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Abstract

The purposes of this research were to study casual factor of personnel in hotel business at eastern region of
Thailand, to study influences of performances of personnel in hotel business at eastern region of Thailand, and to
develop causal relationship model of personnel performances and business results in hotel business at eastern
region of Thailand. The samples were 340 personnel in supervisory level and higher level in hotel business at
eastern region of Thailand. Questionnaires were used as tool for data collection. Data analysis and data processing
were operated by statistical application for research. The statistical significance was determined at 0.05. Frequency,
Percentage, Mean, Standard Deviation, Confirmatory Factor Analysis and Assessment Feted Model with empirical
data were employed for this research.

The research findings suggest the managerial process variable, quality of work-life variable, and personnel
performance and business operational result variables were consistent with the empirical data. Meantime, it was
found that the managerial process variable had positive influenced directly to personnel performance and business
operational result. Quality of work-life had positive influenced directly to personal performance variable and
business operational results, whereas the personnel performance variable also had positive influenced directly to
business operational results. Furthermore, business operational result variable was indirectly affected by quality

of work-life variable and managerial process variable through personnel performance variable.

Keywords: Factors and results, performance of employees’, hotel business Eastern Thailand
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0.11\
= 24 ——-

D . 29—

QWL2

QWL3

QwL4

39w QWL5
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P-value=0.85208, RMSEA=0.000
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Abstract

The objective of this research was to examine how each dimension of corporate social responsibility (CSR)
including environment, employment and community would affect financial performance measured with return
on asset and company stock price of firms listed in the stock exchange of Thailand (SET). Using a sample of 61
firms varies among 8 industrial categories classified by the SET, CSR score was obtained using content analysis
from the annual reports and firm financial performance was gathered from managerial reports in website of the
SET during the period of 2014-2016. A multiple regression model was established to determine the relationship
of. The results indicated that only CSR community dimension had statistically negative effect on return on asset

while all CSR dimensions had no effect on company stock price.

Keywords: Corporate Social Responsibility, Financial Performance, Stock Exchange of Thailand, Content Analysis
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Abstract
The purposes of the research were to: 1) study the phonetics features of English consonants as pronounced by
undergraduate students in Rajamangala University of Technology Lanna Lampang, 2) improve English consonants
pronunciation skill, and 3) compare the students’ learning achievement by contrasting the participants’ pre-test
and post-test score. The target group was twenty-four accounting students. Data were analyzed by percentage,
average, and t-test. The research instruments were English pronunciation test, sets of pronunciation activities, and
places and manners of articulation diagram. The results of the study were the followings:

1. The phonetic features of English consonants pronunciation problem with the percentages of 100.00 were
the fricatives ([v], [8], [8], [2], ], [3]), affricates ([t]l, and [d3]), stop (plosive) ([g]), lateral ([\]), and approximant ([r]).
The consonants with less pronunciation problem were [f)], [s], and [t] with the percentage of 80, 50, and 25
respectively.

2. After the improving process of using sets of pronunciation activities and places and manners of articulations
diagrams, the participants could pronounce English consonants correctly with the average percentage of 77.56,
increased by 34.13 per cent.

3. By comparing the participants’ learning achievement, it was found that there was a significant difference
between pre-test and post-test score with a mean significant gain score of +14.59. Participants were found to be

able to pronounce English consonants correctly after participating in the activity (t (46) = 2.013, p<.05).

Keywords: English consonants Pronunciation, places and manners of articulation diagrams, learning achievement
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[.  INTRODUCTION

In the process of teaching and learning English in
Thailand apart from many problems that relate to
English  language development, Thai students
encounter with English pronunciation problem because
there are barriers that hinder students to pronounce
English consonants correctly. There are many factors
which mostly cause problems in learning English
pronunciation such as the opinion of difference
phonology system between English and Thai, their
native language, prior English pronunciation learning,
instruction, as well as motivation (Sahatsathatsana,
2017). in

Pronunciation is very important factor

language studying because learners with good
pronunciation are likely to be understood even if they
make error in other areas, where as learners with bad
pronunciation will not be understood, even if their
grammar is perfect (Gilakjani, 2016). Dee-in (2006)
indicated Thai students’ pronunciation problems of
English played a part in their ability to speak English
correctly.

Consonants pronunciation is an important part in
pronouncing words. To achieve this more realistic goal,
focus on learning to pronounce consonant sounds
rather than vowel sounds should be concerned.
Consonant sounds make speech clear, crisp and

intelligible, meaning they make the speech easier to

understand. Consonants are easier to learn than vowels.

There is usually only one way to pronounce each
consonant sound. When students learn to position their
teeth, tongue and lips for a consonant sound, in other
words, knowing place and manner of articulations, they
can insert it into any word and be fairly accurate. Most
of students in Thailand do not have enough knowledge
in pronouncing English consonants, as a result, they are
shy to speak English in front of class. They lack
confidence with their pronunciation since they do not

know how to pronounce correctly. The main reason for
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this problem is that no pronunciation lessons are
obtained in the curriculum. In 2016, Gilakjani’s study of
English pronunciation instruction showed that there is
no well-established systematic method of deciding
what to teach, when, and how to teach Ensglish
pronunciation, as a result, pronunciation is less
important and teachers are not very comfortable in
teaching pronunciation in the classroom.

Thai students show limited skill in English
pronunciation (Khamkhien, 2010). As Youfu and Yulan
(2002) mentioned learners’ native languages, more or
less, influence their English pronunciation. It results
wrong and unclear English pronunciation and also
misinterpretation of sounds so it’s hard to understand
and make them have no confidence in pronouncing
English consonants. Moreover, it causes the words in
meaning to change and unsuccessful communications.
Many researchers are interested in improving English
consonants pronunciation of Thai students. They try to
fisure out their problems, especially factors affecting
Thai students’ English pronunciation. According to
Winaitham and Suppasetseree (2012, p.305), factors
appearing to affect students’ pronunciation are lacking
of basic knowledge of English pronunciation, the use of
Thai tones and intonation for English pronunciation,
lacking of intention, infrequent use of English on a daily
basis, and anxiety about making mistakes in oral
communication. In 2002, Youfu and VYulan’s study
showed that in Thailand, pronunciation had been
ignored by Thai teachers in some university, as a result,
the students’ performance of English pronunciation are
limited. Besides, in 2017 Sahatsathatsana discovered
phonetic ability is reported as the factor mostly to
cause problems in phonetics learning because of
differences in the sound system between English and
Thai. Moreover, Kanokpermpoon, (2007) investigates

Thai and English consonantal sound: a problem or

a potential for EFL learning. The research determines
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areas of difficulties when Thai students try to
pronounce English consonantal sounds. The result
shows English sounds which do not occur in the Thai
phonology tend to pose great difficulty for Thai
students to utter. Sounds which exist in Thai but can
occur in different environment, i.e. syllable position, are
also prone to be difficult to pronounce. To tackle the
problem of sounds inexistence in Thai, Thai students
are likely to substitute Thai sounds for the English
sounds (Kanokpermpoon, 2007, 57).

More studies have demonstrated that Thai students
face problem in English consonants pronunciation.
According to Chakma (2014), the study focused on
difficulty in pronunciation of certain English consonant
sounds by Thai students. The result reveals that
individual  English  consonants sounds are not
problematic for Thai students however, whenever the
sounds occur in the beginning and end of the words
the students had difficulties in pronouncing them and
they substituted them with other likely sounds. From
the research of Plailek (2016), it was found that three
groups of English final consonant problem of the
students at the high level were fricatives, lateral, and
approximant. However, after the development process
of using English final consonant pronunciation exercise,
the students could pronounce the problematic sound
correctly with the average percentage of 44.77.

Based on the above mentioned, the researcher
believes that the students can pronounce English
correctly and efficiently through learning and teaching
process. This research focuses on English consonants
only, vowels, tone and stress are not included in the
study. Participants would get lots of benefits from my
helping them to improve English consonants
pronunciation. Accurate pronunciation is very essential
skill for students since it can help them to work in the
international work places. The participants in this

research; Accounting students, they have studied
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English for many years, but in the class they are not
able to pronounce English consonants correctly. The
incomprehensibility of students’ presentation caused
by their poor English pronunciation. There are various
methods that make the students have better English
consonants pronunciation. So, this is one of the ways
to use for improving their pronunciation skill. The
students should be trained their English consonants
pronunciation skill by using sets of English consonants
pronunciation skill activities, and places and manners
of articulation diagram to enhance English consonants
pronunciation skill. The researcher will provide
students with articulatory description of English
consonants which means teaching them how English
consonants are produced correctly by human speech

organs.

Il. OBJECTIVES

1) To study the phonetics features of English
consonants as pronounced by undergraduates students
in  Rajamangala University of Technology Lanna
Lampang.

2) To improve English consonants pronunciation
skill by using English consonants pronunciation test, set
of pronunciation activities, and places and manners of
articulation diagram.

3) To compare the students’ learning achievement

by contrasting the students’ pre-test and post-test

score.

. METHODS

The current study is a development research which

has objectives to develop English consonants

pronunciation skill by encouraging the participants to
pronounce English consonants correctly by using
a set of

English consonants pronunciation test,

pronunciation activities, and places and manners of



articulation diagram and also compare students’
learning achievement after the improving process. In
researcher

order to achieve the objectives, the

proceeds the topics as follows:

A. Population
B. Research instruments
C. Data collection

D. Data analysis

A. Population

The target population were twenty-four first year
Accounting students in researcher’s Academic English
class of the first semester in 2018. During the process
of teaching, the researcher has observed that most
students cannot pronounce English consonants and
words correctly which affect their confidence and the
progress of classroom management so the researcher
decides to conduct research to improve their English

pronunciation skill.

B. Research Instruments

The research instruments of the study include
English consonants pronunciation test, a set of
pronunciation activities, and places and manners of

articulation diagram.

1. English consonants pronunciation test

The test is used for both pre-test and post-test. The
test consists of 45 items which are selected from
phonetics and phonology textbooks. (Roach, 2009 and
Hewings, 2004). The selected words includes 24 English
consonant sounds which are positioned in the initial,
medial, and final position within words. The students
are asked to pronounce words aloud.

The pre-test and post-test used in this research are
evaluated for reliability by Parallel tests or Equivalence

tests reliability method. The researcher measures the
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reliability of the tests by administering different versions
of the pre-test and post-test. Both versions of the tests
contains items that probe the same English consonants
sounds (Form A for pre-test and form B for post-test).
The researcher randomly assigns each participant to
receive Form A or B on the pre-test and then switch
them on the post-test. The correlation between the
two parallel forms is estimate of the reliability of the
test. (The Center for the Enhancement of Teaching,

(n.d.).

2. Set of pronunciation activities

There are 3 sets of English pronunciation activities
which are wused to practice the participants’
pronunciation. Each activity consisted of 45 word lists
for oral practice; 20 words were practiced for English
consonants at the initial position, 5 words for English
consonants at the medial position and another 20
words for English consonant at the final position. The
word lists that are used in the exercises are taken from

the mispronunciation that occur during the participants

pre-test.

3. Places and manners of articulation diagram

Diagram 1 and Table 1 demonstrate articulators as
well as the places of articulation and manners of
articulation used in producing English consonants. The
participants have been taught how to pronounce
English consonants correctly according to speech

organs used in articulating them.
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) 2. The improving process, the participants are taught
AL NASAL CAVITY and have practiced for two weeks on problematic
consonant sounds by using set of pronunciation
exercises, speech organ of articulations and places and
manners of articulation diagrams. The participants learn
how to articulate English consonants by using proper

articulators.

3. Twenty-four participants are asked to do post-

TONGUE PIGLOTTIS
Tip ~—— LARYNX test after the improving process is done.
Eladt: OESOPHAGUS
ron /
Back VOCAL FOLDS RACHEA D. Data Analysis
The results of English consonants pronunciation pre
Figure 1: Speech organs of articulations and post-test score were analyzed by percentage,
Source: www.uniowa.edu/~acadtech/Phonetics/about.html average, and t-test. The procedure are as follows;

1. Listing and analyzing English consonants sounds
Table 1: Places and manners of articulation .
problem of each participant by percentage.
Source: www.uniowa.edu/~acadtech/Phonetics/about.html.
2. Comparing the score between pre-test and post-

8 c'“_g ] % J % cla—E g 5 E test after improving process by average and t-test.

