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This study aims to identify the factors that influence Chinese consumers' pu
intention of organic food, study their organic food buying behavior, and de
strategies to increase their organic fqadchase intention. By using the extension
the Theory of Planned Behavior, the researcher can identify the factors of this
which are attitudes, subjective norms, perceived behavioral control, and moral |
The researcher collected 417 onlingvgy data from consumers living in Zhejial
Province, China, who have organic food purchase intention. Aoraability sampling
method, including convenience sampling and snowball sampling, was used

sampling process. The analysis results by SP88&iple regression indicated that ¢
four independent variables influenced the dependent variable, purchase intention
organic food. In response to the findings, the researcher suggests some

recommendations for strategic development.

Keywords: The Theory of Planned Behavior (TPB), Moral Norm, Purchase Intent
Attitude, Organic Food, China

Q WURGXFWLR environmental pollution,  organic

agriculture is characterized by improving
Organic farming is an effective solution fertility and managing pestsr ill nesses
to several problems associated with  without affecting the environme(Kunz
conventional farming. In contrast to & Muller, 2010) As consumers become
conventional agriculture cause more environmentally conscious, their
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interest in oganic food increases
significantly (Hughner et al., 2007)
Moreover, with globalization and the
rapid economic and technological
development of countries, the shift from
traditional foods to organic foadis

worldwide.

The organic food market is fast growing
as the demand for healthy foanosty
organic food, is growing globallfHelga

et al.,, 2020) As of 2018, worldwide
organic food and beveragealeshave
reached $114 billiofHelga et al., 2020)
The three mosimportant global markets
for organic food and beverages (as of
2017) are the United States ($47.9
billion), Germany ($12.8 billion), and
France ($10.7 billion), with the top
annual  peicapita organic  food
consumption being Switzerland and
Denmark ($368 ed) and Sweden
($272)(Helga et al., 2020)

In China, rising incomes have made
consumers more inclined to consume
high-quality food, which has led to a
significant increase in market demand for
organic food(Tian & Yu, 2013) As of
2018, China is théourth largest organic
food and beverage market globally, with
$9.6 billion in retail salegHelga et al.,
2020) On the supply sidejn 2018,
3,135,000 hectares of farmland were
dedicated to organic agriculture,
accounting for about 2% of China's total
of 166 million hectares of farmland,
which is a 69.2% increase relative to a
decade agoHelga et al., 2020)The
Yangtze River Delta region (including
Shanghai, Zhejiang, Jiangsu, and Anhui)
is the earliest in Chinavhere organic
agriculture has develope@nd orgarg

food is more mature and developdthe
national organic food production base in
Zhejiang Province is a leader in the
organic industry (Li et al., 2017)
Moreover,according taQu (2017) 79%
84% of Zhejiang consumers want to buy
green and nopolluting agricultural
products. In 2016, there were 6,306
organic food producer® China(Helga
et al., 2020)However,evenin 2018, the
per-capita organic food consumption in
China was only $7.086, and worldwide it
was $12.9Helga et al., 2020)

Although there is a gappetween the
current Chinese organic industry and
other countries developing this industry
for many years, the gap is gradually
closing. Currently, more and more
Chinese consumers are buying and
recommending organic food to their
friends and family. Moreove organic
food exists at a high premium and high
profit for organic food businesses. As a
result, although organic food is only a
tiny portion of the Chinese food market,
more and more Chinese food producers
turn to organic food production.
Compared to similar studies in developed
countries, fewer studies have been
conducted in China. Thus, a study of the
factors affecting Chinese consumers'
organic food purchasing intentions is
imperative. Also, it can help organic
marketrelated companies tadevelop
strategies and implement plans
accordinglyThere is a key theomglated

to purchamg intention thats discussed

in thenext section.
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ILWHUDWXUH UHYRYPD H[WHQWHRRURI WI

7KM(HRUSCROQQHG
EHKDYLRU

Ajzen (1991)formulatedthe Theory of
Planned Behavior (TPB), positing that a
person's intentions to undertake a
particular behavior are greatly affected
by a combination of attitude, subjective
norms (SN), and perceived behavioral
control (PBC) The TPB builds on the
Theory of Rasonable ActioTRA) by
adding a new element of perceived
behavioral control(Ajzen, 1991) This
factor is essentialbecause of previous
models' limitations in  predittg
behavior that is noentirely underthe
control of an individual's intentions
(Ajzen, 1991) Thus, attitudeSN, and
PBC are the three factors that determine
behavoral intentions in the TPB.
Researchers have used the TPB
extensively to study various behaviors
and have concluded that these three
determinants account for approximately
40-50% of the variance in predicting
behavioral intentionBamberg & Moser,
2007; Conner & Armitage, 1998)in
previous studies, these thretements
have also been appli¢d predict socially
and environmentally friendly behaviors,
such as purchase intentions for organic
food (James et al., 2019and green
product purchase intentior{kiu et al.,
2020)

RISODQ @HKED Y LR U

Despite the widespread and sucéass
application of the TPB in consumer
behavior research, numerous researchers
have argued that the theory lacks
consideration of moral influences
(Botetzagias et al., 2015; Liu et al., 2020;
Saleki et al., 2019)Global resources are
finite, and one person's consumption will
inevitably be detrimental to anotfe
interests As a result, many researchers
have argued a certain level of moral
engagement with purchasing more
environmentally friendly orpollution-
free products(Chan & Bishop, 2013;
Chang & Chang, 2017; Liu et al., 2020)
In this context, the lack of consideration
of moral factorsn TPB is troublesome
(Kaiser & Scheuthle, 2003)Ajzen
(1991) also suggestthat there is also a
need to consider individuals' moral
obligation and responsibility fapecific
actions in some cases. Therefore, some
researchers have supplemented the
Theory of Planned Behavitwy addinga
variablesuch as ethics or morality. For
example, Arvola et al. (2008)better
predicted consumers' intion of buying
organic products by considerieghicsin
their study. More research has found that
moral norms are an essential factor in

forecasting recycling intentions
(Botetzagias et al., 2015)Kl6ckner
(2013) and Bamberg et al. (2007)

confirmed through metanalysis that,
apart from attitude and PBC, moral
norms were the thirgignificantpredictor
of organic food purchase intentions. The
research by.iu et al. (2020)shows that
the TPB with moral extension is more
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appropriate than the previous framework
for predicting Chineseonsumers' green
purchase intentions. According £jzen
(1991) and Sparks (1994)moral norms
can be considered one's pergams of an
action's moral rightness or wrongness. In
this current study, theTPB with moral
extensions will help understand the
factors influencing Chinese consumers'
organic food purchase intentions.

3XUFKDVH LQWHQWLRS

Purchase intention is amndividual's
desire to try out a specific product
classified as consumer behaviors. It is a
positive or negative behavior that
consumers show towards a product,
which can be seen through their purchase
intentions (Wang, 2012) Fishbein and
Ajzen (1975)argued that thenost poteh
predictive factor for a person's behavior
would measure theintention to perform
that behavior. Because purchase
intentions are widely believed to predict
customers' future buying behavior, they
are often used in market research as a
surrogate indicatdior future behavior or
predictive models as predictors otdwe
behavior(Morwitz, 2014)

SWWLWXGH

Attitudes are part of the TPB and refer to
behavioral attitudes, i.e., an individual's
internal evaluation and psychological
preference for another entity or object
(Ajzen, 1991) Consumer behavioral
attitudes are necessary for buying
behavior, including prchasing food

productdHonkanen et al., 2006%everal

studies have shown that
environmentallyconscious or health
conscious attitudes influence organic
food purchasing behavidDangi et al.,
2020; Lee & Yun, 2015; Ngob®011;
Yadav & Pathak, 2016) Health
conscious individuals usuallgonsider
organic food$ealthier than conventional
foods, and these individuals have a
higher propensity to purchase organic
foods(Michaelidou & Hassan, 2008)n
iland, organic food sales have
eased due to mass media coverage of
chemical residues in owentional foods,
which has reinforced the perception that
organics are more healthful than
conventional food (Roitner
Schobesberger et al., 2008h India,
Yadav and Pathak (201&howed that
organic food attitudes dramatically
influence consumers' intention to
purchase organic food

6XEMHKH QRUP

Subjective norms are the societal
impulses a person feels about whether or
not to adopt a particular behavior, and
can also be thought of as an individual's
confirmation of the importance of other
people’'s opinions (Ajzen, 1991)
Perceived social pressure often comes
from significant otherssuch as family,
friends, classmates, or the public. A
study byJames et al. (2019)oted that
the role of subjective norms has often
been overlooked in previous studies of
organic food purchasing beliar.
However, status symbols are an essential
part ofChinese people's subjective norms
and significantly impactorganic tea
purchase intentioifJames et al., 2019)
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Yadav and Pathak (2016) stated that
subjective norms could test whether the
behavior has become a social norm in an
area and supports purchase intentions for
organic food.Various studiesshow that
subjective norms sighcantly impact
purchase intentiorfSaleki etal., 2019;
Wang, 2012)

ORUDO QRUP

Moral norms are the socially decided and
accepted set of values that a person's self
attaches to a specific behav{@onner &
Armitage, 1998) Moral norms can be
thought of as personal moral rules or
values (Arvola et al., 2008)Liu et al.
(2020 studied the moral norms in green
purchasing behavior and concluded that

SHUFHLYHG EHKRY L R tbkiGorisRréaMbhd the most critical

Perceived behavioral control (PBC) is
whenindividuals believethat they have
more assetsor opportunities at their
disposal and anticipatéhat the fewer
barriers to behavior, the more control
they feelover the behaviofAjzen, 1991)
PBCinvolves an individual'awareness
of the degree to which they can
accomplish a particular behavi@jzen,
1991) Previous studies have shown that
PBCcan directly predict green products'
purchase intention under th@B (Liu et
al., 2020) The study byDangi et al.
(2020) can also demomrsite thatPBC
positively impacts organic products'
purchase intention. Furthermore, some
studies have shown thRBCcan interact
with several other factors to act on
behavior(Botetzagias et al., 2015; Chen,
2016) PBC has a significant effect on
intention when controlling for some
conditions(Zhou et al., 2013)

factors in predicting purchase intentions.
Their study showed that moral norms to
the TPB effectively increased predictive
ability, and moral norms form the
essential framework of relations with
subjective norms and attitudes. Studies
by Nguyen et al. (2017and Le et al.
(2019) indicate that moral norms and
other moral correlates can positively
affect attitudes towards consumption
related to environmental protection.
Whenbuying organic food, there aaéso
moral issuesrelated to protectinghe
environment.

&RQFHSWXDO IUDP

The researcher collected relevant
conceptual frameworks froithe Theay

of Planned Behavior and existing
literature related taependent variables
attitudes, subjective norms, perceived
behavioral control, and moral norms. The
conceptual framework connects these
independent variables with a dependent
variable organic food purchase intention.

FBMS [7
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Figure 1 Conceptual framework

Hi: Attitude impacs organic food purchasing intention.
H>: Subjective norm impasbrganic food purchasing intention.
Hs: Perceived behavioral control impacrganic food purchasing intention.

H.: Moral norm impac organic food purchasing intention.

SHVHDUFK PHW KRR Regign © purchase

organic fo he target population
This current study is quantitative Due to the COVIB19 epidemic
research based on the research survey worldwide researchers distributedil7
technique.In this current studynon guestionnaires via social networkem
probability sampling procedures were  September to  December 2020.
utilized which are convenience sampling  Descriptive statistics on the demographic
and snowball samplinghccording to the variables and inferential statistics
researchpurpose the reseaher selected (multiple linear regression analysis) for
consumers who live in Zhejiang Province hypothesis testing were utilized
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5HOLDELOLW\ WHVW
Table 1 Pretestingresult (N=30)

Variables Cronbach's Alpha Number of Items

Dependent Variable

Purchase Intention 727 4
Independent Variables

Attitude .853 4

Subjective Norm .849 4

Perceived Behavioral@htrol 729 4

Moral Norm .861 4

The researcher collected 30 and Bougie (2016)tated that if each
guestionnaire surveys through social variable has a reliability value greater
networks to test each variable's reliability ~ than 0.70, then the questionnaire is
in the questionnaire. According to the consistent, reliable, and suitable as a
results, the EUR Q E D FK ffofr &lO S K Desearch tool for this study.
variableswasgreaterthan 0.D. Sekaran
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SHVXOWYV
Table 2 Summary ofdemographic andeneralinformation (N417)
Characteristics Frequency %
Gender
Male 241 57.8
Female 176 42.2
Age
<22 60 14.4
22-39 254 60.9
40-54 71 17.0
>54 32 7.7
Monthly Income (US$)
<500 87 20.9
501-1,000 139 33.3
1,00%1,500 122 29.3
1,5012,000 50 12.0
>2,000 19 4.6
Education
Lower Secondary and Below 34 8.2
Higher Secondary 59 14.1
Vocational College 86 20.6
Undergraduate 185 44.4
Postgraduate 53 12.7
Monthly spending oprganic food (US$)
<15 96 23.0
16-50 141 33.8
51-100 122 29.3
101150 39 9.4
>150 19 4.6

'"HVFULYWDYH.V W L FV personal monthly income level was
between $5010 $1,000, accounting for

In| Table?2| thedescriptive analysis of the 33.3% with 139 respondents. Regarding
demographic factors based on the survey the level of education. most of the

results showed that758% were males, respondents were undergraduatads®b
and 42.26 were females. Most of the with 185 respondents. Besides, the

respondents' age level was between 22 to percentage of respondents who spdiet $

39 years old, 60.% with 254 to $50per month on organic food was the
respondents. The highest percentage of highest at 3.8%, with 141 respondents.
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DQDO\VLYV
According to[Table 3] the Rsquared

value of 0652indicateghat 6.2% ofthe
variance of dependent variable

Table 3 Model summary

intention can be explained by the
independent variables (attitude,
subjective norms, perceived behavioral
control, and moral norms).

R R Square

Adjusted R Square

Std. Error of the
Estimate

.807 .652

.648

.53079

According to|Table 4| organic food
purchase intention was statistically
significant at the 0.05 level of
significanceon attitude (H), subjective
norm (H), perceived behavioral control
(Hs), andmoralnorm (Hs). Thestrongest

attitude (H), which indicates one unit
increase of attitude can increase purchase
intention by 30.7% based orthe
standardized bet&ubjective norm (H),
moral norm (H), and perceived
behavioral control (g are followed,

influence on the dependent variable with 27.%6, 21.00, and 4#.0%,
organic food purchase intention wide respectively.
Table 4 Hypotheses testing result
. . Unstandardized Standardized
Hypothesis Sig. Beta Beta VIF Result
Hi .000 .316 .307 2.771 Support
H2 .000 277 275 2.251 Support
Hs .001 .164 .140 2.153 Support
Hs .000 .199 .210 2.035 Support

The variance inflation factor (VIF) of
each independent variable wastedto

detect multicollinearity (Sekaran &
Bougie, 2016) In general,
multicollinearity may occur when

multiple VIF coefficients are close to 5 or
greater(Zikmund et al., 2018 In this
study, the varibles' VIF are allsmaller
than 5 which meanso multicollinearity
amongstll theindependent variables.
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In this current study, the researcher
developed four hypotheses basedtiom
Theory of Planned Behavior and Moral
Extension. Bur independent variables
which are attitude, subjective norms,
perceived behavioral control, and moral
norms were selected that impact
purchase intention toward organic food.
The researcher used multiple linear
regression  methods to conduct
hypotheses testing

The current study results show thhe
attitude of consumers significantly
affects organic food purchase intention.
It signifies that the more positive
consumers' attitudes towards organic
food, the more they yrchase organic
food. This result can support the previous
study by Yadav and Pathak (2016)
which proved that the organic food
attitude significantly affects consumers'
purchase intention towards orga food.
This finding also supports the studies by
Lee and Yun (2015ndNgobo (2011)

RegardingHypothesis two, it was found
that subjective norms impact organic

NSUD]w P u vs

Based orthe resultsn this current study
the researchegproved thatmoral norms
impact consumers' purchase intention of
RUJDQLF IRRG 7KXV FRQVXPI
values can have an impact on whether
they buy organic food or not. It supports
the results ofLiu et al. (2020)on the
moral norms factor in the study of
purchase intention. The study by et al.
(2019) also demonstrates that moral
correlates can positely impact attitudes
about green and organic food
consumption.

The findings indicatethat perceived
behavioral control can influence
consumers' organic food purchase
intention. The more factors consumers
perceive they have control over, the
greater the pssibility of purchasing
organic food. It is congruent with the
findings from previous studies hyu et

al. (2020)andDangi et al. (2020)

[KHRUHWLFDO LPS

In this current study, the researchers used
an extended Theory of Planned Behavior
based on recent studies ogreen

IRRG YV SXUFKD ®$tbjedti®gW H QMIrtHasgéChen & Tung, 2014; Liu et al.,

norms encompass the behavior or beliefs
of consumers, ti means that buying

organic food is already a social horm in
an economically strong region like

Zhejiang, China. This result can support
the findings of a previous study Bgmes

et al. (2019) which concluded that

subjective norms significantly affect

organic tea's purchase intention. This
finding also supports similar studies,
such as those byradav and Pathak

(2016)andSaleki et al. (2019)

2020; S&eki et al., 2019)to examine
Chinese consumers' organic food
purchase intention3.he model builds on
the TPB by adding a new independent
variable, moral norms, to be
conceptualized as an independent
determinant of purchase intentiofihe
results showhat the explanatory power
of the model can be significantly
improved with the additioal factor, and
this extendedmodel can explain 65.2%

of the variancelLiu et al. (2020)also
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showed that after controlling for the
original three variables in the TPBoral
norms can have a direct effect on
purchase intention ant a significant
predictor of consumers' green purchase
intention. In other words, theextended
TPB with moral normsis a valuable
instrumentfor research questions, and
future research around organic food
purchasing could consider using this
extended mode Besides this current
study supports that the extended TPB can
be used to predict consumers' purchase
intention of organic food in China, which
could encouragether researchers to use
this theory or continue textendon it.

SUDFWLFDO LPS @yFdd W ddv&d

This currentstudy provides researchers
with a thorough insight intaZhejiang
Chinese consumers' purchasing behavior
towards organic food. ttanhelp organic
food praducers practitioners, and
marketers betteunderstand consumers'
behavioral patterns and develop plans to
expand their market sharéAttitude,
subjective norms, perceived behavioral
control, andnoralnormsimpactChinese
consumers' purchase intentionoo§anic
food. Therefore, practitioners need to
emphasize these variables to increase
consumers' purchase intentiongs
follows, based on the lowest mean scored
guestion inthe questionnairsurvey

First, attitude is themost critical factor
influencing Chinese consumersganic
food purchaseintention. In general,
communicating with consumers through

the media helps consumers be more
interested in buying organic food, thus
increasing their purchasing of organic
food (Han et al.,, 2010) Secondly,
regardingsubjective normsrganic food
companesshould actively look fomore
waysto expandthe groupof people who
buy organic food. The more people who
matter to the consumer buy organic food,
the more likely they are to purchase
organic food. Third, regarding moral
norms, marketersanbe more proactive
in raising consumers' awareness, such as
popularzing scientific knowledge about
organic food related to environmental
protectionvia social media. In the long
run, this may help build positive
consumer attitudes toward organic food.
behavioal
control, practitioners should pamore
attention to whether consumers can
easily buy organic food, such as working
with supermarkets to increase the
number of organic foods on the shelves.

SHFRPPHQGDWLRQ

In further studies, the probability
sampling method could be usedtead,
ensuring that the entire population
represents the resultsuch as stratified
sampling or cluster samplindesides,
the study was conducted on organic
foods only, limiting the generalizability
of the findings. Therefore,further
research should &nd their research to
green products or even otherganic
products.
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-RXUQDO RI )DPLO\ %XVLQHVV DQG ODQDJHPHQW

661 RROLQH 9ROXPH 1 X PEQIN -DQXDU
How Paradoxical Leadership SHEHLYHG
makes Employees Loyal? SFFHSWHG

The Role of Job Satisfaction

= KHQOL®Q QEQ+H

6FKRRO RI 7TRXULVP DQG 3XEOLF $GPLQLVWUDWLRQ
8QLYHUVLW\ 'D[XHGRQIBGQLQJLOKQLIMDIER J
&KLQHVH *UDG3DQ\D $ERBW O XWH RI ODQDJHPHQW
ORR &KDHQJZDWWDQDGGDNALLDAW 1RQWKDEXUL
7KDLODQG
6FKRRO RI &LYLO (QJLQHHUDQJ D QPR BDWK RW B BDWDRUWH
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$SEVWUDFW

%DVHG RQ GHPDQG GWKWRUP LIDDW BRIQ |17 KBRUD GV
JHDGHUVKLS RQ (PSOR\HH /R\DOW\ LV H[SORUHG
6DWLVIDFWLRQ LV GLVFXVVHG EDVHG RQ WKH St
FRQWUDFW 7KH GDWD DQDO\VLV UHVXOWVKRIZV
3DUDGR[LFDO /HDGHUVKLS KDV D VLJQLILFDQW !
6DWLVIDFWLRQ SOD\V D SDUWLDO PHGLDWLQJ
(PSOR\HH /R\DOW\ /HDGHUV VKRXOG VW UH Q JN¥UM
VW\OH TXLFNO\ DQG HIIHFWLYHO\ VROYH WKH F
QHHGV DQG LQGLYLGXDO QHHGV LPSURYH HPSO
OR\DOW\ WR OHDGHUVKLS DQG RUJDQL]DWLRQ
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WRSLFV LQ RUJDQL]DWLRQDO

, QWURGXFWLRQ ynvHpurk

,Q UHFHQW \HDUV ZLWK Wb g R SibHHC HY kP RESFPUHIR WU HV R X L
RI' VRFLDO HFRQRP\ WKW HEEYLQRHGHYHORSPHQW +F
HQYLURQPHQW RI RUJDQLPYMIARRWH KDYDEBHF RAHS HUVR Q QH
PRUH DQG PRUH G\QDPLFp RKRWP SOIHIL PXFVF IS® REORRV W
FRPSHWLWLYH /HDGHUV R{QRUPIEEIHIW WM B MWW SULVHYV
DOZD\V IDFLQJ FRQIOLFWHRAHBUHRBWCUPIYBR\HHY LV WKE
LQVLGH DQG RXNWELEHNVWR@G FREGV Y RU  1I1IDWDWEIRQHQ UFK
SUREOHP RI FRQWUDGLFWFRY\QWNi8w RWKER)MN HP SOR\HH O
IDFWRU DIIHFWLQJ WKH VXYYMWHG @PIH@ W DG ZNDRWKRPSD
GHYHORSPHQW RI DQ RUJGRURW BRM@IDLONWSUBUKXPDQ FD
WKH SDUDGR[LFDO OHDGHYYKb8 WP DG FKXYWDLQDEC
FKDUDFWHUL]HG E\ FRQW{RRHEOG\ W ROFHLWEFH

DQG IOH[LELOLWRQ DIQIRQ CRBNMDY WKH QHZ JHQHUDW
FRQWUDGLFWRU\ VLWXDW L R@Y Yvjf-:X PO W E D FW B R AdRd HE
DQG PRUH DWWHQWLRQ IYR®o R DMK UMy ORSELWLRQDO
UHVHDUFKHUV LWK  WHEHVRRKBRMMEQXREYHQVDWLRQ L
LPSURYHPHQW RI WKHVKEXHRWRRQ O FRBF&®HOV FDQIW |
ZRUOWKH QHZ JHQHUDWLRQ | REWQR¥PAHCRSIURYH WKH OR!
ZRUNHUV HQWHU WKH RUJRR$IRVLR R ORYe UHBPPRIFGl) wKH
WKHROGHU JHQHUDWLRQ QRIHGWUPIGHIEBRIPYV RQ WKH <
HPSOR\HHV DV WKH PD@YWF\NKH7K¢IHZ WUHQG RI

FKDUDFWHULVWLFV Rl WKpip @b ZH B HQ WUR WA REDEROHMP S O R
HPSORDHHVR QREGHSHQGH @RH DQG

WKH SXUVXIDMXH VHODL]DWL %
WKH WUDGLWLRQDO RUJD QZ@ Q/@K/dk‘@\ﬁk‘b’NKdée'—V

LOFHQWLYH PHRAKWDR LI & VWIOH WKDW" DSS|
WKHLU LQGLYLGXDO QHH W BG&BWHRLHDE%QH\EKH VXUIL
PDQ\ FRUUHVSRQGLQJ FR USPRRAE L ¢ o /HDGHU
EH VDLG WKDW WKH FRQ TWW LR ﬁ%’ﬁ%%\ﬁ WiHa G\
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LQGLYLGXDO QHHGV RI QB R M KH DF\ DQG

QHHGV R RUJDQL]DWLR %BWBQEW QQG KERQRVLVWHQF
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FROQVWUXFWLYSPEHX®YLRIOt only in the behavior of whether
.QLJKW HW DO =K D Q EnpldyeRO are willingEts Vétay in the
WKHUH DUH IHZ W KWFXR/YDdR@pRsB @ work for it, but also in the
HPSOR\HH OR\DOW\ 7KHU Httirdérbf igigndt) &d dedlitaiidiK to the
LQIOXHQFH RI SDUDG R L Eridetprisd EnipBylddJlvykity S nBt@nly a
HPSOR\HH OR\DOW\ DQG Icamdret® H Friiabifedtatien K Do the
FHUWDLQ SUDFWLFDO V linieinblizafidd @fFthle cBrB Wakiesf Ltig@

WKHRU\ DQG SUDFWLFH company in the hearts of the members of

,Q VXPPDU\ IURP WKH sHm%qqfﬁwewPﬁteé%oef@@f’”amway
UHTXLUHPHQWXG\WHK[LSO R q_lvemlg es to contribute to the
SDUDGR[LFDO OHDGHUVK ”'Zé‘Br(ba”BHW(R,VG\W,q{ Output
LQGLYLGXDO QHHGV RI et'SeR\aHeHU‘aWRf%it% ing

WKHLU OR\DOW\ WR WKH =y

£qQJ
WKH FRQWUDGLFWLRQ EH %w%ﬁﬂeairs’ﬁ%:stymgﬁﬁ Q[

DQG RUJDQL]D$W RACKIHO V(D
EDVHG RQ WKH WK&mQJMIa&%h $FFdRUGLQJ g If obvo
SVIFKRORJLEDO ERQWUD¥ERCY Wi hegds thpogy gnd se

&\;{‘)LWR BeopIeD \|7eed and

FROVWUXFWV D MRE WEWPH
LOQWHUPHGLDU\ YDULDE 0 HYRRUImeet {eﬁtﬁﬁé?&zﬁgﬁﬁ\%‘f%

LQWHUQDO LQIOXHQFH Nepds Ry 'ﬂt\}'ﬂf”
SDUDGR[LFDO OHDGHUV}&B@pe“’F@g peeds. When
OR\DOW\ DQG SURYLGHV W B ?_E]BtOpe@H?ibWB) &
SUDFWLFDO R]lXLCRI])JQBQL]I k‘g percepiion and behavio
OHDGHUV KRZ WR HQKDQ “"% ey wark | Bapgpical
LQ SUDFWLEH WR UHGXF i§24¢ 'FS\WSEW' FE"\?’F" ’}? gnd
HQKDQFH RUJDQL]DWLR {505 @ m?ﬁ‘ﬂﬁ‘h ut it

HITHFWLYHQHVV ppropriate elegate power to specific
things and leave them to handle

7TKHRUHWLFDO N omelthtddn meot the
UHVHDUFK K\SR Wd&dﬂéﬁdﬂy\és for job autonomy,

. . make employees experience individual
Paradoxical leadership and freedom, and #n make employees more
employee loyalty willing to work and serve the organization
Meyer and Allen(1991) define employee Although paradoxical leadership treats
loyalty as an attitude and behavior that subordinates equally, it still recognizes the
employees identify with the core values of unique personality and ability differences
the organization and are willing to do their of each employee. It can flexibly assign
best to work and contribute for the tasks according tohe ability of the
organizationMeyer et al.(1993 believes employee in the work, reduce the work
that employee loyalty carbe manifested pressure of the ordinary employee, and at
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the same time, it can also enable the The mediating role of job

competent employee to complete the Satisfaction

challenging tasks, let them experience theAs a leadership behavior style that can

sense of achievement and meet theirsimultaneously take into account the needs
compeent needs At the same time, of the organization and the needs of
paradoxical leadership meets the employees, and effectively deal with

individual needs of each employee and cancontradictions in  the  workplace,

make them feel the care from the leader.paradoxical leadership can affect

This kind of care perception can make HPSOR\HHVY MRE VDWLVIDFWL
employees more loyal to the leadership andfollowing aspects:

dedicated to the organizationn the
process of handling the relationship with
employees, paradoxical leadership
maintains the authority of leadgbutit is
easy to treat people, maintain the dignity of
subordinates, and learn from subordinates
with an open mindThis way of dealing

with  employee relations can make . ,
ploy experience the fun of work in an

emplqyegs feel the respect and trust fromautonomous and mked atmospherdet
organizations and leaders, meet the needs

L employees freely display their talents.
of estthshmg mutual  respect  and Secondly, paradoxical leaders respect
connection between employees and others

d enh trust and loyalty bet subordinates, maintain the dignity of
and ennance st and foyally beWeeNsubordinates,  maintain ~ a  closer
employees and leaders.

relationship with subordinates, advocate
According to the theory of social exchange,learning from "teachers", and maintain
when leaders meet the three basic needs oéffective communication with
employee autonomy, relationship and subordinates. This series of measures can
competence at the same time, out of theclosethe relationship between leaders and
principle of reciprocity, the most direct subordinates, enable employees to
way of return for employees is to work efficiently and freely respond to actual
hard, be loyh to the leadership, and work problems, and promote employee job
contribute to the organizatiorRelevant satisfaction. On the other handhis
empirical studies also show that leadershipflexible, autonomous, intimate, and
empowerment, support and care for humble leadership style is not without
employees can directly affect employee ERXQGDULHY :KLOH HQVXULQJ
loyalty to the organization and leaders work autonomy and flexibility,
(Chou et al.,2006 Therefore, ts research  paradoxical leadership still strictly controls
proposes the following hypotheses: decisionmaking and requires employees
to complete work tasksith quality and
gquantity; although they maintain a close

First of all, paradoxical leadership gives
employees autonomyin their work
allowing employees to autonomously
control work tasks, flexibly control work
processes and implementation standards,
and contingent consideration and
management, so that employees can fully

Hypothesis 1: Paradoxical leadership
has a positive effect on employee loyalty.
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distance with employees and meet their form a psychological contract. At this time,
individual needs, they still manage their employees hold the expectation that the
employees in a unified manner, Unbiased, organization will give them corresponding
maintain the authority and fairness of the rewards for their hard work, hoping to
leader. This balanced leadershgiyle  cortinue this employment relationship,
meets the individual needs of employees topersist in working hard for the organization
the greatest extent, and at the same timdor several years, and then produce the
avoids the management deviation causedpsychological contract loyalTherefore,
by "overstepping too late", ensuring this research proposes the following
organizational fairness, making employees hypotheses:

feella comfortable and balanced working Hypothesis 3: Employee job satisfaction
enioQPHQW  DQG LPSURY LI (ERE RV S iy

job satisfaction. Therefore, this research

proposes the following hypotheses: Research by Morgan and near found that
leadership behavior does not directly affect

employee loyalty, but must be influenced
by other behaviors such as job satisfaction.
Smith and Barray (1997) explained the
According to the thegr of western mechanism of influecing employee
economicsemployers ad employees are loyalty from the perspective of reciprocity
a kind of relationship between in social exchange theory. They believed
employment and being employed, which is that loyalty is the longerm willingness
essentially an act of labor exchange and commitment behavior of an individual
Employees' satisfaction with work means who believes that the relationship has
that employers have the ability to meet value. When the party who benefftem
their own needs in the past labor exchangethe relationship does not gain benefits and
The satisfaction of the exchange result is considers the relationship worthless, it will
the basis of whether the employee cannot actively maintain the willingness and
work continuously for the employéfang  commitment. Job satisfaction is a
Yao et a 2008).According to the theory significant perceived result of paradoxical
of psychological contract, individuals will leadership behavior on employees, ansl it
act on the basis of perceived performancealso an important reason to promote
of the conmitment with the organization employees' loyalty to the organization and
(Blau, 1964), while relational leadership Therefore, this research
psychological contract is more likely to proposes the following hypotheses:

make it lasting for a long time and promote
mutual commitment and loyalty
Specifically, when employees obtain
higher job satisfaction in their current o
they will have confidence in the ability of
employers to meet their own needs, and

Hypothesis 2: Paradoxical leadership
has a positive effect on employee job
satisfaction.

Hypothesis 4: Job satisfaction plays a
mediating role in the relationship
between paradoxical leadership and
employee loyalty
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-RE
6DWLVID

3DUDGR (PSOR\H
JHDGHU /R\ DO

Figure 1 Theoretical model of the relationship between
Paradoxical Leadership and Employees Liyal

Researchdesign We developed a questionnaire survey for
the research model and used existing tools
SDUWLFLSDQWYV to measure each construct. The response to

We conducted a survey with data from each item was made on7apoint Likert

Chinese  organizations, and the  scale ranging from 1 = very low To= very
questionnaire was sent out and recoveredhigh.

by the method of convenient sampling and
snowball sampling A total of 500
employee questionnaires were distributed,
and 41 valid qusestionnaires were
recovered, with an effective rate &2.8%.

