndatuayuitesdusznounsiuisylomduagnmstuiamnuidsmosuie

wuudassnseensumalulagiunumsenissensusasudinia

120



Journal of Business Administration and Languages (JBAL)
Vol.14 No.1 January - April 2026

3. NTOUUWIAANITITY
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Economics, 2023)

1.2 nqusieg: Eﬂ%ﬁﬂ&lumv\lﬁﬂﬁ’JUUﬂﬂaﬁﬁmwzLﬁ&luﬁléﬁj\‘i’]uaﬁi’]\‘igﬂéf@d N1SMNUATUIANGNAIDE1919BIMUINIYEY
Hair et al. (2006) L@us i nuAILIAAL88 1981 UNNTIAT ITaNN15IBalaseas19ludns1duyseanas 10-20 Lives
Sruunnfiwesitesssnaailunuusians Welinisuszanumianuaiosuazimnzausan1snadeuLUus1aa il

a1me NNTBULNANTENNUITBLUUTIRBLTilATIa U sENoUMEIdUINIANANTUS AN TILIY 5 1dunne datl Yua
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Feg 13w unel 10-20 Winzegfiusyuia 80-160 feg1a ag1sbsinny uAdedifngusyasilunismaaeuniny
WANATIANdNUsEANSIdUNNIENIINgUUTEYINTMERS fen1sinTeiaun1sddasadsuuduunngudndusdod

e eisanelusiazngugesialinan1sUssuiisuiinnuinetewavandymnisussanuenliaies agnals

o

finnu iielidunuiegwengudesaglusgiuiivanzauionsin e iuuudnunngs inauwiug1veInIsUszam

Yo o =2

AMIEiwesvemuLaedidenadeiuing Ussasdueanside fITeaMmunruInnguiieg195IuduI 458 e

U

v
v o 1%

Hednilunsidendiegimaedu (multi-stage sampling) Wnelutuusnuusiufiivdoyailu 3 dugl lown fundulu

e

2 ¥ I v ¥ ' v

De &

Nufidunans uaziiuiituuen ntuguidenaiiuiidmiuiiudoyanisluudaztundl wazdndunisifuieyanngly

Y

soeudlnindruyaralununndaiden
melatedianliaunsaihienetedannsidousasudlnirlussdvyanals §idedsldnisamunulassasianguiegig
(quota control) MuFLUTUTEYINTAANSMAN WU A 92901y wazsziuseld seninsmsfiudeya Welvladuau

Megrufisanelunsazngugosdmiunsiiaseiaunsidelasead L uuLLNNGy LazanaNILEEIraINTUsEIINAN

@

laadesanvunngudesianiul Geaenndesivuwiljialuniseanwuusiegisiieddedninaunsaunisdunay
Aoanshiisuunileiegsonguiiissnedmiunisw3euidisu (Lohr, 2021; Martinez-Mesa et al,, 2016) og13bs

al lesanliansadinddeyalassaiassnstimneiidetioldlusefuiisidu wu Aweusiuvadndiuma-oie-

v

sldvosglsasudlni Adedslddniunsusvimdnaendinisfudoyadeds nisudstugiintends (post-

stratification) #38 N15EUNINTFIU (calibration) Falaendndeserdeteyaniguannsonuszyinsonsdauneldusulv

va o

TnssaeseendnaifsaUszsng (Kalton & Flores-Cervantes, 2003; Little, 1993; Lohr, 2021) i £338nseniininnng

Y

Tdnsmunulassasinguiiegne iunmsdadenuuulderdeainuiiaziu Sweraililassadinguiegrsunnsdisain

1A59a519U5291N5959 WALDIAFINARBANNAINNTAIUNTITD199997 L UVBINANITAN®Y A9t N1SAAINUNATIAITAINTAN

[

meladainiadanan lnglvmnudAyiunisesuisanuduiudigdasaiuasnsilseuiieudumdnsnaseninenagy

o

mmmﬂswmmaammﬂmL‘Uwaﬂ (Lohr, 2021; Martinez-Mesa et al., 2016)