81255 |8 |888e |3 3 |8

m|i00 g |%g|dg ¢~ (@

IV. RESULTS

Plosive pb td kg
Affricate t7ds The purposes of this research were to develop
Fricative fv | 88| sz i3 h English consonants pronunciation skill and compare the
Nasal il n f participants’ learning achievement before and after the
Lateral ] improving process of first year Accounting students with
Approximant or | w r ] twenty-four  participants,  Faculty —of  Business
Semi- vowel

Administration and Liberal Arts of Rajamangala

. University of Technology Lanna Lampang. In this study,
C. Data collection

) o ) the research instruments are a set of pronunciation
In order to improve the participants’ English

o _ exercises which were used to test the participant’s
consonants pronunciation, the study is proceeded as

pronunciation with speech organs of articulations, and
follows:

o ) place and manners of articulation diagrams to show
1. Twenty-four participants take pre-test in order to

classify their pronunciation abilities. Each student has human speech organs when
to pronounce each word aloud. Each word contains of
English consonants sounds in initial, or medial, or final
positions. The researcher records the participants’

pronunciation.
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articulating sounds. This section importantly aims to
present the results of the data analysis according to the

objectives. The results were as follows:

Section 1 The result of phonetics features of English
consonants as pronounced by participants.

Section 2 The result of comparing the students’
achievement by contrasting the participants’ pre and

post-test score.

Section 1 The result of phonetics features of English
consonants as pronounced by participants.
Each participant was asked to do pre-test in order

to find out an accurate pronunciation and

mispronunciation of English consonants sounds. The

result was presented in the table 2.
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Table 2: T-test result comparing pre-test data sets to post-test

data sets
Accurate Mispronunciation
Manners of Pronunciation
Articulation No. Average | No. Average
of Percent | of Percent
Stu- Accuracy | Stu- Error
dents dents
Plosives:([p], 24 100
(b, [d], [K*/
ok ponx
(KD */ 24 100
(e 18 75 6 25
([g]yr/xx/xx 24 100
Fricatives: ([v], 24 100
01, 3], [z1, 1,
]/
2 ([h]) xyxeyxex 24 100
< ([f], [sDr/** 24 100
s ([f= 4 17 20 83
s ([sD** 12 50 12 50
Affricates: ([tf], 24 100
[d B/ o/
Nasals: ([m], 24 100
[n], (D /%
Lateral: ([U)*/** 24 100
([ 24 100
Approximant:
([rDx/** 24 100
([ 24 100

Note: * refers to the occurrence in the initial position of words.
** refers to the occurrence in the medial position of words.

*** refers to the occurrence in final position of words.

As seen from table 2, the phonetics features of
English consonants pronunciation problem which
participants faced with the percentages of 100.00 were

the fricatives ([v], [8], [3], [z], [f], [3]), affricates ([tf], and
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[d3]), and stop ([g]) when they occurred in the initial,
medial and final position within words and also with
the lateral ([l), and approximant ([r]) when they
occurred in the final position. Meanwhile, participants
did not face difficulty with [p], [b], [d], [K], [h], (Im], [n],
and [n] when they occurred in the initial, medial and
final position within words. There were 25 percent of
participants had problems with [t] when it occurred in
final position. Besides, 83 percent of participants had
pronunciation problem with [f] when it occurred in final
position. Moreover, 50 percent of participants also got
problems with [s] when it appeared in the final position.

The followings are the results on the phonetics
features of problematic English consonant pronuncia-
tion produced by participants.

For voiced velar stop [g], the participants had
produced 100% mispronunciation when it occurred in
all positions within word. They pronounced as voiceless
velar stop [k]. For example in the word “go” was
pronounced /*ko/, “Greg” was pronounced as /*krek/,
and “zigzag” was pronounced as /*siksaek/.
[Vl caused

problem for participants in all positions within words.

While voiced labio-dental fricative
In the initial and medial position, they had a tendency
to confuse [v] with [w] because [v] does not exist in
Thai phonology system and there is no phonemic
opposition between voiced and voiceless features in
final position in Thai so the participants substituted [v]
to voiced bilabial semivowel [w] instead, as in the
words, “van” /*waen/, river /*riwa/. In the final position,
they pronounce [p] instead of [v], as in the word
“receive” /*risip/.

In the case of voiceless interdental fricative [6] and
(8],

inexistence of these two sounds and voicing in Thai

voiced interdental fricative because of the

phonology system, all participants substituted them to

Thai voiceless alveolar stop [t] and voiced alveolar stop

38

[d]. For example in the words, “this” /*d1s/, “mother”
/*mate/, and “bath” /*baed/.

The results also showed that the participants used
voiceless palatal-alveolar fricative [fl, and voiceless
palatal-alveolar affricate [t[] interchangeably. They
pronounced the word “wash” as /*wotf/, the word
“cheese” as /*[is/, and the word “child” as /*[ai/. Some
participants also pronounced [t]] and [J] as voiceless
[s]

pronounced /*su/ and

”

“shoe” was

a@ltd ”

alveolar fricative as in the word

the word was
pronounced as /*sai/. This happened because of the
interference of the participants’ native language or
mother’s tongue, Northern Thai dialect.

For [3] and [d3], the participants substituted by Thai
consonants which are available in Thai phonology
system. They pronounced [3] as aspirated voiceless
palatal affricate [teh] and [d3] as unaspirated voiceless
palatal affricate [ tg] or voiced alveolar stop [d]. For
example, in the word “measure” was pronounced as
/*metghd/, and in the word “judge” was pronounced
as /*tente/.

Some participants mispronounced voiceless alveolar
stop [t] when it appeared at the final position of word.
They pronounced as voiced alveolar stop [d], as in the
word “kit” was pronounced /*kid/.

[fl, the

participants substituted for voiced bilabial stop [b]. For

For voiceless labio-dental fricative
example in the words “staff, puff and safe” were often
pronounced /*stab, *pAb, and *seb/. Some participants
pronounced as voiceless bilabial stop [p], as in the
word “fine” was pronounced /*pain/.

Moreover, the results revealed that [z] created as
much difficulty for participants because there is no
feature that is close to [z] in Thai phonology system.
The fact is that there is no opposition between voiced
and voiceless so the participants substituted [z] to

voiceless alveolar fricative [s] as in the word “zoo

/*su/ and the word “zebra” /*sibra/.



The participants found difficulty with voiceless
alveolar fricative [s] as well when it occurred in the final
position of words as well. They pronounced voiceless
velar stop [k] instead, as in the word “fox” /*fok/

And the last phonetics features of English
consonants pronunciation problem [lJ and [r], all
participants pronounced [l] and [r] as voiced alveolar
nasal [n] when they appeared in the final position as in
the word ball /*bdn/. Some participants deleted or
replaced by bilabial approximant [w]. For example in

the words “fall” /*fo/, and “well” /*wew/.

Section 2 The result of comparing the students’
achievement by contrasting the participants’ pre-test
and post-test score.

After improving process, the participants were asked
to do post-test in order to see the differences between
the pre-test and post-test score. The data was
statistically treated with T-Test using the probability of
0.05 with a critical value of 2.013 and a degree of

freedom was 46 as shown in table 3.

_ % — %,
G2, (5)?
Ny N

Dif ference between group means(Signal)

Variability of groups(Noise)

Table 3 T-test result comparing pre-test data sets to post-test

data sets
Data N X Xgain SD p-value t-value T- DF
Set score crit(p=0.05)
Pre- 24 1954 1.68 100749545 - 2013 46
test x 1020 16.28634
Post- 24 3413 T 355

test
X=mean, 8.D = Standard Deviation, **p < 00001

The data suggest that there was a significant
difference between pre-test and post-test results and

the participants had significant gain score mean of
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+14.59. Participants were found to have more
knowledge after participating in the activity (t (46) =
2.013, p<.05). The data suggested that the improving
process was effective in increasing the score of the
participants and indicated that the activity can enhance
and broaden the participants’ English consonants

pronunciation skill from their perspectives.

V. CONCLUSION AND DISCUSSION

The results obtain from this study suggest that all
participants do not have mastery on fricatives ([v], [8],
(8], [z], 1], [3)), affricates ([tf], and [d3]), and stop ([g])
with the percentage of 100 when they occur in the
initial, medial and final position within words. This
finding supports the findings of Kanokpermpoon (2007),
(2007) in

Tanthanis (2013) and Khaichaiyapoom

revealing that English fricatives are difficult to

pronounce due to the inexistence in the Thai
phonology system. Besides, the students encounter
problems with the lateral ([\]), and approximant ([r])
with the percentage of 100 when they occur in the final
position of words. The results also show that [f] is not
a problem sound for most participants except when it
occurs in final position. The error occurs with the
percentage of 83.

It could then be said that participants’ major
problematic sounds occur when the consonant sounds
do not exist in the Thai phonology system so they
substitute by other similar or the most alike Thai
Moreover, they lack of

consonant sounds.

pronunciation rules knowledge; the position of
articulators using in producing English consonants and
the opposition between voiced and voiceless in English.
The participants’ native language, Northern Thai dialect
or Hill Tribe language, is also an important factor that
affects the participants’ English pronunciation.

From the researcher’s point of view, teaching

English pronunciation is a challenging task for English
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classes in Thailand. At the beginning level of English
classes, Thai students need to focus on the basics of
English consonants pronunciation. At the interme-
diated and advanced level, places and manners of
articulation in producing English consonants including
speech organs of articulation should be introduced to
English courses so they can learn the differences
between English and Thai phonological and articulatory
system. Meanwhile, English teachers themselves
should be aware of the important of the accuracy of
English consonants pronunciation. They should guide
students to pronounce appropriately in English because
teachers are the authentic input and feedback that the
students are brought into contact with English
consonants pronunciation.

For Thai students, they should expose themselves
in activities that can enhance their English consonants
pronunciation by learning and practicing English
pronunciation out of the class with dictionaries, English
pronunciation software programs, video clips, English

songs, and related websites.
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Abstract
Brand positioning means the place a brand occupies in the minds of its customers. It becomes very important
for effective marketing strategic planning. The purposes of this research are to study factors affecting decision-
making for using private hospitals and to analyze brand positioning of private hospitals in Bangkok. Data were
collected from a convenience sample of 400 Thai consumers. The findings revealed that consumers perceive

distinguishing position among each private hospital. The implications and limitations were discussed.

Keywords: Brand Positioning, 3D-Mapping, Private hospital
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Abstract

In this dissertation, the researcher examines (1) the effects of intellectual capital on innovation, competitiveness,
and the performance of small and medium enterprises (SMEs); (2) the effects of innovation on competitiveness,
and the performance of SMEs; and (3) the effects of competitiveness on the performance of SMEs.

The qualitative research approach was used by conducting in-depth interviews with five experts. In the
quantitative research approach, a questionnaire was used with 400 business owners or shareholders who were
members of the sample population. Quantitative data were analyzed using a structural equation model (SEM).

Findings showed that intellectual capital exhibited positive direct effects on innovation, competitiveness, and
the performance of organization. Innovation exhibited positive direct effects on competitiveness, and the
performance of organization. Competitiveness exhibited positive direct effects on the performance of organization,
respectively.

