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Abstract  

The purpose of this research was to study the factors affecting the performance of safety 
during an emergency of flight attendants from wearing personal protective equipment 
��PPE����Personal Protective Equipment����during the epidemic����The coronavirus disease 
2019 was studied by factors including Problems encountered by wearing personal 
protective equipment How does wearing personal protective equipment affect 
performance in the event of various types of emergencies? Corporate safety policies 
related to the wearing of personal protective equipment affect flight attendants' 
performance of emergency safety precautions����by group discussion ��Focus Group����and 
questionnaires via online questionnaires when analyzed with statistical tools It was 
found that the factors affecting the performance of duty in taking care of the safety of 
flight attendants consisted of����and types of personal protective equipment including the 
safety policy of the organization, both in the airline sector and organizations that issue 
guidelines This is because the use of personal protective equipment by flight attendants 
is not only concerned with preventing the spread of the novel coronavirus disease 2019 
but also taking into account their use while performing their safety duties��together�� 

Keywords: Personal protective equipment, flight attendants, emergency security 
duties, Focus group 

 

 



Journal of Family Business and Management Studies  

FBMS | 4 

Introduction 
From the guidelines of passengers on 
aircraft traveling on domestic flights 
during the coronavirus disease 
� � � � � � � �outbreak, according to the Civil 
Aviation Authority of Thailand 
announcement, flight attendants are 
required to wear personal protective 
equipment� � � �It is a mask and gloves to 
perform duties on flights or wear 
personal protective equipment� � � �other 
additional according to the policy of the 
airline �� Guidelines for servicing 
passengers on domestic routes during the 
Coronavirus Disease 2019 ��COVID��19����
outbreak situation, 2020��. Airlines have 
issued a policy following the provision of 
flight attendants to wear basic personal 
protective equipment under the 
guidelines, and some airlines have added 
personal protective equipment� � � �Others 
such as Face shields, Goggles, Gowns, 
Hood, PPE suits, and Shoe covers��
��Diagnostic Manual Coronavirus disease 
2019, 2020�� �� to comply with the 
requirements of the airport of the 
destination country where the flight takes 
place� � � �including increasing safety and 
confidence for both flight attendants and 
passengers��carrying out the duties of a 
flight attendant is not only taking care of 
the service� � � �Observe and monitor the 
behavior of passengers under 
government measures� � � �Both wearing 
masks maintain social distance and other 
things that must be done when traveling 
by plane to prevent the spread of the 
coronavirus disease ������������Guidelines for 

servicing passengers on domestic routes 
during the Coronavirus Disease 2019 
��COVID��19����outbreak situation, 2020���� 

Flight attendants have an important role 
to take care of the safety of passengers in 
normal situations� � � �and emergencies such 
as fires on planes where flight attendants 
must extinguish fires ��Fire Fighting� � � �as 
quickly as possible following safety 
procedures Decompression and 
Emergency landing and evacuation as 
specified in the Flight Attendant Safety 
Training Manual� � � �by the International 
Civil Aviation Organization ��Cabin Crew 
Safety Training Manual, 2014�� ��Flight 
attendants are obliged to follow safety 
and emergency procedures in the event of 
such an emergency, such as 
extinguishing fires, making 
announcements, and issuing commands 
to control it� � � �Advising passengers to 
follow safety procedures and wearing an 
oxygen mask when there is a loss of air 
pressure in the cabin����must be as efficient 
as possible It takes the least amount of 
time to be able to take care of passengers����
Flight attendants, pilots, and planes are 
trained to be as safe as possible� � � �But in 
the safety procedures that have been 
trained, no personal protective equipment 
is worn� � � �From the experience of the 
researcher who has served as a flight 
attendant safety training teacher and 
flight attendant manager, this raises the 
question of how the wearing of personal 
protective equipment affects flight 
attendant safety performance in the event 
of an emergency����and what factors affect 
safety
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Figure 1 Interrelationship between human factors and the aviation environment 

 

From studying the safety manual of flight 
attendants�� related concepts and theories 
The researcher, therefore, used the 
SHELL Model ��SHELL Model, 2021��, 
which is a model that shows the 
relationship between people ��Liveware � ��
the flight attendant����and the factors in the 
system that people have to enter����
Interactions include tools, hardware, 
software, environment, and outside 
liveware���� 

Let's explain the guidelines for servicing 
passengers on domestic routes during the 
Coronavirus Disease 2019 outbreak 
situation as follows� � � �In 2019 
��Environment��, the Department of Civil 
Aviation has issued a guideline that is 
consistent with the Ministry of Public 
Health ��Software� � � �policy� � � �ware� � � �Using 
the basic personal protective equipment 
is a mask� � � �And gloves ��Hardware� � � �This 
practice can answer the question of 
preventing the spread, but in this 

research, we will find out whether flight 
attendants can still perform safety 
functions in emergencies as effectively as 
before����or by doing a group conversation 
with the airline, both flight attendants 
Department managers and executives 
and the preparation of questionnaires to 
study factors affecting the performance 
of safety supervision in an emergency����of 
flight attendants from wearing personal 
protective equipment During the 
coronavirus disease 2019 epidemic, 
including the use of various personal 
protective equipment� � � �To wear while 
working and perform duties following 
safety procedures when an emergency 
occurs �� Safety and Emergency 
Procedure� � � �and organizational safety 
policies� � � �whether it is to educate, public 
relations, Prepare personal protective 
equipment,��and Appropriate theoretical 
and practical training��  This is to 
determine the factors affecting flight 

S � ��Software 

H � ��Hardware 

E � ��Environment 

L � ��Liveware 

 

The SHELL Model 



Journal of Family Business and Management Studies  

FBMS | 6 

attendants' compliance with emergency 
safety precautions against wearing 
personal protective equipment� � � �During 
the coronavirus disease 2019 outbreak, 
for the benefit of airlines and related 
agencies handling Prepare solutions and 
find the best solutions����This allows flight 
attendants to perform their duties to the 
fullest when wearing personal protective 
equipment�� 

 

Research objectives 
�� �� ��To study the factors affecting the 
performance of duty in taking care of 
safety when there is an emergency of 
flight attendants from wearing personal 
protective equipment �� PPE� � � �Personal 
Protective Equipment� � � �during the 
epidemic of infectious diseases 
coronavirus �������� 

������To know about the problems caused by 
wearing personal protective equipment 
��PPE����Personal Protective Equipment����of 
flight attendants during the coronavirus 
disease � � � � � � � � epidemic on their duty of 
care����Safe in the event of an emergency 

 

Research hypothesis 
�� �� ��The wearing of personal protective 
equipment ��PPE� � � �of flight attendants 
during the coronavirus disease �� �� �� �� 
outbreak affects their ability to perform 

safety duties in the event of an incident����
emergency 

�� �� ��Emergency procedures if flight 
attendants wear personal protective 
equipment �� PPE� � � �during an unclear 
coronavirus disease � � � � � � � � aircraft 
epidemic� � � �For the duty of flight 
attendants in the event of an emergency 

 

Scope of research 
This research is exploratory research 
from the focus group collected 
information to prepare the questionnaire 
�� Questionnaire� � � �in an online form 
�� google form� � � �and publish the 
questionnaire through various social 
media channels such as Facebook group, 
and Line application� � � �To collect data 
from a sample group of flight attendants 
working with Thai airlines flying 
domestic flights and internationally, both 
taking care of the cabin in the passenger 
transport and transport During the 
epidemic of coronavirus disease �� �� �� ����
from October ����������to October ��������, the 
factors included in the study consisted of 
������Demographic factors ������Factors of the 
opinion of flight attendants on wearing 
PPE �� �� ��Factors of the opinion of flight 
attendants on wearing PPE PPE while 
performing duties following safety 
procedures in the event of an emergency 
and �� �� ��Organizational safety policy 
factors
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The research conceptual framework 
 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

Figure 2��conceptual framework 

 

Research method 
Sample and population�� 
The research population was flight 
attendants who fly domestic flights����And 
internationally, both taking care of the 
cabin in passenger transport and transport 
by During the coronavirus disease 2019 
epidemic between October 2020 and 
October 2021, 91 samples were drawn����

Sample sizes were based on population 
comparisons from the Taro Yamane table 
at a population size of 1,000 ��due to flight 
attendants' approximately 10�±15 percent 
of the duties under the employee 
reduction policy������The voluntary policy 
to stop flying was implemented, and the 
number of flights was reduced by more 
than 80 percent����The confidence level 
was 90�� , and the level of error was 5�� , 
as determined by random sampling�� 

 
 

 

Demographic Factors 

Factors of the opinion of flight 
attendants on wearing PPE ��personal 
protective equipment�� 

Factors of opinion of flight attendants 
on wearing personal protective 
equipment ��PPE����during the 
performance of safety procedures in the 
event of an emergency 

Organizational Security Policy Factors 

 

The performance of 
duty to take care of 
safety in the event of 
an emergency 

Independent Variable Dependent Variable 



Journal of Family Business and Management Studies  

FBMS | 8 

The research instruments�� 
The research tools were focus groups and 
questionnaires���� The questionnaire 
collection consists of 5 parts, Part 1����
Demographic factors����Part 2����Flight 
attendants' opinion factors on wearing 
PPE����Part 3����Flight attendants' opinion 
factors on wearing PPE����person PPE 
during the performance of safety 
procedures in the event of an emergency 
Part 4����Organizational Security Policy 
Factors Part 5 Suggestions by collecting 
data in an online form ��google form����and 
disseminating the questionnaire through 
various social media channels such as 
Facebook groups and Line application�� 
�� 
Data analysis  
The quantitative data used descriptive 
statistics such as mean, frequency, and 
standard deviation����and using inferential 
statistics by comparing the mean 
Qualitative data by distraction from 
group discussions 

 

Research results 
The result of the focus group  
The management informed that the 
issuance of passenger guidelines 
according to the Civil Aviation Authority 
of Thailand announcement Opinion users 
of the policy, that is, airlines, was not 
questioned at the meetings preceding the 
release of the guideline, were merely 
informative����In addition, the guidelines 
do not explicitly state the characteristics 
of personal protective equipment, 
requiring each airline to seek information 
and provide experts to explain the 
procedure for using and preparing 
personal protective equipment����epidemic 
prevention according to the standards of 

the Ministry of Health and the 
requirements of the destination airport on 
the type of equipment mainly specified 
with the time constraints and limitations 
of personal protective equipment being 
produced, the use of flight attendants in 
safety has not been taken into account�� 

The flight attendants informed us that the 
airline had arranged a doctor����
Knowledgeable speakers explain the 
procedure for inserting and removing 
standard personal protective equipment����
Public relations information about the 
epidemic, self��care, and use of personal 
protective equipment is provided����
Including adjusting the process of 
demonstrating the use of the device when 
there is an emergency in the use of 
oxygen masks by adding steps to remove 
the mask first����However, there is a lack of 
practical training in the use of personal 
protective equipment in emergencies�� 

Problems encountered in the use of 
personal protection 

Safety masks are more difficult to 
breathe compared to facial masks, 
especially when working on planes����
Safety goggles and face shields affect the 
vision from the fog of such devices from 
breathing and speaking, when worn for a 
long time, causing headaches, and 
eyestrain����It is also inconvenient to 
communicate and make announcements 
on planes����Operation suits and gowns 
affect the movement of the body as a 
matter of agility and ventilation ��Hot 
weather can cause fainting�������� Foot 
protection affect movement slow down 
the movement because be careful of 
slippery in the performance of safety 
functions that must move quickly may 
cause accidents and affect the safety of 
performing duties following safety 
procedures�� 
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The results of the 
questionnaire 
Factors of demographics 
The research consisted of a total of 91 
people in this study����The majority of 
them were 66 females ��72��5 percent��, 23 
males ��26��1���� , and 1 person who did not 
want to specify gender ��100 percent������1��4 
each����The age range of most respondents 
was 31�±35 years old, representing 
36��2�� , followed by the age range of 26�±
30 years, accounting for 29 percent����
experience working as a flight attendant 
for the respondents����Most had more than 
8 years�¶��experience��accounted for 43��5 
percent, followed by 6��8 years of 
experience, accounting for 24��6������The 
majority of respondents ��47 percent����
were flight attendants, followed by chief 

flight attendants���� 23 percent of 
respondents flew on international cargo 
flights, with 60 percent on cabin cargo, 
and 30 percent flew on domestic 
passenger flights����The vast majority of 
personal protective equipment ��PPE����
worn during airline policy duties during 
the coronavirus pandemic were gloves 
��98��8 percent��, masks ��97��1 percent��, and 
goggles����Safety clothing made up 94��2�� , 
operating jackets made up 79��7�� , masks 
made up 75��4�� , face shields made up 
65��2 percent, foot protection equipment 
made up 62��3�� , and operating clothes 
made up 10������ 39��1 ��Since flight 
attendants must wear more than one 
piece of personal protective equipment, 
the minimum required by the Department 
of Civil Aviation and according to the 
policy of each airline����according to Table 
1��
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Table 1 Shows the number and percentage of personal data collected. 

Personal Factors Percentage 
Number 
��n� ������ 

Percentage 

Sex   
 Male 
 Female 
 Not Specified 

23 
66 
1 

26��1 
72��5 
1��4 

Age   
 �������������� 
 �������������� 
 �������������� 
 �������������� 
 �������������� 
 > ���� 

�� 
���� 
���� 
���� 
�� 
�� 

�� 
���� 

�������� 
�������� 
������ 
�� 

Service Years ��In Years��   
 < 3 
 3���� 5  
 6 �±��8 
 > 8 

11 
19 
21 
40 

11��6 
20��3 
24��6 
43��5 

Position   
 Flight Attendant 
 Senior Flight Attendant 
 Purser 

53 
20 
18 

53 
22 
25 

Type of Flight   
 Domestic Passenger Flights 
 International Passenger Flights 
 Domestic Cargo Flights with Cargo in The Cabin 
 International Freight Flights with Cargo in The Cabin 

28 
9 
�� 

54 

30 
10 
�� 

60 

PPE equipment worn on duty   
 ��Surgical mask�� 
 ��N����, NK������ 
 ��Goggles�� 
 ��Face shield�� 
 ��Gown�� 
 ��Suit�� 
 ��Hand Glove�� 
 ��Foot cover�� 

88 
67 
86 
59 
72 
35 
90 
56 

97��1 
57��4 
94��2 
65��2 
79��7 
39��1 
98��8 
62��3 

 

Flight attendants' 
perspectives on wearing PPE 
��personal protective 
equipment���� 

An analysis of the opinions of flight 
attendants on wearing PPE ��Personal 
Protective Equipment���� during the 
coronavirus outbreak����In 2019, it was 
found that the overall picture was at the 
highest level ��mean � ��4��26, SD � ��0��84����
and when considering each aspect, it was 
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found that all aspects were also at a high 
level, namely personal protective 
equipment����should have fire protection, 
non��flammable ��mean � ��4��56, SD � ��0��78����
in terms of affecting the performance of 
flight attendants in terms of decreased 
breathing ability ��mean � ��4��38, SD � ��
0��80��, affecting the ability to 
communicate, such as announcements, 
commands via safety masks ��mean � ��
4��35, SD � ��0��82��, causing accidents, such 
as foot protection����will make it slippery 
when walking or running ��mean � ��4��35, 

SD � ��0��93����such as safety glasses and 
face shields, visual acuity decreases����
Melisma from breathing through the 
mask ��mean � ��4��32, SD � ��0��83����on the 
aspect that resulted in decreased mobility 
of the body ��mean � ��4��16, SD � ��0��81������
Wearing a suit in high temperatures for 
an extended period of time ��mean � ��4��14, 
SD � ��0��85����on the difficulty of removing 
an emergency kit ��mean � ��4��06, SD � ��
0��85������ability to communicate, such as 
announcements, commands, and through 
masks ��mean � ��4��04, SD � ��0��89����

 

 
Table 2 �6�K�R�Z�V���W�K�H���P�H�D�Q���D�Q�G���V�W�D�Q�G�D�U�G���G�H�Y�L�D�W�L�R�Q���R�I���I�O�L�J�K�W���D�W�W�H�Q�G�D�Q�W�V�¶���S�H�U�V�S�H�F�W�L�Y�H�V���R�Q��
wearing PPE (Personal Protective Equipment). 

Flight attendants' opinions on wearing PPE MEAN  SD 

1����Personal protective equipment It should have fire protection properties 
and not be easily flammable�� 4��56 0��78 

2����Wearing personal protective equipment results in a decrease in 
breathing ability����Difficulty breathing decreased the amount of oxygen 
received�� 

4��38 0��80 

3����Storage of personal protective equipment should be specified when 
removing it in an emergency so that it does not obstruct the evacuation 
route�� 

4��35 0��82 

4����Wearing personal protective equipment may cause accidents, such as 
foot protection����This will make it slippery when walking or running�� 

4��35 0��93 

5����The use of personal protective equipment, such as safety glasses and 
face shields, reduces one's ability to see����from breathing through a mask 

4��32 0��83 

6����Wearing personal protective equipment results in reduced mobility of 
the body�� 

4��16 0��81 

7����Wearing personal protective equipment results in the possibility of 
syncope, such as wearing a suit in high temperatures for a long time�� 

4��14 0��85 

8����putting on personal protective equipment, such as a zip��back operating 
jacket Buttons on the back make it difficult to remove the cover in an 
emergency�� 

4��06 0��85 

9����Wearing personal protective equipment impairs the ability to 
communicate, such as announcing, commanding, or through a mask�� 

4��04 0��89 
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Flight attendants' 
perspectives on wearing 
personal protective 
equipment during the 
performance of safety 
procedures in the event of an 
emergency 
Data analysis of flight attendants' 
opinions on wearing personal protective 

equipment ��PPE����during the performance 
of safety procedures in the event of an 
emergency was found to be at a high level 
overall ��mean � 4��29, SD � 0��78����and 
when considered on a case��by��case basis, 
it was found that all aspects were also at 
a high level, namely���� and on the 
occurrence of appropriate atmospheric 
pressure changes ��Decompression����
��mean � 4��27, SD � 0��77�� 

 

Table 3 �6�K�R�Z�V���W�K�H���P�H�D�Q���D�Q�G���V�W�D�Q�G�D�U�G���G�H�Y�L�D�W�L�R�Q���R�I���I�O�L�J�K�W���D�W�W�H�Q�G�D�Q�W�V�¶���S�H�U�V�S�H�F�W�L�Y�H�V���R�Q��
wearing personal protective equipment during the performance of safety procedures in 
the event of an emergency. 

Type of Emergency MEAN  SD 

1����Emergency Landing and Evacuation 4��31 0��79 

2����Fire Fighting 4��31 0��80 
3����Decompression 4��27 0��77 

 

Factors of the organization's 
safety policy prohibiting 
wearing personal protective 
equipment 
An analysis of flight attendants' opinions 
on corporate safety policies based on 
personal protective equipment wearing 
of personal protective equipment found 
that overall ��mean � 4��22, SD� 0��81����and 
on a case��by��case basis, all aspects were 
also at a high level, namely, 
dissemination of information on 
emergency procedures while wearing 
PPE ��mean � 4��47, SD� 0��72����and PPE 
provisioning���� Minimum CAAT 
requirements and destination country 
requirements����Taking into account the 
qualifications for operating under safety 
procedures in the event of an emergency 
��mean � 4��39, SD� 0��64����on the provision 

of PPE ��personal protective equipment������
Minimum CAAT requirements and 
destination country requirements����Taking 
into account the prevention of epidemic 
qualification according to the Ministry of 
Public Health ��mean � ��4��36, SD � ��0��69��, 
clearly adding steps related to PPE to the 
emergency safety manual ��value average 
� ��4��34, SD � ��0��74����As for the pre��flight 
briefing, every flight must provide 
information on operational procedures in 
case of an emergency while wearing 
personal protective equipment ��average � ��
4��34, SD � ��0��74������Adding a new chapter 
in the safety manual for operating 
procedures in emergencies while wearing 
PPE ��mean � �� 4��03, SD � �� 0��98����in 
theoretical training management and 
practice to know the problems that will 
arise, how to solve them, and exchange 
ideas ��mean � ��3��89, SD � ��1��07����
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Table 4 Shows the mean and standard deviation of corporate safety policy for wearing 
personal protective equipment 

Corporate safety policy for wearing personal protective equipment MEAN  SD 

1����Dissemination of emergency procedures information while wearing 
personal protective equipment ��PPE����to inform related persons via E��mail, 
mailbox, bulletin board, line, and other means�� 

4��47 0��72 

2����Provide personal protective equipment as a minimum requirement of 
CAAT and destination country requirements, taking into account the 
qualifications for operating under safety procedures in the event of an 
emergency�� 

4��39 0��64 

3����Provide PPE as a minimum CAAT requirement and destination country 
requirements, taking into account the properties to prevent the spread of 
the epidemic as prescribed by the Ministry of Public Health�� 

4��36 0��69 

4����Clearly adding steps related to PPE to the safety manual in case of an 
emergency, such as what kind of equipment should be removed, when 
should PPE be removed and where should it be stored? so as not to 
obstruct the path of the emergency exit�� 

4��34 0��74 

5����Schedule a pre��flight briefing for every flight����Information on 
procedures to be followed in the event of an emergency when wearing 
personal protective equipment must be provided�� 

4��07 0��86 

6����I added a new chapter in the safety manual����For operational procedures 
in the event of various emergencies while wearing PPE  4��03 0��98 

7����Management of theoretical training and practice to anticipate problems, 
fix them, and exchange ideas�� 3��89 1��07 

 

Suggestions 
19��8� � � �of flight attendants thought that 
personal protective equipment was a 
barrier to their operations, 18��7����thought 
that personal protective equipment 
should be suitable for the use of flight 
attendants 16��5����There is an opinion that 
educating and publicizing the use of 
personal protective equipment It is an 
important factor in improving the 
efficiency of safety supervision� � � �16��5������

believe that the procedures on board 
whether in normal or emergencies when 
using PPE should be clear and be trained 
in practice� � � �11�� ��thought that personal 
protective equipment should be of an 
appropriate size and appearance����5��5����of 
wearers agreed that personal protective 
equipment should always be adequate, 
not scarce, and of good quality; and 48��8��
��  did not leave comments and 
suggestions�� 
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Table 5 Shows the number and percentage of suggestions 

Suggestions ��n� 91�� ��  

Personal protective equipment should be suitable for the use of flight 
attendants�� 

17 18��7 

Personal protective equipment impedes operational performance�� 18 19��8 
Personal protective equipment should be of a size and appearance 
appropriate for the wearer's physique�� 

10 11 

The procedures on board the aircraft, whether under normal or 
emergencies, when using PPE should be clear and properly trained�� 

15 16��5 

Education and publicity on how to use personal protective equipment is 
an important part that enhances the efficiency of safety supervision�� 

15 16��5 

Personal protective equipment should always be provided with proper 
fit, no shortage, and good quality�� 

5 5��5 

Leave no comment 69 48��8 

 

Discussions and 
conclusions 
By analyzing the data obtained from 
questionnaires and recommendations 
The researcher would like to summarize 
the results according to the following 
objectives�� 

1. Factors affecting the performance of 
flight attendants in the event of an 
emergency when wearing personal 
protective equipment During the 
coronavirus disease 2019 epidemic, there 
are 

1.1 Properties and types of personal 
protective equipment���� Personal 
protective equipment should have both 
epidemic prevention properties and are 
suitable for the safety performance of 
flight attendants����Types of devices with 
high anti��epidemic efficiency that the 
airline has prepared may cause more 
obstacles in the performance of safety 
duties�� 

1.2 Procedures for performing duties in 
the event of an emergency should be 
adapted to the use of personal protective 
equipment����However, the variety of 
personal protective equipment has 
different effects���� Details regarding 
personal protective equipment should be 
added to the safety manual����including 
training hands��on training to gain 
familiarity 

1.3 The organization's policy, both in 
terms of issuing guidelines of the Civil 
Aviation Authority and issuing a policy 
of airlines in educating public relations 
Preparing personal protective equipment 
and training management Bilateral 
consultations should be carried out in all 
relevant departments before guidelines 
are issued, clearly specifying 
requirements, types and characteristics of 
personal protective equipment����for the 
airlines to follow the same guidelines 

2. Problems arising from the wearing of 
the personal protective equipment of 
flight attendants during the coronavirus 
disease 2019 epidemic for performing 
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their duty of safety during an emergency 
include�� 

2.1 Vision problems from wearing safety 
glasses and face shield The occurrence of 
fog from breathing through a mask 
affects perception and decision�� 

2.2 Movement problems from wearing 
and operating uniform operating cloak 
foot protection affect mobility The 
duration of the ride and may lead to 
accidents�� 

2.3 Respiratory problems decreased, 
difficulty breathing, decreased oxygen 
intake����from wearing a mask and safety 
mask�� 

2.4 Problems with reduced 
communication capabilities such as 
announcements, commands, through 
masks����safety mask and face shield�� 

From the analysis of the data obtained 
from the questionnaire and the 
recommendations,��it was found that the 
hypothesis was true�� 

3. The wearing of personal protective 
equipment ��PPE����Personal Protective 
Equipment����of flight attendants during 
the coronavirus disease 2019 outbreak 
affects their ability to perform safety 
duties in the event of an incident����high 
level of emergency ��mean � 4��29, 
SD� 0��78�� 

4. Emergency procedures if flight 
attendants wear personal protective 
equipment ��PPE����Personal Protective 
Equipment���� during an unclear 
coronavirus disease 2019 aircraft 
epidemic����The performance of flight 
attendants in the event of emergency 
safety was high ��mean � 4��22, SD� 0��81���� 

When applying the SHELL Model ����
��SHELL Model, 2021��that shows the 
relationship between operators and 
factors in the system that must be 
interacted with����Compared before and 
after the research, the results are as 
follows��

 

SHELL Model before research 

 

 

 

 

 

 

 

 

 

 

 

E��Situation of the 
Coronavirus Disease 
Outbreak 2019��COVID19�� 

��People are afraid of the 
epidemic 

social distancing policy 

��Everyone must wear 
basic personal protective 
equipment, namely a 
mask�� 

����stop flying 

S��The Civil Aviation 
Authority of Thailand has 
issued guidelines for 
servicing passengers on 
domestic routes during 
the coronavirus disease 
2019 epidemic situation�� 

��Airlines implementing��
guidelines and 
formulating additional 
airline policies 

����The purpose is to build 
confidence��and be able to 
return to flight�� 

H��Guidelines require 
flight attendants to use 
basic personal protective 
equipment, namely masks 
and gloves����and other 
equipment according to 
airline policy 
����The airline issued a 
policy for flight 
attendants����Use additional 
personal protective 
equipment in��accordance 
with the requirements of 
the��destination airport����and 
to increase the confidence 
of employees and 
passengers 
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The SHELL model shows the relationship between flight attendants and the factors 
in the systems they interact with ��researched���� 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Suggestions 
Suggestions for utilizing this 
research 
Research on this topic has not been 
published yet��and it was done during the 

coronavirus disease 2019 epidemic 
situation that is not stable����Data storage is 
sensitive because it may affect the image 
of the organization� � � �The researcher 
would like to thank all the contributors 
very much and hope that this research 
will be the information that will help in 

L��H�� There were problems 
with the use of personal 
protective equipment that 
affect the limitations and 
capabilities of the 
operators�� 

��Physical factors����
limitations in the 
transmission of 
information ��sight, 
hearing, communication���� 

��Physiological factors����
injury, hypoxia movement 
The device is not suitable 
for different ergonomics�� 

����The device's properties 
are suitable for preventing 
epidemic but not suitable 
for safety use����and when 
an emergency 

L��S�� Guidelines from the 
Civil Aviation Authority 
of Thailand affect the 
issuance of airline 
policies�� 

����Bilateral consultations 
should be carried out in all 
relevant departments 
before issuing guidelines, 
clear requirements, types 
and specifications of 
personal protective 
equipment����in order for the 
airlines to follow the same 
guidelines 

����Procedures for 
performing duties in the 
event of an emergency 
should be adapted to the 
wearing of personal 
protective equipment��and 
training����hands��on training 
to gain familiarity 

����educating public relations 
Proper��provision of 
personal protective 
equipment and training 
management Contributes 
to greater safety 

L ��E�� Conditions for the 
use of personal protective 
equipment should be 
adjusted as appropriate for 
the coronavirus disease 
2019 epidemic situation�� 

����Personal protective 
equipment such as an 
operating gown Action set 
The current use is not 
suitable for hot weather�� 

����The wearing of personal 
protective equipment is 
not suitable for the 
working environment, 
which is an airplane�� 
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the development of innovations����
Innovations to design personal protective 
equipment including the issuance of 
policies of various relevant agencies 

Suggestions for future 
research 

Collecting data during the coronavirus 
disease 2019 epidemic situation will keep 
accurate data� � � �and more clearly There is 
a decrease in tolerance� � � �In the next 
research, other theories or models should 
be analyzed, such as the TEM Model or 
to find the relationship of variables by 
more complex statistical methods��
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Abstract 
This research aims to study the current activities, and operations of the processed 
chicken products and to study the feasibility of an investment project in the production 
of this process of the case study company. The population in this study was those 
involved who are directly responsible for the investment project of processed chicken 
products. The tool is a semi-structural interview that collected the data research by 
applying the value chain concept and the feasibility study of the investment project. The 
data analysis of this research is to measure the results and make an investment decision. 
The finding found the value chain operations show deficiencies in activities and lost 
revenue of sales opportunities. The feasibility study is considered in an investment 
project to assess the feasibility of all three aspects. Firstly, the marketing manner found 
the low production cost of the product cost and the opportunity to technically competed 
in the market. Secondly, the production process and capacity included the machine tools 
used that are suitable for the ability production volume with the sufficient to support 
future demand trends. Finally, the finance manner found the project uses an initial 
investment of 8,710,000 baht, a project lifetime of 5 years. The net present value of 
6,832,048.71 baht. The payback period of 2 years 1 month 11 days, and a rate of return 
within the project as a percentage of 43.64% Therefore, this feasibility of an investment 
project in processed chicken products is suitable for investment. 
Keywords: Investment project, Processed chicken products, Chicken value chain 
analysis 
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Introduction  

Thailand had the 8th highest broiler 
production in the world in 2019 at 2.36 
million tons. Meanwhile, the 
consumption of chicken meat was 1.51 
million tons or approximately 62% of the 
total broiler production as shown in 
Figure 1 (Office of Agricultural 
Economics, 2021). The consumption is 
mainly based on slaughtered fresh 
chicken meat. The remaining broiler 
production will be used as an ingredient 
in the processed chicken industry to add 

value. The main market is the export 
market where Thailand is the world's 
biggest exporter with the 1st and 5th 
export value ranking in the world which 
is 28.9% of processed chicken exports in 
the world market (Krungsri Research, 
2021). Chicken exports in Thailand are in 
the form of processed chicken, frozen 
chicken and chilled chicken. The major 
export markets are Japan (50% share of 
total processed chicken exports), the 
United Kingdom 28%, Netherlands 
6.0%, South Korea 5.1%, and Singapore 
2.9% (Krungsri Research, 2021). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure���� Chicken meat production and chicken meat consumption in the country. 
 ��������������������������Source�� Office of Agricultural Economics (OAE), Krungsri Research  
 

The food processing industry is one of 
the main industries that is an important 
driving force for the country's economy. 
Moreover, there is a high market share 
ranked in the top 10 in the world and also 
a tendency rate to grow��continuously. 
This is because Thailand has abundant 
resources, various food sources, and a 
stable production base. As a result, it 
causes advantages and remarkably 

increases the competitive potential of the 
products in the world market. ��Eastern 
Economic Corridor, 2019). The frozen 
and processed chicken industry 
continued to grow, reflecting the 
domestic demand for chicken meat at 
1.51 million tons or approximately 62% 
of total chicken meat production. An 
increase of 7.7% is partly due to low 
chicken meat prices which are lower than 
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other types of meat. Nowadays, 
consumers are increasingly focusing on 
low-fat meats. In the export market, 
Thailand increasingly exports chilled 
chicken products, frozen chicken, and 
processed chicken by 7.5% in quantity 
and 8.5% in value (Krungsri Research, 
2021). 

Meat processing is currently a popular 
alternative food product. This is because 
people's way of life nowadays is 
completely rushed. It means there is less 
time to buy and cook food by yourself. 
Therefore, eating needs more 
convenience, speed, and ease of cooking. 
Consequently, processed food products 
market and ready-to-eat food are in 
increasing demand and can be consumed 
immediately (Orawin Lelesharatthanan, 
2002). There are various types of meat 
processing. In this case, researchers 
would like to give an example of food 
processing��that used chicken meat as the 
main ingredient. Factors that make most 
industries prefer to produce chicken meat 
into meatballs because it is cheaper than 
other types of meat (Pimjan Huanarom, 
2020) and it can also increase both the 
value and profit. As a result, the food 
processing business has been expanding 
and growing widely. 

The case study company is one of those 
companies interested in investing in the 
food processing business. The main 
business is Butchering chicken, which is 
the main ingredient in processed food 
production, researchers see an 
opportunity to invest in a business by 
creating new products coming from 
surrounding observation from the 
existing cost to develop, improve, and 
maximize profit to the company. There is 
a way by applying the logistics concept 
to study the current conditions of the case 

study company to see activities, 
processes and operations as a basis for 
analyzing the feasibility study of 
investment projects in various fields to 
make decisions and assess the project 
feasibility whether there is a chance of 
success or suitable for the investment. 
The results from this study will be 
beneficial for the case study companies 
in a practical way by applying this 
research concept to expand the business. 
Therefore, these research objectives are 
to study the current conditions, activities, 
and operations of the case study 
company. Additionally, we aim to study 
the feasibility of an investment project 
for processed chicken products with��the 
study scope focusing only on the 
feasibility of the project in 3 main areas, 
which are, the marketing, technical, and 
financial aspects of the case study 
company only. The project feasibility 
studies will differ according to the type 
and qualities of the project. In this case, 
the most profitable private sector project 
will focus on analyzing marketing, 
technical, and financial projects as a tool 
for consideration before deciding on 
investing in any projects (Pakorn 
Priyakorn, 2014). 
 

Literature review  
The study feasibility of a processed 
chicken products investment project, 
together with the principles of value 
chain analysis to enhance the product as 
a guideline. The researcher has classified 
the concepts and theories used as a study 
guide which consists of; 

1�� Concepts and theories related to the 
feasibility of an investment project. 
Aiming to know the results of the project 
implementation according to the 
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objectives set by considering the 
marketing, technical and financial studies 
of the company for use in decision 
making of investment projects whether it 
should be invested or not (Chantana & 
Sirichan, 1989).�� In deciding which 
project to invest in, the cost-effectiveness 
of that project is measured by comparing 
the return and cost of the project in the 
form of project analysis to consider the 
suitability and feasibility of both 
financial. But, the interesting point is 
how to measure the benefits and the cost 
of those projects (Chucheep��Phiphatsithi, 
1997). 

It usually starts with an analysis of the 
marketing project to ascertain whether 
the product to be produced is marketable 
or not to determine the appropriate 
production scale. Tools, machines, 
equipment, materials and raw materials 
that are required for production are 
determined at low production costs. 
Depending on the project objectives and 
the information obtained, the project cost 
estimates are taken and then the project 
finances are analyzed to estimate the 
expected return that is worthwhile for the 
investment cost (Sukhothai 
Thammathirat Open University, 2015) 

2.��Concepts and theories related to an 
investment project analysis are feasibility 
studies to ensure that the business can be 
carried out to achieve the set objectives. 
By applying the theory of feasibility 
studies in various fields to be applied to 
the project as a tool for analysis in 
advance until concluding 
implementation of the project whether 
we should operate the business or not. By 
analyzing the project in 3 main areas; 
Marketing analysis to ensure that when 
the product is produced, it will be in 
demand of the market or there is market 

support. This demonstrates that the 
project will be able to provide a 
worthwhile return on the investment 
��Warot & Sanhanat, 2019��. by utilizing 
SWOT Analysis as a tool to analyze the 
corporate conditions and business 
environment to identify strengths, 
weaknesses, opportunities and obstacles 
both inside and outside the corporation. 
This allows to set direction and create a 
driving force to the goal ��Somkid 
Bangmo,�� 2010��. Moreover, it is an 
alternative to find a way to create 
business advantages and avoid failure 
from factors that probably be easily 
overlooked. This will lead to an 
understanding of factors that influence 
work and increase efficiency for the 
company. 

Technical project analysis helps to 
determine the feasibility of a project, 
whether the project has an economical 
production process technique, can 
estimate production costs or expenses in 
the production process, including the 
matter of choosing a production model, 
machinery, equipment, raw materials and 
labour. Therefore, accuracy and 
precision in technical project analysis are 
required as it affects the accuracy of other 
project analysis ��Wasiwat Wasinsombat, 
2015). Financial analysis is an analysis 
to assess the potential of a project as 
investment viability, earnings and if the 
return is worth for investment. Including 
planning the budget throughout the 
project to ensure that if the project is 
carried out there will be no financial 
problems that cause the project to stop by 
considering details such as project costs, 
income statement, statement of financial 
position and then used to analyze 
financial ratios, which are a tool that 
indicates whether this project is suitable 
for investment or not, as follows: 
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1. Net Present Value is the sum of the 
time-adjusted net returns for the project. 
It is calculated to measure whether the 
project under study is providing a 
worthwhile return on investment or 
profitable to total cost or not. In other 

words, it is a calculation comparing the 
present value of the cash inflows and 
cash outflows of the project by using the 
discount rate (Dej Kanchanangkun, 
1998) 
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or 

NPV = Present value of the return (PVB) �± Present value of expenses (PVC) 

 
The criteria for selecting investment 
projects are considered as follows:�� 
1) NPV Positive is that the project is 
accepted because the project under 
consideration provides more benefits 
than the money invested.�� 
2) NPV equal to zero means the project is 
accepted or not accepted the project 
because the project under consideration 
provides benefits equal to the money 
invested.�� 
3)��NPV Negative means not accepting 
the project because the project under 
consideration gives fewer benefits than 
the money invested. 

2. Payback Period is a calculation of the 
investment period, in the number of 
years, that the investors will receive the 
money invested back from the 
investment. This is a primary assessment 
to estimate the period that the project will 
take to break even. It is calculated by 
adding��the net cash flows from each 
year's investment together until the total 
amount is equal to the investment and 
also sums the number of years��altogether. 
The decision criterion based on this tool 
is acceptable only if the payback period 
is shorter than the specified time ��Philip 
Adelman, 2004��.
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The criteria for selecting investment 
projects are considered as follows: 

1���� Payback period < Project 
implementation time��� ��Accept project 
2���� Payback period > Project 
implementation time�� � �� Project not 
accepted 

3. Internal Rate of Return is the rate of 
return using the discount rate to 
determine the net present value of cash 
flows of the project. It makes the total 
present value of cash flows equal to the 
total present value of the investment 
(Frank Fabozzi  
& Peterson, 2013). 
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The criteria for selecting investment 
projects are considered as follows: 

IRR >��investment is to accept the project 
because the rate of return received is 
greater than the desired rate of return 
from the project. 

IRR =��investment��is either accepting the 
project or not accepting the project 
because the rate of return earned is equal 
to the desired rate of return on the project.�� 

IRR <��investment��is��not accepting the 
project because�� the rate of return 
received is less than the desired rate of 
return on the project. 
 
3. Concepts and theories of value chain 
analysis It is a tool for describing all the 
activities a corporation undertakes. 
Starting from the receipt of ingredients 
into the system including design and 
product or service offerings from the 
concept through the production process, 
and processing process until there 
become the finished product. Finished 
goods are distributed to customers in the 
last step and there will be care 
management after use ��Michael E. 
Porter,1985). Besides, there is the 
presentation of a Value Chain Model, 
which is a linkage of activities covering 
upstream, midstream and downstream 
processes that focus on every process in 
the value chain and take into account the 
creation of competitive advantages by 
analyzing the value chain occurred in 
each activity. Therefore, the value chain 

is capable to connect various 
relationships and activities in the 
corporation. The objective is to create 
added value in the various activities in 
the corporate. Porter categorized the 
value chain activities as the main 
activities and the supporting activities. 
The main activities will be created-value 
activities direct to the product. While the 
supporting activities will connect the 
whole corporation as a good value chain 
to create great work. Both activities will 
help strengthen and support each other in 
the workplace ��Yanyong Srisom, 2010). 

4. Case study company general 
information and the production of 
processed chicken products 

Case study company information the case 
study company's main business is 
chicken parts slaughtering. The main 
products of the company are slaughtered 
chicken meat, chicken parts and fresh 
chicken. The case study company has 
selected the supplier company with the 
most standard and comprehensive 
ingredients. The supplier company has a 
comprehensive business operation from 
upstream to downstream starting from 
qualified grandfather and grandmother 
chicks' selection. The chicks will 
consume nutritious food and be taken 
care of according to animal welfare in the 
right environment and safe from disease. 
Which makes it a good product for 
processing. The customers who order 
products with the case study company 
can be assured that the products delivered 
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to the customers will be great and full of 
quality. The case study company ordered 
ingredients in the average quantity of 6-8 
tons per day. Most of the customers, 80% 
are from processed food production 
industries. The main ingredients ordered 
are slaughtered chicken meat, neck skin, 
cartilage, etc., and the other 20% are 
retail-wholesale customers. The main 
ingredients ordered are fresh chicken, 
chicken parts, etc. 

General information about the 
production of processed chicken 
products. Definition of meat product 
processing Meat processing is the 
alteration of fresh meat by one or more 
combinations of methods to transform 
meat into a ready-to-eat product. 
Therefore, meat processing consists of 
preserving food which means preserving 
food by various methods to keep its 
condition as fresh as possible without 
losing quality and nutritional value. 
Additionally, it also includes food 
processing. This is the process of taking 
food through various processes to obtain 
the desired product with quality and can 
be accepted by the consumers and safe. 
The definition of meat processing 
probably covers the processing of fresh 

meat for consumption, production and 
storage of meat products. Meat 
processing is the production of meat 
products to extend shelf life, and preserve 
and add value to meat by transforming 
the process from fresh meat to ready-to-
eat meat (Yaowalak Suraphanthaphisit, 
1997). Definition of meatballs Meatballs 
are the food that people consumed 
widely. Because it is delicious, easy to 
find places to buy and can be added to 
many menus. It is popular among 
restaurants or shops in the market. They 
use it as a snack or an ingredient in a dish. 
This leads to vastly occurrences in 
meatballs businesses such as fried 
meatballs shop and meatballs factory. 
Both large and small operators are 
accelerating production to meet the 
market demand. Consequently. it is a 
low-cost and profitable business. 
However, the production process must be 
controlled by the hygienic arrangement 
of the building, the production site, the 
cleanliness of the equipment and 
machinery used, the quality of 
ingredients, and the cleanliness of the 
touch. All of these will affect the 
cleanliness and safety of meatball 
products and consumers (Nophaphan & 
Weerapol, 2014).
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Figure������the��value chain model of��Michael E. Porter 

 

Research methodology  
This research study is an investment 
project analysis utilizing an in-depth 
interview method for finding the data. 
The semi-structured interview is used as 
a tool to collect data for an in-depth 
interview with key informants who are 
directly responsible for the feasibility 
study project investment in processed 
chicken products. There is an accessible 
population study in which all information 
units are completely qualified according 
to the type of the target population 
including executives, general managers, 
purchasing managers, sales managers, 
production managers, marketing 
managers, financial managers, head of 
sales, head of production and employees 
in the total amount of 10 people. The 
research tool of the interview was 
examined by the Index of Conformity 
(IOC) to calculate the Validity value by 

considering the consistency between the 
questions and objectives and letting the 
experts examine according to the 
methods of (Rovinelli & Hambleton, 
1977) 

According to the data analysis process, 
researchers have reviewed articles and 
research papers�� about value chain 
concepts and feasibility study of the 
investment project as a research 
framework along with main information 
from in-depth interviews to help create 
an understanding of the procedure of 
studying the current conditions, 
activities, and the operations of the 
processed chicken products. When the 
data is ready, researchers have conducted 
the content analysis and analysed the 
feasibility study of the investment project 
in 3 aspects to measure and support the 
decisions in selecting an investment 
project following the objectives of this 
research. 
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Findings and 
discussions 
Results of a study on current conditions, 
activities and operations of processed 
chicken production.��A study on current 
conditions, activities and operations of��

the case study company��that operates a 
business related to slaughtering chickens 
by applying the concept of the value 
chain to consider the processes and 
activities within the company, which are 
divided into primary activities and 
supporting activities with details as 
follows:

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure ����The value chain analysis from condition,  
activities and operations studies. 

 
Primary activities 
Inbound logistics�� start from the 
company, there is the procurement of 
chicken cages or the main raw materials 
used in the production process from the 
complete chicken factory, from the 
selection of quality, strong, and well-bred 
grandparent chicks that are raised with 
care by the principles of animal welfare. 
This will result in broilers growing faster. 
There is a suitable yield for the 
production of processed food products. 
The factory is also certified for quality by 

Genesis Gap, an EU standard and partner 
standard for chicken meat production for 
export which ensures that the company 
purchases raw materials from the factory 
with the best quality and standards in the 
storage of raw materials It will be stored 
in the cold room at the appropriate 
temperature to maintain the original 
condition of the product and prevent 
spoilage since the product is fresh and the 
cold room is installed near the chicken 
slaughter room for quick convenience in 
Moving raw materials into the production 
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process�� Operations are the activity that 
is the beginning of the production 
process where the company's main 
product is slaughtered chicken meat 
which the first step is to cut the chicken 
breast into different parts such as the 
breast meat, the rump, the neck skin and 
the cartilage, etc.�� Then there is the 
chicken meat quality inspection 
department divided into ����parts: quality 
chicken meat and chicken pieces that are 
not of good quality. The criterion for 
quality chicken meat is that it has less 
bone and less fat. Once it is checked that 
it meets the criteria, quality chicken 
pieces are sent to the next production 
process, the forging of the chicken meat, 
Season with salt, weigh by weight and 
packed into packaging. The chicken 
pieces that are not of good quality will be 
rejected and discarded immediately upon 
completion of the production process. 
The company has stored the products in 
the freezer for the products that 
customers come to pick up immediately 
and keeps them in the cold room for 
customers who want to receive-deliver 
the products the next day. Good storage 
helps to maintain product quality and 
prolong the service life of the product to 
make sure that the product is efficient 
when delivered to the customer, which is 
important for fresh food product  

Outbound Logistics, distribution of 
products to industrial plants or customers 
in the market. There are ����types: one, the 
customer comes to pick up the product 
themselves. Second, the company has a 
delivery service. The service vehicles 
will have general cars and cold storage 
cars. The method of transportation 
depends on the number of goods and the 
distance of transportation. In the case of 
long-distance transport, refrigerated 
trucks will be used because they can 

maintain the same product quality from 
the start to the destination.��In marketing 
and sales, the product does not have a 
distinctive point or selling point that is 
different from the product in the general 
market. Most of the target groups are 
fresh market customers and industrial 
factories. There are different prices for 
retail-wholesale products based on 
market prices. The current distribution 
channel is just ordering through the 
�F�R�P�S�D�Q�\�¶�V�� �/�L�Q�H�� �D�S�S�O�L�F�D�W�L�R�Q�� �D�Q�G�� �L�Q�� �W�K�H��
future, there is a tendency to increase 
distribution channels for products by 
studying sales through online channels 
more. Services, the case study company 
takes care and responds to the needs of 
customers starting from contact until 
after-sales service. Some employees 
receive complaints, listen to opinions and 
survey customers' needs periodically to 
consider improvements and develop 
work processes to have good efficiency. 
 
Support activities 
Procurement�� is an important part of 
promoting the work of the main activities 
to add value to the product. The company 
plans to procure raw materials, 
consumables or other production factors 
used in the production process to be able 
to meet the needs of customers on time. 
In technology development, the company 
has not developed or introduced any new 
technology, usually using the old 
technology such as taking notes by hand, 
writing forms on paper and 
communicating through common 
applications, etc., which causes the 
disadvantage is that data may be 
incorrect or lost. Therefore, applying 
technology to suit the company is 
necessary to increase the efficiency of 
work processes in the company.��Human 
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resource management, training is 
provided to employees every month to 
make the employee can learn every work 
process to increase their skills and if there 
is a transfer of work duties, employees 
will have a well-rounded knowledge. It is 
not only the duty that they are responsible 
for to reduce the problem of additional 
employment or in the case of employees 
applying for leave, which is one of the 
plans of the company that is prepared to 
cope with future changes.�� Firm 
infrastructure, present the company does 
not have a comprehensive 
implementation of the infrastructure 
system, only training employees and 
improving the work system in the part 
that can be fixed at all, which still finds 
various management flaws that are not 
caused by the company's good 
management system. 

A study of the current condition, 
activities and operations of the company 
case studies revealed that there were still 
shortcomings in work processes such as 
those in the operating procedures 
described above as "Quality audit 

department, cut out the chicken pieces 
that are not of good quality and discard 
immediately." Therefore, to reduce 
wastage and increase the value of the 
chicken pieces by bringing the chicken 
pieces that have been removed to be 
processed into products.��The opportunity 
from the aforementioned activities led 
the researcher to consider the feasibility 
study of the investment project to assess 
the feasibility and to make a decision on 
the investment project. The results of the 
feasibility study of the investment project 
for processed chicken products were 
shown in ����aspects as follows: 

The results of the feasibility study of the 
investment project for processed chicken 
products. Firstly, in Marketing, 
according to the information obtained 
from an in-depth interview with key 
informants who are fully involved and 
directly responsible for the project, 
researchers have analyzed the content by 
utilizing SWOT Analysis as an analytical 
tool to visualize both inside and outside 
corporate environment more clearly 
which categorized as follows:
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Table 1 SWOT Analysis 

Strengths Weaknesses 
S1. Low production cost 
S2. There are additional raw materials or 
ingredients in the product to have a new form that 
is different from the general product. 
S3. Maintaining product standard 
S4. The company has a long experience in the field 
of chicken slaughter. 
S5. There is a production planning process. 
S6.�� Personnel have many years of work 
experience. 
S7. There are standard tools and machines. 
S8. Building a good relationship with customers�� 

W1. As a new product of the company, it 
may not be known in the wider market. 
W������The product is similar to the existed 
product in the market. 
W������The company has a variety of 
products. 
W������ Packaging is not attractive to 
consumers. 
W������No online distribution channel. 