2. inseedanldlunisise

Ya

F3felduuuanuany (questionnaires) lulaseafiofililumsideduiunsairaedesdelnsfnwienans sosnide
Ao vaiden warlouufiAnmsdmiududsildlunside dmsumsveaeununinveandesie §ide
thuuvasun ey 3 viiu asaaeununnvesrissdeilomiviinuaenndesssninsdnuiulseiiu
wdnvaiiom (Index of tem-Objective Congruence: 10C) T 0.66-1.00 uansliifiuinadosilofildlunsideiing
WRnrasAgfuUSI ARy nioAunsudaileni (content validity) (Rovinelli & Hambleton, 1976) Lazun
wuvaounslunaaedld $1uu 30 9 tlemaudedald (reliability) Ingldgmsduyszavsuoarvasnsauuin Fsldan
Wiy 0.886-0.931 uandliiifiuinuuuasunmiianumnzautaziauundofioaansathluifudeyasioly (Cronbach,
1951)
3. msfivsausaudaya

fAfodnduninfvieyadisnisasituiidunsaiainglidineulasnss (personal interview %30 face to face

interview) TugiampuunsIAL-TunaL w.A. 2568
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4. MsnTIzidaya

4.1 Wareiteyadosunardnuasnssznsmanidsadndmssanlaglinisuanuasenud drfesas Anade
drudoavuinnsgiu

4.2 Jipnsrzraun1sdalaseadiauudiuunngs (Multi-group SEM) 38a1zun9silugsan (maximum likelihood
method) lilenaaeuANENTLSIBsamgluluudass uazilefionsananuunndsvessULuuaLduTus ANy
Uszannsanansuan lnadndunisiiasizideuwininisuisdiegieendu 3 wuudiass loun wuudassduunlaun
InAmBUaZIA wuudiassiuunmugisty Usznousie nauatelstue (Generation Y: Gen Y) Avgilinsgningd

val

W.A. 2524-2539 NguLaluBLstuLend (Generation X: Gen X) AodinsenI1el w.e. 2508-2523 wagnauudyuues

(Baby Boomer) Aog#tinen319U W.6. 2548-2507 (Kuawiriyapan & Suwannamek, 2020) WAz UUTI@099MUNTE AU
swlides s1elauunans wagseldas antudaiiliunisussdiuaugenaseinaunduvedunatuidazuuudiaey lag

NSUNIMNAVTINANUADAAADIUDILILAR bokA DRSIEIUAADR bA-ALAISHBRIADasSE sutiANNdanrdauTalSuLsy

a oA e o a o

diivinines-qda uarsnuesAnadsididesuesmnuamandeulunsUssinu wasenunardlssanduinsgiu
(standardized estimates) wazszfulidfgueadundluldaznguiieaziiounnuunninavosiladedifianinaseniny
Filadesosudlnihszmrinngy

aedlsfinu wwamauasgudmsunsieudisumnmfivesvesdiinUsursszninangulunseunsiaseiaunisids
TassadrauvusuunnguuuriilivaaouanulivsUsaueeinistn (measurement invariance) luddudurion Lite
fusutiedesdietnfinnumnedufriuluuiazngu (Kine, 2016) faifu TumsAnwihjadunsthiauenanisusudioy
ddlassadilussdungudosmunuudaesiiuszanman namsudsuiisumdussaniidumaseninanguianisiinulu
é’wmwﬁaﬁuwuL%aﬂﬁ?/uuﬂﬁmmmmLmnsi’mmﬂﬂ’j']miﬁué’ummLmﬂﬁhaﬁuanwwmﬁmaimiwiwﬂduaﬂ’mﬂu
mans waziauelilinavaaeuanaldulsUnuremsindundslunsinmeduteluifiofiuanuduudaosdoasuidy

WSguWigu

5. n155Us9995555UNITITE

N1333etlasunsiusesannAnenITuN1TasEes UM TuLyed uninedemalulagssuspasaulnduns (sWanis

o o

U383 COA No. 017/2025) Inegndnauduuazauasinslavesylideyaduddey

NAN1599Y

1. Jayaanwalsn19UszvINsAIansvaIgnaULUUTaUaIN

°

nnsfnudldsasudlnirdiuyanadiuiu 458 au wuindumavie Sesaz 58.07 uavinands Sovay 41.93

naudieg1enmilafionyszning 25-39 U Sowvay 50.22 uaz 40 ¥ 3uld Sewaz 49.78 aruerdnnuinluninaiu

q

a v

USeniensuniian Sesag 49.12 dmsuszAumsfinuinuidulngaunsfinuseauuiynes Sevay 75.10 uazsuld

wagsapeudulngagluyiwnnnit 70,000 um fesar 34.75 TeaiBunneUTNglun1sed 1

A3197 1: dnwarUszrInImansvarauLuUdauA1Y (n = 458)