From the research findings, entrepreneurs should encourage employees to use the knowledge, skills, and
experiences they have to develop new things, Readiness in the aspect of assets should be prepared in order to
create innovations. Technology should be used to create new products or services in order to foster

competitiveness, leading to better performance

Keywords: Intellectual capital, Innovation, Competitiveness, Performance, SMEs
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Wieas1sdufuaruins assuinnsailval Uudganssuon
Wiedinouaussnainlefle (Hussinki, Ritala, Vanhala, &
Kianto, 2017) usna nidafiauisvveslnaa 3nisat
(2556) NUTMUUYYEINALTIUINABTAANAINITOIUNIS

wisduvesgsznaunsemisiluyseinelneg

3.3) WInN354 (Innovation) Munefsn1sassassAastng
Tiagdun1seenkUUNAR Susikazusn1stvd nsildsy
ASEUIUASHAA LRI NSkEnznmanbug nMsiUdsunlas

IaseaseeeAnts Madguilasuuuugsia n1suadmn

o

ninenslmiiy Yngau lnsutnnssuasiludsdidgues

' A v ' P @
E)Gﬂﬂ'ﬁVlaﬁNﬂ']’]MLLmﬂﬁ]’lﬂLLa%ﬂ’Nlll(ﬂLUSEJUSLUﬂ’IiLLGUJSU‘Ll
inlesAnsUszaun11udnisa (Schumpeter, 1934;
Christensen & Raynor, 2003; The organization of

economic co-operation and development, 2005)

o =

PINNSSUADIAUSENBU 4 Useiande (1) winnssuniu

a o

HAMAUTUIBUINIT (2) UTRNTIUAIUNTEUIUNIT (3)
UINNTINAIUNITAAIA (4) UTRNTTUAIUDIANIT (W.
Wikhamn, Armbrecht, & Wikhamn, 2018) 31nn15nuNIu
155841554 % 8 9Rodiriguez-Victoria (2018)1ana1231
uinnssuinansenusednaua1u1salun1suUeduves
w3eviegsnalssululssimaladuides aenndosiuna

o

A15ANY1Y89 Fidizadeh (2017) NANWINANSTEN UV B
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YIRNISUAINARBTAAIUAIUITOIUNITWYITUVBIUSEN

dsoanlulseinadnsu

3.4) YIaAnuausalun1sutedu (Competitiveness)
AoAuaIL5aveIINsluNSUSMITAn SN Nens i
ogluasdnis Wiildunuiuazaiamadilsiiduen Tnens
Uszgndlduinnssy auneliAndundnnmuazdnsinis
WwigAUlanLATYgRavessEme aunsawdatulussuy
iasugAalanld Tnsuszvvuluussinaasdsoliias
(World Economic Forum, 2017; Yang & Zhang, 2017;
Cyrino, Parente, Dunlap, & Goes, 2017) lanedan
AUANTLUNTUTITUTBIAUSENBY 3 AUAB ADIY
WANFINIVBIFUAATUTNNT NSUTENGRGUN Lagatanng
niinaw leeanuddeves Samsir (2018) lanaryinludseina
5141@&%&1‘5‘14;@33ﬂaumﬁamﬁwmmmumzsuum
gouarasslaauainisalunisuistulaen1sdnnisnu
m%’wmmﬁﬁ@mm Mlrensen1TaeNAYULUULALES1S

ANULANA19INAUYS Tagnislduinnssunazasiananis

AnduNAlnuiang

35) nan19A1tIUIIUVOI09ANTT (Organization
performance) udsuanslitsnnuaunsaveseannisiu
n1saniiugsia lnsunesdnsdnazianiman1saniiures

seAduguiuuaunsiu Sukansdawenue duyuaildine

' %
L =

warhls Aunindiidenses wildudifiey dwvesiovu 1Hu
fu urnan1sAfuuiisanuismisdiuaunisduiios
ogifier o19liilameusnisusunagnivesesdniiitels
danuarnnsalunisudsduiuguasle Fatueadnisdes
Sonansandudiug o fuenmierinmainunsiiugie
dietfunistanaiiseudunazasrennuudaunseleifu
99AN1T WANTANTUNIUYDIIANITAD N1TIANATDINTT
fudugsisvesesdnsiieliiiuluaudmuisuas

[

WUT

q

rasAly 4 A1u dulaud A1un1sRu iugnA Ay
nsruIuMINelueIAnig waraunsiseuiLaznisiiule
VovyanU1y (Kaplan & Norton, 1992; Nanayakkara &

Iselin, 2012)
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4) NTOULUIAAIUINITITY
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AUNRFINNTIVY LABUUINITAN IR

5.1) BBMATeenas laswuswmdeyaanuiedouasy
UNANNNINITING 1BNa1swide WedunAnwiuszney

funsdunwallddnlidunseusunfnlunisise

5.2) /NN N vInsFuntwallugedin (in-

depth interview) lngdun1ualinsnanaimaeinaluniu

q

SMEs 5 U

5.3) MPATedaUTinn Teenduuszvinsaedfyanad
angidsufunsuimuigsianisalulvaniunnuas
USumuma 91uau 400,525 518 Felad1uiunguding1aniy
LUWIAAYBY Hair, Black, Babin, Anderson, and Tatham (2006)

N&1731YUINYBINGUAIDYIUABNITILATIEN SEM ol
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X! MYUANAUAIDEINYINAY 400 518 LaTHBIN
endunguinegnenuiBnisduuuutugll (Stratified) Hu
nsutsnguoandundudesvietu Taslvidnumzanely
Fuidoaianuadisadedu (1556 wnueng, 2555) Tu
msfnadall wlefudu 3 gsfafio (1) madwandd 2
A13NARA WAz (3)n13U3N15 NTuLULUUERdIu
(Proportional allocation) wesngugsAatnasiu Lieuiudn
1N13d1539798199INL91U89RINIUI DD 91 UVDIFITAA
FamAavuIANaIwas Y UGNl UL AN T RN LN IUATIAL
Uumma $1uau 400 au Ineglduuvasunufundedio
MInsIvEeUAIN eI asle azALiunslu 2 Snuas
fla NM1InTI9deUANASY (validity) Sumeulunismsavaey
Aan LI eaile wuuasun U nuAUMTIR A
Fompluamniiferiesiu SMEs S1um svi iensiadeu
arunsaduilomlnedifuilauaenndesszwinadosio
(item-objective congruence index—-I0C) A15180811NNTN
Wsewiniu 0.5 nsesiaasunautluld (try out) $1udu
40 A ilonTIapuAALTiEs (reliability) vesuuuaaUATY

Tagldduusedniusanvoansauuna (Cronbach’s



alpha coefficient) vasusazdanUsnrsdanaus 0.7 Tuly
(Hair, et al., 2006) kazA131LUN518U8 (corrected item-total

correlation) UBIARLTDAINIUAITLANRNILA 0.3

6) HaN15I9Y

6.1) MNNTAUNYUTEANANENTIAUA 5 ¥ WU
nansgnuvesunalygisenanisn1saiuauves
Famiuanalssarvwingeniildinalulagninistuly

wanFunnEUAsLarUSUNTaaeaafesiuil Tadeisudiy
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n1sususa devied wiasdunu n1sadauinnssulaiu
Aanastaenisldinalulad deeeulat 1wy Facebook
Instagram Audnfidiendnwal fumsgiuduiteeuiu n1s
a5ram3edny BHlunan1sidnanuaiuisalunisuaedu
danavinliigniavuinnatslasruingeuinanis
FudunuiaTy

6.2) mﬁLﬂswﬁ%’agaﬁﬂﬂmawjmauLmuaaumu WU

P

ngusegafineunuvasunwdlngjegluninuinng i
Fau 196 518 Anlusesay 49 wariluniansAuanan
da §91uau 144 518 AnduSeuay 36 NANSHER 11U
60 518 Anlusewar 15 dmSusunisidmaluladnig
n33u WU ngudnegsiineunuvaeuaudlngfild

a ' a

szUUNTSIINKIUSEUUBUABSLIALAE SYUUNTIIULY

N

nsfwsidletio fduau 236 518 Anluieuay 59 dauriu
JrUgIaR L luiaNs wud nqudteg R uLuUdRUA Y
dlngiszuziiainiiiufanis 3 - 10 U d9uau 236 518

Andusouas 59

6.3) N5ILATILNBIAUTLNBULTAEUTULNBNTIVADUAINY

A59TILATIAS HANNTATIVADUAIUATUTILATIAS 190096

wuudnaeeUsenauiy (1) unndyyr ) uinnssy (3) In

AMUEINITOIINITUIITY (4) HANITAWRUNITUDIBIANTT 11D

f91suAtminesdUsEneuNInsgIu (standardized factor

loading) Wu31 HUNEUTITINVLAYINAT Ao WiagduUsdunale

AoalAUINTNBIAUTENBU AaWe 0.5 AaUSwHaADIlliAn

Average Variance Extracted (AVE) Adt# 0.5 LagA1AI1M

WieeTinvesusasfuUsurs (Composite Reliability-CR) #od

flendaus 0.6 (Hair, et al,, 2006)
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A157°97 1 NANIATIEOUANNATUTIATIES NV IRILUUTIaRINTIR

Ay Loading tvalue AVE CR
mumelaga Uiyl 0.89 11.95 074 096
(INO) NULYWE2 0.91 -

nulasaiel 0.84 -
yulAseEsnez 0.74 10.31
YUATUENRUSL 0.89 25.29
YUAMUENRUS2 0.92 -
NuAmANRuS3 0.83 22.68
uASRUL 0.77 8.94
UMIRU2 0.87 -
uIANIY nanfun1 0.84 11.55 0.72 0.96
(NN) NanSnuN2 0.87 -
I¥UIUNTL 0.84 -
NITUIUNTG2 082 1675
NITUIUNTG3 085  19.17
NI9an1 0.77 9.29
MINaIn2 0.85 -
239AN51 089  16.16
D4ANS2 0.88 -
Un ANULANAEUATL 0.87 - 075 096
AUEITN
lunsudedy  AVmuAneduA2 - 088 2038
(COM) ANULANAIAUA3 079 1832
Uszndasuyul 0.91 -
Uszndasuyu 084 2197
Uszndasuyu3 086 2259
adannsl 0.83 2208
afains2 0.90 -
alannis3 0.89 24.39
NAN1S maseusl 086 1169 082 098
AU
wsgaednns  MISBu32 0.92 -
(PER) nszvunnelul 091 -
nszuaunnelu2 0.91 9.52
FugneAnl 0.90 -
Fugnan2 084 124
fMuMItul 090  32.99
FUNTRU2 096  40.01
FUNIRU3 0.95 -
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6.4) NANITIATIFVTRYANUTIN FIUUUTIA0AUNTT
lasairnusulndasnndosiutayaiisusednvuanain
8OUSUANNATIUNANNTT FIhUUTIA0IN UV ¥ doARTa

naunfuiuteyaalsedny lagdluuudiaosaunns
Tassadsfidla-aund (17) wihitu 418.256 fesrndase
(df wirfu 381 Ala-auansduing (x> /dp) wirfu 1.098
Hueditesnd 2 aenndostunaifidivual’ wazan
aanianu (p-value) Wiy 0.091 Wumfiunnnii 0.05
Audaiit ez anvestauuusias teun Adeiiia
AMUADAARBINANNAULTIFUANS (CFI) 191117U 0.998 A1
FtinszAUAMNNANNAY (GF) 1WA 0.945 ArA1awilin
SERUAMUNANNAUTIUSULAWED (AGF) Winiu 0.904 W
AL AUUALABIAININATY 0.9 LaLANITIINYD
ALadetdsdawainnunaiaedeulneUszuna (RMSEA)

sl o A

Winfiu 0.016 FedpeniunueiNnvuafe 0.05 (@nuNa 83

= a

1o, auoda Wnsssan, wae Svilna Aglynyiad, 2551)

] I AR

2
X =1418.256, df = 381, p value = 0.091, CF/ = 0.998, GFI =
0.945, AGFI = 0.904, RMSEA = 0.016

JUT 2 dwvudnaessaunisiassaiaansenuvewunidyasena
AsAiuauvefiavnavuInnakazYungaN A lsmalulagnig

mstuluanamnauasLasIIMma
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6.5) fuAduUseavsidunisdanalagns (GAMMA) 1u
Mg ainansznunemswiauinnssuindu 0.626 uag
v!uma{]zyzmﬁmaﬁiaui’mﬂﬁmﬁmé’wiz%wéﬁumﬁm
Wiy 0.626

nunidganiinanssnunimssiainainuaiuisaly
N3 9TULYINAY 0.184 numwﬂm&gwﬁdmaﬂiwuiu
N9O0URDTAANAINITATUNITUUITUYINAY 0.253 wag
nunedyardmansenuseslnanuauisalunisuyadull
ST AvSd eIy 0.437

NUNY Y TIHANTENUNIATIFBNANTANTUIIUVES
29ANSINAY 0.478 Nundygrdwmansenunisdouse
HANMIANTUNUYRIRIANTIYINTU 0.300 wagyuvnelayay
fidwarenanmsaiunuretesdnmsiidduussavsidunia

WA 0.778
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FruArduUsyansidunisdnalasnss BETA) lne
UINNTTUANANTENUNINTIABTAAILEINITOIUAITUUITY
WindU 0.404 wazuinnssuinansynuselannuaIunsaly
ASUReUlasIYINAY 0.404

YIRNITUANANTENUNNATIABHANITANTUIIUVD S
2IANNSIVNAY 0.359 WazWINNITUAINANTENUNIDBUAD
NAN1TANLTUIIUVBIBIANISIYINAY 0.070 d1mSUNanNsENY
1AYTIUVIUTANITUAINANTENUADNANITALEUITUYDY
asfnsiimduUssavsiduneswiiu 0.429