Opportunities Threats 
O1. The change in consumer behaviour. 
O2. Distribution channels in the current market 
include modern technology. 
O3. The trend of processed food consumption. 
O4. The market for processed food products has 
the opportunity to grow continuously. 

T1. Competition conditions within the 
same industry. 
T2. The price of production cost increases. 
T3. Thailand's economy tends to slow 
down. 
T4. Effects of an epidemic. 
T5. The market size of processed chicken 
products is large. 

 
Table 1 shows the SWOT analysis of the 
company. The analysis of the 
environment inside the organization and 
the environment outside the organization 
can be described as follows: 
Environment inside the organization, the 
company has a long experience in 
chicken slaughtering, providing a 
comprehensive understanding of all 
processes of the supply chain from 
upstream to downstream.��The company 
has a low production cost which is the 
production of goods of equal or better 
quality. In addition, raw materials or 
ingredients are added to the products to 
make them new and different from other 
products in the market.�� As for the 
personnel who have experience and 
expertise in the production process, 
including tools and machines that have 
standards that can be used for the purpose 
with the most efficiency. Most 
importantly, build a good relationship 

with customers by focusing on the 
importance of creating satisfaction for 
customers.�� In terms of product 
development, service and after-sales 
service. The weakness or shortcoming of 
the company is that it is a new product 
and cannot produce a wide range of 
products. The products are not well 
known in the broad market and cannot be 
comprehensively targeted to consumers 
in the market. In addition, the company 
does not have online distribution 
channels causing a lack of direct 
communication with the target group. 

The environment outside the 
organization, and marketing 
opportunities due to changing consumer 
behaviours with more interest in 
processed food products. This, causes the 
trend to increase the demand for 
purchasing as well as it can meet the 
convenience of consumption, resulting in 
the product being popular and the overall 
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market continues to grow. Including 
distribution channels in today's market 
with modern technology play a role in 
life. This allows consumers to access 
product information easily and quickly. 
The obstacles encountered are the 
conditions of higher competition within 
the same industry. This could be a result 
of other entrepreneurs interested in doing 
the same business, or whether it was the 
rising cost of production due to the 
COVID-������pandemic and the changing 
economy of Thailand tends to slow 
down, resulting in a decrease in 
consumer purchasing power. 

Second,�� Technical, the production 
process of meatballs must consider 
cleanliness and safety of consumers as 
the primary concern. Starting from the 
selection of raw materials from certified 
sources, keeping the temperature of the 
raw materials appropriately before 
entering the production process, and 
going through the production process 
according to the rules of good food 
production.�� The optimum production 
capacity is ��,����������,��������kg per day. In 
terms of equipment, tools, and machines, 
they are designed to meet industry 
standards. Thus, they can be used for 
their intended purpose. Including 
monthly maintenance of the machines to 

keep the production process working at 
full efficiency and readiness performance 
checks before use to reduce potential 
disruptions.�� The company also trains 
employees to be able to learn all 
processes in the work, including the 
safety and risks that may occur in the 
performance of duties or even if the 
transfer of responsibilities occurs. This is 
one of the company's plans to prepare for 
the situation that may change in the 
future. 

Financial aspect Based on the 
information obtained from an in-depth 
interview with key informants who are 
fully involved and directly responsible 
for the project, researchers have analyzed 
the financial projects to use the results in 
making investment decisions.  The 
project budget estimations, income 
assumptions and expense assumptions of 
the case study company were used to 
make financial reports and to create the 
understanding that the project has enough 
working capital for management each 
year. Then the financial ratios are 
analyzed by financial tools which are net 
present value, payback period, and 
internal rate of return. These are for 
decision-making on investment projects 
for the case study company by the details 
as follows:

 
 
Table 2��shows the net present value 

Year Cash inflow Accumulated  
cash flow 

IRR Discount 
rate����0��15�� 

Net present 
value��(NPV) 

0 -8,710,000.00     
1 4,309,720.00 4,309,720.00 -50.52% 1.15 3,747,582.61               
2 4,434,208.00 8,743,928.00 0.26% 1.32 3,352,898.30 
3 4,567,975.20 13,311,903.20 24.34% 1.52 3,003,517.84   
4 4,924,466.27 18,236,369.47 36.80% 1.75 2,815,579.57   
5 5,274,724.67 23,511,094.14 43.64% 2.01 2,622,470.39 

Total present value 15,542,048.71 
Source: from the synthesis of the researcher�� 
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Table 2 shows the net present value in the 
1st-5th year project implementation of the 
case study company 

Net Present Value��The discount rate for 
calculating the net present value of 
������������from the table can be calculated by 

NPV = ����8,710,000�� + 15,542,048.71 
NPV = 6,832,048.71 

Based on the calculation of the net 
present value of the 5-year 
implementation of the case study 
company, researchers have found that the 
net present value was 6,832,048.71 baht. 
The calculated net present value was 
positive, which means that the rate of 
return on the invested project could 

generate a greater net benefit than the 
present value of the investment. 
Therefore, this project was accepted. 

The payback period��is a calculation of the 
investment period, in the number of 
years, that the investors will receive the 
money invested back from the 
investment. This is a primary assessment 
to estimate the period that the project will 
take to break even. It is calculated by 
adding��the net cash flows from each 
year's investment together until the total 
amount is equal to the investment and 
also sums the number of years��altogether. 
The decision criterion based on this tool 
is acceptable only if the payback period 
is shorter than the specified time.

 
 
Table 3 shows the payback period 

Year Cash inflow 
Accumulated 

cash flow 
Investment at the 
start of the project Calculation result 

0 ��-8,710,000��    
1 4,309,720 4,309,720 8,710,000 No payback 
2 4,434,208 8,743,928 8,710,000 Payback 
3 4,567,975 13,311,903 8,710,000 Payback 

Source: from the synthesis of the researcher�� 
 
Table 3 shows the payback period in the 
1st-3rd year of the case study company 
 
The payback period equal to 2 years 

�D
�<�á�;�5�4�á�4�4�4�������8�á�7�4�=�á�;�6�4����

�<�á�;�8�7�á�=�6�<�?�8�á�7�4�=�á�;�6�4
�E��x 12 

 
Equal to 2 years = (0.01 x 12) = 0.13�
365��
= 47.45 days�� 
= the payback period equal to 2 years 1 
month 11 days 

�)�U�R�P�� �W�K�H�� �F�D�O�F�X�O�D�W�L�R�Q�� �R�I�� �W�K�H�� �S�U�R�M�H�F�W�¶�V��
payback period, in the case study 
�F�R�P�S�D�Q�\�¶�V�� ��-year project 
implementation researchers have found 
that the payback period of this project is 
2 years 1 month 11 days which was less 

than the payback period specified in the 
project implementation from the 
investment of 8,710,000 baht. Therefore, 
this project was accepted. 

The internal Rate of Return is the rate of 
return using the discount rate to 
determine the net present value of cash 
flows of the project. It makes the total 
present value of cash flows equal to the 
total present value of the investment from 
the calculation of the internal rate of 
return of the project in the case study 
company's 5-year project 
implementation, researchers have found 
that the internal rate of return of the 
project was 43.64% where the rate of 
return was greater than the expected rate 
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of return, with a determination of 15%. It 
indicates that this project could increase 
profit more than the cost of investment.  
Therefore, this project was accepted. 

 

Conclusion 
According to the results of the study 
analysis of current conditions, activities, 
and operations of the processed chicken 
products of the case study company, 
researchers have found that errors 
occurred in operational activities or the 
production process in which the 
unqualified chicken is discarded 
resulting in wastage and lost selling 
opportunities. Therefore, applying the 
value chain concept to find ways to 
increase chicken meat value can help 
reduce wastage in this process. It can be 
done by bringing chicken meat into the 
processing process and transforming it 
into meatball products. This adds more 
value to the products than just selling 
fresh chicken meat. Consequently, this is 
relevant to the research by Natchanan 
Rattanamahapaisan (����������. that has 
applied the value chain concept as an 
alternative way to increase the efficiency 
of the value chain by processing 
pineapples to add value, such as 
pineapple pines, pineapples jams, etc. 
This option can extend the shelf life for a 
longer period. 
Moreover, this option is a product 
upgrade and also a promotion of 
transforming the product into a novelty 
which can help to increase more value of 
the product. Marketing aspect Based on 
the analysis of the marketing feasibility 
study of processed chicken products 
investment project of case study 
company by utilizing SWOT Analysis, it 
was used for making decisions on an 
investment project and for understanding 
strengths, weaknesses, opportunities, and 
obstacles of internal and external 

�F�R�U�S�R�U�D�W�L�R�Q�¶�V�� �H�Q�Y�L�U�R�Qment. This is 
relevant to the Analysis of the 
competitive environment Ronnachai 
Tantrakul�� ��2550) said that SWOT 
Analysis is a tool used for analyzing the 
internal and external corporation's 
environment whether there are 
advantages or disadvantages by 
considering the strengths and weaknesses 
of the corporation's environment and 
opportunities and obstacles of the 
external corporation environment. From 
the SWOT Analysis of the case study 
company, the company has to take 
advantage of its strength in formulating 
marketing strategies and enhancing 
competitive capability. There are 
advantages from ingredient price and 
market growth rate as well. On the other 
hand, weaknesses, which are internal 
factors found in the company, are a 
problem for business operations that the 
company has consulted and met in the 
corporation to make sure that the 
problem can be controlled and solved. 
For the opportunity analysis which is an 
external factor, it was found that 
opportunities will be valuable and able to 
increase future opportunities for the 
company to achieve its goal and there is 
even more market growth. Besides, 
obstacles which are external factors that 
are out of control, the company needs to 
have a plan to deal with them and adjust 
the business�� practices according to 
uncontrollable conditions.  

Technical aspects According to the 
analysis of technical feasibility studies of 
processed chicken products investment 
project of the case study company. The 
results show that there is likely to be a 
worthwhile investment. The selection of 
ingredients, production process and 
production capacity have to be suitable 
with the quantity and production 
capability and tools. Machines can be 
operated at full capacity to reduce 
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disruptions affecting the production 
process. The production capacity 
analyzed that is suitable for the project 
size is 1,000-1,300 kilograms per day. If 
there is an efficient production process 
and suitable production capacity, there 
will be able to produce products in the 
required quantity in standard quality. 
Therefore, technical project analysis 
requires accuracy because it may affect 
the accuracy of financial project analysis 
in calculating project costs and returns. 

Finally, the financial aspect According to 
the analysis of the financial feasibility 
study of processed chicken products 
investment project of the case study 
company, to use the result obtained for 
investment decision, there is an 
estimation of the financial budget, 
income statement, and cash flow 
statement of the project for the 5 years 
project implementation using a discount 
rate of 0.15% and using a total project 
investment of 8,710,000 baht. The result 
provides a reasonable return worth on 
investment. Considering the net present 
value of 6,832,048.71 baht indicates that 
the net cash flow from the project under 
consideration is greater than the initial 
investment. The internal rate of return of 
the project is 43.64% where the rate of 
return is greater than the desired rate of 
return from the project which is set as 
15%. This project only takes 2 years 1 
month 11 days to pay back in total 
investment. This completes the financial 
indicators criteria as well as the research 
by Nattika Suttiprasit (2015) And 
Phatthanan Sudyod (2017) but is 
different from the other research in 
chapter 2 due to the methods and the 
types of business including investment 
budget effects on different results. 
Therefore, the producing processed 
chicken product business is another 
interesting alternative for deciding on 
investments for new entrepreneurs. 

Because it is a business that can be 
initiated from a small business to a large 
business by paying only the average 
investment amount but receiving a high 
rate of return and short payback period. 
The processed food business��corresponds 
with people's lifestyle nowadays which is 
completely rushed. As a result, processed 
food has become more popular and meets 
the needs of consumers. However, 
researchers would like to make 
suggestions in this research study. 
Interested people will be able to study 
and use it as a guideline for further study. 

1. This research study will be beneficial 
to the case study company and other 
entrepreneurs who are interested in doing 
the same or different types of business. 
They can utilize the knowledge and 
principles of project analysis as a 
guideline for applying to suit your 
business model. 

2. Entrepreneurs should study more 
about marketing strategies to cover all 
dimensions. For example, there has to be 
a plan to support purchasing power from 
consumers who are both existing and 
new customers to meet their needs. 
Moreover, there have to be production 
process and production control standards 
to ensure quality. Additionally, 
entrepreneurs have to create product 
variety to increase the differentiation of 
the corporation and even find new trade 
opportunities for corporations to get 
ready when there is a market expanding 
to ASEAN trade. 

3. For further research study, researchers 
can utilize the results of this study as a 
basis for formulating guidelines for the 
development or extending other 
categories of processed food products 
with basic operational characteristics or 
similar manufacturing processes to 
promote business operations strength to 
grow continuously and stably.
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Abstract 
Purpose: The purpose of this study is to research what aspects of firm fundamentals and 
macroeconomic factors should be considered when investors use the price-earnings ratio 
(P/E ratio) indicator �W�R�� �L�Q�Y�H�V�W�� �L�Q�� �W�K�H�� �P�H�G�L�D�� �L�Q�G�X�V�W�U�\�� �L�Q�� �&�K�L�Q�D�¶�V�� �V�W�R�F�N�� �P�D�U�N�H�W, and to 
analyze the seven variables that affect the P/E ratio and its degree of influence on the 
media industry and its three media sub-sectors. 

Design/methodology/approach: The paper examines the determinants of the 
price-earnings ratio by applying three parts: statistical descriptions, correlation and 
regression model, which includes the price-earnings ratio and impact factors from the 
whole media industry and sub-sectors in perspective. Then, the researcher will test the 
model by sampling 2000-2015 data in order to get a more reasonable and effective 
regression model. The paper will  use the statistically significant level of 0.10. 

Findings: Using quarterly data of China A-DS media, China A-DS media agencies, 
China A-DS publishing and China A-DS broadcast & entertainment over the period of 
2000-2015, the current paper produces new empirical evidence that dividend yield, P/B 
ratio, ROE and D/E ratio significantly affects the price-earnings ratio in the whole 
industry. This result is robust with the inclusion of several control variables that have 
been documented to explain the price-earnings ratio. 
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Practical implications: The findings have significant implications for investors, 
corporations and the market. It can guide investors�¶ investment behavior and assist 
companies to make economic decisions. Furthermore, investors can identify market risk 
and grasp the investment opportunities depending upon the analysis of the overall market 
price earnings ratio. 

Originality/value:  This paper fills in the gap of the study of the price-earnings ratio in 
China's media industry. The analytical framework of the current paper is differentiated 
from the conventional analysis in which the determinants consist of sentiment factor 
which belongs to a part of behavioral finance. 

Paper type: Research paper 

Key words: P/E ratio, Dividend yield, Price to book ratio, ROE, Market capitalization, 
Debt to equity, Sentiment, Interest rate, Regression 

 

Introduction  
Due to its intuitive appeal and practical 
simplicity, the price-earnings (P/E) ratio 
has long been considered as one of the 
most frequently used measures of stock 
valuation. The price-earnings ratio was 
presented by Benjamin Graham and 
David Dodd (1934); and then Nicolson 
(1960) finds companies always own 
higher returns with low P/E ratio. A 
large number of studies on the 
determinants of the price-earnings ratio 
focus on whether the variations of the 
price-earnings ratio can be explained by 
macroeconomic factors and firm 
fundamentals such as risk-free interest 
rate, inflation, equity risk premium, firm 
size, leverage ratio, dividend payout 
ratio, earnings growth, and price 
volatility (e.g., Anderson and Brooks, 
2006; Chen, et al., 2015; Cho, 1994; 

Chua et al., 2015; Houmes and Chira, 
2015; Jitmaneeroj, 2015; Kane et al., 
1996; Ramcharran, 2002; Reilly et al., 
1983; White, 2000). However, this 
paper will select dividend yield�ÈP/B 
ratio�Èmarket capitalization�Èreturn on 
equity�Èsentiment, debt to equity and 
interest rates as independent variables 
according to Dividend Discount Model 
(John Burr Williams, 1938), Gordon 
Model (Gordon, 1962) and Net Present 
Value of Growth Opportunity Model. 

China's media industry is a typical 
sunrise industry and its future market 
space is considerable. The report which 
is named �³��������--2020 China's Media 
Industry Strategic Planning Market 
Outlook and Investment Analysis�  ́
pointed out that China's media industry 
output was valued at 1.13618 trillion 
Yuan and the growth rate remained at a 
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high level of 15.8% in the whole year of 
2014. From the point of view of the 
stock market, the media industry index 
has increased from 850 (Jan 03 2013) to 
5500 (Nov 22 2015), and annual growth 
rate has been as high as 274%. (source: 
Shanghai and Shenzhen �³�$�� �6�K�D�U�H��
�0�D�U�N�H�W�´ 2015). It is more incredible 
that the growth rate reached 3.5 times in 
only 5 months from Jan 15 2015 to Jun 
11 2015. The number of media 
companies grew from about 30 to 57 
companies and P/E ratio of the industry 
grew at a multiple of over 3 times 
during the three years (2013-2015). 
Therefore, the media industry is very 
attractive to investors as a channel of 
investment and to companies as a 
source of raising capital. 

The Chinese stock market has 
developed very rapidly in the past 
twenty years.  Investors that increased 
the stock market online often have 
much experience and understanding of 
the stock market, but there is little 
authoritative technical analysis. 
Investors realized that purchasing stocks 
according to their own feelings is not 
reliable; they are more willing to 
believe various indicators like the 
price-earnings ratio to make investment 
choices. However, not only do macro 
environmental factors have a significant 
impact on company performance, but 

also many types of financial ratios 
affect the stock price and future 
earnings. Therefore, the objective of 
this study is to examine what variables 
affect the price-earnings ratio and its 
positive or negative correlation. 
Therefore, the objective of this study is 
to examine what variables affect the 
price-earnings ratio and its positive or 
negative correlation. The findings will 
be beneficial to investors who are 
interested in investing in the media 
industry in �&�K�L�Q�D�¶�V���V�W�R�F�N���P�D�U�N�H�W. 
   

Literature review  
In order to more clearly understand each 
variable discovery process and mutual 
relationship, the core three basic 
theories were first presented. 

Theoretical analysis 

John Burr Williams (1938) first 
proposes the dividend discount model in 
his book "Theory of Investment Value". 
The main view of the book is that the 
intrinsic value of the stock should equal 
the discounted value of the expected 
dividends; therefore, it is valid to use 
the DDM as shown in equation (1) to 
measure the current value of the stock. 
Assuming that markets are efficient, 
stock prices should be in equal shares in 
the value.
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     (1) 

Where V is the intrinsic value of the 
stock, P is the price of selling shares, D 
is the dividend payment, t is the year 
distribution of dividend dividends, and 
R is the discount rate, the equation (1) 
only focuses on dividends and ignores 
another motivation, which is named 

capital gains, so Gordon (1962) 
simplifies some assumptions to solve 
the problem and put forward a fixed 
dividend growth model which consist of 
the fixed g ratio stable growth, as 
follows:

 

 

    (2) 

In this step, we will consider a factor k 
which is the return on investment (ROI) 

and k>g, the conclusion is:

 

     

         (3) 
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In the (3) equation, P is the buying 
stock prices; E1 is the earnings per 
share in the first years after purchasing 
the stock. Thus, the theoretical 
calculation model of P/E ratio is derived. 
After that, we assume that they have the 

same return between new investment 
projects and the previous investment 
projects. That means return on equity 
(ROE) can be used to estimate the rate 
of return on retained earnings.

 

   (4) 

According to the capital asset pricing 
model (CAPM), the average yield of the 
stock market should equal the risk-free 
return plus a risk premium market. In 
the absence of any risk situation, the 

required return will be equivalent to the 
market interest rate. In general, one-year 
interest rates of the bank will be 
considered as the market average yield 
level.

 

     (5) 

Where is risk-free return rate, is 
the expected return on the market 
portfolio,  is the risk 
premium and is the Beta coefficient, 

combined with equations (3) (4) (5), the 
final formula will be intuitive, as shown 
below:

 

    (6) 

NPVGO refers to the per share growth 
opportunities of the net present value. 
Firer, C (1993) studied basic theories 
and deduced other models through 
easing assumptions, such as supposing a 

company's dividend stability, with all 
earnings are paid to investors, to 
consider a series of growth 
opportunities.
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    (7) 

Combining the above derivation and 
analysis, the relationship diagram of the 

main factors that impact the 
price-earnings ratio is as follows�Ö 

 

 

  

 

 

 

 

 
 
 

Figure 1 
 
 
Literature review 
There are many research papers 
worldwide studying the related factors 
influencing the price-earnings ratio. 
Earlier research like Nicholson, F.S. 
(1960) and Basu, D. (1977) focus on the 
relationship between price-earnings 
ratio and stock returns. Moreover, Yao 
Hui (1998), Song Jianfeng (2000) and 
Yan Qin (2002) who analyze the 
relationship between price-earnings 
ratio and other index variables from the 

empirical point of view or quantitative 
analysis on the distribution of 
price-earnings ratio in the stock market 
by Wu Mingli (2001) and Chen 
Zhanfeng (2002). However, researches 
of different time periods, different 
markets, different industries and 
different groups will lead to constant 
improvement of the theory and research 
methods. For example, Basu (1977) 
carried out his work and analysis on a 
sample of 500 firms during the period 
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1957 to 1971. He discovered that 
comparatively the stocks with the low 
price-earnings ratios earned higher 
returns on a risk-adjusted basis because 
the prices of stocks may not necessarily 
exhibit efficient market hypothesis. By 
comparison with the median 
price-earnings ratio for each portfolio in 
the period of study, Beaver and Morse 
(1978) find that stocks with relatively 
low earnings growth had a tendency to 
keep a relatively low price-earnings 
ratio. 

Additionally, there are some studies in 
the US market. For instance, Whibeck 
and Kisor (1963) are the earliest 
American scholars to use regression 
analysis to calculate 135 elements of 
stock data which were provided by 
Bank of New York. They are of the 
opinion that there are three factors 
which impact P/E ratio, including 
dividend payout ratio and the per share 
earnings and risk. Alfo rd (1992) claims 
that the type of industry which is a good 
surrogate for the component of earnings 
growth and risks related to P/E ratio 
multiples. Dreman (1994) and Siegel 
(1995) make a conclusion that low P/E 
ratio stocks surpass high P/E ratio 
stocks in the aspect of investment value 
and the high P/E ratio stock is based on 
the long-term expected cash flows and 
not a near-term expectation. Moreover, 
Loughlin (1996) uses a S&P 500 
indexes which from 1968 to 1993 to 
study the influencing factors of 
price-earnings ratio. He finds that 
dividend payout ratio and earning per 
share growth have a positive correlation 
on P/E ratio. In order to forecast and 
determine current stock prices, Li -Wen 

Chen, Hsin-Yi Yu, Hsu-Huei Huang 
(2015) adopt a series of comparative 
analyses. The conclusion shows that the 
investor who can predict the future 
earnings can obtain the larger the 
risk-adjusted returns. 

Furthermore, some studies focusing on 
the factors affecting price-earnings ratio 
are emerging. For example, Fisher and 
Statman (2000) investigate two factors 
(dividend yields and future returns) and 
how these factors affect P/E ratios. 
Using S&P 500 index data for the 
period of 1926-1997, White (2000) 
adopts a multiple regression model 
which showed dividend yield, dividend 
payout, earnings growth, GDP growth, 
Inflation, standard deviation of returns, 
and T-bill rates as the significant 
determinants of P/E ratio. Yang Jianxia 
(2009) shows that there are several 
micro factors which have significant 
influence and explanatory powers on 
P/E ratio, including ROE, P/B ratio, 
expense �U�D�W�L�R�� �D�Q�G�� �7�R�E�L�Q�¶�V�� �4�� �U�D�W�L�R�� The 
report by Kasilingam, R., & 
Ramasundaram, G. (2011) shows that 
the expected return and the expected 
growth rate are the main influencing 
factors of P/E ratio, and market 
capitalization of the companies has a 
great impact over P/E ratio. 
Furthermore, it is widely used in the 
literature on market sentiment. Jansen 
and Nahuis (2003), Brown and Cliff 
(2004, 2005), Lemmon and 
Portniaguina (2006), Schmeling (2009), 
Zouaoui, Nouyrigat, and Beer (2011), 
Chang, Faff, and Hwang (2012) and 
Antoniou, Doukas, and Subrahmanyam 
(2013) and P. Corredor, E. Ferrer, R. 
Santamaria (2015) study the effect of 
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investor sentiment linked to stock 
characteristics. Moreover, Kulling Karl 
Johan and Lundberg Filip (2007) adopt 
a regression analysis to compare several 
dependent variables, like dividend yield, 
interest rate, risk, growth, debt to equity, 
market value, and market to book. The 
finding is that different factors affect 
different industries and the significance 
is also not the same.   

Therefore, the findings of this study 
�³An Empirical Analysis of the 
determinants of the P/E Ratio--A Case 

Study of China's Media Industry�  ́ are 
not only important to fulfill the 
literature in this area but also essential 
for other researchers as a reference.  

Framework and hypotheses 
With the objective of investigating the 
�O�H�Y�H�O���R�I���P�H�G�L�D���L�Q�G�X�V�W�U�\���L�Q���&�K�L�Q�D�¶�V���V�W�R�F�N��
market and its relationship with their 
financial factors, the relevant 
conceptual framework and research 
hypotheses are shown below:
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H 1: Dividend yield has significant negative impact on P/E ratio. 
H 2: P/B ratio has a positive impact on P/E ratio. 
H 3: Market capitalization has a negative relationship on P/E ratio. 
H 4: ROE has a positive relationship on P/E ratio. 
H 5: Sentiment has a positive relationship on P/E ratio. 
H 6: Debt to equity has significant positive impact on P/E ratio. 
H 7: Interest rates have a negative impact on P/E ratio. 
 

Methodology  

Research sample  

The sample for this study is based on 
the media industry using quarterly data 
from 1 January 2000 to 31 September 
2015. This industry has experienced 
significant fluctuation in 2015 as more 
and more media companies are listed in 
the Chinese stock market. The price 
earnings ratios of the media industry are 
extremely volatile, particularly from the 
first quarter of 2015 to third quarter of 
2015. The index starts at the 2000 point 
and goes to 6701 at its highest point. It 
is quite incredible that the growth rate 
reached 235.05 percent during only 
these three quarters. In addition, we will 
divide the media industry into three 
sub-sectors. These are media agencies, 
publishing, and broadcast & 
entertainment, to segment the industry. 

Research instruments  
This paper gets six main factors 
affecting P/E ratio by analyzing the 
classic stock valuation model and the 

results of previous studies. Based on the 
Shanghai and Shenzhen A share index, 
the influence factors of P/E ratio have 
been empirically researched making use 
of descriptive statistics, correlation 
analysis and regression analysis 
methods.  

Before constructing models, the paper 
uses scatter plot to analyze different 
curve relations between the variables 
and P/E. Through the intuitive 
understanding of graphics, the 
relationship between P/E ratio and 
various variables is largely follows a 
linear relationship. Therefore, the paper 
will use the linear regression model to 
perform regression. 

In addition, from the fitting coefficients 
and test results, the regression model 
established by industry is better than the 
overall regression model, indicating that 
it is important for investors to forecast 
P/E ratio from the perspective of 
industry. 

Moreover, multiple regression analysis 
is employed for the media industry. The 
equation is as follows.
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Where�Ö 
DY= Dividend yield 
P/B = Price to book ratio 
Ln MC = Natural logarithm of market 
capitalization 
ROE= Return on equity 
Se= Sentiment 
D/E= Debt to equity 
IR= Interest Rate 
 
Since this study uses time-series data, 
the problems of multicollinearity, 
heteroscedasticity and autocorrelation 
are tested and solved before obtaining 
the final equation for the whole media 
industry, media agencies, media 
publishing and media broadcast & 
entertainment. 
 

Results 

The paper consists of the descriptive 
statistics of all 61 observations overall 
this time period (September 2000 - 
December 2015) to evaluate the 
performance of each variables and 
compare to the one main industry and 
its three sub-sectors. 

Results for the whole media 
industry  
For descriptive statistics, the P/E ratio 
of the whole media industry has a mean 
of 50.0869 points with a maximum of 
131.3 points, a minimum of 13.3 points 
and a standard deviation of 21.8245 
points. For dividend yield, the mean is 
0.6697 and the standard deviation is 

0.373. The highest is 1.56 and the 
lowest is 0. The average of both P/B and 
D/E ratio are 4.021 and -0.0836. Their 
standard deviations are 1.6769 and 
0.1485. The maximum and minimum 
are 9.56 and 0.2634, 2.1 and -0.2885. 
For ROE, the mean is 7.7954. The 
highest is 12.56 and the lowest is 0.15; 
the standard deviation is 2.5609. The 
average of sentiment and interest rate 
are 1.0713 and 3.4744 and their 
standard deviations are 0.2224 and 
0.3481. The highest values are 1.5263 
and 4.41 respectively, and the lowest are 
0.6542 and 2.97 respectively. The 
average of market capitalization is 
97805.15. The highest and the lowest 
are 700199 and 12498; the standard 
deviation is 152369.3.    

For multiple regression analysis, all 
variables are stationary by performing 
ADF testing before estimating the 
models. Since none of the absolutes of 
correlations among independent 
variables is greater than 0.8, there is no 
multicollinearity problem. Based on 
White test, the result is 34.0508 and the 
probability of lnP/E media is 0.6193 
which is greater than limit �O�H�Y�H�O�� �.� ����������
which means that there is no 
heteroscedasticity. All seven 
independent variables are eligible to be 
used in the multiple regression analysis. 
However, an autocorrelation problem is 
found in this case, so the Newey-West 
method is employed to remedy those 
problems. The final equations are 
exhibited below.
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    ln(P/E)t=4.41-�����������'�<���W�����������¨���3���%���W-���������¨�O�Q(MC)t+0.04(ROE)t    (8) 

              (0.0686*)     (0.0916*)   (0.7879)    (0.0367** )  

           +0.10(SE)t -1.49(D/E)t-0.12(IR)t  
                (0.77)   (0.0248** )  (0.3203) 

F-Statistic = 2.9466 

Prob.(F-Stat) = 0.0112 

** = stat istical significance at the 0.05 level 

*= statistical significance at the 0.1 level 

 
From equation 8, Prob. (F-Stat) is 
statistically significant at the 0.05 level, 
indicating that overall 7 independent 
variables produce the probability of 
error. A significant influence is 0.0112 
on the dependent variable. All the seven 
independent variables help explain the 
change in P/E media industry 18.76%. 
According to the statistical significance 
of the coefficients of the independent 
variables, D(P/B), ROE, SE and D/E 
have a positive effect on lnP/E media 
industry; DY, D(lnMC) and IR have a 
negative effect on lnP/E media industry. 
Meanwhile, variables DY and D(P/B) 
effect on lnP/E at 10% level, ROE and 
D/E impact on lnP/E very significantly 

at a 5% level. The remaining variables 
D(lnMC), SE and IR do not have 
significant effect on the dependent 
variable from the above result. 

Results for the media 
agencies, media publishing 
and media broadcast & 
entertainment 

Through implementing the ADF unit 
root test, multicollinearity test, 
heteroscedasticity test and 
autocorrelation test, the final regression 
results will adopt the Newey-West fixed 
model to remove problems are as 
follows:

 

Media agencies: 

ln(P/E)t=16.1-0.13�¨(DY)t+0.09(P/B)t-0.62�¨ln(MC)t+2.27(SE)t      (9) 

              (0.8951)  (0.5781)   (0.4305)    (0.0595*)  

           -1.16(D/E)t-4.34(IR)t  
                (0.2987)  (0.0058*** ) 
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F-Statistic = 6.4450 

Prob.(F-Stat) = 0.0020 

Adjusted R2 = 0.6203 

** *  = statistical significance at the 0.01 level 

*= statistical significance at the 0.1 level 

 
Based on the equation 9, it can be seen 
that the probability in the final model is 
equal to 0.0020 and the F-statistic is 
6.4450 which means the six 
independent variables can be used to 
determine their influence on the 
dependent variable ln(P/E) at significant 
statistic 1%. Further, the adjusted 
R-squared is equal to 0.6203 which 
means the model can explain the change 
of dependent variable (lnP/E) by 

62.03%. It can be recognized that the 
regression equation is highly significant. 
Particularly, only SE and IR have 
effects on lnP/E at the 10% and 1% 
levels; the other four variables have no 
significant effect on the dependent 
variable, as the table 4.9 shows. D(DY), 
P/B, SE and D/E have a positive effect 
on lnP/E media agencies; D(lnMC) and 
IR have a negative effect on lnP/E 
media agencies.

 

Media publishing: 

ln(P/E)t=1.6-18.46(DY)t+16.95(P/B)t-8.44�¨ln(MC)t+1.61�¨(ROE)t   (10) 

              (0.0684*)  (0.0408**)   (0.2899)    (0.4956)  

        -2.67(SE)t-49.86�¨(D/E)t+1.19(IR)t  
              (0.8607)  (0.2648)  (0.8555) 

F-Statistic = 9.4511 

Prob.(F-Stat) = 0.0000 

Adjusted R2 = 0.5007 

** = stat istical significance at the 0.05 level 

*= statistical significance at the 0.1 level 

 
From the final model above, it can be 
seen that the probability in the equation 
is equal to 0 which means the seven 
variables are able to determine their 
impact on the dependent variable at 

significant statistic 1%. It also illustrates 
that the possibility of generating error of 
a significant influence is 0 between the 
independent and dependent variables. 
Meanwhile, adjusted R-squared is 
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0.5007, which represents that the 
goodness of fit of the model is high and 
the explanatory power of economic 
meaning is strong. Referring to the 
coefficient of the regression equation, 
P/B, D(ROE) and IR have a positive 
effect on lnP/E media publishing, DY, 

D(lnMC), SE and D(D/E) have a 
negative effect on lnP/E media 
publishing. Also, variables DY and P/B 
effect on lnP/E at the 0.1 level and 0.05 
level. Variables D(lnMC), D(ROE), SE, 
D(D/E) and IR have no significant 
effect on the dependent variable.

 
 
Media broadcast & entertainment: 

ln(P/E)t=3.37-0.05(DY)t+0.06�¨(P/B)t-0.07�¨ln(MC)t+0.02�¨(ROE)t   (11) 

              (0.6341)  (0.0230** )   (0.6278)    (0.1214)  

        +0.2(SE)t-0.97�¨(D/E)t-0.03(IR)t  
              (0.3001)  (0.2493)  (0.7306) 

F-Statistic = 2.0600 

Prob.(F-Stat) = 0.0600 

Adjusted R2 = 0.1153 

** = stat istical significance at the 0.05 level 

 
 
From the equation 11, it can be seen that 
it is possible to adopt all seven 
independent variables in the model to 
determine lnP/E media broadcast & 
entertainment at a significant statistic of 
10%, because the significant P value is 
equal to 0.0600 and F-statistic is 2.0600.  
R-squared =0.220300 and adjusted 

R-squared =0.115340, which means the 
estimate equation can explain the 
change of lnP/E media broadcast & 
entertainment for only 11.53%. The 
coefficient of regression equation 
expresses the relationship between 
variables.
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Conclusions and discussions 

Table 1: Summary of the statistical significance of the overall results  

 P/E Media 

Industry  

P/E Media 

Agencies: 

P/E Media 

Publishing: 

P/E Media Broadcast 

& Entertainment : 

Dividend yield (DY) -*   -*   

Price to book ratio (P/B) +*  +**  +**  

Market capitalization 

(MC) 

    

ROE +**     

Sentiment (SE)  +*   

Debt to equity (D/E) +**     

Interest rate (IR)  -***    

Note: ***, ** and * represent 1%, 5% and 10% level of significance respectively 

+ represent positive relationship and �± represent negative relationship 

 

Table 1 shows that different variables 
have different influences on the P/E 
ratio, where the price to book ratio, 
return on equity, sentiment and debt to 
equity have a positive effect. It means 
that when these variables increase, the 
P/E ratio of �&�K�L�Q�D�¶�V�� �V�W�R�F�N�� �P�D�U�N�H�W�� �D�O�V�R��
increases. The variables that are under a 
negative relationship with the P/E ratio 
�R�I�� �&�K�L�Q�D�¶�V�� �V�W�R�F�N�� �P�D�U�N�H�W�� �D�U�H�� �G�L�Y�L�G�H�Q�G��
yield market capitalization and interest 
rate. In the other part of the study, the 
sub-sectors in which P/E ratio are 
strongly positively affected by the P/B 
ratio were media publishing and media 
broadcast & entertainment. The result 
shows that media agencies have interest 
rate as their main force. There is also 
had sentiment as an explanatory 
variable of P/E ratio. This indicates that 
they are positively connected to P/E of 

media agencies. P/E of media 
publishing had their strong force in 
dividend yield; it is a negative relation. 
However, market capitalization has no 
effect on P/E ratio. These sub-industries 
are quite special, since they have a 
unique structure of their income. 

Dividend yield has a negative 
�F�R�U�U�H�O�D�W�L�R�Q�� �W�R�� �3���(�� �R�I�� �&�K�L�Q�D�¶�V�� �P�H�G�La 
industry and media publishing, which is 
consistent with Fisher and Statman 
(2000) and Bhargava, V., Dania, A., & 
Malhotra, D. K. (2011). The same result 
is seen with Marco Taliento (2013) and 
Kulling Karl Johan and Lundberg Filip 
(2007), who support that when P/E ratio 
for media industry has a positive 
development, the market may not have 
generated greater earnings, and 
therefore dividend yield has not 
increased.
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The P/B ratio has a positive effect on 
�3���(�� �R�I�� �&�K�L�Q�D�¶�V�� �P�H�G�L�D�� �L�Q�G�X�V�W�U�\���� �P�H�G�L�D��
publishing and media broadcast & 
entertainment. This result is consistent 
with the previous literature, such as 
Danielson and Dowdell (2001). The P/B 
ratio is determined by the current 

closing price of the stock and the net 
assets per share. If the company's 
operating performance is better, the 
faster the value of its assets, the higher 
the value of the stock, and shareholders 
will get the more earnings from the 
company.

 

 

ROE has a significant positive effect on 
P/E on the whole media industry. This 
result is seemingly in line with theories 
and existing literature such as the 
Gordon model and Net Present Value of 
Growth Opportunity model. In general, 
�L�I�� �D�� �F�R�U�S�R�U�D�W�L�R�Q�¶�V�� �E�X�V�L�Q�H�V�V�� �S�H�U�I�R�U�P�D�Q�F�H��
is good, investors should have 

appropriate expectations for the 
company and will invest in the company, 
which will cause a rise in stock prices, 
and ultimately lead to improving the 
price earnings ratio. So, the higher 
corporate profitability indicators are, the 
higher P/E ratio will be.

 

 

Sentiment has a positive relationship 
with P/E on media agencies. This is 
further consistent with the modern 
theory in behavioral finance in earlier 
�O�L�W�H�U�D�W�X�U�H�� �E�\�� �%�D�N�H�U�� �D�Q�G�� �:�X�U�J�O�H�U�¶�V��
(2007). Several studies find a relation 
between investor sentiment (Leite, T., 
2005) and stock return (e.g. Chortareas 

et al., 2012; Da, et al., 2015; Dergiades, 
2012; Huang et al., 2014; Jitmaneeroj 
and Wood, 2013; Piccione and Spiegler, 
2014; Peon et al.,2015). The higher the 
sentiment ratio, the higher the 
expectation of investors for stocks, 
resulting in the stock price increases.
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Debt to equity has a strong positive 
correlation with price-earnings ratio on 
the whole media industry, which is 
consistent with Miller and Modigliani 
(1958). The higher the debt to equity 

ratio, the higher debt financing the firm 
uses, resulting in the higher risk 
perceptions of investors. Since the risk 
is often directly proportional to earnings, 
so the price-earnings ratio decreases.

 

 

Interest rate is the amount charged, 
expressed as a percentage of principal, 
by a lender to a borrower for the use of 
assets. Interest rates are normally 
expressed as a percentage of the 
principal for a period of one year. In 
addition, interest rate is under a strong 
significant negative influence only for 
media agencies. The result seemingly in 
accordance with theories and earlier 
literature, such as the Gordon model, 
which shows that price-earnings ratio is 
the reciprocal of market interest rate and 
analysis by Ben Amoako-Adu and 
Brian Smith (2002). The decline in 
interest rates �Z�L�O�O�� �U�H�G�X�F�H�� �H�Q�W�H�U�S�U�L�V�H�V�¶ 
cost of borrowing. Enterprise 
production funds will be more abundant, 
which is conducive to the expansion of 
business and production, and improve 
enterprise income. Then, superior 
operating results of the enterprise will 
increase investor's investment 

expectations. They will be more 
inclined to pay a higher price to 
purchase stocks, promoting the rise of 
stock prices and price-earnings ratio. 

There are four recommendations about 
price-earnings ratio. At first, managers 
or investors should profound understand 
the universality and particularity of P/E 
ratio. Secondly, it is very necessary to 
deal with unique circumstances of each 
country's stock market to make 
reasonable decisions. Thirdly, to 
strengthen the information disclosure of 
media enterprises. Investors can use the 
model to predict P/E ratio of listed 
media companies and the average P/E 
of the media industry. In addition, 
researchers need to distinguish between 
the main industry and individual sectors 
in the process of analyzing the industry 
P/E ratio. 
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In conclusion, based on the results of 
the factors which can affect 
price-earnings ratio in the media 
industry, this study, can guide investor's 
investment behavior and help 
companies to conduct an economic 
decision. In addition, investors can 
identify market risk and grasp the 
investment opportunities dependent 
upon the analysis of the overall market 
price earnings ratio, with access to 
higher investment income. Management, 

through the analysis of price-earnings 
ratio, can understand the strength of the 
stock market so as to ensure that 
reasonable regulation measures 
guarantee the stock market�¶�V healthy 
operation. Additionally, to overcome the 
limitation of this study, the next 
research should identify determinants of 
price-earnings ratio for other sectors of 
�&�K�L�Q�D�¶�V�� �V�Wock market. Therefore, 
investors can use the regression model 
to forecast the trend of other industries.
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Abstract  

Social distancing during the COVID-19 pandemic is an acknowledged and effective 
strategy to slow the infections rate. Audio-based social platforms (ABSPs; feeling like 
the audio chat social network), including Clubhouse; Twitter space; and Facebook live 
audio rooms, were introduced and caught the attention of app users around the world 
during the lockdown policies and social isolation practice of Public Health policies. A 
number of famous figures were so fascinated by these platforms that the platforms 
became well-known swiftly across the world. 
This research aims to understand ABSPs user behavior in Thailand. Based on��Uses and 
Gratifications Theory (UGT), and Social Influence Theory (SIT), this research intends 
to investigate the relationships between the perceived Utilitarian value (UV); the 
perceived Hedonic value (HV); the perceived Social value (SV), and user engagement 
(E). The questionnaire was employed to collect data from ABSPs users in Thailand, 
specifically the users with age of 25-to-34-years-old male, female, and LGBTQI+ were 
the sample frame of this research. The data then was analyzed using the structural 
equation modeling (SEM) to examine the influence of the three variables (i.e., UV, HV, 
SV) on ABSPs user engagement. The results revealed that all three perceived values, 
including Utilitarian, Hedonic, and Social values played an influential role in user 
engagement. This research provides insights into the understanding of ABSPs user 
behavior in Thailand and contributes the best practices to ABSPs users and marketers, 
as well as platform developers, in a way that they can enhance platforms and present 
interesting content that satisfy the users, leading to success eventually. 

Keywords: audio-based social platforms, social media, perceived values, user 
engagement 
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Introduction  
The outbreak of COVID-19 virus 
substantially �L�P�S�D�F�W�H�G�� �W�K�H�� �Z�R�U�O�G�¶�V��
economy�� ��Al -Awadhi, Alsaifi, Al-
Awadhi, & Alhammadi, ��������; Baker et 
al., ��������; Cheema, Faff, & Szulczyk, 
����������, as well as causing mental 
problems in individuals, such as 
depression�� ��Faisal, Jobe, Ahmed, & 
Sharker, ����������. Moreover, several 
nations were propelled to improve their 
economy, including digital 
communication�� ��Ménard, ����������, and 
social distancing practices were 
introduced, resulting in the expansion of 
online community����Bern & Liljeström, 
���������� for study, work, entertainment, and 
health care����Brynjolfsson et al., ��������; 
Chiauzzi, Clayton, & Huh-Yoo, ��������; 
Lustgarten, Garrison, Sinnard, & Flynn, 
��������; Narcisi & Alspach, ��������; 
Simpson, Richardson, Pietrabissa, 
Castelnuovo, & Reid, ��������; Wang, Liu, 
Qian, & Parker, ��������; Wang & 
Roubidoux, ������������due to the COVID-19 
pandemic. Social media platforms, 
growing rapidly, are utilized in various 
ways; hence, consumer needs are a vital 
element for platform developers to 
consider for the success of a particular 
platform. 

Social platforms have been unsuccessful 
and, for the minority, successful in the 
way that they are accessible to the users. 
�7�K�H�� �L�Q�G�L�F�D�W�L�R�Q�� �R�I�� �D�� �V�R�F�L�D�O�� �S�O�D�W�I�R�U�P�¶�V��
success comprises user satisfaction (Orji, 
Kusi-Sarpong, & Gupta, 2020); platform 
security�� ��Mohammadian & 
Mohammadreza, ���������������X�V�H�U�V�¶���H�P�R�W�L�R�Q�V��
and feelings����Huy & Shipilov, ����������; and 
being accessible (Zeiller & Schauer, 
2011), all of which influence user 

engagement leading to the success of a 
platform. 

The communication on social media 
platforms may vary in how they are used, 
such as texting, picture sending, and 
audio chatting. however, their purpose 
appears mutual, that is, to facilitate the 
communication����Russo, Watkins, Kelly, 
& Chan, ����������. During the COVID-19 
outbreak, a new social platform was 
introduced and gained in popularity 
rapidly, and that was the most well-
known consumed more easily for the 
users whilst multitasking and production 
has greater accessibility ��Nypadymka & 
Hudym, ����������. One of the most well-
known innovative social platform is 
Clubhouse (Musdalifah, 2021); it rose in 
popularity so drastically that numerous 
marketers anticipated Clubhouse to be a 
promising marketing channel����Reynoso, 
����������, owing to the fact that it was 
offered a large sum of money to be 
purchased by certain mega corporations 
(Roof, Wagner, & Deveau, 2021). Later, 
similar social platforms were developed 
and launched, such as Twitter space and 
Facebook live audio rooms. However, 
there are not sufficient research studies 
covering all dimensions of this type of 
social platforms because of its novelty. 

The perception of users determines the 
success of a particular platform. This 
research aims to investigate the impacts 
of three perceived values, namely 
Utilitarian, Hedonic, and Social values 
on the audio-based social platforms users 
engagement, based on three theories:��
Uses and Gratification Theory (UGT); 
and Social Influence Theory (SIT). These 
three theories were integrated in many 
research studies to investigate factors 
that influence the participation of sellers 
and buyers on Facebook platform��
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��Wongkitrungrueng & Assarut, ����������; to 
study perceived values that influence the 
user intention to use WeChat application��
��Ashraf, Hou, & Ahmad, ����������; to 
examine social factors that influence user 
engagement����Chahal & Rani, ����������; and 
to inspect factors that influence user 
engagement with My Space and 
Facebook (Sledgianowski & Kulviwat, 
2009).  

This research therefore intends to study 
the perceived Utilitarian, Hedonic, and 
Social values as variables, as the 
interaction relationships with one 
another. Moreover, these three variables 
are fundamental factors in this study to 
influence user engagement in audio-
based social platforms (ABSPs). The 
selected social platforms to be 
investigated in this research study are 1) 
Clubhouse, for it is the first of audio-
based social platforms; 2) Facebook live 
audio rooms, for it is a feature on a social 
platform with the largest number of users 
in the world; and 3) Twitter space, for its 
executives negotiated to purchase 
Clubhouse in the launching phase and it 
is a feature on one of the most well-
known platforms. 
 

Research objective 
This research seeks to provide 
knowledge and understanding of audio-
based social platforms user behavior in 
Thailand, with three platform targets: 
Clubhouse; Twitter space; and Facebook 
live audio rooms. The study investigates 
the effects of Utilitarian value, Hedonic 
value, and Social value on user 
engagement. 
 

Research question 

This research proposes to answer the 
question of what factors influence audio-
based social platforms user engagement 
in Thailand. 
 

Literature review 
Audio base social platform 
(ABSPs) 
Social media is defined as the content 
shared on the internet (Terry, 2009), or 
internet applications that integrate 
technologies Web 2.0 and ideology��
��Hoyer, MacInnis, & Pieters, ��������; Kent, 
����������, which facilitate two-way����Hoyer 
et al., ��������; Kent, ���������� online 
communication�� ��Russo et al., ����������. 
Social media, in addition, are construed 
as Internet-based channels that 
encourage interaction and awareness of 
the value of created content in real-time��
��Carr & Hayes, ����������.  