Auds LN U (AY) Yauay
B 266 58.07

L -
NS 192 41.93
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M15199 1: SnvaurdssansmansuasnaukuudeunIu (n = 458) (sie)

fianls FIUN U (AU) fovaz

25-39 Y (Gen Y) 230 50.22

o 40 Y FulU (Gen X waw Baby Boomer) 228 49.78
NEAMUUTENONYY 225 49.12

TN 1399 I/FFIMNA 99 21.61
fUsgneuny/onindasy 134 29.27

Yseyges 344 75.10

A5ANEN Y3gyayln 94 20.52
USugytean 20 4.38

20,000-39,999 158 34.50

91ele (Umn/dew) 40,000-69,999 141 30.78
et 70,000 vimugnly 159 34.72

2. szaupuAniudatdeiidewanandiundlodasaeud il
HaNSIATTszRUAMLAniuNUI fuilaadinisiudauansalunisauaungfnssy eglussauaiign (X = 4.23)

sedawfen1siuimudssdeglussduguduiu (X = 4.20) asvieuliiuinuifuslanrzeiululaaiuaiuisnves

v
N

AuLY widsmsllianuinadennudsuddlasasieiugrusasinalulaging luvaeiaunslade (intention) lagn1nsu

aglusyaunn (X = 4.12) 19azi8undien1sei 2

P ' a{' a [N ' Y
FINN 2 ﬂ']LQaEJﬂ’J'HJﬂ@LMu‘UBQFJUiIﬂﬂluLL@la%ﬂﬂﬁlﬁl

UJade Anade (X) SD TEAU
AAUAR 3.96 0.72 Junana
mMsfuiusyloed 4.05 0.68 N
nsfudmmndes 4.20 0.75 17N
UITINgIULTIEn Iy 4.10 0.70 Yunans
mMsfuanuasalunsaIvANgRng sy 4.23 0.66 17N
AwslaTe 4.12 0.69 10

3. HANFAATIIUVYTIa09aUN 15189 ]ATISIUUUTMUNNGY (Multi-group SEM)
MIIATIERALNTIATIES 198N TgsE e udSnsulainedseanidu 3 wuudiass laun wuusiassaunisiaseasne
FIUUNAIUNA (P18-1) T1UUNAINYIDIY (Gen Y Gen X Uaz Baby Boomer) hagduunausigld (\anda 40,000

40,000-69,999 wazsawd 70,000 vmiluduly) viadl §ideldnageuniyaizui (soodness-offit test) wuituuudnaesd

AnunaunduiuteyadeUsedindluseduiivensuls (m3199 3)

M15197 3: AYTIAINABAASBIYBIUUUTIADENANNEY

Model X2 DF X%/ df CFI TLI RMSEA
SEM by overall 547.665 240 2.282 0.859 0.824 0.053
SEM by gender 900.797 480 1.877 0.814 0.768 0.044
SEM by age group 890.617 480 1.855 0.821 0.776 0.043
SEM by income 1231.493 720 1.710 0.787 0.734 0.040

viemg: AadRUsenaume x%/df egluyae 1.710-2.282, CFI 0.787-0.859 Uaz RMSEA 0.040-0.053
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91151971 3 NANFIRTIEANLARnRdesasluAa SEM WUt x/df aglutias 1.710-2.282 uaz RMSEA agflusas
0.040-0.053 aigviournunanadoulneUszanameduinaiioglutiswensuls vaziAeaiu a1 CFl agsewing 0.787-0.859
wagen TLI 8g5emine 0.734-0.824 FadninnasiiBsuszaunisaifidenlddnsdaily (gu > 0.90) eehslsfnu arded
CFY/TLI sgidiumnamelaeiTouiiisuiulumagiu (baseline model) uaglngianiy TLI In1suiulneaududouves

Tuna vilirnenaslalunsdliilunaiinnsifivesdiumnnuielinsiinseiuuudiwunngs (Hu & Bentler, 1999; Marsh

= '

et al,, 2004) fanuy §I3TeF9neaunasg1aluseladn CRI/TL andunueinfenlyd wazfnuanumsnzauvediinalag
DA AINTIUNAEAYTIINAY