YAANNENTOIUNTUIITUINANTENUNNINTIRBHANTS
AIUIUTBIBIANTTINNAU 0.174 wazdnAnuausaly
NTUWITUAINANTENUABNANTANTUIIUVDIDIA NTHAN

AUUSTANDEUN95IINAU 0.174 A9nN5197 2

P399 2 HANTENUNIIRTE HANTENUNNERN wagkansenuTnvasumslygenanisaniunuvediamiavuanaisiasvungeuily

walulagnenisuluansannuynuasiasUsuuna

ndwa (effect)

frauus uIANTTY (INN) Faauanusalunisudsdu (COM)  wamsaliuauuesesnns (PER)
DE IE TE DE IE TE DE IE TE
numaﬂzyzm (INO) 0.626™* 0.626** 0.184** 0.253** 0.437** 0.478** 0.300** 0.778**
UInNTSH (INN) 0.404** - 0.404** 0.359** 0.070** 0.429**
Fapuaunsatun sty (COM) 0.174%* - 0.174%*
ArAuAULUT (R2 ) 0.392 0.290 0.739

** geineiitldAgveanAnsyau 0.01

7) 8AUTIENEANISITY

Han153venud unadyariinansznunimsesidu
UINAILUS 3 Awls AD WIRNTSY IMANUEINSalLNS
LUITULAZHANITA LT UNITUDIBIANIT LUV ML NWIRNTTUL

a2 W o a a
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P L oA ~
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M99 3 AN INAFBUALNAFIY

Q HANTNAZEU
AUNAFIY t value -
auuAgIY
H1 o awwfgiudl 1 : yumstygndssanssnuidsuindouinnssy 11.57 atfuayu
H2  awfgud 2 - umsyandssanssnudauindednnmannsalunisusdadu 2.96 atfuayu
H3  awfgiudl 3 : yumstygndssanssnuilauindonadidusuyeesdms 6.14 atfuayu
Ha  aufgiudl 4 : uinnssudsmansenuiBsuindodnanuannsalumsudedy 5.83 avfuayu
H5  auufgiudl 5 : uinnssudsmanssnuBsuindonasiiduauyedesdns 4.46 avuayu
He  auufigd 6 : Iamnuanunsalumsdmansemudauinuinsonadiiunuueseadms 3.19 afuayu

8) TaLAuDILUY
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Abstract

This study aims to investigate the impacts of corporate social responsibility (CSR) and service quality on
customer loyalty outcomes of private bank users in Myanmar. Specifically, this study emphasizes four CSR
dimensions, five dimensions of service quality, and five customer loyalty outcomes. The quantitative research
approach was used to investigate 459 valid responses collected via a questionnaire survey from the users of a
private bank in Mandalay, Myanmar. The Confirmatory Factor Analysis (CFA) and Structural Equation Modeling
(SEM) were used to analyze the data. This study found that CSR to Social and Non-social Stakeholder positively
influence on Identification and Exclusive Consideration dimensions of customer loyalty outcomes. In addition, this
study also found that CSR to Customers positively influence on Exclusive Consideration, Advocacy, Strength of
Preference, and Share of Wallet dimensions of customer loyalty outcomes. However, service quality dimensions
did not find to have significant effect on any dimensions of customer loyalty outcomes. The findings could
contribute to the service loyalty context in the aspect of stakeholder CSR and service quality, including loyalty
outcomes. Moreover, the findings could be applied to the development of CSR and service quality strategies to

make customers remain with the company and sustain customer loyalty.

Keywords: Corporate Social Responsibility, Service Quality, Customer Loyalty, Customer Loyalty Outcomes
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[. INTRODUCTION

The competitions among business organizations are
increasing continuously and changing the way these
business organizations deliver their products or services
to the market (Bhat, Darzi, & Parrey, 2018). As they have
to interact with the customer and want to establish
long-term  relationship  with  customer,  service
organizations are putting their focus on customer
(Markovic, Iglesias, Singh, & Sierra, 2018). The financial
organizations, such as banks, are also trying to improve
their process by affiliating with customers and try to
survive and compete in the market (Bhat et al., 2018).
In order to survive and gain a competitive advantage in
an intense competition, banks are now shifting their
focus on the loyalty of their customers (Leninkumar,
2017).

Customer loyalty becomes a major concern in the
banking sector as the competition becomes intense
(Pasha & Waleed, 2016). It plays a critical role as it can
increase sales and maintaining a relationship with
customers (Singh, Singh, & Vij, 2017). Development of
customer loyalty is a common marketing objective and
therefore gains much attention in the literature (Huang,
Cheng, & Chen, 2017; Rather & Hollebeek, 2019). A loyal
customer keeps purchasing the company’s products
constantly (Hashem & Ali, 2019). With different
marketing strategies, banks are trying to gain customer
loyalty (Hasim, Mahmud, Shamsudin, Hussain, & Salem,
2015). In addition, many researchers in banking sector
have been focused on customer loyalty and try to
explain the predictors for customer loyalty (Eklof,
Podkorytova, & Malova, 2018; Kamat, Pilla, Pech, Mello,
& Chang, 2017; Nyarku et al., 2018; Irshad, Rahim, &
Khan, 2017).

On the other hand, because of the significance of
service loyalty, nature and dimensions of this construct
is the

worth to be fully understand. If not,

measurement of this would be the wrong one and
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could not identify loyal customers, could not link
customer loyalty to firm performance measures and
could not design successful loyalty programs by
rewarding the wrong customer behavior or attitudes
(Jones & Taylor, 2007). Early conceptualization of
service loyalty focused primarily on its outcome and
many researchers had been identified on the
dimension of customer loyalty outcomes (Jones &
Taylor, 2007). In this study, these customer loyalty
outcomes are used as dependent variables and the
impacts of CSR performance and service quality on
customer loyalty outcomes are studied.

Because of unusual global climate changes, and
frequently occurred social events, organizations’ social
responsibilities become increasingly influential, and
these organizations cannot stand for maximization of
profit alone (Hsu, 2018). In recent years, CSR gradually
becomes a good strategic marketing tool (Lee, 2018).
Findings of previous studies proposed that
organizations can turn their customers into brand
ambassadors and make their customers to pay higher
prices for the same product or service by being a good
corporate citizen. In addition, studies also found that
CSR initiatives can significantly improve loyalty
intention and brand preference of customers can be
improved by their perception of CSR (Liu, Wong,
Rongwei, & Tseng, 2014).

Although the concept of CSR is globally seen as the
sustainability, social performance, or shared value,
Myanmar companies usually understand as making
donations, especially for temples, and scholarships and
housing for staff of the firms (The DaNa Facility, 2018).
However, like other banks in the world, most of the
banks in Myanmar also view CSR as a mean to improve
customer loyalty, and consequently, participating in
CSR activities (Barkemeyer & Miklian, 2019). In this
regards, many previous studies have been done on the

impacts of CSR activities on loyalty intention of bank



customers (Ajina, Japutra, Nguyen, Syed-Alwi, & Al-
Hajla, 2019; Mohamud, 2018; Igbudu, Garanti, &
Popoola, 2018). However, relatively few researches of
this area have been done in Myanmar context. In
addition, in Myanmar, CSR initiatives of businesses are
very important as they can protect the environment,
build strong and economically active communities, and
help the poorest of the population out of poverty
(Welford, 2013). In this regards, Myanmar Centre for
Responsible Business (2014) pushshes the firms seeking
to enter Myanmar to incorporate corporate social
responsibility (CSR) into their business model. This
study tries to fill these gaps by exploring the influence
of CSR on customer loyalty specifically in banking
services in Myanmar.

On the other hand, due to its significance, quality
has attracted the attentions of many customers and
researchers (Joudeh & Dandis, 2018; Hashem & Alj,
2019). Even in the area of service, it is one of the most
important aspect of business success (Joudeh & Dandis,
2018). In addition, as customers are now aware of the
quality of service, which leads the organizations to put
more attention to the quality of service provided to
customers (Joudeh & Dandis, 2018), banks should
please all types of customers who are from various
social groups (Srinivas & Rao, 2918). In doing so,
competitive pressures also push them to focus on the
customers’ perception of quality and gain customer
loyalty (Kamat et al,, 2017). Many researchers have
been focused on the impact of service quality on
customer loyalty in the banking sector (Alafeshat &
Alola, 2018; Eklof et al., 2018; Kamat et al.,, 2017).
However, only a limited number of studies has been
done in Myanmar banking context. In order to fill this
gap, this study tries to explain the impact of service
quality on customer loyalty. Hence, in this study, CSR
and service quality are used as the predictors for

customer loyalty in the banking sector of Myanmar.
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The objectives of this research are
1. To examine the impacts of four dimensions of
CSR on five dimensions of customer loyalty outcomes.

2. To examine the impacts of five dimensions of
service quality on five dimensions of customer loyalty

outcomes.

Il. LITERATURE REVIEW

Different authors defined customer loyalty
differently. Customer loyalty is the extent to which
customers feel that a service provider has consistent
and increased service

policies and procedures

efficiency, and their likelihood of repurchasing
(Schneider & Bowen, 1999). Liu and colleagues (2011)
argued that customer loyalty is the commitment made
by customers to rebuy a particular product or service.
In addition, Oliver (1999) defined customer loyalty as a
genuinely held commitment to rebuy or re-patronize a
preferred product/ service consistently in the future.
Different researchers operationalized five variables
of customer loyalty outcomes of loyalty. The customer
loyalty outcomes the researchers operationalized are
Identification, Exclusive Consideration, Advocacy,
Strength of Preference, and Share of Wallet. The
definitions of these variables and corresponding

literatures are shown in TABLE I.
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TABLE I: Definitions of Customer Loyalty Outcomes Variables

Customer Definitions

Loyalty

Outcomes

Identification Customers who use the services get the
sense of ownership over the service of the
firm that they received (Gabbott & Hogg,
1994; Bhattacharya, Rao, & Glynn, 1995;
Butcher, Sparks, & O'Callaghan, 2001).

Exclusive The extent to which the customer

consideration considers the service provider as his or her
only choice when using financial service

(Dwyer, Schurr, & Oh, 1987; Jones & Taylor,

2007).
Advocacy Consumer’s willingness to recommend a
(Word-of- service provider to other consumers (Dick
Mouth) & Basu, 1994; Westbrook, 1987).

Strength of Customers have a strong preference for a

Preference service provider in comparing to other
service providers and are not easy for
competitors to persuade them (Dick &
Basu, 1994; Butcher et al.,, 2001; Oliver,
1999; Day, 1969).

Share of Wallet  Customer’s relative desire to make all of
their purchases in a specific category with
the same service provider (Reynolds &

Beatty, 1999; Day, 1969).

Many studies have been done in the area of
customer loyalty outcomes. Building a relationship
between customer and service provider can create a
sense of belongingness (Gabbott & Hogg, 1994,
Bhattacharya, Rao, & Glynn, 1995). Jones and Taylor
(2007) reviewed the literature in the area of marketing
and found that exclusive consideration is the outcomes
that loyal customers have on the business. Loyal
customers are motivated to hand over good word-of-
mouth (Advocacy) communication to other consumers
(Dick & Basu, 1994). Many researchers propose that
loyalty

conceptualization (Dick & Basu, 1994; Butcher et al,

customer preference is central to a
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2001; Oliver, 1999). The proportion of a customer’s
purchase from a company in a specific category is an
important determinant of loyalty index (Day, 1969). In
this study, these five variables of customer loyalty
outcomes are treated as dependent variables and the
impact of CSR dimensions and service quality
dimensions on these customer loyalty outcomes are
tested.

Corporate social activities are initiated by a
company to support causes and to reach commitments
to corporate social responsibility (Kotler & Lee, 2005).
According to the World Bank, CSR is the commitment
of the business which contributes to economics
developments (Chung, Yu, Choi, & Shin, 2015). Turker
(2009a) defined CSR as corporate behaviors that have a
positive effect on stakeholders rather than economic
interest. This definition of CSR is closely connected with
the concept of ‘stakeholder’ (Turker, 2009a) and
stakeholder theories influence the concerns of CSR
(Henderson, 2001). Firms’ stakeholder theory is
presumably the most influential popular theory in the
CSR area (Stark, 1993). Following the stakeholder
perspective of CSR theory, Turker (2009a) and Turker
(2009b) specified the responsibilities of corporations on
four kinds of stakeholder — responsibilities to, Social
and Non-social stakeholders, Employees, Customers,
and to Government. In this study, these CSR dimensions
are used as research variables determining CSR
activities of the firm and their impact on customer
loyalty outcomes.

