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Journal of Modern Management Shinawatra University is a quarterly academic

journal that serves as a platform for the dissemination of academic works and research
across various fields in the humanities and social sciences, with a focus on business
administration and management. Here are some key points about the journal:

1.

4.

Publication Frequency: The journal publishes four issues per year, with each
issue covering a specific three-month period. The schedule is as follows:
o Issue 1: January - March
o Issue 2: April - June
o Issue 3: July - September
o Issue 4: October - December
Target Audience: The journal is intended to support and promote academic work
and research by a wide range of contributors, including faculty, academics,
researchers, students, and the general public.
Scope: The journal accepts academic work and research articles from various fields
within the humanities and social sciences, including but not limited to:
Business Administration and Management
Public Administration
Communication Arts
Journalism
Economics
History
Law
Sociology
Linguistics
Education
o Social and Community Development
Editorial Process: The editorial department follows a structured process for
creating each journal issue. This process typically includes the following steps:
o Article Submission: Articles are received from contributors, which may
include faculty members, graduate students, and other researchers.
o Editorial Screening: The editorial team reviews the submitted articles to
ensure they meet the journal's criteria and guidelines.
o Peer Review: Experts in each respective field are selected to conduct a peer
review of the articles. Peer review is a critical step in maintaining the
academic quality and integrity of the journal.
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o Certification: Articles that pass the peer review process are considered
for publication. Certification is an important criterion for article selection.
5. Platform for Graduate Students: One of the significant objectives of the journal
is to provide a platform for graduate students to publish their research results. This
serves as a standard criterion for graduation requests, allowing students to showcase
their academic work and contribute to the journal's focus on business and
management fields.

In summary, Journal of Modern Management, Shinawatra University is dedicated to
advancing academic research and facilitating the publication of scholarly works across a
wide range of fields, with a particular emphasis on business administration, management,
and related disciplines. It is a valuable resource for academics, researchers, students, and
the broader academic community.
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Abstract

This study aims to examine the impact of changes in export values, import values,
inflation rates, interest rates, and money supply affect total exchange rate of Thailand,
considering dynamic relationships. The research employs the Vector Autoregression
(VAR) Model using secondary monthly time-series data from January 2011 to December
2022. Findings: The study reveals that factors significantly affecting the exchange rate
include: Past exchange rates, Import values and inflation rates. In contrast, the factors
with statistically insignificant effects on the exchange rate are: Export values, interest
rates and Money supply.
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ATUA UNTIAY WA, 2554 DIFUNIAY WA, 2565 31U 144 100U G lumsanil 1ddmuad?
[ E4
ulsildlunundraseasil dunlsyadimsdeonn yaninmsiud vealszmalng dasidunle
o A o o ° < o
T¥awiismndus Ina aatisimgana 1l 3 2537- 2567 Taeimuald 1 2562 (2019) Wuilyu oas
A Y o A A a L Y] [
vanilasu 14 daswanulasumasvessuasmdisdlungunnumiuns (2545-17199171) 8031
E4 E4
aonide 19 sasaenibeouTeute drudsmaEu 19 WSuaduluanumneniie (M2) Taedoya
9
a = o o o [ a 4 U 1 U o
@f5umil hnen duinauldansznsawdivd (yaaimsdeoon waz yan1n1siug)
a d v A Y a ] [ ~ [ dal
N3ENT WAL (AFHIINALT 1aa) tag suasudalszmalne (@aswani/asu sasiaenie

SIEFRGITST))

ABAUHUMTIVY
) @ g Y= Y a a . Y
veyauazaulsnlyanwn : mslyveyanaegiilszianeynsuna Tastluveyase

U

9
Lﬁau ANLLA UNTIAN N.A. 2544 5\1@61&‘131:!’31?]“ W.A. 2565 NUIU 144 Lﬁau 51002108AV09A 1115

@ = a ' J @
Usznoudis  FX = daswandsu anatuimasaeaasaniya (THB/USD)

Export = yamimsdsesndudiveding (wie : uum)
Import = yasmmsiudusveslne (mise : drum)

9
Int = 9a1nONILY
CPI = oas1dunlo

A ' v ' Y

M2 = Bnaduediindia (mie : duum)

puudiaean 19 lumsAnsI : LUVUT1a09 Vector Autoregressive (VAR) model 81
A ] 3 a % v o =) [ v IR o [ Y] [l 1
WoannluTanurennuiluese aulsnareg@inaziaNuauius TInuLaziY A108191%5Y
Y
YSunamsaseanuaziAsygne lan na1fe 91N15E900NNINTUDINALROUDIAITNADINITVDA
A & =] Y a A a
aa1a TanNuUnTd FIeusonssquasygnan1elulsema (Growth Rates) TuvaiziAsygne
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A a = A 9y ' g IS 9 v & a 4
Iﬁﬂ‘ﬂmﬂI@]ﬂ’ﬁﬂ%LW?Jﬂ’J'lllG]’ENﬂ'liGLHﬂ'IiﬁQ’E]’E]WU’ENTJﬁ%W]ﬁHH“’] WuAYN AIHUMITAATIZHNS
' s A ) { A a @ o
deeenaz ldwaduysaiiion Growth Rates MineatpsnIinsawions i uuusiaesoynsy
2 A a 4 A 2 o o o tﬂy A o
nmwm‘ﬂmuﬁmm313‘VimgﬂimaaTmJwaﬂix‘ﬂ‘umﬂuuazﬂuﬁluaﬂymw ABLIUUIINDY VAR