We evaluated paradoxical leadership using

a custoradesigned tool that we developed
EDVHG RQ =KDQJ HW DO 1V
scale containg2items, such adViaintains
overall control, but gives subordinates

In the sample information of the survey appropriate autonomy" and "Puts all
respondents, women accounted for 51.3%subordinates on an equal footing, but

and men accounted for 48.7%. The age wasconsiders thei individual traits or
18-30 years old, accounting for 71.9%. personalities"
Bachelor's degree or above accouritad

84.1%; the average length of service in \(;Ve Iuse q tge fmployeg l_l|oya|ty Sﬁ?‘ﬁ
their company was 1.96 years; The cveloped by fang an uang, whic

respondents are mainly engaged i 'rlf[:_ltu?jesl tvv?[ dlrr;egs;\ons_ Olf e?ploy_/tehe
production, sales, consulting, finance, attitude Joyafty and behavior foyalty, wi

administration, technology research andat?tal c.)f7.|tems,bSl;(t:1h .a S,,Woék!.r.}gtrl]n this
development and other related work. enterprise 1S my beshoice” and ‘i there

is no significant reason, | will not leave the

Measures enterprise | am working in".

We use the job satisfaction scale developed
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by Hackmar(1980) which has three items, analysis on all selfated items to
such as "generally speaking, | am satisfieddetermine whether they can explain the

with my work". variation degree of all varids.
According to the analysis results, the data
Analysis method fitting index of single factor model is not

In this study, AMOS 21.0 software was good ([ G#9.439 RMSEA = 0143), so
used for confirmatory factor analysis to there is no serious common method
test the validity of the scale. SPSS 22.0deviation problem. At the same time,
software was used for descriptive through the comparison of factor
statistical analysis and regression analysis.competition models according to the
The PROCESS pluin developed by results of confirmatory factor analysis, the
Hayes was usedor bootstrap test. The goodness of fit of the four factor model is
model hypothesis was further tested by the best ( G#1.076 RMSEA = 0.4,
5000 repeated sampling method and 95%CFI = 0.92, TLI = 0.91, IFI = 0.92),
confidence interval estimation. According indicating that the measurement in this
to relevant research, this paper takesstudy has good discriminawélidity.
gender, age, education ar@keniority as

control variables for statisticahalysis. correlation analysis

Table 1 lists the mean, standard deviation

Data anaIySIS and and correlation coefficient of the study
results variables. There was a significant positive
) correlation between paradoxical leadership
Common method bias and and employee loyalty (r ©.0.298, P <
validity test 0.01), a significant positive correlation

In this study, anonymous filling, multi between paradoxical leadership and job
attribute samples and project reversal weresatisfaction (r = 0.345, P < 0.01), and a
used to control the common method Significant positive correlation between
deviation. Since the same source data argob satisfaction and employee loyalty (r =
used, in order téurther test whether there 0.393, P <0.01). The results of melation

is a common method deviation, this study analysis  preliminarily ~ verify  our
uses Podsakoff et &.¥2003) method to hypothesis.

conduct single factor confirmatory factor
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Table 1 Correlation analysis and descriptive statistics

Variables M SD 1 2 3
1. PL 3.589 1.168 1
2.JS 3.833 1.428 0.345" 1
3. EL 3.862 1.440 0.298" 0.393" 1

Note CPL=Paradoxical LeadershiggJS=Job Satisfactio&EL=Employee Loyalty
*p<0.05, ** p<0.01,

Hypothesis testing UHJUHVVLRQ UHVXDGR[LRB@ W
‘H XVHG KLHUDUFKLFDO UHHMHY/NURKQLS KDOADLVLWRLILFDQ!
WHVW WKH KXQERWEKBRG\DQE8 QHWORE VDWLVIDFWLR)Q PRGHO
PHGLDWLQJ HIIHFW WHVW VWHSY DMRE XVIB®& LVIDFWLR
WR SUHOLPLQDULO\ WHVWVW KG@ILPLHF®LIDW [ISRVHWHFW RPSDF
MRE VDWLVIDFWLRQ )LUV@WR\\WRM\GLORGHND BIITHFWV RI
LQGHSHQGHQW YDULDEOHVSRWXGVGWSHQIBH® WK\SRWKHV
YDULDEOHV DUH WHVWHGVXSRRIGW K H HWVIBHFOM V HROI\ KH
7DEOHZH FDQ VHH WKDW \PKIE LIMVEIHEH Q®HWQWEOH MRE VD
YDUHDESDUDGR|[ OHDGHUVRMWSURKX¥H® WKH SRVLWLYF
VLIQLILFDQW SRVLWLYH SDEPSORWLFRQ @OHKMGHUVKLS R
GHSHQGHQW YDULDEOH GRIORVHHE DY RWDMHQHG EXW W
PRGHO 3 DQG WKIHOO VLIQLILFDQW 3PRGHO
GLUHFW HIIHFW LV VLJQLILFDQWK HUSR R/§KH VILLREP OWKLH D ER
VXSSRUWHG 6HFRQGO\ WKV OMDW HUHP HF®ID WHH WKDW |
YDULDEOH LV LQWURGXFH&SOWR/ W DV WP H\G \ DLVQU Q X H QUFRHO H
RQ LQGHSHQGHQW YDULDEDUH GR[EFGBS HOHBMBGW VKLS D
YDULDEOH UHVSHFWLYHO®R\DOW\H DRQGF K\FFOWKHVLV LV

& D™ 1o
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Table 2 Hierarchical Regression Analysis Result
Variables Job Satisfaction EmployeeLoyalty

Model1 Model2 Model3 Model4 Model5 Model 6
Sex 0.040 0.034 -0.013 -0.019 -0.029 -0.030
Age -0.075 -0.058 -0.061 -0.046 -0.032 -0.028
Education -0.020 -0.022 -0.019 -0.021 -0.011 -0.014
Seniority 0.066 0.072 0.039 0.045 0.014 0.021
PL 0.343" 0.297" 0.185"
JS 0.391" 0.327"
R? 0.010 0.127" 0.005 0.093" 0.157" 0.187"
- R? 0.117" -0.004 0.082" 0.146™ 0.175"
F 1.038 11.834" 0.559 8.341" 15.074" 15.472"

Note CPL=Paradoxical LeadershiggJS=JobSatisfaction

*p<0.05, ** p<0.01,

In order to test the mediating effect more

independent variable paradox leadership

accurately, this study also uses the proces®n the dependent variable employee

plug-in of SPSS developed by Hayes for
bootstrap test. The mediating effect of job
satisfaction is tested b¥%000 repeated
sampling and 95% confidence interval
estimation. According to the results of
bootstrap test of mediating effect in Table
4, the 95% confidence interval of indirect
effect of job satisfaction i90[0860.197,
excluding 0, that is, the mediag effect of
job satisfaction between paradoxical
leadership and employee loyalty is
significant, and its effect value is 189,
After controlling the mediating variable
job satisfaction, the direct effect of the

loyalty is also significant, the 95%
confidence interval is (.1120.344,

excluding 0, the effect value is 228

Therefore, job satisfaction partially
mediates the relationship  between
paradoxical leadership and employee
loyalty, and Hypothesis 4 is further

supported. At the same time, according to
the proportion of mediating effect value,
37.83% of the impact of paradoxical
leadership on employee loyalty is achieved
through the mediating role of job
satisfaction.

& D™ 1o
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Table 3Bootstrap test of mediating effect of job satisfaction

Job Effect SE 95% Confidence Interval Effect
Satisfaction LLCI ULCI proportion
Total effect 0.366 0.058 0.252 0.481 2
Direct effect 0.228 0.059 0.112 0.344 62.17%
Indirect effect 0.139 0.028 0.086 0.197 37.83%

. . the heart Lead, contribute to the
Discussion organization and work harder for the

_organization.
In the face of external dynamic

environment and internal complex . . .

personnel management, the traditional 1 N€Oretical contribution

leadership style and management modeT his study enriches the academésearch
could not meet the urgent needs of theOn the outcome variables of paradoxical
organization to deal with contradictions. In leadership. Previous studies on the impact
today's increasingly prominent of paradoxical leadership at the individual
contradiction between the needs of level mostly focused on dual behavior,
organizational structure and the individual creativity, ~work engagement, role
needs of employees, leaders need to userformance, voice behaviand so onbut
paradoxical leadership styles to meet thethee was little research on the impact of
demands of all parties, quickly and employee loyalty. Based on the demand
effectively identify, coordinate and solve theory and seifletermination theory, this
the contradictios of the organization, so Study explores the relationship between
as to ensure the stable and orderly paradoxical leadership and employee
development and operation of the loyalty. The research shows that
organization. At the same time, the Paradoxical leadership isne of the
traditonal human resource incentive important factors that promote employee
mechanism has been unable to meet thdoyalty, which enriches the research on the
needs of the new generation of more andaftereffect of paradoxical leadership.

more knowedgeable and personalized secondly, it explores the mediating
employees. In addition to reward incentive mechanism between leadership style and
and material feedback, leaders should staremployee  loyalty ~ from  different
from the psychological level of employees, perspectives. Faa long time, the research
pay attention to meet the personalized on |eadership style and employee loyalty is
needs of employees, make employeesmostly based on the perspective of
produce positive psycholaml contract  grganizational commitment and
and gratitude return to the organization and stakeholders. Based on the perspective of
leaders, and let employees be loyal from reciprocity principle and psychological
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contract of social exchange theorpist improving the remuneration and material
study explores the relationship between rewards is not a completely effective way
paradoxical leadership and employeeto promote employees' loyalty to the
loyalty by introducing job satisfaction as organization. According to the

an intermediary variable, which expands characteristics of the new generation of

the research perspective in this field. employees, such as  personality,
independence and selforth realization,
Practical enlightenment organizational leaders should use

paraloxical leadership to reasonably solve
the shackles of organizational rules on
employees, give more personalized care to
employees in work and psychological level,
appropriately and flexibly delegate power,

so that employees can feel the care of
leaders ad their good experience and

First of all, in personnel emagement, in

the face of the contradiction between the
organizational structure needs and the
individual needs of employees, leaders
should adopt paradoxical leadership and
management methods, taking into account

the organizational rules and processed, an _ _ _
achievements in work experience. In turn,

at the same time, maximize the . . .
t can enhance employees' gratitude

personalized needs of employees, so tha# . . .
the two needs can develop harmoniously. eedback and psychological relationship
contract, so that employees are more

Secondly, with the new generation of actively loyal to the leadership and
employees as the main force, blindly dedication to the organization.
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Abstract

This study aims to provide a psychological safety and security approadieféhai
university educational administrative structure in sustaining a positive learnin
performing behaviour environment for undergraduates toward graduation. The t
WHDFKHUVY DVVLVWD Q Frdotivatii &re ¥valBeicd tth\WataDetite
LPSDFW RQ 7KDL XQGHUJUDGXDWHVY OHDUQLC
guestionnaire was filled out by 2836 undergraduate students who were targeted
39 and 4" year in their academic studies. In a range of extremely importatigbdly

LPSRUWDQW D PDMRULW\ I[IHOW WKDW WHDFKHL
learning and performance goal, followed by getftivation, and peer support. Throu
data triangulation, sustaining a learning and performing behaviounanwint begins
with academic instructors who need to implement a balanced degree of competel
capability that assist the Thai undergraduates to master their studies, and feel ¢
motivated to excel over their peers.

Keywords: Administrative Structure, Learning, Peer Support, Performance, Self
ORWLYDWLRQ 7HDFKHUYV $VVLVWDOQFH
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| ntroduction

A majority of Thai undergraduat&s
struggle on becoming moperformance
goal orientedis due to the mental
tendency © defaulting on a behaviour
that avoids making mistakes and errors as
WKH\ GRQ Y We BRdVasVAaR
incompetentpersonin the viewpoir of
their own peers and teachers
(Phoewhawm, 2017). These
undergraduates go through the emotions
of fear, embarrassment, dallying, and
surviving in their classroom environment
whereas the causes are matters beyond
their control thus derailing a
psychologcally safe zone to make an
initiative for selfdevelopment and
awareness (Phoewhawm, 2019).
Nevertheless, there @wayssome hope

for tomorrow to get things running on
track towards graduation just as long as
the undergraduates themselves are rooted
in a learning and performing
environmentwhere teachers make some
time to provide assistance, fellow peer
members are suppant each other, and
sel-motivation of each individual
students are firm (Wannapaisan,
Koonnala, and Phoewhawm, 2021By
understanding how these three factors
have an influence on Thai
XQGHUJUDGXDWHVY
performance behaviour it sets the
conceptfor a proper academic structure
to display a psychological security that
enables its educational  mission
assessment to execute for effective and
impressingresults for studentsvithout
havingto be in doubt of its principles and
procedures(Panphaeand Ploewhawm,
2021).

Researchaim &
guestions

This study aims to provide a
psychological safety and security
approach for the Thai university

educational administrative structuia
sustaiing a positive learning and
performing behaviour environment for
undergraduates toward graduatiofhe
researchis an extension from prewis

works that examinel WKH VWXGHQWYV

learning and performindgpehaviourand
seeks to obtain a better understanding on
KRZ WKH IDFWRUV RI
peer support, and sathotivation have an
impact on their behaviour in learning and
performing. A good comprehension on
how these three factorsis having an
impact will contribute to a sound
practical theory of psychological safety
and security in guidancélo achieve the
aim of this researghthe following
guestionshave beemeveloped

1. What is the impact on mastery
approach when Thai students are
UHFHLYLQJ WHDFKHUVT
support, and are selhotivate®

2. What is the impact on mastery
avoidance when Thai students amet

%“—Ig YLQJ d/\éHDFKI—hUtV‘n
OH avi gL’[—)'geJr suppoIrDt, and areot self

motivate®

3. What is the impact on permance
approach when Thai students are
UHFHLYLQJ WHDFKHUVY
support, and are sehlhotivate®

4. What is the impact on performance
avoidance when Thai students amet
UHFHLYLQJ WHDFKHUOtVY
having peer support, and ar@ot self
motivate®
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L iterature review

environment wherstudents feel free to
make questions, discuss their doubts and

3V\FKRORJLFDO 6DIHW\ LQ &bfg feedbackh\@thaptiearivginegative

Learning and Performin@ehaviour

Psychological safety has been mentioned
in studies as a form of feeling for
individuals to feel free from any negative
consequences as they are taking part in
the process of learning, changing
behaviours, getting involved with events,
and communicating on ideas
(Edmondsorand Lei, 204)| A sense of
safety that is illustrated and supported for
individual or group learning allows
learners to be shielded from any
perceived threat that could undermine
efforts to perform with full capacity
(Wanless, 2016 Learning and
performing ©omplements one another,
WKXV LWV FULWLFDO
occur spontaneously in an environment

WKDW GRHVQIW JHW WRR

to the extent of feeling that the costs are
too high when taking interpersonal risks,
or being put to shamend ridiculed when
the outcomeis less than impressive

(Safdar et al., 2017). Engaging with
others who come from different
backgrounds will not always go

smoothly for the task, but there needs to
some sort of assurance that people are
allowed to have theicuriosity or doubts
answered through testing and
experimentations, and being able to hold
a dialogue on debating with reasons,
rationale and other ideas to get the
actions of others to cooperate on finding
a solution Newman et al., 20)7or the
sake of maintaining the satfiotivation

to keep on trying to work with the
situation at hand According to Soares
and Lopes (2020psychological safety
does have positive impact on academic
performance as it providesa social

IRU

consequences) URP ORQWUH]RUTV
SHUV S H®§VieMtidbnship between
the teacher and the students, the
VWXGHQWVY OHDUQLQJ
motiations, supportive learning
technologies, the teaching and learning
HQYLURQPHQW DQG
perceptions about it), and the potential
link with the learning outcomés
coincide with the idea of psychological
safety in an academic setting.

DSSU

WKH

Psychological Security in
8QGHUJUD G Xé&awihhv § and
Performing Behaviour

VORZTV WKHRU\ Rl KLHUDUF

dWﬁ%Ls)éc&l b3 Gbmé Bs@cﬂ%g&%l

whereas individuals_ = have_ _stron
KBTS oRdink Brbidcil Rt G,
stability with their occupatio, secured
access to peace, and sustained livelihood
for the purpose of moving forwartb
acquire the needs in social, esteem, and
self-actualization (Desmet and
Fokkingka, 2020). Individuals in a
psychological security state of mind have
a higher degreef selfconfidence to take
on challenging tasks and do not feel any
sense of threat or harm along their
progression towards their goals in Jife
meanwhile those that are lacking the
security feel a sense of rejection and
isolation, and drift into a consciee of
seeing the world outside and strangers as
a risk to their lives, not to be trusted, and
beyond their contro{Zhong and Lijuan,
2004, thus being demotivated to make
much of an effort According toAfolabi
& Balogun (2017) undergraduates that
have a higher level of psychological
security will feel a greater sense of
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satisfaction in their life in academics due
to being able to attain the results with
ease. Learning and performing with
psychological security require a climate
of teachers and peergégrating with one
another and capitalizing on the available
resources hat fostes a working
behaviour drivertowards the same goal
(Saputra et al., 2020 Litvinova et al.,
(2019) attested that when a negative
behavior from others, such as
procrastination, is constantly displayed it
tends to disrupt the harmony and trust in
the interpersonal relationship with those
who have set their academic goals high.
All types d philosophical approach will
be challenged for  maintaining
psychological security that supports

limited on having more direct and
immediate outcomes such as
achievement.
significant for reinforcing the influences
for students who have their goals set in
mastery. According to Zhao and Qin
(2021) when a teachereates a learning
environment that understands the

7KH WHDFKHUfV URO

VWXGHQWVY OHDU®@éa®J VLWXD

provides them somieeedomto carry out
their studiessupport in the selection of
learning content, show them problem
solving methods,while not having any
urge of using force, it helps the students
to go into a deeper state of learning that
satisfies their needs for competency.
Hall (2019) indicated that peer support
acts as a moderator to bridge gaps for

XQGHUJUDGXDWHVY{ OHD U Qéacherd @ GeaBy OutR térL@sks in

behaviour.  Whenever problems or
serious issue occur at the moment there
needs to be routine effort that makes an
analysis of the situation for learners to
inquire on methods for adapting or
amending Tucker and Edmondson,
2002 that keeps everyormotivated to
work further as thegeng that progress

is embrace@nd solutions armade

ODVWHU\ $SSURDFK
Assstance, Peer Support and Self
Motivation

Students that are interested in mastery set
outgoals focusing on learning to acquire
knowledge and developing new skills.
The focus is on the learning process
which is highly valued and attaining
mastery is the rgarded outcome
(Beatson, Berg and Smith, 2018
Despite the focus, a mastery orientated
mindset requires certain environmental
factors for it to grow as a study done by
Yeung, Craven and Kaur (2014)
indicated that mastery can only be strong
as it influences for the long term but is

7 L w Ravise on, decontrpll

keeping the learning and performing
environment to be pradtive for
students and enabling students
themselves to make some meaningful
sense of challenging assignments.
Students are sefhotivated in to acquire
WKH PDVWHU\ ZKHQ LW¢YV
autonomous. From the viewpoints of
Orsini, Evans and Jerez (2015hey
teaching habits

at tend to overpower behaviour and
research on methods that motivates
students to be more curious and highly
interested to know more about the topic
that leads to new discoveries on their
own.

Mastery Aoidance ZLWK
Assistance, Peer Support and Self
Motivation

In the condition of mastery avoidance
academic students do all their best just to
survive in the learning semester but not
making any initiative to learn anything

new, thus leading to an accumulation of
negative effects on the emotional factors
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which inhibits any skills and abilities for
learning (Schunk, 2012) When
avoidance is in the mind students tend to
be less inclined to take any proactive
measures nor estabilisan efficient and
effective system for high learning as they
tend to procrastinaté&gller et al., 2018
There are numerous works that caution
against applyingeaching methods that
illustrates threats, deadlines, control
evaluations, angiunishment thiacoerce
studentdo follow the line whichwill do
more mental damage to thgierception

of academidearning andnly enhances
anxiety in the learning environment
which has an impact on their
performance(Mouratidis et al., 2011)
Amongst peers, their needs to be an
awareness of the cultural setting that is
involved. A study done by Zhang et al.
(2020) mentioned of how feedback is
given to by their peers can either
encourage the students to learn further on
or make them become moo®ncerned
for their own image: in an effedriented
culture such as China, tilstudents used
both processand persorfocused praise

in giving feedback to their peers,
whereas the Finnish students were
mainly neutral in their praising style,
reflectingthe different cultural values in
education In the former culture if the
IHHGEDFN GRHVQYW
praiseworthy then the person feels
dejected, whereas the latter culture it is
embraced for further improvement.
Being selfmotivated does have its
limitation as an undergraduate student.
When the learning environment becomes
too demanding and taxing, such as trying
to fit into a teaching scheme that
punishes and scolds for giving answers
that are too modern instead of relevant to
an outdated status qutomakes students

feel underappreciated for their efforts
(Putwain and Sander, 20116

SHUIRUPDQFH $SSURDFK ZLWK
Assistance, Peer Support and Self
Motivation

Students with a performance approach
have a strong focus on representing their
competence to be at the highest standard
by making a strong effort in
accomplishing their tasks to get
outstanding results that are better than
others (Honicke and Broadbent, 1K).
Performance is dependent upon the
decision and actions of academic
instructors for installing a program and
procedures that aims to get the best out of
students to do well but must also be
mindful of other students who do not
have the similar charaststic set of
capabilities as others; finding a way to
get the talent and knowledge of
individuals that collaborate on assisting
others to improve their learning
performance can contribute in individual
achievement (Bravo et al., 2018ased

on the work GRQH E\ 'DWX
important that students have a good
academic relationship  with  their
teachers, akin to being a parent, so that
they feel comfortable and encouraged to
gain valuable information and insights

Lw

| HH Gbow th¥ HEIV Hessés, as well as

sugaining their performance to achieve
their learning goals.n addition, having
positive relations with their fellow
classmates s important ~ when
assignments are required to be done as a
group. Having many interactions with
other learners through onlineodal
networks, meeting together in the
classroom or outside of the campus,
getting exposed to quality time with the
teacher and group members allows the
RSSRUWXQLW\ IRU UHDOLVLAQ.
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performance can help others and be
aware of other skill areas theyeed to
improve upon (Pang, 2018). The more
that the learning environment allows for
autonomy and permits the student on
choosing voluntarily to help others the
stronger in selfnotivation growswithin
thestudento be determined in achieving
his’her a@ademic goals (Meng and Ma,
2015).

SHUIRUPDQFH $YRLGDQFH

Assistance, Peer

Motivation

Support and Self

When students go through the motions of
performanceavoidancethey are exerting
more energy and time on trying not to
look incompetent in rbnt of their
teachers and their peermside the mind

of a student, studies had identified the
following antecedents as the cause for
avoiding performance: fear of failure
(Elliot & Murayama, 2008), fixed beliefs
about intelligence (Dinger ®ickhauser,

2013), neuroticism personality
characteristics (Bipp, Steinmayr, &
Spinath, 2008), and avoidance
temperament (Elliot et al.,, 2011) have

been identified as antecedents of
performanceavoidance goal
endorsement. Studies have shown that
VW X G dd@damid achievemenand
failure coincides with how well the
academic instructor not only knows
his/her own theoretical contents but also
in delivering a teaching manner that
makes things simple tacomprehend
(Daumiller, Figas and Dresel, 2015)
which is \tal for students to do well in
their course. In a classroom where
underachieving is the norm for some
group of students it can have a negative
impact on the confidence and motivation
of others to make any effort of self

improvement when doing so could

trigger an animosity of jealousy and envy

from others which makes the individual

feel guilty if they try to break free from

that circle (Carrera and Ramirez

Hernandez, 2018)One sign that surely

reveals a lack of motivation is the desired

level of performace of the student, for

example, if the student already has a

negative attitude towards
EIWng/ﬁi_‘f@?c Lk11 there will

be no strong effort to ac e excellence

in the level of performance as the student

GRHVQITW zZDQW WR EH LQYR:

hard$ip (Panadero and Alonsbapia,

2014) No matter if the teacher tries to

communicate how important the task is

WR WKH DVVHVVPHQW FULWHU

interest is practically invisible and will

perform averagely on the task.

Conceptualmodel

From the literature review, the study
takes into account of théheoretical
variablesfor developing a framework to

address the aim onproviding a
psychological safety and security
approach for the Thai university

educational administrative structure in
swstaining a positive learning and
performing behaviour environment for
undergraduates toward graduatioifhe
issues on the impact with mastery
approach/avoidance and performance
approach/avoidance, which have been
developed into the four research
guestionsareapplied to measure on the
extentRl 7KDL VWXGHQWVY UHODW
their teachers, fellow peers, and
themselves. The conceptual model is
drawn below.
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Figure 1 Conceptual model of providing a psychological safety and security approach
for Thai university educational administration

Figurel above depicts the modtdat in
order toprovide a psychological safety
and security approach that would sustain
a positive learning and performing
behaviour environment for
undergraduatesoward graduation, the
Thai university educational
administrative structure will need to
manage the variables withthe mastery
and performance approach effectively
that would enhance a positive setting
while also being aware and to anticipate
on the variables within the mastery and
performance avoidancsituations that
could allow the negative setting to infest.
The model can be applied as a learning
tool for the Thai university educational
administration in determining how to

allocate their resources in maximizing

WKH EHQHILWY RI WHDFKHUVT
VXSSRUW DQG -notWARGHQWTTV V
that would enable to help the
undergraduates graduate on time or to

make changes and adjustments in

policies and procedures for developing
XQGHUJUDGXDWHVY EHKDYL
RYHUFRPLQJ LVVXHV RI ODFNL
assistance, peer support, and -self

motivation so that they will not havan

avoidance mindset when learning.

Methodology

The method for data collection was a
questionnaire  that targeted 3000
undergraduate students learning in their
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39 and 4" year of the term; there were
some students who were beyond théir 4
year which also took part in the
guestionnaire as wellhese goup were
the sample targets due to their experience
of going through the longerm semesters
and many hours of study in an academic
environment, and being aware of
graduating on timeTime constraint and
the Covid19 pandemic situation, which
required clasroom learning to be held
online, rendered the decision making to
get the targeted sample with students
majoring in disciplines that were
adequate in number to get to the desired
number ot least close to it: fortunately,
2836 undergraduates cooperatdd
filling out the online questionnairand
they were students these undergraduate
samples were majoring in education
(60%), computer science (20%), business
management (10%), and economics
(10%) The studentswere askedto
choose from &ikert scale rating ranging

from extremely important, important,
moderately important, to slightly
important with regards to how they feel

DERXW WHDFKHUTV DVVLVWDQT

and selfmotivation with regards to the
mastery and performance that persato
approach and avoidanca&.sample of tk
questionnairas illustrated below This
will be followed bythe resultfrom the
data collection which were calculated
through the SPSS prograthat show the
graphs and analyticdktailsthat answers
eat four research questians From
there, adata triangulationprocess is
illustrated as an outline for addressing the

UHVHDUFK DLP
psychological safety and security
approach for  the educational

administrative structure at the Thai
university level to sustain a positive
learning and performing behaviour
environment for Thai undergraduates
toward graduation
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Tablel SRQWHQW RI TXHVWLRQQDLUH IRU 7KDL VWXGHQWVT
DQG SHUIRUPDQFH ZLWK UHJDUGYV WHD Fiddtvafoi. DVVLVWDQ

Extremely
Important

Moderately Slightly

Mastery Approach Goal Items Important Important

Important

The aim of fulfilling the mastery of class lessons is
accomplished by Thai undergraduates with the hel
of teachers.

Understanding the course content is highly possib
for Thai undergraduates with peer support.

The learning goal is strong within Thai
undergraduates when safftivation is involved.

Mastery Avoidance Goal Items

7TKHUHTV QR DFFRPSOLVKHG D
RI FODVV OHVVRQV ZKHQ WHD
undergraduates.

Without peer support it is unlikely possible for Thai
undergraduates to understand the course content

Thai undergraduates that are lacking-getitivation
will not have a strong learning goal.

Performance ApproachGoal Items

The presence of teachers providing academic sup
makes Thai undergraduates aim to perform with
excellence over other students.

Having peer support enables Thai undergraduates
perform well when compared with othgtudents.

Seltmotivated and esteemed Thai undergraduates
perform with the aim of doing much better than the
classmates.

Performance Avoidance Goal ltems

The absence of academic support by teachers ma|
Thai undergraduates avqgierforming poorly over
other students.

A lack of peer support makes Thai undergraduateg
perform slightly when compared with other student

Thai undergraduates that have low sefftivation
and little esteem underperform with tinéention of
not looking worse than their classmates.
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Figure 1 Masteryapproachwhen Thaistudentsare receiving
t H D F Kaskistdr{cepeersupport, andre self-motivated

Table 2 Masteryapproach inreceivingt H D F Kassidtdicepeersupport, & self-

motivation
> > >
< = S < E S < = <
Valid S S = S S = S S o
5 & s g @ [ S @ s
L > i > i >
*
2.00 *Moderately 227 80 80 227 80 80 169 60 6.0
Important
3.00 *Important 254 9.0 9.0 398 140 140 596 21.0 21.0
4.00 *Very Important 2355 83.0 830 2211 780 780 2071 730 73.0
Total 2836 100.0 100.0 2836 100.0 100.0 2836 100.0 100.0
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Analysis of the data itable 2displays thestudentsGRQMTW VHH WKH LVVXH
the following: 3) XOILOOLQJis PDVWH that important at all. For peer

validated highly as being veinportant support, there is higher number oThai

with a frequency of 2355and the undergraduatesinder the opinion that
percentage and validitis 83.0 eachat peer supportioes matter when trying to

the importance level it has a frequency of  understand the course contén®%). In

254 with a percentage and validity at 9.0  following up with numbers indicating
each; as being moderately important the  that having classmates backing up the
frequency is 227 with a percentage and learning environment is important (14%)
validity at 8.0 each 38 QG H UV W D Q G lag@d) matkretely so (8%)With no one
FRXUVH" LV YDOLGHEWHG agrdeindg: tHatte] approach is sligiyt
important with a frequency of 221&nd important the issue of peer support is
the percentage and validity is 78.0 each; also considered as an impact towards the
at the importance level it has a frequency VWXGHQWVY DaBibgRMEK WR (
of 398 with a percentage and validity at  lessons.On the issue of selfnotivation,

14.0 eachas beingnoderately important WKH OHDU Qweuwpoht kel hetU D O
the frequency is 227 with a percentage it is very importantfor them (73%). In

and validity at HDFK 3/HDU QL @dtiitibR D eir viewpoint figures

LV VWURQJ" LV YDOLGDW #@traie\thaEiHs Iipth invpartant (21%)
important with a frequency of 2071, and and moderately important (6%), and

the percentage and validity is 73.0 each; none for being slightly important, the

at the importance level it hagraquency resultsshow that th@ hai undergraduates

of 596 with a percentage and validity at  do feel that selfnotivation is a strong

21.0 each; as being moderately important  influence that enables them to leve

the frequency is 169 with a percentage their learning goals. Based on the

and validity at 6.0 each. analysis, the order of impact on Thai
Results fom thefigure above show that XQGHUJUDGXDWHVY PDVWHU\

Thai undergraduatesverall  HHO WKD V\P g\rﬁf" ' h'telache'rs prowdllng a|53|stance
very important for them in learning when to Tuttl their learning on class lessons.