Many researchers have been studied on the
influence of each dimension of CSR on customer
loyalty. Menon and Menon (1997) argued that, in high-
impact industries, environmentally mindful customers
reward suppliers’ environmental orientation with
increased commitment. On the other hand, customer
orientation of CSR influence on buying decision directly

(Pe'rez, Marti'nez, & Bosque, 2013). Moreover, scholars



have also argued that customers’ positive responses to
CSR perceptions are significant when other stakeholder
concerns are included in this construct, including sood
labor practices among others (Feldman & Parraga,
2013). Moisescu (2015) found that customers’
perception of the organization’s responsibilities toward
public authorities influences on loyalty.

On the other hand, as the competition becomes
intense, service quality becomes a very important
marketing tool for companies. Customers who
experienced a quality service tend to share their
experience with others leading to an expanded
customer base and that such customers tend to
become loyal customers (Joudeh & Dandis, 2018).
However, customers who experienced a bad service
tend to share that experience with others and this leads
to reduce purchase and customer base (Smith &
Bolton, 2002). Service quality is the overall assessment
of service by the customers (Eshghi, Roy, & Ganguli,
2008), or the degree to which a service product meets
the needs or expectations of customers (Asubonteng,
McCleary, & Swan, 1996). This study used service quality
variables of the SERVQUAL model, Tangibles, Reliability,
Responsiveness, Assurance, and Empathy, which were
developed by Parasuraman, Zeithaml, and Berry (1988),
in assessing its impact on customer loyalty.

Many studies had been made on the dimensions of
service quality’s influence on customer loyalty (Malik,
Naeem, & Nasir, 2011; Raza, Siddiquei, Awan, & Bukhari,
2012; Nadeem & Nasir, 2017; Ullah, Raza, & Chander,
2016; Rehman, Ilyas, Aslam, & Imran, 2016). Malik and
colleagues (2011) studied the impact of each
dimension of the SERVQUAL model on loyalty in the
hotel industry. Raza and colleagues (2012) found that
service quality matters a lot in developing customer
loyalty. Nadeem and Nasir (2017) found that SERVQUAL
dimensions would increase customer loyalty. In this

study, the dimensions of service quality’s impacts on
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customer loyalty outcomes were studied. According to
the above discussions lists of hypotheses are laid down
as follows and conceptual framework is presented in
Fig. 1.

H,,: Social and Non-social component of CSR has a
positive influence on Identification.

Hip: Social and Non-social component of CSR has a
positive influence on Exclusive Consideration.

H,c: Social and Non-social component of CSR has a
positive influence on Advocacy.

H,g: Social and Non-social component of CSR has a
positive influence on Strength of Preference.

H;e: Social and Non-social component of CSR has a
positive influence on Share of Wallet.

H,.: Employee component of CSR has a positive
influence on Identification.

Ho: Employee component of CSR has a positive
influence on Exclusive Consideration.

H,.: Employee component of CSR has a positive
influence on Advocacy.

H,q: Employee component of CSR has a positive
influence on Strength of Preference.

H,e: Employee component of CSR has a positive
influence on Share of Wallet.

Hs,: Customer component of CSR has a positive
influence on Identification.

Hs,: Customer component of CSR has a positive
influence on Exclusive Consideration.

Hs: Customer component of CSR has a positive
influence on Advocacy.

Hsy: Customer component of CSR has a positive
influence on Strength of Preference.

Hse: Customer component of CSR has a positive
influence on Share of Wallet.

Haa: Government component of CSR has a positive
influence on Identification.

Hap: Government component of CSR has a positive

influence on Exclusive Consideration.
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Hae: Government component of CSR has a positive
influence on Advocacy.

Hag: Government component of CSR has a positive
influence on Strength of Preference.

Hae: Government component of CSR has a positive
influence on Share of Wallet.

Hs,: Tangibles dimension of service quality has
positive influence on Identification.

Hsp: Tangibles dimension of service quality has
positive influence on Exclusive Consideration.

Hsc: Tangibles dimension of service quality has
positive influence on Advocacy.

Hsg: Tangibles dimension of service quality has
positive influence on Strength of Preference.

Hse: Tangibles dimension of service quality has
positive influence on Share of Wallet.

Hea: Reliability dimension of service quality has
positive influence on Identification.

Hep: Reliability dimension of service quality has
positive influence on Exclusive Consideration.

Hec: Reliability dimension of service quality has
positive influence on Advocacy.

Heq: Reliability dimension of service quality has
positive influence on Strength of Preference.

Hee: Reliability dimension of service quality has
positive influence on Share of Wallet.

H-.: Responsiveness dimension of service quality has
a positive influence on Identification.

Hso: Responsiveness dimension of service quality
has a positive influence on Exclusive Consideration.

H-.: Responsiveness dimension of service quality has
a positive influence on Advocacy.

H-g: Responsiveness dimension of service quality
has a positive influence on Strength of Preference.

Hse: Responsiveness dimension of service quality
has a positive influence on Share of Wallet.

He,: Assurance dimension of service quality has a

positive influence on Identification.
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Hgo: Assurance dimension of service quality has
positive influence on Exclusive Consideration.

Hee: Assurance dimension of service quality has
positive influence on Advocacy.

Heg: Assurance dimension of service quality has
positive influence on Strength of Preference.

Hge: Assurance dimension of service quality has
positive influence on Share of Wallet.

Ho,: Empathy dimension of service quality has
positive influence on Identification.

Hop: Empathy dimension of service quality has
positive influence on Exclusive Consideration.

Hoc: Empathy dimension of service quality has
positive influence on Advocacy.

Hog: Empathy dimension of service quality has
positive influence on Strength of Preference.

Hoe: Empathy dimension of service quality has

positive influence on Share of Wallet.

CSR
Dimensions
Customer Loyalty
Outcomes
Service
Quality
Dimensions

Fig. 1 Conceptual Framework

lll. RESEARCH METHODOLOGY

Exploratory research was used in the study. A draft
questionnaire was prepared based on the previous

literature, and this questionnaire was modified

according to the results of Item Objective Congruence

(I0C) test. For the pilot study, this modified

questionnaire was then translated from English to
Myanmar using back-translation technique and
surveyed 41 respondents. Reliability Analysis was used

as preliminary analysis for the pilot study. Based on the



results of the pilot study, the questionnaire was refined
for the main data collection. For the purpose of the
main study, 650 questionnaires were distributed to
private bank users in Mandalay, Myanmar and out of
which 547 questionnaires were returned. Therefore, the
response rate was 84.15% and after eliminating
incomplete responses and responses with outliers, 459
qualified responses were used for the study. In the
main study, after analyzing scale reliability with
Cronbach’s Alpha, Confirmatory Factor Analysis (CFA)
and Structural Equation Model (SEM) were used to

analyze the scale validity and hypotheses specified in

the model.

A. Research Measurement

In this study, five variables of customer loyalty
outcomes were used as dependent variables, and four
dimensions of CSR and five dimensions of service
quality were used as independent variables. Scales
items for all of these variables were subject to I0C test
and refined according to experts’ suggestions. For CSR
dimensions, scale items were adapted from the work
of Maignan, Ferrell, and Hult (1999), Turker (2009a), and
Oberseder, Schlegelmilch, Murphy, and Gruber (2014).
For service quality dimensions, scale items were based
on the work of Parasuraman et al. (1988), and Saghier
(2015). Scale items for customer loyalty outcomes were
adapted from the work of Sheth (1968), Hauser and
Wernerfelt (1989), Mael and Ashforth (1992), Kardes,
Kalyanaram, Chandrashekaran, and Dornoff (1993),
(1995),
Parasuraman (1996), Reynolds and Beatty (1999),

Mitra and Lynch Zeithaml, Berry, and
Ganesh, Arnold, and Reynolds (2000), and Baumann,
Elliott, and Hamin (2011). The scale items for all the
constructs were measured by using a five-point Likert

scale.
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IV. RESULTS AND DISCUSSIONS

A. Analysis Results

In the main study, the values of Cronbach’s Alpha
of all the constructs were above 0.7 ranging from 0.709
to 0.858 considered as very good reliability (Zikmund,
Babin, Carr, & Griffin, 2010). Hence, scale items for all
the variables used in the model were acceptable in
terms of internal consistency.

The independent variables were four dimensions of
CSR, and five dimensions of service quality. The
dependent variables were five dimensions of customer
loyalty outcomes. In this study, customer loyalty was a
second order variable. The summary of CFA and SEM
model fit indexes along with fit criteria based on

previous researchers are given in TABLE II.

TABLE II: Summary of Model Fit Indexes for CFA and SEM

Construct CMIN/ GFI CFI RMSEA
DF
CSR 1.928 0.951 0.949 0.045
Service 1.943 0.953 0.968 0.045
Quality
Customer 2.214 0.95 0.975 0.051
Loyalty
Outcomes
SEM 3.072 0.831 0.866 0.067
Criteria <3 >0.9 >0.9 <0.08
References Byrne Hair, Black, Hu and Hu and
(2016) Babin, and  Bentler Bentler
Anderson  (1999) (1999)
(2014)
n=459

As shown in Table 1, during the process of CFA, fix
indexes were matched to the model fit criteria referred
by previous researchers. For the SEM, the value of GFl
and CFI did not exceed 0.9. However, they still meet
the requirement suggested by Baumgartner and
Homburg, (1996), which is 0.08. Moreover, the alue of

CMIN/DF is slightly above 3 and very close to the
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threshold value. The value of RMSEA statisfied the Hse -2.456 -0.656  0.512 Not Supported
requirement of previous researchers’ suggestions. Once He. 3.888 0.747  0.455 Not Supported
CFA for each dependent and independent constructs Heo 8.61 0917 0.359 Not Supported
and SEM for the overall model were done, the Hesc 8.672 0.922 0.357 Not Supported
hypothesis testing results generated from the SEM Hea 9.584 0.932 0.351 Not Supported
process are presented in TABLE lll. The measurement Hee 8.902 0.935 0.35 Not Supported
model for the study is presented in Fig. 2. Hra 2124 -0.747 0455 Not Supported
Hab -4.456 -0.829  0.407 Not Supported
TABLE Ill: Hypothesis Testing Results Hzc -4.777 -0.885 0.376 Not Supported
Hypot B CR Sig. (P)  Evidence Hog -5.364 20905 0.365 Not Supported
hesis Hre 4606 0839 0402  NotSupported
Hia 0.298 363 ™ Supported Hga 0751  -0245 0806  NotSupported
Hip 0.154 2.196 0.028 Supported Has 427 0805  0.421 Not Supported
= P00t Hae -4.085 077 0441 Not Supported
TABLE Ill: HYPOTHESIS TESTING RESULTS (CONTINUED)
Haq -4.537 -0.781 0.435 Not Supported
Hypot B CR Sig. (P)  Evidence
hesis Hae -4.603 -0.852 0.394 Not Supported
Hic 0.084 1.322  0.186 Not Supported Hoa 3.669 1119 0.263 Not Supported
Hig 0.036 058  0.562 Not Supported Hoo 6.118 0982 0.326 Not Supported
Hie 0.126 1.897 0.058 Not Supported Hoc 6.143 0983 0.326 Not Supported
Hoa -0.001 -0.029 0.976 Not Supported Hog 6.663 0972 0331 Not Supported
Flao 0 0 1 Not Supported Hoe 6.058 0952  0.361 Not Supported
Hac -0.043 -1.019  0.308 Not Supported w0 _ 50,001
Had -0.049 -1.15  0.25 Not Supported
Hae -0.05 -1.169  0.242 Not Supported
Haa 0.105 1.468 0.142 Not Supported
Hss 0.163 2.153  0.031 Supported
Hsc 0.19 2532 0.011 Supported
Hag 0.256 3.104  0.002 Supported
Hse 0.281 3.296  * Supported
Haa -0.006 -0.107 0914 Not Supported
Hap 0.115 1.908 0.056 Not Supported
Hac 0.081 1.43  0.153 Not Supported
Haq 0.092 1.599 0.1 Not Supported
Hae -0.101 -1.74  0.082 Not Supported
Hsa -2.594 -1.103 027 Not Supported
Hss, -2.762 -0.735  0.462 Not Supported
Hs, -2.677 -0.712 0477 Not Supported
Hsg -2.667 -0.653 0514 Not Supported
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Fig. 2 Measurement Model for the Study
B. Discussion (Kheng, Mahamad, Ramayah, & Mosahab, 2010).
This study investigated the impact of CSR  According to the results of the hypothesis testing,
dimensions and service quality dimensions on  Tangibles dimensions of service quality have no

customer loyalty outcomes. This study found that CSR
to Social and Non-social Stakeholder has positive
influence on Identification and Exclusive Consideration.
In addition, this study also found that CSR to Customers
positively influence on Exclusive Consideration,
Advocacy, Strength of Preference, and Share of Wallet
dimensions of customer loyalty outcomes. Although
the standardized regression weight (B) were low, these
variables still have a direct positive impact on customer
loyalty. This finding was aligned with the findings of
Menon, and Menon (1997), Pe'rez et al. (2013), and
Moisescu, and Beracs (2015). Other dimensions of CSR
such as CSR to Employees, and CSR to Government do
not found to have significant impact on any dimensions
of customer loyalty outcomes.

