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Abstract 
Retailers have changed dramatically over the last few years, courtesy of emerging 

technologies, customer preferences, and rivalry. Retailers use digital resources for 

enhancing stock management, optimizing supply channel partnerships, and enhancing 

customer engagement. The study investigated the effect of supply chain management 

practices on retail outlet performance in Nigeria. Adopting a cross-sectional survey 

design, data were collected from 108 supermarket owners and managers, representing 

both large outlets, selected through Krejcie and Morgan’s sampling determination 

method. Structured questionnaires served as the primary instrument, and the data were 

analyzed using multiple regression analysis. The results revealed a strong positive 

relationship (r = .659) between supply chain management practices strategic supplier 

relationship and information sharing and business effectiveness. The model explained 

43.4% of the variance in performance, with ANOVA results confirming the model’s 

overall significance (f = 18.425, p < 0.05). Coefficient analysis indicated that both 

strategic supplier relationship (β = 0.191, p = 0.043) and information sharing (β = 0.247, 

p = 0.019) significantly enhance business effectiveness, with information sharing exerting 

a stronger influence. These findings align with prior research emphasizing the critical 

role of supplier integration and transparent information flow in sustaining 

competitiveness. The study concludes that while supplier relationships provide stability 

in supply chains, effective information sharing delivers greater performance gains 

through improved coordination and responsiveness. The study recommends that retail 

firms invest in long-term supplier partnerships and adopt digital tools to strengthen 

communication and forecasting accuracy. 

Keywords: Supply chain management, Strategic supplier relationship, Information 

sharing, Business effectiveness. 
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Introduction  
Supply Chain Management (SCM) has 

become a central driver of 

competitiveness and business success. In 

today’s fast-changing marketplace, 

businesses are under pressure to deliver 

high-quality products, respond quickly to 

customer needs, and remain agile in the 

face of uncertainty. Effective SCM 

practices are no longer just operational 

necessities—they are strategic 

imperatives. By integrating supply chain 

processes, firms can not only optimize 

efficiency but also build resilience 

against market disruptions, shifting 

consumer demands, and global 

uncertainties. This makes SCM a 

cornerstone of long-term sustainability 

and profitability.  

Over the past decade, SCM has attracted 

growing attention from both practitioners 

and scholars. Wisner, Tan, and Leong 

(2021) define SCM as the coordination 

of material flows and information across 

the value chain to achieve maximum 

customer satisfaction at minimal cost. 

Globalization has amplified the 

importance of SCM, reshaping 

manufacturing and retail operations 

worldwide. As competition intensifies, 

firms are compelled to improve service 

quality, increase flexibility, and reduce 

costs (Sudirjo, 2023). To meet these 

challenges, many companies have 

invested in resilient logistics systems, 

digital tracking technologies, and 

strategic sourcing models that provide 

end-to-end visibility and operational 

agility. The rise of e-commerce has 

further accelerated the need for flexible 

supply chain strategies capable of 

meeting customer demands in real time. 

Businesses today understand that cost 

optimization, quality enhancement, and 

rapid problem-solving are critical to 

survival. One of the most effective ways 

to achieve these goals is by adopting 

robust supply chain practices (Saragih et 

al., 2020). Recent evidence shows that 

51% of managers have increased 

investments in SCM in the past three 

years (Cahyono et al., 2023), 

underscoring its growing importance. 

Advanced technologies such as artificial 

intelligence, machine learning, and 

blockchain are transforming supply 

chains by enabling real-time data access, 

streamlining logistics, and improving 

decision-making. The way firms harness 

these technologies will determine their 

ability to compete both locally and 

globally. 

The retail sector, in particular, has 

undergone a dramatic shift due to 

technology, evolving customer 

preferences, and competition. Retailers 

now rely on digital tools to improve 

inventory management, strengthen 

supplier partnerships, and engage 

customers more effectively. Real-time 

data analysis, automated restocking, and 

multi-channel communication have made 

supply chains more efficient and 

responsive. In markets such as Nigeria, 

where retail is expanding rapidly, 

businesses that fail to embrace modern 

SCM risk losing ground to better-

equipped competitors. Accurate demand 

forecasting, efficient inventory 

management, and reliable supplier 

relationships have become vital for retail 

success. 

One critical element of SCM is Strategic 

Supplier Partnerships (SSPs), which 

create collaborative synergies and long-

term competitive advantages (Islami, 
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2021). However, SSPs are not without 

challenges. Aligning the objectives of 

retailers, suppliers, distributors, and 

service providers is often difficult, 

particularly as businesses grow and 

priorities shift (Dibsi & Cho, 2023). 

Building and sustaining trust within these 

partnerships is also complex, as 

conflicting interests and 

miscommunication can undermine 

collaboration (Zeng, Tse, & Mason, 

2023). Moreover, the ever-changing 

business environment demands 

continuous adaptation and innovation, 

making it hard for partners to balance 

immediate challenges with long-term 

goals. Such tensions can weaken supplier 

relationships and ultimately reduce 

profitability, especially in dynamic 

markets like West Africa. 

Addressing these challenges requires 

deeper research into which SCM 

practices most effectively enhance 

business performance. This study seeks 

to contribute to that understanding by 

examining how strategic SCM 

components can be leveraged to improve 

retail performance in West Africa’s 

competitive and evolving business 

landscape. 

 

Literature review 
Supply chain management (SCM) is 

broadly understood as the planning and 

coordination of sourcing, procurement, 

conversion, and logistics activities 

(Mukhamedjanova, 2022). It 

encompasses a wide range of functions, 

including raw material purchasing, 

demand and supply management, 

production, inventory control, order 

processing, and the final delivery of 

goods to customers (Altekar, 2023). In 

this sense, SCM represents an end-to-end 

system that integrates activities from the 

supplier through to the end consumer. 

Beyond operational functions, SCM is 

also defined as the coordination 

mechanism that enhances performance 

not only within a single firm but also 

across networks of trade partners 

(Abdallah et al., 2021; Salau, 2025). This 

perspective highlights the importance of 

collaboration and integration in 

achieving efficiency and effectiveness 

throughout the supply chain. Similarly, 

Bimha et al. (2020) argue that SCM 

should not be seen as a collection of 

separate business functions but as part of 

a holistic organizational strategy that 

connects goods, information, and 

financial flows from suppliers to 

manufacturers, wholesalers, retailers, and 

ultimately consumers. 

In expanding traditional business 

operations, SCM emphasizes inter-

enterprise cooperation, seeking to unify 

trade partners under a shared goal of 

optimization and long-term effectiveness 

(Olapoju, 2019). Thus, SCM goes 

beyond transactional exchanges to foster 

strategic collaboration, making it a 

critical enabler of competitiveness in 

today’s interconnected business 

environment. 

 

Components of supply chain 

management 

Strategic supplier relationships 

Strategic supplier partnerships (SSPs) 

refer to the long-term relationships 

established between an organization and 

its suppliers, built on cooperation, trust, 

and mutual benefit. Utami et al. (2019) 

describe SSPs as ongoing relationships 
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where organizations and their suppliers 

collaborate closely on planning and 

problem-solving initiatives. The aim is to 

strengthen both operational and strategic 

capabilities to help firms achieve their 

goals (Melander, 2018). Nyamasege and 

Biraori (2015) further emphasize that 

these partnerships are not limited to 

transactional exchanges but instead foster 

enduring ties that encourage cooperative 

planning and joint problem-solving. 

Strategic supplier relationships are 

particularly important in areas such as 

technology, markets, and product 

development, where they provide mutual 

advantages and promote long-term 

collaboration. Govindaraju et al. (2017) 

highlight that SSPs can create significant 

competitive advantages by leveraging the 

combined operational and strategic 

competencies of participating firms. In 

addition, deliberate cooperation 

strengthens joint planning activities and 

enhances the ability to resolve shared 

challenges (Kosgei & Gitau, 2016). In 

this sense, SSPs are a cornerstone of 

modern SCM, supporting not only 

efficiency but also long-term 

competitiveness. 

Information sharing 

Information sharing is another critical 

component of effective supply chain 

management. Ambreen and Siddiqui 

(2018) define it as the transfer of product 

knowledge and relevant data to partners 

across different stages of the supply 

chain. By providing a complete and 

timely flow of information, firms can 

enhance coordination and improve 

overall supply chain performance 

(Rached et al., 2015). According to Berut 

et al. (2018), sharing information also 

allows supply chain partners to monitor 

the status of orders and products as they 

progress through different processes, 

creating greater transparency and trust. 

Govindaraju et al. (2017) identify 

information sharing as one of the five 

fundamental building blocks of strong 

supply chain relationships. Through 

regular communication, supply chain 

partners can function almost as a single 

entity, collectively responding to market 

changes and gaining deeper insights into 

customer needs. Utami et al. (2019) 

stress that timely exchange of 

information enables firms to respond 

more quickly to consumer demands, 

making information sharing not just a 

support activity but a strategic necessity 

in competitive markets. 

Business effectiveness 

Business effectiveness refers to the 

ability of an organization to operate 

efficiently and effectively in pursuit of its 

goals and objectives (Čabinová et al., 

2020). It encompasses the strategies, 

processes, and practices that enable 

organizations to optimize resources, 

enhance performance, and ensure long-

term sustainability. Business 

effectiveness is not solely about short-

term profitability; rather, it involves 

delivering value to customers, 

maintaining competitiveness, and 

fostering continuous improvement. 

To achieve business effectiveness, firms 

must align their mission, vision, and 

objectives with day-to-day operations, 

activities, and resource allocation 

(Ghonim et al., 2021). This alignment 

requires setting measurable targets, 

monitoring performance, and making 

evidence-based decisions. Furthermore, 

effectiveness in business is reflected in 

how organizations adapt to 

environmental fluctuations, technological 
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advancements, and evolving customer 

needs to remain relevant and 

competitive. Thus, business effectiveness 

is a dynamic and adaptive process that 

integrates strategy, resource 

optimization, and responsiveness to 

external changes. 

Theoretical review: Resource-based 

view (RBV) 

The Resource-Based View (RBV) is a 

strategic management theory that 

highlights the role of organizational 

resources and capabilities in achieving 

and sustaining competitive advantage 

(Lubis, 2022). Originating from the work 

of Jay Barney in 1991, RBV asserts that 

firms outperform competitors when they 

possess resources that are valuable, rare, 

inimitable, and non-substitutable 

(VRIN). These resources may include 

physical assets, proprietary technologies, 

skilled human capital, and strong inter-

organizational relationships. 

Applied to supply chain management, 

RBV emphasizes the importance of 

leveraging both internal capabilities and 

external partnerships to generate value. 

For instance, cultivating distinctive 

supplier relationships, adopting advanced 

technologies, and investing in skilled 

personnel can reduce costs, streamline 

operations, and enhance adaptability. The 

RBV perspective underscores that 

sustained business effectiveness depends 

less on external market conditions and 

more on how firms strategically manage 

and deploy their unique resources and 

competencies. By focusing on the 

development and protection of such 

strategic assets, organizations can 

strengthen their supply chains, enhance 

efficiency, and secure a sustainable 

competitive advantage. 

Empirical review  

ROK Lee (2021) investigated the 

connection between supply chain 

management strategy and both financial 

and operational performance in order to 

ascertain the effect of supply chain 

management on the operational 

performance of SMEs in Korea. 

Empirical research of 300 Korean 

manufacturing SMEs that have used 

SCM techniques was carried out in order 

to achieve this. Equation modelling was 

used to examine variables. Furthermore, 

it was shown that SCM strategies have a 

major influence on SMEs' organisational 

competence and that both organisational 

skills and SCM strategies have a 

considerable impact on firm 

performance. Furthermore, an analysis of 

the meditative influence of organisational 

competencies on the impact of supply 

chain management strategy on company 

performance revealed that these 

competencies mediated the impact of 

SCM on operational performance but not 

on financial performance. The research 

concludes that by combining supply 

chain management techniques with 

organisational capabilities, SMEs may 

attain sustained overall company 

performance.  

Amedofu et al. (2019) looked at how 

supply chain management strategies 

affected customer growth and startup 

performance in Ghana. The purpose of 

this article is to examine how supply 

chain management strategies may 

increase the success of startups in 

developing countries. Using the partial 

list square structural equation model as 

the research model, a survey of 300 

Ghanaian entrepreneurs was conducted, 

yielding 72 insightful responses. The 

study confirmed that customer 
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development and startup success are 

positively impacted by SCM techniques. 

Startup performance is also impacted by 

customer development. 

Utami et al. (2019) investigate how 

supply chain management practices 

(SCMP) affect the financial and 

economic viability of Indonesian SMEs. 

The researcher used a quantitative 

research approach to do this, and the 

questionnaire technique was utilised to 

collect data. The information was 

supplied by planning managers, supply 

chain managers, procurement managers, 

and managing directors. The hypotheses 

were analysed using the PLS-SEM 

approach. The study's findings 

demonstrated that the degree of 

information sharing, strategic supplier 

integration, and customer connections all 

affect SMEs' capacity to remain 

financially and economically viable. The 

study's conclusions indicate that SCM 

techniques have a major and positive 

influence on the long-term financial and 

economic performance of Indonesian 

SMEs. Additionally, the study's findings 

demonstrated that effective SCMP 

implementation may enhance the 

financial and economic performance of 

SMEs in developing countries.  

Memia (2018) sought to ascertain how 

the performance of significant industrial 

enterprises in Kenya was impacted by 

contemporary supply chain practices. 

Lean supply chain, outsourcing, supplier 

relationship management, and customer 

relationship management are all 

components of the multifarious 

architecture that is supply chain 

management (SCM) techniques, 

according to the research. This research 

also included five theories: the theory of 

transaction costs, the theory of resource-

based perspectives, the theory of value 

chains, the theory of supply chain 

limitations, and the theory of lean six 

sigma. In order to acquire information 

from 312 respondents, who represented 

563 major manufacturing enterprises 

listed by KAM, the study employed a 

descriptive research approach. The study 

also included regression analysis and 

correlation to ascertain the relationships 

between the predictor and criteria 

variables. The results shown that any 

contemporary SC procedure significantly 

affects performance.  

A study by Khaddam, Irtaimeh, and 

Bader (2020) examined the mediating 

effect of information technology and the 

relationship between supply chain 

management and competitive advantage. 

The main objective of this research is to 

investigate the indirect impacts of supply 

chain management (SCM) in its five 

dimensions—costs, quality, delivery 

time, flexibility, and creative 

commitment—as well as its three 

dimensions—relationships with 

suppliers, intermediates, and distributors. 

using information technology (IT) as a 

mediator. In this study, 250 structured 

questionnaires served as the research 

instrument. The statistical program for 

social sciences (SPSS) was used to 

extract and analyse 266 in order to 

evaluate the hypothesis. The study 

showed that connections with suppliers 

and customers both had an influence on 

information technology (IT), enabling 

SCM to directly affect competitive 

advantage, even while interactions with 

distributors and intermediaries did not 

increase the effect. 
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Methodology  
The study adopted a cross-sectional 

research design, utilizing a descriptive 

survey approach to examine the 

relationships between supply chain 

management practices and retail outlet 

performance. The population of the study 

will consist of all supermarkets within 

Nigeria, providing a broad view of the 

retail landscape. According 

to  ECOWAS Trade Information System 

(ECOTIS) there are 146 organised 

supermarket outlets aggregated data 

across the states in Nigeria states. The 

business owners or managers of these 

supermarkets comprise the participants, 

as they are best positioned to provide the 

data necessary for the research. To 

determine the sample size, the study 

adopted the Krejcie and Morgan 

sampling determination method, which 

provided a scientific approach for 

ensuring representativeness of the 

sample. Based on their table, for a 

population of 146 supermarkets, the 

appropriate sample size was 

approximately 108. This ensured that the 

findings achieved a 95% confidence level 

with a 5% margin of error, making the 

results statistically significant and 

generalizable to the entire supermarket 

population within Nigeria. Consequently, 

108 supermarkets were selected, and 

their business owners or managers served 

as respondents, given their direct 

knowledge and involvement in supply 

chain management practices. A 

convenience sampling technique was 

employed to select participants due to the 

practical challenges of accessing 

supermarkets across Nigeria. The 

researcher adopted a door-to-door 

approach in various shopping centers to 

distribute and retrieve questionnaires, 

thereby maximizing response rates. 

Structured questionnaires were used as 

the main research instrument to ensure 

consistency and reliability in the data 

collection process.  For data analysis, the 

study employed inferential statistical 

techniques. Inferential statistics were 

conducted using multiple regression 

analysis to examine the extent to which 

supply chain management practices 

influenced business effectiveness. 

Multiple regression was particularly 

appropriate because it enabled the study 

to assess the combined and individual 

contributions of independent variables 

(supply chain practices) to the dependent 

variable (retail performance).  

 

Analysis and findings 

Statement of Hypotheses:  

H01: Strategic supplier relationship has 

no significant effect on business 

effectiveness. 

H02: Information sharing has no 

significant effect on business 

effectiveness. 

 

Table 1 Model Summary 

Model R R Square Adjusted R Square Std. Error of Estimate 

1 .659 .434 .411 1.84544 

a. Dependent Variable: Business Effectiveness 

b. Predictors: Strategic Supplier relationship and Information sharing 
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The model summary shows that there is a 

strong positive relationship (R = .659) 

between the predictors (strategic supplier 

relationship and information sharing) and 

the dependent variable (business 

effectiveness). The R Square value of 

.434 indicates that about 43.4% of the 

variation in business effectiveness is 

explained by the combined effect of the 

predictors, while the Adjusted R Square 

(.411) confirms that after accounting for 

the number of predictors and sample size, 

approximately 41.1% of the variance in 

business effectiveness is still explained 

by the model. Overall, this result 

demonstrates that strategic supplier 

relationships and information sharing 

play a substantial role in enhancing 

business effectiveness. 

 

 

Table 2 Anova 

Source Sum of Squares Df Mean Square F Sig. 

Regression 251.000 2 62.750 18.425 .000b 

Residual 326.941 106 3.406 
  

Total 577.941 108 
   

a. Dependent Variable: Business Effectiveness 

b. Predictors: Strategic Supplier relationship and Information sharing 

 

The ANOVA table indicates that the 

overall regression model is statistically 

significant. The F-value of 18.425 with a 

significance level of p = .000 (p < 0.05) 

demonstrates that strategic supplier 

relationship and information sharing, 

taken together, have a significant effect 

on business effectiveness. The regression 

sum of squares (251.000) compared with 

the residual sum of squares (326.941) 

shows that a substantial proportion of the 

variation in business effectiveness is 

explained by the predictors. This finding 

confirms that the predictors jointly 

contribute meaningfully to explaining 

variations in business effectiveness, 

thereby validating the fitness of the 

model.

 

 

Table 3 Coefficients  

Predictor Unstandardized B Std. Error Standardized Beta t Sig. 

(Constant) 7.515 1.721 
 

4.368 .000 

Strategic Supplier 

Relationship 

0.097 0.047 0.191 2.054 .043 

Information Sharing 0.158 0.066 0.247 2.396 .019 

a. Dependent Variable: Business Effectiveness 

b. Predictors: Strategic Supplier relationship and Information sharing 
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The coefficients table shows the 

individual contributions of the predictors 

to business effectiveness. The constant 

(B = 7.515, p < 0.001) indicates the 

baseline level of business effectiveness 

when both predictors are held constant. 

Strategic supplier relationship has a 

positive and statistically significant effect 

on business effectiveness (B = 0.097, β = 

0.191, t = 2.054, p = 0.043), meaning that 

improvements in supplier relationships 

lead to higher business effectiveness. 

Similarly, information sharing also has a 

positive and significant effect (B = 0.158, 

β = 0.247, t = 2.396, p = 0.019), showing 

that effective exchange of information 

contributes more strongly to business 

performance than supplier relationship in 

this model. Overall, both predictors 

significantly enhance business 

effectiveness, with information sharing 

having the stronger impact. 

 

Discussion of findings 
The findings from the coefficients table 

indicate that both strategic supplier 

relationship and information sharing play 

significant roles in enhancing business 

effectiveness, with information sharing 

exerting a stronger influence. This result 

resonates with Lee (2021), who found 

that supply chain management (SCM) 

strategies, when aligned with 

organizational competencies, 

significantly improve firm performance, 

highlighting the importance of 

integrating relational and informational 

practices. Similarly, Utami et al. (2019) 

established that information sharing, 

supplier integration, and customer 

relationship management significantly 

contribute to SMEs’ financial and 

economic viability in Indonesia, 

supporting the stronger effect of 

information sharing observed in this 

study. Amedofu et al. (2019) also 

confirmed that SCM strategies enhance 

customer growth and startup 

performance in Ghana, reinforcing the 

idea that supplier relationships are 

foundational to business success in 

emerging markets. Moreover, Memia 

(2018) demonstrated that supplier 

relationship management, alongside 

other SCM practices, significantly 

impacts the performance of 

manufacturing enterprises in Kenya, 

consistent with the positive effect of 

strategic supplier relationships in this 

study. Additionally, Khaddam, Irtaimeh, 

and Bader (2020) emphasized that 

effective relationships with suppliers, 

when coupled with information 

technology, boost competitive advantage, 

aligning with the current findings that 

information sharing enhances business 

effectiveness. Collectively, these results 

highlight that while strong supplier 

relationships provide a foundation for 

effective supply chain collaboration, 

information sharing creates a more direct 

and powerful mechanism for improving 

business outcomes. The findings 

reinforce prior research (Lee, 2021; 

Utami et al., 2019; Memia, 2018) that 

emphasized the value of integrating 

supplier management with knowledge-

sharing mechanisms to achieve 

sustainable competitiveness. Therefore, 

for businesses seeking to optimize 

performance, supplier relationship 

management and transparent information 

flow are indispensable drivers. 
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Conclusion 
This study concludes that both strategic 

supplier relationships and information 

sharing significantly contribute to 

business effectiveness. The regression 

results revealed that while supplier 

relationships enhance collaboration and 

stability in supply chains, information 

sharing exerts a stronger influence by 

improving coordination, decision-

making, and responsiveness. This 

indicates that organizations that 

effectively exchange accurate and timely 

information with supply chain partners 

are more likely to achieve higher 

performance outcomes. 

 Recommendations 

1. Organizations should invest in long-

term partnerships with suppliers through 

trust-building, joint planning, and 

contractual collaboration. This will 

enhance supply reliability and reduce 

operational risks. 

2. Firms should adopt digital tools, 

supply chain management software, and 

real-time communication platforms to 

facilitate seamless exchange of 

information with partners. This can 

reduce delays, increase transparency, and 

support better forecasting. 
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Abstract 

This study investigated the effects of environmental accounting disclosure on the 

financial performance of quoted Industrial goods firms in Nigeria. Energy Policy (EPY), 

Employee, health and safety disclosures (EHS), Environmental Pollution and Control 

Policy (EPCP), Waste Management Policy (WMC), Compliance with environmental law 

and regulations (CLR) were used to proxy environmental disclosures. The study utilized 

ex-post facto research design and secondary data from 2012 to 2022. Data were sourced 

from selected Annual Report and Accounts of sampled 11 quoted industrial goods firms 

out of the 13 total industrial goods firms listed on the Nigeria Exchange Group. The 

study utilized Descriptive Statistics and panel regression estimation tools. The results 

discovered that EPY, EHS, WTP and CLR significantly and positively impacts the ROA 

of Nigerian industrial firms. The study therefore concludes that environmental 

accounting disclosure had a noteworthy effect on return on the financial performance of 

Nigerian industrial goods firms. The study recommended industrial goods firms should 

provide detailed reports on environmental impact, WTP, EPY, EHS, CLR in other to 

build investor trust.  They should also ensure they make effort towards reducing carbon 

footprints and promote eco-friendly products. Industrial firms should ensure they 

continually seek and disclose environmental strategies that reduce costs and improve 

profitability. 

Keywords: Environmental Disclosure, Energy Policy, Waste Management Policy, 

Return on Assets, Employee Health and Safety. 
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Introduction 
The methodical ways that environmental 

accounting provides help in managing the 

environmental aspects of business 

operations. The recognition of the 

growing significance of environmental 

accounting research has resulted from the 

movement in business economics towards 

environmental challenges (Saman, 2019). 

Due to their economic operations, 

corporate organizations are purposefully 

altering the ecosystems which threaten the 

stability of the planet and of the economic 

system arising from air, water and land 

pollutions, dangerous wastes disposal, 

natural resources overexploitation, ozone 

depletion and climate change (Ofurum & 

Iwunna, 2022). Thus, companies are 

expected to consider not just the economic 

matters in their day-to-day operations but 

also consider the social and environmental 

responsibilities since the existing 

literature revealed that they significantly 

impact their profitability and their 

survival. According to Saman (2019), 

there are numerous ways that business 

activity affects the environment, including 

the air, water, drinking water, land, 

atmosphere, land, mass, and habitat for 

threatened and endangered species. All 

these have the tendency to result into the 

incurring of environmental costs.  

Environmental costs, according to 

Agboola and Orogbe (2019). 

Furthermore, Adagye and Abubakar 

(2018) claimed that environmental costs 

include money spent either on preventing 

environmental deterioration or on 

returning the environment to its pre-

damage form, or a mix of the two.  

The financial performance determinants 

of an organisation provide information on 

its profitability, earnings, and growth 

prospects (Oyedokun, et al. 2019). 

Financial performance provides an 

overview of a company's overall business 

activities, described by efficiency in 

managing its assets, liabilities, and equity 

(Hamidi, 2019). Profitability in a business 

is shown through factors affecting its 

profitability, leading management in a 

company to issue policies to create and 

increase profit growth. A company's 

financial performance is a numerical 

measure of how successfully it generates 

income and uses its resources for 

commercial operations (Agboola & 

Orogbe, 2019).  

Environmental accounting has a 

reasonable impact on a firm's 

performance, either positively or 

negatively. According to Dikgang et al. 

(2012), the stock market reacts to 

environmental catastrophes more 

favourably. There are many issues, and 

growing worries about resource depletion 

and environmental deterioration are 

concerning. The environmental issues 

being considered today are worldwide in 

scope and may have an effect on a 

company's financial success (Folayan, 

2016). Rufelawaty and Budi (2010) found 

that environmental cost data produced by 

environmental accounting can support 

business expansion. Lack of such 

information puts managers under more 

stress when it comes to tracking expenses 

and trying to cut expenses. 

The National Environmental Protection 

Agency (NEPA) Act was superseded in 

Nigeria by the National Environment 

Standards and Regulation Enforcement 

Agency (NESREA) Act of 2007, which is 

a collection of laws and regulations 

designed to safeguard and maintain the 

growth of the natural resources and 

environment. The rule gives the necessary 
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authorities to promote adherence to 

national and international environmental 

laws, including those pertaining to 

environmental cleanliness and the 

prevention and control of pollution 

through monitoring and regulatory actions 

(Tochwuku, 2018). It is only natural that 

Nigerian industrial companies take 

responsibility for the emissions, pollution, 

and environmental degradations that 

emerge from their business operations. A 

report that only shareholders would be 

happy to cheer about would be one that 

included earnings and profit. 

Organisations' annual reports should 

include information on environmental 

damages, pollution in various forms, 

emissions into the air that need to be 

reported, corrective actions, necessary 

compensation, and preventative measures 

that should be implemented (Osemene, et 

al., 2012). According to Idowu and 

Agboola (2021), one of the economic 

sectors in Nigeria that has seen a lot of 

public outrage over environmental issues 

is the industrial sector. Nonetheless, given 

that the industry generates a large portion 

of the nation's total revenue, not many 

attempts have been made to improve the 

circumstances. The companies that take 

raw materials from the earth for consumer 

use or whose operations have a notable 

impact on the environment are considered 

to be part of the industrial sector.  

Numerous studies had been conducted in 

this field, and the findings and 

perspectives of each researcher varied. 

For instance, Idowu and Agboola (2021), 

Lawrence and Bernard (2023), Nwaimo 

(2020), Ofurum and Iwunna (2022), 

Oraka (2021), Oyedokun, et al. (2019), 

Setiawan and Honesty (2020), Saman 

(2019), Peter and Mbu-Ogar (2018), 

Charles et al. (2017), Karambu and 

Joseph, (2016), Ndukwe and John (2015). 

Scanty research works have dealt on the 

direct impact of environmental 

accounting disclosure and financial 

performance of industrial firms in Nigeria 

within time frame of 2015 to 2022.  The 

research found to have focused on the 

Nigeria Industrial sector was the study by 

Lawrence and Bernard (2023), but it only 

reviewed the timeframe period of 2011 to 

2020. This study intends to bridge the gap 

of recency. Extant literatures are saturated 

with knowledge on the impact of 

environmental accounting disclosure on 

company’s financial performance. Based 

on existing literature little evidence is 

provided on the direct relationship of 

environmental accounting disclosure 

(EVD) and financial performance of listed 

industrial goods companies in Nigeria, 

given the importance and the value 

accruable to companies that disclosed its 

environmental issues. These omissions in 

the literature therefore form a major gap 

in this study. Several literatures such as 

studies by Lawrence and Bernard (2023), 

Agboola and Orogbe (2019), Setiawan 

and Honesty (2020), Oraka (2021), The 

impact of EVD on the financial 

performance of listed food and beverage 

industries, mining, oil and gas companies, 

or cement enterprises alone has been 

studied by Tochukwu (2018). Similarly, 

academic research has looked closely at 

how EVD affects listed industrial 

businesses' market values. However, few 

literatures have been able to use 

component of environmental costs such as 

EVD index, environmental pollution and 

control policy, energy policy, biodiversity, 

waste management policy and award 

received for installing environmental 

management impact on corporate 

performance.  The review of Emeka-

nwokeji and Okeke (2019) was found to 

use few of these components as 
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independent variables.  This study aims at 

filling the existing gap by reviewing 

extensively the influence of the 

integration of environmental costs such as 

Environmental pollution and control 

policy (EPCP), Energy policy (EPY), 

waste management policy (WTP), 

Employee Health and Safety (EHS), and 

compliance and regulations (CLR) in the 

financial statement with the financial 

performance of listed industrial goods 

firms in Nigeria from 2012-2022. This 

study will be of great significance to 

Nigeria firms in the industrial sector, 

management, investors, researchers and 

other stakeholders of the firms. Investors 

can rely on environmental disclosures to 

identify financially sound and 

environmentally responsible firms, 

improving investment decisions. Policy 

makers and regulators should strengthen 

disclosure standards and enforcement to 

promote transparency and sustainability 

across industries. Researchers can further 

explore causal mechanisms and develop 

context-specific environmental disclosure 

frameworks. Other stakeholders such as 

NGOs and communities can use 

environmental information to demand 

accountability and encourage sustainable 

business practices. This study therefore 

intends to examine the influence of 

environmental accounting disclosures on 

the financial performance of listed 

industrial goods firms in Nigeria.  

 

Literature review 

Environmental accounting 

disclosures (EVD) 

According to Charles et al. (2017), 

environmental accounting refers to the 

efforts made by professional associations, 

governmental bodies, and standard-setters 

of accounting to encourage corporations 

to take an active responsibility for 

protecting and sanitising the environment, 

as well as for fully disclosing their 

environmental operations in stand-alone 

environmental disclosures or yearly 

reports. The definition of environmental 

accounting is the gathering, evaluation, 

and analysis of financial and 

environmental performance data from 

financial, environmental, and business 

management information systems. 

Corrective management measures are 

implemented to mitigate environmental 

impacts and costs. The area of accounting 

that tracks resource consumption, 

quantifies, and reports the true or 

projected environmental costs of a 

company or the country's economy is 

expanding (Osemene, 2010). The 

expenses an organisation bears to prevent, 

track, and report environmental impacts 

are known as environmental accounting 

costs (KPMG, 2012). The five categories 

of environmental costs include 

convectional, contingent, hidden and 

relationship, and social, according to the 

US Environmental Protection Agency 

(1995). The two main categories of these 

costs are social costs and private costs. 

While societal costs are incurred by 

society, private costs are borne by the 

enterprise. Environmental pollution and 

control policy (EPCP), Energy policy 

(EPY), waste management policy (WTP), 

Employee Health and Safety (EHS), and 

compliance and regulations (CLR) are 

used to proxy EVD in this study. Some of 

the researchers that have used some of 

these costs as measures of environmental 

accounting disclosures are Emeka-

nwokeji and Okeke (2019), Agboola & 

Orogbe (2021), Lawrence and Bernard 

(2023), Nwaimo (2020), Ofurum and 
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Iwunna (2022), Oraka (2021), Oyedokun, 

et al. (2019), Setiawan and Honesty 

(2020), and Saman (2019).  

 

Financial performance 

Profit-making companies give careful 

thought to their financial performance. It 

serves as the basis for evaluating the firm's 

objectives. It alludes to the process of 

carrying out financial transactions. 

Financial performance refers to the degree 

to which financial objectives are being 

met in its broadest sense. According to 

Yahaya and Lamidi (2015), it is the 

process of determining how a company's 

activities and policies will affect its 

bottom line. It can be applied to sector or 

industry comparisons as well as cross-

industry comparisons between 

comparable businesses. According to 

Yahaya et al. (2014), it is used to gauge 

the overall financial health of a company 

over a given time frame. In order to obtain 

a competitive advantage, a company's 

ability to lawfully obtain and manage its 

resources also determines how well it 

performs. Thus, performance 

measurement is crucial since it builds on 

findings and aids in various economic unit 

decisions (Falope et al., 2019; Tochukwu 

2018). Hamidi (2019) opined that 

financial performance of firm provides an 

overview of a company's overall business 

activities, described by efficiency in 

managing its assets, liabilities, and equity. 

Profitability in a business is shown 

through factors affecting its profitability, 

leading management in a company to 

issue policies to create and increase profit 

growth. The indicator used for 

profitability is ROA (Return on Assets). 

 

Environmental accounting 

disclosures and financial 

performance 

Environmental cost disclosures provide 

transparency regarding a company's 

environmental expenditures, which can 

influence stakeholder trust and long-term 

profitability. Several studies have 

examined this relationship, revealing 

mixed findings. Rufelawaty and Budi 

(2010) found that environmental cost data 

produced by environmental accounting 

can support business expansion. Lack of 

such information puts managers under 

more stress when it comes to tracking 

expenses and trying to cut expenses. 

Disclosure of environmental costs can 

improve financial performance by 

enhancing the firm's reputation, thereby 

attracting environmentally conscious 

investors and customers (Chams & 

García-Blandón, 2019). According to 

Dikgang et al. (2012), the stock market 

reacts to environmental catastrophes more 

favourably. Naimo (2020) also opined 

those environmental costs such as WMC, 

community development costs and EHS 

costs have the tendency to positively 

influence profitability. Additionally, 

comprehensive environmental reporting 

may result in cost savings by reducing 

waste and improving resource efficiency, 

further contributing to financial gains 

(Liesen et al., 2017). 

However, some research suggests that 

EVD might initially lead to higher costs 

without immediate financial returns, 

particularly for firms in industries with 

high compliance requirements (Luo & 

Tang, 2022). Moreover, the quality and 

credibility of such disclosures can also 

impact the strength of the relationship, as 

firms engaged in greenwashing might not 
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experience the same positive financial 

outcomes (Hummel & Schlick, 2016). 

 

Theoretical review 

However, this study is anchored on 

stakeholder theory. The concept of 

stakeholder theory was first popularised 

by Freeman in 1984, and during the 

1980s, it was progressively incorporated 

into management theory. This theory, 

which was developed from two others, 

contends that company financial 

performance and social and 

environmental performance are positively 

correlated (Jones 1995). According to the 

instrumental stakeholders' theory, taking 

social and environmental responsibility 

improves stakeholder satisfaction, which 

in turn boosts financial success. 

According to this perspective, an 

organisation must actively participate in 

society since it depends on it for survival 

(Ojo, 2012). In line with this approach, 

managers must make sure that the needs 

of the stakeholders who have the power to 

affect an organization's performance.  

 

Empirical review 

The study of Oyedokun et al. (2019) 

reviewed the influence of environmental 

accounting disclosures (EVD) on firm 

value of quoted Nigerian Industrial 

products firms. Regression analysis were 

used to anlysed the data gathered from the 

selected firms. Discoveries in the study 

showed that EVD have a favourable and 

substantial impact on firm value whereas 

financial performance indicators were 

found to have no noteworthy impact on 

firm value. 

Nwaimo (2020) conducted a review on 

the connection between environmental 

costs and performance of firms in Sub-

Sahara African countries within a time 

frame period of year 2007 to 2016. The 

data utilized for this study were gathered 

from Nigeria, Ghana, South Africa and 

Tanzania stock exchange. Outcomes from 

the study disclosed that WMC, 

communities’ development costs (CDC) 

and EHS costs have a favourable and 

noteworthy effect on profitability only in 

Ghana.  

Setiawan and Honesty (2020) examined 

the effect of environmental performance 

and environmental costs on financial 

performance (FP) of Indonesia firms 

within a time frame period of 2014 to year 

2018. All the mining and manufacturing 

firms are used as the study population. 29 

firms were sampled from the total 

population. The outcome from the study 

revealed that environmental costs have 

notable impact on firm performance (FP). 

Whereas environmental performance was 

discovered to have no substantial effect on 

FP. 

The nexus between environmental cost 

disclosure on the FP of quoted oil and gas 

firms in Nigeria was investigated by 

Ofurum and Iwunna (2022). 13 listed oil 

and gas firm were reviewed in this study. 

The time frame for the study covered year 

2008 to year 2019. Ordinary least square 

was used as the data estimation tool 

utilized in this study. Outcomes from this 

research disclosed that WMC have a 

favourable notable influence on ROA, 

whereas pollution control costs had an 

adverse noteworthy impact on ROA.  

Oraka (2021) assessed the nexus between 

environmental cost and FP of oil and gas 

firms in Nigeria. Environmental 

remediation cost (ERC) and Compliance 

cost (CC) were used to proxy 

environmental costs.  The study period 
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covered 11 years. 12 oil and gas firms 

were sampled for this study. Outcome 

form the review disclosed that CC and 

ERC have a positive noteworthy effect on 

FP.  

The effect of environmental costs on FP in 

Nigeria was reviewed by Lawrence and 

Bernard (2023) within a time frame period 

of 2011 to 2020. Panel regression was 

used as the data estimation method used in 

this study. WMC and communities’ 

development costs (CDC) were used to 

proxy environmental costs. The outcome 

from thus review discovered that WMC 

and CDC have a favourable noteworthy 

effect on FP. Firm size was also found to 

have a substantial effect on FP. 

Aliamutu et al. (2023) reviewed the 

impact of environmental costs on FP of 

two plastic manufacturing firms in South 

Africa. The study timeframe covered year 

2018 and 2019. Content analysis was used 

as the method of inquiry to analyse the 

financial statement where the data needed 

were gotten. The outcome of the study 

revealed a favourable and noteworthy 

influence on financial performance.  

 

Methodology 

This study adopted an expo-facto research 

design. This method is suitable because it 

examines existing data on environmental 

accounting and financial performance 

without influencing the variables. The 

population of the study comprised of 

thirteen (13) listed industrial goods firms 

by Nigerian Exchange Group as at 2022. 

This study uses Nigerian industrial firms 

because they significantly impact the 

environment through their operations. 

They are crucial in assessing the link 

between environmental accounting and 

financial performance. Their public 

reports provide accessible data for 

analysis. The findings from the estimation 

of their data will guide firms and policy 

makers towards sustainable financial 

practices. The financial and the 

environmental data were extracted from 

the audited annual reports of the selected 

industrial companies submitted to the 

Nigerian Exchange Group (NGX). The 

study sample frame was 11, this sampled 

size was selected based on purposive 

sampling technique.  The 11 firms were 

selected because they have the complete 

data needed for this study. This study 

employed secondary source of data. The 

timeframe covers year 2012 to 2022 (11 

years). This study utilized descriptive 

statistics, correlation analysis and panel 

regression to determine the relationship 

between dependent variable and 

independent variables. Return on asset 

was used to proxy financial performance 

because it is relevant for industrial firms 

with large asset bases, it measures how 

efficiently a firm uses its asset to generate 

profit. It reflects both management 

effectiveness and operational 

performance, making it especially 

suitable for asset-intensive firms like 

those in the industrial sector.
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Table 1 Measurement of variables 

Dependent variable Measurement Sources 

Return on Asset Profit before tax   x   100  

Average Total Asset      1 

Iheduru and Chukwuma 

(2019), Herny and 

Herawaty (2024) 

Independent variables 

Environmental accounting disclosures 

Energy Policy (EPY) Measured as a dummy "0" in the 

absence of the Disclosure of Energy 

policy and "1" otherwise.  

Tze, Boon and Yee (2014) 

Employee Health and 

Safety disclosure (EHS) 

Measured as dummy "0" in the 

absence of employee health and 

safety measures disclosure and "1" 

in the case of such disclosure. 

 

Oshiole et al. (2020) 

Environmental Pollution 

and Control     Policy 

(EPCP) 

Measured as a dummy "0" 

otherwise, and "1" for disclosure of 

environmental pollution and control. 

Iheduru and Chukwuma 

(2019), Tochukwu (2018) 

Waste Management 

Policy (WTP)  

Measured as a dummy "0" in other 

cases and a "1" in cases of waste 

management policy disclosure. 

Nwaimo (2020) 

Compliance with 

environmental law and 

regulations (CLR) 

Evaluated as a dummy value of "0" 

otherwise and "1" in the case of the 

disclosure of an environmental 

compliance policy. 