Audio is a form of communication 
having been used thus far. It gives 
pertinent understanding of the content 
being communicated�� ��Zhou, Sisman, 
Zhang, & Li, ����������. This can be seen 
from the development of social media 
from texting to pictures with audio��
��Subrahmanyam & Greenfield, ���������� 
and finally to audio-only in 2000. 
Initially, it was one-on-one 
communication with audio files. Later 
on, it advanced to two-way 
communication with the mass of people 
in real-time.�� Audio-based social 
platforms were developed from Voice 
over Internet Protocol (VoIP) technology��
��Vakhnenko, ����������, which is 
fundamental in communication on phone 
and mobile phone����Booth, ���������� with the 
analog signal being changed to the digital 
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signal and sent through the internet 
network. 

The first audio-based social platform, 
namely Clubhouse reached two million 
downloads per week, with approximately 
ten million users, soon after its launch 
(Balaji, 2021; Etherington, 2021; Perez, 
2021). In addition, Twitter offered 4,000 
million US dollars to purchase 
Clubhouse (Levy & Rodriguez, 2020). 
Social media mega corporations later 
introduced a new feature on their own 
platforms: Twitter space and Facebook 
live audio rooms, soon after the launch of 
Clubhouse. 

Audio-based social platforms are used in 
variety purposes, for example, to express 
political views and sensitive matters, 
such as a protest in Hong Kong����Chan, 
��������; Lu & Yang, ����������, including 
violation, such as racism, false 
information, and hate speeches��
��Culliford, ��������; Diorditsa, 
Katerynchuk, Telestakova, Kulak, & 
Nastiuk, ��������; Mansourifar et al., ����������. 
On the bright side, they are used in 
mental therapies, reducing loneliness��
��Mutschler, Junaid, & McShane, ����������; 
are used for a communication tool for the 
blind����Bern & Liljeström, ����������; and are 
used to inspire people from successful 
and famous individuals. Previous 
research aimed to discover the pros and 
cons of the use of this type of social 
platform, whereas the question of how 
the user behavior influences their 
engagement with the platforms has yet to 
be comprehensibly answered. This 
research study, therefore, seeks to 
investigate influential factors on user 
engagement with Clubhouse, Twitter 
space, and Facebook live audio rooms. 
 

Hypothesis 
development 
User engagement 
Engagement is a determinant of the 
efficiency of��online media (Malthouse, 
Calder, & Mersey, 2010) that leads to the 
success of a platform (Syrdal & Briggs, 
2018; Tuten & Solomon, 2017). User 
engagement is basically assessing an 
�L�Q�G�L�Y�L�G�X�D�O�¶�V�� �U�H�V�S�R�Q�V�H�� �W�R�� �D�� �G�L�J�L�W�D�O��
platform offering. It refers to pertinent to 
�X�V�H�U�V�¶�� �I�H�H�O�L�Q�J�V�� �D�Q�G�� �H�P�R�W�L�R�Q�V (Kahn, 
1990), their metal states (Laurel, 2013; 
Syrdal & Briggs, 2018), which gives rise 
to distinctive forms of participations, i.e. 
time spent on the platforms (Kearsley & 
Shneiderman, 1998). User engagement is 
�D�O�V�R�� �U�H�O�D�W�H�G�� �W�R�� �X�V�H�U�¶�V�� �X�Q�G�H�U�V�W�D�Q�G�L�Q�J����
emotions, and behavioral dimensions 
(Malthouse & Calder, 2011), including 
their intelligence, social behavior (Vivek, 
Beatty, & Morgan, 2012), and trust 
(Dessart, Veloutsou, & Morgan-Thomas, 
2015).  Previous research suggest that 
user engagement can be related with 
hedonic factors of the users (Kahn, 
1990), understanding factors (Malthouse 
& Calder, 2011)���� �D�Q�G�� �W�K�H�� �V�R�F�L�H�W�\�¶�V��
intelligence and behavior (Vivek et al., 
2012). 
 
Uses and Gratifications 
Theory: Utilitarian and 
Hedonic values 
�7�K�L�V�� �V�W�X�G�\�� �X�W�L�O�L�]�H�V�� �³�8�V�H�V�� �D�Q�G��
�*�U�D�W�L�I�L�F�D�W�L�R�Q�V�� �7�K�H�R�U�\�� ���8�*�7���´�� �W�R��
understand the uses of online media such 
as social media in the consumer 
perspective. This theory can address how 
users influence media (Katz, 1959), since 
users play a crucial role in determining 
which media to use (Severin & Tankard, 
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1997), whereas media are required to be 
�L�P�S�U�R�Y�H�G�� �W�R�� �P�H�H�W�� �W�K�H�� �X�V�H�U�V�¶�� �Q�H�H�G�V��
(Blumler & Katz, 1974; Katz, Blumler, 
& Gurevitch, 1973). UGT has been 
utilized in social media studies (Chen & 
Chan, 2017; Ku, Chen, & Zhang, 2013; 
Li, Guo, & Bai, 2017; Luo, Chea, & 
Chen, 2011). Accordingly, gratifications 
can arise from social interaction, 
information seeking, affection seeking 
and escape (Menon & Meghana, 2021). 
Based on UGT perspective, two main 
dimensions; including the perceived 
utilitarian value and perceived hedonic 
value, are employed in this study to 
assess how to improve user engagement.  

The �³Utilitarian Value �  ́involves users 
are aware of the effective, functional, 
necessary, and practical of a platform 
(Hassanein & Head, 2004; Lu, Hsu, & 
Hsu, 2005; Vieira, Santini, & Araujo, 
2018; Voss, Spangenberg, & Grohmann, 
2003). The utilitarian value is found to 
affect user engagement (Mikalef, 
Giannakos, & Pateli, 2012; 
Wongkitrungrueng, Dehouche, & 
Assarut, 2020) since it is associated with 
understanding (Botti & McGill, 2011) 
that can satisfy consumers in the way that 
they can search for products or services 
to fulfill their needs (Babin, Darden, & 
Griffin, 1994). The utilitarian value can 
be perceived through awareness of the 
usefulness of online media (Hassanein & 
Head, 2004; Lu et al., 2005; Vieira, 
2018), convenience (Bridges & 
Florsheim, 2008; Overby & Lee, 2006; 
Rintamäki, Kanto, Kuusela, & Spence, 
2006), safety (Ahuja, Gupta, & Raman, 
2003; Fang, Zhao, Wen, & Wang, 2017), 
and accessibility (Fang et al., 2017; Lee, 
Xiong, & Hu, 2012; Yahia, Al-Neama, & 
Kerbache, 2018). Therefore, the 
following hypothesis is postulated in this 
study: 

H1: The utilitarian value of ABSPs has a 
positive relationship with user 
engagement. 

The �³�+�H�G�R�Q�L�F�� �9�D�O�X�H�´ relates to users 
get fun, exciting, enjoyment and 
emotional satisfaction (Babin et al., 
1994; Creaner, 2015; Cunningham & 
Craig, 2017; Hirschman & Holbrook, 
1982; Holbrook & Hirschman, 1982; 
Voss et al., 2003). The hedonic value is 
demonstrated that it can impact user 
engagement (Charfi, 2014; Cuny, 
Fornerino, & Helme-Guizon, 2015; Kim, 
Kim, & Wachter, 2013; Lee et al., 2012; 
Pang, 2021; Wang, Baker, Wagner, & 
Wakefield, 2007). It stems from 
responses to emotions (Babin et al., 
1994; Holbrook & Hirschman, 1982; 
Voss et al., 2003), feelings (Verplanken 
& Herabadi, 2001), and entertainment 
���1�H�H�O�H�\�����0�L�Q�����	���.�H�Q�Q�H�W�W�(�+�H�Q�V�H�O��������������, 
resulting in user satisfaction (Batra & 
Ahtola, 1991; Eighmey, 1997; Pham, 
1998). Therefore, the following 
hypothesis is postulated in this study: 

H2: The hedonic value of ABSPs has a 
positive relationship with user 
engagement. 
 
Social influence Theory: The 
social Value 
�6�R�F�L�D�O�� �L�Q�I�O�X�H�Q�F�H�� �E�D�V�H�G�� �R�Q�� �³�6�R�F�L�D�O��
�,�Q�I�O�X�H�Q�F�H�� �7�K�H�R�U�\�� ���6�,�7���´�� �K�D�V�� �E�H�F�R�P�H��
famous topic among scholars recently 
during the COVID-19 pandemic (Naeem 
& Ozuem, 2021). It refers to an 
�L�Q�G�L�Y�L�G�X�D�O�¶�V�� �E�H�K�D�Y�L�R�U���� �D�W�W�L�W�X�G�H�� �D�Q�G��
decision-making dependent on others 
and society, which are expressed in 
conformity with compliance, 
identification, or internalization 
(Kelman, 1958). This theory was utilized 
to study social factors with social media 
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(Dholakia, Bagozzi, & Pearo, 2004; 
Schaefers & Schamari, 2016; Snijders & 
Helms, 2014) in previous research. 
Research employing the social 
communication technologies concept 
�L�Q�G�L�F�D�W�H�V���W�K�D�W���D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���L�Q�W�H�Q�W�L�R�Q���W�R��
use social media is determined by a social 
relationship (Koo, Wati, & Jung, 2011). 
Based on SIT perspective, symbolic 
dimension can be used in consideration 
of social value.  

The �³�6�R�F�L�D�O�� �9�D�O�X�H�´ is defined as the 
awareness stemming from a particular 
�R�E�M�H�F�W�¶�V���U�H�O�D�W�L�R�Q���W�R���S�R�S�X�O�D�W�L�R�Q�����H�F�R�Q�R�P�\����
cultures or social groups (Li & Li, 2014; 
Wang, Yu, & Wei, 2012). The social 
value or symbolic value also determines 
�D�Q���L�Q�G�L�Y�L�G�X�D�O�¶�V���L�G�H�Q�W�L�W�\��(Belk, 1988) and 
social behavior (Li & Li, 2014). Besides, 
the social value is relevant to materialism 
(Babin et al., 1994; Veblen & Mills, 
2017) in the way that people conform 
with the society (Kang & Johnson, 2013) 
out of fears of missing out (Musdalifah, 
2021) or to show off (DeLeire & Kalil, 
2010).�� Also, maintaining a good 
relationship with society, family and 
friends (Mathwick, 2002) stimulates an 
�L�Q�G�L�Y�L�G�X�D�O�¶�V�� �S�D�U�W�L�F�L�S�D�W�L�R�Q���� �3�U�H�Y�L�R�X�V��
research studies have shown that 
�F�R�Q�V�X�P�H�U�V�¶�� �V�H�O�I-satisfaction and 
relationship-building with others have a 
positive effect on an evaluation of the 
quality of shops, platforms and 
presentation channels; this positive effect 
contributes to the improvement of the 
customer engagement with the online 
platforms (Koo, Kim, & Lee, 2008; 
Massicotte, Michon, Chebat, Sirgy, & 
Borges, 2011). Therefore, the following 
hypothesis is postulated in this study: 

H3: The social value of ABSPs has a 
positive relationship with user 
engagement. 

Research methodology 
This research study is applied research �± 
descriptive and explain research �± to 
predict phenomena of perception of 
audio-based social platforms users in 
Thailand, in which the quantitative 
research approach was applied with 
questionnaires��as a tool to collect data 
from the samples. The research 
presentation was conducted through 
statistical procedures. 

The questionnaires were sent in the 
electronic form, for it can reach and 
cover a large number of samples. The 
sampling group in this study contains 388 
male, female, and LGBTQ+ individuals, 
25-34 years old, in Thailand who have 
used at least Clubhouse, Twitter spaces, 
or/and Facebook live audio rooms, with 
the role of Speaker or/and Listener, with 
95% confidence interval. The sampling 
group at the age of 25-34 is primarily 
targeted for marketing on social media 
(Kemp, 2021), therefore, they are 
potential to be studied. 
 

Measurements 
The questionnaire was originally 
developed in English and was then 
translated into Thai. The Thai version 
was reviewed by two native Thai 
�V�S�H�D�N�H�U�V�� �Z�L�W�K�� �P�R�U�H�� �W�K�D�Q�� ������ �\�H�D�U�V�¶��
experience in professional translation in 
order to ensure the accuracy of the 
translation. Then the translated 
questionnaire was retranslated back into 
English in order to confirm that the 
translation process was correct. All items 
were measured on a five-point Likert 
scale. The items for each construct were 
adopted from previous research in the 
literature. The items for measuring 
Utilitarian value Hedonic value and��
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Social value were developed based on 
those from from Davis (1989); Fang et al. 
(2017); Wongkitrungrueng and Assarut 
(2020). The User engagement items were 
adapted from Wongkitrungrueng and 
Assarut (2020). The questionnaire 
comprises five sections: 1) two screening 
questions; 2) five ABSPs user behavioral 
questions; 3) seven perceived utilitarian 
value questions, five perceived hedonic 
value questions, six perceived social 
value questions; 4) five user engagement 
questions; and 6) four demographic 
questions.  

The questions then were tested for index 
of item objective congruence (IOC) by 
five experts for their accuracy and 
validation. After that, the 40 
questionnaires (Google form) were 
pretested with the sample. Later, the 
questionnaire was tested for its reliability 
�Y�L�D�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �D�Q�G�� �)�D�F�W�R�U��
loading. Finally, the completed qualified 
questionnaire was sent to 388 samples for 
data collection��dependent on the sample 
size estimation of�� Cochran (1977)��
because the sample was large and its 
exact number of population was 
unknown, with 95% confidence interval. 
The acquired empirical data then was 
statistically analyzed through statistics 
programs and through structural equation 
modeling (SEM) for the relationships 
between independent and dependent 
variables.  
 

Results 
According to respondent information, the 
findings showed that a total of 388 
respondents consisted of females 
(42.8%); males (34.8%); and LGBTQI+ 
(22.4%). Regarding their occupations, 
there were private company employees 
(41.8%); freelancers (21.4%); university 

students (13.1%); government officials 
(10.8%); business owners (10.6%); 
unemployed (2.1%); and pharmacist 
(0.3%). The education was �E�D�F�K�H�O�R�U�¶�V 
degree (78.6%); �P�D�V�W�H�U�¶�V degree 
(12.9%); �G�R�F�W�R�U�¶�V degree (5.4%); and 
lower than �E�D�F�K�H�O�R�U�¶�V degree (3.15). The 
income was 20,000-30,000 baht (44.1%); 
10,000-20,000 baht (36.9%); more than 
30,000 baht (14.9%); and lower than 
10,000 baht (4.1%). The respondents, as 
non-Speaker, were accounted for 80.7% 
and as Speaker for 19.3%. Most 
respondents used ABSPs on IOS 
(60.8%); Android (24.2%); and PC 
(14.9%). The frequency of using ABSPs 
was 6-10 times per month (53.6%); 1-5 
times per month (25.0%); 11-15 times 
per month (19.1%); and more than 15 
times per month (2.3%). The average 
online session on ABSPs was less than 1 
hour (40.7%); 1-2 hours (36.6%); 3-4 
hours (13.4%); and longer than 4 hours 
(9.3%). The respondents used Clubhouse 
(70.6%); Twitter spaces (58.8%); and 
Facebook live audio rooms (51.5%). 

This study employed structural equation 
modeling to test the proposed theoretical 
model, with factor analysis and multiple 
regression combined into a single 
statistical procedure (Hair, Black, Babin, 
Anderson, & Tatham, 2006). According 
Hair et al. (2006), this is a two-step 
approach: first, a confirmatory factor 
analysis (CFA) assesses the reliability 
and validity of the measurement models, 
then a structural model is used to test the 
hypotheses. Prior to undertaking the 
statistical analysis confirmatory factor 
analysis (CFA), structural equation 
modeling (SEM), the preliminary 
assumption testing is performed to check 
that the data set is not violating any 
assumptions. Therefore, the obtained 
data went through a univariate test for the 
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skewness, kurtosis, normality, and 
Pearson correlation coefficient prior to 
structural equation modeling (SEM). 
Initially,  the theories from the literature 
review were developed to be a theoretical 
model and presented through the 
structural equation modeling to show if  
the relationships between the variables 
were eligible for the analysis of SEM. 
After that, the covariates in the full  model 
were tested; the model was adjusted until 
it was applicable.�� 

The one-factor congeneric model of the 
perceived values estimated the utilitarian 
value, the hedonic value, and the social 
value. The value of the utilitarian value 
was disqualified (0.138); the qualified 
value should not exceed 0.10 
(Diamantopoulos, Siguaw, & Siguaw, 
2000). Hence, the covariances were 
connected from the adjustment of the 

model, producing �&�U�R�Q�E�D�F�K�¶�V alpha = 
0.871, X2 = 25.536 (10), p �± value = 
0.004, GFI = 0.982, CFI = 0.987, 
RMSEA = 0.063, and SRMR = 0.0279, 
all of which were qualified. All  the 
values of the hedonic value were 
qualified with �&�U�R�Q�E�D�F�K�¶�V alpha = 0.836, 
X 2 = 15.281 (5), p �± value = 0.009, GFI 
= 0984, CFI = 0.985, RMSEA = 0.073 
and��SRMR = 0.0272. All  the values of 
the social value were also qualified with 
�&�U�R�Q�E�D�F�K�¶�V alpha = 0.844, X2 = 34.536 
(9), p �± value = 0.000, GFI = 0.972, CFI 
= 0.972, RMSEA = 0.086, and SRMR = 
0.0350. The values of the one-factor 
congeneric model of engagement were 
all qualified with �&�U�R�Q�E�D�F�K�¶�V alpha = 
0.806, X2 = 15.321 (5), p �± value = 0.009, 
GFI = 0985, CFI = 0.983, RMSEA = 
0.073 and��SRMR = 0.0266, as shown in 
Table 1.

 

 
Table 1��shows the summary of the analysis of one-factor congeneric measurement 
models to validate the goodness-of-fit of the statistics and reliability of data. 

 �� 
Û GFI CFI RMSEA SRMR 

�8�W�L�O�L�W�D�U�L�D�Q���Y�D�O�X�H�
�
�����&�U�R�Q�E�D�F�K�¶�V���D = 0.871)     

Initial model (7 items) 
117.179 (14),  
p = 0.000 

0.919 0.915 0.138 0.0563 

Final model (7 items) �± modified 
25.536 (10),  
p = 0.004 

0.982 0.987 0.063 0.0279 

�+�H�G�R�Q�L�F���Y�D�O�X�H�
�����&�U�R�Q�E�D�F�K�¶�V���D = 0.836) 

Final model (5 items) 
15.281 (5),  
p = 0.009 

0.984 0.985 0.073 0.0272 

�6�R�F�L�D�O���Y�D�O�X�H�
�����&�U�R�Q�E�D�F�K�¶�V���D = 0.844) 

Final model (6 items) 
34.536 (9),  
p = 0.000 

0.972 0.972 0.086 0.0350 

�8�V�H�U���H�Q�J�D�J�H�P�H�Q�W�
�����&�U�R�Q�E�D�F�K�¶�V���D = 0.806)     

Final model (5 items) 
15.321 (5),  
p = 0.009 

0.985 0.983 0.073 0.0266 

Note: * initial model was retained without modification, connecting covariances from 
�0�R�G�L�I�L�F�D�W�L�R�Q���L�Q�G�L�F�H�V�����.���Y�D�O�X�H���Z�D�V���U�H�S�R�U�W�H�G���I�U�R�P���W�K�H���I�L�Q�D�O���P�R�G�H�O 
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Next, the analysis of first-order 
measurement models was conducted to 
�P�H�D�V�X�U�H���W�K�H���X�W�L�O�L�W�D�U�L�D�Q���Y�D�O�X�H�����&�U�R�Q�E�D�F�K�¶�V��
alpha = 0.871); the hedonic value 
���&�U�R�Q�E�D�F�K�¶�V�� �D�O�S�K�D = 0.836); and the 
�V�R�F�L�D�O���Y�D�O�X�H�����&�U�R�Q�E�D�F�K�¶�V���D�O�S�K�D��� ������������������
according to the hypotheses of the 
perceived values. The analysis of the 
combined three perceived values 
produced X2 = 704.381 (132), p �± value = 

0.000, GFI = 0.840, CFI = 0.842, 
RMSEA = 0.106, and SRMR = 0.0845. 
GFI, CFI, RMSEA, and SRMR were 
disqualified, therefore, the researcher 
modified the model connecting the 
covariances with the new outcome as X2 
= 298.083 (108), p �± value = 0.000, GFI 
= 0.924, CFI = 0.947, RMSEA = 0.067, 
and SRMR = 0.0673, all of which were 
qualified as shown in Table 2.

 
 
Table 2��shows the summary of the analysis of first-order models. 

 �� 
Û GFI CFI RMSEA SRMR 

Perceived value constructs: Utilitarian ( �D = 0.871), Hedonic (�D = 0.836), Social (�D = 0.844) 

Initial model  
704.381 (132),  
p = 0.000 

0.840 0.842 0.106 0.0845 

Final model �± modified 
298.083 (108),  
p = 0.000 

0.924 0.947 0.067 0.0673 

Engagement Constructs (�D = 0.806)     

Final model 
15.321 (5),  
p = 0.009 

0.985 0.983 0.073 0.0266 

 
Modification  of the structural  
model 
The presented model possesses X2 = 
205.383, df = 133, p = 0.000, CMIN/DF 
= 1.544, SRMR = 0.0869, RMSEA = 
0.038, GFI = 0.959, and CFI = 0.962. The 

p-value from the statistics program 
appeared lower than 0.05 because X2 was 
highly sensitive to a large size of 
sampling and deviated from normality 
(Anderson & Gerbing, 1988; Hair et al., 
2006). In this study, X2 with p-value < 
0.05 was used, which did not prove 
problematic.
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Figure ����Results for final model of user engagement antecedents and effects 
Note: **  Significant at p < �������� 

 

User engagement was statistically 
reportedly influenced by the three 
perceived values, indicated with 0.45 (p 
�± value < 0.01) standardized coefficients 
that support H1 (The utilitarian value of 
ABSPs has a positive relationship with 
user engagement.); H2 (The hedonic 
value of ABSPs has a positive 

relationship with user engagement.) with��
0.43 (p �± value < 0.01)��standardized 
coefficients; and H3 (The social value of 
ABSPs has a positive relationship with 
user engagement.) with 0.44 (p �± value < 
0.01) standardized coefficients, as shown 
in Table 3.

 
 
Table 3 Summary of Hypothesis Testing Using Total Population Data 

Hypotheses Model Hypotheses 
Standardized 

Effect 
Results 

H1 
The utilitarian value of ABSPs has a positive 
relationship with user engagement. 

���������
�
 Support 

H2 
The hedonic value of ABSPs has a positive 
relationship with user engagement. 

���������
�
 Support 

H3 
The social value of ABSPs has a positive 
relationship with user engagement. 

0.�����
�
 Support 

Note: ** p < 0.01 
 

Discussion 
The result from this research found that 
the utilitarian value influenced user 
engagement of ABSPs in Thailand, 
which support previous research 
regarding the use and participation of 
users (Mikalef et al., 2012; 
Wongkitrungrueng & Assarut, 2020) 

stating that users were aware of 
usefulness from using a platform 
(Hassanein & Head, 2004; Lu et al., 
2005; Vieira et al., 2018); convenience to 
use a platform (Parker & Wang, 2016); 
accessibility (Fang et al., 2017; Lee et al., 
2012; Tarute, Nikou, & Gatautis, 2017; 
Yahia et al., 2018); multitasking quality 
(Nypadymka & Hudym, 2021); ability to 
listen to preferable content (Davis, 1989; 

UTILITARIAN 
VALUE 

HEDONIC VALUE 

SOCIAL VALUE 

USER ENGAGEMENT 
���������
�
 

���������
�
 

���������
�
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Hsieh, Rai, & Keil, 2008; Venkatesh & 
Davis, 2000); in real-time 
(Wongkitrungrueng & Assarut, 2020). 

According to the effect of hedonic value 
on user engagement, The result found 
that the hedonic value influenced user 
engagement of ABSPs in Thailand. This 
finding supports, previous research 
regarding hedonic dimension affecting 
the use of a product or service (Akel & 
�$�U�P�D�÷�D�Q���� ������������ �.�U�L�W�]�L�Q�J�H�U�� �	�� �3�H�W�]�H�U����
2020; Wongkitrungrueng & Assarut, 
2020; Zheng, Men, Yang, & Gong, 2019) 
in the way that consumers felt excited 
(Hirschman & Holbrook, 1982), 
entertained, amused (Cuny et al., 2015; 
Kim et al., 2013; Lee et al., 2012; Pang, 
2021; Wang et al., 2007), and good (Fang 
et al., 2017) when using a product or 
service (Hirschman & Holbrook, 1982), 
leading to participation in the use of such 
a product or service. 

In addition to the influence of social 
value in ABSPs user engagement, this 
research found that the social value 
influenced ABSPs user engagement in 
Thailand. This finding is consistent with 
previous research regarding social 
dimension or symbolic dimension 
affecting user engagement (Busalim & 
Ghabban, 2021; Koo et al., 2008; 
Massicotte et al., 2011) in the way that 
users want to be part of the society due to 
fear of missing out (Musdalifah, 2021); 
involving in a communication, making 
new friends (Mathwick, 2002; Zhou, Jin, 
& Fang, 2014); exchanging ideas and 
opinions with strangers (Zhou et al., 
2014); being invited to use a platform 
(Venkatesh & Davis, 2000); and 
�H�[�S�U�H�V�V�L�Q�J�� �R�Q�H�¶�V�� �L�G�H�Q�W�L�W�\ 
(Wongkitrungrueng & Assarut, 2020). 

This research, therefore, confirms that 
the perceived utilitarian value, the 

hedonic value, and the social value are 
the major determinants of ABSPs user 
engagement in Thailand. The findings 
provide the evidence that research 
findings from previous studies in the 
developed and Western countries can be 
applied in the context of developing 
country, particularly Thailand. 
 

Conclusion 
Innovative audio-based social platforms 
(ABSPs) became popular in a short 
period of time among users and social 
media mega corporations like Facebook 
and Twitter. Marketers remark that these 
new social platforms play a significant 
role in business communication; 
therefore, the researcher decided to 
explore the factors leading to the success 
of these platforms. 

The study found that the perceived 
utilitarian value, the hedonic value, and 
the social value are essential to increase 
user engagement on ABSPs in Thai 
context. Users, platform developers, or 
marketers, therefore, should learn about 
the factors that build a more effective 
user engagement strategy so as to 
strengthen their businesses in a 
competitive way. 
 

Implicat ions 
According to contribution to theory, this 
study supports previous research 
literature, the first one of which is 
consumer perception affecting social 
media platform engagement. This study 
tests perceived values through Utilitarian 
value, Hedonic value, and Social value 
affecting ABSPs user engagement. 
Specifically, Uses and gratifications 
theory (UGT), and Social influence 
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Theory (SIT), which are relevant to 
perceived values and user engagement, 
were included in the same model. This 
study proves the correlations between 
these concepts. 

This study also provide some 
implications for marketing practice. 
ABSPs are still in the development 
phase, so those tools and platforms can 
be developed further for more features in 
order to satisfy user satisfaction. Hence, 
the findings of this research regarding the 
perceived values influencing user 
engagement will be useful for marketers 
and platform developers in regards of 
interaction and share in the experiences 
between a user and a brand.��For the 
platform developers, understanding 
perceived values and reliability of users 
that affect user engagement on a 
particular platform is beneficial to 
platform developers, for they can 
improve and create new features to 
�V�D�W�L�V�I�\���X�V�H�U�V�¶���Q�H�H�G�V�����,�Q���D�G�G�L�W�L�R�Q�����W�K�H�\���F�D�Q��
upgrade the existing platforms for bigger 
success, such as having easy to 
understand icons for features, enabling 
regular updates to catch up with the 
present situations, improving platforms 
in a simple way, and having a better 

security system. Moreover, this study 
serves a useful purpose for marketers in 
terms of planning marketing 
communication on ABSPs and other 
social medial platforms. They can select 
the most suitable speakers, content, and 
persuasive approaches to fulfill the social 
dimension, and they can choose a 
platform that fits their targets for 
maximum outcome of the 
communication. 
 

Future research 
Future research should employ other 
research designs such as qualitative 
research approach to grasp the in-depth 
insights into the relationship among 
variables. Besides, future research should 
investigate other social platforms to 
expand the extent of the research and to 
validate, theories, and construct 
reliability. This research was conducted 
with users in Thailand; therefore, users in 
other countries should be the subject of 
future research to evaluate the stability 
and consistent of the research outcomes 
to discover whether the environmental 
factor plays a part in the study.
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Abstract  

The study of factors determining exchange rates between Thai baht and US dollar as 
well as Thai baht and Chinese yuan under president Donald Trump�¶s administration 
collects monthly time series data of the THB��USD exchange rate, the THB��CNY 
exchange rate, interest rate, inflation rate, foreign reserves, and net exports during the 
period from January 2017 to December 2020����The results from multiple regression with 
ordinary least squared show that a change in the interest rate differentials has a 
statistically significant impact on not only a��change in the THB��USD exchange rate but 
also a change in the THB��CNY exchange rate at 0��10 level����Moreover, the inflation rate 
differentials have a statistically significant association with a change in the THB��USD 
exchange rate at 0��10 level����Additionally, a change in foreign reserves is inversely related 
to a change in the THB��CNY exchange rate at 0��05 level����However, net exports have no 
significant effect on both changes in the THB��USD and THB��CNY exchange rates�� 

Keywords����THB��USD, THB��CNY, Interest rate, Inflation rate, Foreign reserves, Net 
exports, President Trump 
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Introduction  
After the Cold War had ended, Southeast 
Asian countries, including Thailand, 
have been perceiving USA as a source of 
peace and stability in international rules 
and norms as well as liberal international 
trade���� However, under 4 years of 
President Donald Trump�¶s 
administration from January 2017 to 
December 2020, American influence and 
leadership in Southeast Asia has been 
declined����Once Trump became the 45th��
US president, he withdrew USA from the 
Trans��Pacific Partnership ��TPP��, which 
is the largest trade deal in the world����
Moreover, he employed trade actions, 
such as increasing tariffs, against 
countries that have large trade surpluses 
with USA����China was targeted as a major 
strategic competitor by Trump����
Consequently, USA launched the trade 
war with China, intensified Freedom of 
Navigation Operations ��FONOPs����in the 
South China Sea, and prohibited Chinese 
apps and tech firms�� 

The worsen US��China relationship also 
affected Thailand because, from��2017 to 
2020, Thailand had the largest trade 
deficit with China and the largest trade 
surplus with the US����Trade deficits of 
Thailand with China have been 
increasing during Trump�¶s 
administration from 517,084 million baht 
in 2017 to 676,043 million baht in 2019����
Moreover, up to August 2020, the value 
of Trade deficits were 402,400 million 
baht����On the other hand, trade surpluses 
of Thailand with USA have been 
increasing during Trump�¶s 
administration from 390,295 million baht 

in 2017 to 425,615 million baht in 2019����
Furthermore, up to August 2020, the 
value of trade surpluses were 342,991 
million baht����Therefore, the volatility of 
Thai baht against US dollar as well as the 
volatility of Thai baht against Chinese 
yuan are concerned by multinational 
corporations in Thailand����Knowing the 
determinants of exchange rate between 
Thai baht and US dollar and Thai baht 
and Chinese yuan will be beneficial to 
them so that they can hedge foreign 
exchange exposure in order to protect 
and reduce their cash flow uncertainty�� 

 

Literature reviews 
According to theories and concepts in the 
area of international finance, interest rate 
parity ��IRP��, relative purchasing power 
parity ��relative PPP��, and balance of 
payment ��BOP���� can help explain 
exchange rate movement�� 

First, for interest rate parity ��IRP����to be 
held, the interest rate differentials 
between any two countries have to be 
equal to neither forward premium nor 
forward discount of foreign currency 
��assuming no transaction costs���� Thus, 
interest rate determines exchange rate as 
supported by various research papers 
with mixed results����For instance, Suthar 
��2008����uses OLS method on monthly 
time series data during April 1996��
January 2006 and finds a significant 
effect of the interest rate differentials 
between India and the US on the rupee��
dollar exchange rate�� Additionally, Liew 
et��al���� ��2009���� study the long��run 
relationship between exchange rate and 
its determinants by using the multivariate 
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cointegration method���� The result 
indicates that interest rates determine the 
exchange rate movement in Thailand����
Rattanapongpinyo ��2010����also analyzes 
monthly averaged secondary data in 
Thailand during 2003��2007 with multiple 
regression approach����The result shows 
the positive association between LIBOR 
and the THB��USD exchange rate����
Recently, Sawatkamon ��2019����studies 
factors affecting the THB��CNY 
exchange rate by using multiple 
regression and finds a positive impact of 
policy interest rate on the exchange rate�� 
However, Mirchandani ��2013����shows a 
negative correlation between interest rate 
and the Rupee��USD exchange rate at the 
significant level of 0��01����Also, Kia ��2013����
examines Canadian data during the 
period of 1972 to 2010 and finds a 
negative impact of the change in interest 
rate on the growth of the real exchange 
rate over the short run����Last but not least, 
Hsing ��2016����finds that the HUF��USD 
exchange rate is positively related to the 
US treasury bill rate, but negatively 
associated with the Hungarian treasury 
bill rate�� 

Next, for relative purchasing power 
parity ��relative PPP����to be held, the 
inflation rate differentials between any 
two countries have to be equal to the 
percentage change in the value of foreign 
currency in the opposite direction 
��assuming no transaction costs������Thus, 
inflation rate determines exchange rate����
For example, Mirchandani ��2013����shows 
a negative correlation between inflation 
rate and the Rupee��USD exchange rate at 
the significant level of 0��01����Moreover, 
Hsing ��2016����finds that the HUF��USD 

exchange rate is positively related to the 
Hungarian inflation rate, but negatively 
associated with the US inflation rate�� 

Finally, balance of payment�� ��BOP����
affects the exchange rate����If there is a 
deficit in balance of payment, the 
currency value of that country will 
decrease����On the other hand, if there is a 
surplus in balance of payment, the 
currency value of that country will 
increase����In general, there are four main 
accounts in balance of payment, 
comprising of current account, capital 
account, financial account and foreign 
reserves����Nonetheless, this study focuses 
on only net exports from current account 
and foreign reserves����A lot of research 
papers examine whether these two 
factors affect exchange rate���� For 
example, Sawatkamon ��2019����studies 
factors affecting the THB��CNY 
exchange rate by using multiple 
regression and finds a positive impact of 
imports from China and a negative 
impact of foreign reserves on the 
exchange rate���� Moreover, research 
papers that indicate the significant impact 
of foreign reserves on the exchange rate 
are Suthar����2008������studying the rupee��
dollar exchange rate��, Khan ��2013����
��analyzing data in Pakistan��, and 
Bouraoui and Phisuthtiwatcharavong 
��2015������using the THB��USD exchange 
rate������Furthermore, Rattanapongpinyo 
��2010���� analyzes monthly averaged 
secondary data during 2003��2007 with 
multiple regression approach����The result 
shows the inverse association between 
foreign reserves and the THB��USD 
exchange rate����Algieri ��2011����also finds a 
negative relation between Russian real 
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effective exchange rate and foreign 
reserves�� 

Therefore, the study of�� factors 
determining exchange rates between 
Thai baht and US dollar as well as Thai 
baht and Chinese yuan under president 

Donald Trump�¶s administration employs��
the��interest rate differentials, the inflation 
rate differentials, foreign reserves, and 
net exports as independent variables����In 
addition, the conceptual framework of 
this study is shown below��

 

 
 Independent Variables                   Dependent Variables 

 

 

 

 

 

 

Objectives 
The objectives of the study of factors 
determining exchange rates between 
Thai baht and US dollar as well as Thai 
baht and Chinese yuan under president 
Donald Trump�¶s administration are as 
follows�� 

1. To examine whether the interest rate 
differentials, the inflation rate 
differentials, foreign reserves, and 
net exports affect the THB��USD 
exchange rate under Trump�¶s 
administration�� 

2. To examine whether the interest rate 
differentials, the inflation rate 
differentials, foreign reserves, and 
net exports affect the THB��CNY 
exchange rate under Trump�¶s 
administration�� 

 

Hypotheses 
Referring to the literature reviews above, 
the hypotheses of the study of factors 
determining exchange rates between 
Thai baht and US dollar as well as Thai 
baht and Chinese yuan under president 
Donald Trump�¶s administration are as 
follows�� 

1. Interest rate differentials are 
expected to have a positive relation 
to THB��USD exchange rate as well 
as THB��CNY exchange rate under 
Trump�¶s administration�� 

2. Inflation rate differentials are 
expected to have a positive relation 
to THB��USD exchange rate as well 
as THB��CNY exchange rate under 
Trump�¶s administration�� 

3. Foreign reserves are expected to 
have a negative relation to 
THB��USD exchange rate as well as 

Interest rate differentials (INT) 

Inflation rate differentials (INF) 

Foreign reserves (FR) 

Net exports (NE) 

THB��USD exchange rate (USD) 

THB��CNY exchange rate (CNY) 
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THB��CNY exchange rate under 
Trump�¶s administration�� 

4. Net exports are expected to have a 
negative relation to THB��USD 
exchange rate as well as THB��CNY 
exchange rate under Trump�¶s 
administration��  

 

Methodology 
The study of factors determining 
exchange rates between Thai baht and 
US dollar as well as Thai baht and 
Chinese yuan under president Donald 
Trump�¶s administration collects monthly 
time series data of dependent variables, 
namely the THB��USD exchange rate and 
the THB��CNY exchange rate, and 
independent variables, namely the 

interest rate differentials, the inflation 
rate differentials, foreign reserves, and 
net exports, during the period from 
January 2017 to December 2020����After 
checking and correcting the problem of 
data stationary, multiple regression with 
ordinary least squared is used to test the 
data����The models employed are as 
follows. 

USDt = a + b1INTt + b2INFt + b3FRt + 
b4NEt + et 

CNYt = a + b1INTt + b2INFt + b3FRt + 
b4NEt + et 

Once both models have no problem of 
multicollinearity and autocorrelation, 
coefficients of the statistically significant 
variables from those models are 
interpreted��

  

 

Results 
The determinants of the THB��USD exchange rate 

Table 1 Presents the descriptive statistics of variables in examining the determinants of the 
exchange rate between Thai Baht and US Dollar during President Donald Trump�¶s 
Administration�� 

 USD INT  INF FR NE 
Mean  32��14738 ��2��811458 ��1��505951  7��063455  3��795097 
Maximum  35��43000 ��0��110000 ��0��620000  9��772990  9��167386 
Minimum  30��09650 ��3��750000 ��3��560000  5��900000 ��3��573963 
Std����Dev��  1��360696  1��126520  0��556718  1��135581  1��911992 

  

From Table 1, during the study period, 
the exchange rate between Thai Baht and 
US Dollar�� has the mean of 32��15 
THB��USD with the maximum of 35��43 
THB��USD and the minimum of 30��10 
THB��USD����The difference between Thai 

interest rate and US interest rate has the 
mean of ��2��81���� with the maximum of ��
0��11����and the minimum of ��3��75������The 
difference between Thai inflation rate 
and US inflation rate has the mean of ��
1��51����with the maximum of ��0��62���� and 
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the minimum of ��3��56������The mean of 
foreign reserves in Thailand is 7��06 
billion dollars with the maximum of 9��77 
billion dollars and the minimum of 5��90 
billion dollars����Lastly, the mean of net 

export ��which is exports to USA minus 
imports from USA����is 3��80 billion baht 
with the maximum of 9��17��billion baht 
and the minimum of ��3��57��billion baht��

 

�� 
Table 2 Shows test for the stationary of data�� 

Variable Augmented Dickey��Fuller test statistic 
t��Statistic Prob�� 

D��USD�� ��4��458440 0��0008 
D��INT �� ��6��590526 0��0000 
INF ��3��019668 0��0404 
D��FR�� ��6��583733 0��0000 
NE ��6��518144 0��0000 

 

According to the Augmented Dickey��
fuller test statistics in table 2, USD, INT 
and FR are stationary at the first 

difference����However, INF and NE are 
stationary at level��

 

 
Table 3 Displays the correlation matrix among independent variables in examining the 
determinants of the exchange rate between Thai Baht and US Dollar�� 

 D��INT �� INF D��FR�� NE 
D��INT �� 1��000000    
INF ��0��197188 1��000000   
D��FR�� 0��495183 ��0��181463 1��000000  
NE 0��249188 ��0��133106 ��0��037494 1��000000 

 

As shown in table 3, none of the 
independent variables has the correlation 
outside the range of ��0��8 and 0��8; 
therefore, there is no multicollinearity 
problem����All the independent variables 
can be employed for regression analysis�� 

For the initial results of the multiple 
regression with ordinary least squared, 
Prob��F��statistic���� of Breusch��Pagan��

Godfrey test is 0��7547, indicating no 
heteroscedasticity problem����On the other 
hand, Prob��F��statistic���� of Breusch��
Godfrey Serial Correlation LM test is 
0��0331, indicating the problem of 
autocorrelation����After applying HAC 
standard errors & covariance ��Bartlett 
kernel, Newey��West�� to cope with the 
autocorrelation problem, the final model 
��model 1����is displayed below��
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Model 1�� 

D��USD�� � ����0��052179 ����0��121090D��INT���
������0��127534INF�
���±��0��267347D��FR��������0��026564NE  
    ��0��331855���������������� ��1��958814�������������������������� ��1��717889������������������   ����1��467944����������������������1��114283�� 
  R��squared               0��642759 
  F��statistic                14��75369 
  Prob��F��statistic������������0��000000 
 

According to model 1, F��statistic is 
14��75369 with the p��value of 0��00000 
meaning that at least one independent 
variable significantly affects D��USD������
Moreover, R��squared is 0��6428 showing 
that all the independent variables in this 
model help explain D��USD����64��28�� , the 
rest 35��72���� can be explained by other 
factors����Thus, the coefficients of the 
statistically significant variables can be 
explained as follows�� 

A change in the interest rate differentials 
1����makes a change in the exchange rate 
between Thai Baht and US Dollar 0��1211 
THB in the same direction with the 
statistical significance at the level of 
0��10����Additionally, 1����  difference in 
inflation rates between Thailand and 
USA makes a change in the exchange 
rate between Thai Baht and US Dollar 
0��1275 THB in the same direction with 
the statistical significance at the level of 
0��10��

 

The determinants of the THB��CNY exchange rate 
Table 4 Presents the descriptive statistics of variables in examining the determinants of the 
exchange rate between Thai Baht and Chinese Yuan during President Donald Trump�¶s 
Administration�� 

 CNY INT  INF FR NE 
Mean  4��736423 ��2��348333 ��1��836525  7��063455 ��5��190222 
Maximum  5��136500  1��640000  0��659200  9��772990 ��0��129202 
Minimum  4��287300 ��3��850000 ��6��232600  5��900000 ��9��010759 
Std����Dev��  0��254039  1��543419  1��545872  1��135581  1��566084 

  
From Table 4, during the study period, 
the exchange rate between Thai Baht and 
Chinese Yuan has the mean of 4��74 
THB��CNY with the maximum of 5��14 
THB��CNY and the minimum of 4��29 
THB��CNY����The difference between Thai 
interest rate and Chinese interest rate has 
the mean of����2��35����with the maximum of 
1��64����and the minimum of ��3��85������The 
difference between Thai inflation rate 
and Chinese inflation rate has the mean 

of ��1��84���� with the maximum of 0��66����
and the minimum of ��6��23������The mean 
of foreign reserves in Thailand is 7��06 
billion dollars with the maximum of 9��77 
billion dollars and the minimum of 5��90 
billion dollars����Lastly, the mean of net 
export ��which is exports to China minus 
imports from China����is ��51��9 billion baht��
with the maximum of ��1��29��billion baht 
and the minimum of 90��11��billion baht��
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Table 5 Shows the test for the stationary of data�� 

Variable Augmented Dickey��Fuller test statistic 
t��Statistic Prob�� 

D��CNY�� ��4��333008 0��0012 
D��INT �� ��6��713392 0��0000 
D��INF�� ��6��709045 0��0000 
D��FR�� ��6��583733 0��0000 
NE ��7��430077 0��0000 

 
According to the Augmented Dickey��
fuller test statistics in table 5, CNY, INT, 
INF and FR are stationary at the first 

difference����However, NE is the only 
variable that is stationary at level��

 
 
Table 6 Displays the correlation matrix among independent variables in examining the 
determinants of the exchange rate between Thai Baht and Chinese Yuan�� 

 D��INT �� D��INF�� D��FR�� NE 
D��INT �� 1��000000    
D��INF�� 0��250554 1��000000   
D��FR�� 0��491270 ��0��054239 1��000000  
NE ��0��051746 0��203024 ��0��050616 1��000000 

 

As shown in table 6, none of the 
independent variables has the correlation 
outside the range of ��0��8 and 0��8; 

therefore, there is no multicollinearity 
problem����All the independent variables 
can be employed for regression analysis��

 

Model 2�� 

D��CNY������� ����0��001768 ����0��017622D��INT���
������0��011398D��INF�����±��0��058642D��FR���
�
������0��000437NE  

 ������ ��0��089199������������������2��014842��������������������������������������1��295603����������������������������2��372610����������������������������0��119295) 

  R��squared               0��649618 
  F��statistic                15��20305 
  Prob��F��statistic������������0��000000 
 

This study uses multiple regression with 
ordinary least squared to analyze the 
data����Referring to model 2 as shown 
above, F��statistic is 15��20305 with the p��
value of 0��00000 meaning that at least 
one independent variable significantly 

affects D��CNY������Moreover, R��squared is 
0��6496 showing that all the independent 
variables in this model help explain 
D��CNY����64��96�� , the rest 35��04����can be 
explained by other factors����Furthermore, 
the Prob��F��statistic����of both Breusch��
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Pagan��Godfrey test ��which is 0��8561����
and Breusch��Godfrey Serial Correlation 
LM test ��which is 0��2123����are greater 
than 0��05, indicating no problem of 
heteroscedasticity and autocorrelation, 
respectively����Thus, the coefficients of the 
statistically significant variables can be 
explained as follows�� 

A change in the interest rate differentials 
1���� makes change in the exchange rate 
between Thai Baht and Chinese Yuan 
0��0176 THB in the same direction with 
the statistical significance at the level of 
0��10�� Additionally, a change in foreign 
reserves 1 billion dollar makes change in 
the exchange rate between Thai Baht and 
Chinese Yuan 0��0586 THB in the 
opposite direction with the statistical 
significance at the level of 0��05�� 

Conclusions 
The study of factors determining 
exchange rates between Thai baht and 
US dollar as well as Thai baht and 
Chinese yuan under president Donald 
Trump�¶s administration uses monthly 
time series data of�� the THB��USD 
exchange rate, the THB��CNY exchange 
rate, the interest rate differentials, the 
inflation rate differentials, foreign 
reserves, and net exports gathered from 
January 2017 to December 2020����
According to the implementation�� of 
multiple regression with ordinary least 
squared, the summary of results is 
displayed in table 7��

 
 
Table 7 Exhibits the statistical significance of independent variables in determining the 
exchange rate between Thai Baht and US Dollar as well as the exchange rate between Thai 
Baht and Chinese Yuan�� 

 D��INT�� INF D��FR�� NE 
D��USD�� �����������
 �����������
 × × 
D��CNY�� �����������
 × �����������
�
 × 

�
��shows the statistical significance at the level of 0��10�� 
�
�
��shows the statistical significance at the level of 0��05 
× shows no statistical significance 
 

From table 7, not only a change in the 
interest rate differentials but also the 
inflation rate differentials significantly 
determine a change in the exchange rate 
between Thai Baht and US Dollar����
Additionally, both changes in the interest 
rate differentials and foreign reserves 
significantly determine a change in the 
exchange rate between Thai Baht and 
Chinese Yuan����Nonetheless, net exports 
have no effect on either a change in the 

exchange rate between Thai Baht and��US 
Dollar or a change in the exchange rate 
between Thai Baht and Chinese Yuan�� 
 

Discussions and 
recommendations 
During the extremely tight policies on 
trade between USA and China under 
President Trump�¶s administration, this 
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study finds a positive impact of a change 
in the interest rate differentials on both 
THB��USD and THB��CNY exchange 
rates����An increase ��decrease���� in the 
interest rate differentials leads to an 
increase ��decrease����in the exchange rate 
change, indicating Thai baht depreciation 
��appreciation������This finding is consistent 
with interest rate parity ��IRP���� and 
supported by Suthar ��2008��, Liew et��al����
��2009��, Rattanapongpinyo ��2010��, and 
Sawatkamon ��2019������In addition, there is 
a positive impact of��the inflation rate 
differentials on the THB��USD exchange 
rate, meaning that an increase ��decrease����
in inflation rate differentials brings an 
increase ��decrease����in the exchange rate 
change����As a result, Thai baht depreciates 
��appreciates����against US dollar����This 
finding is consistent with relative 
purchasing power parity ��relative PPP����
and Hsing ��2016������Lastly, there is a 
negative impact of a change in foreign 
reserves on the THB��CNY exchange rate, 
meaning that an increase ��decrease����in a 
change in foreign reserves causes a 
decrease ��increase�� in the exchange rate 
change����As a result, Thai baht appreciates 
��depreciates����against Chinese yuan����This 
finding is consistent with the concept of 
balance of payment�� ��BOP��, and goes 
along with Suthar ��2008��, 
Rattanapongpinyo�� ��2010��, Algoeri 
��2011��, Khan ��2013��,�� Bouraoui and 
Phisuthtiwatcharavong ��2015��, and 
Sawatkamon ��2019���� 

Basing on the statistically significant 
findings and assuming the continuous 
implementation of trade war between 
USA and China under the 46th US 
president, this study practically 

recommends multinational corporations 
in Thailand to pay attention to the 
difference in interest rates between 
Thailand and USA as well as between 
Thailand and China, the difference in 
inflation rate between Thailand and 
USA, and the change in foreign reserves 
in Thailand����If the differences in interest 
rates between Thailand and USA as well 
as between Thailand and China are 
expected to rise, multinational 
corporations with net exposed short 
position should hedge against Thai baht 
depreciation by using derivatives such as��
forward contracts��in order to buy foreign 
currency to cover their positions at a 
forward rate agreed upon today for a 
specified exchange date in the future�� 

Moreover, if the difference in inflation 
rates between Thailand and USA is 
expected to enhance, multinational 
corporations with net exposed short 
position should hedge against Thai baht 
depreciation by using derivatives such as 
forward contracts in order to buy foreign 
currency at a forward rate agreed upon 
today for a specified exchange date in the 
future����Additionally, if an increase in the 
change in foreign reserves in Thailand��is 
expected, multinational corporations 
with net exposed long position should 
hedge against Thai baht appreciation by 
using derivatives such as forward 
contracts in order to sell foreign currency 
at a forward rate agreed upon today for a 
specified exchange date in the future����
After employing derivatives to hedge 
against the volatility of Thai baht, 
multinational corporations can not only 
lower their foreign exchange exposure 
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but also minimize the uncertainty of their 
cash flows to the acceptable level�� 

Furthermore, future research may 
examine the determinants of the 
exchange rate between Thai Baht and 
some major currencies under substantial 

worldwide circumstances such as Covid-
19 pandemic, high oil price, high global 
inflation, and Russian invasion of 
Ukraine. The findings can help related 
participants protect against or reduce the 
impact of the exchange rate fluctuation.
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Abstract 
�6�P�D�O�O���D�Q�G���0�H�G�L�X�P���(�Q�W�H�U�S�U�L�V�H�V�����6�0�(�V�����S�O�D�\���D���Y�L�W�D�O���U�R�O�H���L�Q���7�K�D�L�O�D�Q�G�¶�V���H�F�R�Q�R�P�\�����,�Q���������������W�K�H��
SMEs generated more than 14 million jobs and significantly contributed 42% of the 
�F�R�X�Q�W�U�\�¶�V���*�'�3�����7�K�H���6�H�F�X�U�L�W�L�H�V���D�Q�G���(�[�F�K�D�Q�J�H���&�R�P�P�L�V�V�L�R�Q���I�R�U�H�F�D�V�W�H�G���W�K�D�W���W�K�H���7�K�D�L���6�0�(�V��
would account for 60% of the GDP growth in 2021. However, the unexpected global 
pandemic has gravely wounded the world economy and caused a sudden business shutdown, 
particularly the SMEs that failed to innovate or digitize their businesses. According to 
C�L�V�F�R�¶�V�������������$�V�L�D���3�D�F�L�I�L�F���6�0�%���'�L�J�L�W�D�O���0�D�W�X�U�L�W�\���6�W�X�G�\�����R�Y�H�U�����������R�I���6�0�(�V���R�Z�Q�H�U�V���E�H�O�L�H�Y�H��
that digitalizing their companies will help them become more resilient and adaptable to 
market change or future crises. Considering this fact and figure, the purpose of this study is 
to contribute knowledge for an overall understanding of the antecedents and effect of 
Thailand SMEs business firm performance, and to investigate the impact of transformation 
leadership, technological competence, and digital resiliency which include top three 
technologies (Collaboration, CyberSecurity, and Cloud-managed technology) on SMEs firm 
performance. In particular, this study aims to identify how SMEs in Thailand can overcome 
critical challenges and accelerate success by using digital technology to enhance their 
business resilience and increase even a higher degree of business performance and success. 
A quantitative research method applied, Structure Equation Modelling (SEM), the statistics 
of data analysis were descriptive statistic, reliability and validity using CFA were adopted in 
this study. Total 588 respondents came from manager positioning and above. The practical 
implication for SMEs management, transformation leadership, technological competence 
combined with core digital technology that is extremely necessary and a priority to bring in 
to digitize the business, especially while we are in a crisis & pandemic globe condition to 
improve Thailand SMEs business firm performance 
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Introduction  
�³�7�K�H���L�P�S�D�F�W���R�I���W�U�D�Q�V�I�R�U�P�D�W�L�R�Q���O�H�D�G�H�U�V�K�L�S����
technological competence, and digital 
�U�H�V�L�O�L�H�Q�F�\�� �R�Q�� �7�K�D�L�O�D�Q�G�� �6�0�(�¶�V�� �I�L�U�P��
performance during the pandemic 
outbreak of COVID-�������´�� �6�L�Q�F�H�� �W�K�H��
previous decade, plenty of empirical 
research in the areas of leadership, 
technical competency, product, and 
process innovation as well as financial 
firm performance have been conducted on 
Enterprise businesses or large 
organizations, which are larger in terms of 
firm size, complexity and diversity, and 
large business revenue. There are no well-
known comprehensive studies that focus 
on SMEs (Small and Medium Enterprises) 
overall key constructs combined with core 
technology that is extremely necessary 
and a priority to bring in to digitize the 
business, especially while we are in a 
crisis & pandemic globe condition. Most 
of the digital technology investment is 
made by large organizations, which have 
greater preparation and budget. When 
COVID-19 occurs unexpectedly, the first 
impact is primarily felt by SMEs, since 
they have less preparedness, resources, 
and technological capabilities. The digital 
transformation strategy for SMEs will be 
long-term and beneficial to all participants 
in the global digital market. Despite 
economic constraints, digital 
transformation can help businesses 
decrease costs, stimulate investment, 
enhance employment, increase revenues, 
and result in ongoing corporate success. 
This will assist our SMEs to become more 
resilient and future-ready according to 
The Nation News (March 2018), Dr. 

