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Impacts of Internal Branding on Employee Brand

Identification: A Perspective of Social Identity Theory

Jian Zhang” and Rojanasak Chomvilailuk®
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Abstract

This research investigated the learning styles of Chinese international students at Thai
universities and designed a corresponding learning model. Employing a mixed-methods approach,
quantitative data were collected via questionnaires from 320 students, and qualitative data were
gathered through interviews with 12 students. Quantitative data were analyzed using cross-tabulation
and chi-square tests; qualitative data were analyzed using content analysis. Results revealed significant
differences in the active-reflexive learning styles of male and female students: males exhibited a more
active learning style, preferring group work and problem-solving activities, while females demonstrated
a more reflexive style, favoring independent problem-solving and analytical thinking. Qualitative findings
indicated that these students were highly motivated, patient, analytically inclined, and committed to
self-directed learning through practical application and observation. Based on these findings, the
proposed learning design guidelines for Chinese international students emphasize student-centered

learning, practical application, collaborative activities, critical thinking, and collaborative reflection.

Keywords: Chinese international students, Thai universities, Learning design, Active learning,

Learning styles
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Introduction

Universities becoming market-oriented are encouraged to apply branding approaches to make
awareness and reputation to the public (Clark et al., 2020). Traditional brand initiatives have focused
on external stakeholders; however, recent literature has affirmed the need to promote brand internally

and the important role that internal customers play in the course of branding (Zhang & Xu, 2021).

The concept of internal branding first emerged in the literature of marketing in 1999 (Barros -
Arrieta & Garcia-Cali, 2021). Previous studies emphasized the necessity of employees internalizing the
meanings and values of the brand and fostering corporate brand identity (Zhang & Xu, 2021). The
literature review of this current study unfolds that internal branding concept, and practices initially
composed of transformational brand leadership and internal brand communication, facilitate the

formation of employee brand identification (Barros-Arrieta & Garcia-Cali, 2021).

The brand identification process is considerably difficult when the process is applied to the
university context because university staff, who are intellectuals, adhere firmly to their beliefs, and do
not easily transfer their personal identity to corporate brand identity (Whisman, 2009). Thus, the study
of how to develop or what factors and how the factors affect brand identification is considerably
important. In addition, based on our best knowledge from the exhaustive literature review, we found
few previous studies that investigated the effects of internal branding on brand identification, which is
a major gap of theoretical development and practitioners’ management. Thus, this current research was

conducted to fill that gap.

With respect to the research gap and our exhaustive literature review, we can identify two
important research questions for this current study. Firstly, how does internal branding affect employee
brand identification in the context of higher education circumstances or university? Secondly, what are
the effects of internal branding dimensions in terms of transformation brand leadership and internal

branding communication on the brand identification?

According to Social identify theory (SIT), individuals identify themselves belonging to a group
when they categorize themselves as the group members (Hogg, 2016). The extensive investigation on
internal branding and its sub-dimensions revealed that employees perceive a sense of belonging or
oneness with an organization in a manner that employees see the organization’s successes and failures

as their own when employee brand identification is formed (Ashforth & Mael, 1989).
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Based on the theory of SIT, this study investigates the relationship between internal branding
and employee brand identification. Specifically, this study has two main research objectives. First, it
aims to investigate the influence of internal branding and its two dimensions (transformational brand
leadership and internal brand communication) exerting on employee brand identification. Second, it
empirically analyzes the effects of sub-dimensions of transformational brand leadership and internal
brand communication on brand identification.

According to the current research findings, universities, especially the educational institutions in
Western China, can understand how the internal branding affects or formulates the employee brand
identification, especially through transformation brand leadership and internal brand communication. As
a result, the universities’ management which intends to develop employee brand identification would
encourage the relevant management to practice good leadership for the brand transformation and focus
on effective internal brand communication. That is, the universities’ brands can be outstanding or
famously accepted by stakeholders particularly for the student prospects, parents, academic prospects,

and other relevant communities, since the internal employees have their strong brand identification.

Literature Review

Social Identity Theory (SIT)

According to Social Identity Theory (SIT) (Hogg, 2016), individuals derive a portion of their self-
definition from their membership in social groups. An individual’s identification with a group initially
proceeds with social categorization, and then social identification. At the initial social identity process,
people tend to classify themselves and others into various social groups based on their personal
attributes, such as gender, nationality or teamwork characteristics. By identifying common attributes,
people understand the social environment they live in and identify themselves as a group. Once
individuals categorize themselves as a member of a particular group, they adopt the identity of that
group, which means they begin to see themselves in terms of group characteristics and adopt its values,
norms and behaviors. In this way, people will adopt the identity of this category and will begin to act in
the ways that the norms of the group require.

Hogg et al. (2012) posited that research on the social identity theory of leadership has been
conducted to elaborate the function of leadership on social identity over the past decade, specifically by
associating leadership’s functioning on social cognitive and social interactive processes. People of a set

of attributes (attitudes, behaviors, and so forth) are considered as the group prototypes who represent
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social identity of the groups. Where group membership is psychologically salient, its group prototypes
are more influential and more effective, and thus are often perceived to be the most reliable source of
normative information. It is suggested that future studies focus on the conceptual framework of

leadership, which fosters internal social identity of the subgroups with distinctive values.

Scott (2007) explored the existing and potential connections in organization identification
research from the perspective of merging the theories of communication and SIT. The current
communication practices support that external communication, such as advertisements or marketing
communication, can enhance identification through intensive communication of history or tradition
associated with a product/service. Scott also suggested that in addition to those external communication
approaches, it is essential to examine alternative strategies that may be more effective in making the

organizational identity prominent.

In the context of higher education, universities can be managed in the same way as service-
providing companies and gradually adopt branding strategies to differentiate themselves in the industry.
Based on SIT, a university’s employee brand identification is achieved when individuals perceive the
distinctive attributes of their university as being intrinsic to their self-definition and thus enhance their

self-identity.
Employee brand identification

Employee brand identification can be traced to its theoretical foundation in SIT (Ashforth & Mael,
1989). According to SIT, before employees identify with the corporate brand, employees need to be
aware of the attributes of the corporate brand so that they decide to categorize themselves as a
member of the organization. Then employees accept the brand identity and adopt its values, norms and
behaviors that the organization requires. This process, in turn, fosters the formation of brand identification
among employees. In the context of corporate branding, employee brand identification has been defined
as a specific form of organizational identification (Helm et al. 2016). When employees identify with the
corporate brand, they may exhibit a better performance within their duty and even excel at their

required responsibilities (Huang & Lai, 2018).

There are differences between the concepts of brand identity and brand identification. Brand
identity is the personification of a corporate brand as an identity in a way that can help to differentiate

the organization within its competitive environment (Boukis & Christodoulides, 2020). Balmer (2021)
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agreed that brand identity is about the characteristic spirit of an organization which is manifested in its
beliefs and aspirations. The concept of brand identification refers to the psychological membership that
employees feel toward the brand as a sense of belonging, which in turn determines their brand
experience (Saleem & Iglesias, 2016).

Internal branding

Recent marketing literature has recognized branding as one important strategy of corporate
branding which requires not only focusing on outward promotional strategies but also on internal
promotion of the corporate brand (Punjaisri & Wilson 2011). Saleem and Iglesias (2016) defined internal
branding as a process through which corporate brands seek to foster the internalization of the brand
values among important internal stakeholders, especially for employees, thereby ensuring that their
behaviors align with brand values when delivering the brand promise. Internal branding emphasizes
enhancing employees’ understanding of corporate branding before delivering corporate brand promises
to external stakeholders, particularly customers (Ramjaun, 2021).

Employees’ personal values are a set of guiding principles and beliefs that help individuals
differentiate what they believe are the ideal ways of behaving (Nuhu et al., 2025). Brand values are
described as the ways of thinking and behaving of corporate brands, which represent the collective
beliefs of an organization. Ahmed and Hashim (2022) proposed that employees must be aware of and
ideally comprehend the core of brand values in order to exemplify the brand value in all of their actions
and interactions.

The role that internal branding plays is to maintain the consistency between employees’ personal
values and the brand values, and to align employees’ comprehension of the corporate brand with
employees’ behaviors. In the course of internal branding, employees are informed of the distinctiveness
of the corporate brand value and are aware that this distinctiveness can differentiate them from others.
It is possible that employees may choose to accept the brand value and maintain the congruence
between the brand value and their own personal values. Based on the social identity theory, when
employees are aware of the uniqueness of the brand value and feel an attachment to the corporate
brand, employee brand identification is engendered (Ashforth & Mael, 1989). From the above analysis,

it is hypothesized that internal branding has positive effects on employee brand identification (Hy).
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Dimensions of Internal Branding

Barros—Arrieta and Garcia-Cali (2021) defined internal branding as a cross—functional process
that involves both marketing and human resource departments. Some research further identifies
transformational brand leadership and internal brand communication as two crucial dimensions of internal
branding (Punjaisri & Wilson, 2011). In the following section, the constructs of transformational brand

leadership and internal brand communication are further examined.
Transformational brand leadership

Transformational leadership seeks to motivate followers by addressing their deeper needs and
influences followers through a process of internalization of the tasks (Morhart et al., 2009). Saleem and
Iglesias (2016) affirmed the existence and function of transformational leadership in promoting brand
ideology and facilitating brand understanding within an organization. Given that internal branding entails
cultivating employees’ comprehension and alignment with brand values, it is imperative to delve deeper
into the role of transformational leadership of the management in the context of internal branding

(Punjaisri & Wilson, 2011).

Several scholars have studied the mechanism of transformational brand leadership in promoting
employee brand identification (e.g., Morhart et al., 2009; Punjaisri & Wilson, 2011). Morhart et al.
(2009) defined transformational brand leadership as the approach that leaders apply to motivate their
followers to act on behalf of the corporate brand by appealing to their values and personal convictions.
Leaders who are oriented towards transformational leadership inform and educate employees about the
brand values through their own attributes and behaviors. Consequently, transformational brand
leadership motivates employees to exhibit behaviors that align with the corporate brand and facilitate
the process of internal branding, through which the corporate brand becomes an integral aspect of

employees’ identity (Du Preez et al., 2017).

Vallaster and de Chernatony (2006) investigated the role of transformational leadership in the
internal brand building process. They proposed that transformational leadership acts as an integrating
force by facilitating the individuals” behaviors to align with the corporate brand identity. Lee et al. (2020)
identified transformational brand leadership with the characteristics of intellectual stimulation,
inspirational motivation, idealized influence (charisma), and individual consideration when facilitating

employees’ brand-building behavior.
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Sujchaphong et al. (2020) further investigated the impact of transformational leadership and
found that it provides space for intellectual stimulation and emotional attachment among employees at
universities, which may in turn intensify employees’ identification to the university brand. The present
study posits that when employees experience a sense of dffiliation, empowerment, and competence in
corporate brand interpretation and delivery, their self-cognition towards the corporate brand is
intensified. As a consequence, employees are likely to internalize their role identity in branding and
adopt the brand identity. Thus, it is hypothesized that transformational brand leadership (H,) and its

four sub-dimensions (Haq Hop, Hoc, Hog ) have positive impacts on employee brand identification.
Internal brand communication

Internal brand communication is considered as a key mechanism of internal branding (Ramjaun,
2021). Previous research on communication and SIT acertained that communication with others is the
means by which individuals express their sense of belonging (or lack thereof) to various social groups,
evaluate the reputation and image of those groups, become aware of the different identities group
member possess, and the rewards associated with maintaining the identities (Scott, 2007). Within an
organization, management needs to create a communication climate that provides comprehensive
information to employees to improve their understanding and knowledge about the role they play in

delivering the brand promise (Punjaisri & Wilson 2011).

Recent literature has indicated two important ways of internal brand communication: mass
communication and personal communication (Judson et al., 2009). Important internal brand
communication tools such as newsletters or corporate websites (Du Preez et al., 2017) are widely
adopted by organizations and have proven effective in communicating corporate brands. These tools
disseminate information about the corporate brand in a top—-down manner from the management and
provide employees with unified message about the corporate brand. Additionally, personal
communication among employees also provides space for exchanging knowledge or educating about
corporate brands. This may include employees’ willingness to communicate about corporate brands
through personal interaction or the writings of industry critics or researchers to exchange ideas about

corporate brands.

L4 L3 o L3
8 21568M1537IN15 NRBNEIRUABAITATNG HHYAARSUATRIANATAS




Impacts of Internal Branding on Employee Brand Identification: A Perspective of Social Identity Theory

Kim and Kim (2023) claimed that internal brand communication is a management instrument
that can be used to engender identification. This study posits that mass communication enables
employees to be well-informed about the organization’s mission and achievements and facilitates
employees to discover the salient characteristics of the organization that distinguish them from others.
Additionally, personal communication indicates employees’ reflection on the brand value delivery in their
daily work, which enhances their sense of self-worth as a member of, for example, a university and
fosters their perception of the organization as a worthwhile dffiliation. Thus, it can be reasonably
assumed that employees are likely to communicate their interpretation of the university brand when
employees feel attached to the organization.

From the perspective of the SIT, social categorization requires the university to communicate
adequate information about what is central and distinctive about the university brand to employees at
different levels in the university. The self-categorization and self-enhancement with the university can
induce brand identification among employees and to promote a sense of unity over brand values. In this
way, employees’ identification as a member of the organization is more likely to occur. Thus, it is
hypothesized that internal brand communication, mass communication and personal communication

respectively have positive impacts on employee brand identification (Hs).

Research Objectives

1. It aims to investigate the influence of internal branding and its two dimensions (transformational
brand leadership and internal brand communication) exerting on employee brand identification.
2. It empirically evaluates the effects of sub-dimensions of transformational brand leadership and

internal brand communication on employee brand identification.

Hypotheses

As previously outlined in the literature review, it is postulated that internal branding and its sub-
dimensions exert positive impacts on employee brand identification. The interrelationships among the
variables are hypothesized as follows and are illustrated in the conceptual model presented in Figure 1.

Hi: Internal branding has positive effects on employee brand identification.

H,: Transformational brand leadership has a positive impact on employee brand identification.

Hoq: Intellectual stimulation has a positive impact on employee brand identification.

Hop: Inspirational motivation has a positive impact on employee brand identification.

17 45 a1l 3 1Hau NINGIAN THEEU 2568 9




Jian Zhang and Rojanasak Chomvilailuk

Hy.: Idealized influence has a positive impact on employee brand identification.

Hog: Individual consideration has a positive impact on employee brand identification.

Hs: Internal brand communication has positive impacts on employee brand identification.
Hay: Mass communication has positive impacts on employee brand identification.

Hsy,: Personal communication has positive impacts on employee brand identification.

H,

Internal Branding H,
[

Transformational
Brand Leadership

Intellectual
Stimulation N

Inspirational
Mativation N

Idealized H

[~
Influence I~

H, LR
Employee
Brand
Identification

Individual

H
Gonsideration -_—_“_————id—____.

Internal Brand
Communication H

Mass
Communication

N

Personal
Communication

I Hy

Figure 1 Conceptual Model

Source: Analyzed and concluded by the authors

Research Operational Definition

10

1. Employee brand identification: the psychological membership that employees feel towards
the brand as a sense of belonging, which in turn determines their brand experience.

2. Internal branding: ways to enable employees to understand the values inherent in the brand
and organization by conveying the brand messages through leadership and internal
communication approaches.

3. Transformational brand leadership: the approach that leaders apply to motivate their
followers to act on behalf of the corporate brand by appealing to their values and personal

convictions.
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e

Intellectual stimulation: the act of offering followers challenging new ideas and promoting
innovation towards corporate branding, which empowers followers to interpret brand values
and deliver them in their own way.

5. Inspirational motivation: the manner in which leadership instills a sense of collective purpose
among followers by articulating an inspiring vision, which arouses followers’ personal
involvement and pride in the corporate brand.

6. ldedlized influence: the extent to which leadership displays a sense of confidence with
corporate brand in a way that followers regard leaders as a role model in delivering brand
value.

7. Individual consideration: a coaching and mentoring approach from leadership that assists
individuals in reaching their full potential and growing into brand representatives.

8. Internal brand communication: a key mechanism of internal branding that provides full
information to employees to improve their understanding and knowledge about the role they
play in delivering the brand promise.

9. Mass communication: an internal brand communication approach that disseminates
information about the corporate brand in a top—down manner from the management and
provides employees with unified message about the corporate brand.

10. Personal communication: an internal brand communication method among employees that

facilitates employees to exchange knowledge or educate about corporate brands, such as

personal interaction, or the writings of industry critics or researchers to exchange ideas

about corporate brands.

Research Scope

This study seeks to focus on university staff and their views of internal branding and the extent
to which dimensions of internal branding (transformational brand leadership and internal communication)
on the reinforcement of brand identification among the employees in higher education institutions. The
research was conducted in the context of higher education by a quantitative survey, with 511 employees
at twenty—four public universities in Guangxi Zhuang Autonomous Region, a provincial district in Western

China.
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Research Methodology

This current study applies a quantitative method, which is widely accepted as an effective
approach for testing the hypotheses and allows for deriving conclusions from the analysis of empirical

data.
Measures

The measure items for all the variables in this research are adapted from previous studies.
Employee brand identification is measured via eight items, which are adapted from the research of
Punjaisri et al. (2009), who studied the impacts of internal branding on employees’ identification with
the organization. Internal branding is measured via five items, which have been tested in previous
research (Punjaisri et al., 2009). Transformational brand leadership is measured with sixteen items
adopted from the study of Lee et al. (2020), who adapted their measurements from the research of
Morhart et al. (2009). Internal brand communication is totally evaluated via nine items, comprising five
items related to mass communication and four items related to personal communication (Judson et al.,
2009). These measurements adapted from the previous research have been reported to have good
validity and reliability. All variables in this current study are measured on 7-point Likert scale, which
is commonly employed in surveys and questionnaires to measure how people feel or think about a
particular topic in a detailed way. The 7-point Likert scales in this study range from 1 = “strongly

disagree” to 7 = “strongly agree”.

The original questionnaire is cited from existing literature written in English and was translated
into Chinese. A translation-backtranslation method was applied to ensure the translated version was
closely equivalent to the original one. The final Chinese version of the questionnaire was reviewed by
three academic staff with expertise in management and three management staff members in
universities. Then the questionnaire was distributed to the respondents via an online questionnaire
platform for data collection. The use of Internet self-administered surveys is becoming increasingly

popular among researchers due to the low cost and high data collection speed they offer.
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Data collection

This current study applies random sampling, a technique where a sample is selected randomly
from a population. The respondents were randomly selected from 24 public universities in Guangxi, a
provincial region in Western China. Given that schools within a university have the same management
structure and similar composition of faculty and administrators, one school from each university was
randomly selected using a random number generator. The percentage of each university’s staff number
to the total number of faculty in the public universities of the province was calculated. Then the sampling
quota of each university was determined and the number of respondents of each university was
calculated. The questionnaires were distributed, and the data were collected through Wenjuanxing
(www.wijx.cn), a professional online survey platform in China. Wenjuanxing generated a QR code that
linked to the questionnaire of this study. Then this QR code was distributed to the staff members of the
selected schools and departments through WeChat groups, which is a widely used group communication

medium in China.