Lawrence and Bernard 

(2023), Oraka (2021) 

Control variable 

Firm Age (FAG) 

The number of years since 

incorporation 

Olowookere et al. (2023) 

Source: Researcher’s (2024) 

 

Model specification 

The study's model demonstrated the 

correlation between the independent 

variable of environmental accounting 

disclosure and the dependent variable of 

financial performance proxy, return on 

asset.The model specification modifies 

and adapt the models of Herny and 

Herawaty (2024), Iheduru and 

Chukwuma (2019) and Oraka (2021). The 

model is specified as the functional and 

stochastic method as follows:

 

 

𝑅𝑂𝐴 = 𝑓(EPY, EHS, EPCP, WTP, CLR, FS, µ) … … … … … … … … … … … … … … … … … … … … …    (1) 

𝑅𝑂𝐴𝑖𝑡 = δ0 + δ1𝐸𝑃𝑌𝑖𝑡 + δ2𝐸𝐻𝑆𝑖𝑡 + δ3𝐸𝑃𝐶𝑃𝑖𝑡 + +δ4𝑊𝑇𝑃𝑖𝑡 + δ5𝐶𝐿𝑅𝑖𝑡 + δ6𝐹𝐴𝐺𝑖𝑡 + ɛ .......   (2) 

 

Where: 

ROA = Return on Asset 

EPY = Energy Policy 
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EHS = Employee Health and Safety disclosure cost 

EPCP = Environmental Pollution and Control     Policy  

WTP = Waste Management Policy  

CLR = Compliance with environmental law and regulations  

FAGE= Firm Age 

δ0- δ6 = Parameters of the regression Coefficient 

ɛ = Error terms 

 

Results and discussions 

Table 2 Descriptive Statistics 

Source: Authors’ Computation (2024) 

 

The results from the descriptive statistics 

indicate that the ROA have a mean, 

median, max. and min. values of (1.019, 

0.418, 13.049, 0.0264) respectively. EPY 

and EHS has a mean, median, max. and 

min. values of (0.231, 0.256), (0, 0), (1, 1) 

and (0, 0) with standard dev. values of 

(0.423 and 0.438) correspondingly. EPCP 

and WTP were found to have a mean, 

median, max. and min. values of (0.049, 

0.182), (0, 0), (1, 1) and (0, 0) with 

standard dev. values of (0.218, 0.387) 

respectively. CLR also have a mean and 

median values of (0.207, 0), stand dev. 

value of 0.407, min. and max. values of (0, 

1). The control variables proxy with FAG 

has a mean, median, min. and max. values 

of (44.182, 44, 65 and 19) with stand dev. 

value of (13.105) correspondingly. All the 

variables have positive skewness except 

FAG which demonstrated a negative 

skewness. Furthermore, the kurtosis 

analysis revealed that EPY, EHS and FAG 

all displayed a platykurtic distribution, 

with their kurtosis value falling below 

three. In contrast, the other variables did 

not show a platykurtic distribution.

 

 

 

 

 

 ROA EPY EHS EPCP WTP CLR FAG 

Mean 1.019 0.231 0.256 0.049 0.182 0.207 44.182 

Median 0.418 0 0 0 0 0 44 

Maximum 13.049 1 1 1 1 1 65 

Minimum 0.0264 0 0 0 0 0 19 

Stand Dev. 2.160 0.423 0.438 0.218 0.387 0.407 13.105 

Kurtosis 4.458 1.274 1.117 4.149 1.649 1.449 -0.224 

Skewness 24.132 2.623 2.248 18.219 3.722 3.100 1.812 

Observation 121 121 121 121 121 121 121 



 

FBMS | 24 

Correlation analysis 

Table 3 Correlation and test of multi-collinearity 

 ROA EPY EHS EPCP WTP CLR FAG VIF 1/VIF 

ROA 1.000         

EPY 0.186 1.000      3.61 0.104 

EHS 0.276 0.395 1.000     3.76 0.195 

EPCP 0.039 0.416 0.389 1.000    1.34 0.746 

WTP 0.009 0.578 0.075 0.485 1.000   2.71 0.369 

CLR 0.372 0.543 0.636 0.259 0.342 1.000  1.81 0.553 

FAG 0.405 0.219 0.299 0.149 0.073 0.159 1.000 1.17 0.853 

Source: Authors’ Computation (2024) 

 

The results from the correlation analysis 

table showed a weak positive connection 

between EPCP, WTP and ROA, with a 

coeff. of 0.039 and 0.009 respectively. 

Conversely, EPY, EHS, CLR all have a 

positive correlation of (0.186, 0.276 and 

0.372) with ROA correspondingly. FAG 

also exhibited a positive correlation with 

ROA, with a coeff. of 0.405. These 

outcomes suggest that there is no 

substantial multicollinearity among the 

explanatory variables, which allows for 

the separate assessment of each variable's 

effect in the regression model. The VIF 

values, ranging from 1.17 to 3.76, further 

support the non-existence of 

multicollinearity among the variables 

under study. The data set passed the VIF 

test for multicollinearity and the Breusch 

pagan test for heteroskedasticity in Table 

3, indicating that the data meets the 

assumptions for regression analysis.

 

 

Table 3 Model 1 Regression diagnostic and specification test results (EM) 

          Test  P-val.    Comments 

F-test 0.0003 Pooled OLS is not appropriate for this study.  

Panel regression was appropriate. 

Breusch pagan Heteroscedasticity test 0.523 There is no heteroscedasticity 

Hausman Test  0.305 Random Effect is most Preferred 

Source: Authors’ Computation (2024) 

 

The p-value of 0.0003 is highly 

significant, meaning the variables have 

significant effects. This implies that 

pooled OLS is not appropriate because it 

assumes no unobserved heterogeneity. 

  

Panel regression results 

Hypothesis: Environmental accounting 

disclosure does not have any influence on 

the (FP) financial performance of quoted 

Nigerian industrial firms.

 

 



 

FBMS | 25 

Table 4 Estimated panel regression analysis results 

Variables Coeff. Std. Error T-stat. Prob. 

C -0.560 0.262 -2.14 0.033 

EPY  3.502 2.225 5.54 0.0001 

EHS  4.904 3.934 4.02 0.016 

EPCP -0.533 0.377 -1.41 0.157 

WTP 1.394 0.302 4.62 0.000 

CLR 0.847 0.235 3.61 0.000 

FAG 0.027 0.006 4.56 0.000 

R2  0.87    

F-Stat. 135.7    

Prob>F 0.0000    

Source: Authors’ Computation (2024) 

 

The Hausman Test p-value of 0.305 in 

Table 4 suggests that the random effects 

model is the more favorable. The model is 

considered fit and significant at the 5% 

level with a probability value of less than 

0.05 and an F-stat. of 135.7, indicating 

that the variables were chosen and 

incorporated appropriately. This suggests 

that in the studied listed industrial 

products firms, environmental accounting 

disclosures has a noteworthy effect on the 

financial performance of the sampled 

organizations (FP). According to the R2 

value, the explanatory variables account 

for roughly 87% of the variation in ROA, 

with the error term accounting for the 

remaining 13%. Table 4's random effects 

panel regression results show that EPY, 

EHS, CLR and WTP significantly and 

positively impacts the Nigerian industrial 

firm FP, with a 5% level of significance (t 

= 5.54, 4.02, 4.62, 3.61; p < 0.05) 

correspondingly.  

On the other hand, EPCP has a negative 

but insignificant influence (t-stat = -1.41; 

p > 0.05) while the control variable FSZ 

has a positive and noteworthy effect on 

ROA (t-stat = 4.56; p > 0.05). These 

findings imply that the disclosures of 

EPY, EHS, CLR and WTP will lead to 

increase in the financial performance of 

the organizations whereas the disclosure 

of ECPC was discovered to have an 

adverse insignificant influence on ROA.   

 

Discussion of findings 

Environmental cost data produced by 

environmental accounting can support 

business expansion (Rufelawaty & Budi, 

2010). Lack of such information puts 

managers under more stress when it 

comes to tracking expenses and trying to 

cut costs. According to Chambers and 

García-Blandón (2019), revealing 

environmental expenditures can boost a 

company's earnings by improving its 

image and drawing in eco-aware investors 

and clients. This study examined the 

effect of environmental accounting 

disclosures on the financial performance 

of quoted Nigerian industrial goods firms. 

Findings from this study revealed that 

environmental accounting disclosure have 

a noteworthy impact on financial 

performance. Energy policy, employee 

health and safety, compliance to 

regulation, waste disclosure were all 

found to have a positive significant effect 

on ROA whereas only environmental 

pollution and control was found to have 
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no significant impact on ROA. This 

suggests that the disclosures of EPY, 

EHS, CLR and WTP by firms will bring 

about an improved financial performance. 

Whereas disclosure of EPCP will not have 

any impact on firms’ performance. To 

buttress the discoveries of this study that 

majority of environmental disclosures 

proxy have effect on firm financial 

performance, Charms and Garcia-

Blandon (2019) opined that disclosure of 

environmental costs can improve 

financial performance by enhancing the 

firm's reputation, thereby attracting 

environmentally conscious investors and 

customers. Naimo (2020) also attested to 

these that environmental costs such as 

WMC, community development costs and 

EHS costs have the tendency to positively 

influence profitability. In the long run, 

environmentally friendly businesses 

benefit from lower environmental costs 

and a competitive advantage when they 

share enough information about the 

environment. 

However, in support of these findings, 

Tze et al. (2014) revealed that EPY has a 

positive and noteworthy effect on ROA.  

Oshiole et al. (2020), Nwaimo (2020) also 

Odesa et al. (2016) also found a 

favourable effect of EHS on ROA. Contra 

wise, Nwambeke et al. (2019) discovered 

an adverse effect of EHS on ROA 

whereas, Adeniyi and Adebayo (2020), 

Ilelaboye and Alade (2022) found that 

EHS does not have any noteworthy effect 

on ROA. Also, the studies of Ofurum and 

Iwunna (2022), Okeke et al. (2021), 

Okore (2021) and Oshiole et al. (2020) 

disclosed that WTP have a favourable 

substantial effect on ROA. In contrary, the 

studies of Maleka et al. (2017); Nwaiwu 

and Oluka (2018) discovered that no 

relationship exists between WTP and 

ROA. In addition, to buttress this study 

findings that CLR has a positive 

noteworthy impact on ROA, Chiamogu 

and Okoye (2020) and Tochukwu (2018) 

discovered that CLR has a favourable 

substantial impact on ROA. Researchers 

such as Pingli and Zhuang (2014), 

Nwaiwu and Oluka (2018), Iheduru and 

Chukwuma (2019), Ahmed et al. (2017) 

have also attested to the discoveries of this 

study that EVD have the tendency to 

improve the FP of listed Nigerian 

industrial firms. Contra wise, Ezejiofor et 

al. (2016) found that EVD have no 

significant effect on FP. 

 

Conclusion and 

recommendation 

This study thoroughly examined the effect 

of environmental accounting disclosures 

on the financial performance of quoted 

industrial goods firms in Nigeria.  The 

study found that the disclosures of 

environmental matters such as energy 

policy, employee health and safety 

disclosure cost, compliance with 

environmental law and regulations, waste 

management policy all have a favourable 

substantial impact on the quoted Nigerian 

industrial goods firm’s financial 

performance. Only environmental 

pollution and control policy was found to 

have no statistically significant effect on 

financial performance. This suggest that 

EPCP may have no statistically impact on 

ROA but it have the tendency to impact 

firms financial performance in the real 

world as stated by (Tochukwu, 2018). The 

conclusion drawn from this study findings 

implies that environmental accounting 

disclosures have a noteworthy influence 

on the financial performance of quoted 

industrial goods firms in Nigeria because 

most of these companies that incurred 
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expenses on environmental matter will 

attract investors both locally and 

internationally, this will invariably 

contribute to the firms ROA. Based on 

these findings, the study recommends that 

industrial goods firms should provide 

detailed reports on environmental impact, 

waste management, energy efficiency, 

employee, health and safety, 

environmental pollution and control in 

other to build investor trust.  Industrial 

firms should ensures they continually seek 

and disclose environmental strategies that 

reduce costs and improve profitability.  

Future research implications 

The study focused exclusively on listed 

industrial firms, which may limit the 

generalizability of findings to other 

sectors such as financial services, oil and 

gas, or consumer goods. Future research 

could expand the scope to include a multi-

sectoral analysis or comparative studies 

across industries to better understand 

sector-specific dynamics in 

environmental disclosure practices.
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Abstract 
In pursuit of understanding organizational effectiveness within a local government 

setting, this study examined the influence of work-related attitudes and work-induced 

stress on organizational effectiveness among permanent employees of the LGU Libacao. 

A descriptive-correlational research design was used along with the quantitative 

analysis. Using Parel’s formula, a total of 84 respondents were selected through 

proportional stratified random sampling from a population of 106 employees across 14 

offices. Findings revealed that employees generally exhibited good work-related 

attitudes, experienced low levels of work-induced stress, and demonstrated good 

organizational effectiveness. No significant differences were found in work-related 

attitudes, work-induced stress, or organizational effectiveness when grouped by age, sex, 

civil status, or length of service. However, job position significantly influenced the 

financial perspective of organizational effectiveness. A strong positive correlation was 

observed between work-related attitudes and organizational effectiveness, indicating 

that as positive attitudes increase, organizational effectiveness also increases. 

Conversely, a strong negative correlation was found between work-induced stress and 

organizational effectiveness, suggesting that higher stress levels correspond with 

reduced organizational effectiveness. 

Keywords: Local Government Unit, Work-related Attitudes, Work-induced Stress, 

Organizational Effectiveness, Work Environment, Stress Management, Government 

Employees 
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Introduction 
 

The Local Government Units (LGUs) 

plays a crucial role in building the 

community by providing services and 

facilities which are essential to the 

promotion of the general welfare 

(Pimentel, 1993). As emphasized by Civil 

Service Commission (2010), employees 

are crucial to the operation of a successful 

and healthy LGUs. Consequently, as 

employees encounter increasing pressures 

worldwide (Gallup, 2023 and Remote, 

2024), factors such as work-related 

attitudes and work-induced stress are the 

critical areas to be considered. Employee 

attitudes have a substantial impact in an 

organization's success or failure and poor 

employee performance can directly hinder 

organizational effectiveness (Codilla & 

Quinal, 2019). While, work-induced 

stress encompasses the negative effects 

employees experience due to detrimental 

aspects of their job and have been 

connected to burnout, decreased 

motivation, and reduced work 

performance resulting in negative 

organizational effectiveness (Mirela & 

Adriana, 2011; Leka & Griffiths, 2003; 

Bewell et al., 2014). While there is 

significant research in private sector, less 

attention has been paid to public sector 

employees, particularly in small 

municipalities like Libacao. The 

researcher was motivated to conduct this 

study due the growing importance of 

employee well-being in achieving 

organizational goals. By investigating the 

relationship between these factors, this 

study aims to offer valuable insights that 

could help the Libacao LGU enhance its 

organizational performance. Tackling 

these challenges will not only boost 

employee well-being but also elevate the 

LGU's overall efficiency and 

effectiveness, enabling it to achieve its 

long-term goals of sustainable growth and 

community welfare. 

 

Research objectives 
 

The main objective of the study was to 

determine the influence of the level of 

work-related attitudes and the level of 

work-induced stress on the level of 

organizational effectiveness among 

employees of LGU Libacao. It 

specifically examined the respondents’ 

profiles—age, sex, civil status, length of 

service, and job position—and assessed 

their levels of work-related attitudes 

(affective, behavioral, and cognitive), 

work-induced stress (job demands, job 

control, and job resources), and 

organizational effectiveness (financial, 

service delivery, internal processes, and 

learning and growth perspectives). The 

study further explored whether significant 

differences existed in these variables 

when grouped according to profile 

characteristics, and whether significant 

relationships existed between work-

related attitudes and organizational 

effectiveness, and between work-induced 

stress and organizational effectiveness. 

 

Theoretical framework 
 

ABC theory of attitude. The theory 

explained how attitudes are formed and 

how they influence the behavior and 

organizational effectiveness employees. 

Robbins and Judge (2013) posited that an 

individual’s attitude can be better 

understood by examining its three (3) 

components namely, affective, 

behavioral, and cognitive, which are 

interconnected and each can influence the 

others. The affective component described 

as the “emotional or feeling segment of an 
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attitude” (Maio & Haddock, 2010). If an 

employee has positive feelings about their 

work, they were likely to show a positive 

attitude. Conversely, negative feelings are 

likely to show a negative attitude. These 

emotional reactions often develop 

subconsciously and can significantly 

influence behavior that can hinder 

organizational effectiveness. The 

behavioral component described as “the 

intention to act in a specific way toward 

someone or something” (Maio & 

Haddock, 2010). If an employee has a 

positive attitude, they may show 

behaviors such as increased motivation 

and engagement. Conversely, negative 

attitudes often result in behaviors like 

disengagement and absenteeism. In 

essence, the behavioral component 

demonstrates how attitudes guide actions 

and intentions, either reinforcing or 

changing the attitude based on the 

resulting behavior. The cognitive 

component explains the opinion, beliefs, 

and attributes segment of an attitude 

(Maio & Haddock, 2010). It shapes 

attitudes by involving rational evaluations 

that affect how an individual 

develops/adjusts one’s attitude. If an 

employee’s beliefs align with the 

organization, they are likely to show a 

favorable attitude. Conversely, if their 

beliefs are misaligned, they may show an 

unfavorable attitude. It helps individuals 

assess situations rationally, often serving 

as the foundation for their emotional 

responses and behavioral intentions 

(Robbins and Judge, 2013). 

 

Job demands-resources model. 

Introduced by Bakker and Demerouti 

(2017), was related to this study by 

providing an integrated framework for 

understanding the relationship between 

job demands, resources, and employee 

well-being.  The model suggests that 

every job has characteristics--job 

demands and job resources. It also 

incorporates two (2) diverse research 

traditions specifically the stress research 

tradition and the motivation research 

tradition, which are frequently used to 

examine how the work environment 

influences an individual’s performance 

(Schaufeli & Bakker, 2004). Job 

demands includes excessive work 

pressures, role ambiguity, work overload, 

and other demands that has detrimental 

impact on employee well-being. In 

contrast, job resources includes social 

support, rewards and recognition, or 

autonomy, rewards and recognition, and 

other resources that allows an individual 

to combat their job demands. (Bakker & 

Demerouti, 2017). When job demands are 

high and job resources are limited, it 

creates a harmful work environment that 

can significantly affect the employee’s 

organizational effectiveness. The model 

emphasized the importance of balancing 

an individual’s occupation demands and 

resources to sustain their health and 

wellness and to optimize organizational 

effectiveness. 

  

The balance scorecard (BSC). The 

Balanced Scorecard assessed 

effectiveness through four (4) 

perspectives namely financial, customer, 

internal processes, and learning and 

growth perspectives. It addresses critical 

strategic areas, including the 

organization’s positioning to achieve 

financial success from the perspective of 

shareholders (financial perspective), its 

image and performance as perceived by 

customers (customer perspective), the key 

internal processes in which it must excel 

(internal business processes), and its 

capacity to sustain improvement and 
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foster innovation for long-term value 

creation (learning and growth 

perspective) (Kaplan & Norton, 1992). 

The financial perspective focuses on 

ensuring proper management of funds 

(Fatile et al., 2019). It indicates whether 

the organization’s strategies effectively 

drive financial success, often measured 

through profitability, growth, or 

increasing shareholder value (Kaplan & 

Norton, 1992).  However, in public 

organizations, this is assessed by how 

efficiently they achieve their goals and 

meet the needs of their constituencies 

(Khomba, 2011). The customer 

perspective highlights the value of 

customer focus and satisfaction in current 

management practices. It addresses the 

key question of how an organization 

should act toward its customers to achieve 

its goals (Kaplan & Norton, 1997; 

Isoraite, 2008). In the context of LGU, 

this perspective is better framed as the 

service delivery perspective, focusing on 

how they provide public service delivery 

to clients and other stakeholders who rely 

on government services. The internal 

processes perspective concentrates on 

identifying and improving areas within 

the organization that affect service 

delivery. It highlights the expectations of 

shareholders, clients, and customers, 

emphasizing the need to strategically 

redefine key processes for greater 

efficiency (Fatile et al., 2019). This 

perspective addresses the key question of 

which areas need improvement and which 

processes the organization should excel in 

to meet and exceed public expectations 

(Isoraite, 2008). The learning and growth 

perspective concentrates on employee 

development, training, and growth as the 

foundation for organizational success. 

Training programs and organizational 

attitudes that prioritize both employee and 

organizational learning are critical to 

achieving long-term goals (Kaplan & 

Norton, 1997; Isoraite, 2008). This 

perspective addresses the key question of 

how an organization can sustain 

employees’ ability to evolve and improve 

in order to achieve its objectives (Isoraite, 

2008). 

  

Methodology 
 

The study employed both descriptive and 

correlational research designs. Parel’s 

formula (Parel et al., 1985) was utilized, 

resulting in the random selection of 

eighty-four (84) permanent employees as 

respondents. A researcher-developed 

questionnaire was used as the primary 

data-gathering instrument. Each office 

was personally visited, and formal 

permission was secured from the 

respective department heads through the 

presentation of an approved letter prior to 

the distribution of the questionnaire. The 

questionnaires were administered 

individually, retrieved after completion, 

and subsequently tallied, analyzed, and 

interpreted. All responses were treated 

with strict confidentiality.
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Results and discussions 
 

Table 1 Profile of the respondents. 
 

Profile Variables     Frequency (f)             Percentage (%) 

Entire Group   84   100% 

Age (Years)       

 24-36 years old   39   46 
 37-49 years old   19   23 
 50-65 years old   26   31 

Sex        

 Male   28   33 
 Female   56   67 

Civil Status       

 Single   32   38 
 Married    52   62 

Length of Service (Years)     

 0 to 10 years   46   54 
 11 to 20 years   19   23 
 21 years and above   19   23 

Job Position       

 Key Personnel   12   14 
 Technical Personnel   20   24 
 Administrative Personnel  18          21 
 Support Personnel   34   41 

 

Table 1 showed that majority of the LGU 

Libacao employees were female, aged 24-

36 years old, married, have been 

employed for 0 to 10 years, and belong to 

the support personnel category.

 

 

Table 2 Level of work-related attitudes of the respondents 
 

Work-related Attitudes Mean Rank Description 

Affective Component 3.28 3 Good 

Behavioral Component 3.38 1 Good 

Cognitive Component 3.30 2 Good 

Overall Level of Work- related Attitudes 3.32 Good Work-related Attitudes 

1.00 – 1.49 Poor; 1.50 – 2.49 Fair; 2.50 – 3.49 Good; 3.50 – 4.00 Very Good 

 

Table 2 showed the level of work-related 

attitudes of the respondents as a whole 

was good (M = 3.32). This result indicated 

that the respondents regularly exhibit 

positive workplace behaviors, with the 

behavioral component being the highest. 

This means that the respondents’ actions 

are crucial in influencing their overall 

attitudes, highlighting the strong 

influence of observable behavior on their 

work-related disposition.
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 Table 3 Level of work-induced stress of the respondents 
 

Work-induced Stress           Mean Rank Description 

Job Demands 1.96 1 Low 

Job Control 1.94 2 Low 

Job Resources 1.88 3 Low 

Overall Level of Work-induced Stress 1.93 Low Work-induced Stress           

1.00 – 1.49 Very Low; 1.50 – 2.49 Low; 2.50 – 3.49 Moderate; 3.50 – 4.00 Severe 

 

Table 3 represents the level of work-

induced stress of the respondents as a 

whole was low (M = 1.93). The result 

indicates that respondents experience low 

levels of stress across job demands, job 

control, and job resources, indicating 

manageable workloads, appropriate 

autonomy, and sufficient access to 

necessary resources in their work 

environment.

 

 

Table 4 Level of organizational effectiveness of the respondents 
 

Organizational Effectiveness Mean Rank Description 

Financial Perspective 2.92 4 Good 

Service Delivery Perspective 3.51 1 Very Good 

Internal Processes Perspective 3.19 2 Good 

Learning & Growth Perspective 3.13 3 Good 

Overall Level of Organizational 

Effectiveness 
3.19 

Good Organizational 

Effectiveness 

1.00 – 1.49 Poor; 1.50 – 2.49 Fair; 2.50 – 3.49 Good; 3.50 – 4.00 Very Good 

 

Table 4 represents the level of 

organizational effectiveness of the 

respondents as a whole was good (M = 

3.19).  This means that the respondents 

prioritize public satisfaction by providing 

effective and efficient public service 

delivery to clients and other stakeholders 

that rely on government services. They 

focus on meeting the needs of clients 

through service competence and quality.

 

 

Table 5 Significant differences of work-related attitudes of the respondents when grouped 

according to their profile variables using Mann-Whitney U Test 
 

Profile 

Variables 

Affective Behavioral Cognitive 

Mean 

Rank 
U p 

Mean 

Rank 
U p 

Mean 

Rank  
U p 

Sex          

 Male 45.34 704.50 0.45 42.32 779.00 0.96 42.55 782.50 0.99 
 Female 41.08   42.59   42.47   
           

Civil Status          

 Single 41.75 
808.00 0.82 

41.22 
791.00 0.70 

38.30 
697.50 0.21  Married 42.96 43.29 45.09 

*Level of Significance = 0.05 
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As to sex, male respondents exhibited a 

good levels of work-related attitudes 

across affective (Mean Rank = 45.34) and 

cognitive (Mean Rank = 42.55) 

components. This may be due to their 

tendency to manage emotions 

independently and focus more on 

achieving organizational goals. 

Meanwhile, female respondents exhibited 

a good level of work-related attitudes 

across behavioral (Mean Rank = 42.59) 

component. This indicated that they are 

more collaborative in nature and possess 

strong interpersonal skills, as they tend to 

focus on cultivating a positive relationship 

with colleagues and fostering teamwork 

and supportive work environment.  The 

test of significance revealed no significant 

difference across all components of work-

related attitudes. 
 

As to civil status, married respondents 

exhibited a good level of work-related 

attitudes across all components: affective 

(Mean Rank = 42.96), behavioral (Mean 

Rank = 43.29), and cognitive (Mean Rank 

= 45.09). This may be due to their 

heightened sense of responsibility, which 

they tend to be more committed to their 

roles and prioritize job security and career 

growth to support their families. They 

may be willing to work harder and 

maintain positive work-related attitudes, 

as they seek stability and long-term career 

growth. The test of significance revealed 

no significant difference across all 

components of work-related attitudes.

 

 

Table 6 Significant differences of work-related attitudes of the respondents when grouped 

according to their profile variables using Kruskal-Wallis H Test 
 

Profile Variables 

Affective Behavioral Cognitive 

Mean 

Rank 
x2 p 

Mean 

Rank 
x2 p 

Mean 

Rank 
x2 p 

Age (Years)          

 24 – 36 42.49 

0.06 

 40.49   41.40   

 37 – 49 41.45 0.97 43.00 0.59 0.75 41.18 0.45 0.80 
 50 – 65 43.29  45.15   45.12   
           

Length of Service  

(Years) 
       

 0 – 10 41.29 

0.30 

 40.98   42.42   

 11 – 20 44.82 0.86 40.39 1.41 0.49 35.18 3.65 0.16 

21 years & above 43.11  48.29   50.00   
           

Job Position          

Key Personnel 55.83 

4.32 

  

0.23 

  

57.08 

5.19 

  

0.16 

  

54.21 

3.37 

  

0.34 

  

Technical 

Personnel 
39.45 41.18 40.25 

Administrative  41.81 40.83 40.64 
Support Personnel 39.96 39.01 40.68 

 

As to age, the respondents within the 50-

65 age bracket exhibited a good level of 

work-related attitudes across all 

components: affective (Mean Rank = 

43.29), behavioral (Mean Rank = 45.15), 

and cognitive (Mean Rank = 45.12). This 

may be due to their new perspective that 

as they age, they tend to display more 

positive outlook toward their work. This 

aligns with the Socioemotional Selectivity 
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Theory (Carstensen, 2003), which 

emphasized that as employee age, they 

start to focus more on maintaining 

positive emotions and psychological well-

being, whether in the affective, behavioral 

or cognitive component. The test of 

significance revealed no significant 

difference across all components of work-

related attitudes. 
 

As to length of service, respondents who 

have been employed for 11-20 years 

exhibited a good level of work-related 

attitudes across affective (Mean Rank = 

44.82) component. This may be due to 

their mid-career status, where they have 

accumulated substantial experience and 

expertise. They may have already reached 

their career advancements and has likely 

fostered a strong sense of loyalty, 

belongingness, and emotional investment. 

Meanwhile, respondents who have been 

employed for 21 years and above 

exhibited a good level of work-related 

attitudes across behavioral (Mean Rank = 

48.29) and cognitive (Mean Rank = 

50.00) components. This indicated that 

their long tenure has allowed them to 

developed a deep understanding of their 

work environment. Their extensive 

experience, accumulated knowledge, and 

expertise have enhanced their ability in 

handling different workplace situations. 

The test of significance revealed no 

significant difference across all 

components of work-related attitudes. 
 

As to job position, key personnel 

exhibited a good level of work-related 

attitudes across all components: affective 

(Mean Rank = 55.83), behavioral (Mean 

Rank = 57.08), and cognitive (Mean Rank 

= 54.21). This may be due to their critical 

role in performing essential duties and 

ensuring a smooth and efficient delivery 

of public services. The test of significance 

revealed no significant difference across 

all components of work-related attitudes.

 

 

Table 7 Significant differences of work-induced stress of the respondents when grouped 

according to their profile variables using Mann-Whitney U Test 
 

  
Profile 

Variables 

Job Demands Job Control Job Resources 

  
Mean 

Rank  
U p 

Mean 

Rank 
U p 

Mean 

Rank 
U p 

Sex          
 Male 48.04 

629.00 0.14 
41.54 

757.00 0.80 
43.50 

756.00 0.79  Female 39.73 42.98 42.00 
           

Civil Status          
 Single 46.11 

716.50 0.29 
45.91 

723.00 0.31 
43.47 

801.00 0.78  Married  40.28 40.40 41.90 

 

As to sex, male respondents experienced a 

higher level of work-induced stress in 

terms of job demands (Mean Rank = 

48.04) and job resources (Mean Rank = 

43.50). This may be due to their tendency 

to take on additional workload beyond 

their job descriptions. They are also 

expected to perform extra responsibilities, 

including physically demanding tasks or 

being assigned in an unsafe and 

uncomfortable settings. Meanwhile, 

female respondents experienced a higher 

level of work-induced stress in terms of 

job control (Mean Rank = 42.98). This 

indicated that female employees have 

limited control over their jobs, they may 
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feel constrained by gendered expectations 

that limit their ability to influence work-

related decisions, particularly in male-

dominated offices. The test of 

significance revealed no significant 

difference across all aspects of work-

induced stress. 
 

As to civil status, single respondents 

experienced a higher level of work-

induced stress across all aspects: job 

demands (Mean Rank = 46.11), job 

control (Mean Rank = 45.91), and job 

resources (Mean Rank = 43.47). This may 

be due to workload distribution and tasks 

assignment as they are often expected to 

take on new/additional responsibilities 

including overtime, since they do not have 

family obligations. The test of 

significance revealed no significant 

difference across all aspects of work-

induced stress.

 

  

Table 8 Significant differences of work-induced stress of the respondents when grouped 

according to their profile variables using Kruskal-Wallis H Test 
 

  

Profile Variables 

Job Demands Job Control Job Resources 

  
Mean 

Rank 
x2 p 

Mean 

Rank  
x2 p 

Mean 

Rank 
x2 p 

Age (Years)          

 24 - 36 46.46 

1.99 

 45.47   43.91   
 37 - 49 40.08 0.37 42.34 1.41 0.49 47.32 2.27 0.32 
 50 - 65 38.33  38.15   36.87   
           
Length of Service (Years)         
 0 - 10 44.93 

1.81 

 44.00   43.78   
 11 - 20 43.05 0.40 47.92 3.75 0.15 47.34 2.91 0.23 

21 years & above 36.05  33.45   34.55   
           

Job Position          

Key Personnel 42.58 

1.49 0.68 

27.38 

5.68 0.13 

30.58 

3.79 0.29 
Technical Personnel 46.78 47.38 44.55 
Administrative  44.50 43.72 41.44 

Support Personnel 38.90 44.32 46.06 

 

As to age, respondents within the 24-36 

age bracket experienced a higher level of 

work-induced stress in terms of job 

demands (Mean Rank = 46.46) and job 

control (Mean Rank = 45.47). This may be 

due to high expectations placed on them 

as the youngest member in the 

organization, requiring them to perform 

efficiently and prove their capabilities. 

Meanwhile, respondents within the 37-49 

age bracket experienced a higher level of 

work-induced stress in terms of job 

resources (Mean Rank = 47.32). This 

indicated that they have limitation in 

accessing job resources, this may be due 

to reaching a career plateau and feeling 

like they have limited opportunities for 

professional growth, particularly if they 

lack further career advancement. The test 

of significance revealed no significant 

difference across all aspects of work-

induced stress. 
 

As to length of service, respondents who 

have been employed for 0-10 years, 

experienced a higher level of work-

induced stress in terms of job demands 
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(Mean Rank = 44.93). This may be due to 

being new employees in the 

organizations, that they may experience 

greater pressure such as adjusting to new 

responsibilities, familiarizing to new 

environment, meeting performance 

expectations, and establishing boundaries 

in workload distribution. Meanwhile, 

respondents who have been employed for 

11-20 years, experienced a higher level of 

work-induced stress in terms of job 

control (Mean Rank = 47.92) and job 

resources (Mean Rank = 47.34). This 

indicated that they face situations where 

they have limited autonomy and 

insufficient resources to perform their 

tasks effectively, this may be due to the 

increasing responsibilities as they gain 

more experience, along with the 

frustration of having long tenure without 

further career advancement. The test of 

significance revealed no significant 

difference across all aspects of work-

induced stress. 
 

As to job position, technical personnel 

experienced a higher level of work-

induced stress in terms of job demands 

(Mean Rank = 46.78) and job control 

(Mean Rank = 47.38). This may be due to 

the intensity and complexity of their 

workload, requiring in-depth knowledge 

and expertise in their field. Meanwhile, 

support personnel exhibited a higher level 

of work-induced stress in terms of job 

resources (Mean Rank = 46.06). This 

indicated that support employees may 

experience limited access to essential 

resources, particularly opportunities for 

learning and skill development, 

promotions, and compensation and 

benefits. The test of significance revealed 

no significant difference across all aspects 

of work-induced stress.

 

 

Table 9 Significant differences of organizational effectiveness of the respondents when 

grouped according to their profile variables using Mann-Whitney U Test 
 

  

 Profile 

Variables 

Financial Service Delivery Internal Processes Learning & Growth 

Mean 

Rank 
U p 

Mean 

Rank 
U p 

Mean 

Rank 
U p 

Mean 

Rank 
U p 

Sex             

Male 41.70 
761.50 0.83 

39.64 
704.00 0.44 

42.32 
779.00 0.96 

48.34 
620.5 0.12 

Female 42.90 43.93 42.59 39.58 
              
Civil Status             

Single 39.61 
739.50 0.39 

37.64 
676.50 0.15 

41.02 
784.50 0.66 

45.2 
745.50 0.42 

Married 44.28 45.49 43.41 40.84 

 

As to sex, female respondents 

demonstrated good organizational 

effectiveness across financial perspective 

(Mean Rank = 42.90), service delivery 

perspective (Mean Rank = 43.93), and 

internal processes perspective (Mean 

Rank = 42.59). This may be due to their 

particularity in budgeting, drawing from 

their expertise in managing personal 

finances which ensures that financial 

resources are well allocated and 

effectively utilized. Meanwhile, male 

respondents demonstrated good 

organizational effectiveness across 

learning and growth perspective (Mean 

Rank = 48.34). This indicated that males 
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are also highly engaged in continuous 

learning and skill development. The test 

of significance revealed no significant 

difference across all perspectives of 

organizational effectiveness.  
 

As to civil status, married respondents 

demonstrated good organizational 

effectiveness across financial perspective 

(Mean Rank = 44.28), service delivery 

perspective (Mean Rank = 45.49), and 

internal processes perspective (Mean 

Rank = 43.41). This may be due to their 

greater sense of responsibility in their 

personal lives, which they may also apply 

in their professional roles. Meanwhile, 

single respondents exhibit a good 

organizational effectiveness across 

learning and growth perspective (Mean 

Rank = 45.20). This indicated that they 

may have more flexibility and availability 

to attend series of trainings or workshops, 

as well as pursue higher education. The 

test of significance revealed no significant 

difference across all perspectives of 

organizational effectiveness.

  

 

Table 10 Significant differences of organizational effectiveness of the respondents when 

grouped according to their profile variables using Kruskal-Wallis H Test 
 

  

 Profile Variables 
Financial Service Delivery Internal Processes Learning & Growth 

Mean 

Rank 
x2 p 

Mean 

Rank 
x2 p 

Mean 

Rank 
x2 p 

Mean 

Rank 
x2 p 

Age (Years) 
            

24 - 36 41.40 

0.16 0.92 

38.19 

2.34 0.31 

38.90 

1.61 0.45 

44.79 

0.80 0.67 37 - 49 43.82 46.97 45.68 42.13 

50 - 65 43.19 45.69 45.48 39.33 

Length of Service 
            

0 - 10 40.89 

1.49 0.48 

40.26 

0.87 0.65 

39.74 

1.33 0.51 

45.39 

1.47 0.48 11 - 20 40.45 45.39 46.16 38.32 

21 years & above 48.45 45.03 45.53 39.68 

Job Position 
            

Key  63.63 

12.62 0.01* 

54.71 

4.76 0.19 

52.63 

2.55 0.47 

55.67 

6.55 0.09 
Technical  32.60 38.43 41.73 47.15 

Administrative  40.61 45.86 39.36 35.47 

Support 41.87 38.81 41.04 38.84 

 

As to age, respondents within the 37-49 

age bracket demonstrated good 

organizational effectiveness in terms of 

financial perspective (Mean Rank = 

43.82), service delivery perspective 

(Mean Rank = 46.97), and internal 

processes perspective (Mean Rank = 

45.68). This may be due to their gained 

professional experience, which developed 

them to be more familiar or refined. 

Meanwhile, respondents within the 24-36 

age bracket demonstrated good 

organizational effectiveness in learning 

and growth perspective (Mean Rank = 

44.79). This indicated that they are more 

engaged in continuous learning and skill 

development. They tend to be more open 

to acquiring new knowledge, adapting to 

new technologies, and expanding their 

capabilities. The test of significance 

revealed no significant difference across 

all perspectives of organizational 

effectiveness.  
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As to length of service, respondents who 

have been employed for 21 years and 

above demonstrated good organizational 

effectiveness in the financial perspective 

(Mean Rank = 48.85). This may be due to 

their significant experience and 

accumulated expertise. They may be 

familiar already with financial planning, 

budget management, and resource 

allocation, allowing them to make 

informed decisions that enhances the 

organization’s financial stability. 

Meanwhile, respondents with 11-20 years 

of service, demonstrated good 

organizational effectiveness in the service 

delivery perspective (Mean Rank = 45.39) 

and internal processes perspective (Mean 

Rank = 46.16). This may also be due to 

familiarity that enables them to streamline 

internal workflows and improve 

operational efficiency. Moreover, 

respondents with 0-10 years of service, 

demonstrated good organizational 

effectiveness in the learning and growth 

perspective (Mean Rank = 45.39). This 

indicated that the respondents are more 

engaged in continuous learning and skill 

development. The test of significance 

revealed no significant difference across 

all perspectives of organizational 

effectiveness.  
 

As to job position, key personnel 

demonstrated good organizational 

effectiveness across all perspectives: 

financial (Mean Rank = 63.63), service 

delivery (Mean Rank = 54.71), internal 

processes (Mean Rank = 52.63), and 

learning and growth (Mean Rank = 

55.67). This may be due to their 

leadership role and key involvement in 

decision making, which require them to 

actively work toward across all 

perspectives. The test of significance 

revealed no significant difference across 

service delivery (x2 = 4.76, p = 0.19, 

internal processes (x2 = 2.55, p = 0.47), 

and learning and growth perspectives (x2 

= 6.55, p = 0.99). However, a significant 

difference was found as to job position (x2 

= 12.62, p = 0.01) in financial perspective. 

Therefore, job position was a determining 

factor affecting financial perspective of 

organizational effectiveness.

 

  

Table 11 Relationship between the level of work-related attitudes of the respondents and 

their level of organizational effectiveness 
 

Variable 

Spearman’s 

Correlation 

Coefficient (r) 

p – Value Relationship Interpretation 

Level of Work-related 

Attitudes 

 0.700 0.000* Significant 
High Positive 

Correlation 
Level of Organizational 
Effectiveness 

*Level of Significance = 0.05 

 

The Statistical test using Spearman’s 

Correlation Coefficient yielded a value of 

0.700, indicating a highly positive 

correlation between the two variables. 

Furthermore, the p-value was 0.000, 

which is less than the alpha level of 0.05. 

This indicates that as positive work-

related attitudes increases, organizational 

effectiveness also increases, and vice 

versa. Therefore, the relationship of the 

two variables is significant.
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Table 12 Relationship between the level of work-induced stress of the respondents and 

their level of organizational effectiveness 
 

Variable 

Spearman’s 

Correlation 

Coefficient (r) 

p – Value Relationship Interpretation 

Level of Work-induced 

Stress 

 -0.710 0.000* Significant 
High Negative 

Correlation 
Level of Organizational 
Effectiveness 

*Level of Significance = 0.05 

 

The Statistical test using Spearman’s 

Correlation Coefficient yielded a value of 

-0.700, indicating a highly negative 

correlation between the two variables. 

Furthermore, the p-value was 0.000, 

which is less than the alpha level of 0.05. 

This indicates that as work-induced stress 

increases, organizational effectiveness 

decreases, and vice versa. Therefore, the 

relationship of the two variables is 

significant. 

 

Conclusions 
 

The level of work-related attitudes of the 

respondents indicated that the respondents 

regularly exhibit positive workplace 

behaviors. This means that the 

respondents’ actions are crucial in 

influencing their overall attitudes, 

highlighting the strong influence of 

observable behavior on their work-related 

disposition. These findings aligned with 

the Self-Perception Theory (Bem, 1972), 

which asserted that an individual’s 

behavior plays a crucial role in shaping 

the attitudes they develop. Supporting 

this, Abun et al. (2021) emphasized that 

attitude and behavior are inseparable and 

exhibit a reciprocal relationship. 