Due to the emergence of self-service terminals, and
advance in information technology, tangibles lost its

importance as a measurement for customer loyalty
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positive influence on any dimensions of customer
loyalty outcomes. From the perspective of the private
bank users in Mandalay, Myanmar, Tangibles
dimensions of a bank’s service cannot influence the
loyalty of its customers. This finding was aligned with
the previous studies (Kheng et al., 2010; Sureshchandar,
Rajendran, & Anantharaman, 2003). In addition, the
current study found that reliability dimension of service
quality has no positive influence on all dimensions of
customer loyalty outcomes of private bank users in
Mandalay, Myanmar. This finding was aligned with the
finding of Kumar (2017). For the third variable of service
quality, the study found that the relationship between
the responsiveness dimension of service quality and
customer loyalty outcome is insignificant. This is aligned
with findings of Kheng et al. (2010), Jun and Cai (2001),
Diaz and Ruiz (2002), and Abdullah and Hilmi (2014). In

addition, the results indicate that the relationship
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between the assurance dimension of service quality
and customer loyalty outcomes was insignificant. This
result was aligned with the findings of Abdullah and
Hilmi (2014). The last dimension of service quaity,
Empathy, also have no positive significant effect on any
dimensions of customer loyalty outcomes. This finding
was aligned with the finding of Gani¢, Hodovi¢, and
Kalajdzi¢, (2018), which did not find the significant direct
relationship between sevice quality dimmensions and

customer loyalty.

V. CONCLUSIONS

A. Theoretical Contribution

This study made contributions to business research
in @ number of ways. Most significant was the
development of a theoretical model or framework
which extended previous theories and satisfied all
conditions with the desired level of fit to the data. In
addition, the current framework, which was the
combination CSR, service quality, and customer loyalty,
was fixed with the banking sector, and Myanmar
context.

Fundamentally, from the theoretical perspective,
the current study used three marketing theories and
their causal relationships as a basic framework to gain
a better understanding of the impact of CSR
performance and service quality on customer loyalty
outcomes from the perspective of the customer. In
measuring CSR, Turker’s stakeholder approach to CSR,
which is widely used by the various researcher, had
been used as an independent construct. In addition, in
measuring service quality, widely used variables of
service quality had also been used as an independent
construct. As a dependent construct for the research
model, five dimensions of customer loyalty outcomes
had been used. All the constructs in the model were
methods and validated in

tested with statistical

accordance with the previous studies.
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B. Managerial Implications

The results of the study can be applied in a real
business situation. The results show that CSR to Social
and Non-social Stakeholders, one of the dimensions of
CSR, positively relate to the Identification and Exclusive
Consideration, which are the dimensions of customer
loyalty outcomes. This can be implied that, although
the degree of their influence was quite low, banks
should take care of activities that are concerned with
the protection of the natural environment, well-being
of society, generation, and back for the non-
governmental organizations (NGOs). This can result in
the feeling of ownership that the customer holds over
the service and the customer consider the bank as his
or her only choice whenever he or she need service
from a bank. In addition, CSR to Customer, which is one
of the dimensions of CSR, also positively influence on
Exclusive  Consideration, Advocacy, Strength of
Preference, which are the dimensions of customer
loyalty outcomes. Therefore, it can be implied that by
doing CSR targeting toward its customers, banks can
become their customers’ only choice in banking
service, get good word-of-mouth communication with
strong preference from customers, and occupied all the

purchases of banking service made by its customers.

C. Limitations and Recommendations for Future
Studies

This study investigated the impact of CSR
performance and service quality on customer loyalty
and the impact of customer loyalty on customer
loyalty outcomes. However, potential limitations may
still exist. Firstly, the sample used to test the model
was collected from the users of a major bank in
Myanmar. In addition, all the respondents are the users
of private banks in Mandalay, Myanmar. The theoretical
limitation of the study is that CSR and service quality

are not the only predictor of customer loyalty.



Based on the limitations of the research, there are
several rooms that future studies can fill up. According
to the research limitation, future studies might consider
enlarging the scope to conduct from different service
business industries and different geographical region.
should extend the predictors of

Future studies

customer loyalty by reviewing other previous studies.

D. Conclusion

This study aimed to investigate the impacts of four
dimensions of CSR and five dimensions’ service quality
on the five dimensions of customer loyalty outcomes
of a private bank in Myanmar. Aligned with the
objectives set for the research, 45 hypotheses were
tested by using CFA, and SEM. According to the results,
CSR to Social and Non-social stakeholders had positive

and significant influences on Identification and

Exclusive Consideration dimensions of Customer

Loyalty Outcomes. In addition, according to results, CSR

to Customers also had positive and significant

influences on Exclusive Consideration, Advocacy,

Strength of Preference, and Share of Wallet dimensions
of customer loyalty outcomes. To sum up, this study

confirms the research framework in some way.
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Abstract

This research is a quantitative and qualitative study that focused on the influences of domestic passenger
satisfaction, engagement and repurchase intention of low-cost carriers domestic passenger, this research was mix
method, using in-depth interview for qualitative study, and questionnaires for quantitative study, were used for
data collection, the stratified random sampling and accidental random sampling group was derived from a number
of 1,133 low-cost carrier’s domestic passengers of Thailand. The statistical tools for data analysis is descriptive
statistic, inferential statistics, and structural equation modeling analysis.

The results showed that (1) Service quality and price fairness had positive influences on passenger satisfaction,
(2) Service quality, price fairness, loyalty program, and passenger satisfaction had positive influences on passenger
engagement, (3) Subjective norms, loyalty program and passenger engagement had positive and negative influences
on repurchase intention,

This paper will provide a contribution to passenger engagement as a key factor to repurchase intention within

the passenger to promote their tickets purchase in the Low-Cost Carriers of Thailand context.

Keywords: Low-Cost Carriers, Passenger Engagement, Passenger Satisfaction, Domestic Passenger
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Abstract

This research aims to study influencing factors of satisfaction, trust, and brand loyalty of consumers on online
purchase intention. Using a questionnaire-based survey method, the collected data were chosen by cluster random
sampling, and gathered from 400 samples of people in Bangkok who had experience of online purchase. The data
were analyzed with sum, percentage, mean, and multiple regression analysis. The result showed that two brand
loyalty factors that could best predict future purchase decision of consumers were 1) Changing the liking for online
marketplace websites/applications which a person currently uses will be the big change of opinion, and 2) A person
intends to continue purchasing goods from online marketplace websites/application which he/she currently uses.
The two factors could predict future purchase decision of consumers at 46 percent (Adjusted R2 = 0.46). The
factors of consumer’s trust on purchasing decision for further online purchase were 1) website/application paying
attention and caring customer’s feeling, and 2) website/application which customers trust. Both of the factors
could best predict the further online purchase decision at 20 percent (Adjusted R? = 0.20). Moreover, the factors
of customer’s satisfaction on further online purchase decision were 1) website/application is the correct choice of
customers, and 2) website/application satisfying customers beyond their expectation. The two could best predict

the further online purchase decision at 24 percent (Adjusted R? = 0.24).

Keywords: Online marketing, Satisfaction, Trust, Brand loyalty, Online purchase intention
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Abstract

The purposes of this study were 1) to study the data on demographic and behavior of Japanese tourists
travelling to Thailand, and 2) to study brand awareness of Thailand health tourism image among Japanese tourists.
This study used quantitative research methods. The quantitative questionnaires were collected from 385 Japanese
tourists who visited Thailand. The questionnaires data analysis was based on the descriptive statistics. The study
found that 1) the majority of Japanese tourists were male, aged 40-49 years, with educational background in
undergraduate, full time employed with average monthly income, more than 500,000 yen, married, and, they
visited Thailand more than 3 times. The factors affecting the decision on visiting Thailand were delicious food. The
visitors searched for Thailand travelling data through internet. They traveled with family by package tour and they
traveled during July - September. They spent more than 7 days in Thailand. Their experience in health tourism
was Thai massage, and they would like to return to travel in Thailand again. 2) the factor with the highest point of
brand awareness of Thailand health tourism image among Japanese tourists was that Thailand was a tourist
destination for massage while Thailand was a tourist destination for onsen was less significant. The Japanese tourists
with different genders, ages, and average monthly incomes had different overview opinions to brand awareness of

Thailand health tourism.

Keywords: Behavior, Brand Awareness, Health Tourism, Thailand, Japanese Tourists
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[. INTRODUCTION

Thailand is one of the countries which focuses on
developing and promoting tourism. In recent years, the
trend of tourists who were interested in health tourism
was increasing continuously (Ministry of Tourism and
Sports Situation and trend of tourism, Ministry of
Tourism and Sports, 2012). Bangkok was one of the
main tourism destination cities which was the world
most visited city, accounted for 21.9 million visitors
(Mastercard, 2018). Moreover, it was also one of the
main health tourism destinations of Thailand. From a
message found in the inscription on the Ram
Khamhaeng stele showed that a way of health care and
treatment was Thai traditional massage, and the similar
message was also showed in the inscriptions of Wat
Pho, officially named Wat Phra Chetuphon
Vimolmanglkararm Rajwaramahaviharn. This temple
was considered the first public university of Thailand
and a center for traditional Thai massage. Wat Pho was
listed UNESCO’s Memory of the World as a
documentary heritage for Asia and Pacific Region in
2008 and had been recognized as Memory of the World
Program in 2011. Besides Thai massage, one of the most
popular leisure activities in Thailand, there are other
interesting health tourism activities in Bangkok including
Herbal  Steam Herbal

Sauna, Compression,

Aromatherapy, Hydrotherapy, Health and Beauty
Herbal Service and Golfing. In addition, Thailand had
formulated a strategic plan to develop tourism by
balancing tourism through niche marketing in potential
market place and developing niche market which were
health tourists. (Ministry of Tourism and Sports, 2017)
The Japanese tourists were the main target to
promote health tourism because they have a
reputation of quality tourists since they were likely to
travel comparing to other Asian countries (Esichaikul,

2014, pp. 136-137). In accordance with the high growth

rate in spa business in Japan, Japanese women used
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spa services to enhance their beauty while most of the
Japanese men used spa services to relieve work stress.
Furthermore, Thai spa has received investment support
from the Japanese government to promote tourism
business in Japan. Together with the reputation of Thai
Spa which is recognized worldwide with strengths and
uniqueness such as courtesy and hospitality of servicer,
using of natural herbal products that benefits body and
are able to response to the habits of Japanese people
who are very concerned and careful about their health.
Especially Japanese people who had experienced with
“Thai Traditional Massage” and appreciated with
culture and evolution of Thai traditional massage that
had been inherited for a long time. (International Trade
Promotion office in Tokyo, 2017)

Although Thailand focused on products and services
for health tourism development by setting to be one
of the tourism strategic 2015-2017, there was a lack of
communication and public relation on the information
of integrated health care services in Thailand; for
example, lack of communication on branding of health
care services in Thailand. While the trend of the
competition in health tourism market was growing, the
competitors for Thailand were Singapore and India,
which received their own government agencies
support. They were directly responsible for marketing
support and doing public relation for health tourism.
(Tourism Authority of Thailand, 2010, pp.1-21)

Regarding to the above reasons, the researchers
were interested in the study of behavior and brand
awareness of Thailand health tourism images among
Japanese tourists, who were the main target to
promote health tourism and in comply with Thailand
tourism strategic plan, which was formulated to
develop tourism in balance with health tourist group,

also finding the way to promote health tourism in

Thailand for creating Japanese tourist's perceptions,
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which lead to develop to be the final destination of
health tourism in the future.