The data collection process was completed in approximately five weeks due to the application
of an online survey platform, which facilitates a more efficient and cost-saving data collection process.
Finally, a total of 636 responses was collected. Following an examination on the collected data using
SPSS 23.0, 125 responses were excluded due to the presence of duplicated values and outliers in the
data sets. Consequently, 511 pieces of data, representing 80.3% of the total pieces of data, were
determined to be valid for further analysis. Given that the questionnaire of the current study contains
38 items, the minimum number of respondents required for this research is 190, calculated based on a
minimum of five observations per variable (Hair et al., 2010). Consequently, the sample size of this

study (N = 511) meets the requirements for multivariate data analysis as recommended.

Research Results

Validity and reliability tests

The Cronbach’s Alpha of all the tested variables in this study is above .70, indicating a
satisfactory reliability (Hair et al., 2010). The average variance extracted (AVE) for all variables is
above .50, which proves good discriminant validity of these variables (Fornell & Larker, 1981). Table 1
presents the reliability and validity test results of the variables in this study. In this study, an unrotated

principal components factor analysis was conducted to test the common method bias using the SPSS
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23.0 software. The analysis did not yield a single dominant factor. Each factor accounts for less than

50 percent of the total variance in the data. Accordingly, it can be inferred that the data are not

susceptible to the limitations of common method bias, thereby reducing the potential for misinterpretation

of the testing results (Podsakoff & Organ,1986).

Table 1 Descriptive statistics and results of validity and reliability tests

Standard
Cronbach’s
Mean Deviatio CR AVE
Alpha
n

First-order constructs
Intellectual Stimulation 5.69 1.01 91 91 72
Inspirational Motivation 5.77 1.09 .94 .95 .82
|dealized Influence 5.43 1.17 .94 .95 .81
Individual Considering 5.74 1.07 .90 .89 .61
Mass Communication 5.59 112 .92 .93 .76
Personal Communication 5.30 1.16 .90 .95 .82
Second-order constructs
Internal branding 5.68 .99 91 .92 .69
Transformational brand leadership 5.65 1.00 .98 .97 .88
Internal brand communication 5.44 1.09 .94 - -
Employee brand identification 5.89 .90 91 .94 .79

Source: Analyzed and concluded by the authors.

The correlation of the first-order constructs is presented in Table 2. Pearson’s coefficients for

each pair of sub-dimension constructs within transformational brand leadership and internal brand

communication respectively are greater than .70 (r > .70, p < .001). The coefficients of first-order

constructs between the two groups range from .55 to .67 (r > .50, p < .001), indicating a statistically

significant correlation between variables within each group of constructs and a satisfactory discrimination

between each group of constructs. The coefficients between the second-order constructs are greater

14

L4 L3 o L3
21568M1537IN15 NRBNEIRUABAITATNG HHYAARSUATRIANATAS




Impacts of Internal Branding on Employee Brand Identification: A Perspective of Social Identity Theory

than .60 at significant level (r > .60, p < .001), which implies a positive correlation between each pair
of variables (Table 3). The square root of the average variance extracted (AVE) of all variables are

greater than the correlation values, indicating satisfactory discriminant effects.

Table 2 Correlation and discriminant validity of first—order constructs

1 2 3 4 5 6
1 | Intellectual Stimulation .84
2 | Inspirational Motivation T9** 91
3 | Idealized Influence 79 .89** .90
4 | Individual Considering 70%* TB** TTE* .78
5 | Mass Communication Relohia .B64%* .B64%* Roloh .87
6 | Personal Communication BH9** B4%* B7** .60** 847 .91

Note: ** indicates significance at the 0.01 level (2-tailed). Numbers on the diagonal represent

square root of AVEs; the inter-construct correlations are below the diagonal.

Source: Analyzed and concluded by the authors.

Table 3 Correlation and discriminant validity of second-order constructs

1 2 3 4
1 | Internal branding .83
2 | Transformational brand leadership 66 .94
3 | Internal brand communication A 70** -
4 | Employee brand identification Roloki 70** .65%* .89

Note: ** indicates significance at the 0.01 level (2-tailed). Numbers on the diagonal

represent square root of AVESs; the inter-construct correlations are below the diagonal.

Source: Analyzed and concluded by the authors.

Confirmatory Factor Analysis (CFA) was conducted to examine the factors influencing employee

brand identification. The standardized factor loading of each first-order constructs onto the second-

order constructs are above 0.7, as presented in Table 4. The model fit indices show that the normed

chi-square of the model is 4.83 (< 5.0), and the Good-of-fit index is .82 (< .90). The comparative fit
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index (CFl) is .93 (> .90), and root square error of approximation (RMSEA) is .90 (< .10). These indices
support the validity of the latent factors in explaining the underlying factors that influence employee

brand identification. The fit indices of the model are presented in Table 4.

Table 4 Results of confirmatory factor analysis

Second-order constructs First—order constructs Standardized factor loading
Intellectual Stimulation .86**
Inspirational Motivation .9b**
Transformational brand leadership
|dealized Influence .98**
Individual Considering .85**
Mass communication Q2%
Internal brand communication
Personal communication 97**

Note: ** indicates significant at the 0.01 level. The modified goodness—-of—fit index x?/df = 4.83,
GFl = 0.82, CFl = 0.93, RMSEA = 0.09

Source: Analyzed and concluded by the authors.
Analysis of the relationship between constructs

The covariance matrix, path estimates, and t-values demonstrate that the three paths in the
model are significant at p-value < .001 as presented in Table 4. The values of R? (variance explained)
indicate that the model explains about 30 percent of the variance in internal branding (R? = .30, p
< .05), 49 percent of that in transformational brand leadership (R? = .49, p < .05), 42 percent of that

in internal brand communication (R?

= .42, p < .05), and 62 percent of that in employee brand
identification (R?=.62, p <.05). The analysis results indicate that paths among the constructs of internal
branding, transformational brand leadership, internal brand communication, and employee brand
identification are statistically significant. F-test value is 199.49 at significance level (f = 199.49, p

< .001). It can be concluded that the null hypothesis can be rejected.
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Path analysis results

The path analysis results presented that internal branding has positive impacts on employee
brand identification (,8 = .55, p < .001), thereby supporting H;. It was found that transformational brand
leadership has statistically significant impact on employee brand identification (ﬁ = .70, p < .001),
therefore H, is supported. The coefficients of internal brand communications on employee brand
identification are positive and achieve significant level (ﬂ = .65, p < .001). This result indicates that Hs
is supported. Furthermore, the regression weights of both transformational brand leadership and internal
brand communication on employee brand identification are positive, suggesting that these two
dimensions contribute to the formation of employee brand identification. The testing results of path

analysis are presented in Table 4.
Relationship between dimensions of internal branding and employee brand identification

Further examination was conducted on the relationship among transformational brand
leadership, internal brand communication and employee brand identification, and the results are
presented in Table 4. The path coefficients indicate that intellectual stimulation (ﬁ =-.01, p=.93 >.05)
and inspirational motivation (ﬁ =.09, p = .21 > .0H), respectively, have no statistically significant effects
on employee brand identification. Therefore, Hy, and Hy, are not supported. However, both idealized
influence (,8 = .30, p < .001) and individual consideration (ﬁ = .38, p < .001) have statistically significant
effects on employee brand identification, which indicates that H,. and H,q are supported. The path
coefficients of the sub-dimensions of internal brand communication reveals that both approaches of
mass communication (,8 = .31, p < .001) and personal communication (,3 = .37, p < .001) have positive

impacts on employee brand identification at 0.001 significance level. Thus, Hs, and Hsp, are supported.

Table 4 Path coefficients of the model

Standardize
Unstandardize p-
Independent Variable d R? Results
d coefficients value
coefficients

H, Internal branding .50 Rolohi .30 <.001 | Supported
Transformational brand

Ho .64 STO*** 49 <.001 | Supported
leadership
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Not
Hog | Intellectual Stimulation -.004 -.01 .93
Supported
Not
Ho, | Inspirational Motivation .08 .09 21
Supported
Ho. | Idealized Influence 23 B0*** <.001 | Supported
Hog | Individual Consideration 31 B8F** <.001 | Supported
Standardize
Unstandardize p-
Independent Variable d R? Results
d coefficients value
coefficients
Internal brand
Hs .54 B5*** 42 <.001 | Supported
communication
Hszq | Mass communication .25 NoY <.001 | Supported
Hs, | Personal communication .28 BEEF <.001 | Supported

Note: *** p < .001

Source: Analyzed and concluded by the authors.

Research Contributions

Theoretical contributions

The findings contribute to the current knowledge on internal branding in the context of higher
education by offering an alternative perspective on the dimensions of internal branding that influence
employee brand identification. The further investigation of the dimensions and sub-dimensions of internal
branding in this study allows researchers to gain insight into the specific sub-dimensions of
transformational leadership and internal brand communication that play roles in employee brand
identification in higher education context, thereby contributing to the existing literature on internal
branding.

Furthermore, this study illustrates the impacts of transformational brand leadership and internal
brand communication on employee brand identification from the perspective of SIT. This investigation
responds to the call for the integration of SIT with the theories of leadership (Hogg et al., 2012), and

organizational communication (Scott, 2007), and thus extends the application of SIT in corporate
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branding management, which in turn contributes to the theoretical development of both internal branding
and SIT.
Managerial contributions

It is suggested that transformational brand leadership should emphasize the approaches of
idealized influence and individual consideration on employees, aiming at inspiring their positive
psychological responses instead of simply lecturing or preaching. When employees have positive
emotional attachment to the brand, it is helpful to motivate employees to encourage them to perform
in—role and extra-role brand behaviors (Lee et al., 2020).

It is recommended that internal brand communication be employed as a means of motivating
employee brand identification. Mass communication, as previous research suggests, is still a powerful
tool to communicate the corporate brand internally and should be applied by management. Personal
communication, including face-to-face interaction and written interpretation of the brand, should be
encouraged when the management conducts internal branding activities. Employees sharing their
thoughts and experience in the forms of reviews, posts, or essays about the university brand should be

promoted.

Summary Discussion and Conclusions

Summary

This study examines the relationship among internal branding, its dimensions, and employee
brand identification in the context of higher education in Western China, with a focus on SIT. The results
reveal that internal branding exerts a significant and positive influence on employee brand identification.
Intelligence stimulation and inspiration motivation of transformational brand leadership have insignificant
effects on employee brand identification while idealization influence and individual consideration can
exert a considerable positive influence on employee brand identification. Both mass communication and
personal communication have positive significant effects on employee brand identification.
Discussion and conclusions

This current study aims to investigate how internal branding creates employee brand
identification from the perspective of social identification theory in the context of higher education in
Western China. The overview effects of internal branding are measured from participants’ responses to
university brands including the sources of brand knowledge and information about brand management

activities. The path analysis results present that internal branding has positive impacts on employee
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brand identification, indicating that providing sufficient brand information to employees within universities
increases the possibilities of employee brand identification.

The path analysis test results also demonstrate that transformational brand leadership, one of
the dimensions of internal branding, exerts a reinforcing effect on employee brand identification. This
finding is consistent with the description of transformational brand leadership in organization
management in previous literature, suggesting that transformational brand leadership has the potential
to foster an organizational environment that satisfies the fundamental psychological needs of followers
for relatedness, competence, and autonomy (Morhart et al., 2009).

The relationship between employee brand identification and transformational brand leadership
was further investigated from its four sub-dimensions: intellectual stimulation, inspirational motivation,
idealized influence (charisma), and individual consideration. Our initial hypothesis posited that
transformational leaders’ behaviors of intellectual stimulation would encourage employees’ innovation in
brand interpretation and brand delivery, and that inspirational motivation would inspire employees’ pride
and active participation in branding. We further hypothesized that these behaviors would enhance
employees’ attachment to the brand and thereby intensify employee brand identification. However, the
empirical findings revealed that neither behavior exerted a significant influence on employee brand
identity.

However, the behaviors of idealized influence (charisma), and individual consideration are found
to significantly foster employee brand identification. It suggests that the action of individual consideration
aims to provide employees with knowledge about the brand and to intensify their cognition about the
brand by developing employees’ potential. Furthermore, the action of idealized influence intensifies
employees’ psychological attachment with the management, which may ignite their positive feelings
and confidence with the brand. These findings are consistent with the results of the research of Piehler
(2022), who affirm that employee brand identification has a cognitive component and an affective
component. From the perspective of SIT, brand identification is fostered based on individuals’ self-
categorization with a group when they have full knowledge about the brand and feel attached to the

brand.

According to our current study, we found an interesting result in terms of the inconsistent
phenomena by which intellectual stimulation and inspirational motivation, which are the sub-dimensions
of transformational brand leadership, did not have significant effects on employee brand identification.

This result suggests some factors relating to employees’ perceptions may mediate between the brand
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leadership style and brand identification. This finding implies that some practices employed by
transformational leaders, specifically intellectual stimulation and inspirational motivation, exert their
impact on employee brand identification only when they facilitate employees’ perception of the
consistency between individual values and brand values. This explanation is consistent with the study
of Lee et al. (2020), who found that brand-specific transformational leadership has positive effects on
brand identify with the mediation of fit between employee and job/group that instill the brand value

among employees.

Furthermore, path analysis results affirm that internal brand communication has impacts on
employee brand identification, suggesting that providing enough information to employees helps them
to recognize the distinctiveness of the university brand and form their brand identity. Further
investigation into the two sub-dimensions of internal brand communication, namely mass communication

and personal communication, also affirms this claim.

The testing results indicate that mass communication and personal communication positively
influence employee brand identification at a significant level. Judson et al. (2009) proposed that mass
communication is more of a top-down method that educates employees about brand values. These
findings align with previous literature that demonstrated the efficacy of internal brand communication in

providing employees knowledge about the corporate brand (Zhang et al., 2022).

Personal communication about corporate brands within an organization includes verbal and
written interaction among employees (Scott, 2007). Verbal communication refers to an exchange of
ideas face to face or in meetings while written interaction methods include employees writing critiques,
posts, or essays. Either verbal or written communication methods represent that employees are willing
to engage in the discourse of brand connotation, whether in the form of criticism or endorsement. These
actions reflect the employees’ recognition of being a member of the organization and their willingness

to participate in brand-building activities.

From the perspective of SIT, when employees are willing to participate in the brand
communication, they are sensitive to the distinctiveness of corporate brand; thus employee brand
identification is enhanced. This finding proves that alternative strategies may be more effective in making
the organizational identity more prominent, as recommended by Scott (2007), who calls for further

research on organizational communication from the perspective of SIT.
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Future Research Suggestions

The findings of this study may not be easily generalized in other research settings because this
study was conducted in the context of higher education in Western China, which has quite unique
characteristics. The degree of acceptance of internal brand building is different from that of the service
industry, and the brand building strategies and activities adopted are also different from those of the
service industry. Furthermore, employee brand identification is a complex behavior that may be affected
by external factors, such as employees’ personal identity or external perspectives. Thus, it is possible
that the measurement of employee brand identification in this study may not accurately reflect the
responses of the participants. Future research should be further conducted in the context of higher
education in China to reveal more behaviors related to internal branding and their underlying
mechanisms. Qualitative research methods, furthermore, are suggested to be applied in the future to

explore employees’ behaviors related to internal branding activities from the management.
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Abstract

Using structural equation modeling (SEM) analysis of 403 customers, this research aims to
analyze the repurchase intention of customers in Chinese jewelry and art enterprises based on the
theories of perceived value, perceived quality, and perceived cost. A theoretical model was developed
to investigate whether repurchase intention is influenced by functional, social, and emotional value
mediated by perceived quality and perceived cost. We analyzed data using SPSS and structural equation
modeling (SEM) to test the hypotheses. The results indicate that functional value (B = 0.313, p <
0.001), emotional value (B = 0.334, p < 0.001), and social value (B = 0.213, p < 0.001) significantly
impact customers’ repurchase intention, with emotional value demonstrating the strongest predictive
power. For practitioners, prioritizing emotional branding strategies may enhance customer loyalty more
effectively than focusing solely on social value. We discuss managerial implications and future research
directions. This study contributes to the growing literature on luxury consumption in emerging markets
by providing cultural-specific insights for the Chinese context, particularly highlighting the evolving

nature of consumer behavior in post-pandemic luxury markets.
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Introduction

The luxury goods market in China has experienced unprecedented growth over the past decade,
with the jewelry and art sectors representing significant components of this expansion. Due to
pre-pandemic market saturation, competition among jewelry and art firms intensified, while the COVID-
19 pandemic further accelerated digital transformation and changed consumer behavior patterns.
To survive, these companies simultaneously focus on maintaining existing customers and attracting new
ones because they believe that paying close attention to customers and their perception of the value
and quality of products and services will significantly help companies increase marketing revenue.

China's luxury jewelry market reached approximately $15.2 billion in 2023, representing
significant growth potential despite increased competition. This remarkable growth trajectory reflects not
only the increasing purchasing power of Chinese consumers but also their evolving preferences and
sophisticated understanding of luxury goods. The Chinese luxury market has become increasingly
complex, with consumers demonstrating nuanced decision-making processes that extend beyond
traditional status-driven motivations to include emotional connections, functional benefits, and social
signaling.

Given the intense market competition and the complexity of related consumer purchasing
behavior and decision-making, this paper aims to empirically reveal how consumers' perceived value
and perceived cost of purchased jewelry or art impact their repurchase intention through perceived
quality. At the same time, this paper aims to provide a set of relatively reasonable and practical
operation and management recommendations for related companies in this industry.

The research questions guiding this study are: (1) How do perceived quality and perceived cost
influence repurchase intentions in the Chinese luxury goods market? (2) What are the mediating roles
of functional, social, and emotional value in this relationship? (3) Which value dimension has the
strongest impact on repurchase intentions among Chinese consumers?

Understanding these relationships is crucial for several reasons. First, the Chinese luxury market
exhibits unique cultural characteristics that may influence consumer behavior differently than Western
markets. The concept of "mianz" (face) and social hierarchy plays a significant role in luxury consumption
decisions, yet recent studies suggest that younger Chinese consumers may be shifting toward more
individualistic consumption patterns. Second, the post-pandemic era has fundamentally altered

consumer priorities, with increased emphasis on emotional well-being, authentic experiences, and
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value—for-money considerations. Third, the digital transformation of retail has created new touchpoints

and experiences that influence how consumers perceive quality, cost, and value.

This study contributes to the existing literature in several important ways. Theoretically, it
extends the perceived value framework by examining its applicability in the Chinese cultural context,
particularly for high-involvement products such as jewelry and art. Practically, it provides actionable
insights for luxury brands operating in China, helping them understand which value dimensions are most
critical for driving customer loyalty and repurchase behavior. Methodologically, it employs rigorous
structural equation modeling techniques to test complex mediation relationships, providing robust

empirical evidence for the proposed theoretical framework.

Literature Review

Perceived quality

Perceived quality represents one of the most fundamental constructs in consumer behavior
research, particularly in the context of luxury goods consumption. Pappu et al. (2005) pointed out that
perceived quality does not reflect the actual quality of products or services but consumers’ psychological
judgment of the overall quality. This distinction is crucial because it emphasizes the subjective nature of
quality assessment and the role of consumer cognition in forming quality perceptions.