However, these results contradicted with 

the findings of Wicker (1969), who 

argued that there is no correlation between 

attitudes and behaviors. Overall, Millar 

and Tesser (1986) accentuated the 

significance of understanding attitudes as 

dynamic interactions among cognitive, 

affective, and behavioral components. 

Neglecting these interrelated dimensions 

diminishes the complexity of the attitude 

concept and limits its effectiveness to 

reliably predict behavior. 
 

The level of work-induced stress of the 

respondents as a whole was low which 

indicates that respondents experience low 

levels of stress across job demands, job 

control, and job resources, indicating 

manageable workloads, appropriate 

autonomy, and sufficient access to 

necessary resources in their work 

environment. The result aligned with the 

Job Demand-Control Model (Karasek, 

1979), placing the respondents in the 'low-

strain' group, which is characterized by 

relatively manageable work coupled with 

a moderate degree of decision-making 

control and freedom. This was further 

reinforced by the Job Demands-Resources 

Model (Bakker & Demerouti, 2017), 

which underscored the importance of 

maintaining a balance between job 

demands and resources to promote 

employee well-being and optimize 

organizational effectiveness. 
 

The level of organizational effectiveness 

of the respondents as a whole 

demonstrated good organizational 
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effectiveness. The service delivery 

perspective obtained the highest mean 

score which means that the respondents 

prioritize public satisfaction by providing 

effective and efficient public service 

delivery to clients and other stakeholders 

that rely on government services. They 

focus on meeting the needs of clients 

through service competence and quality. 

The results aligned with the study of 

Drucker (2007), which highlighted that an 

organization’s primary task is to create 

and keep their clients. Thus, top 

management are always reminded that in 

any organizational setting, clients hold the 

utmost importance, as they shape the 

organization’s success. In line also with 

the Balanced Scorecard Model (Kaplan & 

Norton, 1992), acknowledging service 

delivery perspective as one of the key 

perspectives in measuring organization 

success. 
 

There was a significant relationship 

between the level of work-related 

attitudes and the level of organizational 

effectiveness, which revealed a highly 

positive correlation that indicates that as 

positive work-related attitudes increases, 

organizational effectiveness also 

increases, and vice versa. The findings 

align with the study of Das and Haider 

(2020), which emphasizes the role of 

positive employee attitudes in optimizing 

the full potential of human resources 

within an organization, which potentially 

contributes to improved organizational 

outcomes.  This is further supported by 

the studies of Gopinath (2020), Yadav 

(2022), Kaushik (2023), and Jaurigue et 

al. (2023), who linked positive employee 

attitudes to increased productivity and 

performance, shaping the overall work 

environment, and serving as a vital asset 

for organizational success. Moreover, 

Abun et al. (2021) and Sarkauskaitė and 

Marmiene (2020), demonstrated how 

affective, behavioral, and cognitive 

components can influence workplace 

behavior, further influencing 

organizational effectiveness. 
 

There was a significant relationship 

between the level of work-induced stress 

and the level of organizational 

effectiveness, which revealed a highly 

negative correlation that indicates that as 

work-induced stress increases, 

organizational effectiveness decreases, 

and vice versa. The findings align with the 

studies of Manalo (2019), which 

emphasizes that employees experiencing 

higher level of stress are those with lower 

organizational effectiveness. This is 

further supported by the studies of 

Iskamto (2021), Tesfaye (2022) and 

Chico et al. (2023), who highlighted that 

organizational effectiveness depends on 

the ability of employees to manage their 

work-induced stress. Moreover, 

elaborated by the studies of Altindag 

(2020) and Sardouk and Ali (2022), 

suggesting that that when employees work 

in a stressful environment, their 

performance is negatively affected, thus 

underscoring the importance of fostering 

a stress-free workplace to enhance both 

employee and organizational 

effectiveness. 

 

Recommendations 
 

To enhance work-related attitudes, the 

LGU should conduct regular training and 

team-building activities to promote a 

positive mindset, improve workplace 

relationships, and foster inclusivity. 

Recognition programs, integrated into 

regular events such as the Monday Flag 

Ceremony or Employees’ Night, are also 

encouraged to boost morale and 

engagement. To reduce work-induced 
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stress, the LGU should implement stress 

management programs through mental 

health seminars and wellness activities in 

collaboration with the GAD and MHO. 

Clear policies on limiting after-hours 

communication and respecting leave 

should be enforced to support work-life 

balance. Additionally, proper orientation 

on workload distribution and fair 

compensation should be provided to 

ensure employees understand their 

responsibilities and feel supported. 

 

Future research 

implications 
 

Future studies may explore other 

moderating variables of individual 

characteristics such as personality traits, 

coping strategies, or organizational 

culture in the relationship between work-

related attitudes, work-induced stress, and 

organizational effectiveness. Researchers 

are also encouraged to consider both 

permanent and contractual employees to 

capture a more comprehensive 

understanding of workplace dynamics. 

Additionally, longitudinal research could 

provide deeper insights into how these 

variables evolve over time. 

 

Management 

implications 
 

The findings highlight the need for LGU 

management to develop targeted 

programs that promote positive work 

attitudes and address work stressors. By 

investing in training, wellness programs, 

and support systems, the LGU can create 

a more supportive and efficient work 

environment that improves employee 

performance and contributes to the overall 

effectiveness of the organization.
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Abstract 
Small and Medium Enterprises (SMEs) often struggle to maintain competitiveness due 

to infrastructural deficiencies that cannot withstand external shocks and threats. This 

study examines the impact of infrastructure resilience on the performance of SMEs in 

the Anambra East Local Government Area of Nigeria. A descriptive research design was 

utilised, and data were collected from 207 SMEs using a structured questionnaire. 

Hypothesis testing was conducted through regression analysis, employing E-Views 

version 10. Cyber resilience significantly influenced operational security, indicated by a 

coefficient of 1.060231 and an R-squared value of 95.45%, highlighting its role in 

protecting operational integrity. Furthermore, institutional resilience greatly impacted 

economic sustainability, with a coefficient of 1.078565 and an R-squared value of 

95.72%, underscoring the necessity of resilient institutional structures for economic 

stability. These findings confirm that cyber and institutional resilience are critical to 

SME performance in Anambra East. Consequently, the study recommends adopting 

advanced time management tools, enhancing cybersecurity measures, and establishing 

robust institutional frameworks to ensure long-term sustainability and operational 

efficiency. The study provides valuable insights for policymakers and business leaders 

aiming to enhance infrastructure resilience and support the growth of SMEs in Nigeria. 

Keywords: Infrastructure resilience, Cyber Resilience, Institutional Resilience, Time 

Efficiency, Operational Security, Economic Sustainability. 
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Introduction 
Countries' developmental progress is 

influenced by the available infrastructure 

supporting sustainable business growth 

and enhancing quality of life. Embedded 

in the infrastructure is an inherent 

resiliency that enables it to serve the 

population without revisiting or 

rebuilding. Infrastructure is the backbone 

of communities by providing critical 

services- such as water, transportation, 

electricity, and communications- and 

laying a foundation for health, safety, and 

economic growth to thrive (Cybersecurity 

& Infrastructure Security Agency, 2025).  

Historical events are significant 

contributors to the study of Infrastructure 

Resiliency (IR), including the 9/11 attacks 

in 2001, Hurricane Katrina in 2005, the 

Fukushima Daiichi nuclear disaster in 

2011, Superstorm Sandy in 2012, and the 

COVID-19 pandemic in 2020 (UNDRR, 

2023). IR refers to the ability of 

infrastructure systems to withstand, adapt 

to, and recover from natural disasters, 

cyber-attacks, physical attacks, and other 

disruptions. It involves designing and 

building robust, flexible infrastructure 

that remains functional even when 

damaged or stressed (OECD, 2024). " The 

history of IR is characterised by 

continuous evolution, technological 

advancements, lessons learned from past 

failures, and the growing need to adapt to 

a changing world (Capacci et al., 2022). 

IR safeguards public health and safety 

while supporting economic growth and 

development (Resilience Rising, 2024). 

Enhancing infrastructure resilience can be 

achieved by mitigating the exposure of 

infrastructure assets to natural hazards, 

reducing their vulnerability, designing 

systems for continued service delivery 

when damaged, ensuring that 

infrastructure prevents catastrophic 

failure, and enabling users of 

infrastructure services to manage service 

disruptions better (Zhao et al., 2022). 

Resilience demands tackling immediate 

infrastructure challenges by maintaining 

and constructing sustainable 

infrastructure for the future (OECD, 

2025). Addressing the complex 

challenges and opportunities of 

infrastructure resilience and maintenance 

requires a multidimensional approach that 

considers local and global factors, 

optimises asset performance throughout 

its lifecycle and network functions, and 

employs new technologies and nature-

based solutions. (OECD, 2025). 

America’s infrastructure is an 

interconnected system of highways, 

streets, public buildings, mass transit, 

ports, airports, inland waterways, water 

systems, waste facilities, the electric grid, 

broadband networks, dams, levees, and 

other public and private facilities 

(American Society of Civil Engineers, 

2025). Maintaining these networks has an 

impact on public safety and economic 

prosperity. 

In this digital era, cyber resiliency (Cirera 

et al., 2024) and institutional resiliency 

(Barin et al., 2015) are expected to be 

integrated into infrastructure for more 

sustainable business development. 

Corruption in Nigeria, evidenced by its 

low 2023 Transparency Index score of 25 

and a ranking of 145 out of 180, has 

significantly hindered infrastructural 

growth and can be directly linked to the 
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country's persistent infrastructure deficit 

(Oladipo, 2024). The developed 

infrastructures in Nigeria often lack the 

resilience to endure beyond the tenures of 

the administrations that initiated them. 

This has a daunting negative effect on 

Nigeria's business performance, 

particularly among small and medium-

sized enterprises (SMEs). The absence of 

built-in resiliencies in cyber and 

institutional settings among existing 

infrastructures undermines the 

sustainability of SMEs in Nigeria and 

several other states. With the 

advancement of artificial intelligence, 

threat actors continue to perpetrate cyber-

attacks on vulnerable businesses that 

cannot defend themselves against these 

threats. Key aspects of this problem 

include the interdependence of physical 

and cyber systems, the increasing 

sophistication of cyber threats, limited 

visibility and control over cyber assets, 

and insufficient cybersecurity talent and 

resources (Chatham House, 2024). 

Institutional resiliency challenges 

organisations and governmental agencies 

to uphold the resilience of critical 

infrastructure systems. These challenges 

include gaps in governance and 

leadership, insufficient policies and 

procedures, inadequate risk management 

and contingency planning, a weak culture 

and employee engagement, limited 

capabilities for learning and 

improvement, inflexibility, and a lack of 

adaptability (Barasa, 2018). When 

focusing on institutional resiliency, 

attention should be directed toward risk 

assessment, access to finance, capacity 

building, business support services, 

regulatory environment, and 

infrastructure development (Nkechi et al., 

2022). 

A historical context that further justifies 

this study is the impact of the Biafra Civil 

War (1967–1970) on southeastern 

Nigeria. This war remains one of the most 

significant conflicts in Nigeria’s history, 

with far-reaching consequences for 

infrastructure, economic development, 

and business sustainability. The 

devastation wrought by the war was 

immense, resulting in a fractured 

economy, destroyed infrastructure, and a 

marginalized population. However, 

beyond the immediate destruction, post-

war neglect, insufficient government 

investment, and systematic policy failures 

have perpetuated the region’s 

infrastructural challenges, further 

entrenching economic stagnation and 

business difficulties. The lingering effects 

of the war continue to shape the economic 

trajectory of the southeast, making it one 

of the most underdeveloped and 

politically marginalised regions in 

Nigeria. The region's lack of robust 

infrastructure underscores the need for a 

comprehensive approach to infrastructure 

planning, development, and 

sustainability, ensuring that historical 

lessons inform future infrastructural 

advancements.  

Small and Medium Enterprises (SMEs) in 

Anambra East face significant barriers to 

cyber and institutional resilience. These 

challenges include weak digital 

infrastructure, limited cybersecurity 

awareness, and fragile institutional 

support systems, all exposing businesses 

to cyber threats, disrupting operations, 

and undermining their capacity to adapt 

and sustain growth in a digital economy. 

The legacy of the Biafra Civil War (1967–

1970) continues to impact the region, as 



 

FBMS | 52 

post-war neglect has resulted in 

underdeveloped infrastructure and limited 

business opportunities. Compared to other 

regions of Nigeria, SMEs in northern 

Nigeria encounter security threats from 

insurgency and banditry, which disrupt 

business activities and deter investment. 

In contrast, SMEs in urban centres like 

Lagos and Abuja benefit from better 

infrastructure and financial opportunities 

but struggle with high operational costs, 

regulatory burdens, and severe traffic 

congestion. Meanwhile, businesses in the 

South-South region contend with 

environmental degradation caused by oil 

exploration, adversely affecting 

agriculture and fishing industries. Despite 

these variations, Nigeria's lack of resilient 

infrastructure that supports long-term 

business sustainability and economic 

growth remains a common issue.  

Given this background, the study 

examines the impact of cyber and 

institutional resilience on the performance 

of small and medium-sized enterprises 

(SMEs) in the Anambra East Local 

Government Area. Addressing these 

challenges in Anambra East requires 

adopting global best practices while 

customising solutions to local conditions, 

ensuring resilient infrastructure, enhanced 

financial access, and more substantial 

institutional support for SMEs. Moreover, 

the findings from this study can guide 

policies and practices in other regions 

facing similar challenges by emphasising 

the significance of adaptive infrastructure 

planning, promoting public-private 

partnerships, and strengthening 

institutional frameworks to support SME 

growth and resilience. 

 

Literature review 

Infrastructure resilience 

Indian Prime Minister Hon. Shri Narendra 

Modi remarks on infrastructure: 

“Infrastructure is not only about returns 

but also about reach and resilience. It must 

leave no one behind and serve the people 

even during times of crisis” (Coalition for 

Disaster Resilient Infrastructure 2024). 

The European Commission defines 

resilience as the capacity of a country or 

region to withstand, adapt to, and swiftly 

recover from stresses and shocks such as 

drought, violence, conflict, or natural 

disasters (Sparf, 2019). Similarly, The 

National Security Memorandum on 

Critical Infrastructure Security and 

Resilience (2024) defines resilience as 

“the ability to prepare for threats and 

hazards, adapt to changing conditions, and 

withstand and recover rapidly from 

adverse conditions and disruptions.  

Resilient infrastructure (IR) is an essential 

foundation for sustainable development 

(UNDER, 2024). As the intensity and 

frequency of hazards continue to rise, 

disruptions in infrastructure systems 

become more common, leading to 

significant economic and societal costs 

(UNDRR, 2024). Achieving and 

maintaining developmental gains requires 

substantial investment in the resilience of 

infrastructure systems to withstand shocks 

and effectively manage severe weather 

events such as floods, droughts, and 

extreme temperatures (Ward, 2020). Wu 

(2024) emphasises that constructing 

resilient infrastructure systems is 

estimated to increase the total investment 

cost by only 3% while ignoring this will 
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be detrimental to business health and job 

creation. The Principles for Resilient 

Infrastructure outline a series of 

principles, essential actions, and 

guidelines aimed at achieving national-

scale net resilience gains while enhancing 

the continuity of critical services, 

including energy, transport, water, 

wastewater, waste, and digital 

communications, which support the 

effective functioning of health and 

education systems (UNDRR, 2023). 

These principles include Continuous 

Learning, which involves developing 

understanding and insight into 

infrastructure resilience through 

monitoring, analysis, learning from past 

events, stress testing, and adaptation; 

Proactively Protected, which ensures that 

infrastructure is designed, built, and 

maintained to withstand known and 

emerging hazards through enhanced 

safety standards and emergency 

preparedness; Environmentally 

Integrated, aligning infrastructure 

development with environmental 

sustainability and natural systems, 

leveraging nature-based solutions while 

minimising ecological impact; Socially 

Engaged, which involves communities 

and stakeholders in infrastructure 

planning and resilience efforts to ensure 

inclusivity, equity, and local relevance; 

Shared Responsibility, enhancing 

infrastructure resilience through 

coordinated roles and shared 

accountability, promoting collective 

action and governance across sectors, 

organisations, and society; and 

Adaptively Transforming, where flexible, 

forward-looking strategies and 

innovations enable infrastructure systems 

to evolve in response to changing risks 

and contexts. 

 

Cyber resilience 

The patterns of cyber-attacks are multi-

dimensional. Even in technologically 

advanced countries, businesses are often 

targeted by cybercriminals, let alone 

Nigeria, where digital literacy is at its 

lowest. The United Kingdom government 

revealed that cybersecurity breaches and 

attacks remain a common threat, as just 

over four in ten businesses (43 per cent) 

reported experiencing some cybersecurity 

breach or attack in the last 12 months 

(Ribiero, 2025). Rubin (2025) warns that 

companies poised to thrive in the next 

decade will integrate cyber resilience into 

their core, ensuring security, continuity, 

and market leadership amid ongoing 

digital disruption. Cyberattacks in Nigeria 

are increasing, affecting both public and 

private sectors. The financial industry is 

frequently targeted, with banks and 

fintechs facing threats such as phishing, 

ransomware, and business email 

compromise (BEC), during which 

attackers impersonate executives to 

mislead employees. Cybercrime 

continues to be a significant challenge for 

Nigeria and Africa, where organizations 

encounter nearly 3,200 attacks each 

week—73% higher than the global 

average—with eight African nations 

listed among the top 20 global hotspots for 

cyber threats, according to Check Point 

Software Technologies (Lemos, 2025). 

As these waves of attacks continue to rise, 

the need to become cyber resilient 

becomes pressing.  
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Cyber resilience is the capacity of 

organisations to respond to cyber-attacks 

and to build new robustness following 

successful breaches (Nnarelli et al., 2020). 

With recent advancements in artificial 

intelligence through machine and deep 

learning, cyber-attacks have become 

inevitable. To emphasise this point, 

KPMG (2020) asserts that the era of an 

efficient, well-tested cybersecurity system 

rendering a successful cyber-attack 

unlikely has ended, as cyber breaches are 

now unavoidable for any technology-

driven business. Therefore, enhancing 

cyber resilience is crucial for SMEs, 

which often face unique vulnerabilities 

due to limited cyber defence capabilities. 

Additionally, due to resource constraints, 

a lack of awareness, and inadequate 

cybersecurity measures, SMEs are 

particularly susceptible to cyber threats 

such as phishing, malware, data breaches, 

and ransomware (Bamidele et al., 2024). 

By adopting cyber resilience strategies, 

SMEs can protect their information assets 

and ensure they can quickly recover from 

incidents, thus maintaining operational 

continuity and customer trust.  

 

Institutional resilience  
Institutional resilience allows 

organisations to absorb and recover from 

external shocks while positively adapting 

and transforming to meet long-term 

changes and uncertainties (Haider, 2021). 

Investing in robust, well-functioning, and 

adaptable social systems, such as health, 

education, and social protection systems, 

can strengthen resilience, as these systems 

help cushion the adverse economic and 

social impacts of crises (Strupat & 

Marschall, 2020). Institutional resilience 

encompasses institutions' internal 

processes and structures, along with their 

relationships with external stakeholders 

and the environment in which they 

operate. In the context of SMEs, 

institutional resilience is vital for 

navigating regulatory environments and 

responding to market fluctuations. This 

resilience is significantly relevant to the 

study of infrastructure resilience and the 

performance of SMEs. When institutions 

demonstrate resilience, they can better 

support SMEs during crises, facilitating 

access to essential resources and 

information critical for sustaining 

operations. This, in turn, nurtures a more 

favourable environment for SME growth 

and infrastructure development. Resilient 

institutions can enhance collaboration 

among stakeholders, improving the 

overall infrastructure landscape. 

Additionally, institutional resilience can 

encourage partnerships between SMEs, 

government bodies, and other 

organisations, leading to coordinated 

infrastructure development and 

maintenance efforts.  

 

SMEs performance 

Performance is a measure of an 

organisation’s status. Opusunju, Akyuz, 

and Jiya (2017) noted that performance 

reflects the productivity of an enterprise's 

members measured in terms of revenue, 

profit, growth, development, and 

expansion of the organisation. With over 

800 registered SMEs in Anambra state 

and more springing up almost daily, 

SMEs stand as one of the significant 

sources of the wealth Anambra state 

generates (Anekwe & Nwokediba, 2019). 

In Nigeria, SMEs constitute most of the 

business sector and contribute 

significantly. They will contribute far 

better to the country's economic growth if 

allowed and supported. Small and 
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medium-sized enterprises (SMEs) are 

advocates of growth and public profitable 

development because they play a critical 

role in reducing poverty, increasing gross 

domestic product (GDP), diversifying, 

and creating jobs in both developed and 

developing countries (Okoli &Anugwu, 

2022; Okoli, Nwakoby & Adani, 2023). 

There are more than 39.65 million 

registered SMEs in Nigeria, which 

account for about 87.9% of the total 

workforce, 46.31% of national GDP 

growth and 6.2% of international gross 

exports (National Bureau of Statistics, 

2021). The National Bureau of Statistics 

(2021) realised that SMEs in Nigeria 

continue to face numerous challenges, 

making them perform below expectations. 

Infrastructure deficit and frequent 

changes in public policy are among the 

top list. In this regard, Adebiyi and Amole 

(2017) believe that innovation is a 

strategic issue as it will assist in reducing 

internal inefficiencies, improve processes, 

and enhance decision-making processes 

positively. Relating to this study, time 

efficiency, operational security, and 

economic sustainability are the measures 

of SMES performance. Time efficiency 

refers to the proper use of time by 

focusing on essential tasks, avoiding 

distractions, and organising work to 

accomplish more with less effort 

without compromising quality 

(Sreejitha, 2024). Furthermore, 

improved time efficiency can increase 

customer satisfaction and loyalty, which 

is critical for SMEs' long-term success. 

Operational security, commonly called 

OPSEC, is a risk management strategy 

and process that helps identify critical 

information adversaries could use to 

inflict business (Proof point, 2024). When 

businesses prioritise security, they protect 

their assets and contribute to the overall 

stability of the business environment. 

Economic sustainability refers to 

practices supporting a company's or 

nation's long-term economic development 

while protecting environmental, social, 

and cultural elements (Bish, 2021). 

Furthermore, as SMEs become more 

economically sustainable, their ability to 

pay taxes and contribute to local 

economies increases, thereby attracting 

further investment into infrastructure.  

Hypotheses development 
 

H01: The effect of cyber resiliency on the 

operational security of SMEs in the 

Anambra East Local Government Area is 

insignificant. 

H02: Institutional resiliency does not 

affect the economic sustainability of 

SMEs in the Anambra East Local 

Government Area.  

 

Methodology 

Research design and study 

area 

This study adopted a descriptive research 

design. The study was conducted in 

Anambra East Local Government Area of 

Anambra state, one of the five south-

eastern states in Nigeria. The state was 

created in 1991, and the state capital is 

Awka. It presently has 21 local 

governments and three senatorial districts, 

just like other states of Nigeria. Anambra 

is bounded by the state of Kogi in the 

north, Enugu in the east, Abia in the 

southeast, Imo and rivers in the south, and 

Delta and Edo in the west. It includes the 

valley of the lower Anambra River, which 

is a tributary of the Niger River. The 

southern part consists of a tropical 

rainforest along the eastern bank of the 
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Niger River, which forms Anambra's 

western boundary. Overall, the people of 

Anambra state are known for their cultural 

richness, entrepreneurial spirit and a 

strong sense of community. They have 

made significant contributions to various 

fields and continue to play an important 

role in Nigeria's social, economic and 

political landscape. 

 

Study scope 

The scope of this study encompasses vital 

aspects, and they are discussed below: 

Geographic Scope: The study focuses 

specifically on Anambra state SMEs. It 

aims to investigate the relationship 

between infrastructure resilience and the 

performance of these micro-businesses 

within the geographical boundaries of 

Anambra state, Nigeria. Sector Scope: 

The study focuses on SMEs, 

encompassing various micro businesses 

and institutions operating in Anambra 

East Local Government Area. It includes 

organisations involved in service 

delivery, policy-making, governance, and 

other relevant areas within the micro 

sector. Variable Scope: The study 

concentrates on the effect of infrastructure 

resilience initiatives within SMEs. It 

explores adopting and implementing 

infrastructure technologies, tools, and 

platforms to enhance organisational 

processes, service delivery, decision-

making, and transparency. While the 

scope of this study is specific to Anambra 

state, the research findings and insights 

can potentially be applied to other similar 

regions or public sector organisations 

facing similar infrastructure resilience 

challenges or priorities. 

 

Study population, sample size 

determination, and sampling 

technique 
Only tax-paying SMEs were considered in 

this study to promote due diligence and 

compliance with state regulations. 

Accordingly, the list of registered 

business names with valid tax clearance 

was obtained from the Anambra State 

Internal Revenue Service (2024), 

ensuring the inclusion of legally 

recognised enterprises. The population 

frame which emanated from the 

governmental agency was four hundred 

thirty (430) small and medium enterprises 

in the Anambra East Local Government 

Area. In conducting this research, the 

sample size was determined using the 

Taro Yamane sample technique, as shown 

below; 

 

n = ___N___ 

       1+N (e)2 

 

Where  1    =  constant 

N   =  sample size 

 N   =  total population = 430 

 E    =  error limit (0.05 or 5%) 

n    =  207 SMEs 

 

The study adopted a simple random 

sampling technique, ensuring every SME 

had an equal chance of being selected. 

This method minimised selection bias and 

enhanced the sample's representativeness, 

reflecting the broader SME population. 

By giving each SME an equal probability 

of inclusion, the technique strengthened 

the validity of the findings and supported 

generalizability. Furthermore, to ensure 

the effective distribution of the 

questionnaire, the Bowley Proportional 

allocation formula was used, and the 

result is presented in Table 1 below:
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Table 1 Bowley’s Proportional Allocation 

S/N Towns Population Distributed Questionnaire 

1 Aguleri 57 27 

2 Umueri 61 29 

3 Otuocha 52 25 

4 Enugwu-Aguleri 49 24 

5 Eziagulu-Otu 39 19 

6 Anam 45 22 

7 Igbariam 33 16 

8 Nando 27 13 

9 Nsugbe 28 13 

10 Enugwu-Otu 39 19 

 Total 430 207 

Source: Field Survey, 2024 

 

 

Data analysis method 
The data analysis for this study involved 

using E-view version 10 statistical 

analysis to examine the effect of 

infrastructure resilience on the 

performance of SMEs in Anambra East 

LGA. To achieve this intent, data were 

analysed using simple regression.  

Model Specification 

Objective 1: To assess cyber resiliency's 

effect on SMEs' operational security in 

Anambra East Local Government Area. 

Model Specification: 

     OS=β0+β1CR+ϵ -------------------2 

Where: 

     OS = Operational Security of SMEs 

     CR = Cyber Resiliency 

     β0 = Intercept (constant term) 

     β1= Coefficients for respective 

variables 

     ϵ = Error term 

Objective 2: To examine institutional 

resiliency's effect on the economic 

sustainability of SMEs in Anambra East 

Local Government Area. 

Model Specification: 

     ES=α+γ1IR+ϵ 

Where: 

     ES = Economic Sustainability of 

SMEs 

     IR = Institutional Resiliency 

     α = Intercept (constant term) 

     γ1 = Coefficient for Institutional 

Resiliency 

     ϵ = Error term 

 

Analysis and 

presentation of findings 

Data presentation 

This study's sample size is 207; the 

researcher distributed 207 questionnaires 

to the target population. In the process, 

189 were retrieved back in good order, on 

which the findings of this study are based.  

 

Test of hypotheses 

Hypothesis 1: The effect of cyber 

resiliency on the operational security of 

SMEs in the Anambra East Local 

Government Area is insignificant.
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 Table 2 Cyber Security and Operational Efficiency Regression 

Dependent Variable: OPERATIONAL_SECURITY  

Method: Least Squares   

Date: 08/26/24   Time: 06:09   

Sample: 1 189    

Included observations: 189   

     
     

Variable Coefficient Std. Error t-Statistic Prob.   

          
Cyber_Resiliency 1.060231 0.016928 62.63099 0.0000 

C -1.912025 0.357201 -5.352799 0.0000 

     
     

R-squared 0.954497     Mean dependent var 19.73016 

Adjusted R-squared 0.954254     S.D. dependent var 5.815990 

S.E. of regression 1.243943     Akaike info criterion 3.284975 

Sum squared resid 289.3628     Schwarz criterion 3.319280 

Log-likelihood -308.4302     Hannan-Quinn criteria. 3.298873 

F-statistic 3922.642     Durbin-Watson stat 0.188041 

Prob(F-statistic) 0.000000    

     Source: E-view 10 

 

Table 2 displays the regression analysis 

results, with operational security as the 

dependent variable and cyber resiliency as 

the independent variable. The coefficient 

for cyber resiliency is 1.060231, 

indicating a strong positive relationship 

between cyber resiliency and operational 

security. The t-statistic for cyber 

resiliency is 62.63099, with a p-value of 

0.0000, showing that this relationship is 

statistically significant at the 1% level. 

The R-squared value of 0.954497 implies 

that about 95.45% of the variance in 

operational security is explained by cyber 

resiliency, indicating a highly reliable 

model. 

The null hypothesis (H₀) suggests no 

relationship between cyber resiliency and 

operational security, implying the 

coefficient of cyber resiliency is zero. The 

alternative hypothesis (H₁) suggests a 

significant relationship, implying the 

coefficient is not zero. Given that the p-

value for cyber resiliency is significantly 

less than 0.05 (p = 0.0000), we reject the 

null hypothesis and accept the alternative 

hypothesis, concluding that cyber 

resiliency significantly impacts the 

operational security of SMEs in Anambra 

East LGA. 

Hypothesis 2: Institutional resiliency 

does not significantly affect the economic 

sustainability of SMEs in the Anambra 

East Local Government Area.
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Table 3 Institutional Resiliency and Economic Sustainability 

Dependent Variable: ECONOMIC_SUSTAINABILITY  

Method: Least Squares   

Date: 08/26/24   Time: 06:10   

Sample: 1 189    

Included observations: 189   

          
Variable Coefficient Std. Error t-Statistic Prob.   

Institutional_Resiliency 1.078565 0.016679 64.66604 0.0000 

C -2.422814 0.353867 -6.846678 0.0000 

          
R-squared 0.957195     Mean dependent var 19.72487 

Adjusted R-squared 0.956967     S.D. dependent var 5.897932 

S.E. of regression 1.223496     Akaike info criterion 3.251828 

Sum squared resid 279.9284     Schwarz criterion 3.286132 

Log-likelihood -305.2978     Hannan-Quinn criteria. 3.265726 

F-statistic 4181.697     Durbin-Watson stat 0.161321 

Prob(F-statistic) 0.000000    

     Source: E-views10 

 

Table 3 provides the regression analysis 

results where economic sustainability is 

the dependent variable, and institutional 

resiliency is the independent variable. The 

coefficient for institutional resiliency is 

1.078565, indicating a strong positive 

relationship between institutional 

resiliency and economic sustainability. 

The t-statistic for institutional resiliency is 

64.66604, with a p-value of 0.0000, 

demonstrating that this relationship is 

statistically significant at the 1% level. 

The R-squared value of 0.957195 

indicates that approximately 95.72% of 

the variance in economic sustainability is 

explained by institutional resiliency, 

suggesting that the model is highly 

reliable and effective in predicting 

economic sustainability based on 

institutional resiliency. 

The null hypothesis (H₀) posits that there 

is no relationship between institutional 

resiliency and economic sustainability, 

implying the coefficient of institutional 

resiliency is zero. The alternative 

hypothesis (H₁) posits that there is a 

significant relationship, meaning the 

coefficient is not equal to zero. Given that 

the p-value for institutional resiliency is 

far below 0.05 (p = 0.0000), we reject the 

null hypothesis and accept the alternative 

hypothesis, concluding that institutional 

resiliency influences the economic 

sustainability of SMEs in Anambra East 

LGA.  

 

Discussion of results 
Hypothesis one indicates a significant 

positive impact of cyber resiliency on 

operational security, as shown by a 

coefficient of 1.060231. The relationship 

is statistically significant, with a t-statistic 

of 62.63099 and a p-value of 0.0000. The 

high R-squared value of 0.954497 

suggests that 95.45% of the variance in 

operational security is explained by cyber 

resiliency, highlighting the critical 

importance of cyber resilience in 
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safeguarding operational integrity. This 

finding aligns with the work of Akpan 

(2015), who observed and concluded that 

Nigeria has suffered dramatically in cyber 

– attacks and that cyber security and 

resilience have become valuable tools for 

checking and stopping cyber risks.  

Hypothesis two demonstrates a robust 

positive relationship between institutional 

resiliency and economic sustainability, 

with a coefficient of 1.078565. The 

statistical significance is supported by a t-

statistic of 64.66604 and a p-value of 

0.0000, indicating a highly reliable model. 

The R-squared value of 0.957195 

suggests that 95.72% of the variance in 

economic sustainability is explained by 

institutional resiliency, emphasising 

institutions' critical role in economic 

stability. This agrees with the findings of 

Eke and Eke (2024), who reveal that 

institutional quality was found to 

positively and significantly influence the 

effect of resilience on economic growth in 

countries within the region and thus 

recommends strengthening the 

institutional framework for countries in 

the region through the ECOWAS 

community strategy. 

Conclusion, 

recommendations, and 

study implications 

The findings of this study underscore the 

crucial role of infrastructural resiliency in 

SMEs' performance in Anambra State, 

Nigeria. These findings align with prior 

research emphasising the importance of 

resilient infrastructures in fostering 

business continuity and sustainability. 

The study further highlights the growing 

necessity for SMEs to protect their digital 

assets against cyber threats to maintain 

operational security. This study's strong 

positive correlation between cyber 

resiliency and operational security 

reinforces the understanding that 

cybersecurity measures are integral to 

preserving organisational integrity in an 

increasingly digital environment. 

Additionally, the relationship between 

institutional resiliency and economic 

sustainability resonates with the broader 

recognition of institutional frameworks' 

role in supporting economic stability and 

long-term growth. Institutional resiliency 

ensures that SMEs can navigate 

regulatory challenges and adapt to 

economic shifts, reinforcing the need to 

strengthen institutional support structures 

to bolster SME sustainability. 

In conclusion, this study provides 

compelling evidence that infrastructural 

resiliency is a crucial determinant of SME 

performance in Anambra State. The 

significant relationships identified 

between cyber resiliency, and institutional 

resiliency with their respective outcomes 

emphasize the need for SMEs to prioritize 

the development of resilient 

infrastructures to enhance their overall 

performance and sustainability. As SMEs 

continue to face evolving challenges in 

the technological, cyber, and institutional 

landscapes, policymakers and business 

leaders must invest in strengthening these 

areas to secure the future growth and 

stability of SMEs in the region. 

Among other things, the study suggested 

the under-listed; 

 

Immediate actions for SMEs:  

Adopting advanced time management 

tools is essential for SMEs to optimize 

operations and reduce downtime. 

Furthermore, implementing employee 
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training programs can enhance 

technological competencies and 

strengthen system resiliency, contributing 

to a more efficient and adaptable 

workforce. 

Small and medium-sized enterprises 

(SMEs) should perform regular 

vulnerability assessments to identify and 

mitigate security gaps. Furthermore, it is 

essential to provide employees with 

training on recognizing and responding to 

cyber threats. Implementing advanced 

security technologies is also crucial to 

enhancing protection against potential 

breaches. 

SMEs must focus on implementing 

effective governance structures to 

enhance decision-making and 

accountability. Ensuring compliance with 

regulatory standards reduces legal risks 

and strengthens organisational credibility. 

Additionally, fostering strong stakeholder 

relationships is crucial for gaining support 

and promoting collaborative efforts in 

operational activities. 

 

Long-term strategies for 

policymakers: 

Supporting SMEs requires establishing 

institutional frameworks that enhance 

access to technology and training. 

Encouraging initiatives to improve 

technological infrastructure is equally 

vital for ensuring long-term business 

growth and resilience.  

Enhancing SME cybersecurity involves 

creating customised guidelines and 

fostering public-private partnerships to 

improve access to security tools and 

training. Incentivising the adoption of 

strong cybersecurity measures can further 

bolster resilience.  

Crafting policies that build resilient 

frameworks aligned with SME needs is 

essential for sustainable growth. 

Reinforcing regulatory structures and 

providing platforms for stakeholder 

collaboration can promote economic 

stability and trust. 

 

Future research implication 

Future studies could explore the long-term 

impact of infrastructural resiliency on 

SME performance across different 

regions, enabling comparative analysis. 

Investigating sector-specific resiliency 

strategies could offer tailored insights for 

diverse industries. Additionally, research 

on the effectiveness of public-private 

partnerships in enhancing cybersecurity 

resilience would be valuable. Examining 

the role of digital literacy in strengthening 

technological resilience could further 

inform training initiatives. Finally, future 

work could assess the impact of evolving 

regulatory frameworks on institutional 

resilience and SME sustainability.
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Abstract 
The growing level of rivalry among political party brands highlights the importance of 

connections between voters and political parties, particularly in Thailand's evolving 

landscape. In recent years, there has been a significant increase in political parties in 

Thailand, alongside a peak in new voters, creating a relatively unknown political 

environment. This study, therefore, aims to explore the influences of various factors on 

political brand preference and seeks to determine the impact of political brand preference 

on voting intention. Using a quantitative approach and an anonymous online 

questionnaire (n = 469), the study identifies significant influences on political brand 

preference, including political brand trust, political brand love, political brand loyalty, 

extroversion, friendliness/agreeableness, emotional stability/neuroticism, 

conscientiousness, openness to experiences, political party leadership, party manifestos 

or policies, political brand authenticity, social norms, local roots, and electronic word-

of-mouth (p<0.05). The findings also show that political brand preference and 

perceptions of the prime ministerial candidate significantly influence voting intention. 

Keywords: Political brand, Political brand trust, Political brand love, Political brand 

loyalty, Political brand preference, voting intention 

 

Introduction 

Voting behavior plays a crucial role in 

political decision-making and brand 

development, yet analyzing voting 

choices remains complex and dynamic. 

One key element influencing voting 

behavior is the preference for a particular 

political brand, shaped by a wide range of 

factors. The growing interest in political 

branding reflects concerns about valence 

issues (Thomassen, 2005), electoral 

volatility (Dalton, 2012), and the adoption 

of marketing strategies by political parties 
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(Nielsen, 2012). These factors encourage 

researchers to examine politics through 

the lens of branding (Nielsen & Larsen, 

2014; Smith & Speed, 2011). Branding 

enables political parties to understand 

voter preferences and choices, helping 

them develop targeted political messages, 

advertising, and manifestos to increase 

support. It also provides voters with tools 

to evaluate political parties before making 

electoral decisions. 

Political brands are often likened to 

commercial brands (Almohammad, 2014; 

Brennan & Henneberg, 2008; Peng & 

Hackley, 2009), deepening our 

understanding of the relationship between 

brands and voter behavior. Branding 

aligns political brands with voter needs, 

aiming to achieve favorable outcomes. In 

politics, branding holds practical and 

theoretical significance. Practically, it 

addresses the economic and social costs of 

electoral choices, as government policies 

impact national growth. Theoretically, it 

encourages scholars to explore the factors 

that shape voter behavior, guiding them 

toward specific political choices (O’Cass 

& Pecotich, 2005). 

In Thailand, the relationship between 

voters and political parties has gained 

relevance due to the rise of new political 

parties, which has intensified competition. 

The 2019 general election, following a 

period of military rule, marked a major 

shift in Thailand’s political landscape. 

Established parties like Prachatipat 

(Democrat Party) and Pheu Thai Party 

have faced competition from new parties 

appealing to younger generations who 

oppose military influence. Additionally, 

the dissolution of older parties has added 

to the uncertainties in Thai politics. 

Understanding political brand preferences 

among Thai voters is thus essential for 

gaining insights into the Thai political 

system and for comprehending the 

evolving dynamics of voter-party 

relationships. 

 

Literature review 

Political marketing employs marketing 

strategies to support political parties in 

achieving organizational goals (Ingram & 

Lees-Marshment, 2002). This approach 

encompasses three orientations: selling 

(focused on promoting party programs), 

instrument mix (aligned with voter 

needs), and connection building 

(addressing broader societal needs) 

(Vankov, 2013). A political brand can be 

viewed as an intangible bundle of values, 

requiring voters to assess candidates and 

parties based on an overall impression 

(Lock & Harris, 1996; Smith, 2005). 

Influential factors for political brand 

knowledge include a party’s values, 

policies, leadership, candidate profiles, 

and service delivery (O'Cass, 2003; 

O'Shaughnessy & Henneberg, 2007). The 

relevance of a political brand often shifts 

in response to competition, leadership 

changes, and the party’s ability to fulfill 

commitments (Smith & French, 2009). 

Branding helps build preference and 

loyalty by providing reassurance and a 

promise of quality (Feldwick, 2002), 

enabling political parties to differentiate 

themselves and influence voter choices 

(Banerjee & Ray Chaudhuri, 2016). 

Intangible emotion 

Emotional factors such as trust, love, and 

loyalty are integral to building strong 

political brand preference. 

Political brand trust: Trust is crucial in 

relational marketing, fostering 

commitment and reducing perceived risk 
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(Garbarino & Johnson, 1999). In the 

political context, trust involves 

confidence in political institutions and 

brands, shaped by a party’s leadership and 

its adherence to promises (French & 

Smith, 2010). Trust is often influenced by 

the credibility of information sources, 

with educational institutions generally 

perceived as more trustworthy than 

government-controlled media (Saarinen 

et al., 2019). Trust in political brands 

varies across demographics; younger 

voters prioritize competence, while older 

individuals and men tend to value 

integrity (Vagorosson et al., 2020). 

