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Abstract

The purpose of this research was to study the factors affecting the performance c
during an emergency of flight attendants from wearing personal protective equi
PPE Personal Protective Equipmerturing the epidemicThe coronavirus diseas
2019 was studied by factors including Problems encountered by wearing pe
protective equipment How does wearing personal protective equipment
performance in the event of various types of emergencies? Corporate safety |
related to the wemng of personal protective equipment affect flight attende
performance of emergency safety precautidaysgroup discussiorFocus Groupand
guestionnaires via online gquestionnaires when analyzed with statistical tools
found that the factorsffecting the performance of duty in taking care of the safet
flight attendants consisted @nd types of personal protective equipment including
safety policy of the organization, both in the airline sector and organizations tha
guidelinesThis is because the use of personal protective equipment by flight attel
is not only concerned with preventing the spread of the novel coronavirus diseas
but also taking into account their use while perfornthmgjr safety dutietogether

Keywords: Personal protective equipment, flight attendants, emergency security
duties, Focus group
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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
equipmen It is a mask and gloves to
perform duties on flights or wear
personal protective equipmentother
additional according to the policy of the
airline Guidelines for servicing
passengers on domestic routes during the
Coronavirus Disase 2019COVID 19
outbreak situation, 2020Airlines 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 equipmenOthers
such as Face shields, Goggy 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
passengergarrying 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 iBease 2019
COVID 19 outbreak situation, 2020

Flight attendants have an important role
to take care of the safety of passengers in
normal situationsand emergencies such
as fires on planes where flight attendants
must extingiish 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 cabimust be as efficient
as possible It takes the least amount of
time to be able to take care of passengers
Flight attendants, pilst and planes are
trained to be as safe as possitiait 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 managethis raises the
guestion of how the wearing of personal
protective equipment affects flight
attendant safety performance in the event
of an emergencyand what factors affect
safety
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The SHELL Model

S Software

H Hardware

E Environment

L Liveware

Figure 1 Interrelationship between human factors and the aviation environment

From studying the safety manual of flight
attendantsrelated concepts and theories
The researcher, therefore, used the
SHELL Model SHELL Model, 2021,
which is a model that shows the
relationship between peopleiveware

the flight attendantand 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 migithe
Coronavirus Disease 201%utbreak
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 cananswer 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 attedants
Department managers and executives
and the preparation of questionnaires to
study factors affecting the performance
of safety supervision in an emergenay/
flight attendants from wearing personal
protective equipment During the
coronavirus disease2019 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 ducate, public
relations, Prepare personal protective
equipment,and Appropriate theoretical
and practical training This is to
determine the factors affecting flight
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attendants' compliance with emergency
safety precautions against wearing
personal protedte equipment During
the coronavirus disease 2019 outbreak,
for the benefit of airlines and related
agencies handling Prepare solutions and
find the best solutiong his allows flight
attendants to perform their duties to the
fullest when wearing personpfotective
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
cororavirus

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

Reseach 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
guestionnaire through various social
media channels such as Facebook group,
and Line apptation To collect data
from a sample group of flight attendants
working with Thai airlines flying
domestic flightsand 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 dities following safety
procedures in the event of an emergency
and Orgarizational safety policy
factors
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The research conceptual framework

Independent Variable

Dependent Variable

Demographic Factors

Factors of the opinion of flight
attendants on wearing PREersonal

protective equipment

on wearing personal protective
equipmentPPE during the

event of aremergency

Factors of opinion of flight attendants

performance of safety procedures in the

Organizational Security Policy Factorg

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

Figure 2 conceptual framework

Research method
Sample and population

The research population was flight
attendants who fly domestic flightand
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 1,000ue to flight
attendants' approximately ¥ 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 percentThe confidence level
was 90 , and the level of error was 5

as determined by random sampling
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The researchinstruments

The research tools were focus groups and
guestionnaires 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 PPEperson 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 forrgoogle form and
disseminating the questionnaire through
various social media channels such as
Facebook groupandLine application

Data analysis

The quantitative data used descriptive
statistics such as mean, frequency, and
standard deviatiorand usingnferential
statistics by comparing the mean
Qualitative data by distraction from
group discussions

Research results

The result of thefocus group

The management informed that the
issuance of passenger guidelines
according to the Civil AviatioAuthority

of Thailand announcement Opinion users
of the policy, that is, airlines, was not
guestioned 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 equipmempidemic
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 flightattendants informed us that the
airine  had arranged a doctor
Knowledgeable speakers explain the
procedure for inserting and removing
standard personal protective equipment
Public relations information about the
epidemic, selicare, 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 firstHowever, there is a lack of
practical training in the se of personal
protective equipment in emergencies

Problems encountered in the use of
personal protection

Safety masks are more difficult to
breathe compared tofacial 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 bodys a
matter of agility and ventilationHot
weather can cause fainting Foot
protection affect movementosv down
the movement because be careful of
slippery in the performance of safety
functions that must move quickly may
cause accidents and affecetbafety of
performing duties following safety
procedures
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The results of the
guestionnaire

Factors of demographics

The research consisted of a total of 91
people in this studyThe majority of
them were 66 female§25 percent, 23
males 261 , and 1 person who did not
want to specify gendefl00 percent 14
each The age range of most respondents
was 3185 vyears old, representing
362 , followed by the age range of 26
30 years, accounting for 29 percent
experience working as a flight attendant
for the respondent$/lost had mordghan

8 yearsfexperienceaccounted for 43
percent, followed by ®& years of
experience, accounting for 34 The
majority of respondents47 perent
were flight attendants, followed by chief

flight attendants 23 percent of
respondents flew on international cargo
flights, with 60 percent m cabin cargo,
and 30 percent flew on domestic
passenger flightsThe vast majority of
personal protective egqpment 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 & ,
operating jackets made up 79, masks
made up 7% , face shields made up
652 percent, foot protection equipment
made up 6383 , and operating clothes
made up 10 391 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 airlineaccording to Table

1
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Table 1Shows the number and percentage of personal data collected.

Number

Personal Factors Percentage n Percentage

Sex

Male 23 261

Female 66 725

Not Specified 1 14
Age

>
Service Yearsln Years

<3 11 116

35 19 203

6 8 21 246

> 8 40 435
Position

Flight Attendant 53 53

Senior Flight Attendant 20 22

Purser 18 25
Type of Flight

Domestic Passenger Flights 28 30

International Passenger Flights 9 10

Domestic Cargo Flights with Cargo in The Cabin

International Freight Flights with Cargo in The Cabin 54 60
PPE equipment worn on duty

Surgical mask 88 971

N ,NK 67 574

Goggles 86 942

Face shield 59 652

Gown 72 797

Suit 35 391

Hand Glove 90 988

Foot cover 56 623

Flight attendants' An analysis of the opinions of flight

; ; attendants on wearing PPHEPersonal
perspectives on wearing PPE Protective Equipment during the

personal protective coronavirus outbreakin 2019, it was
equipment found that the overall picture was at the
highest levelmean 426, SD 084
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 456,SD 078

in terms of affecting the performance of

SD 093 such as safety glasses and
face shields, visual acuity decreases
Melisma from breathing through the
mask mean 432, SD 083 on the
aspect that resulted in decreased mobility

flight attendants in terms of decreased
breathing ability mean 438, SD
080, affecting the ability to
communicate, such as announcements,
commands via safety masksean

435, SD 082, causing accidents, such
as foot protectionwill make it slippery
when walking or runningmean 4 35,

of the body mean 416, SD 081
Wearing a suit in high temperatures for
an extended period of timmean 4 14,

SD 085 on the diffculty of removing

an emergency kitmean 406, SD

085 ability to communicate, such as
announcements, commands, and through
masks mean 404, SD 089

Table2 6KRZV WKH PHDQ DQG VWDQGDUG GHYLDWLRQ RI IOL.
wearing PPE (Personal Protective Equipment).

Flight attendants' opinions on wearing PPE MEAN SD
1 Personal protective equipment It should have fire protegtioperties 456 078
and not be easily flammable
2 Wearing personal protective equipment results in a decrease in
breathing ability Difficulty breathing decreasdtie amount of oxygen 438 080

received

3 Storage of personal protectieguipment should be specified when

removing it in an emergency so that it does not obstruct the evacuatic 4 35 082
route
4 Wearing personal protective equipment may cause accidents, such
! ok o . : 435 093
foot protectionThis will make it slippery whemalking or running
5 The use of personal protective equipment, such as safety glasses ¢ 432 083
face shields, reduces one's ability to $emm breathing through a mask
6 Wearing personal protective equipment results in redowsallity of
416 081
the body
7 Wearing personal protective equipment results in the possibility of
, S d 414 085
syncope, such as wearing a suit in high temperatures for a long time
8 putting on personal protective equipment, such as datgoperating
jacket Buttons on the back make it difficult to remove the coverinan 406 085
emergency
9 Wearing personal protective equipment impairs the ability to 404 089

communicate, such as announcing, commanding, or through a mask
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Flight attendants'
perspectives on wearing
personal protective
equipmentduring the
performance of safety
procedures in the event of an
emergency

Data analysis of flight attendants'
opinions on wearing personal protective

Table36 KRZV WKH PHDQ DQG VWDQGDUG GHYLDWLRQ RI I0L.

equipmentPPE during the performance
of safety procedures in the event of an
emergency was found to be at a high level
overall mean 429, SD 078 and

when considered on a ey 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 427,SD 077

wearing personal protective equipment during the performance of safety procedures in

the event of an emergency.

Type of Emergency MEAN SD
1 Emergency Landing ariivacuation 431 079
2 Fire Fighting 431 080
3 Decompression 427 077

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 422, SD 081 and
on a casdy case basis, all aspects were
also at a high lel, namely,
dissemination of information on
emergency procedures while wearing
PPE mean 447, SD072 and PPE
provisioning Minimum CAAT
requirements and destination country
requirements Taking into account the
qualifications for operatingindersafey
procedures in the event of an emergency
mean 4 39, SD 064 on the provision

of PPE personal protective equipment
Minimum CAAT requirements and
destination country requiremenisaking
into account the prevention of epidemic
gualification accordingo the Ministry of
Public Healthmean 436,SD 069,
clearly adding steps related to PPE to the
emergency safety manuafalue average

434, SD 074 As for the preflight
briefing, every flight must provide
information on operational procedures in
case of an emergency while wearing
personal protective equipmeaierage
434, SD 074 Adding a new chapter
in the safety manual for operating
procedures in emergeers while wearing
PPE mean 403, SD 098 in
theoretical training management and
practice to know the problems that will
arise, how to solve them, and exchange
ideas mean 389, SD 107
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Table 4 Shows the mean and standard deviation of corpsedigty policy for wearing

personal protective equipment

Corporate safety policy for wearing personal protective equipment

1 Dissemination of emergency procedures information while wearing
personal protective equipmemPE to inform related persons viaail,
mailbox, bulletin board, line, and other means

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

3 Provide PPE asminimum CAAT requirement and destination count
requirements, taking into account the properties to prevent the spreac
the epidemic as prescribed by the Ministry of Public Health

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

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

6 | added a new chapter in the safety maniat operational procedures
in the event of various emergencies while wearing PPE

7 Management of theoretical training and practice to anticipate proble
fix them, and exchange ideas

MEAN SD
447 072
439 064
436 069
434 074
407 086
403 098
389 107

Suggestions

198 of flight attendants thought that
personal protective equipment was a
barrier to their operationd87 thought
that personal protective equipment
should be suitable for the use of flight
attendantd65 There is an opinion that
educating and publicizinghe use of
personal protective equipment It is an
important factor in improving the
efficiency of safety supervisioril6 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 appeararted  of
wearersagreed that personal protective
equipment should always be adequate,
not scarce, and of good quality; a#8l8

did not leave comments and
suggetions
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Table 5Shows the number and percentage of suggestions

Suggestions n 91
Personal protective equipment should be suitable for the use of flic 17 187
attendants
Personal protective equipment impedesrational performance 18 198
Personal protective equipment should be of a size and appearance 10 11
appropriate for the wearer's physique
The procedures on board the aircraft, whether under normal or 15 165
emergencies, when using PPE should be eedmroperly trained
Education and publicity on how to use personal protective equipme 15 165
an important part that enhances the efficiency of safety supervisior
Personal protective equipment should always be provided with pro 5 55
fit, no shortage, and good quality
Leave no comment 69 488

Discussions and
conclusions

By analyzing the data obtained from
questionnaires and recommendations
The researcher would like to summarize
the resultsaccording 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 20&®idemic, there

are

1.1 Properties and types of penal
protective equipment  Personal
protective equipment should have both
epidemic prevention properties and are
suitable for the safety performance of
flight attendantsTypes of devices with
high antiepidemic efficiency that the
airline has prepared macause 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 manuahcluding
training handon 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 specifig
requirements, types and characteristics of
personal protective equipmerfbr 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

2.1Vision problems from wearing safety
glasses and &= 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

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

From the aalysis of the data obtained
from the questionnaire and the
recommendationst was found that the

hypothesis was true

3. The wearing of personal protective
equipment PPE Personal Protective
Equipment of flight attendants during
the coronavirus disease019 outbreak
affects their ability to perform safety
duties in the event of an incideritigh
level of emergency mean 429,
SD 078

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 highmean 422, SD 081

When applying the SHELL Model
SHELL Model, 2021that 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 201€0VID19

People are afraid of the
epidemic

social distancing policy
Everyone must wear
basic personal protective

equipment, namely a
mask

stop flying

SThe 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
confidenceand be able to
return to flight

H Guidelines require
flight attendants to use
basic personal protective
equipment, namely mask
and glovesand other
equipment according to
airline policy

The airline issued a
policy for flight
attendantdJse additional
personal protective
equipment iraccordance
with the requirements of
thedestination airporand
to increase the confidenc
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

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 useand 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 al
relevant departments
before issuing guidelines,
clear requirements, types
and specifications of
personal protective
equipmentin 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 equipmerand
training handson training

to gain familiarity

educating public relationg
Propemprovision 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 fg
the coronavirus disease
2019 epidemic situation

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

The wearing of personal
protective equipment is
not suitable for the
working environment,
which is an airplane

Suggestions

Suggestions for utilizing this

research

Research on this topic has not been
published yetand it was done during the

coronavirus disease 2019 epidemic
situation that is nagtable 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
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the development of innovations Collecting data during the coronavirus
Innovations to design personal protective  disease 2019 epidemic situation will keep
equipment including the issuance of  accurae data and more clearly There is
policies of various relevant agencies a decrease in toleranceln the next

. research, other theories or models should
Suggestions for future be analyzed, such as the TEM Model or
research 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 pro
chicken products and to study the feasibility of an investment project in the prod
of this process of the case study company. pbpulation in this study was thos
involved who are directly responsible for the investment project of processed cl
products. The tool is a sersiructural interview that collected the data researct
applying the value chain concept and the feasitstudy of the investment project. Tt
data analysis of this research is to measure the results and make an investment «
The finding found the value chain operations show deficiencies in activities an
revenue of sales opportunities. Thesibdity study is considered in an investme
project to assess the feasibility of all three aspects. Firstly, the marketing manne
the low production cost of the product cost and the opportunity to technically conr
in the market. Secondly, thequluction process and capacity included the machine 1
used that are suitable for the ability production volume with the sufficient to su
future demand trends. Finally, the finance manner found the project uses an
investment of 8,710,000 bg a project lifetime of 5 years. The net present valu
6,832,048.71 baht. The payback period of 2 years 1 month 11 days, and a rate ¢
within the project as a percentage of 43.64% Therefore, this feasibility of an inves
project in processkchicken products is suitable for investment.

Keywords: Investment project, Processed chicken products, Chicken value
analysis
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Introduction

Thailand had the '8 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 202). 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 exporte with the ¥ and %
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 joa
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 Economic$OAE), Krungsri Research

The food processing industry is one of
the mainindustries 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 growontinuously.
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 marketEastern
Economic @rridor, 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 pces 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 readio-eat food are in
increasing demand and can be consumed
immediately (Orawin Lelesharatthanan,
2002) There are various types of meat
processing. Inthis case, researchers
would like to give an example of food
processinghat 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 megiPimjan Hwanarom,
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. Thmain
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, improvend
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 projest 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 chien products withthe
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 thiype
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, 204).

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 atidy
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 ng€Chantana&
Sirichan, 1989. In deciding which
project to invest in, the cosffectiveness
of that project is masured 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 projectéChucheeprhiphatsithi
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 prodtion 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
invegment 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 fesdbility
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 analysisto 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 & Sanhanat2019. 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
Bangmq 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 fothe
company.

Technical project analysishelps 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, equiment, raw materials and
labour ~ Therefore, accuracy and
precision in technical project analysis are
required as it affects the accuracy of other
project analysisWasiwat Wasinsombat,
2015) Financial analysisis an analysis
to assess the potential of aojct 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
constering 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 ihé¢ sum of the
time-adjusted net returns for the project.
It is calculated to measure whether the

words, it is a calculation comparing the
presem value of the cash inflows and
cash outflows of the project by using the

project under study is providing a discount rate (Dej Kanchanangkun,
worthwhile return on investment or 1998)
profitable to total cost or not. In other
C a4 §.F %
028L i —=—CrF+4
e -SET;S
or

NPV =Present value of the retu(RVB) Present value axpense$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
invesment 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 &m each
year's investment together until the total
amount is equal to the investment and
also sums the number of yeaitogether.
The decision criterion based on this tool
is acceptable only if the payback period
is shorter than the specified timehilip
Adelman, 2004

JOQI>AKNEJOP =HPFPAAIPKINAL =U>=06=N

2% L E

6DA=IKQIJP-HD-QKPAPAANAREJQA

SPAHQIARP=DBHKERAUAHNER. =U>=?7G

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
(FrankFabozzi

& Peterson2013).
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028L

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 =investments 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 < investmentis not accepting the
project becausethe rate of return
received is less than the desired rate of
return on theroject.

3. Concepts and theories of value chain
analysislt 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

conceptthrough 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 useMichael E.
Porter,1985). Besides, there is the

preserdition 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 carred in
each activity. Therefore, the value chain

a $.F%

.|.
Fr;GhF Lr

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 activies as the main
activities and the supporting activities.
The main activities will be createdhlue
activities direct to the product. While the
supporting activities will connect the
whole corporation as a good value chain
to create great work. Both actiieis will
help strengthen and support each other in
the workplace Yanyong Srisom2010).

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

Case study company informatithre 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 compesisive
ingredients. The supplier company has a
comprehensive business operation from
upstream to downstream starting from
gualified grandfather and grandmother
chicks' selection. The chicks will
consume nutritious food and be taken
care of according to amial 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
qudity. The case study company ordered
ingredients in the average quantity e86
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., rad the other 20% are
retailwholesale 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 Mat processing is the
alteration of fresh meat by one or more
combinations of methods to transform
meat into a readyo-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 consumarsd 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 medy transforming
the process from fresh meat to reddy
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 meaus. 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 equipmentand

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 consumersldphaphan &
Weerapol, 2014

FBMS |25



Journal of Family Business and Management Studies

Figure

Research methodology

This research study is aimvestment
project analysisutilizing an indepth
interview methodfor finding the data
The semistructured interview is used as
a tool to collect data for an -aepth
interview with key informants who are
directly responsible for the feasibility
study project investment in processed
chicken products. There is an accessible
population studyn 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
saleshead 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

thevaluechainmodel ofMichael E. Porter

considering the consistency between the
guestions and objectives andtileg the
experts examine according to the
methods of Rovinelli & Hambleton,
1977)

According to the data analysis process,
researchers have reviewed articles and
research papersabout value chain
concepts and feasibility study of the
investment project as a research
framework along with main information
from in-depth interviewgo 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 sefging 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 productionA study on current

conditions, activities and operations of

the case study compartlgat 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 w4lfed
grandparent chicks that are raised with
careby the principles of animal welfare.
This will result in broilers growing faster.
There is a suitable vyield for the
production of processed food products.
The factory is also certified for quality by

Genesis Gap, an EU standard and partner
standard for clwken 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 iginal
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 Operationsare 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 isthe
chicken meat quality inspection
department divided into parts: quality
chicken meat and chicken pieces that are
not of good quality. The criterion for
guality chicken meat is that it has less
bone and less fat. Once it is checked that
it meets the mteria, 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 immedigtapon
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 receideliver
the products the next dagaood 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 aretypes: 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 stgea
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

maintainthe same product quality from
the start to the desttion.In marketing
and salesthe 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 pe for
retailwholesale products based on
market prices. The current distribution
channel is just ordering through the
FRPSDQ\TV /LQH DSSOLFDWLRC
future, there is a tendency to increase
distribution channels for products by
studying sales throdmgonline channels
more. Servicesthe case study company
takes care and responds to the needs of
customers starting from contact until
aftersales 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

Procurementis 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 developmeiihe company
has not developed or introduced any new
technology, usually using the old
technology such asking 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 efficienafy
work processes in the comparmjuman
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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 wellrounded knowledge. Itis
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 aret n
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 abee 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
processd into productsThe 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 investent 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 btained
from an indepth interview with key
informants who ardully 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 ewironment more clearly
which categorized as follows:
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Table 1SWOT Analysis

Strengths

Weaknesses

S1. Low production cost
S2. There are additional

is different from thegeneral product.
S3. Maintaining product standard

S4. The company has a long experience in the 1

of chicken slaughter.

S5.There is a production planning process.
S6. Personnel
experience.
S7. There are standard tools andchines.

S8. Building a good relationship with customers

raw materials
ingredients in the product to have a new form t

have many years of wc

W1. As a new product of the company,
may not be known in the wider market.
W The product is similar to the existe
product in the market.

W  The company has a variety
products.

W  Packagng
consumers.

W No online distribution channel.

is not attractive tc

Opportunities

Threats

O1. The change in consunsghaviour

O2. Distribution channels in the current marl

include modern technology.
03. The trend of processed fooohsumption.

O4. The market for processed food products

the opportunity to grow continuously.

T1. Competition conditions within th
same industry.

T2. The price of production cost increase
T3. Thailand's economy tends to slc
down.

T4. Effects ofan epidemic.

T5. The market size of processed chick
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 & 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 downstrearithe company
has a lowproduction cost which is the
production of goods of equal or better
guality. In addition, raw materials or
ingredients are added to the products to
make them new and different from other
products in the marketAs 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 satisfamti for
customers. In terms of product
development, service and afsales
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 acdnnot 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
opportwnities 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 ik
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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 constition 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, reslting in a decrease in
consumer purchasing power.

Second, Technica] the production
process of meatballs mustonsider
cleanliness and safety of consumers as
the primary concern. Starting from the
selection of raw materials from certified
sources, keepinthe 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

Table 2shows the net present value

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
transfe 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 -{depth
interview with key informantsvho 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 ratiosre
analyzed by financial tools which are net
present value, payback period, and
internal rate of return. These are for
decisiormaking on investment projects
for the case study company by the details
as follows:

, Accumulated Discount Net present
Year Cash inflow cash flow IRR rate 015 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
155" year project implementation of the
case study company

Net Present Valu&he 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 -fear
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 swa
positive, which means that the rate of
return on the invested project could

Table 3shows the payback period

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

The payback perioid 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 cashflows from each
year's investment together until the total
amount is equal to the investment and
also sums the number of yeattogether.
The decision criterion based on this tool
is acceptable only if the payback period
is shorter than the specified time

Accumulated

Investment at the

Year Cash inflow cash flow 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
1539 year of the case study company

The payback period equal to 2 years
S454444 894464
T<48756284 4464 B12

Equal to 2 years (0.01 x 12) = 0.13365
=47.45 days

= the payback period equal to 2 years 1
month 11 days

JURP WKH FDOFXODWLRQ
payback period, in the case study
FRPSDQ\TV -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 ire th
project implementation from the
investment of 8,710,000 baht. Therefore,
this project was accepted.

The internal Rate of Retutin the rate of
return using the discount rate to
determine the net present value of cash
flows of the project. It makes thet#b
present value of cash flows equal to the
total present value of the investment from
the calculation of the internal rate of
r&urn Wikithe pBoje& MhHieV¢ase study
company's Sear project
implementation, researchers have found
that the internal rateforeturn 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 accteg.

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 cltken 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 Hyatchanan
Rattanamahapaisan( that has
appled 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 productMarketing aspect Based on
the analysis of the marketing feasibility
study of processed chickeproducts
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

FRUSRUDWLRmEfitY THisQ SLUR Q

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
constering 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 tttiae
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 oppamities 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 businesspractices according to
uncortrollable 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 seleati of
ingredients, production process and
production capacityhaveto 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 1,00aL,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 standardugity.
Therefore, technical project analysis
requires accuracy because it may affect
the accuracy of financial project analysis
in calculating project costs and returns.

Finally, thefinancialaspect 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 fl 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 onlyakes 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)put is
different from the other research in
chapter 2 due tdhe 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 isa 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 businessresponds
with people’s lifestyle nowadaydweh 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 guidelinerffurther 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 customer 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 »ending 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 pupose of this study is to research what aspects of firm fundamenta
macroeconomic factors should be considered when investotheysdce-earnings ratio
(P/E ratio) indicabor WR LQYHVW LQ WKH PHGLD LQ Gl
analyze tle seven variablethat affectthe P/E ratioand its degree of influenaen the
media industry and its three media sdztors.

Design/methodology/approach: The paper examines thaleterminants of the
price-earnings ratioby applying three parts: statistical descriptions,correlation and
regression modelwhich includesthe price-earnings ratioand impact factors from th
whole mediaindustry and swsectors in perspective. Thengthesearcher will test th
model by sampling 20002015 datain order to get amore reasonable and effecti
regression modelhe papewwill use the statistically significant level of 0.10.

Findings: Using quarterly data of China ADS media, China S malia agencies,
China ADS publishing andChina ADS broadcast & ent@inmentover the period ol
20002015, the current paper produces new empirical evidencedthigiend yield P/B
ratio, ROE and D/E ratiosignificantly affectsthe price-earnings ratioin the whole
industry This result is robust witlthe inclusion of seeral contrd variables that have
been documented to explahme price-earnings ratio

FBMS 37



Journal of Family Business and Management Studies

Practical implications: The findings havesignificant implications for investors
corporations and th market. i can guide invests finvestment behavior and ass
companiesto m&e economic decision Furthermore, investors can identify market r
and grasp the investment opportunities dependpan the analysis of the overall mark
price earningsatio.