WKH\ DUH UHFHLYLQJ wHOPxeflowed W?\?Wr&%‘aﬁws
(83%). Although there are some students as ‘a cata or gaining ~a“ better

ZKR IHHO WKDW LW{V RQQXY BhepsigP e fyass lessons. And

. 0 . ast, but not the least important, is self
ipghzllgegﬂ%:rilgﬁf/?;;E;Sr{(glzetoms]fu%g motivation which is ideal for the students

in learning the class lessormsan be g:rjre]t et??(ljrmljzarnlng goals with a much
solidified as being significant as none of 9 '

FBMS |41



Journal of Family Business and Management Studies

Figure 2 Masteryavoidancewhen Thaistudentsare not receivingt H D F Kaskidtdr{ce,
no peersupport, ancot self-motivated

Table 3Masteryavoidancefrom lack oft H D F Kaski$tdr{tceno peersupport, &not self-
motivated

oy - oy - oy -
& © S & & & @ S
Valid =) o = =) o = =) o o
g S 3 g g = g 2 3
iy = iy = iy >
2.00 *Moderately
Important 57 2.0 2.0 227 8.0 8.0 285 10.0 10.0
3.00 *Important 653 23.0 23.0 680 24.0 24.0 708 25.0 25.0
4.00 *Very Important 2126  75.0 75.0 1929 68.0 68.0 1843 65.0 65.0
Total 2836 100.0 100.0 2836 100.0 100.0 2836 100.0 100.0
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Analysis of the data iTable 3displays will be out of reach in understanding
WKH IROORZLQJ 31R DFFR Pvaéfellditti@sshatPs bécdme part of a
validated highly as being very important difficult learning environment68% of
with a frequency of 2126, and the the students believe th#tis matter is
percentage and validity is 75.0 each; at  very important to them, 24% see it as
the importance level it has a frequency of LPSRUWDQW IHHO WKDW LW
653 with a percentage and validity at 23.0  important, while no one deems it as being
each as being moderately important the not important at all, thus illustrating that
frequency is 57 with a percentage and students will avoid learning due to being
YDOLGLW\ DW HDFK facedWKIRsXUAtionS that akhings not
VXSSRUW"™ LV YDOLGDW H GasPt¥ undefsta@dh regdids tao self
important with a frequency of 1929, and motivation, 65% of the learnersdo

the percentage and validity is 68.0 each; consider it to be very important as it
at the importance levellitas a frequency causes a mental deficiency for one to
of 680 with a percentage and validity at  accomplish  their learning goals.
24.0 each; as being moderately important  Meanwhile, with 25% dewing it as
the frequency is 227 with a percentage important, 10% seeing it as moderately
DQG YDOLGLW\ DW Hibpolktant, arfd7 KoDd. in the opinion as
XQGHUJUDGXDWHV WKDW HHIKQJODGNILKQWO\LYPSRUWDQW
validated as being very important with a  assume that when Thai undergraduates
frequencyof 1843 and the percentage have no passion from within to strive

and validity is 650 each; at the towards agoal, they will do all they can
importance level it has a frequency of  to avoid anytasks or activities that deals
708with a percentage and validity28.0 with a mastery approach. The response
each; as being moderately important the in figures portray the character of Thai
frequency is285 with a percentage and undergraduates who go through the
validity at10.0 each. emotions of mastery avoidance due to an

Accordingto the figure above, more Thai absent of support by the teachers, peers

XQGHUJUDGXDWHV IHHO W Oée‘?\sm er tan hecourseconten%gng
to accomplish their aim in fulfilling the

PDVWHU\ Rl FODVV OHVVR OU‘p?kﬁ r%/\}'ﬂﬂ Myaje fhem to

lack of assistance coming from the pt a nedative h In lacking self

. L . motlvatlon Therefore, this confirms the
teacher (75%)feelings that this issue is '
important (23%)and at a moderate level VWDWHPHQW WKDW WKHUHTfV

(2%) indicate that it does have an impact mastery av0|dance when Thal students

o VST oG o SIS DT O
topic of peer support, theourse content P ppor

FBMS [43



Journal of Family Business and Management Studies

Figure 3 Performancepproachwhen Thaistudentsare receivingt H D F Kaskistdte,
peersupport, andare self-motivated

Table 4 Performancepproachfrom receivingt H D F Kaski$tdrcepeersupport, &self-
motivated

Valid

Frequency
Percent
Valid %

Frequency
Percent
Valid %

Frequency
Percent

Valid %

2.00 *Moderately 85 3.0 3.0

(o)
a1

3.0 3.0 254 9.0 9.0

Important

3.00 *Important 340 120 120 595 210 210 397 14.0 14.0

4.00 *Very Important 2411 850 850 2156 76.0 76.0 2185 77.0 77.0
Total 2836 100.0 100.0 2836 100.0 100.0 254 9.0 9.0
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Analysis of the data iTable 4displays
WKH IROORZLQJ
validated highly as being very important
with a frequency of 2411, and the
percentage and validity is 85.0 each; at
the importance level it has a frequency of
340 with a percentage and validity at 12.0
eah; as being moderately important the
frequency is 85 with a percentage and
YDOLGLW\ DW HDFK
HQDEOHV’
important with a frequency of 2156, and
the percentage and validity is 76.0 each;
at the importance levd has a frequency
of 595 with a percentage and validity at
21.0 each; as being moderately important
the frequency is 85 with a percentage and
YDOLGLW\ DW -motivatedrand

LV YDOLGDWH Gmpbrdnt Eadd. B%

In the presence foteachers providing

33 UHVH Q Fadadeimidvadipér BEIVAE thd kesearch

participants felt that it was very
important. 12% felt it was important and
3% interpret it as moderately important,
however,no one felt that this issue was
slightly important at all Peer suppa
was also considered very important for

performance approach with 76%
agBadibigl whilX 28R Whdived it as
¥xdrelssed it as

moderately important, there were no
opinions based on being as slightly
important to consider. Being self
motivated ad esteemed had a rate of
77% amongst students reflecting it to be
very important for them. While only

3 6 H@A think that it is important and 9% see

esteemed LV YDOLGDWHG DVitBa# b&nhd nYoddddtely important, the

important with a frequency @185, and
the percentage and validity 79.0 each;

at the importance level it has a frequency
of 397 with a percentage and validity at
14.0 each; as being moderately important
the frequency is 2bwith a percentage
and validity a©9.0 each.

entire people did not believe that it was
slightly important for the appach in
performance. With each category
showing high overall figures that are very
important, there is an impact on
performance approach when Thai
students are receivingssistance from
their teachers,being exposed tgeer
support, and arelreadyself-motivated

FBMS 45



Journal of Family Business and Management Studies

Figure 4 Performancevoidancewhen Thaistudentsare not receivingtHD FKH U V
assistanceno peersupport, anchot self-motivated

Table 5Performancevoidancefrom lack oft H D F Kaski$tdr{ceno peersupport,
& not self-motivated

> > >
2 = < < = < 2 = <
Valid S S T s 8 = g 8 3
2 2 < 2 2 S 2 2 ©
T > T > T >
*|
2.00 *Moderately 142 50 50 198 70 70 142 50 50
Important
3.00 *Important 652 230 230 709 250 250 680 240 24.0
400 *Very Important 2042 720 720 1929 680 680 2014 710 710
Total 2836 1000 1000 2836 1000 1000 254 90 9.0
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Analysis of the data iTable 5displays
WKH IROORZLQJ

should be considered as slightly

3$ E VH Q F hpdértantDReD@ kbBid.df not being self

VXSSRUW’™ LV YDOLGDWHG HKabti&€l\7 DofH kbl I€adnefHdd Yeel

important with a frequency of 2042, and
the percentage and validity is 72.0 each;
at the importance level it has a frequency
of 652 with a percentage and validity at
23.0 each; as being moderately important
the frequency is 142 with a percentage
DQG YDOLGLW\ DW
VXSSRUW’
important with a frequency of 1929, and

the percentage and validity is 68.0 each;
at the importanckevel it has a frequency

of 709 with a percentage and validity at
25.0 each; as being moderately important
the frequency is 198 with a percentage
DQG YDOLGLW\ DW -

as being very important withfeequency

of 2014, and the percentage and validity
is 71.0 each; at the importance level it has
a frequency of 680 with a percentage and
validity at24.0 each; as being moderately
important the frequency 442 with a
percentage and validity &t0 each.

When it comes to the cause of Thai
undergraduates to avoid making any
effort in performing well in academics,
the figures tell us that it is from the
DEVHQFH RI WHDFKHUVT
makes students to compete against each
other on who will not end up athe
lowest ranking student in the classroom:
72% do agree that this is very important;

IHHO WKDW LWY{V LPSR d
WKDW LWV PRGHUDWHO\ L hgnlg A 0%11&?“\(}56

that it was slightly important. Not having
peer support do play a factor with the

ThDL VWXGHQWVY SHUIRUP

68% under the opinion that it is very
important, and 25% saying that is
somewhat important. Meanwhile, 7%
feel that it is moderately important and

QRW RQH EHOLHYH WKDW

thatit makes thenunderperform with the
intention of not looking worse than
others. 24% do give it some importance,
while only 5% felt that it was moderately
important, ad none have thought it to be
slightly important at all. With such

H D F KemafkabI& figures sBdwvihdyfor all three
LY YDOLGDWH Gonfes, Ewher®@as el Unumber of

responsess almost close togethewith
WKH FDWHJRU\ RQ

impact on performance avoidance when

7KDL VWXGHQWY DUH QRW UHF

assistanceno peer support, andot self

H D miotivatedifkazvald ist@xeément.
PRWLYDWLRQ DQG OLWWOI—b

a'f'av ri'é'n'@'lﬁatiolhvta( [?3%\|7i55eD¥V HG
Psychological Safety and Security
Approach  for the Educational

Administrative Structure

Triangulation is an approach for
maximizing the credibility and validity
of the study: credibility is the
trustworthiness on the work, while
validity is the accurate reflection on the
ideas being examinedMpon, 2019.

Triangulation enables the work to be

aeﬁ;}ir free f t jasness of a single
me §(§j§y§jﬁcmh2§§!7y§ﬂ?ddenfacts
that are valuable for deep insights (Renz,

Carrington and Badger, 2018)As a
research tool, triangulatiofooks at a

r H f\xl/ata to (;W n§>f\?lanation of
A

better confidenc#o illustrate or describe

the - findings. ta, tri ion is
c%r%gﬁatgz gnﬁl@e@nb?&%ﬁces or
information availablewhich has been

collected fromthe same approach over a
period of time whereas the data are

SO RIS VIO SRR WS W!
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conwerges or contrasin the triangulation
processthe aim isto verify orrejectthe
generalisable trends or hypothetical
theory that have been drawn from a
single datacollectedset (Koc and Boz,
2014, with a perspective inquiry on the
consideration of theadvantages given,
being mindfully aware about the
challenges and obstacles, and
configuring the organisation towards
achieving the mission objectives and

triangulation as the results display the
figures for comparison aridterpretation
on the validity towards the study aim.
The study proceeds with adata
triangulation approach that perceives to
be the a fit for attaining the research aim
R Ipfoviding a psychological safety and
security approach for the Thai university
educational administrative structure in
sustaining a positive learning and
performing behaviour environment for

goal A study doncby .DQNDUD3& HWnBe@raduates toward graduation E\
(20199 RQ 3DVVHVVLQJ VWXG HaighngTthy Rgere® @ eBo Gur results

emotional skills through triangulation of
DVVHVVPHQW PHWKRGV’
guestionnaire as being an efficient tool
that supports the concept of data

from the questionnaire for comparison

P &h@ deteRidgswitie WWdadiarities

are. A diagramwith an explanatioris
given below:

Figure 5 Datatriangulation withquestionnaireesults to
address theesearchaim

Figure 5 shows the results from the
guestionnaires being aligned in a format
for data triangulation. In the first step,

the data results from the subject of
Mastery Approach, Mastery Avoidance,
Performance Approach, and
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Performance Avoidance have all been
comparé with each other based on their
respondent figures in the category
WHDFKHUVY DVVLVWDQFH
selfmotivation. In the second step, data
that shows similarity or convergence, as
well as the ones that are contrast to each
other are all highligted for further
analysis © address the research aim in
step three.The final step is in providing

the theoretical findings and insights to
convey the aim of this study by
considering on the advantages given,
bérd H bindfuilys SavaréVv abbu® Gthe
challenges obbstacles, and configuring
the organisation towards achieving the
mission objectives and goalBased on
the data triangulation process here is the
analysis:

Figure 6 Datatriangulationcomparison andetermining
the convergences &ontrasts

In the figure above, the data from each
four theory are compared by the ranking
level from the respondents in order to
determine where the data is converging
and contrasting to. With no participants

extent on their approach in learning and
performing in acdemic studies. Also,

tKkH VXEMHFW RQ WHDFKHUVY

considered as being highly important
overall in developing the mastery

FKHFNLQJ LQ WKH UDQNLQ ap@dachHeaniRg and Qéribknama on

LP SR UW B G tolcovivergently
assume thatthe Thai undergraduates

SHUFHLYHG WKH LVVXH
assistance, peer support, and -self
motivation carrying a degree of

significance and impact to a certain

the part of Thai undergraduates as they
are coming towards the final years of
th&rbtudids HThEsKK gl §f students are
greatly fond of teachers providing them
with help to learn better and perform with
excellence, which help them achieve
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their goals But without any assistance
from the teachers, they will suffer
JUHDWO\
provide the assistance with their
academic learning and performance.
Moreover, aother significant point to
know from the data triangulatiois that
the topic of being selfnotivated does
play a role in getting students to master
the couse lessons as much as they can,
especially when they are undergoing
performance to achieve their bestiack

of selfrmotivation will get them in the
mental state operformance avoidance
which would only derail them from
getting the proper grading score t
graduate on time. However, mastery
avoidance seems to be just a bit below
then the other thrabeoriedor taking the
mattera bit moreseriously. Meanwhile,
the three topics are givensome
importance wheassistancesupportand

the will are lacking to provide the
undergraduates a better opportunity to
overcome the struggles of surviving
through the academic semesterThe
number of respondents at the level of
moderately important is relativelpuch

lower IRU W HD F Kahte M fedards/ L V

to mastery avoidance and performance
approach, with peer support also similar
to the latter, thus indicating that the two
theories have a greater impact on

students preventing from losing their
aims to accomplish the mastery and
achieving &cellence over other students

in mastery and performance for
individual learners who are trying to

W K Xdor teadh@irg td P Xabhigve theirgoals,Q DGGLWLRQ

assistance, pee support, and self
motivation varies at the level of
importance in the approach on mastery
while peer support is given just a bit more
consideration omerformanceapproach.
Besides, there are a couple of
respondents that think it is moderately
importart for the trio beliefs of having an
impact on setting their aims,
understanding the contents, and
developing their mental fortitude, as well
as going through the emotions of
avoiding to look bad in front of their
peers. With the results from converging
and contrasting the next section
addresses the research aim on providing
a psychological safety and security
approach for the Thai university
educational administrative structure in
sustaining a positive learning and
performing behaviour environment for
undegraduates toward graduation.

A Psychological Safety & Security
Approach  for the Educational

ministrative Structure to Sustain
ositive Learning and Performing
Behaviour Environment

For the educational administrative
structure of Thauniversities, gstairing

a learning and performing behaviour
environment begins with the academic
instructors who need to implement a

GXH WR WHDFKHUVY DVYV Lhaaoal Fdegre® @G cappetepcy and

well with their studies from peers
providing the care In contrast, peer
support is considered a factor that
enables the student to learn and perform
in their academic environment, buteb
not seem to be a great deal of concern for
addressing its importance when fellow
classmates instigate an avoidance climate

capability that assist their Thai
undergraduates tfmcus on their studies
and feel muchmore motivated to be the
best amongst their peert addition, the
issue of Thai undergraduates being-self
motivated should be taking as a highly
important matterfor getting them to
strive towards the learning goal and give
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it all their best in the spt of performing
better than their contemporarie®lso,

the subject of peer support should be
given important consideration as it does
have an impact with Thai learners to
understand the course content and feeling
WKDW LW dd wek Rvien being
compared in the same groupwvoidance

in mastery and performance by Thai
students is a concerning issue when
W KHUH | df deerGippdit and self
motivation, and hardly anyssistance
from theteachers
who want to achieve thelearning and
performance goals when they have no
bridges that offer teaching/peer
assistance and become caught up in the
emotions of just trying to survive through
the semester.

The organisational tsucture should
uphold standards and quality assessments
thatconcentrates omeasuring area®r
helpng instructors to continuously
develop and improvéheir aptitudeson
providing Thai students a limited
opportunityto excel n their studiesby
themsehes or with their fellow
classmatesFrom a psychologicalafety
perspective,tiis a structure that is open
to questions and criticism that may make
them feel underachieving in all their
efforts but willing to listen and embrace
the facts, as well as mailg the necessary
changes for sustaining a positive learning
and performing behaviour environment
not just for the students, but for the
academic instructors themselves. A
balance of receiving information that
praises the good deeds and pointing out
concening  issues  without any
repercussions on individuals who are
accountable/responsible should keep
things honest and in gratitude along the
mission  path  towards achieving
excellence on part of the university itself.

As an institution, the advantage that Tha
universities have in creating a mindset
for teachers getting involved in a healthy
academic relationship  with  their
VWXGHQWVY OHDUQLQJ
initiative is the policy that sets the
expectation and requirements to make it
sustainable. Such a paty can be on
EHLQJ HYDOXDWLRQ
performance whereas the feedbmeke
utilised for identifying the best practices
in enabling Thai undergraduatesfulfill

,WIV GLIILFXO WhéeiRain bf KnRsteking the class lessons

and accomplish theirgoal/objectives
with excellence over their colleaguds
order to determine what are the key
factors that stimulates setfotivation
amongst students to be vigorously
studious and to be at the top of their
group, as well is being intrigued on what
consttutes a proper peer support that
occurs informally folindividuals to learn
the course contents better and aiming
high over other learners, the policy
should allow for a questionnaire or
survey to be filled out by the students that
pinpoints on areas thaan be managed
realistically and relevant to resources that
are available.This is the type of policy
that helps in designing workshops for
academic instructors to reflect on the
facts and help them acquire the mastery
needed in helping Thai undergradsiie

be heavily focused on their learning and
performance goals while also letting
themselvesbe equipped onnstilling a
sense within the students to be self
motivated with their learning and
performing goals, and encouraging
students to support each athelowever,
the administrative structure sHdualso

be aware that not all academic instructors
will quickly adapt tothis approachas
some of them have gone through a
learning and performing process that
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mainly emphasised on rote learning, and
feeling that this is typically normal to do
in a Thai classroom learning
environment. The policy can only be so
effective as the staff spearheading the
leadership to malsdt all possible. The
proactive intentions of sustaining a
positive learning and performing
behaviour environment will not always
be perfect for some academic instructors
to integrate with their classroom lessons
probably due to their own attitude, time
management, and ambiguity that
circulates and builds up a loss of
confidence which eventuallyalwe them
default to the old habits instantly. Should
this be the case, the administrative
structure will need to demonstrate
patience and understanding  with
instructors who are yet to adapt to the
philosophical idea. Nevertheless, the
structure needs to make it
psychologically safe for teachers to
explain their reasons for lacking the
effort in assisting their students,

reprimanded for not staying silent and
carrying out the orders as required. In a
way, the teachers need to go through a
mastery of seltliscovery on their owto
make progress without having to be
monitored and reminded of the
consequences that await them in a form
that could make them feel humiliated in
front of their own teaching colleagues,
which would send a negativenzosphere
that it is psychologically unsafe for one
to go against the wishes of the institution.
From a psychological viewpoint ¢
challenge for the administrative structure
is to validate any decisions and actiams
assuring thathe ideaof teachers getting
involved in developing Thai
XQGHUJUDGXDWHVY OHDUQL
performance behaviour will be more
rewarding and successful than the
heartaches and setback®ith the
academic instructors at the forefront of
performance in influencing Thai
undergraduates to achieve their learning
goals and exerting their effort to be the

GHYHORSLQJ W Krdtivatibb, U Q H hest] g¥ttih@ Ithe plans to -fonction

and promoting peer support in the
classroom. Safety refers to preventing
any mental distresspsaling down to
depression by restoring hope for a second
FKDQFH WR GR ZHOO
them to embrace on the self
improvement along the journey instead
of being scolded for not complying with
the status quo. Also, time is permitted to
learn through the changes without being
immediately forcedt a certain period of
time for the sake of the administrative
GHPDQGV JXUWKHUPRUH
when the individual is allowed to present
the facts and verified on them to explain
the reasons #i make it challenging for
them to achieve without any signs of
receiving swift punishment in the
assumption of slacking off, nor being

effectively and efficiently so that results
are achieved and resources have been
soundly invested and not seen as being
wasted whatsoevewill be a challenge.

, W WIEhO ¥ata Dlleskratilg Ko Qfg:L Qigh

importance of receiving assistance by the
teachers, learners having selbtivation,

and classmates supporting each other, it
SURYLGHY DQ LQFHQWLYH
administration department toets the
standards in higher learning and to be
more focused on their mission aims.
ALthMG N thierk vére \d nindtunumber of
Thai students thinking that the three
issues were not a big deal for
FRQVLGHUDWLRQ LWV LPSRU\
that even a small numbef different

attitudes floating lingering around can

build up to prevent the positive flow of

IRU "
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learning and performing to make a
breakthrough. Such a minor quantity of
negative beliefs could sway others to
quickly doubt and criticise as if the
philosophy wa already hopeless from
the start. Most importantly the
organisational working cultureinder the
leadership of the administratiomust be
the configuring foundation in getting
people to buy into and be engaged with
the idea of what the institution wartts
achieve itself. Academic instructors
need © maintain a trust with their
administration department that everyone
is firmly devotedon the undertaking of
sustaining a learning and performing
working behaviourthat is focused o
getting students to academically outshine
their peers, uphold their sedsteem
against the odds, arehcouraging other
students to help each other. There needs
to be a sense dffirmation and strong
belief in an organisatiorthat has set the
structurefor the execution of thingso
attainthe outcome or godhateveryone
has agreed onThe way that the work is
designed should indicate the amount of
freedomfor teachers to make changes or
decisions with the course contents that
enable classmates to Wkorclosely
together with mutual respect for one
another. Btablishng a twoway
communication process with teachors
taking proactive measures in discovering
new teaching techniques or reflecting on
lesson management concepts would help
their studentsto meet their learning
needsDelegation of authoritghould be
defined as allowingfor teachersto
provide assigned tasks that reinforce the
7KDL VW X Gridtiyatiovi fo NaeCah
epiphany on their strengths and to resolve
their shortcoming Also, delgation of
authority should allow the academic
instructors to apply practical learning and

performing methods to get théew
underachieving Thai students who are in
avoidance mode tomake a gradual
change in their attitude and behaviour in
becoming more ademic goal
orientated.Instead of having a chain of
command in the hierarchy structure, the
power should be shared between the
administration and teachers with the
issue of learning and performing so that
mission is leading towards thgoal.
Sustaining a @sitive learning and
performing behaviour environment is a
strategy that is placed for the long term
and further beyond, thus there is a call for
relearning and unlearning with certain
practical policies that need to be updated
for value maximisation or dcarded due
to being unproductive.

Discussionand
conclusion

TKH LPSDFW RI WHDFKHUVY DV

support, and selffnotivation on Thai
undergraduiaH V OHDQLQJ
performance behaviourhas set the
precedent for how the administrative
structure should set about their
organisational goals and to work closely
with their academic instructors in
developing resources for helpinbhai
students do much better in their dites
Based on the Hrature review with
psychological safety and security with
the learning and performance behaviour,
the results do indicate a strong support
for the idea to be implemented as
complement to the curriculum to help the
undergraduateachieve. The behaviour
of most Thai undergraduates will become
fragile should they be exposed to an

DQ

HQYLURQPHQW WKDW GRHVQYW

to make any continuous improvement.

FBMS |53



Journal of Family Business and Management Studies

Thus, the administrative structure in the
university would need to make
assessments  with  their academi
operations that takes the safety and
security parameters into consideration to

DGGUHVV WKH O.HBdHd U V [t U eulllwed \ddes have a

literature perspective with mastery
approach and avoidance, the extent of
Thai undergraduates taking an initiative
to learn at the ighest level is highly
interdependent of the amount of support
that they receive from their academic
instructors. For the reason that teachers
have the power to determine who will
passwith the highest marks or need to
repeat the course the study assénet
one of the ways that a teacher can have
DQ LPSDFW RQ
capabilities is on taking the role of
transformational leadership. In this role
teachers can help students take on
challenges as a good learning experience
that goes beyond theage point average
needed to graduate on time and equips
the students be prepared for the future to
take on situations without any fear or
doubt in their skills.While theliterature

of performance approach and avoidance
mentioned of the mental fortitude of
students to do well, the findings from the
results indicate that Thai undergraduates
are interdependent of others to
accomplish things. The academic
environment is dynaia on its own as

them to get a better sense of things and
look for many possible solutionthat
prevent them from getting into a rut
should the same condition occur again in
the future.The study is also aware that
role in
determining how the concept of the Thai
VW X G He@rlting T and performance
behaviour is managed by the
administration. If theThai culture is
moderately dedicated in developing the
future of the young generation through
higher education, then it should be
applauded for the effort. However, if the
Thai culture has made their mind, soul,
and spirit redudant from a system that
only cares more about the quantity of

VW X G H @QaddstholdidddaDdaggt al states where

they graduated from and what they
majored in, then the essence of higher
learning is shallow in its meaning.
Therefore, a professional culture needs to
be established within an institution that
configures on operating with the given
resources and policies to develop a
trustworthy working climate committed
to academic instructors who are doing
their best in assisting Thai students to
reach their academic gisa There will be
mistakes and errors made along the way
as teachers may have their own
philosophical beliefs on helping students
to understand the contents or providing
them a learning environment for self

HDFK SHUVRQ ZKHWKHU L Wh$tiwaudiK Hand Qpeéél sdXxppoit.R UBRtU

students, adapts with the circumstances
that can sometime clash with the values

of others. ThereforeL WV QRW SR VadinibiSirativg/ Rstaff to

guarantee or make any promises that all
will go well throughout the case
because emotions are unpredictable and
individuals handle problems differently
from others. Helping Thai
undergraduates to develop a positive
attitude in performance would enable

whatever the otcome may be or should
have not beerit is an opportunity for the
reassess the
working structure and determine what
other factors should be given
consideration to support the teachers how
to learn and perform themselves that
would truly benefit the Thai scholars to
feel the growth, selésteem, and
appreciation of a teachstudent
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relationshipthat would help them in life
beyond graduatian

In conclusion,the facts building up to
argue for providing a psychological
safety and security approach withime
structure ofThai universitiesshould be
incorporated into the academic working
procedures and policies to make the
learning journey for Thai undergraduates
to be healthy and meaningful &y set
out into the real world. While the study
provides an idea of how to integrate the
concept of psychological safety and
security the practical implementations
may notresonate with true intentions due
to the cultural mindset and behaviour that
is aready rooted in history, custom
values, and timely traditions. Therefore,
this study admits that more work needs to
be done for the sake of correcting the
shortcomings to make the model be more
idealistic in the practical field setting of
the academic ingstry. To develop the
credibility of this study the aim should be
on exploring and examining the
academic instructors themselves and the
powers that be of the administrative
structureto be more aware of what does
it really take insustaining a positive
learning and performing behaviour
environment for Thai undergraduates
toward graduation besides applying a
psychological safety and security
approach.

Research
recommendation,
limitation, and future
researchdirection

The authors of this study recommend o
doing a qualitative case study with the
theoretical resultdo determine if there

are any actual practices at Thai
universities that are actually applying a
psychological safety and security
approach and then measure the variables

within the theory of
mastery/performance  approach and
avoidance that would reveal the

empirical facts for geater discussion. As
this study took course during the Covid
19 period the limitation of this research
was not being able to conduct a follow up
feedbackon the high frequency in the
datato get a better insight on the best
practices that make undergradchies
become more effective in their mastery
and performance approach and how they
try to overcome the obstacles in
experiencing avoidance in mastery and
performance. For future research, a data
collection from more Thai universities
representing the nomiastern, central,
and southern region would suffice in
validating the strength of this study¥he
collected data should be analyzed and to
find out from the practices of each Thai
universities on how the administrators
managed to create a conductive acaide
environment, or are undergoing the
process of doing so, or are under revision
of organizing their resources to
accomplish the objectives. With the idea
on determining what really works and
what does not, such a study should be
grounded in nature and tlet the key
individuals present theitindings to see
what type of procedures and jumés
have been put to place that allowed
them to reach their objectives letting
them explain their own operational
model that could perhaps bring more
understandigs on what best constitutes
in the practice of developing Thai
undergraduates effective with their
learning and performance behaviour.
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Management
implications of the
study

The implications of this study are on how
the administrative structure side of things
will need to take a closer look at the
scheme of thingand asking themselves
if the expectedesults are actually being
GLUHFWHG WRZDUGV WKH
and vision. The work provides a
metaphor orthinking of undergraduates
as important customersf a tourism
business who are making a long
educational journey towards graduation,
and the esources that are provided will
have to be adjusted or changed for the

purpose of supporting a healthy
academic  environment for Thai
undergraduates to progress in their

learning and performance behaviour.
When students do very well their parents
and otherclose family members will be

very satisfied in making the investment at
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Abstract

Employee engagement in corporate social responsibility and organizational citiz:
behavior is the most widely researched topic in the field of organizational behavic
main objective of this study is to explore how CSR predisposition influencésxtoal
performance by mediating employee engagement in corporate social responsibil
organizational citizenship behavior toward the individual in textile industry seéto
probability sampling technique was used in this study vtititised random sampling
This study was conducted in Thailand with a sample of 469 employee respor
These findings suggest that CSR predisposition positively affects conte
performance by two mediators: employee engagement in CSR and organiz
citizenship behavior toward individuals. Therefore, the study suggests the importe
how to enhance contextual performance with employee engagement in CS
organizational citizenship behavior toward an individual with a CSR predispositio
Keywords: CSR Predisposition; employee engagement in CSR (EEC
organizational citizenship behavior toward individual (OCBI); contextual perform
(CP).

i gained traction in the corporate and
Introductlon academic worlds as a result of its

The concept of CSR has gained eyelopnent. CSR has gainedvide
unprecedented business influence and recognition asan outcomeof long-term

attention in recent year with both advantages to both shareholders and
business and development cycles. CSR
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stakeholders (Low, 2016). A recent global
survey of 1,122 corporate executives
reveals that CEOs agree tltatrporations
benefit comes up withCSR becauset i
boosts thattractionof future and current
employees (Gond, EAkremi, Igalens, &
Swaen, 2010). A French CSR survey
found that employees were perceived to
be the most significant category of
stakeholders for companies to do social
responsibility (Aminuéh, 2013).There is

evidence indicating that the
implementation of CSR strategies
affected employees significantly
(Aminudin, 2013). While an

organizational behavior perspective was
embraced by some CSR research, they
largely focus on how CSRimpacts
prospective employees andhcreases
corporate attractiveness. (Greening &
Turban, 2000). The study d¢fie hospital
indudry in Hainan state that employee
engagement haa relationship with job
performanceavhich playsa critical role in
GHWHUPLQLQJ KRZ D FRP
be shaped by individuals and
organizations working together to
enhance job performance (Mehmood,
Hanstra, Nawab, & Vriend, 2016). This
research aims to study the field dfe
textile industry in Thailand because
Thailand's textile industry contributes
significantly to the country's GDP and
export revenues. An overview of
international trade inhe Thai extile and
apparel industry in April 2021 reported
that textile and apparel exports amounted
to $516.5 million. Growth increased by
36.9 percent compared to the same period
last year (Intelligence, 2021). Thailand's
textile industry is the country's lardes
manufacturing sector. Thailand's labor is
well-known across the world foiits
amazing workmanshipThis important
industry employs abow million people

RIS el v

at the moment (Textile Industry, 2021).
The outcome of this study will help
entrepreneurs to undeasid employees
how to manage them to engage CSR and
enhance jobperformancein the textile
industry.

Literature review
CSR in Thailand

In Thailand, corporate social
responsibilities (CSR)are considered
importantfor stakeholders anthe public
(Panyarachun, 2003). Many companies
adopted andurnedCSR into actions that
focus onthe environment, community,
and education. CSR has increasingly
important to enhance the sustainable
development obther organizationsCSR
activities havebeenrecognizedashaving

an important role in stakeholder
engagement initiatives
(Kraisornsuthasine006) A few studies

in

performance aspedviost oftheresearch
focused on financial performance ththe
performanceof an employee intermsof
employee engagement. Thus, this study
would be necessary
companyperspectiveon how to enhance
understanding of CSR on stakeholder
engagement such amn employee with
contextual performance and association
between organizational citizenship
behavior towardindividuals from CSR
engagementin the textile industry of
Thailandbusinessssector

CSR  Predisposition  and

employee engagement in CSR
There are studies on the perception of
CSR by stakeholders including an
investigation ofa general perception of
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CSR bystakeholderse DVHG R Q & D gty RVOI@ef With CSR activities and

pyramid of CSR (Rashid, Khalid, &
Rahman, 2015 his researchdoptedhe
term CSR associations to dede

HPEUDFH WKHLU
programs (Vlachos, Panagopoulos, &
Rapp, 2013). Moreover, there dsstudy

HPSORSHMIHSWLRQV RI WHKithdRRIFCSR QeYfeyptions of employees

CSR activities that perceived CSR
affected HP S O R\ Hdjerfjzational
attitude and behavior (Kim, Lee, Lee, &
Kim, 2010). CSR predisposition term also
called CSRorientation(Chomvilailuk &
Butcher, 2010j)s the measurement of the
understanding of CSR by stakeholders.
The definition of CSR predispositiois
thebelief ofanindividual about the CSR
value (Chomvilailuk & Butcher, 2013).

affect their own environmentally
responsible behavior (Tian & Robertson,
2019) OpokuDakwa et al.,, (2018)
described that employee engagement with
CSR as the degree of investment of
employees in pursuit of CSBbjectives
and differentiate  between CSR
participation and engagementcorporate
social responsibilityStudies are showing
that employee engagement fully mediated

7KH UROH RI DQ LQGLYLG XlimeO felati&rship E HeBueehl VCER) and

influencing their response to CSR
initiatives has been investigatedseveral
studies (e.g., Mohr & Webb, 2005;
Chomvilailuk & Butcher, 2010, 2013).
Previous studies mention that in both

organizational  performance in a
significant way and research supported
that CSR perception shapelPSOR\HHV
attitudes and behaviors about their
organization and suggested that CSR

&65 TV HQYLURQPHQWDO DépEsetss bi@ opRovilikity FoSrifltence

domain, CSR ha a greater effect on
purchasing intention for customers who
strongly havea predigosition towards
CSR than those who have low
predisposition values (Ellen, Webb, &
Mohr, 2006).According to he theoryof
social identity people tend to classify
themselves and others into various social
categories (Ashforth & Mael, 1989).
There isa study mentioned that when
companies engage in activities that are
compatible with iIndYLGXDOVY
concepts, the individuals consider that
they are willing to associate with the
companies Bhattacharya Korschun, &
Sen, 2009). Bolton et al., (2011) mention
that CSRencouragesmployees to engage
in the management of corporate affairs
(BolWRQ .LP
Moreover, previously studied refer that

employee engagement and get positive
business  outcomes from  having
engagement and likely to improve
organizational performance (Aguileet
al., 2007; Obeidat, B., 2016)Previous
research is proposed that theie an
impact of CSR initiatives and perception
on the employee engagement of
employeedn the hotel industry of North
India (Singh, 2019).

Moreover, Aysenur (2015) found that
CSR @as an influence on employee
engagement through organizational
identification and trust. CSR has an
indirect impact on employee engagement
because it triggers mediatory concepts
which serve as a connection between CSR
and employee engagement (Glavas,

29*RUPDQ2016). There are studies abdleimpact

of internd corporate social responsibility

when employees see their companies as on employee engagement. The result of

socially and environmentally responsible,
so they are more likely to issue ideas to

this studyshowsthat internal corporate
social responsibility has direct impact
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and indirect impact on employee
perception on employee engagement
through employee perception anit
depends on employee discretion (Yousaf,
Ali, Sajjad, & llyas, 2016). There are
many studies inthe field of CSR and
employee engagement and found that
thereis a significant relationship but no
study inthefield of thetextile industry.

Employeeengagement in CSR
and organizational citizenship
behavior toward the individual
(OCBI)

Employee engagement coincides with
high intensity and action as employee
engagement in CSR composed of vigor,
absorption, and dedication lgeasuring
engagement  with Utrecht  Work
Engagement Scale (UWE&chaufeli et
al., (2002). Engagement of employees
encouragedehavior with organizational
citizenship behavior (OCB). Employee
engagement igpositive mental condition
that increases OCB and lowers
counterproductive wrk behavior (CWB)
levels (Kelloway, Loughlin, Barling &
Nault, 2002; Dalal2005; Sackett, Berry
Laczg & Wiemann2006). Based on the
perspective of the social exchange theory,
previously studied assumes that
employeegyenerate differeninfluencing
outcomes which are in order, task
performance, organizational citizenship
behavior, job burnoyt and counter
productive work behavior by their
psychological expectations that employee
engagement will result in organizational
benefits, and anakges the links between
job engagement and task performance,
organizational citizenship behavior, and
other factors (Yin, 2017). Many
companies suffer from negative behaviors
of employees so try to find out activities

that concentrate on employee engagement
and find out how to enhance OCB.
Employee engagement and organizational
citizenship behavior (OCB) are two
constructs thahave a growing interest
and have gotten more attention recently
(BaekKyoo (Brian) Joo, 2017).