Nuttapon Nummanphatcharin, President 
and CEO of DEPA (The Digital Economy 
Promotion Agency).  Thailand DEPA 
acknowledges Thai SMEs' growing need 
and ambition to take advantage of new 
opportunities in the region by leveraging 
digital solutions. This is also in keeping 
with the government's latest Digital 
Government Plan, which intends to 
expand digital capabilities across all 
business sectors, including SMEs. 

Small and medium businesses (SMEs) are 
critical to Thailand's economy. In 2019, 
SMEs created over 14 million 
employment and contributed a significant 
42 percent of the country's GDP. Thai 
SMEs are expected to account for 60% of 
GDP growth in 2021, according to the 
Securities and Exchange Commission. 
The unforeseen global pandemic, on the 
other hand, has severely harmed the 
global economy and resulted in a rapid 
business shutdown, particularly among 
SMEs that have failed to innovate or 
automate their operations. Over 80% of 
business owners believe that digitalizing 
their companies will help them become 
more robust and flexible to market 
changes, according to Cisco's 2020 Asia 
Pacific SMB Digital Maturity Study. 
 

Research objectives 
and questions 
The main purpose of this study is to 
contribute knowledge for an overall 
understanding of the antecedents and 
effect of Thailand SMEs business firm 
performance, a firm who have between 
50-499 employees especially when we are 
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facing the Covid-19 situation, and to 
investigate the impact of transformation 
leadership, technological competence, 
and digital resiliency which include three 
technologies (Collaboration, 
CyberSecurity, and Cloud-managed 
technology) on SMEs firm performance in 
Thailand. 

The further objective is to examine the 
relationship between transformation 
leadership and firm performance, 
technological competence and firm 
performance, and digital resiliency which 
included Collaboration, CyberSecurity, 
and Cloud-managed technology, and its 
effects on the success of overall firm 
performance.  

Finally, this study also aims to identify 
how SMEs in Thailand can overcome 
critical challenges and accelerate success 
by using digital technology to enhance 
their business resilience and increase even 
higher degree of firm performance and 
success.  

Research Question 
(1) What are the major impact factors of 
the independent variable which included 
transformation leadership, technological 
competence, and digital resiliency with 
the top three technology which appear to 
influence firm performance as the 
dependent variable for Thailand SMEs, 
especially in the COVID-19 situation?  

(2) Is there a meaningful relationship 
between transformational leadership, 
technological competency, and digital 
�U�H�V�L�O�L�H�Q�F�\�� �L�Q�� �7�K�D�L�O�D�Q�G�� �6�0�(�¶�V�� �I�L�U�P��
performance? 

(3) Is there a major influence on Thailand 
SMEs company performance with a 
difference in digital resiliency between 
collaboration, cybersecurity, and cloud-
managed technology approach? 

Literature review  
Small and Medium Enterprise (SMEs); 
SMEs are defined as businesses with less 
than 500 employees that operate on their 
own (Baird et al., 1994; Hodgetts and 
Kuratko, 1998; Beamish 1999; Wolff and 
Pett, 2000; Jane W., 2001). This research 
focuses on SMEs in Thailand with a 
workforce of 50 to 499 individuals, which 
is large enough for our research context of 
transformation leadership, digital 
resiliency, technological competence, and 
firm performance. 

Transformational leadership creates 
confidence in their followers, gives a clear 
vision, and emphasizes their followers' 
strengths (Bass, 1985, 1998). Many 
academics have identified leadership as 
one of, if not the most, important factors 
influencing employees' creative behaviors 
and performance (Amabile, 1998; Jung, 
2001; Mumford & Gustafson, 1988) for 
firm performance, innovation, and 
success (Amabile, 1998; Jung, 2001; 
Mumford & Gustafson, 1988). 
Transformational leaders boost 
organizational creativity, as well as 
organizations' proclivity to innovate. 
Leaders must use motivating motivation 
and intellectual stimulation to drive 
corporate innovation (Elkins and Keller, 
2003). These leaders engage the 
assistance of their followers to ensure the 
idea's success (Jung et al, 2003; Keller, 
1992). Based on four interrelated aspects 
(Bass, 1985; Seltzer and Bass, 1990): 
regarding the current economic & 
pandemic crisis for this study focuses on 
initiating change and innovation among 
followers and related to the success of 
firm performance. 
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1. Idealized influence refers to the ability 
to provide vision, pride, and value to the 
employees. 

2. Inspiration refers to the extent to which 
the leader articulates high expectations for 
achievement. 

3. Intellectual stimulation is the way a 
leader stimulates his employees to think in 
creative ways. 

4. Individualized consideration refers to 
the degree to which a leader treats his/her 
employees individually and provides 
personal attention. 

Furthermore, regarding to The fortune 
500 CEO post -covid thinking & trends 

related leadership intention and what 
they have seen, what will be right after 
Covid-19.   About workplace 
transformation will happen, we will do 
more on mobile worker rather than full 
operation as physical at the office like 
before. Reduce all the business 
traveling, means that the business 
required a few technologies that can 
help business resilience, for example, 
web, video conference platform, or 
collaboration architecture to keep 
internal and external including 
customers, vendors, partners, or 
suppliers) engaged. Figure 1 shows the 
analysis of 500 CEO post-covid 
thinking & trends.

   

 

 

 

 

 

 

 

 

 

 

Figure 1 The fortune 500 CEO post -covid thinking & trends  

(Source: Fortune Magazine Survey June 2020; Cisco Analysis) 

 

Technological Competence, internally, a 
company's capacity to identify, utilize and 
exploit important state-of-threat 
technologies. This competence enables a 
company/organization to become more IT 
resources, IT capabilities, and market 

pioneer through new product 
development, new production processes, 
and one of the key factors of firm 
performance and success (Ritter, 1998; 
Chakravarty, 2013) than organizations 
with a low level of technological 

Not everyone will return 
to the usual workplace ... 
Remote work is here to 
stay (and it works) 

Business travel 
may never return 
to pre-pandemic 
levels 

Technological 
transformation 
should be 
accelerated 

Capital spending will 
only increase in 2021 
or beyond, challenged 
in the short term 
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competence. We will concentrate on 
technological partnership motives and 
technical expertise in this 
investigation.Technological competence, 
particularly in high-tech industries, has 
come to be considered as a strategic 
resource that allows companies to build 
performance differentials within their 
industry (Duysters & Hagedoorn, 2000; 
Henderson & Cockburn, 1994; Nelson, 
1991). Because technological knowledge 
is primarily acquired through a dynamic 
learning process (Kim, 2000), 
technological aptitude features are 
generally tacit and complicated in nature, 
inhibiting copying and therefore 
extending exceptional performance 
(McEvily & Chakravarthy, 2002). 
Obviously, a corporation gains its 
competitive edge by building its 
technological capabilities from a 
resource-based perspective (Dierickx & 
Cool, 1989; Wernerfelt, 1995). 

 
Digital resiliency  
Referring to Fika, 2020 recently defined 
Digital Resiliency is a balance of taking 
advantage of opportunities, managing 
digital risks faced, and balancing between 
human resources, process, and technology 
requirements. Collaboration is one of the 
key technologies call out to be the road to 
the success of digital resiliency, especially 
in the recent year of the COVID-19 
outbreak. Simitowith Cisco Systems Inc, 
report shown that during this pandemic, 
the explosive growth in 
videoconferencing (Collaboration 
technology) because of remote work, has 
been grown 30X (Cisco Systems Inc, 
resilience architecture, 2020). Also, 
similarity with the International Data 
Corporation (IDC) report early of this 
year (Mar 2021), provides more solid of 

digital resiliency definition as the ability 
for an organization to rapidly adapt to 
business disruptions by leveraging digital 
capabilities to not only restore business 
operations but also capitalize on the 
changed conditions and digital resiliency 
is also a central tenet of the future 
enterprise. For this study we will focus on 
top 3 architectures, first Collaboration 
technology, to support collaboration and 
helps to coordinate work effectively as 
well as reduce obstacles in terms of 
distance especially for the pandemic 
situation. Second, Cyber Security 
technology refer to processes and 
practices that are designed to protect 
networks, devices, programs and data 
from attacks, damage, or unauthorized 
access from third parties this is call 
cybersecurity. And third Cloud managed 
technology that will be suited and flexible 
to SMEs business in Thailand. 

1. Collaboration, work from anywhere 
with any device. Employees can easily 
join in team meetings whether they are 
working from home or outside. All distant 
employees will be able to use video 
conferencing to help them create and 
maintain relationships within their 
companies and with their own customers, 
thanks to this technology. Employees will 
also have access to team workspaces 
where they may share data securely and 
collaborate with one another. 

Utilize technical expertise and 
information from the top three global 
technology vendors (Cisco, Zoom, and 
Microsoft) to learn how a collaborative 
platform can assist SMEs in being more 
digitally resilient in the present and future. 

2. Cyber Security Platform , work safely 
from any location. End-to-end encryption 
protects all critical information 
throughout web, video conferences, and 
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meeting sessions. All video conferencing, 
phone, and team communication solutions 
are trustworthy and capable of meeting 
compliance standards. Before causing 
corporate damage, cyber threats must be 
recognized, detected, and stopped. 
Companies have enjoyed benefits from 
giving their staff with a flexible working 
environment, and SMEs believe that 
remote work or work from home policies 
are here to stay following Covid. They're 
also seeking for cloud-based solutions that 
are nimbler. 

Leverage Technology knowledge and 
information from Top 3 world largest tech 
vendor (Cisco, Palo Alto Network, and 
Fortinet) about how Security Technology 
can help SMEs to be more digital 
resilience for now and future. 

3. Cloud Managed Network from 
anywhere. While away from the office, 
this technology allows all remote and 
traveling employees to safely access the 
network. For commercial applications, all 
user identities may be readily confirmed 
and authorized. Data is protected with 
tight access control in business 
applications. 

Leverage Technology knowledge and 
information from Cisco, The World 
Largest Tech Vendor about how Cloud 
Managed Network Technology can help 
SMEs to be more digital resilience for 
now and future. 

For every IT who, what, and where-�K�H�U�H�¶�V��
�\�R�X�U�� �K�R�Z���� �,�Q�� �W�R�G�D�\�¶�V�� �G�L�J�L�W�D�O�� �Z�R�U�O�G���� �W�K�H�U�H��
is nothing more important than ensuring 
your users, employees, and customers 
have an exceptional network experience 
�²  whether they know it or not. Meet ever-
changing IT demands with our cloud 
network platform that easily adapts to 

your vision through robust APIs, insights, 
and apps. 

Benefit for Cloud Managed and really fit 
for SMEs business because SMEs have 
less IT person to manage, and they have 
limited for the budget investment. 

 
Firm Performance, business 
performance is a measure of how 
successfully a firm achieves its aims and 
objectives in comparison to its key rivals 
(Cao & Zhang 2011). Profitability, 
expansion, and how successful innovation 
may make an organization more 
competitive are regularly used to define 
corporate performance. This is due to 
rising innovation costs, shorter invention 
timelines, and higher technological 
complexity. Cooper (1997); Cooper and 
Kleinschmidt (1995). (1995). The success 
of a company may be measured in a 
variety of ways. For this study, we will 
focus on both financial performance 
(measured by revenue and growth) and 
innovation success (measured by product 
and process innovation).  Firm 
performance with innovations is crucial 
for the economic survival of SMEs since 
it is the foundation for achieving and 
sustaining a sustainable competitive 
advantage (Bolwijn and Kumpe, 1990; 
Cozijnsen et al., 2000; Hadjimanolis, 
2000; Hyland and Beckett, 2004). For 
many years, most firms' strategy plans 
have prioritized digital transformation and 
transformation leadership. The COVID-
19 health and economic problems have 
cleared the year 2019-2021, bringing to 
light a new reality: rigid work 
arrangements, operations, and 
technological readiness. The epidemic 
and its consequences exposed the flaws in 
long-held assumptions about how 
organizations and individuals should 
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operate (Technology Innovation and 
Accenture Labs Report, 2020). 

 
Theoretical supportive, 
resource-based view, and 
dynamic capability related to 
this study 
The resource-based view (RBV) of the 
firm is a starting point for investigating 
firms' internal resources as sources of 
competitive advantages, such as 
knowledge and capabilities (Barney, 
1991; Wernerfelt, 1984). The resource-
based perspective considers only those 
resources that are scarce, non-
substitutable, and difficult to replicate as 
the foundation for long-term competitive 
advantage (Barney, 1991). Following 
that, knowledge and technological 
capabilities were included, which are 
important for the development of 
competitive advantage because they are 
often unique and difficult for competitors 
to imitate (Deeds et al., 1998; Henderson 
and Cockburn, 1994). For this RBV is 
focused more on product development 
alliance, technology resources and 
production, marketing, and included 
management capabilities that are all 
related and very useful for hypothesis 
development. 

The dynamic capabilities perspective, 
which extends the resource-based 
viewpoint, emphasizes the ongoing 
development of capabilities that underpin 
firm resources (Lado and Wilson, 1994; 
Mowery et al., 1996; Teece et al., 1997). 
It is not only resources that are important, 
but also how managers coordinate and 
integrate activities within the firm in order 
to best utilize and improve these resources 
over time (Teece et al., 1997). The 
knowledge-based view of the firm (Grant 

and Baden-Fuller, 1995; Conner and 
Prahalad, 1996) emphasizes the firm's 
ability to integrate external sources of 
explicit and tacit knowledge, which is 
consistent with the evolutionary 
perspective of building and extending 
firm capabilities. A fundamental tenet of 
the dynamic capabilities view of the firm 
is that firms acquire new knowledge, 
skills, expertise, and capabilities through 
organizational learning (Deeds et al., 
1998; Mowery et al., 1996), which can be 
defined as "the act of bringing in or 
creating new knowledge" (Bierly and 
Chakrabarti, 1996). Furthermore, 
dynamic capabilities are referred as "first-
order" capabilities because they typically 
describe to a firm's product, production 
process, scale, and market served being 
intentionally changed (Winter, 2003). 

The requirement for continuous 
development through organizational 
learning is required due to the constant 
changes in technology (Steele, 1989), the 
rapidity of technical progress (D'Aveni, 
1994), and large changes in the overall 
competitive landscape for most 
organizations (Bettis and Hitt, 1995; 
Prahalad, 1998). Organizational learning 
is not restricted to the firm's internal 
operations but is frequently the 
consequence of the assimilation and 
integration of external knowledge (Cohen 
and Levinthal, 1990). 

As firms have a limited number of people 
and their ability to hire and fervor is 
limited by such things as employment 
contracts, market conditions, and 
regulatory constraints, organizations are 
limited in the number of skills and 
knowledge they can develop and maintain 
internally (Hamel and Prahalad, 1994). 
Furthermore, ongoing organizational 
rightsizing can stifle the inflow of new 
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people, making the incumbent pool of 
people a core-rigidity (Leonard-Barton, 
1995), and limiting the assimilation of 
new knowledge (Cohen and Levinthal, 
1990). No organization can be completely 
self-sufficient due to the rapid pace of 
technological change in many fields, 
rendering skills and knowledge obsolete 
(Bettis and Hitt, 1995). (Pfeffer and 
Salancik, 1978). 

According to resource based view and 
dynamic capability focus how firms 
integrate, build and reconfigure their 
�L�Q�W�H�U�Q�D�O���D�Q�G���H�[�W�H�U�Q�D�O���I�L�U�P�¶�V���F�R�P�S�H�W�H�Q�F�L�H�V��
into new competencies that match their 
turbulent environment (Teece et al., 1997) 
with related to wholi�V�W�L�F�� �R�I�� �I�L�U�P�¶�V��
management, technology competency that 
digital technology is playing a very 
important role especially helping firm to 
create new innovation of products and 
process in order to able improve 

adaptability and finally create a 
sustainable business and being 
competitiveness while facing 
environment change or any new coming 
crisis. With this knowledge and 
theoretical background also helping for 
the researcher to develop more solid of the 
hypothesis. 

Furthermore, while the COVID 19 
situation has had a significant impact on 
our SMEs business, this study conducted 
empirical work in Thailand. Developing a 
culture of innovation can help SMEs 
maintain long-term growth and survive 
future crises. The hypothesis is developed 
after a review of the relevant literature. 
Following that, there will be a report on 
the empirical study, and the paper will end 
with a discussion. A report of the 
empirical study follows this, and this 
paper will conclude with a discussion of 
the implication of the key finding.

 

 

Figure 2 The literature framework 
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Hypothesis development  
Based on the literature review, report, 
and various trend and technology 
discussed above, the researcher 
proposed that transformation leadership 
have both direct and indirect effect on 
firm performance respectively. The 
specific hypothesis is discussed below. 

Transformation Leadership, Firm 
Performance and Digital Resiliency 
(Included Collaboration technology, 
CyberSecurity technology, and Cloud-
managed technology). Regarding to a 
group of relationship, this study thus 
processes for the following hypothesis: 

H1 Transformation leadership has 
significantly positive related to Firm 
performance 
H2 Transformation leadership has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (Collaboration 
technology)  
H3 Transformation leadership has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (CyberSecurity 
technology)  
H4 Transformation leadership has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (Cloud-managed 
technology) 

Companies with a high level of 
technological competence will have 
greater firm performance than 
companies with only a low level of 
technological competence (for empirical 
results, see Malerba and Marengo, 
1995).  Regarding to a group of 
relationship, this study thus processes 
for the following hypothesis: 

H5 Technological competence has 
significantly positive related to Firm 
performance  

H6 Technological competence has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (Collaboration 
technology) 
H7 Technological competence has 
significantly positive r�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (CyberSecurity 
technology) 
H8 Technological competence has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (Cloud-Managed 
technology) 
H9 Technological competence has 
significantly positive related to 
Transformation leadership 
 
Resilience definition and measurement 
were transformed and various examine 
from more research. More referring to 
people behavior, leadership, 
�H�P�S�R�Z�H�U�P�H�Q�W���� �R�U�J�D�Q�L�]�D�W�L�R�Q���� �D�Q�G�� �I�L�U�P�¶�V��
capability across the industry. Refer to 
Resilience Thinking: Integrating 
Resilience, Adaptability, and 
Transformability (Carl Folke, Stephen 
R., Brian Walker, Marten Scheffer, 
Terry Chapin, Johan Rockström, Scott 
and Law, 2006). The businesses showed 
resilience in three different ways: 
survival, adaptation, and innovation. 
Then we proposed the following 
hypothesis: 

Based on the above proposal that digital 
resiliency will mediate the relationship 
between transformation leadership and 
firm performance, regarding to a group 
of relationship, this study thus processes 
for the following hypothesis: 

H10 �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology) has 
significantly positive related to Firm 
performance  
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H11 �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\�� ���&�O�R�X�G-
Managed technology) has significantly 
positive related to Firm performance 

H12 �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(Collaboration technology) has 
significantly positive related to Firm 
performance 

H13 �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology) has 
significantly positive related 
Collaboration technology 

H14 �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�Hncy (Cloud-
Managed technology) has significantly 
positive related to CyberSecurity 
technology 
 
Digital resiliency also possible to 
mediate between Technological and 
firm performance as well. Regarding to 
a group of relationship, this study thus 
processes for the following hypothesis: 

H15 The relationship between 
Transformation leadership to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �Z�L�O�O�� �P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (Collaboration 
technology) 

H16 The relationship between 
Transformation leadership to Firm 
performance will med�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (CyberSecurity 
technology) 

H17 The relationship between 
Transformation leadership to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �Z�L�O�O�� �P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (Cloud-managed 
technology) 

H18 The relationship between 
Technological competence to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �Z�L�O�O�� �P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (Collaboration 
technology) 

H19 The relationship between 
Technological competence to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �Z�L�O�O�� �P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (CyberSecurity 
technology) 

H20 The relationship between 
Technological competence to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �Z�L�O�O�� �P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (Cloud-managed 
technology) 

Regarding to the positive impact of 
technological competence and 
possibility to play as a moderator role of 
motivating transformation leadership 
and firm performance, this study thus 
processes for the following hypothesis: 

H21 The relationship between 
Transformation leadership to Firm 
performance will moderate by 
Technological competence 
 

Conceptual Framework  
Building on the background literature 
review and discussed above come out 
with a research model and hypothesis 
(Figure 8). The study proposed that 
transformation leadership, and digital 
resiliency has an indirect effect on a 
�I�L�U�P�¶�V�� �S�H�U�I�R�U�P�D�Q�F�H���� �,�Q�� �D�G�G�L�W�L�R�Q����
transformation leadership also has a 
�G�L�U�H�F�W�� �H�I�I�H�F�W�� �R�Q�� �D�� �I�L�U�P�¶�V�� �S�H�U�I�R�U�P�D�Q�F�H��
through the mediating effect of digital 
�U�H�V�L�O�L�H�Q�F�\���� �$�Q�G�� �I�L�U�P�¶�V�� �W�H�F�K�Q�R�O�R�J�L�F�D�O��
competence will be influenced by more 
positive relationship between 
transformation leadership and digital 
�U�H�V�L�O�L�H�Q�F�H���� �W�K�H�� �V�W�U�R�Q�J�H�U�� �I�L�U�P�¶�V��
technological competence will be a 
stronger relationship, all conceptual 
framework and hypothesis on the Figure 
3.



Journal of Family Business and Management Studies 

 

 
FBMS I  101 

 

Figure 3 The conceptual framework and hypothesis 

 
Hypothesis testing on the role of 
mediator (H15-H20) and moderator role 
(H21) will be adding into this study in 
order to provide a better understanding of 

the overall impact of each variable that 
could be beneficial to SMEs firm 
performance.

 

 

 

Figure 4 Mediator role of digital resiliency 
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Figure 5 Mediator role of digital resiliency 

 

 

 

 

 

 

 

 

 

Figure 6 Moderator role of technological competence 

 

Research methodology 
and data collection 
The positivist philosophical assumption is 
reflected in the quantitative design. 
Answering questions and hypotheses 
through surveys and experiments requires 
examining the relationship between and 
among variables. This method establishes 
criteria for evaluating a theory. The 
validity and reliability of instrument 
scores will be investigated in this study, 
which will lead to a meaningful 

interpretation of data and generalized 
findings. 

The purpose of this study was to 
contribute knowledge for an overall 
understanding of the antecedents and 
effect of Thailand SMEs business firm 
performance, a firm who have between 
50-499 employees especially when we are 
facing the Covid-19 situation, and to 
investigate the impact of transformation 
leadership, technological competence, 
and digital resiliency which include three 
technologies (Collaboration, 
CyberSecurity, and Cloud-managed 
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technology) on SMEs firm performance in 
Thailand. The further objective is to 
examine the relationship between 
transformation leadership and Firm 
performance, technological and firm 
performance, and digital resiliency which 
included Collaboration, CyberSecurity, 
and Cloud-managed technology, and its 
effects on the success of overall firm 
performance.  The survey method where 
primary data was collected formed the 
basis of the chosen methodology for this 
research study. This study, therefore, uses 
a quantitative approach to test the research 
model. 

The survey method was developed using 
all literature reviewed, focus research, and 
information on current trends and 
technology knowledge. The survey 
method enables all transformational 
leadership, technological competence, 
digital resilience, and firm performance to 
be measured. We were able to examine 
and understand the relationships between 
these constructs and the proposed 
conceptual model as a result of the data 
collection process. 

we are open and general criteria were 
applied for company/firm criteria and 
�U�H�V�S�R�Q�G�H�Q�W�V�¶���F�U�L�W�H�U�L�D���D�V���E�H�O�R�Z�� 

1. Company name should �E�H��registered 
and operated under the Thailand��Ministry 
of Commerce  
2. Company must have the size of 
employees between 50-499 employees  
3. Respondents should be employees of 
Thailand company  

4. Respondents should hold a minimum 
of Manager title and above 
To identify the target population, the 
screening question is applied  

The step of the data collection process 
start from identifying potential 
respondents with both online and offline 
approaches for the individual company, 
association related to SMEs context. Then 
our structured questionnaires will 
distribute to the target respondent. For this 
study, we will leverage both online and 
offline channels to collect this data. The 
tentative period of data collection from 
February 15 �± to end of April 2022 and 
total 588 solid responses. 

 
Research result and key 
findings 
This part of this study contains data 
analysis and key findings. The analysis 
included: demographics of respondents, 
r�H�O�L�D�E�L�O�L�W�\�� �W�H�V�W�L�Q�J�� �E�\�� �X�V�L�Q�J�� �&�U�R�Q�E�D�F�K�¶�V��
Alpha, descriptive statistics, SEM 
outcomes, and Hypothesis testing. 

 
Demographics of respondents  
The profile of respondents and firms 
will be examined in this area as part of 
the results. Gender, age, education, and 
work positioning are examples of 
personal information. For this study 
there is 2 screening question asking 
Positioning will need to be Manager and 
above, and the size of the firm will need 
to be within the range of 50-499 
employees, refer to Table 1.
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Table 1 Respondent Profile with Demographic Information  

Demographic Features Frequency Percent (%) 
Gender  
       Male  
       Female  

 
275 
313 

 
46.8 
53.2 

Age 
       Below 30 Years 
       30 �± 39 Years  
       40 �± 49 Years 
       50 �± 59 Years 
       60 or above  

 
60 
245 
203 
80 
- 

 
10.2 
41.7 
34.5 
13.6 

Education 
       �%�H�O�R�Z���%�D�F�K�H�O�R�U�¶�V���'�H�J�U�H�H 
       �%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H�� 
       �0�D�V�W�H�U�¶�V���'�H�J�U�H�H 
       Ph.D. or DBA 

 
20 
287 
257 
24 

 
3.4 
48.8 
43.7 
4.1 

Position/Job Title 
       Manager with Team  
       Manager without Team 
       Managing Director 
       CEOs  

 
197 
330 
56 
5 

 
33.5 
56.1 
9.5 
0.9 

Number of Employees 
       50-59 Employees 
       100-199 Employees 
       200-299 Employees 
       300-399 Employees 
       400-499 Employees 

 
182 
76 
84 
31 
215 

 
31 

12.9 
14.3 
5.3 
36.6 

 

Reliability and validity test 
using CFA 
 

In this investigation, the confirmatory 
factor analysis was performed using the 
CFA pooled measurement model 
approach and factor loading was 
tolerated at a value 0.50 and above. The 
CFA is solved using Structural Equation 
Modeling (SEM). Structural Equation 
Modeling (SEM) is a statistical 
methodology that applies a 
confirmatory, for example, hypothesis 
testing approach to the investigation of 
a structural theory bearing on some 
occurrence.  

The summary of Confirmatory factor 
analysis (CFA) and factor 
loading/weight score by construct as 
below and from this process we will 

consider for the highest score for further 
step of validity and reliability testing. 
For the lowest score (below 0.50) item, 
we will remove out at this process step. 

Transformation leadership, factor 
loading/weight result start from TL2= 
0.548, TL3 = 0.696, TL4 = 0.808, TL5 
= 0.546 and TL1(score less than 0.50) 
accordingly. From this analysis result, 
we will only consider from the highest 
score TL2, TL3 and TL4 for next step of 
validity & reliability test. [TL2, TL3 and 
TL4: Transformation leadership] 

Digital resiliency (Collaboration 
Technology), factor loading/weight 
result start from DR1= 0.726, DR2 = 
0.672, DR3 = 0.750, and DR4 = 0.612 
accordingly. From this analysis result, 
we will only consider from the highest 
score DR1, DR2 and DR3 for next step 
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of validity & reliability test. [DR1, DR2 
and DR3: Collaboration technology] 

Digital Resiliency (CyberSecurity 
Technology), factor loading/weight 
result start from DR5= 0.626, DR6 = 
0.684, DR7 = 0.693, and DR8 = 0.744 
accordingly. From this analysis result, 
we will only consider from the highest 
scores DR6, DR7 and DR8 for next step 
of validity & reliability test. [DR6, DR7 
and DR8: CyberSecurity technology] 

Digital Resiliency (Cloud- Managed 
Technology), factor loading/weight 
result start from DR9= 0.623, DR10 = 
0.542, and DR11 �± DR12 score is below 
0.50 accordingly. From this analysis 
result, we will only consider from the 
highest score DR9 and DR10 for next 
step of validity & reliability test. [DR9 
and DR10: Cloud-Managed technology]  

Technological Competence 
(Collaboration Reason and Expertise), 
factor loading/weight result start from 
TC1= 0.590, TC2 = 0.687, TC3 = 0.677, 
TC4 =0.629, TC5 =0.553, TC6=0.669, 
and TC7 = 0.562 accordingly. From this 
analysis result, we will only consider 
from the highest score TC1 �± TC3 for 
next step of validity & reliability test. 
[TC1, TC2 and TC3: Technological 
Competence] 

Firm Performance, factor 
loading/weight result start from FP1= 
0.552, FP2 = 0.533, FP3 = 0.725, and 
FP4=0.711 accordingly. From this 
analysis result, we will only consider 
from the highest score FP1, FP3, and 
FP4 for next step of validity & 
reliability test. [FP1, FP3, and FP4: 
Firm Performance] 

The reliability test in this study uses the 
Cronbach's Alpha method which is 
considered reliable if it has a Cronbach's 

Alpha value of more than 0.6 and a 
Composite Reliability. Composite 
reliability (sometimes called construct 
reliability) is a measure of internal 
consistency in scale items, much like 
Cronbach's alpha (Netemeyer, 2003). It 
can be thought of as being equal to the 
total amount of true score variance 
relative to the total scale score variance 
(Brunner & Süß, 2005). Composite 
Reliability (CR) value should greater 
than 0.6 - 0.7 for investigative research 
(Ghozali, 2014, p. 76). If the alpha 
coefficient for all variables is more than 
0.6 and the composite reliability is 
greater than 0.6 will acceptable 

This suggests that the questionnaire 
used in this study is trustworthy since it 
has a high degree of consistency and 
accuracy. Composite validity test, as a 
method that is better than the Cronbach 
alpha value in testing the reliability of 
the structural equation modeling. 
Composite reliability, which measures a 
construct, can be evaluated with two 
kinds of measures, namely internal 
�F�R�Q�V�L�V�W�H�Q�F�\���� �D�Q�G�� �&�U�R�Q�E�D�F�K�¶�V�� �D�O�S�K�D��
(Ghozali 2014). The loading value, 
Cronbach alpha, and composite 
reliability (All values indicated that all 
constructs met the tests for validity and 
reliability) are demonstrated in Table 2. 

The reliability test, show that every 
construct met the level of acceptance, 
�7�U�D�Q�V�I�R�U�P�D�W�L�R�Q�� �O�H�D�G�H�U�V�K�L�S�� �&�U�R�Q�E�D�F�K�¶�V��
Alpha at 0.63, and Composite reliability 
(CR) at 0.65. For Digital resiliency 
(Collaboration Technology), 
�&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �D�W�� ������������ �D�Q�G��
Composite reliability (CR) at 0.80. For 
Digital resiliency (CyberSecurity 
�7�H�F�K�Q�R�O�R�J�\�������&�U�R�Q�E�D�F�K�¶�V���$�O�S�K�D���D�W��������������
and Composite reliability (CR) at 0.82. 
For Digital resiliency (Cloud- Managed 
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�7�H�F�K�Q�R�O�R�J�\�������&�U�R�Q�E�D�F�K�¶�V���$�O�S�K�D���D�W��������������
and Composite reliability (CR) at 0.77. 
For Technological competence, 
�&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �D�W�� ������������ �D�Q�G��

Composite reliability (CR) 0.76. And 
�I�R�U�� �)�L�U�P�� �S�H�U�I�R�U�P�D�Q�F�H���� �&�U�R�Q�E�D�F�K�¶�V��
Alpha at 0.72, and Composite reliability 
(CR) at 0.75.

 

 
Table 2 Reliability and validity of the constructs (N=588) 

Variable Indicators Loading/ 
Weight 

�&�U�R�Q�E�D�F�K�¶�V��
Alpha 

Composite 
Reliability 

(CR) 
TL (Transformation 
Leadership) 

TL2 
TL3 
TL4 

0.59 
0.70 
0.80 

0.63 0.65 

DR (Digital Resiliency) 
Collaboration Technology 
 
 
DR (Digital Resiliency) 
CyberSecurity 
Technology 
 
DR (Digital Resiliency) 
Cloud Managed -
Technology 

DR1 
DR2 
DR3 

 
DR6 
DR7 
DR8 

 
DR9 
DR10 

0.73 
0.67 
0.75 

 
0.68 
0.69 
0.74 

 
0.62 
0.54 

0.79 
 
 
 

0.86 
 
 
 

0.76 

0.80 
 
 
 

0.82 
 
 
 

0.77 

TC  
(Technological 
Competence)  

TC1 
TC2 
TC3 

0.58 
0.68 
0.67 

0.76 0.76 

FP  
(Firm Performance) 

FP 1 
FP3 
FP4 

0.55 
0.73 
0.71 

0.72 0.75 

  Remark: �5�H�O�L�D�E�L�O�L�W�\���W�H�V�W�L�Q�J���E�\���&�U�R�Q�E�D�F�K�¶�V���$�O�S�K�D���L�V���D�L�P�H�G���D�W�����������R�U���K�L�J�K�H�U�� 

 
The following interpretation criteria were 
used to evaluate the level of agreement for 
each of the scales. The points on the 
original scales were used to create this 
guideline. 
 
Descriptive statistic  
In this part, the company's competency 
in terms of transformational leadership, 
digital resiliency, technological 
competence, and firm performance is 

described using means, standard 
deviations, and degree of agreement. 
The descriptive statistical analyses were 
performed using software and analytic 
tools. 

For transformational leadership, digital 
resiliency, technological competence, 
and firm performance. The level of 
agreement for each was assessed by the 
scales of 1-7 as shown in figure 7.
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Figure 7 Scale for the level of agreement 

 

Refer to Seven Likert Scale criteria 
building performance ranking  

And Figure 8 shows the scales used to 
rate the firm's perceived performance 
in each category. 

 

1-------------------------------------------------------------------7 

           Extremely Poor       Excellence 

    

Figure 8 Scale for perceived firm performance 

 

Refer to the Seven Likert Scale criteria 
for building performance ranking 
There are four constructions, each with 
at least four components. Each 
construct's description and analysis are 
detailed below. 
 
Transformation leadership  
Respondents were asked to rate their 
�R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V�� �7�U�D�Q�V�I�R�U�P�D�W�L�R�Q�D�O��
leadership from 1 (strongly disagree) to 
7 (strongly agree) in seven different 

aspects. The means of these items 
�U�D�Q�J�H�G���I�U�R�P���0� �������������6�'� ���������������³�7�K�H��
Management instills pride in me for 
bei�Q�J�� �D�V�V�R�F�L�D�W�H�G�� �Z�L�W�K�� �K�L�P���K�H�U�´�� �W�R��
�0� �������������6�'� ���������������³�7�K�H���0�D�Q�D�J�H�P�H�Q�W��
talks about his/her most important 
�Y�D�O�X�H�V�´���� �7�K�L�V�� �L�Q�G�L�F�D�W�H�V�� �W�K�D�W�� �L�Q�� �J�H�Q�H�U�D�O����
�W�K�H�� �U�H�V�S�R�Q�G�H�Q�W�¶�V�� �O�H�Y�H�O�� �R�I�� �D�J�U�H�H�P�H�Q�W��
�Z�L�W�K�� �W�K�H�� �R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V��
transformational leadership is 
�³�V�W�U�R�Q�J�O�\���D�J�U�H�H�´���7�D�E�O�H��3 shows the full 
result of the descriptive analysis.
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Table 3 Transformation leadership 

Statement Mean 
Standard 
Deviation 

Level of 
Agreement 

The Management instills pride in me for being 
associated with him/her 

5.77 0.630 Very agree 

The Management goes beyond self-interest for the 
good of the group 

6.14 0.669 Strongly agree 

The Management acts in ways that build my respect 6.26 0.677 Strongly agree 
The Management displays a sense of power and 
confidence 

6.37 0.640 Strongly agree 

The Management talks about his/her most 
important values 

6.48 0.619 Strongly agree 

 

Digital resiliency  
Respondents were asked to rate their 
�R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V���'�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\���I�U�R�P������
(strongly disagree) to 7 (strongly agree) 
in seven different aspects. The means 
of Collaboration technology items 
�U�D�Q�J�H�G�� �I�U�R�P�� �0� ���������� ���6�'� �������������� �³�$�O�O��
workers have the same experience and 
�S�U�R�G�X�F�W�L�Y�L�W�\�� �D�V�� �Z�R�U�N�L�Q�J�� �L�Q�� �W�K�H�� �R�I�I�L�F�H�´��
�W�R�� �0� ���������� ���6�'� �������������� �³�(�P�S�O�R�\�H�H�V��
easily participate in team meetings 
�Z�K�L�O�H���Z�R�U�N�L�Q�J���I�U�R�P���K�R�P�H�´�����)�R�U���&�\�E�H�U��
security technology items ranged from 
�0� ���������� ���6�'� �������������� �³�&�\�E�H�U�W�K�U�H�D�W�V�� �E�H��
identified, detected, and blocked before 
�W�K�H�\�� �G�D�P�D�J�H�� �W�K�H�� �E�X�V�L�Q�H�V�V�´�� �W�R�� �0� ����������

���6�'� �������������� �³�5�H�P�R�W�H�� �D�Q�G�� �W�U�D�Y�H�O�L�Q�J��
employees securely access the network 
�Z�K�L�O�H�� �W�K�H�\�� �D�U�H�� �D�Z�D�\�� �I�U�R�P�� �W�K�H�� �R�I�I�L�F�H�´����
For Cloud-managed technology items 
ranged from M=6.05 (SD=0.691) 
�³�<�R�X�U�� �F�X�U�U�H�Q�W�� �F�O�R�X�G�� �V�R�O�X�W�L�R�Q�� �S�U�R�Y�L�G�H�V 
complete �Y�L�V�L�E�L�O�L�W�\�� �D�Q�G�� �P�D�Q�D�J�H�P�H�Q�W�´��
�W�R�� �0� ���������� ���6�'� �������������� �³�<�R�X�U�� �F�X�U�U�H�Q�W��
IT infrastructure is on subscription with 
reasonable and start with less 
�S�D�\�P�H�Q�W���L�Q�Y�H�V�W�P�H�Q�W�´���� �7�K�L�V�� �L�Q�G�L�F�D�W�H�V��
�W�K�D�W�� �L�Q�� �J�H�Q�H�U�D�O���� �W�K�H�� �U�H�V�S�R�Q�G�H�Q�W�¶�V�� �O�H�Y�H�O��
�R�I�� �D�J�U�H�H�P�H�Q�W�� �Z�L�W�K�� �W�K�H�� �R�U�J�D�Q�L�]�D�W�L�R�Q�¶s 
�'�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\�� �L�V�� �³�V�W�U�R�Q�J�O�\�� �D�J�U�H�H�´��
Table 4 shows the full result of the 
descriptive analysis.
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Table 4 Digital Resiliency  

Statement (Collaboration) Mean 
Standard 
Deviation 

Level of 
Agreement 

Employees easily participate in team meetings 
while working from home 

6.39 0.792 Strongly agree 

Remote employees using video to help them 
build and maintain relationships with customers 

6.23 
 

0.777 Strongly agree 

Employees access team workspaces to share files 
securely and collaborate with each other 

6.36 0.704 Strongly agree 

All workers have the same experience and 
productivity as working in the office 

6.19 0.762 Strongly agree 

Web meetings is protected with end-to-end 
encryption that keeps sensitive information safe 

6.18 0.798 Strongly agree 

Statement (CyberSecurity)  
Video conferencing, calling, and team 
collaboration tools reliable and able to support 
compliance requirements 

 
6.16 

 
0.801 

 
Strongly agree 

Cyberthreats be identified, detected, and blocked 
before they damage the business 

6.10 0.785 Strongly agree 

Remote and traveling employees securely access  
the network while they are away from the office 

6.30 0.692 Strongly agree 

Statement (Cloud-Managed)    
All user identities easily be verified and 
authenticated for business applications 

6.17 0.758 Strongly agree 

Your current cloud solution provides completely 
visibility and management 

6.05 0.691 Strongly agree 

Your current IT infrastructure is on subscription 
with reasonable and start with less 
payment/investment 

6.26 0.729 Strongly agree 

Your current IT infrastructure simplify 
deployment and management and scalable easily 

6.19 0.762 Strongly agree 

 

Technology competence  
Respondents were asked to rate their 
�R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V�� �7�H�F�K�Q�R�O�R�J�L�F�D�O��
competence from 1 (strongly disagree) 
to 7 (strongly agree) in seven different 
aspects. The means of items ranged 
�I�U�R�P���0� �������������6�'� ���������������³�%�H�F�D�X�V�H���Z�H��
are the only firm which can use the 

resul�W�V���R�I���W�K�L�V���G�H�Y�H�O�R�S�P�H�Q�W���S�U�R�M�H�F�W���´���W�R��
�0� ���������� ���6�'� �������������� �³�2�X�U�� �S�U�R�G�X�F�W�L�R�Q��
processes are highly complex with high 
�W�H�F�K�Q�R�O�R�J�\�� �L�Q�Y�R�O�Y�H�G�´�� �7�K�L�V�� �L�Q�G�L�F�D�W�H�V��
that in general, the respondent level of 
�D�J�U�H�H�P�H�Q�W�� �Z�L�W�K�� �W�K�H�� �R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V��
�7�H�F�K�Q�R�O�R�J�L�F�D�O�� �F�R�P�S�H�W�H�Q�F�H�� �L�V�� �³�Y�H�U�\��
ag�U�H�H�´�����7�D�E�O�H�������V�K�R�Z�V���W�K�H���I�X�O�O���U�H�V�X�O�W���R�I��
the descriptive analysis. 
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Table 5 Technological competence  

Statement Mean 
Standard 
Deviation 

Level of 
Agreement 

Because we are the only firm with whom such 
products and processes can be developed. 

5.65 0.697 Very agree 

Because we are the only firm which can use the 
results of this development project. 

5.64 0.674 Very agree 

Because we have the excellent technological 
know-how. 

5.83 0.761 Very agree 

Because we are known for successful 
innovations 

5.86 0.827 Very agree 

We are very satisfied with the exclusiveness of 
our technological know-how. 

5.97 0.835 Very agree 

Our production processes are highly complex 
with high technology involved 

6.01 0.781 Strongly agree 

Considerable user know-how is required to use 
our products. 

5.95 0.746 Very agree 

 

Firm performance   
Respondents were asked to rate their 
�R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V�� �3�H�U�F�H�L�Y�H�G�� �)�L�U�P��
Performance from 1 (strongly disagree) 
to 7 (strongly agree) in seven different 
aspects. The means of items ranged 
�I�U�R�P�� �0� ���������� ���6�'� �������������� �³�)�L�U�P�¶�V��

�*�U�R�Z�W�K���R�I���6�D�O�H�´���W�R���0� �������������6�'� ��������������
�³�)�L�U�P�¶�V�� �3�U�R�I�L�W�D�E�L�O�L�W�\�´�� �7�K�L�V�� �L�Q�G�L�F�D�W�H�V��
�W�K�D�W���L�Q���J�H�Q�H�U�D�O�����W�K�H���U�H�V�S�R�Q�G�H�Q�W�¶�V���O�H�Y�H�O���R�I��
�D�J�U�H�H�P�H�Q�W���Z�L�W�K���W�K�H���R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V���)�L�U�P��
�S�H�U�I�R�U�P�D�Q�F�H�� �L�V�� �³�V�W�U�R�Q�J�O�\�� �D�J�U�H�H�´���� �7�D�E�O�H��
6 shows the full result of the descriptive 
analysis.