Originality/value: This paper fills in the gapf the study othe price-earnings ratioin
China's media industry. The analytical framework of the current paper is differen
from the conventional analysis in which the determinants consistnbiivest factor
which belongs taa part of lehavioral finance

Paper type: Researh paper

Key words: P/E ratio, Dividend yield, Price to book ratiROE, Market capitalization,
Debt to equity, Sentiment, Interest rategRession

Chua et al., 2015; Houmes and Chira,
2015; Jitmaneeroj, 2015; Kane et al.,
1996; Ramchaan, 2002; Rdly et al.,
1983; White, 2000). However, this
paper will selectdividend yieldEP/B

Introduction

Due to its intuitive appeal and practical
simplicity, the priceearnings (P/Ejatio
has long been considered as one of the

most frequently used measures of stock
valuation. The price-earningsratio was
presented by Benjamin Graham and
David Dodd (1934)and then Nicolson
(1960) finds companiesalways own
higher returnswith low P/E ratio. A
large number of studies onthe
determinants othe price-earnings ratio
focus on whether the variations tfe
price-earnings ratio can be explainbky
macroeconomic factors and firm
fundamentals such as riflee interest
rate, inflation, equityisk premium firm
size, leverage ratio, dividend payout
ratio, earnings growth, and price
volatility (e.g., Anderson and Brooks,
2006; Chen, et al.,, 2015;hG, 1994,

ratio Emarket capitalizatiof return on
equity Esentiment, debto equity and
interest rate as independent variables
according toDividend Discount Model
(John Burr Williams, 1938) Gordon
Model (Gordon,1962) and Net Present
Value of Growth Opportunityviodel.

China's media industry is a typical
sunrise industry andts future market
space iconsiderableThe reportwhich
is named 3 --2020 China's Media
Industry Strategic Planning Market
Outlook and Investment Analysis
pointed out that China's mediadustry
output wasvalued at1.13618 trillion
Yuan ard the growh rate remainedt a
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high level of 15.8%n the whole year of
2014. From the point of view of the
stock marketthe media industry index
has increased from 850an 03 2013) to
5500(Nov 222015),andannual growth
rate has been as high as 274%aurce:
Shanghai and Shenzhen®$
0 D U N BDW5). It is more incredible
thatthe growth rate reached 3.5 times in
only 5 months from Jan 15 2015 to Jun
11 2015. The number of media
companies grewfrom about 30 to 57
companiesand P/E ratio of the industry
grew at a multiple of over 3 times
during the three years (202815)
Therefore, themedia industry is very
attractve to investors as a channel of
investment andto companies as a
source of raiing capital.

The Chinese stock market has
developed very rapidlyin the past
twenty years. Investors that increased
the stock market online often have
much experience and undganding of
the stock marketbut there is little
authoritative technical analis.
Investors realized that purchasing stocks
according to theirown feelings is not
reliable; they are more willing to
believe various indicatorslike the
price-earningsratio to make investment
choices.However, not only damacro
environmental factoreave a significant
impact on company performance, but

6KDUH

also many tyes of financial ratios
affect the stock price and future
earnings. Therefore, the objective of
this study is @ examinewhat variables
affect the priceearnings ratioand its
positive or negative correlation.
Therefore, the objective of this study is
to examine what variables affedhe
price-earnings ratioand its positive or
negative correlation. The findings i
be beneficial to investors who are
interested in investing in thenedia

industry in 8KLQDYV VWRFN PDUNHW

Literature review

In order tomore clearly understand each
variable discoveryprocess and mutual
relationship, the corethree basic
theorieswere first preserdd

Theoretical analysis

John Burr Wiliams (1938) first
proposes the dividend discount model in
his book "Theory of Investent Value".
The main view of the bookis that the
intrinsic value of the stock should equal
the discounted value ofhe expected
dividends; therefore,it is valid to use
the DDM as shownn 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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Where V is the intrinsic value of the
stock P is the priceof selling sharg D

is the dividend paymentt is the year
distribution of dividerd dividends and

R is the discount ratethe equation (1L
only focuses on dividends and ignores
another motivatn, which is named

In this step we will considera factork
which is te return on invement (ROI)

1)

capital gains so Gordon (1962)
simplifies some assumptiento solve
the problem and put forward a fixed
dividend growth modewhich consisof
the fixed g ratio stable growthas
follows:

(2)

and k>g, the conclusion is:

3)
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In the (3 equation,P is the buying
stock prices; Elsi the earnings g
share in the first gars after purchasing
the stock. Thus, the theoretical
calculation model of P/E ratio is derived.
After that, weassume thahey have the

According to the capital assetricing
model (CAPM), the average yield of the
stock market should equal the riske
return plus a riskpremium marketln
the absence of any risk situation, the

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

NPVGO refers to the per share growth
opportunities of the net psent value.
Firer, C (1993) studied basic theories
and deduced other rdels through
easing assumptionsuch asgposinga

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

(4)

required return will be guivalent to the
market interest ratén general, ongear
interes rates of the bank will be
considered as the market average yield
level.

()

combinal with equatios (3) (4) (9, the
final formula will be intuitive asshown
below:

(6)

company's dividend stabilitywith all
earnings are paid to invess, to
consider a series of growth
opportunities.
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Combining the above derivation and
analysisthe relationship diagranof the

(7)

main  fators that impact the
price-earnings ratigs as followsO

Factorsimpact
price-earnings ratio

Growth rate of Dividend payout

dividend g (+) ratio b (+)
Return on Dividend Beta
equity payout ratio coefficient
ROE (+) b (+) A
Figure 1

Literature review

There are many research papers
worldwide studyingthe related factors
influencing the prie-earnings ratio.
Earlier researchlike Nicholson, F.S.
(1960)and Basu, D. (1977) focus on the
relationship  between price-earnings
ratio and stock returnsMoreover, Yao
Hui (1998), Song Jianfeng (2000) and
Yan Qin (2002) who analyzethe
relationship  between price-earnings
ratio and other index variables from the

Discount rate

re)

NPVGO (+)

Market portfolio Risk-free
returns interest
rate

¢

empilical point of view or quantitative
analysis on the distribution of
price-earnings ratidn the stock market
by Wu Mingli (2001) and Chen
Zhanfeng (2002)However, reseahes
of different time periods, different
markets, different industries and
different groups will lead to constant
improvement othe theoy and research
methods For example, Basu (977)
carried out his work and analysisn a
sample of 500 firmgluring the period

FBMS 42



Journal of Family Business and Management Studies

1957 to 1971.He discovered that
comparativelythe stocks withthe low
price-earnings ratios earned higher
returns on a risladjusted basis because
the prices of stocks may not necessarily
exhibit efficient market hypothesi®y
comparison  with the  median
price-earnings ratidor each portfolio in
the periodof study, Beaver and Mse
(1978) find that stocks with relatively
low earrings growth had a tendency to
keep a relatively lowprice-earnings
ratio.

Additionally, there are some studies
the US market For instance, Whibeck
and Kisor (1963 are the eadliest
American scholars touse regression
analysis to calculate 13Blementsof
stock data which wereprovided by
Bank of New York. They are of the
opinion that there are three factors
which impad P/E ratio, including
dividend payout ratio and the per share
earnings and riskAlford (1992) claims
thatthe type of industryvhich isa good
surrogate for the component of earnings
growth and risks related to P/E ratio
multiples. Dreman (1994)and Siecel
(1995) make a conclusion thdow P/E
ratio stocks surpass high P/E ratio
stocks inthe aspect of investment value
andthe high P/E rgo stock is based on
the longterm expected cash flonwand
not a neaterm expectatio. Moreover,
Loughlin (1996) usesa S&P 500
indexes which from 1968 to 1993 to
study the influencing factors of
price-earnings ratio. He finds that
dividend payout raticand earning per
share growth have a positive correlation
on P/E ratio.In order to forecast and
determine current stocfrices,Li-Wen

Chen, HsinYi Yu, HsuHuei Huang
(2015) adopt a series of comparat
analyses. fie conclusion shows that the
investor wilo can predict the future
earnings can obtain the larger the
risk-adjusted returns.

Furthermore,some studiefocusing m
the factors affecting prieearnings ratio
are emergingFor example, Fisheand
Staman (2000) investigatenvo factors
(dividend yield and future returns) and
how these factors affect P/E ratios.
Using S&P 500 index data for the
period of 19261997, Whte (2000)
adopts a multiple regression model
which showeddividend vyield, dividend
payout, earnings growth, GDP growth,
Inflation, stan@rd deviation of returns,
and Tbill rates as the significant
determinants of P/E ratidrang Janxia
(2009) shows that there are several
micro factors which have significant
influence and explanatory povee on
P/E ratio, including ROE, P/B ratio,

expenseUDWLR DQG 7REHEQTV 4 UL

report by Kasilingam, R., &
Ramasundaram, G. (201Ehows that
the expected return ande expected
growth rate are the main influencing
factors of P/E ratip and market
captalization of the companies has a
great impact over P/E ratio
Furthermore it is widely used in the
literature on market sentimeniansen
and Nahuis(2003) Brown and dff
(2004, 2005), Lemmon and
Portniaguina (2006)Schmeling (2009),
Zouaoui, Nouyrigg and Beer(2011)
Chang, Faff, and Hwang (20123nd
Antoniou, Doukas, and Subrahmanyam
(2013) and P. Corredor, E. Ferrer, R.
Santamaria(2015) study the effect of
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invedor sentiment linked to stock Study of China's Media tustry” are
characteristicsMoreover Kulling Karl not only important to fulfill the
Johan and Lundhbg Filip (2007)adopt literature in this area but also essehti
a regression analysis to coamp several for other researchers as a reference.

dependent variables, like dividend yield,
interest rate, risk, growth, debt to equity, ~Framework and hypotheses

market value, and miet to book.The With the objective of investigating the

finding is that different factors affect OHYHO RI PHGLD LQGXVWU\ LQ
different industries and #significance market and its tationship with their

is alsonotthesame financial factors, the relevant

Therefore, he findings of this study conceptual framework and research

3An Empirical Analysis of the hypotheses are shown below:

determinantsof the FE Ratio-A Case

A

W
®
e

\.J\./ .

Figure 2
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H 1: Dividend yield has significant negative impactRfE ratio.

H 2: P/B ratio has a positive impact on P/E ratio.

H 3: Marké capitalization has a negative relationship on P/E ratio.
H 4: ROE has a positive relationship BrEratio.

H 5: Sentiment has a posit relationship of?/Eratio.

H 6: Debt to equity has significant positive impactRfrratio.

H 7: Interest rates hava negative impact on P/E ratio.

Methodology

Researchsample

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

Researchinstruments

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

results of previous studieBased on the
Shanghai and Shenzhen A share index,
the influence factors of P/E ratio have
been empirically researched makinge

of descriptive statistics, correlation
analysis and regressio analysis
methods.

Before constructing models, the paper
uses scatter plot to analyze different
curve relations betven the variables
and P/E. Through the intuitive
understanding of grapts, the
relationship between P/E ratio and
various variables is fgely 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 regriess model
established by industry is better than the
overall regresion modelindicatingthat

it is important for investors to forecast
P/E ratio from the perspective of
industry.

Moreover, multiple regression analysis
is employed fothe media industryThe
equationis as follows.
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WhereO

DY= Dividend yield

P/B = Price to book ratio

Ln MC = Natural logarithm of rarket
capitalization

ROE=Return on equity
Se=Sentiment

D/E= Debt to equity

IR= Interest Rate

Since this study uses tinseries data,
the problems of multicollinearity,
heterosedasticity and autocorrelation
are tested and solved before obtaining
the final equation fothe wholemedia
industry media agencies media
publishing and media broadcast &
entertainment

Results

The paper consists of the descriptive
statistics of all61 observéions overall
this time period (September 2000
December 20156 to evaluate the
performance of each variables and
compare to thene mainindustry and
its three suksectors

Results for the whole media

industry

For descriptive statistics, the/E matio

of the whole media industiyas a mean
of 50.0869 points with a maximum of
131.3 points, a minimum of 13.3 points
and a standard deviation f1.8245
points. For dividend yield, the mean is
0.6697 and the standard deviation is

0.373. The highests 156 axd the
lowest is 0. The average of both P/B and
D/E ratio are 4.021 aneD.0836. Their
standard deviations are 1.6769 and
0.1485. The maximum and minimum
are 9.56 and 0.2634, 2.1 an@.2885.
For ROE, the mean is 7.7954. The
highest is 12.56 anthe lowvestis 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®7 respetively. 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 analysisall
variables are stationary by performing
ADF tesing before esthating the
models.Since none of the absolw®f
correlatbns among independent
variables is greater than Q.®ere is no
multicollinearity problem. Basal on
White test the resulis 34.0508 and the
probability of InP/E media is 0.6193
which is greatethan Imit OHYHO
which means that there is no
heteroscedasticity. All seven
independent variables are eligible to be
used in the multiple regression analysis.
However,an autocorrelation probleris
found in this case, sdhe NeweyWest
method is emjpyed to emedy those
problems. The final equationsare
exhibited below.
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In(P/EX=4.41 < W

(0.0686) (0.0916)

3 % VOML)t+0.04(ROE)  (8)

(0.7879)  (0.0367)

+0.10(SE)t1.49(D/E)t0.12(IR)t

(0.77)  (0.0248*)

F-Statistic =2.9466

Prob.(~Stat) =0.0112

** = gstatistical significance at the 0.08vel
*= statistical significance at the Olgvel

From equation 8 Prob. (FStat) is
statitically significant at the 0.0kvel
indicating that overall 7 independent
variables produce the probability of
error A sgnificant influence is0.0112
on the dependent variablgll the seven
independent variables help explain the
change inP/E media industni8.76%.
According to thestatistcd significance
of the coefficients of the independent
variables, D(P/B), ROE, SE and D/E
have a positive effect on InP/E media
industry; DY, D(InMC) and IR have a
negative effect on InP/E media industry.
Meanwhile, variables DY and D(P/B)

(0.3203)

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

Results for themedia
agencies media publishing
and media broadcast &

entertainment

Through implemening the ADF unit
root test multicollinearity test
heteroscedasticity est and

autocorrelationtest the final regression
resuls will adoptthe NeweyWest fixed

effecton InP/Eat 10% level, ROE and model to remove problems are as
D/E impact on InP/E very significagt follows:
Media agencies
In(P/E)t=16.1-0.13"(DY)t+0.09(P/B)t0.62 "In(MC)t+2.2(SE)t 9)
(08951) (05781 (04309  (0.695")

-1.16(D/E)t-4.341R)t
(02987 (0.0058*)
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F-Statistic =6.4450

Prob.(FStat) =0.0020

Adjusted R2 .6203

*** = statistical significance at the 0.0&vel
*= statfistical significance at the Olevel

Based on the equatid) it can be seen
that the probability in thé&nal model is
equal to 0.0020 andhe F-statistic is
6.4450 which means the six
independent variablesan be used to
determine their influence on the
dependent variable In(P/E) at significant
statistic 1%. Further the adjsted
R-squaredis equal to 0.6203which
means the model can explain the change
of depenent variable (InP/E) by

Media publishing:

In(P/E)t=1.6-18.4DY)t+16.95P/B)t-8.44 In(MC)t+1.61 " (ROE)t
(02899

(0.0684) (0.0408*)
-2.67(SE)t-49.86"(D/E)t+1.1qIR)t

(08607 (0.2649 (0.8555)

F-Statistic =9.4511

Prob.(FStat) =0.0000

Adjusted R2 #.5007

** = statistical significance at the 0Blevel
*= stafistical significance at the O.lgvel

From thefinal model above it can be
seen that the probability in the equation
is equal to Owhich means the seven
variables are able to determine their
impact on the dependentaridble at

62.030. It can be recagzed that the
regression equation is highly significant.
Particularly, only SE and IR have
effects on InP/E athe 10% and 1%
levels; the other four variablesave no
significant effect on the dependent
variable, as the table 4.9 shows (DY),
P/B, SE andD/E have a positiveffect
on InP/E media agencieB(InMC) and
IR have a negative effect on InP/E
media agencies.

(10)
(04956

significant statistic 1%:¢lalso illustrates
that the possibility of generating error of
a significant influence is 0 between the
independent and dependent variables.
Meanwhile adjusted Rsquared is
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0.5007 which represest that the

goodnes®f 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 InP/E media publishing, DY,

Media broadcast & entertainment:

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

In(P/E)t=3.37-0.05(DY)t+0.06"(P/B)0.07 In(MC)t+0.02"(ROE)t  (11)

(06341 (0.0230)
+0.2(SE)t-0.97"(D/E)t-0.03IR)t

(0.3001) (0.2493 (0.7306

F-Statistic =2.0600

Prob.(FStat) =0.0600

Adjusted R2 0.1153

** = gtatistical significance at the 0.08vel

From theequation 11it can be seen that
it is possible to adopt all seven
independent variables in the model to
determine InP/E media broadcast &
entertainment at a significant statistic of
10%, becausethe signifiant P value is

equal to 0.060@nd Fstatstic is 2.0600

R-squared =0.220300 and adjusted

(06279

(01214

R-squared=0.115340Q which means the

estimate equation can explain the
change of InP/E media broadcast &
entertainment for only 11.53%. The
coefficient of regression equation

expresses the relationship between
variables.

FBMS 49



Journal of Family Business and Management Studies

Conclusions anddiscussions

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

P/E Media P/EMedia P/EMedia P/E Media Broadcast
Industry Agencies  Publishing: & Entertainment :
Dividend yield(DY) -* *
Price to book rati§P/B) +* rE prE
Market capitalization
(MC)
ROE x*
Sentimen{SE) +*
Debt to equityD/E) H*
Interest rat€IR) ek

Note: *** ** gand * represent 1%, 5% and0% levé of significance respectively
+ represent positive relationshgnd trepresent negative relationship

Table 1 showshat different variables
have different influences onthe P/E
ratio, where the price to book ratio,
return on equitysentiment ad debt to
equity havea positive effectlt means
that when these variables increagee

media agencies. P/E of media
publishing had their strong force in
dividend vyield it is a negativerelation.
However, market capitalizatiorhas no
effect onP/E ratio These sudindustries
are quite special, sincéhey havea

P/E ratioof &KLQDfV VWRFN P Dudigue $ttudiue\dRheir income.

increase. The variables that are under a
negative relationship witthe P/E ratio

Dividend vyield has negative

RI &KLQDTY YVWREN PDUNHrWusryand%gigﬁgﬁég/@hlcﬁi A

yield market cajialization and interest
rate. In the other part of the studghe
subsectors 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 agcies hae interes
rate as theimain force. Theras also
had sentiment as an explanatory
variable of P/E ratio. This indicates that
they are positively connected to P/E of

consistent with Fisher and Statman
(2000) and Bhargava, V., Dania, A., &
Malhotra, D. K. (2011)The same rsult

is seenwith Marco Taliento (2013) and
Kulling Karl Johan and Lundberg Filip
(2007) who supporthat when P/E ratio
for media induty has a positive
development, the market may not have
generated greater earnings, and
therefore dividend vyield has not
increased.
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The P/B ratiohas a positive effect on
3 ( RI
publishing ad media brodcast &
entertainment. This result is consigte
with the previous literaturesuch as
Danielson and Dowdell (2001Jhe P/B
ratio is determined by the current

ROE has aignificant positive effect on
P/E on the whle media industry. fiis
resultis seeminglyin line with theories
and existing literature such as the
Gordon model and Net Presentlia of
Growth Opportunity modelln general,

closing price of the stock and the net

&KLQDTV PHGLD LQ@ssatsVher sRarkG IfDthe company's

operating performanceis better, the
faster the value of its assets, the higher
the value of the stoglkand shareholders
will get the more earnings from the
company.

appropriate  expectations rfo the
companyand will invest in he company,
which will cause aise in stock prices,
and ultimately lead to improving the
price earnings ratio. Sothe higher
corporate profitability indicatorare the

LI D FRUSRUDWLRQTV EXV h@hteMVE Gtid willlbelPDQFH

is good, investors should have

Sentiment has apositive relationship
with P/E on media agencies. This is
further consistent with the modern
theory in behavioral finance in earlier
OLWHUDWXUH E\
(2007). Several studies find a relation
between investor séiment (Leite, T.,
2005) andstock return (e.gChortareas

%DNHU

et al., 2012; Da, et al., 2015; Deadkes,
2012; Huang et al., 2014litmaneeroj
and Wood, 2013; Piccione and Spiegler,
2014; Peon et al.,2015yhe higherthe
sdnirén :patid,J OthtU thigher  the
expectation of investors for stocls,
resulting in the stock price increases
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Debt to equity has a strong positive
correlation withprice-earningsratio on
the whole media industry, which is
consistent with Miller and Modigliani
(1958). The higher thelebt to equity

Interest rateis the amount chaegl,
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 yeam
addition, nterest rate is under a strong
significant negativeinfluence onlyfor
mediaagencies. The result seemingsty
accordance with theories and earlier
literature, such ashe Gordon model
which shows thaprice-earningsratio is
the reciprocal of market interest rate and
analysis by Ben AmakoAdu and
Brian Snith (2002). The decline in

interest ratesZLOO UHGXFH HQWééig%oUm

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
operatiry results of the enterprise will
increase investor's investment

ratio, the higher debt financing the firm
uses, resulting in the higher risk
perceptions of investorsSincethe risk
is often drectly proportional to earnings,
sothe priceearninggatio decreases.

expectations. They will be more
inclined to pay a higher rige to
purchase stocks, promotirthe rise of
stock prices angrice-earninggatio.

There are fourecommendatiosabout
price-earnngs ratio. At first, managers
or investors shoulgrofound understand
the universalityand particularity of P/E
ratio. Secondly,it is very necessary to
deal with unique circumstances of each
country's stock market to make
reasonable d&ions. Thirdly, to
strengthen the information disclosure of
media enterprises. Investors can use the
model to predict P/E ratio of listed
%Xn’f&g gnd the average P/E
of the media industry.In addition,
researchers need to distinguish between
the rmain industry and idividual 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 studycan guide investor's
investma&t  behavior and help
companiesto condwct an economic
decision. In addition investors can
identify market risk andgrasp the
investment opportunities dependent
upon the analysis of the overall market
price earnings ratiowith access to
higher investment income. Managem

through the aalysis of price-earnings
ratio, can understanchée strength of the
stock marketso as to ensure that
reasonable regulation measures
guaranteethe stock markef \healthy
operation. Alditionally, to overcome the
limitation of this study, he next
research sbuld identify determinants of
price-earningsratio for other sectors of
&KLQD®%HEk rndadket. Therefore,
investors can use the regression model
to forecast the trend of other industries.
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Abstract

Social distancingduring the COVID19 pandemic is an acknowledged and effec
strategy to slow thanfectionsrate Audio-based social platforms (ABSPgeling like
the audio chat social netwgrkncluding Clubhouse; Twitter space; and Facebook |
audio roomswere irtroduced and caught the attention of app users around the
during the lockdown policies and social isolation practice of Public Health poliit
number of famous figures were so fascinated by these platforms that the pla
became welknown switly across the world.

Thisresearchaimsto undestandABSPsuserbehaviorin Thailand.Basedon Usesand
GratificationsTheory (UGT), and SocialInfluenceTheory(SIT), this researchintends
to investigatethe relationshipsbetweenthe perceived Utilitarian value (UV); the
perceivedHedonicvalue (HV); the perceivedSocialvalue (SV), anduserengagemen
(E). The questionnairevas employedto collect datafrom ABSPsusersin Thailand,
specificallythe userswith ageof 25-to-34-yearsold male,female,andLGBTQI+ were
the sampleframe of this research The datathen was analyzedusing the structural
equationrmodeling(SEM) to examinetheinfluenceof thethreevariablegi.e.,UV, HV,
SV) on ABSPsuserengagementThe resultsrevealedthat all three perceivedvalues,
including Utilitarian, Hedonic, and Social values played an influential role in user
engagementThis researchprovidesinsightsinto the understandingpf ABSPs user
behaviorin Thailandand contributeshe bestpracticesto ABSPsusersand marketers,
aswell asplatform developersin a way that they canenhanceplatformsand present
interestingcontentthatsatisfythe users)eadingto succes&ventually.

Keywords: audiobasedsocialplatforms,socialmedia,perceivedvalues,user
engagement
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Introduction

The outbreak of COVIEL9 virus
substantialy LPSDFWHG WKH
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 & Liljestroém,

for study, work, entertainment, and
health care Brynjolfsson et al., X
Chiauzzi, Clayton, & Huk¥oo, ;
Lustgarten, Garrison, Sinnard, & Flynn,

; Narcisi & Alspach, X
Simpson, Richardson, Pietrabissa,
Castelnuovo, & Reid, ; Wang, Liu,
Qian, & Parker, ; Wang &
Roubidoux, due to the COVIB19
pandemic. Social media platforms,
growing rapidly, are utilized in various
ways; hencegconsumer needarea vital
element for platform developers to
considerfor the success of a particular
platform.

Social platforms havbeen unsuccessful
and, for the minority, successful the
way that they are accessible to the users.
7TKH LQGLFDWLRQ RI
success comprises user satisfac(iorji,
Kusi-Sarpong, & Gupta, 2020platform
security Mohammadian &
Mohammadreza,
and feelingsHuy & Shipilov, ; and
being accessible(Zeiller & Schauer,
2011) all of which influence user

D VR ikd?&h,

engagement leading to the success of a
platform.

The communication on social media
M&r%ﬁé{/\(/ary in how they are used
such as texting, picture sending, and
audio chatting.however, their purpse
appears mutual, that is, to facilitate the
communication Russo, Watkins, Kelly,
& Chan, . During the COVID19
outbreak, a new social platform was
introduced and gained in popularity
rapidly, and that wadhe most well
known consumed more easily for the
users whilst multitasking and production
has greater accessibilitiNlypadymka &
Hudym, . One of the most well
known innovative social platformis
ClubhousdgMusdalifah, 2021L)it rose in
popularity so drasticallthat numerous
marketers anticipated Clubhouse to be a
promising marketing channeReynoso,

, owing to the fact that it was
offered a large sum of money to be
purchased by certain mega corporations
(Roof, Wagner, & Deveau, 2021)ater,
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 athis type of
social platform$ecause of its novelty.

The perception of users determines the
success of a particular platform. This
research aims to investigatee impacts
of three perceived _valuges namely
e(ad?\i\é\,’ IRY EoliMl values
onthe audiebased social platforms users
engagementbased onthree theories:
Uses and Gratification Theory (UGT);

XVHUVT HP R 8o influence Theory (StThese

three theories were integrated in many
research sidies to investigate factors
thatinfluencethe participation of sellers
and buyers on Facebook platform
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Wongkitrungrueng & Assarut, i to
study perceived values thiafluence the
user intention to use WeChat application
Ashraf, Hou, & Ahmad, . to
examine socialdctors that influence user
engagementChahal & Rani, ; and

to inspect factors that influence user
engagement with My Space and
Facebook(Sledgianowski & Kulviwat,
2009)

This research therefoiiatendsto study
the perceived Utilitarian Hedonig and
Social valus as variables as the
interaction relationships with  one
another. Moreover, these three variables
are fundamentaflactors in this studyo
influence user engagemerin audic
based social platfars (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 iis a feature on a social
platform with the largest number of use

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 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 ofUltilitarian value, Hedonic
value, and Social valueon user
engagement.

Research question

This researchproposes toanswer 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 th internet(Terry, 2009) or

internet  applications that integrate
technologies Web 2.0 and ideology
Hoyer, Maclnnis, & Pieters, ; Kent,

, which facilitate tweway Hoyer
et al, . Kent, online
communication Russo et al.,
Social media, in addition, are construed
as Internebased channels that
encourage interaction and awaess of
the value of created content in rdiahe
Carr & Hayes,

Audio is a form of communication
having been used thus far. Hives
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 audieonly in 2000.