As explained by Aaker (1996), perceived quality, as one of the many critical dimensions to
measure a company’s marketing performance, not only affects a company’s financial revenue but also
directly affects the formulation of a company’s strategic position. Therefore, it is of practical significance
to improve the company’s understanding of consumers’ perceived quality. Recent studies by Wang et
al. (2022) in the Chinese luxury market context have further validated that perceived quality serves as
a critical antecedent to consumer loyalty, notably in those high-involvement product categories, jewelry
and art.

According to Aaker's conceptualization, perceived quality is an intangible feeling and recognition
given to consumers by a brand. Perceived quality is usually reflected based on the impact of essential
and key factors such as product reliability, performance, and brand influence on consumer cognition. Its
advantage is that these factors can be used to distinguish and measure perceived quality. However,
perceived quality is also a consumer’s overall cognition of a product or service. When consumers’

cognition of the relationship between brand and product quality precedes product features or product
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quality, consumers are more likely to be affected by the degree of quality cognition because relatively
comprehensive product or service information can reduce the risk of distrust between companies and
consumers to a large extent.

Contemporary research by Yang et al. (2023) demonstrated that in post—pandemic consumer
behavior, quality perception has become even more critical as consumers prioritize value-for-money
and long-term satisfaction over impulse purchases. This shift reflects a more mature and discerning
consumer base that carefully evaluates quality attributes before making purchase decisions. In the
Chinese context, quality perception is further complicated by cultural factors such as the importance of
craftsmanship, heritage, and authenticity, which are particularly valued in luxury jewelry and art

purchases.

Perceived cost

The concept of perceived cost extends beyond simple monetary considerations to encompass
the total sacrifice that consumers perceive when acquiring products or services. Zeithaml (1988) pointed
out that all costs imposed on consumers by production or service enterprises, whether in monetary form
or non-monetary form, should be regarded as perceived costs, which have a particular impact on
perceived quality and perceived internal and external characteristics of products and services. Evidence
shows that, compared with absolute cost, perceived cost plays a crucial role in individual investment
judgment and decision-making.

Zhan and He (2012) found that in the Chinese luxury market, perceived cost encompasses not
only monetary expenditure but also psychological costs related to social acceptance and cultural
appropriateness. This multidimensional view of cost is particularly relevant in the Chinese context, where
luxury consumption often involves complex social considerations and the need to balance personal
desires with cultural expectations.

In the context of Chinese luxury consumption, perceived cost also includes opportunity costs,
social costs, and psychological costs. Opportunity costs relate to alternative uses of financial resources,
social costs involve the potential for social judgment or acceptance, and psychological costs encompass
the emotional effort required to make luxury purchase decisions. Understanding these multifaceted cost
perceptions is crucial for luxury brands seeking to optimize their value propositions for Chinese

consumers.
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Perceived value

For consumers, value is closely related to their experience in buying and using products and the
accumulation of related product knowledge. Therefore, consumers' perceived value is a description of
how consumers weigh perceived benefits and disadvantages. Building on Sheth (1991) consumption
values theory, which identifies five key consumption values (functional, social, emotional, epistemic, and
conditional), this study focuses on the three most relevant dimensions for luxury goods: functional, social,

and emotional value.

Based on this concept, Sweeney and Soutar (2001) divided consumer perceived value into three
dimensions: emotional, social, and functional. Holbrook (2006) experiential value framework further
enriches our understanding by emphasizing that emotional and social dimensions are particularly
important in luxury consumption contexts. This multidimensional approach to value perception provides
a more nuanced understanding of how consumers evaluate luxury goods and make repurchase

decisions.

Functional value

Functional value is one of the most important values, which consists of two critical determinants
of functional quality and price value. In the context of luxury jewelry and art, functional value
encompasses not only the basic utility of the product but also its investment potential, durability, and
versatility. Chinese consumers, particularly those with higher education and income levels, increasingly
consider the long-term functional benefits of luxury purchases, including their potential for appreciation,

inheritance value, and practical utility in various social and professional contexts.

Social value

In the Chinese cultural context, social value takes on particular significance due to the concept
of "mianzi" (face) and social hierarchy. Research by Chen and Kim (2013) demonstrated that luxury
consumption in China is heavily influenced by social signaling and status demonstration, making social
value a critical component of purchase decisions. The social value of luxury jewelry and art in China
extends beyond simple status signaling to include cultural preservation, artistic appreciation, and social

responsibility.
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Emotional value

Contemporary research by Kim and Sullivan (2019) revealed that emotional value has become
increasingly important in luxury consumption, particularly as consumers seek authentic experiences and
emotional connections with brands. In the context of luxury jewelry and art, emotional value
encompasses the aesthetic pleasure, personal meaning, emotional memories, and psychological
satisfaction that consumers derive from their purchases. Chinese consumers, particularly in younger
demographics, increasingly prioritize emotional connections with brands and products over traditional

status considerations, making emotional value a critical driver of repurchase intentions.

Research Objectives

This study aims to explore the influence of perceived quality and perceived cost on customers’
repurchase intentions within the Chinese jewelry and art market. Additionally, it seeks to examine the
mediating roles of functional value, social value, and emotional value in this relationship. By developing
a theoretical model that integrates the dimensions of perceived quality, perceived cost, and perceived
value, the study aspires to offer insights into customer repurchase behavior.

The findings are intended to provide actionable recommendations for jewelry and art enterprises
in China to improve customer retention and loyalty through strategic optimization of quality, cost
structures, and value propositions. This research contributes to the growing body of literature on luxury
consumption in emerging markets and provides cultural-specific insights for the Chinese context.

Specifically, this study seeks to achieve the following objectives: (1) To empirically test the
relationships between perceived quality, perceived cost, and the three dimensions of perceived value
(functional, social, and emotional) in the Chinese luxury market context; (2) To examine the mediating
effects of perceived value dimensions on the relationship between quality/cost perceptions and
repurchase intentions; (3) To identify which value dimension has the strongest impact on repurchase
intentions among Chinese luxury consumers; and (4) To provide practical recommendations for luxury

brands operating in China based on the empirical findings.
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Hypothesis and Theoretical Model
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Figure 1 Theoretical Model
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Source: Adapted from Peng and Chen (2019) and Sweeney and Soutar (2001)

As shown in Figure 1, based on the research results of Peng and Chen (2019) and grounded in

perceived value theory, this study establishes a theoretical research model with perceived quality and

perceived cost as independent variables; functional value, social value, and emotional value as

mediating variables; and repurchasing intention as the dependent variable. The mediating logic is based

on the premise that perceived quality and cost influence repurchase intentions indirectly through their

effects on different value dimensions, which then directly impact

repurchase behavior.

The theoretical foundation for this model draws from several established theories in consumer

behavior and marketing literature. The perceived value theory provides the overarching framework for

understanding how consumers evaluate products and services. The theory of planned behavior supports

the relationship between value perceptions and behavioral intentions. Social identity theory explains the

importance of social value in luxury consumption, particularly in collectivistic cultures such as China.

In addition, the model posits the following nine research hypotheses:

H1: Perceived quality will significantly affect functional value;

H2: Perceived quality will significantly affect social value;

H3: Perceived quality will significantly affect emotional value;
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H4: Perceived cost will significantly affect functional value;

H5: Perceived cost will significantly affect social value;

HB: Perceived cost will significantly affect emotional value;

H7: Functional value will significantly affect repurchasing intention;

H8: social value will significantly affect repurchasing intention;

H9: Emotional value will significantly influence repurchasing intention.

Specifically, consumers’ quality perception and cost perception of jewelry and art will affect
their behavior in terms of product repurchasing intention through the change of perceived value. The
hypotheses are grounded in established theoretical frameworks and empirical evidence from previous
studies in luxury consumption and consumer behavior.

The rationale for H1-H3 is based on the quality—value relationship established in marketing
literature, which suggests that higher perceived quality leads to enhanced perceptions of functional,
social, and emotional benefits. The rationale for H4-H6 draws from price—quality theory and the concept
of price as a quality cue, suggesting that higher perceived costs may actually enhance value perceptions
in luxury contexts. The rationale for H7-H9 is grounded in the theory of planned behavior and value—

attitude—behavior models, which propose that value perceptions directly influence behavioral intentions.

Research Methodology

Research design

This research employs a quantitative, cross—sectional design, utilizing structural equation
modeling (SEM) to test hypotheses derived from perceived value theory. The study design follows
a positivist paradigm, seeking to establish causal relationships between constructs through statistical
analysis. The cross-sectional approach was chosen to capture consumer perceptions and intentions at
a specific point in time, providing a snapshot of the current state of the Chinese luxury jewelry and art
market.

The research design incorporates several methodological considerations to ensure validity and
reliability. First, the study employs established measurement scales that have been validated in previous
research and adapted for the Chinese cultural context. Second, the sampling strategy ensures
representativeness across different demographic segments and purchasing experience levels. Third, the
analytical approach follows best practices in structural equation modeling, including assessment of

measurement model validity before testing the structural model.
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Research scope

This study focuses on the Chinese jewelry and art market, specifically targeting customers
engaged with high-value products, including gemstones, jade, and cultural artworks. The research is
based on a sample of 403 customers, all of whom have prior purchasing experience in this industry,
recruited through partnerships with the Liconing Jewelry and Jade Jewelry Industry Association and
Fushun Suxin Jewelry and Art Co., Ltd.

The sampling approach employed stratified random sampling to ensure representativeness
across different demographic segments and purchasing experience levels. The study incorporates key
variables such as perceived quality, perceived cost, functional value, social value, emotional value, and
repurchase intention, while acknowledging the limitations imposed by the exclusion of factors such as
brand loyalty and cultural differences. Control variables including age, income, and education level were
also collected to account for potential confounding effects.

The geographic scope of the study is primarily focused on the Liconing province, which
represents a significant market for luxury goods in northeastern China. This region was selected due to
its economic development, cultural diversity, and accessibility through industry partnerships. While this
geographic focus may limit generalizability to other regions of China, it provides depth and cultural

specificity that enhances the validity of findings within this context.

Variable measurement

All constructs were measured using established scales adapted for the Chinese context. Data
collection involved the development of a structured questionnaire based on established scales, followed
by pre-testing with experienced customers. The questionnaire was developed through a rigorous
process that included literature review, expert consultation, and pilot testing to ensure content validity
and cultural appropriateness.

Perceived quality was measured using a 5-item scale adapted from Aaker (1996), focusing on
overall quality perception, reliability, durability, and performance relative to expectations. The scale
items were: (1) "The overall quality of this jewelry/art piece is excellent," (2) "This product is very
reliable," (3) "This product is very durable," (4) "This product performs better than | expected," and (5)
"The quality of this product is superior to competing products.”

Perceived cost was measured using a 4-item scale from Zeithaml (1988), encompassing

monetary and non-monetary costs. The scale items included: (1) "The price of this product is reasonable,"
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(2) "This product offers value for money," (3) "The time and effort required to purchase this product is

acceptable," and (4) "The overall cost of acquiring this product is fair."

The three value dimensions were measured using scales from Sweeney and Soutar (2001),
with each dimension captured through multiple items. Functional value was measured with items such
as "This product has consistent quality" and "This product is well made." Social value was assessed
through items such as "This product helps me feel acceptable to others" and "This product improves the
way | am perceived." Emotional value was captured with items including "This product makes me feel

good" and "This product gives me pleasure."

Repurchase intention was measured using a 4-item scale from Oliver (1999), focusing on
likelihood of future purchases, recommendation intentions, and loyalty behaviors. All items were
measured on a 5-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree), providing

sufficient variance for statistical analysis while maintaining ease of response for participants.

Sample and data collection

The target population comprised customers who had purchased jewelry or art products in China
within the past two years. The sampling frame was developed through partnerships with industry
associations to ensure access to experienced customers. A random sample of 403 valid responses was
gathered, and data analysis was conducted using SPSS for reliability and validity checks, along with
AMOS for SEM path analysis.

The sample size was determined using GPower analysis, indicating that 403 responses provide
adequate statistical power (>0.80) for detecting medium effect sizes. This sample size exceeds the
minimum requirements for structural equation modeling and provides sufficient power for detecting the

hypothesized relationships while accounting for potential missing data and outliers.

Data collection was conducted over a three—-month period from March to May 2023, using both
online and offline methods to maximize response rates and ensure representativeness. Online surveys
were distributed through industry association networks and social media platforms, while offline surveys

were conducted at jewelry stores and art galleries with the assistance of industry partners.
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Analytical techniques

Descriptive and inferential statistics were employed to explore gender differences and variable
relationships. Following Anderson and Gerbing’s (1988) two-step approach, we first conducted
confirmatory factor analysis (CFA) to assess the measurement model, followed by structural equation
modeling to test the hypothesized relationships.

Additionally, as recommended by Hayes (2018), we employed the PROCESS macro to conduct
formal mediation analysis and examine indirect effects. This approach provides robust testing of the
mediating relationships proposed in the theoretical model and allows for examination of specific indirect
pathways from independent variables to the dependent variable through the mediating variables.

Ethical considerations were upheld throughout, ensuring voluntary participation, anonymity, and
data integrity. The study received approval from the Liaoning Vocational University of Technology review
board, and all participants provided informed consent. Data confidentiality was maintained through
secure storage and analysis procedures, and participants were informed of their right to withdraw from

the study at any time without penalty.

Research Results

Data collection process

A questionnaire survey was used to collect data in this study. Several indicators were used to
measure each factor, and the results were adapted based on the aforementioned relevant literature in
order to ensure the validity and stability of the questionnaire content. After the questionnaire was
compiled, with the support and assistance of Fushun Suxin Jewelry and Art Co., Ltd., the research team
invited 40 customers with rich experience in jewelry and art appreciation and procurement to conduct
a pre-test.

According to the pre-test results, the researchers modified some indicators to improve the
accuracy and clarity of the questionnaire. The pre-test revealed several areas for improvement,
including clarification of technical terms, simplification of complex questions, and adjustment of scale
anchors to better reflect Chinese cultural contexts. These modifications enhanced the face validity and

cultural appropriateness of the instrument.
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Then with the assistance of the Liaoning Jewelry and Jade Jewelry Industry Association and
Fushun Suxin Jewelry and Art Co., Ltd., the research team randomly invited relevant customers to fill
in the questionnaire according to their purchasing experience. After excluding the questionnaires with
missing and abnormal values, 403 valid questionnaires were collected for subsequent data analysis.
The response rate was approximately 78%, which is considered excellent for this type of consumer

research.

Sample characteristics

The demographic profile of the 403 respondents reveals a relatively balanced gender
distribution, with males comprising 47.6% (n = 192) and females 52.4% (n = 211) of the sample. The
average age of participants was 32 years (median = 28), with the largest age group being 31-35
years (21.3%). This age distribution reflects the target demographic for luxury jewelry and art purchases
in China, capturing both younger consumers with emerging purchasing power and more established
consumers with significant disposable income.

Educational attainment was high, with an average of 15 years of education (median = 16), and
the majority holding undergraduate degrees (59.3%). This high level of education is consistent with the
profile of luxury consumers in China, who typically possess higher educational levels and greater cultural
sophistication. In terms of employment, full-time students represented the largest occupational category
(22.1%), followed by professionals and managers, reflecting the diverse economic backgrounds of luxury
consumers.

The average monthly income was 5,459 Yuan (median = 6,000), with the most common
income bracket being 5,000-8,999 Yuan (37.2%). Average monthly expenditure on luxury goods was
498 Yuan (median = 4,000), with the most frequent spending range being 1,000-2,999 Yuan (34.7%).
These figures indicate that participants represent a middle to upper-middle—class demographic with
significant discretionary spending capacity.

The primary source of income for most participants was employment (66.5%), and smartphones
were the dominant channel for product information (67%). This finding highlights the importance of
digital channels in luxury marketing and the need for brands to optimize their mobile presence and

social media strategies.
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Table 1 Sample Demographics (N = 403)

Basic Basic
Descriptive statistics Descriptive statistics
Information information
Gender Male: 192 (47.6%) Age Mean: 32 Median: 28 Mode:
Female: 211 (52.4%) (years) 31-35 (21.3%) Standard
variance: 10
Educational Mean: 15 Median: 16 Mode Job Title Mode: Full-time student (22.1%)
background | (Mode): Undergraduate (59.3%)
(years) Standard variance: 2
Average Mean: 5,459 Median: 6,000 Average monthly Mean: 498 Median: 4000
monthly Mode: 5,000-8,999 (37.2%) cost (Yuan) Mode: 1000-2999(34.7%)
income (Yuan) Standard variance: 3,290 Standard variance: 2426
Sources of Mode: Job (66.5%) Primary source of Mode: Smartphone (67%)
income product
information

Source: Analyzed and concluded by the author

Measurement model assessment

Prior to testing the structural model, we conducted confirmatory factor analysis (CFA) to assess
the measurement model’s validity and reliability. In the first step, SPSS 23 was used for principal
component analysis to check whether the load structure of each index was clear. Before the principal
component analysis, the KMO value of the correlation matrix and the Bartlett’s test of sphericity value
were first examined.

The results show that the KMO value is 0.956, and the Bartlett’s test of sphericity yielded a
Chi-square value of X2=10,366.03, which was statistically significant at p < 0.001 , indicating that the
questionnaire’s principal component analysis is appropriate. After the variance maximization method
rotates, the factor load matrix shows that six factors are extracted, and 77.126% of the variance is
explained. This high level of explained variance indicates that the measurement model adequately

captures the underlying constructs.
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The CFA results demonstrated acceptable model fit indices: X?/df = 2.14, CFI = 0.94, TLI =

0.93, RMSEA = 0.06, SRMR = 0.05. All factor loadings exceeded 0.70, indicating adequate convergent

validity. Composite reliability values ranged from 0.89 to 0.94, exceeding the recommended threshold

of 0.70. Average variance extracted (AVE) values ranged from 0.67 to 0.79, surpassing the 0.50

criterion. Discriminant validity was established as the square root of AVE for each construct exceeded

its correlations with other constructs.

Table 2 Reliability, Validity, and Descriptive Statistics

Factor | Eigenvalues | Cronbach Standard
Variables Mean Skewness | Kurtosis
Loading | (Variance%) Alpha Deviation
Perceived 0.79 13.58(43.79%) | 0.94 2.66 | 1.00 0.42 -0.21
Cost (PC)
Perceived 0.79 2.79 (9.00%) | 0.92 292 095 0.15 -0.36
Quality (PQ)
Functional 0.79 2.51(8.08%) |0.93 2.62 |1.08 0.32 -0.48
Value (FV)
Emotional 0.80 1.90 (6.12%) 0.91 2.67 |0.95 0.43 0.01
Value (EV)
Repurchasing | 0.80 1.76 (5.66%) | 0.92 2.86 | 0.96 0.24 -0.32
Intention (RPI)
Social Value | 0.88 1.39 (4.47%) 0.92 3.23 | 0.86 0.14 0.01
(SV)

Source: Analyzed and concluded by the author

Meanwhile, it can be seen from Table 2 that Cronbach's Alpha values of each variable included

in the model are all greater than 0.8, which indicates that the questionnaire has good reliability.