Il. OBJECTIVES

1. To study the data on demographic and behavior
of Japanese tourists travelling to Thailand.
2. To study brand awareness of Thailand health

tourism image among Japanese tourists.

lll. RESEARCH CONTRIBUTION

1. To know the demographic characteristics of
Japanese tourists, which is beneficial to government
agencies and private sectors that are related to tourism,
for example; Sports and Tourism Authority of Thailand,
Tourism  Authority of Thailand, and Tourism
entrepreneurs, in planning health tourism market
development to be effective and accessible to the
majority of Japanese tourists, and applying the research
results as a guideline for determining the clear target
market for Thailand health tourism.

2. To know the behavior of Japanese tourists in
travelling to Thailand, which government agencies and
private sectors that are related to tourism, for example;
Sports and Tourism Authority of Thailand, Tourism
Authority of Thailand, and Tourism entrepreneurs,
applying the research results as a guideline for planning
and development health tourism products and
services, leading to tourists’ satisfaction and
consequently, Japanese tourists” returning trip.

3. To know the opinions of brand awareness of
Thailand health tourism image among Japanese
tourists., which government agencies and private
sectors that are related to tourism, for example; Sports
and Tourism Authority of Thailand, Tourism Authority
of Thailand, and Tourism entrepreneurs, applying the
research results as a guideline for setting a policy to

plan and develop health tourism products in comply

with expectations and create good awareness for the

Japanese senior tourists.

IV. RESEARCH HYPOTHESIS

The Japanese tourists with different demographic
characteristics will have different opinions to brand
awareness of Thailand health tourism image among

Japanese tourists.

V. RESEARCH METHODOLOGY

A. Area

This study will be conducted in Bangkok which is
the most Japanese tourist visited city in Thailand
(Tourism Statistic, 2018) including 3 tourist destinations

are Wat Phra Kaew, Wat Arun, and Wat Pho. (JTB, 2018)

B. Population

To calculate sample group by using formula to set
size of sample group to fine Population Mean, W by
Khazanie Ramakant for 384 people, set confidential
level at 95% and accept 1 in 10 of the standard
deviation of the population. The study was surveyed by
using convenience sampling from tourists at major
tourist attractions in Bangkok including 3 destinations
were Wat Phra Kaew, Wat Arun and Wat Pho, which are
popular tourist destinations for Japanese people and
are famous tourist destinations of Thailand. (Tourism

Statistic, 2018)

C. Contents

Concepts and theories of demographic charac-
teristics, tourists’ behavior, tourism development,
brand awareness, as well as tourism promotion policies

for 2017-2021
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VI. LITERATURE REVIEW

A. Brand Awareness

Brand awareness is the ability to distinguish or
identify branding under different circumstances.
Resulting from the strength of brand nodes in the
memory of consumers by awaring the brand. It consists

of brand recognition and brand recall. (Keller, 1996)

1) Brand recognition

Brand recognition is the ability to confirm prior
exposure. The awareness in this level of brand is not
enough for consumers to make any decisions because
they are unable to explain the brand details. Brand
awareness influences the buying decision process of

consumer only when it is able to reach recall level.

2) Brand recall
Brand recall is the ability of the consumer to
retrieve the brand by themselves when mentioning

product category or give any hints.

The importance role of brand awareness that affects
consumer making decision process are;

1. Consumer can recall the brand when thinking of
product category that they want to buy.

2. Brand awareness influences on the consumer
making decision about brands within consideration sets.
Although there is no connection which often happens
in buying decision in low involvement.

3. Brand awareness influences on creating and
consumers’  brand

strengthening image  and

associations.

While Keller, 1996 (Temsiri Tangchitsomboon ,2011,
pp.28) and Aaker, 1991 (Chainan Pechumpai, 2009,
pp.18-22) distinguish the brand equity into five factors;
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1) Brand Awareness

Caused by the consumer receiving various
information through sensory from consumer media
exposure. Moreover, awareness also helps consumers
to have brand knowledge or helps consumer to

recognize what they know about that brand.

2) Brand Loyalty

Any brand that has a high number of consumers
who are highly loyal to the brand, it will be very useful
for marketers because they will be able to expect or

forecast sales and profits more accurately.

3) Perceived Quality

The consumers perceive the good quality of
products. it can enhance the status of the brand for
many reasons in creating consumers’ attitude to aware
of that quality. Marketers must first understand

correctly of the word “quality” that how the
consumers in each group in each culture. In other
words, understanding customers will be able to create
good quality products to build good attitude towards

consumers.

4) Brand Associations

Consist of characteristics of products, symbol,
presenter, etc. that are related to brand which is a
useful and important thing to promote brand value
management. Brand associations will be driven by

brand identity.

5) Other Proprietary Brand Assets

Mean any assets that existing from brand and be
able to estimate as brand values, such as rights,
patents, copyrights, trademark, distribution channels.
These properties will help protect the copying that will
cause confusion from competitors. Assets and brands

must create relationship to maximize brand value.
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In this study, the researchers used the above
concepts to be a guideline in creating research
framework and research questionnaire to study brand
awareness of health tourism image among Japanese

tourists.

B. Tourists behavior

(Sareerat, 2011, pp.6) Consumer behavior is “actions
that are directly related to the procurement of
consumption and spending for goods and services,
including the decision-making process that occurs before
and after the actions. While (Ranee lIssichaikul and
Chachpol Songsuntornwong, 2009) the tourist behavior
is the behavior that expresses thoughts and emotions,
needs of mind that respond to tourism. For example,
travelling purposes, frequency of travel, travel period,
travelling preparation, travel companion, places of
travel,  tourism activities,  tourism resources,
accommodation type.

In this study, the researchers used the above
concepts in order to be preliminary information to
study the behavior of Japanese tourists, as well as to
research

apply to create a research framework,

questionnaire and research hypothesis.

1) Consumer behavior analysis

(Siriwan  Sereerat, Prin Lacksittanon and Suporn
Sereerat, 2008, pp.126) Consumer behavior analysis is a
search or research about consumer buying and using. In
order to understand the characteristics of needs, and
behavior of buying and using of consumers, the answer
will help marketers manage marketing strategies that can
properly meet consumer satisfaction. Questions to
analyse the consumer behavior is 6W and 1H; Who,
What, Why, When, Whom, Where, and How, to answer
70s; Objects, Objectives,

Occupant, Organization,

Occasions, Outlets and Operation.

Another concept that supports the consumer
behavior analysis is the concept of Suwat Boonsaksakul
(2015, pp.17) explained that external factors influence
consumers, knowing the needs of consumers in society
and culture will help marketers to create appropriate
marketing incentives for consumers’ internal factors
about their thoughts, such as incentives, perceptions,
learning, understanding, attitudes, etc. which make
marketers aware of the buying and using of consumer
behavior. This concept is conformed with Seri
Wongmetha (2009, pp.38) behavior in making buying
decision of consumers consists of needs, wants, and
desires.

According to the consumer behavior analysis above,
it can be concluded that the consumer behavior
analysis must determine a target market which
consumer group that we will offer product to, and
study consumer demand, buying purpose, what factors
affect the decision making which consist of factors from
consumer internal factors and impulse buying caused
by external factors, along with studying the time period
and distribution channels that are appropriate for each
target group.

In this study, the researchers used the above
concepts to be a guideline in creating research
research

framework, research questionnaire, and

hypothesis.

C. Health tourism

1) The meaning of health tourism

Goodrich and Goodrich (1987, Douglas, 2001,
pp.262) given the meaning of health tourism as the
efforts to manage facilities in the destination city to
attract tourists by promoting health care services and
health facilities services in addition to general tourist
facilities. While Tourism Authority of Thailand (2008,

pp.31) has given the meaning of health tourism as

traveling to visit beautiful tourist attractions in natural
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and cultural attraction including learning the way of live
and relax by sharing a period of traveling time to do
health promotion and healing and rehabilitation

activities.

D. Health tourism model

Ranee Issalachaikul (2014, pp.168) Health tourism
has existed since the ancient time as humans have
traveled to maintain health since then. Romans were
the original concept of health tourism with a trip to hot
springs and spas with minerals to maintain health,
especially skin diseases. Moreover, there was an
evidence of building a natural bathing place or spa
called Roman Bath.

Nowadays, the environment is chaotic and stressful,
causing people to be more concerned about health
care, such as elderly people who want to live longer.
Therefore, it is an opportunity for tourism operators to
meet the needs of tourists such as spas, treatment
services and rehabilitation by using nature to heal,
balance body and relieve tension instead of drug
therapy or physical activities services such as health
promotion tourism in Thailand model which is a tourist
attraction in a beautiful tourist spots in the natural and
cultural tourist attraction to learn the way of life and
relaxing. To divide some time to promote health inside
or outside accommodations correctly and in
accordance with academic principles and quality

standards, the tour programs are as follows; (Patitta

Tantivechakul, 2003, pp.31-41)

1. Thai massage helps to improve blood circulation,
health, mobility of the body, relief various diseases and
joints and muscles painful.

2. Foot massage helps promote health, stimulate
blood and lymphatic circulation, and activate the

various systems in the body.

TNI Journal of Business Administration and Languages
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3. Herbal Steam Sauna is a process of health
promotion and treatment with herbs by steam sauna
or compressing method.

4. Aroma Therapy is a process of health promotion
and treatment for physical, mental, and emotional with
the fragrance of essential oils which is extracted from
various parts of the herb, mixing with water and
massage onto the skin.

5. Water Therapy is an activity that promotes health
by building the strength and increasing physical
performance in various ways by relying on water
mainly.

6. Spa or Hot spring service has therapeutic value
and promotes health from drinking and bathing.

7. Thai hermit exercise leads to good health. There
is a relationship between movement and breathing.

8. Buddhist Meditation is to create peace of mind in
a beautiful natural environment, and meditation can
relieve stress.

9. Food and beverage service for health is to use
herbs to make food and beverages that benefit to
human body.

10. Herbal products for health and beauty is the use
of natural extracts and herbs for cosmetic production
to reduce harmful and allergic to synthetic substances
such as shampoo, soap, massage oil, skin care, etc.

In summary of the analysis of health services in
Thailand, most of them focus on health promotion
rather than rehabilitation therapy in order to creating a
distinctive identity by using herbs as an important raw
material in the production of products for service.

In this research, the researchers used the above
concepts to be a guideline in creating research

framework and research questionnaire.
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VII. HYPOTHESIS IF AVAILABLE

Japanese tourists with different demographic
characteristics have different opinions on the image of

health tourism in Thailand.

VIIl. RESEARCH FRAMEWORK

Behavior of
Japanese tourists
travelling to
Thailand

-Tourism Experience
- Factor that effect to

travel to Thailand

- Data Search
-Travel type
-Who are you

traveling with?