Political brand love: Political brand 

love reflects a deep emotional connection 

between a voter and a party, often 

grounded in shared values, cultural ties, 

and positive experiences (Ahuvia, 2005). 

This love can manifest as "love for 

country" or "love for party," influencing 

loyalty and enhancing brand preference 

(Zmora, 2004). Recent studies suggest 

that strong affection for a political brand 

can increase both voter trust and 

preference, playing a crucial role in 

political loyalty (Banerjee & Goel, 2020). 

Political brand loyalty: Brand loyalty 

simplifies voter choices and offers 

consistency, which is valuable in an 

evolving political environment 

(Needham, 2005). Despite the growth of 

political parties in Thailand, voters often 

remain loyal to familiar brands, 

underscoring the importance of loyalty in 

securing voter support. In the current Thai 

political context, where multiple new 

parties are emerging, maintaining strong 

brand loyalty is crucial for retaining voter 

preference (Thai PBS, 2023). 

H1: Political brand trust has a positive 

influence on political brand preference. 

H2: Political brand love has a positive 

influence on political brand preference. 

H3: Political brand loyalty has a positive 

influence on political brand preference. 

 

Personality characteristics 

Understanding personality traits provides 

insights into political behavior. Early 

research linked traits like authoritarianism 

to extreme political identification 

(Adorno et al., 1950) and conservatism to 

dogmatism (Eysenck, 1954). The Five-

Factor Model (FFM) now serves as a 

dominant framework, describing traits 

such as extroversion, agreeableness, 

emotional stability, conscientiousness, 

and openness to experiences (Digman, 

1990; Wiggins, 1996). Research suggests 

these traits influence political brand 

preference. For instance, Italian voters 

high in energy and conscientiousness 

often support center-right parties, while 

those high in friendliness and openness 

favor center-left coalitions (Vittorio & 

Barbaranelli, 1999). 

H4: Extroversion influences political 

brand preference. 

H5: Friendliness/agreeableness 

influences political brand preference. 

H6: Emotional stability/neuroticism 

influences political brand preference. 

H7: Conscientiousness influences 

political brand preference. 

H8: Openness to experiences influences 

political brand preference. 

 

Perceived political party image 

A party’s image, encompassing its 

leadership, policies, and authenticity, 

significantly impacts voter preferences. 

Political party leader: Political leaders 

shape a party’s brand through symbolism, 

slogans, and personal attributes. Leaders 

use media to build public credibility, with 
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their performance and personal image 

playing a key role in influencing brand 

preference (Jain & Fanesh, 2020; Surya & 

Jha, 2021). 

Party manifestos and policies: 
Manifestos, outlining party promises and 

goals, are vital for voter satisfaction. 

Well-crafted manifestos tend to attract 

greater voter support and improve brand 

perception (Bara, 2005; Boonrat, 2019). 

Political brand authenticity: 
Authenticity, which emphasizes 

consistency and a genuine connection 

with voters, enhances brand trust and 

loyalty, especially in crises. Authentic 

brands fulfill promises and uphold values, 

establishing a reliable relationship with 

voters (Beverland, 2006; Grohmann, 

2016). 

H9: The political party leader has a 

significant influence on political brand 

preference. 

H10: Party manifestos and policies have a 

significant influence on political brand 

preference. 

H11: Political brand authenticity has an 

influence on political brand preference. 

 

Social influence 

Social identity, local connections, and 

online discourse play critical roles in 

shaping political brand preference. 

Social identity and norms: Voting 

often reflects social identity, with 

individuals supporting parties aligned 

with their social groups. Social norms, 

shaped by family, peers, and education, 

influence political behavior by 

establishing expectations within 

communities (Langner et al., 2013; Kleef 

et al., 2019). 

Local roots: Candidates with strong 

local ties are often seen as better 

representatives of community interests. 

Local roots enhance credibility and are 

valued across different cultural contexts 

(Key, 1949; Arzheimer & Evans, 2012). 

Electronic word of mouth (eWOM): 
eWOM, shared on social media and 

forums, influences voter perceptions and 

brand assessment. As eWOM is perceived 

as credible, it plays a direct role in shaping 

voter attitudes (Chu & Kim, 2011; 

Gensler et al., 2015). 

H12: Social norms have a significant 

influence on political brand preference. 

H13: Local roots have a significant 

influence on political brand preference 

through perceived political party image. 

H14: Electronic word of mouth has a 

significant influence on political brand 

preference. 

 

Political brand preference and 

intention to vote 

Brand preference, strongly tied to brand 

identity, plays a key role in voting 

intention. Voters gravitate toward brands 

that resonate on sensory, emotional, and 

symbolic levels, translating preference 

into voting behavior (Sääksjärvi & 

Samiee, 2011; Ebrahim, 2013). 

H15: Political brand preference has a 

significant influence on intention to vote. 

 

Prime minister candidate and 

intention to vote 

The 2023 Thai general election 

underscored the impact of prime 

ministerial candidates on voting intention. 

For instance, reactions to Pita 

Kimjaroenrat's disqualification and Pheu 
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Thai’s nomination of Srettha Thavisin 

illustrate how candidate image and 

circumstances influence voter sentiment. 

Public protests against Pheu Thai’s 

coalition with military-linked parties 

further demonstrate how candidate 

perceptions impact voting decisions 

(Ahler et al., 2017; Kotzaivazoglou et al., 

2018). 

H16: The prime ministerial candidate has 

a significant influence on voting intention. 

Research framework 

The framework for this study builds on 

political marketing and branding literature 

to identify factors influencing political 

brand preference. This model seeks to 

explore the root causes of political brand 

preference, establishing a foundation for 

analyzing the relationships between 

branding elements and voter behavior.

 

 

 

Figure 1 The Conceptual Model of Factors influencing political brand preference 

 

Methodology 

Research instrument 

This study utilized a structured 

questionnaire as the primary research 

instrument to gather data on the political 

brand preferences of Generation Z voters 

in Thailand. The questionnaire was 

carefully developed based on a 

comprehensive review of existing 

literature on political marketing, 

branding, and voter behavior to assess key 

factors influencing political brand 

preference, including trust, love, loyalty, 

personality traits, and social influences. 

The questionnaire was organized into 

several sections: 
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Demographic information: This 

section collected demographic data such 

as age, gender, education level, and 

income, ensuring respondents met the 

criteria for the target population and 

allowing for analysis of demographic 

influences on political brand preferences. 

Political brand preference: Questions 

in this section measured respondents' 

preferences for political brands, including 

support level, loyalty, and perceptions of 

various political parties. Responses were 

captured on a five-point Likert scale, 

ranging from 1 (strongly disagree) to 5 

(strongly agree), to quantify levels of 

political brand preference. 

Personality traits: This section 

assessed respondents' personality traits 

according to the Five-Factor Model 

(FFM), which includes extraversion, 

agreeableness, conscientiousness, 

emotional stability (neuroticism), and 

openness to experience. The objective 

was to determine how these traits might 

influence political brand preference. 

Social influences: Items in this part of 

the questionnaire examined the impact of 

social norms, local connections, and 

electronic word-of-mouth (eWOM) on 

political brand preference, capturing the 

extent to which social factors influenced 

political decisions. 

Political brand trust, love, and 

loyalty: Questions in this section focused 

on the emotional and relational 

dimensions of respondents' political brand 

preferences, measuring the degree of trust, 

affection, and loyalty felt toward their 

preferred political brands. 

Voting intention: Finally, this section 

assessed respondents' intention to vote for 

their preferred political brands in 

upcoming elections, providing insights 

into the link between political brand 

preference and actual voting behavior. 

The questionnaire was pre-tested with a 

small group of respondents to ensure 

clarity, reliability, and relevance. 

Feedback from the pre-test was used to 

refine the instrument before broader 

distribution. The finalized questionnaire 

was administered online to facilitate easy 

access for the target demographic and 

ensure a prompt response rate. 

 

Sample and data collection 

The target population for this study 

comprised Generation Z voters in 

Thailand, specifically individuals aged 18 

to 26 years, who represent a large 

proportion of new voters with emerging 

political preferences. According to Thai 

PBS, this demographic includes 

approximately 7.67 million eligible 

voters. To determine an appropriate 

sample size, the Taro Yamane formula 

was applied with a 5% margin of error and 

a 95% confidence level, resulting in an 

estimated sample size of 400 respondents. 

This sample size was considered 

sufficient to provide reliable insights into 

the target population. 

Due to time constraints and the need for 

efficient data collection, the study 

employed a non-probability sampling 

method. The initial phase used 

convenience sampling to gather responses 

from the researcher’s immediate network, 

including family, friends, and colleagues. 

The questionnaire was distributed via 

online platforms such as social media, 

where the researcher shared a survey link 

on their personal Facebook page and sent 

direct invitations to contacts within their 

network. 
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To increase diversity and reach a broader 

demographic, snowball sampling was 

subsequently employed. This chain-

referral method enabled respondents to 

refer others within the Generation Z voter 

group to participate. By encouraging 

participants to share the survey within 

their networks, this approach expanded 

the sample and enhanced 

representativeness. 

The combination of convenience and 

snowball sampling allowed the study to 

efficiently gather a robust sample within a 

short timeframe. While non-probability 

sampling presents some limitations, it 

provided a reflective view of the target 

demographic’s political brand preferences 

and yielded valuable insights into Thai 

voters' behaviors. 

 

Data analysis procedure 

Data analysis began with initial data 

cleaning and coding to ensure accuracy. 

Descriptive statistics, such as means and 

frequency distributions, were calculated 

to provide an overview of demographic 

trends and general patterns in political 

brand preference. 

To assess the reliability of survey items, 

Cronbach’s alpha was used, with values 

exceeding 0.70 indicating acceptable 

internal consistency. Convergent and 

discriminant validity were established 

through Exploratory Factor Analysis 

(EFA), confirming that the instrument 

measured the intended constructs 

accurately. 

Following this, Confirmatory Factor 

Analysis (CFA) was conducted within a 

Structural Equation Modeling (SEM) 

framework to evaluate model fit and 

examine critical indices, such as the 

Comparative Fit Index (CFI) and Root 

Mean Square Error of Approximation 

(RMSEA). These indices ensured that the 

proposed model adequately represented 

the observed data. 

Hypothesized relationships among 

variables were tested using SEM path 

analysis, with path coefficients evaluated 

for statistical significance to validate the 

relationships posited in the conceptual 

framework. 

Lastly, multicollinearity was checked by 

examining Variance Inflation Factor 

(VIF) values, which remained within 

acceptable limits, indicating that the 

model’s predictors did not exhibit high 

multicollinearity. The results were then 

interpreted in alignment with the research 

objectives, offering detailed insights into 

the factors influencing political brand 

preference and voting behavior in 

Thailand. 

 

Data analysis 

The data analysis for this study 

commenced with a detailed summary of 

basic data collection, focusing on a 

diverse sample of 469 valid responses 

from new voters aged 18-26 in Bangkok 

and surrounding areas. This robust sample 

set the stage for subsequent analyses. 

 

Reliability analysis 

Reliability analysis was conducted using 

Cronbach's alpha, revealing all constructs 

had values above 0.7, confirming internal 

consistency. This indicated that the survey 

effectively measured the intended 

constructs. The high reliability suggested 

that the items within the questionnaire 

were well-aligned and contributed 

cohesively to the overall measurement.
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Table 1  

 CR AVE MSV MaxR(H) Int PBT PBL PBLO Extro Emo Friend Cons EWOMs Prefer Open PPL Poli PBA SoNorm LoRoot Prime 

Int 0.925 0.756 0.112 0.925 0.869                 

PBT 0.775 0.534 0.023 0.776 0.081 0.731                

PBL 0.878 0.590 0.020 0.879 -0.025 0.004 0.768               

PBLO 0.797 0.567 0.030 0.798 0.017 -0.001 0.083 0.753              

Extro 0.815 0.596 0.013 0.817 0.087 -0.113  0.033 -0.001 0.772             

Emo 0.887 0.611 0.048 0.889 0.160** 0.138* 0.066 -0.003 0.019 0.782            

Friend 0.826 0.613 0.009 0.829 0.034 0.005 0.017 -0.093 -0.070 -0.030 0.783           

Cons 0.784 0.548 0.012 0.787 -0.031 -0.002 0.089 -0.014 0.043 0.112* -0.031 0.740          

EWOMs 0.860 0.552 0.019 0.861 0.091  -0.124* -0.010 0.100  -0.032 -0.071 -0.033 -0.051 0.743         

Prefer 0.912 0.775 0.112 0.913 0.335*** 0.150** 0.140** 0.174** 0.098  0.219*** 0.084 0.095  0.138** 0.880        

Open 0.779 0.540 0.016 0.782 0.009 -0.117  -0.125* 0.027 -0.004 0.067 -0.093 -0.012 0.002 0.099  0.735       

PPL 0.839 0.635 0.045 0.840 0.007 -0.038 0.030 0.011 0.039 0.102  -0.033 -0.047 0.002 0.211*** 0.002 0.797      

Poli 0.808 0.584 0.041 0.813 0.076 0.138* -0.083 0.001 -0.085 -0.026 0.086 -0.064 -0.015 0.204*** 0.012 0.085 0.764     

PBA 0.803 0.577 0.019 0.809 -0.003 0.000 -0.051 0.010 0.026 -0.071 -0.017 -0.073 -0.059 0.136* -0.041 0.001 -0.012 0.759    

SoNorm 0.815 0.595 0.017 0.815 0.129* 0.014 -0.024 -0.004 -0.061 0.097  -0.019 -0.002 0.022 0.130* -0.022 -0.092 0.116* 0.008 0.771   

LoRoot 0.825 0.611 0.035 0.826 0.084 -0.041 0.014 -0.011 -0.081 -0.020 0.022 0.036 -0.040 0.187*** -0.061 -0.044 0.007 -0.037 -0.008 0.782  

Prime 0.819 0.602 0.107 0.822 0.327*** 0.099  -0.012 0.029 -0.017 0.006 0.026 -0.038 -0.008 0.052 -0.044 -0.071 0.125* 0.064 -0.024 -0.049 0.776 

 

Validity analysis 

Validity analysis was carried out to ensure 

that the constructs accurately reflected the 

concepts being measured. Content 

validity was achieved through careful 

selection of survey items, drawing on 

extensive literature reviews and expert 

input. Construct validity was tested using 

Confirmatory Factor Analysis (CFA), 

which showed all factor loadings 

exceeded the acceptable threshold of 0.5. 

This validated that the items were 

appropriate indicators of their respective 

constructs, ensuring the credibility of the 

data collected.
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.  

Figure 2 

 

Structural equation modeling 

(SEM) 

Structural Equation Modeling (SEM) was 

employed to test the hypothesized 

relationships between variables, allowing 

for a comprehensive analysis of both 

direct and indirect relationships. The 

model fit was evaluated using indices 

such as Chi-square (χ²), Comparative Fit 

Index (CFI), and Root Mean Square Error 

of Approximation (RMSEA). The CFI 

values were above 0.9, and the RMSEA 

values were below 0.08, indicating a well-

fitting model. These findings suggest that 

the proposed model was robust and 

supported the relationships hypothesized 

in the study. 
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The analysis also explored the structural 

paths within the SEM model to determine 

the significance and strength of 

relationships between constructs. Each 

path coefficient was scrutinized for 

statistical significance, providing insights 

into the influence of various factors on 

political brand preference. The analysis 

confirmed that constructs such as political 

brand trust, brand love, and brand loyalty 

were particularly impactful, consistent 

with existing theories in political 

marketing.

 

 

Table 2  

   Estimate S.E. C.R. P 

Prefer <--- PBT 0.285 0.083 3.433 *** 

Prefer <--- PBL 0.187 0.064 2.901 0.004 

Prefer <--- PBLO 0.228 0.074 3.092 0.002 

Prefer <--- Extro 0.217 0.068 3.185 0.001 

Prefer <--- Emo 0.213 0.061 3.49 *** 

Prefer <--- Friend 0.186 0.073 2.552 0.011 

Prefer <--- Cons 0.141 0.07 1.997 0.046 

Prefer <--- Open 0.224 0.072 3.116 0.002 

Prefer <--- PPL 0.263 0.063 4.187 *** 

Prefer <--- Poli 0.243 0.07 3.463 *** 

Prefer <--- PBA 0.263 0.068 3.858 *** 

Prefer <--- SoNorm 0.183 0.069 2.642 0.008 

Prefer <--- LoRoot 0.314 0.064 4.914 *** 

Prefer <--- EWOMs 0.28 0.069 4.083 *** 

Int <--- Prefer 0.3 0.044 6.825 *** 

Int <--- Prime 0.41 0.067 6.121 *** 

V61 <--- Int 1.04 0.041 25.153 *** 

V60 <--- Int 0.996 0.041 24.582 *** 

V59 <--- Int 1.044 0.041 25.265 *** 

V4 <--- PBT 1    

V5 <--- PBT 1.069 0.088 12.118 *** 

V6 <--- PBT 1.062 0.09 11.86 *** 

V9 <--- PBL 0.949 0.06 15.745 *** 

V10 <--- PBL 1.023 0.062 16.6 *** 

V11 <--- PBL 0.984 0.061 16.173 *** 

V12 <--- PBLO 1    

V13 <--- PBLO 0.993 0.076 13.151 *** 

V14 <--- PBLO 0.988 0.075 13.175 *** 

V15 <--- Extro 1    

V16 <--- Extro 0.919 0.065 14.212 *** 

V17 <--- Extro 1.044 0.072 14.54 *** 

V23 <--- Emo 0.974 0.052 18.64 *** 

V24 <--- Emo 0.933 0.05 18.492 *** 

V25 <--- Emo 0.892 0.05 17.747 *** 

V22 <--- Emo 0.86 0.05 17.229 *** 

V21 <--- Emo 1    

V18 <--- Friend 1    

V19 <--- Friend 1.128 0.075 15.058 *** 

V20 <--- Friend 1.091 0.072 15.142 *** 

V26 <--- Cons 1    

V27 <--- Cons 0.99 0.077 12.828 *** 

V28 <--- Cons 0.841 0.068 12.366 *** 

V51 <--- EWOMs 0.923 0.063 14.696 *** 

V50 <--- EWOMs 0.978 0.064 15.356 *** 

V49 <--- EWOMs 0.955 0.064 14.87 *** 

V48 <--- EWOMs 0.984 0.065 15.104 *** 
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V47 <--- EWOMs 1    

V54 <--- Prefer 0.973 0.039 24.639 *** 

V53 <--- Prefer 1.028 0.039 26.53 *** 

V52 <--- Prefer 1    

V29 <--- Open 1    

V30 <--- Open 0.901 0.074 12.206 *** 

V31 <--- Open 0.907 0.074 12.204 *** 

V32 <--- PPL 1    

V33 <--- PPL 0.993 0.061 16.194 *** 

V34 <--- PPL 0.982 0.06 16.314 *** 

V35 <--- Poli 1    

V36 <--- Poli 0.887 0.064 13.754 *** 

V37 <--- Poli 1.068 0.075 14.208 *** 

V38 <--- PBA 1    

V39 <--- PBA 0.889 0.067 13.266 *** 

V40 <--- PBA 0.927 0.068 13.574 *** 

V41 <--- SoNorm 1    

V42 <--- SoNorm 0.995 0.07 14.304 *** 

V43 <--- SoNorm 0.998 0.068 14.687 *** 

V46 <--- LoRoot 0.97 0.064 15.191 *** 

V45 <--- LoRoot 0.934 0.063 14.951 *** 

V44 <--- LoRoot 1    

V57 <--- Prime 1.05 0.07 15.033 *** 

V56 <--- Prime 1.003 0.069 14.503 *** 

V55 <--- Prime 1    

V58 <--- Int 1    

V8 <--- PBL 0.977 0.061 15.926 *** 

V7 <--- PBL 1    

 

In summary, the data analysis procedures 

validated the measurement tools and 

supported the proposed model. The study 

offers critical insights into the factors 

driving political brand preference among 

Thai voters, especially the younger 

demographic. This analysis provides 

actionable recommendations for political 

parties to enhance their appeal and 

effectiveness in elections. By 

systematically addressing reliability, 

validity, and model fit, the study offers a 

comprehensive understanding of the 

complex dynamics influencing political 

brand preference and voting intentions in 

Thailand. 

 

Discussion 

This study provides valuable insights into 

the complex dynamics of political brand 

preference and its impact on voting 

behavior among Thai voters. Trust in a 

political brand emerges as a crucial 

factor, fostering stronger voter-brand 

connections by reducing uncertainty and 

enhancing confidence. This relationship, 

shaped by the party’s overarching brand, 

its leaders, and candidates, aligns with 

prior research on the importance of trust 

in relational marketing and its ability to 

enhance voter loyalty (French & Smith, 

2010). 

Political brand love is also highlighted, 

suggesting that voters can form an 

emotional bond with a political party or 

candidate, often rooted in shared values 

and perceived benefits. This bond 

becomes a powerful driver of loyalty and 

can significantly impact voting behavior, 

creating a long-term commitment. 

Political brand loyalty, though potentially 

variable over time, consistently proves 

impactful on brand preference, supporting 

existing research that connects loyalty to 
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sustained voter support and brand 

resilience (Banerjee & Goel, 2020). 

In addition, the study explores personality 

traits through the Five-Factor Model 

(FFM), demonstrating that traits such as 

extroversion, agreeableness, and 

conscientiousness influence political 

brand preference. Extroverted individuals 

are drawn to brands that facilitate social 

engagement, while voters with high 

agreeableness prefer brands that embody 

unity and harmony. Conscientious voters, 

who value diligence and ethical 

responsibility, show a preference for 

parties with clear commitments and 

practical policies, which further validates 

previous findings that personality traits 

shape political preferences (Digman, 

1990). 

The study also addresses party 

components, including the credibility and 

image of political leaders, which 

significantly impact brand preference. 

Effective branding by leaders, if aligned 

with voter expectations, strengthens the 

political brand, while party manifestos 

and policies play a pivotal role in 

reinforcing this preference. Voter 

satisfaction is closely tied to the 

practicality and appeal of a party's policy 

offerings, confirming the importance of 

substantial, realistic manifestos (Bara, 

2005). 

Social influences, such as social norms 

and local roots, emerge as powerful 

determinants of political brand 

preference. Social norms, shaped by 

familial, educational, and communal ties, 

guide voter behavior by providing a sense 

of social identity and belonging. Local 

roots enhance candidate appeal by 

connecting them to local interests, 

reinforcing their authenticity as 

representatives. Additionally, electronic 

word-of-mouth (eWOM) amplifies these 

social influences by allowing online 

engagement to shape voter perceptions 

directly, making digital interactions 

critical in political brand management 

(Chu & Kim, 2011). 

Finally, the study affirms that political 

brand preference plays a significant role 

in voting intentions, as voters tend to 

support brands that resonate with their 

personal values. The image of the prime 

ministerial candidate also substantially 

impacts voting behavior, with voters 

preferring candidates who exhibit 

qualities such as competence, integrity, 

and reliability. These findings highlight 

the essential role of leadership perception 

in voter decision-making, supporting the 

assertion that relatable, trustworthy 

political brands are pivotal in modern 

politics. 

 

Conclusion 

This study contributes to a deeper 

understanding of the factors shaping 

political brand preference and voting 

behavior among Thai voters, particularly 

in Bangkok and its metropolitan areas. 

The results underscore the importance of 

fostering a strong political brand that 

builds emotional and trust-based 

connections with voters. With an 

increasing level of competition among 

political brands, parties face heightened 

challenges in securing their voter base 

while appealing to new supporters. 

Effective political branding requires a 

nuanced understanding of voter behavior, 

particularly among younger 

demographics. 

The research findings underscore that a 

well-developed political brand, 

characterized by trust, loyalty, and 
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positive emotional connections, can 

strengthen voter allegiance. By 

prioritizing these factors, political parties 

can develop strategic, targeted campaigns 

that resonate with voters' psychological 

and social needs. This study thus offers a 

valuable framework for understanding 

and enhancing political brand appeal in 

the evolving Thai political landscape. 

 

Implications and 

recommendations 

This research offers critical insights and 

practical recommendations for political 

parties aiming to strengthen their brand 

preference and voter engagement. 

Building trust and emotional 

connections: Trust remains foundational 

to political brand preference. Political 

parties should focus on transparency, 

consistency, and ethical conduct to 

maintain voter trust. Regular 

communication, transparent updates on 

party activities, and community-driven 

projects are effective means to reinforce 

trust. Political brand love can be 

cultivated through shared values, personal 

storytelling, and engagement in 

community events, which help in building 

long-term voter loyalty. 

Tailoring campaigns to voter 

personalities: Understanding the 

personality traits of voters—such as 

extroversion, agreeableness, emotional 

stability, conscientiousness, and 

openness—is crucial for effective 

campaigns. Campaign activities should be 

tailored to appeal to these traits, for 

instance, by hosting lively events for 

extroverted voters or emphasizing unity 

for those high in agreeableness. This 

approach allows political parties to create 

more resonant, personality-aligned 

messaging. 

Leadership and authenticity: The 

image, credibility, and competence of 

political leaders are critical to political 

brand preference. Political parties should 

invest in leadership development to 

ensure leaders embody party values and 

maintain a positive public image. 

Authenticity in leadership and messaging 

is essential, as voters are more likely to 

trust leaders who demonstrate consistency 

between their words and actions. 

Leveraging social influence and local 

roots: Social norms and local connections 

significantly shape political brand 

preference. Political parties should align 

their campaigns with the social values of 

their target demographics and promote 

candidates with strong local ties. 

Emphasizing these connections can 

increase perceived authenticity and voter 

trust. 

Managing online reputation: In today’s 

digital landscape, eWOM has a 

considerable influence on political brand 

perception. Parties must actively engage 

online to encourage positive discourse, 

address negative feedback promptly, and 

leverage social media to amplify their 

message. Effective online engagement 

can significantly enhance brand 

reputation and foster voter trust. 

Prime ministerial candidates and 

voting intentions: The perception of 

prime ministerial candidates plays a 

decisive role in voting behavior. Political 

parties should carefully select candidates 

who demonstrate strong leadership 

qualities, appeal to the public, and 

embody a vision aligned with voter 

expectations. Aligning the candidate’s 
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public image with the party’s brand values 

can enhance voter support. 

These recommendations offer a strategic 

foundation for political parties to enhance 

their brand appeal and connect 

meaningfully with voters. By prioritizing 

trust, emotional connections, and social 

influence alignment, political campaigns 

can more effectively navigate the 

competitive landscape and strengthen 

voter engagement. 

 

Limitations and future 

research 
This study presents important findings, 

yet it also has limitations that future 

research can address. 

1. Interactions between variables: The 

study confirmed relationships between 

individual variables and political brand 

preference but did not examine possible 

indirect or interaction effects among 

variables. Future research should explore 

how these factors might interact to 

provide a more nuanced understanding of 

political brand dynamics. 

2. General overview of variables: This 

research provides a broad overview of 

independent variables influencing 

political brand preference. Future studies 

might focus more closely on specific 

factors, such as social norms or party 

loyalty, to gain detailed insights into how 

these elements differ across demographic 

segments, particularly age. 

3. Moderator relationships: Due to time 

constraints, the study did not consider 

potential moderator effects between 

variables and voting intention. Examining 

moderator relationships could reveal 

deeper insights into the conditional 

impacts of factors like personality traits 

on political brand preference and voting 

behavior. 

4. Timing of data collection: Conducting 

the study post-election may have 

introduced recall bias in participants’ 

responses. Future studies could use 

longitudinal designs or time the data 

collection closer to election dates to 

reduce potential bias. 

Future research in these areas would 

provide a more comprehensive 

perspective on the factors shaping 

political brand preference and deepen the 

understanding of voter behavior in 

different contexts.
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Abstract 
Today, small businesses small businesses are faced with plethora of issues that stall their 

performance and marketing processes because there is absence of adequate resources to 

invest in mainstream marketing programs which birth the inability to fully achieve the 

identified objectives The study examined the effectiveness of social media marketing 

strategies on the performance of small businesses in Nigeria. Also, four research 

objectives and hypotheses were developed. The study utilized a cross-sectional survey 

design. The population of the study was 3,005 selected registered small business owners, 

and a sample of 353 was arrived at using Taro Yamane’s formula.  The questionnaire was 

developed in a structured and closed-ended form, administered by Google Forms. Out of 

the 353 questionnaires, 350 were filled, giving a response rate of 99.1%. A simple 

random sampling technique was adopted to ensure that each small business within the 

population had an equal chance of being selected, thereby minimizing bias and improving 

the representativeness and generalizability of the findings. A Likert scale was adopted 

ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). To guarantee the quality of the 

study’s instrument, face validity was checked, experts reviewed content accuracy and 

inter-observer reliability was measured with a Cronbach’s Alpha coefficient value of 0.82 

for performance, 0.78 for influencer marketing, 0.80 for user generated content and 0.84 

for paid advertising which revealed the acceptable level of 0.70. The collected data was 

analyzed using descriptive and inferential statistics. Hierarchical regression analysis was 

used to test the hypotheses using SPSS version 27.  The findings of the study revealed 

that all four strategies had a positive and significant effect on the performance of small 

businesses in Nigeria. Among all the social media marketing strategies, user-generated 

content (B = 0.4789, p = 0.003) and community engagement (B = 0.4023, p = 0.013) 
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showed the most significant impact on the performance of small businesses in Nigeria, 

proving that being open and interacting leads to more achievements. Although influencer 

marketing (B = 0.5125, p = 0.002) and paid advertising (B = 0.3265, p = 0.039) had a 

positive effect, but to a smaller extent.  The result revealed that all the four variables 

exhibited positive and statistically significant relationships with business performance: 

Influencer Marketing (B = 0.5125, p = 0.002), Paid Advertising (B = 0.3265, p = 0.039), 

Community Engagement (B = 0.4023, p = 0.013), and User-Generated Content (B = 

0.4789, p = 0.003). regression model was statistically significant indicating that the four 

predictors jointly explained 20% of the variance in small business performance. 

Regression model was statistically significant indicating that the four predictors jointly 

explained 20% of the variance in small business performance Diagnostic tests confirmed 

that the model satisfied assumptions of normality, homoscedasticity, multicollinearity 

(VIF = 1.83–2.41), and residual independence (Durbin–Watson = 1.89), validating the 

robustness of the results. Based on the result of the study, it was recommended that small 

businesses should focus on having customers post content and interact regularly to earn 

their trust and succeed in the digital world for a longer time. 

Keywords: Social media marketing strategies, user-generated content strategy, influencer 

marketing strategy and performance of small business 

 

 

Introduction  

Social media marketing strategies make 

it possible for small businesses, academic 

community and policymaker to engage 

millions of users worldwide, allowing 

them to keep pace with larger businesses 

without large investments, as it helps 

them build stronger relationship with 

their customers by allowing comments, 

sharing, and liking. Being visible on 

social media platforms greatly helps 

small businesses make a name for 

themselves in tough markets, enabling 

them to showcase their products and 

services effectively. Moreover, 

marketing on social media platforms 

provides small businesses with detailed 

targeting options to reach certain groups 

of people, leading to more relevant 

marketing and better cost savings on 

their advertising activities. Small 

businesses are important for the economy 

in Nigeria, as they contribute to job 

creation, GDP growth, and much of the 

country’s informal employment, helping 

stimulate economic activity at the local 

level (Etim & Daramola, 2020; Iwo & 

Ihenetu, 2022; Dwivedi et al., 2021). 

More Nigerians and small businesses can 

access markets across the country 

through the internet because internet 

users in Nigeria have risen to over 100 

million, and most of them use their 

phones to go online. With more than 26 

million Nigerians using Facebook, the 

use of social media platforms has 

exploded, giving small businesses 

endless opportunities to reach many 

people, increase their brand’s visibility, 

and engage with customers through 

various digital contacts. With mobile 

applications and mobile payments 

increasing at the same time and with 

innovative systems, small businesses in 

Nigeria have improved considerably, as 

it makes payment and transaction 

handling easy, improves customer 
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services, encourages growth, and enables 

seamless integration of marketing on 

social media platforms with actual sales 

conversions (Olanrewaju et al., 2020; 

Xu, 2023; Azam, 2025). 

Many Nigerian small businesses now 

leverage influencer marketing strategy, 

as partnering with influencers provides 

them with access to the trust and big 

audience these influencers have built. 

Today, small businesses are choosing to 

advertise on Facebook and Instagram, 

using Facebook Ads Manager to target 

people based on their characteristics, as 

seen by Konga’s example of interacting 

with customers on social media to 

address concerns and reinforce customer 

confidence via threads on Twitter and 

Facebook, as discussed in a Facebook 

report and magazine articles. By using 

user-generated content strategy, small 

businesses motivate their customers to 

leave reviews, post product images, and 

share their thoughts via social media, 

which helps the business look 

trustworthy and genuine to new 

customers. Social media gives small 

businesses a practical method to rise in 

popularity by reaching more people 

affordably also ensure that small 

businesses focus on customers and 

respond fast to their needs, which builds 

loyalty. The impact of social media 

marketing strategies has been established 

by increased sales, indicated that 64% of 

small businesses saw their sales grow 

directly due to their social media 

activities (Malesev & Cherry, 2021; 

Statista, 2023; Fan, 2023; Xu, 2023). 

When assessing performance, Nigerian 

small businesses place great emphasis on 

their finances, considering sales growth 

and profit margins, making sure to profit 

from both sales in stores and online 

transactions and then making progress by 

changing their strategies more 

effectively. Small businesses can 

measure their performance by looking at 

how well they are reaching new markets 

and increasing their customer base, and 

use social media to do that, even 

expanding internationally, while 

effective marketing on social media helps 

small businesses achieve brand loyalty, 

making it possible for them to compete 

with bigger firms (Taiwo et al., 2024; 

Sharabati et al., 2024). Small businesses 

also use operational efficiency as an 

important indicator, assessing how well 

they use resources, reduce spending, and 

boost their output with social media tools 

that automate marketing exercises like 

publishing content and managing ads. 

There is strong evidence that social 

media marketing boosts the results of 

small businesses by increasing their sales 

and revenue. Being seen and trusted by a 

greater number of people is also 

important, as social media marketing can 

give a business a stronger and lasting 

place in the market. Social media 

marketing focuses on local styles, with 

small businesses in Nigeria starting to 

work with Instagram influencers on 

promotions to make more people aware 

of their brands (Dwivedi et al., 2021; 

Salau et al., 2024; Faisal et al., 2023; 

Alexander, 2024).  This study proxy’s 

performance as profitability, sale growth, 

operational efficiency, market share. 

Nigeria has most of its small businesses 

that are faced with numerous challenges 

that stall their performance and 

marketing processes because they lack 

adequate resources to invest in 

mainstream marketing programmes, and 

as such, they identify other avenues 

where they can still do away without 

making heavy investments. The fact that 
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the location they are operating in is a 

limiting factor and the fact that the 

infrastructural development is not 

developed to serve more distant 

customers still presents a challenge to 

small businesses reaching more and more 

customers who are further out in the wide 

and more diverse market. Meanwhile, 

rivalry with the local and foreign 

companies that are typically more 

equipped financially as far as 

advertisement and marketing efforts are 

concerned puts further strain on them.   

Despite the growing body of study on 

social media marketing strategies, 

previous studies in Nigeria have largely 

examined its general effects on firm 

performance without considering the 

distinct contributions of specific 

strategies such as influencer marketing, 

paid advertising, community 

engagement, and user-generated content. 

Much of the existing literature has also 

concentrated on large or urban-based 

firms, overlooking small businesses that 

operate under limited financial, 

infrastructural, and technological 

capacities. Furthermore, few empirical 

studies have employed a theoretical 

framework to explain how reciprocal 

interactions on social media translate into 

measurable performance outcomes. This 

study bridges these gaps by applying the 

Social Exchange Theory (SET) to 

explain how mutual exchanges between 

small business owners and their 

customers on digital platforms promote 

trust, loyalty, and performance. By 

decomposing social media marketing 

into four strategic dimensions and 

empirically testing their individual 

effects on performance, this study 

contributes to theory by extending SET 

to the context of small business 

marketing in emerging economies and 

provides practical insights for enhancing 

the competitiveness and sustainability of 

Nigerian small enterprises in the digital 

era. This study addresses this gap by 

examining the effects of these strategies 

on small business performance in 

Nigeria. The study will answer the 

following questions: 

1. What is the relationship between 

influencer marketing strategy and 

performance of small businesses in 

Nigeria? 

2. How does the paid advertising strategy 

impact performance of small businesses 

in Nigeria? 

3. To what extent does community 

engagement strategy affect performance 

of small businesses in Nigeria? 

4. How does the user-generated content 

strategy impact performance of small 

businesses in Nigeria? 

 

Objectives of the study 

The main objective of this study is to 

examine the effectiveness of social media 

marketing strategies on the performance 

of small businesses in Nigeria, while the 

specific objectives are: 

1. To assess the influence of influencer 

marketing strategy on performance of 

small businesses in Nigeria; 

2. To evaluate the impact of paid 

advertising strategy on performance of 

small businesses in Nigeria; 

3. To examine the effect of community 

engagement strategy on performance of 

small businesses in Nigeria; 

4. To determine the effect of user-

generated content strategy on 

performance of small businesses in 

Nigeria. 
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While these objectives are operationally 

specific and statistically measurable, the 

theoretical significance of this study lies 

in its extension of Social Exchange 

Theory (SET) to digital marketing 

interactions. The study empirically 

demonstrates that reciprocal online 

exchanges generate mutual value 

between businesses and consumers, 

thereby validating SET within a modern 

digital context. 

 

Literature review 

Social Media Marketing Strategies are 

the strategies of utilizing social sites to 

promote products and services by 

directly communicating with potential 

and existing customers. These 

approaches include designing content 

that is appealing to the users and will 

motivate them to engage in interaction, 

which builds brand recognition and 

customer loyalty. Jamil et al. (2022) 

argue that through social media 

marketing, a business can target a large 

number of people at a very cheap cost 

and at the same time communicate with 

its market two-way. This is a two-way 

interaction, which allows businesses to 

avoid the old-fashioned advertising 

methods and make direct contact with 

consumers (Li et al., 2022). Kaur (2024) 

also state that the Social Media 

Marketing Strategies are especially 

beneficial to small businesses because 

they enable reaching a broader audience 

worldwide without the huge expenses of 

the conventional advertisement, and in 

that way, they are extremely cost-

effective. The strategies also offer 

accurate targeting capabilities where 

businesses can effectively ascertain their 

advertising budgets as they can reach the 

right audience at the right time (Dwivedi 

et al., 2021). 

 

Dimension of social media 

marketing strategies 

There are various dimensions of Social 

Media Marketing Strategies, each of 

which is critical in triggering consumer 

interaction, brand recognition, and 

business success in the long run. These 

strategies have the following key 

dimensions: influencer marketing, paid 

advertising, community engagement, and 

user-generated content (UGC).  

Influencer marketing is a strategy of 

using the services of people with large 

social media audiences to advertise a 

brand products or services. The 

audiences trust the influencers, and their 

recommendation is exceptionally good in 

convincing the purchaser (Kaur, 2024). 

Roy et al. (2025) emphasize that 

influencer marketing can assist 

businesses in taking advantage of 

existing trust between the influencers and 

their followers and make brand messages 

seem more authentic and relatable. As a 

means, influencers are bridges between 

the brands and consumers and the 

genuine connections are formed. The 

effectiveness of Influencer Marketing 

Strategies is based on the ability to find 

influencers who are consistent with the 

values and messages of the brand, so that 

their cooperation seems natural to the 

audience (Akinwumi, 2024). Influencer 

marketing is an effective tool in Social 

Media Marketing Strategies due to the 

possibility of controlling consumer 

behavior by using trusted individuals. 

Paid advertising is an essential part of 

social media marketing strategies, which 

includes businesses paying to get an 
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advert that addresses certain audiences 

required by different factors such as age, 

interests, and location. These 

advertisements are placed on YouTube, 

Instagram, LinkedIn, Facebook. As 

Agboola, (2022) states, paid social media 

advertisement can enable businesses to 

have an instant presence and reach their 

specific target, which means that it is an 

efficient means to generate traffic and 

sales. Paid advertising is especially 

helpful in the situation when a small 

business needs to raise brand awareness 

and find new customers in a short period. 

Nevertheless, paid ads can be successful 

at producing short-term outcomes, but 

they cannot achieve as high success as 

the other marketing strategies such as 

community building or user-generated 

content (Omokhabi, 2023). In spite of 

this drawback, paid advertising is an 

essential instrument to increase the scope 

of a brand and gain interest in the 

saturated digital market (Joel et al., 

2023). 

Social media marketing strategies 

involve community engagement which 

aims at establishing long-term 

relationships between the brand and 

consumers. The given strategy implies 

engaging customers directly by 

commenting, sending messages, 

participating in polls, and even social 

media events. Sharabati et al. (2024) 

state that by engaging with the 

community, businesses can build 

emotional bonds with their clients, which 

leads to loyalty and a higher probability 

of purchasing again. According to 

Fakeye and Ayoola (2023), when 

companies are active in their 

communities, their customers are more 

satisfied with the services they provide 

and their loyalty to the brand increases as 

they feel appreciated and listened to. 

Community involvement can also give 

the business valuable feedback about 

their products and services and therefore 

they can respond better to customer 

needs and enhance offerings. Jamil et al., 

(2022) also articulate that when brands 

foster relationships by involving them 

regularly, they are more likely to enjoy 

the benefits of word-of-mouth marketing 

and customer advocacy which are vital in 

long-term performance. 

User-generated content (UGC) refers to 

content produced by consumers, 

including reviews, photos, and social 

media posts with products or services of 

a brand. Unlike brand-created material, 

UGC is perceived to be more genuine 

and credible because it presents actual 

experiences of customers (Fakeye and 

Ayoola, 2023). Malesev and Cherry 

(2021) state that UGC is a significant 

contributor to brand credibility and social 

proof, both of which are factors affecting 

consumer purchasing behavior. When 

customers provide information about 

their experiences with the brand via 

UGC, the customers become engaged, 

and the brand builds a sense of 

community. According to Roy et al. 