OCB in reality is not a free cultural
construct (Wiedenho#t al, 2021) while
employee engagement and organizational
citizenship  behavior (OCB) are
discretionary behaviors (Towers Perrin,
20(). Moreover, employee engagement
is a key factor since it is linked and acts as
an achievement of copetitive advantage

in manyorganizationgKataria, A., Garg,
P., & Rastogi, R., 2013].his isexpected
that highly engaged employees would
perform better tharthose who are not
highly engaged. But, when it comes to the
performance  of  highly  engaged
employees, their performances are little
understood because it goes beyond formal
job requirements  that promote
organizational performances through the
effect on organizabnal contexts,
organizational culture, and individual
productivity (Farh, J. L., Zhong, C. B., &

Organ, D. W., 2004). That is why
employee engagement is related to
organizational  citizenship  behavior

(OCB) is very serious conduct.

Previous studies mentied that there is a
highly positive significant relationship
between employee engagement and
organizational  citizenship  behavior
(ChiehrPeng Lin, BabcocliRoberson, &
Strickland, 2010; Rurkkhum, Bartlet&
Barman, 2012; Runhaar, Konermann
Sanders, ShantzetAlfesb, Trussc &
Soaned, 2013; Wickramasinghe &té&g
2014). There are previous studies
mentioned that organizational citizenship
behavior (OCB) includes performing
extra job activities bythe extra role of
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employees means individual workplace
achieverents that go beyond the defined
role criteria and are not acknowledged by
the award scheme. (Castro, Armario, &
Ruiz, 2014) as supporting colleagues,
meeting the rules of the workplace, and
behaving irrespective of personal
discomfort according to organizanal
proceduresand policies(Organ & Ryan,
1995). Most of the previous research
studied the overview of OCBs by not
specific on OCBI or OCBO and some of
the researchconcentrateesn OCBO than
OCBI because believe that OCBO is the
outcome of work engagesnt (Williams

& Anderson, 1991). Thus, this research
focuses on studying more for
organizational  citizenship  behavior
toward individuals (OCBI)

Organizational citizenship
behavior toward the individual
(OCBI) and job performance

Based on the theory obfrganizational
citizenship behavigrthe sirvey is based
on a questionnaire on stateowned
enterprises, private enterprisesand
foreignfunded enterpriseg¢Yao, H., &
Mingchuan, Y., 2010)This study found
that there isa relationship between
organizatioml citizenship behavior and
organizational performance, the results
show that organizational citizenship
behaviors not only affect organizational
performance but also have an impact on

the individual performance of an
employee Two  dimensions  of
organizatbnal  citizenship  behavior

(OCB) constructs include organizational
citizenship  behavior  toward the
organization (OCBO) which ibehavior
that benefitsthe organization as a whole
and organizational citizenship behavior
toward the individual (OCBI) which is

behavior that benefits co-workers and
peers (Goo, Choi, & Choi, 2019). These
former categories are civic Vvirtue,
conscientiousness, and sportsmanship
(Organ, 1988)whereas another category
used altruism and courtesy dimensions
(ChernyakHai & Tziner, 2012). Many
researchers proposed sikdimension
scales to measure organizational
citizenship behavior (OCB) whichs
composed of assistance to colleagues,
righteousness, selinprovement,
identification with organization,
harmony, and discipline (Thiruvenkadam
& Durairaj, 2017). Moreover, some
researchers proposed thidienension
scales to measure organizational
citizenship behavior (OCB) whichs
composed b loyalty which is like
sportsmanship and civic virtue, social
participation which is like altruism and
courtesy, and obedience whidh like
civic virtue and conscientiousness
(Harvey, Bolino, & Kelemen, 2018).
Coleman & Borman (2000) analyzed the
data geerated through the 27
organizational citizenship  behaviors
(OCBs) content sorting using
multidimensional scaling, cluster
analysis, and exploratory factor analysis
that vary with the behaviors of the
beneficiaries according to Williams and
$ Q G H U fhdings. Interpersonal
citizenship  performance  which is
concernedwith helping other people in
theorganization is the first dimension like
the courtesy and altruism dimensions of
Organ (1988) and like OCBI dimension of
Williams &  Anderson (1991).
Organizational performance excellence
can be achieved when employees perform
beyond their formal job requirements and
demonstrate organizational citizenship
behavior (Chowdhur& Rahman 2018).
Organizational  citizenship  behavior
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(OCB) defines an organizatienoverall
performance, which is relatively higher
than that of task performance (Chiaburu et
al., 2017). Under a behavibased reward
system, organizational citizenship
behavior (OCB) has a positive
relationship to individual outcomes and
those who partipate in visible OCB will
have greater positive outcomes than those
who less participate in OCB (Bergeron,
2007). The overall efficiency of OCB
employees in an organization is an
important factor (Turek & Wojtczuk
Turek, 2015).

There are previoustudies found that
organizational productivity, efficiency,
and customer satisfaction, as well as
employee performance evaluations and
promotions, are all predicted by higher
levels of organizational citizenship
behavior (OCB)(Podsakoff, Whiting, &
Blume, 2009)Previousstudiedound that
CSR and task significance interact to

which is the independent variable,
employee engagemeint CSRis the first
mediating  variable, organizational
citizenship behavior towarttheindividual
is the second mediating variable, and
contextual performand€P) which isthe
dependent variable.

Sample and data
collection

The research was selected stratified
sampling asa form of sampling andlata
were collected from the employeao
work in textile industries from 30
provinces selected from 6 zonds
Thailand Six zones are divided into
Northern Thailand, Northeastern
Thailand, Central Thailand, Southern
Thailand, Western Thailand, and Eastern
Thailand. And research selected from 5
ranking highest number ofopulations
from each zoneThe questionnairewere

predict OCB, suchtha FRPSDQ\TV &g to employees textileindustries540

is a more positive association with
organizational  citizenship  behavior
between employees who have low task
significance. This study tests
organizational citizenship behaviwhich

is OCBI (Ong, Mayer, Tost, & Wellman,
2018). But no study on contextual
performance

Researd design

This study applied quantitative methods to
collect and analyze data from the study
(Creswell, 2009). stratified sampling
technigue was used in this studyhe
research design relies on secondary
published information. The questionnaire
will be desgned to examine the
association betwee@SR predisposition

questionnaires were distributexhd 469
were returned for a rate of 86.85%or
measurementhe measurement scales of
this study consist of 4 latent variables
were adopted and adapted from existing
measurement scales after consider
consistency and relevancy in definition
and importance in meaning. All the latent
variables of this study were measured
using agreement to a statement in five
points Likert scales Wl 1-point means
Strongly disagree, -point means
Disagree, Point means Neither agree nor
disagree, $oint mean Agree, andpoint
mean Strongly agree.
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Figure 1 Statistical diagram of multiple mediation model 6
(Preacher & Hayes, 2008)

Data analysis

For this research, data analysis required
testing the mediating effects (i.e., indirect
effects) of CSR predisposition on
contextual performance tlough serial
mediators (employee engagemanCSR
and organizationakitizenship behavior
towardtheindividual). Thisresearcluses
the PROCESS macro for SPSS for serial
multiple mediations This procedure
allows the study of direct and indirect
effectsof x on y while modeling a process
in which x causes M1, which, in turn,
causes M2, concluding with Y aan
outcome.For this study, the researcher
adoptedthis modelwith X representing
CSR predisposition, Y representing
contextual performance, MEpresenting
employee engagement in CSR, and M2
representingOCBI. This study uses the

PDFURY PRGHO ZKLFK GHILQHYV
causal sequence with two mediators. The

indirect effect is significant (at alpha =.05)

if its 95% wonfidence interval does not
encompass zero.

Results

BUHDFKHU DQG +D\HW)y
used to test theerial multiplemediation
predictors about the indirect effect that
CSR predisposition on contextual
performance. The ralis show support for
serial multipe mediationg3 =0.16; SE =
0.03 95% CI: 0.12 0.22, CSR
predispositionhas a significant indirect
effect on contextual performance via
employee engagemeim CSRandOCBI
as mediatorsThe alpha coefficient for
four items §.873.

OR
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Table 1 Descriptive Statistics

Descriptive Statistics

N Sum Mean Std.Deviation
Statistics  Statistics Statistics  Std. Error Statistics
CSRPredi 469 8871 18.9147 0.17651 3.82261
EECSR 469 12216 26.0469 0.26922 5.8304
ocsBl 469 10361 22.0917 0.21337 4.6209
JOBCon 469 8830 18.8273 0.18135 3.9275
Valid N (listwise) 469

CSRPredi: CSR predisposition

EECSR: Employee engagement in CSR

OCBI: Organizational citizenship behavior toward individual
JOBCon: Jolperformance (contextual performance)

Table 2 Result with Indirect Effect (s) of X on Y
Indirect Effect (s) of X on Y

Effect (s) SE LLCI ULCI Significance
Total 0.44 0.05 0.35 0.55 YES
Ind1 0.13 0.05 0.04 0.23 YES
Ind2 0.15 0.04 0.09 0.23 YES
Ind3 0.16 0.03 0.12 0.22 YES

LLCI: Lowerlevel confidence interval

ULCI: Upperlevel confidence interval

Statistically, significant paths do NOT contain zero between lower and-lgpdrconfidence
intervals

Table 3Indirect Effect KeyDescription
Indirect Effect (s) of X on Y

Ind1 CSR Predispositior> Employee Engagement in CSR
Contextual Performance

Ind2 CSR Predispositior> Organizational Citizenship Behavior
toward Individual-> Contextual Performance

Ind3 CSRPredispositior> Employee Engagement in CSR

Organizational Citizenship Behavior toward Individgal
Contextual Performance

Note: The analysis was done using SPSS Process Macro with 5,000 bootstrap samples.
Coefficients are unstandardized.

i providing management insightinto
Conclusion employee behaviors and attitudes about

This study is conducted to explore the gR this isvery importanthis study will
impact onthe contextualperformance of help entrepreneurs to understand

CSR predispositionIn the context of employees how to manage them to engage
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in CSR and enhance job performance in may differ from other kinds of businesses

the textile industry This study showsa in terms of attitudes and behaviors of
highly significant paitive relationship employees as respondentbhis study
betweenCSR predispositioncontextual provides data collection with only

performance, employee engagemént guestionnaireas an instrument. In the
CSR, and organizational citizenship future, the researcher plans tbave an
behavior towardndividuals This finding interview with a qualitative method that
is necessanandexplainsthata company may help togain more understandingf
can improve the efficiency of its theattitudes and behaviors of employees
employes byengaginghemin corporate as respondents on how to enhanae
social responsibility activities. This study performance (contextual performance)
provides important information to with CSR predispositionbecausethe
decisionmakers involved on how to interview would help to understand more
enhance contextual  performance on attiudes and behaviors of each
effectively and motivate them to remain, respondent deeply. Moreover, the
loyal, committed, and engage with their researcher plan to collect data not only in

company It also providesa useful the textile industrysector but researcher
reference for futureesearcherson this plans to collecbtherinterestingindusty
topic. sectorsthat include in arexportoriented

economy of Thailanduch aslectronics,

Limitations and future vehicles, machinery & equipment,

. ] foodstuffs, and rice & rubberetc. To
research direction study the relationship betweenCSR
This study gets attention only textile predisposition contextual performance
industry sector whichdoes not include  employee engagemenin CSR and
other groups of businesses in this study. Ordanizational citizenship  behavior

groups.
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Abstract

The purpose of this exploratory study isiteestigate approaches to deliver value
Generation Z consumers, born from 1995 to 2010. The study employed a quan
research methodology through survey questionnaires, completed by 105 respon
7TKDLODQG WR XQGHUVWD Q Gprefetdeded) DilineR gairchasil
motivations and behaviors, and their likelihood of becoming customer advocal
addition, an experiment was performed to investigate the efficacy of partitione
bundled prices. It appears that the COMI® pandemic hasncouraged an increase
*HQHUDWLRQ = FRQVXPHUVY XVH RI RQOLQH SXU
and online channels are still preferred with convenience serving as the key mot
for purchasing online. Food and beverages are highlighs the major online purcha
FDWHJRU\ LWK UHVSHFW WR *HQHUDWLRQ =1V
greater positive attitude towards the offering than partitioned prices. In addition, tl
a strong positive relationship betweamsumer attitudes and their purchase intenti
and, subsequently, between their purchase intentions and the likelihood for prc
consumer recommendations. Therefore, firms are recommended to use omnit
marketing and a bundled price in order tdiva high perceived value to Generation
consumers. Within Thailand, retailers of food, beverages, and clothing partic
benefit from marketing and selling their goods online.

Keywords: Bundled price, Channel, Customer advocacy, Generation Z i¢teett
price, Word of mouth recommendation
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Introduction
The spread o€0OVID-19 has resulted in

2022 this gaerationrangefrom 12 to 27
yearsof age Older members of this age
cohort dready participate in the

D uQHZ QRUPDOY OLIHVwW\@kiprcgRr with S highgrolavels  of

around theworld. In fact, the pandemic
has accelerated the adoption of
technology in our daily life because
people in various countries have been
facing intermittent lockdowns. Adults
work from home, while students learn
online. It is apparent that many people
have becom more adept in using
technology during the pandemic. One of
the consequences of quarantine and work
from home is that Thai people have
learned to adopt and utilize various
technologies across their lifestyles
including teaching and learning
programs, emrtainment gaming and
interpersonal emmunication channels,
relaxationneeds financial services and
shopping tasks (Chayomchai et al.,
2020).In May 2020, a survey exploring
the impact ofthe COVID-19 pandemic
upon the online purchasingbehaviorin
Thailandrevealed that 61%f consumers
reported greater purchasing volumes
(Statista, 2020).

If more and moreconsumers are relying
more on online channel® satisfytheir
purchase decisiors, it is therefore
increasingly importanfor marketers to
embrace online channels and understand
how to betterdeliver value to customers
via online channelsThe current study
focuses orexploring and developing our
understandingregarding e consumer
attitude and behaviors of a specific age
cohot thamelythe emergenBeneration

Z within our marketplace Members of
this age cohorwvere born from 1995 to
2010 and have been exposed to digital
technology since early childhood
(Francis& Hoefel, 2018).Currently; in

purchasing power. Since Generation Z
were born when the internet had already
become mainstream, they are considered
the very firstdigital natives; moreover,
today, they are the largest generation
globally (Kotler et al., 2021)Generation

Z consumersdeserve attention from
marketers not only because of their
openness to embrace technolggyt also
because ofthis potentially significant
market segmensize According to a
2019 Bloomberg report, Generation Z
made up almost a third 2% of the
global populatior(Verma et al., 2020).

In the field of marketing, there are scarce
empirical studies of Generation Z
(Verma et al., 2P0), especially the
shopping orientation of Generation Z in
the Asian context (Thangavel et al.,

2019).To the best ahelead UHVHDUFKHU fV

knowledge, to date, Generation Z
consumers within  Thailand have
attracted little attention fra researchers
regarding the domains of channel,
pricing, and branar productadvocacy

preferences.  Thus, the  current
exploratorystudy has adopted three main
objectives to enable a better

understanihg towards consumersn this

age cohort within the context of
Thailand.

First, it seeks to understand the channel
preferences of Generation Z duritige
COVID-19 pandemic namely whether
there is an increase in the use of online
purchasing channels, the motivation for
using online channels, the categories of
key goods purchased online, aritie
preference towards physical stores
compared with thoseonline It is
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important for firms to understand the
channel preference of consumerss
online and offline channels present
different benefits and drawbackslioth
firms and consumers. Fanstance the
existence of offline storeshas an
awarenesslriving effect and attracts new
cudomers (Wang& Goldfarb, 2017).
Notwithstanding the awareness
generatingmpact managing both online
and offline channels is cdgtfor small
retailersandcan result irdeclining sales
(Ansari et al., 2008) and lower profits
(Ofeket al., 2011).

Secondly, the study seeks to examine
how Generation Z consumers respond to
two different online pricing tactics
particularly, partitioned prices of the
product and its shipping charge
compared toa bundled price of the
product and its assciated shipping
charge. It is important for firms to
understand how to frame the shipping
charge effectively; this is because when
consumers buy non digital productise
shipping charge is a mandatory price
componentin addition to the price of the
base product (Chatterjee, 2011).
However, shipping charges are perceived
to be a disutility for consumers because
they do not provide additional value to
the coreproduct but increase the cost of
the product acquisition (Schindler et al.,
2005). Interestingly, research already
suggests that Generation Z places high
importanceuponthe price component of
the marketing mix For example,
Generation Z typically base their
purchase decisions onhree factors
includinggetting theowest priceseeing
the display of the merchandisim the
store and reading reviews (Accenture,
2017). Moreover, Generation Z and
Millennials hae the lowest budget
compared to Generation X and Baby

Boomers, resulting in Millennials rating
price as the most important atie,
followed by Generation Z, Generation X,
and baby boomers (Koksal, 2019).

Finally, the study investigatehe extent
to which thereis a relationship between

*HQHUDWLRQ =1V SXaddcKDVH

the valueenhancing likelihood of
consumerecommendatioof the offer to
others. Word-of-mouth communication
has become one of the crucial tofds
consumers influencing what they
purchase, where they purchase, and how
they evaluate goods and services (Tu et
al., 2013).

The insights from the current study
should go some way towards assisting
marketeran making decisionsegarding
distribution channels and pricing tactics
perceived favorably by Generation Z
consumerspartiaularly duringeconomic
downturns, when consumers tend to
become more price sensitivdoreover,
the research findingshould also help
marketers  develop a deeper
understanding as to the extent of
GenerationZ consumerslikelihood to
participate in high-value and credible
customer advocacyarketing

Literature review and
hypotheses
development

e-commerce market in
Thailand

Comparableacross theglobe the e
commerce market in Thailand has been
growing rapidly. In 2020, consumer
expenditurauponfood and personal care
alone rose by 74.3% compared to the
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previous year, followed by toy, DIY and
hobby categories (Statista, 2021a). The
increase in @&ommerce partly stems
from higher internet penetration.
According to Kemp (2021), in January
2021, 69.5% of th&hai populationhad
accessto the internet. In tems of the
growth rate, internet users in Thailand
rose by 3.4 million (7.4%) between 2020
and 2021To a certain extenanincrease

of online shopping during 2012021
could be directly explained by social
distancing measurascurredduring the
COVID 19pandemicin addition higher
internet penetration, as well as the
benefits associated withconducing
online purchases, such as cheaper prices
and the purchase transaatio
convenience alongside some specific
home delivety options collectively

provide notable convenience
contribution

Age segmentationand
Generation Z

Karl Mannheim introduced the

generational cohort theoryMannheim,
1952, which was further advanced by
other researchers. This theqguyoposes
that people who witness similar events,
such as historical, social, cultural,
political and economic events, between
17 and 23 year®f age tendto share
common values, preferences and
behaviors during their lifetime

If membersof the same generation share
similar beliefs and motivations, which
may be due to shared common
experiences (Ryder, 1965), it s
reasonable taconsiderthe use of age
cohorts to segment consumes® as @
better tailormarketingefforts to meet the
needsattract theattention andinfluence

the purchasedecisionsof consumers. In
fact, segmentation based on generational
cohortshas been shown to beicher and
more effective consumer purchasing
influence than segmentation based on
chronological age Parment, 2013;
Schewe& Meredith, 2004

The Generation Zmarket ggmentis the
focus ofthe currentstudy. Generation Z
are people born fronbroadly 1995 to
2010 (Francig Hoefel, 2018), and in the
year 2022, they age from 12 to 27 years
old. The majority of the members of
Generation Z havetherefore aready
passed through the 1323 yearld life
stagaangewhichisregarded aslaighly
important psychological priod towards
creating lasting shared valugsersonal
preferences, and behaviors according to
generational cohort theoryMannheim,
1952. It is therefore prudent that
marketers begin profiling this segment of
emerging youn@dult consumers

Online and offline purchasing
channels

Due to intensifying competition in the
market, many retailers attempt to
understand ther GLYHUVH FRQVXPHL
shopping behaviors through multi
channels (Verhoef et al., 2015kas
different channels can appeal to different
segments of consumerdue to the
different values associated with each
channel. For instance, whitbe offline
channels offer fewer choices of goods to
consumersthe consumersare able to
touch feel and possess the product
benefitsfasterand more personallyhan
those using purely aanline purchasing
channel In contrast, online channels
havecomparativelylowerrelative cost of
search for consumers. Relative cost of
search is the financial and ndéinancial
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costsbornerelative to the expenditure in
the categorywhen a customer assesses
value amongst variau feature and
benefit attributes(Nagle et al., 2011)
Moreover, as highlighted earlier, online
channels have become more appropriate
during the COVID19 pandemic, as they
enable consumers to access goods and
services while maintaining social
distance. Degite the benefits these
consumers are likely to forego the
opportunity to touch and feel the real
kinesthetic, physical and experiential
bendits associatedvith the purchag of

the poduct or service In addition,
consumershave an added wait, in an
expectation omnticipation phase of the
consumer experiengeurney, beforethe
productor serviceds delivered

Additionally, Hagberg et al (2016)
emphasize eclea distinction between

&RQVXPHUVY UHVSRQVH

partitioned prices and a
bundled price

Apart from health issues, it is undeniable
that the COVID-19 pandemic has
resulted in economic impacts around the
World. Thailand has  witnessed
decreasing growth in real Gross
Domestic Product (GDP) since the
pandemic. According to Statista (2021b),
prior to the impact of the pandemic in
Thailand, real GDRyrowth rate in 2017
and 2018 were 4.18% and 4.19%
respectively. However in 2019 and
2020, the figures droppesignificantlyto
2.27% and -6.09% respectively
During economic downturrs, it is
essentialfor firms to set theirpricing
effectively to attract customertowards
fulfilling  their  purchase interest

HPXOWLFKDQQHO-FKD@Q® H gResearch has shown that bundled and

retailing with the concept of multi
channels implying a separation between
channels, whereas the omnichannel
conceptplaces a greater emphasis upon
providing customerswith the ability to
move between clmoels seamlessly
during one integrated purchasing
process.

While some research studies found
impacts of age othechoice of channels
Bilgicer et al, 2015; Marriott et aj
2017, others have found littleo no
difference Hall et al, 2017 W.ith
respect to Generation Z, they consciously
evaluate the benefits and drawbacks of
both physical retail stores and- e
commerce sites when deciding to make a
purchase and end up purchasing more
from the online stores as their advantages
outweigh those of physicadffline stores
(Perlstein, 2017).

partitioned prices have different
behavioraimpacts on consumers.

Partitioned pricing refers to settipgices
for individual products or servicesather
than setting an alhclusive price
(Volckner et al 2012 Typically,
partitioned pricing does notvertly
reveal the overall inclusive price
Johnson et g1 1999. In contrast, price
bundling refers tosetting acombined
unified pricefor two or more product®r
services sold togetherThe single price
may, or may not belower than the total
price of all the individual products or
services (Kwork Jang, 2011).

Findings regarding consumer responses
to partitioned and bundled pricdgmve
beenmixed. On one hand, some studies
found positive impacts of a bundled price
on consumers. For instance, it has been
found that customer satisfaction,
willingness to recommend, andhe
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repurchase intentioall rise significantly
when prices are bundled (Johnson et al.,
1999). Bertini and Wathieu 2008
describe a situation where price
partitioningencourages customerspay
moreattention to secondary charges that
they may not have noticed initially,
whereasa bundled price discouragtse

exhaustiveevaluation of the offeE\ W KH

SRWHQWLDO FRQVXPHU

In contrast,some studies foungbrice
partitioning establishedositive impacts
upon consumers. For instance, Morwitz
(1998) found that consumers, who were
shown partitioned pricesrecall the
significantly lower price compared to
thosewho were exposed to a bundled
price. Arora (2011) found that the
intention to use the pducts andthe
intention to recommend the products to
others were higher for unbundled teeth
whitening products than for the bundled
version. Some research also bund
positive effects of partitioned prices
though only to a limited extent. For
example, Sheng et al. (2007) found that
partitioned pricing generates a higher
purchase intention when the surcharge is
low, or moderateanda lower purchase
intention when the surcharge is high.

The current studyseeks to eplore the
potential mpact ofa bundledprice and
partitioned prices on Generation Z
consumers in Thailandyhich, to date,
hasreceived little academic attention in
the context ofany detectablepricing
preferences. Theesearchrs therefore
propose the following hypotheses for
testing:

H1. An offer with a bundled price of the
main product and shippinfipe receives
higher purchase intention from
Generation Z consumers than an offer

with partitioned prices for the main
product and shipping fee

H2. An offer with a bundled price of the
main product and shippirfge receives a
greater positivattitudefrom Generation
Z consumers than an offer with
partitioned prices of the main product
and shipping fee.

Relationship between
purchase intention and word
of mouth recommendation

With the advent of the internet and social
media platforms, consumers have
become more empoweredrior research
ascertains social media as an
empowering tool for consumers by
providing opportunities for interaction
(Jayanti & Singh, 2010; Patino et al.,
2012; Tiu Wrighht et al.,2006).
Consumersare capable of establishing
additional routes of validating claims
made by companies about products and
services through other consumers'
opinions. In fact, people tend to illustrate
greater trust in the information provided
by other consumers than that
communicated directly from the
companies themselves (Dabholk&
Sheng, 2012).For instance,word of
mouth has become more crucial
compared to other forms of marketing,
such as advertisements, in influencing
consumer behavior (Alam& Yasin,
2010).

Consequently, for marketers, this implies
that there may need to be a shift of
balance between the vertical marketing
communicationglowing fromthe firm to

consumers and the horizontal marketing
communication among consumers with
greater emphasis on the latter. Building
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customer advocacy is one response to the
vulnerabilities of brands in the era of
rising consumer empowerment (Laver
Knox, 2006). Thus, it is important to

understand the antecedents of the
consumer's word of mouth
recommendation. Prior research

confirms that commitment to a braffdr
instance, measured by intention to buy
the brand despite prior disappointment or
a sale aanother storehas a positive
impact on positive wor@f-mouth (Dam,
2020). Validating this relationship
among Generation Z warrants attention
as wordof-mouth has become an
important promotion tool to create
competitiveness for the firnThe current
study attempts to investigate whether
Generation Z consumd&t{purchase
intentionis related to their willingness to
recommend the offer to others. The
researchers therefore surmise:

H3. A positive relationship exists
EHWZHHQ *HQHUDWLRQ
purchase intention and their likelihood of
recommending the offer to others.

Research methodology

The primary research data was collected
during November 2020, closely
following the national lockdown that
took place in Thailand from April to July
2020. On 3 April 2020, a curfew
between 10 p.m. and 4 a.m. was imposed
to restrict people fromehving their
premises nationwide to control the
coronavirus (Supakit, 2020). During this
period, the lockdown measures were
gradually eased.Subsequently three
months later, on 8 July 2020, the
government announced that the first
wave of the COVIB19 outbeak in

age

Thailand had come to an end (Matichon
Online, 2020).

An online, selfadministered
guestionnaire was employed as a suitable
data collection approach as the period of
social distancing was still encouraged, in
order to contain the COVIH19
pandemic. According to Sekaran and
Bougie (2010), the sample sizes between
30 and 500 can hedged as appropriate
for most researctConvenience sampling
was selected by the researchers to collect
exploratory research data from 105
university studentsstudying in one
university located in Bangkok. The
students were aged from 19 to 23 years
old. Even though the data was collected
in 2020, when Generation Z were-28
years old, the lead researcher focused on
collecting data from the respondents aged
19-23 years old due to two main reasons.
Firstly, the lead researcher is a lecturer
teaching undergraduate students in this
range and had access to the
respondents. Secondly, the researchers
would like to concentrate on
investigating the channel, pricinggnd
advocacy preferences of the older
Generation Z consumers, as they are
enteringor already participatingn the
workforce and have higher purchasing
power than the younger Generation Z
membersThe respondentsf the current
study were undergraduate kLnosss
students majoring across both
international business and finance
majors 120 students were contacted, of
which 105 agreed to participate in the
survey (88% response rat&@here wagn
almost equal distribution with 54
students from the finance majand 51
students from the international business
major.
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All respondents were asked identical
guestions about their online shopping
motivations, their behaviors, and their
preferences for physicabnd online
stores. In order to test the effectiveness of
the two pricing tactics, namely
partitioned prices and bundled price, a
2-cell experiment was employed.
Experiments are perceived #s most
adequate causal research design to
deepen knowledge about a phenomenon
already established within correlational
studies (Hernandez et al., 2015). The
researchersised hypothetical scenarios

so asto preventthe unintendedeffects
from brand or retaier reputation
(Chatterjee, 2011For each scenario, 50
respondents were targeted (Milman et al.,
2021). The students from the finance
major (54 sample size) and students from
the international business major (51
sample size) were exposed to two
different company scenariosselling
chocolate. Finance students were
exposed to a fictitious company called
Choco House Company that utilized
partitioned prices, whilthe international
business students were exposed to a
fictitious company called Choco Factory
Companythat employed a bundled price
strategy. The hypothetical company
scenarios are described below.

Choco House Compangells large milk
chocolate bars thathave delicious taste.
The price is THB 100/bar, and the
delivery fee is THB 30.

Choco Factory Compangells large milk
chocolate bars that have delicious taste.
The price is THB 130/bar, and the
company offers free delivery.

Within this experimental design, the
bundled price was the same as the sum of
the partitioned prices, and no specific

savings from the bundled price were
explicitly mentioned, as the researchers
wanted to test whether a bundled price
would generally be peeived as more
attractive by consumers. If the research
findings support a general bundled price
strategy, then offering discounts to
consumers in the bundled price would be
assumed to add even greater value for
consumers.

After reading the hypotheticabmpany

descriptions, respondents were asked to

rate 3 responses, namely their purchase

intention for the product, their liking for

the pricing offer, and their likelihood of
recommending the offer to otherdl on

a 5point Likert scale. First, the
respondentsvere asked how much they

liked or disliked thepricing offer using
five-SRLQW /LNHUW VFDOHYV
GLVOLNH" WR Mviend,the Q JO\ OL/|
Generation Zrespondents were asked

how likely or unlikely they would

recommend theffer to other{1=3Y H U\
XQOLNHO¥ 3sWHRU\ OLTMNE O\~

average rating for each consumer
UHVSRQVH WR WKplicipDLNLQJ |
RITHUY TXHVWLRQ DQG uOLN
UHFRPPHQGLQJ WKH RIIHU W
question was used as a construct
representing eade of the respondent's

attitude towards the pricing offer (Sony

et al.,, 2015) The researchers used
*HQHUDWLRQ = FRQVXPHUVYT
towards the two hypothetical offerings

the first proxy for determining the
effectiveness of different pricing offers.
Cronbach's alpha coefficient was
calculatedto test the reliability of the
construct (Cronbach, 1951). Since
&URQEDFKTV FDOFXODWHG
itemswas0.65, theattitudeconstruct was
DGRSWHG &5 eesaccept&@p@eLFDW
levels of construct reliability
(Thanasrivanitchai et al.,, 2021). In

IR
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addition to evaluating consumer attitudes  Product Moment Correlation coefficient
towards the hypothetical offerings, was computed to determine the direction

purchase intentionwas used as a and strength of the relationship between
supplementaryndicator for establishing *HQHUDWLRQ =9V SXUFKDVH L
the effectiveness of ¢h two pricing their likelihood of recommending the

offers. Respondents were asked how  offer to others.Ki3).

likely or unlikely they would purchase

WKH RIIHU SGHILQLWHO\ QRW SXUF&(E)_VH'WR
Results anddi

SGHILQLWHO\ SXUFKDVH SCussIon
An independent sampletést using IBM The results of the survegvealthat the
SPSS Statistics 26.0 was performed to  COVID-19 pandemic hasdeed esulted
compare thepurchag intention means in an increasén online shopping among
and attitude meansf Generation Z Generation Z consumers with 81% of
consumers towards the offer with respondents collectively indicating
partitioned prices of the main product  strongly agree and agreéo increased
and shipping fe@ersusthe offer witha online shopping activity at 39% and

bundled price of the product and shipping 420 respectively (Figurel).
fee H1 andH2). In addition, a Pearson

Figure 1 Increase in online shopping during COVID pandemic

The findings from the current stutbnds increase in online shopping behavior
supportto WKH ILQGLQJV RI Wamong Thai consumers, largely driven by
6KRSSHU 1 reyaxdiny Hhe the pandemic 7KH p)XWXUH 6KRSS
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T VXUwalk\a global swey
conducted by Wunderman Thompson, a
global marketing  communications
agency with 28,000 respondents from 17
markets participating(Bangkok Post,
2021) This includel 1,025 respondents
from Thailand acros§&enerations X, Y
and Z.The survey found that 948§ Thai
consumers, the highegtoportionin the
world and higher than the global average
of 72%, mentionedthatonline shopping
hadrescued thenm 2020.Another62%
of Thai respondents said thehopped
more onlineduring the pandemjcand
92% indicated they will continue to
purchase onlinafter thepandemic.The

implication is for firms targeting
Generation Z to offer online channels to
access the goods. If it is too expensive for
retailers to develop their own online
channels, they can make their puots
available online through third party e
commerceand mcommerceplatforms.

For Generation Z, the main motivasor
for purchasing onlineappear to be
convenience and social distancing,
subsequenthfollowed by the discounts
and promotion®ffered Other customer
reviewsseem to [ay only a minor role
towards influencing Generation Z's
online purchasing decision&igure 2).