Initially, it was oneon-one
communication with audio files. Later
on, it advanced to two-way

communication with the mass of people
in reattime. Audio-based social
platforms were developed from Voice
over Internet Protmol (VolP) technology
Vakhnenko, , which is
fundamental in communication on phone
and mobile phoneBooth, with the
analog signal being changed to the digital
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signal and sent through the internet
network.

The first audiebased social platform,
namely Clubhouse reached two million
downloads per weegkvith approximately
ten million users, soon after its launch
(Balaji, 2021; Etherington, 2021; Perez,
2021). In addition, Twitter offered 4,000
milion 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 usaed
variety purposes, for example, express
political views and sensitive matters,
such as grotest in Hong KongChan,

; 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 & Liljestrém, ; 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 g of social
platform whereas the question of how
the wuser behavior influences their
engagement with the platforms has yet to
be comprehensibly answeredThis
research study, therefore, seeks to
investigate influential factors on user
engagement with Cldiouse, Twitter
space, and Facebook live audio rooms.

Hypothesis
development

User engagement

Engagementis a determinant of the

efficiency of online media (Malthouse,

Calder, & Mersey, 2010@hat leads to the

success of a platforrgSyrdal & Briggs,

2018; Tuten & Solomon, 2017)Jser

engagement isbasically assessing an
LQGLYLGXDOYfY UHVSRQVH W
platform offering. It refers to pertinent to
XVHUVY IHHOLQJV({Ka&ahQG HPRW|
1990) their metal state¢Laurel, 2013;

Syrdal & Briggs, 2018)which gives rise

to distinctive forms of participations, i.e.

time spent on the platforn{Kearsley &
Shneiderman, 1998User engagement is

DOVR UHODWHG WR XVHUTV
emotions, and behavioral dimensions
(Malthouse & Calder, 2011)including

their intelligence, social behavifvivek,

Beatty, & Morgan, 2012) and trust

(Dessart, Veloutsou, & Morgafhomas,

2015). Previous research suggest that

user engagement can be related with

hedonic factors of the usergahn,

1990) understanding factof&althouse

& Calder, 2011) DQG WKH VRFLHW
intelligence and behavigiVivek et al.,

2012)

Uses and Gratifications
Theory: Utilitarian and
Hedonic values

7KLV VWXG\ XWLOLJHV 38V
*UDWLILFDWLRQV 7KHRU\ 8*
understand the uses of online media such

as social media in the consumer
perspective. This theory can address how

users influence medi&atz, 1959) since

users play a crucial role in determining

which media to uséSeverin & Tankard,
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1997) whereas media are required to be

LPSURYHG WR PHHW W K HosKixeH Urgl§tior@dtipH G With

(Blumler & Katz, 1974; Katz, Blumler,
& Gurevitch, 1973) UGT has been
utilized in social media studi€€hen &
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 escapéMenon & 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, 200) since it is associated with
understanding(Botti & McGill, 2011)
that can satisfy consumers in the wayt tha
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
usefulnessf online medigHassanein &
Head, 2004; Lu et al.2005; Vieira,
2018) convenience (Bridges &
Florsheim, 2008; Overby & Lee, 2006;
Rintamaki, Kanto, Kuusela, & Spence,
2006) safety(Ahuja, Gupta, & Raman,
2003; Fang, Zhao, Wen, & Wang, 2017)
and accessibilityFang et al., 2017; Lee,
Xiong, & Hu, 2012; Yahia, ANeama, &
Kerbache, 2018) Therefore, the
following hypothesis is postulated this
study:

H1: The utilitarian value of ABSPs has a

user
engagement.
The 3+HGRQLF g@itesXtsl 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, & HelmeGuizon, 2015; Kim,
Kim, & Wachter, 2013; Lee et al., 2012;
Pang, 2021; \&ing, Baker, Wagner, &
Wakefield, 2007) It stems from
responses to emotionfBabin et al.,
1994; Holbrook & Hirschman, 1982;
Voss et al., 2003)feelings(Verplanken

& Herabadi, 2001) and entertainment

1IHHOH\ 0LQ . HQQHWW (+HQV

resulting in user satisfactio(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
6RFLDO LQIOXHQFH EDVHG R
,QIOXHQFH 7KHRU\ 6,7 KDV

famous topic among scholars recently

during the COVID19 pandemi¢Naeem

& Ozuem, 2021) It refers to an
LQGLYLGXDOYVY EHKDYLRU D
decisionmaking depedent 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

LQGLEFDWHV WKDW DQ LQ G laidioBaséiOsbdlall a¥iohirfd Wdefs Qn 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 36 RFLD O ®&Ddéfiidd "as the
awareness stemming from a particular

Research methodology

This research study is applied reseatch
descriptive and »plain research * to
predict phenomena of perception of

Thailand, in which the quantitative
research approach was applied with
guestionnairesas a tool to collect data
from the samples. The research
presentation was conducted through
statistical procedures.

The questionnaires were sent in the

REMHFW{V UHODWLRQ WR 8IRtchie Bovil- FoR it ban RéaghPand

cultures or social groug&i & Li, 2014;
Wang, Yu, & Wei, 2012) The social
value or symbolic value also determines

cover a large number of samples. The
sampling group in this study contaid®3
male, female, and LGBTQ+ individuals,

DQ LQGLYLG XEe®MI8R)aheti Q W L29/34 years old, in Thailand who have

social behaviofLi & Li, 2014). Besides,
the social vala is relevant to materialism
(Babin et al.,, 1994; Veblen & Mills,
2017) in the way that people conform
with the societyfKang & Johnson, 2013)
out of fears of missing oyMusdalifah,
2021) or to show off(DeLeire & Kalil,
2010) Also, maintaining a good
relationship with society, family and
friends (Mathwick, 2002)stimulates an
LQGLYLGXDOTV
research studies have shown that
FRQV XP HU Vsttisfaciod O | and
relationshipbuilding with others have a
positive effect on an evaluation of the
quality of shops, platforms and
presentation channelsjstpositive effect
contributes to the improvement of the
customer engagement with the online
platforms (Koo, Kim, & Lee, 2008;
Massicotte, Michon, ChebaGirgy, &
Borges, 2011)Therefore, the following
hypothesis is postulated in this study:

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

SDUWLFL

used at least Clubhouse, Twitter spaces,
or/and Facebook live audio roomsith

the role of Speaker or/and Listener, with
95% confidence interval. The sampling
group at the age of 234 is primarily
targeted for marketingrosocial media
(Kemp, 2021) therefore, they are
potential to be studied.

MeASHemMentsS, L rxv

The questionnair was originally

developed in English and was then
translated into Thai. The Thai version
was reviewed by two native Thai

VSHDNHUV ZLWK PRUH WKDQ

experience in professional translation in
order to ensure the accuracy of the
translation.  Then the translated
guestionnaire was retranslated back into
English in order to confirm that the
translation process was correct. All items
were measured on a fimwint Likert
scale. The items for each construct were
adopted from previous research in the
literatwre. The items for measuring
Utilitarian value Hedonic value and
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Social value were developed based on
those from fronDavis (1989); Fang et al.
(2017); Wongkitrungrueng and Assarut
(2020) The User engagement items were
adapted from Wongkitrungrueng and
Assarut (202Q0) The questionnaire
compries five sections: 1) two screening
questions; 2) five ABSPs user behavioral
guestions; 3) seven perceived utilitarian
value questions, five perceived hedonic
value questions, six perceived social
value questions; 4) five user engagement
guestions; and 6) oir 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
guestionnaires (Google form) were
pretested with the sample. Later, the
guestionire was tested for its reliability
YLD &URQEDFK{fV $0OSKD
loading. Finally, the completed qualified
guestionnaire was sent to 388 samples for
data collectiordependent 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 ada then was
statistically analyzed through statistics
programs and through structural equation
modeling (SEM) for the relationships

between independent and dependent
variables.
Results

Accordingto respondeninformation,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 companyemployees
(41.8%);freelancerg21.4%);university

students(13.1%); governmentofficials
(10.8%) business owners (10.6%);
unemployed (2.1%); and pharmacist

(0.3%). The educationwas EDFKHORUfV

degree (78.6%); P DV W Hiddiae
(12.9%); G R FWdRdueY5.4%); and
lowerthan E D F K HlegrRe(3].15). The
incomewas20,00030,000baht(44.1%);
10,00020,000baht (36.9%); more than
30,000 baht (14.9%); and lower than
10,000baht(4.1%). Therespondentsas
non-Speakerwere accountedor 80.7%
and as Speaker for 19.3%. Most

respondents usedl ABSPs on [0S

(60.8%); Android (24.2%); and PC

(14.9%).The frequencyof usingABSPs
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
onlinesessioron ABSPswaslessthanl

hour (40.7%) 1= (36.6%); 3-4

hotujré( 49 o)?;ﬁg?o%lg@rthan 4 hours
(9.3%).TherespondentasedClubhouse
(70.6%); Twitter spaces(58.8%); and

Facebookive audiorooms(51.5%).

This study employedstructuralequation
modelingto testthe proposedheoretical
model, with factor analysisand multiple
regression combined into a single
statisticalprocedurgHair, Black, Babin,
Anderson,& Tatham,2006) According
Hair et al. (2006) this is a two-step
approach:first, a confirmatory factor
analysis (CFA) assesseshe reliability
andvalidity of the measuremennodels,
thena structuralmodelis usedto testthe
hypotheses.Prior to undertaking the
statistical analysis confirmatory factor
analysis (CFA), structural equation
modeling (SEM), the preliminary
assumptiortestingis performedo check
that the data set is not violating any
assumptions. Therefore, the obtained
datawentthroughaunivariatetestfor the
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skewness, kurtosis, normality, and
Pearsoncorrelation coefficient prior to
structural equation modeling (SEM).

Initially, the theoriesfrom the literature
reviewweredevelopedo beatheoretical
model and presented through the
structuralequationmodelingto show if

the relationshipsbetweenthe variables
were eligible for the analysisof SEM.
After that,thecovariatesn thefull model
weretestedthe modelwasadjusteduntil

it wasapplicable.

The onefactor congenericmodel of the
perceivedvaluesestimatedhe utilitarian
value, the hedonicvalue, 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 covarianceswere
connectedfrom the adjustmentof the

model, producing & U R Q E BIfH4 &V
0.871, X? = 25.536 (10), p +value =
0.004, GFI = 0.982, CFl = 0.987,
RMSEA = 0.063,and SRMR = 0.0279,
all of which were qualified. All the
values of the hedonic value were
qualifiedwith & U R Q Edph#=1P\336,
X2 =15.281(5), p xvalue=0.009,GFI
= 0984, CFl = 0.985,RMSEA = 0.073
and SRMR = 0.0272.All the valuesof
the socialvaluewerealsoqualified with
& UR Q E &lghK= ¥.844,X? = 34.536
(9), p xvalue=0.000,GFI=0.972,CFlI
= 0.972,RMSEA = 0.086,andSRMR =
0.0350. The values of the onefactor
congenericmodel of engagementvere
all qualified with & UR Q E BIphd §V
0.806,X?=15.321(5), p zvalue=0.009,
GFI = 0985, CFl = 0.983, RMSEA =
0.073andSRMR = 0.0266,asshownin
Tablel.

Table 1 shows the summary of the analysis of -@@etor congeneric measurement
models to validate the goodnesisfit of the statistics and reliability of data.

v GFlI  CFI

RMSEA SRMR

S8WLOLWDULDQ YDOBAHD.8718 URQED

Initial model (7 items)

117.179 (14), 910

0.915 0.138 0.0563

p = 0.000
Final model (7 itemsjtmodified 55:'55’80(10)' 0.982 0987 0.063  0.0279
+HGRQLF YDOXH DRUMREEDFKYTV
. . 15.281 (5),
Final model (5 items) b = 0.009 0.984 0.985 0.073 0.0272

6RFLDO YDOXH DRWURHEDFKTV

Final model (6 items)

34.536 (9),
p = 0.000

0.972 0.972 0.086 0.0350

8VHU HQJDJHPHQWD=880B)QEDFKT

Final model (5 items)

15.321 (5),
p = 0.009

0.985 0.983 0.073 0.0266

Note: * initial model was retained without modificatiommonnecting covariances from

ORGLILFDWLRQ LQGLFHV

. YDOXH ZDV UHSRUWHG IURP WKH ILQ
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Next, the analysis of firstrder 0.000, GFI = 0.840, CFI = 0.842,
measurement models was conducted to RMSEA = 0.106, and SRMR = 0.0845.
PHDVXUH WKH XWLOLWDULDGE, CBIORMEER, LhRIQFRMR KExe
alpha = 0.871); the hedonic value disqualified, therefore, the researcher
& UR Q E D F K $W.8B&Y, Sakd the modified the model connecting the
VRFLDO YDOXH &URQE D F K §ovafiaqr8skinith the new outcomeX&s
according to the hypotheses of the =298.083 (108)p +value = 0.000GFI
perceived values. The analysis of the = 0.924, CFl = 0.947, RMSEA = 0.067,
combined three perceived values and SRMR = 0.0673, all of which were
producedX?=704.381 (132) #value = qualified as shown in Table 2.

Table 2 shows the summary of the analysis of fostler models.

u GFl CFl RMSEA SRMR
Perceived valueconstructs: Utilitarian ( D= 0.871), Hedonic O= 0.836), Social D= 0.844)
Initial model 704381 (132), 4840 0842 0.106  0.0845
p = 0.000
Final model +modified 2 aae ) 0.924 0947 0.067  0.0673
Engagement Constructs O= 0.806)
Final model 15_'321 (5), 0.985 0.983 0.073 0.0266
p = 0.009
Modification of the structural p-value from the statistics program
appearedower than0.05because&?was
model J ” ;
highly sensitive to a large size of
The presentedmodel possessesx® = sampling and deviated from normality
205.383,df =133,p = 0.000,CMIN/DF (Anderson& Gerbing,1988;Hair et al.,
= 1.544, SRMR = 0.0869, RMSEA = 2006) In this study, X? with p-value <
0.038,GFI=0.959,andCFI=0.962.The 0.05 was used, which did not prove

problematic.
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UTILITARIAN
VALUE

HEDONIC VALUE

Figure Resultsfor final modelof userengagemerdntecedentandeffects
Note:** Significantat p <

User engagement was statistically
reportedly influenced by the three
perceived valuesndicated with 0.45¢

tvalue < 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 fvalue <
0.01) standardized coefficients, as shown
in Table 3.

Table 3 Summary of Hypothesis Testing Using Total Population Data

Standardized

Hypotheses Model Hypotheses Effect Results
The utilitarian value of ABSPs has a positi
H1 . L Support
relationship with user engagement.
The hedonic value of ABSPs has pasitive
H2 . L Support
relationship with user engagement.
H3 The social value of ABSPs has a positi 0. Support

relationship with user engagement.

Note: ** p < 0.01

Discussion

The result fronthis research found that
the utilitarian value influenced user
engagement of ABSPsn Thailand

which  suppat previous research
regarding the use and participation of
users (Mikalef et al., 2012;

Wongkitrungrueng & Assarut, 2020)

stating that users were aware of
usefulness from wusing a platform
(Hassanein & Head2004; Lu et al.,
2005; Vieira et al., 2018Fonvenience to
use a platform(Parker & Wang, 2016)
accessibilityFang 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 contefibavis, 1989;
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Hsieh, Rai, & Keil, 2008; Venkatesh &
Davis, 2000) in reattime
(Wongkitrungrueng & Assarut, 2020)

According to the effect of hedonic value
on user engagementhe result found
that the hedonic value influenced user
engagement of ABSPs in Thailarithis
finding supports, previous resarch
regarding hedonic dimension affecting
the use of a product or servi¢gkel &
$UPD+DQ
2020; Wongkitrungrueng & Assarut,
2020; Zheng, Men, Yang, & Gong, 2019)
in the way that consumers felt excited
(Hirschman & Holbrook, 1982)
entertained, amuseCuny et al., 2015;
Kim et al., 2013; Lee et al., 2012; Pang,
2021; Wang et al., 200,7and goodFang

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 theinfluence of social
value in ABSPs user engagement, this
research found that the social value
influenced ABSPs user engagement in
Thailand This finding is consisterwith
previous research regarding social
dimension or symbolic dimension
affecting user egagement(Busalim &
Ghabban, 2021; Koo et al., 2008;
Massicotte et al., 2011 the way that
users want to be part tife societydue to
fear of missing out{Musdalifah, 2021)
involving in a communication, making
new friendgMathwick, 2002; Zhou, Jin,
& Fang, 2014) exchanging ideas and
opinions with strangergZhou et al.,
2014) being invited to use a platform
(Venkatesh & Davis, 2000) and
H[SUHVVLQJ RQHTV
(Wongkitrungrueng & Assarut, 2020)

This researchtherefore, confirmghat
the perceived utilitarian value, the

L.ULW]LQJHU

hedonic value, and thsocial value are
the major determinants AABSPs user
engagement in ThailandThe findings
provide the evidence that research
findings from preious studiesin the
developed and Western countries can be
applied in the context of developing
country, partialarly Thailand.

Conclusion

3HW
Innovative agjmgased 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 sigraéint
role  in business communication;
therefore, the researcher decided to
explorethe factors leading to the success
of these platforms.

The study found thatthe perceived
utilitarian value, the hedonic value, and
the social valuare essential tocrease
user engagement on ABSPs in Thai
corntext. Users, platform developers, or
marketerstherefore should learn about
the factors thabuild a more effective
user engagemenstrategy so as to
strengthen their businesses in a
competitive way.

Implications
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
valyeg lHedopi¢ yilue, anBlocial 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 corrdlans 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 brarféor the
platform  developers, nderstanding
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
VDWLVI\ XVHUVY QHHGV
upgrade the exisig 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
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Abstract

The study of factors determining exchange rates betweenb&haiand US dollar a
well as Thai baht and Chinese yuan under president Donald T§usdministration
collects monthly time series data of the THBD exchange rate, the THBNY
exchange rate, interest rate, inflation rate, foreign reserves, and netsekmimg the
period from January 2017 to December 20Rte esults from multiple regressiamth
ordinary least squared show thatchange inthe interest rate differentials has
statistically significant impet on not onlyachangan the THBUSD exchange rate bL
alsoachange in thdHB CNY exchange ratat 010 level Moreover,theinflation rate
differentials have a statistically significant association \aitthange in the THRJSD
exchange ratat 010 level Additionally, achange in foreigneservess inversely relatec
to achange in the THEENY exchange rate at@ level However, net exports have r
significant effect on both changes in the THBD and THBCNY exchange rates

Keywords THB USD, THBCNY, Interest rate, Inflation rat€&oreign 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 &al international
trade However, under 4 years of
President Donald Trum$
administration from January 2017 to
December 2020American influence and
leadership in Southeast Asia has been
declined Once Trump becaméhe 4%
US presidenthewithdrew USA from the
TransPacific PartnershipTPP, which

is the largest trade deal in the world
Moreover, he employed trade act®pn
such as increasing tariffs, against
countries that haviarge trade surpluses
with USA China was targeted as a major
strategic  competitor by  Trump
Consequently, USA launched the trade
war with China, intensifiedcfreedom of
Navigation Operationd=ONOPs in the
South China Sea, and prohéiitChinese
apps and tech firms

The worsen USChina relationshimlso
affected Thailandecausefrom 2017 to
2020, Thailand had the largest trade
deficit with China and the largestade
surplus with the USTrade deficis of
Thailand with China have been
increasing during Trumf
administration from 517,084 million baht
in 2017to 676,043 million baht in 2019
Moreover, up to August 202@he value
of Trade deficits were 402,400 million
baht On the other hand, trade surpsgs
of Thailand with USA have been
increasing during Trum@
administration from 390,295 million baht

in 2017to 425,615 million baht in 2019
Furthermore, up to August 202@he
value of trade surpluses werg42,991
million baht Therefore, the volatility of
Thai baht against US dar as well as the
volatility of Thai baht against Chinese
yuan are concerned by multinational
corporations in Thailandknowing the
determinantsof exchange rate between
Thai baht and US dollar and Thai baht
and Chinese yumwill be beneficial to
them so that they can heddereign
exchange exposure in order to protect
and reduce thecash flow uncertainty

Literature reviews

According totheories and concepts in the
area of international financmterest rate
parity IRP, relative purchasing power
parity relative PPP, and balance of
payment BOP can help explain
exchange rate movement

First, for interest rate paritylRP to be
held, the interest rate differentsl
between anywo countries havedo be
equal toneither forward premium nor
forward discount of foreign currency
assuming no transaction cost3hus
interest rataletermine exchange rate as
supported by various research papers
with mixed resultsFor instanceSuthar
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 ratédditionally, Liew
etal 2009 study the longun
relationship between exchange rate and
its determinants by using the multivariate

FBMS 180



Journal of Family Business and Management Studies

cointegration method The result
indicatesthat interest rates determine the
exchange rate movement in Thailand
Rattanapongpinyo2010 also analyzes
monthly averaged sendary datain
Thailandduring 20032007 with multiple
regression approaciThe result shows
the positive association between LIBOR
and the THBUSD exchange rate
Recently, Sawatkamon2019 studies
factors affecting the THENY
exchange rate by wusing multiple
regression and findspositive impact of
policy interest rate on the exchange rate
However, Mirchandani 2013 shows a
negative correlation between interest rate
and the Rupeb&lSD exchange rate at the
significant levebf 001 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 ruhast but not least,
Hsing 2016 finds that the HURJSD
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 differentiad between any
two countries haveo be equal to the
percentage change in the value of foreign
currency in the opposite direction
assuming no transaction cost3hus,
inflation rate determines exchange rate
For example, Mirchandan013 shows

a negativecorrelation between inflation
rate and the RupddSD exchange rate at
the significant level of @1 Moreover,
Hsing 2016 finds that the HURJSD

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

Finally, balance of payment BOP
affects the exchange ratd there is a
deficit in balance of payment, the
currency value of that country will
decreaseOn the other hand, if there is a
surplus in balance of payment, the
currency value of that country will
increaseln general, there are four main
accounts in balance of payment,
comprising of current account, capital
account, financial account and foreign
reservesNonetheless, this study focuses
on only net exports from currentaint
and foreign reserve®\ lot of research
papers examine whether these two
factors affect exchange rateFor
example, Sawatkamon2019 studies
factors affecting the THENY
exchange rate by using multiple
regression and finds positive impact of
imports from China anda 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 THBUSD exchange
rate Furthermore, Rattanapongpinyo
2010 analyzes monthly averaged
secondary data during 20@B07 with
multiple regression approachhe resul
shows the inverse association between
foreign reserves and the THBSD
exchange ratAlgieri 2011 alsofinds a
negative relation between Russian real
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effective exchange
reserves

rate and foreign

Therefore the study of factors
determining exchange rates between
Thai baht and US dollar as well as Thai
baht and Chinese yuan undeegident

Independent Variables

Interest rate differentia(INT)
Inflation rate differentia (INF)
Foreign reserved=R)

Net exportdNE)

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$ administration are as
follows

1. To examine whethdheinterest rate
differentiak, the inflation rate
differentials, foreign reserves, and
net exports affect the THBSD
exchange rate under Trurfp
administration

2. To examine whethdaheinterest rate
differentiak, the inflation rate
differentiak, foreign reserves, and
net exports affect the THBNY
exchange rate under Trurf§p
administration

=

Donald Trump$ administrationemploys
theinterest rate differentigltheinflation
rate differentiad, foreign reserves, and
net exports as independerdriables In
addition, he conceptual frameworkf
this studyis shown below

Dependent Variables

THB USD exchange rat@JSD)
THB CNY exchange rat€CNY)

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$ administration are as
follows

1. Interest rate differential are
expected to have a positive relation
to THB USD exchange ratas well
as THB CNY exchange rate under
Trump$ administration

2. Inflation rate differentia are
expected to have a positive relation
to THB USD exchange ratas well
as THB CNY exchange rate under
Trump§ administration

3. Foreign reserves are expected to
have a negative relation to
THB USD exchange ratas well as
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THB CNY exchange rate under
Trump§ administration

4. Net exportsare expected to have a

negative relation to THB USD
exchange ratas well asTHB CNY
exchange rate under Trurip

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$ administration collects monthly

time series data of dependent variables,
namelythe THB USD exchange rate and

the THB CNY exchange rate, and

independent variabde namely the

Results

interest rate differential the inflation
rate differentiad, foreign reservesand
net exports, during the period from
January 2017 to December 20Zfter
checking and correcting the problem of
data stationary, multiple regression with
ordinary least squared used to test the
data The moded employed are as
follows.