Moreover, the kurtosis and skewness of indicators contained in each variable in the model are within

the range required by structural equation analysis, which effectively proves the feasibility of subsequent

verification of model assumptions by structural equation modeling.
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Gender differences analysis

To compare gender differences in customers’ perceptions of jewelry and artwork repurchase
intention and influencing variables, this study adopts the independent sample t-test method for
comparative analysis. For male customers and female customers, except for perceived cost and
functional value, the comparison of the sample mean of other variables is not significant; that is, there
is no significant difference between male customers and female customers in perceived quality of
products, social value and emotional value brought by products, as well as product repurchase intention.

Table 3 Gender Differences Analysis

Sample Standard T- Sig.
Variables Gender Mean
size variance value (both sides)
Perceived quality Male 192 3.0148 0.77 0.52 0.61

Female 21 2.9755 0.75

Perceived cost Male 192 2.7517 0.88 1.94 0.05

Female 21 2.5853 0.84

Functional value Male 192 2.7552 0.94 1.94 0.05

Female 21 2.5810 0.87

Social value Male 192 3.0924 0.86 0.56 0.58

Female 21 3.0462 0.79

Emotional value Male 192 2.7177 0.87 1.19 0.23

Female 21 2.6199 0.78

Repurchasing intention Male 192 2.9396 0.78 1.92 0.06

Female 21 2.7943 0.74

*p < 0.05
Source: Analyzed and concluded by the author

The gender differences analysis reveals interesting patterns in luxury consumption behavior. The
significant differences in perceived cost and functional value suggest that male consumers may place
greater emphasis on cost-benefit analysis and functional attributes when evaluating luxury jewelry and

art. This finding aligns with previous research suggesting that male consumers tend to be more analytical
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in their luxury purchase decisions, while female consumers may be more influenced by emotional and

aesthetic factors.

Correlation analysis

The Pearson correlation coefficient in the simple linear correlation analysis reveals the correlation
between the variables in the study model. Bold numbers indicate that the correlation variables have
suitable effect sizes while statistically significant at levels 0.05 and below. Simple linear correlation
analysis also revealed perceived quality, perceived cost, and repurchasing intention, and there is a
significant correlation between emotional value and social value.

Table 4 Correlation Matrix

Variables

EDU INC SOU | EXP ICH PQ PC FV SV EV
(indicators)

Income (INC) 0.35

*% *%

Revenue source | 0.16 0.62

(SOU)

% *% *

Expenses (EXP) | 0.25 0.69 | 0.44

Information 0.04 0.05 0.09 0.00
channel (ICH)

Perceived -0.01 -0.01 | 0.04 | -0.03 | 0.10
quality (PQ)

Perceived cost 0.06 0.06 | 0.03 | 0.05 0.01 | 0.52™
(PC)

Functional value | -0.03 | 0.00 | 0.02 | 0.00 | 0.10 | 0.47™ | 0.60™
(FV)

Social value 0.06 0.03 | 0.07 | -0.06 | -0.03 | 0.37" | 0.39"" | 0.26"
(SV) "

*%

Emotional value | 0.04 0.07 | 0.04 | 0.07 | -0.01 | 0.37 | 0.54 0.59" | 0.40"
(E\/) * *
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Variables

EDU INC | SOU | EXP | ICH PQ PC FV | SV | EV
(indicators)
Repurchasing 0.00 | 0.00 |-0.01| -0.03 | 0.00 | 0.49” | 0.56" | 0.54" | 0.37" | 0.54

intention (RPI)

**Bold values indicate significant correlations at p < 0.071;

Source: Analyzed and concluded by the author

The correlation analysis reveals several important relationships. The strong positive correlation

between perceived cost and functional value (r = 0.60) suggests that higher costs are associated with

enhanced functional value perceptions, supporting the price—quality heuristic in luxury consumption. The

moderate correlations between all value dimensions and repurchase intention provide preliminary

support for the hypothesized relationships.

Structural model and hypothesis testing

AMOS 23 was used for path analysis to test theoretical model hypotheses. Additionally, Hayes’

PROCESS macro was employed to conduct formal mediation analysis. The path analysis results in the

theoretical model show that all paths contained in the research model and related research hypotheses

are supported.

Table 5 Structural Model Results

Paths Path P- Effect Support
Coefficient value Size

Functional Value <— Perceived Quality 0.308%*** <0.001 | 0.227 M Supported

Social Value «— Perceived Quality 0.256*** <0.001 | 0.248 M Supported

Emotional Value «— Perceived Quality 0.124* <0.05 0.118 M Supported

Functional Value <— Perceived Cost 0.568%*** <0.001 | 0.531L Supported

Social Value <— Perceived Cost 0.246*** <0.001 | 0.302 M Supported

Emotional Value «<— Perceived Cost 0.449*** <0.001 |0.538 L Supported

Repurchasing Intention «— Functional 0.313%** <0.001 | 0.37M Supported

Value

Repurchasing Intention «— Social Value 0.213*** <0.001 |0.192 M Supported
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Value

Paths Path P- Effect Support
Coefficient value Size
Repurchasing Intention «— Emotional 0.334%** <0.001 | 0.307 M Supported

*p < 0.05; **p < 0.01; ***p < 0.001Effect sizes: S (small) <0.1; M (medium) 0.1-0.5; L (large) =0.5

Source: Analyzed and concluded by the author

Model fit assessment

The model fitting indices demonstrate excellent overall fit. Except for RMR and AGFI, which are

slightly higher and lower than the recommended values, respectively, the actual values of the other

relevant fitting indexes are better than the recommended values, and the exact values of RMSEA show

that the theoretical model has an excellent fitting degree.

Table 6 Model Fit Indices

Fit Index Recommended Value | Actual Value | Interpretation
Normed chi-square (X%df) | <3 1.65 Excellent fit
RMR <0.05 0.06 Acceptable fit
GFl >0.9 0.90 Good fit

AGFI >0.9 0.88 Marginal fit

NF| >0.9 0.93 Good fit

IFI >0.9 0.97 Excellent fit

CFI >0.9 0.97 Excellent fit
RMSEA <0.08 0.04 Excellent fit

Source: Analyzed and concluded by the author

The R2? values of endogenous variables, emotional value, social value, functional value, and

repurchasing intention were 0.375, 0.237, 0.469, and 0.443, respectively. These values indicate that

the model explains substantial variance in the dependent variables, with functional value and repurchase

intention showing particularly strong explanatory power.
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Mediation analysis

Using Hayes' PROCESS macro, we conducted formal mediation analysis to examine the indirect
effects of perceived quality and perceived cost on repurchase intention through the three value
dimensions. The results revealed significant indirect effects for all pathways: perceived quality —>
functional value — repurchase intention (B = 0.096, 95% CI [0.052, 0.147]); perceived quality —
emotional value — repurchase intention (B = 0.041, 95% CI [0.008, 0.082]); perceived quality —>
social value — repurchase intention (B = 0.055, 95% CI [0.021, 0.095]).

Similarly, perceived cost showed significant indirect effects through all three value dimensions,
with the strongest mediation occurring through functional value (B = 0.178, 95% Cl [0.124, 0.238]).
These findings provide strong support for the mediating role of perceived value dimensions in the

relationship between quality/cost perceptions and repurchase intentions.

Discussion

Based on the research results, the data support all the research hypotheses in the original
theoretical model. Specifically, perceived quality significantly positively affects functional and social
values, and the effect size is moderate. This indicates that customers’ perception of product quality can
dramatically improve their cognition of product function and social value. This aligns with Zeithaml’s
(1988) conclusion that quality perception positively correlates with functional value.

At the same time, the medium effect size of social value indicates that perceived quality not
only affects customers’ perception of product function but also extends to its value representation at the
social level, which may be related to the characteristics of high—quality products as social status symbols.
However, although the influence path of perceived quality on emotional value is significant, the effect
size is small, indicating that the direct influence of perceived quality on emotional value is limited.

This finding suggests that although improving product quality perception can enhance customers’
emotional value to a certain extent, its mechanism may need further development through other
mediating variables. This is particularly interesting in the Chinese cultural context, where emotional
connections with luxury brands may be more influenced by brand heritage, storytelling, and experiential
factors rather than purely functional quality attributes.

Compared with perceived quality, perceived cost positively impacts functional and emotional

value, and the effect size is more significant. This indicates that customers’ perception of product cost
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affects their cognition of product function and emotional value to a large extent, which is consistent with
Thaler’s (1980) theory that customers are more inclined to think that high cost corresponds to high
function and emotional value when weighing cost and benefit.

At the same time, the impact path of perceived cost on social value also has a significant positive
relationship, and the effect size is moderate, indicating that perceived cost enhances customers’
cognition of the social value of products to a certain extent, which may reflect the recognition and
symbolic significance of high-cost products at the social level. This finding supports the notion that in
Chinese luxury consumption, higher prices often signal higher status and social prestige, aligning with
the cultural concept of "mianzi" (face).

In addition, functional, social, and emotional values significantly positively affect repurchasing
intention, and the effect size is medium. These results indicate that customers’ cognition of product
function and social and emotional value can dramatically enhance their repurchasing intention. Among
them, the effect size of emotional value on repurchasing intention is slightly higher than that of functional
value and social value, indicating that emotional factors play a relatively important role in customer
repurchasing decisions.

This finding suggests that in the post-pandemic era, Chinese consumers are increasingly seeking
emotional connections and authentic experiences with luxury brands, moving beyond purely functional
or status—driven motivations. Interestingly, while social value showed statistical significance in predicting
repurchase intention, its effect size was the smallest among the three value dimensions. This finding
contradicts some previous research suggesting that social value is paramount in Chinese luxury
consumption.

This paradox may be explained by generational differences in our sample, where younger
consumers (average age 32) may be less influenced by traditional social signaling and more focused on
personal satisfaction and emotional fulfillment. To sum up, this study verifies that perceived quality and
perceived cost significantly affect customers’ repurchasing intention by improving functional value, social

value, and emotional value.
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Theoretical and Practical Implications
Theoretical implications

This study makes several important theoretical contributions to the literature on consumer
behavior and perceived value theory. First, this study enriches the theory of perceived value by verifying
the influence mechanism of perceived quality and perceived cost on repurchase intention through
functional, social, and emotional value dimensions. The findings extend Sweeney and Soutar’s (2001)
perceived value framework by demonstrating its applicability in the Chinese luxury market context.

Second, the study contributes to the growing literature on luxury consumption in emerging
markets by providing cultural-specific insights. The finding that emotional value has the strongest impact
on repurchase intentions challenges some Western—centric theories that emphasize social signaling as
the primary driver of luxury consumption. This reveals the key role of emotional value in customer
repurchase decisions, suggesting that Chinese consumers are increasingly seeking authentic emotional
connections with brands.

Third, the mediation analysis provides empirical support for the theoretical proposition that
perceived quality and cost influence repurchase behavior indirectly through value perceptions. This
finding advances our understanding of the psychological mechanisms underlying consumer decision-
making in luxury markets and supports the multidimensional nature of perceived value as a mediating

construct.

Practical implications
The findings offer several actionable insights for jewelry and art enterprises operating in the
Chinese market:

1. Prioritize Emotional Branding Strategies: Given that emotional value demonstrated the
strongest predictive power for repurchase intentions, companies should invest heavily in creating
emotional connections with customers. This can be achieved through storytelling, brand heritage
communication, personalized experiences, and emotional advertising campaigns that resonate with
Chinese cultural values and aspirations.

2. Optimize Quality—Cost Perception Balance: The strong effects of both perceived quality and
cost on value dimensions suggest that companies need to carefully manage the quality—price
relationship. Rather than competing solely on price, firms should focus on communicating the superior

quality and craftsmanship of their products to justify premium pricing.
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3. Develop Multi-Dimensional Value Propositions: Since all three value dimensions significantly
influence repurchase intentions, companies should develop comprehensive value propositions that
address functional, social, and emotional benefits. This holistic approach can create stronger
customer relationships and higher repurchase likelihood.

4. Implement Customer Experience Management: The importance of emotional value suggests
that companies should invest in comprehensive customer experience management programs. This
includes training staff to create emotional connections, designing immersive retail environments, and

developing post-purchase engagement strategies.

Conclusion

Through path analysis and mediation testing, this study verified the influence mechanism of
perceived quality and perceived cost on perceived value and repurchasing intention. Using structural
equation modeling analysis of 403 Chinese customers, it was found that perceived quality and perceived
cost significantly promote customers’ repurchase intention by improving functional, social, and emotional
value.

The study reveals that emotional value (B = 0.334, p < 0.001) had the strongest impact on
repurchase intentions, followed by functional value (B = 0.313, p < 0.001) and social value (B =0.213,
p < 0.001). This result enriches the perceived value theory’s research content and provides empirical
support and management enlightenment for jewelry and art enterprises to formulate effective marketing
strategies.

The findings do challenge some conventional wisdom about Chinese luxury consumption by
demonstrating that emotional connections may be more important than social signaling for repurchase
behavior. This suggests a shift in Chinese consumer behavior toward more individualistic and

experience-oriented consumption patterns, particularly among younger demographics.

Limitations and Future Research

Although this study has achieved meaningful results, several limitations should be
acknowledged. First, this study relies on questionnaires, which may lead to subjective bias and
inaccurate answers. Second, this study is mainly based on Western business theories and does not fully

consider the cultural background differences in the Chinese market. Third, the model did not include
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other variables affecting repurchasing intention, such as brand loyalty, customer satisfaction, and market
competition factors.

Future research should adopt longitudinal research methods to reveal the causal relationship
between variables and provide more solid empirical support for theory development. This research
model should be validated under different cultural backgrounds and market environments to improve its
universality and external validity. Future research should introduce variables such as brand loyalty,
customer satisfaction, trust, and market competition factors to further explore the impact mechanism of

perceived value on repurchasing intention.
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Abstract

This study explored the effect of learning environment, social support, and professional commitment
on the learning engagement of nursing undergraduates through quantitative research using a questionnaire,
analyzing data from 623 nursing undergraduates at three medical universities in Guangxi, China. The average
learning engagement of these nursing students was found to be 3.26 out of 5. After the reliability and validity
tests, structural equation modeling results indicated that the learning environment had a significant positive
effect on learning engagement (B = 0.266, p < 0.001); social support had a significant positive effect on
learning engagement (B = 0.359, p < 0.001) and professional commitment (B = 0.540, p < 0.001); and
professional commitment had a significantly positive effect on learning engagement (B = 0.421, p < 0.0071).
Professional commitment was found to have a significant and partial mediating effect on the relationship
between social support and learning engagement. These findings suggest that the learning engagement of
nursing students should be improved, and universities and nursing educators should provide a high—quality
learning environment and increased social support to enhance nursing students' professional commitment,

thereby promoting their learning engagement.
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Introduction

With the progress and development of society, a new medical and nursing model has been
formed, and the modern nursing view has raised higher requirements for the quality, knowledge, and
ability of nurses. Hence, improving the quality, knowledge, and abilities of nurses, as well as reducing
the turnover rate, are topics that researchers worldwide actively explore (Halcomb et al., 2021; Ren et
al., 2024).

Recently, changing majors has become a hot issue among Chinese universities. A survey of
Chinese universities showed that 42.1 percent of students are not satisfied with their major, and 65.5
percent would choose another major if given the chance (Wu & Lian, 2005). This would suggest that
some university students’ professional goals remain uncertain. From nursing students to nurses is
a continuous process; each stage is inseparable, and the understanding and evaluation of the nursing
profession at each stage will affect their commitment to the nursing profession (Oermann et al., 2024).

The learning engagement of 541 undergraduate nursing students in Henan province was found
to be at a medium level of 2.88 (Gao et al., 2017), lower than the average of college students of 3.65
(Wang & Zhang, 2024). Although Cui (2015) investigated the overall situation of social support among
college students in Guangxi, and the results showed that it was at an upper-middle level of 3.75, there
is no relevant research literature on the learning engagement of nursing undergraduate students at
medical universities in Guangxi province, China. And it is unclear whether learning environment, social
support, and professional commitment would have any effect on the learning engagement of these

nursing undergraduate students.

Research Objectives

Therefore, there are two objectives of this paper. The first is to investigate the current learning
engagement level of nursing undergraduates at medical universities in Guangxi, China. The second is
to study the effect of learning environment, social support, and professional commitment on the learning

engagement of nursing undergraduates.

17 45 iUl 3 WeU NINHIAN - fileeu 2568 53




Rongyao Wei and Li Li

Literature Review

Learning environment (LEnv)

Yu et al. (2013) proposed that the LEnv should include six dimensions—curriculum learning,
teacher-student relationship, classmate relationship, learning atmosphere, institutional environment, and
project and practice—which comprehensively affect students’ learning progress and results. Rich
internship opportunities and high—quality projects are essential to enhance the practical ability of nursing
students (Hakvoort et al., 2022)

Social support (SS)

Xiao (1994) concluded that SS should include three aspects: first, objective, actual, or visible
support; second, subjective, empirical, or emotional support; and third, the individual’s use of social

support.

In recent years, the SS system of medical students has been studied. Findings have shown that

the average level of SS among medical students is relatively low (Zamani-Alavijeh et al., 2017).

Professional commitment (PC)

Lian et al. (2005) developed the idea further and proposed emotional commitment, normative
commitment, continuing commitment, and ideal commitment in a four—factor model and defined the
university students' PC as the positive attitude and behavior of college students who identify with their

major and are willing to make corresponding efforts.
Learning engagement (LEng)

Fredricks et al. (2005) argued that LEng should include three dimensions: behavioral engagement,
emotional engagement, and cognitive engagement. Liao (2011) adopted the idea of three dimensions
and defined LEng as the intensity of cognitive and behavioral engagement and the quality of emotional

experience when students initiate and implement.
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Research Hypotheses

As can be seen in Figure 1, there are 5 hypotheses as follows:
H1: Learning environment has a positive effect on learning engagement.

Many studies have confirmed that a good LEnv could enhance students' learning motivation and
improve LEng (Cayubit, 2022). Uline and Tschannen-Moran (2008) found that students in well-
maintained schools with adequate facilities reported higher levels of engagement and academic

achievement.

H2: Social support has a positive effect on learning engagement.

Previous studies have shown that there is a significant positive correlation between SS and LEng

(Wang et al., 2024); SS can positively predict students’ level of LEng (Liu et al., 2021).
H3: Professional commitment has a positive effect on learning engagement.

Zhang et al. (2024) studied a sample of 1,009 nursing students to explore the relationship
between school education atmosphere, LEng, and PC, and their results indicated that the LEng of nursing
students was correlated with a high level of PC. Wang et al. (2023) investigated the LEng of nursing
students in clinical practice and its influencing factors, and the results indicated a significant positive

relationship between PC and LEng.H4: Social support has a positive effect on professional commitment.

Zhang (2015) conducted a study on 720 college students from 8 universities in Guangdong
Province, and the results showed that SS had a positive predictive effect on PC. Fortes et al. (2022)

showed that support from family and friends significantly improved nursing students' level of PC.

H5: Professional commitment has a mediating effect on the relationship between social support and

learning engagement.