3.1 HANITHATIEIHUUTIABNAUNITITIASIATINAINGIY : NANNTIATIZILUUINAEUN5R9lATIE5 197 sl um1519

o o

1 4 wuin Jadeniisvswademnusdlatesasudlnin egnilideddgusznaumenidiingfinssutazdfinisseusumalulad

lpeMsSuinnuaunTalunMmIuANNgANSSUTaNENaITUINgEa (B = 0.842, p < .001) so%AMFD YiFuAR (B = 0.186,

q

p = .006) 4azn135uiUselevil(B = 0.093, p = .012) vaueiussing udesnidodamadeuintuseaumuaidodday (B =

'
P

0.065, p = .023) wazAudedmaLTaUsanNAslade (B = -0.108, p = .016) azvioudnileguilnafuinnnunsouuas

v v Y '
7 =

Anuausatunisindulawazsidnfadeulunislidsaeudluiilaats azinuddateiiindu vaefin1sfuianuides

o w

anvoumIuAtlagoat9ltbdAgy

A19197 4: WUUTIABIEUNTISTSLASIAS 19NN Y

faudsanu HeyanwalAUTUNUS fulsdase Std.Estimate p
Austdlade <--- UGPGE 0.186 0.006
Anuidlad <= A -0.108 0.016
Auitilade < mMsfuiusyloed 0.093 0.012
Al < UITINgIULTIEn Iy 0.065 0.023
Aot < nsFuimnuaansalun1smuAmgRnsy 0.842 0.000

aaa

MER: A1 p < 0.05 UaavIIdlya 1Ay nNanansyay 0.05 uagA1 p < 0.01 uans1ihlydrAgyymNananseau 0.01

3.2 N15UATIYMAUN1NENFWAUENAIUNGU (Path Analysis) : LHBNAINTUIHANIINARBUALUAFIULENAIUNEGY

Usgnsemanssiuunanuing nanaeuazimandgdnisivinnuaiunsalunisaivaunginssudutadondniidmase

o o '

audslatie agslsinu waedslasudvsnaainussvingruddniduedsdidudfiy nquussansmansduunniugg

918 WU N Gen Y LASUBNENANTIWIALAR AULEEY UAUTIVIAgIUERTIHY Yaisfingu Gen X wag Baby Boomer

=

uituiviruafvaznisiuiussleviludfy nduuszanseansduunaugeny Suunaiusgld nuanuuang

(%

Wrauls lnengusglamlasudnsnaideauainanudes (B = -0.446) yuziinquielauiunaleuasgastiun1ssus

Y

Usrleriuaznisiuipnuanansatunisaivaunginssudunan

A51991 5: WUUTIADENA5ITIATIAS 19T UAAILNA

faudsny drydnwal fiaulsdase ¥ ey
AUFUNUS Std.Estimate p Std.Estimate p
uiilada < v 0.111 0.148 0.147 0.084
uidlada < AdE -0.085 0.211 -0.121 0.061
Aruidlate - ns¥udusslond 0.095 0.244 0.133 0.134
Al < UITINgIULTIEn Iy 0.147 0.047 0.103 0.189
Anuidlad < msfuanuasalunsaIuungAnTy 0.793 0.000 0.906 0.000

aaa

MEe: A1 p < 0.05 uaaviiideaAgynieadanszay 0.05 uazAl p < 0.01 uanaildeaIAynNaniiseau 0.01
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M13199 6: LUUTADIANNTSTLATIATTMUNANTI0 Y

faudsny deydnwal faulsdase Gen Y Gen X waz Baby Boomer
AUTUNUS Std.Estimate p Std.Estimate p
Ausilate <o viuad 0.155 0.046 0.294 0.018
udialade e AmILED -0.136 0.031 -0.037 0.513
Auislate - ns¥uiuselond 0.069 0.157 0.19 0.040
anuilate < UITVINgIUTEnTde 0.096 0.021 0.023 0.556
AsdlaEe < mi"ﬁ”uﬁmmmmialumsmuQquﬁﬂssm 0.810 0.000 0.901 0.000

MIER: A1 p < 0.05 uaneiiidea A eadanszau 0.05 uazal p < 0.01 uana s Ay maaavsEa 0.01