USD = a + biINT; + baINF; + bsFR +
bsNE; + &

CNY; = a + biINT; + baINF; + bsFR +
buNE: + e

Once bothmodek haveno problem of
multicollinearity and autocorrelation,
coefficients of the statistically significant
variables from those modek are
interpreted

The determinants of the THBUSD exchange rate

Table 1Presents the descriptive statistics of variables in examining the determinants of the
exchange rate between Thai Baht and US Dollar during President Donald $rump

Administration

uUSD INT INF FR NE
Mean 3214738 2811458 1505951 7063455 3795097
Maximum 3543000 0110000 0620000 9772990 9167386
Minimum 3009650 3 750000 3560000 5900000 3573963
Std Dev 1 360696 1126520 0556718 1135581 1911992

From Table 1, during the study period,
the exchange rate between Thai Baht and
US Dollar has the mean of 35
THB USD with the maximum of 383
THB USD and the minimum of 300
THB USD The difference between Thai

interest rate and US interest rate has the
mean of 281 with the maximum of
011 and the minimum of375 The
difference between Thai inflation rate
and US inflation rate has the mean of
151 with the maximum of062 and
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the minimum of 356 The mean of
foreign reserves in Thailand is 0B
billion dollars with the maximum of 87
billion dollars and the minimum of 80
billion dollars Lastly, the mean of net

Table 2 Shows test for the stationary of data

export which is exports to USA minus
imports from USA is 380 billion baht
with the maximum of 47 billion baht
and the minimum of3 57 billion baht

Variable Augmented DickeyFuller test statistic

t Statistic Prob
D USD 4458440 00008
D INT 6 590526 00000
INF 3019668 00404
D FR 6 583733 00000
NE 6518144 00000

According to the Augmented Dickey
fuller test statists 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 0197188 1 000000
D FR 0495183 0181463 1 000000
NE 0249188 0133106 0037494 1 000000
As shown in table 3, none of the Godfrey test is 0547, indicating no

independent variables has the correlation
outside the range of08 and (8;
therefore, there is no multicollinearity
problem All the independent variables
can be employefor regression analysis

For the initial results of the multiple
regression with ordinary least squared,
ProbF statistic of BreuschPagan

heteroscedasticity probler®n the other
hand, ProlF statistic of Breusch
Godfrey Serial Correlation LM test is
00331, indicating the problem of
autocorrelation After applying HAC
standard errors & covariancdartlett
kernel, NeweyWest to cope with the
autocorrelation problem, the final model
model 1 is displayedbelow
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Model 1
D USD 0052179 0121090DINT 0127534INF +0267347DFR 0026564NE
0331855 1958814 1717889 1467944 1114283
R squared ®&42759
F statistic 1475369
ProbF statistic 0000000

According to model 1, Btatistic is
1475369 with the pralue of 000000
meaning that at least one independent
variable significantly affects MSD
Moreover, Rsquared is 428 showing
that all the indpendent variables in this
model help explain DJSD 6428 , the
rest 3572 can be explained by other
factors Thus, the coefficients of the
statistically significant variables can be
explained as follows

A change intheinterest rataifferentials

1 makesachange in the exchange rate
between Thai Baht and US Dollad@11
THB in the same direction with the
statistical significance at the level of
010 Additionally, 1 difference in
inflation rates between Thailand and
USA makesa change in the exchange
rate between Thai Baht and US Dollar
01275 THB in the same direction with
the statistical significance at the level of
010

The determinants of theTHB CNY exchange rate

Table 4Presentshie descriptive statisticd variables in examining the determinants$hef
exchange rate between Thai Baht and Chinese Ybuaing President Donald Trunfp

Administration

CNY INT INF FR NE
Mean 4736423 2348333 1836525 7063455 5190222
Maximum 5136500 1640000 0659200 9772990 0129202
Minimum 4287300 3850000 6232600 5900000 9010759
Std Dev 0254039 1543419 1545872 1135581 1566084

From Table 4during the study period,

the exchange rate between Thai Baht and

Chinese Yuanhas the mean of 44
THB CNY with the maximum of 34
THB CNY and the minimum of 29
THB CNY The difference between Thai

interest rate and Chinese interest rate has

the mean of2 35 with the maximunof
164 and the minimum of385 The
difference between Thai inflation rate
and Chinese inflation rate has the mean

of 184 with the maximum of ®6
and the minimum of6 23 The mean
of foreign reserves in Thailand isOB
billion dollarswith themaximum of 977
billion dollarsand the minimum of S0
billion dollars Lastly, he mean of net
export which is exports to China minus
imports from Chinais 519 billion baht
with the maximum of 1 29 billion baht
and the minimum of 9Q1 billion baht
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Table 5Shows the ¢st for the statinary of data

Variable Augmented Dickey Fuller test statistic
t Statistic Prob

D CNY 4333008 00012

D INT 6713392 00000

D INF 6 709045 00000

D FR 6 583733 00000

NE 7 430077 0 0000
According to the Augmented Dickey difference However, NE is the only
fuller test statisticin table 5 CNY, INT, variable that is stationary at level

INF and FRare stationary at the first

Table 6 Displays he 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 1000000
D INF 0250554 1000000
D FR 0491270 0054239 1000000
NE 0051746 0203024 0050616 1 000000
As shown m table 6 none of the therefore, there is no multicollinearity
independent variables has the correlation problem All the independent variables
outside the range of08 and 08; can be employed faegression analysis
Model 2
D CNY 0001768 0017622DINT 0011398DINF +0058642DFR 0000437NE
0089199 2014842 1295603 2372610 0119295
R squared ©49618
F statistic 130305

ProbF statistic 0 000000

This study uses multiple regression with  affects DCNY Moreover, Rsquared is
ordinary least squared to analyze the 06496 showing that all the independent

data Referring to model 2as shown variables in this model help explain
above, Fstatistic is 15320305 with the p D CNY 6496 ,therest3®4 canbe
value of 000000 meaning that at least explained by other factorfurthermore,

one independent variable significantly the ProbF statistic of both Breusch
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PaganGodfrey test which is 08561 .
and BreusclGodfrey Serial Correlation Conclusions

LM test which is 02123 are greater The study of factors determining
than 005, indicating no problem of exchange rates between Thai baht and
heteroscedasticity and autocorrelation US dollar as well as Thai baht and
respectively Thus, the coefficients of the Chinese yuan under president Donald
statistically significant variables can be Trump$ administrationuses monthly
explainal asfollows time series data ofthe THB USD

A change irtheinterest rate differentials exchange ratethe THB CNY exchang

1 makes change ithe exchange rate rate, the interest rate differentigl the
between Thai Baht and Chinesaiah inflation rate differentiad, foreign
00176 THB in the ame direction with reserves, and net expogatheredfrom
the statistical significance at the level of ~ January 2017 to December 2020
010 Additionally, a change in foreign Accqrdlng to the |_mplem_entat|orof
reserves 1 billion dollar makes change in multiple regressiorwith ordinary Iea_lst
the exchange rate between Thai Baht and squared, .the summary of results
Chinese Yuan 0586 THB in the displayed in table 7

opposite directionwith the statistical

significance at the ie=l of 005

Table 7 Exhibits thestatistical significance of independent variables in determining the
exchange rate between Thai Baht &l8iDollaras well as the exchange rate between Thai
Baht andChinese Yuan

D INT INF D FR NE
D USD x X
D CNY X X

shows the statistical significance at the leved @b
shows the statistical significance at tegel of 005
x shows no statisticaignificance

From table 7not only a change inthe exchange rate between Thai Baht a5@
interest rate differentials but alsihe Dollar or a change in the exchange rate
inflation rate differentials significantly between Thai Baht andhinese Yuan

determinea change in the exchange rate

between Thai Baht and US Dollar i i

Additionally, both changein theinterest DISCUSSIOnﬁn.d

rate differentials andforeign reserves recommendatl()ns
significantly determinea change in the _ . o
exchange rate between Thai Baht and During theextremelytight policies on
Chinese YuanNonetheless, net exports ~ fade between USA and China under
have no effect on either change in the President Trum@$ administration,this

FBMS 187



Journal of Family Business and Management Studies

study finds a positive impact afchange

in the interest rate differentials on both
THB USD and THBCNY exchange
rates An increase decrease in the
interest rate differentials leads to an
increase decreasein the exchange rate
changeindicatingThai baht depreciation
appreciation This finding is consistent
with interest rate parity IRP and
supported bySuthar 2008, Liew etal
2009, Rattanapongpinyo2010, and
Sawatkamon2019 In addition there is

a positive impact ofthe inflation rate
differentials onthe THB USD exchange
rate, meaning that an increasiecrease

in inflation rate differentials brings an
increase decreasein the exchange rate
changeAs a result, Thai baht depreciates
appreciates against US dollar This
finding is consistat with relative
purchasing power parityrelative PPP
and Hsing 2016 Lastly, there is a
negative impact of change in foreign
reserves otheTHB CNY exchange rate,
meaning that an increasgecreasein a
change inforeign reserves causes a
decreaseincreasein the exchange rate
changeAs a result, Thai baht appreciates
depreciatesagainst Chinese yuaifhis
finding is consistent witlthe conept of
balance of paymentBOP, and goes
along with Suthar 2008,
Rattanapongpinyo 2010, Algoeri
2011, Khan 2013, Bouraoui and
Phisuthtiwatcharavong 2015, and
Sawatkamon2019

Basing on the statically significant
findings andassuming the continuous
implementation of trade war between
USA and China under the %6US
president, this study practically

recommends multinational corporations
in Thailand to pay attention tothe
difference in interest rates between
Thailand and USA asvell 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 usinderivatives such as
forward contractin orderto buy foreign
currency to cover their positionsat 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 s
expected to enhance, multinational
corporations with net exposed short
position should hedge against Thuiht
depreciatiorby using derivatives such as
forward contractin 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 Thailaed
expected multinational corporations
with net exposed longostion should
hedge against Thai baht@pciationby
using derivatives such adorward
contracsin orderto sellforeign currency

at a forward rate agreed upon today for a
specified exchange date in the future
After employing derivatives tohedge
against the volatility of Thai baht,
multinational corporations canot only
lower thér foreign exchange exposure
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but alsominimizethe uncertainty of their worldwide circumstances such as Covid
cash flovs to the acceptable level 19 pandemichigh oil price,high global
inflation, and Russian invasion of
Ukraine. The ihdings @n help related
participantsprotect againsbr reduce the
impact of the exchange rate fluctuation.

Furthermore, future research may
examine the determinants ofthe

exchange ratdetween Thai Baht and
some major currenciasder substantial
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Abstract

6PDOO DQG OHGLXP (QWHUSULVHYV 60(V SOD\ D YL
SMEs generated more than 14 million jobs and significantly contributed 42% c
FRXQWU\YV *'3 7KH 6HFXULWLHY DQG ([FKDQJH &F
would account for 60% of the GDP growth in 2021. However, the unexpected
pandemic has gravely wounded the world economy and caused a sudden business s
particularly the SMEs that failed to innovate or digitize their businesses. Accordi
CLVFRTV $VLD 3DFLILF 60% 'LJLWDO ODWXULW\
that digitalizing their companies will help them become more resilient and adapta
market change or future crises. Considering this fact and figure, the purposestdidly is
to contribute knowledge for an overall understanding of the antecedents and ef
Thailand SMEs business firm performance, and to investigate the impact of transfor
leadership, technological competence, and digital resiliency whicludien top three
technologies (Collaboration, CyberSecurity, and Cimahaged technology) on SMEs fir
performance. In particular, this study aims to identify how SMEs in Thailand can ove
critical challenges and accelerate success by using digifahdlegy to enhance the
business resilience and increase even a higher degree of business performance ant
A quantitative research method applied, Structure Equation Modelling (SEM), the st:
of data analysis were descriptive statistic atality and validity using CFA were adopted
this study. Total 588 respondents came from manager positioning and above. The
implication for SMEs management, transformation leadership, technological comp
combined with core digital techn@y that is extremely necessary and a priority to brin
to digitize the business, especially while we are in a crisis & pandemic globe condi
improve Thailand SMEs business firm performance
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Firm performance

Introduction

37KH LPSDFW RI WUDQVIRURDWER &, Q&P S+

technological competence, and digital
UHVLOLHQF\ RQ
performance during the
outbreak of COVID
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. Taare 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 prepadness, 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

pandemic

economic constraints, digital
transformation can help businesses
deaease costs, stimulate investment,

enhance employment, increase revenues,
and result in ongoing corporate success.
This will assist our SMEs to become more
resilient and futurgeady according to
The Nation News (March 2018), Dr.

7TKDLOD QS affl

Nuttapon NummanphatcharirBresident

and CEO of DEPA (The Digital Economy
Do CSepa

acknowled&es Thai SMEs' growing need

Mo tékéJA%Ivantage of new
opportunities in the region by leveraging

6LQFH  Wikitdl solutions. This is also in keeping

with the govemnment'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 adributed 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 anket
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 busss firm
performance, a firm who have between
50-499 employees especially when we are
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facing the Covidl9 situation, and to
investigate the impact of transformation
leadership, technological competence,
and digital resiliency which include three
technologes (Collaboration,
CyberSecurity, and Clouthanaged
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
performanceand digital resiliency which
included Collaboration, CyberSecurity,
and Cloudmanaged 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 challengesaind 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 COVIEL9 situation?

(2) Is there a meaningfufelationship
between transformational leadership,
technological competency, and digital
UHVLOLHQF\ LQ
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 99 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 enphasizes Hheir 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, 1988pr
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 irtellectual 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 dnBass, 1990):

7K DL O D degardigg (tﬁq_/ cufiepf p 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, prideand 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
creativeways.

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

Furthermore, regarding to The fortune
500 CEO postcovid thinking & trends

Business travel
may never return
to prepandemic
levels

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

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
requred 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 & 500 CEO postovid
thinking & trends.

Technological
transformation
should be
accelerated

Capital spendingwill
only increase in 2021
or beyond, challenged
in the short term

Figure 1 The fortune 500 CEO postovid thinking & trends

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

Technological Competencginternally, a
company's capacity to identify, utilizend
exploit important statef-threat

pioneer through new product
development, new production processes,
and one of the key factors of firm

technologies. This competence enables a performance and success (Ritter, 1998;
company/organization to become more IT Chakravarty, 2013) than organizations
resources, IT capabilities, and market with a low level of technological
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competence. We will concentrate on
technological partnership rtiees and
technical expertise in this
investigationTechnological competence,
particularly in hightech 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 capabilites from a

resourcebased 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

digital resiliency definitionas 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 fugu
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. Seond, 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
technolog 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 useideo
conferencing to help them create and
maintain  relationships within their
companies and with their own customers,

human resources, process, and technology nanks to this technology. Employees will

requirements. Collaboration is one of the
key techntogies call out to be the road to
the success of digital resiliency, especially
in the recent year of the COWVHDO
outbreak. Simitowith Cisco Systems Inc,
report shown that during this pandemic,
the explosive growth in
videoconferencing (Collaboration
tecology) 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

also have access to team workspaces
where they may share data securely and
collaborate with onanother.

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 Secuity Platform , work safely
from any location. Endo-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 atiag
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 frm home policies
are here to stay following Covid. They're
also seeking for cloutlased solutions that
are nimbler.

Leverage Technology knowledge and
information from Top 3 world largest tech
vendor (Cisco, Palo Alto Network, and
Fortinet) about how SecuyifTechnology
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 appliéans, 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 Networklechnology can help

SMEs to be more digital resilience for
now and future.

your vision through robust APIs, insights,
and apps.

Benefit for Cloud Managed and really fit
for SMEs business because E&Mhave
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; Hadjimaml
2000; Hyland and Beckett, 2004). For
many years, most firms' strategy plans
have prioritized digital transformation and

For every IT who, what, and wherg¢ H U H 1 ansformation leadership. The COVID

\RXU KRZ
is nothing more important than ensuring
your users, employees, and customers
have an exceptionalnetwork experience

2 whether they know it or not. Meet ever
changing IT demands with our cloud
network platform that easily adapts to

,Q WRGD\V GLJBWda ahB ddoriemid\Mifobiehts have

cleared the year 2012021, bringing to

light a new realiy: 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,
resourcebasedview, and
dynamic capability related to
this study

The resourcévased view (RBV) of the
firm is a starting point for investigating
firms' internal resources as sources of
competitive  advantages, such as
knowledge ad capabilities (Barney,
1991; Wernerfelt, 1984). The resource
based perspective considers only those
resources that are scarce, fon
substitutable, and difficult to replicate as
the foundation for longerm 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 thiRBV 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 resourcdéased
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 coordinateda
integrate activities within the firm in order
to best utilize and improve these resources
over time (Teece et al.,, 1997). The
knowledgebased view of the firm (Grant

and BadefFuller, 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 arreferred 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
learnirg 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). Organizatidriaarning

is not restricted to the firm's internal
operations but is frequently the
consequence ofthe assimilation and
integration of external knowledge (Cohen
and Levinthal, 1990).

As firms have a limited number of people
and their ability to hire andefvor 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, ongo@n organizational
rightsizing can stifle the inflow of new
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people, making the incumbent pool of
people a coreigidity (LeonardBarton,
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

adaptability and finally create a
sustainable  busiss 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 COVID19
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

LQWHUQDO DQG H[WHU Q D QndihtairP IHivgteerR Brdwtiwan @ sulnivy/
into new competencies that match their future crises. The hypothesis is developed
turbulent environment (Teece et al., 1997) after a reviev of the relevant literature.
with related to whoVWLF RI |LEbRdIWAg that, there will be a report on
management, technology competency that the empirical study, and the paper will end

digital technology is playing a very
important role especially helping firm to
create new innovation of products and
process in order to able improve

with a discussion. A report of the
empirical study follows this, and this
paper will conclude with a discussion of
the implication of the kefinding.

Figure 2 The literaturdramework
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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 bothdirect 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 teaiblogy). Regarding to a
group of relationship, this study thus
processes for the following hypothesis:

H1 Transformation leadership has
significantly positive related to Firm

H6 Technological competence has
VLIQLILFDQWO\ SRVLWLYH UHC

digital resiliency (Collaboration
technology)
H7 Technological competence has

significantly positve HODWHG WR )LUP

digital resiliency (CyberSecurity
technology)
H8 Technological competence has

VLIQLILFDQWO\ SRVLWLYH UHC
digital  resiliency  (CloueManaged
technology)

H9 Technological
significantly  positive
Transfomation leadership

has
to

competence
related

Resilience definition and measurement
were transformed and various examine
from more research. More referring to

performance _ _ people behavior, leadership,

H2 Transformation Ieadershlp has HPSRZHUPHOW RUJD L] DWLRQ
VLIQLILEDQWO\ SRVLWLY Haddiii) R&AECmNRustly UketeY to

digital resiliency (Collaboration  Resjlience  Thinkig:  Integrating

technology) Resilience, Adaptability, and

H3 Transformation leadership has

Transformability (Carl Folke, Steg&an
rl

VLIQLILFDQWO\ SRVLWLY Hy UghgD Wdker Wiktehl Sdn

digital resiliency
technology)
H4 Transformation leadership has

(CyberSecurity

Terry Chapin, Johan Rockstrom, Scott
and Law, 2006). The businesses showed
resilience in three different wargs:

VLIQLILFDQWO\ SRVLWLY KO BddgtdfonV Bndhhdi&tid

digital  resiliency
technology)

(Cloudmanaged

Companies with a high level of
technological competence will have
greater firm  performance than
companies with only a low level of
technological compete&e (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

Then we proposed the

hypothesis:

following

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 processe

for the following hypothesis:

H10 JLUPTV GLJLWDO

(CyberSecurity technology) has
significantly positive related to Firm
performance

UHVL

FBMS 199



Journal of Family Business and Management Studies

H11 J)LUPYV GLJLWDO UHVLHA2HQHe\ @&l@iensidp between
Managed technology) has significantly Technological competence to Firm
positive related to Firm performance SHUIRUPDQFH ZLOO PHGLDWH

H12 )LUPYV  GLJLWDO fgﬁﬁglléd‘?_sﬂeﬁ% (CyberSecurity
(Collaboration technology) has ay)

significantly positive related to Firm  H20 The relationship  between
performance Technological competence to Firm

HUIRUPDQFH ZLOO PHGLDWH
H13 )LUPYV cLILwDO  UHYW'REARSER
(CyberSecurity technology) has digital resﬂ’fggcy (Clouemanaged

significantly positive related  technology)
Collaboration technology Regarding to the positive impact of
H14 )LUPTV GLJlneyDCoud HV LgFlNglogical ~ competence  and

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

Managed technology) has significantly
positive related to CyberSecurity
technology

Digital resiliency also possible to H21 The relationship  between
mediate between Technological and Transformation leadership to Firm
firm performance as well. Regarding to performance  will ~moderate by
a group of relationship, this study thus Technological competence
processesadr the following hypothesis:

H15 The relationship  between Conceptual Framework
Transformation leadership to Firm

SHUIRUPDQFH ZLOO PHG BB OB \he pagkogaynd literature
digital resiliency (Collaboration review and disCcussed above come out

technolo with a research model and hypothesis
9) ) ] (Figure 8). The study proposed that

H16 The relationship  between transformation leadership, and digital

Transformation leadership to Firm resjliency has an indirectffect on a

performance will med DWH E\ )LUP@GWqV SHUIRUPDQFH o) D
digital  resiliency  (CyberSecurity  transformation leadership also has a
technology) GLUHFW HIIHFW RQ D ILUPTV

H17 The relationship  between through the mediating effect of digital
Transformation leadership to Firm UHVLOLHQF\ $QG ILUPTV WH

SHUIRUPDQFH ZLOO P HG ConRatenge wilh be jpflggpced by more

digital  resiliency  (Clouemanaged  Positive  relationship  between
technology) transformation leadership and digital

_ ) UHVLOLHQFH WKH VWURQJ
H18 The relationship  between technological competence will be a
Technological competence to Firm stron?er relationship, all conceptual

SHUIRUPDQFH ZLOO PHG kbhéwbrkahd BypbtRebi¥ on the Figure
digital resiliency (Collaboration 3

technology)
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Figure 3 The conceptual framework and hypothesis

Hypothesis testing on the role of the overall impact of each variable that
mediator (H15H20) and moderator role could be beneficial to SKEs firm
(H21) will be adding into this study in performance.

order to provide a better understanding of

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 ;mgirﬁgr’it-ation of data and generalized

and data CO”eCtIOH The purpose of this study was to
contribute knowledge for an overall

undestanding of the antecedents and
effect of Thailand SMEs business firm

The positivist philosophical assumption is
reflected in the quantitative design.
Answering questions and hypotheses _
through surveys and experiments requires Performance, a firm who have between
examining the relationship between and ©0-499 employees especially when we are

among variables. This method establishes facing the Coviell9 situation, and to
criteria for evaluing a theory. The  Investigate the impact of transformation

validity and reliability of instrument  leadership, technological comfence,
scores will be investigated in this study, and digital resiliency which include three

which will lead to a meaningful technologies (Collaboration,
CyberSecurity, and Cloushanaged
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technology) on SMEs firm performance in
Thailand. The further objective is to

examine the relationship between
transformation leadership and rifi
performance, technological and firm

performance, and digital resiliency which
included Collaboration, CyberSecurity,
and Cloudmanaged technology, and its
effects on the success of overall firm
performance. The survey method where
primary data was cadcted 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 relationshipstvieeen
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

4. Respondents should hold a minimum
of Manager title and above

To identify the arget 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 strictured 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 respnses.

Researchresult andkey
findings

This part of this study contains data
analysis and key findingsthe analysis
included: demographics of respondents,
rHOLDELOLW\ WHVWLQJ E\
Alpha, descriptive satistics, SEM
outcomes, an#lypothesis testing.

Demographics ofrespondents

UHVSRQGHQWVY FULWHU L Dhe Rrogley ef gespondents and firms

1. Company name should Hegistered
andoperated under the ThailaMinistry

of Commerce

2. Company must have the size of
employees between 509 employees

3. Respondents should be employees of
Thailand company

will be examined in this area as part of
the results. Gender, age, education, and
work positioning are examples of
personal information. For this gty
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 5099
employeesrefer to Table 1.
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Table 1Respondent Profile with Demographic Information

Demographic Features Frequency Percent (%)
Gender
Male 275 46.8
Female 313 53.2
Age
Below 30 Years 60 10.2
30 £39 Years 245 41.7
40 +49 Years 203 345
50 +59 Years 80 13.6
60 or above -
Education
%HORZ %DFKHORUTV '"HJUHI 20 3.4
%DFKHORUYV GHJUHH 287 48.8
ODVWHUYV '"HJUHH 257 43.7
Ph.D. or DBA 24 4.1
Position/Job Title
Manager with Team 197 33.5
Manager without Team 330 56.1
Managing Director 56 9.5
CEOs 5 0.9
Number of Employees
50-59 Employees 182 31
100-199 Employees 76 12.9
200-299 Employees 84 14.3
300-399 Employees 31 5.3
400-499 Employees 215 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 loadingwas
tolerated at a value 0.50 and above. The
CFA is solved using Structural Equation
Modeling (SEM). Structural Equatio
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  leadergh,  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: CloueManaged 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 ghi
analysis result, we will only consider
from the highest score TC*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 =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
Cronbah'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) isa 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 & SR, 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
usedin 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, with measures a
construct, can be evaluated with two
kinds of measures, namely internal
FRQVLVWHQF\ DQG &URQEDF
(Ghozali 2014). The loading value,
Cronbach alpha, and composite
reliability (All values indicated that all
constructs met the testsrfealidity and
reliability) are demonstrated in Table 2.

The reliability test, show that every

construct met the level of acceptance,
7TUDQVIRUPDWLRQ OHDGHUVKL:
Alpha at 0.63, and Composite reliability

(CR) at 0.65. For Digitaresiliency
(Collaboration Technology),
&URQEDFK{V $OSKD DW
Composite reliability (CR) at 0.80. For

Digital  resiliency  (CyberSecurity
THFKQRORJ\ &URQEDFKT{V $0S
and Composite reliability (CR) at 0.82.

For Digital resiliency (CloudManaged
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THFKQRORJ\ &URQEDFK { ComppSite¢ Del@bility (CR) 0.76. And

and Composite reliability (CR) at 0.77. IRU )LUP SHUIRUPDQFH & UF
For Technological competence, Alphaat 0.72, and Composite reliability
&URQEDFKfV $0OSKD DWECR)at0.75.0Q6G

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

Variable Indicators Loading/ &URQED Composite
Weight Alpha Reliability
(CR)
TL (Transformation TL2 0.59 0.63 0.65
Leadership) TL3 0.70
TL4 0.80
DR (Digital Resiliency) DR1 0.73 0.79 0.80
Collaboration Technology DR2 0.67
DR3 0.75
DR (Digital Resiliency) DR6 0.68 0.86 0.82
CyberSecurity DR7 0.69
Technology DR8 0.74
DR (Digital Resiliency) DR9 0.62 0.76 0.77
Cloud Managed- DR10 0.54
Technology
TC TC1 0.58 0.76 0.76
(Technological TC2 0.68
Competence) TC3 0.67
FP FP 1 0.55 0.72 0.75
(Firm Performance) FP3 0.73
FP4 0.71

Remark: 5 HOLDELOLW\ WHVWLQJ E\ &URQEDFKTV $OSKD LV DLPHG |

The following interpretation criteria were  described using means, standard
used to evaluate the level of agreement for deviations, and degree of agreement.
each of the scales. The points on the The descriptive statistical analysesre
original scales were used to create this performed using software and analytic
guideline tools.