 
 
Table 6 Perceived firm performance   

Statement Mean 
Standard 
Deviation 

Level of 
Agreement 

�)�L�U�P�¶�V���*�U�R�Z�W�K���R�I���6�D�O�H 6.11 0.667 Strongly agree 
�)�L�U�P�¶�V���3�U�R�I�L�W�D�E�L�O�L�W�\ 6.38 0.540 Strongly agree 
�)�L�U�P�¶�V���3�U�R�G�X�F�W�V���	���6�H�U�Y�L�F�H�V���,�Q�Q�R�Y�D�W�L�R�Q 6.22 0.747 Strongly agree 
�)�L�U�P�¶�V���3�U�R�F�H�V�V���,�Q�Q�R�Y�D�W�L�R�Q���� 6.14 0.787 Strongly agree 

 

Model fit test of construct   
The confirmatory factor analysis 
requires the model fit test before 
evaluating the structural model's causal 
path. Referring of chapter 3, To reach 
the degree of acceptability for model 
fit, several fit indices are required. 

These indices was categorized into 
three categories: 

Category 1. Absolute fit index: Chi-
Square P-value > 0.05. (Hair et al., 2006), 
RMSEA< 0.08 (Hair et al., 2006), RMR< 
0.08 (Hair et al., 2006), GFI> 0.90 (Hair 
et al., 2006) 
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Category 2. Incremental fit index: CFI> 
0.90 (Marsh, Hau, & Wen, 2004), 
TLI/NFI > 0.90 (Bentler and Bonnet, 
1980) 

Category 3. Parsimonious fit index: Chi-
Square/df < 3.0 (Kline, 1998)  

 

For this study, we will leverage the 
Incremental fit index as a reference to 
the level of acceptance of CFI> 0.90, 
and TLI/NFI > 0.90 for testing 4 
individual constructs and the overall 
model. The fit indices as stated in Table 
7.  

Transformation leadership (TL), the 
construct has three items with fit indices 
results as follows: CFI, TLI, and NFI are 
0.982, 0.963, and 0.968 accordingly. 
This indicates that the model accurately 
represents the data. All indices show 
that the model fit is satisfactory, and all 
elements may be employed in Structural 
Equation Modelling (SEM) path 
analysis. 

Digital Resiliency (DR), the construct 
has 2 Difference Test:  

First validity test result from 
combines 3 technology: Collaboration, 
CyberSecurity and Cloud Managed 
constructs together with eight items with 
fit indices result as follows: CFI, TLI, 
and NFI are 0.641, 0.561, and 0.545 
accordingly. This indicates that the 
model has inaccurate and not able to 
present the data. All indices show that 
the model is not fit and unsatisfactory. 
All CFI, TLI, and NFI is below 0.9 and 
all elements may be unemployed in 
Structural Equation Modelling (SEM) 
path analysis. Regarding for this result, 
then the 2nd validity test for DR (Digital 

resiliency) was implemented and 
required.  

Second validity test result by separate 3 
technology:  DR (Digital Resiliency) to 3 
technology, include Collaboration 
Technology, CyberSecurity Technology 
and Cloud-Managed Technology. All the 
result was present in below and we keep 
no change for TL(Transformation 
Leadership, Technological Competence, 
and Firm Performance. 
 
Result from separate DR (Digital 
Resiliency) 3 technology test as 
follow:  

DR- Collaboration Technology, the 
construct has three items with fit indices 
results as follows: CFI, TLI, and NFI are 
0.957, 0.929, and 0.924 accordingly. 
This indicates that the model accurately 
represents the data. All indices show 
that the model fit is satisfactory, and all 
elements may be employed in Structural 
Equation Modelling (SEM) path 
analysis. 

DR- CyberSecurity Technology, the 
construct has three items with fit indices 
results as follows: CFI, TLI, and NFI are 
0.939, 0.94, and 0.938 accordingly. This 
indicates that the model accurately 
represents the data. All indices show 
that the model fit is satisfactory, and all 
elements may be employed in Structural 
Equation Modelling (SEM) path 
analysis. 

DR- Cloud Managed Technology, the 
construct has two items with fit indices 
results as follows: CFI, TLI, and NFI are 
0.931, 0.994, and 0.929 accordingly. 
This indicates that the model accurately 
represents the data. All indices show 
that the model fit is satisfactory, and all 
elements may be employed in Structural 
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Equation Modelling (SEM) path 
analysis. 

Technological Competence (TC), the 
construct has three items with fit indices 
results as follows: CFI, TLI, and NFI are 
0.901, 0.908, and 0.905 accordingly. This 
indicates that the model accurately 
represents the data. All indices show that 
the model fit is satisfactory, and all 
elements may be employed in Structural 
Equation Modelling (SEM) path analysis. 

Firm Performance (FP), the construct 
has three items with fit indices results as 

follows: CFI, TLI, and NFI are 0.968, 
0.904, and 0.965 accordingly. This 
indicates that the model accurately 
represents the data. All indices show that 
the model fit is satisfactory, and all 
elements may be employed in Structural 
Equation Modelling (SEM) path analysis. 

In summary from the second validity test 
for DR (Digital Resiliency) that separate 
by technology was a lot more improve for 
model fit compared to combine 
technology earlier the summary of 
Goodness fit indices is present in Table 7.

 
 
Table 7 Goodness of Fit (Incremental fit indices) Summary by Construct  

ITEMS  CFI TLI  NFI 
TL (Transformation Leadership) 0.982 0.963 0.968 
Separate 3 Technology Test  
DR (Digital Resiliency) �± Collaboration Technology  

 
0.957 

 
0.929 

 
0.924 

DR (Digital Resiliency) �± CyberSecurity Technology 0.939 0.941 0.938 

DR (Digital Resiliency) �± Cloud -Managed Technology 0.931 0.994 0.929 

TC (Technological Competence) 0.901 0.908 0.905 

FP (Firm Performance) 0.968 0.904 0.965 
 Refer to: CFI> 0.90 (Marsh, Hau, & Wen, 2004), TLI/NFI > 0.90 (Bentler and Bonnet, 1980) 

 

Structural Equation Modelling (SEM) 
Analysis 

Structural Equation Modelling (SEM) 
was used to do the inferential analysis for 
this study. The model fit was tested, and 
path analysis was performed using a few 
analysis tools. SEM is a good way to test 
a model or the internal relationship 
between various constructs with 
complicated relationships. The model's 
goodness of fit, SEM results, and 
hypothesis testing are all discussed in this 
section. 

Goodness of fit of the model  

The goodness of fit of the model will be 
evaluated using the criteria specified in 
Chapter 3 in the same way as the 
construct model fit test. For this study, 
we will leverage the Incremental fit 
index as a reference to the level of 
acceptance of CFI> 0.90��(Marsh, Hau, & 
Wen, 2004), and TLI/NFI > 0.90 
(Bentler and Bonnet, 1980)��for testing 
individual constructs and the overall 
model��fit. The Comparative Fit Index 
(CFI) (adapted from the Normed Fit 
Index (NFI)) (Bentler & Bonett, ��������������
If CFI is more than ��������, the model 
matches the empirical data. If CFI is 
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between ������������������, the model is 
reasonably compatible with empirical 
evidence (Diamantopoulos et al., ��������; 
Kaplan, ��������������If CFI is more than ��������, 
the model is reasonably compatible with 
actual data (Diamantopoulos et al., 
��������; Kaplan, ��������; Schumacker & 
Lomax, ����������. Table 8 will present the 
findings and result of the model fits 
based on the level of acceptance 
(Incremental fit indices) for the research 
model to be accepted. 

The model with fit indices results as 
follows: CFI, TLI, and NFI are 0.992, 
0.914, and 0.902 accordingly. This 
indicates that the model accurately 

represents the data. All indices show 
that the model fit is satisfactory, and all 
elements may be employed in Structural 
Equation Modelling (SEM) path 
analysis base on the acceptance of 
Incremental fit indicators. 

And for other goodness fit index 
measurement result as follows: P-Value 
(Chi-Square), RMIN/DF, RMSEA, 
RMA and GFI are 0.72, 2.415, 0.055, 
0.360 and 0.772 that most result show 
that the model is fit and all elements 
may be employed in Structural Equation 
Modelling (SEM) path analysis for next 
process step of analysis.

 

 
Table 8 Goodness of fit of the model  

ITEMS  P-Value CMIN/DF  RMSEA RMA  GFI CFI TLI  NFI 

Overall  
Model Fit 

0.72 2.415 0.055 0.360 0.772 0.992 0.914 0.902 

Refer to Incremental fit indices we will focus on CFI> 0.90 (Marsh, Hau, & Wen, 2004), TLI/NFI  
> 0.90 (Bentler and Bonnet, 1980) 
 
 
SEM Outcome (Proposed Model)  

The fit indices were tested, and the 
proposed model had an adequate fit to 
the data. The final analysis is the path 
analysis which tests and quantifies the 
relationship between each variable in 
the research by analyzing the regression 
weights and standardized regression 
weights.  

For this study, we are working on 
structural equation modeling (SEM) 
using an analytical tool for quantitative 
data analysis. Before evaluating the 
whole CFA model, each of the 
measurement models (CFA). And we are 
looking for a highest validity and 

reliability of the measurement models, 
then we do 2-time validity testing result 
between combine DR (Digital 
Resiliency) 3 technology together 
(Including Collaboration technology, 
CyberSecurity technology and Cloud-
Managed technology together 10 items), 
refer to validity test result of combine DR 
(Digital Resiliency) and compare with 
separate DR (Digital Resiliency) testing, 
Collaboration technology (4 items), 
CyberSecurity technology (4 items), and 
Cloud-managed technology (2 items). 
All validity test result is present in Table 
9.  

From this 2-time validity testing, we can 
get the better result from separate 



Journal of Family Business and Management Studies 

 

 
FBMS I  114 

process step of DR (Digital resiliency). 
The overall structural model was found 
to be statistically valid and reliable. 
Composite Reliability (CR) and AVE 

(Average Variance Extracted) value 
from both transformation leadership and 
resiliency is much more improve to the 
level of acceptance.

  

 
Table 9 Second Validity and Reliability Test (CR & AVE Value)- Separate DR   
 

Variable Cronbach's 
Alpha 

CR AVE Firm  
Performance 

Collab  
 

TL  TC Cyber 
Security 

Cloud-
Managed  

(FP) Firm 
Performance 0.716 0.755 0.534 0.731      

Collaboration 
Technology 0.856 0.800 0.572 0.122 0.756     

(TL) 
Transformation 
Leadership 

 
0.623 

 
0.646 

 
0.390 

 
0.206 

 
0.232 

 
0.624    

(TC) 
Technological 
Competence 

0.720 0.756 0.519 0.273 0.356 0.343 0.721   

Cyber Security  
Technology 0.856 0.817 0.598 0.269 0.677 0.262 0.344 0.773  

Cloud-
Managed 
Technology 

0.763 0.769 0.626 0.317 0.631 0.576 0.457 0.770 0.791 

 

From Separate DR validity test, we 
�I�R�X�Q�G�� �W�K�D�W�� �&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �I�U�R�P��
Transformation leadership is still below 
0.7, Convergent Validity: the AVE for 
Digital resiliency is improve and above 
0.5 for all 3 technology, CR and 
�&�U�R�Q�E�D�F�K�¶�V�� �$�O�S�K�D�� �E�H�W�Z�H�H�Q�� �U�D�Q�J�H�� �R�I��

0.60 - 0.70 (Ghozali, 2014) is 
acceptable.  With this study we can 
leverage, all indices show that the model 
fit, satisfactory, and all elements may be 
employed in Structural Equation 
Modelling (SEM) final path analysis as 
present in the following figure.
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Table 10 Summary of coefficients within the model  

                  Factor Coefficient P-Value 

Technological Competence  �Æ  Transformation Leadership  .232 ***  
Transformation Leadership �Æ Cloud-Managed Technology  .903 ***  

Technological Competence �Æ Cloud-Managed Technology .383 ***  

Transformation Leadership �Æ CyberSecurity Technology -.598 ***  
Technological Competence �Æ CyberSecurity Technology .172 .033 

Cloud-Managed Technology  �Æ CyberSecurity Technology 1.043 ***  
Transformation Leadership �Æ Collaboration Technology .218 .062 
Technological Competence �Æ Collaboration Technology .150 .053 

CyberSecurity Technology �Æ Collaboration Technology .600 ***  

Collaboration Technology �Æ Firm Performance  -.071 .016 
CyberSecurity Technology �Æ Firm Performance  .075 .069 
Cloud-Managed Technology �Æ Firm Performance .090 .116 
Technological Competence �Æ Firm Performance .106 .005 
Transformation Leadership �Æ Firm Performance .030 .676 
*  P Value <0.05      **  P Value <0.01     ***P Value <0.001 
 

For this study we also have additional 
testing about the possibility of mediator 
role and mediator role from DR (Digital 
Resiliency) by Technology included 
Collaboration, CyberSecurity and Cloud-
managed as a mediator role between 
Transformation leadership to Firm 
performance and Technological 
competence to Firm performance and the 
testing result has shown in following 
table below included the result of testing 
moderator role by Technological 
competence, between relationship of 
Transformation leadership and Firm 
performance. 

Mediators are frequently called 
intermediary variables because they 
often reflect the mechanism through 

which an effect happens. They define the 
how or why of a (usually well-
established) link between two other 
variables. An indirect effect is another 
term for this. For this study 
transformation leadership can increase 
level of SMEs firm performance, but this 
benefit is mediated by the Technological 
competence. However, the mediation 
package method is an important and 
flexible and statistically powerful 
approach for this study. 

Digital resiliency (including 
Collaboration, CyberSecuirty, and 
Cloud-managed technology) playing as 
the mediator role between 
transformation leadership to Firm 
performance
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Table 11 Digital resiliency as mediator role between Transformation leadership to Firm 
Performance   

Variable 

Direct Effect 
w/o mediate 

on Firm 
Performance 

Direct Effect 
with mediate 

on Firm 
Performance 

Indirect 
Effect on 

Firm 
Performance 

LCI  UCI Outcome 

Digital resiliency 
(Collaboration 
technology) 

0.103** 0.077 0.026 0.007 0.048 Full mediate 

Digital resiliency 
(CynerSecurity 
technology)  

0.103** 0.040 0.063 0.033 0.096 Full mediate 

Digital resiliency 
(Cloud-managed 
technology) 

0.103** -0.016 0.119 0.081 0.159 Full mediate 

 *  P-Value <0.05     **  P-Value <0.01      ***  P-Value <0.001 

 
Leveraging the SEM outcome and 
Figure 10 Final path model with 
standardized coefficients and refer to the 
relationship between transformation 
leadership to firm performance path, the 
result show that this not performed 
together with coefficient is 0.03, and 
�³�1�R�W�� �$�F�F�H�S�W�H�G�´�� �R�X�W�F�R�P�H�� �I�U�R�P�� �W�K�H��
hypothesis test. Then we continue doing 
more analysis with the mediate test, the 
result by each technology test as follows. 

Digital resiliency (Collaboration 
technology) test, the result of this testing 
with all the valid value of Direct Effect 
w/o mediate on Firm Performance, 
Direct Effect with mediate on Firm 
Performance, Indirect Effect on Firm 
Performance, LCI, UCI and Outcome: 
0.103*, 0.077, 0.026, 0.007, 0.048, and 
Full mediate. With this result can explain 
the fact that transformation leadership 
without  mediator will not make any 
impact to firm performance, the mediate 
�W�H�V�W�� �U�H�V�X�O�W�� �V�K�R�Z�� �³�)�X�O�O�� �P�H�G�L�D�W�H�´�� �� �W�K�L�V��
technology can help digitize SMEs firm 
performance by leverage Collaboration 
technology platform for example web, 
video conference will help both internal 
between leadership and employees, 

business to customer, supplier, and 
partner with this can lead to firm 
performance improvement for both 
financial (revenue growth & 
profitability) and non-financial (product/ 
process innovation).  

Digital resiliency (CyberSecurity 
technology) test, the result of this testing 
with all the valid value of Direct Effect 
w/o mediate on Firm Performance, 
Direct Effect with mediate on Firm 
Performance, Indirect Effect on Firm 
Performance, LCI, UCI and Outcome: 
0.103*, 0.040 
0.06, 0.033, 0.096, and Full mediate. 
With this result can explain the fact that 
transformation leadership without 
mediator will not make any impact to 
firm performance, the mediate test result 
�V�K�R�Z���³�)�X�O�O���P�H�G�L�D�W�H�´���W�K�L�V���W�H�F�K�Q�R�O�R�J�\���F�D�Q��
help digitize SMEs firm performance by 
leverage CyberSecurity technology 
platform for protect firm from cyber-
crime, malware attack, and improve 
internal and external security for every 
process from working outside while we 
are in the pandemic situation. This can 
lead to firm performance improvement 
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for both financial (revenue growth & 
profitability) and non-financial (product/ 
process innovation). Additional benefit 
for firm with CyberSecurity technology 
can bring in more customer confidential 
and trust when they have a business 
process with us. They can confident that 
all of their information is well protection 
and safe.   

Digital resiliency (Cloud-managed 
technology) test, the result of this testing 
with all the valid value of Direct Effect 
w/o mediate on Firm Performance, 
Direct Effect with mediate on Firm 
Performance, Indirect Effect on Firm 
Performance, LCI, UCI and Outcome: 
0.103*, -0.016, 0.119, 0.081, 0.159, and 
Full mediate. With this result can explain 
the fact that transformation leadership 
without mediator will not make any 
impact to firm performance, the mediate 
�W�H�V�W�� �U�H�V�X�O�W�� �V�K�R�Z�� �³�)�X�O�O�� �P�H�G�L�D�W�H�´�� �W�K�L�V��
technology can help digitize SMEs firm 

performance by leveraging Cloud-
managed technology for provide all 
efficiency visibility end to end for overall 
IT network in SMEs business. Simply 
package for all cloud platform and help 
SMEs to start with small investment and 
put more investment when the business 
grown up later. Cloud technology will 
help more flexibility of firm investment, 
productivities, and smarter process while 
you are in the virtual office and external 
security for every process from working 
outside while we are in the pandemic 
situation. This can lead to firm 
performance improvement for both 
financial (revenue growth & 
profitability) and non-financial (product/ 
process innovation). The additional 
benefit for SMEs firm with Cloud-
managed technology can save a lot of IT 
workforce, pay as you grow, will 
definitely lead to better firm 
performance, and efficiency. 

 

 
Table 12 Digital resilience as mediator role between Technological competence to Firm 
Performance   

Variable 

Direct Effect 
w/o mediate 

on Firm  
Performance 

Direct Effect 
with mediate 

on Firm  
Performance 

Indirect 
Effect on 

Firm 
Performance 

LCI  UCI Outcome 

Digital resiliency 
(Collaboration 
technology) 

0.339*** 0.334*** 0.005 -0.030 0.364 Partial 

Digital resiliency 
(CynerSecurity 
technology)  

0.339*** 0.260*** 0.079 0.046 0.115 Partial 

Digital resiliency 
(Cloud-managed 
technology) 

0.339*** 0.268*** 0.071 0.038 0.106 Partial 

*  P-Value <0.05    **  P-Value <0.01     ***  P-Value <0.001 

 

Leveraging the SEM outcome and 
Figure 10 Final path model with 

standardized coefficients and refer to the 
relationship between technological 
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competent to firm performance path, the 
result show that this construct very well 
performed together with coefficient is 
�����������
�
�
�����D�Q�G���³�$�F�F�H�S�W�H�G�´���R�X�W�F�R�P�H���I�U�R�P��
the hypothesis test. We do interesting and 
continue doing more analysis with the 
mediate test, the result by each technology 
test as follows 

Digital resiliency (Collaboration 
technology) test, the result of this testing 
with all the valid value of Direct Effect 
w/o mediate on Firm Performance, Direct 
Effect with mediate on Firm Performance, 
Indirect Effect on Firm Performance, LCI, 
UCI and Outcome: 0.339***, 
0.334***, 0.005, -0.030, 0.364, and 
Partial mediate. c for both financial 
(revenue growth & profitability) and non-
financial (product/ process innovation).  

Digital resiliency (CyberSecurity 
technology) test, the result of this testing 
with all the valid value of Direct Effect 
w/o mediate on Firm Performance, Direct 
Effect with mediate on Firm Performance, 
Indirect Effect on Firm Performance, LCI, 
UCI and Outcome: 0.339***, 0.260***, 
0.079 0.046 0.115, and Partial 
mediate. With this result can explain the 
fact that technological competence 
without  mediator is already well 
performed and make an impact to firm 
performance, the mediate test result show 
�³�3�D�U�W�L�D�O�� �P�H�G�L�D�W�H�´�� �� �P�H�D�Q�V�� �W�K�D�W��
technological competence have direct 
impact to firm performance itself, and we 
can have the path by adding 
CyberSecurity technology as an mediator 
also can bring in impact to SMEs firm 
performance. Technology competence is 
the level of SMEs firm capability on 
digital technology. Leverage 
CyberSecurity technology platform for 
protect firm from cyber-crime, malware 
attack, and improve internal and external 

security for every process from working 
outside while we are in the pandemic 
situation. This can lead to firm 
performance improvement for both 
financial (revenue growth & profitability) 
and non-financial (product/ process 
innovation). Additional benefit for firm 
with CyberSecurity technology can bring 
in more customer confidential and trust 
when they have a business process with 
us. They can confident that all of their 
information is well protection and safe. 
The firm can keep this as differentiation 
when compare to other SMEs firm 
business. 

Digital resiliency (Cloud-managed 
technology) test, the result of this testing 
with all the valid value of Direct Effect 
w/o mediate on Firm Performance, Direct 
Effect with mediate on Firm Performance, 
Indirect Effect on Firm Performance, LCI, 
UCI and Outcome: 0.339***, 0.268***, 
0.071, 0.038, 0.106, and Partial mediate. 
With this result can explain the fact that 
transformation leadership without 
mediator will not make any impact to firm 
performance Cloud technology will help 
more flexibility of firm investment, 
productivities, and smarter process while 
you are working outside of the physical 
office and external security for every 
process from working outside while we 
are in the pandemic situation. This can 
lead to firm performance improvement for 
both financial (revenue growth & 
profitability) and non-financial (product/ 
process innovation. The additional benefit 
for SMEs firm with Cloud-managed 
technology can save a lot of IT workforce, 
and also build up a good capability IT 
champion on the office, pay as you grow, 
and will definitely lead to better firm 
performance.  
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Moderator,  the influence of a third 
variable, Z, on the relationship between 
variables X and Y can likewise be tested 
using moderation analysis. Moderation 
examines when or under what 
conditions an effect occurs rather than 
proving a causal link between these 
other factors. The character of a 

connection can be strengthened, 
weakened, or reversed through 
moderators. 

Technological competence playing as 
the moderator role between 
transformation leadership to Firm 
performance.

  

 
Table 13 Technological Competence as moderator role between Transformation 
leadership to Firm Performance  

Variable Coefficient & P-Value 
w/o Moderator 

Coefficient & P-Value 
with Moderator  

Outcome 

Technological 
competence  -0.009 -0.068 Not Applicable 

*P-Value <0.05    **P -Value <0.01     ***P -Value <0.001 

 
Table 14 Coefficients values for all variable included moderator test result  

 
Variable Names 

Unstandardized 
Regression Coefficients 

Independent Variable 
Moderator 
Dependent Variable 

Transformation leadership 
Technological competence  
Firm Performance  

-0.009 
0.301 

-0.068 
       

Figure 9 Moderator test result 
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Leveraging the SEM outcome and 
Figure 10 Final path model with 
standardized coefficients and refer to the 
relationship between transformation 
leadership to firm performance path, the 
result show that this not performed 
together with coefficient is 0.03, and 
�³�1�R�W�� �$�F�F�H�S�W�H�G�´�� �R�X�W�F�R�P�H�� �I�U�R�P�� �W�K�H��
hypothesis test. Then we continue doing 
more analysis with the moderator test, 
the result of Technological competence 
�D�V�� �D�� �P�R�G�H�U�D�W�R�U�� �L�V�� �³�1�R�W�� �$�S�S�O�L�F�D�E�O�H�´�� �W�K�H��
value of Coefficient & P-Value w/o 

Moderator, and Coefficient & P-Value 
with Moderator are -0.009, and -0.068. 
And we less different from the lower 
linear equation (Y=1.3546X-0.0608) and 
the higher linear equation 
(Y=1.2074X+2.2178).  In conclusion, 
technological competence do not adding 
any power on the relationship between 
transformation leadership to firm 
performance, leadership with or without 
technological competence is not make 
any change or impact to Thailand SMEs 
firm performance in this study.

  

 
 

 

Figure 10 Final path model with standardized coefficients 
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Hypothesis testing 
The statistical with significant 
coefficients vary from -0.598 
(Transformation leadership to 
cybersecurity technology) to 1.043 
(cloud-managed technology to 
cybersecurity technology). The 
important pathways include 
technological competence to 
transformation leadership, 
transformation leadership to cloud-
managed technology, technological 
competence to cloud-managed 
technology, technological competence 
to cybersecurity technology, 
cybersecurity technology to 
collaboration technology, collaboration 
technology to firm performance, and 
technological competence to firm 
performance.  

The non-significant paths are from 
transformation leadership to 
collaboration technology, 
technological competence to 
collaboration technology, 
cybersecurity to collaboration 
technology, cybersecurity technology 
to firm performance, cloud-managed 
technology to firm performance, and 
transformation leadership to firm 
performance.  

There are 21 hypotheses in this 
research of which the results are 
summarized in below table; H1-H4, are 
about testing the relationship between 
transformation leadership to firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �D�Q�G�� �I�L�U�P�¶�V�� �G�L�J�L�W�D�O��
resiliency (with 3 technologies 
separately) on collaboration 
technology, cybersecurity technology, 
and cloud-managed technology. For 
both H3 (Transformation leadership 
has significantly positive related to 

�)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology) and H4 
(Transformation leadership has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (Cloud-managed 
technology) are accepted.  H5-H9 are 
about testing the relationship between 
technological competence to firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �D�Q�G�� �I�L�U�P�¶�V�� �G�L�J�L�W�D�O��
resiliency (with 3 technologies 
separately). The accepted hypothesis 
are H5 (Technological competence has 
significantly positive related to Firm 
performance), H7 [Technological 
competence has significantly positive 
�U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology)], H8 
[Technological competence has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (Cloud-Managed 
technology)], and H9 [Technological 
competence has significantly positive 
related to Transformation leadership]. 
H10-H14 between digital resiliency in 
a different of technology testing 
referring to collaboration, 
cybersecurity and cloud-manage to 
firm performance, and between 
technology itself. The accepted 
�K�\�S�R�W�K�H�V�L�V�� �D�U�H�� �+�����>�)�L�U�P�¶�V�� �G�L�J�L�W�D�O��
resiliency (Collaboration technology) 
has significantly positive related to 
�)�L�U�P���S�H�U�I�R�U�P�D�Q�F�H�@�����+�������>�)�L�U�P�¶�V���G�L�J�L�W�D�O��
resiliency (CyberSecurity technology) 
has significantly positive related 
Collaboration technology], and H14 
�>�)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\�� ���&�O�R�X�G-
Managed technology) has significantly 
positive related to CyberSecurity 
technology]. For this study we also 
testing mediator role (H15-20), and 
moderator role (H21). The accepted 
hypothesis are all of them, H15[The 
relationship between Transformation 
leadership to Firm performance will 
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�P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(Collaboration technology)], H16[The 
relationship between Transformation 
leadership to Firm performance will 
�P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology)], H17[The 
relationship between Transformation 
leadership to Firm performance will 
�P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(Cloud-managed technology)], 
H18[The relationship between 
Technological competence to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �Z�L�O�O�� �P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (Collaboration 
technology)], H19[The relationship 
between Technological competence to 
Firm performance will mediate by 
�)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology)] and 
H20[The relationship between 
Technological competence to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�� �Z�L�O�O�� �P�H�G�L�D�W�H�� �E�\�� �)�L�U�P�¶�V��
digital resiliency (Cloud-managed 
technology)].  

�7�K�R�V�H�� �Z�L�W�K�� �W�K�H���R�X�W�F�R�P�H�� �³�1�R�W�� �$�F�F�H�S�W�´��
are H1 (Transformation leadership to 
Firm performance), H2 
[Transformation leadership has 
�V�L�J�Q�L�I�L�F�D�Q�W�O�\�� �S�R�V�L�W�L�Y�H�� �U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V��
digital resiliency (Collaboration 
technology)], H6[Technological 
competence has significantly positive 
�U�H�O�D�W�H�G�� �W�R�� �)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(Collaboration technology)], 
�+�����>�)�L�U�P�¶�V�� �G�L�J�L�W�D�O�� �U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology) has 
significantly positive related to Firm 
�S�H�U�I�R�U�P�D�Q�F�H�@���� �+�����>�)�L�U�P�¶�V�� �G�L�J�L�W�D�O��
resiliency (Cloud-Managed 
technology) has significantly positive 
related to Firm performance], and H21 
[The relationship between 
Transformation leadership to Firm 
performance will moderate by 
Technological competence]
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Table 15 Hypothesis testing and outcome  

Hypothesis Statement Outcome 
H1 Transformation leadership has significantly positive related 

to Firm performance 
Not Accepted 

H2 Transformation leadership has significantly positive related 
�W�R���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�R�O�O�D�E�R�U�D�W�L�R�Q���W�H�F�K�Q�R�O�R�J�\���� 

Not Accepted 

H3 Transformation leadership has significantly positive related 
to �)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�\�E�H�U�6�H�F�X�U�L�W�\���W�H�F�K�Q�R�O�R�J�\���� 

Accepted 

H4 Transformation leadership has significantly positive related 
�W�R���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�O�R�X�G-managed technology)  

Accepted 

H5 Technological competence has significantly positive related 
to Firm performance  

Accepted 

H6 Technological competence has significantly positive related 
�W�R���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�R�O�O�D�E�R�U�D�W�L�R�Q���W�H�F�K�Q�R�O�R�J�\�� 

Not Accepted 

H7 Technological competence has significantly positive related 
�W�R���)�L�U�P�¶�V���G�L�J�L�W�D�O��resiliency (CyberSecurity technology) 

Accepted 

H8 Technological competence has significantly positive related 
�W�R���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�O�R�X�G-Managed technology) 

Accepted 

H9 Technological competence has significantly positive related 
to Transformation leadership 

Accepted 

H10 �)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�\�E�H�U�6�H�F�X�U�L�W�\���W�H�F�K�Q�R�O�R�J�\�����K�D�V��
significantly positive related to Firm performance  

Not Accepted 

H11 �)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�O�R�X�G-Managed technology) has 
significantly positive related to Firm performance 

Not Accepted 

H12 �)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�R�O�O�D�E�R�U�D�W�L�R�Q���W�H�F�K�Q�R�O�R�J�\�����K�D�V��
significantly positive related to Firm performance 

Accepted 

H13 �)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�\�E�H�U�6�H�F�X�U�L�W�\ technology) has 
significantly positive related Collaboration technology 

Accepted 

H14 �)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\�����&�O�R�X�G-Managed technology) has 
significantly positive related to CyberSecurity technology 

Accepted 

H15 The relationship between Transformation leadership to Firm 
performance will mediate �E�\���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\��
(Collaboration technology) 

Accepted 
(Full Mediate) 

H16 The relationship between Transformation leadership to Firm 
performance will mediate �E�\���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology) 

Accepted 
(Full Mediate) 

H17 The relationship between Transformation leadership to Firm 
performance will mediate by �)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\��
(Cloud-managed technology) 

Accepted 
(Full Mediate) 

H18 The relationship between Technological competence to Firm 
performance will mediate �E�\���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\��
(Collaboration technology) 

Accepted  
(Partial Mediate) 

H19 The relationship between Technological competence to Firm 
performance will mediate �E�\���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\��
(CyberSecurity technology) 

Accepted  
(Partial Mediate) 

H20 The relationship between Technological competence to Firm 
performance will mediate b�\���)�L�U�P�¶�V���G�L�J�L�W�D�O���U�H�V�L�O�L�H�Q�F�\��
(Cloud-managed technology) 

Accepted  
(Partial Mediate) 

H21 The relationship between Transformation leadership to Firm 
performance will moderate by Technological competence  

Not Applicable 
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Conclusion and 
discussion 
The objective of this study was to examine 
the relationship between technological 
competence, leadership transformation, 
and the performance of SMEs and to 
discover how SMEs in Thailand may 
overcome critical constraints and enhance 
their success by embracing digital 
technology to improve their operations 
and boost the degree of sustainability in 
their businesses.  

The study was created and tested a 
structural equation model (SEM) of the 
relationship between transformational 
leadership and technological competency, 
their impacts on the success of product 
and process innovation, and firm financial 
performance. The study refers to 
Resource-Based View, and Dynamic 
Capability related to this study. The 
resource-based view (RBV) of the firm is 
a starting point for investigating firms' 
internal resources as sources of 
competitive advantages, such as 
knowledge and capabilities (Barney, 
1991; Wernerfelt, 1984). The dynamic 
capabilities perspective, which extends 
the resource-based viewpoint, emphasizes 
the ongoing development of capabilities 
that underpin firm resources (Lado and 
Wilson, 1994; Mowery et al., 1996; Teece 
et al., 1997). It is not only resources that 
are important, but also how managers 
coordinate and integrate activities within 
the firm in order to best utilize and 
improve these resources over time (Teece 
et al., 1997). The knowledge-based view 
of the firm (Grant and Baden-Fuller, 
1995; Conner and Prahalad, 1996) 
emphasizes the firm's ability to integrate 
external sources of explicit and tacit 
knowledge, which is consistent with the 

evolutionary perspective of building and 
extending firm capabilities. 

The result of this shows technological 
competence is positively relationship with 
firm performance, and also has positive 
relationship to transformation leadership 
with significantly result confirm by data 
analysis.  By the way, for transformation 
leadership there is no significantly 
positive impact to firm performance, and 
the same result after adding technological 
competence as moderator and moderate 
transformation leadership to firm 
performance, the result still not strong 
enough in this case.  

This research is beneficial to both SMEs 
business owner, manager, and related key 
stakeholder by provide useful key 
findings information. SMEs can leverage 
this information to digitize and building 
up their own business strategy. And this 
study also benefits to local government 
and SMEs associations who provide 
support & drive SMEs business in 
Thailand. Finally, this study able to 
develop a reliable and generalized 
framework about firm performance and 
success in SMEs context for current and 
future study. 

The conceptual model was created and 
tested a structural equation model 
(SEM) of the relationship between 
constructs relationship. This research 
also seeks to explore how SMEs in 
Thailand may overcome major problems 
and accelerate achievement by 
leveraging digital technology to 
improve company resilience and 
achieve even greater levels of firm 
performance and success. The 
conceptual SEM was constructed based 
on current research on leadership styles, 
technological competency, digital 
resiliency, and firm performance in 
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SMEs. Previous research concentrated 
on the relationship between leadership 
styles and technology investment in the 
enterprise size of business rather than 
SMEs segmentation. Digital resilience 
is the top new technology including 
collaboration technology that including 
web, video conference platform for 
helping SMEs to improve engagement 
internal and external virtually while all 
SMEs in Thailand in the difficulty of the 
pandemic impact, CyberSecurity 
technology is a critical for every SMEs 
business that limitation or lacking of IT 
protection. Cyber-crime is the fastest 
grow up with a big total business 
opportunity for them to attack 
commercial and SMEs business 
segment more than ever since last 2 
years. Cloud-managed technology is 
also important to all Thailand SMEs to 
start digitize their business and able to 
spend less from day one. All industries 
will need to catch up very fast to recover 
from the COVID-19 issue, which has 
impacted both locally and worldwide for 
more than two years.  

The variable chains connecting 
transformation leadership to firm 
performance, digital resiliency to firm 
performance, and technological 
competence to firm performance are 
also studied in various sets of variables. 
Digital resiliency which included top 3 
technologies None have incorporated 
the variables to study in the context of 
Thailand SMEs especially while we are 
facing the pandemic situation. That 
fastest internal capability to leverage all 
the competency will help SMEs to able 
to survive and able to manage for any 
crisis in the near future. The following 
primary research questions were derived 
from this argument, what are the major 
impact factors of the independent 

variable which included transformation 
leadership, technological competence, 
and digital resiliency with the top three 
technology which appear to influence 
firm performance as the dependent 
variable for Thailand SMEs, especially 
in the COVID-19 situation,  is there a 
meaningful relationship between 
transformational leadership, 
technological competency, and digital 
�U�H�V�L�O�L�H�Q�F�\�� �L�Q�� �7�K�D�L�O�D�Q�G�� �6�0�(�¶�V�� �I�L�U�P��
performance, and is there a major 
influence on Thailand SMEs company 
performance with a difference in digital 
resiliency between collaboration, 
cybersecurity, and cloud-managed 
technology approach.  

To fulfill the gap of knowledge in the 
literature, a set of 21 hypotheses 
involving direct and indirect linkages 
between components were developed 
and tested to answer the study questions. 
The conceptual model was validated 
using the findings of a self-administered 
survey completed by respondents. This 
study made use of non-probability 
sampling. 

Total effect analysis reveals the 
importance and priority of building up 
the competency in a few areas for better 
firm performance. The biggest effect is 
from Technological competence to 
digital resilience followed by 
technological competence to 
transformation leadership. 
Understanding the relationships and the 
extent of effect between these constructs 
can help Thai SMEs more readiness to 
put all the comprehensive plans, and 
priorities, and implement their business 
strategy for growth and ambition to take 
advantage of new opportunities in 
current and future crises that may 
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possibly impact SMEs business in the 
near future.  

In conclusion, the results showed that 
transformation leadership and digital 
resiliency is not significantly direct 
impact firm performance. By adding 
digital resiliency as a mediating effect to 
transformation leadership is also 
applicable to enhancing firm 
performance. Technological 
competence plays a significant role by 
providing a direct effect between 
transformation leadership, digital 
resiliency, and firm performance.  

As a result, we argue that if Thailand's 
SMEs intend to improve their 
performance during pandemics, they 
should consider developing company 
strengths and competencies such as 
transformational leadership, digital 
resiliency, and technological 
competence. Thailand's SMEs must also 
understand the mechanisms of each 
capability's interactions. This study 
establishes an empirical model for 
leadership, technology, and digital 
resiliency capabilities for increasing 
�7�K�D�L�O�D�Q�G�� �6�0�(�V�¶�� �E�X�V�L�Q�H�V�V�� �S�H�U�I�R�U�P�D�Q�F�H��
during a pandemic or crisis.  

 

Managerial implication 
From this study, the following are three 
implications for Thailand SMEs should 
consider improving performance by 
leveraging a suitable type of leadership, 
and bringing in the right technology to 
�H�Q�K�D�Q�F�H�� �W�K�H�� �I�L�U�P�¶�V�� �F�D�S�D�E�L�O�L�W�\�� �D�Q�G��
readiness for current and coming new 
turbulence in the near future. 

First, leadership and technology skills are 
crucial in defining a vision, aim, and 
strategy that helps firms to digitize and 

become more robust and adaptive to 
market changes or future crises in a 
changing corporate environment. 
Thailand's SMEs should consider re-
educating both present and new 
management teams. Effective leadership 
is critical to the success of any company. 
A strong transformation leadership with 
high technological competence can create 
more activities, and leverage more 
innovative technology, to secure 
sustainable growth. Moreover, improved 
knowledge for better product brand 
development, more understanding of 
modern business management and 
process, and efficient marketing 
knowledge and information to drive and 
lead beneficent to the firm. 

Second, improved technological expertise 
can help SMEs achieve greater efficiency 
through process improvements or product 
redesign, boosting their chances of 
earning a competitive advantage. 
Furthermore, a company with a high level 
of technical competence outperforms 
those with a low level of technological 
competence in terms of innovative 
success as well as financial firm 
performance, including revenue and 
growth. To be different and build up more 
value-added to the firm, SMEs should 
consider building technology capability, 
in the new digital economy we are not 
able to ignore technology for enhancing 
engagement with internal employees, 
customers, suppliers, or business partners. 
SMEs invest comparably little in 
technology. For example, in hospitality 
businesses i.e., Resort/Boutique Hotels 
the company should invest in the website, 
and social media channels, and join 
mobile application platforms to explore 
�P�R�U�H�� �E�X�V�L�Q�H�V�V�� �R�S�S�R�U�W�X�Q�L�W�L�H�V���� �6�0�(�V�¶�� �V��
customers can be anywhere in this world 
and e-commerce platforms also have more 
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than 3X growth. SMEs should grab this 
opportunity as fast as possible. 
Technology will bring in a borderless 
network between SMEs and customers 
nationwide.  

And last, according to the findings of this 
study, Thailand's SMEs should be 
required to begin digitizing and 
developing their business strategies, and 
local government/SMEs groups might 
provide more support. Digital 
transformation/innovation also assists 
SMEs in increasing business revenue and 
growth, improving customer experience, 
differentiating, and remaining 
competitive, attracting, and retaining 
talent, and finally improving 
collaboration within the SME's 
organization in order to develop a long-
term reliable and generalized framework 
for firm performance and success in the 
context of SMEs for current and future 
research. Technology is being used by 
SMEs. There have been several inquiries 
in the media and among the general public 
concerning the new or next normal. SMEs 
business owners or leadership in the 
organization together with technological 
competence is playing a very important 
role in the new normal and what we 
should intend to thrive in the post-covid 
world. The faster SMEs can adapt and 
evolve, the sooner they may embrace 
more business possibilities and achieve 
success. 

 

Limitations  and future 
research 
This study has various limitations that 
should be considered when interpreting its 
findings. First, this research only focuses 
on the constructs identified from theory 

and previous study for example 
transformation leadership, technological 
competence, and firm performance by 
testing relationship and impact between 
constructs based on the conceptual model. 
Other constructs may exist, for example: 
firm business strategy and direction, firm 
structure, firm investment, and specific 
vertical. According to Leadership, this 
study investigated only transformational 
leadership as, during the pandemic 
situation, we are seeing more importance 
and priority for transformation leadership. 
In future research, we may consider 
exploring to other newest types of 
leadership style that should be more 
useful and may be suitable to the current 
market i.e., Strategist leadership, 
Innovation leadership, and Digital 
leadership.  

Second, this study focused entirely on 
Thailand SMEs that have between 50 �± 
499 employees without specifically on 
any industries. Future studies could 
include industry to be one of the 
measurements, as each industry may have 
a different type of business focus, level of 
concerning on leadership, and 
technological and performance 
measurement. Examples of industries i.e., 
hospitality, healthcare, manufacturing, 
retail business, or e-commerce. Moreover, 
this research do not put any location 
tracking of SMEs. The possibility of 
different location/region can make a 
difference of impact, between Bangkok 
and up country.  

Third, the size of the business has a wide 
range from 50 to 499 employees, between 
firm that have 50-99 employees and 400-
499 is a bit bigger gap. From this study, 
we found that both smallest size and 
biggest size together 2 groups contribute 
the biggest portion with more than 60%.  
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The result of analysis for both goodness 
fit by construct and model fit is 
acceptable. For the future study, if we 
could specifically size the firm to be 
closer, we should get more accurate key 
findings, and recommendations. 

The final limitation is the measurement of 
performance. The subjective scale of 
perceived performance that the company 
performs for both financial and non-

financial i.e., revenue, growth, product, 
and process innovation. In addition, we 
�R�Q�O�\���D�V�N���I�R�U���W�K�H���O�D�V�W�������\�H�D�U�V���W�K�D�W���L�W�¶�V���Q�R�W���D��
normal market situation from the impact 
of COVID-19 we may see lower 
perceived performance both financial and 
innovation than normal situation. In the 
future study, we could consider only one 
or two measurements and adding longer 
year of perceived performance.
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Abstract  

Although the market for luxury products show signs of slowdown, demand for these 
products is high in Asia, particularly in Thailand. Despite the high demand for luxury 
products in Thailand, no research has ever been conducted to understand the perceived 
value of Thais generationally and culturally. The study aims to identify the perceived 
values of four Thai generations, namely, Baby Boomers, Generation X, Generation Y 
and Generation C. These values are then compared with those consumers in other 
countries. Qualitative and quantitative research were employed for data collection. The 
former was used to collect the general perceived values of luxury products, and the latter 
was adopted to know the significance of the values of the four generations. Findings 
illustrate generational and cultural differences of the value. 

Keywords: luxury values, Baby Boomers, Generation X, Generation Y, Generation C 
 
 

Introduction  
The global fashion market is worth 3 
trillion USD and accounts for 2% of the 
global GDP (Fashion United, n.d.). 
However, the fashion industry is facing an 
ongoing turbulent global economy. The 
spending on luxury products in several 
European countries is slowing down in the 
face of the turmoil caused by Brexit and 
yellow-vest protests in France (Arnett, 
2019). The spending of Chinese on luxury 

products is expected to decline due to the 
expans�L�R�Q�� �R�I�� �&�K�L�Q�D�¶�V�� �H�F�R�Q�R�P�\�� ���W�K�H��
second largest worldwide) was at its 
slowest pace since the early 1990 (da 
Costa, 2019).   

Despite the unpromising future of luxury 
products, spending on luxury products in 
Southeast Asia is expected to increase by 
approximately 10% in 2019 (Arnett, 
2019). Among the Southeast Asian 
countries, Thailand is the largest market 
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for luxury products (Roberts, 2015). The 
total expenditure for luxury goods in 
Thailand reached 1.6 billion USD 
(Sansiri, 2017). As a result of the growing 
aspiration of the middle class, who have 
acquired a sophisticated preference for 
luxury goods, the performance of luxury 
products is expected to prosper 
continuously (Sansiri, 2017; Euromonitor 
International, 2018). Sales of luxury 
goods in Thailand are expected to reach a 
retail value of 2.2 billion USD by 2019 
(Sansiri, 2017). 

Although �7�K�D�L�V�¶�� �G�H�P�D�Q�G�� �L�Q�� �O�X�[�X�U�\��
products is dynamic, only a few studies 
have been conducted to identify their 
perceived values of these products. 
However, such studies tend to focus on a 
specific Thai age group or product. For 
example, Tangsupwattana and Liu (2017) 
limited their study to the Generation Y, 
and Oe, Yamaoka, Liang and Sunpakit 
(2015) focused on university students and 
the handbag market. Furthermore, despite 
the several research efforts to study 
acquisition of luxury products cross-
culturally and nationally, Thailand is not 
one of the studied markets. 

Values are beliefs that guide the selection 
or evaluation of desirable behaviour or 
end status (Schultz and Zelezny, 1999, in 
Wiedmann, Hennigs and Siebels, 2009), 
and are significantly strong predictors of 
purchase (Hennigs, Weidmann, Klarmann 
and Behrens, 2015). 

The identification of these perceived 
values is particularly essential to the 
luxury product market, as luxury is a 
central driver of consumer preferences 
and consumption (Baek, Kim and Yu, 
2010; Dubois and Duquesne, 1993), and 
is an essential factor that differentiates a 
brand in a certain product category 
(Al lérès, 1991; Kapferer, 1997). Up to a 

�S�R�L�Q�W���� �µ�D�� �V�X�F�F�H�V�V�I�X�O�� �O�X�[�X�U�\�� �J�R�R�G�V��
marketing requires the customer to 
perceive sufficient value in the luxury 
good to compensate for the high price 
�F�K�D�U�J�H�G�¶�� ��Tynan, McKechnie and 
Chhuon, 2010, p. 1156). 

However, identifying these values is a 
complex task because�� they are 
influencea subjective context based on 
the life stages, experiences and exposure 
of individuals to various products and 
situations (Fountain and Lamb, 2011). To 
a certain extent, these values can 
represent a social context (Nueno and 
Quelch, 1998) and follow a cultural 
evolution (Amatulli and Guido, 2011). 

Hellevik (2002, in Schade, Hegner, 
Horstmann and Brinkmann, 2016) 
�V�W�D�W�H�G�� �W�K�D�W�� �µ�G�L�I�I�H�U�H�Q�F�H�V�� �L�Q�� �Y�D�O�X�H��
orientation between age groups are larger 
than the differences found for any other 
�V�R�F�L�D�O���E�D�F�N�J�U�R�X�Q�G���Y�D�U�L�D�E�O�H�¶�����S�����������������7�K�H��
increasing sense of identity of people 
from adolescence to adulthood leads to 
value changes that modify their needs and 
motivations. 

Williams and Page (2011) claimed that 
Baby Boomers who were born between 
1945 and 1964 (Procter, 2004) value 
individualism and self-expression. 
Generation X, born between 1965 and 
1977 (Poindexter and Lasorsa, 1999), are 
materialistic (Poindexter and Lasorsa 
1999). Generation Y, born between 1978 
and 1989 (Cochran, 2007), see beyond 
cultural boundaries (Procter, 2004) but 
also need peer acceptance and connection, 
thereby enabling them to fit in by 
engaging in social networking. Williams 
and Page (2001) and Barton, Koslow and 
Beauchamp (2014) added that individuals 
from Generation C who are born after 
1990 (Friedrich, Peterson, Koster, and 
�%�O�X�P���������������� �D�Q�G���Z�K�R���µ�D�O�Z�D�\�V���F�O�L�F�N�¶����are 
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materialistic and concerned with status 
and excitement (Friedrich et al., 2010). 

Adding to the complexities of perceived 
values is that cultural differences often 
lead to variations in consumer behaviour 
(Hennigs et al., 2012) and significantly 
�D�I�I�H�F�W�� �S�H�R�S�O�H�¶�V�� �R�U�L�H�Q�W�D�W�L�R�Q�� ���*�K�R�V�K�� �D�Q�G��
Varshney, 2013). The cultural 
differences are obvious in the Western 
and Asian contexts. At one time, the 
United Airlines gave white carnations to 
first class passengers flying out of Hong 
Kong. The contention is that, to many 
Chinese, white flowers symbolise death 

and misfortune (Wooten, 2011). The 
cultural difference between Westerners 
and Asians is prominent in the two highest 
�O�H�Y�H�O�V�� �R�I�� �0�D�V�O�R�Z�¶�V�� �K�L�H�U�D�U�F�K�\�� �R�I�� �Q�H�H�G�V����
The two highest needs of Westerners are 
esteem and self-actualisation, whereas 
Asians are inclined towards admiration 
and status (Roll, 2006). 