Yang (2022) found that SS could enhance students' emotional commitment, continuance
commitment, ideal commitment, and normative commitment, thus directly promoting LEng. Lu et al.
(2023) further pointed out that SS not only helped students emotionally and practically, but also
enhanced students’ engagement in learning by enhancing their PC. This suggests that PC may have

a mediating effect on the relationship between SS and LEng.
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ResearchMethodology

Research design

This paper used a cross-sectional study, adopting an investigative research design (Khosla, 2021)
to study the effects of LEnv, SS, and PC on LEng of nursing undergraduates at medical universities in
Guangxi, China. A questionnaire was developed to collect the primary data. Hypotheses were tested
by using structural equation modeling (SEM).

Population and sample

The target population of the study is the sophomore, junior, and senior nursing undergraduates
from all 3 medical universities in Guangxi, China: Guangxi Medical University, Guilin Medical University,
and Youjiang Medical University for Nationalities. According to the admissions websites of the three
universities, a total of 2,833 nursing undergraduates were on record when the research was conducted.
Freshmen students were not included in the population because they didn’t have enough information to
answer all the questions.

According to the minimum sample size requirements proposed by Hair et al. (2011), the minimum

sample size required is at least 500 people for this study. Convenience sampling was used in this study.
Research instrument and variable measurement

The research instrument is a questionnaire having 2 sections. Section 1 includes demographic
information such as gender and grade level. Section 2 includes a total of 84 items for four variables.
LEnv has 27 items for six dimensions following Yu et al. (2013): curriculum learning, teacher-student
relationship, classmate relationship, learning atmosphere, institutional environment, and project and
practice. SS has 10 items for three dimensions as proposed by Xiao (1994): subjective support, objective
support, and utilization of support. PC has 27 items for four dimensions following Lian et al (2005):
emotional commitment, normative commitment, continuing commitment, and ideal commitment. LEng
has 20 items for three dimensions according to Liao (2011): behavioral engagement, cognitive

engagement, and emotional engagement. All items are measured using a 1-5 rating scale.
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Data collection

The data collection was conducted online. First, with the approval of the Dean's Office and the
Class Committee of the School of Nursing of the three medical universities, the questionnaire link was
distributed through the WeChat application to sophomore, junior, and senior nursing undergraduates in
3 medical universities. The participation of the respondents was voluntary, and a total of 851
questionnaires was collected through the formal survey. After deleting 228 invalid responses, there
were 165, 216, and 242 valid questionnaires collected from Guangxi Medical University, Guilin Medical
College, and Youjiang Medical University for Nationalities, respectively. Thus, the final sample size for

this study is 623, with males 16.37% and females 83.63%.

Research Results

The VIFs for all latent variables of the study ranged from 1.277 to 1.506, indicating that the

model of this study could be considered free of common method bias following Kock (2015).
Reliability analysis

The Cronbach's O coefficient of the overall questionnaire is 0.980, and the Cronbach's &
coefficients of LEnv, SS, PC, and LEng are 0.962, 0.866, 0.949, and 0.945, respectively. All Cronbach's
coefficients are greater than 0.8, which indicates that the formal questionnaire has a high level of
internal consistency. The composite reliability of each variable in this study is greater than 0.7, which

indicates that each variable in this study has a high level of internal consistency.

Validity analysis

The Average Variance Extracted (AVE) was used to measure the convergent validity of each
variable. The AVE values of each are between 0.519 and 0.693, all of which are greater than 0.5. This
shows that the convergent validity of the questionnaire is acceptable. Discriminant validity was also
tested. The AVE arithmetic square root of each variable is greater than the correlation coefficients
between this variable and other variables. Similarly, the AVE arithmetic square root of each dimension
is greater than the correlation coefficient between this dimension and other dimensions. Thus, the

questionnaire used in this study has good discriminant validity.
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Descriptive results

Table 1 summarizes the descriptive statistics of four variables. The mean value of LEng is 3.26
out of 5 with a standard deviation of 0.77, which is at a medium level. The mean values of LEnv, SS,

and PC are 3.25, 3.13, and 3.17, respectively.

Table 1 Descriptive statistics of variables

Variable Mean Standard deviation Minimum Maximum
LEng 3.26 0.77 1.45 4.50
LEnv 3.25 0.80 1.33 4.67
SS 3.13 0.79 1.33 4.78
PC 3.17 0.74 1.26 4.74

Source: Analyzed and concluded by the authors.

HypothesisTesting

Initial model and evaluation

The fitting index results showed that Y?/df (1.360) was less than 5; GFI (0.969) was greater
than 0.90; AGFI (0.957) was greater than 0.80; and RMSEA (0.026) was less than 0.10. The measured
values of these four important indices were perfect, which indicated that the fit between the observed

data and the hypothetical model was good enough. Therefore, there was no need to modify the initial

model.
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Figure 1 Structural equation modeling results of the hypothesized model
Source: Analyzed and concluded by the authors.
Based on Figure 1, the hypothesis testing results are summarized in Table 2. It can be seen that
all 4 path coefficients are positive and significant at the 1 percent significance level. Thus, all 4

hypotheses are supported at the 1 percent significance level.

Table 2 The structural parameters of SEM

Path Standardized Path P value
Hypothesis Path Results
Coefficient Coefficient
H1 LEnv—>LEng | 0.266 0.263 <0.001 | Supported
H2 SS—LEng | 0.359 0.313 <0.001 | Supported
H3 PC—>LEng | 0.421 0.384 <0.001 | Supported
H4 SS—>PC 0.540 0.516 < 0.001 | Supported

Source: Analyzed and concluded by the authors.
Analysis of the mediating effect

The Bootstrapping results in Table 3 show that the mediating effect of PC is significant. The Total
effect value is 0.586, and the 95% confidence interval indicated by Bootstrap did not contain 0. The
direct effect (SS—>LE) value is 0.359, and the 95% confidence interval indicated by Bootstrap did not
contain O. The indirect effect (SS—>PC—>LE) value is 0.227, and the 95% confidence interval indicated
by Bootstrap did not contain O. The results indicate that PC has a significant and partially mediating
effect on the relationship between SS and LEng.

Therefore, H5 (PC has a mediating effect on the relationship between SS and LEng.) is supported.
Table 3 The Mediating effect of PC on the relationship between SS and LE

Parameter Estimate Lower limit | Up limit of | P value
value of Boot Cl Boot ClI
Indirect effect (SS—PC—>LE) 0.227 0.142 0.350 0.006
Direct effect (SS = LE) 0.359 0.178 0.582 0.002
Total effect (SS—PC—PLE) 0.586 0.401 0.843 0.005

Source: Analyzed and concluded by the authors.
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Summary

This paper attempted to investigate the current LEng level of nursing undergraduate students at
medical universities in Guangxi, China. The result of a sample of 623 nursing undergraduates indicated
that the mean level of LEng was 3.26 out of 5. Then the paper continued to study the effect of LEnv,
SS, and PC on LEng. The SEM results revealed the following conclusion: LEnv, SS, and PC of nursing
undergraduates have a significant positive effect on LEng. SS has a significant positive effect on PC. PC

plays a significant and partial mediating role in the relationship between SS and LEng.

Discussion of the Results

Although the mean value 3.26 of LEng of nursing undergraduates in Guangxi is only at the
medium level, it is a bit higher than 2.88 of nursing undergraduates in Henan province studied by Gao
et al. (2017), but it is lower than the average of college students of 3.65 studied by Wang et al. (2024).

The result that LEnv has a significant positive effect on LEng is consistent with the existing
research findings of Tao et al. (2022). This conclusion further confirms the research results on the impact
of LEnv on LEng. Therefore, universities can improve students’ engagement in learning by improving
the LEnv.

SS of nursing undergraduates in Guangxi has a significant positive impact on LEng, which is
consistent with the research results of Barratt and Duran (2021), Luan et al. (2023), and Wang et al.
(2024). PC has a significant positive impact on LEng, which is consistent with the research results of
Chen and Zhang (2023). The findings again confirm that SS and PC are important factors affecting
LEng.

This study suggests that the SS of nursing undergraduates in Guangxi medical universities
influences LEng via the mediating effects of PC. This result is consistent with the findings of Yang (2022).
This suggests that SS can directly affect LEng through the mediating role of PC. SS is an important form
of external social capital, and the more SS a person has, the better equipped he or she is to deal with
environmental challenges. PC is the inner psychological connection between students and majors.
Nursing undergraduates with high professional commitment have a higher professional identity. When

nursing undergraduates receive more support from family, friends, and school, they will love their
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profession more, increase their confidence in overcoming learning difficulties, and be willing to stay in

their profession and devote more time and energy to their learning.

Recommendations

This study found that the current learning engagement of undergraduate nursing students at
medical universities in Guangxi was at a medium level of 3.26 out of 5, which needs to be improved
in the future. The results also revealed that the learning engagement was positively affected by the
learning environment, social support, and professional commitment. Hence, for medical universities and
students to benefit from these results, it is first recommended that medical universities commit to
creating a good learning environment. For example, universities should combine nursing specialty
characteristics and optimize the curriculum; lecturers should establish positive teacher-student
interactions to enhance students' learning confidence and sense of achievement. Encourage students to
establish cooperative support relationships and enhance mutual support and encouragement among
students. The university should create a positive learning atmosphere to stimulate students' learning
enthusiasm and collectivist spirit. Universities should provide quality teaching facilities, learning
resources, and internship opportunities to ensure that students learn and grow in a privileged
environment. Students should be encouraged to participate in nursing practice projects and social
practice to improve their professional skills and practical abilities. Secondly, by establishing a good
student support system, students can improve their perception of support from family, classmates,
friends, school, and social organizations. Provide a wealth of resource support, such as scholarships,
learning materials, academic resources, etc., to ensure that students receive adequate external support
in the learning process. Encourage students to actively make use of the support provided by families,
schools, and social organizations; improve students’ awareness and use of external support resources
through counseling and training, and enhance students’ enthusiasm and participation in learning. Thirdly,
medical colleges and universities should focus on improving students’ professional commitment level,
cultivating students’ professional identity and future career planning. All of these would contribute to

increasing the level of student engagement of undergraduate nursing students in Guangxi.
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Limitations and Future Research

The samples in this study are only from medical universities in Guangxi, western China, so the
regional representativeness of the samples is limited. In addition, because this study only focused on
nursing undergraduates, the conclusions of this study cannot be generalized. Therefore, in future studies,

it is possible to further expand the field of expertise and sample for confirmatory studies.
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Abstract

This paper’s objective is to study the structure and behavior of the ready-to-drink tea market
in Thailand and provide recommendations to promote competition and sustainable growth within the
industry. The study begins with an analysis of the market context, including measuring market
concentration and examining market behavior through an in-depth investigation of marketing data from
ready-to-drink tea producers. It also analyzes barriers to market entry and assesses product
substitutability and price elasticity of demand within the market. The study used secondary data from
Thailand's ready-to-drink tea market and observed market price data within the studied period. Market
structure analysis was conducted using market concentration measurement. The findings clearly indicate
that the structure of the ready-to-drink tea market in Thailand resembles an oligopoly, where a few
sellers hold significant market power. Market behavior is characterized by both direct and indirect price
strategies, along with various promotional tactics. Ultimately, the study offers recommendations to
develop the ready-to-drink tea market under a competitive context and to ensure the long-term
sustainability of Thailand’s ready-to-drink tea industry. These include opening opportunities for new
producers to enter the market to reduce the dominance of existing players, encouraging research and
development of new ready-to-drink tea products that align more closely with the preferences of niche
consumer groups, and promoting the development of a domestic supply chain for ready-to-drink tea

to maximize economic benefits.

Keywords: Ready-to-drink tea, Market structure, Oligopoly, Thailand beverage market, Competition

analysis
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ApamEanguannan 1 (agluAnadamang) nunei asanlasullsosas 1 UsnnugUsn
szldgnutaslunnnnansasay 1 aailadadessaln wniduauandnd WeyusTnadsialann
1 azflguasasniy uazlunadivasanamaumiu aameudguasaszyewnng A ausmnsy
AnT gUaIATasRUAMALNUTUez AT LAz AT S anesTues duAEE Ay waag
frﬂqﬂm?%ﬂf; (Cross Elasticity of Demand)

aanLlsraNnTsRann (Marketing Mix) Liuadasfiannagnsnianisnanafilasuaauiss
TunstinmznesalasnaudiAnsanii ilaussqimsnenenismaIaEore U AMNAaINITYDY
anA1tmndanaguas Usznaunas 4P e WAAS D (Product) HILUUNITWMUINR A D47l
PALIAHAIATINABINISIBIGNAT F1A7 (Price) HaIUMNNIHMATIANTigNATEUASIY FB9vnentsune
(Place) 39inrBen9finszanenandoemandagnandmunalaf e taqiiuinaaiadidgy sy
4891919 aaU ML AN 11NN URLILARDIT 918 WATN1TAIESHNT5I"Y (Promotion)
Usznauaae M3laEoN NNTAIEEHNNTINY NSRS WaEN1FENEEIHYARR tRBABA15E

ﬂiﬂwuﬂmwﬁmﬁ’mﬂwﬁ’uqﬂm
'Y -4
quﬂizﬁﬁﬂ

1. Lﬁﬂﬁﬂiﬁﬂiﬂ‘jﬁﬂi%‘]G]N’W]‘D”WW‘&@N&NTHﬂﬁSLWﬂTWEI Tﬂﬂﬁ@’]ﬁm’]@"lﬂﬂﬁ‘jﬂ‘jiﬁ@gﬂ(gl/fm'rﬂﬂG]’N’W]

1 v 1 Pa o ' o
2. Lﬁﬂﬁﬂ‘i&lqwqmﬂiiN@]@”l@lﬁ’]‘W‘jﬂNﬁNTH‘U‘&ZL‘VWTT‘WEI Tmmmmwimumimw HUB

éjﬂi:ﬂﬂumﬁumm@
ARULYANISIFE

Anwnsansensnuganuoiaoumaiduussgdamuuuan uasiaouuasiliuuy
NAaDILANZUaY WAz aUa9ANNIT UL ﬂﬂﬂ;llm;ljﬂﬂ’ﬁﬂ’]‘i“ﬂ’?ﬂuﬂ@"lﬂﬂ’]uﬂﬂﬂﬂﬁi%’ﬂLﬂﬂﬂ’]‘i‘u%([ﬂﬂ

widu liusasnisgefiesi lubnsnisvdenanatusmuaing Tnalsayalurmed 2019-2024
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a1 RRN15I9Y

TnsmAdeidAne v luBBuno wazdnnnam Asil

1. nMsAATemadianm Lﬁuﬂﬂ‘ﬁLﬂ‘i’]ZﬁTﬂ‘i\‘lN;’NGI@"IG]"VZT%ﬂ"I‘ﬁLﬂ‘i’]%ﬁﬂﬁ‘iﬂ‘i&'iﬂﬁ’)
4B9AR9 (Morket Concentration) 5231991l 2019-2024 21pWART L M RFIHULIAAIANINNITEIL
LUIARIATDINAR T Easd ulinAasandnlunatnninuesiels Tnalyaayayfugfiann
Euromonitor International Lﬁuilyfﬂﬁ@ﬂ%mmumad@ﬁww%’]w;@uﬁN ﬁWLLuﬂiﬂﬂﬁgﬁ‘ixﬂﬁumi LRI
wugus Tumnef] 2019-2024 easfialunnsinnianszqndaly 2 uwude

(1) $m51891N19n929NFA (Concentration Ratio) $R5189WNN3NsgNFalrdnszAun1sATand

TC”IEIﬁNf?]G]?IH’IG‘ITVT‘EUTHGI’Z\]’]W‘lﬂ%ﬂ?‘l«éﬂq@]ﬂ’]ﬁﬂ‘j‘iﬂ?ﬂ q M’W’Wﬂﬁ@ﬂ@zﬂﬂ\?ﬂﬂﬂﬂ”lﬂﬂﬂﬂﬁNﬁ&l?lH’]@TﬁfQ@j@

o

Bean Ny 1w Ansauyaaensesyranse gy 2 s1etuaann (CR2) dnaouyanznzees

]
uwananelnegn 4 91alunann (CR4) Tnasansadeawdugnanisfmnadndisll

S.
CRn = XL, (Zx100)
Tng CRn = FR31@IWN19N329NAIIBIARIASBEARININTTH
S = YAAINTUHVBINNART |

S = HAANNITUNLTIHIDIIRRIAVEDAAIANTTH
= g;w?mﬁ 1,2,3,.n
n = fiﬂmu;;wﬁmﬁﬁﬁmméqmiﬂizfyﬂﬁq

andnaaurnsaAINER AR s R AT fiange uamsndnianazandag
viamewaniesuAseifisunamitasaavioilaniaynaings wulunisindnainianazgn
FUBIRAIAYBINENY 4 978 Y38 CRA M1AINNNTIMEAANEIBIR AR IR 4 Teusnilan
Tnasesar 100 uansaiunaian a8 a89187 SEIMITMABIAGI ULADT CRA HINNIA
o882 50-80 uanwnfiunlusiiunaiaguieusssielnefidnnaynainssiumnans uasvn
anamnssHlafian CR4 fidnansasay 50 uanagamngsiuinnsnazgndasvdafinisunedi

NN
(2) ATlERTAUAIR-1B57UNY (Herfindahl-Hirschman Index : HHI) Hanlafiuasisungians

| v

TuﬂgwmﬁLm\ﬁumamﬁmﬁﬂﬂgwmgmmumﬁ@ﬂmm T T ATEAUNITUISTUNINIE B UD LR E To

1 v

o ddy Vv ° 1 - 1 1 A dI
Tumammﬁuumfm@ﬁﬂmﬁm:ﬂmfmfl'ﬁﬂfmm@mmmmmmmmea NZ\]GITIAQGIN’M?’]‘E‘ENVI

ABINITIANNIENTNAIESY LaziIHNTINiW gaasuaoanael

L4 L3 o L3
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HHI = S2 +SZ 4+ S2 + --- + S2
Tag HHI Ap FafEasAUANA - BT BUN
S

FVUULNARIAYBIHNART |

WNART 1, 2, 3,..n

¥IN HHI §A1gegamaiy 10,000 uaasmuesgfafiassiafenduynnainnain wie
HNARTIELAEIHEIUULIAATA 100% 01 HHI 411197 1,800 UAANIIRARINNTINENITNTEINAEN
unaipidnisyneingsie iueaingeewess1874nian 01 HHl 8g951919 1,000-1,800 WaAS
MgAEMNIIHEN19NTZANAIL NN umaafifintsynaaunatswazeafunaluneesnis
\unaIafiaugsiufiayneIans ana1an1eues8 WAKINAI HHI #1Na7 1,000 WAASINEKNAS
ALAN AAATINS IWINNINUAANNEAFINTINEN1TNsTaNaas Waaafinsusiiiige
2. MsAAsmBegmnn nsrnunlnenasaeeulazand 2023 way 2024 289KHAR
v dl 1 v o - &, [
gmsaningne ey ulssmaing uarlananisAnuiiduannlasenis “Aasnznlaseasnenana
a a a ¥ ¥ a ¥ al dld ¥
AnpungAnssnnislszneugsia uazzeyayUsznaugsfialuaainfuaiuilnn Ndunalunes
nalnifianisynan” gddeuarane indnansnadiineuanznssnnisusdunienisan i
k2 o v v o ' - o P 1% | 1% v o 1
2022 weNaINIUW F9lnaN399TeRaNITINIIMIIEHART T INTENAN T UAN AT Tl e
v v & v v o ~ o & P &
NN UAZIMADEH[AN TR NNIDYRANHENANTN LUTHA FIUNEN 31A1 NAYNTNITARINA
' o ~ ra o Y
Tumaaitannnsan-nuamins 2025 nsaulunsdnssmiBennnin A6l
Ps [ P A P v 1
- AATIRNITUITUIINNAYNTNWNNNTARIA WEDTATITATINUTZANNITAATA 4P (AWN
Product Price Place &g Promotion
P v 1 1 ¥ [ v A (I v
- AinszgUasIANsgaann Weuansdensesiusiueesgnanse e ndulln
- 1 A 1 v Vv v 1 o v ~ [ v v
annyspaaiiecln Seduaaanunenessng nswsussiueesNangns ntaewadululnen
P o o v o 1 1 P
- ArgnsrAUNIALUiHEeIRnAf luaain Inadaniaandanguessglaianssnn
I ~ 1 P ) A v o 1 ~ v o v v
winwuaaEdavguasgUasanasnIsiatafinan et anene 1w fauamaunuiulaues
Yo 1 1 & v 1 1 1
vaouluauarsin Tuaawwsspandanguessguasalze mnnundanduusnuasiiaiunn wang

! a ¥ tﬂl Ail o/ yd a !