A5197 7: wWUUTI@eENNSBlASIEs 9 wUnela

faudsany | deydnuel faudsdase oy Uunang g9
ANUFUNUS Std.Estimate p Std.Estimate p Std.Estimate p
Aruidlate < | Vieuef 0.248 | 0017 | 0294 0.055 0.151 0.073
Austdlade < | e -0.446 | 0000 | 0082 0.048 0.089 0.195
Aruidlate < | msFuiusslond 0.057 0.311 0.162 0.019 0.075 0.132
auiilate < UITVINgIULTEnIdY 0.161 0.000 0.006 0.718 -0.003 0.953
Anuidlade < | msfudanwansolu | 1070 | 0000 [ 0.471 0.000 0.615 | 0.000
ﬂ']ﬁﬂ')llﬂllwqaﬂﬁﬁll

g

IR A1 p < 0.05 UaasiIdledrAynNadanseay 0.05 uazA1 p < 0.01 Uanyardl

o o aa

PN NaaRTTEY 0.01

WENTUINANTNAFOULFUNVDIUAAZNGY FIN15197 5-7 WuATll

1) WUUT1a9FUNNSLILATIAS 19T IUNLNA WUT wiAwne Jadeflinananuddlagasaaudbuiln Tawn usshngIuda

<3

1Y ' LY [ a

aniduiisnsnanisuInegelieddny (B = 0.147, p = 0.047) kagn135uiANNAINNTAIUNITAIVANNGANTIULBNSNA

Y

@ (%

ynauIngaiiagauasiitiodrdny (B = 0.793, p < 0.001) dwfumeands Jadoifinasonusidladesasudlnih Hud n1s¥us
AannsalumsmuaungAngsy Wudedeifendiianswamaninuazdidoddy (B = 0.906, p < 0.001)

2) uvuiassaumaddasiaiesuunniugaseny wui Tungu Gen Y Hadeiidinasionnudslaosasudlnii THun
AuARLdnsnan1suan (B = 0.155, p = 0.046), mﬁ‘uimmLﬁaqﬁé‘m%wamqau (B =-0.136, p = 0.031), UTTVIAFIY
\agnIduiidnsnan1auan (B = 0.096, p = 0.021), LLazmﬁ‘ui’mmmmiﬂuﬂ'1wrm@uwqﬁmwﬁ%w%wamqmnqnﬁqm
(B = 0.810, p < 0.001) uazlungu Gen X uag Baby Boomer Haseiitinaronnusilagesasudlni ldun Faundilianina
U (B = 0.294, p = 0.018), N153uiUszlenliiBnSwanisuin (B = 0.119, p = 0.040), wazn1s¥uiAmuaNIalunIs
muﬂmNqaﬂssuﬁamﬁwamnmﬂqﬁqm (B =0.901, p < 0.001)

3) LUURBIEUNSTNATIES 19 MUNANTELe WU ﬂajamalﬁﬁmd'] 40,000 U adeiitinadennudslatosaeus
Tl liun viruad S8vBwamauin (B = 0.248, p = 0.017) M3uianuidssiidvsnansavesadidodiny (B = -0.446,
p < 0.001) UssVIRgIULTTMIFBLBNTNaNI9UIN (B = 0.161, p < 0.001) Wagn15SuiANuaNTaluNITAIUANNAANTINE
Bviswavsuan (B = 1.070, p < 0.001) dwunguaeldiunats (40,000-69,999 vw) Hadeiidnarernusidlatosneus
It Tawn nssuiuselesusidnsnanisuan (B = 0.162, P= 0.019) kagn133uiANaNTaluNITAIUANNGANTIU

ndwan1euln (B = 0.471, p < 0.001) LLavﬂaQJi’]EJlﬂﬁ\‘l (Waus 70,000 vntull) Yedefiinarenuddadosasusivi

lawn miiugmmmmmhmimuaqumﬂiiuLﬂuﬂa%Lﬂmﬁﬁﬁmwamqmmm NjedAny (B = 0.615, p < 0.001)
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anuseuasasuna
nansAnwazTieuILUUaesiysaMIuingAnssumuuNukazuUSIasinseeNTumalulad awnsaedune
mwm??ﬂ%%amaumﬂlwaﬂwaqﬂﬁ‘[ﬂﬂlw&Jlé’@&i’]qﬁﬁaﬁﬁzg Taglamzegiadanisiuimuannsalumsaiunumgnssudy
Hadeiididninadanindennuidlatelunnnguusseneans Sadulddaiadesuunmuma (wews B = 0.793; e
% B = 0.906; p < 0.001) IWUNYIBY (Gen Y B = 0.810; Gen X uaz Baby Boomer B = 0.901; p < 0.001) hagduun