These claims are used as the hypothesis in 
this current study that perceived luxury 
values exhibit generational and cultural 
features. On this basis, the conceptual 
model is as follows: 

 

 

                    Thai generation of Baby Boomers  
   Perceived value         
            on       Thai generation of Generation X           Motivations for buying 
   luxury products              for luxury products 
                      Thai generation of Generation Y 
    
                                               Thai generation of Generation C 
     

     Non -Thai outside Thailand  
 

 

Against the background of the dynamic 
growth of the Thai luxury product market 
and lack of research efforts to study and 
compare the perceived values of Thais, 
the author of this paper would like to 
know the following:  

a. What are the perceived values of luxury 
products or the four Thai age groups, 
namely, Baby Boomers, Generation X, 
Generation Y and Generation C? 
b. How do their perceived values compare 
with those non-Thai in other countries? 

By answering the questions, this current 
study aims: 

a. To identity the perceived values of 
luxury products of the four Thai age 
groups and 

b. To explore the similarities and 
differences in their perceived values with 
those of consumers in other countries. 
 
As the study is the first of its kind, 
findings may bring out new or unique 
dimensions of the perceived values in the 
Thai context. The findings can also help 
marketers of global luxury brands 
determine their optimal investment in 
specific age groups and contribute to 
filling in a gap in research efforts that 
requires clarity. 
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The author of this paper initially 
conducted��a qualitative research using 
open�±ended questions to interview 40 
Thai respondents to know their generic 
perceived value of luxury products. Based 
on the data, the author then performed a 
quantitative research to identity the 
significance of such data in the mindset of 
100 respondents from four Thai age 
groups. 
 
Perceived value of luxury 
products 
Many studies illustrate that the 
functional value of luxury products is 
essential to customers. The functional 
value includes elements, such as quality, 
uniqueness, usability, reliability and 
durability (Sheth, Newman and Gross, 
1991 in Hennigs et al., 2012). In the 
Western context, Alexander 
Duckworth, President of a New York�±
based strategic marketing agency, stated 
that if a luxury brand is not functional, 
�L�W���F�D�Q�Q�R�W���D�W�W�U�D�F�W���D�I�À�X�H�Q�W���E�X�\�H�U�V�����/�X�[�X�U�\��
Institute, 2007). Schade et al. (2016) 
reported that the functional value of 
luxury products is highly relevant 
across three German age groups, 
namely, middle-aged adults (aged 
between 40 and 59 years), young adults 
(aged between 26 and 39 years), and late 
adolescents (aged between 16 and 25 
years). Husic and Cicic (2009) claimed 
that in Sarajevo, Bosnia and 
Herzegovina, those whose average age 
was 37.85 years associate luxury brands 
with good quality. In the Asian context, 
Shukla, Singh and Banerjee (2015) stated 
that Indians, Chinese and Indonesians are 
willing  to pay a premium price for luxury 
products after evaluating the functional 
value of a luxury brand in terms of the 
status it brings.  

Contrary to these claims, Nia and 
Zaichkowsky (2000) said that 
psychological values are a main factor that 
distinguishes luxury products from non-
luxury ones. Luxury products are an 
instrument for fulfilling personal needs, 
such as self-expression, self-
presentation, hedonism, rewards and 
sensation (Vigneron and Johnson, 2004; 
Wiedmann et al., 2007). 

Amatulli, Guido and Nataraajan (2015) 
reported that Italians aged 65 years or 
older feel alive, updated and young by 
using luxury products. Gil, Kwon, Good 
and Johnson (2012) concluded that for 
Brazilian teenagers aged between 12 
and 19 years, materialism is a powerful 
force that shapes their positive attitudes 
towards luxury brands. Gardyn (2002) 
stated that young adults in the USA 
use luxury products to show off their 
importance and success. In the Asian 
context, Shukla, Singh and Banerjee 
(2015) stated that the perceived luxury 
value of Indonesians, compared with that 
of Indians, is greatly influenced by the 
self-directed symbolism of luxury brands. 

Elliott (1999, in Piancentini and Mailer, 
2004) claimed that luxury products are an 
essential tool to connect people with their 
reference group and the society at large. 
They also claimed that if a product is 
incongruent with the consumption choices 
of their reference group, then some people 
tend not to buy the product.   

Wong and Ahuvia (1998, in Cheah, Phau, 
Chong and Shimul, 2015) identified the 
social norm in the East Asian market as 
the key driver behind the purchase of 
luxury brands, whereas the conspicuous 
consumption in Western culture is highly 
influenced by the personal choices of 
consumers. Hennigs et al. (2012) 
evidenced that the social dimension is 
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strong among Indian consumers, whereas 
Spanish and Italian consumers are less 
concerned about what others think of 
them.  

Amatulli, Guido and Nataraajan (2015) 
claimed that elderly customers are 
particularly attached and loyal to long-
established brands with a heritage. 
However, for Italian respondents aged 
between 21 and 60 years from Bari, Italy, 
Amatulli and Guido (2011) found that 
even though these respondents commonly 
associate luxury products with good 
quality, especially craftsmanship, they 
consider craftsmanship a reflection of 
manual know-how and a symbol of 
tradition that is being passed down from 
one generation to another. On this basis, 
as long as a brand can engage people and 
let them understand its history, legend, 
and generational craftsmanship, this 
brand can attract a wide spectrum of 
customers, especially young ones 
(Chernatony, McDonald and Wallace, 
2011; Yazici, 2016). At one time, 
Hermès organised an exhibition, Hermès 
Festival des Metiers, which featured 
creative processes of product 
development and techniques of product 
making of Hermès. The aim of the 
exhibition is to let audiences, particularly 
young people, observe and understand the 
�E�U�D�Q�G�¶�V�� �O�H�J�H�Q�G�� �D�Q�G�� �J�H�Q�H�U�D�W�L�R�Q�D�O��
craftsmanship (Yazici, 2016). 

Nonetheless, some people consider 
expensiveness as central to their 
perception of luxury. Verhallen and 
Robben (1994) said that the prestige price 
of luxury products increases the financial 
value of luxury brands. Financial value 
refers to direct monetary aspects, such as 
price, resale costs and investment of 
products in return for the purchase of the 
products (Wiedmann et al., 2007 

Ahtola, 1984; Chapman, 1986; 
Mazumdar, 1986; Monroe and Krishnan, 
1985) and what is given up or sacrificed 
to obtain them. Ghosh and Varshney 
(2013) remarked that if luxury brands 
become affordable, then they lose their 
uniqueness and the niche image.  

Dubois and Paternault (1995) reported 
that consumers in the USA, Japan and 
France consider expensiveness a main 
characteristic of luxury products. To the 
contrary, Amatulli and Guido (2011) 
found that only 13% of their sample group 
in Italy �L�G�H�Q�W�L�I�L�H�G�� �µ�K�L�J�K�� �S�U�L�F�H�¶�� �D�V�� �D�Q��
important element of a luxury product. 
Gardyn (2002) reported that Baby 
Boomers in the USA tend to think of 
�O�X�[�X�U�\�� �D�V�� �E�H�L�Q�J�� �µ�Z�D�V�W�H�I�X�O�¶�� �R�U��
�µ�X�Q�Q�H�F�H�V�V�D�U�\�¶�� 
 

Research methodology 
Although the concept of perceived values 
of customers on luxury products had long 
been studied, previous literature 
illustrates that common agreement in the 
values remains lacking. The lack of a 
common agreement is caused by the 
highly subjective, strong involvement, 
situational contingent, contextual effects, 
experience and individual needs of the 
customers (Shukla, 2011; Wiedmann et 
al., 2007, Wiedmann et al., 2009). As 
these values vary significantly based on 
�F�X�V�W�R�P�H�U�V�¶�� �D�J�H�� �D�Q�G�� �F�X�O�W�X�U�D�O��
background, Tynan, Mckechinie and 
Chhuon (2010) claimed that the 
significance of these values should be 
determined from a customer 
perspective.  On these bases, the 
perceived values of the four Thai age 
groups, namely Baby Boomers, 
Generation X, Generation Y and 
Generation C might vary respectively. 
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Also, owing to the variations in the 
cultural context of Thailand and other 
societies, variations in the values might 
exist.   

The current paper illustrated both primary 
and secondary data. The author of this 
paper used a mixed qualitative and 
quantitative research methodology to 
collect the primary data, that is the 
perceived values on luxury products of the 
four Thai generations. The qualitative 
research collected data that could provide 
non-quantifiable insights, behavior, 
motivations, and attitudes (Creswell and 
Plano, 2011). The quantitative research 
methodology collected data, such as 
relative occurrence and frequency within 
a sampled population. The use of this 
mixed methodology enabled the cross-
validation of the collected data to generate 
highly valid and reliable outcomes 
(Decrop, 1999). The secondary data; in 
particular the perceived values of those 
non-Thai outside Thailand were collected 
from literature, journals, newspapers, and 
websites. 

Of the qualitative research, the author of 
the current study initially used open-
ended questions to interview Thai 
respondents to know their general 
perceived values.�� Interviewees were 
asked to name three values which they 
considered essential for a luxury product. 
Although Walker (1985) considered the 
data of 20 interviewees as valid, the 
author interviewed 40 respondents to 
enhance the validity of data. 

Based on the qualitative data, the author 
developed a quantitative research with the 
purpose to identity the significance of 
such data in the mindset of respondents 
from four Thai age groups respectively. A 
quota sampling technique was applied to 
divide the sample population into Baby 

Boomers, Generation X, Generation Y 
and Generation C. 

On the basis of the 69 million Thai 
population (Country Meters, 2019) and 
�X�V�L�Q�J�� �<�D�P�D�Q�H�¶�V�� �I�R�U�P�X�O�D�� �������������� �Z�L�W�K�� �D��
precision level of ±5% and a confidence 
level of 95%, the author surveyed 100 
respondents for each of the four 
generation groups. The following data 
were collected:  

(a) �5�H�V�S�R�Q�G�H�Q�W�V�¶���G�H�P�R�J�U�D�S�K�L�F���G�D�W�D 

(b) Extent of agreement with the values 
they consider important for a luxury 
product. Their responses were based on a 
five-point Likert scale that ranged from 5 
�µ�W�R�W�D�O�O�\�� �D�J�U�H�H�¶�� �W�R�� ���� �µ�W�R�W�D�O�O�\�� �G�L�V�D�J�U�H�H�¶�� In 
addition, the author used ANOVA and 
multiple comparisons to analyse the 
quantitative data. 

The author collected the qualitative and 
quantitative data from those who exited 
Emporium and Siam Paragon, the two 
luxurious shopping malls in Bangkok. 
Opened in 1997, the former carries several 
luxury brands, such as Louis Vuitton, 
Patek Philippe, Dior and Van Cleef and 
Arpels. The latter was opened in 2005, 
and it houses brands such as Cartier, 
Chanel, Fendi, Lamborghini and Ladurée. 
 

Findings 
Regarding qualitative findings, 21 values 
were mentioned. The frequency each 
value was mentioned and the remarks of 
interviewees on the values are as follows:  

1. Luxury products are durable (14.6%) 
2. �/�X�[�X�U�\���S�U�R�G�X�F�W�V���K�H�O�S���H�[�S�U�H�V�V���S�H�R�S�O�H�¶�V��
characters (14.5%) 
3. Luxury products are rare (9.1%) 
4. Luxury products have beautiful designs 
(7.6%) 
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5. Luxury products are associated with 
existing famous brands (6.9%) 
6. Luxury products have good 
craftsmanship (6.8%) 
7. Luxury products help show my friends 
that I am a fashion leader (6.1%) 
8. Luxury products are associated with 
price directly (5.8%) 
9. Luxury products use good and special 
material (5%) 
10. Luxury products help enhance 
�S�H�R�S�O�H�¶�V���V�H�O�I-confidence (4.8%) 
11. Luxury products help identify 
�S�H�R�S�O�H�¶�V���K�L�J�K���V�R�F�L�D�O���V�W�D�W�X�V�������������� 
12. Luxury products help people connect 
with friends who are fond of using luxury 
products (3.1%) 
13. Luxury products have functions or 
technologies not found in or better than 
non-branded products (2.8%) 

14. Luxury products help generate 
�S�H�R�S�O�H�¶�V���V�H�O�I-pleasure and self-enjoyment 
(2.7%) 
15. Luxury products have to be imported 
(1.5%) 
16. Luxury products have to be endorsed 
by celebrities (1.5%) 
17. Luxury products have to be sold inside 
luxurious shopping malls (1.5%) 
18. Luxury products have an investment 
value (1.2%) 
19. Luxury products are associated with 
good after sales services (0.8%) 
20. �/�X�[�X�U�\���S�U�R�G�X�F�W�V���K�H�O�S���S�R�U�W�U�D�\���S�H�R�S�O�H�¶�V��
identity so as to distinguish oneself from 
others (0.3%) 
21. Luxury products have to be pre-
ordered (0.1%)
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Quantitative findings 
General Data 
 
Table 1 General data of respondents 

General background Frequency Percent 
������Gender 

1.1 Female 239 59.8 
1.2 Male 161 40.3 

Total 400 100 
2. Range of years of birth 

2.1 Baby Boomers - Between 1945 and 1964 100 25.0 

2.2 Generation X - Between 1965 and 1977 100 25.0 

2.3 Generation Y - Between 1978 and 1989 100 25.0 

2.4 Generation C �± Between 1990 and 1997   
(over 20 years old) 

100 25.0 

Total 400 100 
3. Your highest education level 

3.1 Lower than high school - - 
3.2 High school 15 3.8 
3.3 Vocational/ technical college 11 2.8 
3.4 �%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H 283 70.8 
3.5 Post Graduate degree 91 22.8 
3.6 Others (Please specify) - - 

Total 400 100 
4. Occupation 

4.1 Student 50 12.5 
4.2 Business owner 74 18.5 
4.3 Employee 146 36.5 
4.4 Retired/ Pensioner 14 3.5 
4.5 Civil servant 69 17.5 
4.6 Self-employed 44 11 
4.7 Others (Please specify) 3 8 

Total 400 100 

 

Regarding personal details, 59.8% of 
respondents were female; 40.3%, male. 
About their education level, 70.8% 
obtained a �E�D�F�K�H�O�R�U�¶�V�� �G�H�J�U�H�H���� ��������������

post-graduate degree. As for their 
occupation, 36.5% of them were 
employees; 18.5%, business owners; 
17.5%, civil servants; 12.5%, students.
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Significance of the values 
Table 2 Significances of the values to respondents 

Your conceived value of luxury 
products 

Range of years of 
birth   S.D. F Sig. 

1. Luxury products are associated with 
price directly 

Baby Boomers 4.60 .492  
6.298 

 
.000 Generation X 4.69 .465 

Generation Y 4.36 .704 
Generation C 4.54 .569 

2. Luxury products have an investment 
value 

Baby Boomers 4.05 .575  
4.280 

 
.005 Generation X 4.28 .668 

Generation Y 4.35 .609 
Generation C 4.19 .647 

3. Luxury products are durable.  Baby Boomers 3.91 .668  
16.970 

 
.000 Generation X 4.27 .679 

Generation Y 3.67 1.016 
Generation C 4.33 .587 

4.Luxury products have good 
craftsmanship. 

Baby Boomers 3.93 .782  
17.650 

 
.000 Generation X 4.49 .595 

Generation Y 3.82 .914 
Generation C 3.82 .730 

5. Luxury products use good and 
special material 

Baby Boomers 4.33 .533  
1.804 

 
.146 Generation X 4.45 .500 

Generation Y 4.45 .657 
Generation C 4.30 .644 

6. Luxury products have functions or 
technologies not found in or better than 
non-branded products 

Baby Boomers 4.18 .539  
 

24.860 

 
 

.000 
Generation X 4.14 .620 
Generation Y 4.53 .540 
Generation C 3.76 .793 

7.Luxury products have beautiful 
designs.  
 

Baby Boomers 4,63 .485  
 

4.823 

 
 

.003 
Generation X 4.48 .627 
Generation Y 4.75 .435 
Generation C 4.66 .476 

8.  Luxury products are rare. Baby Boomers 4.26 .613  
1.418 

 
.237 Generation X 4.35 .626 

Generation Y 4.43 .671 
Generation C 4.41 .653 

9. Luxury products help express 
�S�H�R�S�O�H�¶�V���F�K�D�U�D�F�W�H�U�V 

Baby Boomers 3.89 .909  
15.512 

 
.000 Generation X 4.14 .725 

Generation Y 4.14 .766 
Generation C 4.60 .569 

10. Luxury products help enhance 
�S�H�R�S�O�H�¶�V���V�H�O�I-confidence 

Baby Boomers 4.64 .523  
 

.758 

 
 
.518 

Generation X 4.69 .465 
Generation Y 4.74 .441 
Generation C 4.71 .498 

11. Luxury products help generate 
�S�H�R�S�O�H�¶�V���V�H�O�I-pleasure and self-
enjoyment 

Baby Boomers 4.01 6.59  
1.818 

 
1.43 Generation X 4.15 .609 

Generation Y 4.20 .636 
Generation C 4.18 .642 

12. Luxury products help portray 
�S�H�R�S�O�H�¶�V���L�G�H�Q�W�L�W�\���V�R���D�V���W�R���G�L�V�W�L�Q�J�X�L�V�K 
from others 

Baby Boomers 4.16 .677  
3.678 

 
0.12 Generation X 4.13 .706 

Generation Y 4.33 .652 
Generation C 3.99 .859 

Baby Boomers 4.58 .572   
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13. Luxury products help identify 
�S�H�R�S�O�H�¶�V���K�L�J�K���V�R�F�L�D�O���V�W�D�W�X�V 

Generation X 4.45 .575 5.881 .001 
Generation Y 4.62 .565 
Generation C 4.29 .729 

14.Luxury products help people 
connect to friends who are fond of 
using luxury products 

Baby Boomers 4.03 .627  
14.913 

 
.000 Generation X 3.75 .968 

Generation Y 4.42 .669 
Generation C 4.25 .687 

15. Luxury products are associated with 
existing famous brands 

Baby Boomers 4.70 .482  
7.330 

 
.000 Generation X 4.40 .603 

Generation Y 4.58 .561 
Generation C 4.51 .611 

16. Luxury products have to be 
imported 

Baby Boomers 3.57 .844  
25.160 

 
.000 Generation X 4.12 .832 

Generation Y 3.91 .865 
Generation C 4.36 .644 

17. Luxury products are associated with 
good services 

Baby Boomers 4.33 .726       
    3.218              

 
.023 Generation X 4.46 .673 

Generation Y 4.45 .687 
Generation C 4.18 .821 

18. Luxury products have to be pre-
ordered 

Baby Boomers 3.46 .904  
    3.164                

 
.025 
 

Generation X 3.48 1.096 
Generation Y 3.66 1.056 
Generation C 3.85 1.029 

19. Luxury products have to be 
endorsed by celebrities.  

Baby Boomers 3.09 .954        
    54.058     

 
.000 Generation X 3.59 1.036 

Generation Y 4.32 .827 
Generation C 4.47 .643 

20. Luxury products help show my 
friends I am a fashion leader 

Baby Boomers 3.81 .748     
     13.468
  

 
.000 Generation X 3.57 1.257 

Generation Y 4.07 1.018 
Generation C 4.39 .709 

21. Luxury products have to be sold in 
luxurious shopping malls 

Baby Boomers 4.12 .782  
    7.740                

 
.000 Generation X 4.18 .716 

Generation Y 4.49 .577 
Generation C 4.45 .592 

 

Of those values that were collected from 
the qualitative research, the quantitative 
findings illustrate that not all of them 
were significant to the respondents. The 
following values were not significant: 
�y Luxury products use good and special 
material; 
�y Luxury products are rare; 
�y Luxury products help enhance 
�S�H�R�S�O�H�¶�V���V�H�O�I-confidence; 
�y Luxury products help generate 
�S�H�R�S�O�H�¶�V���V�H�O�I-pleasure and self-
enjoyment; 

�y �/�X�[�X�U�\���S�U�R�G�X�F�W�V���K�H�O�S���S�R�U�W�U�D�\���S�H�R�S�O�H�¶�V��
identity so as to distinguish oneself from 
others; 
�y Luxury products are associated with 
good services and 
�y Luxury products have to be pre-
ordered. 

However, the multiple comparisons data 
(table 3) revealed variations in the level 
of significance of the following values 
among the four generations:
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Table 3 Multiple Comparisons 

LSD     

Dependent Variable (I) Generations (J) Generations Mean 
Difference (I-J) Sig. 

1. Luxury products are associated 
with price directly 

Baby boomers Gen X -.090 .255 
Gen Y .080 .311 
Gen C .240 .003 

Gen X Baby Boomers .090 .255 
Gen Y .170 .032 
Gen C .330 .000 

Gen Y Baby Boomers -.080 .311 
Gen X -.170 .032 
Gen C .160 .043 

Gen C Baby Boomers -.240 .003 
Gen X -.330 .000 
Gen Y -.160 .043 

2. Luxury products have an 
investment value 

Baby Boomers Gen X -.230 .010 
Gen Y -.300 .001 
Gen C -.140 .114 

Gen X Baby Boomers .230 .010 
Gen Y -.070 .429 
Gen C .090 .310 

Gen Y Baby Boomers .300 .001 
Gen X .070 .429 
Gen C .160 .071 

Gen C Baby Boomers .140 .114 
Gen X -.090 .310 
Gen Y -.160 .071 

3. Luxury products are durable. Baby Boomers Gen X -.360 .001 
Gen Y .240 .025 
Gen C -.420 .000 

Gen X Baby Boomers .360 .001 
Gen Y .600 .000 
Gen C -.060 .575 

Gen Y Baby Boomers -.240 .025 
Gen X -.600 .000 
Gen C -.660 .000 

Gen C Baby Boomers .420 .000 
Gen X .060 .575 
Gen Y .660 .000 

4. Luxury products have good 
craftsmanship. 

Baby Boomers Gen X -.560 .000 
Gen Y .110 .309 
Gen C .110 .309 

Gen X Baby Boomers .560 .000 
Gen Y .670 .000 
Gen C .670 .000 

Gen Y Baby Boomers -.110 .309 
Gen X -.670 .000 
Gen C .000 1.000 

Gen C Baby Boomers -.110 .309 
Gen X -.670 .000 
Gen Y .000 1.000 

5. Luxury products use good and 
special material 

Baby Boomers Gen X -.120 .149 
Gen Y -.120 .149 
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Gen C .030 .718 
Gen X Baby Boomers .120 .149 

Gen Y .000 1.000 
Gen C .150 .072 

Gen Y Baby Boomers .120 .149 
Gen X .000 1.000 
Gen C .150 .072 

Gen C Baby Boomers -.030 .718 
Gen X -.150 .072 
Gen Y -.150 .072 

6. Luxury products have functions 
or technologies not found in or 
better than non-branded products 

Baby Boomers Gen X .040 .655 
Gen Y -.350 .000 
Gen C .420 .000 

Gen X Baby Boomers -.040 .655 
Gen Y -.390 .000 
Gen C .380 .000 

Gen Y Baby Boomers .350 .000 
Gen X .390 .000 
Gen C .770 .000 

Gen C Baby Boomers -.420 .000 
Gen X -.380 .000 
Gen Y -.770 .000 

7. Luxury products have beautiful 
designs. 

Baby Boomers Gen X .150 .039 
Gen Y -.120 .098 
Gen C -.030 .678 

Gen X Baby Boomers -.150 .039 
Gen Y -.270 .000 
Gen C -.180 .013 

Gen Y Baby Boomers .120 .098 
Gen X .270 .000 
Gen C .090 .214 

Gen C Baby Boomers .030 .678 
Gen X .180 .013 
Gen Y -.090 .214 

8. Luxury products are rare. Baby Boomers Gen X -.090 .321 
Gen Y -.170 .061 
Gen C -.150 .099 

Gen X Baby Boomers .090 .321 
Gen Y -.080 .378 
Gen C -.060 .508 

Gen Y Baby Boomers .170 .061 
Gen X .080 .378 
Gen C .020 .825 

Gen C Baby Boomers .150 .099 
Gen X .060 .508 
Gen Y -.020 .825 

9. Luxury products help express 
�S�H�R�S�O�H�¶�V���F�K�D�U�D�F�W�H�U�V 

Baby Boomers Gen X -.250 .019 
Gen Y -.250 .019 
Gen C -.710 .000 

Gen X Baby Boomers .250 .019 
Gen Y .000 1.000 
Gen C -.460 .000 

Gen Y Baby Boomers .250 .019 
Gen X .000 1.000 
Gen C -.460 .000 



Journal of Family Business and Management Studies 

FBMS I  149 

Gen C Baby Boomers .710 .000 
Gen X .460 .000 
Gen Y .460 .000 

10. Luxury products help enhance 
�S�H�R�S�O�H�¶�V���V�H�O�I-confidence 

Baby Boomers Gen X -.050 .464 
Gen Y -.100 .144 
Gen C -.070 .306 

Gen X Baby Boomers .050 .464 
Gen Y -.050 .464 
Gen C -.020 .770 

Gen Y Baby Boomers .100 .144 
Gen X .050 .464 
Gen C .030 .661 

Gen C Baby Boomers .070 .306 
Gen X .020 .770 
Gen Y -.030 .661 

11. Luxury products help generate 
�S�H�R�S�O�H�¶�V���V�H�O�I-pleasure and self-
enjoyment 

Baby Boomers Gen X -.140 .121 
Gen Y -.190 .035 
Gen C -.170 .060 

Gen X Baby Boomers .140 .121 
Gen Y -.050 .579 
Gen C -.030 .739 

Gen Y Baby Boomers .190 .035 
Gen X .050 .579 
Gen C .020 .824 

Gen C Baby Boomers .170 .060 
Gen X .030 .739 
Gen Y -.020 .824 

12. Luxury products help portray 
�S�H�R�S�O�H�¶�V���L�G�H�Q�W�L�W�\���V�R���D�V���W�R��
distinguish oneself from others 

Baby Boomers Gen X .030 .771 
Gen Y -.170 .099 
Gen C .170 .099 

Gen X Baby Boomers -.030 .771 
Gen Y -.200 .053 
Gen C .140 .175 

Gen Y Baby Boomers .170 .099 
Gen X .200 .053 
Gen C .340 .001 

Gen C Baby Boomers -.170 .099 
Gen X -.140 .175 
Gen Y -.340 .001 

13. Luxury products help identify 
�S�H�R�S�O�H�¶�V���K�L�J�K���V�R�F�L�D�O���V�W�D�W�X�V 

Baby Boomers Gen X .130 .135 
Gen Y -.040 .645 
Gen Z .290 .001 

Gen X Baby boomers -.130 .135 
Gen Y -.170 .051 
Gen Z .160 .066 

Gen Y Baby Boomers .040 .645 
Gen x .170 .051 
Gen Z .330 .000 

Gen C Baby Boomers -.290 .001 
Gen x -.160 .066 
Gen Y -.330 .000 

14. Luxury products help people 
connect to friends who are fond of 
using luxury products 

Baby Boomers Gen X .280 .009 
Gen Y -.390 .000 
Gen C -.220 .039 

Gen X Baby Boomers -.280 .009 
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Gen Y -.670 .000 
Gen C -.500 .000 

Gen Y Baby Boomers .390 .000 
Gen X .670 .000 
Gen C .170 .110 

Gen C Baby Boomers .220 .039 
Gen X .500 .000 
Gen Y -.170 .110 

15. Luxury products are associated 
with famous brands 

Baby Boomers Gen X .300 .000 
Gen Y .000 1.000 
Gen Z .190 .015 

Gen X Baby Boomers -.300 .000 
Gen Y -.300 .000 
Gen C -.110 .157 

Gen Y Baby Boomers .000 1.000 
Gen X .300 .000 
Gen C .190 .015 

Gen C Baby Boomers -.190 .015 
Gen X .110 .157 
Gen Y -.190 .015 

16. Luxury products have to be 
imported 

Baby Boomers Gen X -.550 .000 
Gen Y .000 1.000 
Gen C -.790 .000 

Gen X Baby Boomers .550 .000 
 Gen Y .550 .000 
 Gen C -.240 .034 

Gen Y  Baby Boomers .000 1.000 
 Gen X -.550 .000 
 Gen C -.790 .000 

Gen C  Baby Boomers .790 .000 
 Gen X .240 .034 
 Gen Y .790 .000 

17. Luxury products are 
associated with good services 

Baby Boomers Gen X -.130 .208 
Gen Y -.120 .245 
Gen C .150 .146 

Gen X Baby Boomers .130 .208 
Gen Y .010 .923 
Gen C .280 .007 

Gen Y Baby boomers .120 .245 
Gen X -.010 .923 
Gen C .270 .009 

Gen C Baby Boomers -.150 .146 
Gen X -.280 .007 
Gen Y -.270 .009 

18. Luxury products have to be pre-
ordered 
 

Baby Boomers Gen X -.020 .890 
Gen Y -.200 .168 
Gen C -.390 .007 

Gen X Baby Boomers .020 .890 
Gen Y -.180 .214 
Gen C -.370 .011 

Gen Y Baby Boomers .200 .168 
Gen X .180 .214 
Gen C -.190 .190 

Gen C Baby Boomers .390 .007 
Gen X .370 .011 
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Gen Y .190 .190 
19. Luxury products have to be 
endorsed by celebrities 
 

Baby Boomers Gen X -.500 .000 
Gen Y -1.230 .000 
Gen C -1.380 .000 

Gen X Baby Boomers .500 .000 
Gen Y -.730 .000 
Gen C -.880 .000 

Gen Y Baby Boomers 1.230 .000 
Gen X .730 .000 
Gen C -.150 .228 

Gen C Baby Boomers 1.380 .000 
Gen X .880 .000 
Gen Y .150 .228 

20. Luxury products help show my 
friends I am a fashion leader 
 

Baby Boomers Gen X .240 .078 
Gen Y -.260 .056 
Gen C -.580 .000 

Gen X Baby Boomers -.240 .078 
Gen Y -.500 .000 
Gen C -.820 .000 

Gen Y Baby Boomers .260 .056 
Gen X .500 .000 
Gen C -.320 .019 

Gen C Baby Boomers .580 .000 
Gen X .820 .000 
Gen Y .320 .019 

21. Luxury products have to be sold 
in luxurious shopping malls 
 

Baby Boomers Gen X -.060 .528 
Gen Y -.370 .000 
Gen C -.330 .001 

Gen X Baby Boomers .060 .528 
Gen Y -.310 .001 
Gen C -.270 .005 

Gen Y Baby Boomers .370 .000 
Gen X .310 .001 
Gen C .040 .674 

Gen C Baby Boomers .330 .001 
Gen X .270 .005 
Gen Y -.040 .674 

 

�y Luxury products are associated with 
price directly �± This was significant to 
Generation C. 
�y Luxury products have an investment 
value �± This was significant to 
Generation C. 
�y Luxury products have good 
craftsmanship - This was specific 
significant to Generation X. 

�y �/�X�[�X�U�\���S�U�R�G�X�F�W�V���K�H�O�S���S�R�U�W�U�D�\���S�H�R�S�O�H�¶�V��
identity so as to distinguish oneself from 

others �± This was significant to Baby 
Boomers and Generation X particularly. 
�y Luxury products have good 
craftsmanship - This was particularly 
significant to Generation X. 
�y Luxury products have beautiful designs 
- Generations X and Y considered this 
significant. 
�y �/�X�[�X�U�\���S�U�R�G�X�F�W�V���K�H�O�S���H�[�S�U�H�V�V���S�H�R�S�O�H�¶�V��
character - This was particularly 
significant to Generation C. 
�y Luxury products help people connect 
with friends who are fond of using luxury 
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products - This was more significant to 
Generation X and Y. 
�y Luxury products are associated with 
existing famous brands - This was 
insignificant to Generation C. 
�y Luxury products have to be endorsed 
by celebrities - This was specifically 
significant to Baby Boomers and 
Generation X. 

 

Discussion 
The findings of this current study verifies 
the generational gaps in the perceived 
value of the luxury products of four Thai 
age groups. Also, there are similarities 
and differences in their perceived values 
with those in other countries. 

Of the former, the findings illustrate that: 

�y Generation C emphasises the 
expensiveness of luxury products. 
Different from the other three generations 
who see the investment value of the 
luxury products, Generation C see that 
products are designed to enhance their 
images and characters to other people and 
in particular to identify their high social 
status. 

�y Generations X and Y are more 
concerned with the value of craftsmanship 
and special functions, respectively. They 
are more practical than Generations X and 
Y.  

�y Baby Boomers and Generation C, 
compared with the other two generations, 
are more concerned with the value of 
using luxury products to merge with those 
who are interested in luxury products. 

�y Despite these variations, the findings 
illustrate common values of the four 
generations. The findings show that 
product-extrinsic cues (Godey, Pederzoli, 
Aiello et al. 2012) of celebrity 

endorsement, the location where the 
products are sold and the country of origin 
of the products are significant to the four 
generations. 

�y Many previous studies illustrate the 
ways product-extrinsic cues influence the 
mindset and purchase intention of people. 
For example, Arora (2013, in Oe et al., 
2015) claimed that using celebrities can 
�D�W�W�U�D�F�W�� �F�X�V�W�R�P�H�U�V�¶�� �D�W�W�H�Q�W�L�R�Q�� �D�Q�G��
strengthen their belief in the brand. Yasin, 
Noor and Mohamad (2019) remarked that 
�F�R�X�Q�W�U�\���R�I���R�U�L�J�L�Q���F�D�Q���L�Q�I�O�X�H�Q�F�H���F�X�V�W�R�P�H�U�V�¶��
choice of a specific brand. Godey et al. 
(2012) concluded that product-extrinsic 
cues are related to constructing status and 
self-image of customers. However, the 
findings of the current study show that the 
four generations do not consider the 
construction of self-image a significant 
value, and Generation X does not consider 
the value of social status identification 
significant. 

�y Although the use of luxury products as a 
social norm is common (Ahuvia, 1998, in 
Cheah, Phau, Chong and Shimul, 2015), 
the findings of this current study illustrate 
that the value for Generations X and Y is 
strong compared with that for Baby 
Boomers and Generation C. The findings 
�D�O�V�R�� �L�O�O�X�V�W�U�D�W�H�� �W�K�D�W�� �Y�D�O�X�H�� �R�I�� �µ�O�X�[�X�U�\��
products help people connect to friends 
�Z�K�R���D�U�H���I�R�Q�G���R�I���X�V�L�Q�J���O�X�[�X�U�\���S�U�R�G�X�F�W�V�¶���L�V��
particularly significant to the two 
generations. On this basis, although the 
findings of this current study show that 
these values of luxury-for-others remain 
prevalent in the Thai context, the reason 
for these two values remains unknown for 
Generation X and Y. 

About the latter, the findings illustrate 
the following: 
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�y Many studies also claim that the 
functional aspects of luxury products 
are significant to customers. In the 
Asian context, Shukla and Purani 
(2012) concluded that Indians, Chinese 
and Indonesians associate functional 
aspects of luxury products with the 
social status. However, the association 
claimed by Shukla and Purani does not 
apply to Generation X. 

�y Geert Hofstede (Hofstede Insights, n.d.), 
in his research on national cultures in the 
1980s, stated that Thai people were low in 
individualism and high in the category of 
power distance. Parker, Haytko and 
Hermans (2009) claimed that the extent of 
�S�H�R�S�O�H�¶�V���L�Q�G�L�Y�L�G�X�D�O�L�V�P���L�V���D�V�V�R�F�L�D�W�H�G���Z�L�W�K��
the gr�R�Z�W�K�� �R�I�� �W�K�H�L�U�� �F�R�X�Q�W�U�\�¶�V�� �H�F�R�Q�R�P�\��
and their level of experiencing Western 
culture and practices directly.  

Thailand is strongly influenced by the 
trend of globalisation that seems to 
homogenise the world in terms of 
diversity, culture and traditions (Angeli, 
2017). Over the past four decades, 
Thailand has made remarkable progress in 
social and economic development, 
moving from a low-income to an upper-
income country in less than a generation 
(World Bank, 2019). On the basis of the 
claim of Parker, Haytko and Hermans 
(2009) in the previous paragraph the 
young generation in Thailand should be 
more individualistic than the older 
generations. However, the findings of this 
current study illustrate that the economic 
development and trend of globalisation do 
not have any impact to the four 
generations, particularly in Generation C. 
In the Asian context, Indonesians are 
concerned with self-directed symbolism 
of luxury products (Shukla and Purani, 
2012), but Thais are not. Moreover, the 
concept of high power distance tends to 

be more intensified in Generation C. 
�7�K�H�L�U�� �S�H�U�F�H�L�Y�H�G�� �Y�D�O�X�H�� �W�K�D�W�� �µ�O�X�[�X�U�\��
�S�U�R�G�X�F�W�V�� �K�H�O�S�V�� �L�G�H�Q�W�L�I�\�� �S�H�R�S�O�H�¶�V�� �K�L�J�K��
�V�R�F�L�D�O�� �V�W�D�W�X�V�¶�� �L�V�� �V�W�U�R�Q�J�� �D�Q�G�� �L�V�� �W�K�H��
strongest among the four generations. 
 

Conclusion 
This study indicates similarities and 
differences in the perceived value of the 
four generations.  Of the similarities, the 
value of celebrity endorsement, the 
location of retail shops and country of 
origin of the products are essential.  
However, there are differences.  Of the 
expensiveness of the products, Generation 
C concern the image and social status the 
products could bring them. The other 
three generations are more interested in 
the investment potential of the products.  
Also, different from Generation X and Y, 
Baby Boomers and Generation C less 
concern the functionality and 
craftsmanship of the products.  However, 
Baby Boomers and Generation C consider 
luxury products an essential means to 
merge with their social groups.  

Also, the study indicates that, compared 
with Western and Asian perception of 
luxury value, the perceived values of 
Thais are quite specific. Though the four 
Thai generations consider the functional 
relevant values significant, compare with 
some Chinese and Indonesian, the four 
generations; in particular, the Generation 
X do not associate the functional value 
with social status.   

Also, despite the claim of the influence of 
globalisation on non-Thai outside 
Thailand such as young Chinese and 
Indonesian, and Parker, Haytko and 
Hermans (2009) that the young generation 
in Thailand should be more individualistic 
than the older generations, this current 
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paper illustrates that the trend of 
globalisation does not impact the four 
generations, particularly Generation C 
significantly.  This current study finds out 
that in the Thai context, the concept of 
luxury-for-others and social-related 
values such as fitting the luxury context of 
their social groups and aestheticism are 
strong among Baby Boomers and 
Generation X particularly.  Up to a point, 
the use of luxury products for self-
directed symbolism and self-fulfilment�±
related values that are common in some 
Western and westernised Asian societies 
are weak in the Thai context. Product-
extrinsic cues are significant luxury 
values in the mindset of the four 
generations.  

All  in all, these findings provide global 
brand marketers with good indications of 
how to promote their product to Thailand 
and to different age groups. 

However, the study is contingent to 
limitations. Firstly, the two research were 
conducted in English. The findings 
represent the mindset of those English-
speaking Thai, who are more 
Westernised. The opinion of those non-
English speaking Thai remains unknown. 
Moreover, 30% of those values which 
were collected from the qualitative 
research were insignificant to respondents 
who participated the quantitative 
research. Either the age group for the 
qualitative research is prone to a specific 
age group, as qualitative research 
questions have not asked for their age, or 
the sample size for quantitative research 
may be too small. These can be areas for 
future research. Also, several researches 
were done from the perspective of 
consumers; however, further research 
could be conducted to know the 
perspective of luxury brands towards 
cultural and generational variations of 
consumers.
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Abstract  
Small, and Medium Enterprises (SMEs) in the country are Family-owned (FO), run and 
managed by families and their members. Management competencies are vital for SMEs 
as managers need to be equipped with skills and capabilities to support business 
succession and survival amidst business challenges. The study aims to determine the 
vital role of management competencies: planning, task organization, leadership, 
creativity/innovation, and delegation as basis for Filipino succession planning 
framework. The study was conducted among 400 owners/managers of FO MSMEs in 
the 16 cities in NCR. Stratified random sampling was used in selecting the respondents. 
The results of the Structural equation model revealed that management competencies 
except task organization have a positive effect on succession planning among family 
owned MSMEs. FO MSMEs should conduct assessment on the competencies of current 
owners/ managers and evaluate practices to develop business capability to address 
business challenges and prepared them for business succession. 
Keywords: SMEs, Family-owned business, Management Competencies, Succession 
Planning 

 

Introduction  
Small and Medium Enterprises (SMEs) 
drive economic growth. SMEs have 
created many jobs, indicating their 
importance to the country's development 
(Techwireasia, 2020). NCR is home to 
most SMEs (DTI, 2021). Nearly 85% of 
publicly listed companies in the 

Philippines in 2016 were family owned 
MSMEs (Espejo, 2017). 

Managers utilize management 
approaches to improve the organization's 
efficiency. Learning doesn't end with a 
degree; thus, a manager must be trained 
(Luenendonk, 2017). The organization 
implements best practices to promote 
efficiency, effectiveness, 
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standardization, and consistency 
(Kerzner, 2010). Small-company owners 
and those nearing retirement must plan 
for business succession. Early business 
succession planning helps owners secure 
a smooth transition and avoids corporate 
losses. 

The researcher aims to identify 
management competencies of Selected 
SMEs in NCR as the basis for the 
development of Filipino Succession 
framework. The study aims to generate 
new insight into the complexity of family 
owned (FO) businesses in NCR in terms 
of family enterprise management 
competencies and management 
challenges. 
 

Theoretical framework  
This study utilized the Resource Based 
View Theory (RBV) and Business 
Development Theory to determine the 
relationship between management 
competencies and business continuity. 
The RBV helps build key organizational 
capabilities that give a firm a long-term 
competitive edge (Barney, 1991). RBV 
theory connects internal candidates, 
retention, diversity, and team approach to 
the firm's human assets, which include 
management competencies: planning, 
task organization, leadership, 
creativity/innovation, and delegating that 
enable business continuity.  

The management competencies based on 
RBV theory are required to help MSMEs 
improve their business performance and 
ensure business continuity by focusing 
on key elements affecting business 
survival as well as improving support and 
participation in the family business, 
spouses, or team in the organization 
(Chumphong, 2020). Jantti and 

Greenhalgh (2012)'s Business 
Development Theory makes effective 
use of business planning to drive 
profitable management. It helps in 
determining an individual's skills and 
abilities that may be used in a business 
continuity strategy to ensure that the 
organization continues to operate using 
management standards and norms.  RBV 
and Business Development theory work 
together to establish an organization's 
business continuity plan. The RBV 
theory views competencies as a business 
asset, while the business development 
theory identifies business capability in 
addressing business difficulties and 
producing capable managers/owners in 
managing the business for growth and 
survival. It also recognizes FOB human 
resources as company competences 
(Pearson et al., 2008). 
 

Review of related 
literature 
Family owned MSMEs  
SMEs are important despite no uniform 
definition. Size is determined by revenue, 
ventures, and units (Kiveu and Ofafa, 
2018; Brockhaus, 2019). A family 
business might emphasize business, 
family, or both. Basco and Pérez 
Rodrguez (2019) observed that when a 
family business focused on both the 
family and the business, family 
achievement increased, and business 
achievement remained steady. 

According to Brockhaus (2019), a 
family-owned firm involves individuals 
of various ages. A family-owned 
business must be 51% family-owned. Lee 
(2016) found that FOB face more 
challenges than non-FOB. Lee (0216) 
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proposes that FO businesses face the 
greatest challenge of continuity, with the 
administration or CEO role being the 
most contentious. Not all family 
members can make a meaningful 
contribution to their organizations. 
Maybe their dedication to their 
organizations pays for their fitness 
(Aldrich and Cliff, 2018). 
 
Management competencies 
Ademiluyi (2017) identified 
management competencies essential for 
profitable entrepreneurship as 
organizing, assembling, coordinating, 
regulating, propelling, staffing, driving, 
office administration, planning, and 
business knowledge. Ekpenyong and Ojo 
(2018) distinguished the preceding 
management competencies for 
entrepreneurial success: (i) Design, 
coordinate, and oversee small or 
medium-sized businesses; (ii) Hotspot 
for small business assets. (iii) Ability to 
keep small-business accounting records; 
(iv) Ability to manage human and 
material assets; (v) Ability to plan and 
execute large-scale projects (vi). 
Capacity coordinates business skills; (vi) 
awareness of market changes and 
specialized patterns; (vii) business ethics; 
(viii) market data deciphering; and (iv) 
time management. 

Gibson (2016) likewise distinguished the 
accompanying management 
competencies expected of entrepreneurs. 
Martin and Staines (2018) examined 
management skill in small firm success. 
Lack of managerial experience, skills, 
and individual characteristics, as well as 
unfriendly financial conditions, 
misguided business plans, and asset 
starvation are the main reasons new firms 
fail. Training, preparation, and 

experience of heads separate high- and 
low-growth small enterprises. These 
competencies allow a corporation to 
align its resources with its procedures for 
a positive outcome (Botella-Carrubi & 
González-Cruz, 2019) 
 
Planning 
Hosseini et al. (2018) states that efficient 
execution of succession through practices 
can eliminate waste of business talents 
and develop the management process. 
Managers must acquire human and 
conceptual skills. Initially, many small-
business players are considered as human 
capital, not human potential. Lack of 
human talents in the organization caused 
this (Masry, 2017). 

Managers should be quick at planning, 
able to organize and delegate tasks, 
excite people, and control performance. 
They should be enthusiastic and goal-
oriented, innovative and initiator, 
adaptable in new situations, mindful, etc. 
They should have basic reasoning, 
relational abilities, decision making 
strategies and procedures, collaboration 
skills, expansive and non-standard 
reasoning, self-advancement, and self-
improvement needs, mental capacity to 
influence people, etc. (Tovmasyan, 2017) 
 
Task organization 
Organizing is examining what must be 
done and deciding who does what with 
satisfactory norm, building up 
announcing relationships among 
individuals as tactics for correspondence, 
coordination, and control. Along with 
organizing, a key management ability is 
delegating tasks to others. Managers 
delegate because they can't do 
everything. Delegation builds skills and 
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talents. When appointing, clearly state 
what is being assigned and to whom. The 
agent should know what usual results are 
and any plans for observing and reporting 
performance (Abass, 2017). 

The task-oriented leader plans and 
organizes work, specifies goals, defines 
staff roles, and organizes task steps for 
completion. Leaders must provide 
supplies, technical assistance, and 
equipment (Anzalone, 2017). 
Notwithstanding, not all family 
individuals are similarly qualified or 
capable to make a positive commitment 
to their organizations. Maybe the need 
fitness is remunerated by their devotion 
and commitment toward their 
organizations (Aldrich and Langton, 
2018)  

Task-oriented leaders focus on meeting 
goals rather than realigning personnel. 
The leader dives into any assignment. 
The leader plans the enterprise, finds the 
finest methods and resources, and 
explains personnel roles (Forsyth, 2010). 
Brockhaus (2019) expressed that a 
family-owned business can be expressed 
as an entity wherein the family members 
are governed and influenced by the 
business choices. family business 
focused on both the family and the 
business, family performance increased 
and business achievement remained 
stable (Basco and Pérez Rodríguez, 
2019). If the business owner prioritized 
the business, the family would likely 
have fewer assets and be less effective 
because the shared assets had gone to the 
enterprise (Stafford et al., 2019). 
 
Leadership 
According to Pal (2015), managers, 
leaders, and other heads exercise 

leadership. Leaders make viable 
decisions, ensure assets are assigned 
properly, guarantee ample working 
conditions, listen to employee 
complaints, offer compromise strategies, 
and ensure position obligations are met 
satisfactorily and employees are 
committed to achieving goals. Leaders 
can only supervise and lead effectively if 
they know their fields. 

Administration and management include 
unusual activities or capacities. Leaders 
and managers both influence others by 
using explicit forces to achieve goals, but 
there are key differences (Northouse, 
2017). leader role is even more important 
for SMEs due to their origins, size, 
characteristics, and the nature of their 
business function. SME leaders supervise 
almost all areas of business operations. 
�7�K�H�\�� �D�U�H�� �R�I�W�H�Q�� �U�H�I�H�U�U�H�G�� �W�R�� �D�V�� �³�J�H�Q�H�U�D�O��
�P�D�Q�D�J�H�U�V�´�� ���*�0���� �U�D�W�K�H�U�� �W�K�D�Q�� �³�V�S�H�F�L�D�O�L�V�W��
�P�D�Q�D�J�H�U�V�´�����6�0�������&�R�Q�J���D�Q�G���7�K�X���������������� 

Andriukaitien et al. (2017) explain that 
strong leadership can lead to successful 
staff activity and reduce employees' 
defiance to changes in unpredictable 
company environments. Organizations 
won't change without improvement. 
Without adjustment, the company will 
slip behind rivals. Unproductive 
companies fail (Drucker, 2017). 
Leadership development is a common 
part of succession planning, which aims 
to create high-quality leaders for open 
positions. Leadership development 
improves leaders' skills, abilities, and 
conviction (Jeff et al., 2018). 
 
Creativity/  Innovation 
Innovation turns new ideas into 
profitable businesses. Creativity creates 
new ideas. Organizational 
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(corporate/business) culture affects 
creativity and innovation (Ali et al, 
2016). Creativity and innovation are 
crucial for businesses' survival and 
success. Corporate strategy and intensity 
require creativity (Florida, 2019).  

Creativity and innovation are similar 
ideas that can change managers' and 
organizations' fortunes. Because 
situation, shows, and general guidance 
can't be avoided in hierarchical change 
and development, creativity and 
innovation are vital in the example of 
reformist associations overcoming 
difficulty. Creativity and innovation 
should be seen as problem-solvers and 
development (Anderson, 2017). 