QqNﬁuﬁ’]ﬂ‘l«é‘WﬂﬂLLVMﬂHTG‘IGILLZ\]ZN@%N’m
a Vv

HWNRNT3I9E

7 v ' o
1) ms?;Lﬂi’lxﬁ‘[ﬂsmmammm‘[mﬂﬁmsmqmnmmsﬂszqﬂmﬂmmmm
ARIATINTDHA NADI e 15 uaudadarndaansanfsn bag Uni-President (Thailand) Lid.

Fam dAWA AT e Unif Green Tea snTnfun usTnasnanelag dnid o 2001 sfuannis

17 45 QiU 3 WeU NINHIAN - feen 2568 73




WIS 150N904 uas 9397 Tmsdalungod

v v 1 1 [ %
=

fyUsznounisniunsiniunainlnenislayanaasun19a18987191 8N AUAANTUEAI N
O v ' L U e A

faneasing@enuynuilnaraine aeun Unif Ingaydeaauuusnisaainsnidaansanis
Tniunansavgfiga Ae Oishi Group PCL Faifiuianzeauuaun Oishi, Jub Jai uaz Chakuza Tuil
2024 Oishi HEIULUIAAIATN 53.9% FB4ANHIAD Ichitan Group PCL eeesuuTua Ichitan way
Yen Yen faquuianain 30.8% sounnanszautianduyninsaianiidauuuenainunayss (s
19 4% 174 Suntory PepsiCo Beverage (Thailand) Co Ltd 919841 U49HA Lipton, TC Pharmaceutical
Industry Co Ltd 131289LU9HA Puriku, Ito En (Thailland) Co Ltd t31289uu5%a Oi Ocha, Uni-President

(Thailand) Co Ltd Lﬁ}yﬂ‘a@\mmuﬁ Unif ey Heritea Pokka Corp (S) Pte Ltd Lf#y’mmumuﬁ Pokka

Pokka Corp (S) Pte Ltd, 0.4%

Uni-President (Thailand) Co Ltd, 1.1% Others, 4.7%

Ito En (Thailland) Co Ltd, 1.3%

\
TC Pharmaceutical Industry Co
Ltd, 3.3%
Suntory PepsiCo Beverage | Ichitan Group Oishi Group PCL, |
(Thailand) Co Ltd, 4.4% | PCL, 30.8% 53.9% ‘

AN 2 ﬂ'fmmmimmmm;Jm‘ﬁmcfummmmw;@mﬁﬂufm 1 2024 (Euromonitor International,
2024)
w@maﬁLmq:ﬁﬁ“@mmiﬂizqﬂﬁq (Concentration Ratios: CR) 289AA1ANIBYANINNTTHY
wapnAn il 2024 wuan CR1 §ln 53.9% CR2 §lA 84.7% CR3 §lA1 89.1% uaz CR4 §lAn 92.4%
meémmmmwgﬂuﬁlmmiqﬂqmﬁmaﬂizqﬂﬁqqﬁijﬁmw”fmy'Lﬂm 2 979 fA® Oishi Group PCL
WA Ichitan Group PCL B9&NH190ATBIETHLLIARIATINGDNAN(ANINGY 84.7% sarinlAseasns
@@Wﬂﬁlﬁdﬁ@Lﬁ%ﬁ@ﬂﬂ@yﬂ’mﬁ/@ﬂ’ﬂﬂ (Oligopoly) wazdiey 2 5187 ATEIEIULIAATALTN 80% B9

Bunlnondunainguieanssng (Duopoly)

L4 L3 o L3
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A1519% 1 8991191529063 (Concentration Ratios: CR) 289aaarIwIanfn 1 2019-2024

A CrR/ 4 2019 | 2020 | 2021 | 2022 | 2023 | 2024

CRT (dnaavyaAnenevadgsna 1 sefibioygn) | 521 | 53.5 | 53.8 | 54.1 | 53.4 | 55.9

CR2 (dnaavyanasunIgsna 2 efibnoyge) | 81.8 | 81.8 | 827 | 833 | 84.4 | 847

CR3 (nfamyaAnu1818953Aa 3 5187 veyqn) | 86.5 | 86.6 | 87.5 | 88.0 | 88.9 | 89.1

CR4 (FnaauyananeYeigana 4 Tefiinayqn) | 90.6 | 90.7 | 914 | 918 | 923 | 924

Fa: Analyzed and concluded by the authors

v » A L N s & v v 1 1 (N P
ADAARBNALNITIATIZAATHLIATAUAINA - I BTN @I‘Jil‘?.lﬂﬂj@ﬂ 2024 AnuanAREHLEas

v
a

Anuama-183%usm (HH) §An 3,909.3 §9x1nnan 1,800 uaneaaqiuynanlugaamnsssen

U

wisnaney wnaanaeunaste wazluauiaaninazinisaausanfianisdndunsediiieds

NONNIEABATUNTINNYTN

A5 2 AUTLEDTABATNA-LTTBUNW (HHI) 289Ra1aTInsaNaN 1 2019-2024

F’;’l HHI / 4 2019 2020 2021 2022 2023 2024

TR RUAA - BN (HHI) | 3.672.9 | 3,741.2 | 3,799.9 | 3.845.6 | 3.869.8 | 3,909.3

fa: Analyzed and concluded by the authors

a 4 [ o I'd A Pl 1
2) NFAATIENNTTUITHINARYNENITARIA FLATIEVATHUHINNAIUUTEANNIY
A19MANA 4P [aLn Product Price Place Wae Promotion WAL
4 v | 1 1 1 v 1 1
@11 Product s wsansufiznslulssmamesauinayiusnsanduialy (Stil RTD Tea)

MM 98% UALIBARNUAZE AN (Carbonated RTD Tea and Kombucha) 2%

|
p=}

Wasunnudndaniinne symeaneanadssnnan wuanedaansensinussguanda
\dunAniundAty 11 @aiegnafinimanasgnTanna Ul ARRIuIINTW 60 % 989ANTDNAN
ynUszm savasniuendnsonin 31219WseNAN (WEREI1 17.5% uay 13.6% AMNEIFU uas

o/ < { o a a 4 a o/ !
NARTumNAIRNITUSUU egRadnsarfiay o Andudnaan 2.9%
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e audns (Wasidud)
Carbonated RTD Tea

and Kombucha,

10.1, (2.11%) Regular Still
RTD Tea,
— 359.9, Reduces Sugar
Still RTD Tea, 468.9, (T6.75%) . still RTD Tea,
(97.89%) 109, (23.25%)
Other Flavours, 2.9, (2.90%) ) Black - Sweetened, 17.5, (17.50%)

White-Sweetened, 13.6, (13.60%)

Green-Unsweetened, 10.9, (10.90%)

Green - Sweetened,
55.1, (55.10%)

AT 3 AeaaulBNonenAns o naansn e 9 2024 (Euromonitor International, 2024)

y@gadmiumAdsuuuniniige Asgnasaudsy gasamiom gastudiinna gasman

Yy v 1
o =K

graadiafin uan uasfivansssmAduninianasmzwg aguAeals wsly 3uA nAuned ayn
1ndiu dnsumgradundniomanesilanisialndenuinung wauaddyAs 836U Teat
(by Santory Pepsico) uay Pokka WARAMTEFaan ey Tngranasnzug granasasning i 1
PIINFEHNNTIIDIULITHA Puriku B1asHlWT Jub Jai (by Oishi) WA Yen Yen (by Ichitan) uana1nGs
flgnsman 2 Lipton Ice Tea waz Oishi Chakulza daugmsingsaneenawes aaulneyidugmsing
Bana Kombucha WU5%# Betagen Magic Farm wag Booch wﬁmﬁmeﬁﬂmw;ﬂuﬁusfuﬂwﬁuﬁaﬂium
¥efA nazumTassaNend [WiAmieaniaaanau egnlafieng deseinmadudessou
AR DITAAH AR BT AYTAT LA RN 111 SEINRINENNZUI NAUNATH WazaRUINGANY o
famsnnsmebudunnadenassslng unlnsrsusuusuafinseensaefinandiuszes o
Oishi Green Tea nauaIwazantnla imia 0% weangamudunausssinlnageninlnfiinfy
SNUMANTH SanEsganflanannneyyadaszAmEY uazlWiuas (“Oishi lounches a new strategy,

inhale and zip, selling tea with scent,” 2024) mumﬁumL%NL?J”mfmmmmmmmqmﬁwﬂmmﬁﬂ

1 1 1 o 1 AI 1 v 1 1 ' X
A ALNUDIENTIN (FEFDAIUD (V) 179 NRUPBNNTUAN (32T L9TI8-347% LUTUA Heritea

L4 L3 o L3
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IrnEIAINSRUNEAaaaueesmefl B TR Trdussasiuand 2017 Taenesaysy
Tunndannumansadu 4 szey Tugefinaunn svazi 1-3 ;jﬂ‘szﬂ@umaafugmmmwﬁﬁwmm
Usugmarwsanasdnuuuaniiniasnn 22.5% il 2019 1l 23.25% Tuil 2024 Sedagou
Usnnodmungs s asANLIUaAiIAagaindulnn undaqiiudidsiang phase 71 4 doun
1 INET8Y 2025 %ﬁm‘sﬁﬂmﬁmwmmlﬁuﬁgﬂmLQWW:TuﬂﬁiNLﬂ‘%mﬁlmﬁﬁfﬁm@?uﬁm&qu
8-14% azgnAnnEifinands 2 vmaadns vinlngUssneunsunazinislsunaniomanaam
P THBBNHININT

Fladnsnananinfianseetus el anadetny LUANTIUNNY WATIMATBEU AN WU
wé‘ﬁmﬁmaﬁmw;ﬂmﬁ'mrmfmy'mﬁ@ﬁumm PET oiuAuAIiaine asuuswn Meyasfinanaauin
Toa%n3udl flawim 380 500 800 AadART BBFUNAWT o 280 420 500 AadaARs uAnLAN (AN
dnAuaanizaendiflenaantiaasflauiadan ww Oishi Gold flawm 400 AadANT WADULTHA
SHIZUOKA by Ichitan 441A 440 U §9uWLUSHARY 7 Lou Tea+ Pokka ITOEN Fujicha azflauin
N1M35314% 500 Taa A A9 UA9UUTHA 7 LTI 81§ N 17U Magic Farm Manobu 434 411 A
m‘sqﬁm%zﬁ’ﬂ 250 uaz350 RAAANT HBNANHUIULIHAR BIREeNTunsUes i Lipton Ice Tea
nsxilas 245 AaRARS WaB Oishi Chakulza 320 AaRARS

ﬂazmumawﬁmwmﬁwﬁmmw;@uﬁlu Tﬁﬂqwﬁqﬁmﬁ’umﬁﬁwﬁmqﬁu Tumaounn
Auuseingd aasidusesuniin uwasdfiafiftedes mananulsgUnaenazUaUNTHARLAS
uﬁﬁgﬁ’m%ﬁﬁmmgm?unﬂﬁgumu TalaReuanann souafinindsnsnaniesssunianGa uy

(Q/ o/ v a 1
FUARAIBN NITIUIWNHNAG (OEM) LAazNIT2L1LARIATIDAN

FBY9L2NaUNT38 A MW AHNUT39:T0491 1o Ichitan TRtDs9qsiauniivinanndan

q
=2

Unands Anafuanaan szpanaonisuilng amnsnasnsasandi tunandom (nidu aened
sudnuoiravaaninoanuuuninads ssyaaadlnsuinsuazuaaed ognsinias (Oishi Group
Public Company Limited [OISHI], n.d.q) panus59salasnagms Collab ¥455n3 “Ichitan X Mackcha”
yinus995 04 rPET (Recycled Plastic) s [UalmAaln 100% vivman W aaan Taalanas
“Chalotte i nnedearnnamzia” snAadulateisn Mackcha AiflgannisoufeatiuEssnisgua
RIIAADH Lﬁ@L@q:ﬂ@jNLﬁquﬂﬂ Gen Z (Pigdbyte, 2024) wap Oishi (aLAMMHNTLLAADWAINEIEN
Tagannuuurimansne lanfifney dusanf aann1efisaszueands (Tethered Caps) (OISHI, n.d.b)
uazraznoun1Ts1s e En190en U599 INZNSILERN T I NeTuaSNELan WEDAINATIY
Aenvnsnguualnafalm Oishi 7i¥e Pokémon MiasniLLLssqAMNEaNadLnannAaIfL

TRNUFYNDYIVDIVFTEN
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a1 Price i aDsnstuniaiauiiay NATEADIAIIITIANEINGaNANTiELAS 100
NadnIN wuéﬁqmmﬁwmﬂﬂﬁ:mw 5.66 UmAB 100 AaAaARS Waduuniszinnwuan smsn
Kombucha fisnAnasgegn sasassniingngnas 119 1 uazeden audidy agslsfinm
snnauaiilunaiamdesdodunanddnign uwsmabgsuisaritsameeieiies 456
umAe 100 AadaRTWIY fniiAtass A uaatnrBaalaegon (eluladiieie  nagns
NNTARFIANTIE DI TUINHINUANRAHTIANIYNAY 12 NeenuRn) asernuFsmusnalnoyfgiu
MarARLAzIsIAIATiaNLEs iRanssindanemnanianan Tuneaimuiossne@ndomin
APHUANANUATANYEAT LUTUA MeyA [neanuAndomendaandiflen Oishi Gold uaz Shizuoka
mm‘mmﬂuﬁmL@ﬁﬂqqﬁuLﬁu 7.16 UWAe 100 AaAANS qaﬂéﬂi’]mwﬁmﬁm%ﬁg«ﬁw WAZUAN
Tavinnanan U humilszinnds 1o 31gmasee9 Ichitan vi3erdnaxaas Oishi AauseinnInuasdm
AuAnalunguenden aesusunandommiigaunefuananseinanstng i sndaosauas o
Fuaadmdn amin uazdssmazlulniiu 30 uvmaazan Tasaieazusuduaandnas
Manobu 51A1 25 UM (29m2uIA 350 Aadans) senanfiflefinluutefunndaciumnany vinln
NAAFIITIATY 7 (BHATNNNTTU IMNAZUARRNTN aAnsLAsinena fgnamamiies na1u 0% wie

grassannd Wudnsemamislunisdnnisayessnaninefivin inaeaissmanantasn

W'W\‘]‘lﬁf!lﬂ

price (per 100 mL.) Y UIMee 100 Nadans
10

9

8

7

6 >-78 543 5.66
5 4.67

4

3

2

1

0

Green Tea Oolong Black Tea White Tea  Herbal Tea Carbonated Kombucha Total
Tea

= = Y oA A
AN 4 ‘iﬁﬂqLﬂ@ﬂﬁ’]W‘jﬂNG]NW’J’]\‘]?I’]?:ITNTWS’:I

Fan: Analyzed and concluded by the authors
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4 1 v v 1 v
1% Place ﬁ@am\im‘m‘smwﬁummwaﬁ@uﬁm?uﬁ‘s:mﬂfm INYBDHNUB Euromonitor

International (2024) wuaaaulreys MW AnunTu (Retail Offline) Usznnns 98.3% Liaduwun
FDINNEBY NUINTHNTVIBH NI M 8989E T BefinanaLdn (Small Local Grocers) NINTIGR

1 12 12 v

40.5% FANAINIUIYHIUIIUALAINED (Convenience Retailers) mumas Hypermarkets 23.3% WAy
Supermarket 5.9% lABLULUNNNTTNTZABRUANTIUTITUIANTDNA N (N (LU Auulasunniin
Yizanane NNl a895ARINAARINNIT21LN1 E-Commerce BNTFARIWANTIMANWBYATN

Fis 0.7% Tud 2019 s 1.7% Tudl 2024

Tun199Rdne T INIBNAN HUSENBUNTS BLARDNLTRTIMUIELARDIANYBIALETIH AN

- > 44 2 d v o4 B R
HLEIUNNIN92 9 ANAN IHEAFIANTTHIATDIAN TITITNE NS BHANLAZIASBIFANDY o Aesiannn

- AR 318 Iey Oishi Group FASIAMIBRNAINGT 80% HIWIASBYNBYBINHUSEN WATD
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The Construction of Truth Through Immersive Graphics

in Thai Television News Programs
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Abstract

This qualitative research aims to analyze the construction of truth through immersive graphics
in news reporting on Thai television news programs. The study collected data through in-depth
interviews with 15 key informants from four television stations that use Vizrt immersive technology and
software in news production. Participants included personnel responsible for news departments, program
production, and graphic design. The research findings indicate that although news presentation principles
emphasize objectivity, the study reveals that immersive graphics in news reporting significantly exhibit
subjective characteristics. Throughout the production process, traces of ideologies, values, attitudes,
conceptual frameworks, design approaches, and creative workflows reflect selection, filtering, and
customization by individuals or organizations, representing the subjective reality of producers that
appears implicitly in the work. Consequently, the truth conveyed through immersive graphics possesses

characteristics of pragmatic truth rather than conforming to the fixed concept of objective truth.