51616 (576166 B = 1.070; MeldUunans B = 0.471; seldas B = 0.615; p < 0.001) SoRunuilaonadoiunuiAniii

o w

nsfuianuanansatunsauaungAnssusiunumsulungAnssunddediiaduninensuazteulunisasiieninats
(Ajzen, 1991) wagdaansuiumangiudelseInnsluisUssmanazlulnenguduinnmsivianuainsalunisaivgy
‘wqaﬂiiuL‘fJué’hLLﬂiﬁﬂﬁﬁghmiaquaiiﬂLLasmﬁﬂﬁummﬁﬂa%a EV (Limpasirisuwan et al., 2024; Riverso et al., 2023)

nanfefuslnafiansandfianunsarildsauarldliase dnunnewveu sennld wWesnsasudlnilndumalulagifion

[

1A59a519NUFIUNITVIT SEUUUTNIINEINTITUI wazkoulunisedendy 1y Urwhed nisasula Jeinlin1ssus

U

a

f»mmwm*miumimuaquaﬂﬁuL’ﬂu{]a%’aﬁﬁ@mswaﬁammﬁﬂa%a (Oranpairoj et al., 2025; Phuthong et al., 2024)

Hadesnusiauni livsingdoddqidleduunna witidoddgideduuntagey (Gen Y B = 0.155, p = 0.046; Gen X
way Baby Boomer B = 0.294, p = 0.018) wazisuluuisszauseld lnsanigseldsm (B = 0.248, p = 0.017) axviawls

widldinviruafagyhnudntudieduilnnegluviuniidesUsuliuamadwmnude udendneal wazdslinnuivadi

o

A15ENITRUTMeYE vieduastuninseninlesuazdedinveunaluladivi (Ajzen, 1991; Riverso et al., 2023)

[ %

aelalunaingaamnssusasudliiirludszmalnenisudaduniusaidanuiuniu wazdoyan uduyusInuig

v N =

safUsznevddideyailduiveud miuiuslaauiangu ruadtulunseulunisdnduls lneenzlunguiidesnismemeg
WA ievaeauliniuurerudsmEan1seieut1se (Phuthong et al., 2024)
nan1sAnwuansiiuinsTuiUsslen Wlddwanornuadadoeedfidelunnngu nanfe ldwudvdnalieduun

A wanudnswalungy Gen X uag Baby Boomer (B = 0.119, p = 0.040) wazlungusislaviunans (B = 0.162, p =

v
]

0.019) ileloafunuudasamssoniumalulad-mssuivselominaduusminddyvosanuddalduasdomalulas
(Davis, 1989) ufinsnaiuamzunguuansliifiuiszlovivessasudlniigniannusiunsounuduaiuagnis
TNUNUTEEYETY WU AuuTneaene1gnIsiinuinniduiieslunguisinussulaenioass uavnguselduiunas
Feflunltuysedunstuegradusyuu wagmiladanissulseiu saudenanuamunnni (Champahom et al., 2024)

Taduanunisiuinnudes nuildusingdedrAnyanuna widdvsnalsaulungu Gen Y (B = -0.136, p = 0.031) uag

a a

fsvsnadeauiiusanntunguselan (B = -0.446, p < 0.001) uansliiiuinisiuianuidssasgnuenslunguides

Sunsganulduineunnndt NeenadsuRu UL Anudssaluladuazuunmel warANNRUNILYDIMAInTARY

o o o

gonndesiunmsfinufissyianudssduguassedidglunaiminlmiuazdwausslunguifidediansnens (Phuthong