Figure 2 Motivatiors for purchasing online

Results from the current studgientify
that Generation Z consumers have
increased their online purchases during

the COVID-19 pandemic. Though this
might lead one to believe that the
FRQVXPHUVY RQOLQH
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decrease as the pandemic ends, results (Berger,

indicate that an increase in the use of
online channelsare likely to have a
lasting trend DV
indicated asthe main motivation for
online purchasing, followed byother
reasons such as social distancing and
discounts and promotions. Verho&f
Langerak(2001) found convenience to
be a decisive factor in shaping
FRQVXPHUVY
characteristics of online grocery
shopping and their intention to adopt it.
Therefore firms  should provide
convenience to motivate Generation Z
consumers to purchasenline, for
instance, by providing usérendly
website, short and effective marketing
content about product and services (for
instance in the forms ofvideos,
personalized recommendation of
products and servicemultiple payment
options, door step delivery, anckasy
return policy

Literature underscores the importance of
word-of-mouth recommendation. For
instance, information provided by other
consumers is caidered as more reliable
and relevant than that from the firm

2014; Park et al., 2007).
Moreover, consumer recommendations
can assist consumers during the initial

HFRQYHQLHQstages of their purchase journey by

inspiring and showing new idedbat
influence their initial preferences
(Aragoncillo & Orus 2018). Although
new technologies empower consumers to

DFFHVV RWKHU SHRSOH{V RS

evaluations instantly, providing them

S HUFHS W L Fwith an important source of knowledge to

form their attitudes andnabledecision
making(Hennig Thurau et al., 2010), the

curHQW VWXG\ IRXQG WKDW RWEK

reviews of the product online are not an
important source of motivation for
Generation Zowards onlingourchasing.
Only 3% of Generation Z consumers
mentioned being able to access other
customer reviews as the motiwat for
their onlinepurchasingdecisions Other
motivations like convenience social
distancing, and discounts are more
important for Generation Z consumers in
making online purchases.

Food and beverage, clothes, anddical
supplies rank as the top three categories
that Generation Z purchase online the
most frequently (Figure 3).
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Figure 3 Product category purchased online most often

Consistent with the aforementioned
ILQGLQJ WKDW
motivation for online purchasing is
mainly convenienceriven, the current
study shows that frequently purchased
items like food and beveragethe main
categoy of products bought dime,
followed by clothes. Despite the ongoing
pandemicunfolding during the survey,
medical supplies onlyanked ashe third
mostimportant onlingourchaseategory
behind that of bod and beverages and
that of clothes. Food, beverage, and
clothes retailers should consider focusing
on providing ease and convenience for
Generation Z consumers, as convenience
is their main motivation for purchasing
online. For instance, food and beverage
retailers can provide the optionreorder

the previous items bought, so that
consumers can bypass the steps of
browsing the screen to locate the food

and beverage items and adding notes for

*HQHUDW Lthe retailers, such as less sugar or

reduced/no spice. Clothes retailers can
also provide personakel
recommendation of clothing items and
VL]JHV EDVHG RQ *HQHUDWLRQ
purchase, or help make suggestions
regarding which clothing items to mix
and match. Moreover, food, beverage,
and clothing retailers could consider
providing product bundles for
Generation Z as thieeduces the mental
effort andprovides more convenience in
their decision making.

Both online and offline marketing
channels are equally preferred by
Generation Z consumers. When asked to
choose which channel ¢lg preferred
more, approximately half of the
respondents preferred offline channels,
while the other half opted for online
channels (Figure 4).
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Figure 4 Preference for offline versus online channels

Firms are therefore advised to use a
combination of online and offline
channelgo fully engage with Generation
Z consumersAs theboundaries between
channelsbecome obscured customers
rely on different channels simultaneously

during their purchase experiences
(Verhoef et &, 2015). Consumers
integrate the virtual and physical

channels during theprurchasingprocess,
which helps convincéhem that they are
making the right decisions (Schu

Mayo, 2003). Hand et al. (2009) found
that the adoption of online shopping
complements rather than substitutes in
store shopping.

Figure 5 presents the observed means of

WKH UHVSRQG h@enibdshn X UFK D V H

their attitude towards the pricing ofter
for both the offer with partitioned prices
of the prodat and shipping fee and for
the offer with a bundled price of the
product and Isipping fee.
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Figure 5 Observed means for partitionpdce versus bundlegkice offers

Although the observed means ftie
purchaseintention and attitude towards
the pricing offes are bothconsistently
higher for the bundled price offer than for
the partitioned priceoffer, the current

study found at 95 percent confidence
level, only the difference in thenean

scores for attitude is statistically
significart, as shown in Table 1.

Table 1t-test of Generation Z responses to a bundled price and partitioned prices

Comparison of Means

Hypotheses Dependent Bundled Partitioned p-value
Variable Price Prices
(n=51) (n=54)
H1. An offer with a bundled price of the main product ai Purchase 3.90 3.56 0.069
shippingfee receives highgrurchase intentiofrom intention
Generation Z consumers than an offer va#ntitioned
prices for the main product and shipping fee.
H2. An offer with a bundled price of the main product a1 Attitude 3.77 3.43 0.028*
shippingfee receives a greater positatitudefrom towards
Generation Z consumers than an offer with partitioned  the offer

prices of the main product and shipping fee.

*Significant at 95% confidence level.
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A bundled price appears toelicit a
significantly higher positive attitude
towards the offer (mean = 3.77)
compared to the attitude towards the
offer with partitioned prices (mean =
3.43),p = 0.03. This confirm#d2. The
difference in the means for purchase
intention is not statistically gnificant for
the offer with a bundled price and the
offer with partitioned prices, séll is
rejected.

Since the difference in means for the
purchase intentionbetween the two
pricing offers is not significant, further
analysis using Pearson Product Moment
Correlation coefficient waperformed to
determine the correlation between
*HQHUDWLRQ
pricing offer and their purchase intention.
Results regal that at 99 percent
confidence level, there is a strong
positive correlation between Generation

=1V DWWLWXGH WRZDUGV !

their purchase intention (r = 0.656, p =
0.00). This signals that employing a
bundled price tactic would still be
recommended over using partitioned
prices, although the difference in means
for the purchase intention of the
partitioned and bundled offers is not
significant. There is still a strong

Value Drivers:
- Omnichannel

Positive
attitude
towards the
offer

marketing
- Bundled
price

likelihood that positive attitude could
convertinto purchase intentio.

For the likelihood of recommending the
offer to others, thenean is higher for the
bundled price offer (mean = 3.78)an
for the offer with partitioned prices
(mean = 3.43), although the difference is
not significant at 95% confidence level (p
= 0.08). However at 99 percent
confidence level, there is a strong
positive correlation between Generation
=V SXUFKDVH LQWHQWLRQ
likelihood of recommending the offer to
others (r = 052, p = 0.00), thus
confirming H3. The current study found
that if Generation Z ensumershave a
strong purchasmtention they are more

=V DWWLWwilling to serve as customer advocates

and recommend thaffer to others.

Based on the findings fromur current
research, theesearcherproposea value
delivery framework in Figure 6 fo
practitioners, who targeGenerationZ
consumers. Theesearchersecommend
providing the value drivers identified
from the current study to Generation Z
consumers, and in return, fisshouldbe
rewarded with positivattitudes towards
the offering, purchasmtention andthe
associated subsequent  uwstomer
advocacysupport

Likelihood of
recommending
the offer to
others

Purchase
intention for
the offer

Figure 6 Value delivery framework foGeneration Z consumers
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Conclusion

Results from the current study have shed
somelight on ways to deliver value to
Generation Z consumersvithin the
context ofThailand.

Results fronthis studyverify Generation

Z's increasednline consumer prchases
during this COVID-19 pandemic.
Though this might lead one to believe
WKDW WKH FRQVXPHUVYT
may wane as the pandemic ends, results
indicate that an increasén the use of
online channelss likely to be a lasting
trend DV PFRQY Bépes QF
predbominant motivational factorfor
online purchasing, followedthen by
other reasons, including social distancing
and discounts and promotions.

With respect to channels to access the
goods and services, firms must offer both
online and offline channels to ith
particular consumer segment In our
study, respondents were asked to
exclusively choose one preferred
channel either an online or an offline
channel and results reveal that
approximately half of the respondents
opted for online, while the other half
favouredoffline. Consequently, firms are
stronglyadvised to use a combination of
both aline and offline channelasthe

MSODFHY HOHPHQWniRto W K HAlthough

engage withthe emerging Generation Z
consumer segment

Consistent with the aforementioned
ILQGLQJ WKDW
motivation for purchasing online is
mainly conveniencelriven, this study
shows that frequently purchased items
like food and beveragesre the main
product céegories currently lought
online, followed byclothing Despite the
ongoing pandemitaking placewhile the

*HQHUDWL

survey was conducted, medical supplies
only ranked as the third mosimportant
category purchasednling behind both
food and beverageategoryand that of
clothing This suggests that food,
beverage, andclothing retailers will
distinctly benefit from offering their
goods to Generation Z through online
channels.

In terms of pricing communication, a

bundled price of the main product and

shipping fee igavouredover partitioned

prices of the main product and shipping

fee. This could partly be related to the

fact that Generation Z are convenience

driven, and a combined price can help
consumers makeheir decisions more
spontaneougl Price framing can drive

price sensitivity, and consumers are more

price sensitive when the price is paid
separately than when it is paid as part of

a bundle price (Nagleet al, 2011).

Moreover, a gain frming message like

MIUHH VKLSSLQJY LQ WKH EXQG
createa positive impact onFRQVXPHUV
attitude and purchaseintention In
FRQWUDVW SD\LQJ VHSDUDWH
IHHYT LQ WKH SDUWLWLRQHG S
evoke a feeling of loss for consumers.

People tend to place more psychological
importance on avoiding losses (Nagle et

al., 2011).

literature underscores the
importance of worebf-mouth
recommendatiorthe currenstudyfound
WKDW RWKHU FXVWRPHUVY Ul
product online ardessinfluential upon
GenerationZ 1V P R W ltor puveHageQ
online than other motivations like
convenience and discountiis is in line
with the findings of Hand et al. (2009),
who found that  surprisingly,
recommendationsappearto play little
role in the decision to start shopping for

FBMS |90



Journal of Family Business and Management Studies

groceries online. The implication is firms
should focuson providing the more
strongly perceivedalue of convenience
and  subsequently  discounts to
Generation Z eansumerso increase their
purchase intentionlhis studyfound that

if Generation Zconsumershave strong
purchasentention they are more willing

to serve as customer advocates and
recommend theffer to others. To some
extent, firms can specifically target
consumers, who have purchased the
product and e satisfied to serve as
customer advocates by offering them
incentives to do sadowever, this should
only be used as a complementary means
of marketingefforts,in addition to other
means of promotion by firms. The
findings fromour study suggest thawith
limited marketing budget, greater
emphasis should be placed on enhancing
consumer convenience anaffering
discounts than on investing in customer
advocacy programs.

Limitations and future
research

In terms of methodology, though
intended asexploratory research the
study has limitations regarding thew
sanple size and sample composition
covering only a limited age range of
Generation Z memberd9 to 23 years
old). In addition,convenience sampling
was used to gather responses from
Generabn Z respondents in one
university in Bangkok, so the samples
may not effectively represent the entire
Generation Z populatiorin Thailand
Moreover, this study is a cresgctional
study conducted at an instance during the
COVID-19 pandemic and was not
conducted as a more comprehensive

longitudinal study, meaning that within
the near future, there could be a notable

VKLIW LQ FRQViU#oRHENY SHUFFE

behaviors.

For the research desigthe researchers
employedexperimental researcasking
respondents to express their purchase
intentions liking, and likelihood to
recommend the offers of fictitious
companies. While the use of fictitious
compales can strengthenthe nternal
validity, thismethod undermines external
validity. Moreover, consumers were
specifically asked to read the
hypothetical descriptions, so they
focused more on the communication
message than they would @realtlife
context In the reatlife context
consumers would selectively choose to
notice only certain information and may
not carefully compare partitioned and
bundled prices of products and services
before making purchase decisions.

With regardsto the findings, our study
has limitations in geneliaing the
findings to other countries as there is a
possibility of wvarious influences,
including political, economic, social,
technological, environmentand legal
differences. Furthermore, there is a
limitation regarding thgeneralization of
results toother product categories and
other conditions of bundled prices. In the
current study, the bundled price was
tested for the main product and shipping
fee. Other bundles, such as the main
product and complementary products,
could obtain different responses

Several possibilities for future studies are
recommended. Since Generation Z
consumers prefer both online and offline
channels, future studiesuldinvestigate
why and whenGenerationZ consumers
use online and offline channelsand
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possibly the degrees of combinations
Moreover, convenience igoted asan
important motivator for Generatiog's
online purchases Therefore, studies
could be conducted to understand what
attributes, such asa userfriendly
website, delivery conditions, and
transactionpaymentmethods, constitute
convenience  for  Generation Z
consumers. Regarding pricing, future
studies could attempt to understand why
consumers likeor dislike bundled and
partitioned pricesfor instance, in terms
of stress associated with decision
making perception of value, opportunity
to try out new products and services,
perception of price integrity and
perception of forced upell. Further
experimentsaeuld also be done to test the
effectiveness of different combinations
offered via a bundled price versus
partitioned prices, for examplmp seller
and worst seller, core product/service and
complementary product/service,
personalized bundles, or combinations
based on seasonal trends (such as
bundling different kinds of stationery
together during baeto-school season or
bundling a Christma tree along with
lights and decorative itemduring the
Christmas festial). This could help firms
decide the product categories to apply
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WRXULVP PDUNHW LV QR ZPIRWEHWKBQHG WR EH DIIHFWH(
ORUH WKDQ RI FXVWR P RDW VY WIDFW EK@RFRQILUPDWLRQ
RIIOLQH RUGHUV SXURNBVHYQKHFR@®MHH $ ,Q E
FRQVXPSWLRQ &WULS KDV (&0 VDWLVIDFWLRQ LV GHWH
RI QHJDWLYH HPRWLRQV FRPGDWHWEGWR@XDOG SHUFHLYH
DQG )OLIBQJ = (G 3HUFHLYHG XVHIXOQHVV LV I
7KHUHIRUH WKH IDFWRBERQILQPOXH@®RLQEDWLVIDFWLRQ
FROQWLQXDQFH LQWHQ\WER®VHIXPQMHN WUBYUHFWO\ LQIO)
LV QHFHVVDU\ WR VWXG\ FRQWLQXDQFH LOQWHQWLRQ I
WKBRORJ\ FDQ PHHW XVHUVY H

HUV SURQH WR EH VDWLVILH
[ LWHUDWXUH UHM KQRORJ\ WR EH XVHIXC

REDEO\ FROQWLQXH WR XVH V
([SHFWDWLRAQ FRQILU&)@DWWBQ(HDMHH $
WKHRU\ (&7

(&7 ZDV SURSRVHBOEVHOL‘BPHJO(DWELW
/ S5LFKDUG /LW LV D Z

NQRIKHRU\ IRU H[SODLQL V‘{:&"\'/v?IHBﬁU\T\\/ R1XWHQPVWU D
VDWLVIDFWLRQ DIWHU sxb HARWLE Qs YRIEXEWW) LQD
P + 6 %DH 4+ lS EH LQYROYHG DV ZHOO D

$IWHU FXVWRPHU 39< ﬁGXV VI o R

SURGXFW SHUFHLYHG ‘PFQU quP J PR DAXR (
JHOHURMHG 6 <HO E / LQGLFDWHG WKE

0 6DWLVIDFWLRQ G WV XVHU@V FRQWL
FRQILUPDWLRQ FRQlLUPDWL& % Q; %DSSV +DEL
SHUFHLYHG SHUIRUPDQFHPY 9 QIOXHQFLC
PH HDU R FRQW QXDQFH LG
20LYHU 5 [/ 5L FK D&
H[SODLQV WKH UHODWL\!Q M%LSR'WH fHQ SSV KDELW
FRQVXPHU VDWLVIDFWLRQX % %nggk"@v ZLOOLQJC
WKH EHKDYLRU ROWMH US xaU¥ H EQWHQ\

5LFKDUG /8VXDOO\ FRQV@@ @HUH'RUH WUXVW DQG
ZLOO FRPSDUH WKH H[SH BG o’ WIHvkR@FHSWXDO 1L
SHUIRUPDQFH EHIRUH SXUFKDVLQJ WKH

SURGXFW DQG WR MXGJH&ZFK%\E/H*QWW{W

VDWLVILHG ZLW&KKWRH 65 URHKXF
+ZDQJ O Based on existing research and theory,

this study proposes research model with 6

variables and 8 hypotheses. The possible
([SHFWDWLRQ FRQ”—%IQU&WHS% shown in Fig. 1,
PRGHO (& 0 perceived usefulness, confirmation, trust

0 and_habit are antecedent independent
% KDWW D %KIBWWLHKHUMH Hvarl%bles s&isfaiin is a mediator

S' XW IRUZD, lﬂ E (LR WHIUDWLQd1e’ 3E0ontinuance  intention is a
DYLV ) DQG (&7 tcome_variable affected bé erceived

LQIRUPDWLRQ VAIVWHP FR"Bs\é/er%%%Dn‘Bé:'Ha&tQaWd% Ao

& D™ @b
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Figure 1 Research model

OHWKRGRORJ\ 'DWD DQDO\VLV

4XDQWLWDWLYH PHWKRG 'HA PG RSWHGSEY HRHW D WLV WL
VDPSOH VLIHDQ® LW LV FRQGXFWHG

ZLWKLQ SHRSOH ZKR KDYH wWuDIYRIPLsy xv I BYH PDOH 7
H[SHULHQFH LQ *XDQJORBEHWZHHDUV ROG LV DFFRX
TXHVWLRQQDLUHV ZLOO EHRIUROOHFV\M@WS RHJVUDYHO |
-XDQ ;LQJ" ZHEVLWH %DP\PHOORIRIRIHSHRSOH 7KH SU
SURSRUWLRQ RI SRSXODWXREHW DwHY\ R @G DERYH
*XDQJGRQJ WKLV vwxc\U WRupwLILKHEH PRVW SU
UDQGIRPSWLQJ VXUYH\ PHWKRRX WA W YW QW DFFRXQWL
VXEDPSOHV )LQDOO\ D WRWHFRQWKGF\pbQGRPH RI \)
TXHVWLRQQDLUHYV ZHUHF HORRBOHEWHEHG IRU WKH OD
'HVFULSWLYH VWDWLVWLFDO DQIWYLS RFGESERG WKH
FRQGXFWHG E\ 6366 2ULIVEBPEWBHWRE zLoo RI WKH WR\
EH DQDO\]JHG WR WHVW UHDKBEHOWR \YWHREY HB o4 laW iy \| UL HC
6WUXFWXUD O HOT XeXW LR QOPREHRVH LQGHSHQGHQW WUDYHC
FDUULHG RXW DV LW KDV WKH DGYDQWDJH RI
WHVWLQJ WKH UHODWLRQ E X

YDULDEOHYV VLPXOWDQHR%@L%ﬁég%‘WQ‘D%\QLDQJ@“VLV
K\SRWKHVLV Rl WKH PRGHGWHKI® QW HHHPHBKIPRGHO &URQ
WKURXJK $026 Rl FRQILUPDWLRQ SHUFHLYHC

& D™ @6
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WUXVWVIKWELM)FWLRQ DQ&DERGWLQYOMIARHDFWLRQ DQG

LQWHQWLRQ DUH LQWHQWLRQ DUH
UHVSHFWLYHO\ DOO YDULDHEGHAE BEMWLYHO\ W
JUHDWHU WKDQ LQGLFPRQE O XGCKHG WHCOLWD B IO WD OL G L

RIMO YDULDEOHV LV LQ OLPRGHK HWSHFRDW LR Q
&, 7& YDOXH RI DOO YDULDEOHV DUH JUHDWHU

voutbeonv L sunswhy wkEQLLRGRIRD sokREWRY

I . WHP '"HOHWHG ZKLFK PH&Q WKH LQWHUQDO

FRQVLVWHQF\ DQG UHOLD
JRRBQG WKH PRGHO KDV v%@%‘bp \%%EL%’R@BGRL\(}VQ?Q'V
UHTXLUHPHQWY WKHUHIRUH LW

9DOLGLW\ DQDO\VLV UHYLVLRQ +DELW LV FRPSRVH
WKH UHPDYDQURDE OB W HXQU¥

.02 YDOXH RI FRQlLUPDWLFH@S,QVH@HFWH@WHPV DEER
XVHIXOQHVV WUXVW KDENKWH VDM PRYWELR QHPS&RD HOW L
FRQWLQXDQFH LQWHQWLRRRBHWPDWRU\ IDFWRU DQDO\\

DQG DQWHFHGHQW ODWHQW YDULDE
UHVSHFWLYHO\ 7KH .02 YDOXHV RI DOO

YDULDEFMHAK WKH VWDQGDUG RI IDFWRU

DQDO\VLV ([FHSW IRU +%$ /Kb odRRKRMWOEQRLFHY RI DQWH

ORDGLQJV KDV UHDFKHG DQRWUQIWFDQ’\WuélfP‘EIQ@\bV &0,1

WKH\ DUH KLJKHU WKDQ’/ &5 RI

FRQILUPDWLRQ SHUFHLYH@ XVHI'XOQHVV &&/vuwi

KDELW VDWLVIDFWLRQ @%}6 LQX¥XKGEK PHHW WK

LQWHQWLRQ DUH DOX RQ VWDQGDUG DQG
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Abstract

This research aims tvestigate the influences of content perceived value,
SHUFHLYHG YDOXH DQG LQWHQWLRQ WR VSUHD
Thailand. The content perceived value mainly considers the entertainment, intera
functionality and cedibility of the content while use perceived value considers
usefulness and ease of use of content. Data was collected from potential Chinese
who have intention to visit Thailand using questionnaire survey. The survey r
showed that theharacteristics of Chinese tourists have little influence on their intel
to visit destinations in Thailand. Only gender, monthly income, and travel choice
influence on their intention to visit Thailand. The content perceived value has a
influence on the intention of Chinese tourists to travel to tourist destinations in Th
including "entertainment”, “interactivity”, "functional" and "credibility”, each s
variable had a strong influence on the intention to visit. Intention to spreaehtalso
has an influence on Chinese tourists' intention to visit destinations in Thailand.

Keywords: content perceived value, use perceived value, intention to spread con
intention to visit.

i among users, and social media becomes
Introductlon a bridge for online commuciétion. The
With the development of the Internetand ~ use of the internet and social media
social media platforms, more and more  become part of everyday life for billions
people are sharing online content on of people around the world anidave
social media. Social media displays  changed consumer behavior and the ways
Shared content in a variety of formats in which companies conduct their

businesgDwivedi et al., 2021)People
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upload articlespictures, videos and other
related content on the Internet, and rely
on the Internet to spread, comments and
forward to more people. When this kind
of content is spreading will have an
impact on consumers, and ultimately
affect people's decisiemaking
behavior.

In addition to being popular as a general
tool, the content on these tools is
becoming more and more important in
the development of tourism. Content
marketing goes beyond the traditional
marketing behavior and focuses on
providing valuable inform#@oon and
ideas, which can be actively accepted by
consumers and give them great space for
choice and participation. Content
marketing have become crucial
components within travel planning and

SOD\ SLYRWDO UROHV LQ

experiences  (Amaro, Due, &
Henriques, 2016), particularly how
travelersaccess and utilize travetlated
information  (Xiang, Magnini, &
Fesenmaier, 2015). Social media content
has become a powerful force driving
travel planning and decisiemaking,

the decisiormaking experience of others
(Yoo, Lee, & Gretzel, 2007).

China has independent and rich social
media platforms, including instant
messaging platforms such as QQ and
WeChat. Content and blog platforms,
Weibo, The little red book, Zhihu. Short
video platforms, Kuaishou and Tik Tok.
Video platforms, such as Bilibili and
Tencent Video. Travel information
platforms such as-@ip and Mafengwo
and so on. These platforms are chaak

of content that keeps users active.
Chinese tourists like most ing social
media, its proportion accounted for 94%,
Chinese tourists like to share their travel
experiences and photos, etc. in "WeChat"
"Weibo" and "Mafengwo" website.
Whether it is to obtain the information of
the destination before the trip or the

ﬁﬁ'*ﬁ‘?%H FENS s B TpER

According to Zhand ¥2019) study on
the contents of Chinese tourism websites,
most Chinese tourists will visit Thailand
during the holidays, accounting for 72%
of the total Family travel has become the

playing a crucial role inW UDY HO H U V T nRaivistrea© and experiential tourism

experiencgCreevey, Kidney, & Mehta,
2019).

eWOM communication can have a
significant effect on information

adoption, consumer attitude, and
purchase intention (Ismagilova et al.,
2020, Dwivedi et al., 2021).

Interpersonal influence andvord of

mouth are the most important sources of
information for users to make decisions,
especially for destinations such as hotels
and restaurants (Litvin, Goldsmith, &
Pan, 2008). Potential visitors rely on the
experiential nature of travel products and

products such as SPA and snorkeling are
more popular among Chinese tourists.
Meanwhile, Chinese tourists attach great
importance to online marketing and
publicity. According to the researabf
Liao & Qiu (2016), 67.2% of Chinese
tourists to Thailand choose sekrvice
travel, and the Internet is the main
channel for Chinese tourists to obtain
information.  They  believe that
information asymmetry is an important
factor affecting tourists' exgience
satisfaction. Therefore, people pay more
and more attention to collecting
information before travel.
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With the improvement of people's living
standards, China's tourism expenditure
has also increased significantly (National
Bureau of Statistics of China, 2019).
Therefore, tourism has become an
important form of entertainment for the
Chinese people. In 2019, the number of
international tourists to Thailand reached
39 million, among which the number of
tourists from the Chinese mainland
reached about 10.98 million, up 4.2%
year on year, accounting for about 35.5%
of the international tourists to Thailand.
It can be said that Chinese tourists
provide an important source of tourism
revenue for Thailand.

As one of the important economic pils

of Thailand, Thailand has been
committing to the development of
tourism publicity. The emergence of
social media provide an important
channel for the promotion of tourism in
Thailand. Some successful marketing
cases have made a large number of Thai
tourist destinations start to have a strong
interest in Chinese social media
marketing. However, due to the Chinese
Internet firewall and cultural differences,
the content marketing of overseas social
media has been seriously hindered.

Some brands spend asificant portion

of their marketing budgets on social
media marketing, but marketers are still
unsure how to measure their impact on
social media marketing and its
contribution to the bottom line, and how
to use social media to build or sustain
their valwe-creating relationships with
customers (Kumar Hsiao, & Chiu,
2009).Therefore, if tourism destinations
want to develop Chinese social media
content marketing, they must have a
general understanding of Chinese social
media content perception and usage. At

present, there are relatively few
international researches on Chinese

social media content, and there is a lack

of guiding arguments for content
marketing in tourism destinations.
Therefore, this research aims to study the
influences of characteristics, omtent
perceived value, use perceived value, and
intention to spread content oW RX ULV WV
intention to visit Thailand

Understanding the significance of
Internet content to Chinese tourists can
even provide a positive and effective
development for the marketing of
tourism destinations. Therefore, when
the tourism industry conducts content
editing, they can design reasonable
content marketing strategies and
implement them effectively.

Literature review

Characteristics of Chinese
tourists

It is convincirg that Chinese tourists see
destinations as more attractive and
potential destinations if they can
guarantee their own tourism benefits
(Kim, Guo, & Agrusa, 2005). Therefore,

it can bethoughtthat the preferences of
tourists will influence the choice of
potential tourist destinations. If the
tourism objects are divided into business
travelers, business and leisure travelers,
and leisure tourists, it is found that the
behavioral characteristics of different
groups are also different, whether it is to
obtain information sources, travel time,
travel expenditure, or travel purpose
(&DL /HKWR 29/HDU\
According to the characteristics of
tourists, age, income, education level,
travel style and travel preference, it is
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found that differenttourists showed
different interests in online travel notes
and choose different travel destinations
and travel styles according to their
specific choices (Zhang, 2019).

Hypothesis 1: Tourist characteristics
KDYH
intention tovisit Thailand.

Content perceived value

Information in social media will affect
people§ cognition of the destination
(Huang Lai, & Lin, 2018). Before
choosing a destination, visitors may
search for information that supports their
decision (Grant, Clak & Kyriazis,
2007). When choosing tourist attractions,
tourists may rely on external information
of the destination to make esite
decisions, such as accommodation,
transportation, scenic spots, and even
shopping (Fodness & Murray, 1998). Qu
& He (2019) believed that content
perceived value and use perceived value
are important factors for users to accept
and disseminate content. The degree of
influence of the content on each visitor is
different, and the novelty and
comprehensibility of the content will
affect the user's behavioral intention.
(Chen, Shang, & Li, 2014).

Usergenerated content (UGC) is
perceived to be more trustworthy and has
been found to have a greater impact on
consumer behavior and purchase
decisions (Sharma & Verma, 2018). In
social nedia, the massive UCG becomes
the main core content. (Liu, 2017). It is
usually the tourists who have finished
their trip and they produce native werd
of-mouth content. Driven by BGC, high
guality information has found fun for
consumers, and people will taely

share and generate UGC content. UCG
may also help other visitors minimize the
risk of decisioamaking.

Sites with UGC content (such as weibo),
this kind of content spontaneously
produced by tourists, has been welcomed

LQIOXHQFH RQ &K Lb®HnaRy MORIE U \irdvélVwebs

because of its authenticity and fun (Xiang
& Gretzel, 2010), and has a huge impact
on tourists] behavior decisions
(Vermeulen & Seegers, 2009; Yoo &
Gretzel, 2016). Among them, the positive
WOM (word of mouth) was found to
increase brand image and redudsk
perception by creating favorable
conditions (Jeon& Jang 2011).

The purpose of content marketing is to
deliver as much perceived value as
possible to visitorsPerceived value of
tourismis aboutaesthetic value, hedonic
value, excellence valueltaism value,
efficiency value and social value (Wu &
Wang, 2016). Information search is
based on the motivation of leisure and
entertainment. People seek for valuable
content, not only to find solutions to
problems, but also to seek happiness in
content(Vogt & Fesenmaier, 1998).

The high level of information quality can
bring satisfaction and enthusiasm to users
(Ahn, Ryu, & Han, 2007). Thus, it
provides a behavioral basis for tourists'
behavior, which is derived from the
intrinsic pleasure and affirmat. The
intention tovisit the destination and the
behavior in tourism are all influenced by
the content. Qu & He (2019) believes that
the entertainment, interactivity,
functionality and  credibility  of
advertising content are important factors
for its accetance and effective
dissemination. They provide an
interpretation of the source of perceived
value of content.
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According to Qu & He (2019),

entertainment is mainly reflected in
whether the content is interesting and
makes people feel happy and relaxedl, an

makes people interested in it
Interactivity meets the basic
requirements  of  social media.

Interaction, whether the content causes
social interaction and makes new friends,
is an effective embodiment of the
perceived value of the content.
Functionality neets the basic purpose of
tourist search content, and the
functionality judges whether users can
get information and information
effectively and expand knowledge,
instead of wasting time on the
Functionality of useless contefinally,
the credibility manly aims at the
authenticity, accuracy and rationality of
content, which is also one of the factors
for people to accept and spread actively.

The  novelty, intelligibility and
interestingness of blog content influence
behavioral intentions through these of
blogs (Chen Shang, & Li, 2014).
According to Huand] ¥2013) study on
Weibo in China, it is found that in social
media advertising marketing, the
entertainment and interactivity of Weibo
advertising information positively affects
the acceptance of ¥ibo advertisements
by users.

Hypothesis 2 Content perceived valse
have influence on & KLQHVH WR
intention to visit Thailand

Use perceived value

Use perceived value is the degree to
which readers perceive social media
content to be useful and ssato use. In
terms of tourisnrelated information,
different from the perceived value of

content to bring people interest, the use
of perceived value is more about the
reference and planning of the travel
destination after the interest is generated.
The use of perceived value, namely
usefulness and ease of use, enables users
to understand and store knowledge
anytime and anywhere, and has the most
obvious intention to disseminate it (Qu &
He, 2019).Themore useful and easitr
use information obtained dm content,
people are more willing to use the content
as a reference, and they are more willing
to travel to the tourist destination on the
premise of reference(Armstrong &
Mcadams2009). For tourists, in addition
to understanding relevant information
through the content of social media,
functional content will also be regarded
as a reference by tourists during their
journey. Improving the usefulness and
ease of use of content in content editing
and marketing will help tourists to accept
and use contenProviding direction for
the journey of tourists is more helpful to
attract tourists to go (Mclean & William,
2015).

The quality of information in the case of
travel decisions can be used to help
visitors assess the attributes of the
product as the usefulness of the
information available about the tourism
product (Mclean & William, 2015). The
quality of information in the context of
Xtr \{re{(% gi})ns can be defined as the
usefulness of information about travel
products. The use value of content is the
output of information needed to make
decisions when an individual uses an
information  system. People are
commenting on the value of information
systems and determining perceived value
based on the quality of the information.
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The
(TAM)

technology acceptance mbde
is considered as the most

the
viral

Lu Haojing
transmission

(2012) studied
motivation  of

HVWDEOLVKHG WKHRU\ WR tidissni3&dn @f lcan@mht Yahd> fEUDd it

acceptance and use of information
systems (Bagozzi, 2007According to
TAM modelproposed by Davi€l 989)to
study user§ acceptance of the
information system, it can be seen that
the use of the system is determined by the
behavioral intention, and the behavioral
intention is determined by the attitude
toward using. Attitude toward using is
determined by perceived usefulnessl a
perceived ease of uséccording to
Davis, perceived ease of use is defined as

emotional energy is the most
fundamental driving factor  of
communication intention. Among them,
emotional energy includes not only the
pleasure of the content, but also the
pleasure brought by the interaction
between everyone. In essence, the quality

R FRQWHQW GHWHUPLQHYV
willingness to shareThe study by Chu,

Lien, & Cao (2019) indicated tha

eWOM transmitted by other travelers
VLIQLILFDQWO\ LQIOXHQFHG

SWKH GHJUHH WR ZKLFK Dd&idithy Ra@d Beéh@vioksY A VChinese

that using a particular system would be
I[UHH Rl , HWHReJ Wérceived
usefulness is defined as the subjective
perception of users velne they believe
that using certain technologies can
improve the performance of their work.