(2025), UGC does not only aid in raising 

brand presence but also promotes 

increased customer involvement, which 

subsequently results in the eventual 

business expansion. Businesses that have 

successfully used UGC have the ability 

to deepen their customer connections, 

generate brand loyalty, and promise 

recurring clients who are more attracted 

to the brand. 

 

Performance of small business 

Performance entails the capability of an 

organization to meet its goals and 

objectives through effective use of its 
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resources. It is a measure of how an 

organization is able to execute its plans, 

generate value and stay ahead of 

competition in the market. Taiwo et al. 

(2024) explain that performance of a 

business is defined as the business 

making good use of the resources to 

achieve its goals and objectives. 

Performance does not just determine the 

success of an entity but it determines the 

capacity of the entity to adjust to the 

changing market environment and still be 

productive. According to Xu (2023), 

small businesses (as any other 

organization) have to constantly adjust to 

the environment to remain alive and 

prosper. To survive in the ever-changing 

and competitive business environment, 

small businesses need to remain creative, 

to operate their business effectively, and 

to be receptive to emerging issues. 

Financial performance of small 

businesses does not represent the only 

outcome. Although revenue growth and 

profitability are critical measures, service 

quality is another crucial measure which 

indicates customer satisfaction and 

business competitiveness. Service quality 

is defined as how well a small business 

delivers accommodating the expectations 

of their customers (Etim and Daramola, 

2020). The dimensions of SERVQUAL 

can be used to measure this with the 

dimensions being reliability, 

responsiveness, assurance, empathy, and 

tangibles. These dimensions are a holistic 

model of evaluating customer 

satisfaction and value development in a 

business. The performance of small 

businesses should also take into account 

their efficiency in operation. Operational 

efficiency is the capacity of a business to 

minimize costs and maximize output and 

productivity. Kaur (2024) argues that 

with efficient operations of small 

businesses, there is an opportunity to 

reduce waste, rationalize their resources, 

and enhance profitability. In the case of 

small businesses, operational efficiency 

can mean working technology and digital 

tools to simplify processes, automatize 

routine work, and minimize operational 

overheads. 

 

Relationship between the 

study variables  

This section reviews the conceptual 

relationships among the variables of the 

study, influencer marketing, paid 

advertising, community engagement, 

user-generated content, and small 

business performance and formulates 

hypotheses based on relevant empirical 

evidence. 

 

Influencer marketing and 

small business performance 

Influencer marketing has transformed the 

traditional communication landscape by 

enabling small businesses to reach 

consumers through trusted digital 

personalities who possess a loyal and 

engaged following. These influencers act 

as intermediaries between brands and 

audiences, bridging credibility gaps and 

creating a sense of authenticity that 

traditional advertising often lacks (Kaur, 

2024; Alexander, 2024). For small 

enterprises, partnering with influencers 

offers an affordable path to brand 

recognition, improved reputation, and 

higher customer conversion rates (Taiwo 

et al., 2024). Roy et al. (2025) argue that 

the persuasive power of influencer 

content often leads to increased purchase 

intention and customer retention, 

especially when the influencer’s persona 

aligns with the brand’s image. 
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Conversely, Olanrewaju et al. (2020) 

caution that over-reliance on influencer 

campaigns without consistent brand 

communication may lead to diminishing 

trust. Nonetheless, influencer marketing 

remains one of the most potent catalysts 

for growth among small businesses 

seeking visibility in competitive digital 

environments. To establish the 

relationship proposed in the literature, 

the study proposes the following 

hypotheses: 

Hypothesis 1 Ho1: Influencer marketing 

strategy do not have a significant effect 

on performance of small businesses in 

Nigeria. 

 

Paid advertising and small 

business performance 

Paid advertising encompasses sponsored 

posts, targeted digital campaigns, and 

algorithm-driven placements across 

social media platforms. It enables firms 

to reach specific audiences within a 

defined demographic profile, increasing 

exposure and traffic within a relatively 

short period (Agboola, 2022; Islam & 

Sheikh, 2024). For small enterprises, the 

appeal of paid advertising lies in its cost-

effectiveness, real-time analytics, and 

measurable returns on investment. 

However, several scholars have raised 

concerns that such promotions may 

attract transient attention rather than 

sustainable customer loyalty (Omokhabi, 

2023). Joel et al. (2023) asserts that the 

most successful small businesses 

integrate paid advertising with interactive 

and personalized engagement strategies, 

converting awareness into actual 

performance outcomes. Thus, while paid 

advertising can rapidly enhance 

visibility, its impact on profitability and 

operational performance depends on its 

integration with broader relationship-

building initiatives. Therefore, to 

statistically examine the relationship 

among the study variables, the following 

hypotheses is proposed. 

Hypothesis 2 (Ho2): Paid advertising 

strategy do not have a significant effect 

on performance of small businesses in 

Nigeria. 

 

Community engagement and 

small business performance 

Community engagement reflects a 

business’s ability to build a sense of 

belonging and dialogue around its brand 

through social platforms. It is more than 

digital interaction, it represents the 

cultivation of emotional and participatory 

relationships with customers who 

perceive themselves as part of the 

brand’s identity (Sharabati et al., 2024). 

Empirical evidence consistently shows 

that customers who feel recognised and 

included in brand communities 

demonstrate stronger loyalty, higher 

satisfaction, and repeat patronage (Faisal 

et al., 2023; Jamil et al., 2022). Effective 

community engagement encourages 

feedback, transparency, and mutual 

support, helping small businesses adapt 

quickly to market trends. Furthermore, 

active participation in digital 

communities often results in user 

advocacy and free publicity through 

word-of-mouth sharing. Dwivedi et al. 

(2021) further emphasise that brands that 

maintain open, two-way communication 

achieve deeper customer commitment 

and a measurable uplift in business 

performance. Given this, the following 

hypothesis for this study is given below: 

Hypothesis 3 (H03): Community 

engagement strategy do not have a 
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significant effect on performance of 

small businesses in Nigeria. 

 

User-generated content and 

small business performance 

User-generated content (UGC) represents 

a dynamic form of marketing where 

consumers become active participants in 

the brand’s storytelling process by 

sharing reviews, photos, and 

testimonials. Such content fosters 

authenticity and strengthens the social 

proof that influences potential buyers 

(Malesev & Cherry, 2021). For small 

businesses, encouraging UGC can 

multiply reach, lower marketing costs, 

and build trust far beyond what paid 

campaigns achieve (Olanrewaju et al., 

2020). Fan (2023) noted that when 

customers voluntarily share their 

experiences, it enhances perceived 

transparency and creates emotional 

attachment to the brand. Kahadawa 

(2023) also affirmed that user-generated 

content directly contributes to revenue 

growth and brand loyalty, as satisfied 

customers often act as unpaid 

ambassadors. In the era of digital 

participation, UGC is not merely 

supplementary, it is an essential indicator 

of how customers validate and sustain a 

brand’s reputation. However, to 

empirically validate the relationships 

identified in the literature, the study 

proposes the following hypotheses: 

Hypothesis 4 (H04): User-generated 

content strategy do not have a significant 

effect on the performance of small 

businesses in Nigeria. 

 

Conceptual framework of the 

study 

The conceptual framework (Figure 1) 

illustrates the expected relationships 

between the four independent variables 

such as influencer marketing, paid 

advertising, community engagement, and 

user-generated content and the dependent 

variable, small business performance.

 

 

 

Figure 1 Conceptual Framework of the Study 

Source: Author’s Conceptualization (2025) 
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Underpinning theory  

The underpinning theory of this study is 

Social Exchange Theory (SET), initially 

propounded by George Homans (1958) 

and further developed by Peter Blau 

(1964). SET posits that human 

relationships are based on the exchange 

of resources, where individuals seek to 

maximize rewards (e.g., trust, 

engagement) while minimizing costs 

(e.g., time, effort) in their interactions 

(Blau, 1964). The theory argue that these 

exchanges are reciprocal, with both 

parties providing something of value to 

one another, thereby forming the basis 

for long-term, mutually beneficial 

relationships. In the context of social 

media marketing for small businesses, 

SET is particularly useful to explain how 

businesses engage with customers 

through user-generated content (UGC) 

and community involvement, fostering 

trust and loyalty. This reciprocity is seen 

when customers share their experiences, 

provide feedback, or generate content 

that enhances the business's credibility 

and reach. The relevance of SET to this 

study is rooted in its ability to illustrate 

how small businesses, through strategic 

social media marketing, can build a trust-

based relationship with consumers, 

which leads to sustained engagement and 

increased performance over time. The 

primary assumption of SET is that 

individuals, or businesses, engage in 

social exchanges to achieve personal or 

organizational benefits, and these 

exchanges are motivated by a desire for 

reciprocity and balance. However, a 

notable criticism of SET is its 

overemphasis on transactional 

relationships, potentially neglecting the 

emotional and intrinsic motivations that 

also drive consumer behavior, such as 

empathy, values alignment, or 

community spirit. In the digital age, 

while SET explains the transactional 

nature of social media marketing, it may 

fall short in capturing the deeper, more 

emotional connections that contribute to 

long-term loyalty and brand advocacy 

(Kaur, 2024). This theory is chosen for 

this study because it focuses on the 

reciprocity between small businesses and 

their customers, explaining how trust-

based interactions on social media lead to 

sustained engagement and improved 

performance. 

 

Empirical review 

Abubakar et al. (2021) evaluated how 

social media has affected the branding 

and marketing plans of Small and 

Medium-Sized Enterprises (SMEs) in 

Nigeria and some of the companies in the 

same industry in the USA. A qualitative 

approach was embraced to study the 

effectiveness of the same and to clearly 

learn how the chosen firms utilise social 

media as a strategic marketing and 

branding tool. Using key metrics like the 

number of likes and followers, richness 

of post content, customer engagement, 

and language use, the activities in the 

Facebook and Instagram business pages 

of these companies were tracked in the 

past 3 years. The findings indicate that 

there exists a correlation between the key 

metrics that were taken into 

consideration and the customers' 

perception of the business. 

Tolulope (2023) investigated the extent 

of the impacts of social media on the sale 

performance of small businesses relative 

to the behaviours of customers that buy 

products in the market. It also examined 

the intrinsic problems that clothing 

businesses faced on social media 
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platforms to enhance improved 

performances in sales. The research 

focus was on a qualitative approach of 

descriptive research design, which was 

anchored on interviewing. To conduct 

the study, the purposive sampling 

method was applied, where 18 

participants were considered to be in the 

clothing business (shoes, fashion clothes, 

hairdressing and fashion accessories and 

hairdressing). Presumably, social media 

usage is a catalytic factor for small 

businesses in reference to the economic 

transformation of Nigeria in case it is 

embraced in accordance with the 

function framework. The study thus 

concluded that there is a befitting need 

that small clothing businesses in Nigeria 

understand the trajectories and dynamics 

of social media and indulge in stellar and 

sustainable engagements in order to 

leverage the power of social media to 

optimum advantage. 

Tejumade (2024) evaluated the social 

media marketing approach and the 

sustainability of small enterprises in the 

Oshogbo metropolitan area, Osun State, 

Nigeria. The quantitative survey 

approach was used to obtain survey data 

from 200 employees working in small-

sized firms in Oshogbo, Osun State, 

Nigeria. Data were analysed using 

descriptive (percentages, mean, SD, etc.) 

and inferential (ANOVA and regression 

analysis) statistics with the help of SPSS 

v22. Regarding the adoption of social 

media as a marketing tool, nearly all the 

questionnaire questions had close 

answers with high values of SMM 

adoption by the businesses, up to the 

point of it being actively used, resources 

put in place, content posted regularly, 

metrics observed and a dedicated team to 

work with the social media tool. 

Regarding the kinds of SM, the 

businesses are outstanding in the area of 

marketing; Instagram led with the highest 

statistics, followed by YouTube, 

Facebook, Twitter, TikTok, WhatsApp 

and LinkedIn, respectively. The findings 

on the impacts of SMM on business 

sustainability revealed that the two 

variables were strongly related. First, the 

model fitted significantly to the data, F = 

28.075; p = 0.611, and Adjusted R² = 

.611, meaning that the predictor variable 

accounted for 61.1 per cent of the 

variances in the dependent variable after 

the model was stocked with errors. After 

disaggregating some of the items which 

represented the independent variables, 

the following constructs proved to be 

quite significant in explaining the success 

of the businesses in relation to their 

adoption of SMM in decreasing order of 

significance: allocation of resources, 

tracking of social media metrics, having 

a team dedicated to monitoring the 

platforms and making social media a 

priority of their businesses. 

Omotayo and Babarinde (2025) analyzed 

the impact of social media marketing on 

the sales level of phone accessory 

businesses and its effect on their 

profitability in Ibadan, Nigeria. A 

descriptive survey approach was 

employed in a target population of phone 

accessory vendors in Challenge, Dugbe, 

Mokola, and Iwo Road in Ibadan. The 

sample size was 157 respondents 

administered structured questionnaires. 

To establish a relationship between social 

media marketing and the performance of 

a business, statistics such as ANOVA 

were applied. Statistical testing proved 

that social media marketing accounted 

for very little expansion of sales and 

profitability, with an R-squared figure of 

0.008 for the former and 0.003 for the 

latter. The F-statistic value of sales 
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volume is 1.274, and the p-value is 

0.261, which shows there is no 

significant relationship, whereas the F-

statistic value of sales profitability is 

0.491, and the p-value is 0.484, which 

shows that there is no significant 

relationship either. The findings indicate 

that although there is potential in social 

media marketing, the current practice 

within the areas of study is ineffective. 

Therefore, companies need to invest in 

digital marketing education, better 

customer interaction on social media, and 

utilise focused strategies such as deals 

with influencers. 

The study by Zacchaeus et al. (2025) 

focused on youth-managed SMEs in 

North Central Nigeria and aimed to 

report on the implications of the use of 

different digital marketing strategies on 

business performance metrics to fill a 

knowledge gap in the literature. In 

particular, it explored how search engine 

optimisation (SEO) impacts profitability 

and how content marketing impacts sales 

growth. A sample size of 365 was 

determined by using the Taro Yamane 

formula on a population size of 4,250 

youth-managed SMEs in the six states of 

North Central Nigeria. To get 

representation across the various states, 

stratified sampling was used. A 

quantitative approach was employed with 

questionnaires being administered to 

obtain data for the selected SMEs. The 

hypotheses were tested using T-values, 

descriptive and inferential statistics, and 

Partial Least Squares Structural Equation 

Modelling (PLS-SEM). The results 

showed that SEO is shown to have a 

huge direct effect on profitability, 

whereas content marketing has a direct 

effect on increasing the sales. The study 

found out that digital marketing, 

especially search engine optimisation and 

content marketing, are fundamental 

strategies to boost the performance of 

youth-operated small and medium-sized 

enterprises in North Central Nigeria. 

Heumann Sharma (2025) evaluated 

comparative study of the level of 

effectiveness of social media and 

influencer marketing in emerging 

markets. The qualitative and quantitative 

study has been carried out among 1,000 

consumers and 50 marketing 

professionals focused on five emerging 

markets (India, Brazil, South Africa, 

China, and Indonesia) to investigate how 

the digital infrastructure, consumer 

behaviour, and cultural factors influence 

the success of marketing. Findings 

indicate that social media marketing is 

more efficient in emerging markets that 

have a high penetration of digital 

infrastructure, and influencer marketing 

is more useful in markets that lack 

extensive digital infrastructure. 

 

Methodology  
This study utilized a cross-sectional 

survey research methodology to 

investigate the effect of social media 

marketing strategies on small business 

performance in Nigeria. The population 

comprised 3,005 registered small 

business owners across various sectors, 

and a sample size of 353 respondents was 

determined using Taro Yamane’s (1967) 

formula at a 5% margin of error.  A 

simple random sampling technique was 

adopted to ensure that each small 

business within the population had an 

equal chance of being selected, thereby 

minimizing researcher bias and 

improving the representativeness and 

generalizability of the findings. This 

technique was deemed appropriate 



 

FBMS | 99 

because it aligns with quantitative 

research standards, promotes objectivity, 

and enhances the validity of statistical 

inferences in studies involving diverse 

business categories. Data were collected 

using a structured, self-administered 

questionnaire divided into five sections 

and containing 35 items. Section A 

gathered demographic data such as age, 

gender, years of business operation, and 

sector. Section B measured Influencer 

Marketing Strategy using eight items 

(e.g., “My business collaborates with 

influencers to promote products or 

services”). Section C covered Paid 

Advertising Strategy with seven items 

(e.g., “My business invests in sponsored 

posts or social media ads to reach target 

audiences”). Section D examined 

Community Engagement and User-

Generated Content using ten items (e.g., 

“Customers’ online reviews and 

feedback positively influence my 

business performance”). Section E 

assessed Small Business Performance 

using ten items reflecting profitability, 

sales growth, operational efficiency, and 

market share. All items were rated on a 

five-point Likert scale ranging from 1 

(Strongly Disagree) to 5 (Strongly 

Agree), allowing for interval data 

suitable for regression analysis. To 

determine the validity, the instrument 

was reviewed by experts on face and 

content validity, and a pilot test of 30 

small business owners was done, after 

which ambiguous items were redefined. 

The measure of reliability at the 

construct level was calculated with 

Cronbach's alpha value of 0.82 for 

performance, 0.78 for influencer 

marketing, 0.80 for user generated 

content and 0.84 fir paid advertising 

which revealed the acceptable level of 

0.70. The collected data was analyzed 

using descriptive and inferential 

statistics. Hierarchical regression 

analysis was used to test the hypotheses 

using SPSS version 26 to establish the 

significance of the various social media 

marketing strategies in relation to 

performance. Ethical approval was made 

to conduct the study, and an informed 

consent was digitally taken before 

joining the people and ensured that the 

respondents were kept in the dark by 

guaranteeing them anonymity, 

confidentiality, and the voluntary nature 

of the study, along with the promise to 

withdraw at any point. 

 

Results and discussion 

This section explains the analysis and 

interpretation done on the study 

hypotheses. The study used hierarchical 

regression analysis with SPSS to 

examine out how social media marketing 

strategies affect the performance of small 

businesses in Nigeria. 

 

 

Table1 Summary of Questionnaire Distribution and Response  

Number of 

distributed 

questionnaires 

Number of completed 

questionnaires 

Number of 

incomplete 

questionnaires 

Response 

rate 

353 350 3 99.1% 
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Field survey (2025) 

An extremely high number of 

questionnaires were filled, with only 

three people being unable to complete 

the survey for a 99.1% response. 

Therefore, shows that a wide range of 

business owners participated in the 

survey.

 

 

Respondents demographic characteristics 

 

Table 2 Respondents Demographic Characteristics 

Variable Respondent Profile Frequency Percentage (%) 

Gender Male 

Female 

Total 

150 

200 

350 

42.86% 

57.14% 

100 

Age 26-35 

36-45  

46 and above 

Total  

120 

130 

100 

350 

34.29% 

37.14% 

28.57% 

100 

Marital status Single  

Married  

Total 

180 

170 

350 

51.43% 

48.57% 

100 

Educational 

qualification 

SSCE 

ND/NCE 

BSc 

MSc and other 

Total 

50 

70 

150 

80 

350 

14.29% 

20.00% 

42.86% 

22.86% 

100 

 

Field survey (2025) 

Table 2 represents a survey conducted 

that gives a detailed breakdown of the 

respondent profile, consisting of 350 

people. Gender distribution depicts that 

there are more females (57.14%) than 

males (42.86%). Most respondents are 

36-45 (37.14%); 26-35 (34.29%) are 

next, and 46 and above (28.57%) are the 

least. Regarding the marital status, the 

respondents are mainly single, 

constituting 51.43%, and married, 

constituting 48.57%. On educational 

qualification, the greatest percentage of 

respondents is at the bachelor's degree 

level (42.86%), master's degree or above 

(22.86%), and national diploma or NCE 

(20%), and the least percentage of 

respondents is at the SSCE level only 

(14.29%). These demographics give 

information on age, gender, marital 

status, and educational levels of the 

respondents, and offers a clear picture of 

the respondent pool in the study. 

 

Descriptive statistics of the 

respondents’ perceptions 

based on variable questions 
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Table 3 Descriptive Statistics of the Respondents’ Perceptions based on Variable 

Questions 

 N Minimum Maximum Mean Std. 

Deviation 

Average influencer marketing  350 2 5 3.74 .770 

Average user-generated content 350 3 5 4.01 .650 

Average paid advertising 350 2 5 3.49 .840 

Average community engagement  350 2 5 3.92 .720 

Average performance 350 2 5 3.75 .780 

Source: Author’s Fieldwork Computation, 2025 

 

The results of the descriptive analysis are 

presented in Table 3 below to assess the 

respondents’ perception of the 

effectiveness of different social media 

marketing strategies on small business 

performance. On average, influencer 

marketing has provided a mean score of 

3.74, indicating that respondents 

generally perceive influencer marketing 

as having a positive impact on 

performance. The scores range from 2 to 

5, with a standard deviation of .770, 

suggesting that there is moderate 

variability in the perceptions of 

influencer marketing effectiveness. User-

generated content (UGC) has an average 

score of 4.01, showing that respondents 

have a favorable perception of how UGC 

influences business performance. The 

scores range from 3 to 5, and the 

standard deviation of .650 indicates 

moderate variability in the responses. 

This suggests that although UGC is 

generally viewed positively, there are 

differences in how respondents perceive 

its effectiveness. 

In terms of paid advertising, the average 

response is 3.49, suggesting that 

respondents hold a somewhat positive 

view, but it is less impactful than UGC 

and influencer marketing. The scores 

range from 2 to 5, with a standard 

deviation of .840, indicating higher 

variability in respondents’ perceptions. 

This implies that while some businesses 

view paid advertising as effective, others 

do not perceive it as a key factor in 

performance. Lastly, community 

engagement has a mean score of 3.92, 

indicating that respondents generally 

perceive it as highly beneficial for 

business performance. The scores range 

from 2 to 5, with a standard deviation of 

.720, showing that there is some 

variability in how businesses view the 

role of community engagement in 

improving performance. Performance, 

which reflects the overall effectiveness of 

social media marketing strategies, has an 

average score of 3.75. This suggests that 

small businesses generally perceive a 

positive impact on their performance 

from these strategies. The scores range 

from 2 to 5, and the standard deviation of 

.780 indicates moderate variability in 

performance perceptions. 
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Hypothesis testing 
 

Table 4 Hierarchical linear regression model (HLM) showing direct effect of 

effectiveness of social media marketing strategies and the performance of small 

businesses in Nigeria. 

Model Predictor B Std. 

Error 

T P-

value 

R² Adjusted 

R² 
Decision 

Model 1 Constant (Intercept) 5.4752 0.140 39.208 0.000 0.10 0.09 Supported 
Model 2 Influencer marketing 

Strategy (IMS) 

0.5125 0.161 3.18 0.002 0.14 0.12 Supported 

Model 3 Paid advertising 

strategy (PAS) 

0.3265 0.157 2.08 0.039 0.16 0.14 Supported 

Model 4 Community 

engagement strategy 

(CES) 

0.4023 0.161 2.50 0.013 0.18 0.16 Supported 

Model 5 User-generated content 
strategy (UGCS) 

0.4789 0.159 3.01 0.003 0.20 0.19 Supported 

Dependent variable: Performance of Small Businesses 

Source: SPSS computation (2025) 

 

The hierarchical linear regression shown 

in table 4 examines the direct 

relationships between social media 

marketing strategies and the performance 

of small businesses in Nigeria.  The 

predictors explained 20% of the variance 

in business performance (R² = 0.20). 

Although this explanatory power appears 

modest, it is statistically acceptable in 

behavioural and management studies, 

where numerous external factors 

influence human and organisational 

behaviour. According to Tolulope 

(2023), R² values between 0.10 and 0.25 

are typical for behavioral study and still 

represent meaningful explanatory 

strength. Hence, the model’s R² value 

confirms that the identified social media 

strategies contribute substantially to the 

performance of small businesses, even 

within a complex and dynamic market 

environment. It was found that all the 

four social media strategies have a 

significant effect on small businesses 

performance in Nigeria, though some 

have a larger effect than others. Among 

the strategies, the strongest impact comes 

from the user-generated content (UGC) 

strategy, as seen by the B value of 0.4789 

(p = 0.003, p < 0.05), meaning that a 1% 

increase in the user-generated content 

strategy leads to a 47.89% increase in the 

performance of small businesses in 

Nigeria. Using this strategy, small 

businesses can rely on actual customer 

reviews, which builds trust, increases 

engagement, and makes the brand more 

credible, eventually providing better 

results and forming stronger relationships 

with customers. Results also show that 

community engagement strategy has a 

significant effect on performance of 

small businesses in Nigeria, with a B 

value of 0.4023 and a significance level 

of p = 0.013 (p < 0.05). Every unit 

increase in community engagement leads 

to a 40.23% improvement in the 

performance of small businesses in 

Nigeria, highlighting the importance of a 

strong and loyal community. The rise in 

R² to 0.18 reveals that both community 

engagement and influencer marketing 
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strategies help explain a large part of the 

variation in performance, accounting for 

18% of the performance variance. The 

study shows that a one-point rise in 

influencer marketing strategy activities 

leads to a 51.25% increase in the 

performance of small businesses (B = 

0.5125, p = 0.002, p < 0.05). The 

increase in brand exposure and 

engagement due to influencer marketing 

significantly contributes to the 

performance of small businesses, 

explaining 14% of the variance. 

According to the results (B value = 

0.3265, p = 0.039, p < 0.05), paid 

advertising strategy have a significant 

effect on small businesses performance 

in Nigeria but has a smaller effect 

compared to other strategies. Using a 

paid advertising strategy can quickly 

boost brand awareness but may not foster 

lasting customer relationships. The R² 

rises to 0.16, indicating that paid 

advertising and influencer marketing 

strategies together explain about 16% of 

the differences in small business 

performance.  

The analysis demonstrates that small 

businesses in Nigeria rely most on user-

generated content and community 

engagement for improvement, while 

influencer marketing and paid 

advertising provide valuable support. The 

findings suggest that improving user-

generated content and fostering 

involvement in online communities helps 

businesses succeed in the digital age. 

While the model explains 20% of the 

variance in small business performance 

(R² = 0.20), the model’s explanatory 

power is limited. The R² value suggests 

that only 20% of the variance in small 

business performance is explained by 

these strategies. This indicates that other 

unexamined factors account for the 

remaining variance in performance 

outcomes.  Therefore, future research 

should explore additional variables that 

may contribute to performance outcomes. 

The regression results show that user-

generated content (UGC) and community 

engagement strategies have the most 

statistically significant impact on small 

business performance. UGC has the 

largest B value (0.4789), suggesting that 

it contributes the most to the 

performance variance. Influencer 

marketing and paid advertising also show 

positive effects, but their impact is 

relatively smaller. The p-values for all 

strategies (p < 0.05) indicate that these 

results are statistically significant, 

meaning that the likelihood of these 

findings being due to chance is extremely 

low. B values and p-values should be 

interpreted carefully, as they indicate 

both the magnitude and statistical 

significance of each strategy’s impact on 

performance. While this study focuses on 

the direct effects of social media 

strategies on small business performance, 

future research could explore the role of 

interaction effects or mediating variables. 

For instance, factors like digital literacy, 

industry type, or consumer engagement 

behaviors may moderate the impact of 

these strategies. Considering mediators 

or interaction effects could provide a 

deeper understanding of how and why 

these strategies lead to more significant 

performance outcomes. This approach 

could enhance the explanatory power of 

future models and offer more granular 

insights into the success factors for small 

businesses in Nigeria. 
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Regression diagnostic tests 

Table 5 Regression Diagnostic Tests 

Diagnostic Test Test Statistic 

/ Range 

Criterion Interpretation 

Variance Inflation Factor (VIF) 1.83 – 2.41 VIF < 5 
 

Tolerance Values 0.41 – 0.55 > 0.20 Acceptable predictor 
independence 

Shapiro–Wilk Normality Test p = 0.287 p > 0.05 Normality assumption 
satisfied 

Breusch–Pagan 

Homoscedasticity Test 

p = 0.134 p > 0.05 Equal variance assumption 

satisfied 

Durbin–Watson Statistic 1.89 ≈ 2.0 No autocorrelation in 
residuals 

 

As shown in Table 5, the diagnostic tests 

confirm that the regression model 

satisfies all key statistical assumptions. 

The VIF values between 1.83 and 2.41 

confirm the absence of multicollinearity, 

while tolerance values above 0.20 

demonstrate variable independence. The 

Shapiro–Wilk test (p = 0.287) indicates 

normal distribution of residuals, and the 

Breusch–Pagan test (p = 0.134) confirms 

homoscedasticity. The Durbin–Watson 

statistic (1.89), close to the ideal value of 

2.0, shows that residuals are independent. 

Collectively, these diagnostics affirm the 

reliability, validity, and robustness of the 

regression model. 

 

Discussion of findings 

According to the study, how a small 

business uses user-generated content is 

the prime aspect that influences its 

performance, responsible for 

approximately 20% of the variance. 

Kahadawa (2023) supports this 

conclusion, showing that user-generated 

content increases trust in a brand and 

encourages people to interact with it 

more regularly, which leads to results. 

The finding of the study resonates with 

Olanrewaju et al. (2020) who explain that 

using a user-generated content strategy 

builds real connections with consumers 

and makes them feel loyal, in turn 

driving the business’s long-term 

progress. In the same way, Kaur (2024) 

explains that small businesses have 

greater success online because their 

content is seen as sincere and authentic 

by users. Roy et al. (2025) also note that 

using a user-generated content strategy is 

effective, as it creates social proof 

because what others share can greatly 

affect consumer choices. The finding 

revealed that community engagement has 

a significant effect on small businesses 

performance in Nigeria. Therefore, the 

finding agrees with Faisal et al. (2023) 

result, which shows social channel 

customer relations can boost customer 

relationships, satisfaction, and results for 

businesses. Supporting this, Dwivedi et 

al. (2021) state that engaging customers 

as a community helps businesses create 

emotional links with them, which is 

important for a company’s success and 

loyalty from their customers. Jamil et al. 

(2022) further explain that small 

businesses that invest in community-

building initiatives the positive impact of 

word-of-mouth praise. 
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The study found that influencer 

marketing strategy has a significant 

effect on small businesses performance 

in Nigeria, and this result is also reported 

by Taiwo et al. (2024), who argue that 

influencers can help small businesses by 

bringing them to the attention of new 

groups and promoting their messages. 

Still, the results of this study agree with 

Sharabati et al. (2024) that influencer 

marketing strategy may be effective at 

raising quick awareness, but its effect on 

maintaining consumers or boosting long-

term performance is weaker than user-

generated content strategy and 

community engagement strategy. 

Similarly, Malesev and Cherry (2021) 

contend that influencers help increase 

attention and reach, but businesses 

should also build a community and 

include customer participation to ensure 

they stay engaged and improve 

performance for the long run. Paid 

advertising strategy (PAS) also shown a 

significant effect on small businesses 

performance in Nigeria but with least 

influential effect on performance of small 

businesses. The study confirms the 

claims made by Agboola (2022) that 

advertising campaigns attract traffic, but 

this might not promote lasting loyalty 

among customers. Imene and Denedo 

(2024) noticed that paid advertisements 

can raise brand awareness and drive early 

sales, yet they tend not to establish the 

trust that is crucial for a brand to thrive 

and grow long-term. Islam and Sheikh 

(2024) pointed out that spending most of 

the budget on paid ads may bring less 

value as audiences start ignoring them. 

The low impact of paid advertising 

strategy in this study suggests that to 

make lasting changes, small businesses 

should also depend on user-generated 

content strategy and community 

engagement strategies. 

 

Conclusion and 

recommendations 

The results show that small businesses 

benefit significantly from social media 

marketing strategies. Among the 

strategies, user-generated content and 

community engagement had a greater 

positive impact on performance than 

influencer marketing and paid 

advertising. These findings emphasize 

the importance of building meaningful 

customer relationships for sustained 

business success. However, there are 

some limitations to consider. However, 

this study is not without limitations. It 

was conducted in a single country 

(Nigeria) and relied on self-reported 

cross-sectional data, which limit the 

generalizability of results and preclude 

causal inference. Future studies could 

extend the analysis across different 

countries or employ longitudinal and 

mixed-method designs to capture long-

term and contextual effects of social 

media marketing on business 

performance. Based on the results of this 

study, the following recommendations 

were provided: 

1. Small businesses should stimulate 

reviews and comments on their products 

to boost their chances of success as the 

study findings revealed that user-

generated content have a positive 

significant effect on small business 

performance (B = 0.4789, p = 0.003). 

Encouraging user-generated content 

(UGC) can help businesses enhance 

engagement, attract loyal customers, and 

foster stronger interactions with their 
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audience. This strategy makes the brand 

appear more authentic and relatable, 

which can lead to increased customer 

trust and long-term loyalty. 

2. Small businesses should connect with 

customers on social media to encourage 

community involvement as the findings 

shown that community engagement have 

a positive significant effect on small 

business performance (B = 0.4023, p = 

0.013). This includes responding to 

customer messages, setting up virtual 

events, and creating content that 

encourages customer feedback. Building 

a strong, engaged community ensures 

that customers remain loyal to the 

business and helps it grow over time. 

3. Long-lasting results can be achieved 

when influencer marketing is combined 

with user-generated content and 

community engagement as the results of 

the study identified influencer marketing 

as the most influential predictor (B = 

0.5125, p = 0.002). Small businesses 

should collaborate with influencers who 

align with their company’s values and 

have a strong relationship with their 

followers. This ensures that influencer 

efforts sustain interest over time and 

cultivate loyal customers. 

4. Paid advertising should be integrated 

with user-generated content and 

community engagement strategies, 

although paid advertising produced the 

smallest coefficient among predictors (B 

= 0.3265, p = 0.039), it remained 

statistically significant, emphasizing its 

continued relevance. Small businesses 

should design ads that target specific 

customer segments to maximize the 

effectiveness of paid advertising. Adding 

interactive campaigns to paid ads helps 

boost brand visibility and attract new 

customers. 

 

Implication of the study 

Based on the findings, small businesses 

can significantly improve their social 

media marketing strategies to enhance 

performance. The study emphasizes the 

importance of community involvement 

and user-generated content (UGC) in 

achieving business success. Small 

businesses should prioritize positive 

customer interactions by encouraging 

engagement, requesting content from 

customers, and responding to feedback. 

By using UGC, businesses can earn 

greater trust, loyalty, and improved 

performance. While paid advertising and 

influencer marketing help businesses 

reach new audiences, their potential is 

maximized when paired with 

engagement strategies. A focus on 

genuine customer conversations will 

result in higher customer satisfaction and 

long-term loyalty. The study also 

highlights the significance of trust, 

reciprocity, and commitment in building 

successful relationships, as explained by 

Social Exchange Theory (SET), which 

underpins the study’s findings. SET 

suggests that small businesses can 

achieve customer loyalty by offering 

valuable content, fostering real 

interactions, and providing opportunities 

for participation. Active involvement in 

online communities and UGC campaigns 

further strengthens trust and customer 

engagement, leading to sustained 

business growth. 

 

Future research implications 

For future research, it is suggested that 

longitudinal or experimental designs be 

adopted to establish causal relationships 

between social media strategies and 

business performance. It would also be 

beneficial to test the model in other 
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emerging economies or different industry 

sectors to determine if the results are 

consistent across various contexts. 

Additionally, exploring mediating or 

moderating factors such as digital 

literacy or industry type could provide 

deeper insights into the mechanisms that 

drive the effectiveness of social media 

marketing strategies. 

 

Management implications 

The findings from this study should be 

used by small business managers to 

develop more targeted and effective 

social media marketing strategies. Each 

recommendation ties directly to specific 

findings from the regression results. For 

instance, UGC and community 

engagement were found to be the most 

impactful strategies, and businesses 

should focus on these areas to maximize 

performance. Additionally, the study 

recommends that managers collaborate 

with influencers who share their values 

to ensure lasting customer engagement.
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Abstract 
This research aims to analyze the elements that impact customer’s repurchase intention 

in modern retail convenience stores in Bangkok, Thailand. The study focuses on a 

sample site of 400 customers, chosen using sample random selection to guarantee they 

are representative. Data was gathered by a methodical online survey, sent via Google 

Forms in August 2023. The survey assessed various factors, including consumer 

involvement, brand experience, social impact, and value perception, by employing 

recognized measurement tools and a 5-point Likert scale. Structural Equation Modeling 

(SEM) was employed to perform statistical analysis and examine the connections 

between components. The reliability and validity of the measurement model were 

evaluated using Confirmatory Factor Analysis (CFA). Cronbach's alpha coefficients for 

all components surpassed the threshold of 0.70, suggesting a strong level of internal 

consistency. The fit indices of the model, such as the Standardized Root Mean Square 

Residual (SRMR) and the Normed Fit Index (NFI), demonstrated that the model 

accurately represented the data. The findings indicate that Consumer Engagement, 

Brand Experience, and Social Influence have statistically significant and positive 

impacts on Repurchase Intention. These effects are mediated by Brand Loyalty and 

Repurchase Intention were 0.693 and 0.669, respectively. This suggests that the model 

accounts for a significant amount of the variability in these domains. This study 

enhances the comprehension of consumer behavior in the retail setting of Bangkok and 

offers practical insights for retailers seeking to improve customer loyalty through 

strategic engagement and brand management strategies. 

Key Words: Customer Engagement, Brand Experience, Repurchase Intention, Modern 

Retail, Convenience Store 
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Introduction 
The rapid growth of convenience stores in 

Thailand has transformed them into 

popular destinations for grocery 

shopping, capturing a significant share of 

the packaged grocery market 

(Euromonitor International, 2020). This 

consumer trend can be attributed to the 

busy lifestyles of urban shoppers, who 

seek quick and convenient options to save 

time. The prevalence of traffic congestion 

in major cities has further prompted the 

adoption of frequent, small-scale 

shopping to meet daily needs (Hawkins-

Mofokeng et al., 2022). Conveniently 

located in busy areas and offering a wide 

range of products, convenience stores are 

well-suited for this shopping behavior. 

Thailand exhibits a high frequency of 

convenience store usage, with a 

considerable number of individuals 

making four or five trips per week, a level 

of usage comparable only to Taiwan. The 

retail landscape in Thailand offers various 

proximity retail formats, including 

traditional "mom and pop" stores, 

particularly prevalent in rural areas, 

catering to impulse purchases and daily 

necessities. Moreover, a well-established 

modern trade complements these stores 

(Global Convenience Store Focus, 2021). 

While convenience stores have gained 

popularity relatively recently in Thailand, 

the first 7-Eleven stores were introduced 

in 1989 by CP All, the franchise holder. 

Their convenient locations extended 

operating hours, and diverse product 

offerings quickly appealed to Thai 

consumers (Yifang, 2018). Subsequently, 

other convenience store chains such as 

Family Mart and Tesco Lotus entered the 

market, similarly emphasizing product 

variety and services like fresh food, 

beverages, snacks, and household items. 

In currently, convenience stores are 

ubiquitous in Thai neighborhoods, 

attracting younger consumers who value 

the convenience and product assortment 

they provide (Euromonitor International, 

2020). Hence, the convenience store 

industry in Thailand has witnessed 

significant growth in recent years. 

According to the Thailand Convenience 

Store Association (TCSA), the number of 

convenience stores surged from around 

20,000 in 2014 to over 35,000 in 2020. 

This expansion stems from growing 

consumer demand and the expansion 

strategies of major convenience store 

chains into new areas. In addition, Meeyai 

(2018) referred that the market is fiercely 

competitive, with both domestic and 

international players, including 7-Eleven, 

Lotus go fresh, Mini Big C, and CJ 

Express, vying for market share. These 

chains have effectively attracted 

customers through their extensive product 

selection, competitive pricing, and 

strategically positioned outlets. 

Additionally, government policies 

supporting the convenience store 

industry, such as tax incentives in specific 

regions, have further bolstered its growth 

(Clarke, 2000).  

For the traditional retail business to adapt 

in order to survive and be able to compete 

with large and modern retail businesses, it 

is necessary to find management methods 

that can operate in a more sustainable 

manner. Therefore, in this business, there 

is higher competition today in the retail 

industry. Huang et al. (2019) argue that 

convenience stores must ensure that their 

consumers return and continue to support 

their business. Therefore, the desired 

business outcome that all businesses must 

attain is customer repurchase intent. 

Customers return to a store due to a 



 

FBMS | 113 

positive interaction with its marketing mix 

(Shank & Robinson, 2019). Therefore, 

convenience stores must understand 

which marketing factors should be 

prioritized to increase consumer 

repurchase intent (Filbert & Anthony, 

2018). Even though there have been 

previous studies on the roles of marketing 

factors in customer repurchase intentions, 

the concept has never been examined in 

the context of Thailand's unique and 

rapidly expanding convenience store 

industry (Ratasuk & Gajesanand, 2020). 

 

Literature review 

Modern retailer 

A modern retailer is a company that sells 

goods or services to consumers through 

various channels, such as physical stores, 

online platforms, or a combination of 

both. Modern retailers are typically 

characterized by their use of advanced 

technologies, such as e-commerce 

websites, mobile apps, and social media, 

to reach and engage with consumers 

(Alexandrova & Kochieva, 2021). 

 

Convenience store 

Convenience store is a small retail outlet 

that is open for extended hours and is 

typically located in a convenient location 

for customers. Convenience stores usually 

carry a wide range of products, including 

food, drinks, snacks, household items, 

personal care products, and other 

everyday essentials. They are known for 

their quick and convenient service, as well 

as their accessibility and availability. 

Convenience stores may be owned by a 

larger retailer or may be independently 

owned and operated. They may also be 

found in urban, suburban, or rural areas, 

and may be standalone stores or part of a 

larger retail chain (Bainbridge, 2000; 

Hameli, 2018). 