.. .. For transformational leadership, digital
Descriptive statistic resiliency, technological competence,

In this part, the company's competency and firm performance. The level of
in terms of transformational leadership, agreement for each was assessed by the
digital  resiliency,  technological ~ Scales of 17 as shown in figuré.
competence, and firm performance is
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Figure 7 Scale for the level of agreement

Refer to Seven Likert Scale criteria
building performance ranking

1 — —

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

Extremely Poor

Excellence

Figure 8 Scale for perceived firm performance

Refer tothe Seven Likert Scale crit&

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

aspects. The means of these items
UDQJHG IURP O 6" 37K
Management instills pride in me for

beiQJ DVVRFLDWHG ZLWK KLP
0 6" 37KH ODQDJHPHQV
talks about his/her most important
YDOXHV"™ 7KLV LQGLFDWHV WK
WKH UHVSRQGHQWYfV OHYHO
ZLWK W K H RUJDQL]DW
transformational leadership is

RUJDQL]DWLRQTV 7UDQVIRYE ® YO\REAEA¥ the DIE O H

leadership from 1 (strongly disagree) to
7 (strongly agree) in seven different

result of the descriptive analysis.
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Table 3Transformation leadership

Statement Mean Stangrd Level of
Deviation  Agreement

The Management instills pride in me for being 5.77 0.630 Very agree
associated with him/her

TheManagement goes beyond silferest for the 6.14 0.669  Strongly agree
good of the group

The Management acts in ways that build my resg 6.26 0.677  Strongly agree
The Management displays a sense of power and 6.37 0.640  Strongly agree
confidence

TheManagement talks about his/her most 6.48 0.619  Strongly agree
important values
Digital resiliency 6 $5HPRWH DQG WUDY|

~ employees securely access the network
Respondents were asked to rate their 7Kk . OH WKH\ DUH DZD\ IURP W
RUJDQL]DWLRQV "LJILW D OrlHYobhfahdgdu' tddhRoldgy items
(strongly disagree) to 7 (strongly agree)  ranged from M=6.05 (SD=0.691)
in seven different aspects. The means s<RXU FXUUH QW FORXG VROXYV
of Collaboration technology items Conagglete YLVLELOLW\ DQG PDQDJ

UDQJHG IURP O 6' wk @O 6" 3<RXU FXUUH
workers have the same expere and T infrastructure is on subscription with
SURGXFWLYLW\ DV ZRUNL Qdsdn@bldV Kafid R sdrt Huith  less
WR 0 6 *(PSOR\EHM HQW LQYHVWPHQW’ 7KLYV

easily participate in team meetings WKDW LQ JHQHUDO WKH UHVS
ZKLOH ZRUNLQJ IURP KRPH | RY ¥iPHOW ZLWKsWKH RU.
security technology items ranged from 'LJLWDO UHVLOLHQF\ LV 3VWU

o 6 *&\EHUWKUH P 4EHRows the full result of the
identified, detected, and blockdefore descriptive analysis.
0

WKH\ GDPDJH WKH EXVLQHVV
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Table 4 Digital Resiliency

Statement (Collaboration) Mean Star_1d:_;1rd Level of
Deviation Agreement

Employees easily participate in teameetings 6.39 0.792 Strongly agree
while working from home
Remote employees using video to help them 6.23 0.777 Strongly agree
build and maintain relationships with customer
Employees access team workspaces to share  6.36 0.704 Strongly agree
securely andollaborate with each other
All workers have the same experience and 6.19 0.762 Strongly agree
productivity as working in the office
Web meetings is protected with etadend 6.18 0.798 Strongly agree

encryption that keeps sensitive information saf

Statement (CyberSecurity)

Video conferencing, calling, and team 6.16 0.801 Strongly agree
collaboration tools reliable and able to support

compliance requirements

Cyberthreats be identified, detected, and bloct  6.10 0.785 Strongly agree
before theydamage the business
Remote and traveling employees securely acc  6.30 0.692 Strongly agree

the network while they are away from the offic
Statement (CloudManaged)

All user identities easily be verified and 6.17 0.758 Strongly agree
authenticated for business applications

Your current cloud solution provides complete  6.05 0.691 Strongly agree
visibility and management

Your current IT infrastructure is on subscriptior  6.26 0.729 Strongly agree

with reasonable and start witss

payment/investment

Your current IT infrastructure simplify 6.19 0.762 Strongly agree
deployment and management and scalable ee

Technologycompetence resuWV RlI WKLV GHYHORSPHQW
0 6' 32XU SURGXFWLF

Respondents were asked to rate their rocesses are highly complex with high

RUJDQL]DWLRQTV 7H%\}<+Q:R<%Fi?3d~ POLQYROYHG 7KL\

competence from 1 (strongly disagree)  that in general, the respondent level of
to 7 (strongly agree) in seven different DIJUHHPHQW ZLWK WKH RUJI
aspects. The means of items ranged 7HFKQRORJLFDO FRPSHWHOQFF

IURP O 6" SHFEDXYJUKH 7DEOH VKRZV WKH X
are the only firm which can use the  the descriptive analysis.
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Table 5Technologicakompetence

S Standard Level of
tatement Mean -
Deviation Agreement
Because we are the only firm with whom such  5.65 0.697 Very agree
products and processes cardegeloped.
Because we are the only firm which can usett  5.64 0.674 Very agree
results of this development project.
Because we have the excellent technological 5.83 0.761 Very agree
know-how.
Because we are known feuccessful 5.86 0.827 Very agree
innovations
We are very satisfied with the exclusivenessa  5.97 0.835 Very agree
our technological knovihow.
Our production processes are highly complex 6.01 0.781 Strongly agree
with high technology involved
Considerable user knehow is required to use 5.95 0.746 Very agree
our products.
Firm performance *URZWK RI 6DOH” WR 0 6'

. 3)LUPY3URILWDELOLW\" 7KLV I
Respondents were asked to rate their wkpw LQ JHQHUDO WKH UHVSF
RUJDQL]DWLRQYV  3HUFBLUYHAPHQWYPLWK WKH RUJDQL
Performance from 1 (strongly disagree) SHUIRUPDQFH LV 3VWURQJO\ D

to 7 (strongly agree) in seven different g shows the full result of the descriptive
aspects. The means of items ranged analx/sis.

IURP O 6' S)LUPY

Table 6 Perceivedirm performance

Statement Mean Star)dgrd Level of
Deviation Agreement
JLUPYV *URZWK RI 6DOF 6.11 0.667 Strongly agree
JLUPTV 3URILWDELOLW)\ 6.38 0.540 Strongly agree
JLUPYV 3URGXFWYV 6HL 6.22 0.747 Strongly agree
JLUPTV 3URFHVV ,QQRY 6.14 0.787 Strongly agree
Model fit test ofconstruct These indices was categorizedtd

, ] three categories:
The confirmatory factor analysis

requires the model fit test before Category 1. Absolute fit index Chi-
evaluating the structural model's causal Square Ralue > 0.05. (Hair et al., 2006),
path. Referring of chapter 3, To reach RMSEA<0.08(Hair et al., 2006), RMR<
the degree of acceptability for model 0-08 (Hair et al., 2006), GFI> 0.90 (Hair
fit, several fit indices are required. €tal, 2006)
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Category2. Incremental fit index: CFI>

0.90 (Marsh, Hau, & Wen, 2004),
TLI/NFI > 0.90 (Bentler and Bonnet,
1980)

Category3. Parsimonious fit index Chi-
Square/df < 3.0 (Kline, 1998)

For this study, we will leveragehe
Incremental fit index as a reference to
the level of acceptance of CFI> 0.90,
and TLI/NFI > Q90 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 according
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 Diffeence Test:

First validity test result from
combines 3 technologyCollaboration,
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 2validity test for DR (Digital

resiliency) and

required.

was implemeat

Second validity testresult by separate 3
technology: DR(Digital Resiliency) to 3
technology, include  Collaboration
Technology, CyberSecurity Technology
and CloudManaged Technology. All the
result was present inelow 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 follavs: 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 modekfit 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 acdirgly.

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
analysis.

Modelling (SEM) path

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
elemens 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 aceately
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}hat 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 7Goodness 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 Technologr  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 modé 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 ofit 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
constructmodel fit test. For this study,
we will leverage the Incremental fit
index as a reference to the level of
acceptance of CFI> 0.98arsh, Hau, &
Wen, 2004), and TLI/NFI > 0.90
(Bentler and Bonnet, 1980pr testing
individual constructs and the overall
model fit. The Comparative Fit Index
(CFl) (adapted from the Normed Fit
Index (NFI)) (Bentler & Bonett,

If CFIl is more than , the model
matches the empirical data. If CFl is
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between , the model is
reasonably compatible with empirical
evidence (Diamantopoulos et al., ;
Kaplan, If CFl is more than |,
the model is reasonably compatible with
actual data (Damantopoulos et al.,

; Kaplan, ; Schumacker &
Lomax, . Table8 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 accordilyg This

indicates that the model accurately

Table 8 Goodness of fit of the model

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 indicatcs.

And for other goodness fit index
measurement result as follows:Malue
(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 iBtructural Equation
Modelling (SEM) path analysis for next
process step of analysis.

ITEMS P-Value CMIN/DF RMSEA RMA  GFlI CFI TLI NFI
Overall 0.72 2.415 0.055 0.360 0.772 0.992 0.914 0.902
Model Fit

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 Zime validity testing result

between combine DR  (Digital
Resiliency) 3 technology together
(Including Collaboration technology,

CyberSecurity technology and Cloud
Managed technology together 10 items),
refer tovalidity test resulof 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 pesent in Table
0.

From this 2time validity testing, we can
get the better result fromseparate
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process step of DR (Digital resiliency). (Average Variance Extracted) value
The overall structural model was found from both transformation leadership and
to be statistically valid and reliable. resiliency is much more improve to the
Composite Reliabity (CR) and AVE level of acceptance.

Table 9 Secondvalidity and Reliability Test (CR & AVE Value)Separate DR

Variable Cronbach's CR  AVE Firm Collab TL TC Cyber  Cloud-
Alpha Performance Security  Managed

I(DFeF;go'?;rgnce 0.716 0.755 0.534 0.731

-?eogﬁgg{s;l;n 0.856 0.800 0.572 0.122 0.756

(TL)

T if ti

L;ZI’(;Z:JSI”T.IT;;IOH 0.623 0.646 0.390 0.206 0.232 0.624

(TC)

Technological 0.720 0.756 0.519 0.273 0.356 0.343 0.721

Competence

%’?ﬁ;jgg;my 0.856 0817 0598  0.269 0.677 0262 0344 0.773

Cloud-

Managed 0.763 0.769 0.626 0.317 0.631 0.576 0.457 0.770 0.791

Technology

From Separate DR validity test, we 060 - 0.70 (Ghozali, 2014) s
IRXQG WKDW &URQEDFK fvceptadl8&. K DVitH WhisPstudy we can
Transformation leadership is still below leverage, all indices show that the model
0.7, Convergent Validity: the AVE for fit, satisfactory, and all elements may be
Digital resiliency is improve and above employed in Structural Equation
0.5 for all 3 technology, CR and Modelling (SEM) final path analysis as
&URQEDFKTV $0OSKD EHWpgréseninHe Bowiigfigure.
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Table 10 Summary of coefficients within the model

Factor

Technological Competence
Transformation Leadership
Technological Competence
Transformation Leadership
Technological Competence
Cloud-Managed Technology
Transformation Leadership
Technological Competence
CyberSecurity Technology

Transformation Leadership
Cloud-Managed Technology
Cloud-Managed Technology
CyberSecurity Technology
CyberSecurity Technology
CyberSecurity Technology
Collaboration Technology
Collaboration Technology

Collaboration Technology

Collaboration Technology
CyberSecurity Technology
Cloud-Managed Technology
Technological Competence
TransformatiorLeadership

e T B N O e B B I B B I B

Firm Performance
Firm Performance
Firm Performance
Firm Performance
Firm Performance

Coefficient  P-Value
.232 ok
.903 ok
.383 ok
-.598 ok
172 .033

1.043 ok
.218 .062
.150 .053
.600 *kk
-.071 .016
.075 .069
.090 116
.106 .005
.030 .676

* P Value <0.05

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 leadershipto Firm
performance and Technological
competence to Firm performance and the
testing result has showm following
table below included theesult of testing
moderator role by Technological
competence, between relationship of
Transformation leadership andFirm
performance.

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

** P Value <0.01 ***P Value <0.001

which an effect happens. They define the
how or why of a (usually well
established) link between two other
variables. An indirect effd 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 isn important and
flexible and statistally powerful
approach for this study.

Digital resiliency (ncluding
Collaboration,  CyberSecuirty, and
Cloudmanaged technology) playing as
the mediator role between
transformation leadership to Firm
performance
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Table 11 Digital resiliency asnediator role between Transformation leadership to Firm

Performance
Direct Effect  Direct Effect Indirect
. w/o mediate  with mediate Effect on
Variable on Firm on Eirm Firm LCI UCI Outcome
Performance Performance Performance
Digital resiliency 0.103* 0.077 0.026 0.007 0.048 Full mediate
(Collaboration
technology)
Digital resiliency 0.103** 0.040 0.063 0.033 0.096 Full mediate
(CynerSecurity
technology)
Digital resiliency 0.103** -0.016 0.119 0.081 0.159 Full mediate

(Cloud-managed
technology)

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

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
31RW S$FFHSWHG’
hypothesis test. Then we continue doing
more analysis with the mediate test, the
result by eah 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, LCIl, 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

*** P-Value <0.001

business to customer, supplier, and

partner with his can lead to firm
performance improvement for both
financial (revenue growth &

profitability) and norfinancial (product/
process innovation).

R X W E R FAigita) | gepiliengyyk (CyberSecurity

technology) testthe result of this testing
with all the valid value of Dect 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
transfornation  leadership  without
mediator will not make any impact to
firm performance, the mediate test result

VKRZ 3)XOO PHGLDWH" WKLV Wt

help digitize SMEs firm performance by
leverage  CyberSecurity technology
platform for protect firm from cyber

WHVW UHVX®W PWIGR D W HX Ocrie Ln¥alware attack, and improve

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,

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 norfinancial (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
andsafe.

Digital resiliency (Cloud-managed
technology) testthe 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
Peformance, LCI, UCI and Outcome:
0.103*,-0.016, 0.1190.081, 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

WHVW UHVXOW G/lKIRVZHQ’))V‘q)g_f(yrﬁ,]

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 wit 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 froworking
outside while we are in the pandemic

situation. This can lead to firm
performance improvement for both
financial (revenue growth &

profitability) and norfinancial (product/
process innovation). The additional
benefit for SMEs firm with Cloud
maraged technology can save a lot of IT
workforce, pay as you grow, will
definitel lead to better firm
ce, and efficiency.

Table 12 Digital resilience asnediator role between Technological competence to Firm

Performance
Direct Effect  Direct Effect Indirect
Variable w/o mgdiate with mgdiate Effgct on LCI ucl Outcome
on Firm on Firm Firm
Performance Performance Performance
Digital resiliency 0.339%** 0.334*** 0.005 -0.030 0.364 Partial
(Collaboration
technology)
Digital resiliency 0.339%** 0.260*** 0.079 0.046 0.115 Partial
(CynerSecurity
technology)
Digital resiliency 0.339*** 0.268*** 0.071 0.038 0.106  Partial

(Cloudmanaged
technology)

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

Leveraging the SEM outcome and
Figure 10 Final path model with

** P-Value <0.001

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

DQG 33$FFHSWHG ~ R YaNdirRande | ichRr&vement

the hypothesis testVe 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,

ucCl and Outcome: 0.339%**
0.334**  0.005, -0.030, 0.364, and
Partial mediate. ¢ for both financial

(revenue growth & profitability) andon
financial (product/ process innovation).

Digital  resiliency  (CyberSecurity
technology) testthe 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,
Indired 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
perfamance, the mediate test result show
s3DUWLDO PHGLDWH’
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 cybecrime, malware
attack, and improve internal and external

security for every process from woinkj
outside while we are in the pandemic
situation. This can lead to firm
for both
financial (revenue growth & profitability)
and norfinancial (product/ process
innovation). Additional benefit for firm
with CyberSecurity technologgan 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) testthe 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 Outce: 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 investnent,
productivities, and smarter process while
you are working outside of the physical
office and external security for every
process from working outside while we
art]e_,l_r?[y‘tgI and ‘gﬁl tlon This can
lead to performance improvement for
both finaneal (revenue growth &
profitability) and norfinancial (product/
process innovation. The additional benefit
for SMEs firm with Cloudmanaged
technology can save a lot of IT workforce,
and also build up a good capability IT
champion on the office, pay aswygrow,
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
conditionsan effect occurs rather than
proving a causal link between these
other factors. The character of a

Table 13 Technological Competence as moderator role between Transformation

leadership to FirnfPerformance

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

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

Variable
w/o Moderator

Coefficient & P-Value

Coefficient & P-Value Outcome

with Moderator

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
RegressionCoefficients

Independent Variable Transformation leadership -0.009
Moderator Technological competence 0.301
Dependent Variable Firm Performance -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, dn
S1RW $FFHSWHG”
hypothesis test. Then we continue doing
more analysis with the moderator test,
the result of Technological competence

Moderator, and Coefficient & -Nalue
with Moderator are-0.009, and-0.068.
And we less different from the lower
linear equation (Y=1.3546X.0608) and
the higher linear equation
(Y=1.2074X+2.2178). In conclusion,
technological competence do not adding

R XW F R PaHy pbwér Bn thié Ketationship theen

transformation leadership to firm
performance, leadership with or without
technological competence is not make

DV D PRGHUDWRU LV 31R WarlySi&aoge loiDiapgad to Tialkhd SMEs

value of Coefficient & PValue w/o

firm performance in this study.

Figure 10Final path model with standardizedefficients
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Hypothesis testing

The statistical with  significant
coefficients vary from -0.598
(Transformation leadership to
cybersecurity technology) to 1.043
(cloudmanaged technology to

cybersecurity technology). The

important pathways include
technological competence to
transformation leadership,

transformation leadership to cloud
managed technology, technological
competence to clouthanaged

technology, technological competence
to cybersecurity technology,
cybersecurity technology to
collaboration technology, collaboration
technology to firm performance, and
technological competence to firm
performance.

The nonsignificant paths are from

transformation leadership to
collaboration technology,

technological competence to
collaboration tehnology,

cybersecurity to collaboration
technology, cybersecurity technology
to firm performance, cloughanaged

technology to firm performance, and
transformation leadership to firm
performance.

There are 21 hypotheses in this
research of which the redsl are

summarized irbelow tableH1-H4, are

about testing the relationship between
transformation leadership to firm
SHUIRUPDQFH DQG
resiliency (with 3 technologies
separately) on collaboration
technology, cybersecurity technology,
and clow-managed technology. For
both H3 (Transformation leadership
has significantly positive related to

JLUPYV GLJLWDO
(CyberSecurity technology) and H4
(Transformation leadership has
VLIQLILFDQWO\ SRVLWLYH UHC
digital resiliency (Clouemanaged
technology) are accepted. HHD are

about testing the relationship between
technological competence to firm
SHUIRUPDQFH DQG ILUPTV
resiliency (with 3 technologies
separately). The accepted hypothesis

areH5 (Technological competence has
significantly positive related to Firm
performance), H7 [Technological
competence has significantly positive
UHODWHG WR )LUPTV GLJIJLWI
(CyberSecurity  technology)], HS8
[Technological competence has
VLIQLILFDQWO\ SRVLWLYH UHC
digital resiliency (CloudManaged
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 andcloudmanage to

UHVL

firm performance, and between
technology itself. The accepted
K\SRWKHVLY DUH + >)LUPTV

resiliency (Collaboration technology)
has significantly positive related to
JLUP SHUIRUPDQFH@ +
resiliency (CyberSecurity tdnology)
has significantly positive related
Collaboration technology], and H14
>)LUPTV GLJLWDO UHVLOLHQ
Managed technology) has significantly

>)LUP

ILU I?)Eﬁ[s\i{ive GdirbdV 1O CyberSecurity

technology]. For this study we also
testing mediator role (H120), ard

moderator role (H21). The accepted
hypothesis are all of them, H15[The
relationship between Transformation
leadership to Firm performance will
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PHGLDWH E\
(Collaboration technology)], H16[The
relationship between Transformation
leadership to Firm performance will
PHGLDWH E\
(CyberSecurity technology)], H17[The
relationship between Transformation
leadership to Firm performance will
PHGLDWH E\

JLUPTV GLIJLWOROVHIEVYWXLW®EH\ RXWFRPH

311
are H1 (Transformation leadship to

Firm performance), H2
[Transformation leadership has

JLUPTV GLJLWDI@Q LUHAMDLQWIKQ F\RVLWLYH UHC

digital  resiliency  (Collaboration
technology)], H6[Technological
competence has significantly positive

JLUPTV GLIJLUBDODWHWGLOVLRIQRAR\UPYTYV GLILWI

(Cloud-managed technology)], (Collaboratin technology)],

H18[The elationship between + >)LUPYV GLJLWDO UHV
Technological competence to Firm (CyberSecurity technology) has
SHUIRUPDQFH ZLOO PHGL$gMfitanBy phkilive felated to Firm

digital resiliency (Collaboration SHUIRUPDQFH@ + >)LUPTV
technology)], H19[The relationship resiliency (CloudManaged

between Technological competence to
Firm performance will mediate by
JLUPTV GLJLWDO
(CyberSecurity  technology)] and
H20[The relationship between
Technological competence to Firm

SHUIRUPDQFH ZLOO PHGLDWH E\

digital resiliency
technology)].

(Cloudmanaged

technology) has significantly positive
related to Firm performance], and H21
UTHe&/ L O Lrela@iéniship between
Transformation leadership to Firm
performance will moderate by
Technological competence]
JLUPYV
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Table 15 Hypothesigesting andutcome

Hypothesis Statement Outcome

H1 Transformation leadership has significarghsitive related Not Accepted
to Firm performance

H2 Transformation leadership has significantly positive relate Not Accepted
WR )LUPTV GLJLWDO UHVLOLHQF\

H3 Transformation leadership has significantly positive relate Accepted
to)LUPTV GLJLWDO UHVLOLHQF\ &\l

H4 Transformation leadership has significantly positive relate Accepted
WR )LUPTV GLJLW D-anhbed teChnbldgy) \

H5 Technological competence has significantly positive rélate Accepted
to Firm performance

H6 Technological competence has significantly positive relate Not Accepted
WR )LUPTV GLJLWDO UHVLOLHQF\

H7 Technological competence has significantly positive relate Accepted
W R )L U P Trésilizhcy (@Y Security technology)

H8 Technological competence has significantly positive relate Accepted
WR )LUPTV GLJLW D-Glanhbed te@hnsldgy \

H9 Technological competence has significantly positive relate Accepted
to Transformatia leadership

H10 JLUPTV GLJLWDO UHVLOLHQF\ &\E} Not Accepted
significantly positive related to Firm performance

H11 JLUPTV GLJLWDO WMEnddge0 teth@ology)&&3 R Not Accepted
significantly positive related to Firperformance

H12 JLUPTV GLJLWDO UHVLOLHQF\ &RO Accepted
significantly positive related to Firm performance

H13 JLUPTV GLJLWDO UHYV LtéchidiQdy) ha& \E Accepted
significantly positive related Collaboration technology

H14 JLUPYV GLJLWDO Wendde@ teeh@ology)ha3 R Accepted
significantly positive related to CyberSecurity technology

H15 The relationship between Transformatleadership to Firm Accepted
performance wilmediate E\ )LUPYV GLJLWDO (Full Mediate)
(Collaboration technology)

H16 The relationship between Transformation leadership to Fi Accepted
performance wilmediate E\ )LUPYV GLJLWDO (Full Mediate)
(CyberSecurity technology)

H17 The relationship between Transformation leadership to Fi Accepted
performance wilimediateby )LUP YV GLJLWDO L (Full Mediate)
(Cloud-managed technology)

H18 The relationship between Technological competence to F Accepted
performance willmediate E\ )LUPYV GLJLWDO (Partial Mediate)
(Collaboration technology)

H19 The relationship between Technological competence to F Accepted
performance willmediate E\ )LUP{V GLJLWDO (Partial Mediate)
(CyberSecurity technology)

H20 The relationship between Technological competence to F Accepted
performance wilmediateb\ )LUPYV GLJLWDO | (Partial Mediate)
(Cloud-managed technology)

H21 The relationship between Transformation leadership to Fi Not Applicable

performance willmoderate by Technological competence
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Conclusion and
discussion

Theobijective 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 aedhance
their success by embracing digital
technology to improve their operations
and boost the degree of sustainability in
their businesses.

The study was created and testd 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
ResourceBased View, and Dynamic
Capability related to this study. The
resourcebased view (RBV) othe 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 resourcéased viewpint, 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 activitiestin
the firm in order to best utlize and
improve these resources over time (Teece
et al., 1997). The knowledgmsed view
of the firm (Grant and BadeRuller,
1995; Conner and Prahalad, 1996)
emphasizes the firm's ability to integrate
external sources foexplicit and tacit
knowledge, which is consistent with the

evolutionary perspective of building and
extending firm capabilities.

The result of this lows 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 performancand
the same result after adding technological
competence sa 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
findingsinformation. SMEs can leverage
this information todigitize and building

up their own business strateghnd this
study also benefits ttocal government
and SMEs associations who provide
support & drive SMEs business in
Thailand. Finally, this study able to
develp 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. Thisesearch

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 waconstructed 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
enterprse 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 lal
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. Cybecrime is the fastest
grow up with a big total business
opportunity for them to &ck
commercial and SMEs business
segment more than ever since last 2
years. Clouemanaged 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 fas recover
from the COVID19 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
competenceto 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. &h
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 factos 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
UHVLOLHQF\ LQ 7KDLODQG
performance, and is there a major
influence on Thailand SMEs company
performance with a €ference in digital
resiliency  between  collaboration,
cybersecurity, and clouthanaged
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 seHdministered
survey completed by respondents. This
study made use of neprobability
sampling.

Total effect analysis reveals the
importance and prioty 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 ane th
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 cses 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
transbrmation  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 dr increasing

7KDLODQG 60(VY EXVLQHVYFSH FrUYD

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 leadeshi
and bringing in the right technology to
HQKDQFH WKH ILUPTV
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 tdigitize 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 aspmpany.

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 undganding 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 improvementspgroduct
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
= |ﬁlnaat:i firm
performance, = includig revenue and
growth. To be different and build up more
valueadded to the firm, SMEs should
consider building technology capability,
in the new digital economy we are not
able to ignore technology for enhancing
engagement withinternal employees,
customers, suppliers, or business partners.
SMEs invest comparably little in
technology. For example, in hospitality
POs®Estes O.e.WReson/Bagtigue Hotels
the company should invest in the website,
and social media channels, and join
mobile application platforms to explore

PRUH EXVLQHVV RSSRUWXQLW!

customers can be anywhere in this world
and ecommerce 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 brderless
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 moe 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  withn  the  SME's
organization in order to develop a leng
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 themedia 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 & postcovid
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, andirm 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 Leadship, 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 sfle 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 30
499 employees without specidity 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 indiesri.e.,
hospitality, healthcare, manufacturing,
retail business, oreommerce. 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 5689 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 bigges 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

financial i.e., revenue, growth, product,
and process innovation. In addition, we
RQO\ DVN IRU WKH ODVW
normal market situation from the impact

\HDU

closer, we should get more accurate key
findings, and recommendations.

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 measuremés and adding longer
year of perceived performance.

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

Although the market for luxury products show signs of slowdown, demand for
products is high in Asia, particularly in Thailand. Despite the high demand for It
products in Thailand, no research has ever been conducted to understand the p
value of Thaisgenerationally and culturallyThe study aims to identify the perceiv:
values of four Thai generations, namely, Baby Boomers, Generation X, Genera
and Generation C. These values are then compared with those consumers i
countries. Qualitative and quantitative research were employed for data collectio
former was used to collect the general perceived values of luxury products, and tr
was adopted to know the significance of the values of the four generations. Fil
illustrate generational and cultural differences of the value.

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

i products is expected to decline due to the
Introduction expand RQ RI &KLQDYV HFRQRP\

The global fashion market is (;NOI’th 3 second largest worldwide) was at its
trillion USD and accounts for 2% of the slowest pace since the early 1990 (da

global GDP (F_ash?on Uni_ted, _n)d Costa, 2019).

However the fashion industry is facing an

ongoing turbulent global economyhe Despite the unpromising future of luxury
spending on luxury products in several products, spending on luxury products in
European countries is slowing down in the Southeast Asia is expected to increase by
face of the turmoil caused by Brexit and approximately 10% in 2019 (Arnett,
yellow-vest protests in France (Arnett, 2019). Among the Southeast Asian
2019). The spending of Chinese on luxury countries,Thailand is the largest market
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for luxury productgRoberts, 2015)The
total expenditure for luxury goods in
Thailand reached 1.6 bilion USD
(Sansiri, 2017). A a result of the growing
aspration of the middle classyho have
acquired a sophisticated preference for
luxury goods, the performance of luxury
products is expected to prosper
continuously(Sansiri, 2017Euromonitor
International, 2018). &es of luxury
goods in Thailand arexpected to reach a
retail value of 2.2 billion USD by 2019
(Sansiri, 2017).