Flexible and decentralized organizational 
culture aids creative action and 
innovation by facilitating information 
flow, teamwork, and idea distribution 
(Stojcic, 2018). It has crucial indication 
for business families and family firm 
owners as it point out how family 
businesses organizational flexibility can 
result in an innovation advantage 
compared to non-family owned firms 
(Broekaert et al., 2016). 
 
Delegation 
Many family-owned firms have 
succession concerns owing to money. 
More research is needed to identify why 
family-owned business executives pick 
various succession planning financing 
(Chesley, 2017). Leaders delegate 
decision-making to subordinates, 
supervisors, and employees to achieve 
company goals. Despite decision-making 
authority, the principal is responsible for 
the end result (Dhiwayo, 2019). 

Anthony and Vidal (2015) emphasized 
the importance of correspondence in 

delegation to ensure messages are 
received and responsibilities are 
completed quickly. Dynamic work 
conditions might lead to heavy data 
loads. Stacking improves data 
management but can hurt quality. 
Delegation stacking should be 
monitored. Lara & Salas-Vallina (2017) 
cited delegation, or the review that team 
members may take decisions alone, as 
abilities in developing effective 
employee relationships. The 
management who delegated the duty 
must guarantee that the employee is 
careful and considerate. Effective 
employee performance is due to 
management and manager assistance 
(John and Judy, 2018). 
 
Succession planning 
Managers should be swift at planning, 
able to organize and delegate tasks, 
excite people, and control performance. 
They should be enthusiastic and goal-
oriented, innovative and initiator, 
adaptable in new situations, mindful, etc. 
They should have basic reasoning, 
relational abilities, decision making 
strategies and procedures, collaboration 
skills, expansive and non-standard 
reasoning, self-advancement, and self-
improvement needs, mental capacity to 
influence people, etc. (Tovmasyan, 
2017). 

 Business planning determines a 
company's goals, systems, and long-term 
actions to improve its longevity and 
growth through time. Business planning 
involves minimizing risks and 
maximizing profits (Peterson et al., 
2015). Planning gives control. Thus, 
unplanned activity cannot be managed. 
Since control remember upkeep action 
for indicated project deviations (Aslani et 
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al, 2017) 

Wroblewski (2019) found that task-
oriented executives in higher education 
stifle innovation and creativity and 
generate unpleasant working conditions, 
making it impossible to increase business 
performance. A successful succession 

planning, according to Cabrera-Suarez et 
al., (2015), ensures the business's 
viability, the family's integrity, and all 
partners' interests. The succession cycle 
should also address complicated 
emotional and social factors in huge 
enterprise.

 
 

Conceptual framework 
 

 
 
 

Figure 1 Conceptual Framework 
 

 

The demographic profile of the FO  
SMEs will be determined by this study 
and is connected to the Management 
Competencies of the FO SME owners. 
The study will also take a look into the 
challenges experienced by SMEs. The 
Demographic profile of the SME owned 
by the respondents is essential also for 
this study to determine the significant 
differences on the business based on their 
profile. All the factors included in this 
study enable the researcher to determine 
the result and to develop the proposed 

Filipino Model of Succession as the basis 
and the output of this study. Following 
the conceptual framework the following 
hypotheses were measured: 

Ho1= There is no significant difference 
among FO SMEs owners/managers 
competencies when grouped according to 
demographic profile. 

Ho2= There is no significant relationship 
between the management competencies 
of FO SMEs in terms of success of 
succession planning 
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Methodology 
Research design 
This study will use a combined 
quantitative-qualitative design. 
Descriptive-quantitative methods collect 
data for statistical analysis. It should 
detail demographic features in respect to 
a variable. Descriptive research indicates 
quantitative designs. The qualitative 
design should acquire information 
through interviews so the researcher may 
learn about respondents' experiences and 
issues. This mixed-method approach is 
ideal for this study because it allows the 
researcher to collect quantitative data and 
discuss respondent experiences to 
develop the desired study output. 
 
Subject and study site 
This study's subjects are FO SME 
owners/managers in the National Capital 
Region (NCR). A family business meets 
at least one of five criteria: At least one 
additional family member was a 
prominent decision-maker in the 
business, and future family ownership 
was expected (Danes, Stafford, and Loy, 

2007). The DTI provided a list of 
businesses that have renewed for 2020. 
The study uses two sample size (n) 
calculators: Creative Research System 
and Raosoft. 400 FO MSMEs in NCR 
were randomly selected, wherein 5 FO 
SMEs participated in the focus group 
discussion (FGD). 
 
Data measures 
The 64-item self-made questionnaire 
evaluates demographics, management 
practices, and succession planning. 
Before doing this investigation, the 
researcher will test the discussed research 
tools in different phases. 

Phase 1 is the Pilot Test, which allows the 
researcher to test the instrument with 50 
individuals before the main study. Phase 
2. Reliability Test, this test will also 
validate the reliability of the research 
instrument when used to the conduct 
proper of the study. Phase 3, Cronbach 
Alpha, tests factor fitness and scale 
reliability. This test assesses reliability. 
All instruments met the.70 Cronbach's 
alpha threshold.

 

 

Table 1 Reliability value 

Variables Number of Items 
Reliability 

�&�U�R�Q�E�D�F�K�¶�V���D�O�S�K�D 
Results 

Planning 10 0.794 Reliable 
Task Organization 10 0.805 Reliable 
Leadership 10 0.821 Reliable 
Creativity/Innovation 10 0.809 Reliable 
Delegation 10 0.728 Reliable 
Success of Succession Planning 9 0.741 Reliable 
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Data collection procedure and 
ethical considerations  
The researcher sent individuals an intent-
to-study letter. The researcher distributed 
a Google Forms questionnaire. 5 of 400 
FOB participants were interviewed via 
online video conferencing. Themes were 
analyzed. The researcher promised 
respondents their data would be kept 
confidential. The researcher didn't reveal 
names, firms, or opinions. Respondents 
were anonymous volunteers given 
complete research information and free 
to participate. 
 
Data analysis 
Structural equation modelling (SEM) is 
used to determine if there is any 
significant relationship between the 
management competencies of FO SME 
and the success of succession planning. 
T-test and Anova are used to determine 

the significant differences in the 
responses of the FO SMEs according to 
profile. In order for the researcher to 
determine the challenges experienced by 
the SME owners, the researcher shall 
administer the thematic and sentiment 
analysis 
 

Results  
Characteristics of the 
respondents 
The businesses are mostly in. Manila 
(123, or 30.8%), Quezon City (86, or 
21.5%,), and Makati (44, or 11%). The 
bulk of businesses in the research are sole 
proprietorships (266 or 66.5%). Most 
businesses in the study are small 
enterprises (386 or 96.5%). Most 
businesses handle 1-2 branches, with 390 
or 97.5%.

 
 
Table 2 Assessment of SMEs owners/managers on Management Competencies 

Management Competencies Mean Std. Deviation Interpretation  

Planning 4.73 .34 Proficient 
Task Organization 4.69 .34 Proficient 
Leadership 4.68 .38 Proficient 
Creativity/innovation 4.60 .39 Proficient 
Delegation 4.67 .39 Proficient 

 

The table 2 shows the Assessment of 
owners/managers on management 
competencies. Management 
competencies obtained a rating of 
�³�S�U�R�I�L�F�L�H�Q�W�´�� �F�R�P�S�H�W�H�Q�F�\���� �3�O�D�Q�Q�L�Q�J�� �K�D�G��
the highest overall mean score of 4.73 
(SD=.34). Task organization obtained a 

mean score of 4.69 (SD=.34). Leadership 
competency with a mean score of 4.68 
(SD=.38). The delegation competency 
obtained a mean score of 4.67 (SD=.39). 
Lastly, creativity and innovation 
obtained a rating of 4.60 (SD=.39).
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Table 3 Test of difference in the management competencies according to the profile of FO 
MSMEs owners/managers 

Management 
Competencies 

T-test One way Anova 
Scale of 
Business 

Nature of 
Business 

Business 
Locality  

Number of 
Branches 

F 
p-

value F 
p-

value F 
p-

value F 
p-

value 
Planning  1.688 .114 1.626 0.198 0.933 0.523 0.272 0.846 
Task Organization  2.299 .038* 0.358 0.699 0.984 0.469 0.368 0.776 
Leadership  1.752 .103 1.235 0.292 1.342 0.18 0.703 0.551 
Creativity/Innovation 1.582 .137 0.812 0.445 1.189 0.281 0.371 0.774 
Delegation  1.048 .313 0.215 0.807 0.868 0.594 0.513 0.674 

*Significant at p < .05 

 

Independent samples t-test or an analysis 
of variance (ANOVA) will be utilized to 
test for the difference between the 
management competencies mean scores 
of groups based on the scale of the 
business. The task organization mean 
score (F=2.299, p=.038) of small 
enterprises was found to be significantly 
higher than those of medium enterprises 
at the 0.05 level of significance. 

Mean scores of all management 
competencies among the categories of 
the nature of business (p > .05), business 
locality (p > .05), and number of 

branched (p > .05), were found to have no 
significant difference.  

The results proved that there is enough 
evidence to say that hypothesis 1 (no 
significant difference between in the 
management competencies of FO SMEs 
owners/managers according their 
business profile) should be accepted. 
Specifically, significant difference was 
found in owners/managers task 
organization when they are grouped 
according to scale of the business of FO 
SMEs.

  
 
Relationship between the management competencies of FO SMEs 
in terms of succession planning 
 
Table 4 Relationship between the management competency and success of succession 
planning 

Variable paired with 
Success of Succession 

Pearson 
correlation 

coefficient (r) 
p-value Interpretation  Decision 

Planning 0.700 <0.001 Significant  Reject Ho 
Task Organization 0.632 <0.001 Significant  Reject Ho 
Leadership 0.708 <0.001 Significant  Reject Ho 
Creativity / Innovation 0.718 <0.001 Significant  Reject Ho 
Delegation 0.713 <0.001 Significant  Reject Ho 
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The result shows that the success of 
succession planning was found to be 
strongly correlated with all management 
competencies at the 0.05 level of 
significance therefore, reject the null 
hypothesis. The strongest correlation 
�R�E�V�H�U�Y�H�G�� �Z�D�V�� �Z�L�W�K�� �³�&�U�H�D�W�L�Y�L�W�\�� ����
�,�Q�Q�R�Y�D�W�L�R�Q�´�����U� �����������������Z�K�L�O�H���W�K�H���Z�H�Dkest 
�F�R�U�U�H�O�D�W�L�R�Q�� �R�E�V�H�U�Y�H�G�� �Z�D�V�� �Z�L�W�K�� �³�7�D�V�N��
�2�U�J�D�Q�L�]�D�W�L�R�Q�´�����U� �������������� 

Finally, a multiple linear regression 
model was fitted to the data to further 
explore the relationship between success 
of succession and the management 
competencies. The estimated coefficients 
and the results of the significance testing 
of the coefficients are shown in the table 
below:

 
 
Table 5 Multiple linear regression model between management competencies and 
success of succession 

Variables Estimated 
Coefficient 

Std. 
Error  

t p-value VIF  

Planning  .467 .055 8.550 <0.001 2.799 
Task Organization  -.162 .060 -2.702 .007 3.292 
Leadership  .150 .050 2.987 .003 2.922 
Creativity  .186 .056 3.336 .001 3.856 
Delegation  .342 .051 6.652 <0.001 3.184 

 

 

 

 

 

 

 

  

  

 

 

 

 

Figure 2 SEM Diagram 
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Table 5 shows the relationship between 
management competencies and success 
of success of succession planning using 
multiple linear regression as analysis 
tool. Looking at the column of p-value, 
all coefficients were found to be 
significant at the 0.05 level, i.e., the 
coefficients are significantly different 
from zero. 

Planning (r=0.467), Leadership 
(r=0.150), Creativity/Innovation 
(r=0.186), and Delegation (r=0.342) 
obtained a positive relationship with 
success of succession planning, thus a 
significant relationship. The task 
organization obtained a negative 
relationship (-1.62) with regards to 
success of succession planning. In 
relation to the previous results (table 4), 
the correlation coefficient of task 
organization (r=0.632) with success of 
succession is the weakest among the 
management competency measured in 
the study. 

Overall, The fitted model has an r-square 
value of 0.678. This means that the fitted 
regression model with the management 
competencies mean scores as predictors 
was able to explain 67.8% of the 
variability observed in the success of 
succession mean scores, which means 
that the model fit is valid across different 
sample sized and can be validly 
generalized to the study population. 

Challenges experienced by the 
SME owners 
Challenges with regards to customers, 
financial capacity and capability of the 
business, products and services, human 
resource management, the COVID 19 
pandemic, government compliance, and 
the market competition. The business 
owners indicates that challenges with 
regards to customer relationship are on 
dealing with customer demands and 
preferences. 

FO SMEs owners/managers see financial 
challenges with regards to capitalization 
and collection of payment as challenges. 
In terms of the products and services, the 
delay in the delivery of the orders as well 
as cancellation of orders. In addition to 
this, FO SMEs face challenges in their 
supply, suppliers and the transition to e 
commerce brought by the pandemic. 
Owners see the lack of manpower, 
employee management as well as work 
ethic as a challenge with regards to 
human resources. The pandemic as well 
as the policies-imposed by the 
government are seen as challenge in the 
managing the business for FO SMEs. 
Lastly, the intense competition in the 
market as wells the intellectual property 
issues with regards to their products are 
also a challenge for SMEs.
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Filipino succession planning framework 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3 Filipino Succession Planning Framework.  
Management competencies and business challenges effect on  

family owned business succession planning. 

 

In line with the results, this study 
developed (figure 3) a Filipino 
Succession Planning Framework for FO 
SMEs in NCR. The proposed paradigm 
emphasizes management competencies 
in succession planning. The study found 
a substantial association between 
succession planning and planning, 
leadership, creativity/innovation, and 
delegating. Task organization has a 
negative association with succession 
planning, yet the study views it as an 
essential component, highlighting its 
value. 
 

Discussion 

Management competencies 
Planning obtained the highest mean 
score, indicating that planning is vital for 
NCR business owners in succession 
planning. Gibson's (2016) study reveals 
how crucial goal setting is for managers 
and owners. As owners and managers 
define goals and objectives through 
planning, planning should be practiced in 
succession. The study supports Hosseini 
et al. (2018), which revealed that without 
planning, business goals are not 
attainable, and risk cannot be managed as 
�P�D�Q�D�J�H�U�V�� �D�Q�G�� �R�Z�Q�H�U�V�¶�� �N�Q�R�Z�O�H�G�J�H�� �R�Q��
preparing to support and pass 
information to the next generation is 
vital. 
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Pal (2015) and Gibson (2016) found that 
the ability to arrange human and material 
resources for goal achievement is a 
significant component for managers and 
owners. This is especially true for family-
owned enterprises when human 
resources include family members. FO 
SME owners deemed task organization 
vital for a manager or owner in 
succession planning. The study appears 
to support prior works (Pal, 2015; 
Abbass, 2017) and implies FO SME 
owners saw task organization as an 
important managerial ability for 
succession. A manager must plan and 
organize work, identify employee roles, 
and coordinate task steps. Leaders must 
provide materials, technical assistance, 
and equipment and appreciate the 
relevance of delegated tasks (Anzalone, 
2017). 

Leadership was rated highly agree. 
Numerous studies (Pal, 2015; Abbas, 
2017; Northouse, 2017; Chesley, 2017) 
demonstrate executives in flatter 
organizations have more duties and tasks. 
A leader must be able to make excellent 
judgments for the firm and align the 
vision with commercial actions to 
preserve relevance and regulate 
competition. Leaders should base 
decisions on the organization's needs, not 
their own. Execution of plans through 
business operations will be coordinated if 
the leader can take the initiative and act 
by convincing subordinates to follow, 
participate, and share similar aims. The 
result supports Cong and Thu's (2020) 
study about the role and importance of 
leadership among SMEs, as the leader 
role for FO SMEs is even more 
significant given their origins, size, 
qualities, and commercial function. SME 
executives control all operations. In 
terms of succession, FO SMEs have 

'general managers' who control the entire 
business activity, from product 
production to distribution. In terms of 
overseeing entire business operations for 
managers/owners, the study supports 
Andriukaitien et al., (2017) 
recommendation that it is not enough for 
leaders to have a clear vision, goals, and 
work tasks; they also need energy, 
dynamism, and determination in the face 
of difficulties for a successful business 
performance. 

Delegation is an important component of 
succession for family-owned SMEs in 
the National Capital Region (NCR), 
which allocate duties and responsibilities 
based on employees' qualifications. 
Dhiwayo, (2019) suggest delegation as a 
management method for maintaining 
mutual respect and flexibility. Abbass 
(2017) and Anthony & Vidal (2017) 
found that delegation goes beyond job 
and duty assignment. It involves aligning 
to boost staff productivity. Delegation or 
the evaluation that team members can 
make their own decisions are 
competences that create productive 
employee interactions, according to Lara 
& Salas-Vallina (2017). 

Creativity/innovation is rated strongly 
agree. The findings support Florida 
(2019) and Ali et al. (2016), who say 
creativity and innovation are key to 
organizational performance and 
management. The study shows how 
creativity and innovation benefit 
management. In planning, creativity, and 
innovation support long-term company 
performance; in leadership, the ability to 
foster and practice innovation within an 
organization by pushing administrative 
creativity, fabricating a clear vision, 
challenges, and systems; and in Ali et al. 
(2016), creativity and innovation support 
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other management competencies. 
Identifying non-working processes 
reduces waste. The study's findings also 
underline the importance and relevance 
of creativity/innovation among FO SMEs 
in NCR, who feel nurturing this 
capability helps secure manager/owner 
succession and problem-solving 
readiness beyond company concerns. 
Anderson (2019) concluded that 
creativity/innovation helps organizations 
expand through research and concept 
management. It stimulates collaboration 
and a higher flow of information within 
the firm, leading to a competitive edge 
through a product, service, or process 
that sets the company apart from its rivals 
(Stojcic, 2018). 

Overall, the study reveals that, based on 
the average mean score of all managerial 
abilities, the presented variables play a 
vital role in succession for business 
owners. Hellriegel et al. (2018) and 
Ademiluyi (2017) say that management 
talents are required for successful 
entrepreneurship. This relates to 
succession planning because it 
presupposes owners and managers have 
management skills. 
 
SMEs challenges 
Owners cited that in terms of business 
operation, transitioning to online 
ordering through use of various platforms 
and management of inventory as well as 
variations on payment channels and 
terms with regards to their customers. 
The operation of their business became 
limited and resulted to reduction of 
manpower as well as venturing in a new 
business. On FO SMEs products and 
services, majority of the owners cope up 
with the pandemic in terms of 
management of stock, to have available 

stocks since restrictions prohibits on time 
delivery of supplies. Upgrade in 
production by introducing new 
technology/ process and updating the 
product line to cope up with the 
pandemic. Lastly, in terms of customer 
relationship, owners introduce new 
communication channels such as the use 
of social media (Facebook, messenger, 
and viber) in communicating with 
customers. Owners see the opportunity to 
assign personnel to solely handle 
customer concern and gather feedback 
from customers. 
 
Management competencies on 
business succession planning 
Planning improves FO succession 
success. Managers and business owners 
preparing for succession should prioritize 
work, establish short, goal-oriented 
strategies, and plan their businesses. 
Abass (2017), Tovmasyan (2017), 
Peterson et al.,(2015), and Aslani et al. 
(2017) shows the relevance of 
organizational development, measuring 
productivity, controlling risk, and 
making benefits. Management 
succession planning is linked to a 
company's success. Succession is the 
planned transfer of management and 
responsibility, according to Miller et al., 
(2015). As such, the above planning 
competencies are critical to the success 
of succession as managers and business 
owners do these duties to meet and 
exceed expectations and achieve 
business goals. The study shows that 
preparation and training improve 
succession. 

The weakest link between task 
organization and succession 
planning success (r=0.632) was found 
among the managerial competencies 
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evaluated in the study. According to the 
findings, task-oriented managers 
prioritize achieving business goals over 
taking initiative to realign their 
employees, which extinguishes 
innovation and creativity and creates 
tense working conditions, making it 
impossible to achieve the necessary 
results for improving business 
performance (Wroblewski, 2019) 
; therefore, affects success of succession 
as it caters to keeping the interest of all 
parties involved (Cabrera-Suarez and 
Martin-Santana, 2017) including its 
employees both family and non-family 
members.  

The statement about "deciding about the 
work, identifying goals, and assigning 
responsibility" received a high mean 
score (4.77, 4.66, and 4.68) on the 
evaluation item for task organization, 
which removes initiative actions on task 
realignment towards employees. Aldrich 
and �&�O�L�I�I�¶�V (2018) findings regarding 
succession were also relevant and 
supported in this study; to support 
succession, manager/owner must 
maintain all employees' commitment and 
participation as it is essential to achieving 
business goals and keeping the 
manager/owner informed of workers' 
conditions.  

The negative relationship between task 
organization and success of succession 
planning shows that FO owners/ 
managers of SMEs in NCR are "general 
managers," managing all business 
operations and decisions. The negative 
association suggests that task-oriented 
leaders are less concerned with 
realigning people (changing employment 
roles) and more concerned with solving 
problems to fulfill goals. The leader 
jumps right into any task (Forsyth, 2010). 

Task organization affects success of 
succession as it caters to keeping the 
interest of all parties involved (Cabrera-
Suarez and Martin-Santana, 2015). In 
dealing with organization structure, small 
business perform multiple task and 
structure are not defined with regards to 
job function and responsibilities of the 
members. Succession planning takes 
place task by the leader increase, and it 
possess a negative effect on the ability of 
the leader to manage. 

For task organization to succeed, the 
manager/owner must effectively 
communicate the task and organizational 
structure to employees. Due to 
"familiness" and familiarity, family 
businesses miss task organization in 
succession planning. Work-family 
boundaries are unclear. Brockhaus 
(2019), Basco and Pérez Rodríguez 
(2019), and Stafford et al. (2019) found 
that when family businesses and their 
leaders focused on both the family and 
the business, family performance 
increased, and business achievement 
remained stable. Businesses perform 
better when family and work share time. 
According to the study, task organization 
will succeed if the organization considers 
organizational structure and performance 
to give the best and most competitive 
operational system that can endure 
diverse diversities. 

Leadership and succession planning 
success are linked. FO SMEs in the NCR 
consider leadership as a critical 
component for business success, 
including the ability to persuade others to 
follow, make decisions, manage assets, 
exercise initiative, and appraise 
situations (Pal, 2015; Drucker, 2017). 
According to past research, succession is 
the deliberate transfer of management 
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and responsibility (Miller & Steier et al., 
2016).); in this study, leadership is part of 
the transfer of ownership. Positive action 
based on realistic decisions leads to a 
smooth transition and succession (Pal, 
2015), as the business's future, 
objectives, and operations are passed to a 
new leader. The study found that 
leadership training can boost succession 
success. 

Creative and inventive thinking is vital to 
a company's survival, respondents said. 
They feel succession planning and new 
technology collaboration are vital 
(Florida 2019; Ali et al. 2016; Anderson, 
2017). Innovation and creativity create 
new market and consumer potential. 
Ownership transfer comes with the 
responsibility of continued growth 
research and monitoring. According to 
the report, business owners that 
emphasize creativity and innovation 
when giving succession training will 
improve that process among FO SMEs in 
the NCR. 

Delegation aids succession. Delegation 
helps business owners achieve full 
potential, develop teamwork and 
collaboration, empower staff, provide a 
trusting training ground, and reduce 
succession responsibilities (Abass, 2017; 
Al -Jammaal, 2015). The pair's p value 
(0.001) and correlation coefficient reveal 
a negative association between task 
organization and succession success. 

Task organization is a managerial 
function like delegation, but delegation 
in succession allows employees to use, 
maximize, and expand their strengths 
while encouraging collaboration, 
teamwork, and trust between the 
manager and staff (Abass, 2017).  Task 
organization focuses on task alignment to 
achieve corporate goals and objectives, 

according to the study. Task organization 
helps people collaborate and utilize their 
ability to accomplish outstanding 
achievements. The outcome verifies John 
and Judy's (2018) argument that 
managers should only assign jobs to 
persons with relevant abilities, 
knowledge, experience, enthusiasm, and 
interest. 
 
Filipino succession planning 
framework 
Planning, leadership, creativity/ 
innovation, and delegation are linked to 
succession, according to the study. Task 
organization has a negative link with 
succession, yet the study regards it as a 
significant aspect in succession, 
highlighting its importance. In line with 
the negative relationship, FO SMEs 
owners should not only focus on 
accomplishing and meeting business 
goals, but also review task organization 
methods, including personnel 
realignment, when preparing employees 
for succession. Changing the nature of 
business duties for different departments 
and teams is necessary to fulfill corporate 
objectives. According to the data, owner 
task organization competency reduces 
succession success. Task organization 
should practice personnel realignment 
initiatives, according to the literature.  

Business planning proficiency is key to 
succession, according to the report. Skill 
and human capital management help 
employees attain their full potential 
(Masry, 2017). Firm executives need the 
right expertise and skills. According to 
Hosseini et al. (2018), without planning, 
business goals and aspirations cannot be 
achieved. 
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Succession requires leadership since 
ownership and leadership are transferred. 
The framework confirms Cong and Thu's 
(2020) conclusion that FO SMEs are 
important for leadership roles due to their 
origins, size, attributes, and company 
functions. FO SMEs lead nearly all 
company operations. Managers/owners 
play a crucial role in change projects are 
consistent with the model's notion that in 
succession, leadership and decision 
change. 

The framework confirms that corporate 
succession will benefit from having a 
steady stream of leaders prepared to take 
on new positions, as shown in the case of 
Jeff et al., (2018). A clear vision in the 
attainment of goals is required for 
leaders, as is seen from the study's 
findings, and this is evident in 
management practices including the 
ability of the leader to make decisions 
and influence people of the organization. 

The succession model emphasizes 
innovation and creativity. According to 
Broekaert et al. (2016) family company 
management shifts should highlight the 
need to distinguish between product and 
method innovation. Leaders' ingenuity 
and innovation inspire younger 
generation firm leaders (Chumpong et 
al., 2020). This model specifies three 
skills: "Optimism," or the ability to view 
conditions and problems favorably; Time 
management, or the ability to prioritize 
and organize chores and responsibilities 
(Lara & Salas-Vallina, 2017).  

Delegation is a key aspect in the 
succession process for SMEs and small 
business managers and owners. The 
manager's or owner's ability to appraise a 
team member's decision-making 
capability is a competency in developing 
productive employee connections, 

according to Lara & Salas-Vallina 
(2017). In Chesley's (2017) proposed 
model for delegation, leaders' 
responsibilities and duties rise in flatter 
organizations. 

Delegation ensures that managers and 
owners achieve critical responsibilities 
and that other team members perform 
well. The success of succession depends 
on how effectively the organization 
accepts the new leader, hence this model 
emphasizes the leader's ability to 
motivate and build trust among workers. 
The successor felt competent of 
generating new products or redesigning 
organizational structures to get more 
customers and deliver value-added 
services. 

The study found that management 
competencies are linked to growing 
managers and owners and helping 
individuals achieve. As evidenced by FO 
SMEs owners' qualitative study, these 
management abilities deployed in 
management practices help FO SMEs 
overcome business challenges. Managers 
and owners who train and practice 
business management may address FO 
SMEs' difficulties with clients, financial 
capacity and capability, products and 
services, human resource management, 
COVID 19, government compliance, and 
market rivalry. 

RBV and Business Development Theory 
provide direction and support for the 
suggested model regarding the theory put 
forth in this study, as the RVB theory 
identifies that these competences give FO 
SMEs a competitive edge and distinguish 
them from non-family businesses. As 
human capital has the unmatched 
abilities and capacities that can 
distinguish between organizations, a 
resource-based view of family 
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organizations helps to recognize how 
families distinguish and develop 
competencies, pass them on to the next 
generation of leadership, and adapt these 
competencies when disruptions occur 
(Lara & Salas, 2017). 

Along with the framework, the RVB 
theory enables the firm to see the 
resources that FOBs develop and make 
available, like human resources as 
competences (Pearson et al., 2008). 
These competences enable the 
manager/owner to be ready and equipped 
with the requisite abilities and traits to be 
prepared for succession, according to the 
Filipino succession model. These 
resources are also necessary for family-
owned businesses to overcome a variety 
of difficulties during the succession 
process. According to Botella-Carrubi & 
González-Cruz (2019), these capabilities 
cite to a business extent to position its 
resources to its business processes to 
achieve a desirable end. 

Business development theory helps 
assess a person's aptitude to run a firm 
based on the business's nature and 
whether they are suited for succession. It 
will help examine a person's abilities and 
attributes for succession planning to 
guarantee the organization uses 
management standards and norms. Both 
theories help Filipino FO SMEs succeed. 
 

Summary 
SME owners of family-owned businesses 
agreed that managerial competencies are 
part of succession planning. The 
management competencies are positively 
correlated to succession planning except 
task organization as FO 
owners/managers should also look into 
job realignment based on �H�P�S�O�R�\�H�H�V�¶ 

capabilities. SMEs face issues with 
clients, financial capacity and capability, 
products and services, human resource 
management, the COVID 19 pandemic, 
government compliance, and market 
rivalry. In terms of health and safety 
protocol, corporate operation, products 
and services, and customer relationships 
were adjusted during the pandemic. 
Similarly, FO SMEs focuses on company 
operations, products and services, and 
customer relationships to cope with 
pandemic issues, as seen in the 
adjustments they made at the start of the 
pandemic. Finally, business owners 
perceive that their business will be 
passed on to the next generation of family 
members, ensuring family unity and 
familiarity within and outside the 
business. Relationships with clients and 
stakeholders, as well as family harmony, 
help family company owners manage 
their business. Consistent product quality 
and understanding help business owners 
manage their companies. 

The Filipino succession planning 
framework of this study presents that the 
management competencies of family 
owned business in NCR are related to the 
succession and in preparedness of future 
manager/ owner of the business in 
managing the organization and 
successful transition of the business from 
one generation to the next. The 
management competencies are evident in 
the practices of the FO SMEs which 
indicated in the results that management 
competencies are related to the success of 
succession. 
 

Conclusion 
Succession planning is vital for all types, 
sizes, and locations of businesses among 
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FO SMEs in the National Capital Region. 
Management competencies are crucial 
for business owner succession. Next-
generation FO manager/owners schooled 
in business planning will affect the 
business's fate. Business planning helps 
owners define the company's goal, 
manage risk, and maximize profits. FO 
SME owners agreed that succession 
requires planning, task organization, 
leadership, creativity/innovation, and 
delegation. 

The framework categorized management 
competencies that support succession 
and address FO SMEs' business 
challenges as it guides FO SMEs in 
succession training. The business and its 
management will face challenges during 
succession. Management can anticipate 
these challenges by practicing these 
management competencies. The 
proposed framework addresses FO 
SMEs' financial, pandemic, market 
competition, and human resource 
challenges. 

Barney's (1991) Resource Based 
Perspective theory and Jantti and 
Greenhalgh's (2012) business 
development theory, which regard 
competencies as organizational assets 
that promote effective succession. Future 
managers/owners with these skills give 
organizations a competitive advantage. 
In support of the RBV and the 
framework, the family business theory 
explains that for a business to advance, it 
should be a cycle of managing tasks, 
finding ways to be recognized like 
partnerships, seeking constant 
innovation, developing, and improving 
objectives, and incentivizing and 
ensuring essential abilities are met; in 
relation to succession planning, the 
manager/ability owners to execute this 

function. This study's grounded theories 
assist FO SMEs' succession-related 
managerial competencies. This is visible 
in creating competencies needed to 
complete tasks, meet corporate goals, 
create a competitive edge, and help FO 
SMEs execute succession planning 
process efficiently and effectively. 
 

Recommendation 
NCR FO SME owners should consider 
succession planning skills. The 
importance of competencies arises from 
the fact that owners/managers construct 
the organization for the change process 
and, with the proper abilities, may make 
members of the organization, especially 
employees, favorably welcome the whole 
process. This study's Filipino succession 
framework relates these qualities to 
succession planning. 

The study suggests that SME family 
business owners take charge of task 
organization and workforce realignment 
while focusing on targets. As shown in 
this study, a manager/owner should have 
good judgment about employees' talents 
and abilities to help them complete duties 
in the best way and time. 

The study contributes to existing research 
by: (a) presenting a new scale for 
assessing family business succession 
preparedness; (b) diversifying business 
formality by introducing several 
management competencies in relation to 
succession training; (c) introducing a 
model for Filipino succession planning 
among SMEs; and (d) highlighting 
management practices as a driver of 
succession preparedness. The proposed 
paradigm drives family business 
succession planning and system 
interaction.
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Abstract  
Ethnic tourism is a fast-growing niche tourism, especially in developing countries. In 
addition, ethnic tourism is crucial to support the local or ethnic minority people to 
preserve and maintain their traditional and cultural values and increase their income by 
participating in this unique type of tourism. The current study was based on quantitative 
research with a survey from various ethnic tourism sites in Thailand. The sample size 
was 400, and the data were collected with the self-administered questionnaire with the 
online survey. The respondents with experience with ethnic tourism were allowed to 
participate in the survey. The findings demonstrated that motivational factors and 
information sources directly affected the revisit intention of the tourists. Practical 
contributions can be helpful for the destination site managers to focus on sharing 
interesting information about the ethnic tourism sites and creating new and unique 
experiences for the tourists to enjoy and encourage them to share positive word-of-
mouth and revisit the destination. 
Keywords: Ethnic Tourism, Tourism Motivation, Tourism Development, Tourism 
Destination, Intention to Visit 
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Introduction  
The increasing demand for a unique 
experience for travelers and tourists has 
led to new types of tourism. Ethnic 
tourism is a specific type of tourism 
activity, focusing on the ethnic 
community with their unique culture, and 
the tourists can learn to appreciate the 
ethnic ways of life. Clearly, ethnic 
tourism has provided economic and 
social benefits to the local community by 
providing additional income and 
supporting the continuity of traditions 
and cultures (Wood, 1984). Products of 
ethnic tourism are mainly traditions, 
dances, artifacts, and cultures of the 
ethnic people. Due to different types of 
tourists, it is essential to be able to 
identify the motivation and 
characteristics of segmented tourists so 
that tourism promotion activities can be 
initiated and further developed to attract 
the appropriate target groups. Nowadays, 
the emerging group of independent 
travelers has increased in numbers 
around the world, and many of them are 
young tourists. The personality traits and 
motivations among young tourists and 
other age groups are clearly identified as 
different (Loker-Murphy & Pearce, 
1995). In this current study, the main 
objective is to explore the relationship 
between motivation and intention to visit 
ethnic tourism destinations of young 
tourists toward the ethnic tourism, 
including push and pull motivation 
factors and sources of information. 

Furthermore, his study aims to provide a 
clearer understanding of the motivations 
for young tourists, representing the 
growing number of new tourists in 
�W�R�G�D�\�¶�V�� �J�O�R�E�D�O�� �W�R�X�U�L�V�P�� �H�Q�Y�L�U�R�Q�P�H�Q�W�V����
especially in the context of ethnic 

tourism, which is niche tourism mainly in 
the northern part of Thailand, such as 
Chiang Mai and Chiang Rai.  

Young tourists are deemed to have more 
potential for the tourism industry in 
Thailand. Similar to other kinds of 
tourism, this group of tourists plays a 
significant role in ethnic tourism. The 
increasing number of young tourists 
under ethnic tourism would also 
positively affect the destination's 
economy as a whole. Since ethnic 
tourism could benefit the community of 
hill tribe peoples in terms of income 
generation, the increase in popularity of 
ethnic tourism would significantly help 
the tribal people living standards. In 
addition, this study is deemed beneficial 
to the tourism authorities in those 
destinations in terms of planning and 
implementing tourism promotion and 
policy to support the ethnic groups. The 
results would provide the authorities with 
guidelines for developing ethnic tourism 
destinations.   

Initially, the term ethnic tourism has been 
used to refer to tourism directly 
associated with a culturally, 
geographically, and economically 
isolated ethnic enclave, which is usually 
poor and undeveloped (Li & Wall, 2014). 
Due to this, ethnic tourism was assumed 
to be tailored for only a limited number 
of visitors, usually motivated by interest 
and elite peer approval. As a result of the 
popularity of ethnic tourism, however, 
the type of ethnic tourists has been 
extended. At the moment, ethnic tourists 
are not only a special type of tourists who 
visit an ethnic tourist destination to 
observe the culture and lifestyles of 
ethnic people in a remote village, but they 
are also travelers who consume ethnic 
products even if they did not visit the site 
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and consume ethnic products from the 
metropolitan area (Li & Wall, 2014).  
Although most studies mention the 
motivation for ethnic tourism is to pursue 
solely the exotic cultural experience, in 
reality, there are other motivations for 
ethnic tourism. This might be viewed in 
personal and interpersonal dimensions 
(Gnoth, 1997) or internal desires and 
external conditions (Hsu, Cai, & Wong, 
2007).  

The key objectives of the study were to 
identify the factors positively affecting 
the intention to visit ethnic tourism sites.  
 

Literature review 
Young tourists 
Sellars (1998) described young tourists 
as people with relatively high disposable 
income, high mobility, and fewer 
burdens. For this reason, young tourists 
tended to travel more frequently than 
older tourists. Young tourists generally 
have a culture of solid leisure, play, 
enjoyment, and entertainment 
�F�R�P�S�R�Q�H�Q�W�V���� �+�R�U�D�N�¶�V�� �D�Q�G�� �:�H�E�H�U�¶�V��
(2000) study revealed that young tourists 
spent an average or above-average 
amount of money during their trips. 
Additionally, they make extended visits, 
sometimes up to months, and are open to 
new tourism products. Most young 
tourists are often influential trendsetters, 
meaning they can generate demand for 
new attractions and directly assist in 
creating new destinations. 

Meanwhile, they are loyal in terms of 
destination choice (Horak & Weber, 
2000). According to Gherrissi-Labben 
and Johnson (2004), young tourists is 
referred to people whose ages range from 
15 to 25 years. Their study showed that 
young people travel on average four 

times within their own country and two 
times abroad annually. 

Additionally, a set of literature related the 
young tourists to Generation Y. Williams 
and Page (2011) described Generation Y 
as people who grew up in massive and 
rapidly paced change (e.g., full 
employment opportunities for women, 
dual-income households as a normal, 
wide range of family types seen as usual, 
and significant respect for ethnic and 
cultural diversity). However, they 
demanded goods and services that served 
their functional needs and had a clear 
purpose or meaning. Karavasilis, 
Nerantzaki, Pantelidis, Paschaloudis, and 
Vrana (2015) referred to Generation Y as 
Millennials or people born between 1980 
and 2000. They are civic-minded and 
socially conscious consumers who 
demand quality goods but are brand loyal 
and willing to pay more. 

Moreover, Prayag and Hosany (2014) 
mentioned that young tourists from the 
UAE who pursued luxury travel were not 
related to the desire to stand out from the 
rest of society, but they desired to 
conform and be accepted by friends and 
family. Richards and van der Ark (2013) 
revealed that the younger tourists who 
are least likely to consider themselves as 
�³cultural tourists�  ́were more likely to be 
at the leading edge of the new eras of 
cultural and creative tourism 
consumption, such as contemporary art 
and modern architecture. In addition, 
those young tourists may position 
themselves more as creative tourists. In 
addition, Bizirgianni and Dionysopoulou 
(2013) suggested that young people are 
the main group of social networking 
users, and therefore, tourism product and 
service providers should make an effort 
to engage young tourists through their 
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modes of communication, including 
websites and social media. Furthermore, 
these providers can attract young tourists 
to participate in tourism activities by 
providing more information for them via 
all these media.  
 
Tourism motivation 
The journey of tourists usually originates 
from some kind of motivation. Kim and 
Eves (2012) stated that motivation refers 
to a set of internal psychological needs 
triggering a person to perform in a certain 
way or urge their interest in travel and 
participation in a tourist activity. 
According to the models related to 
tourism motivation, Iso-Ahola (1982) 
proposed a dichotomous model (seeking/ 
escaping, personal/ interpersonal). The 
two motivational forces include: (1) 
''escaping'' the desire to leave the 
everyday environment behind oneself (2) 
"seeking" the desire to obtain 
psychological (intrinsic) rewards through 
travel in a contrasting (new or old) 
environment in which these two forces 
could be divided into two dimensions the 
tourists have to deal with that are 
personal and interpersonal dimensions. 
Gnoth (1997) said that both emotional 
and cognitive parameters must be 
included when considering tourism 
motivation for planning and resource 
management purposes. In addition, Hsu, 
Cai, and Wong (2007) proposed a 
tourism motivations model for Chinese 
seniors which consisted of two major 
components: (1) external conditions 
including societal progress, personal 
finance, time, and health, of which 
personal finance and time are mediated 
through family support and responsibility 
and (2) internal desires including 
improving well-being, escaping routines, 
socializing, seeking knowledge, pride 

and patriotism, personal reward, and 
nostalgia. For the empirical results, Kim, 
Borges, and Chon (2006) stated that a 
study of festival motivation was closely 
related to the study of tourism motivation 
since attendance at the festival was the 
essential aspect of tourism; moreover, the 
finding in the study suggested the 
possible linkage between the theme of 
the festival, attendees' specific values, 
and motivation to attend the festival. 
Lastly, Rittichainuwat and 
Rattanaphinanchai (2015) found that 
film-induced tourism impacted the travel 
decisions of both typical film tourists and 
general film tourists; the result also 
revealed that male general film tourists 
have higher travel motivations than male-
specific film tourists. 

According to Murray (1964), motivation 
is an internal reason that stimulates, 
directs, and integrates a person's 
behavior; nevertheless, a trip is almost 
never compelled by one single 
motivation. Dann (1977) identified two 
fundamental motivations for traveling: 
anomie (desire to exceed the feeling of 
loneliness existing in everyday life and to 
get away from it simply) and ego-
enhancement (need for recognition, 
which is obtained through the status from 
traveling or needs to satisfy personality 
needs by like visiting places they never 
visited before). Crompton and Mckay 
(1997) categorized tourist motivations 
into push and pull factors, where pull 
factors refer to tangible factors that pull 
tourists towards the tourist destination 
(e.g., historical and cultural resources, 
beaches, and accommodation), while 
push factors refer to intangible factors 
that push a tourist away from home. 
Crompton and Mckay (1997) revealed 
that motivation might occur at individual 
and aggregate levels. To illustrate, 
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motivation at an individual level occurs 
when a traveler has a number of needs 
that he or she wishes to satisfy through a 
visit, while motivation at an aggregate 
level occurs when different visitors may 
obtain different benefits from the same 
traveling experience meaning 
motivations of tourists are highly 
complex. Later, they identified six 
motivations for visiting festivals: cultural 
exploration, novelty or regression, 
recovering equilibrium, confirming 
group socialization, external interaction 
or socialization, and gregariousness 
(Crompton & Mckay, 1997). Ryan and 
Aicken (2005) mentioned that the first 
motivation for most tourists for a holiday 
visit to a particular location might not be 
to meet local people from ethnic 
minorities. For example, Maori culture 
was not found to be the most important 
motivation for tourists to visit New 
Zealand, but ethnic tourism may be 
experienced during their visit. Due to the 
growth of ethnic tourism recently, Yang 
(2007) mentioned that the motivations of 
tourists have altered from curiosity and 
elite peer approval to become a highly 
complex classification within tourism 
studies. It was suggested that the 
motivation of ethnic tourism is not 
limited to watching exotic cultural 
expressions and lifestyles of ethnic 
peoples in remote villages but has 
evolved to the categorization of ethnic 
tourism, which includes consuming 
ethnic products at cultural parks in cities 
as well as reuniting with their cultural 
roots. On the other hand, Zhou and Liu 
(2008) proposed that culture is not only 
the heart of tourism, but it is also a vital 
competitive factor as it is one of the main 
motivations for tourists to travel to 
personally feel and experience areas with 
unique characteristics, ethnic customs, 

and traditions. Besides, Stoykova (2015) 
suggested that motivations for ethnic 
tourism are believed to be pursuing 
exotic cultural experiences, including 
visits to ethnic settlements and ethnic 
thematic parks. For instance, ethnic 
tourists are usually involved in ethnic 
events and festivals, watching traditional 
dances or ceremonies, or just shopping 
for souvenirs from a particular ethnic 
community. In the study, Stoykova 
(2015) also analyzed the motivational 
factors ranging from seeking and 
expanding cultural experience, through 
the unification of the family and 
socialization, to the restoration of life's 
balance. According to Crompton and 
Mckay (1997) and Yoon and Uysal 
(2005), motivation factors in the current 
study were divided into push and pull 
motivation factors.  

For questionnaire development, 
questions used for �³�W�R�X�U�L�V�P�� �P�R�W�L�Y�D�W�L�R�Q�´ 
were shown in Appendix A. 
 
Ethnic tourism 
For the definition of ethnic tourism, 
�:�R�R�G�����������������V�W�D�W�H�G���W�K�D�W���³�(�W�K�Q�L�F���W�R�X�U�L�V�P��
should be defined by its direct focus on 
people living out a cultural identity 
whose uniqueness is being marketed for 
�W�R�X�U�L�V�W�V�����7�R�X�U�L�V�W�V���P�D�\���H�Q�J�D�J�H���L�Q���³�W�R�X�U�V���R�I��
�O�L�Y�L�Q�J���F�X�O�W�X�U�H�´����or they may be presented 
�Z�L�W�K�� �V�W�D�J�H�G�� �S�H�U�I�R�U�P�D�Q�F�H�V�´���� �3�L�W�F�K�I�R�U�G��
(1995) stated that ethnic tourism, in 
which a group and its distinctive culture 
were the main attractions, could be 
served as a resource for both material and 
cultural aspects of ethnic struggles. The 
ethnic group could improve its economic 
position through the creation of 
employment and entrepreneurial 
opportunities from interested outsiders. 
Furthermore, ethnic tourism differed 
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from other kinds of tourism since its 
product was offered as an experience of 
the authentic, unspoiled, and exotic 
cultures of the natives. In addition, Yang, 
Wall, and Smith (2006) stated that ethnic 
tourism is tourism motivated by a search 
of visitors for exotic cultural experiences, 
which includes the consumption of 
artifacts, performances, and other 
products or services.  

For the definition of ethnic tourism, 
�:�R�R�G�����������������V�W�D�W�H�G���W�K�D�W���³�(�W�K�Q�L�F���W�R�X�U�L�V�P��
should be defined by its direct focus on 
people living out a cultural identity 
whose uniqueness is being marketed for 
tou�U�L�V�W�V�����7�R�X�U�L�V�W�V���P�D�\���H�Q�J�D�J�H���L�Q���³�W�R�X�U�V���R�I��
�O�L�Y�L�Q�J���F�X�O�W�X�U�H�´�����R�U���W�K�H�\���P�D�\���E�H���S�U�H�V�H�Q�W�H�G��
�Z�L�W�K�� �V�W�D�J�H�G�� �S�H�U�I�R�U�P�D�Q�F�H�V�´���� �3�L�W�F�K�I�R�U�G��
(1995) stated that ethnic tourism, in 
which a group and its distinctive culture 
were the main attractions, could be 
served as a resource for both material and 
cultural aspects of ethnic struggles. The 
ethnic group could improve its economic 
position through the creation of 
employment and entrepreneurial 
opportunities from interested outsiders. 
Furthermore, ethnic tourism differed 
from other kinds of tourism since its 
product was offered as an experience of 
the authentic, unspoiled, and exotic 
cultures of the natives. In addition, Yang, 
Wall, and Smith (2006) stated that ethnic 
tourism is tourism motivated by a search 
of visitors for the exotic cultural 
experience, including the consumption of 
artifacts, performances, and other 
products or services. In addition, 
according to the role of government 
towards ethnic tourism, Yang, Wall, and 
Smith (2006) stated that many 
governments were the key players in 
developing and issuing policies related to 
ethnicity in which the government may 
also use the ethnic image to promote the 

tourism and base the tourism plans on the 
development of the ethnic resources. 
Furthermore, Yang (2011) supported that 
ethnic tourism was used by many 
governments for economic and cultural 
development and also helped minorities 
to showcase their culture and revive their 
traditions. Even ethnic tourism would 
bring economic and social benefits, but it 
also adversely affected on culture and 
sense of identity of ethnic groups. 

For the research results related to ethnic 
tourism, Moscardo and Pearce (1999) 
studied the visitors to an Aboriginal 
cultural park in Australia in which four 
distinct groups of visitors were identified 
based on their levels of interest in various 
aspects or features of ethnic tourism 
experiences and the empirical results 
revealed that the Ethnic Tourism 
Connection group had the highest 
participation rates for all other activities, 
the Passive Cultural Learning group was 
more likely to attend other performances 
than to participate in activities such as 
boomerang and spear throwing, while the 
Ethnic Activities, the Products group was 
more likely to participate in activities that 
attend further performances, and the Low 
Ethnic Tourism group had the lowest 
participation rates for all the features 
examined. In addition, for the studies 
related to ethnic tourism in Northern 
Thailand, Cohen (1988) commented on 
the penetration of tourism into the hill 
tribe area of northern Thailand, which he 
had participated during his study that 
some tourists complained that the people 
in a tribal village used industrially 
produced plastic cups instead of 
indigenously produced bamboo cups 
which offended the sense of cultural 
authenticity. Dearden and Harron (1994) 
stated that ethnic tourism in Northern 
Thailand focuses on hill tribe peoples, 
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and the empirical result revealed that the 
trekkers who participated the trekking in 
Northern Thailand were changing their 
motivations to focus on the authenticity 
of the entire experience rather than the 
ethnic authenticity of the hill tribes. 
Johnson (2007) supported that in 
northern Thailand, ethnic tourism 
emphasized a number of ethnically 
distinct minorities who generally live in 
the highlands. Moreover, Dearden (1991) 
mentioned that there was a transition of 
the hill tribes in Northern Thailand from 
a primary ethnic tourist attraction in 
which the hill tribes constituted the focus 
of tourist interest to a secondary ethnic 
tourist attraction in which the hill tribes 
were part of the local attraction. Lastly, 
Ishii (2012) examined how the economic 
benefits of ethnic tourism for tribal 
households impact on the division of 
labor and gender dynamics in the local 
minority community engaged in the 
tourism industry collected the sample 
from a sample of inner-city Akha 
residents in Thailand, and the results 
revealed that among the minority people 
investigated, the young and women were 
the highest income earners in which the 
traditional patriarchy was challenged by 
the new gender division of household 
labor in which women and the young 
now earn the main household income. 