Because travel planning can meet the
utilitarian purpose of tourists, many
studies in this field regard the usefulness
and ease of use as the objective use of
information. The most obvious is to
extract useful information from the
content and use the content as an
extrinsic motivation factor when making
travel plans (Armstrong & Mcadams,
2009; Bernardo, Marimon, & del Mar
Alonso-Almeida, 2012. In addition,
perceivedusefulness has been identified
as a basic driver of behavioral intention
in travel and tourism settings (Mariani,
Styven, & Ayeh, 2019; Agag and El
Masry, 2016; Ayeh et al., 2013).

Hypothesis 3: Use perceived values have
LQIOXHQFH RQ &Kle@tidrvH
to visit Thailand.

Intention to spread content

traveler may act and behave based on
recommendation of friends on social
media.High levels of positive enjoyment
affect people's attitudes aimtentions to
use the site more widely (Van der
Heijden, 2003 Lin, Wu, & Tsai, 2005.
People can access to more travel
experience in  content, creating
expectations of experience and pleasure
and enjoyment.

Personal influence is an important driver

of consKXxPHU EHKDYLRU DQG FRQ
decisionmaking processes are highly

influenced by information from personal
sources{atz & Lazarsfeld, 201)7 Kim

and Park (2013) developed the definition

of eWOM from the traditional concept of

:20 B(FRQVXPHUVY HRBHULHQFF
views conveyed through written words

EDVHG RQ LQWHUQHW WHFKQR
eWOM can be positive and negative,
researchers have naturally noted to

positive eWOM. It is considered as a key

VJ%EB?W[WW#TGQPWCMSG decision
ing With ser

whén dea erviss or intangible
products (Moran, Muzellec, & Nolan,
2014). Consumers today can create and
spread their reviews or opinions through
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a variety of technologic media such as:
websites, blogs, social media.

Hypothesis 4: Intention to spread content
has infuelFH RQ &KLQHVH
intention to visit Thailand.

Intention to visit

In the context of tourism, intention to
visit is defined as the intensity of the
desire to go to the destination, which is
also the willingness to travel (Ahn,
Ekinci, & Li, 2013). Wren planning their
travel plans, the virtual experience
perceived from the content, as well as the
pleasant images, will be incorporated
into their own image (Goverszo, &
Kumar,2007; GrantClarke, & Kyriazis,
2007. Research found that the intention

Conceptual framework

of tourists to go is affected by emotion,
which will affect the behavior of tourists
and their intention to go to the destination

Wﬁ%?rﬂtylgsl\s);ﬁé@g, 2013). Video image

conten n make tourists have
positive emotioal response, make
people eager to \visit the tourist

destination (Marques Teixeira, 2017).

Studies have shown that blogs and other
contents have subjective attributes, and
tourists can only browse theformation
that is subjectively considered relevant to
the destination. In the process of
receiving these information, feelings and
enjoyment will affect people's behavioral
intention Chen, Shang, & Li, 2004
People who are willing to return are more
likely to recommend a destination
(Bigné, Sanchez, & Sanchez, 2001).

Figure 1 Conceptual framework
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Researchmethodology
Sample design

The population of the research was
Chinese people both traveledTbailand
and has been planning to travel to
Thailand during the period of the study.
Sampling size calculation is done using
Taro Yamane (1967) of known
population. As of March 2020, #5
Report on Internet Development in China
released by China Internet Network
Information and Development Center
(CNNIC) indicates 373 million online
travel booking users. Based on Yamane
IRUPXOD ZKLFK LV (éQ 1
A~ ZKHUH Q VDPSOH
populaton size, e= accuracy or error
sample (+5%), the sample size of the
study is 400

Due to the limitation of onsite restriction
from COVID-19, data has been collected

A three parts questionnaire has been
designed to measure variables in above
literature  review composed  of
demographic, value related to intention
to spread, and intention to visit
respectively. There are 10 items have
been considered asky. Besides
demographic, all of part two and part
three items have been analyzed on five
points Likert scale in four major
categories; content perceived value, use
perceived value, intention to spread, and
intention to spreadFor data analytic,
ANOVA has been used to analyze
characteristics of Chinese tourists and
linear regression has been used to
analyze content perceived value, use
pétcgiMed vdlue, and intention to spread.

Data collection

Researcher elveloped English version
for validity test. After the modification,
the complete Chineseersion has been

RQOLQH YLD &KLQDTV RQQL&khed\MbidelEhRes? HrebtiBnnaire

platform using convenience sampling
technique.

platform named wjx. The platform is
online and reachable via website. The

] URL of the platform is
Research instrument https:/iwww.wjxcn/
Table 1 Cronbach's Alpha coefficient
ltem Cronbach's Alpha
Content perceived 0.918
Entertainment 0.783
Interactivity 0.798
Functionality 0.804
Credibility 0.815
Use perceived value 0.875
Usefulness 0.729
Ease tause 0.773
Intention to spread 0.737
Intention to visit 0.772
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The reliability of the constructs has been
GRQH XVLQJ &URQEDFK1TV
for internal consistency. The reliability
test of all the subject were more than 0.7.
The Content perceived value showed the
level of reliability at 0.918 consisted of
Entetainment (0.783), Interactivity
(0.798), Functionality (0.804), and
Credibility (0.815). Use perceived value
had the reliability at 0.875 consisted of
Usefulness (0.729) and Ease to use
(0.773). The reliability of Intention to
spread and Intention to visias 0.737
and 0.772 respectively as showfiable]

Data analysis

A total of 518 questionnaires were
collected from wjx.cn website 108
guestionnaires haveeenexcluded from
the researctue to thescreening question
showed no interest intraveling to
Thailand.In the end 410 data samples
were analyzedy IBM SPSS Statistics
version 26.

Characteristics of Chinese
tourists

The result ilustrated that 52.4% of
respondents were male and 47.6% were
female. 177 respondents (43.2%) were
married and 233 (56.8%) were single.
Most of them are 230 years old
(40.7%) and 340 years old (22.0%).
Most of educational level (202 samples)
werebacheloU fi&greg49.3%).

For occupations of the respondents, 35
respondents (8.5%) wergovernment

officials, 19 respondents (4.6%) were
business owners, 113 respondents

(27.6%) werestudents, 73 respondents
O OBK Dermfide Wark prof€ssionals,
30 respondents (7.3%) were self
employed people65 respondentsvere
freelancers (15.9%), 30 respondemése
worker/farmer (7.3%), 32 respondents
(7.8%) were Unemployment, 7
respondents (1.7%yere Retirements, 6
respondents  (1.5%) were othe
professions. The monthly income of
respondents (83.9%) was less than
10,000 RMB.

Most Chinese tourists preferred to travel
independently without joining a group
tour (47.3%). They made-D trips in a
year, with a total of 270 respondents
(65.9%), followal by 107 respondents
(26.1%) who made -3 trips while the
leastgroup was 33 respondents (8.0%)
who made more than 5 trips. Most
respondents are willing to travel to
Thailand with their families (30.3%),
friends (26.8%), and lovers (23.4%).

In term of gatlering information,most
respondent had searched before
travelling to Thailand were Tourist
Attractions (13.6%), Local Culture
(13.4%), and Transportation (11.8%).
The results showed that they get the
information from Wechat/QQ (18.0%),
Weibo (17.0%), Tik ™®k/Kuaishou
(16.0%), The Little Red Book (19.1%),
Zhihu (9.4%), CTrip or other travel
websites (20.1%), and from other
platforms (0.5%). Result also explicit
that Chinese tourists spent a lot of time
on social media which can be seen that
113 respondent427.6%) spent 3®0
minutes, 119 respondents (29.0%) spent
1-3 hours, and 120 respondents (29.3%)
spent more than one hour.
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Table 2 Characteristic of Tourists ANOVA

Sum of df Mean F Sig.
Square Square

Gender Between Groups 3.489 1 3.489 8.4 0.004*
Within Groups 169.442 408 0.415
Total 172.931 409

Age Between Groups 1.833 5 0.367 0.866 0.504
Within Groups 171.098 404 0.424
Total 172.931 409

Education level Between Groups 3.053 4 0.763 1.82 0.124
Within Groups 169.877 405 0.419
Total 172.931 409

Occupation Between Groups 1.974 9 0.219 0.513 0.865
Within Groups 170.957 400 0.427
Total 172.931 409

Monthly income Between Groups 6.543 4 1.636 3.981 0.004*
Within Groups 166.388 405 0.411
Total 172.931 409

Marital status Between Groups 0.179 1 0.179 0.422 0,516
Within Groups 172.752 408 0.423
Total 172.931 409

Number of trips in a year Between Groups 0.448 2 0.224 0.529 0.59
Within Groups 172.483 407 0.424
Total 172.931 409

Travelchoice Between Groups 4.99 4 1.247 3.008 0.018*
Within Groups 167.941 405 0.415
Total 172.931 409

Travel preference Between Groups 0.47 2 0.235 0.555 0.574
Within Groups 172.46 407 0.424
Total 172.931 409

Daily time spent on social media BetweenGroups 1.694 3 0.565 1.339 0.261
Within Groups 171.236 406 0.422

Total

172.931 409

Table 2]is the result of ANOVA test on
tourist characteristicsAll sub variables
comprise ofgender gender education

level, occupation, monthly income,
marital status, number of trips in a year,
travel choice, travel preference,

information collection preference before

travel, travel information source, and
daily time spent on social medisere
tested. The significance value indicated
that only gendef0.004) monthly income
(0.004) andtravel choice(0.018) have
influence on intention to visit.
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Content perceived value

Table 3 Content perceived valuegression

Model Summary®

Adjusted R
Model R R Square Square
1 218 .047 044
ANOVA
Sum of .
Squares df Mean Square F Sig.
Regression 8.057 1 8.057 19.939 .000P
Residual 164.873 408 404
Total 172.931 409
Coefficients
Unstandardized Coefficients Stand_ard|zed t Sig.
Coefficients
B Std. Error Beta
Content perceived Value .200 .045 216 4.465 .000
Predictors: (Constant), Content perceived value
Dependent Variable: Intention to visit
Table 3is the regression analysigesult Chinese tourists’ intention tovisit
of content perceived value on intentionto ~ Thailand.For Ftest, F value was 19.939,
visit. The R valuein R Column considered the significant level of
represents the simple correlation and is  Sig.=0.000 which is below alpha level
0.216 indicatd a low degree of (1%) indicates that, overall, the
correlation. The Bquarevaluewhich is regression model statistically

0.047 indicates how much of the total
variation in the dependent variable,
intention to visit, can be explained by the
independent variable, Content perceived
value. In this analysis the Linear

regression model can predict 4.7% of

significantly predicts the dependent
variable, intention to visitThe B value
under Unstandardized coefficientis
3.197 thus thdinear equation for the
analysis was Intention=3.197+0.200CPV

FBMS [117



Journal of Family Business and Management Studies

Table 4 Content perceived value subfactor

Model Summary?

Subfactors R R Square AdSJUSted R
guare
Entertainment A7R .029 .027
Interactivity 138 .019 .016
Functionality A3F .018 .015
Credibility 294 .086 .084
ANOVA
Sum of df Mean Square
Squares

Entertalr_lment 505 1 505
Regression
Residual 167.881 408 0.411
Interactivity Regression 3.218 1 3.218
Residual 169.713 408 0.416
Functionality Regression 3.069 1 3.069
Residual 169.861 408 0.416
Credibility Regression 14.947 1 14.947
Residual 157.983 408 0.387
Total 172.931 409

Coefficients

Unstandardized Coefficients Standgrdaed
Coefficients
B Std. Error Beta

(Constant) 3.404 152
entertainment 141 .040 171
(Constant) 3.536 .143
Interactivity .107 .038 .136
(Constant) 3.517 .153
Functionality .108 .040 133
(Constant) 3.150 .128
Credibility 224 .036 .294

Predictors: (Constant), Content perceived value
Dependent Variable: Intention to visit

Std. Error
of the
Estimate
.64146
.64495
.64523
62226

F

12.273

7.735

7.373

38.603

22.449
3.503
24.751
2.781
22.988
2.715
24,574
6.213

Sig.

0.001

0.006

0.007

0.000

Sig.

.000
.001
.000
.006
.000
.007
.000
.000

Table 4is the regression analysis result  individual one can correspondingly
of content perceived value subfactmm predict 2.9%, 1.9%, 1.8% and 8.6% of

intention to visit The R value in R &KLQHVH

column of each subfactors in order was  Thailand. Each subfactors had strong
0.171, 0.136, 0.133 and 0.294 indicated influence on the intention to visit as
that all of them had low degree of showed by significance value of 0.001
0.006 (Interactivity),

correlation. The R square value are (Entertainment),

WRXULVWVT

0.029, 0.019, 0.018, and 0.086 which  0.007 (Functionality),

mean the linear regression model of the  (Credibility). This means that the more
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FRQWHQW LV SHUFHLYHG [Evitettsi@nany,U Mteditiod=P BI5IEV+

SLQWHUDFWLYLW\’
SFUHGLELOLW\’
attracted to tourist destinatiofihe linear
equation for the anadys were as follow,
Intention = 3.404 + 0.141ETM

Use perceived value

Table 5 Use perceived value regression

31 X Q FOMOR IQRIQIntaractivityld h@ntion=
WKH PR UR.SIWRX10& MTWT(Fuhct@mlitg,Hnd

Intention = 3.150 + 0.224CDBLT

(Credibility).

Model Summary’

of use perceived valuen intention to
visit.t. The R value in R Column
represents the simple correlation and is
0.177 indicated a low degree of
correlation. he R square valughich is
0.031 indicates how much of the total
variation in the dependent variable,
intention to visit, can be explained by the
independent variable, use perceived
value. In this analysis, the Linear
regression model can predict 3.1% of

Model R R Square Adjusted R
Square
1 ATR 0.031 0.029
ANOVA
Sum of .
Squares df Mean Square F Sig.
Regression 5.441 1 5.441 13.255 .000
Residual 167.489 408 0.411
Total 172.931 409
Coefficients
Unstandardized Coefficients Stand_ar_d|zed t Sig.
Coefficients
B Std. Error Beta
(Constant) 3.343 0.163 20.565 0.000
Use perceived value 0.157 0.043 0.177 3.641 0.000
Predictors: (Constant), Uperceived value
Dependent Variable: Intention to visit
Table 5|is the regression analysis result  Chinese tourists' intention to visit

Thailand. For Rest, F value was 13.255,
considered the significant level of
Sig.=0.000 which is below alpha level
(1%) indicates that, overall, the
regression model statistically
significantly predicts the dependent
variable, intention to visit. The B value
under Unstandardized coefficients is
3.343 thus the linear equation for the
analysis wantention=3.343+0.157UPV
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Table 6 Use perceived value subfactor

Management Studies

Model Summary’

. Std. Error
Subfactors R R Square AdsjuitsrdeR of the
q Estimate
Perceived Usefulness A74 .030 .028 .64106
Perceived Ease to Use 16¢ 026 023 .64268
ANOVA
Sum of .
Squares df Mean Square F Sig.

Perceived Usefulness

Regression 5.261 1 5.261 12.801 .000°

Residual 167.670 408 411

Perceived Ease to Use

Regression 4.413 1 4.413 10.684 .00P

Residual 168.518 408 413

Total 172.931 409

Coefficients
Unstandardized Coefficients Stand_ar_d|zed t Sig.
Coefficients
B Std.Error Beta

(Constant) 3.395 151 22.440 .000
Perceived usefulness 143 .040 174 3.578 .000
(Constant) 3.423 157 21.858 .000
Perceived ease to use 135 .041 .160 3.269 .001

Predictors: (Constantperceived Usefulned®érceived Ease to Use
Dependent Variable: Intention to visit

Table 6is the regression analysis result
of use perceived value two subfactors.
The R value in R Column represents the
simple correlation and is 0.174 and 0.160
respectively. Both Rvalue indicated a

low degree of correlation The R square
values are 0.030 and 0.026 which mean
in this analysis, the Linear regression
model can sequentially predict 3% and
2.6% of Chinese tourists' intention to
visit Thailand. Two subfactors had

stronginfluence on the intention to visit
as showed by significance value of 0.000
(perceived usefulness), and 0.001
(perceived ease of use). Thmwans that
the more value is perceived as
SXVHIXOQHVV™ DQG 3HDVH RI X\
tourists will be attracted to twist
destination.The linear equation for the
analysis were Intention = 3.395 +
0.143UPVandintention=3.423+ 0.135
PETU
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Intention to spread
Table 7 Intention to spead

Model Summary’

Model R R Square Adjusted R
Square
1 253 .064 .061
ANOVA
Sum of df Mean Square F Sig
Squares ’
Regression 11.027 1 11.027 27.788 .000°
Residual 161.904 408 .397
Total 172.931 409
Coefficients
Unstandardized Coefficients Stand_ar'd|zed t Sig.
Coefficients
B Std. Error Beta
(Constant) 3.146 151 20.878 .000
Intention to spread 214 .041 .253 5.271 .000

Predictors: (Constant), Intention to spread
Dependent Variable: Intention to visit

[Table 7]is the regression analysis result
of intention to spead on intention to
visit. The R value in R Column
represents the simple correlation and is
0.253 indicated a low degree of
correlation. 'he R square value which is
0.064 indicates how much of the total
variation in the dependent variable,
intention to visit, can be explained by the
independent variable, Intention to spread.
In this analysis, the Linear regression
model can predict 6.4% of Hhese
tourists' intention to visit Thailand. For F
test, F value was 27.788, considered the
significant level of Sig.=0.000 which is
below alpha level (1%) indicates that,
overall, the regression model statistically
significantly predicts the dependent
variable, intention to visit. The B value
under Unstandardized coefficients is
3.146 thus the linear equation for the
analysis was Intention=3.146+0.214 ITS

Conclusion and
implications

The current study analysis explicit the
effect of factors teard Intention to visit

of Chinese tourists in a vary way. The
study analyzed 410 questionnaires, of
which 215 respondents were male
(52.4%) and 195 were female (47.6%) In
terms of age, most of them are-20
years old (40.7%). Most of them have a
Bachelor degpe (49.3%). The majority
of occupations are students (27.6%).
Monthly income 2500 RMB or less
(32.2%). Marriage status is Single
(56.8%). The Number of trips in one year
is 0-2 times (65.9%). Travel choice is
mostly about traveling with family
members (3%). Travel Preference is

Independent Travel (47.3%). For
Information  Gathering  Preferences
before travel, Tourist Attractions
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Information (13.6%), Transportation
Information (11.8%), and
Food/Accommodation Information

(11.7%) were the most frequently
seleted. Most Sources of tourism
information are The Little Red Book
(19.1%) and CTrip or other travel
websites (20.1%). Time spent on social
media in a day is more than 3 hours
(29.3%)

JRU 3&KDUDFWHULVWLFV
using ANOVA, gender (sig=0.004)
monthly income (sig=0.004), and Travel
choice (sig=0.018) play a vital role in the
intention to travel whereas most of the
other subvariables are less significant.
The result of three other factors is done
by multiply regression analysis.

YRU & RQMWHEUWWSG YDOXH’

of four sub variables, entertainment,
interactivity, functionality, and
credibility has gained a positive
correlation effect and high significant.
Sig. Value was 0.001, 0.006, 0.007, and
0.000, respectively. Each swariable

was IHVV WKDQ DOSKD OH

which means that the four swiariables
have a significant influence on Intention
to visit.

intention to spread has a significant
impact on the intention to visit, and with
the increase of the intention to spread, the
intention to visit destination will also
increase.

The resultof this study may benefit
marketing strategistto better allocate
resourceso optimize online conterdim
on perceived valueuse perceived value
and intention to spreaBy increaing the

R cofitérit Qo \ehteaRing) L tevativity,

functionality, credibiliy, usefulness, and
ease of useand the spread of content, to
formulatea more reasonable marketing
solution. Doing so couldattract more

tourists to travel to the destination. &h
researchcould help enable marketing

personnelto better understand target

tgﬁﬁgs%lﬁjis/ lr_rp%@ easier convining
contentby provide clearer direction in
content operations.

In destination perspective, responsible
person could have a clearer
understanding of content marketing
more precisegoals planmg together
Wiﬁlohiring marketing agent, avoid
wasting resourcesBecauseof clearer
understandingon how social media
content influences the intention of
tourists to visit. Adestination caplay or

JRU 38VH SHUFHLYHG Y DO anplifivad gartichi& XdvarRage to attract

0.000 present the positive correlation,
showed that the contents of the social
media use pesived value has a great
LQIOXHQFH RQ WKH

intention to visit Thailand. Taken
separately, Perceived usefulness (sig=
0.000) and Perceived ease to use (Sig
=0.001) are both less than 0.05, which
has a significant impact on intention to
visit and present the positive correlation.

&KL

tourists accating to its own conditions.

QWHSWULVWﬂV

The result of the studyaligns with
previous research in many aspedisr
content perceived value, the high level of
information qualityspecifically in term
of entertainment, interactivity,
functionality, and credibility are

YRU 3, QWHQWLRQ WR VSU Hepnsiderggl jmpact to ugesatisfaction

significant and presents a positive
correlation effect, indicating that the

and enthusiasm to users (Ahn, Ryu, &

Han, 2007) Moreover, in term of
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happines®f content the result also align
with  Vogt & Fesenmaier, 1998.
Furthermore, previous study, (Chen,
Shang, & Li, 2014) mentionedavelty,
intelligibility and interestingness of
contentthat hasinfluenceon behavioral
intentionswhich is in the similar way.
For used perceived valute result also
alignswith previous study he quality of
information (Mdean & William, 2015)
and theuse of content as an extrinsic
motivation factor when making travel
plans (Armstrong & Mcadams, 2009;
Bernardo, Marimon, & del Mar Alonso
Almeida, 2012). In similarity, for
intention to spread,the result also
considered key dctor to consumer
purchase decisionthus align with
forementioned studyMoran, Muzellec,
& Nolan, 2014).

Limitations and future
research

Three major limitations of this study are
respondent  participation,  variable
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Abstract

Consumer purchase intention is one of the most studied factors in marketing re
Since it is considered the leading factor to customer purchase and customer loya
current studyocuses on the factors affecting consumer purchase intention in the ¢
of Thailand. The independent variables included attitude towards celebrity, ai
towards brand, brand awareness, and brand image. Data were collected frc
consumers and thaata analysis was conducted using regression analysis. The fir
indicated that attitude towards celebrity had the highest influence on the pu
intention, followed by brand awareness, and brand image, respectively. Attitude tc
brand shows neignificant effect on the consumer purchase intention. Conclusion
practical recommendations are also provided.

Keywords: Brand Awareness, Brand Image, Attitude towards Celebrity, Attit
towards Brand, and Purchase Intention.
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i usage of celebrity on advertisement
Introductlon celebritytendsto become thanage of the
Food supplement sector has been one of brand for commercial or symbolic
the most important businesses in Thailand purpose Celebrity tend to hold a value
for several years. In 2017, there were andrepresentthebranditself (Knightand
approximately 6,300 food supplement Hurmerinta, 2010).
companies registered with the Ministry of
Commerce, and the sales of food
supplement ithe Thai market were up to
87 billion baht(Bangkokpost, 2022)in
addition, the growth rates in sales for this
group of products were in double digit
since 2011, representing the fgsbwing
industry and intense competition.
Therefore, the competitios high and the
importance of understanding the purchase After the celebrity hasbeen preseet to
intention of the customer is crucial forthe ~ the consumer market, of course,
food supplement companies to attract the marketes, brand manager or the
new customers and at the same time to busineseswould expectsomeresponsg
retain the current custome®ne of the suchasbrandawarenessr increase afale

main strategies for these compari@t from consumes. However, tanonitorand
use celebrity endorsement to raise the measureheresultof usingcelebrityis the

awareness and the recognition towards Mmain objective This paperwill not focus
the products. on an increase ofsale after using the
. . ) celebrity, but itwill focus onanintention
First of all, people receive information to buy the products. Howthe attitude
differently from various brand in .the towards celebrity in consumerpoint of
market. ~ As  consumes  View ey coyldaffectthe F R Q V X BtHUdE V
advertisements regularigelebrity slowly towardsbrandwhich canleadtoreputation
becoms the part of the FRQ V X IFf_eH UVTTot the brand{ Vpositive or negative
Eventually, the usage of cel_ebrlty outcomes. Thus, brarichagecanleadto
become norm of the advertisement 5, 5cceptancef the brand. Will people
criteria. It obviously helpproducts t@ain accept the brand and what kind of

mr? re fexp'o_sureto the targn?t cc;nsumer. perception andttitudewill consumehave
Therefore|t is very commontor thebrand to the brand? Ultimately, will purchase

or marketerto investheavily on celebrity intentionhappen to the braritlconsumer

endorsement of the produglaiprakash, have positiveor negativeperception and
2008).Celebrity endorsemerit a perfect attitudpetowardsthegrand.p P

remedy tosupportbusinesgrowth

On the contrary, the heavily use of

celebrity endorsementreates unclear
answer tothe author thathow those
business selecbr choose celebrity to

promote their product and what effect

celebrity hason the purchaseintention.

This finding will hopefully clarify

unansweredjuestion.

The ®cond factoris an attitude toward
brand. This study would like to explore
how attitude toward brand can change
after consumersee the advertisement
endorséd by celebrity. The third factoris a
brand image. How the brand image can
change aftecelebrity becom&the brand

Celebrity endorsemenis oneof the most
popular from of marketingstrategy, in
other word, it seems to beuniversal
feature for the business to uset as
marketing tool to promote rangeof
product, brand,and service. Since the
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representative. Thiast factor is a brand
awarenessThis study would like tdind
out how celebrity endorsemenhelps the

brand to increase ordecrease brand

awarenesafterthe celebrity endorsement.

Also, whethercelebritycauseshe change
The dependent variablé this studyis

consumer purchasmtention. Consumer
purchaséntentionis theactionthatcause

by consumerwho intent to buy one
particularproductor service

To sum up, the objectives of the current

study is to identify the most influential

factors affecting the purchase intention in

food supplement sector. Furthermotteg

researcHinding canbe used talarify the

purchase intention throughout the
purchase mcess.

Attitude towards celebrity
This study applieSEARS model which

discusses factors that drive effective

Factors discussed
TEARS model are Trustworthiness,
Expertise, (physica) Attractiveness,
Respect, and Similarity (Hollensen &
Schimmelpfennig 2013). Reputation of
celebrityis very crucial. Beforecelebrity is
chosen as brand representative,

endorsement.

in

the

trustworthiness of the celebrity should be

ensuredbecausehe celebrity acéd asan
external cuén consumel foint of view.
Attitude toward celebrity can be an
important factor affectinghe consumers

to recognize and consider the endorsed

brand and Bergkvist, Hjalmarson &
Magi, 2016).

The level of fithess between produend
brand can alsocontribute positive or
negative effect to the brand A high-

credibility sourcehasgreater persuasive

effects thana low credibility sourcein
communication of the brandpart from

trustworthiness, »>@ertise is another
attribute of credibility.Having creditable
celebrity to representhe brand is also
important to the brand image as well.
Choosing the right celebrity who can
blend well with the brandan produce a
vast effect to the brand(Till & Busler,
2000). Using the wrongype of celebrity
to representhe brand producenegative
effect. For exampleysing the athletéo
promote the construction material or
functional drink whichs notrelateto sport
drink can creatdhe controversyetween
brand and product. Normally, athlete
should promote sport apparelor sport
equipment (Bergkvist, 2009).

Attitu de towards brand

Kotler andArmstrong(2016)definebrand
as aname, formsignsymbol ordesign,or
acombination thereof, whidls intendedo
identify productor services frononeseller
or group of sellers,and to differentiate
them from their competitos (Tanti and
Wisandiko, 2017). Theattitude towards
brand waglefineby Mitchell and Olsorin
1981 as
evaluation of theEUDQG’
Assael (2004) stated that consumer
tendency teevaluate thebrandwhich led
to attitude towardghe brandto form an
attitude abouwvhether thdrandis positive
or not (Tanti & Wisandiko, 2017). To
simplify this term, attitude toward$rand
is perceptiorthatreactor response toward
thebrand(Singh,2004). Foiinstancemac
book users and window users arenot
familiar with eachotheroperating system
and hardware Most of the window user
will claim thatOS operating systetis hard
to use and too expensive. lmaddition,
window offer more softwae and
flexibility, while macbookuserswill claim
themselves that they require less
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maintenance andrus, andhardwareoffer
higher hardware quality. Moreover,0OS
operating systens more stable (Dachis,
2013). Thus, bothof the users have
differentattitude towardsvindow andOS
operating systemrhis attitude could use
to differentiate thgperceptiorof thebrand.

Brand image

Brandimage reflect the total personality
of the branditself, in otherword, it is the
impression in the consumermindset.
Brand image accumulatesover time,
appeas in various ways such as
advertising campaign with consistency
and somehow reladgo consumer direct
experience (Plidtookpai & Yoopetch,
2021).Especiallyjn turbulent, maturand
competitive market, brandimage can
create trusbr credibility, differentiation
and consistency tomake the brand
outstanding(Rindell and Iglesias2014).
With well-establisled of thebrand image,
it canhelpconsumeto easilyperceive the
characteristicof the brand. Moreover,
brand alsoassociatesvith the memory
The goodbrand tendgo hold the concept
or theidentity within the consumemind
when there isany trigger or signal
Consumercan beautomatically awaref
thebrand. Furthermorghebrandcan be
accumulatd overtime and built into
consumer memorigStettler, Rosenberg
Taufer, Huck, Hoppler, Schwarz,
Yoopetch & Huilla (2018)Thebrand can
reflect the overall evaluation orattitude
towardsthe brandwhich can beview of
rationalethinking procesf the consumer
(Jaiprakas2008).In addition, brand also
acs as a mediator to communicate
function andbeliefsof whatthebrand can
serveor be consumeisolution.

Brand awareness

Brand awareness a subset towardhe
creationof brand equityandis definedby
Aaker (1991) asability of consumerto
recognize thérandor remembemname of
the brand (Majaet al.,2016).Somealso
defines brandawarenesasthedegreeof a
particular brand recognitiorof certain
consumer (Sharifi,2014) Brand value
refers by literatureas brand equityvhich
comes from the judges of customer
perspectiveln addition, brand awareness
relatesto the strength of the brand in
FR QV X Priitht) fyMch reflecs as an
ability to immediately identify thebrand
with various condition It is how fast
consumercanthink of familiar product| V
certain (Chen et al., 2015)The high
awarenes®f the brand canlikely affect
consideration sethat finally plays an
important role for purchase intention
(Chen et al., 2015 onsumetendsto use
their familiarity to the brand to make
purchasalecisiorratherthan unfamiliarity
with unknownbrand.Thiscan refer to the
quality of the brand that perceived by
consumer

Purchase intention

Purchaséntentionis a procesof decision
making which cause by consumer
(Anannukul & Yoopetch, 2022lirabi et
al., 2015). The complexity ofpurchase
intention usally relates to behavior,
perception, andhttitudes of consumers.
The keypointto predictbuyingprocesss
the purchase intention. However,
purchaseintention may changein any
condition with motive of price, quality,
and value. In addition, ¢habovemotives
are not the only motivesthat can affect
purchaseintention. Other internal and
externalmotivationalso causes purchasing
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intention during the purchasing process product They areawareness, knowledge,
(Mirabi et al, 2015). Kotler and interest, preference, persuasionand
Armstrong (2016) proposed sixdifferent purchasdKotlerandArmstrong, 2016).
stage before consumetecidesto buythe

The conceptual model is proposed as shown in the figure below.

Figure 1 Conceptual Model

Research methodology about accurateesult ofthe study.Many

criteria were appliedin this research to
Theaccuracyof thedatais very essential determine theppropriate samplsize of
for all researchstudy. One of the most 400
important factors that affect research
resuls is the determinationof the target
population and the select sample
(Kampitak & Yoopetch, 2018) The
suitable population ansample carbring

Thetargetpopulation othisstudyconsiss

of Thai peopldiving in Bangkokwith the
ageof 18 to 60yearsold or above.The
samples are those who had experiences
using food supplement prior to
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participating in the surveyConsumers aware of celebrity endorsemenin

nowadays areexposed to more media advertising and anyther media. The
such as television, internet, billboard, and  quantitative research as welb thelikert

social media. Accordingly, this scalewas chosen fothe questionnaire
population was assumed to be mor design.

Results anddiscussions

Table 1 Test ofreliability analysis

Variable Cronbach's Alpha
ACELEB 0.838
ABRAND 0.916

BI 0.980

BA 0.922

CPI 0.870

Note: ACELEB zattitude towardselebrity, ABRAND #attitude toward$rand, Bl tbrandimage,
BA tbrandawarenessCPI +consumepurchasantention

%DVHG RQ WKH &URQEDFK fiph®sb@&iK be hr@atey thdh ,0.8
table above, all factors meet the representing an acceptable of reliability
requirement of the validity where the (Yoopetch, 2021).

Table 2 Descriptivestatistics of thefactors

Descriptive Statistics

Mean Std. Deviation N
CPI 3.6600 1.56650 400
ACELEB 3.9130 1.41571 400
ABRAND 4.9790 1.66562 400
BI 4.3955 2.01231 400
BA 4.6595 1.62059 400

FBMS [134



Journal of Family Business and Management Studies

The total sample size for each variable is
400. The table above describénow the
set of data valuelBasbeen spread. First
variable is consumer purchase intention.
The consumer purchase intention is yet
just a little bit above average (M = 3.66,
SD =1.56).

Additionally, the mean of attitude
towardsbrand, brand image and brand

Table 3 Correlationsof thefactors

awareness are also above average (M =
4.97,SD=1.66, M =4.39, SD =2.01 and
M = 4.6, SD = 1.@espectively). On the
other hand, mean o#ttitude towards
celebrity shows the lowest value (M =
3.91, SD 1.4). The data above indicates
that the dispersion of data is not very
spread to either strongly disagree (1) or
strongly agree (7) according to the Likert
scale and questionnaire design.