Although 7KDLVY GHPDQG
products is dynamiopnly a few studies
have been conducted to identify their
perceived values of these products.
However, such studigend to faus 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 seveal 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 statuschultz and Zelezny 9B9, in
Wiedmann, Hennigs and Siebels, 2009)
and aresignificantly strong predictors of
purchase (Hennigs, Weidmann, Klarmann
and Behrens, 2015).

The identification of these perceived
values is particularly essential to the
luxury product market, agixury is a
central driverof consumer preferences
and consumption(Baek, Kim and Yu,
2010; Dubois and Duquesne, 1998hd
is an essentialactor thatdifferentiates a
brand in a certain product category
(Alléres, 1991;Kapferer, 199Y. Up to a

SRLQW ubD VXFFHVVIXO
marketing requires the customer to
perceive sufficient value in the luxury
good to compensate for the high price
FKDUJH®&N, McKechnie and
Chhuon 201Q 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

L @preGex{ 4 Wocial contexieno and

Quelch, 1998)and follow a cultural
evolution(Amatulli and Guido, 2011).

Hellevik (2002, in Schade, Hegner,
Horstmann and Brinkmann, 2016)
VWDWHG WKDW
orientation between age group® larger

than the differences found for any other
VRFLDO EDFNJURXQG YDULD
increasing sense of identity of people

from adolescence to adulthood leads to
value changes that modify their needs and
motivations.

Williams and Page (2011) ctaed that
Baby Boomers who were born between
1945 and 1964(Procer, 2004) value
individualism  and  seléexpression.
Generation X, born between 1965 and
1977 (Poindexter and Lasorsa, 1998je
materialistic (Poindexter and Lasorsa
1999). Generation Y, born between 1978
and 1989(Cochran, 2007)see beyond
cultural boundaries (Procter, 2004) but
alsoneed peer acceptance and connection,
thereby enabling them to fit in by
engaging in social meorking. Williams
and Page (2008nd Barton, Koslow and
Beauchamp (2014) added tliadividuals
from Generation C who are born after
1990 (Friedrich Peterson, Koster, and
%OXP D@D ZBR #OLFNT

FBMS 1138

OX]

HMGLITHUHQFH

EOF



Journal of Family Business and Management Studies

materialistic and concerned witbtatus
and excitemen{Friedrich et al., 2010).

Adding to the complexities of perceived
values is thatcultural differences often

lead to variations in consumer behaviour
(Hennigs et al.,, 2012) and significantly

DIITHFW SHRSOHYV RULHQ

Varshney, 2013). The cultural
differences are obvious in the Western
and Asian contextsAt one time, the
United Airlines gave white carnations to
first class passengers flying odttdong
Kong. The contention is that, to many
Chinese, white flowers symbolise death

and misfortune (Wooten, 2011Yhe

cultural difference between Westerners
and Asians is prominent in the two highest
OHYHOV RI
The two highesheeds of Westerners are
esteem and se#ctualisation, whereas

@ﬁ?% afe -ncliqzegjdgwrd% @@iration

status (Roll,

These claims are usedthg hypothesim

this current study that perceived luxury

values exhibit generational and cultural
feaures. On this basis, the conceptual
model is as follows:

Thai generation of Baby Boomers

Perceived valu

D

on

Thai generation of Generation X |—

Motivations for buying

luxury products

Thai generation of Generation Y}—

for luxury products

Thai generation of Generation C

Non-Thai outside Thailand

—_—

Against the background of the dynamic
growth ofthe 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 thosenonThaiin other countries?

By answering the questiondjis current
study aims:

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

b. To explore the similarites 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 valueglie
Thai context. hie findingscan also help
marketers of global Iluxury 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
condwcted a qualitative research using
opennded questions to interview 40
Thai respondents to know their generic
perceived value of luxury producBased
on the datathe author then performed a
guantitative research to identity the
significance of such data 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 customerdhe functional
value includes elements, such @slty,
uniqueness, usability, reliability and
durability (Sheth, Newman and Gross,
1991 in Hennigs et al., 2@L In the
Western context, Alexander
Duckworth, President of a NeWork +
basedstrategic marketing agency, stated
that if a luxury brand is not functional,

Contrary to these claimsNia and
Zaichkowsky (2000) said that
psychological values are a méautor that
distinguishes luxury products from non
luxury ones.Luxury products are an
instrument for fulfilling personal needs,
such as seléxpression, self
presentation, hedonism, rewards and
sensationVigneron and Johnson, 2004;
Wiedmann et al., 2007

Amatulli, Guido andNataraajan(2015)
reported that Italians aged 65 years or
older feel alive, updated and young by
usingluxury productsGil, Kwon, Good
and Johnson (2012) concluded tHat
Brazilian teenagers aged between 12
and 19 yeargnaterialism is a powerful
force that shapes their positive attitudes
towards luxury brandsGardyn (2002)
stated that young adults in the USA
use luxury products to show off their
importance and succestn the Asian
context, Shukla, Singh and Banerjee
(2015) stated that the perceived luxury

LW FDQQRW DWWUDFW D IValXe-bQinjoresiangdmpargdayish that

Institute, 2007).Schade et al. (2016)
reported that thdunctional value of
luxury products is highly relevant
across three German age groups,
namely, middleaged 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 Cic (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
thatIndians, 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.

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
essentialdol to connect people with their
reference group and the society at large.
They also claimed thaif a product is
incongruent with the consumption choices
of their reference group, then some people
tend not to buy the product.

Wong and Ahuvig1998, 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 theconspicuous
consumption in Western culture is highly
influenced by the personal choice$ o
consumers. Henngs et al. (2012)
evidenced that the social dimension is
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strong among Indian consumers, whereas
Spanish and Italiarconsumersare 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)dund that
even though these respondents commonly
associate luxury products with good
quality, especially craftsmanship, they
consider craftsmanship a reflection of
manual knowhow and a symbol of
tradition that is being passed down from
one generation tonather. On this basis,

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

Dubois and Paternault (1995) reported
that consumers in th&SA, Japanand
Franceconsiderexpensiveness a main
characterigc of luxury productsTo the
contrary, Amatulli and Guido (2011)
found that only 13% of their sample group

in Itay LGHQWLILHG pKLJK SULFH!

important elementf a luxury product.
Gardyn (2002) reported thatBaby
Boomers in the USA tend to think of
OX[XU\ DV EHLQJ

as long as a brand can engage peopleand p XQQHFHVVDU\T

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; Yazci, 2016). At one time,
Hermesorganised an exhibitiotjermeés
Festival des Metiers, which featured
creative processes of product
development and techniques of product
making of Hermes. Theaim of the
exhibition is to let audiences, particularly
young pegple, observe and understand the
EUDQGTYV OHJHQG
craftsmanship (Yazi, 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 brandsFinancial value
refers tadirect monetary aspectsjchas
price, resale costs and investment of
products in return for the purchase of the
products Wiedmann et al. 2007

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 isaused by the
highly subjective, strong nvolvement,
situational contingentcontextual effects,
experienceand individual needsof the
customergShukla, 2011; Wiedmann et

D Q G al.,, 260Q, HNidaManR & RIQ 2009). As

these values vary significantly based on
FXVWRPHUVT DJH DQG
background, Tynan, Mckechinie and
Chhuon (2010) claimed that the
significance of these values should be
determined from a customer
perspective. On these basesthe
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 valuesight
exist.

The current paper illustrated both primary
and secondary datdhe author ofthis
paper used a mixed qualitative and
guantitative research methodology to
collect the primary datathat is the
perceived values on luxury products of the
four Thai generationsThe qualitative
research collected data that could provide
nonquantifiable  insights,  behavior,
motivations, and attitude@Creswell and
Plano, 2011).The quantitative research
methodology ollected 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
particular the perceived values of those
non-Thai outside Thailandvere collected
from literature, journals, newspapers, and
websites

Of the qualitative researchhd author of
the current study initiallyused open
ended questions to interview Thai
respadents 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 40respondents 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
guota sampling technique was applied to
divide the sample population into Baby

Boomers, Generation X, Generation Y
and Generation C.

On the basis of the&9 million Thai
population (Country Meters, 2013nd
XVLQJ <DPDQHYV IRUPXOD
precision levelof +5% and a confidence
level of 95%, the author surveyed 100
respondents for each of the four
generation groups. The following data
were collected:

@5HVSRQGHQWVY GHPRJUDSKLF

(b) Extent of agreement with the values
they consider important for a XNury
product. Their responses were based on a
five-point Likert scale that ranged from 5
MWRWDOO\ DJUHHY WR
addition, he author used ANOVA and
multiple comparisons to analyse the
quantitative data.

HWR W

The author collected the qualitative and
gquantitative 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 ahVan Cleef and
Arpels. The latter was opened in 2005,
and it houses brands such as Catrtier,
Chanel, Fendi, LamborghiandLadurée.

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. IX[XU\ SURGXFWV KHOS
characters (14.5%)

3. Luxury products are rare (9.1%)

4. Luxury products have beautiful designs
(7.6%)

H[SUH
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5. Luxury products are associated with 14. Luxury products help generate

existing famous brands (6.9%) S HR S O hpfeasuveHhddl seénjoyment
6. Luxury products have good (2.7%

craftsmanship (6.8%) 15. Luxury products have to be imported
7. Luxury products help show my friends (1.5%)

that | am a fashion leader (€6} 16. Luxury products have to be endorsed
8. Luxury products are associated with by celebrities (1.5%)

price directly (5.8%) 17.Luxury products have to be sold inside
9. Luxury products use good and special luxurious shopping malls (1.5%)

material (5%) 18. Luxury products have an investment
10. Luxury products help enhance value (1.2%)

S HR S O Ha¥dénke@4.8%) 19. Luxury products are associated hwit

11. Luxury products help identify  good after sales services (0.8%)

SHRSOHYV KLJK VRFLDO V@OWMWKW\ SURGXFWYV KHOS SRUW
12. Luxury products hip people connect  identity so as to distinguish oneself from

with friends who are fond of using luxury  others (0.3%)

products (3.1%) 21. Luxury products have to be pre

13. Luxury products have functions or ordered (0.1%)

technologies not found in or better than

nonbranded products (2.8%)
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Quantitative findings
General Data

Table 1 General data afespondents

General background Frequency Percent

Gender
1.1Female 239 59.8
1.2Male 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 % Between 1965 and 1977 100 25.0
2.3Generation Y- Between 1978 and 1989 100 25.0
2.4 GeneratiorC +Between 1990 and 1997 100 25.0

(over 20 years old)
Total 400 100

3. Your highest education level
3.1Lower than high school - -

3.2High school 15 3.8
3.3Vocational/technical college 11 2.8
34 % DFKHORUYY GHJUHH 283 70.8
3.5Post 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
4.3Employee 146 36.5
4.4 Retired/Pensioner 14 3.5
4.5 Civil servant 69 17.5
4.6 Selfemployed 44 11
4.7 Others (Please specify) 3 8
Total 400 100

Regarding personal details, 59.8% of postgraduate degree. As for their
respondents were female; 40.3%, male. occupation, 36.5% of them were
About their education level, 70.8% employees; 18.5%, business owners;
obtained aEDFKHORUYV GHJUHH5%, 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

Range of years of

products birth S-D. F Sig.
1. Luxury products are associated witt  Baby Boomers 4.60 492
price directly Generation X 4.69 465 6.298 .000
Generation Y 4.36 .704
Generation C 4.54 .569
2. Luxury products have an investmen Baby Boomers 4.05 .575
value Generation X 4.28 .668 4.280 .005
Generation Y 4.35 .609
Generation C 4.19 .647
3. Luxury products are durable. Baby Boomers 3.91 .668
Generation X 4.27 .679 16.970 .000
Generation Y 3.67 1.016
Generation C 4.33 .587
4 Luxury products have good Baby Boomers 3.93 .782
craftsmanship. Generation X 4.49 .595 17.650 .000
Generation Y 3.82 914
Generation C 3.82 .730
5. Luxury products use good and Baby Boomers 4.33 .533
special material Generation X 4.45 .500 1.804 .146
Generation Y 4.45 .657
Generation C 4.30 .644
6. Luxury products have functions or Baby Boomers 4.18 .539
technologies not found in detter than Generation X 4.14 .620
nonbranded products Generation Y 4.53 .540 24.860 .000
Generation C 3.76 .793
7 .Luxury products have beautiful Baby Boomers 4,63 .485
designs. Generation X 4.48 .627
Generation Y 4.75 435 4.823 .003
Generation C 4.66 AT76
8. Luxury products are rare. Baby Boomers 4.26 .613
Generation X 4.35 .626 1.418 .237
Generation Y 4.43 671
Generation C 441 .653
9. Luxury products help express Baby Boomers 3.89 .909
SHRSOHYV FKDUDFWHU  Generation X 4.14 725 15,512  .000
Generation Y 4.14 .766
Generation C 4.60 .569
10. Luxury products help enhance Baby Boomers 4.64 .523
S HR'S O an¥deheeO | Generation X 4.69 465
Generation Y 4.74 441 .758 .518
Generation C 471 498
11.Luxury products help generate Baby Boomers 4.01 6.59
S HR S O kpessuverhadelf Generation X 4.15 .609 1.818 1.43
enjoyment Generation Y 4.20 .636
Generation C 4.18 .642
12.Luxury products help portray Baby Boomers 4.16 677
SHRSOHTV LGHQWLW\ \  Generation X 4.13 .706 3.678 0.12
from others Generation Y 4.33 .652
Generation C 3.99 .859
Baby Boomers 4.58 572
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13. Luxury products help identify
SHRSOHTV KLJK VRFLD

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

15. Luxury products are associated wil
existingfamous brands

16. Luxury products have to be
imported

17. Luxury products are associated wit
good services

18. Luxury products have to e
ordered

19. Luxury products have to be
endorsed by celebrities.

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

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

Generation X 4.45 575 5.881 .001
Generation Y 4.62 .565
Generation C 4.29 729
Baby Boomers 4.03 .627
Generation X 3.75 .968 14.913 .000
Generation Y 4.42 .669
Generation C 4.25 .687
Baby Boomers 4.70 482
Generation X 4.40 .603 7.330 .000
Generation Y 4,58 561
Generation C 4,51 611
Baby Boomers 3.57 .844
Generation X 4.12 .832 25.160 .000
Generation Y 3.91 .865
Generation C 4.36 .644
Baby Boomers 4.33 .726
Generation X 4,46 .673 3.218 .023
Generation Y 4.45 .687
Generation C 4.18 .821
Baby Boomers 3.46 .904
Generation X 3.48 1.096 3.164 .025
Generation Y 3.66 1.056
Generation C 3.85 1.029
Baby Boomers 3.09 .954
Generation X 3.59 1.036 54.058 .000
Generation Y 4.32 .827
Generation C 4.47 .643
Baby Boomers 3.81 .748
Generation X 3.57 1.257 13.468 .000
Generation Y 4.07 1.018
Generation C 4.39 .709
Baby Boomers 412 .782
Generation X 4,18 716 7.740 .000
Generation Y 4.49 577
Generation C 4,45 .592

Of thosevaluesthat were collected from

the qualitative researcthe quantitative identity so as to distinguish oneself from
findings illustrate that not all of them others

weresignificantto the respondent$he yLuxury products are associated with
following values wereot significant: good serviceand

yLuxury products use good and special yLuxury products have to be pre
material; ordeed

yLuxury productsare rare
yLuxury products help enhance
SHR S O HEnfdaheeO |
yLuxury products help generate
S HR S O hheasuverhadi self
enjoyment

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

LSD

. . . Mean .

Dependent Variable (I) Generations (J) Generations Difference (1-J) Sig.
1. Luxury products are associateBaby boomers GenX -.090 .255
with price directly GenY .080 311
GenC .240 .003

GenX BabyBoomers .090 .255

GenY 170 .032

GenC .330 .000

GenY BabyBoomers -.080 311

GenX -170 .032

GenC .160 .043

GenC BabyBoomers -.240 .003

GenX -.330 .000

GenY -.160 .043

2. Luxury products have an BabyBoomers GenX -.230 .010
investment value GenY -.300 .001
GenC -.140 114

GenX BabyBoomers .230 .010

GenY -.070 429

GenC .090 .310

GenY BabyBoomers .300 .001

Gen X .070 429

GenC .160 .071

GenC Baby Boomers .140 114

Gen X -.090 .310

GenY -.160 .071

3. Luxury products are durable. Baby Boomers Gen X -.360 .001
GenY .240 .025

Gen C -.420 .000

Gen X Baby Boomers .360 .001

GenY .600 .000

GenC -.060 .575

GenY Baby Boomers -.240 .025

Gen X -.600 .000

GenC -.660 .000

GenC Baby Boomers 420 .000

Gen X .060 .575

GenY .660 .000

4. Luxury products have good Baby Boomers Gen X -.560 .000
craftsmanship. GenY 110 .309
Gen C 110 .309

Gen X Baby Boomers .560 .000

GenY .670 .000

GenC .670 .000

GenY Baby Boomers -.110 .309

Gen X -.670 .000

GenC .000 1.000

GenC Baby Boomers -.110 .309

Gen X -.670 .000

GenY .000 1.000

5. Luxury products use good andBaby Boomers Gen X -.120 .149
special material GenY -.120 .149
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Gen X

GenY

GenC

6. Luxury products have functionBaby Boomers
or technologies not found in or
better than noranded products

Gen X

GenY

GenC
7. Luxury products have beautifulBaby Boomers
designs.

Gen X

GenY

GenC
8. Luxury products are rare. Baby Boomers
Gen X
GenY
GenC
9. Luxury products help express Baby Boomers
SHRSOHYV FKDUDFW

Gen X

GenY

GenC
Baby Boomers
GenY
GenC
Baby Boomers
Gen X
GenC
Baby Boomers
Gen X
GenY
Gen X
GenY
GenC
Baby Boomers
GenY
GenC
Baby Boomers
Gen X
GenC
Baby Boomers
Gen X
GenY
Gen X
GenY
GenC
Baby Boomers
GenY
Gen C
Baby Boomers
Gen X
Gen C
Baby Boomers
Gen X
GenY
Gen X
GenY
GenC
Baby Boomers
GenY
GenC
Baby Boomers
Gen X
GenC
Baby Boomers
Gen X
GenY
Gen X
GenY
GenC
Baby Boomers
GenY
Gen C
Baby Boomers
Gen X
Gen C

.030

120

.000

.150

120

.000

150
-.030
.150
.150
.040
.350
420
.040
.390
.380
.350
.390
770
-.420
.380
770
.150
-.120
.030
.150
-.270
.180
120
270
.090
.030
.180
.090
.090
170
150
.090
.080
.060
170
.080
.020
.150
.060
-.020
-.250
-.250
-.710

.250

.000
-.460

.250

.000
-.460

.718
.149
1.000
.072
.149
1.000
.072
.718
.072
.072
.655
.000
.000
.655
.000
.000
.000
.000
.000
.000
.000
.000
.039
.098
.678
.039
.000
.013
.098
.000
.214
.678
.013
214
321
.061
.099
321
.378
.508
.061
.378
.825
.099
.508
.825
.019
.019
.000
.019
1.000
.000
.019
1.000
.000
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GenC
10. Luxury products help enhanciBaby Boomers
S HR S O HEnfid&nEEO |

Gen X

GenY

Gen C

11.Luxury products help generatBaby Boomers
S HR S O kpessuvetaadi self
enjoyment

Gen X

GenY

Gen C

12. Luxury products help portray Baby Boomers
SHRSOHTV LGHQWLYV
distinguish oneself from others

Gen X

GenY

Gen C

13. Luxury products help identify Baby Boomers

SHRSOHYV KLJK VRF

Gen X

GenY

GenC

14. Luxury products help people Baby Boomers
connect to friends who are fond ¢
using luxury products

Gen X

Baby Boomers
Gen X
GenY
Gen X
GenY
GenC
Baby Boomers
GenY
GenC
Baby Boomers
Gen X
GenC
Baby Boomers
Gen X
GenY
Gen X
GenY
Gen C
Baby Boomers
GenY
Gen C
Baby Boomers
Gen X
GenC
Baby Boomers
Gen X
GenY
Gen X
GenY
GenC
Baby Boomers
GenY
GenC
Baby Boomers
Gen X
GenC
Baby Boomers
Gen X
GenY
Gen X
GenY
Gen Z
Baby boomers
GenY
Gen Z
Baby Boomers
Gen X
Gen Z
Baby Boomers
Gen x
GenY
Gen X
GenY
Gen C
Baby Boomers

.710
460
460
-.050
-.100
-.070
.050
-.050
-.020
.100
.050
.030
.070
.020
-.030
-.140
-.190
-.170
.140
-.050
-.030
190
.050
.020
170
.030
-.020
.030
-.170
170
-.030
-.200
.140
170
.200
.340
-.170
-.140
-.340
130
-.040
.290
-.130
-.170
.160
.040
170
.330
-.290
-.160
-.330
.280
-.390
-.220
-.280

.000
.000
.000
464
144
.306
464
464
770
144
464
.661
.306
770
.661
121
.035
.060
121
.579
.739
.035
.579
.824
.060
.739
.824
771
.099
.099
771
.053
175
.099
.053
.001
.099
175
.001
.135
.645
.001
135
.051
.066
.645
.051
.000
.001
.066
.000
.009
.000
.039
.009
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GenY

GenC
15. Luxury products are associatdBabyBoomers
with famous brands

Gen X

GenY

GenC
16. Luxury products have to be Baby Boomers
imported

Gen X

GenY

GenC

17. Luxury products are
associated with good services

Baby Boomers

Gen X

GenY

Gen C

18. Luxury products have to be p BabyBoomers

ordered

Gen X

GenY

Gen C

GenY

GenC

Baby Boomers
Gen X

GenC

Baby Boomers
Gen X

GenY

Gen X

GenY

Gen Z

Baby Boomers
GenY

Gen C

Baby Boomers
Gen X

Gen C

Baby Boomers
Gen X
GenY
Gen X
GenY
GenC

Baby Boomers
GenY

GenC
BabyBoomers
Gen X

GenC
BabyBoomers
Gen X

GenY

Gen X

GenY

Gen C
BabyBoomers
GenY

GenC

Baby boomers
Gen X

GenC

Baby Boomers
Gen X

GenY

Gen X

GenY

Gen C
BabyBoomers
GenY

Gen C
BabyBoomers
Gen X

Gen C
BabyBoomers
Gen X

-.670
-.500
.390
.670
170
.220
.500
-.170
.300
.000
190
-.300
-.300
-.110
.000
.300
190
-.190
110
-.190
-.550
.000
-.790
.550
.550
-.240
.000
-.550
-.790
.790
.240
.790
-.130
-.120
.150
130
.010
.280
120
-.010
.270
-.150
-.280
-.270
-.020
-.200
-.390
.020
-.180
-.370
.200
.180
-.190
.390
.370

.000
.000
.000
.000
.110
.039
.000
110
.000
1.000
.015
.000
.000
157
1.000
.000
.015
.015
157
.015
.000
1.000
.000
.000
.000
.034
1.000
.000
.000
.000
.034
.000
.208
.245
.146
.208
.923
.007
.245
.923
.009
.146
.007
.009
.890
.168
.007
.890
.214
.011
.168
.214
.190
.007
.011
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GenY .190 .190
19. Luxury products have to be Baby Boomers Gen X -.500 .000
endorsed byelebrities GenY -1.230 .000
Gen C -1.380 .000
Gen X BabyBoomers .500 .000
GenY -.730 .000
Gen C -.880 .000
GenY BabyBoomers 1.230 .000
Gen X 730 .000
Gen C -.150 .228
GenC BabyBoomers 1.380 .000
Gen X .880 .000
Gen Y 150 .228
20. Luxury products help show m Baby Boomers Gen X .240 .078
friends | am a fashion leader GenY -.260 .056
Gen C -.580 .000
Gen X BabyBoomers -.240 .078
Gen Y -.500 .000
Gen C -.820 .000
GenY BabyBoomers .260 .056
Gen X .500 .000
Gen C -.320 .019
GenC BabyBoomers .580 .000
Gen X .820 .000
Gen Y 320 .019
21. Luxury products have to be st Baby Boomers Gen X -.060 .528
in luxurious shopping malls GenY -.370 .000
Gen C -.330 .001
Gen X BabyBoomers .060 .528
GenY -.310 .001
Gen C -.270 .005
GenY BabyBoomers .370 .000
Gen X .310 .001
Gen C .040 674
GenC BabyBoomers .330 .001
Gen X 270 .005
Gen Y -.040 674
yLuxury products are associated with others £This was significant t@Baby
price directly £This was significant to Boomersand Gengation X particularly.
Generatio C. yLuxury products have good
yLuxury products have an investment craftsmanship This was particularly
value =This was significant to significant to Generation X.
GeneratiorC. yLuxury products have beautiful designs
yLuxury products have good - Generations X and Y considered this
craftsmanship This was specific significant.
significantto Generation X. yIX[XU\ SURGXFWY KHOS H[SUH\

chaacter- Thiswas particularly
significant to Generation C.

yLuxury products help people connect
with friends who are fond of using luxury

y/X[XU\ SURGXFWV KHOS S
identity so as to distinguish oneself from
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products- Thiswas more gjnificant to
Generation X and Y.

yLuxury products are associated with
existing famoudrands- Thiswas
insignificant to Generation C.

yLuxury products have to be endorsed
by celebrities Thiswas specifically
significant to Baby Boomers and
Generation X.

Discussion

The findings of this current studerifies
the generational gaps in the perceived
value of the luxury products dbur Thai
age groupsaAlso, there are imilarities
and differenes in their perceived values
with thosein other countries.

Of the former, the findings illustrate that:

y Generaton C emphass the

expensiveness of luxury products.
Different from the other three generations
who see the investment value of the
luxury products, Generation C see that

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 producextrinsic cues influence the
mindset and purchase intention of people.
For example Arora (2013, inOe et al.,
2015) claimed that using celebrities can
DWWUDFW FXVWRPHUVY
strengthen their belief in the brandasin,
Noor and Mohamad (2019) remarked that
FRXQWU\ RI RULJLQ FDQ LQIOXH
choice of a specific brandsodey et al.

(2012) concluded that produeixtrinsic

cues are related to constructing status and
selfimage of customers. Howevethe

findings of the current study show that the

four generations do not consider the
construction of selfmage a significant

value, and Genation X does not consider

the value of social status identification
significant.