Keywords: Truth, Immersive Graphics, Television News Programs
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Abstract

The spa industry has faced challenges, especially day spas in Thailand. Many day spas have gone
out of business due to their inability to adapt and to remain competitive in the market. Innovation is a
key factor for the survival of spa businesses. Although, numerous studies have been conducted on spas,
research focusing on innovation in this sector remains limited. As a result, this research aims to investigate
the types of innovation adopted by day spas and to examine the impact of these innovations on the
business performance of day spas. The qualitative method is used in this study to conduct in-depth
interviews with fifteen day spa managers in five main tourist destinations in Thailand: Bangkok, Phuket,
Chiang Mai, Hua Hin and Koh Samui by using purposive and snowball sampling. The researchers have
chosen a thematic analysis approach to analyze interview transcripts. The results of this study indicate
that there are six types of innovation adopted in day spas: product, service, process, marketing,
organizational innovation and a newly emerging theme is sustainable innovation. The results also show
that innovation impacts both non-financial and financial performance, particularly non-financial outcomes.
The study extends the Resource-Based View (RBV) theory by demonstrating how internal innovation
capabilities serve as strategic resources that drive competitive advantage in spa industry. This research
provides both theoretical insights and practical implications for day spa managers seeking to improve

performance through innovation in a highly competitive spa industry.

Keywords: Innovation, day spas, business performance, sustainable innovation
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Introduction

The service sector contributes more than 55% of the global gross domestic product, yet there
is relatively little knowledge about managing innovation in this sector compared to manufacturing
industry (Cabral & Marques, 2023). Several previous studies have shown that innovative initiatives
drive the creation of new services, enhance customer experience, increase brand awareness, and
improve profit margins (Tajeddini et al., 2020; Feng et al., 2021). The global spa market recorded
revenues of $137 billion in 2023. This reflects an annual revenue growth rate of 5.4% between 2019
and 2024. The day spa segment accounted for the market's largest proportion in 2024, with total
revenues of $1,114.7 million, representing 63.4% of the market’s total value (Global Wellness Institute,
2024). In the Thailand context, Thai spa sectors generating THB 1.6 billion in revenue and THB 309
million in profit in 2024 (Global Wellness Institute, 2024). Day spas play a vital role in the economy;
however, they face increasing competition, particularly among small businesses. Due to this heightened
competition, it is estimated that around 30% of Thai day spas have gone out of business, as they were
unable to adapt and remain competitive in the market (Sangpikul, 2022; SCB Thailand, 2020).

Innovation is a key factor for the survival and growth of day spas in an unpredictable market
and to create opportunities in responding to emerging challenges in this industry. It may be new to the
world, market or business itself. It is a crucial success factor that can significantly impact spa business
performance. Research focusing on innovation in this sector remains limited (Sotiriadis et al., 2016;
Carballo-Cruz et al., 2024). According to an analysis of leading international scientific journals, databases
indicate that research on innovation within the spa industry started in 2012. However, the most recent
spa studies have focused on issues such as service management, marketing, and employee
performance (Sotiriadis et al., 2016; Carballo-Cruz et al., 2024). Limited studies have explored how
day spas adopt and implement different types of innovation to improve business performance (Carballo—-
Cruz et al., 2024; Suttikun et al., 2018). To address this research gap, this study aims to investigate
the types of innovations adopted by day spas and to examine how innovation affects their business
performance in Thailand, applied through the lens of resource-based view (RBV) theory. Understanding
how to integrate innovation into spa operations would help day spa managers enhance customer
satisfaction, foster loyalty and strengthen brand awareness, potentially leading to increased profitability

by leveraging internal resources and achieving sustainable growth in a competitive market.
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Literature Review

1. Thai spa industry

The term “spa” comes from the Latin sanitas per aqguam, meaning “health through water.”
Spas promote physical and mental well-being through services such as massage, hydrotherapy, and
modern treatments using natural or technological enhancements (Suttikun et al., 2018). In Thailand, the
spa industry has grown steadily, with market value rising about 8% annually (Global Wellness Institute,
2024), reflecting its economic importance. Among spa types, day spas are especially prominent. Found
in residential areas, offices, and malls, they offer massage, facial and body scrubs, and saunas without
overnight stays. Delivered by trained professionals, these services aim to enhance relaxation, beauty
and wellness (Suttikun et al., 2018).

Despite its growth, the Thai spa industry faces rising competition and shifting customer
expectations. Modern consumers increasingly seek unique and personalized experiences. In response,
many spa businesses have turned to innovation as a strategy for differentiation and value creation. Day
spa managers must recognize the potential of different innovation types, such as product, service,
process, marketing and organizational innovations to boost business performance. As Pirnar et al. (2020)
suggested, businesses which adopt innovation strategies tend to outperform non-innovative competitors,
particularly in improving both financial and non-financial outcomes. This makes innovation a critical factor

for sustaining success in Thailand’s competitive day spa sector.

2. Innovation in service industry
Innovation is a key factor in survival, and the performance of the service industry (Tajeddini et
al., 2020). There are unique characteristics of innovation in the service sector which set it apart from
industry sector. The Organization for Economic Co-operation and Development (OEC, 2005) pointed out
that there are five types of innovation adopted in the service industry: product, service, process,
marketing and organizational innovation. Each type of innovation serves a distinct role in enhancing

service delivery and competitiveness.

1) Products innovation is tangible offering and physical goods. Product innovation refers to
developing existing products, introducing new products and adapting new or existing products to meet
specific customers and serve new markets. Product innovation helps as a fundamental driver of

competitive advantage, with a better market position, cost-saving product, expanded market share and
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customer satisfaction (Kahn, 2018). Buhalis et al. (2019) emphasized the significance of cultural
adaptation in driving successful product innovation. Marano et al. (2017) in Argentina found that spa
product innovation involved the development of new physical infrastructure and the transformation of
grape-based products into new skincare and body treatment ingredients, aimed at targeting new
markets and enhancing customer value.

2) Service innovation is a critical driver of differentiation and performance in the service industry
such as spa sector, where customer experience and perceived value are largely derived from intangible
elements. Service innovation focuses on new or improved service experiences and interactions that
enhance value creation (Sotiriadis et al., 2016). Sarmah and Rahman (2018) noted that in the hotel
industry service innovation is designed to meet the distinct preferences and needs of each guest,
fostering personal and emotional connections that contribute to memorable and meaningful hospitality
experiences. Buhalis et al. (2019) suggested that in the service industry, innovation is not limited to
technological progress; it can also emerge through non-technological approaches that enhance the
overall customer experience.

3) Process innovation refers to implementing a new or significantly enhanced methods of service
delivery, which includes substantial changes in equipment, procedures or digital system (Park et al.,
2023). Innovative process helps to enhance systems, methods, or processes to reduce service delivery
times. An example in the hotel industry by Wikhamn et al. (2018) showed that process innovation
includes adopting digital reservation and automated booking systems, integrating CRM tools, and
developing standardized protocols to ensure consistent service quality for guests.

4) Marketing innovation refers to the application of new methods in product or service design,
packaging, pricing, placement, and promotion (OECD, 2005). Consiglio et al. (2018) emphasized the
Internet’s role in helping businesses reach wider audiences at lower costs through websites and social
media. These platforms also reduce reliance on intermediaries, making services more accessible.
Sotiriadis et al. (2016) illustrated marketing innovation through the development of targeted products
and communication tools. One example is emotional branding, which creates strong emotional ties
between brands and consumers. Tuominen et al. (2022) found that marketing innovation enhances
long-term competitive advantage and increases revenue, highlighting its strategic importance in the

service industry.
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5) Organizational innovation is another key element of innovation that should not be overlooked
for service industry. OECD (2005) stated that innovation is the implementation of a new organizational
method in the firm’s business practices. It also involves the implementation of new managerial
approaches, structural arrangements, and work practices that enhance an organization's ability to deliver
more adaptable, effective, and efficient services to its clients (Armbruster et al., 2008). Moreover, Li et
al. (2023) pointed out that organizational innovation emphasizes changes in how people are managed
and how work is coordinated within the organization. Therefore, it can enhance a firm's performance

by lowering administrative and transaction costs while also aiming to improve employee satisfaction.

3. Business performance in service industry

Business performance refers to a firm's capacity to effectively utilize available resources to meet
its objectives in accordance with its company plans (Tuominen et al., 2022). Compared to the
manufacturing sector, the effects of innovation on business performance in the service sector are more
complicated and unique because of variables including intangibility, perishability, inseparability, and
variability (Agyapong et al., 2018). In the context of the service industry, business performance
measures are generally divided into two main categories: financial and non-financial performance.

1) Financial performance reflects overall success and is assessed through metrics such as sales
growth rate, market share and profitability (Feng et al., 2021). Studies by Carballo-Cruz et al. (2024)
and Tuominen et al. (2022) both revealed that the adoption of product, service, process and
organizational innovations enhances a firm’s operations, leading to improve product quality, which in
turn can boost revenue growth and capture new markets, thus increasing overall profitability.

2) Non-financial performance refers to outcomes beyond financial metrics, such as customer
satisfaction, revisiting intention, loyalty, brand awareness, and employee satisfaction (Tuominen et al.,
2022). Several studies have confirmed the positive impact of innovation on business performance in the
service sector (Carballo-Cruz et al., 2024; Tuominen et al., 2022). Tajeddini et al. (2020) found that
innovation, combined with market orientation, contributes significantly to improve performance in service
industries. Feng et al. (2021) also revealed that various innovation types positively affect business
performance across financial, customer, growth, and internal process dimensions. In the spa sector,
adopting innovative service delivery methods is essential to offer diverse customer experiences, which

strengthens competitive advantage and leads to both financial and non-financial benefits.
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4. Resource-based view (RBV) theory

The Resource-Based View (RBV) theory, introduced by Barney (1991), explains how firms can
gain a competitive advantage by effectively utilizing their internal resources and capabilities. These
resources include both tangible and intangible assets such as innovation in products, services, processes,
marketing and organizational systems that are valuable, rare, inimitable and non-substitutable (Chuang
& Lin, 2017). Kamasak (2015) observed that these resources become powerful when transformed
through organizational competencies. RBV emphasizes that not only physical assets but also human
skills and systems contribute to performance. A study of Lépez-Gamero et al. (2023) found that the
strategic implementation of innovations significantly improves both financial and non-financial
performance, aligning with RBV’s principle that internal strengths are essential for achieving competitive

markets, particularly in service-oriented sectors such as the spa industry.

Research Objectives

This study aims to explore the role of innovation in enhancing the business performance of day
spas in Thailand. Specifically, the research has two main objectives: 1) to investigate the types of
innovations adopted by day spas, and (2) to examine the impact of these innovations on the business

performance of day spas.

Research Methodology

This research aims to explore how innovation is adopted to enhance the performance of day
spas in Thailand. Using a qualitative exploratory approach, the study focuses on understanding the
experiences and perspectives of spa managers. Due to the limited literature on innovation in day spas,
an exploratory design is appropriate for uncovering new patterns and insights. Rather than testing a
hypothesis, the study seeks to understand how innovation is perceived and applied in real-world
contexts. Semi-structured interviews were employed as the primary research tool, providing flexibility

in responses while ensuring that key themes were consistently addressed.

1. Population and sample
This study selected participants based on their experience with innovation impacting business
performance in Thai day spas. A filtering process was used to ensure only qualified individuals were

included. First, only those who currently hold the role of spa manager were considered, as they are
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directly involved in managing operations and implementing change. Second, participants were required
to work specifically in the day spa sector, have at least five years of managerial experience, and be
involved in applying innovative practices and services. Lastly, only Thai nationals were selected to ensure
cultural and contextual relevance. These criteria helped ensure that all participants had both professional
expertise and contextual knowledge to provide meaningful and in-depth insights into innovation in Thai
day spas.

Determining the sample size in qualitative research involves considering factors such as research
design and population diversity (Creswell & Poth, 2016). A range of nine to seventeen participants is
sufficient until data saturation is reached, where no new themes emerge (Hennink & Kaiser, 2022). In
this study, fifteen spa managers were interviewed, selected from five major day spa destinations in
Bangkok, Phuket, Chiang Mai, Hua Hin and Koh Samui, chosen for their prominence in wellness tourism

and concentration of day spas serving local and international clients (Global Wellness Institute, 2024).

2. Research instrument
The researchers developed semi-structured questions based on the literature review as the
research instrument to collect data from participants. Because there is no previous qualitative approach
in the day spa domain, an industry specialist was involved the development of interview guidelines of
day spas in Thailand. The researchers follow the guidelines to construct the semi-structured question.
To ensure validity and reliability of the research instrument, the semi-structured questions were
validated by the industry specialist and pre-tested with three Thai day spa managers who work at least
five years in the industry as the participant criteria, whose feedback helped refine the questions (Hennink
& Kaiser, 2022). The guideline questions used in this study were designed to gather data: 1) general
information about day spa managers, 2) details on the types of innovation adopted in their spas, and
3) information about the impact of innovation on their business performance.
3. Data collection
The fifteen participants were selected through purposive and snowball sampling methods by
asking interviewees to refer other spa managers who met the criteria for participant selection. The first
participant was identified through professional networks and contacted directly via email and phone with
a formal invitation explaining the purpose of the study. Once the initial interview was completed,
snowball sampling was employed by asking the participant to recommend other spa managers who

met the same criteria and were willing to participate. This approach facilitated access to a broader pool
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of knowledgeable respondents and ensured the relevance and depth of the qualitative data. Interviews
were conducted via Zoom or Google Meet, lasting 30 to 60 minutes for convenience.
4. Research process

The research process commenced with an in-depth literature review to establish a solid
theoretical foundation and identify research gaps in existing studies. Interviews were conducted via
online platforms. With participants’ consent, all sessions were audio-recorded and transcribed verbatim.
Thematic content analysis was conducted in two phases. In the first phase, individual transcripts were
examined to identify initial themes. In the second phase, a cross—case analysis was performed to refine
and compare these themes. The coding process was guided by both inductive and deductive
approaches. Researchers reviewed each transcript multiple times to generate open codes, which were
subsequently organized into broader thematic categories. Keywords were systematically compiled into
tables, with recurring terms clustered together and distinctive insights preserved (Williamson et al.,
2018). This method led to a final thematic framework that highlights key factors influencing innovation
adoption in Thai day spas.

The researchers employed data source triangulation involved collecting data and comparing
findings across multiple participants from spa managers with diverse backgrounds to identify consistent
patterns. Expert validation involved coding framework to assess content relevance. The researchers also
applied triangulation across participant perspectives along with inter-coder checks and a code-recode
procedure to support the consistency and credibility of the qualitative analysis. Additionally, literature
triangulation involved comparing emerging themes with prior studies to validate and contextualize the

results (Creswell & Poth, 2016).

Research Results

The researchers used semi-structured questions to gather the initial data from fifteen managers
of day spas such as gender, age, education, spa destination, and total working experience in

a management role (years), as presented in Table 1.
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Table 1. Demographic Information of Spa Managers from the Day Spa in Thailand

Res* | Gender | Age Education Spa Destination Experience (yrs.)
RO1 Female | 35 Bachelor Bangkok 5
RO2 | Female | 45 Bachelor Bangkok 5
RO3 Male 38 Bachelor Bangkok 8
RO4 | Female | 37 Bachelor Chiang Mai 5
RO5 | Female | 35 Bachelor Chiang Mai 6
RO6 Male 40 Bachelor Chiang Mai 7
RO7 | Female | 36 Master Hua Hin 10
RO8 Male 50 Bachelor Hua Hin 7
RO9 | Female 51 Bachelor Hua Hin 8
R10 Female | 36 Master Phuket 12
R11 Female | 42 Bachelor Phuket 6
R12 Female | 44 Bachelor Phuket 8
R13 Male 38 Bachelor Koh Samui 5
R14 Female | 32 Bachelor Koh Samui 10
R15 Female | 33 Bachelor Koh Samui 9

Res* = Respondent

Source: Analyzed and concluded by the authors

The findings of this research offer in-depth insights into the essential aspects of innovation in

day spas, which include product innovation, service innovation, process innovation, marketing innovation,

organizational innovation and the newly emerging theme is sustainable innovation, as presented in Table

2. In addition, the impact of innovation on business performance of day spas in Thailand is shown in

Table 3.
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Table 2. Themes and sub-themes emerging from types of innovation

Theme: Innovation Sub-themes Respondents
1.Product innovation - Introducing new skincare products such as facial skincare RO2, RO4, RO5,
and body treatment using local products RO6, RO7, R11,
- Adapting existing products, LED therapy by using technology | R12, R13, R14,
to deliver fast results R15
- Developing existing products such as massage tools and spa
treatments
2. Service innovation | - Customizing spa treatments for busy professionals such as RO1, RO2, RO3
30 minutes massage RO4, RO5, ROBG,
- Using personalized spa consultations by individual RO7,
consultations and tailor treatment techniques RO8, RO9, R10,
- Providing unique local signature treatment R11, R12, R13,
R14, R15
3. Process innovation | - Digital reservation and real time schedule such as online RO3, RO4, RO5,
booking and self-check-in ROG, RO7, ROS,
- Using Standard Operating Procedures (SOP) to provide RO9, R10, R13,
consistency service
- Integrating CRM to make appointments and offer
personalized promotions
4. Marketing - Off-peak pricing discounts promotion RO3, RO4, RO5,
innovation - Partnership with social media influencers such as partners | RO6, RO7, RO8,
with health and beauty influences RO9, R10, R11,
- Storytelling technique experience for history of spa or each R12, R15
spa treatments
5. Organization - Multi-skilling and lean organization structure such as RO1, RO2, RO5B,
innovation reducing overlapping roles and staff multi-tasking R11, R12, R15
- External partnerships & collaborations such as partnership
with local business
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Theme: Innovation Sub-themes Respondents
6.Sustainable - Eco-friendly spa product & biodegradable and chemical-free | RO1, RO7, RO8
innovation such as refilled bottles for oils and lotions
(newly emerged - Sustainable design and architecture such as open-air spa
theme) pavilions
Source: Analyzed and concluded by the authors.
Table 3. Themes and sub-themes impact of innovation on business performance of day spas
Theme: Business Sub-themes Respondents
Performance
1.Non-Financial - Customer satisfaction such as spa creating our unique and RO3, RO4, RO5,
performance Lanna local signature products and customized treatments. The | RO6, RO7, R0O8,
customer is satisfied and wants to return to the spa again. RO9, R10, R11,
— Customer loyalty such as online booking and self-check in spa. | R12, R13, R14
Customers can view available treatment slots and earn spa R15
membership points to increase their loyalty.
- Employee satisfaction by reducing time for answering and
booking for performance.
- Customer experience such as creating storytelling to enhance
their experience
— Customer intention to visit such as eco-friendly spa products
and package and enhance spa’s brand awareness.
2.Financial - The customized 30-minute spa program expands market share. | RO2, RO8
performance - Partnerships and collaborations increase both sales growth and
revenue.

Source: Analyzed and concluded by the authors.