Correlations

CPI ACELEB ABRAND Bl BA
Pearson CPI 1.000 717 .496 .568 .581
Correlation ACELEB 717 1.000 .310 .339 .356
ABRAND .496 .310 1.000 .828 .809
BI .568 .339 .828 1.000 915
BA .581 .356 .809 915 1.000
Sig. (1-tailed) CPI .000 .000 .000 .000
ACELEB .000 .000 .000 .000
ABRAND .000 .000 .000 .000
BI .000 .000 .000 .000
BA .000 .000 .000 .000
N CPI 400 400 400 400 400
ACELEB 400 400 400 400 400
ABRAND 400 400 400 400 400
BI 400 400 400 400 400
BA 400 400 400 400 400

A Pearson product moment correlation
coefficient was computed to assess the
relationship between consumer purchase
intention andattitude towardselebrity.
Thereis a positive correlation between
the two variables, r = .717, n =400, p =
.000. Overall, thre is a high positive
correlation between consumer purchase
intention andattitude towardscelebrity.

In addition,attitude towardsrand, brand
image and brand awareness show quite
strong relationship with consumer
purchase intention, r = .496, n = 4Q0s

.000, r =.568, n =400, p=.000, and r =
.581, n = 400, p = .000. These can be
assumed that to have high correlation for
consumer purchase intention reqgaire
support from attitude towardsbrand,
brand imageand brand awareness.

The seconctompariso in this model is
attitude towardselebrity and consumer
purchase intention, brand image, and
brand awareness. A Pearson product
moment correlation coefficient was
computed. As a result, theieapositive
correlation between the three variables, r
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=.310, n = 400, p =.000, r =.339, n =
400, p =000, and r = .356, n =400, p =
.000 respectively. Hence, those three
variables,attitude towardsrand, brand
image, and brand awareness, indicate low
level of positive correlation. On the
contrary, the varlsles which has the
highest correlation level is consumer
purchase intention, r =.717, n =400, p =
.000. In summary, consumer purchase
intention shows the relationship with
attitude towardscelebrity. This makes
celebrity endorsement become more
effectivefor the products or services use
celebrity in their marketing campaign.
On the other handattitude towards
brand, brand image, and brand awareness
are low correlated. It can be concluded
that these three variables are important to
attitude towardscelebity when it is in
purchase intention context.

The thirdcomparison ibetweenattitude
towards brand and consumer purchase
intention, attitude towards celebrity,
brand image, and brand awareness. The
table aboveeportsthat brand image and
brand awareness indicate the highest
correlation level, r = .828, n = 400, p =
.000, and r = .809, n = 400, p = .000
respectively. As comparison, consumer
purchase itention shows moderate
correlation, r = .496, n = 400, p = .000.
Additionally, attitude towardscelebrity
shows lowest correlation, r = .310, n =
400, p = .000. It can be concluded that
brand image and brand awareness do
importance toattitude towardsbrard,
while, consumer purchase intention does
have positive effect when it comes to the
time to consider the brandOn the other
hand, attitude towardscelebrity shows
the lowest correlation level. In this case,
attitude towardscelebrity is slightly not
important toattitude toward$érand.

The fourth comparisonis brand image
and consumer purchase intention,
attitude towards celebrity, attitude
towardsbrand and brand awareness. A
Pearson product moment correlation
coefficient was computed. In summary,
brand awareness does have the highest
correlation, r = .910, n = 400, p = .000
followed by attitude towardsrand, r =
.828, n = 400, p = .000. Furthermore,
consumer purchase intention contrilsute
moderate correlation, r = .568, n = 400, p
= .000while, attitude towardscelebrity
gives the lowest correlation level, r =
.339, n =400, p =.000. All in akttitude
towardsbrand and brand awareness are
the componesstto build strong brand
image. In comparison, brand image does
have effect to consumer purchase
intention. As a result, consumer Sesim
consider brand image beformaking
purchase. Moreoverattitude towards
celebrity seemmto take avery little role

in consideration process or purchase
process.

The lastcomparisonis brand awareness
and consumer purelse intention,
attitude towards celebrity, attitude
towardsbrand and brand image. Brand
image reports the highest correlated
variable, r = .915, n = 400, p = .000.
Then, attitude towardsbrand is on the
second highest correlate variable, r =
.809, n = 400, p = .000. Additionally,
consumer purchase intention does also
important for brand awareness as well, r
= .581, n = 400, p = .000. However, it is
still in moderate correlated relationship
Lastly, the lowest correlated variable is
attitude towardscelebrity, r = .356, n =
400, p = .000.

In conclusion, in general context, brand
awareness and brand image are very
important for consumer to from either
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positive or negativattitude In purchase
intention  context, attitude towards
celebrity seemmto playanimportant role
along with the rest of variatdeOnly one

Table 4 Theresults ofregressioranalysis

of these variables alone may not affect
consumer purchase intentioklowever,
all the variable can prove thatdebrity
endorsement is effective.

Model Summary®

Model R R Square Adjusted R Std. Error o Durbin-
Square theEstimate Watson
1 .80C¢ .640 .637 .94401 1.684
a. Predictors: (ConstanBA, ACELEB, ABRAND, BI
b. Dependent Variabl€PI
ANOVA?
Model Sumof  df Mean Square F Sig.
Squares
Regression 627.116 4 156.779 175.929 .000°
Residual 352.004 395 .891
Total 979.120 399

a. Dependent Variabl€PI

b. Predictors: (ConstanBBA, ACELEB, ABRAND, BI

Coefficients®
Unstandardized Standardized Collinearity Statistics
Coefficients Coefficients
Model B Std. Beta t Sig.  Tolerance VIF
Error

1 (Constant) -404 193 -2.092 .037
ACELEB .643 .036 .581 17.983 .000 .871 1.148
ABRAND -010 .052 -.010 -.189 .850 .298 3.353
BI 142 .063 .183 2.268 .024 .140 7.129
BA .208 .075 .216 2.782 .006 152 6.597

a. Dependent Variabl€PI

A multiple linear regression was
calculated to predict consumer purchase
intention based on brand awareness,
attitude towards celebrity, attitude
towards brand and brand imageA
significant regression equation was found

F (4,395) =175.929,P = .000,with an
adjusted R of .640.In addition, attitude
towards celebrity with standardized
coefficients(betg of .581 with P = .000.
attitude towardscelebrity is the most
influential factor for consumer purchase

intention as dependent variable. Meaning
that consumer will consider theittitude
towards celebrity before purchase
intention. The brand awareness is
followed with standardizedcoefficients
(betg of .216 with P = .006. Brand
awarenesis the second influential factor.
Brand awareness makeonsumer aware
of the brand before they consider to buy
productsor service.Additionally, brand
imageis the least influential factowith
standardizeccoefficients betg of .183
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with P=.024.As aresult,brandimageis
the leastimportant factor for consumer
when it comes to purchase intention.
Brand image seesto beimportantwhen

it comes to attitude alonén the context
where consumer will payr purchase
productsor servicesjt seems that brand
imageis the least concern. In other word,
whenit come to the time to lose money in
the pocket, consumer will think more
carefully about productor service.
Furthermore, attitude towards brand
seens not important at all where
standardizedoefficients betg of -.010
with P = .850. since,P > 0.0. Attitude
towardscelebrityis already rejected from

this regression model. When consumer

about to lose their money with in return
of productsor servicesijt seems that their
attitude toward$rand disappear without
feeling worth of money. Consumer
conside their money in the pocket first.
It does not matter how well the brand
represent.lt will eventually their own
interest first.

According to the result of this finding,
attitude towarddrandhas negative effect
on consumerpurchaseintention. Prior
study confirmsthat celebrity endorsement
has impact on attitude towardsbrand
which lead to purchaseintention in
consumer point of view. It can be
interpreted thatelebrityendorsemeris a
causalfactor. Itis notonly the physical
appearancebut also the congruence of
celebrity with the endorsed brand.
Attitude towardsbrand can refer tahe
perception toward the brand aswell.
Another perspectivefrom prior study is
the media whereconsumeris aware of
media usage. Consumer worshipped
celebrity a&theiricon. The match between
celebrity and product seem to be the
most essentiafeature.Then,the product
feature itself is the secondimportance

(ZafarandRafique2015).Sincethereare
varioustypes of advertisemetitesedays,
someof the advertisemersteens to focus
onhowto carry brand massagéichwill
lead to brand awareness. Ghe other
hand,someof advertisements are jufsir
only specific group of people or niche
group.lt isinterestingo look into specific
context onhow attitude towardsbrand
effects purchaseintention. For instance,
the golf context clearly indicates that
informativenessplays a vital role on
building FR Q V X PpdditifieV attitude
towards golf product. Moreover, the
strong adverting massagein the golf
contextcanaffect F R Q V X Rdifjehfext
on a golf equipmentbrand. Building
positiveconsumeattitudeshouldbedone
beforehandThisclearly showgthathaving
positive consumemindset or attitude
towards brand will affect consumer
purchasententionin the end(Lee et al.,
2016).

The result of this study alsodicatesthat
brand image has positive effect on

consumer purchasatention. However,
thelevelof impactis quitelow. Thisresult
supported by prior researb when
consumetbuy smartphonesthey tendto

rely on brandimage rathethane-WOM

(ElectronicWord of Mouth) This result
initiates purchaseintention Plidtookpai
& Yoopetch, 2021)In advertisingof the
brand using eWOM, brand image
influences over consumer purchase
intention. On the other hand, if the
consumeris not the memberof the e

WOM, informationwill be vague When
the group add too many unknown
acquaintances, the knowledgs not
share outsidethegroup Whenconsumer
shars the knowledgewith their close
friend and family, information will float

more efficiently (Farzin and Fattahi,
2018). Another finding shows that the
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improvement obrandimagecanincrease
the likeliness of consumeipurchase
intention of hotel booking. Also, brand
imageis the tool for consumetto justify
thetrust, reflecting the attractiveness and
valuableness of therand.Also, itleadsto

When brand awareness changes
purchase intention will also change.
However, purchaséntention tends to
remain higher when brand awareness
reducesto zero. This can imply that
purchase intentioris independent. The

FRQVXPHUTV D VtdépFodiziVv L R QniZ Impakant point is that purchase

and service withthe brand. In addition,
brand imagepositively affectsprice and
valueby exhibiting apleasedandreputed
for thebrandto escalatdéhelevel of price
andimproveproductor service valuelhis
makes thebrandvalue increastby brand
image However, brand imagaloneis not
likely to bethe mostimportant factorto
affect consumeipurchase intentionThis
is indicated by thelevel influential factor.
Thus,price turrs out to bethe key factor
in the hotelbooking It is indicating the
acceptable and appropriate pricefor
consumer (Lien et al, 2015).
Furthermore, brandimage andrust can
alsoreflecton dependenacef thebrand as
well. For example, luxurnhotelseems to
be Dbetter considerablechoice for
consumerto choosebetweenlocal hotel
andfive-starhotel. It is reflectedon social
status symbol, trust by providing
consistent and dependable servicien
et al., 2015).

This study alsoindicates that brand
awareness has positive effect on
consumerpurchaseintention. However,
the level of impactis quite low. Thus,
there is previousfinding supportedthe
result. Whenconsumer preferthe brand
that theyknow well rathetthan thebrand
that theydo not know consumerwill

hesitateto buying new product. Before
buying anythingconsumemwill do some

researchor ask IRU VRPHRQHTV

(Shahidet al., 2017). Brand awareness
has an influence on purchaseintention.
Also, buildingbrand awareness requsre
time asmentioned inpreviousresearch.

intentionwill alwaysexist, but higlorlow
purchase intentiowill dependon brand
awarenessand another factor (Malik,
Ghafoor, Hafiz, Riaz, Hassan, Mustafa &
Shahbaz 2013). Additionally, another
researctioundthatbrand awarenessthe
beginningof how consumeprocesssthe
information aboutthe brand.In the end,
the result of consumerprocesswill be
purchasentention.Brand awareness can
createeverything that consumer nesio
know for the brand. For example, brand
awareness camflect on perceived quality
and brand imageAlso, they couldgive
direct effect toward consumerpurchase
intention(Aberdeeret al, 2016).

Conclusions,
recommendations and
directions for future
research

The resultof this study indicatesthat the
most influential factors on consumer
purchaseintention is attitude towards
celebrity, brand awarenessand brand
image respectively. However attitude
towards brand doesnot show positive
relationship. This can be elaboratd as
attitude towardscelebrity is enoughto
trigger brand awarenessdbrandimage
RrSdolBuRe@QThis does not mean that
celebrity endorsemendlonecan help the
brand to increasetheir sale. Celebrity
endorsemeris justatriggerfor thebrand.
In addition, when attitude towards
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celebrity happrs at the sametime as

attitude towards brand, it can be
concluded thaattitude toward®randhas

lost their effect becauseconsumeronly

perceive attitude towardselebrity then

brand awarenesand lastlybrandimage.

Theywill seeonly pictureof celebrityand

brand logo in any media channel.
Additionally, brand awarenesandbrand

image also support attitude towards
celebrity to be moreffective.

For the managerial implications, the
product managers should carejutielect

the celebrity, because the attitude
towards the celebrity had the highest
influence on consumer purchase
intention. In addition, the process of
selecting and recruiting the celebrity to
endorse the product should be carefully
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Appendix
Measures of thefactors
Std
Mean Deviation
Attitude towards My attitude toward celebrity is positive 435 1510
celebrity | like the celebrity who endorses my preferre( 488 1767
brand
The public image of celebrity are kind of worl| 3 44 1916
ethic and behavior that | try to imitate
This celebrity is my role model wth | wantto | 345 1927
follow
Celebrity has influence over me to buy the 344 1929
brand
Attitude towards | can recognize the brand 488 2057
Brand | am aware of the brand 472 2033
Some characteristics of the brand come tom| 468 2025
mind quickly
| prefer the brand that | know 581 1462
| know this brand, so | trust this brand 482 1981
Brand Image | like this brand 436 2130
This brand is favorable for me 413 2254
This is good brand 444 2050
This brand is pleasant 450 2019
Thisbrand is appealing 455 2002
| care about using brands 559 1670
Brand awareness | trust in brand 450 1989
| think the brand is different from another bra| 4 46 2010
This brand makes me look good 418 1930
The design of this brarlads is really well 456 1643
done
Consumer purchase | | will buy this brand because of the celebrity | 354 1907
Intention I will definitely intend to buy this brand after I| 348 1977
saw celebrity
High purchase interest of this brand cause by 460 1937
celebrity
I may not buy the brand if | do not like 363 1891
celebrity
| would consider celebrity first before | buy th 306 1943

brand

Valid N listwise
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Abstract

Tourism is one of the prime contributors maomies although its role is complex a
it is composed of several sectors whose success igiependent.The purpose of this
study was to investigate and gather d&d&/ UHSUHVHQWHG E\ WR
products and services in the year pe@@14 2018, as the basis of an entreprenel
business opportunity model. Secondary data were analyzed using a retrospectiy
approach, which compared the performance of different sectors of the tourism in
Based on the results within the fiyear period, domestic tourism contributed a hig
share of internal tourism expenditure than inbound tourism. The expenditure on pr
and services by domestic tourists was ranked as followmidgdellaneous, 2) trave
agencies and other reservationvéee, 3) Shopping 4accommodation services fc
visitors, 5) food, beverage and restaurant services, 6) entertainment and rec
services, and lastly, 7) transport services as the lowest contributor. Nevert|
inbound tourism expenditure also cobttes significantly to overall tourisr
HISHQGLWXUH LQ WKH 3KLOLSSLQHVY DQG WR WK
study an entrepreneurial business opportunity model of tourism was constructe
guideline for existing and aspiring entrepeurs within the industry.

Keywords: Tourism, inbound tourism expenditure, domesiigrism expenditure,
internal tourism expenditure, tourism entrepreneurial business opportunity model

i attention of the traveles around the
Introduction world as itoffer treasures such as the
The Philippines is one of the highly World Heritage List properties that relate
recognized Asiarcountriesthat arerich the history of the Filipino people as this
in natural resourcesthat catch the illustrate how Filipino creativity grew
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into a different national architectural
design namely; Tubbataha Reef National
Marine Park, the Ricderraces of the
Philippine Cordilleras, the Historic Town
of Vigan, the Puerto Princesa
Subterranean River National Park, and
the Baroque Churches of the Philippines
+Santo Tomas de Villanueva in Miag
ao, lloilo; San Agustin in Paoay, llocos
Norte; Nuesta Sefora dela Asuncion in
Santa Maria, llocos Sur; and San Agustin
in Intramuros, Manila.Likewise, the
Philippines can claim as Asias Beach
Capital with crystal blue waters of both
the Chia and Pacific Ocean to name a
few; Boracay, Pagudpud, Maatéslard,
Panglao and many more as mentioned by
the Department of Tourism
(tourism.gov.ph n.d).

The country maintainsts attractiveness
to multicultural travelers around the
map as it generates number of tourist
arrivals from in the last five years. These
tourists came lathe ways from Korea,
China, USA, Japan, Taiwan, Australia,
Canada, Unite&ingdom Singapore and
Malaysia who enjoyed the beauty of
nature and the hospitality of the
Filipinos. However, some negative
aspects in the tourism industry are also
canbe taken into serious consideration.
There is, of course, some issues
concerning tourism in the Philippines,
and these mainly concern infrastructure,
personal security and safety hazards
much is being done to improve these
issues and tourists must realize the
potential problems before they chose to
visit the Philippines (ASEANBriefing,
2017).

It is in this context Philippine tourism
achieved its objectives in a fiweear
period by looking at the performance of
each factor speddally as contribution to
the Internal Tourism Expenditure and the

economy in generalln addition, The
Philippines has an abundance of SEZs
spread throughout the country, which
have unique investment incentives and
has a growing supply of trained and
skilled labor as well as serskilled
workers as most Filipino workers are
well-versed in English (Asia Briefing,
2017).

It is in this context thathis study gives a
general view on the significant
contribution of every player in the
sustainability and the reation of

business opportunity within the travel
and tourism industry.

Researchobjectives

This study however, aimgo develop a
STRXULVP
2SSRUWXQLW\ ORGHO’
entrepreneursparticularly the existing
and thenew entrants in sharing insights
and showa cleareunderstanghg on how
the travel and tourism factors or
components in thbusiress operation, as
specificallyit aims to:

1. To give ageneral view anghowthe
complexity as  well as the
interdependencen how eachindustry
player as factors affeadne another

2. To give a clearer picture how tourist
consumptios on by products and
services either both amnestic and
inbound expenditure affectghe internal
expenditureas the sum total of tourism

LQGXVWU\TV FRQWULEXWLRQ W

3. To discuss the results of the study that
led to the formulation of th&ourism
Entrepreneurial Business Opportunity
Model.

FBMS [146

(QWUHSUHQHXULDO



Journal of Family Business addnagement Studies

Literature review
Tourism as asystem

IURP

Tourism (RchardsG., 2021)

It has been saidZKDW PDNHV D WRENNISkEep rodel provides a bigger

destination truly competitive is its ability
to increase tourism expenditure, to
increasingly attract visitors while
providing them  with  satisfying
memorable experiences, and to do in a
profitable way, while enhancing the well
being of destination residents and
preserving the natural capital of the
destination for future generations
(Ritchie & Crouch, 2003) 3$VvV D
system, it is a group of interrelated,
interdependent and interacting elements
that together form a single functional
structure, and the tourism industry is the
sum of the industrial and commercial
activities that produce goods and services
or wholly mainly for tourist
FRQVXPSWLRQ"~ :HDYHU
2006). 3 7UDYHO LQGXVWU\
SEURDG FKXUFK”
organizatios that provide a diverse
range of services such as, but not limited
to, transport (air, land, sea and space),
accommodation, food and beverage,
recreation and attractions, information
and booking services (such as travel
agents, and advice sites such as
TripAdvisor), tour guiding and events,

DQG GHVWLQDW RBo@saR,D UN

Fallon & Crotts2016) In addition to this
context said that components of
hospitality and tourism are interrelated,
without attractions and hospitality
establishments, there is udly no
popular destinatiofChon & Sparrowe,
2000) Since tourism and hospitality
business needs to adapt the change of
times, the incorporation of more actors
into creative tourism also means that
business models are likely to shift away

FFg I(%”I is not

picture describing the composition and
operation of tourism as a business, the
components of which include:

a) Tourist attractions and activities which
provide the main motivation for tourists
to visit a certain destination.

b) Accommodation which refers to
lodging facilities where tourists can stay
including hotels, resorts, pension houses,
apartelles and othesimilar form of
lodging such as bedndbreakfast and
homestays;
¢) Other tourist facilities and services,
which include food establishments,
postal facilities, medical services,
banking and money exchange services,
retalll 5@9‘? Pcﬁ:;;énd souvenir shops,
s like hair dressing;
tEt\pn 9ements a component
very visible to tourists but
ensures that all other components are
present and provide excellent tourism
services, including education and
training of personnel arking in tourism
establishments, marketing and
promotion of tourist destinations, and
standards and regulatory mechanisms for
Rvgsfﬁ Imes and services.
Infrastructure, which refers to
hygienic water supplies for drinking, and
washing, adequate electrical power,
proper waste disposal and adequate
telecommunication facilities to allow
tourists to keep in touch with their
homes, all of which are essentiadrf
tourists.
f) Transportation, whiclprovides access
to a destination including transportation
by air, land (road and rail) and sea. It
includes the vehicles or means of
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conveyance relevant to each form of
transport, all or only some of which may
be avdiable at a destination.

g) Business modeh paradigm by which
certain institutions organizations or
groups of organizations comprising
major players in the tourism industry
generate revenues and profitsbosada

& Bosangit, 2007).

Tourism as a businesssector

Tourism industry3LV DQ HFRQRPL

in general comprises firms that produce
the same products or services, or the
same group of products and services
and/or are based on the same materials
thus, the inseparability of services is an
imporWD QW
2011) According to the World Travel
and Tourism CouncilWTTC, n.d the
direct contribution of travel and tourism
(T&T) to the economy reflects the
internal spending by domestic and
inbound tourists for business and le&sur
purposes, withthe most obvious and
tangible benefits of tourism being
income, foreign exchange earnings, tax
revenue, and the generation of

A

\A)C/;G ver

F KD U WarihoMd) L V

Tourism Organization (UNWTO; n.d.)
has noted, T&T industries are largely
labor intensive and provide jobs, income
and experience for many people, which
contribute to their social inclusion and
personal developmentOn the other
hand, the cong of the multiplier is used
in the travel industry to encompass the
direct secondary effects of visitor
expenditures on an economy (Gee
Makens & Choy 1989).

Wﬁtgprises employ 50 or less
while ‘'medium-enterprises have from 51
to 500 employeeswith both types of
enterprise being independent and owner
managedKatz & Green, 2001)In the
modern era, many SMEs are innovators
think of new ideas and efficiently
products and services. As
innovators, they are more open to
introducing andadapting to change, as
well as being sensitive to the needs of the
community. Further, as noted, small
owneroperated businesses provide most
of the services which attracY LVLWRUV
spendingGetz, Jack, Alison, 2004).

As noted above, the various compotsen
of the tourism industry are inter

employment (Benavides, 2001)W TV D O \d&pendent and new ideas can lead to new

been said that one of the importateps

is have full understanding ofhie main
drivers of tourist expenditures especially
from key markets as these expenditures
are incurred on a multifaceted and
diverse collection of products and
services(Massidda Piras, Seetaram,
2022). Thus,asnotdl, jobs are generated
directly through employment in hotels,
travel agents, airlines and other
passenger transportation services as well
as in restaurants and activities associated
with the leisure industries directly
supported by touristsWTTC, n.d,)
Further, as the United dtions World

business opportunitieKatz & Green,
2001). Most importantly being an
entrepreneur in hospitalityndustry, one
has to examine themselves being ready as
their businesses drew all their energy and
time, and a real effort seemed needed to
climb out of the hole and improve their
circumstances (Andringa, Poulston, &
Pernecky, 2016).

As mentionedbusiness tourism in which
people travel for reasons related heit
work represents one of the oldest forms
of tourism, with man having travelled for
this purpose of trade since very early
times (Davidson, 1994) Most

FBMS (148



Journal of Family Business addnagement Studies

importantly, it has been noted that
tourists travel motivation factor is a
significant factor in exfining and

understanding international  tourists
travel behavior that varies from wants
and desires (Hasnizam, Mohd,

Badaruddin, & Muhammad, 2022).

Further, the activities entail tourism
expenditure by visitors which represents
the amount paid for the agigition or the
consumption of goods and services,
including those imported into the country
and sold to visitors for personal use
during tourismtrips, or purchased to be
given away as gifts, and includes
expenditure by visitors themselves, as
well as exenses paid or reimbursed by
others(lUNWTO, 2010).

In addition, the number of tourists
determines the level of economic activity
in the tourism business, and large
numbers of tourists will result in fully
booked hotels and restaurants and will in
turn lead to industry players who provide
guality services to meet their bosss
objective, which is to earn income.
Tourism is a catalyst by which to
generate incomdArcher, 1977) In a
way, tourism expenditures depends to the
GHPDQGV ZKLFK UHIHUV
number of persons who travel, or wish to
travel, to use tourist fdities and
services at places away from their places
of work and residences (Mathieson &
Wall, 1982).

Tourism in the Philippines

In 2019 the key inbound tourist markets
were Korea, which generated 1,989,322
arrivals (an increase of 22.48 % over
2018), Clna, with 1,743,309 arrivals, (a
substantial growth of 38.58 % compared
to 2018), the USA with 1,064,440

arrivals (an increase of 2.90 % over
2018). Japan with 682,788 arrivals (an
increase 0f8.07 %). The Taiwanese
market also showed substantial growth of
35.01 %, with 327,273 arrivals in 2019.
Australia, Canada, and the United
Kingdom all posted growth rates in 2019
and remained reliable sources of visitors.
Australia provided 286,170 arrivals with
2.27 % growth. Canada contributed
238,850 arrivals with &.48 % increase,
while the United Kingdom supplied
209,206, representing a 4.06 % increase.
Finally among the top ten markets were
ASEAN neighbors Singapore and
Malaysia, with Singapore providing
158,595 arrivals and Malaysia 139,882.
In addition, there wre more than
100,000 visitors from both India and
Germany(tourism.gov.ph, 2019).

Researchmethodology

ThesecondargataDQDO\VLYV 3UHIHUV W
analysis of existing data collected by
RWKHUV’ ZKLFK 3DIIRUGYV UH
opportunity to investigate research

questions using largecale data sets that

are often inclusive of undeepresented

Q{M)Bps,\%%lé" sa\?i}% RNERSY resources

(Donnellan and Lucas, 2013).

$V QRWHG 3$ UHWURVSHFWLYH
allows the investigator to formulate

hypotteses about possible associations

between an outcome and an exposure and

to further investigate the potential
UHODWLR®Y UHSNURVSHFWLYH \
design allows the investigator to

formulate hypotheses about possible
associations between an outcome and

exposure and to further investigate the

potential relationshipéSalkind, 2010)
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Further, he 2018 list of establishments
recorded a total of 1,003,111 business
enterpises operating in the countsych

as; (1) Wholesale and Retail Trade;

Repair of Motor Vehicles and
Motorcycles (461,765); (2)
Accommodation and Food Service

Activities (144,535); (3) Manufacturing
(116,335); (4) Other Service Activities
(66,162); and (5) Financial and Insurance
Activities (46,033). These industries
accounted for about 83.62% of the tota
number of MSME establishments
(dti.gov.ph, n.ql

Results

The contribution of the tourism industry
to the Philippine economy was estimated

to be 12.7%6 in 2018. The tourism direct
gross value added (TDGVA) serves as an
indicator to measure the vakaeded of
different sectors of the tourist industry in
relation tothe tourism activities of both
inbound and domestic visitors in the
country, and amounted to PhP2.2 trillion
in 2018, which was 14.3 % higher
FRPSDUHG WR WKH SUHYLRXV \
PhP1.9 trillion. This includesnbound
tourism  expenditure  within  the
Philippines, which declined by 1.6 % in
2018, to PhP441.4 billion from PhP448.6
billion in 2017 (Philippine Statistics
Authority, 2019)

The following tables present the
categorized tourism expenditure over the
five-year period, 2014 to 4@.

Tablel Inbound tourism expenditugd14 +2018(Millions PhP)

Consumption by

products and 2014 2015 2016 2017 2018 Total Rank
services
1.Accommodation g \4a 91551 81163 103376 113143 46968100 1
services for visitors
2Foodbeverage and o 505 69357 74560 116,835 105059  426,014.00 2
restauranservices
3. Transport services 52,657 60,296 70,805 91,524 100,119  375,401.00 3
4.Countryspecific
tourism services 46,419 42,145 39,243 63,870 48,087  239,764.00 4
including shopping
SEntertainmentand 5,410 36157 39719 64,102 63969  234,765.00
recreation services
6. Miscellaneous 4358 3,087 3791 7,376 8,381 26,993.00
7.Travel agencies and
other reservation 1,991 3,896 2,418 1,478 2,670 12,453.00 7
services
Total Inbound 307,712 342,646 351418 512,663 505397 1,785071.00 -

tourism expenditure

Sources of basic data: Philippine Statistics Authority. arrival cards frorBtineau of Immigration,
visitor sample survey and meeting, incentive, convention, exhibitions survey of the Department of

Tourism (20142018)

As shown in Table 1, over the fiweear
period, accommodation services for
LOQERXQG 3ShowddWhe Unigfiest

contribution of over 26.31 %ith the
highest absolute figure being in 2018,
providing a 22 % contribution. Secondly,

FBMS [150



Journal of Family Business addnagement Studies

food, beverage, and restaurant services
contributed almost 23.87 &er the five
year period, with the highest absaut
contribution being in 2017 with a 23 %
contribution. The third highest category
of expenditure was in respect of transport
services, which contributed 21.03 % in
the fiveyear period, with the largest
absolute contribution being in 2018
amounting to 20 %f total expenditure
that year.

In contrast, the lowest contribution
during the fiveyear period was from
travel agencies and other reservation
services, which contributed less than 1
%, with only a 0.29 % contribution in

2017. Miscellaneous expenditure
accounted for 1.3 % during the fiweear
period, its lowest contribution being in
2016 of 1.1 %, which was considerably
less than entertainment and recreation
services which contributed over 13.15%
with their lowest contribution being in
2014 of 10 %.

In additon 3LQWH &l QDWNdIR Q
receipts as encompassing all
consumption expenditure, or payments
for goods and services, made by
international tourists (stayovers and
excursionists) for their own use or to give
D ZD\World Tourism Oganization
(1996)

Table 2Domestic tourism expenditug914 to 201§Million s PhP)

Consumption by
products and
services

2014 2015

2016

2017 2018 Total Rank

1.Miscellaneous 633,272
2.Accommodation
services for
visitors

3.Country
specific tourism
servicedncluding
shopping

4. Transport
services

5.Travel agencies
and other
reservation
services

6.Food beverage
and restaurant
services
7.Entertainment
and recreation
services

Total domestic
tourism
expenditure

502,477

293,977 374,988

206,365 259,907

144,677 179,327

95,278 118,750

80,365 103,117

80,674 101,388

754,882

445,897

312,208

210,714

140,169

123,877

120,469

949,701 1,150,223 3,990,555.00 1

560,206 681,421 2,356,489.00 2

388,647 463,886 1,631,013.00 3

265,318 325,605 1,125,641.00 4

175,287 211,397 740,881.00 5

156,550 192,535 656,444.00 6

149,125 175,102 626,758.00 7

1,484,487 1,872,137 2,228,685 2,793,959 3,375,271 11,127,781.00 -

Sources of basic datdistribution of regional travelers and meeting, incentive, convention, exhibitions Survey

of the Department of Tourism (DOT) and household survey of domestic visitors by the DOT and Philippine

Statistics Authority (2012018)
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As shown in Table 2, for domestic tourist
expenditure during the fivgear period,
expenditure categorized as
miscellaneouganked highest at almost
35.87 %, with its highest absolute
contribution in 2017 accounting for
3399 9% of total expenditure.
Accomnodation services for domestic
visitors accounted for over 21.17 %, with
the highest absolute contribution being in
2018 giving a contribution of 20 %.
Thirdly,  Countryspecific  tourism
services including shopping contributed
almost 15 % of total expendiwirwith
their highest absolute contribution being
in 2018 when they contributed 13.7 % of
total domestic expenditure.

On the other hand, the lowest contributor
over the fiveyear period was
entertainment and recreation services,
contributng less than 5.6 %, with their
lowest absolute contribution in 2014
FROQOWULEXWLQJ RI
domestic expenditure. Meanwhile, food,
beverage and restaurant services also
contributed around 6 %, with its lowest
absolute contribution in 2014j\eating to

5.4 %. Finally, travel agencies and other
reservation services contributed almost
6.66 9% with their lowest absolute
contribution accounting for 6.4 % of total
domestic tourist expenditure in 2014.

Table 3Total internal tourisnexpenditure2014 to 201&Million PhP)

Consumption

by products and 2014 2015 2016

services

2017 2018 Total Rank

1.Miscellaneous
2.Accommodation
services for
visitors
3.Country
specific tourism
servicesncluding
shopping

4. Transport
services
5.Food,beverage
and restaurant
services
6.Entertainment
and recreation
services
7.Travel agencies
and other
reservation
services

Total internal
tourism
expenditure

506,835 636,359

374,425 466,539

252,785 302,052

197,334 239,623

140,567 172,474

111,492 137,545

97,269 122,646

758,673

527,060

351,451

281,519

198,436

160,188

142,587

1,792,199 2,214,783 2,580,102 3,306,622 3,880,667 12,912,850.00

957,077 1,158,604 4,017,548.00 1

663,582 794,563 2,826,169.00 2

452,517 511,973 1,870,778.00 3

356,842 425,724 1,501,042.00 4

273,385 297,594 1,082,456.00 5

213,227 239,071 861,523.00 6

176,765 214,067 753,334.00 7

Source:Sources of basic data: Distribution rfgional travelers and meeting, incentive, convention,
exhibitions survey of the Department of Tourism (DOT) and household survey of domestic visitors by the
DOT and Philippine Statistics Authority (Note: Internal tourism refers to inbound tourism andtiome

tourism together) (201:2018).
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As shown in Table 3, when inbound and
domestic expenditure were totaled, the
miscellaneous category was the highest
contributor over the fiwyear period
accounting for over 31 %, with its highest
absolute contribution in 2018 amounting
to amost 30 %. Similarly,
accommodation services for visitors
provided almost 22 % of total
expenditure with the highest absolute
contribution accounting for over 20 % in
2018, while countrnspecific tourism
services including shopping contributed
almost 15 9%, their highest absolute
contribution accounting for over 13 % in
2018.