D W\

yAlthough the use of luxury products as a

products are designed to enhance their social norm is commorApuvia, 1998, in
images and characters to other people and Cheah, Phau, Chong and Shimul, 2015),

in particular 6 identify their high social
status.

y Generations X and Yare more
concerned with the value of craftsmanship
and special functions, respectivelyhey
are more practical than Generations X and
Y.

y Baby Boomers and Generation C,
compared with the other twaegerations,
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
productextrinsic cues (Godey, Pederzoli,
Aiello et al. 2012) of celebrity

the findings of this current study illustrate

that the alue for Generations X and Y is

strong compared with that for Baby

Boomers and Generation C. The findings

DOVR LOOXVWUDWH WKDW YD
products help people connect to friends

ZKR DUH IRQG RI XVLQJ OX[XU\
particularly significant to tb two
generations. On this basis, although the

findings of this current study show that

these values of luxuffor-others remain

prevalent in the Thai context, the reason

for these two values remains unknown for
Generation X and Y.

About the latter, the fidings 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
aspecs of luxury products with the
social statusHowever,the association
claimed by Shukla and Purani does not
apply to Generation X.

yGeert HofstedéHofstede 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

SHRSOHTV LQGLYLGXDOLYV
WKHLU FRXQ

the grRZWK R
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 lowincome to an upper
income country in less than a generation
(World Bank, 2019). On the basis of the
claim of Parker, Haytko andHermans
(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 selflirected symbolism
of luxury products (Shukla and Purani,
2012), but Thais are not. Moreover, the
concept of high power distancents to

be more intensified in Generation C.
7KHLU SHUFHLYHG YDOXH W
SURGXFWYVY KHOSV LGHQWLI\ ¢
VRFLDO VWDWXVY LV VWURQ
strongest among the four generations.

Conclusion

This study indicatessimilarities 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 differencesOf the

expensivenesd the products, Generation

5 B {P@JP gersg sasialstagkysche
W V‘ﬁt@ cRptdR q;gptl@em._T e other
three generations “are more interested in
the investment potential of the products.
Also, different from Generation X and Y,
Baby Boomers and Genemti 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 thatpmpared
with Western and Asian goception of
luxury value, the perceived values of
Thais are quite specifid@hough the four
Thai generations consider the functional
relevant values significant, compare with
some Chinese and Indonesiathe 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 nonThai outside
Thailand such asyoung Chinese and
Indonesian, andParker, Haytko and
Hermans (2009hiat theyoung generation
in Thailand should be more individualistic
than the older generations, this current
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paper illustrates thatthe trend of
globalisation does not impact the four
generations, particularly Generation C
significantly. This current study findsut
that in the Thai context, the concept of
luxury-for-others and  sociarelated
values such as fitting the luxury context of
their social groups and aestheticism are
strong among Baby Boomers and
Generation X particularlyUp to a point,
the use of luxwy products for self
directed symbolism and sdlilfilment £
related vlues that are common in some
Western and westernised Asian sbies
are weak in the Thai contexroduct
extrinsic cues are significant luxury
values in the mindset of the four
generabns.

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

Small, and Medium Enterprises (SMES) in the country are Famailyed (FO), run anc
managed by families and their membdisnagement competencies are vital for Sv
as managers need to be equipped with skills and capabilitissipjport busines:
succession and survival amidst business challenges. The study aims to detern
vital role of management competencies: plannitegk organization, leadershi
creativity/innovation, and delegation as basis for Filipino succession plal
framework. The study was conducted among 400 owners/managers of FO MSI
the 16 cities in NCR. Stratified random sampling was used in selett@ respondent:
The results of the Structural equation model revealed that management compe
except task organization have a positive effect on succession planning among
owned MSMEs. FO MSMEs should conduct assessment on the competécciesrt
owners/ managers and evaluate practices to develop business capability to

business challenges and prepared them for business succession.

Keywords: SMEs, Familyowned business, Management Competencies, Success
Planning

Philippines in 2016 weréamily owned
MSMEs (Espejo, 2017).

Managers

Introduction

Small and Medium Enterprises (SMES)
drive economic growth. SMEs have
created many jobs, indicating their

utilize

management
approaches to improve the organizason'

importance to theountry's development
(Techwireasia, 2020). NCR is home to
most SMEs (DTI, 2021). Nearly 85% of
publicly listed companies in the

efficiency. Learning doesn't end with a
degreethus,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)Smallcompany owners
ard 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
managementcompetenciesof Selected

SMEs in NCR as the bigs 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 thagive a firm a longterm
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,
creativityinnovation, 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 managment. 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
togeher 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/owsién
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 igletermined 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 busirss, family
achievement increased, and business
achievement remained steady.

According to Brockhaus (2019), a
family-owned firm involves individuals
of various ages. A famikpwned
business must be 51% famibyvned Lee
(2016) found that FOB face more
challenges than neROB. 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 fithess
(Aldrich and CIiff, 2018).

Managementcompetencies

Ademiluyi (2017) identified
management competencies essential for
profitable entrepreneurship as
organizing, assembling, coordinating,

regulatng, propelling, staffing, driving,
office administration, planning, and
business knowledge. Ekpenyong and Ojo
(2018) distinguished the preceding

management competencies for
entrepreneurial  success: [Dgsign,
coordinate, and oversee small or

mediumsized businesses; (ii) Hotspot
for small business assets. (iii) Ability to
keep smalbusiness accounting records;
(iv) Ability to manage human and
material assets; (v) Ability to plan and
execute largescale projects  (vi).
Capacity coordinates business ski(lg)
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 lvas
unfriendly financial conditions,
misguided business plans, and asset
starvation are the main reasons new firms
fail.  Training, preparation, and

experience of heads separate highd
low-growth small enterprisesThese
competencies allow a corporatioto
align its resources with its procedures for
a positive outcome (BoteH@arrubi &
GonzélezCruz, 2019)

Planning

Hosseini et al(2018)stateghat efficient
execution of succession through practices
can eliminate waste of business talents
and developthe 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 bguick 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,
relationd abilities, decision making
strategies and procedures, collaboration
skills, expansive and nestandard
reasoning, selddvancementand sel
improvement needs, mental capacity to
influence peoplegtc.(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 cant 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 obseng and reporting
performance (Abass, 2017).

The taskoriented 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
fithness is remunerated by their devotion
and commitment toward their
organizations (Aldrih and Langton,
2018)

Taskoriented 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 incredse

and business achievement remained
stable (Basco and Pérez Rodriguez,
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 etl., 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 compromissrategies,
and ensure position obligations are met
satisfactorily and employees are
committed to achieving goald.eaders
can only supervise and lead effectively if
they know their fields.

Administration and management include

unusual activities or capiies. 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,
characteristicsand the nature of their

business function. SME leaders supervise

almost all areas of business operations.

7KH\ DUH RIWHQ UHIHUUHG WHF
PDQDJHUV" *0 UDWKHU WKDQ
PDQDJHUV™ 60 &RQJ DQG 7KX

Andriukaitien et al. (2017) explaithat
strong leadership can lead to successful
staff activity and reduce employees'
defiance to changes in unpredictable
company environmentsOrganizations
won't change without improvement.
Without adjustment, the company will
slip behind rivals. Unprodiuive
companies fail (Drucker, 2017)
Leadership development is a common
part of succession planning, which aims
to create highguality leaders for open
positions. Leadership  development
improves leaders' skills, abilities, and
conviction (Jeff et al., 2GH).

Creativity/ Innovation

Innovation turns new ideas into
profitable businesses. Creativity creates
new ideas. Organizational

FBMS 162



Journal of Family Business and Management Studies

(corporate/business)  culture  affects
creativity and innovation(Ali et al,
2016) Creativity and innovation are
crucial for busnesses' 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 beavoided 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 problesnlvers and
development (Anderson, 201

Flexible and écentralized 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
busnesses organizational flexibility can
result in an innovation advantage
compared to nofamily owned firms

(Broekaertet 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
decisionmaking to subordinates,
supervisors, and employees to achieve
company goals. Despite decisioraking
authority, the principal is responsibler f
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 & Sala¥allina (2017)
cited delegation, or the review that team
members may take decisions alone, as
abilities in  developing effective
employee relatiorrsps. 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).

Successiomplanning

Managers should be swift at plang,
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, dcision making
strategies and procedures, collaboration
skills, expansive and nestandard
reasoning, selddvancementand self
improvement needs, mental capacity to

influence people, etc. (Tovmasyan,
2017).
Business planning determines a

company's goalsystems, and loagprm
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 controlremember upkeep action
for indicated project deviations (Aslani et
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al, 2017)

Wroblewski (2019) found that task
oriented executives in higher education
stiffe innovation and creativity and
generate unpleasant working conditions,
makingit impossible to increase business
performance. A successful succession

Conceptual framework

planning, according to CabreBuarezet

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.

Figure 1 Conceptual Framework

The demographic profile of the FO
SMEswill 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 SMEEhe
Demographic profile of the SME owned
by the respondents is essential aleo f
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 studyfollowing
the conceptual framework the following
hypotheses were measured:

Ho:= There is no significant difference
among FO SMEs owners/managers
competencies when grouped according to
demographic profile

Ho.= There is nasignificant relationship
between the management competencies
of FO SMEs in terms of success of
succession planning
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Methodology

Researchdesign

This study will use a combined
guantitativequalitative design.
Descriptivequantitative methods collect
data for statistical analysis. It should
detail demographic features in respect to
a variable. Descriptive research indicates
gquantitative designs. The qualitative
design should acquire information
through interviews so the researcher may
learn about respondenestperiences and
issues. This mixethethod 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 andstudy site

This study's subjects aréO SME
owners/managers in the National Capital
Region (NCR). A familybusinessneets
at least one of five criteria: At least one
additional family member was a
prominent decisionmaker in the
business, and future family ownership
was expected (Danes, Stafford, and Loy

Table 1 Reliability value

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 64item selfmade questionnaire

evaluates demographics, management
practices, and succession planning.
Before doing this investigation, the

researcher will test the discussed redearc
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 resedrc
instrument when used to the conduct
proper of the study. Phase 3, Cronbach
Alpha, tests factor fithess and scale
reliability. This test assesses reliability.
All instruments met the.70 Cronbach's
alpha threshold.

Reliability

Variables Number of Items &URQEDFKY 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 oBuccession 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 patrticipants were interviewed via
online video conferencing. Themes were
analyzed. The researcher promised
respondents their tha 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 l® SME
and the success of successpmanning.
T-test and Anovare usedto determine

the significant differences in the
responses of thEO 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 handle2lbranches, 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
SSURILFLHQW~
the highest overall mean score of 4.73
(SD=.34).Task organization obtained a

mean score of.89(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).

FRP SHWH Q Flastlg,O @ity J akdD Gnnovation

obtained a rating of 4.60 (SD=.39).
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Table 3 Test of difference in the managemeaoinpetencies according to the profile of FO

MSMEs owners/managers

T-test One way Anova
Scale of Nature of Business Number of
Management . . .
. Business Business Locality Branches
Competencies
F p- F p- E p- E p-
value value value 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 samplegdst 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
competenciesamong the categories of
the nature of businegp > .05) business
locality (p > .05, and number of

branchedp > .05) were found to have no
significant difference.

The results proved that there is enough
evidence to say that hypothesis(do
significant difference between in the
management competenciesk® SMEs
owners/managers  according  their
business profile) should be accepted.
Specifically, significant differeree was
found in owners/managers task
organization when they are grouped
according to scale of the business of FO
SMEs.

Relationship between the management competencieskd SMEs

in terms of successiomlanning

Table 4 Relationship between theanagement competency and success of succession

planning
Variable paired with Pearspn . -
Success of Succession corr.el.atlon p-value Interpretation Decision
coefficient (r)
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 Finally, a multiple linear regression
succession planning was found to be model was fitted to the data to further
strongly correlated with all management  explore the relationship between success
competencies at the 0.05 level of of succession and the management
significance therefore, reject the null competencies. Thestimated coefficients
hypothesis. The strongest correlation and the results of the significance testing
REVHUYHG zZDV ZLWK 3 &tihtRoficehte/are shown in the table
,QQRYDWLRQ " U kestZKL @élowWKH ZHD
FRUUHODWLRQ REVHUYHG ZDV ZLWK 37DVN
2UJDQL]DWLRQ " U

Table 5Multiple linear regression model between management competencies and
success of succession

Variables Estimated Std. t p-value VIF
Coefficient Error
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-palue,

all coefficients were found to be
significant at the 0.05 level, i.e., the
coefficients are significantly different
from zero.

Planning (r=0467), 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 planningn
relation to the previous results (tabt),

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 ansquare
value of 0.678. This means that the fitted
regressio 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
genealized 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, governmemompliance, 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 regds 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 policiesimposed by the
government are seen as challenge in the
managing the business fé&tO 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 successiorplanning framework

Figure 3 Filipino Succession Plannirdgramework
Management competencies and business challenges effect on
family ownedbusiness succession planning.

In line with the results, this study
developed (figure 3) a Filipino
Succession Planningrameworkfor FO
SMEs in NCR. The proposed paradigm
emphasizes management competencies
in succession planning. The study found
a substantial association between
succesion 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

Managementcompetendes

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 objdges through
planning, planning should be practiced in
successionThe study supports Hosseini
et al. (2018), which revealed that without
planning, business goals are not
attainable, and risk cannot be managed as
PDQDJHUV DQG RZQHUVT
preparip 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 mwbers.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 impliefO SME
owners saw task organization as an
important managerial  ability  for
sucession. 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 ighly 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 comnercial 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 corvincing 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,
gualities, and commercial function. SME
executives control all operations. In
terms of successionFO SMEs have

‘general managers' who control the entire
business  activity, from  product
production to distribution. In terms of
overseeing entire business ogt@ns 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 famipwned SMEs in
the National Capital Region (NCR),
which allocate duties and responsibilities
based on employees' qualifications.
Dhiwayo, (2019 suggest delegain as a
management method for maintaining
mutual respect and flexibility. Abka
(2017) and Anthony & Vidal (2017)
found that delegation goes beyond job
and duty assignment. It involves aligning
to boost staff productiwt Delegation or
the evaluation that team members can
make their own decisions are
competences that create productive
employee interactions, according to Lara
& SalasVallina (2017).

Creativity/innovation is rated strongly
agree. The findings support Florida
(2019) and Ali etal. (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 longerm company
performance; in leadergh 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  nonworking  processes
reduces waste. The study's findings also
underline the importance and relevance
of creativity/innovation amongO SMEs

in NCR, who feel nurturing this
capability helps secure manager/owner
succession and problesolving
readiness beyond company concerns.
Anderson (20%) 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 competitivedge
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 successionof 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 theibusiness became
limited and resulted to reduction of
manpower as well as venturing in a new
business. OnFO SMEs products and
services, majority of the owners cope up
with the pandemic in terms of
management of stock, to have available

stocks since resttions 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 du 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 succeson planning

Planning improves FO succession
success. Managers and business owners
preparing for succession should prioritize
work, establish short, goakiented
strategies, and plan their businesses.
Abass (2017) Tovmasyan (2017)
Petersoret al.(2015), and Aslani et al.
(2017) show 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 managent and
responsibility, according tMiller 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. Thetusly shows that
preparation and training improve
succession.

The weakest link between task
organization and succession
planningsuccess (r=0.632) was found
among the managerial competencies
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evaluated in the study. According to the
findings, taskoriented nanagers
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 CabreraSuarez and
Martin-Santana, 2017)including its
employees both family and ndamily
members.

The statement abotidleciding 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(EPWAIB) 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/owre informed of workers'
conditions.

The negativerelationshipbetween task
organization andsuccess ofsuccession
planning shows that FO owners/
managers of SMEs in NCR are "general
managers,” managing all business
operations and decisions. The negative
association suggests that taskiented
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 affectsuscess of
succession as it caters to keeping the
interest of all parties involved (Cabrera
Suarez and Martisantana, 2015). In
dealing with organization structure, small
business perform multiple task and
structure are not defined with regards to
job fundion and responsibilities of the
members. Succession planning takes
place task by the leada@rcreaseand it
possess negative effect on the ability of
the leader to manage

For task organization to succeed, the
manager/owner must effectively
communicatehe task and organizational
structure to employees. Due to
"familiness” and familiarity, family
businesses miss task organization in
succession  planning.  Woiflamily
boundaries are unclear. Brockhaus
(2019), Basco and Pérez Rodriguez
(2019), and Stafforet 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 he 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 liked.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, 2015Drucker, 2017).

According to past research, succession is
the deliberate transfer of management
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and responsibilityNliller & Steier et al.,
2016)); in this study, leadership is part of
the transfer of ownership. Positive action
based on realistic decisisrleads 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 thi the
responsibility of continued growth
research and monitoringAccording to
the report, business owners that
emphasize creativity and innovation
when giving succession training will
improve that process amof@ SMEs in
the NCR.

Delegation aids succden. 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 comlation 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 izél their
ability to accomplish outstanding
achievements. Thautcomeverifies 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 relanship, FO SMEs
owners should not only focus on
accomplishing and meeting business
goals, but alsoeview task organization
methods, including personnel
realignment, when preparing employees
for succession. Changing the nature of
business duties for diffent 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. (@18), 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 thaFO SMEs are
important for leadership radedue to their
origins, size, attributes, and company
functions. FO SMEs lead nearly all
company operationsManagers/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 seefrom 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 (Chumporey
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 & Salasvallina, 2017)

Delegation is a &y 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 decisianaking
capability is a competency in developing
productive  employee  connections,

according to Lara & SalasVallina
(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 redgsing
organizational structures to get more

customers and deliver vahsslded
services.
The study found that management

competencies are linked to growing
managers and owners and helping
individuals achieve. As evidenced BY
SMEs owners' qualitative study, these
management abilities deployed in
management practices hefpO SMEs
overcome busess challenges. Managers
and owners who train and practice
business management may addrE€s
SMESs' difficulties with clients, financial
capacity and capability, products and
services, human resource management,
COVID 19, government compliance, and
marke rivalry.

RBV and Business Development Theory
provide direction and support for the
suggested modetgardinghe theory put
forth in this study, as the RVB theory
identifies that these competences dgie
SMEs a competitive edge and distinguish
them from nonfamily businesses. As
human capital has the unmatched
abilities and capacities that can
distinguish between organizations, a
resourcebased view of family
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organizations helps to recognize how
families  distinguish and develop
competencies, pass them tinthe 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 féonily-
owned businesses to overcome a variety
of difficulties during the succession
process. According to Botell@arrubi &
GonzalezCruz (2019), these capabilities
cite to a business extent to position its
resources to its business processes
achieve alesirable 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
guaranée the organization uses
management standards and norms. Both
theories help Filipind-O SMESs succeed.

Summary

SME owners of familyowned businesses
agreed that managerial competencies are
part of successionplanning The
management competaasare positively
correlatedto succession planningxcept
task organization as FO
owners/managers should alkmk into

job realignment based orHP SOR\HH v

capabilities SMEs face issues with
clients, financial capacity and capalyiit
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 apdemic.
Similarly, FO SMEsfocuseson 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 busiss 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 businesgConsistent 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 anith 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 th&=O SMEs which
indicated in theesults that management
competencies are related to the success of
succession.

Conclusion

Successiomplanningis vital for all types,
iﬁes, and locations of businessasong
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FOSMEs in the National Capital Region.
Managementcompetencies are crucial
for business owner succession. Next
generatiorFO 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 profitsO
SME owners agreg that succession
requires planning, task organization,
leadership, creativity/innovation, and
delegation.

The framework categorized management
competencies that support succession
and address FO SMEs' business
challengesas 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
compdition, and human resource
challenges.

Barney's
Perspective

(1991) Resource Based
theory and Jantti and
Greenhalgh's (2012) business
development theory, which regard
competencies as organizational assets
that promote effective succession. Future
managershaners with these skills give
organizations a competitivadvantage.
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
parherships, seeking constant
innovation, developing,and improving
objectives, and incentivizing and
ensuring essential abilities are met; in
relation to succession planning, the
manager/abilityownersto execute this

function. This study's grounded theories
assist FO SMEs' successiorelated
managerial competencies. This is visible
in creating competencies needed to
complete tasks, meet corporate goals,
create a competitive edge, and hEIP
SMEs execute successiomlanning
process efficiently and effectiwel

Recommendation

NCR FOSME 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 othe organization, especially
employees, favorably welcome the whole
processThis study's Filipino succession
framework relates these qualities to
succession planning.

The study suggests that SME family
business owners take charge of task
organization andvorkforce 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 Eting 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 Filipiro successiorplanning
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 fagjrowing niche tourism, espedilin developing countries. It
addition, ethnic tourism is crucial to support the local or ethnic minority peop
preserve and maintain their traditional and cultural values and increase their incc
participating in this unique type of tourism. Tewerrent study was based on quantitat
research with a survey from various ethnic tourism sites in Thailand. The samp
was 400, and the data were collected with theahtfinistered questionnaire with tt
online survey. The respondents with expeci with ethnic tourism were allowed
participate in the survey. The findings demonstrated that motivational factor:
information sources directly affected the revisit intention of the tourists. Pra
contributions can be helpful for the destipatisite managers to focus on shar
interesting information about the ethnic tourism sites and creating new and
experiences for the tourists to enjoy and encourage them to share positivefw
mouth and revisit the destination.

Keywords: EthnicTourism Tourism Motivation, Tourism Developmeiftpurism
Destination, Intention to Visit

FBMS 1181



Journal of Family Business and Management Studies

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 ofourism
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,
1999. In this current study, the main
objective is to exple 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.

Furthermorehis study aims to provida
clearerunderstanding of the motivations
for young tourists, represéng the
growing number of new tourists in

WRGD\fV JOREDO WRXULV]

especially in the context of ethnic

tourism, which isiiche tourisnmainlyin
the northern part offhailand 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, his group of tourists plays a
significant role in ethnic tourism. The
increasing numlre of young tourists
under ethnic tourism would also
positively affect the destination's
economy as a whée. Since ethnic
tourism could benefit the community of
hill tribe peoples in terms of income
generation, the increase in popularity of
ethnic tourism wuld significantly help
the trital people living standards. In
addition, this study is deemed beneficial
to the tourism authorities inthose
destinationsin terms of planningand
implementing tourism promotion and
policy to support the ethnic groups. The
resultsivould provide the authorities with
guidelines for developing ethnic tourism
destinatioss.

Initially, the term ethnic tourism has been
used to refer to tourism directly
associated with a culturally,
geographically, and  economically
isolated ethni@nclave, 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 ethnictourism, 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
ethnicilféople in a remote village, gy

e aisQ tFavtldRQinb! Eohsime ethnic

products even if they did not visit the site
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and consume ethnic products from the
metropolitan ared.i & Wall, 2014).
Although most studies mention the
motivation for ethnic tourism is to pursue
solely the exat cultural experience, in
reality, there are other motivations for
ethnic tourism. Thisnight be viewed in
personal ad interpersonal dimensions
(Gnoth, 1997) or internal desires and
external conditions (Hsu, Cai, & Wong,
2007).

The key objectives of thstudy were to
identify the factors positively affecting
the intention to visit ethnic tourism sites.

Literature review

Young tourists

Sellass (1998) described young tourists
as people with relatively high disposable
income, high mobility, and fewer
burdens For this reason, young tourists
tendedto travel more frequently than
older tourists.Young tourists generally
have a culture of solid laise, play,
enjoyment, and entertainment
FRPSRQHQWYV +RUDNTYV
(2000) study reealed that young tourists
spent an average or abowaverage
amaunt of money during their trips.
Additionally, they makeextended visits,
sometimes up to monthandareopen 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 Gherrisgiabben
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 anmlly.

Additionally, a set of literature related the
young tourists to Generation Williams
and Page (2011) described Generation Y
as people who grewp in massive and
rapidly paced change (e.g., full
employment opportunities for women,
duatincome houdeolds as a normal,
wide range of family types seen as usual,
and significant respect for ethnic and
cultural diversity). However, they
demanédgoods and services that sedve
their functional needs and haaclear
purpose or meaning Karavasilis,
Nerantzak Pantelidis, Paschaloudis, and
Vrana (2015) referretb Generation Y as
Millennials or people born between 1980
and 2000. They are civiminded and
socially conscious consumers who
demand quality goods but are brand loyal
and willing to pay more.

Moreower, Prayag and Hosany (2014)
mentionedthat young tourists from the
UAE who pursued luxury travelerenot

ted to th ir stand out from the
Fgg %gf s'o'éﬁclagl&? Lgﬂt& 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
Tulturaltourists” 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 architectureln addition,
those young tourists may position
themselves more as creative tourists
addition, Bizirgianni and Dionysopoulou
(2013) suggested that young people are
the main group of social networking
users and thereforepurism product and
service providers should make an effort
to engage young tourists through their
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modes of communicatign 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 motivatiorKim and
Eves (2012) stated that motivation refers
to a set of internapsychological needs
triggeling a person to perforin acertain
way or urge their interest in travel and
participation in a tourist activity.
According to the models related to
tourism motivation, IseAhola (1982)
proposed a dichotomous modsééking/
escaping, personalhterpersonal). The
two motivational forces includei(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 dimerwsis 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 additidisu,
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 arecdiated

through family support and responsibility
and (2) internal desires including
improving weltbeing, escaping routines,
socializing, seeking knowledge, pride

and patriotism, personal reward, and
nostalgiaFor the empirical results, Kim,
Borges, andChon (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 ghtheme 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 touists; the result also
revealed that male general film tourists
have higher travel motivations than mxale
specific film tourists.

According toMurray (1964) motivation

is an internal reason that stimulates,
directs, and integrates a person's
behavior; neertheless, a trip is almost
never compelled by one single
motivation. Dann (1977) identifiedwo
fundamental motivationdor traveling
anomie(desire to exceed the feeling of
lonelinessexistingin everyday life and to
get away from itsimply) and ege
enhancement rieed for recognition,
which is obtained through the stafusm
traveling orneeds to satisfy personality
needs bylike visiting places they never
visited before). Crompton and Mckay
(1997) categorizedtourist motivations
into push and pull factors, where pull
factors referto tangiblefactorsthat pull
tourists towards theourist destination
(e.g., historical and cultural resources,
beaches, and accommodajiorwhile
push factors refer tintangible fctors
that push a tourist awajrom 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 wiskdo 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
motivationsfor 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 exampleMaori culture
was not found to be the most important
motivation for tourists to visit New
Zealand, but ethnictourism may be
experienced during their visit. Due to the
growth of ethnic tourism recenthy,ang
(2007)mentionedhatthe 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 experiergs, 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 guestionnaire development,
questiors used forsWRXULVP PRWLYDW
were shown in Appendix A.

Ethnic tourism

For the definition of ethnic tourism,

‘RRG VWDWHG WKDW 3(WKC
should be defined by its direct focus on

people living out acultural identity

whose uniqueness is being marketed for
WRXULVWYV 7RXULVWY PD\ HQJI
OLYLQJ exiaiway be presented

ZLWK VWDJHG SHUIRUPDQFHV’
(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 struggleThe

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 expence 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
attifacts, performances, and other
products or services.

For the definition of ethnic tourism,
‘RRG
should be defined by its direct focus on
people living out a cultural identity

whose uniqueness is being marketed for

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 ltre and
sense of identity of ethnic groups.