£ g

et al, 2024; Riverso et al, 2023) Tnglutszimalnensivdsusiunszuanislisooudlaiiifsdusianussmyuuleve
wazmsudsdususan fuilaaunangueadidlisilasentsduaseamdsnisue engmslicuuunnes uazyarueso s
vilrissuianudsaiuiuusinduladsaudenguifesauanuidssnanmsiiusgiadune

dmiuladeauussing udeenidy wudn ussvingunsderulidudAnenizuiangu lauwn wawe (B = 0.147,p =
0.047) Gen Y (B = 0.096, p = 0.021) wazs1eléw (B = 0.161, p < 0.001) waildulumeandda nguetgun wagselauiu

o o

NA4-84 WaNANTUIMUNGURNANTTUAUUNY FIMUTUTTTINgITmIdeazduilonsindulageulnidousiaanis

v
o

o 1% . ' < a L Hay v ' o a v awy v v & =
WAZNTEOUTUIINAUTBUT (Ajzen, 1991) aE3lsAn1N naanWITeTulideAunuIuTTIng dEnIdeliladuiies

wsenaunedany uidudvdnanidee Avhliausidadulanuaudulesmznandiidulaviedeyaldasuiiiete
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£%

fuduindumadeniunargn Usoads uazdudn noudnduloamulududiifinnudesuasfunugsegiesnsuslaii
(Ajzen, 1991; Limpasirisuwan et al., 2024)
dadfnuasdoiauauuz
1. Yolauauuzitegsne

1.1 NagnsNITIAINLUUANIENAY (targeted marketing strategy) §U5ENBUNIIAITEONLUUNALNS VAT UALLIA
Y2901 uaz316ld Taongu Gen Y wiunsdoansduuinngsy awdnual lavidlad fmsldldese meadaneuiindi sads
nsiTedudunisinauls wu senwuusauUgdldsaainisuialudingse dmsungu Gen X uay Baby Boomer A33
wWhudayadeuselevd anununiu anudasndey wazanuAuAluszeze1d WU N133AYIATeRunuTIN 3-5 U uay
witninansIvgunLuame’ nagnsdmiunsiznauseld dmsunguneldtiesesiinmsdoansluFesrldsedefeud
anunsomuauld wdeumadonaniufieu nguseldiunans whiedesdledmamiuduananzyana ngusieligs
AnudgmnuazUINslisosse 1wy desofiathu Aadensa Uiniswiidley

1.2 Msdoansuinsnisanmnudes fUszneunsmsiazaunguiiinasiisiu Tnenguselifosasldsuuiinnaan
s un1aiu Wy Ysstuwunneiemuiu Soululusda eruinsiidaiou waslusunsusutoru sadnisufyad
Yedmiungu Gen Y msanmnuidssisdoyaningliaiauaznsmaasslifivasifiunisldamueis iwu msvaaedld 3-7
Fu wagmsagualdaneaisioliou daungu Gen X uag Baby Boomer msanaidsaomsgLUINsuaInsvIenaY

NIYUATEEZET LU NITATIAVNNUUALABIYN 6 LHBY UAZUINTANIY

2. Jowauauuzidaulevie

2.1 veelassadrsfiugunsnfaliannsodnddldatuanieiold ulsvisasiniueunsounquuesaniivia
umsgruauUasafe anuadesvesszuy wasmsliawedeyaaauznisliuinsedislusda ilelssvvuiuiinng
Tsaoudlriiindubesiivildasduinusedriu

2.2 npsmsanauidsadafuny masgarsatuayuinasnisfianaaliiniueu Wy nesgrunisiulssiutus
nalnduasesiuslandununned wwmndudenondem wasnsmiuseiu

2.3 fsunamsiiasedlevieteyanarsivssrvunsinasuls Wy tn3esfuinduyusisull Avvigesnw dvs

Usglol ieenszaumsdndulanuuiideyatarananuaquiaselunain

3. dowauauuzn15isensisaly

3.1 msnadeURuUTdsszuiinn 1wy anumieugamialuiiegends anudetiuuinsmdansne anudaiauves
UsyuuunLnes

3.2 ygremsAnyndsiuiiilenagouaiuuandravesuiunmsldaues esnanundeulassadisiiugiues

LANANNANNNUTLI DY WUNVIUEIDY wazfiuNaadein Watidauwdugtunsitlulgdaleuns

AnRNIsUUSZNA

YvauRuUIIngemalulagsivuinashulnduns nlinisatuayunuideainaudszuiadusels Usednd

q
o v

JuUTEI w.A. 2568 Tiuadeyainlasen1siduises “Uadundwadeanundadosasudlni : nsdldnwildsosud
Tnlihdyanalungammumiuas” GedlduddglunisvilinmsdniunuideasiidnseqarmuingUszasafinmualidu

EANG
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