 

Customer engagement 

Oliver (1999) states that Customer 

Engagement is a popular concept in 

business that helps to retain customers. 

This is because such concepts can predict 

consumer behavior better than measuring 

customer satisfaction. Harter et al. (2004) 

define customer engagement as the 

emotional attachment customers may 

have to a company, product, service, or 

brand. This results in the customer 

developing a level of engagement ranging 

from trust to honesty, pride, and passion 

that the customer feels for the company. 

Bowden (2009) defines engagement as the 

overall emotional connection and 

interaction of customers with products 

and services and with the organization. 

Categorized by behaviors that lead to 

repeat purchases and continued loyalty 

and motivation. In the same way, 

engagement is the deepening of brand 

commitment by trying to maximize the 

deepening of the relationship. A 

relationship that inspires future use and 

connects the brand to new customers 

through word of mouth (Haven, 2007). 

Singh et al (2010) stated that customer 

engagement behavior is the set of 

interactions between current and potential 

customers of a company in which 

customers have a relationship with a 

brand or company rather than purchasing 

products and services. In addition, 

Verhoef et al. (2010) defined customer 

engagement as an expression of customer 

behavior toward a brand. This is reflected 

in the behavior of word of mouth, 

customer reviews and ratings. Likewise, 
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Van Doorn et al (2010) defined customer 

engagement as the predominant behavior 

of customers toward a brand or company. 

This is behavior that goes beyond repeat 

purchases based on motivational factors. 

In the point of view of Brodie et al. (2013) 

stated that nowadays, as consumer 

behavior is changing, deep positive 

customer engagement is necessary and 

plays a role in customer decision making. 

 

Brand experience 

Dewey (1925) explained that the concept 

of brand experience is the intellectual 

experience that arises from the knowledge 

and learning of the individual in the past, 

present, and future which can be 

perceived through feelings by expressing 

emotions. What happens leads the person 

to continuously participate in activities 

and the experience that arises can solve 

the problem for the person to the point. In 

which the person has a touch point 

associated with each activity and makes it 

an experience. Experience is an important 

factor that influences individual 

decisions. However, Pine & Gilmore 

(1999) argue that economic experiences 

result from changes in society and values. 

Each consumer has different needs, such 

as the desire to create an identity or 

personality that expresses something 

special. Involve consumers in creating a 

direct experience. That is the consumption 

environment, such as information about 

the product and the shape of the product. 

 

Social influence 

Venkatesh et al. (2003) noted that social 

influence is the degree to which an 

individual prioritizes the role they play. 

Likewise, Friedkin and Johnsen (1999) 

explain that social influence is the 

opinions or actions of others that 

influence, conform, or influence 

decisions. In addition, Zhang et al. (2016) 

say that one person's process or action 

influences the behavior of others. Most 

people choose to follow a decision that 

most people know from their own 

experience. The pressure to follow others 

is sometimes very strong and can lead to 

behaviors. These behaviors might not 

have occurred without social pressure. 

Mattos et al. (2016) define social 

influence as the way opinions or actions 

are influenced by others. Resulting in an 

action that is followed or that influences 

the thoughts, feelings, behaviors, and 

decision making of others. This social 

influence acts as a bonding mechanism for 

individuals in a group. Individuals learn 

their own culture through social processes 

and culture determines a person’s needs 

and behavior (Soderstrom et al., 2016). 

Lee et al (2011) found that social 

influences from friends, acquaintances, or 

people who are accepted affect 

consumers' purchase decisions 

 

Brand love 

Carroll and Ahuvia (2006) defined brand 

love as a level of passion. It involves the 

customer's satisfaction with the product, 

service, or brand of that product or 

service. Love doesn't require much liking, 

but love is more of a quality than liking. 

Brand love is very important in marketing 

because it can generate positive word of 

mouth among consumers. It also makes 

consumers loyal to the brand. Halilovic 

(2013) outlines the concept of brand love 

as part of the structure of the relationship 

between consumer-brand. It is an intense 

relationship rather than a favorite 

relationship. Consumers are able to 

express their feelings toward a brand 
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through love. Consumers begin to identify 

with the brand and feel emotionally 

attached to it. Ismail and Spinelli (2012) 

defined brand love as psychological love 

that identifies different forms of love. 

Many scholars have adopted the concept 

of Sternberg (1986), who proposed a 

triangular theory of love that includes 3 

components: Intimacy, Passion, and 

Commitment. It was developed to 

measure feelings of love, for example, 

trust, empathy, respect, concern for the 

other's welfare, commitment, and 

acceptance (Fehr, 1988; Albert et al 

2008). 

 

Value perception 

Sheth et al (1991) said that perceived 

value is the perceived value component of 

the consumer experience in making a 

purchase decision that is perceived in the 

process of consistently purchasing goods 

and services. In the same way, Perceived 

value refers to the overall assessment of 

the usability and quality of a product or 

service, which influences customer 

satisfaction. These factors have a positive 

impact on customer behavior and 

purchasing decisions (Nuzula and 

Wahyudi, 2022). Therefore, recognizing 

value is one of the most important 

components of running a business. This is 

because value recognition leads to 

customer engagement in the continued use 

of products and services. It also creates 

long-term competitive advantages (Kim et 

al, 2006; Moliner et al, 2007). In addition, 

Kotler & Keller (2009), perceived value 

refers to the benefits customers receive 

(perceived usefulness) and the feeling of 

satisfaction with what they get from a 

product or service, which influences trust 

and the long-term relationship between 

the company and its customers. Hence, 

Social value: is the benefit of a social 

network or connection network that 

produces personal interactions, or 

commitment to developing relationships 

and creating reciprocal responses (Wang 

et al., 2013). Dholakia et al. (2009) found 

that social interaction with other 

members. It generates feelings in 

consumers and creates emotional bonds. It 

These social interactions represents a 

brand community where consumers can 

benefit from social interactions, through 

meeting, and communicating with like-

minded people (Larivière et al., 2013). 

Research has shown that social values 

have a positive impact on consumer 

satisfaction (Chen and Lin, 2015; Kim et 

al 2013; Carlson et al., 2019; Gan and 

Wang, 2017). This supports the idea that 

perceptions of social value create a 

community of the brand allowing sharing 

of opinions about the actual use of the 

product. 

 

Repurchase Intention 

Kim et al. (2013) describes repurchase as 

a decision to buy products or services 

from the same seller that results from 

satisfaction with the products and 

services. For the decision can be caused 

by both internal and external factors, in 

the second part by the consumer. Gan and 

Wang, (2017) discussed repurchase 

intention as a consumer's decision to 

purchase a product or service over a 

period of time. Consumers continue to 

purchase or use services from the same 

provider. Moreover, Bowden (2009) 

describes sales success. In other words, a 

successful sale can be determined by 

repeat customers. Which repeat sales 

occur depends on whether customers have 

confidence in the product or service 

Trustworthiness is a very important factor 
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in customers' decision to contact a 

salesperson. In addition, Chatzoglou et al. 

(2022) showed that generally, the 

products that are sold and delivered to 

customers are not necessarily of the 

highest quality or with the highest 

standards, as long as the product is always 

what the seller says it is.  

Likewise, freight services are not 

necessarily the fastest, as long as the 

customer gets the goods delivered on 

time. So do not promise something you 

can not deliver. Hellier et al. (2003) 

defined repurchase intention as an 

individual decision to purchase a product 

or service again. Purchasing goods or 

services from the same company in the 

first purchase decision is often an 

indicator or predictor of repeat purchase 

behavior in the future. Lee et al. (2011) 

described consumer behavior as a highly 

complex behavior. Before consumers 

make a purchase decision, they must have 

a positive attitude and experience from 

previous trials. This also includes external 

influences such as marketing promotion 

through advertising, discounts, 

giveaways, promotional gifts, sales by 

salespeople, visibility of the product, 

pricing, packaging, and word of mouth. 

These factors influence the decision to 

purchase products and services. The 

feeling of satisfaction one receives after 

using a product or service creates a 

positive attitude towards the brand.  

The conceptual framework of this 

research has been constructed upon a 

foundation of extensive literature reviews 

from numerous relevant prior studies. It is 

proposed in this study that Customer 

Engagement, Brand Experience, and 

Social Influence exert a positive influence 

on both Brand Love and Value 

Perception. Meanwhile, Brand Love and 

Value Perception are postulated to 

positively influence Repurchase 

Intention. As follow the figure 1.

 

 

Figure 1 Research Model Framework 
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Research design 

The research design and methodology 

used to investigate the relationship 

between customer engagement, brand 

experience, and social influence, brand 

love value perception and repurchase 

intention.  This study used a quantitative 

methodology to collect and analyze data 

(Creswell & Creswell 2017).  In the 

quantitative processes, the pretest study is 

described first by Cronbach’s alpha a 

reliability by 30 samples greater than 0.7 

(Christmann, 2006), followed by the 

primary study.  For the primary study, we 

commence with a discussion of the data-

collection procedure, sampling plan, 

questionnaire, control variable, scale 

evaluations, validity assessment, and data 

analysis procedures. This approach is 

well-suited for answering research 

questions that aim to quantify 

relationships between variables or to test 

hypotheses. 

 

Sample and data collection 

Determining the appropriate sample size 

for this study involved careful 

consideration to ensure accuracy and 

reliability in the research findings. For the 

population of convenience stores in 

Bangkok, which totals 5,979 stores, a 

sample size of 375 was initially calculated 

using the Yamane formula. To enhance 

the robustness of data collection and 

mitigate potential errors, the researcher 

decided to collect data from 400 

convenience stores. This approach aligns 

with established norms for ensuring a 

comprehensive represent- tation of the 

population and improves the reliability of 

the study's results. 

  

Sample size  

The population of convenience store users 

in Bangkok, based on a total population of 

5,428,097 people, a sample size of 400 

individuals was determined using the 

Yamane's (1973)  

 

This sample size ensures that the data 

collected will be statistically significant 

and reliable, providing a precise 

representation of the user population. 

Collecting data from 400 users helps 

minimize the likelihood of Type I errors, 

which involve falsely detecting a 

significant effect when none exists, and 

Type II errors, which involve failing to 

detect a significant effect when one exists. 

Please refer to table 1.

 

Table 1 Population and Sample 
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Data analysis 
The current study conducted the 

PROCESS macro in SPSS to examine 

serial multiple mediations. This 

methodology allows the study of both the 

direct and indirect impacts of variable x 

on variable y. According to the research 

design, structural equation modeling 

(SEM) is used to analyze hypotheses and 

data. Chen and Lin (2015) suggested a 

minimum sample size of one hundred or 

two hundred for SEM. However, 

Nunnally (1967) argued that 10 cases per 

indicator variable is a sample size that is 

widely accepted. 
 

Results 

This section evaluates the fit of the 

structural model using a variety of 

statistical indices. Structural Equation 

Modeling (SEM) analysis typically 

involves comparing a Saturated Model, 

which includes all possible relationships 

between observed variables, to an 

Estimated Model, which hypothesizes 

specific relationships based on theory. 

The Saturated Model has zero degrees of 

freedom as it perfectly fits the data, 

making it often overfitted and not 

generalizable. The Estimated Model, on 

the other hand, includes only theoretically 

justified paths and has more degrees of 

freedom, making it suitable for testing 

hypotheses. The fit indices used to assess 

these models are interpreted as follows in 

table 2.

 

 

Table 2 Model fit 

 

 

This table 2 presents fit indices for 

assessing the adequacy of the structural 

model by comparing a Saturated Model to 

an Estimated Model. 

SRMR (Standardized Root Mean Square 

Residual): This index measures the 

discrepancy between the observed and 

predicted correlation matrices. For the 

Saturated Model, the SRMR is 0.048, and 

for the Estimated Model, it is 0.053. Both 

values are below the commonly accepted 

threshold of 0.08, indicating small 

residuals and a good fit. 

d_ULS (Unweighted Least Squares 

Discrepancy): This index is less 

commonly reported but provides insight 

into model fit based on unweighted least 

squares estimation. The Saturated Model 

shows a d_ULS value of 0.474, while the 

Estimated Model has a slightly higher 

value of 0.594. Lower values suggest a 

better fit, indicating the Saturated Model 

fits slightly better according to this index. 

d_G (Geiser-Greenhouse Discrepancy): 

This index is another measure of model 

fit, with the Saturated Model at 0.258 and 

the Estimated Model at 0.256. The small 
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difference between these values indicates 

a comparable fit between the models. 

Chi-square: The Chi-square statistic tests 

the discrepancy between the observed and 

expected covariance matrices. The 

Saturated Model has a Chi-square value of 

850.322, while the Estimated Model has a 

slightly lower value of 817.847. Although 

a lower Chi-square indicates a better fit, 

this statistic is sensitive to sample size, 

and high values are common with large 

samples. 

NFI (Normed Fit Index): The NFI 

compares the fit of the model to a baseline 

model with no relationships. The 

Saturated Model has an NFI of 0.896, and 

the Estimated Model has an NFI of 0.900. 

Both values are close to or exceed the 

threshold of 0.90, indicating a good fit. 

Overall, the fit indices suggest that both 

the Saturated and Estimated Models 

provide a reasonable fit to the data. The 

SRMR values indicate acceptable 

residuals, and the NFI values suggest a 

good fit relative to a null model. While the 

Chi-square values are high, this is 

expected with large sample sizes. The 

discrepancies in d_ULS and d_G are 

minimal, indicating similar fits. Thus, the 

Estimated Model, while slightly less 

fitting according to some indices, is 

supported as a theoretically sound and 

parsimonious representation of the data. 

The effect size is essential for evaluating 

the impact that each predictive construct 

has on a dependent construct. While R² 

reflects the fit of the model as a whole, F² 

focuses on the contribution of individual 

paths within the model. It calculates how 

much the R² value decreases when a 

predictor construct is excluded, 

highlighting the unique contribution of the 

predictor to the variance explained. F² 

values range from 0 to 1, with higher 

values indicating a greater effect strength. 

Small effect sizes are denoted by F² values 

around 0.02, medium effects around 0.15, 

and large effects 0.35 or greater as seen in 

the table 3.

  

 

Table 3 F square (Effect size) 

 

 

Overall, the analysis indicates varying 

levels of influence among the constructs, 

with Customer Engagement and Social 

Influence showing significant effects on 

Brand Loyalty and Value Perception. 

Value Perception, in turn, strongly affects 

Repurchase Intention, underscoring its 

importance in the structural model. The 

relatively small effect sizes for some 

relationships suggest areas where 

additional factors might be needed to fully 

explain the variance in the dependent 

constructs. Understanding these effect 

sizes helps identify which constructs have 
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the most substantial impacts, guiding 

future research and practical 

interventions. 

This section presents the findings of 

hypothesis testing within the model, 

focusing on the strength and significance 

of the relationships between the specified 

constructs. This analysis helps determine 

whether the proposed paths are supported, 

thereby clarifying the interactions within 

the model. Please refer to table 4.

 

 

Table 4 Structural Equation Model Results 

 

 

Overall, the hypothesis testing results 

provide a detailed view of the model's 

relationships. Supported hypotheses 

validate the theoretical framework, while 

nonsignificant findings highlight areas for 

further investigation or model refinement. 

Conclusion 
The purpose of this study has explored the 

intricate relationships between customer 

engagement, brand experience, social 

influence, value perception, and 

repurchase intention in the context of 

retail customers in Bangkok, Thailand. By 

leveraging structural equation modeling, 

the research has provided empirical 

evidence supporting the significant 

impacts of these constructs on consumer 

behavior and brand loyalty. 

Customer Engagement has been identified 

as a critical driver of brand loyalty and 

repurchase intention. The findings 

indicate that high levels of customer 

engagement, characterized by attention, 

enthusiasm, and interaction, significantly 

enhance brand loyalty (β = 0.536, p < 

0.001) and repurchase intentions (β = 

0.611, p < 0.001). This aligns with 

previous literature that underscores the 

importance of engaging customers to 

foster emotional bonds and loyalty (Van 

Doorn et al., 2010). Retailers should focus 

on creating personalized and interactive 

experiences to deepen customer 

engagement and strengthen brand loyalty. 

Brand Experience plays a crucial role in 

shaping value perception, which 

subsequently influences repurchase 

intentions. The study found that positive 

brand experiences significantly enhance 

customers' perceived value of the brand (β 

= 0.474, p < 0.001). This finding supports 

the notion that memorable and positive 

experiences are essential for 

differentiating brands and providing 

perceived value (Brakus et al., 2009; Pine 

& Gilmore, 1999). Retailers should aim to 

deliver high-quality sensory, affective, 

behavioral, and intellectual experiences to 
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boost perceived value and drive 

repurchase intentions. 

Social Influence has been shown to 

significantly impact brand loyalty (β = 

0.403, p < 0.001) and value perception (β 

= 0.172, p < 0.001). Although its direct 

effect on repurchase intention is modest (β 

= 0.131, p < 0.001), the moderate indirect 

effects through enhanced brand loyalty 

and value perception are substantial. This 

emphasizes the importance of peer 

recommendations and social interactions 

in shaping consumer attitudes and loyalty 

towards brands. Retailers can leverage 

social proof and peer influence strategies, 

such as encouraging customer reviews 

and social media endorsements, to 

strengthen their brand’s perceived value 

and loyalty (Venkatesh et al., 2003; Lee et 

al., 2011). 

Value Perception is a pivotal determinant 

of repurchase intention. The study 

confirms that customers are more likely to 

repurchase when they perceive high value 

in terms of quality, emotional response, 

and fair pricing (β = 0.450, p < 0.001). 

This aligns with the Value Perception 

Model which suggests that perceived 

value is a consumer’s overall assessment 

of the utility of a product based on 

perceptions of what is received and what 

is given (Zhang et al. 2016). Retailers 

should consistently meet or exceed 

customer expectations by ensuring high 

product quality, competitive pricing, and 

exceptional customer service to foster 

strong value perceptions and encourage 

repeat purchases. 

In conclusion, this study provides 

valuable insights into the factors that drive 

brand loyalty and repurchase intentions in 

the retail sector. By enhancing customer 

engagement, creating compelling brand 

experiences, leveraging social influence, 

and delivering high perceived value, 

retailers can build stronger relationships 

with their customers and achieve long-

term business success. Future research 

should continue to explore these 

relationships in different cultural and 

industry contexts to further validate and 

expand upon these findings. 

 

Limitation and future research 

direction 

Despite the valuable insights provided by 

this study, there are several limitations 

that should be acknowledged. Firstly, the 

study's sample was limited to retail 

customers in Bangkok, Thailand, which 

may affect the generalizability of the 

findings to other geographical regions or 

cultural contexts. Future research should 

consider expanding the sample to include 

participants from diverse locations and 

backgrounds to enhance the external 

validity of the results. 

Secondly, the cross-sectional nature of the 

study limits the ability to infer causality 

between the constructs. While the 

structural equation modeling provides 

insights into the relationships among 

variables, longitudinal studies are needed 

to confirm the directionality and causality 

of these relationships over time. Future 

research could employ a longitudinal 

design to track changes in customer 

engagement, brand experience, social 

influence, value perception, and 

repurchase intention. 

Thirdly, the reliance on self-reported data 

may introduce response biases, such as 

social desirability or recall bias, which 

could affect the accuracy of the findings. 

Future studies should consider using a 

combination of self-reported data and 

objective measures, such as actual 



 

FBMS | 122 

purchase behaviors, to provide a more 

comprehensive understanding of 

consumer behavior. 

Additionally, the study focused on 

specific constructs related to customer 

engagement, brand experience, social 

influence, value perception, and 

repurchase intention. Other relevant 

factors, such as customer satisfaction, 

brand trust, and perceived risk, were not 

included in the model but could play 

significant roles in influencing consumer 

behavior. Future research should explore 

the integration of these additional 

constructs to develop a more holistic 

model of brand loyalty and repurchase 

intention. 

Moreover, technological advance-ments 

and changes in consumer behavior over 

time could impact the relevance of the 

findings. Future studies should 

continuously update and adapt the 

research framework to reflect the evolving 

retail landscape, considering factors such 

as digital transformation, omnichannel 

experiences, and emerging trends in 

consumer preferences. 

Lastly, the study's methodological 

approach focused on quantitative 

analysis, which provides valuable 

statistical insights but may overlook the 

nuances of consumer experiences and 

perceptions. Future research could 

incorporate qualitative methods, such as 

interviews or focus groups, to gain deeper 

insights into the underlying motivations 

and attitudes of consumers.
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Abstract 
This study investigated the factors that influence tourists’ willingness to pay premium 

for sustainable hotels. The researchers conducted a survey with 432 participants and 

analyzed the data using regression analysis. The study tested hypotheses between 

attitudes, subjective norm and environmental concerns were positively associated with 

willingness to pay premium. The previously mentioned results highlight the importance 

of targeted marketing approaches and the potential for sustainable hotels to draw in 

certain target audiences and those who have strong environmental beliefs. The study's 

conclusions demonstrate how attitudes, arbitrary conventions, and environmental 

concerns all have a significant impact on consumers' willingness to pay premium for 

sustainable hotel accommodations. These findings underscore the potential for targeted 

marketing strategies to appeal to eco-conscious consumers and suggest that 

environmental values are increasingly influencing purchasing decisions in the 

hospitality sector. This study also actively informs the development of targeted strategies 

for hoteliers to attract eco-conscious consumers, by highlighting the significance of 

demographic and psychosocial factors, the research helps create more effective 

marketing campaigns and business models that align with environmental values. It may 

drive increased patronage and foster loyalty among sustainability-minded guests. This 

is the groundwork for further research and practical applications that advance the 

industry’s move towards greater environmental responsibility. 

Keywords: Willingness to pay premium, Attitude, Subjective norm, Environmental 

concern and Sustainable hotels 
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Introduction 
Many businesses are seeing changes in 

their purchasing habits as a result of 

consumers' growing knowledge of 

environmental issues, especially those 

pertaining to tourism. Due to this 

tendency, sustainable hotels a crucial part 

of environmentally friendly travel are in 

greater demand (Kalafatis et al., 1999; 

Laroche et al., 2001). These days, there is 

a huge surge in eco-awareness, which is 

completely changing people’s shopping 

habits. Businesses are under pressure to 

act more morally and are rushing to 

perform that (Kumar et al., 2022). 

Businesses are beginning to realize that 

adopting an environmentally friendly 

marketing strategy is essential to their 

survival and ability to attract and retain 

clients. (Awan, 2011; Amoako et al., 

2020). According to Jian et al. (2020), the 

COVID-19 pandemic has significantly 

altered the public's perception of 

environmentally friendly hotels. It's time 

to shift the public's perception of 

sustainability, as more people are 

expected to travel to places including 

Thailand. Environmental considerations 

now play a major role in people's 

purchasing and behaviour decisions since 

the outbreak. This study examines the 

relationships between people's attitudes 

towards sustainable hotels, their 

willingness to pay premium for a 

sustainable hotel in Thailand, and the 

social pressure to be environmentally 

conscious (subjective norm). It does this 

by applying the Theory of Planned 

Behaviour (Ajzen, 1991). 

 

Research backgrounds 

In the travel industry, particularly the 

sustainable hotel sector, there has been a 

significant shift in consumer behavior 

towards sustainable alternatives in recent 

years, especially after the COVID-19 

pandemic (Dwivedi et al., 2022). 

Research into sustainable hotels and 

consumer preferences is a productive field 

of academic study (Acampora et al., 2022; 

TM et al., 2021). However, the pandemic 

has caused unprecedented changes in 

consumer behavior (Jian et al., 2020). 

Liew (2020) highlighted the rapid and 

severe decline in tourism during the peak 

of the pandemic. The services industry is 

affected by this, especially on eco-

friendly lodgings. Jian et al. (2020) 

observed a significant shift in customers' 

perspectives. Since the epidemic, worries 

about the environment, hygiene, and 

health have increased. As a result, there is 

greater interest from customers in 

sustainable hotels. Sharma and Chen 

(2023) noted that sustainable hotels are 

increasingly viewed as essential to 

protecting the environment and reducing 

health risks. Their research aims to 

explore how these eco-hotels are 

developed, marketed and accepted by 

guests. This goes beyond previous 

research that has focused primarily on 

environmental knowledge and attitudes to 

predict visit intentions. Additionally, 

climate change with rising sea levels, 

melting ice caps, and disrupted 

ecosystems is pushing the tourism 

industry and travelers to support stronger 

environmental protections. Sustainable 

hotels are actively leading the way in 

reducing energy, water, and waste (Lo et 

al., 2013). There is even research on 

consumer behavior and sustainable hotels 

but there are still important gaps in 

understanding these dynamics in the 

context of global warming. Especially 
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with rising environmental concerns. This 

study is therefore rooted in this 

intersection. Growing environmental 

concerns indicate that findings from 

previous studies, even in similar contexts 

of other countries, may no longer be 

directly applicable (Dwivedi et al., 2022). 

This study in the context of sustainable 

hotels is essential as it reveals how 

attitudes, societal influences, and 

environmental concerns drive tourists' 

willingness to pay premium. 

Understanding these dynamics helps 

hotels develop targeted marketing 

strategies, improve eco-friendly practices, 

and align their offerings with the values of 

eco-conscious consumers, ultimately 

fostering customer loyalty and promoting 

environmental sustainability in the 

hospitality industry. Overall, this study 

underscores the importance of integrating 

environmental values into the hospitality 

industry, promoting greater sustainability 

and consumer satisfaction. 

 

Objective of the study 

1. To analyze the relationships between 

tourists' attitudes, subjective norms, and 

environmental concerns and their 

willingness to pay premium for 

sustainable hotel services. 

2. Enhance hoteliers' understanding of 

consumer behavior related to sustainable 

practices. 

 

Benefits of the study 

1. The study provides insights into 

effective marketing approaches, helping 

sustainable hotels attract and engage eco-

conscious consumers. By understanding 

what influences tourists' willingness to 

pay premium, hoteliers can develop 

business models that align with 

environmental values and appeal to 

sustainability-minded guests. 

2. Highlighting the importance of 

environmental concerns, the study helps 

hotels foster loyalty among guests who 

prioritize sustainability. This focus on 

eco-friendly practices encourages repeat 

business and long-term relationships with 

environmentally conscious customers. 

3. The study establishes a foundation for 

future research on sustainable tourism, 

promoting continued exploration and 

innovation in environmentally 

responsible hospitality practices. This 

groundwork encourages further studies 

that advance sustainable practices in the 

hospitality sector. 

 

Literature review and 

hypothesis formulation 

Attitude 

Attitude is the extent to which a person 

holds a favorable or unfavorable 

evaluation of the behavior in question. 

(Ajzen, 1991). The concept of attitudes, 

pivotal in understanding consumer 

behavior, traces its origins to social 

psychology, emphasizing the role of 

attitudes in decision-making processes 

(Ajzen, 1991; Schiffman et al., 2013). 

These attitudes, shaped by theories of 

persuasion and social influence, are 

crucial in models like the expectancy-

value model (Fishbein & Ajzen, 1977), 

theory of reasoned action (Fishbein, 

1979), theory of planned behavior (Ajzen, 

1985), and value-attitude-behavior model 

(Homer & Kahle, 1988). Studies highlight 

the impact of consumer attitudes on 

environmental behaviors and purchasing 
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decisions, linking positive attitudes 

towards eco-friendly products with higher 

green purchase intentions (Rahman & 

Reynolds, 2019; Verma et al., 2019; 

Romeo-Arroyo et al., 2020; Jung et al., 

2020; Costa et al., 2021; Sukhu et al., 

2019; Liao et al., 2020; Riskos et al., 

2021). For example, a study highlighted 

the effect of attitudes on the purchase of 

eco-friendly packaged products (Prakash 

& Pathak, 2017), underscoring the 

importance of fostering positive attitudes 

towards sustainable behaviors and 

products. Attitude is key predictor of 

behavior, and this extends to consumer 

behavior in the context of sustainability 

(Ajzen, 1991). A positive attitude towards 

sustainability can significantly influence a 

consumer's willingness to engage in eco-

friendly practices, such as choosing 

sustainable hotels. Studies have shown 

that tourists with favorable attitudes 

towards sustainability are more likely to 

pay a premium for accommodations that 

demonstrate environmental responsibility 

(Han et al., 2010). 

 

Subjective norm 

Subjective norm is referred to as the 

perceived social pressure to engage in or 

abstain from a behavior (Ajzen, 1991). 

Subjective norm, a key concept from the 

Theory of Planned Behavior (Ajzen, 

1991), reflects the perceived social 

pressure to perform or avoid certain 

behaviors, illustrating the influence of 

social expectations on individual actions. 

Initially part of the theory of reasoned 

action, it has been expanded in the theory 

of planned behavior (Madden et al., 1992) 

and applied in diverse fields such as 

health, technology adoption, and green 

consumer behavior. It highlights how 

individuals perceive the need to conform 

to the behaviors approved by their social 

circles, including family, friends, and 

broader society, especially in contexts of 

uncertainty like eco-friendly purchases 

(De Vries et al., 1988; Rhodes & 

Courneya, 2003; Yadav et al., 2019; Van 

Tonder et al., 2023; Roh et al., 2022). 

Recent studies by Roh et al. (2022) and 

Liu et al. (2021) have further explored the 

impact of subjective norms on consumer 

behaviors, particularly in the realm of 

ethical and green purchasing. Roh et al. 

demonstrated that subjective norms 

positively influence purchase intentions, 

linking consumer trust in a brand to shared 

societal backgrounds and purchasing 

behaviors. Liu et al. focused on the effect 

of subjective norms on Chinese 

consumers' intentions to buy ethical 

fashion, finding that brand trust and 

ethical standards significantly affect 

consumer support and peer influence. 

These findings emphasize the role of 

social pressures, trust, and ethical 

considerations in shaping consumer 

decisions towards sustainable and ethical 

purchases. 

 

Environmental concern 

Environmental concern, reflecting an 

individual's awareness and anxiety 

towards environmental issues, is a critical 

factor in promoting pro-environmental 

behavior (Fransson & Gärling, 1999; Cruz 

& Manata, 2020). Originating from the 

environmental movement of the early 

1970s, this concern has escalated with 

increasing awareness of climate change 

and its consequences (Dunlap & Mertig, 

1991; Helm et al., 2018). It significantly 

influences actions such as recycling, 

energy conservation, and the purchase of 

eco-friendly products (Wang, 2022). 
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Research, including studies by Mostafa 

(2007) and Wang et al. (2019), 

demonstrates a direct correlation between 

environmental concern and green 

consumer behaviors in various cultural 

contexts. 

The marketing industry also leverages 

environmental concern, targeting 

consumers inclined towards sustainability 

(Yue et al., 2020; Chou et al., 2020). Such 

consumers are more receptive to 

advertisements emphasizing a product's 

environmental benefits (Kumar & 

Ghodeswar, 2015). However, the pathway 

from concern to behavior is complex, 

moderated by factors like perceived 

effectiveness, environmental knowledge, 

and social norms (Rusyani et al., 2021). 

Recognizing these influences is essential 

for crafting strategies to enhance 

environmental concern's effect on 

sustainable behaviors. 

 

Willingness to pay premium  

Willingness to pay premium reflects the 

maximum price consumers are willing to 

spend on products or services, particularly 

for environmentally friendly goods 

(Gomes et al., 2023; Katt & Meixner, 

2020). This concept is crucial in the 

hospitality sector, where rising 

environmental concerns increase demand 

for sustainable options (Nelson et al., 

2021). It indicates consumer commitment 

to sustainability, often linked to 

internalized moral norms (Berger, 2019; 

Nicolau et al., 2020). Research shows a 

strong correlation between personal 

environmental norms and a higher 

willingness to pay for green products 

(Chuaudhary, 2018; Han, 2015; Katt & 

Meixner, 2020). Factors such as income, 

perceived value, and personal 

environmental beliefs significantly 

influence this readiness (Biswas & Roy, 

2016). Businesses can use this insight to 

promote environmentally friendly 

behaviors and align their branding with 

consumer values (Kang et al., 2012; 

Higgins, 2020). Understanding 

willingness to pay provides a nuanced 

view of the financial sacrifices’ 

consumers are willing to make for 

sustainability, offering a roadmap for 

balancing profitability with sustainable 

practices (Konuk, 2019). Post-COVID-

19, the level of environmental concern 

among hotel guests influences their 

willingness to pay premium for eco-

friendly hotels (Dwivedi et al., 2022). 

This trend highlights the growing 

environmental consciousness and trust in 

brands promoting environmental 

responsibility, further enhancing green 

trust and encouraging premium payments 

for sustainable services (Tang & Lam, 

2017). 

 

Sustainable hotel 

Sustainable hospitality has become a 

mainstream concept, evolving beyond a 

niche trend (Tzschentke et al., 2004; Jin-

zhao et al., 2009; Legrand et al., 2022). 

The roots of hotel sustainability trace back 

to the 1960s, highlighting increased focus 

on the environmental and social impacts 

stemming from hotel operations and 

development (Shanti, 2016). Over the past 

50 years, numerous definitions have 

emerged to describe sustainable hotels. 

For instance, a sustainable hotel is 

characterized by its integration of various 

socio-economic and environmental 

management practices (Council, 2013). 

By embracing the principles of 

sustainable buildings, these hotels offer 

consumers eco-friendly products and 
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services. Sustainable hotels reflect the 

preferences and expectations of both 

current and prospective guests (Wang et 

al., 2013). 

This research builds upon a thorough 

review of existing literature to develop a 

conceptual model. The model investigates 

how these factors influence a consumer's 

willingness to pay premium for 

sustainable hotel accommodations. By 

visually representing these hypotheses 

within the model, the research facilitates 

empirical testing to assess their impact on 

eco-friendly consumer behavior. 

 

Hypotheses formulation 

The theory of planned behavior (Ajzen, 

1991) explains how attitudes shape 

intentions towards certain behaviors 

(Armitage & Conner, 2001). While TPB 

focuses on belief-based evaluations of a 

behavior's benefits and costs, it has been 

criticized for neglecting the affective 

aspects of attitude. Attitudes involve both 

emotions (affective components) and 

evaluations of outcomes (cognitive 

components) (French et al., 2005). 

Research indicates that emotions 

indirectly influence decisions through 

cognition and directly impact final 

choices (Slovic et al., 2004). Studies by 

Ajzen and Driver (1992) and Dolnicar and 

Leisch (2008) show that positive affect 

and moral satisfaction are strong 

predictors of environmentally friendly 

behavior and willingness to pay (WTP) 

for sustainable tourism. Therefore, a 

positive attitude is positively associated 

with the willingness to pay premium for 

sustainable hotel experiences. 

Collectively, the below hypothesis is 

derived based on the above review: 

H1: Attitude positively associated with 

willingness to pay premium. 

Subjective norm refers to the perceived 

social pressure to perform or refrain from 

a specific action (Ajzen, 1991). It is a 

crucial factor in understanding eco-

friendly behavior, as it involves normative 

considerations (Cherian & Jacob, 2012). 

Eco-friendly norms encompass the 

perception and acceptance of others' 

opinions about eco-friendliness in 

individual actions, and the willingness to 

align with collective opinions formed by 

reference groups (Ajzen & Sheikh, 2013; 

Heyvaert, 2013). Numerous studies have 

shown that eco-friendly norms 

significantly influence consumers' eco-

friendly behaviors (Heberlein, 2012). 

These norms operate because individuals' 

judgments about the rightness or 

wrongness of their behavior are 

influenced by those around them (Cialdini 

& Goldstein, 2004; Bamberg et al., 2007). 

People adhere to eco-friendly norms to 

gain approval from their reference groups 

or others important to them (Cialdini & 

Goldstein, 2004; Keizer & Schultz, 2018). 

If individuals believe that eco-friendly 

norms guide behaviors and agree that 

these behaviors are valued by society, 

they are likely to engage in eco-friendly 

actions due to social pressure (Aarts & 

Dijksterhuis, 2003; Keizer et al., 2008). 

Additionally, many studies have 

confirmed that norms directly impact 

behavior or intentions (Bamberg et al., 

2007; Hunecke et al., 2001). The below 

hypothesis is derived based on the above 

review: 

H2: Subjective norm positively associated 

with willingness to pay premium. 

Environmental concern, defined as 

awareness and interest in environmental 

issues, characterizes green consumers 
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who form a growing market segment 

(Laroche et al., 2001; Falk and Hagsten, 

2019). These consumers are willing to 

visit, pay premium for, and recommend 

eco-friendly hotels (Kim and Han, 2010; 

Tang and Lam, 2017). Environmentally 

friendly practices enhance a firm's image, 

trust, and customer loyalty (Fu et al., 

2014; Kucukusta et al., 2013). However, 

the relationship between environmental 

concern and willingness to pay premium 

remains underexplored (Chou and Chen, 

2014; Kang et al., 2012). Using value-

belief-norm theory, this study posits that 

environmental concern positively 

influences consumers' willingness to pay 

premium for eco-friendly products or 

services. It can be hypothesized that 

environmental concern is positively 

associated with willingness to pay 

premium as follows: 

H3: Environmental concern positively 

associated with willingness to pay 

premium.

 

 

Figure 1 A conceptual model 

 

 

Research 

methodologies 
This study employed a simple random 

sample approach for data collection 

within a particular group. The participants 

were still in charge of selecting and 

reserving their own lodging in Thailand. 

Participants were selected based on 

specific criteria to ensure the quality and 

relevance of the responses. Firstly, they 

had to be primarily responsible for 

deciding where to stay during their 

travels. Additionally, they needed to be 

the ones primarily responsible for paying 

for their hotel stays. Lastly, it was 

essential that participants were familiar 

with the sustainable practices of hotels, 

ensuring that the responses came from 
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individuals who were aware of and 

understood the sustainability efforts being 

made by these establishments. The 

population for this study consists of the 

number of foreign tourists. During the 

first six months of 2024 (from January 1 

to June 30), a total of 17,501,283 foreign 

tourists visited Thailand (The Ministry of 

Tourism and Sports, 2024). Using Taro 

Yamane's table for sample size 

determination with a 5% margin of error, 

the sample group is calculated to be 400 

tourists. These tourists must meet the 

specified criteria outlined in the screening 

questions above. Initially, 500 responses 

were obtained. After a screening process, 

the final dataset for the study consisted of 

432 replies.  

Data collection process, questionnaires 

were used in this study's quantitative 

research design to gather data. After a 

comprehensive review of the literature, 

the questionnaire was developed. to 

ensure that the questions were grounded 

in recognized theories and incorporated 

important findings from past research on 

consumer behavior, sustainability, and the 

hotel industry. The research employed a 5-

point Likert scale (Zikmund et al. 2009). 

This scale allows participants to express 

their level of agreement with a series of 

statements ranging from strongly disagree 

to strongly agree. Using a Google Form 

questionnaire, randomly collected from 

tourists in hotels in Bangkok. 

The questionnaire has two sections. Part 1 

focused on gathering demographic 

information about the respondents. Part 2 

focused on the core constructs of the 

study, which include willingness to pay 

premium, attitude, subjective norm and 

environmental concern. This study 

utilized regression analysis, a cornerstone 

statistical method, to analyze the collected 

data (Gujarati & Porter, 2009).  In this 

context, the researchers investigated how 

factors hypothesized to influence 

consumer willingness to pay premium for 

sustainable hotels. The analysis employed 

a 95% confidence level, a common 

standard practice in regression analysis.  

The measurement model from the pilot 

test, which involved 30 participants, 

showed high reliability across most 

variables. Willingness to pay premium 

scored 0.943, while attitude had a 

reliability score of 0.918. Subjective norm 

had the highest reliability with a 

Cronbach's alpha of 0.961. Environmental 

concern had a Cronbach's alpha of 0.782, 

which is acceptable. Finally, behavioral 

intention achieved a Cronbach's alpha of 

0.912, indicating high reliability.
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Table 1 The item and reference of each construct  

Construct 

Willingness to pay premium (Werenbroch & Skiera, 2002) 

It is acceptable for me to pay more for a sustainable hotel. 

I am willing to pay more for a sustainable hotel. 

I am willing to spend an extra amount of money in order to stay at a sustainable hotel. 

Attitude (Han et al., 2010) 

For me staying at a sustainable hotel while traveling is extremely good. 

For me staying at a sustainable hotel while traveling is extremely desirable. 

For me staying at a sustainable hotel while traveling is extremely pleasant. 

For me staying at a sustainable hotel while traveling is extremely wise. 

For me staying at a sustainable hotel while traveling is extremely favourable. 

For me staying at a sustainable hotel while traveling is extremely enjoyable. 

For me staying at a sustainable hotel while traveling is extremely positive. 

Subjective norm (Han et al., 2010) 

Most people who are important to me think I should stay at a sustainable hotel when traveling. 
Most people who are important to me would want me to stay at a sustainable hotel when traveling. 

People whose opinions I value would prefer that I stay at a sustainable hotel when traveling. 

Behavioral intention (Chan & Tung, 2014) 

I am willing to stay at a sustainable hotel while traveling. 

I will make an effort to stay at a sustainable hotel when traveling. 

I plan to stay at a sustainable hotel for my next vacation. 

Environmental concern (Kilbourne & Pickett, 2008) 

I am very concerned about the environment. 

I would be willing to reduce my consumption to help protect the environment. 

Major social changes are necessary to protect the natural environment. 

Anti-pollution laws should be enforced more strongly. 