According to the role of government 
towards ethnic tourism, Yang, Wall, and 
Smith (2006) stated that many 
governments were the key players in 
developing and issuing policies related to 
ethnicity in which the government may 
also use the ethnic image to promote the 
tourism and base the tourism plans on the 
development of the ethnic resources. 
Furthermore, Yang (2011) supported that 
ethnic tourism was used by many 
governments for economic and cultural 

development and also helped minorities 
to showcase their culture and revive their 
traditions. Even ethnic tourism would 
bring economic and social benefits, but it 
also adversely affected on culture and 
sense of identity of ethnic groups. 

For the research results related to ethnic 
tourism, Moscardo and Pearce (1999) 
studied the visitors to an Aboriginal 
cultural park in Australia in which four 
distinct groups of visitors were identified 
based on their levels of interest in various 
aspects or features of ethnic tourism 
experiences and the empirical results 
revealed that the Ethnic Tourism 
Connection group had the highest 
participation rates for all other activities, 
the Passive Cultural Learning group was 
more likely to attend other performances 
than to participate in activities such as 
boomerang and spear throwing, while the 
Ethnic Activities, the Products group was 
more likely to participate in activities that 
attend further performances, and the Low 
Ethnic Tourism group had the lowest 
participation rates for all the features 
examined.  

For the studies related to ethnic tourism 
in Northern Thailand, Cohen (1988) 
commented on the penetration of tourism 
into the hill tribe area of northern 
Thailand, which he had participated 
during his study that some tourists 
complained that the people in a tribal 
vil lage used industrially produced plastic 
cups instead of indigenously made 
bamboo cups which offended the sense 
of cultural authenticity. Dearden and 
Harron (1994) stated that ethnic tourism 
in Northern Thailand focuses on hill tribe 
peoples, and the empirical result revealed 
that the trekkers who participated the 
trekking in Northern Thailand were 
changing their motivations to focus on 
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the authenticity of the entire experience 
rather than the ethnic authenticity of the 
hill tribes. Johnson (2007) supported that 
in Northern Thailand, ethnic tourism 
emphasized several ethnically distinct 
minorities who generally live in the 
highlands. Moreover, Dearden (1991) 
stated that there was a transition of the 
hill tribes in Northern Thailand from a 
primary ethnic tourist attraction in which 
the hill tribes constituted the focus of 
tourist interest to a secondary ethnic 
tourist attraction in which the hill tribes 
were part of the local attraction. Lastly, 
Ishii (2012) examined how the economic 
benefits of ethnic tourism for tribal 
households impact the division of labor 
and gender dynamics in the local 
minority community engaged in the 
tourism industry collected the sample 
from a sample of inner-city Akha 
residents in Thailand and the results 
revealed that among the minority people 
investigated, the young and women were 
the highest income earners in which the 
traditional patriarchy was challenged by 
the new gender division of household 
labor in which women and the young 
now earn the main household income.  

According to Hiwasaki's study (2000) on 
ethnic tourism in Hokkaido,  tourism 
impact is the result of changes 
economically, socially, culturally, and 
politically; meanwhile, tourism has 
actively adapted to or modified 
communities' ways of living to 
accommodate to and make the best use 
of, tourism (Hiwasaki, 2000). On the 
other hand, the impact can be defined as 
a positive or negative alteration due to the 
result of human action on a certain 
component (either physical, ecological, 
cultural, social, or economic) in a 
particular period of time and in a certain 
place or geographical area, compared to 

the circumstance in which the action 
would not have taken place. Ishii (2012) 
described how socioeconomic impact of 
ethnic tourism on local minority residents 
in two contrasting points: (1) ethnic 
tourism has multiple benefits, such as 
cultural or identity revival and sometimes 
even political gains for local minority 
residents, and (2) ethnic tourism provides 
a little economic return for local minority 
residents. In other words, minority 
residents tend to accept ethnic tourism 
despite the limited economic return due 
to the positive impact concerning the 
revival of culture and identity, which 
exceeds the small economic return 
(McKercher & Fu, 2006; Ishii, 2012). 
Simao and Mosso (2013) defined tourism 
impact as a set of effects on the local 
population, the physical environment, 
and the travelers themselves since it 
promotes the interaction of visitors with 
the destinations and their host 
communities. Kim, Uysal, and Sirgy 
(2013) suggested that tourism impact 
studies documented both positive and 
negative effects of tourism on the 
economic well-being, social well-being, 
cultural well-being, and environmental 
well-being of tourism communities. 
Examples of positive economic impacts 
are improved standard of living, increase 
in investment, and increase in business 
activity, while negative economic 
impacts are increases in property taxes, 
increase in the price of goods and 
services, and increase in land price (Li & 
Du, 2021). Concerning the social 
impacts, tourism brings about social 
benefits from opportunities for upgrading 
facilities in the areas such as outdoor 
recreation facilities, parks, and roads. 
However, there are traffic congestion and 
crowdedness, especially in the growth 
stage of the tourism development cycle, 



Journal of Family Business and Management Studies 

FBMS I  189 

while other social problems are begging, 
gambling, drug trafficking, and 
prostitution uprooting traditional society 
and causing deterioration of the 
traditional culture (Kim, Uysal, & Sirgy, 
2013). Culturally, tourism is a means of 
revitalizing cultures when dying customs 
are rejuvenated for tourists, although it 
has disrupted traditional cultural 
structures and behavioral patterns (Frey 
& Briviba, 2021). Regarding the 
environmental perspective of tourism 
impact, tourism helps create a greater 
awareness of the need to preserve the 
environment and tends to cause fewer 
pollution problems compared to other 
types of industries like manufacturing. 
Still, tourism causes environmental 
pollution, like the destruction of natural 
resources, the degradation of vegetation, 
and the depletion of wildlife. Therefore, 
it is suggested that the tourism impact 
may change over time based on the 
developmental stages of tourism (Kim, 
Uysal, & Sirgy, 2013). 
 
Source of information 
Past research studies (e.g., Bukhari, Anis 
& Ramazan, 2021) highlighted the 
important influence of sources of 
information, leading to the visit of tourist 
sites. According to Seabra, Abrantes, and 
Lages (2007), sources of information 
affect how tourists arrange their trips. 
Additionally, the sources of information 
can be from friends, relatives, brochures, 
travel agencies, tour operators, or social 
media. Molina and Esteban (2006) stated 
that information sources for tourism 
activities had changed substantially over 
the past ten years because of the effect of 
new technologies, but the public 
authorities for tourism development were 
still spending their money on posters, 
brochures, and videos. Kim, Lehto, and 

Morrison (2007),  Hogg, Liao, and O' 
Gorman (2014), and Lee and Gretzel 
(2012) suggested that creating persuasive 
website designs could help consumers 
learn about destinations and form strong 
attitudes about them. In addition, 
persuasive websites, including personal 
stories, pictures, and sound available on 
tourism on websites, would effectively 
create consumer confidence and help 
them form attitudes that were more 
resistant to counterarguments. 
Furthermore, Ho, Lin, and Chen (2012) 
and Chung and Koo (2015) suggested 
that a better understanding of website 
�X�V�H�U�V�¶���R�Q�O�L�Q�H���W�R�X�U�L�V�P���L�Q�I�R�U�P�D�W�L�R�Q���V�H�D�U�F�K��
experiences would lead to the 
development of more effective customer-
driven marketing concepts and 
campaigns. 
 

From another perspective, conventional 
tourism information sources had an 
important role for tourists. Jacobsen and 
Munar (2012) and Ho, Lin, and Chen 
(2012) stated that conventional word-of-
mouth, combined with internal 
information from people's minds, are still 
decisive factors for destination choice 
related to well-known and mainstream 
locations with high numbers of 
international summer holidaymakers. 
Based on the literature, the source of 
information for this study included 
published travel guides/books/brochures, 
social media, tour operators/ travel 
agents, blogs/websites, and friends and 
relatives. Regarding questionnaire 
development, sources of questions used 
for �³�V�R�X�U�F�H���R�I���L�Q�I�R�U�P�D�W�L�R�Q�´ are shown in 
Appendix A. 
 
Intention to Visit  
Intention to visit the tourist destination is 
one of the most frequently used in 
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tourism motivation literature because 
behavioral intentions could lead to the 
actual visit to the tourist destination sites 
(Perugini & Bagozzi, 2001; Podoshen, 
2013;  Prayag & Hosany,2014). Tomas et 
al. (2002) and Cho (2008) noted that little 
research was conducted to focus on the 
intention to visit a location. In addition, 
location attractiveness and tourist 
intention are supported by behavioral �± 
intention theories and self-goal-directed 
theories.  

According to Hunter (2006) and Perugini 
and Bagozzi (2001), intention can be 
defined as a self-commitment to 
performing a behavior, and this concept 
can be applied to several behaviors, 
including shopping and traveling. 
Sources of questions used for �³intention 
to visit�  ́were shown in Appendix A.  
According to the literature review, the 
conceptual framework for testing the 
causal relationship was proposed in 
Figure 1.

 

 
 

Figure 1 Conceptual Framework 

 

Research methods and data 
collections 
The nature of this research was the 
quantitative approach. A total of 400 
usable questionnaires were collected. 

Missing values, outliers, and distribution 
of all measured variables were examined 
to purify the data and reduce systematic 
errors. Serious missing values were not 
found, and those missing observations 
were managed by a listwise procedure. 
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For the sample of the study, the target 
group was young tourists.  

For sampling techniques, to identify the 
samples for the study based on Carr 
(2001), the age of young tourists was 
specified in the range of 16 �± 35 years 
old. The convenient sampling method 
was used in this study. Online 
questionnaire surveys via Google were 
sent out through Facebook groups and 
Line open chats that relate to tourism. 

The online questionnaire survey includes 
the screening questions, including 
�³�3�O�H�D�V�H���V�S�H�F�L�I�\���\�R�X�U���D�J�H �\�H�D�U�V�´, �³Do you 
have the knowledge of ethnic tourism 
sites? �$�Q�G�� �³Please specify the ethnic 
tourism sites that you have known���´���2�Q�O�\��
the respondents who met the criteria of 
the screening questions continued to 
respond to all other questions in the 
survey.  

In addition, young tourists were asked to 
fill in the questionnaire concerning their 
motivations for visiting the ethnic 
tourism sites in the northern parts of 
Thailand (e.g. Chiang Rai province). 

The questions on the questionnaire 
survey for each variable were adapted 
from the past literature. The survey 
contains 26 questions from four main 
parts, where each representing the 
variables of this study, including the 
source of information, push motivation 
factors, pull motivation factors, and 
intention to visit ethnic tourism sites. In 
the first part, there are five questions 
representing the source of information; 

questions are adapted from Asghar, 
(2015) and Bukhari, Anis & Ramazan 
(2021). In the second part, there are 10 
questions representing the push 
motivation factors. In the third part, there 
are six questions representing the pull 
motivation factors. Questions on both 
push and pull motivation factors are 
adapted from Crompton and Mckay 
(1997), Kim and Eves (2012), Stoykova 
(2015), Yoon and Uysal (2005). In the 
fourth part, there are four questions 
representing the intention to visit ethnic 
tourism sites; questions are adapted from 
Cho (2008), Podoshen, (2013), Prayag 
and Hosany, (2014), Tomas et al., (2002). 
A seven-point Likert scale (1 = Strongly 
Disagree, 2 = Disagree, 3 = Somewhat 
Disagree, 4 = Neutral, 5 = Somewhat 
Agree, 6 = Agree, 7 = Strongly Agree) 
were used in the questionnaire survey. 
Additionally, the results of the reliability 
test with Cronbach's alpha are shown in 
Table 3. For data analysis, multiple 
regression analysis was employed to 
analyze the relationships among the 
motivational factors and source of 
information, and the intention to visit 
ethnic tourism sites. 
 

Results 
For the general characteristics of the 
samples, 52% of the respondents were 
female. The age range of the sample was 
between 16 �± 35 years old. All of the 
samples were college students from 
various majors.  
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Table 1 Frequency and percentage of respondents classified by demographics 

 Frequency Percent 
Gender   

Male 192 48.00 
Female 208 52.00 
Total 400 100.00 

Age   
16 - 20 98 24.50 
21-25 140 33.50 
26-30 101 24.75 
31-35 61 15.25 
Total 400 100.00 

Marital Status    
Single 255 63.75 
Married 115 28.75 
Others 30 7.50 
Total 400 100.00 

Educational Level   
�%�H�O�R�Z���%�D�F�K�H�O�R�U�¶�V���G�H�J�U�H�H 100 25.00 
Bachelor�¶�V���G�H�J�U�H�H 197 49.25 
Master�¶�V��degree or above 103 25.75 
Total 400 100.00 

 

Table 2 shows the descriptive statistic of 
question items for each variable. The 
result shows that young tourists look for 
information about ethnic tourism sites 
from online channels such as 
blogs/websites and social media more 
than offline information sources such as 
travel agents and published travel guides. 
In terms of motivation, the opportunity to 

meet new people, physical activities, 
experience new and different lifestyles, 
and feel at home away from home are the 
top push factors that motivate young 
tourists to visit ethnic tourism sites. On 
the other hand, different cultures and 
outstanding scenery are the top pull 
motivation factors that attract young 
tourists to visit ethnic tourism sites.
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Table 2 Descriptive statistics of question items 

Variables  
level of agreement 1 (strongly disagree)  

�± 7 (strongly agree) 
Mean S.D. 

I. Source of Information 
Published travel guides 5.45 1.559 
Friends and relatives 5.67 1.220 
Social media 6.12 1.759 
Tour operators or travel agents 5.78 1.669 
Blogs/Websites 6.21 1.694 
II. Push Motivation Factors   

Being physically active 6.11 1.561 
Rediscovering myself 6.04 1.229 
Meeting new people 6.27 1.072 
Being free to act how I feel 5.97 1.084 
Trying new food 5.31 0.958 
Experiencing new/different lifestyles 6.11 0.856 
Getting a change from a busy job 5.22 0.903 
Going places friends have not been 5.71 0.884 
Rediscovering past good times 5.85 1.004 
Feeling at home away from home 6.11 0.870 
III. Pull Motivation Factors    

Budget accommodation 5.58 1.021 
Wide spaces to get away from crowds 5.88 0.899 
Variety of activities to see 6.02 0.889 
Outstanding scenery 6.24 0.699 
Interesting and friendly local people 5.59 1.022 
Different culture 6.28 0.718 
IV. Intention to Visit Ethnic Tourism Sites   

If I get the chance to travel, I intend to visit the ethnic tourism sites. 6.29 0.841 
One of my potential tourism destinations is the ethnic tourism sites. 5.81 1.027 
I always talk positively about ethnic tourism sites. 6.29 0.845 
I recommend my friends and family to visit ethnic tourism sites. 6.17 0.896 

 

Based on table 3, the means of intention 
to visit the ethnic tourism sites, push 
motivation factors and pull motivation 
factors, and source of information were 
indicated. The reliability test showed that 

all four factors met the criteria since all 
Cronbach's alpha measures were above 
0.8. The mean scores of each factor were 
used in the causal relationship test.
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Table 3 Descriptive statistics of factors 

Factors* Mean Std. Deviation 
�&�U�R�Q�E�D�F�K�¶�V��

alpha 
N 

Intention to visit ethnic tourism sites 6.14 0.902 .90 400 
Push motivation factors 5.87 1.042 .91 400 
Pull motivation factors 5.93 0.875 .92 400 
Source of information 5.85 1.580 .85 400 

* (See Appendix 1 for details of each factor.) 
 

Multiple regression analysis was conducted, and the test results are shown in table 4. 

 
Table 4 Standardized coefficients of proposed regression model 

Independent 
variables 

Standardized 
Coefficients t Sig. 

Collinearity Statistics 

Beta Tolerance VIF 

Push motivation 
factors 

.200 4.131 .000 .892 1.121 

Pull motivation 
factors 

.190 3.914 .000 .896 1.116 

Source of 
information 

.196 4.144 .000 .937 1.067 

 

From the results of multiple regression 
analysis, the proposed model was 
acceptable, based on the global test with 
F-test of 56.576 and sig. of .000. R-
square was .168, showing that the 
independent variables can explain the 
changes in the dependent variable for 
16.8%. In addition, Durbin-Watson test 
was 1.898, indicating that there is no 
autocorrelation. For multicollinearity 
test, VIFs of all factors were less than 10. 
The highest VIF was only 1.121, 
representing that there is no 
multicollinearity among factors in the 
model.  

The regression results indicated that there 
were three influential factors as shown in 
the table above. Based on standardized 
coefficients, push motivation factors had 
the strongest influence on the intention to 

visit, followed by source of information 
and pull motivation factors, respectively.  

 

Discussions 
Regarding discussing the results from 
this study, in terms of motivation, 
according to the results, the young 
tourists were intended to visit the ethnic 
tourism destinations by both push and 
pull motivation factors. Crompton and 
McKay (1997) referred to push 
motivation factors as the drivers to push 
tourists away from home to travel. Their 
findings also suggested that push factors 
had an influence on the intention to visit 
tourism destinations. Additionally, Yoon 
and Uysal (2005) noted that pull 
motivation factors led to the possibility 
of traveling to the destination. Moreover, 
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pull factors also further affected tourist 
satisfaction and destination loyalty. For 
the last influential factor, the source of 
information was confirmed to have a 
positive causal relationship with visiting 
intention. The result was also in 
accordance with the studies of Molina 
and Estaban (2006), Seabra, Abrantes, 
and Lages (2007), Ho, Lin, and Chen 
(2012), and Jacobsen and Munar (2012). 

 

Conclusions and 
recommendation 
The study achieved its objectives in that 
the results confirmed the influence of 
push motivation factors, sources of 
information, and pull motivation factors 
to affect the intention to visit ethnic 
tourism sites. Furthermore, the study has 
provided a clearer understanding of the 
impact of the source of information on 
the intention to visit. Past studies rarely 
focused on the significance of the source 
of information due to the fact that most 
empirical research attempted to explore 
the roles of push and pull motivation 
factors. It is found that the source of 
information had greater influence on the 
intention to visit than pull motivation 
factors. This leads to the implications of 
the study in that the number of tourists 
can be increased at ethnic tourism 
destinations when the information 
becomes more available through several 
channels to raise awareness and later to 
enhance the intention to visit those 
destinations. The support for ethnic 
tourism is crucial because this type of 
tourism is usually known as niche 
tourism. However, young tourists, who 
are more independent and frequently 
travel, can be the appropriate groups to 
visit ethnic tourism destinations. 
 

For managerial implications, the results 
show that it would be more effective to 
promote ethnic tourism to young tourists 
by providing information via online 
channels than offline channels. Hence, 
tourism organizations can directly 
support ethnic tourism by providing 
information about the destination on 
online channels such as blogs/websites 
and social media. In addition, the tribal 
people can also use social media to offer 
information to tourists both domestically 
and internationally with ease. 
Additionally, ethnic tourism sites can use 
social media, such as Facebook, TikTok, 
and Instagram, to reach out to potential 
tourists by creating content in order to 
enhance the awareness and visibility of 
the ethnic tourism sites. The content that 
would be appealing to tourists could be 
about the nice scenery of the ethnic 
destination and videos presenting the 
traditional lifestyle of the local people as 
the result of this study shows that culture 
and scenery are the top two factors that 
attract young tourists to the destination. 
In addition, the themes that could be used 
to intrinsically motivate young tourists to 
visit ethnic tourism destinations are 
meeting new people, physical activities, 
different lifestyles, and feeling at home 
away from home. Moreover, the Tourism 
Authority of Thailand should support by 
promoting local festivals and traditions 
as well as ways of life of the ethnic 
groups by using governmental social 
media and websites to support the local 
ethnic tourism groups.  
 

Future research may continue to measure 
the experience of young tourists after 
visiting ethnic tourism sites in order to 
discover new dimensions of research 
studies, such as satisfaction or loyalty 
intentions for ethnic tourism.
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Appendix 1 
Questions for each factor (Developed from past literature and related research) 

Factors (level of agreement 1 (strongly disagree) �± 7 (strongly agree). 
 I. Source of Information 
    When I travel, I find the information about the ethnic �W�R�X�U�L�V�P���V�L�W�H�V���I�U�R�P�«���� 

�« Published travel guides 
�« Friends and relatives 
�«�6�R�F�L�D�O���P�H�G�L�D 
�«�7�R�X�U���R�S�H�U�D�W�R�U�V���R�U���W�U�D�Y�H�O���D�J�H�Q�W�V 
�« Blogs/Websites 

(Adapted from Asghar, (2015) and Bukhari, Anis & Ramazan, 2021). 
II. Push Motivation Factors 
    When I travel, my motivation includes�« .. 

�« Being physically active  
�« Rediscovering myself 
�« Meeting new people 
�« Being free to act how I feel  
�« Trying new food  
�« Experiencing new/different lifestyles  
�« Getting a change from a busy job  
�« Going places friends have not been  
�« Rediscovering past good times  
�« Feeling at home away from home  

(Adapted from Crompton & Mckay (1997), Yoon & Uysal (2005), Stoykova (2015)  
and Kim & Eves ,2012) 
III. Pull Motivation Factors  
    When I travel, my motivation includes�« .. 

�« Budget accommodation 
�« Wide spaces to get away from crowds  
�« Variety of activities to see 
�«�2�X�W�V�W�D�Q�G�L�Q�J���V�F�H�Q�H�U�\�� 
�«�,�Q�W�H�U�H�V�W�L�Q�J���D�Q�G���I�U�L�H�Q�G�O�\���O�R�F�D�O���S�H�R�S�O�H�� 
�«�'�L�I�I�H�U�H�Q�W���F�X�O�W�X�U�H�� 

(Adapted from Crompton & Mckay (1997), Yoon & Uysal (2005), Stoykova (2015) 
and Kim & Eves ,2012) 
IV. Intention to Visit Ethnic Tourism Sites 
   1. If I get the chance to travel, I intend to visit the ethnic tourism sites. 
   2. One of my potential tourism destinations is the ethnic tourism sites. 
   3. I always talk positively about ethnic tourism sites.  
   4. I recommend my friends and family to visit ethnic tourism sities.  
(Adapted from Podoshen, 2013;  Prayag & Hosany,2014). Tomas et al., (2002), and Cho (2008) 
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Abstract 
The objective of this study was to investigate the levels of family��ownership��that 
influence the profitability of family companies listed on the Stock Exchange of Thailand����
The family companies in this study were classified based on the��levels of their family 
ownership��into four groups����1����less than 25���� family ownership; 2����25�±50���� family 
ownership; 3����50�±75���� family ownership; and 4����above 75���� family ownership in order 
to compare their profitability in terms of gross profit margin, net profit margin, return 
on asset, and return on equity according to financial data during 2018�±2022����The results 
showed that the net profit margins of the four groups��differed with a statistical 
significance level of ��05����The net profit margin of the first��group, which had less than 
25���� family ownership, was significantly different from that of the other groups����The 
gross profit margins, returns on asset, and returns on equity of the four groups��differed 
without��statistical significance�� 

Keywords�� profitability, gross profit margin, net profit margin, return on asset, return 
on equity 

 
 

Introduction  
Family business is one of the oldest 
forms of commercial organization����In 
today�¶s business world, it is considered 
the primary engine driving the economy 
toward prosperity����Whether a company is 

large, medium, or small, it all started with 
a family business model and grew from 
there����Previous research has indicated 
that the success of a family business is 
significantly related to the abilities of 
family members and��how they manage 
their non��family employees���� Family 
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business leaders��typically have the power 
to make quick and flexible decisions��in 
order to�� address the challenges that 
family businesses face on a daily basis����
Family pride, unity, and solidarity are��
beneficial for the company�¶s growth and 
profitability ��KPMG, 2017���� Family 
businesses�� must recognize how to 
achieve sustainable success, grow 
positively,�� and withstand economic 
crises�� by leveraging their own 
advantages, such as long��term visions, 
flexibility, strong family values, and a 
culture of trust����Regarding the situation 
of family businesses�� on the Stock 
Exchange of Thailand����SET��, Kasikorn 
Securities�¶ Investment Banking 
Department revealed that an increasing 
number of family businesses�� from 
provincial areas are entering the SET����
Most of these businesses are run by new��
generation owners who inherited a 
business from their parents����In contrast to 
their parents, who focus on running a 
business on their own, new��generation 
business owners�� want to hire 
professionals to run their business and 
raise funds in the stock market because 
they view it as an opportunity to grow the 
business at a low financial cost�� Some of 
them do not want to manage the business, 
so they want to enter the capital market 
to establish a management structure��and 
hire a capable management team����This��
can be viewed as another useful strategy��
for managing family assets, family 
shareholdings, and family profits from 
business growth�� According to Amnouy 
Jiramahapoka, Executive Vice President 
and Head of Issuer Marketing Group 1 at 
the SET, the recent listing of family 
companies�� on the SET is aimed at 
enhancing the company�¶s 
professionalism�� and management 
quality����More family companies have 

joined the SET because second����or third��
generation business owners believe that 
being listed on the SET will  help their 
companies survive in the long run����
Moreover, being listed on the SET will  
solve the problem for the parents of those 
who do not want to inherit the family 
business, as they can hire management 
professionals to work for them�� Although 
raising funds in the capital market has 
many advantages, such as gaining cheap 
capital, obtaining an effective 
organizational structure for long��term 
growth, and creating potential for future 
advancement, being listed on the SET is 
not an easy task and requires a high��level 
of responsibility, especially for 
individual investors who hold shares in 
the company and expect business growth�� 
Upon joining the SET, companies need to 
establish a robust working system and 
continuously adjust for growth ��Voice 
TV, 2561������In addition, the SET has 
placed importance on good corporate 
governance, as it can help companies 
formulate effective financial 
performance��policies and determine an 
appropriate shareholder�� structure�� and 
shareholding ratios, influencing their 
reliability in presenting accounting 
information to investors�� ��Chaiwat 
Wibulsawat, 2017���� 

However, in 1997, the economic crisis 
occurred in Asia due to a lack of 
transparency in the preparation process 
of financial statements and creative 
accounting, causing�� the financial 
statements to not reflect the true financial 
position and performance of the 
businesses����Board of Governors of the 
Stock Exchange of Thailand, 2016������As a 
result, many countries began to recognize 
the importance of and pay more attention 
to the company�¶s profitability as shown 
in the financial statements����Thus, the 
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researcher is interested in studying��the 
levels of family ownership that influence 
the profitability of family businesses 
listed on the SET by examining the 
association between family ownership 
and profitability in order to generate 
knowledge that can be used by��family 
businesses to generate long��term growth, 
maintain business competitiveness, and 
achieve sustainable success in the future�� 
 

Objective 
To investigate the levels of family��
ownership that influence the profitability 
of family businesses listed on the Stock 
Exchange of Thailand�� 
 

Hypothesis 
The levels of family��ownership��have an 
influence on the profitability of family 
businesses listed on the Stock Exchange 
of Thailand�� 
 
Scope of the research 
The present study focused on studying 
the family ownership levels and 
profitability �� gross profit margin, net 
profit margin, return on asset, and return 
on equity�� � �of family companies listed on 
the SET for more than 5 years using 
operating performance and financial 
statement data from 2018 to 2022�� 
 

Literature review 
The following review of the literature 
presents the concepts, theories, and 
research related to the family ownership 
and profitability to family companies 
listed on the��SET�� 

Financial statement analysis 
and profitability  

Financial statement analysis 

Financial statement analysis generally 
has the following goals����MFC, n��d������ 

1� � � �To examine�� the company�¶ s 
profitability and future trends 
2� � � �To assess��the company�¶s level of risk 
affecting corporate profit or loss� � � �The 
three basic categories of corporate risk 
are listed below�� 
1� � � �Business risk can be reflected in the 
volatility of sales and costs, influencing��
the company�¶s profitability�� 
2� � � �Financial risk deals with the 
company�¶s ability to repay its debt�� 
3����Liquidity risk is associated with the 
company�¶s ability to raise money from 
outside sources����A company with a low 
ability to raise external funding tends to 
face high liquidity risk�� 

Profitability ratio analysis  

The SET has determined that listed 
companies must disclose information 
about their financial ratios according to 
the categories of accounting forms, 
which can be viewed through the 
SETSMART database� � � �The four 
parameters used for profitability ratio 
analysis are defined by the SET ��2013����as 
follows�� 
1����Gross profit margin is��the ratio of gross 
profit to net sales that is used to assess the 
company�¶s ability to manage inventory 
costs and incorporate additional costs 
into the price of goods sold�� 
2����Net profit margin is used to assess the 
company�¶s profitability after��taking into 
account all kinds of income and expenses��
�� including interest expenses,�� special 
transactions apart from normal 
operations, and income tax���� 
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3� � � �Return on asset is a ratio that shows��
the company�¶s ability to generate returns��
from the use of company assets�� in 
business operations�� 
4����Return on equity is a ratio of net profits 
to shareholders�¶ � �equity that reflects the 
ability of management to generate returns 
for shareholders�� 
 

Ownership structure 
Ownership structure��can be classified 
into two types����dispersed ownership 
structure and concentrated ownership 
structure����Karuntarat Boonyawat, 2011���� 

1. Dispersed ownership��structure 
A company with a dispersed��ownership 
structure has many shareholders, and 
each of them��holds a small percentage of 
shares��in order to minimize the risk of 
investment����There is also the separation 
between ownership and control����In this 
type of company, the board of directors 
will appoint��professional executives to 
manage the company����The advantage of a 
dispersed ownership structure is that 
executives have management flexibility , 
whereas its disadvantage is that 
shareholders have small cash flow rights 
in the company, so they tend to ignore the 
provision of effective and adequate 
corporate governance, which may cause 
expenses that are higher than the benefits 
that they expect to receive����Moreover, 
each shareholder has few voting rights, 
making it difficult and expensive to 
gather voting rights���� As a result, 
shareholders are unable to gather 
together to inspect the operations of 
executives����Companies with a dispersed��
ownership structure��are commonly found 
in developed countries such as the United 
States and England�� 

2. Concentrated ownership��structure 

An important characteristic of a company 
with a concentrated��ownership structure 
is that it has major shareholders who 
possess a large number of shares and 
voting rights, called controlling 
shareholders����They may also play an 
important role in the company�¶s 
management and the determination of 
important policies���� A concentrated��
ownership structure is better than a 
dispersed ownership structure in that it 
supports the monitoring of executives�¶��
operations, which helps reduce conflicts 
of interest among executives and 
shareholders���� Companies with a 
concentrated�� ownership structure are 
mostly found in Asian countries, such as 
Japan and Thailand ��cited in Karuntarat 
Boonyawat and Sakda Manavapat, 
2011���� 

3. Ownership structure in Thailand 
As mentioned above, companies in 
Thailand, like many other Asian 
countries, have a concentrated ownership 
structure���� Many researchers have 
conducted studies on the ownership 
structure of Thai companies����According 
to La Porta et al���� ��1998���� ��cited in 
Kiatniyom Kuntisook,��2008��, the shares 
of Thailand�¶s��ten largest listed companies��
are concentrated in the hands of their top 
three major shareholders, accounting for 
about 47������ Most of the major 
shareholders of Thai companies��with a 
concentrated ownership structure are the 
family members of the company owners, 
indicating that most businesses in 
Thailand are family��run���� 

Natenapha Wailerdsak ��2006; cited in 
Thunnaree Puvasiriapinun, 2011� � � �also 
stated that the ownership structure of 
Thai companies remains highly 
concentrated even after the economic 
crisis� � � �The top ten major shareholders��of 
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more than 75� � � �of Thailand�¶s listed��
companies hold more than 60� � � �of the 
company�¶s total shares����In addition, most 
companies still have a small number of 
shareholders, indicating that they are 
family�� run businesses����Some holding 
companies��were set��up to hold company 
shares, allowing the owner�¶s family to 
retain ownership and management rights�� 
 
Related theories and research 
Many previous studies have paid 
attention to the connections between 
family ownership structure and 
organizational performance����The effects 
of family ownership structure on 
organizational performance are classified 
into two types����alignment effect and 
entrenchment effect�� 

A group of studies that employ the 
alignment effect theory suggest that the 
benefits of major and minority 
shareholders align in the same direction 
because major shareholders are the 
family members who take into account 
the company�¶s long��term existence����The 
wealth of family shareholders is also 
correlated with the value of the company�� 
As a result, major family shareholders are 
less likely to take advantage of minority 
shareholders�� In addition, most family 
companies place importance on business 
reputation and sustainability, so they 
rarely conduct earnings management����
This is because, although earnings 
management may lead to short��term 
gains, it can damage the reputation and 
stability of the company in the long run�� 
Moreover, family shareholders are more 
motivated to monitor the performance of 
management�� ��Anderson and Reeb, 

2003��, reduce agency problems, and 
maximize corporate values����Demsetz and 
Lehn, 1985������This group views that a 
company with high family ownership��
will have good corporate performance���� 

On the other hand, another group of 
studies states that family ownership 
structure allows controlling family 
shareholders to take advantage of non��
controlling shareholders in various ways����
Barclay and Holderness ��1989�� specified 
that the role of family shareholders in 
management selection makes it difficult 
for other minority shareholders to control 
or monitor management performance����
Chandler �� 1990��  found that family 
members were appointed as management 
staff regardless of expertise or work 
experience� � � �DeAngelo and DeAngelo 
��2000��, who investigated the dividend 
payment of a company��in the United 
States, revealed that the management 
team reduced the dividend payment to 
minority shareholders while maintaining 
the level of dividend payment to the 
controlling shareholders, who are the 
owner�¶s family members����The findings of 
this group of studies differ from those of 
the first group� � � �This group believes that 
family ownership structure is influenced 
by the entrenchment effect theory in that 
controlling family shareholders in a 
company with high family ownership 
will take advantage of non��controlling 
shareholders, resulting in poor corporate 
performance�� 
 

Research framework 
The following conceptual framework 
was developed according to the literature 
review��
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Methodology 
The samples consisted of 405 family 
companies listed on the Stock Exchange 
of Thailand from 2018�±2022 using five��
year financial data for data analysis����As 
the family ownership levels of each 
family company change over time, the 
scope of data used was set at five years to 
avoid data changes and ensure data 
accuracy����The data used in this study 
were secondary data obtained from the 
SETSMART database, an investment 
tool by the SET that analyzes multi��asset 
class data��with fundamental factors for 
professional analysts����The required data 
for this study were gross profit margin, 
net profit margin, return on asset, and 
return on equity���� The 405 family 
companies were divided into eight 
business groups����service ��95 companies��, 
real estate and construction ��83 
companies��, industrial products ��63 
companies��, agriculture and food 
industry ��46 companies��, finance ��35 
companies��, consumer products�� ��31 
companies��, resources ��29 companies��, 
and technology ��23 companies������The 
companies��subject to trading suspensions 
were not included in the calculation����The 
selection criteria were determined 
according to the University of the Thai 
Chamber of Commerce�¶s definition of 
�³family business,�´��as specified below�� 

1) A family business is founded by one 
family�� 
2) At least one member of the family 
holds one of the five highest positions on 
the board of directors�� 
3) The members of the family ��as a 
whole���� are the company�¶s strategic 
shareholders�� 

Note�� ��according to the Securities and 
Exchange Commission����SEC��, �³strategic 
holder� ´ � �is a person who� � � �1� � � �has votes 
exceeding 50� � � �of the total company 
votes; 2����has control over the majority of 
votes at the shareholders meeting either 
directly or indirectly; and 3� � � �has the 
power to appoint or remove at least half 
of the directors either directly or 
indirectly�� 
In terms of data analysis, all related 
parameters, including group factors and 
financial statement factors, were 
analyzed using mean and analysis of 
variance ��ANOVA� � � �statistics in order to 
examine and compare the influences of 
family ownership�� levels on the 
profitability of family companies listed 
on the SET from 2018 to 2022�� 
 

Results 
The analysis results concerning the levels 
of family��ownership that influence the 
profitability of family businesses listed 
on the SET can be described below�� 

1. The levels of family ownership�� 

 
Family Ownership Levels 
- Less than��25��  
- Between��25����and��50��  
- Between 50����and 75��  
- More than��75�� ���� 

 
Profitability Ratios  

- Gross Profit Margin 
- Net Profit Margin 
- Return on Asset����ROA 
- Return on Equity����ROE 
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Table 1 shows that the family companies 
in this study mostly had 50�±70� � � �family 
ownership����44��20� � � �, followed by 25�±

50����family ownership����41��00���� , higher 
than 75����family ownership����8��90���� , and 
less than 25����family ownership����5��90������

  
 
 
Table 1 The family ownership of the listed family companies during 2018��2022 

��Family Ownership Levels n Percent 
Less than 25��  24 5��90 
25��50��  166 41��00 
50��75������ 179 44��20 
More than 75���� 36 8��90 

Total 405 100��00 
 

2����The levels of family ownership 
influencing the profitability of the family 
companies listed on the SET during 
2018�±2022 

The research results are as follows�� 

The returns on equity ��ROE����of the four 
groups of family companies were 
different without statistical significance�� 

The returns on asset ��ROA����of the four 
groups of family companies were 
different without statistical significance�� 

The gross profit margins of the four 
groups of family companies were 
different without statistical significance�� 

The net profit margin of one group was 
different from that of the other groups 
with a statistical significance level of ��05����
The pairwise comparison analysis was 
conducted using post��hoc tests����Table 3 
shows that the net profit margin of the 
family companies,��which had less than 
25���� family ownership, was lower than 
that of the other groups with a statistical 
significance level of ��05����It was also 
found that the family companies with��50�±
75���� family ownership had the highest 
net profit margin ��5��64���� , followed by 
the group with more than 75���� family 
ownership ����77���� , the group with 25�±
50���� family ownership ����3��33���� , and the 
group with less than 25���� family 
ownership ����1332��77������

�� 
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Table 2��The levels of family ownership influencing the profitability of the listed family 
companies during 2018�±2022�� 

Profitability Ratios  Group N Mean Std����Deviation F Sig�� 
Return on Equity Less than 25��  

25��50��  
50��75������ 
More than 75������ 

24 
166 
178 
36 

6��16 
0��39 
8��45 
1��42 

14��130 
53��302 
13��143 
18��723 

1��543 ��203 

 Total 404 4��38 35��997   

Return on Asset Less than 25��  
25��50��  
50��75������ 
More than 75������ 

24 
166 
179 
36 

6��19 
5��86 
6��10 
4��72 

8��855 
7��450 
9��052 
6��923 

��295 ��829 

 Total 405 5��88 8��218   

Gross Profit Margin Less than 25��  
25��50��  
50��75������ 
More than 75������ 

20 
153 
165 
34 

23��84 
24��54 
24��38 
24��32 

16��854 
17��214 
17��246 
18��986 

��011 ��999 

 Total 372 24��41 17��306   
Net Profit Margin Less than 25��  

25��50��  
50��75������ 
More than 75�������������� 

24 
166 
179 
36 

��
1332��

77 
��3��33 
5��64 
0��77 

6549��491 
51��688 
18��610 
25��757 

5��442 ��001�
 

 Total 405 ��77��78 1594��637   
�
Statistically significant at����05 
 
 
 
Table 3 The results of the pairwise comparison analysis ��Net Profit Margin�� 

Dependent Variable 
 

��I ����Group 
 

��J����Group 
 

Mean Difference  
��I ��J�� 

Sig�� 
 

Net Profit Margin Less than��25����  25��50��  ��1329��44�
 ��000 
  50��75����  ��1338��42�
 ��000 
  More than 75������ ��1333��54�
 ��001 
 25��50��  

 
Less than��25��  
50��75����  
More than 75��  

1329��44�
 
��8��97 
��4��10 

��000 
��958 
��989 

 50��75����  
 

Less than��25�� ��
25��50��  
More than 75��  

1338��42�
 
8��97 
4��87 

��000 
��958 
��986 

 More than 75��  Less than��25��  1333��54�
 ��001 
  25��50��  4��10 ��989 
  50��75����  ��4��87 ��986 

�
 Statistically significant at����05 
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Conclusion and 
discussion 
The present research focused on studying 
the levels of family ownership and 
profitability ratios of family businesses 
listed on the SET from 2018 to 2022����The 
percentage of family ownership to total 
issued shares��indicates the level of family 
ownership in each company�� According 
to alignment effect theory and 
entrenchment effect theory, family 
ownership can affect profitability in two 
ways���� Therefore, the researcher 
hypothesized that the levels of family 
ownership influence the profitability of 
the listed family companies on the SET 
as a result of alignment and entrenchment 
effects�� in each period of time����The 
research results revealed that the 
association between the levels of family 
ownership and profitability of the family 
companies is consistent with the research 
hypothesis����It was found that the four 
groups of family businesses with 
different levels of family ownership had 
different levels of net profit margin with 
a statistical significance level of ��05����The 
net profit margin of the first group of 
family companies with less than 25����
family ownership was lower than that of 
the other groups with a statistical 
significance level of ��05����The family 
companies with 50�±75���� family 
ownership had the highest net profit 
margin, followed by the group with more 
than 75���� family ownership, the group 
with 25�±50���� family ownership, and the 
group with less than 25���� family 
ownership���� 

The association between family 
ownership��and profitability within the 
high and low levels of family ownership 
can probably�� be explained by the 

entrenchment effect��theory����According to 
the entrenchment effect theory, family 
shareholders�� in a company with low 
family ownership have a lower sense of 
ownership and less motivation to act for 
the benefit of the company, making them 
likely to have low profitability����As for 
family shareholders in a company with 
high family ownership, they focus on 
their own interests more than the profits 
of other shareholders or may even take 
advantage of minority shareholders, such 
as by reducing the dividend payment��to 
minority shareholders��while��maintaining 
the dividend payment to major 
shareholders, who are their family 
members����Minority shareholders with 
small shares find it difficult to inspect the 
work of major family shareholders����As a 
result, major family shareholders have a 
tendency to have low profitability�� The 
findings of this study can also be 
explained by the alignment effect theory, 
which states that major family 
shareholders in a company with a 
moderate level of family ownership have 
an adequate sense of ownership, making 
their��interests align with the company�¶s 
interests����Major family shareholders in 
this type of company focus on the 
company�¶s long��term interests rather 
than their own short��term interests, 
which ultimately influence the 
company�¶s profitability����According to the 
analysis of��the family ownership levels 
and profitability of the listed family 
companies, it was found that the 
profitability of the companies with high 
and low family ownership is likely to 
decrease in proportion to the increase in 
family ownership�� Moreover, the 
profitability of companies with a 
moderate level of family ownership tends 
to increase in direct proportion to the 
level of family ownership ��Kiatniyom 
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Kuntisook,��2008������This is in line with a 
previous study on family ownership and 
earnings quality�� in the dimension of 
accounting conservatism, which found 
that the correlation between family 
ownership and earnings quality is non��
linear�� Within the high and low levels of 
family ownership, there is a significant 
negative correlation between family 
ownership and earnings quality, which is 
consistent with the entrenchment effect 
theory����Moreover, within the moderate 
level of family ownership, family 
ownership and earnings quality were 
found to be positively correlated 
according to the alignment effect theory����
Financial statement users��can use the 
research results to analyze the earnings 
quality of companies listed on the SET in 
the dimension of accounting 
conservatism�� ��Phannapha Mahakit, 
2014������ 

In addition, the gross profit margins, 
returns on asset, and returns on equity of 
the four groups of family companies 
were found to be different without 
statistical significance����It was also found 
that the family companies with 50�±75����
family ownership were most likely to 
have high profitability, whereas the 
family companies with��more than 75����
family ownership were most likely to 
have low profitability����This could be due 
to factors other than the board of 
directors and management team, such as 
current economic and industrial 
conditions����However, there is a study 
explaining that family ownership 
structure has no effect on the company�¶s 
return on equity or earnings per share����
Family businesses may face risks, 
failures, and management issues, as well 
as a lack of ownership management, 
dispute resolution mechanisms, and a 
clear system for distinguishing between 

the assets, liabilities, and benefits of the 
company and the family��
��Urapepattapong, 2015������Modern family 
businesses may hire management 
professionals to manage the company����
The more the ownership is allocated to 
family members, the lower the corporate 
performance ��Chivasuthipong, 2010;��
refer to La Porta et al��, 1999������ 

Previous research has also shown that 
family ownership structure enables 
controlling family shareholders to take 
advantage of non��controlling 
shareholders in a variety of ways, such as 
the role of family shareholders in 
management selection that influences 
minority shareholders�¶��monitoring of 
management performance����Barclay and 
Holderness, 1989��, the appointment of 
family members as management without 
taking into account their expertise and 
work experience ��Chandler, 1990��, and 
the reduction of dividend payment to 
minority shareholders while maintaining 
the level of dividend payment to 
controlling family shareholders��
��DeAngelo and DeAngelo, 2000������This 
group of researchers believes that family 
ownership structure is affected by the 
entrenchment effect theory in that 
controlling family shareholders in a 
company with high family ownership are 
likely to take advantage of non��
controlling shareholders, leading to low 
corporate performance����Therefore, in 
order to obtain more accurate 
information, it is necessary to investigate 
other factors influencing profitability���� 

The findings of this study will help 
financial statement users, such as 
shareholders, investors, executives, and 
family business owners, understand the 
appropriate level of family ownership 
required to generate profitability for 
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family companies listed on the SET, and 
can be used as a guideline for controlling 
and overseeing organizational 
management in a sustainable manner���� 
 

Recommendations 
The following recommendations were 
made according to the research results�� 

1����The use of��family ownership��levels and 
profitability in this study is one way to 
measure family business performance����In 
order to obtain a more comprehensive 
picture, other variables associated with 
family businesses, such as the term of 
office of the CEO and decision��makers, 
should be investigated alongside 

business growth rates and corporate 
performance in various aspects����
Qualitative research should also be 
executed concurrently to ensure accurate 
and precise results�� 

2����Future research should be conducted to 
gain clearer insights into other important 
variables of business performance, such 
as corporate growth rates, business 
expansion, business acquisitions and 
mergers, and business life cycles�� 

3� � � �This study only focused on the 
companies listed on the SET from 2018 
to 2022� � � �Future research should be 
carried out with other population groups, 
such as companies listed on the Market 
for Alternative Investment ��MAI ����

�� 
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first name, not just initials, followed 
by publication date in parentheses.  

�x Do not use indents, tabs, or symbols 
to delineate your paragraphs. Instead, 
use two hard returns between each 
reference.

 
 
Journal article 

Journal article, basic form; single author; print 

 
 

Journal article: 7 or more authors; print 

 
 
 

 

 

Example: Researchers have studied how children represent mathematical problems 
(Alibali, Phillips, & Fischer, 2009; Siegler, 1976). 

Example: In 2009 Alibali, Phillips, and Fischer reported that third- and fourth-grade 
students improved their problem representation when they were taught 
the equalize strategy but did not improve their problem representation 
when they were taught the add-subtract strategy. 
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Journal article: basic form; two authors; read online, with doi 

 
 
Journal article; two authors; read online from journal website; a webtext; no page 
numbers; no doi 

 
 
Journal article: in Internet-only journal; secondary reference 

 
 
Books 

Book: basic form; first edition, single author, read in print 

 
 
Book: basic form, later edition, two authors, read in print 

 
 

Book review: basic form; 2 authors; read in print 

 
 
Chapter in edited work: second or later edition; print 
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Magazine article: read online, found through a database (EBSCO)�±do not list the 
database; list the home page for the magazine; this article has no doi 

 
 

Newspaper article: read online, no doi 

 
 

Video or DVD  

 
 
Web site: no author, no date of publication. If there is no author, title moves to the first 
spot. Use retrieval date only because the content at that address likely changes. 

 
 

Technical and research reports 

 
 

 

Authors are responsible for the accuracy 
of their references. Check them carefully. 
�5�H�D�G�H�U�V�¶���T�X�H�V�W�L�R�Q�V���D�Q�G���F�R�P�P�H�Q�W�V���Dbout 
incomplete and inaccurate references 
will be referred to the article authors with 
a follow-up by the Editor. All authors of 
a referenced work should be listed; et al. 
should not be used in the Reference list. 
Undefined acronyms should not be used. 

Appendices 
If any mathematical proof or 
development is used but not critical to the 
exposition of the main argument of the 
manuscript, authors should include it in 
an appendix. An appendix may also be 
used for the mathematical material that 

may be beyond the level of the average 
reader.  

Permissions 
Submitting a manuscript to FBMS 
constitutes an assignment of copyright to 
the Journal and a guarantee 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 
�R�I�� �R�W�K�H�U�V�¶�� �P�D�W�H�U�L�D�O�V�� �L�V�� �E�\�� �S�H�U�P�L�V�V�L�R�Q�� �R�U��
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 disguised 
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 not 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. 
utccmbaonline.com/ Journalsys  or via   
e-mail: fbms@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, Illustrations, 
Citation, References, and Appendices.
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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 II 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�airs.

University of the Thai Chamber of Commerce,Thailand.
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