VWDWHG WKDW SRoNtKeQéesEashReswts keRted to ethnic

tourism, Moscardo and Pearce (1999)
studied the visitors to an Aboriginal
cultural park in Australia in which four

touULVWYV 7RXULVWYV PD\ HQkindtgrauQs divistxrswerkitdentified

OLYLQJ FXOWXUH"

RU W K Hiasedad tieiHlegels Bif ihtdi@3nMi-v@rious

ZLWK VWDJHG SHUIRUP D uabpédts or JeaiMrek bR Btihic tourism

(1995) stated that ethnic tourism, in
which a group and its distinctive culture
were the main attractions, could be
served as a resourftg 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 exat 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 keyagers in
developing and issuing policies related to
ethnicity in which the government may
also use the ethnic image to promote the

experiences and the empirical results
revealed that the Ethnic Tourism
Connection group had the highest
participation rates for all other activities,
the Passive Cultural Learnimggoup 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, ane ttow
Ethnic Tourism group had the lowest
participation rates for all the features
examined.In addition, br the studies
related to ethnic tourism in Northern
Thailand, Cohen (1988) commented on
the penetration of tourism into the hill
tribe area of nortlrn 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
authenticiy. 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 orhe 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. Mreover, 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 wich 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
tourian industry collected the sample
from a sample of innetity 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 chatiged 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
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 toursm was used by many
governments foeconomicand cultural

development and also helped minorities
to showcase their culture and revive their
traditions. Even ethnic tourism would
bring economic and social benefits, ut
also adversely affected on cultuamd
sense of identity of ethnic groups.

For the research results related to ethnic
tourism, Moscardoand 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 empiricabsults
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 andpear 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 stuis 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 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 empisl result revealed
that the trekkers who participated the
trekking in Northern Thailand were
changing theirmotivationsto focus on
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the authenticity of the entire experience
rather than the ethnic authenticity of the
hill tribes. Jéwnson (2007) supportedat

in Northern Thailand, ethnic tourism
emphasizedseveral ethnically distinct
minorities who generally live in the
highland. Moreover, Dearden (1991)
statedthat there was a transition of the
hill tribes in Northern Thailand from a
primary ethnic toust 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 tourismfor 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 innecity Akha
residents in Thailand and the results
revealed that among the miitgrpeople
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 Hivasaki'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 makiee 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
particdar period of time and in a certain
place or geographical area, compared to

the circumstance in which the action
would not have takeplace Ishii (2012)
described how socioeconomic impact of
ethnic tourism on local minority residents
in two contrasting pots: (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, narity
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, 2032
Simao and Moss®013 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) suggdsd that tourism impact
studies documented both positive and
negative effects of tourism on the
economic welbeing, social welbeing,
cultural weltbeing, and environmental
well-being of tourism communities.
Examples of positive economic impacts
are impoved 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&

Du, 202). Concerning the s
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 thdgourism development cycle,
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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 mean$
revitalizing cultures when dying customs
are rejuvenated for tourists, although it
has disrupted traditional cultural
structures and behavioral patterisefy

& Briviba, 2021). Regarding the
environmental perspective of tourism
impact, tourism helps eate 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
resourcesthe 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 ofinformation

Past research studies (eBukhai, 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 informatio
can be from friends, relatives, brochures,
travel agencies, tour operators, or social
media. MolinaandEsteban (2006) stated
that information sources for tourism
activities had changed substantially over
the past ten years because of the effect of
new tchnologies, but the public
authorities for tourism development were
still spending their money on posters,
brochures, and video&im, Lehto, and

Morrison (2007), Hogg, Liao, and O'
Gorman (2014), and.ee and Gretzel
(2012) suggested that creating pesiua
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 consumeroafidence and help
them form attitudes tht were more
resistant to counterarguments.
Furthermore, Ho, Lin, and Chen (2012)
and Chung and Koo (2013uggested
that a better understanding of website

XVHUVY RQOLQH WRXULVP LQIR

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) staed that conventional wordif-
mouth, combined  with internal
information from people's minds, are still
decisive factors for destination choice
related to welknown and mainstream
locations with high numbers of
international summer holidaymakers.
Based onthe 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, @urces of questions used

for S3VRXUFH RI L&@éRWORDWLRQ"

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 toeth
actual visit to the tourist destination sites
(Perugni & Bagozzi, 2001; Podoshen,
2013; Prayag & Hosany,201y Tomas et
al. (2002) and Cho (2008) noted that little

research was conducted to focus on the

intention to visit a location. In addition,
locaion attractiveness and tourist
intention are supported by behavioral
intention theories and sejfoatdirected
theories.

According to Hunter (2006) and Perugini
and Bagozzi (2001),ntention can be
defined as a selfcommtment to
performing a behaviolnd this concept
can be applied to several behaviors,
including shopping and traveling.
Sources of questions used féntention
to visit“were shown in Appendix A.
According to the literature review, the
conceptual framework for testing the
causal reldonship was proposed in
Figure 1.

Figure 1 Conceptual Framework

Research methods and data
collections
The nature of this research was the

guantitative approachA 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 maaged by a listwise procedure.
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For the sample of the studyhet target
groupwasyoung tourists

For sampling techniques) identify the
samples for the studyaksed onCarr
(2001), the age of young tourists was
specified in the range of 1&35 years
old. The convenient sampling method
was used in this study.Online
guestionnaire surveygia Googlewere
sent out throughFacebook groups and
Line open chats thaelateto tourism.

Theonline questionnairsurvey includes
the screening questions,including

guestions are adapted from Asghar
(2015) and Bukhari, Anis & Ramazan
(2021). In thesecond part, there are 10
guestions  representing the  push
motivation factorsin 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 arefour questions
representing the intention to visit ethnic
tourism sites; questions are adapted from

330HDVH VSHRHIDWVRYOUDJH Cho (2008),Podoshen (2013), Prayag

have the knowledge of ethnic tourism
sites? $ Q GPl¢ase specify the ethnic
tourism sites that you hakeown =~ 2 Q O\
the respondents who met the criteria of
the screening questions contidudo
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 sitesin the northern parts of
Thailand (e.g. Chiang Rai province).

The qestions on the questionnaire
survey for each variable were adapted
from the past literatureThe survey
contairs 26 questions fromfour 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 tourisrsites.In
the first part, there are five questions
representing the source of information;

and Hosany, (20147 omaset al., (2002)

A sevenpoint Likert scalg1 = 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 theeliability
ted 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 dracteristics of the
samples, 5% of the respondents were
female. The age range of the sample was
between 16+ 35 yearsold. All of the
samples were college students from
various majors.
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Table 1 Frequency and percentagere$pondents 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

%YHORZ %DFKHORU Y 100 25.00

BacheloffV GHJUHH 197 49.25

Master{] dfegreeor above 103 25.75

Total 400 100.00

Table 2 shows the descriptive statistic of
guestion 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 bme 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 tourismtsss.
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Table 2 Descriptivestatistics ofquestionitems

Variables
level of agreement 1 (strongly disagree) Mean S.D.
+7 (strongly agree)
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
Il. 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 | feel 5.97 1.084
Trying new food 531 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 0.8
IIl. 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, | intend to visit the ethnic tourism si  6.29 0.841
Oneof my potential tourism destinations is the ethnic tourism si 5.81 1.027
| 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 3he means of intention all four factors met the criteria since all
to visit the ethnic tourism sites, push Cronbach's alpha measuregre above
motivation factors and pull motivation 0.8. The mean scores of each factor were

factors, and source of information were  used in the causal relationship test.
indicated. The reliability test showed that
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Table 3 Descriptivestatistics offactors

Factors* Mean Std. Deviation &URQEL N
alpha
Intention to visit ethnic tourism sites 6.14 0.902 .90 400
Pushmotivation 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 condugtadd the test resultare shown in tabled.

Table 4 Standardizedoefficients ofproposedegressiommodel

Standardized . . -
Independent Coefficients ) Si Collinearity Statistics
variables 9-
Beta Tolerance VIF

fP“Sh motivation 200 4131 .000 892 1.121
actors
fP“” motivation 190 3.914 .000 896 1.116
actors
Source of 196 4144 000 937 1.067
information

From the results of multiple regression
analysis, the proposedmodel 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 additon, DurbinWatson test
was 1.898 indicating that there is no
autocorrelation. For multicollinearity
test, VIFs of all factas were less than 10.
The highest VIF was only 1.121,
representing that there is no
multicollinearity among factors in the
model.

The regression resalindicated that there
were threéanfluential 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 resultsthe young
touristswere 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 toavel. 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 hava
positive causal relationship with visiting
intention. The result was also in
accordance witithe studies ofMolina
and Estaban (2006)Seabra, Abrantes,
and Lages (2007), Ho, Lin, and Chen
(2012), and Jacobsen and Munar (2012).

Conclusiorns 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 etim
tourism sites. Furthermorthe study has
provided a cleasr understandingf 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 researclattempted to explore
the roles of push and pulthotivation
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
desinations 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 nieh
tourism. However, young tourists, who
are more independent and frequently
travel, can be the appropriate groups to
visit ethnic tourism destinations.

For managerial implicationghe 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 aboutthe destinationon
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 case
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 tle nice scenery of the ethnic
destination and videos presenting the
traditional lifestyle of the local peopbes
the result of this study shows that culture
and scenery are the top two factors that
attract young tourists to the destination.
In addition, thehemesthat could be used
to intrinsically motivateyoung tourists to
visit ethnic tourism destinationsare
meeting new people, physical activities,
different lifestyles, and feeling at home
away from homeMoreover, the Tourism
Authority of Thailand shold 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 dimensionsf research
studies, such as satisfaction or loyalty
intentions for ethnic tourism.
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Appendix 1

Questions foreach factor (Developed from past literatuead related research)

Factors (evel of agreement 1 (strongly disagree}7 (strongly agree).

I. Source of Information
When Itravel, | find the information about ttrghnic WR XULVP VLWHYV 1|
« Publisted travel guides
« Friends and relatives
«6RFLDO PHGLD
«7TRXU RSHUDWRUYV RU WUDYHO DJHQWYV
« BloggWebsites

(Adapted fromAsghar,(2015)andBukhari, Anis & Ramazan, 2021).

II. Push Motivation Factors
When lItravel my motivation includes ..
« Being physically active
« Rediscovering myself
« Meeting new people
« Being free to act how | 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 fronCrompton & Mckay (1997), Yoon &lysal (2005), Stoykova (2015)
andKim & Eves,2012

[ll. Pull Motivation Factors
When Itravel my motivation includes ..
« Budget accommodation
«Wide spaces to get away from crowds
« Variety of activities to see
«2XWVWDQGLQJ VFHQHU\
«, QWHUHVWLQJ DQG IULHQGO\ ORFDO SHRSOH
«'LITHUHQW FXOWXUH

(Adapted fronCrompton& Mckay (1997), Yoo& Uysal (2005), Stoykova (2015)
and Kimé& Eves, 2012

IV. Intention to Visit Ethnic Tourism Sites
1.If | get the chance to travel, | intend\isit the ethnic tourism sites.
2. 0One of mypotentialtourism destinations ke ethnic tourism sige
3. | always talk positively about ethnic tourism sites.
4.1 recommend my friends and family to visit ethnic tourism sities.
(Adapted fronPodoshen, 2013; Prayafy Hosany,2014). Tomas et al., (200&)d Cho (2008
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Abstract

The objective of this study was to investigate the levels of famiyershipthat
influence the profitability of family companies listed on the Stock Exchange of Thal
The family companies in this study were classified basethetevels of their family
ownershipinto four groups1 less than 25 family ownership; 2 2550 family

ownership; 350#5 family ownership; and 4above 75 family ownership in orde:
to compare their profitability in terms of gross profit margin, net profit margin, re
on asset, and return on equity according to financialdlaiag 20182022 The results
showed that the net profit margins of the four growiffered with a statistica
significance level of05 The net profit margin of the firgroup, which had less tha
25 family ownership, was significantly different frothat of the other group3he
gross profit margins, returns on asset, and returns on equity of the four diibesesi

without statistical significance

Keywords profitability, gross profit margin, net profit margin, return on asset, re
on equity

i large, medium, or small, it all started with
Introductlon a family business model and grew from
Family business is one of the oldest there Previous esearch hasndicated
forms of commercial organizationin that the success af family business is
today$ business world, it is considered significantly related to the abilifes of
the primary engine driving the economy  family members andhow they manage
toward prosperityWhether a company is their nonfamily employees Family
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business leadetgpically have thepower

to make quickand flexibledecisionsin
order to addressthe challenges that
family businesses facen a daily basis
Family pride, unity, and solidarity are
beneficial for the company growth and
profitability KPMG, 2017 Family
businesses must recognize how to
achieve sustainable succesgrow
positively, and withstand economic
crises by leveraging their own
advantagessuch aslongterm visions,
flexibility, strong family values, ana
culture oftrust Regarding the situation
of family businesse on the Stock
Exchange of ThailandSET, Kasikorn
Securities]  Investment Banking
Departmentrevealed that an increasing
number of family businessesfrom
provincial areas are entering the SET
Most of thesdousinessearerun by new
generation owners who inherited a
business from their parenta contrast to
their parentswho focus on running a
businesson their own newgeneration
business owners want to hire
professionals to run tirebusiness and
raise funds in the stock market because
they view itasan opportunity to grow the
business at a low financiabst Some of
themdo notwant tomanagthe business
so they want to enter the capital market
to establisha managemenstructureand
hire a capable management tealhis
can be viewed amatheruseful strategy
for managing family assets, family
shareholdings, and family profits from
business growthAccording to Amnouy
Jiramahapoka, Executive Vice President
and Head of Issuer Marketing Group 1 at
the SET, the recent listing of family
companieson the SETis aimed at
enhancing the compary
profesionalism and management
guality More family companies have

joinedthe SETbecauseecond or third
generation business owners believe that
being listed on the SEWill help their
companies survive in the long run
Moreover, being listed on the SEAill
solve the problem fahe parents ahose
who do not want to inherit the family
business as they can hire management
professionals to work for therAlthough
raising funds in the capital market has
many advantages, sueh gainng cheap
capital, obfaining an effective
organizational structure for lortgrm
growth, and creating potential for future
advancement, being listed on the SET is
not an easy task and requiegsigh level

of  responsibility especially for
individual investors who hold shares i
the company and expect business growth
Upon joining the SET, companies need to
establish a robust working system and
continuously adjust for growthVoice
TV, 2561 In addition, the SET has
placed importance on good corporate
governance, as it can helppmpanies
formulate effective financial
performancepolicies and determine an
appropriate shareholdestructure and
shareholding ratios, influencing their
reliability in presenting accounting
information to investors Chaiwat
Wibulsawat, 2017

However, in 1997,hHe economic crisis
occurred in Asia due toa lack of
transparency in the preparatigmocess
of financial statementsand creative
accounting, causing the financial
statementto not reflect the true financial
position and performance ofthe
busineses Board of Governors of the
Stock Exchange of Thailand, 2018s a
result, many countries beganrézognize
the importance of angay more attention
to the compang profitability as shown
in the financial statementsThus the
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researchersi interested in studyinthe
levelsof family ownership that influence
the profitability of family businesses
listed on the SET by examining the
associationbetween family ownership
and profitability in order togeneate
knowledgethat can be used bfamily
businesses tgenerat long term growth
maintain business competitiveness, and
achieve sustainable success in the future

Objective

To investigate thelevels of family
ownership that influence the profitability
of family businesses listed on the Stock
Exchange of Thailand

Hypothesis

The levels of family ownershiphave an
influence on the profitability of family
businesses listed on the Stock Exchange
of Thailand

Scope of theresearch

The present studjocusal 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 theconcepts, theories, and
research related to the family ownership
and profitability to family companies

listed on theSET

Financial statement analysis
and profitability

Financial statement analysis

Financial statement analysis generally
has the following gals MFC, nd

1 To examine the companyfs
profitability and future trends

2 Toassesghe companyklevel ofrisk
affecting corporate profit or loss The
three basic categories of corporate risk
are listed below

1 Business riskcan bereflectedin the
volatility of sales and costsnfluencing
the company§ profitability

2 Financial risk deals with
company$§ ability to repay its debt
3 Liquidity risk is associated with the
company$§ ability to raise money from
outsidesources A company witha low
ability to raise external funding tesitb
face high liquidity risk

the

Profitability ratio analysis

The SET has determined thatisted
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 SEZD13 as
follows
1 Gross profit margin ithe ratio of gross
profit to net salethat is used to asseb®
company$ ability to manageinventory
costs and incorporate additional costs
into the price of goods sold
2 Net profit margin is used to asseks
company$ profitability aftertaking into
account alkinds of income and expenses
including interest expensesspecial
transactions apart from  normal
operatiors, and income tax
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3 Return on asset is a ratio theltows
thecompany$ ability to generate returns
from the use of company assets
business operatien

4 Return mequity is a rath of net profits

to shareholdergequity that reflects the
ability of management to generate returns
for shareholders

Ownership structure

Ownership structurecan be classified

into two types dispersed ownership

structure and concentrated ownership
structure KaruntaraBoonyawat, 2011

1. Dispersedwnershipstructure

A company with a dispersealwvnership
structure has many shareholdeend
each of theniolds a small percentage of
sharesin order to minimize the risk of
investment There is also the separation
between wnership and controlin this
type of company, the board of directors
will appoint professionalexecutives to
manage the companyhe advantage af
dispersed ownership structure that
executives have managemdieixibility ,
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 receivdoreover,
eachshareholder has few voting rights,
making it difficult and expensive to
gather voting rights As a result,
shareholders are wunable to gather
together to inspect the operations of
executives Companies with a dispersed
ownership structurare commonly found

in developed countries such as the United
States and England

2. Concentrate@dwnershipstructure

An important characteristic of a company
with a concentratedwnership structure
is that it has major shareholdewho
possess a large number ofasts and

voting rights, called controlling
shareholders They may also play an
important role in the comparfy

management andhe determination of
important  policies A concentrated
ownership structure is better than a
dispersed ownershiptructure in that it
supports the monitoring of executivigs
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 Thiand cited in Karuntarat
Boonyawat and Sakda Manavapat
2011

3. Ownershipstructure in Thailand

As mentioned above, companies in
Thailand, like many other Asian
countries, have a concentrated ownership
structure Many researchers have
conducted studieson the ownership
structure ofThai companiesAccording

to La Porta et al 1998 cited in
Kiatniyom Kuntisook,2008, the shares

of Thailand$ten largest listed companies
are concentrated in the hands of their top
three major shareholdems¢counting for
about 47 Most of the major
shareholders of Thai companiesth a
concentrated ownership structure are the
family members of the company owners,
indicating that most businesses in
Thailand are familyrun

Natenapha Wailerdsak200§ cited in
Thunnaree Puvasiriapinun, 201%lso
staed thatthe ownership structure of
Thai companies remains  highly
concentrated even after the economic
crisis The top termajor shareholdersf
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more than 75 of Thailandfs listed
companieshold more than 60 of the
company$ total sharedn addition,most
companies still have a small number of
shareholders, indicating that they are
family run businesses Some Iolding
compaires were setupto hold company
shares,allowing the owneffs family to
retainownership and management rights

Related theories and research

Many previous studies have paid
attention to the connections between
family =~ ownership  structure and
organizational performanc&he 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 compan longterm existenceThe
wealth of family shareholders is also
correlated with the value of the company
As a result, major family shareholders are
less likely to take adintage of minority
shareholdersin 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 sht@tm
gains, it candamage 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 valueBemsetz 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 Holdernes4989 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 companyn the United
States, revealed that the management
team reduced theiddend payment to
minority shareholders while maintaining
the level of dividend payment to the
controlling shareholders, who are the
owner$§ family membersThe findings of
this group of studies differ from those of
the first group This group believes #t
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 nomontrolling
shareholders, resulting in poor corporate
performance

Research framework

The following conceptual framework
was developed according to the literature
review
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Family Ownership Levels
- Less thark5

Profitability Ratios
- Gross Profit Margin

- Between25 and50
- Between50 and75
- More than75

Methodology

The sample consisted of 405 family
companies listed on the Stock Exchange
of Thailandfrom 20182022 using five
year financial data for data analysfss

the family ownership levels of each
family company change over time, the
scope of data used was set at five gear
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 mudsset
class datawith fundamental factors for
professional analystdhe required data
for this study weregross profit margin,
net profit margin, return on asset, and
return on equity The 405 family
companies were divided into eight
business groupservice 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
companis subject to trading suspensions
were not included in the calculatiofihe
selection criteria  were determined
according to the University of the Thai
Chamber of Commercg definition of
Family business’as specified below

- Net Profit Margin
- Return on AsseROA
- Return on EquityROE

1) A family business igounded 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 familyas a
whole are the compan$§ strategic
shareholders

Note according to the Securities and
Exchange CommissiorSEC, 3strategic
holder” is a person whol 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 raove 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 inorder to
examine and compare the influences of
family ownership levels on the
profitability of family companies listed
on the SET fron2018to 2022

Results

The analysis results concernitinglevels
of family ownership that influence the
profitability of family businesses listed
on the SET can be described below

1. Thelevelsof family ownership
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Table 1 shows that the family companies

in this study mostly had 5670  family
ownership 44 20 , followed by 25+

50 family ownership 4100 , higher
than 75 family ownership890 , and
less than 25 family ownership5 90

Table 1 The family ownership of the listed family companies during 22082

Family Ownership Levels n Percent
Less than 25 24 590
2550 166 4100
5075 179 4420
More than 75 36 890
Total 405 10000

2 The levels of family ownership

influencing the profitability of the family

companies listed on the SET during
20182022

Theresearchesultsare adollows

The returns on equityROE of the four
groups of family companies were
different without statistical significance

The returns on asseROA of the four
groups of family companies were
different without statistical significance

The grossprofit 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 @5
The paiwise comparison analysis was
conducted using postoc testsTable 3
showsthat the net profit margin of the
family companieswhich hadless than
25 family ownership was lower than
that of the other groupsith a statistical
significance level of 05 It was also
found that the family companigsth 50 =
75 family ownership had the highest
net profit margin 564 , followed by
the group with more than 75 family
ownership 77 , the group with25+
50 family ownership 333 , and the
group with less than 25 family
ownership 133277
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Table 2 Thelevelsof family ownership influencing the profitability of the listed family
companies during 2012022

Profitability Ratios Group N Mean  Std Deviation F Sig
Return on Equity Less than 25 24 616 14130 1543 203
2550 166 039 53302
5075 178 845 13143
More than 75 36 142 18723
Total 404 438 35997
Return on Asset Less than 25 24 619 8855 295 829
2550 166 586 7450
5075 179 610 9052
More than 75 36 472 6923
Total 405 588 8218
Gross Profit Margin  Lessthan 25 20 2384 16854 011 999
2550 153 2454 17214
5075 165 2438 17246
More than 75 34 2432 18986
Total 372 2441 17306
Net Profit Margin Less than 25 24 6549491 5442 001
2550 166 1332 51688
5075 179 77 18610
More than 75 36 333 25757
564
077
Total 405 7778 1594637

Statistically significant at05

Table 3The results of the pairwise comparison analyest Profit Margin

Dependent Variable I Group J Group Mean Difference Sig
IJ
Net Profit Margin Less thar25 2550 132944 000
5075 133842 000
More than 75 133354 001
2550 Less thar2s 132944 000
5075 897 958
More than 75 410 989
5075 Less thar25 133842 000
2550 897 958
More than 75 487 0986
More than 75 Less thar25 133354 001
2550 410 989
5075 487 986

Statistically significant at05
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Conclusion and
discussion

The present research focdsm studying
the levels of family ownership and
profitability ratios of family businesses
listed on the SET from 2018 to 20Zhe
percentage of family ownership to total
issued shardadicates the level damily
ownershipin each companyAccording
to alignment effect theory and
entrenchment effect theory, family
ownership can affect profitability in two
ways Therefore, the researcher
hypothesized that théevels of family
ownership influence the profitability of
the listed family compaes on the SET
as a result of alignment and entrenchment
effects in each period of timeThe
research results revealed thahe
association between thevels of family
ownership and profitability of the family
companies is consistent with the research
hypahesis It was found thatthe four
groups of family businesses with
differentlevels of family ownership had
different levels of net profit margin with
a statistical significance level @i5 The
net profit margin of thefirst 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#5 family
ownership had the highestet profit
margin, followed by the group with more
than 75 family ownership, the group
with 2550 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

ertrenchmeneffecttheory According to
the entrenchment effect theorfamily
shareholdersin a company with low
family ownershiphave a dwer sense of
ownership and lessiotivation 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 interestsnorethan the profits
of other shareholders or may even take
advantage ofninority shareholders, such
asby reducing the dividend paymetd
minority shareholdershile 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 shareholderss a
result, major family shareholdersave a
tendency to have low profitabilityThe
findings of this study can also be
explained by the alignment effect theory,
which states that major family
shareholders in a company with
moderate level of family ownership have
an adequate sense of ownership, making
ther interests align with theompany$§
interests Major family shareholders in
this type of company focus on the
company§ longterm interests rather
than their own shoiierm interests,
which  ultimatdy  influence the
company$ profitability According to the
analysisof 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 ownershigs likely to
decrease in proportion to the increase in
family ownership Moreover, the
profitability of companies with a
moderate level of family ownership tend
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 qualityin the dimension of
accounting conservatism, which found
that the correlation between family
ownership and earnings quality non
linear Within the high and low levels of
family ownership, there is a significant
negative correlation between family
ownership anearnings 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 usersan use the
research results to analyze the earnings
guality of companies listed on the SET in
the dimension of accounting
conservatism Phannapha Mabhakit,
2014

In addition, he gross profit margins,
returns on asset, ameturns on equity of
the four groups of family companies
were found to be different without
statistical significancdt was also found
that the family companies with0575
family ownership were most likely to
have high profitability, whereas the
family companies withmore than 75
family ownership were most likelyo
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
explaning that family ownership
structure has no effect on the comp&ny
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, 2015Modern 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 al1999

Previous research has also shown that
family ownership structure enables
controlling family shareholders to take
advantage of nowontrolling
shareholders in a variety of ways, such as
the role of family shareholders in
management selection that influences
minority shareholder§ monitoring of
management performanc8arclay and
Holderness, 1989 the appointment of
family members amanagement without
taking into account their expertise and
work experience Chandler, 1999 and
the reduction of dividend payment to
minority shareholders while maintaining
the level of dividend payment to
controlling family shareholders
DeAngelo and DeAgelo, 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 $areholders, leading to low
corporate performanceTherefore, 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
shaeholders, 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 orgizational
management in a sustainable manner

Recommendations

The following recommendations were
made according to the research results

1 The use ofamily ownershigevels and
profitability in this study is one way to
measurdamily business performancia
order to obtain a more comprehensive
picture, other variables associated with
family businesses, such as the term of
office of the CEO and decisiamakers,
should be investigated alongside
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Authors, Abstractand keywordsTable
and Figurs, Citation, References, and
Appendices.
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(Alibali, Phillips, & Fischer, 2009; Siegler, 1976).
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Technical andresearchreports

Authors are responsible for the accuracy
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development is used but not critical to the
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representation of a model, can be used
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