 

Data analysis and 

results 

Data analysis 

The analysis of demographic variables, 

including gender, age, income, highest 

level of education, occupation, and region 

of origin, employed a combination of 

frequency and percentage analysis. This 

approach provided a comprehensive 

understanding of the sample's 

composition. By analyzing both the 

frequency and percentage of each 

demographic category.
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Table 2 The demographics (n = 432) 

Demographic Frequency Percent 

Gender   

Male 203 47.00 

Female 197 45.60 

Other 32 7.40 

Age   

Less than 25 Years old 58 13.40 

25 – 34 Years old 172 39.80 

35 – 44 Years old 130 30.10 

45 – 54 Years old 39 9.00 

55 Years old and above 33 7.60 

Income   

Less than 10,001 USD 106 24.50 

10,001 – 20,000 USD 129 29.90 

20,001 – 50,000 USD 143 33.10 

50,001 – 75,000 USD 39 9.00 

75,001 – 100,000 USD 12 2.80 

More than 100,000 USD 3 0.70 

Highest education   

Highschool 35 8.10 

Diploma 41 9.50 

Bachelors 207 47.90 

Masters 116 26.90 

Doctorate 10 2.30 

Other 23 5.30 

Occupation   

Managerial levels 87 20.10 

Operational levels 163 37.70 

Business owner 57 13.20 

Investor 10 2.30 

Retried 32 7.40 

Other 83 19.20 

Region origin   

Asia 124 28.70 

Europe 195 45.10 

Australia 33 7.60 

North America 67 15.50 

South America 3 0.70 

Africa 10 2.30 

 

The sample of gender consisted of 47% 

males (n = 203), 45.6% females (n = 

197), and 7.4% individuals identifying as 

other (n = 32). The largest age group 

comprised individuals between 25 - 34 

years old (n = 172; 39.80%). The 35 - 44 

years old category followed with 30.10% 

(n = 130), while those under 25 years old 

represented 13.40% (n = 58) of the 

sample. The majority of participants 

income (n = 143; 33.10%) reported an 

annual income between USD 20,001 and 
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USD 50,000. The second-largest income 

bracket was USD 10,001 – USD 20,000 (n 

= 129; 29.90%). Those earning less than 

USD 10,001 constituted 24.50% (n = 106) 

of the sample. Nearly half (n = 207; 

47.90%) of the participants held a 

bachelor's degree. Master's degrees were 

reported by 26.90% (n = 116), while 

diplomas were the qualification for 9.50% 

(n = 41) of the sample. The largest 

occupational category was operational 

level positions (n = 163; 

37.70%). Managerial positions were held 

by 20.10% (n = 87) of the 

participants, with the remaining 19.20% 

(n = 83) falling into the other category. 

The majority of participants originated 

from Europe (n = 195; 45.10%), followed 

by Asia (n = 124; 28.70%) and North 

America (n = 67; 15.50%).

 

 

Quantitative analysis 

Correlation analysis 

 

Table 3 The correlation analysis 

 Attitude Subjective 

norm 

Environment 

concern 

Willingness to 

pay premium 

Attitude 1.000    

Subjective norm 0.421 1.000   

Environment concern 0.462 0.263 1.000  

Willingness to pay premium 0.587 0.396 0.370 1.000 

 

The correlation analysis indicates that 

attitude, subjective norm, and 

environmental concern are all positively 

associated with willingness to pay 

premium, with sufficient strength to 

warrant further investigation. None of the 

correlations between the independent 

variables (ATT, SN, EC) exceed 0.7, 

indicating that multicollinearity is not a 

concern. This ensures that each variable 

can independently contribute to the 

regression model without causing 

instability in the estimates. 

Regression analysis 

Analyze the impact of attitude, subjective 

norm, and environmental concern on the 

w i l l i n g n e s s  t o  p a y  p r e m i u m  b y 

conducting a regression analysis.

 

 

Table 4 Model Summary 
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The R value is 0.607, indicating a 

moderate to strong positive correlation. 

The R square value is 0.368, meaning that 

approximately 36.8% of the variance in 

the willingness to pay premium can be 

explained by the combined effects of 

attitude, subjective norm, and 

environmental concern. The adjusted R 

square is 0.364, which is very close to the 

R square, indicating that the independent 

variables provide a good fit and the model 

doesn't include too many extraneous 

predictors. This is a measure of the 

standard deviation of the errors in the 

prediction, which is 0.63481, which 

suggests that on average, the actual values 

of willingness to pay premium deviate 

from the predicted values by 

approximately 0.63481 units. The lower 

this value, the better the model's 

predictions are fitting the actual data. 

 

 

Table 5 ANOVA 

 

In the table, the sum of squares due to 

regression is 100.479, which represents 

the variance explained by the independent 

variables. The residual sum of squares is 

172.477, which represents the variance 

unexplained by the model. The total sum 

of squares is 272.956, representing the 

total variance in the willingness to pay 

premium. 

There are 3 degrees of freedom for the 

regression, corresponding to the three 

independent variables. The residual 

degrees of freedom are 428, which is the 

number of observations minus the number 

of estimated parameters. The total degrees 

of freedom for the model are 431. 

The mean square for regression is 33.493, 

calculated by dividing the regression sum 

of squares by its degrees of freedom. For 

the residuals, the mean square is 0.403, 

calculated by dividing the residual sum of 

squares by its degrees of freedom. 

The F-statistic is 83.113, which is a 

measure of how much the model improves 

the prediction of the dependent variable 

compared to the variance within the data. 

This high F-value indicates the model is a 

good fit. 

Finally, the significance value is 0.001, 

which is extremely low, indicating a very 

high level of statistical significance. This 

suggests that the regression model, with 

the independent variables included, 

provides a statistically significant 

prediction of the willingness to pay 

premium.
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Hypothesis testing 

Table 6 Coefficients 

 

Constant: The unstandardized coefficient 

(B) for the constant is 0.0068, but it is not 

statistically significant (p = 0.794), 

suggesting that when all independent 

variables are zero, the behavioral 

intention score is not significantly 

different from zero. 

H1: Attitude positively associated with 

willingness to pay premium. 

For hypothesis 1 (H1), the attitude shows 

a strong positive association with the 

willingness to pay more, as indicated by a 

B value of 0.576. This suggests that for 

every one-unit increase in the measured 

attitude, there is an expected increase of 

0.576 units in the willingness to pay 

premium, assuming other variables are 

held constant. This result is highly 

statistically significant, with a p-value 

0.001, providing robust support for H1. 

H2: Subjective norm positively 

associated with willingness to pay 

premium. 

For hypothesis 2 (H2), the subjective 

norm is also positively associated with the 

willingness to pay premium. The B value 

here is 0.172, indicating that a one-unit 

increase in the subjective norm is 

expected to result in a 0.172-unit increase 

in the willingness to pay premium. This 

effect is significant with a p-value 0.001, 

thus supporting H2. 

H3: Environmental concern positively 

associated with willingness to pay 

premium. 

Finally, hypothesis 3 (H3) examines the 

association between environmental 

concern and the willingness to pay 

premium. The B value for environmental 

concern is 0.168. This implies that an 

increase by one unit in environmental 

concern is expected to lead to a 0.168-unit 

increase in the willingness to pay 

premium, holding other factors constant. 

The association is statistically significant 

with a p-value of 0.007, thereby providing 

evidence in favor of H3. 

 

Research results 

This study examined the factors 

influencing foreign tourists' willingness to 

pay premium for sustainable hotels in 

Thailand, focusing on attitudes, subjective 

norms, and environmental concern. The 

findings revealed significant positive 

correlations between all three factors and 

the willingness to pay more for eco-

friendly hotels. 

Attitudes: A strong link was found 

between positive attitudes and increased 

willingness to pay premium for 

sustainable hotels. A one-unit increase in 

positive attitude resulted in a 0.576-unit 

increase in willingness to pay premium 
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(p-value = 0.001), indicating that 

favorable views on green branding lead to 

higher spending on environmentally 

aligned accommodations. 

Subjective Norm: The study showed that 

perceived social pressure to engage in 

eco-friendly behaviors significantly 

predicts willingness to pay premium. A 

one-unit increase in subjective norms led 

to a 0.172-unit increase in willingness to 

pay premium (p-value = 0.001), 

highlighting the impact of social influence 

on consumer decisions. 

Environmental Concern: The research 

found that higher environmental concern 

also boosts willingness to pay premium. A 

one-unit increase in environmental 

concern resulted in a 0.168-unit increase 

in willingness to pay premium (p-value = 

0.007), suggesting that those more 

concerned about environmental issues are 

more likely to choose sustainable hotel 

options. 

In summary, positive attitudes, subjective 

norms, and environmental concern 

significantly influence tourists' 

willingness to pay premium for 

sustainable hotels in Thailand. 

 

Discussion 

This section discusses the study's findings 

in light of contemporary ideas of social 

psychology and consumer behavior. 

These theories provide a framework for 

understanding how consumer attitudes, 

societal norms, and environmental 

concern affect their willingness to pay 

premium for them. Sustainable hotels are 

a prominent trend in the hospitality 

business. 

The study's findings showed a strong 

positive association between consumers' 

willingness to pay more for lodging places 

that adhere to environmental standards 

and their good opinions of green branding. 

This is in line with the expectancy-value 

model and the theory of planned behavior, 

which emphasize the impact of positive 

attitudes on consumer preferences and 

purchase intentions. People who support 

green branding are also more willing to 

financially support sustainable hotels, 

according to the report. According to 

other research, this is the case (Yadav et 

al., 2019; Prakash & Pathak, 2017). 

Studies show that consumer attitudes and 

trust in environmentally responsible 

businesses help consumers adopt 

sustainable shopping habits. This 

illustrates how hotels may improve their 

reputation in the market and draw in more 

business by providing a detailed 

description of their environmental 

policies and initiatives to the general 

public. 

Similarly, the positive relationship 

between subjective norms and willingness 

to pay premium highlights the influence 

of social expectations on consumer 

behavior. This finding aligns with the 

theory of planned behavior, suggesting 

that individuals are more likely to pay 

more for sustainable hotels if they believe 

it is socially approved or expected. The 

impact of social norms on consumer 

decisions, particularly regarding ethical 

and sustainable purchasing, emphasizes 

the role of social influences. Sustainable 

hotels can leverage this by aligning 

themselves with broader societal values 

and norms to attract consumers willing to 

pay premium. 

The positive association between 

environmental concern and willingness to 

pay premium reinforces the idea that 

heightened environmental awareness 
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translates into supportive consumer 

behaviors towards sustainable 

hotels. This relationship is especially 

important in the post-COVID-19 

era, where environmental consciousness 

has become more pronounced. The 

finding suggests that consumers who are 

highly concerned about the environment 

are not only aware of but also willing to 

financially support businesses that align 

with their environmental values. This 

highlights the growing importance of 

environmental ethics in consumer 

decision-making processes and the 

potential for hotels to capitalize on this 

trend by emphasizing their commitment to 

environmental sustainability. 

 

Implications for practice  

The hospitality industry, particularly 

sustainable hotels, can benefit from 

consumers' willingness to pay premium 

for eco-friendly operations. Strategic 

branding is essential, as there is a direct 

link between positive opinions of green 

branding and consumers' willingness to 

pay more. Marketing campaigns should 

emphasize the environmental benefits of 

eco-friendly accommodations and their 

impact on regional and global 

sustainability. Engaging stories that 

resonate with environmentally conscious 

consumers can enhance brand perception 

and loyalty. 

Social proof and community involvement 

are crucial for marketing eco-friendly 

hotels. By leveraging influencer 

collaborations, social media, and 

customer feedback, hotels can increase 

perceived social support for their 

sustainability efforts. Integrating into 

sustainability-focused communities helps 

encourage eco-friendly purchasing 

behaviors, making customers more likely 

to choose and pay premium for green 

accommodations. Targeting 

environmentally conscious consumers 

through tailored marketing efforts is also 

important. Hotels should demonstrate 

genuine dedication to environmental 

stewardship by transparently disclosing 

sustainability achievements, obtaining 

certifications, and continuing 

environmental impact reduction projects. 

Providing educational experiences about 

sustainability can align guests' values with 

those of the hotel, reinforcing their 

commitment to eco-friendly choices. 

Finally, sustainable hotels must back their 

sustainability claims with quantifiable 

outcomes. This involves participating in 

local conservation initiatives, supporting 

community projects, and integrating 

sustainable practices throughout 

operations. Demonstrating tangible 

results builds customer trust and justifies 

premium pricing for eco-friendly 

accommodations. To succeed, eco-

friendly hotels need a comprehensive 

approach that includes societal influence, 

strong green branding, environmental 

awareness, and genuine sustainability 

commitments. This strategy will attract 

customers willing to pay more for 

environmentally friendly options and 

promote sustainable travel behaviors. 

 

Limitations  

This study offered insightful information 

about how consumers determine how 

much more they are willing to spend for 

environmentally friendly lodging. It's 

important to take into account the study's 

shortcomings though. The fact that the 

study relied on participants self-reporting 

their attitudes and level of environmental 

concern is one possible problem. It is 
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possible that individuals will assert to be 

prepared to spend more than they actually 

would. Furthermore, the study only 

examined travelers in one particular area. 

This implies that visitors from other 

countries who have diverse cultures and 

environmental perspectives may not be 

able to apply the findings. 

These limitations might be removed by 

looking at actual visitor behavior in the 

future, comprising favored hotel choices 

and shopping patterns. Many nations may 

carry out research to examine the potential 

impacts of cultural diversity. It might also 

look into other aspects that might affect 

how visitors behave, possibly how 

comfortable they are and how much 

control they feel over their interactions 

with the surroundings. 

 

Future research implications 

From a theoretical perspective, future 

studies should employ more objective 

metrics to overcome the limitations of 

self-reported data. This could include 

analyzing real hotel booking data or 

conducting controlled experiments that 

mimic real-world purchase events, 

providing a clearer depiction of actual 

consumer behavior. Additionally, 

researching consumer behavior across 

diverse cultural and geographic contexts 

is essential. Understanding how different 

socioeconomic and cultural backgrounds 

influence perceptions and behaviors 

towards sustainable hotels can offer 

universally applicable insights and 

targeted strategies for specific market 

segments. 

Practically, the study highlights the 

importance of understanding the influence 

of social media and digital marketing on 

consumer decisions and perceptions 

regarding sustainability. In the digital age, 

online content significantly shapes 

consumer behavior. Grasping these 

influences can help sustainable hotels 

craft more effective marketing strategies. 

Longitudinal studies tracking changes in 

environmental concern and sustainable 

consumption over time, especially in 

response to global events like the COVID-

19 pandemic, can provide insights into the 

evolving preferences of eco-conscious 

travelers. These studies can guide hotels 

in adapting their operations and 

communication strategies to better meet 

the needs of environmentally conscious 

consumers. 

Future research should focus on utilizing 

objective metrics such as real booking 

data or controlled experiments to gain a 

more accurate understanding of consumer 

actions. Investigating the impact of 

diverse cultural and geographical 

backgrounds on consumer perceptions 

and behaviors towards sustainable hotels 

can yield both universally applicable 

results and specialized market insights. 

Exploring the role of digital marketing 

and social media in shaping consumer 

perceptions and decisions about 

sustainability can help sustainable hotels 

develop more effective online marketing 

strategies. Additionally, examining 

psychological factors like perceived 

behavioral control and environmental 

awareness can deepen our understanding 

of eco-friendly travel behavior. 

Conducting longitudinal studies to track 

changes in environmental concern and 

sustainable consumption over time can 

offer valuable insights into the evolving 

preferences of eco-conscious consumers. 
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Conclusion 

This study examined the factors that affect 

consumers' willingness to pay premium 

for environmentally friendly hotels. Three 

primary elements were discovered, 

including attitudes, subjective norms, and 

environmental concerns. The study 

integrated theories from consumer 

behavior and social psychology to 

demonstrate that a consumer's decision to 

support sustainable hotels financially is 

significantly influenced by their positive 

attitudes toward sustainable initiatives, 

social pressure to be environmentally 

conscious, and increased concern for the 

environment. These results emphasize 

how crucial good communication is for 

environmentally friendly hotels. The hotel 

may foster good attitudes towards 

sustainable projects and help consumers 

comprehend the beneficial effects of their 

environmental commitments and 

practices by effectively communicating 

them.  In addition, hotels must make sure 

that their operations respect the 

environment and wider societal norms.  

Hotels that respond to the growing 

demand for sustainable tourist choices by 

aligning with these ideals will see more 

success.
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Abstract 
This study examines the impact of destination personalities, digital marketing 

communication, tourism experiences, and tourist satisfaction on destination loyalty in 

Thailand using data from 402 tourists and PLS-SEM analysis. The objectives are to 

examine how destination personalities influence tourist experiences and loyalty, analyze 

the impact of digital marketing on satisfaction and loyalty, and study the effects of 

experiences and satisfaction on loyalty. The findings show that although destination 

personalities have no direct impact on loyalty, it highlights that destination personalities 

foster emotional bonds and memorable experiences, indirectly boosting loyalty through 

satisfaction but they do enhance tourist' satisfaction and experiences. Digital marketing 

enhances satisfaction without immediately affecting loyalty, the research underscores 

the importance of strong destination identities, effective digital marketing, and high-

quality tourism experiences in enhancing tourist satisfaction and loyalty. However, 

loyalty is eventually strengthened by both travel experiences and satisfaction. Moreover, 

tourism experiences mediate the relationship between destination personalities and 

loyalty, while satisfaction mediates the impact of digital marketing on loyalty. 

Consequently, destination managers should prioritize developing distinct destination 

identities, investing in digital marketing, and delivering exceptional experiences to 

various target audiences. This research aims to deepen the understanding of how tourist 

experiences and loyalty are influenced by destination personality and digital marketing, 

focusing on the mediating roles of satisfaction and experience. 
 

Keywords: Destination personalities, digital marketing communication, tourism 

experiences, tourist satisfaction and destination loyalty 
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Introduction 
Thailand's tourist sector faced a number of 

challenges during the COVID-19 

pandemic, including a sharp drop in 

foreign arrivals as a result of stringent 

travel restrictions that included mandatory 

quarantines and border closures 

(Klinsrisuk and Pechdin, 2022; Seyfi et 

al., 2023). In response, the Thai 

government began to relax laws and 

implement initiatives such as the "Phuket 

Sandbox" to attract immunized tourists 

without making them stay in quarantine 

(Siriluck et al., 2023). Other programs that 

helped the local businesses were 

aggressive immunization campaigns and 

the promotion of domestic travel 

(Wongmonta, 2021; Luangasanatip et al., 

2023). Despite these efforts, the tourist 

sector is still unable to significantly 

increase GDP and create jobs (Sann and 

Chen, 2022; Tantrakarnapa et al., 2020). 

In an attempt to mitigate the effects on the 

economy, the government provided 

financial assistance and stimulus 

programs (Wudhikarn et al., 2024). 

Additionally, the sector fosters regional, 

cultural, and infrastructure development 

(Baker and Phongpaichit, 2021; Marome 

and Shaw, 2021). Thailand's tourism 

industry is broad and draws travelers who 

are looking for wellness retreats, 

adventurers, beachcombers, and culture 

vultures (Ongsakul et al., 2022). But in 

order to strike a balance between 

monetary gains and the protection of the 

environment and culture, sustainable 

methods are needed (Leurcharusmee et 

al., 2022; Sutawatnatcha et al., 2021). 

The literature often overlooks the 

interactions between destination 

personalities, digital marketing 

communication, tourism experiences, and 

tourist satisfaction. Emerging 

technologies and their impact on these 

factors are underexplored, as are the 

mediation effects between variables. 

Additionally, inconsistent measurement 

of constructs affects the reliability of 

findings, and sustainability and ethical 

considerations are insufficiently 

addressed. This research focuses on these 

gaps by examining the factors that 

influence tourism experiences, 

satisfaction, and destination loyalty. 

As a result of previous research, the 

following research questions were 

derived: 

RQ#1: What are the factors that impact 

tourism experiences and tourist 

satisfaction? 

RQ#2: What are the factors that impact 

destination loyalty? 

RQ#3: How do destination personalities 

influence tourism experiences, destination 

loyalty? 

RQ#4: How does digital marketing 

communication influence destination 

loyalty and tourist satisfaction? 

 

Research background 

Thailand's tourism industry has shown a 

good recovery from the COVID-19 

outbreak, with over 2 million visits per 

month between December 2022 and 

March 2023 (Kaewklub and Phetvaroon, 

2023). Projections indicate that 

approximately 25 million arrivals are 

expected in 2023 (KASIKORN Research 

Center Company Limited., 2023). The 

number of travelers increased from 35.35 

million in 2017 to 39.92 million in 2019, 

but the harsh travel restrictions resulting 

from the pandemic caused a steep 

decrease to 6.7 million in 2020 (Ministry 

of Tourism and Sports, 2017-2020). The 

hotel sector was severely damaged, with 
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many jobs lost and financial difficulties. 

The country reopened in November 2021 

despite the increase in delta variation, 

although initially not many people came 

(Kuai and Ser, 2021).  

Thailand's tourism sector is rebounding 

well from the COVID-19 pandemic, as 

seen by the over 2 million monthly visits 

from December 2022 to March 2023 and 

the noteworthy increase in Chinese 

visitors in early 2023. Estimates for 2023 

indicate 25 million arrivals. This 

resurgence follows a drastic drop from 

nearly 40 million tourists in 2019 to just 

6.7 million in 2020 due to stringent travel 

restrictions. While the hospitality sector 

suffered severe impacts, including job 

losses and financial hardship, the 

country’s reopening in late 2021 and the 

lifting of restrictions in 2022 facilitated a 

steady increase in tourist numbers. 

Tourism, contributing 18.4% to Thailand's 

GDP in 2019, remains vital to the 

economy, and the anticipated return of 

Chinese tourists is crucial. However, the 

sector's recovery hinges on its ability to 

adapt to ongoing global uncertainties, 

balance public health concerns, and 

sustain long-term growth amidst potential 

future disruptions. 

 

Objective of the study 

1. To examine the factors of destination 

personalities influencing tourist 

experiences and loyalty. 

2. To analyze the impact of digital 

marketing communication on tourist 

satisfaction and destination loyalty. 

3. To study the effect of tourism 

experiences and tourist satisfaction on 

destination loyalty. 

 

Benefits of the research 

This research aims to enhance knowledge 

of destination personalities and digital 

marketing communication, with a focus 

on their impact on destination loyalty 

within Thailand's tourism industry. By 

examining these factors, the research 

provides useful data to the public and 

private sectors, aiding in the development 

of workable strategies to boost traveler 

loyalty. The findings will also open the 

door for more research on the dynamics of 

loyalty in the tourism sector.  

The research's findings can be used by 

organizations to improve relationships 

with visitors, make strategic decisions, 

and raise target group involvement. It is 

especially relevant to the travel and 

tourism sectors in Thailand. The 

collaboration of the public and private 

sectors can further strengthen these 

programs. The study will produce useful 

information that may be used locally to 

tailor offers and break into new markets. 

This will eventually help travelers as well 

as businesses, which will boost the travel 

and tourism sectors. 

 

Literature review and 

hypothesis formulation  

Destination personalities 

Since Aaker (1997) introduced the Brand 

Personality Scale (BPS), which includes 

42 attributes categorized into five 

dimensions (sincerity, excitement, 

competence, sophistication, and 

ruggedness), brand personality has 

garnered significant attention. This scale 

helps businesses understand and 

effectively communicate their brand's 

characteristics. The implementation of 

BPS has shown relatively stable 

dimensions across various cultures, 
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leading to its application in tourism. 

Studies on destination personality are on 

the rise (Kovacic et al., 2019; Lin and 

Roberts, 2019). Describing a destination 

using human traits, such as warm, nice, or 

charming, can enhance its appeal. For 

instance, Phi Phi Island is seen as an 

energetic and brilliant destination, while 

the Temple of the Emerald Buddha is 

regarded as cultured and traditional 

(Auemsuvarn and Ngamcharoenmongkol, 

2022). This humanization of destinations 

can also boost destination equity by 

adding symbolic values and functions, 

thereby increasing revenue for tourist 

spots (Hanna and Rowley, 2019). 

Tešin et al. (2023) found that openness to 

experience and a desire for knowledge 

significantly impact tourism experiences, 

influencing destination personality, 

satisfaction, and revisit intention. 

Destination personality directly affects 

destination image (Zhang et al., 2019) and 

drives behavioral outcomes. For example, 

positive personality perceptions are 

associated with intentions to both 

recommend and revisit, which in turn lead 

to destination loyalty (Pan et al., 2017). 

Destination personalities enhance 

destination loyalty by creating memorable 

and relatable identities that strengthen 

tourists' emotional connections and 

satisfaction, thereby increasing the 

likelihood of revisits and 

recommendations (Yang et al., 2021). 

Proposed Hypotheses: 

H1: Destination personalities positively 

affect tourism experiences. 

H2: Destination personalities positively 

affect destination loyalty. 

 

Digital marketing 

communication 

Digital Marketing communications, a key 

part of marketing strategy, use various 

methods and channels to convey messages 

to consumers. Limna et al. (2022) note a 

shift from traditional media to integrated 

digital platforms. Current research 

focuses on the effectiveness of different 

channels, technological advancements, 

and consumer behavior's role in 

marketing strategies. Kurdi et al. (2022) 

compare traditional channels like TV and 

print with digital platforms like social 

media and email marketing, highlighting 

the increased personalization and 

interactivity of digital channels (Chandra 

et al., 2022). Understanding consumer 

behavior is crucial. Ghorbani et al. (2022) 

emphasizes the need for personalized 

strategies in the digital age. 

Melania and Ellyawati (2018) 

demonstrate that online promotion boosts 

destination loyalty by increasing 

awareness and tourist satisfaction. 

Similarly, Al-Dmour et al. (2023) reveal 

that social media marketing, which 

includes promotions and relevant content, 

enhances brand loyalty in the tourism 

sector, mediated by customer satisfaction. 

Bedi (2023) also supports this by showing 

that structured digital marketing, 

continuous training, and robust feedback 

mechanisms improve customer loyalty 

and satisfaction in the Sarovar hotel 

group. These studies collectively 

underscore the positive impact of digital 

marketing communication on destination 

loyalty. 

Mathew and Soliman (2021) highlight 

that Digital Content Marketing influences 

tourist behavior, with satisfaction and 

convenience driving positive attitudes. 

Chamidah et al. (2020) find that accurate 

digital communication significantly 

enhances tourist satisfaction in 
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Sitiwinangun Tourism Village. 

Chamboko-Mpotaringa and Tichaawa 

(2023) show that high-quality information 

in digital marketing has a substantial 

impact on tourist satisfaction. 

Suryawardani et al. (2021) link website 

quality and promotional strategies to 

impulsive buying and e-satisfaction, 

emphasizing the importance of digital 

interface design. Additionally, Suyaman 

et al. (2024) and Hadi (2023) demonstrate 

that integrated marketing 

communications and service quality 

improvements in Indonesian hotels drive 

consumer satisfaction. These findings 

collectively illustrate the positive effects 

of digital marketing communication on 

tourist satisfaction. Proposed Hypothesis: 

H3: Digital marketing communication 

positively affects destination loyalty. 

H4: Digital marketing communication 

positively affects tourist satisfaction. 

 

Tourism experience 

The term tourism experience refers to all 

aspects of a traveler's trip, from 

preparation to lodging and activities while 

on location. According to Sharma and 

Nayak (2019), tourist memory 

significantly impacts tourist choices and 

shapes perceptions and conditions for 

future transactions. Various studies have 

shown that tourism experiences influence 

tourists' behavioral intentions, such as 

their desire to revisit, share their 

experiences with others, and recommend 

destinations (Sharma and Nayak, 2019; 

Sthapit et al., 2019). The selectively 

reconstructed impressions and 

experiences of tourists play a crucial role 

in shaping their future attitudes. 

Moreover, tourists' memories 

significantly influence their decision-

making process regarding revisiting and 

sharing their experiences (Seyfi et al., 

2020). The experiences tourists have at a 

destination often lead to loyalty 

behaviors, particularly the intention to 

revisit (Yu et al., 2019). 

Kim (2018) shows that memorable 

tourism experiences significantly impact 

future behavioral intentions, directly and 

through destination image and tourist 

satisfaction, challenging the primacy of 

visitor satisfaction. Liu and Soutar (2021) 

reveal that various tourism experiences 

affect both attribute-based and holistic 

destination images, which in turn 

influence loyalty, including ecotourism 

loyalty, through satisfaction. Viet et al. 

(2021) demonstrate that destination image 

and tourist satisfaction significantly 

impact destination loyalty. Tourist 

experiences moderate the relationship 

between tourist motivation and loyalty. 

Wu and Lai (2023) find that symbolic 

congruity, aligning tourists' self-image 

with a destination’s personality, is more 

effective in fostering loyalty than 

functional congruity. Kim and 

Stepchenkova (2020) demonstrate that 

tourists' cultural backgrounds influence 

their perceptions of destination 

personality, affecting experiences and 

loyalty. Yang et al. (2021) propose that 

self-congruity and emotional experiences 

mediate the relationship between 

destination personality and tourist loyalty. 

Johnson and Anderson (2019), and Davis 

and Carter (2021) consistently show that 

memorable tourism experiences 

significantly influence destination loyalty, 

especially through unique attractions and 

adventure experiences. Proposed 

Hypothesis: 

H5: Tourism experiences positively affect 

destination loyalty. 
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H7: Tourism experiences mediate the 

relationship between destination 

personalities and destination loyalty. 

 

Tourist satisfaction 

Tourist satisfaction is the sense of 

fulfillment that arises when travel 

experiences meet or exceed tourists' 

objectives and expectations (Chen and 

Chen, 2020). It encompasses a range of 

beliefs and experiences before and after 

travel. High satisfaction levels referrals 

and repeat visits, which are crucial for the 

success of tourism destinations. Factors 

contributing to this satisfaction include 

the visitor's overall impression of the 

destination, the attractiveness of its 

natural landscapes, and the efficiency of 

the services provided (Lee et al., 2019). 

Jeong and Kim (2020) explored the 

connections between tourists' satisfaction, 

their perceptions of event quality, their 

sense of connection to the destination, and 

their intentions to change their behavior. 

Lu et al. (2020) studied tourists in Hong 

Kong and found that tourist satisfaction 

positively influences destination loyalty. 

Their research indicates that satisfied 

tourists are more likely to return to the 

destination and recommend it to others, 

thus enhancing loyalty (Jeong and Kim, 

2020). Additionally, Sanjaya et al. (2020) 

demonstrated that a positive destination 

image boosts destination loyalty, with 

tourist satisfaction serving as a mediating 

factor. 

Fitriana et al. (2021) show that integrated 

digital marketing enhances destination 

image and guest satisfaction, fostering 

loyalty through personalized experiences. 

Khan and Hashim (2020) propose a 

destination tourist satisfaction index using 

social media engagement to gauge the 

impact of digital marketing on loyalty 

intentions. Mirzaalian and Halpenny 

(2021) explore how digital information 

sources and positive digital feedback 

enhance horizontal and traditional loyalty. 

Proposed Hypothesis: 

H6: Tourism satisfaction positively affects 

destination loyalty. 

H8: Tourism satisfaction mediates the 

relationship between digital marketing 

communication and destination loyalty. 

 

Destination loyalty 

Destination loyalty refers to the 

commitment and attachment tourists feel 

towards a specific destination, which 

influences their likelihood to revisit, 

choose it over alternatives, and 

recommend it to others based on positive 

experiences. If tourists view the 

destination experience as a product, they 

may decide to return or suggest it to 

family and friends (Stavrianea and 

Kamenidou, 2021). This loyalty is often 

measured as a behavioral intention, 

including both revisiting and 

recommending the destination. Intention 

to revisit a tourist destination is a type of 

post-consumption behavior, defined as a 

tourist’s assessment of the likelihood of 

returning to the same place (Chen et al., 

2020). Therefore, most studies (Cosso-

Silva et al., 2019; Lv et al., 2020) define 

destination loyalty in terms of revisit 

intention and recommendation intention. 

Including both aspects enhances the 

prediction of the construct and provides a 

more accurate representation of 

destination loyalty (Cossio-Silva et al., 

2019).
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Research model and hypothesis  

 

Figure 1 A proposal model 

 

The proposed model presented in Figure 

1. Key hypotheses for the proposed 

models are also designed to provide 

meaningful insights into the relationships 

as follows:  

H1: Destination personalities positively 

affect tourism experiences. 

H2: Destination personalities positively 

affect destination loyalty. 

H3: Digital marketing communication 

positively effects destination loyalty. 

H4: Digital marketing communication 

positively effects tourist satisfaction. 

H5: Tourism experiences positively affect 

destination loyalty. 

H6: Tourism satisfaction positively effects 

destination loyalty. 

H7: Tourism experiences mediate the 

relationship between destination 

personalities and destination loyalty. 

H8: Tourism satisfaction mediates the 

relationship between digital marketing 

communication and destination loyalty. 

 

Methodology 

This study employed a quantitative 

research design using a survey to collect 

data from participants. The target 

population for this study was tourists 

visiting Thailand. A total of 402 

participants were surveyed, a sample size 

determined to provide sufficient statistical 

power for Partial Least Squares Structural 

Equation Modeling (PLS-SEM). 

Convenience sampling was employed to 

select participants, allowing for the 

efficient collection of data from a diverse 

group of tourists. A structured 

questionnaire was used, comprising 

sections on demographic information, 

destination personalities, tourism 



 

FBMS | 156 

experiences, digital marketing 

communication, tourism satisfaction, and 

destination loyalty. The questionnaires 

were distributed to participants at various 

tourist locations in Bangkok and 

surrounding areas. Participants were 

briefed on the purpose of the study and 

assured of their anonymity. Participants 

were required to have visited Bangkok at 

least once in the past twelve months and 

to have previously visited specific places 

in Bangkok, Thailand. 

The survey included items measured 

using a 5-point Likert scale, where 1 

represented strongly disagree and 5 

represented strongly agree. Some sample 

survey items included: "I use digital 

marketing channels to search for 

information about tourism destinations." 

(adapted from Amaro et al., 2016), "I felt 

relaxed when traveling in Thailand." 

(adapted from Uriely, 2005), and "I would 

like to visit Thailand next time." (adapted 

from Jacoby et al., 1978). Before data 

analysis, the collected data were screened 

to ensure accuracy and completeness. 

Incomplete responses were discarded, and 

the remaining data were checked for 

outliers and inconsistencies. Normality 

and linearity of the data were assessed to 

meet the assumptions for PLS-SEM 

analysis. Descriptive statistics were used 

to summarize the data, and reliability tests 

were conducted to ensure the internal 

consistency of the survey items. 

 

Data collection 

To ensure validity and reliability, this 

research employs a multi-stage data 

collection process. Initially, a 

comprehensive questionnaire is 

developed to gather demographic data and 

utilize established scales for measuring 

destination loyalty and satisfaction. A 

convenience sample of at least 400 

respondents from Bangkok, Thailand, is 

selected based on accessibility and 

willingness. To enhance data reliability, 

several steps are taken: using proven 

criteria from previous studies, designing 

clear and straightforward surveys to 

maintain respondent interest, conducting 

a pilot study to refine the questionnaire, 

collaborating with relevant organizations 

to improve participation and data 

representativeness, and filtering out 

excessively harsh or irrelevant responses. 

Multiple rounds of data collection are 

conducted until data saturation is 

achieved. Despite its limitations, 

convenience sampling provides valuable 

insights into factors affecting traveler 

satisfaction and destination loyalty.  

 

Measurement development 

Measurement items were developed from 

a thorough review of previous research, 

focusing on key variables such as 

destination personalities (DPER), digital 

marketing communication (DMC), 

tourism experiences (TEXP), tourist 

satisfaction (TSAT), and destination 

loyalty (DL). Each construct is assessed 

using a 5-point Likert scale to capture 

participants' opinions and attitudes.  

Aspects of marketing communication, 

consumer loyalty, and tourism are all 

covered in the questionnaire sections. The 

research questionnaire design, which 

measures opinions on a 5-point Likert 

scale. The scale facilitates data analysis 

and streamlines the survey process, 

ranging from 1 (strongly disagree) to 5 

(strongly agree). There are two sections to 

the questionnaire. Verifying the ease of 

use, comprehension, and clarity of 

surveys requires pilot testing. It enables 
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researchers to recognize and hone 

possible problems prior to the primary 

data collection. This study's measuring 

scales showed excellent dependability.  

 

Data analysis and 

results 

Data distribution 

Gathering demographic data is essential to 

understanding the travel preferences and 

inclinations of visitors to Thailand. The 

demographic information on tourists 

visiting Thailand: The majority of tourists 

are female, accounting for 56.5% of the 

total. The most common age group among 

tourists is 21-30 years old, representing 

42% of the tourists. In terms of marital 

status, 46.3% of the tourists are single. 

Geographically, the largest group of 

tourists comes from Asia, making up 

26.4% of the total. Regarding their travel 

history, the highest frequency is observed 

among tourists who have visited Thailand 

3-4 times, at 32.8%.

  

 

Table 1 Demographic information on tourists visiting Thailand (n = 402) 

Demographic Frequency Percent 

Gender   

Male 175 43.5 

Female 227 56.5 

Age   

Less than 20 years old 76 18.9 

21 – 30 years old 169 42.0 

31 – 40 years old 93 23.2 

More than 40 years old  64 15.9 

Marriage status   

Single 186 46.3 

Married 162 40.3 

Divorce 54 13.4 

Region origin   

Asia 106 26.4 

Africa 65 16.2 

North America 68 16.9 

South America 54 13.5 

Antarctica 30 7.5 

Europe 47 11.7 

Australia 32 8.0 

Number of times the tourists have visited Thailand   

1 – 2 time(s) 129 32.1 

3 – 4 times 132 32.9 

4 – 5 times 85 21.1 

More than 5 times 56 13.9 
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Measurement model 

assessment 

Measurement model assessment is a 

critical step in structural equation 

modeling (SEM) to ensure the reliability 

and validity of the constructs being 

studied. It involves evaluating the 

measurement properties of latent 

variables through various criteria. The 

number of questions, mean scores, and 

standard deviations (STD) for various 

tourism-related variables. For destination 

personalities, with 27 questions, the mean 

score is 4.38 with a standard deviation of 

0.40. Digital marketing communication, 

assessed with 4 questions, has a mean 

score of 4.42 and a standard deviation of 

0.56. Tourism experiences, based on 9 

questions, have a mean score of 4.34 and 

a standard deviation of 0.49. Tourist 

satisfaction, measured with 4 questions, 

shows a mean score of 4.38 and a standard 

deviation of 0.52. Lastly, destination 

loyalty, with 9 questions, has a mean score 

of 4.40 and a standard deviation of 0.49.

 

 

Table 2 The number of questions, mean scores, and standard deviations (STD) for 

variables. 

Variables Number of Questions Mean STD 

Destination personalities 27 4.38 0.40 

Digital marketing communication 4 4.42 0.56 

Tourism experiences 9 4.34 0.49 

Tourist satisfaction 4 4.38 0.52 

Destination loyalty 9 4.40 0.49 

 

The outer loadings and Variance Inflation 

Factor (VIF) values for various constructs 

related to tourism are assessed both their 

reliability and potential multicollinearity 

issues.  All constructs have outer loadings 

above 0.7 and VIF values below 5, 

indicating good reliability and no 

significant multicollinearity issues. 

Specifically, destination personalities, 

digital marketing communication, tourism 

experiences, tourist satisfaction, and 

destination loyalty all demonstrate these 

qualities, signifying that each construct is 

both reliable and well-differentiated from 

each other in the context of this study. 

shown in Table 3.
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Table 3 The outer loadings and Variance Inflation Factor (VIF)  

Factors Outer loadings VIF 

Destination personalities   

DPER 20 0.712 2.485 

DPER 23 0.717 2.617 

DPER 24 0.714 1.835 

Digital marketing communication   

DMC 01 0.819 1.985 

DMC 02 0.798 2.130 

DMC 03 0.820 2.001 

Tourism experiences   

TEXP 05 0.768 2.212 

TEXP 06 0.756 1.311 

TEXP 07 0.726 1.842 

Tourist satisfaction   

TSAT 01 0.775 1.791 

TSAT 02 0.744 1.574 

TSAT 03 0.743 1.722 

TSAT 04 0.704 1.817 

Destination loyalty   

DL 05 0.759 2.050 

DL 06 0.734 2.157 

DL 07 0.785 1.821 

DL 08 0.830 1.479 

 

The reliability and validity measures for 

various constructs related to tourism. All 

constructs pass the threshold in 

Cronbach's alpha, Rho_A, Rho_C, and 

AVE, indicating good internal 

consistency, reliability, and adequate 

convergent validity. Specifically, 

destination personalities, digital 

marketing communication, tourism 

experiences, tourist satisfaction, and 

destination loyalty all demonstrate these 

qualities, signifying that each construct is 

both reliable and valid for the 

measurements used. shown in Table 4.

 

 

Table 4 The reliability and validity measures for variables. 

Construct and  

Measurement Items 

Cronbach’s 

alpha >0.7 

Rho_A 

>0.7 

Rho_C 

>0.7 

AVE 

>0.5 

Destination personalities 0.757 0.861 0.860 0.510 

Digital marketing communication 0.853 0.757 0.757 0.660 

Tourism experiences 0.795 0.854 0.853 0.563 

Tourist satisfaction 0.829 0.795 0.794 0.550 

Destination loyalty 0.861 0.831 0.830 0.605 
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The Heterotrait-Monotrait Ratio (HTMT) 
values assess the discriminant validity of 
constructs in tourism, ensuring they are 
distinct from each other: 

Destination loyalty has an HTMT value of 
0.822 with destination personalities, 
0.745 with digital marketing 
communication, 0.751 with tourism 
experiences, and 0.748 with tourist 
satisfaction. These values indicate a 
moderate to high distinction between 
constructs. 

Destination personalities have an HTMT 
value of 0.850 with digital marketing 
communication, 0.813 with tourism 
experiences, and 0.795 with tourist 
satisfaction. These higher values reflect a 

closer relationship but still confirm 
distinct constructs. 

Digital marketing communication has an 
HTMT value of 0.703 with tourism 
experiences and 0.727 with tourist 
satisfaction, showing a clear distinction 
while highlighting meaningful 
relationships. 

Tourism experiences have an HTMT 
value of 0.616 with tourist satisfaction, 
indicating they are related yet distinct 
constructs. 