To address the first research objective, which aims to examine the types of innovation adopted

by day spas in Thailand, the study presents findings on the impact of product, service, process,

marketing, and organizational innovations on the performance of day spa businesses.
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1. Product innovation
From the research findings, ten out of fifteen spa managers implemented product innovations
in their businesses. They introduced new skincare products, adapted existing products using technology
as well as developed massage tools.
1.1 Introducing new skincare products
Respondent 2: “We developed a new facial skincare and body treatment product through research,
using a local lotus petal rich in antioxidants for aging skin. It has become a bestseller, with customers
keep coming back to buy it.”
1.2 Adapting existing products by using technology
Respondent 5: “Our spa uses technology-enhanced treatment devices such as ultrasonic facial tools
and LED therapy because customers want a treatment that is quick and delivers fast results."”
1.3 Developed existing products such as massage tools and spa treatments
Respondent 11: “Phuket’s tin resources inspire us to use tin ore stones in hot stone massages, which
retain heat longer. We also offer innovative facial treatment with a cream mask which does not need
fo be washed off; it absorbs into the skin, saving time and creating a new skincare market.”
2. Service innovation
The findings indicate that all spa managers adopted service innovations in their businesses.
They have customized spa programs, developed personalized spa consultations and unique local
signature treatment to create memorable and valuable guest experience.
2.1 Customized spa treatment for busy professionals
Respondent 2: “We offer 30-minute massages like hand, head and shoulder, and facial treatments to
attract busy professionals on office breaks, thanks to our convenient location near office buildings.”
2.2 Personalized spa consultations.
Respondent 3 and Respondent 5: “We provide a 5-minute consultation before treatments with each
client before the massage to understand their concerns and tailor therapist’s technique to suit their
individual needs.”
2.3 Unique Local Signature Treatments
Respondent 6: “Our Chiang Mai spa is inspired by the traditional Lanna healing house. Our unique
menu reflects local beliefs, with a signature treatment using Phang Prateep is a candle symbolizing

wisdom, clarity, and a prosperous life which create memorable and valuable guest experience.”
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3. Process innovation
From the interview findings, nine out of fifteen spa managers adopted process innovation in spa
by adopting digital reservation and real time schedule, automated appointment reminders, Standard
Operating Procedures (SOP) and Customer Relation Management (CRM) for consistent service.
3.1 Digital reservation and real time schedule
Respondent 7: “We implemented online booking and self-check-in, allowing customers to view available
slots and book without phone calls, reducing wait times.”
3.2 SOP (Standard Operating Procedure)
Respondents 10: “Our spa has an SOP for standard spa procedure, which explain operational policy,
treatment manuals step by step, room setup guidelines, handing quest complaints ensures consistent
service quality.”
3.3 Integrating Customer Relationship Management (CRM) tools
Respondent 13: “Our spa uses a cloud-based CRM system to manage client history, birthdays, and
memberships. It helps staff prepare for appointments and allows us to offer personalized deals and
birthday promotions.
4. Marketing innovation
From the research findings, eleven out of fifteen spa managers applied marketing innovations in their
businesses. They developed off-peak pricing discounts, partnerships with influencers on social media,
and storytelling techniques for their customers.
4.1 Off-peak pricing discounts promotion
Respondent 8: “We offer 50% off regular spa services Monday to Thursday, 11:00 AM-4:00 PM, to
attract customers during off-peak hours. The promotion is shared via email, SMS, and our Facebook
page.”
4.2 Partners with social media influencers
Respondent 11: “Our spa partners with health and beauty influencers on Instagram and TikTok, targeting
segments like working professionals and seniors.”
4.3 Storytelling technique
Respondent 6: “Create a storytelling experience from the moment guests step into the spa, portraying
that they have come to receive healing at the Hong Mor Muang (traditional healing house), with a
narrative rooted in the ancient therapeutic wisdom of the Lanna Kingdom and make promotion of Lanna

treatment.”
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5. Organizational innovation

From the findings of the interviews, six out of fifteen spa managers implemented organizational
innovation by lean organization structure and external partnerships and collaborations with local
community and fitness gyms membership which is a new business model in day spas.

5.1 Multi-skilling and lean organizational structure
Respondent 11: “Our staff can speak English well and they can multi-task such as perform massages,
handle reception, and clean treatment rooms. This streamlined structure reduces overlapping roles,
improves efficiency, and lowers costs.”

5.2 External Partnerships & Collaborations
Respondent 15: “Our spa uses Thai herbs in treatments and scrubs through partnerships with local herb
communities. We also collaborate with nearby gyms, offering a ‘Massage with Fitness Pass’ package,
with gym members receiving a 10% discount at our spa.”

In addition to the key innovation types, this research also revealed the emergence of sustainable
innovation as a newly adopted theme among day spas in Thailand. The researchers found that three
Sspa managers were increasingly adopting eco-friendly practices, such as using biodegradable
packaging, alcohol-free oils, and local, chemical-free ingredients. Some offered refill systems with
discounts to encourage reuse, while others used bamboo structures to reduce energy use. These
initiatives reflect a growing commitment to environmental responsibility and highlight sustainable
innovation as a valuable strategy for enhancing long-term business performance.

6. Sustainable innovation

6.1 Eco-Friendly Spa Product & Biodegradable and Chemical-free

Respondent 1: “We promote sustainability by using eco-friendly, biodegradable products. Our
refillable bottles for oils and lotions come with a 10% discount, and all treatments use local, chemical-
free ingredients.”

6.2 Sustainable Design and Architecture

Respondent 8: “In the afternoon, when the weather is cooler, we recommend clients enjoy their
treatments in our open-air bamboo spa pavilions to reduce air conditioning and electricity use. Our spa

building is made from natural materials like bamboo to promote natural ventilation and lighting.”
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The findings indicate that most spa managers place strong emphasis on the adoption of six
types of innovation: products, service, process, marketing, organizational and sustainable innovations to
improve their business performance, with a particular focus on service innovation. Spa managers
improved the spa experience by customizing and personalizing services to meet individual customer
needs. Product innovation involved the use of locally sourced ingredients to enhance customer value.
Process innovation applied new procedures to reduce service delivery time. Marketing strategies such
as storytelling rooted in local culture helped differentiate spa brands. Organizational changes, including
lean staff management, improved operational efficiency. Furthermore, sustainable innovation has
emerged as a strategic to trends of environmental concerns attracting customers who prioritize eco-
friendly experiences. These results highlight the importance of innovation in driving competitive

advantage in the Thai day spa sector.

Impact of Innovation on Spa Business Performance

The findings indicate that fifteen spa managers pay attention to the spa performance in the two
key elements which are non-financial performance and financial performance. From the interview
evidence, thirteen managers out of fifteen place strong emphasis on non-financial performance
(customer satisfaction, customer revisiting intention and loyalty, brand awareness, customer experience
and employee satisfaction) However, only two out of fifteen managers reported that innovation
contributed to increased financial performance, particularly in terms of sales growth, market share and

profitability.
1. Non-financial performance

1.1 Product and service innovation influences non-financial performance:

Respondent 5: “We create our unique signature product inspired by Lanna and customized
treatment to meet needs of each quest. Our customer is satisfied and wants to return to our spa”.

1.2 Process innovation influences non-financial performance

Respondent 11: “Our spa offers online booking and self-check-in, allowing customers to view
available slots and earn membership points for loyalty. It also boosts staff satisfaction by reducing admin
tasks and enabling better preparation.”

1.3 Marketing innovation influences non-financial performance

Respondent 6: “Create storytelling from the moment guests step into the spa building, enhance

their experience.”
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1.4 Sustainable innovation influences non-financial performance
Respondent 10: “We create eco-friendly spa products and package, and using organic local

product enhance our brand awareness.”

2. Financial performance

2.1 Service innovation influences financial performance

Respondent 2: “Our spa introduced a customized 30-minute spa program for busy
professionals, which has helped increase bookings and expand our market share.”

2.2 Organizational innovation influences financial performance

Respondent 8: “Having external partnerships and collaborations allows us to expand our
customer base, reach new markets, and increase both sales and profits.”

The findings of this study highlight that innovation significantly contributes to the business
performance of day spas in Thailand, mainly in enhancing non-financial outcomes, on which spa
managers place a higher priority than financial performance. Innovations in product and service can
increase customer satisfaction and loyalty, while process and organizational changes have boosted
employee satisfaction. Marketing innovation, such as storytelling, has enriched customer experience and
sustainable innovation through green practices enhances brand awareness. However, innovation can
also create the impact of financial outcomes such as sales growth, entry into new markets and improved

profitability.

Discussion and Limitations

This study found evidence that all spa managers have adopted six types of innovation in their
day spas: product, service, process, marketing, organizational, and sustainable innovation, with service
innovation being the most widely implemented. Service innovations such as personalized consultations,
flexible spa durations, and culturally inspired treatments emerged as key strategies to meet customer
needs, supporting the findings of Sarmah and Rahman (2018) and Sotiriadis et al. (2016). Product
innovation, such as the use of local natural ingredients, was also prominent, aligning with Buhalis et al.
(2019) on cultural adaptation for wellness tourism. Process innovation included online booking systems,
CRM integration, and the implementation of SOPs to ensure consistent service delivery and operational
efficiency (Park et al., 2023). Marketing innovations leveraged Thai-identity-based storytelling and

partnerships with influencers to improve the customer experience, consistent with Consiglio et al. (2018)
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and Wikhamn et al. (2018). Although fewer managers adopted organizational innovations such as lean
management and staff multi-skilling, they reported reduced labor costs, reflecting similar findings of
Armbruster et al. (2008) and Li et al. (2023) on cost-efficiency through organizational innovation.
Notably, sustainable innovation has a newly emerged theme as a meaningful trend. Spas adopted eco-
friendly products, refill systems, and natural architecture to reduce environmental impact and green
marketing principles by Chung (2020). Environmentally conscious travelers are increasingly attracted to
destinations that embrace sustainable practices. These innovations enable day spas to stand out in the
market and adapt to evolving customer needs. The findings indicate that innovation, particularly when
aligned with local culture and sustainability, plays a crucial role in improving business performance and

resilience in the spa industry.

The research findings also reveal that innovation has an impact on spa business performance.
Most day spa managers emphasized non-financial outcomes such as customer satisfaction, revising
intention, loyalty, brand awareness, and employee satisfaction as key indicators of day spa success that
are consistent with Tuominen et al. (2022) and Feng et al. (2021). These improvements often result
from localized products, online booking, reduced staff working hours, storytelling, personalized services,
eco—friendly products and packages, reflecting the view of Carballo-Cruz et al. (2024) that innovation
enhances customer-related outcomes and operational flexibility. The study also supports the Resource-
Based View (RBV), suggesting that spas use internal resources, such as skilled staff and unique services,
as valuable, intangible assets that support competitive advantage. This is consistent with Chuang and
Lin (2017) and Barney (1991), who argued that innovation is a strategic application of firm-specific
capabilities.

However, a gap emerges when considering financial performance. Although previous literature
generally links innovation with financial benefits like increased sales or profitability by Feng et al. (2021),
only two out of fifteen spa managers reported a direct financial impact. This suggests that such outcomes
may not be immediately visible or are harder to measure in small service businesses such as day spas.
It may also indicate a stronger focus on customer experience over financial strategy, which contrasts
with the strategic innovation planning discussed by Tajeddini et al. (2020) and Barney (1991). Moreover,
as noted by Agyapong et al. (2018), the intangible and variable nature of service delivery makes

financial impacts more difficult to track compared to manufacturing.
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Based on the findings from data-driven insights, the researchers propose the Innovation-Driven
Business Performance Framework as shown in Figure 1. The Innovation-Driven Business Performance
Framework demonstrates how different types of innovation—namely product, service, process,
marketing, organizational, and sustainability innovations—contribute to enhancing the business
performance of day spas in Thailand. The framework highlights both non-financial performance
outcomes, such as customer satisfaction, service quality, and operational efficiency, and financial
outcomes, including revenue growth and profitability. It reflects the dynamic relationship between
innovation adoption and performance improvement, based on the thematic findings of the study.

While the study offers valuable insights, it also has certain limitations. The study relies solely on
qualitative data, which, while rich and detailed, does not provide measurable evidence of the direction
of the relationship between innovation and performance. Additionally, the focus on Thai day spas may
limit the relevance of the findings to businesses in other cultural or economic settings, particularly in

countries where customer expectations and business operations differ significantly.

Innowvation

. Organizational innovation

1. Product innovation

2. Service innovation Business Performance

3. Process innovation 1. Non-financial performance
4. Marketing innovation *| 2. Financial performance

5

B

. Sustainable innovation

Figure 1 Innovation-Driven Business Performance Framework

Source: Analyzed and concluded by the authors.
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Contributions

This study expands the academic implications of innovation and business performance by
exploring six types of innovation that are product, service, process, marketing, organizational, and
sustainable in the under-researched context of Thai day spas. It addresses research gaps by highlighting
how culturally rooted and eco-friendly innovations contribute to differentiation and customer
engagement. The findings support and extend existing theories by Buhalis et al., (2019) by offering new
insights into how innovation enhances non-financial performance, including customer satisfaction, brand
awareness, and employee morale. By using qualitative data from spa managers, the study provides
context-specific evidence often missing in innovation and business performance literature, especially
within small service businesses. In addition to its academic significance, the study also offers practical
implications for industry stakeholders, translating theoretical insights into actionable strategies for real-
world applications. Moreover, this research paper offers practical implications for spa managers and
entrepreneurs by highlighting effective innovation strategies such as using local herbs in products,
personalizing services, adopting digital tools, and embracing sustainable practices. These approaches
help improve customer satisfaction, brand loyalty, and operational efficiency. The findings also
encourage spa owners to view innovation as an ongoing process which can strengthen competitive
advantage and support long-term business growth in dynamic wellness industry. For policymakers, this
research suggests that government agencies should promote the integration of local cultural traditions
and eco-friendly practices in spa businesses. This can be accomplished through training or certification
programs that promote cultural identity preservation, while increasing the appeal of spas to

environmentally conscious travelers.

Conclusion and Further Research

In conclusion, this study reinforces the importance of innovation as the driver of enhanced
business performance, particularly in the non-financial aspects of day spas in Thailand. It shows that
service innovation, especially when culturally grounded and customer-focused, can significantly improve
customer satisfaction, loyalty, and brand image. Spa managers should develop individualized spa
experiences rather than one-size-fits-all treatments by consulting with customers and offering
customizable treatment packages based on their preferences and health conditions to address their
specific pain points. Although the evidence for direct financial benefits remains limited, the study

suggests that non-financial gains may serve as leading indicators of long—term financial success. By
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integrating innovation into everyday operations, whether through service personalization, sustainable
practices, or cultural storytelling, day spas can reduce costs through multi-skilled staff and a lean
organization structure (Li et al., 2023). Collaborating with local businesses and utilizing social media
boosts greater visibility and creates distinctive customer experiences that set them apart in a competitive
market. The findings support the Resource-Based View theory, emphasizing that strategic value of
internal capabilities is central to business success, particularly in localized knowledge and experience-
based industries such as spa services. The results of the study pointed out that innovation in spa industry
is not limited to technological advancement. It can also emerge through non-technological approaches
that are influential in driving performance in service businesses. Future research should build on these
insights by applying mixed approaches, exploring longitudinal effects to deepen our understanding of
innovation, in particular sustainable innovation on customer retention and environmental outcomes in

wellness businesses.
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Abstract

This article aims to compare the form, content, and language, as well as to analyze the creative
techniques used in composing the performances of the folk song 'Nang Sip Song - Phra Rot Meree.' Data
were collected from original handwritten manuscripts and published copies, totaling 32 versions. The study
was conducted according to the concepts of literary studies, folk songs, and Thai performing arts. The analysis
and comparison of the performance scripts revealed distinctive characteristics that can be divided into three
types: 1) narrative songs, 2) dialogue songs, and 3) dramatized songs. Regarding the creative techniques, it
was found that 1) there are five main shared techniques: (1) selecting content, (2) structuring the plot in
chronological order, (3) choosing genre and melody of folk songs, (4) composing lyrics, (5) presenting key
creative concepts; 2) there are specific techniques that vary by types of song: 2.1) For narrative songs, the
techniques include (1) choosing the type of song, (2) interaction with the audience. 2.2) For dialogue songs,
the techniques include (1) selecting significant issues as topics for debate, (2) using rhetorical expressions for
flirting and argumentation, (3) employing sexually humorous remarks. 2.3) For dramatized songs, the
techniques include (1) enhancing, cutting, and refining the components of the performance, (2) inserting
narration, dialogue, and descriptions, (3) incorporating humor, (4) including Thai musical pieces, (5) creating a
complete performance script. This research uncovered valuable and ancient information and provided insights
into the creative techniques of composing performance scripts, serving as guidelines for education, creation,

and further development.
Keywords: Creative techniques, Performance scripts, Thailand's Central Region folk songs, Nang Sip

Song — Phra Rot Meree, Thai performing arts
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Digital Storytelling: Enhancing the Inno-Life Tourism
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Abstract

This article aims to extract the knowledge and wisdom of tourism communities to inform tourism
community storytelling. Develop the potential of community innovators and storytellers and develop digital
storytelling to convey community stories. The research methodology consisted of three phases, in accordance
with the objectives. The sample included representatives of local wisdom scholars and representatives from
the tourism communities of Ban Mae Kampong, Ban Pa Tan, and Ban Pong Kwao, Chiang Mai Province.
The content included knowledge from local wisdom and tourism community identity. The research instrument
used was a knowledge record form.

The results revealed that the tourism communities of Ban Pa Tan, Ban Mae Kampong, and Ban
Pong Kwao possess distinctive tourism community storytelling knowledge and diverse tourism expertise.
The communities have developed their potential as innovative storytellers. The communities expressed the
highest level of satisfaction with this development and wish for continued development projects.
The communities are capable of conveying the stories of their three tourism villages: Ban Pa Tan, Ban Mae
Kampong, and Ban Pong Kwao through digital storytelling media, including e—books, clips, and the website
https://digitalstorytelling.lliskill.com. Add value to tourism, enhance the identity of tourism communities, and
enhance the value of local resources through the process of promoting community identity. Communities

share their stories, creating memorable experiences and immersing tourists in their communities.

Keywords: Digital Storytelling, Tourism Community, Community Innovators Storytellers
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A Model for Utilizing Artificial Intelligence to Enhance

Learning Management for Secondary School Students
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Abstract

This research aimed to 1) study the current conditions, problems, and needs regarding the use
of artificial intelligence technology for learning management; 2) develop a model for using artificial
intelligence technology to enhance learning management; and 3) experiment with and evaluate the
model through a three-phase participatory action research process. The sample groups consisted of
administrators, teachers, and students. Data were analyzed using means, standard deviations, and

t-tests.

The research findings revealed that 1) regarding the current conditions, problems, and needs
for learning management with artificial intelligence technology, administrators and teachers recognized
the important role of artificial intelligence in promoting learning in the digital age context. However,
obstacles remained in terms of knowledge and understanding of artificial intelligence usage, lack of
resources, and absence of clear practical guidelines. This resulted in high demand for practical training
workshops, along with budget support and systematic policy formulation to effectively support the
application of artificial intelligence in educational institutions. 2) The development of a learning
management model using artificial intelligence technology produced a model called the "AIDA Model,"
with artificial intelligence serving as the main mechanism driving learning through (1) creating learning
media, (2) intelligent tutoring systems, (3) adaptive assessment and feedback systems, and (4) activities
promoting learner engagement. 3) The model's effectiveness evaluation results showed that teachers'
knowledge and skills in using artificial intelligence increased by 36.15 percent, while students achieved

higher-order thinking skills and digital technology skills exceeding the 80 percent criterion.

Keywords: Al-based learning management, model development, learning needs with Al
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