Meanwhile, the lowest  overall
contributor to the fiveyear tourism
expenditure figure was travel agencies
and other reseation services which
contributed less than 6 % with their
lowest absolute contribution in 2014
accounting for 5.4 % of total tourist
expenditure that year. Similarly,
entertainment and recreation services
contributed less than 7 %, with their
lowest absolte contribution in 2014
being only 6.2 % of expenditure that
year. Finally, expenditure on food,
beverage and restaurant services
amounted to 9 9%, with the lowest
absolute contribution in 2014 accounting
for 7.8 % of total tourist expenditure for
that year

Table 4Comparison of inbound and domestic expendi2d#4 +2018

Inbound ITE % Domestic DTE % Internal
Consumption by tourism share to tourism share to tourism
products and services  expenditure internal expenditure internal expenditures by
by sector TE by sector TE sector
20142018 2014- 2014 +2018 2014 2014 +2018
(Million 2018 (Million PhP) 2018 (Million PhP)
PhP)
1. Accommodation 469,681.00 17 2,356,489.00 83 2,826,169.00
services for visitors
2.Food beveragend 426,014.00 39 656,444.00 61 1,082,456.00
restauranservices
3.Transport services 375,401.00 25 1,125,641.00 75 1,501,042.00
4.Travel agencies and
other reservation 12,453.00 2 740,881.00 98 753,334.00
services
5-Entertainment and 234,765.00 27 626,758.00 73 861,523.00
recreation services
6-Countryspecific
tourism services 239,764.00 13 1,631,013.00 87 1,870,778.00
including $1opping
7-Miscellaneous 26,993.00 7 3,990,555.00 99.3 4,017,548.00
Total Expenditure 1,785,071.00 14.00 11,127,781.00 86.00 12,912,850.00

Table 4 presents a comparison between
inbound and domestic  tourism
expenditure. The data shows that

domestic tourism expenditure was the
greatest contributor to overall tourism
with an 86 % share over the five years
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studied. Moreover, based on the types o
products and services consumed,
domestic tourism accounted for 99.3 %
of the miscellaneous category of
spending not classified specifically into
any of the other groupings. Similarly,
domestic travelers accounted for 98 % of
expenditure on travel agensiand other
reservation services and 87 % of country
specific tourism services particularly
shopping, since undeniably, Filipinos
love to shop. Meanwhile, 83 %of
expenditure on accommodation services
was accounted for by domestic tourists
The lowest comtbutions from domestic
tourism were forfood, beverage and
restaurant services with 61 %,
entertainment and recreation services

with 73 % and transport services with 75
%.

Conversely, inbound tourists contributed
14 % of the total expertdre and 39 % of
the expenditure on food, beverage and
restaurant services, followed by 27 % of
the expenditure on entertainment and
recreation services, and 25 % of that for
transport services, which made up the top
three headings of expenditure by inbdu
tourists. On the other hand, Expenditure
on countryspecific tourism services
including shopping with 13 %ftravel
agencies and other reservation services at
2 %, and the miscellaneous expenditures
category accounting for less than 1 %
were the three l@est categories.

Figure 1 Tourism entrepreneurial business opportunity model
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Figure 1 illustrates the entrepreneurial
business opportunity model developed in
this on a retrospective study approach
anchored to thePhilippine Statistics
Authority and the Department of
Tourism reports. The model was
formulated following an analysis of data
relating to tourism expenditure covering
the fiveyear period, 2014+2018 in the
Philippines. Further, it shows the
interdependete of all components in the
tourism and hospitality industries, which
are vital to all decision makers who have
been in the business. Likewise, as a point
of reference and to help those aspiring
entrepreneurs in the creation of major
decisions and to conptualize business
strategies in matters related to; business
expansion, operational planning,
marketing, reorganizing among internal
thoughts that could uplift the business
operations or adapt the trend of the
market and the industry in general.

In totality, this model is a construct that
gives the general picture on how the hotel
and tourism industry is generally

dependent on the tourism expenditure,
which is derive from both local and

international tourists that goes to the
survival of the businessperations.

For future researchers, one can make use
of this model to explore and find out
some significant factors either internal or
external that attributes to the success or
failure of each tourism component.
Specifically these are; accommodation
senices for visitors, food, beverage and
restaurant service, transport service,

travel agencies and other reservations
services, entertainment and recreation
service, country specifics including
shopping and other businesses that
supports the entire hospitgli and
tourism industry sector.

Discussions

Based on thenformation summarized in
Table 4 the following implications can

be drawn in respect of the seven sectors
highlighted.

1. Accommodation services for visitors

Based on the data presented, domestic
expenditure on tourist accommodation at
83 % was higher than that of inbound
tourists, which accounted for only 17 %
of the total. This is probably because
during the fiveyear period studied, there
were large numbers of meetings,
incentive conferences andxhibitions
(MICE) which entailed providing many
rooms to accommodate delegates and
attendees at these activities, most of
whom would be domestic travellers.
Further, inthe tourism business, hotels
are a major source of income and support
a large number fojobs in this sector
which account for a large proportion of
overall employment in  tourism
(Swarbrooke & Horner, 20010n the
other hand, quality of service is also an
important attribute in achieving success.
Thus, tracking quality perception,
changes in the importance of attributes
and satisfaction gives hotel managers
crucial information about the attributes
that will help them to retain guests and to
LPSURYH WKHLU KRWHOTV
help them to differerdite themselves
from their competitors and to delight
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guests. B DEIRIGRYLU
.DODMGaALU

A recent trend in tourism introduced by
the is the home stagn alternative form
of furnished accommodation generally
located in a howes which provides guests
with the opportunity to experience the
lifestyle of local communities and the
families within them, while also offering
them access to other tourist attractions
(ASEAN Tourism Standards, n.d.)

2.Food, beverage and restaurant sEy

Based on the results, domestic tourism
expenditure accounted for 61 % of this
category, while inbound tourists
contributed 39 %.3 &trons enjoy variety
of cuisines, including food cooked and
served in styles from around the world
such as Chinese, li@h, Malaysian,
Thai, French, ltalian, Cajun, Japanese,
American, and Mexican, as well as
variety of ethnic fusion cuisind€hon &
Maier, 2010). However, in modern
times,there is also an indication that the
public, in general, will be willing to
acceptgreater automation of foodnd
beverage servicethat some tasks will
not just be easier to automate but will
also have less consumer resistance to the
use of robots for such taskStanislav |I.

& Craig W. (2021).

3. Transport service

Based on the results presented, domestic
tourism accounted for 75 % of the
expenditure on transport services for the
five years studied, compared to 25 % for
inbound  tourists. Air  transport
contributes the majority of revenue, and
airlines employ tens ofhbusands of
people in many countrigSwarbrooke &
Horner, 2002) Likewise, road transport
is a major source of revenue for taxis and
car hire companies. Public transport,

$U V O Dvile Jdntintegral sector of the tourism
%DQGD 6LYDFindustry, must also provide services, but

these are not solely dependent upon
tourism demand (Holloway, 2002).

Recognizingthis modern world where
time is of essence, transportation shall
adapt to modernization wherdhe
transition to digital technology allows for
proper contract execution, timevéags,
stability and protection, especially for the
tourists as the end usefArsen, Yulia,
Olga, Olga, & Sergey, 2021)

4. Travel agencies and other reservation
services

Based on the results presented, domestic
tourists account for 98 % of expenditure
under this heading with inbound tourism
contributing only 2 9%. Moreover,
thousands of people in the tourism
business are employed in travel agencies
or other forms of specialist
intermediaries which are a source of
relatively wellpaid employment in the
indugry (Swarbrooke &Horner, 2002

Likewise, Tour operators referred to as
ground operators normally provide
services at the destination only and do
not package or market transportation to
or from destination, their services
normally cover hotel transfersyernight
accommodations, sightseeing, and
sometimes special arrangements, which
are usually collectively referred to as
land arrangement{Gee, Makens, &
Choy, 1989)As pat of this factor,3 7R X U
operating and retailing tourism products
to consumers are key parts in the
production, selling and distribution of
tourism services in which organized by
small an independent tours operators
who specialize in certain segments
(Page, 2009)

5. Entetainment and recreation services
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Based on the results presented, domestic
tourism accounts for 73 % of this
category of internal tourism expenditure,
as compared to inbourtdurism, which
contributes 27 %. The entertainment and
recreation sector of the tosm industry
offers a variety of activities and
attractions to visitors, including cultural
shows and concerts and many other
activities, whichhelp tourists to enjoy
their stay at a destination. Entrepreneurs
in the entertainment industry build
connectims and manage talent in such a
way as to display the cultural authenticity
of each region and to create employment
while also earning a profit.

6. Countryspecific tourism services
including shopping

Based on the results presented, domestic
tourism accouted for 87 % under this
heading as against inbountburism,
which contributed only 13 %. Tourists
like most peple love shopping. In this
context shopping is often combined with
other forms of leisure in the design of
attractive shopping malls, which can
attract huge numbers of visitors who may
be wiling to spend several hours
enjoying an environment, which
encourages them to spend money
(Holloway, 2002)

7. Miscellaneous

This category includes other products
and services consumed by tourists
outside of the six more specific
categories which go together to form the
overall tourism product. Based on the
data presented, domestic tourism gave a
highest contribution to internal tourism
expenditure  under this heading
contributing 99.3 % of such expditure

as compared to  0.7% from inbound
tourism. Miscellaneous as they call it as

SRWKHUV  UdtHtdtitisreltd&® Q
consumption products comprises goods

and services that cannot be associated

with any of the explicity mentioned

purposes of thepreceding categories,

such as newspapers and magazines,

current health care products and
RFFDVLRQDO KHDOWK VHUYLFI
consumed by tourisiNWTO, 2010)

Conclusions
The data obtained was categorized into
seven groups based on tourist

expenditure for the consumption of
products and services in certain industry
sectors as follows: accommodation
services, food, beverage and restaurant
services, transport services, travel
agencies and other reservation services,
entertainment and recreation services,
countryspecific ~ tourism  services,
particularly ~ shopping, and a
miscellaneous category to cover all other
tourist expenditure not falling within one
of the other six categoriesWhile the
model breaks tourist expenditure down
into its various componentsit also
recognizes the interdependence of
WRXULVWVY FRQVXPSWLRQ RI
services within different sectors of the
industry.

Moreover, the level of RXULVWVYE
consumption willrelate directly to the

level of tourist arrivals and this more
general inlicator of success tourism will

dictate the extent of the opportunities
which tourism offers to those engaged in

this business sector.

Finally, according to Getz, et. al. (2005
STXDOLW\ LV D PDMRU LVVXH |
business sector, considering specific
DVSHFWV RI WKH RZQHUTV PRW
family dynamics. There are many
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Abstract

The purposes of this study were to 1) to develop the casual model of Organiz:
Citizenship Behavior among the family businesses and 2) to examine concorde
the casual model of Organizational Citizenship Behavior among the family busir
with empiical data. A total of 304 members of a family business domiciled in Ban
and its vicinity were the sample group in the study. Thus, the variables used in th
consisted of WorEamily Enrichment, Family Functioning, and Organizatio
Citizenship Rehavior with data collection by questionnaire, Structural Eque
Modeling (SEM), and analysis upon AMOS (Analysis of Moment Structure). The re
of the study were as follows;

1) The casual model of Organizational Citizenship Behavior among the f
businesses had directly effected by W&ikmily Enrichment and Family Functioning

2) The casual model of Organizational Citizenship Behavior among the f:

businesses were conconda with the empirical data with GBiquare = ;df=
Relative ChiSquare = ;pvalue=. ;GFl=. ;AGFI=. ;NFI=. ;TLI
=. ,;CFl=. ;RMSEA=. ;RMR=. inagreement with the assumptio

and variable model could mtet the casual model of Organizational Citizens
Behavior among the family businesses at %

Keywords: Family business, Workamily Enrichment, Family Functioning, and
Organizational Citizenship Behavior (OCB)

i environment and changes in the
Introductlon consumption behavior of consumers

Though family business, the significant ~ according to the global situatioenjoy
economic drivers amid business  many advantages: a shared joy of success
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and pride, family values and tradition
stability and agility family conflicts still
occur. They have included
communication challenges and charges
of nepotism by notfamily staff causing
interfered with the growth ambitions and
smooth running of any familpusiness
and facing diverse compleXies issues
more than others. 3)DPLO\’
SEXVLQHVV’
mix of business issues and concerns,
generational differences, and family
dynamics. Personal Problems and
emotional and financial difficulties
among the family members caoul
dramatically affect dayo-day business
operationgFabian and Steinberg, 2021)
Concerning the Family Business
Transition Intentions researched by
Abacus Data in June 2021, published in
M:KR DUH WKH
/IHIDF\"" UHSRUW
business is significant to all family
members who work in a family
enterprise. They highly emphaged
building a sustainable business (91%),
working together as a family (88%), and
members within the family taking over a
business (77%), respectivelit. means
family members still prioritize co
ownership and building a sustainable
business, but the kegte is the
effectiveness of member behavioral
development in the organization.

The family, generally regarded as a first
social institution, has cultivated beliefs,
attitudes, behaviors, and social norms
among the family members through
communication, trus acceptance, and
reliability. If the family performs
appropriately, then  the  family
environment should be plenty of warmth,
understanding, compassion, assistance,
and support to work in the organization
accordingly Jewpattanakul and

D Q @&neration
DUH RIWHQ L QWihkessy dfle® HaBdld QeldtRnddip

*XDUGLDQ
IRXQG

Tubkeaw, 2014)Evenif family business
inevitably involves family members in
various ways, deep analysis shows pride
and understanding of family values
became the key to successful family
businesses. Joint consultative assistance
supporting older family members could
pass djnity and perception to the next
The most successful

effectively Harland, by relying on

practicably Family Functioning and
Work-Family ~ Enrichment, which
frequently overlap constructs in the

family business context

A lot of concepts and research showed
the linkage of Desirable Behaviors
leading to organizational effectiveness
like Organizational Citizenship Behavior

bejing E)S sential factor for work
%&%&rﬁ \ %p?i;étgative Learning,
i e tatiArP f faster outcomes, and

retaining Employee Engagement
(Podsakoff, Mackenzie, and Bachrach,
2000), work behavior in the workplace is
one of the significant parts of effective
human resource managemenEven
though the role of Organizational
Citizenship Behavior could support the
organization's survival (George and
Jones, 2002), factors influencing
Organizational Citizenship Behavior
among family businesss are still
ambiguous, especially Family
Functionirg and WorkFamily
Enrichment factorsAs mentioned above,
the researcher aimed to study the Factors
influencing Organizational Citizenship
Behavior among the family businesses to
develop productive  Organizational
Citizenship Behavior knowledge among
the family businesses afterward.
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Objectives

1) Developng the casual model of
Organizational Citizenship Behavior
amongthe family business

2) Examirning the concordanceof the
casual model of Organizational
Citizenship Behavior among the family
businesses with empirical data

Expectedbenefits

1) Understandinghe Factors influencing
Organizational Citizenship Behavior
among the family businesses

2) Developing Organizational
Citizenship Behavior among the family
businesses Model

Researchhypothesis

The development of the casual model of
Organizational Citizertsp Behavior was
concordanceavith the empirical datand
meet thdollowing criteria

Scope of the research

The researcher has studied the concepts
and  theories of  Work-Family
Enrichment, Family Functioning, and
Organizational Citizenship Behavior
factors to develop and examine the
concordanceof the casual model of
Organizational Citizenship Behavior.
The random samplewas defined by
family business memberged 20 years
above and domiciled in Bangkok and its
vicinity.

Literature review

The role of Family Functioning has
LQIOXHQFHG

and behavior and included other

DFWLYLWLHV IRWalVB\WnIDPLO\TV

sufficient requirements like materials,
mind, and soul from the appropriate
Family Functioning would support living
together happily, harmoniously, and
growing with the balance of the
individuality and family unity (Umaporn
Trangkasombat, 2001)The McMaster
Model of Family Function (MMFF), one
of the widely used and accepted concepts
for Family Function, was later developed
as the McMaster Family Assessment
Device (FAD) by Epstein, Bishop, and
Levin (1982) of McMaster University,
Canada, and Bwen University, the
United States of Americdt consists of 6
scales that assess the 6 dimensions of the
00)) BUREOHP 6ROYLQJ
ability to resolve problems at a level that
maintains effective family functioning 2)
Communication, which is diefed as the
exchange of information and focus on
verbal messages in order to mesglicit
assessment than Nonverbal
communication 3Roles, the patterns of
behavior that family membersdo
repetitive behavioras a regular basfer
properly Family Functioning 4)
Affective Responsiveness, the emotional
capability to which individual family
members are able to experience
appropriate affect over a range of quality
and quantity and bothpositive and
negative  emotion 5) Affective
Involvement, is concerige with the
extent to which family members are
interested in and place value on each
RWKHUYV DFWLYLWLHYV
Behavior Control, which is the way in
which a family controls and handles for
the behavior of its members in situations
of different sors. This concept
considered the family as a social subunit

IDPLO\ P HP E®URBIORST SySAM \@9sigting of the
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Individual System, the Spousal
Subsystem, and the Sibling Subsystem.
Besides, the family's relationship with
external systems such as community,
educational in#utions, religion, and
politics could relate to whole family
PHPEHUV
influence othersUnderstanding family
members might require consideration
between Interpersonal relationships and
family, including Form Interactions
LQGLFDWLQJ HDFK
behavior thus the researcher applied
McMaster Modein line with the family
EXVLQHVVYYV EHKDYLRU
Problem Solving, Communication,
Roles, Affective Responsiveness, and
Affective Involvement.

The family and work relationship
concept has defined as processing
experiences or events in a specified
environment affecting another
environmental dimension, while its
structure positively is becoming their
sharing benefits. The forms of Werk
Family Enrichnent emphasized gaining
family resources better work
performance, or being good family
membership.Work-Family Enrichment
has divided into 2 dimension$) Work

to Family Enrichment, which consists
of (1) Development collaboration
leading to wupskill, behavior, or
experience for being good family
memberg2) Affect, positive emotion or
attitude by collaboration influencingn
individual being good family members
(3) Capital, participation in workplace
enhancing the level of social and mental
resources, for example, sense of stability,
reliability, success influencing an
individual being good family members 2)
Family to Work Enrichment, which
consiss  of (2) Development,
collaboration inthe family leading to

upskill, knowledge, behavipor way to

HQKDQFH DQ LQGLYL@XDOYV St

Affect, collaboration in the family
influencing positive emotion or attitude

WR HQKDQFH DQ LQGLYLGXDOT

and (3) Efficiency,collaboration in the

DQG RQHTV E Hf&nily Ldhrbulath Jt€ Wenhance an

LQGLYLGXDmafiee STHilsoR

Kacmar, Wayne, and Grzywacz, 2006).
The positive relationship between family
and work has not only supported an

I D P L @dividiaH MEbelvg Va good family

member but affected being a good
Organizational Citizenship Behavior

Z meénkbiér, ESReQidli, \n\Bvily Blisiness

as a large family organization.

Dennis Organ and friends (Bateman and
Organ, 1983; Smith, Organ, and Near,
1983) firstly defined Organizational
Citizenship Behaviors (OCB) over
decades. However, Chester Barnard
(Barnard, 1938) described it as
Willingness to Cooperate, and Daniel
Katz (Katz, 1964; Katz and Kahn, 1966,
1978) later clarified it as the Difference
between creating functional role
behavior and natural behavior occurring
informal assistance and friendship with a
colleggue. Organ (1988) explained
Organizational Citizenship Behaviors as

uDQ LQGLYLGXDO HPSOR\HH E

specified by a job description but that to
enhance their role for results in
HITHFWLYHQHVV
and Organ (1988) conducted a sigrafit
study using the five dimensions of
Organizational Citizenship Behaviors
are; 1) Altruism, Immediate assistance to
others in the organization when facing a
problem, 2) Conscientiousness, behaving
to comply with regulatory compliance of
organization byattention, respecting and
following the rules, and punctuality 3)
Courtesy, behavior to avoid colleague
facing problems in workplace 4)
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Sportsmanship, tolerance with stimulus
in workplaces such as discontentment or
workplace discomfort 5) Civic Virtue,
behavior for accountability, participation
at work, cooperation when meeting, or
following corporate compliance

Meanwhile, some researchers like
Graham (1989) and Moorman and
Blakely (1995) proposed another model
of Organizational Citizeship Behaviors
consisting of 4 dimensions; 1)
Interpersonal Helping, emphasizing

Conceptual framework

assistance behavior to a colleague in the
workplace if required, 2) Loyal
Boosterism, behavior supporting or
praising organization to public 3)
Personal Industry, employee Hawior
done as their responsibility and doing
over workload 4) Individual Initiative,
communication in workplace improving
individual or group workingHence, the
researcher has applied both models into 5
dimensions to be consistent with Family
Businesse8ehavior accordingly.

Figure 1 The casual model of Organizational Citizenship Behavior
among the family businesses

Methodology

This study is Quantitative Research to
analyze the casual model of
Organizational Citizenship Behavior
among the family businesses and to
examine theconcordanceof the casual
model of Organizational Citizenship
Behavior among the family businesses
with envpirical data following Structural

Equation Modeling: SEM. The research
processs are afollows;

1) Sample groups defined a population of
the family business members aged 20
years abovegomiciled in Bangkok and
its vicinity. Then Purposive Sampling
was selected in this study to follow
Structural Equation Model that the
sample is 120 times of observed
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variables (Kanlaya Vanichbuncha,
2019) It was 12 elements of the observed
variable wih an appropriate maximum
sample size of 12040 people. However,
the sample size of this study was 304,
then it was sufficient and over than
minimum sample size for analysis with
Structural Equation Model (SEM)
technique.

2) The questionnaire, a researcholt
developed in an acceptable standardized
form, is a validatedand applicable
assessment tool and used for data
collection in 3 parts;

Part 1 Work-Family Enrichment
Questionnaire adapted from Werk
Family EnrichmentScale following the
concept of Carlsoret al. (2006) with 5
Rating Scalegl-5) in the total of 6 topics
and divided into 2 dimensions; 1) Work
to Family Enrichment and 2) Family to
Work Enrichment.

Part 2 Family Assessment Device
adapted from The McMaster Family
AssessmenbDevice (FAD)following the
concept of Mc Master Model of Family
Functioning (MMFF) or Mc Master
Model (Epstein, et al, 1982), and
Chulalongkorn Family Inventory (CFI)
with 4 Rating Scate (1-4) in the total of
15 topics divided intdb dimensions; 1)
Problem Solving 2) Affective
involvement 3) Communication 4)
Affective Responsiveness 5) Role.

Part 3 Organizational Citizenship
Behavior Questionnaire adapted from
Organizational Citizenship Behavior
Scale following the concepts of
Podsakoff (1990, Organ (1988, and
Moorman & Blakely (1995 with 7
Rating Scales (¥) in the total of 15
topics divided into 5 dimensions; 1)
Altruism 2) Courtesy 3) Civic Virtue 4)
Conscientiousness 5) Loyal boeigsm.

1) Data Analytics has 2 steps as below;
1. Basic Statistics Analysis, including
Mean andStandardDeviation,would be
measuredy SPSS
2.Dataanalyticswasused teexamineghe
objectives otheresearch; 1) Correlation

Analysis as standard data feoine casual

model of Organizational Citizenship
Behavior Analysis by SPSS 2The

development ofthe casual model of
Organizational Citizenship Behavior
among the family businesses and
Structural Equation Modeling (SEM)
analyzed by AMOS (Analysis of

Moment Structure).

Results

According to Table 1, the assessment of
Work-family Enrichment showeda
High-level perception irthe dmension
of Family-Work Enrichment at an
average of 4.48 and Worldamily

Enrichment at 4.44, respectively.
Meanwhile, Family Functioning
provided the highest averageon

Affective Involvementof 3.63 but at
3.52 as the Ilowest average for
Communicatiorand others showeddh-
level  perception as well For
Organizational Citizenship Behavior,
Loyal boosterism got the highest average
at 6.35, but Altruism was at the lowest at
5.98, and others indicated Organizational
Citizenship Behavior as a higavel
perception. The result of correlation
analysis of theobserved variable in the
total of 12 elements among correlation
coefficients ranging between 0.51 to 0.94
was a statistically significant relationship
at level .01.
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Table 1 Mean, Standard Deviation, and correlations between observed variables of the
casuaimodel of Organizational Citizenship Behavior among the family businesses

SD

1

2

3

4

5 6 7 8 9 10 11 12

0.387
0.442

0.358

0.577

Variables %
Work-Family Enrichment
WFE 4.44
2. FWE 448

Family Functioning

3. Pr_oblem 3.60
Solving

4. Affective 263
Involvement

5. Communication 3.52
Affective

0.528

0.73*

0.74*

0.75*

0.51*

0.72*

0.66*

0.54*

0.74*

. 3.56 0.040 0.63* 0.74* 0.68* 0.79* 0.75*
Responsweness
7. Role 3.60 0569 074  080* 087 088  071* 088
Organizational Citizenship Behavior
8. Altruism 598 0703 075+ 074  077*  0.77*  0.69* 0.87*
9. Courtesy 6.08 0652 080 081* 076* 084 058
10. A 6.27 088 082 087  080* 088 065
Conscientiousness
11. Civic Virtue 6.13 0866  077¢  083*  0.83*  089*  0.63* 091
12. Loy"?" 6.35 083 079+ 089 0.77*  087* 0.67* 0.94
Boosterism
*p< .01

The analysis of the casual model of
Citizenship  Behavior

Organizational

among the family businessebhowed its
consistency wittempirical databy Chi

Square = 13.715; df = 10; Relative €hi

Square = 1.371;-palue = .186nd Chi
Square had no statistically significant

difference so hypothesis was accepted
with the developed model coordance
with empirical data by GFI = .993; AGFI
= .953; NFI = .98; TLI = .996; CFI =
.999; RMSEA = .035; RMR = .003 as
shown in Table 2.

Figure 2 Concordance analysis of Structural Equation Modeling (SEM)
from hypothesis and empirical data
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Table 2 Factor Models influencing Organizational Citizenship Behavior among the

family businesses

Value Index Criteria Statistical Result
model
1. ChiSquare Below
df More than 10
Relative Chisquare T2 1.371 Accepted
2. pvalue > .05 .0.186 Accepted
3. GFI (Goodness of Fit Index) > .95 0.993 Accepted
4. AGFI (Adjust Goodness of Fit Index) > .95 0.953 Accepted
5. NFI (Normed Fit Index) > .95 0.998 Accepted
6. TLI (Tuckertewis Index) > .95 0.996 Accepted
7. CFl(Comparative Fit Index) > .95 0.999 Accepted
8. RMSEA (Root Mean Square Error Approximation) <.05 0.035 Accepted
9. RMR (Root Mean Residual) <.05 0.003 Accepted
Considering Influence variables, Family Family Functioning had an Indirect
Functioning had a Direct Effect on Effect on Organizational Citizenship

Work-Family Enrichment at 0.693, while
WKH KLJKHVW YDOXH RI
Work-Family Enrichment on
Organizational Citizenship Behavior was
1.007. Therefore, Family Functioning
had a Direct Effect on Organizational
Citizenship Behavior at 0.396, and

Behavior via WorkFamily Enrichment
dtL DB Irf | | EDRANISIAN,  Family
Functioning had the highest value on
Organizaéional Citizenship Behavior at
1.094, and the modeling variables could
predict Organizational Citizenship
Behavior at 95.10%, as in Table 3.

Table 3Path Analysis of Total Effects, Direct Effects, and Indirect Effects coefficient

Variables R?

Effects

Family
Functioning

Work -Family
Enrichment

Work-Family Enrichment

Direct Effects

Indirect Effects
Total Effects

Organizational Citizenshif

Direct Effects

Behavior Indirect Effects
Total Effects
; ; related to empirical data and Influence
Discussion b

The relationship of observed variables
was statistical significance given its
sample group for the appropriate
development andoncordancealidation

of the casual model of Organizational
Citizenship Behavior among the family
businesses. The analysis foutsdmodel

variables onOrganizational Citizenship
Behavior showed that WorEamily
Enrichment and Family Functioning had
a Direct Effect on Organizational
Citizenship Behavior at 1.007 and 0.396,
respectively. Besicks, Family
Functioning had an Indirect Effect on
Organizational Citizenship Behavior via
Work-Family Enrichment at 0.698. As a
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result, the development of the casual
model of Organizational Citizenship
Behavior among the family businesses
foundthatWork-Family Enrichment and
Family Functioning were statistical
significance in Organizational
Citizenship Behavior.

However, Family Functioning was
VXSSRUWLQJ IDPLO\
providing solutions and Work support
like relieving the burden of family
memberdo alleviate workplace anxiety.
At the same time, cooperation within the
IDPLO\ ZRXOG
knowledge and skills with positive
emotions at work and concentrate on
work effectiveness accordingly.
Moreover, family members would
achieve safety needs and valuable
experiences in the family roles such as
caregiver, adviser, financial supporter
(Sichon Suksir, 2020), or problem
solving skills by sharing solutions from
professionals, so it could help the family
to deal with many solutions satily, and
effectively (Umaporn Trangkasombat,
2011) By the way, positive emotions by
work values would affect the family
member performing in Organizational
Citizenship Behavior and support
Organizational Operation proficiently
(Greenberg and Baron, 1997)

The study also linked to the Weork
Family Enrichment Concept of Carlson
et al. (2006) and Greenhaus and Powell
(2006) that Worlkamily Enrichment
would affect employees' positive
emotions and work under pressure.
However, they would gain the benefits
following their roles, so they would keep
working in Organizational Citizenship
Behavior.  Another study by
Sathapornwajana (2008) also said that a
family-supporting an individual with

PHPE

HQKDQFH

things, finance, encouragement, advice,
or deep listening, would help to ctease
the stress at work and plenty of time
accomplishing  work  development,
HVSHFLDOO\ DV D pB3URWHFWRI
EXVLQHYV VA mMaiayes ahid \bivner
who is being a protector could perform
good behavior to build satisfaction and
W_IPLIJ \plgsin peﬂefikt(y using resource
management for personal and public
business objectives. Nevertheless, their
characteristics should not be only money
requirements but include success,
dev , selfnprovement
(Da\%gﬁ)rﬂgﬁogﬁﬁ n and Donaldson,
1997) In the family business context, the
family member managing business
would present Altruism Behavioby
warmth and relationship of family more
than knancial Wealth (Zahra, 2004)

Family business solutions were a

determining scope of duties
appropriately,  improving  effective
communications  on roles and

responsibilities, and actively dealing with
family problems both during working
time and outside w&ing hours. Family
members should perceive their roles and
adapt to the business (Fabian and
Steinberg, 2021). Building
organizational culture by emphasizing
Employee Engagement with activities,
and focusing on their needs and well
being, would make therike living in a
big family but sharing harmony and
supporting each other in the organization.
On the other hand, Environmental
Awareness could lead the member to
career objectives over Feel Good Factor,
so they found their work was valuable,
creative, andnnovative ideas to enhance
work performance and organizational
effectiveness (Andrews, 2021).
However, itaffectedDedication to Work
beyond regular duties with willingness or
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without incentives/rewards, but members  businesses and identifying causal

lastly became a part ddrganizational relationships in other aspects such as

Citizenship Behavior. SocialExchange and working motivation
from family is required.

Suggestions fOl’ further 2. Adding another qualitative research

method would show the model more

research complete, such asFocus Group

discussions or hDepth Interviews for
1. A study of other casual factors insight data.

influencing Organizational Citizenship
Behavior in family
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Submitting a manuscript to FBMS
constitutes an assignment of copyright to
the Journal and a guartee that the work
is original. It also indicates that the
author(s) owns it, and that no part of it
has been previously published in
substantially the same form, that it is not
being published or considered for
publication elsewhere, and that any use
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falls within fair use standards of
copyright law. The author(s) is
responsible for obtaining any necessary
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permission from copyright holders and
for paying any necessary fees. Extensive
paraphrasing is considered digpd
copying; permission is required.

Portions of an item, such as some of the
data from a table, or part of a graphic
representation of a model, can be used
without permission if they are properly
credited with full and exact source
information and do rno comprise a
significant portion of the submitted
article. Copies of written permissions
should be submitted with the final
manuscript.

Online submission
Manuscripts should be submitted

electronically at [http://www. |

[utccmbaonlinesom/ Journalsyp or via
e-mail; [foms@utcc.ac.th in Microsoft
Word.

The sections of the manuscript should be
placed in the following order: Cover
page, Title page, Authors, Abstract (on a
page by itself) and Body, lllustrations,
Citation, References, and Appendices.
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&€ University of the Thai Chamber of Commerce, Thailand.

In 1940, the Thai Chamber of Commerce founded a non-pro t education institution called
the College of Commerce to produce graduates in the business eld. After the outbreak of
World War Il'in 1941, this institution was closed.

In 1963, the College was reopened, and the two-year curriculum was developed into

a standard four-year in 1964. In 1970, it was o cially accredited under the Private College
Act. In 1984, this institution was accredited as a university and the name was changed to
the University of the Thai Chamber of Commerce.

At present, the University of the Thai Chamber of Commerce provides 39 undergraduate
program. The School of Graduate Studies is responsible for 9 graduate programs and 1
graduate diploma program, and the School of Business Administration is responsible

for 1 Certi cation program. All program are approved by the Ministry of University A air§y
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