Overall, these HTMT values confirm that 
the constructs in the model are sufficiently 
distinct, ensuring the model accurately 
represents the relationships within the 
tourism domain.

 

 

Table 5 The Heterotrait-Monotrait Ratio (HTMT) values for the relationships between 

different constructs in tourism.  

 DL DPER DMC TEXP TSAT 

Destination loyalty (DL)      

Destination personalities (DPER) 0.822     

Digital marketing communication (DMC) 0.745 0.850    

Tourism experiences (TEXP) 0.751 0.813 0.703   

Tourist satisfaction (TSAT) 0.748 0.795 0.727 0.616  

 

Structural model and 

hypotheses testing 

This study uses Partial Least Squares 

Structural Equation Modeling (PLS-

SEM) due to its suitability for exploratory 

research, complex model handling, and 

robustness with smaller samples. The 

Normed Fit Index (NFI) is included for its 

historical significance and 

straightforward assessment of model fit.  

The structural model assesses the overall 

fit and specific relationships between 

constructs in tourism. The SRMR (0.051) 

and NFI (0.913) values for both models 

are within acceptable ranges, indicating a 

good fit. The Chi-square values are higher 

for the estimated model, which is typical 

as it includes fewer parameters than the 

saturated model. The discrepancies 

(d_ULS and d_G) are slightly higher for 

the estimated model, suggesting some loss 

of fit compared to the saturated model, 

Overall, both models fit the data 

reasonably well, with the saturated model 

generally showing a slightly better fit 

across the indices. It's important to 

interpret these indices considering the 

specific model, its complexity, and the 

sample size, as each index has its 

limitations.



 

FBMS | 161 

Table 6 Model Fit 

Model fit Saturated model Estimated model 

SRMR 0.036 0.051 

d_ULS 0.199 0.402 

d_G 0.153 0.171 

Chi-square 309.123 335.513 

NFI 0.919 0.913 

 

The results of hypothesis testing in the 

context of tourism. The analysis shows 

that destination personalities have a 

significant positive effect on tourism 

experiences, with a coefficient (B) of 

0.814, a t-value of 23.454, and a p-value 

of 0.000, thus supporting Hypothesis 1 

(H1). However, Hypothesis 2 (H2), which 

posited that destination personalities 

positively affect destination loyalty, is not 

supported, as indicated by a coefficient of 

0.303, a t-value of 1.165, and a p-value of 

0.244. Similarly, Hypothesis 3 (H3) is not 

supported, as digital marketing 

communication does not significantly 

affect destination loyalty (B = 0.111, t = 

0.867, P = 0.386).  

On the other hand, Hypothesis 4 (H4) is 

supported, demonstrating that digital 

marketing communication positively 

affects tourist satisfaction (B = 0.726, t = 

18.845, P = 0.000). Further, the analysis 

supports Hypothesis 5 (H5), indicating 

that tourism experiences positively affect 

destination loyalty, with a coefficient of 

0.270, a t-value of 2.130, and a p-value of 

0.033. Lastly, Hypothesis 6 (H6) is also 

supported, showing that tourism 

satisfaction positively affects destination 

loyalty, with a coefficient of 0.259, a t-

value of 2.220, and a p-value of 0.026.

 

 

Table 7 The results of hypothesis testing for various relationships in tourism 

Hypothesis B STDEV t P Result 

H1: Destination personalities positively affect 

tourism experiences. 

0.814 0.035 23.454 0.000 Supported 

H2: Destination personalities positively affect 
destination loyalty. 

0.303 0.260 1.165 0.244 Not Supported 

H3: Digital marketing communication positively 

effects destination loyalty. 

0.111 0.128 0.867 0.386 Not Supported 

H4: Digital marketing communication positively 
effects tourist satisfaction. 

0.726 0.039 18.845 0.000 Supported 

H5: Tourism experiences positively affect 

destination loyalty. 

0.270 0.126 2.130 0.033 Supported 

H6: Tourism satisfaction positively effects 
destination loyalty. 

0.259 0.117 2.220 0.026 Supported 
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The results of mediation analysis in the 

context of tourism. Hypothesis 7 (H7) 

posits that tourism experiences mediate 

the relationship between destination 

personalities and destination loyalty. This 

hypothesis is supported, with a coefficient 

(B) of 0.220, a t-value of 2.074, and a p-

value of 0.038. Similarly, Hypothesis 8 

(H8) suggests that tourism satisfaction 

mediates the relationship between digital 

marketing communication and destination 

loyalty. This hypothesis is also supported, 

with a coefficient of 0.187, a t-value of 

2.215, and a p-value of 0.027.

 

 

Table 8 Presents the results of hypotheses regarding mediation effects in tourism. 

Hypothesis B STDEV t P Result 

H7: Tourism experiences mediate the relationship 

between destination personalities and destination 
loyalty. 

0.220 0.106 2.074 0.038 Supported 

H8: Tourism satisfaction mediates the 

relationship between digital marketing 

communication and destination loyalty. 

0.187 0.086 2.215 0.027 Supported 

 

Discussion 
The study supports the theories 
connecting traveler experiences, 
destination personalities, and loyalty. 
Destination personalities significantly 
enhance tourism experiences and 
emotional bonds, contributing to 
destination loyalty (Aaker, 1997; Kovacic 
et al., 2019; Lin & Roberts, 2019). These 
personalities create memorable identities 
that strengthen tourists' connections and 
satisfaction, which are crucial for 
increasing revisit intentions and 
recommendations (Yang et al., 2021; 
Tešin et al., 2023). 

Despite these strong connections, the 
direct effect of destination personalities 
on loyalty is not supported (H2). This may 
indicate that the impact of destination 
personalities on loyalty is more complex 
and relies on the mediating effects of other 
factors such as tourist satisfaction and 
tourism experiences. Tourists may require 
tangible and emotional experiences to 
translate the perceived personality of a 
destination into loyalty behaviors (Lu et 
al., 2020; Sanjaya et al., 2020). 

Additionally, destination personalities 
might need to interact with personal 
experiences and satisfaction to effectively 
influence loyalty. 

Digital marketing communication, while 
enhancing tourist satisfaction 
significantly (H4), does not directly affect 
destination loyalty (H3). However, it 
indirectly influences loyalty through 
increased satisfaction and personalized 
experiences (Al-Dmour et al., 2023; Bedi, 
2023). This suggests that while digital 
marketing can create positive perceptions 
and satisfaction, it might not be sufficient 
on its own to drive loyalty without the 
reinforcing effect of actual travel 
experiences and satisfaction. 

Tourism experiences have a significant 
positive impact on destination loyalty 
(H5) and mediate the relationship between 
destination personalities and loyalty (H7). 
Memorable experiences drive loyalty 
behaviors, particularly the intention to 
revisit and recommend destinations (Kim, 
2018; Liu & Soutar, 2021; Yu et al., 2019). 

Tourist satisfaction is a critical factor that 
directly affects destination loyalty (H6) 
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and mediates the relationship between 
digital marketing communication and 
loyalty (H8). High satisfaction levels lead 
to increased referrals and repeat visits, 
essential for the success of tourism 
destinations (Chen & Chen, 2020; Jeong 
& Kim, 2020). 

 

Contribution to the literature 

This research significantly advances the 

academic field of tourism management 

and marketing by elucidating the roles of 

destination personality and digital 

marketing communication in shaping 

tourism experiences and destination 

loyalty. It systematically examines how 

destination personality traits, such as 

competence, excitement, sophistication, 

and ruggedness, influence tourist 

experiences and behavioral intentions, 

thereby enriching theoretical frameworks 

around destination branding. The study 

also provides comprehensive insights into 

the impact of digital marketing on tourist 

satisfaction and loyalty, emphasizing 

personalized digital interactions and real-

time data usage. By identifying the 

mediating roles of tourism experiences 

and satisfaction, the research links 

destination personality and digital 

marketing directly with destination 

loyalty, offering a nuanced perspective on 

tourist behavior.  By emphasizing the 

importance of cultural and symbolic 

alignment in bringing travelers' self-

identities into line with the personalities 

of their locations, this study contributes to 

the cultural elements of tourist marketing 

theories. By offering a comprehensive 

examination of the complex connections 

between destination personality, 

experiences, satisfaction, and loyalty, it 

outperforms the existing loyalty models. 

These results add to the theoretical 

knowledge and have practical 

implications for marketing and tourism 

administration.  

 

Implications for practice 

The findings from this research provide 

several key implications for tourism 

management and marketing practices. 

Firstly, it is crucial to manage and align 

the destination's personality with 

marketing strategies to positively 

influence tourist behavior and 

expectations. By doing so, destinations 

can enhance tourist engagement and 

satisfaction. Secondly, the importance of 

digital marketing is underscored; adopting 

innovative digital marketing strategies is 

essential to effectively engaging target 

audiences and boosting destination 

loyalty. 

Moreover, improving the quality of 

tourism experiences and ensuring high 

levels of satisfaction are pivotal, as these 

factors mediate the relationship between 

marketing efforts and loyalty. 

Destinations should also focus on aligning 

their offerings with tourists' cultural 

expectations to strengthen emotional and 

psychological connections, which in turn 

enhances loyalty. Addressing the 

multifaceted nature of destination loyalty 

requires a comprehensive approach that 

integrates personality, experiences, 

satisfaction, and effective marketing 

strategies. 

 

Recommendations 

To capitalize on this data, destinations 

should employ targeted marketing 

campaigns to accurately articulate and 

showcase their unique selling points. 

Highlighting unique aspects of the place 
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could help you live up to visitor 

expectations. Enhancing digital marketing 

initiatives with real-time data, 

personalized content, interactive 

platforms, and social media can 

significantly improve tourist involvement. 

Creating distinctive travel experiences 

that speak to tourists' interests and convey 

the spirit of the place is also essential. 

Using data analytics to customize 

experiences for different visitor segments 

can increase satisfaction and loyalty. 

Marketing and operational initiatives can 

be optimized with the help of ongoing 

feedback tools, such as online review 

analysis and monthly questionnaires. 

In conclusion, local businesses and 

stakeholders can gain from training 

programs that highlight the significance of 

distinctive destination features in 

attracting repeat visitors. By educating 

local stakeholders, destinations can 

ensure the widespread implementation of 

best practices in digital marketing. 

Employing these strategies allows venues 

to stay ahead of competitors, increase 

their attractiveness, and achieve 

consistent growth in visitor numbers and 

loyalty metrics. 

 

Limitations and future 

research directions 

This study provides insightful information 

about the dynamics of digital marketing, 

tourism experiences, destination 

personality, and loyalty. It does, however, 

have a number of shortcomings that 

provide opportunities for more study.  

The results may not apply to all tourist 

groups or types of places because of the 

diversity of traveler demographics, 

personal preferences, and cultural 

backgrounds. The results are based on a 

specific sample of visitors. Tracking 

changes in attitudes and behaviors over 

time is difficult with the cross-sectional 

methodology since it collects data at a 

single moment in time, especially in 

reaction to changing destination features 

or marketing strategies. More 

sophisticated measurement methods 

might also be necessary due to the 

intricacy of the variables involved, as the 

study might not have fully caught indirect 

or interaction effects. The reliance on self-

reported data to measure subjective 

constructs like destination personality and 

tourist satisfaction introduces potential 

biases such as social desirability or 

response tendencies. 

Future studies could use longitudinal 

studies to overcome these limitations by 

providing a clearer examination of 

causality and a better understanding of 

how visitor actions and views change over 

time. The generalizability of the results 

can be improved by broadening the 

sample to include visitors from other 

cultural backgrounds and demographic 

categories. It would also be helpful to 

investigate similar patterns in different 

destination categories, such as urban 

versus rural or popular versus growing 

places. To gain deeper insights, more 

research should look into other mediating 

or moderating variables, such as 

competitive dynamics, economic issues, 

or individual differences in travel 

motivation.  

By uncovering underlying reasons behind 

visitor preferences and satisfaction that 

are not immediately apparent through 

quantitative measures alone, combining 

quantitative and qualitative 

methodologies could improve our 

understanding of how tourists perceive 
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and respond to destination personalities 

and digital marketing initiatives. Finally, 

future studies should evaluate the effects 

of cutting-edge technology like advanced 

analytics, virtual reality, and artificial 

intelligence on visitor experiences and 

satisfaction as digital marketing 

technologies improve. By addressing 

these limitations and exploring the 

suggested areas for future research, 

scholars can deepen understanding of the 

intricate relationships that define tourism 

marketing and management, ultimately 

leading to more effective strategies for 

enhancing tourist satisfaction and loyalty. 

 

Conclusion 

This study was found that destination 

personalities significantly improve 

tourism experiences, which in turn 

enhance destination loyalty. Digital 

marketing communication also plays a 

critical role in boosting tourist 

satisfaction, which further impacts 

loyalty. However, the direct influence of 

destination personalities and digital 

marketing communication on loyalty is 

mediated by tourism experiences and 

satisfaction. 

For Thailand's tourism sector, these 

results imply that improving tourist 

experiences and satisfaction can 

strategically enhance destination loyalty 

and promote repeat visits. The study 

recommends a holistic approach to 

tourism management, integrating 

destination personality, experiences, 

satisfaction, and effective digital 

marketing strategies, while aligning 

cultural aspects to strengthen emotional 

ties with visitors. This strategy not only 

enriches theoretical understanding but 

also provides practical methods for 

boosting tourist loyalty and achieving 

sustainable growth.
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Abstract 
This quantitative study explores the impact of social support, platform quality, and 

relationship quality on the purchase intentions of TikTok users in social commerce. 

Utilizing a 5-point Likert scale questionnaire, the analysis employs descriptive and 

inferential statistics, including frequency, standard deviation, Pearson correlation, and 

multiple regression, on a robust dataset of 825 valid responses from the Thai TikTok 

user base. Findings indicate TikTok's significant influence on consumer purchase 

intentions, with social support identified as non-significant. The insights offer actionable 

guidance for refining TikTok commerce strategies, emphasizing the improvement of 

platform quality and relationship quality. This research contributes substantively to 

academic discourse and provides practical implications for optimizing TikTok 

commerce strategies. 

Keywords: TikTok, Social Commerce, Purchase Intention, Social Support, Platform 

Quality, Relationship Quality 

 

 

Introduction 

Social commerce, exemplified by 

platforms such as Facebook, Instagram, 

Line, and TikTok, represents a rapidly 

expanding domain of e-commerce that 

leverages social media and online social 

interactions to enhance brand visibility 

and boost sales. The practice of buying 

and selling via social media establishes a 

dependable and sustainable avenue for 

both buyers and vendors, offering an 

alternative to conventional online 

methodologies (Alalwan et al., 2017; 

Mardjo, 2019). How does this modern 

approach to buying and selling, 

seamlessly integrated into social media, 

provide a dependable and sustainable 

channel for both consumers and sellers? 

This study aims to unravel the intricacies 

of this transformative phenomenon, 

offering valuable insights into the 

evolution of online methodologies. 

Demonstrating its significance, social 
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commerce serves as a vital platform for 

online shoppers, enabling them to peruse 

products, access reviews, scrutinize 

essential information, and explore 

exclusive offers. The adoption of social 

commerce fosters active engagement, 

consistently presenting pertinent product 

content in the consumer's news feed and 

social interactions, encouraging actions 

such as likes, comments, and tagging 

within their social network (Sarker et al., 

2020). Social commerce is experiencing 

rapid growth and has garnered substantial 

attention from scholars and practitioners, 

particularly in response to recent revenue 

developments. Noteworthy is the recent 

expansion of social commerce to real-time 

operations, presenting a business model 

with substantial potential for significant 

sales. To enhance responsiveness to 

customer behavior within the realm of 

social commerce, a comprehensive 

understanding of its attributes is 

imperative for effective strategies (Sohn 

& Kim, 2020).  

The COVID-19 pandemic has profoundly 

shaped consumer behavior in Thailand, 

leading business owners to explore more 

effective practices. The combination of 

extensive social media usage and e-

commerce growth has given rise to social 

commerce as an innovative sales channel 

for businesses (Statista Research 

Department, Jan 11, 2023). Projections 

indicate a steady increase in Thailand's 

social media penetration rate from 2024 to 

2028, rising by 2.7 (+3.3 percent) and 

reaching 84.49% in 2028 (Statista 

Research Department, Aug 15, 2023). The 

internet and smartphone adoption have 

spurred increased online activity among 

Thais on platforms like Instagram, Twitter, 

LINE, and TikTok. Despite Facebook's 

dominance, an expected decline in its user 

base opens doors for more penetrative 

platforms like Twitter and TikTok, 

particularly favored by the younger 

generation (Statista Research Department, 

Jul 5, 2023). 

Survey results from Thailand in February 

2023 revealed that Facebook ranked as the 

most popular social commerce platform 

for online shopping, with a respondent 

share close to 63 percent. TikTok closely 

followed, with 52 percent of respondents 

utilizing it for online shopping (Statista 

Research Department, Mar 31, 2023). 

Exploiting its extensive user diversity, 

TikTok is emerging as a compelling 

platform for brands and businesses to 

actively promote their products. TikTok 

facilitates businesses in actively 

employing creative advertising strategies 

to showcase both their products and their 

identity as esteemed employers 

(Feldkamp, 2021). The significance of 

TikTok in the social commerce landscape 

highlights its role in shaping consumer 

preferences and providing businesses with 

a unique platform for effective promotion 

and engagement. 

Recent studies underscore the 

significance of social commerce 

behavioral intentions in the decision-

making processes (Mardjo, 2019; Oo et al., 

2021). However, numerous technical and 

social challenges, notably multi-faceted 

trust concerns, characterize this landscape. 

The evaluation and significance attributed 

by consumers to referent's online 

testimonials, ratings, expressions of 

satisfaction or dissatisfaction, and product 

usage experiences constitute a crucial yet 

insufficiently comprehended factor (Hajli, 

2020; Li, 2019). Research on the factors 

impacting consumers' engagement in 

TikTok-based social commerce in 

Thailand is currently scarce 

(Dancharoenpol, 2022; Dhaninee, 2021).  
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Gaps still exist in understanding how Thai 

consumers perceive the values and 

benefits of social commerce, shaping their 

purchase intentions (Liao et al., 2022). 

This research incorporates theories of 

social support, platform quality, and 

relationship quality, aiming to investigate 

their impact on consumers' purchase 

intention. The study reports survey results 

examining the factors influencing 

consumer purchase intention through 

TikTok commerce. The findings are 

presented and discussed to refine the 

preliminary research model derived from 

an extensive literature review. A 

comprehensive understanding of the 

factors shaping these constructs allows 

companies to develop effective strategies 

that enhance customer purchase intention 

on TikTok commerce. Addressing and 

bridging these knowledge gaps is 

imperative. As a result, the study reveals 

two crucial questions: What influences 

consumers in social commerce purchases? 

How do social and technical dynamics 

impact their choices? These questions are 

essential for understanding consumer 

behavior in the evolving landscape of 

social commerce. 

 

Literature review and 

theory development  

Social media, as defined by Liao et al. 

(2022), facilitates users' social behaviors 

and holds potential to reshape e-

commerce, transitioning from product-

centric to socially centered interactions 

and customer attention (Bugshan & Attar, 

2020). Addressing this challenge 

necessitates a comprehensive approach, 

considering concerns related to product 

recommendations, information reliability, 

and relationship trust (Busalim & 

Ghabban, 2021). 

Forthcoming studies should concentrate 

on understanding the factors influencing 

consumer behavior, exploring how 

platforms shape user experiences, and 

developing strategies to ensure consistent 

growth. Essential considerations 

encompass comprehending the pivotal 

role of social support, platform quality, 

and relationship quality in shaping 

purchasing intention. These factors play a 

critical role in influencing consumer 

behavior in social commerce (Hossain et 

al., 2020; Rashid et al., 2020). 

A meticulous examination of these 

aspects provides insightful perspectives 

and guidance for businesses. Customers 

can benefit from social knowledge, aiding 

them in understanding their online 

purchase goals and making informed 

decisions. Simultaneously, businesses 

gain insights into customer behaviors, 

helping them understand shopping 

experiences and expectations, ultimately 

informing effective business strategies 

(Liu et al., 2021a; Sohn & Kim, 2020). 

The study findings suggest that consumer 

purchase intention is shaped by pivotal 

emotional and technological factors, 

specifically social support, platform 

quality, and relationship quality. 

 

Social support 

Social support encompasses individuals' 

perceptions of care, responsiveness, and 

assistance within a group. Formally 

defined as perceived social resources 

available from non-professionals, it 

occurs in both formal and informal 

support structures (Cobb, 1976; Gottlieb 

& Bergen, 2010). Within a social network, 

the presence of social support may extend 



 

FBMS | 174 

sharing behavior from supportive 

information to commercial insights and 

recommendations. Perceptions of care 

and helpfulness in sharing important 

information create an obligation for users 

to exchange meaningful shopping insights, 

fostering friendship and trust (Liu et al., 

2021b). This suggests a relationship 

between social support and the intention 

to engage in social commerce. 

In online interactions, individuals 

encounter two primary forms of support: 

informational and emotional (Makmor et 

al., 2018). Emotional support involves 

benevolence, caring, kindness, 

understanding, and empathy, fostering a 

sense of care and belonging. 

Informational support provides 

recommendations or knowledge for 

problem-solving, indicating access to 

resources (House, 1983). Heightened 

perceptions of both supports increase the 

intention to use social commerce 

(Hammouri et al., 2021; Riaz et al., 2021; 

Sheikh et al., 2019). These factors 

collectively shape online social support, 

affirming the crucial role of both 

information and emotional support in 

driving the inclination towards engaging 

in social commerce. 

Hypothesis 1: Emotional support 

positively influences TikTok purchase 

intention. 

Hypothesis 2: Informational support 

positively influences TikTok purchase 

intention. 

 

Platform quality 

In this research, the definition of platform 

quality is modeled on the principles of 

website quality (Anttonen et al., 2011; 

Taivalsaari & Mikkonen, 2011). Platform 

quality is defined as the users' assessment 

of how well the platform's features align 

with their needs, thereby contributing to 

the overall excellence of the platform 

(Aladwani & Palvia, 2002). The impact of 

design elements on users' social sharing 

and shopping behavior is crucial for 

companies evaluating their platform 

offerings. Understanding which aspects 

are most important to users has become a 

top priority for companies aiming to 

implement a successful strategy. In 

essence, attracting and retaining 

customers require a clear understanding of 

the platform qualities expected by online 

users (Busalim & Ghabban, 2021; 

Dirgantari et al., 2020).  

System quality, information quality, and 

service quality are three direct measures 

of platform quality (Lin et al., 2021). 

These factors are based on the 

Information System (IS) success model 

initially presented by DeLone and 

McLean in 1992, subsequently refined in 

2003 and 2004. This three-dimensional 

assessment is instrumental in 

understanding the primary factors that 

impact users' expectations and 

perceptions of the overall quality of the 

platform (DeLone & McLean, 1992; 

DeLone & McLean, 2003; DeLone & 

McLean, 2004). System quality involves 

assessing how effectively the platform 

meets fundamental requirements such as 

availability, reliability, and response time 

(McKinney et al., 2002). Information 

quality pertains to the accuracy, 

timeliness, and completeness of the 

content on the platform (DeLone & 

McLean, 2003). Lastly, service quality 

relates to users' evaluations of the support 

and services delivered by the service 

provider through the platform 

(Parasuraman et al., 1985). The perceived 

level of interaction on a social commerce 

platform is anticipated to improve 

customers' social experience, positively 
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influencing their intention to make a 

purchase (Hsu et al., 2018; Qalati et al., 

2021). 

Hypothesis 3: System quality positively 

influences TikTok purchase intention. 

Hypothesis 4: Service quality positively 

influences TikTok purchase intention. 

Hypothesis 5: Information quality 

positively influences TikTok purchase 

intention. 

 

Relationship quality 

Relationship quality refers to the 

comprehensive evaluation of the 

robustness of a relationship, 

conceptualized as a composite or 

multidimensional construct that 

encompasses distinct yet interconnected 

facets of the relationship (Crosby et al., 

1990). In the field of studying relationship 

quality, scholars consider the 

interconnectedness of the three 

foundational variables: commitment, trust, 

and satisfaction, rather than treating them 

as separate entities. There is a consensus 

within the academic community that 

critical elements of relationship quality 

encompass customer satisfaction with the 

service provider's performance, trust in 

the service provider, and commitment to 

fostering an enduring relationship with the 

service firm (Kousheshi et al., 2020; Tran, 

2020; Wisker, 2020). 

Commitment involves the sustained 

aspiration to maintain a lasting 

relationship with both the buyer and the 

seller (Morgan & Hunt, 1994). Trust 

encompasses the belief that a service 

provider is honest and benevolent, a 

crucial aspect in social or economic 

transactions (Morgan & Hunt, 1994). 

Satisfaction represents an individual's 

emotional disposition resulting from the 

assessment of interactive experiences 

with a service provider (Gustafsson et al., 

2005). The success of social commerce 

relies on relationships, where 

commitment, trust, and satisfaction are 

vital for building and maintaining long-

term connections. These three factors 

significantly impact a user's long-term 

intention to continue and mirror the 

overall sentiments of consumers towards 

a social media platform (Antwi, 2021; 

Hossain et al., 2020). 

Hypothesis 6: Commitment positively 

influences TikTok purchase intention. 

Hypothesis 7: Trust positively 

influences TikTok purchase intention. 

Hypothesis 8: Satisfaction positively 

influences TikTok purchase intention. 

 

This study's conceptual framework 

addresses prior research limitations, 

specifically the neglect of emotional 

factors and platform quality's impact on 

consumer behavior (Akram et al., 2021; 

Wang et al., 2021). Building upon existing 

research, it proposes a more 

encompassing framework that considers 

previous oversights. The holistic 

approach comprehends purchase intention 

in social commerce, exploring the 

relationship between TikTok commerce 

and consumers' intent to make purchases. 

Illustrated in Figure 1, the framework 

integrates factors like social support 

(emotional and informational), platform 

quality (system, service, and 

informational), and relationship quality 

(trust, satisfaction, commitment). This 

inclusive perspective aims to assist 

businesses in tailoring strategies to meet 

emotional needs, preferences, and 

motivations, fostering long-term loyalty 

(Molinillo et al., 2020).



 

FBMS | 176 

 

 

Figure 1 Conceptual Framework 

 

Research methodology 

This study specifically targeted 

consumers engaged in TikTok commerce, 

aiming to gain insights into their 

experiences and purchase intentions. 

Participants had to use TikTok commerce 

monthly for the past six months, making a 

purchase within that timeframe. Age 

eligibility was set at a minimum of 20 

years, ensuring both purchasing power 

and legal capacity. Participants had to be 

residents of Thailand, aligning with the 

local social commerce context. Focusing 

on a medium price range aimed to capture 

diverse social commerce users, and 

participants could choose product 

categories reflecting their frequent 

purchases, providing a nuanced 

understanding of their experiences and 

preferences. 

This study adopts a positivistic paradigm 

and utilizes a quantitative research 

methodology. Data collection occurred in 

Thailand through a self-administered 

online survey with a structured 
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questionnaire. Employing a convenience 

sampling approach and sharing the survey 

link until a satisfactory sample size was 

achieved helped mitigate potential biases. 

Participation was voluntary, and 

participants encountered a screening 

question before proceeding to the main set 

of questions. Measurement scales from 

previous studies were integrated but 

modified to align with the social 

commerce framework. To ensure an 

accurate understanding, the questionnaire 

was translated from English to Thai. 

Scales from Liang et al. (2011) and 

informational quality scales from Wang et 

al. (2016) were adjusted. A 5-point Likert 

scale measured constructs within the 

research model, with 5 indicating 

“strongly agree” and 1 signifying 

“strongly disagree” (Liang et al., 2011; 

Wang et al., 2016). 

A pilot test involving 30 individuals 

familiar with TikTok commerce platforms 

ensured the survey's reliability, yielding a 

Cronbach's alpha score exceeding 0.70 

(George & Mallery, 2021). Purchase 

intention exhibited the highest reliability 

at 0.95, while system quality showed the 

lowest at 0.83. Robust statistical practices 

were adhered to, conducting tests for 

normality and linearity. The assessment of 

data normality utilized comprehensive 

normal probability plots, confirming that 

residual values conform to a normal 

distribution. Simultaneously, scatter plot 

matrices examined the assumption of 

linearity, revealing a random dispersion of 

points, indicating the absence of 

heteroskedasticity issues. These 

meticulous analyses ensure data met 

essential criteria before deploying 

advanced statistical techniques, 

enhancing the academic integrity and 

reliability of the study's findings 

(Srinivasan & Lohith, 2017). 

Subsequently, responses from 825 

participants were collected following the 

data screening process, and descriptive 

and inferential statistics, including 

frequency, standard deviation, Pearson 

correlation, and multiple regression, were 

deployed for comprehensive analysis. 

 

Data analysis  

Out of the collected questionnaires, 825 

were considered for analysis. Table 1 

presents the demographic distribution of 

respondents. The majority of participants 

were female (76.85%), aged between 28 

and 42 (57.70%), and reported monthly 

purchases (51.14%). Additionally, a 

significant proportion made purchases 

ranging from 100 to 500 Baht (67.39%), 

primarily in the fashion category 

(33.31%).
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Table 1 Demographic and behavior (N=825) 

Demographic and behavior Frequency Percent 

Gender   

Male 191 23.15 

Female 634 76.85 

Age   

Below 21 30 3.63 

21-27 179 21.70 

28-42 476 57.70 

43-63 140 16.97 

Product category   

Electronic 16 1.94 

TV 2 0.24 

Mobile 10 1.21 

Game 1 0.12 

Beauty 233 28.23 

Kid 34 4.11 

Pet 37 4.47 

Supermarket 45 5.44 

Home 29 3.52 

Car 4 0.48 

Fashion 275 33.31 

Food 126 15.26 

Watch 3 0.36 

Stationery 10 1.21 

Purchase frequency   

Every week 154 18.67 

Every month 422 51.14 

Every 3 months 104 12.61 

More than 3 months 145 17.58 

Purchase amount   

Below 100 11 1.33 

100 - 500 556 67.39 

501 - 3,000 239 28.97 

3,001 - 5,000 5 0.61 

Over 5,000 14 1.70 

 

This section presents an analysis of 

descriptive statistics, including means, 

standard deviations, and levels of 

agreement. Congruent validity was 

assessed by examining the average 

variance extracted (AVE) and indicator 

loadings. The results are outlined in Table 

2, highlighting that satisfaction has the 

highest mean at 3.98, while emotional 

support has the lowest mean at 3.21. The 

rating scale used is as follows: 1.00-1.80 

(Low), 1.81-2.60 (Low-Moderate), 2.61-

3.40 (Moderate), 3.41-4.20 (High-

Moderate), and 4.21-5.00 (High).
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Table 2 Descriptive Statistics (N=825) 

Mean Variables Indicators Max Min Mean 
Std. 

Deviation 

Rating 

Scale 

Emotional support  AVEEMS 5.00 1.00 3.21 0.99 Moderate 

Informational support  AVEINS 5.00 1.00 3.67 0.90 High 

System quality AVESYQ 5.00 1.00 3.72 0.79 High 

Service quality AVESEQ 5.00 1.00 3.57 0.83 High 

Information quality AVEINQ 5.00 1.00 3.67 0.75 High 

Commitment AVECMT 5.00 1.00 3.80 0.83 High 

Trust  AVETST 5.00 1.00 3.70 0.84 High 

Satisfaction  AVESTS 5.00 1.00 3.98 0.79 High 

Purchase intention  AVEPI 5.00 1.00 3.92 0.77 High 

 

The analysis of Pearson correlation 

coefficients revealed significant 

correlations (coefficient of 0.01) between 

all factors and TikTok commerce 

intention. Notably, satisfaction exhibited 

the highest correlation (0.76), while 

emotional support demonstrated the 

lowest correlation (0.31), as depicted in 

Table 3.

 

 

Table 3 The correlation between constructs (N=825)  

Mean 

variables 
AVEEMS AVEINS AVESYQ AVESEQ AVEINQ AVECMT AVETST AVESTS AVEPI 

AVEEMS 1.00                 

AVEINS 0.72** 1.00               

AVESYQ 0.48** 0.54** 1.00             

AVESEQ 0.46** 0.48** 0.71** 1.00           

AVEINQ 0.35** 0.42** 0.62** 0.70** 1.00         

AVECMT 0.33** 0.39** 0.52** 0.54** 0.56** 1.00       

AVETST 0.32** 0.38** 0.49** 0.57** 0.62** 0.79** 1.00     

AVESTS 0.29** 0.40** 0.51** 0.53** 0.57** 0.77** 0.80** 1.00   

AVEPI 0.31** 0.40** 0.53** 0.54** 0.57** 0.68** 0.70** 0.76** 1.00 

**. Correlation is significant at the 0.01 level (2-tailed).     

 

According to the data in Table 4, the 

multiple regression analysis involving 

emotional support, informational support, 

system quality, service quality, 

information quality, commitment, trust, 

and satisfaction indicates that 55.08% 

(Adjusted R-Square = 0.5508) of the 

variability in the purchase intention on 

TikTok is explained by the predictors in 

our model, providing evidence of a 

reasonably good fit of the model. At a 

statistically significant level of 0.05, 

system quality, information quality, 

commitment, trust, and satisfaction were 

identified as influential contributors to 

TikTok commerce intention. Specifically, 

satisfaction emerged as the most 

influential, displaying the highest 

regression coefficient (β = 0.43), followed 

by trust (β = 0.14) and commitment (β = 

0.12). All these factors exhibited a 

positive impact on TikTok commerce 

purchase intention.
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Table 4 Coefficientsa (N=825) 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t p 

Collinearity Statistics 

  B 

Std. 

Error Beta Tolerance VIF 

(Constant) 0.53 0.10   5.32 0.00     

AVEEMS -0.01 0.02 -0.01 -0.33 0.74 0.45 2.22 
AVEINS 0.03 0.03 0.03 0.95 0.34 0.41 2.41 

AVESYQ 0.08 0.03 0.08 2.44 0.01 0.41 2.43 

AVESEQ 0.04 0.03 0.04 1.26 0.21 0.36 2.76 

AVEINQ 0.09 0.03 0.08 2.53 0.01 0.42 2.40 
AVECMT 0.11 0.04 0.12 3.24 0.00 0.31 3.20 

AVETST 0.13 0.04 0.14 3.33 0.00 0.26 3.84 

AVESTS 0.42 0.04 0.43 10.84 0.00 0.29 3.41 

a. Dependent Variable: AVGPI 
    

R Square = 0.5557, Adjust R-Square = 0.5508, F = 112.08, Sig = 0.00 Significant level at 0.05 

 

Conclusion and 

discussion  

Despite the increasing prevalence of 

social commerce, a significant knowledge 

gap persists regarding how TikTok 

commerce features influence consumer 

purchasing intentions. While previous 

studies have explored these features, 

aligning consumer buying intentions 

remains a challenge for businesses. 

TikTok commerce is still in its early 

stages, especially in Thailand, where 

limited evidence provides meaningful 

insights (Kluabmart & Distanont, 2023; 

Zhou & Hattakitpanitchakul, 2023). The 

results illuminate TikTok commerce's 

landscape, emphasizing the 

interconnected nature of social support, 

platform quality, and relationship quality 

in influencing purchase intentions. This 

evidence not only corroborates existing 

conceptual studies but also introduces 

novel insights. 

The study examined the impact of social 

support, platform quality, and relationship 

quality on TikTok consumers' purchase 

intentions. The outcomes supported 

conclusions from prior research, 

indicating that various aspects of platform 

quality, including system quality and 

informational quality, as well as 

relationship quality components such as 

commitment, trust, and satisfaction 

(Hypotheses 3, 5, 6, 7, and 8), 

significantly influenced purchasing 

intentions (Antwi, 2021; Fu et al., 2020; 

Liang et al., 2011; Wang et al., 2016; Xu 

et al., 2021). In contrast, TikTok 

commerce intention showed no influence 

from social support, encompassing 

emotional and informational support, as 

well as service quality within platform 

quality (Hypotheses 1, 2, and 4). This 

deviation from prior research findings 

highlights a discrepancy, prompting a 

closer examination of factors influencing 

TikTok commerce intentions and 

revealing potential nuances in user 

behavior not previously identified in 

existing literature (Hajli, 2014; Hossain et 

al., 2020; Lal, 2017; Qalati et al., 2021; 

Sheikh et al., 2019). 

In summary, this research not only aligns 

with established theories in the field of 

social commerce but also introduces novel 

empirical evidence, particularly within 
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the domain of Thai social commerce. The 

application of descriptive and inferential 

statistics in data analysis enhances the 

robustness and reliability of the findings, 

delivering crucial conclusions for 

practitioners aiming to develop strategies 

for designing and improving TikTok 

commerce platforms. These insights play 

a crucial role in steering future research 

directions and provide practical 

implications for effectively leveraging 

TikTok commerce platforms in culturally 

diverse markets. 

 

Managerial 

implications  

The managerial implications drawn from 

the findings of this study regarding Thai 

TikTok commerce hold significant 

relevance for businesses seeking to 

capitalize on the platform's growing 

potential. Insight into the determinants 

influencing consumer behavior becomes 

imperative for businesses aiming to 

optimize their social commerce strategies. 

Derived from the study, key areas are 

identified for managerial focus. To devise 

an effective TikTok commerce strategy, 

businesses must prioritize enhancing and 

maintaining system quality, informational 

quality, commitment, trust, and 

satisfaction—factors that notably 

influenced purchasing intentions, as 

evidenced by Hypotheses 3, 5, 6, 7, and 8. 

Enhancing system quality in TikTok 

commerce demands investments in 

advanced technological infrastructure, 

ensuring seamless functionality and 

reliability, and regular updates of software 

and hardware components. To improve 

informational quality, accurate, timely, 

and relevant information aligned with 

consumer needs should be provided, 

coupled with effective information 

dissemination channels (Qin et al., 2022). 

Commitment is cultivated through 

transparent communication, consistent 

and meaningful customer engagement, 

and reliable and responsive customer 

service. Building trust involves positive 

market reputation, ethical business 

practices, and fulfilling promises to 

customers. Customer satisfaction is 

ensured through regular feedback, prompt 

issue resolution, and continuous product 

or service enhancement based on insights 

(Soren & Chakraborty, 2024). These 

insights offer nuanced managerial 

implications for TikTok commerce 

strategy development in the evolving 

social commerce landscape. 

Despite managerial recommendations, 

factors may limit the impact of emotional 

support, informational support, and 

service quality on TikTok commerce 

intention, as indicated by Hypotheses 1, 2, 

and 4. TikTok's unique content-oriented 

nature prioritizes entertainment, 

potentially overshadowing emotional or 

informational support, leading users to 

engage primarily for leisure rather than 

transactional purposes. Users may 

perceive TikTok as a platform for creative 

expression rather than seeking support, 

and the short-form video format may limit 

in-depth interactions. Demographic 

differences on TikTok compared to 

platforms where support influences may 

impact these factors' relevance 

(Masciantonio et al., 2021). Regarding 

service quality, the concept may be less 

tangible in the context of short-form video 

content, where creativity and trends may 

take precedence over traditional service-

related attributes. These insights 

emphasize the need for businesses to 

adapt strategies to TikTok's dynamics, 
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redefining or supplementing traditional 

notions with innovative approaches 

tailored to the content-driven environment. 

Acknowledging these intricacies is crucial 

for businesses seeking optimization on 

TikTok, effectively engaging with users 

in this distinct social commerce landscape. 

 

Limitations and further 

research 

Exploring TikTok's distinctive dynamics 

and its impact on user intentions in 

commerce through targeted research 

could offer significant insights. However, 

the study faces limitations. The recent 

introduction of TikTok as a commerce 

platform may limit understanding of 

factors influencing user intentions. 

Empirical examination focused solely on 

TikTok, making outcomes less 

transferable to other platforms like 

Facebook or Instagram. Geographical 

constraints to Thailand's relatively 

homogeneous population may affect 

findings' applicability to diverse social 

structures and cultures. Additionally, 

relying on survey data introduces 

potential variance between stated 

preferences and actual behaviors, 

necessitating cautious interpretation. 

Nevertheless, the study's insights into 

social support, platform quality, and 

relationship quality significantly 

contribute to understanding TikTok 

commerce intention, enhancing 

comprehension of commercial behaviors. 

Future research exploring additional 

social factors, adopting interpersonal 

interaction perspectives, and investigating 

different social commerce models like 

chatbot or live streaming commerce holds 

promise for deeper insights (Chen et al., 

2022; Hossain et al., 2021; Zhou et al., 

2023; Han, 2021; Lu & Chen, 2021; 

Sindhu & Bharti, 2023; Sun et al., 2019). 

These findings form a robust foundation 

for subsequent qualitative research 

initiatives aiming for deeper insights 

beyond the original quantitative study's 

scope.
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• Place the author(s) and date(s) within parentheses at an appropriate place within or at 

the end of a sentence: 
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Example: Alibali, Phillips, and Fischer (2009) asked, “Did the participants adopt the 

taught strategies?” (p. 96). 

  

• Integrate both the author and date into your sentence: 

 

 

References 
• In general, order the reference list 

alphabetically by authors’ surnames 

• Beginning with last name, then full 

first name, not just initials, followed 

by publication date in parentheses.  

• Do not use indents, tabs, or symbols 

to delineate your paragraphs. Instead, 

use two hard returns between each 

reference.
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Video or DVD  
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of their references. Check them carefully. 
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development is used but not critical to the 

exposition of the main argument of the 
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may be beyond the level of the average 

reader.  
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Submitting a manuscript to FBMS 

constitutes an assignment of copyright to 
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substantially the same form, that it is not 

being published or considered for 

publication elsewhere, and that any use 
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copyright law. The author(s) is 

responsible for obtaining any necessary 
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data from a table, or part of a graphic 

representation of a model, can be used 

without permission if they are properly 
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article. Copies of written permissions 
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Online submission 
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