Demographic -Travel time

of Japanese -Number of rest days
tourists

-Sex :>

- Age

- Experience in

medical tourism

) Factor on brand
- Education

awareness of

Thailand health

- Occupation

- Income

tourism
- Status

- Thai massage

- Thai boxing

- hospital

- golfing

- mind treating and
meditation

- yosa

- marathon

- cycling

- hot spring

IX. RESULTS

The study of behavior and brand awareness of
Thailand health tourism images among Japanese

tourists, explain as follows;

Part 1 The study of the data on demographic
and behavior of Japanese tourists travelling to
Thailand found that the majority of respondents were
males, age 40-49 years, educational background in
undergraduate, full time employed, average monthly
income of 500,000 yen or over, married, visited
Thailand more than 3 times. The factors that affected
the decision to travel to Thailand were the delicious
food, and the visitors searched for Thailand travelling
data through internet. They traveled with family by
package tour and they traveled during July -
September. They spent more than 7 days in Thailand.
Their experience in health tourism was Thai massage,
and they would like to return to travel in Thailand

again. The details of the study are as follows;

TABLE | : Data on Demographic and Behavior of Japanese

Tourists Travelling to Thailand

Demographic of Japanese tourists Count | %
Male 257 66.93
Age 40-49 years 160 41.67
Undergraduate 269 70.05
Full time employed 219 57.03
Average monthly income of 500,000

141 36.72
yen or over
Married 344 89.58
Visited Thailand more than 3 times 304 7917
Factor that effect to travel to Thailand

202 52.60
is the delicious food
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Behavior of Japanese tourists
o)
travelling to Thailand Count | %
Search for Thailand travelling data
, 286 74.48

through internet
Travel by package tour 289 75.26
Travel with family 244 63.54
During July - September 304 79.17
Stay more than 7 days 333 86.72
Experience in medical tourism is Thai

377 98.18
massage
Would like to return to travel in

344 89.58
Thailand again

Part 2 The study of brand awareness of health
tourism image among Japanese tourists found out
that an overview of Japanese tourists’ opinions to
brand awareness of Thailand health tourism was in high
level at total average 3.67 points. In order to consider
in each factor, Thailand is a tourist destination for
massage was the factor with the highest point for brand
awareness of health tourism in the eyes of Japanese
tourists at average 4.08 points, following by the fact
that Thailand is a tourist destination of exercises in Thai
boxing way at average 3.88 points. Thailand is a city for
hospital with quality and reasonable price at average
3.78 points. Thailand is a city for hospital with reliable
at average 3.71 points. Thailand is a tourist destination
for golfing at average 3.63 points. Thailand is a tourist
destination for mind treating and meditation at average
3.60 points. Thailand is a tourist destination for yoga at
average 3.57 points. Thailand is a tourist destination for
marathon at average 3.55 points. Thailand is a tourist
destination for cycling at average 3.52 points. The
factor with the lowest point is Thailand is a tourist

destination for Onsen (hot spring) at average 3.44 points
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respectively, which can be concluded as the following

table;

TABLE Il : Factor on Brand Awareness of Thailand Health

Tourism

Factor on brand awareness of
Mean | SD Level

Thailand health tourism

Thailand is a tourist destination for | 4.08 0.89 | High

massage

Thailand is a tourist destination of | 3.88 0.88 | High

exercises in Thai boxing way

Thailand is a city for hospital with | 3.78 0.83 | High

quality and reasonable price

Thailand is a city for hospital with | 3.71 0.74 | High

reliable

Thailand is a tourist destination for | 3.63 0.94 | High

golfing

Thailand is a tourist destination for | 3.60 0.96 | High

mind treating and meditation

Thailand is a tourist destination for | 3.57 0.99 | High

yosa

Thailand is a tourist destination for | 3.55 0.77 | High

marathon

Thailand is a tourist destination for | 3.52 0.94 | High

cycling

Thailand is a tourist destination for | 3.44 0.99 | High
Onsen (hot spring)

Total average 3.67 0.58 | High

X. RESEARCH HYPOTHESIS RESULTS

This research hypothesis used t-test to find the
different in comparison between 2 groups and used

statistical test to find the difference of F-test or One-
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way Analysis of Varience: One-way ANOVA. After finding
the difference, a test with multiple comparisons by
Scheffe method which could be explained the research
hypothesis showed as follows;

HoJapanese tourists with different demographic had
indifferent overview opinions to brand awareness of
Thailand health tourism.

H, Japanese tourists with different demographic had
different overview opinions to brand awareness of
Thailand health tourism.

The Japanese tourists with different genders had
different overview opinions to brand awareness of
Thailand health tourism. Since Sig is 0.02 which is the
significant to the statistic value at 0.05, corresponds
with the research hypothesis which set to the tourist
with different gender had different overview opinions
to brand awareness of Thailand health tourism.

The Japanese tourists with different age had
different overview opinions to brand awareness of
Thailand health tourism. Since Sig is 0.02 which is the
significant to the statistic value at 0.05 corresponds with
the research hypothesis which set to the tourist with
different age had different overview opinions to brand
awareness of health tourism in Thailand. The multiple
comparisons test by Scheffe method found that the
Japanese tourists with ages between 20 to 29 years old
had opinions to brand awareness of Thailand health
tourism on Thailand, which was the destination for
massage, which was different from the Japanese tourist
with ages between 30 to 39 years old, 40-49 years old,
and above 50 years old. For the other age groups, there
was indifference in the opinion to brand awareness of
Thailand health tourism.

The Japanese tourists with different educational
level had indifferent overview opinions to brand
awareness of Thailand health tourism. Since Sig was
0.39 which was not significant to the statistic value at

0.05, not corresponds with the research hypothesis

which set to the tourists with different educational
level had different overview opinions to brand
awareness of health tourism in Thailand.

The Japanese tourists with different occupations
had indifferent overview opinions to brand awareness
of Thailand health tourism. Since Sig was 0.26 which
was not significant to the statistic value at 0.05, not
corresponds with the research hypothesis which set to
the tourist with different occupation had different
overview opinions to brand awareness of health
tourism in Thailand.

The Japanese tourists with different average
monthly income had different overview opinions to
brand awareness of Thailand health tourism. Since Sig
was 0.01 which was not significant to the statistic value
at 0.05, corresponds with the research hypothesis
which set to the tourist with different average monthly
income had different overview opinions to brand
awareness of health tourism in Thailand. The multiple
comparisons test by Scheffe method found that the
Japanese tourists with average monthly income lower
than 200,000 yen had opinion to brand awareness of
Thailand health tourism on Thailand, which was the
destination for exercises in Thai boxing way, which was
different from the Japanese tourists with average
monthly income between 300,000 to 390,000 yen, and
between 400,000 to 490,000 yen. For the other average
monthly income groups, there was indifferent in the
opinion to brand awareness of Thailand health tourism.

The Japanese tourist with different marital status
had indifferent overview opinions to brand awareness
of Thailand health tourism. Since Sig was 0.61 which
was not significant to the statistic value at 0.05, not
corresponds with the research hypothesis which set to
the tourist with different marital status had different
overview opinions to brand awareness of health

tourism in Thailand, which can be concluded as the

following table
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TABLE Ill : Research Hypothesis Results

Demographic of | Sig Research

Japanese tourists Hypothesis Results

Male 0.02 | corresponds with the

research hypothesis

Age 40-49 years 0.02 | corresponds with the

research hypothesis

Undergraduate 0.39 | not corresponds with
the research
hypothesis

Full time employed 0.26 | not corresponds with
the research

hypothesis

Average monthly income | 0.01 | corresponds with the

of 500,000 yen or over research hypothesis

Married 0.61 | not corresponds with
the research

hypothesis

Xl. RESEARCH FINDINGS

The majority of respondents were males, age 40-49
years, with educational backeround in undergraduate,
full time employed, average monthly income of
500,000 yen or over, and they visited Thailand more
than 3 times. The factors that affected the decision to
travel to Thailand were the delicious food. The visitors
searched for Thailand travelling data through internet.
They traveled with family by package tour and they
traveled during July - September. They spent more
than 7 days in Thailand. Their experience in health
tourism was Thai massage, and they would like to
return to travel in Thailand again.

The study of brand awareness of health tourism
image among Japanese tourists found out that an
overview of Japanese tourists’ opinions to brand
awareness of Thailand health tourism was in high level

points. In order to consider in each factor, Thailand is a
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tourist destination for massage is the factor with the
highest point for brand awareness of health tourism in
the eyes of Japanese tourists. Followed by Thailand is
a tourist destination of exercises in Thai boxing;
Thailand is a city for hospital with quality and
reasonable price; Thailand is a city for hospital with
reliable; Thailand is a tourist destination for golfing;
Thailand is a tourist destination for mind treating and
meditation; Thailand is a tourist destination for yoga;
Thailand is a tourist destination for marathon; Thailand
is a tourist destination for cycling; the factor with the
lowest point is Thailand is a tourist destination for
Onsen (hot spring).

The population of this study was Japanese tourists
who visited major attractions in Thailand. The study was
completed by using convenience sample of 384
tourists at major tourist attractions in Bangkok including
3 destinations were Wat Phra Kaew, Wat Arun and Wat
Pho, via a survey.

The research hypothesis testing found that the
difference in gender, age, and average monthly income
had different overview opinions to brand awareness of
health tourism in Thailand. Whereas, the difference in
educational background, occupation, and marital status
had indifferent overview opinions to brand awareness

of health tourism in Thailand.

Xll. CONCLUSIONS AND DISCUSSION

According to the findings of this study, the study of
behavior and brand awareness of Thailand health
tourism image among Japanese tourists, the researchers
have proposed the following recommendations;

The majority of the respondents were males, age
40-49 years, with educational background in
undergraduate, full time employed, with average
monthly income of 500,000 yen or over, married, and
they visited Thailand more than 3 times. The factor

that affected the decision to travel to Thailand was the
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delicious food. The visitors searched for Thailand
travelling data through internet. They traveled with
family by package tour and they traveled during July -
September. They spent more than 7 days in Thailand.
Their experience in health tourism was Thai massage,
and they would like to return to travel in Thailand
again. The results corresponded to the previous
research of Yoshida Duangdao (Yoshida, 2018, pp.127-
137) that the majority of the respondents were
undergraduate, married, travel to Thailand during July -
September, stay during 5-7 days, travel with family,
travel by package tour, and would like to return to
travel in Thailand again. In additional, the findings also
corresponded to Tourism Authority of Thailand
Intelligence Center [7] that male Japanese tourists
visited Thailand more than female Japanese tourists.
Besides the majority age group of Japanese tourists who
visited Thailand was 45-54 years old, which did not
correspond to the findings of this study. The difference
of the result may due to the area of the study, which
was only in Bangkok, while the statistical survey result
from Tourism Authority of Thailand Intelligence Center
was collected in cover more areas.

Overview opinions to brand awareness of Thailand
health tourism found that the highest factor that
affected to brand awareness of health tourism in the
eyes of Japanese tourists was Thailand is a tourist
destination for massage, which corresponded to
Leemingsawat Wipawadee, Suthitakorn Nopparat and
Buddhahumbhitak ketwadee, Thailand has the
potential for tourism activities to promote health by
using natural resources in the area, such as Thai
massage, foot massage, oil massage. Moreover,
Technology and Industry Analysis Report on Wealth
and Health Tourism Industry, Intellectual Property
Innovation Driven Enterprise (Intellectual Property
2018)

Innovation Driven Enterprise, showed that

tourism industry was important to the global economy

and grow continuously. The health tourism is linked
and supported all tourism sectors. The market value of
health tourism was in the fourth, after the cultural
tourism, food tourism, and Ecotourism. The revenue
from health tourism is accounted to 15.6 percent of
total revenue of tourism industry and with relatively
high average annual growth rate of 7.5 percent during
2015-2020. Thailand has brought health knowledge
from Thai wisdom to engage in health service both in
minds and bodies, for example herbal spa, Thai
massage, Thai hermit exercise, and yoga.

While the research hypothesis test results showed
Japanese tourists with different gender, age, average
monthly income had different overview opinions
to brand awareness of Thailand health tourism,
which  correspond  to

1999)

Wipa  Wathnapongchat

(Wattanapongchad, social and economy,
the main factors that influenced to travel behaviors,
such as most of the lower age people travel with
family, teenagers like adventure activities, and the high
average income tend to have a chance to travel more
than low average income. Siriwan Sarirat (Sereerat,
2003, pp.41) stated that there are totally different in
male and female on the thought to values because
culture and social have set the different character and

activity between the two genders.

XIIIl. SUGGESTIONS

1. The agencies that are involved in developing and
promoting tourism should jointly plan and develop
health tourism goods and services under the brand of
tourist destination for massage.

2. Thailand Department of Tourism, airlines, hotels,
and domestic travel agencies should advertise and do
the public relation to create awareness about Thailand
health tourism via internet under the brand of tourist

destination for massage.
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3. Airlines, hotels, and domestic travel agencies
should jointly create travel program by health package
tour which focus on Thai massage to reinforce its image
as the brand of tourist destination for massage.

4. Thailand Department of Tourism, domestic travel
agencies, and massage entrepreneurs should develop
health tourism goods and services under the brand of
tourist destination for massage in accordance with the
requirements of Japanese tourists, such as gender, age
and income to create satisfaction and impression. This
will lead to being a major destination for health tourism

of the world.

XIV. SUGGESTIONS FOR FURTHER RESEARCH

1. The further study should study content marketing
to increase awareness of brand image on Thailand
health tourism to Japanese tourists.

2. The further study should study the expectation
and satisfaction of Japanese tourists to travel on

Thailand health tourism.
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