) = I~ Y v dy a [ @ 4 9
HULBN Tﬂﬂmmmmﬂmﬂuixuuﬁumi"lﬂmu (QN@TH INANAYIANU, 2556, i1 234-235)

Y, = apta Yy taZ,+ (1)

z = aytayY, ta,Z,  + l"t2t (2

o Y o 1 o o = v o Jd 3 9 o
Nnaums (1) vag 2) Mvualvaulsuaazarlunuuiaeslianuduiusduduasiny
v
1. Lag vo3au 510U 104
v d’
2. Lag vosausouq luszuy

v
A v A

% a 1 H 1T W 4 1
3. drsuMuNNgaauIia Insuanussuuulnd Uauademdugud taziininu
d‘ G} d’d = A . .

wls1lsrunan nseniFenNNAMEUIA White Noise

gJJ =4 9 o Y v ds’

Tuapumsany laomslduuusians VAR amnsoagy laasil

Y

1. MINAToUAMANIA Stationary Yo snavualunuudiass VAR Tagnsldms
N0 Unit Root Test

2. MIMHUATIUIU Lag MMz auveuuuiass VAR Tasl¥nisnagen information
Criteria

Y
3. MINAABVAM VA Stability YDIUVVTIADINATLUL
A [ 1 4 . Y] [

4. MInadoUAMAVLANINENRUTFIT ULz iU (Interdependence) Tagl¥minaaou

Granger Causality Test

a v o d @
5. M3vsziivanuduiusvesdsluszuudie Impulse Response Function Analysis

18 Forecast Error Variance Decomposition Analysis

Han15Iv8
Y
1. MINAToUAMANIA Stationary Yo usnavualunuudiaes VAR Taonsloms

NAADY Unit Root Test A3835 ADF (Augmented Dicey-Fuller Test) H91581910A15147 1
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‘q' . 9 o ~ Y = ~ @
M313% 1 HaN1INAADY Unit Root Uadvayalutuudiaesnlylumsanuinszay 1(1)

fuls Include in Test MacKinnon Critical ADF Test Statistic
equation 1%
FX Random walk process -2.581349 -7.909347
Random walk with -3.476805 -7.887278
drift
Random walk with -4.023975 -7.844725
drift and linear time
trend
Export Random walk process -2.581466 -15.64225
Random walk with -3.477144 -15.63815
drift
Random walk with -4.024452 -15.61592
drift and linear time
trend
Import Random walk process -2.581466 -13.72884
Random walk with -3.477144 -13.75421
drift
Random walk with -4.024452 -13.75233
drift and linear time
trend
Int Random walk process -2.581349 -8.976159
Random walk with -3.476805 -8.980484
drift
Random walk with -4.023975 -8.951245
drift and linear time
trend
CPI Random walk process -2.581349 -8.497762
Random walk with -3.477144 -8.490545
drift
Random walk with -4.024452 -8.475697
drift and linear time
trend
M2 Random walk process -2.581349 -6.500943
Random walk with -3.476805 -8.623751
drift
Random walk with -4.023975 -8.589485
drift and linear time
trend

o d a wa & . A =i =

Tagag dawlsnanualnuaniiai]uveyatiy Non-stationary 9 Integrate 11 Order 0 99

o v v I : . . A o & aa 1
nmsUSuanasiflunisnlaeunalas (First Difference) wuinszauil mananadonlatial
WNNNAINGA UnAe URasaunAgIuran a szAiednt 99% Fuaasvoyanulsnndaa

3

nNanye (Stationary) eunsniideya T 15 umsTinszdde T8
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1 ) A A = A o v 9 ~

2. ﬂ15ﬂ§$lﬂmﬂ'll,!,‘ﬂllﬁnﬂ®ﬂ VAR NUUEADYININUASUITUIUAIIUAITINIHUISTY
(Optimal Lag)

. = | s A ] ~

2.1 MINAFDY Optimal Lags Length Criteria FUNUNTNLADN IFAINED Lagn

v 1 a o {

(MULAUAD Akaike Information Criterion (AIC) TA8IAMMNAINAIVTHTUINA1VBY AIC NTi0Y

A = = A o A P} ° Vo q Yt ¢ 1 v

Vl'cj:ﬂ %QWNWEJQQﬂ']ﬁLW?J@I'JLHJTHﬁ@ Lag LﬂqulﬂGlULlU‘Uﬂ'1af)\ﬁ]glliJ‘Vl11Wﬂ1lﬂﬂ!“ﬂlﬁa1uaﬂaﬁllaﬁ

TagramsnagounuIA1 AIC itesiga I8 1uaU Lag (i 2

13197 2 HANINAFBUTIUIU Lag NHINzau
Endogenous variables : D(FX) D(Export) D(Import) D(Int) D(Cpi) D(M2)

Lag LogL LR FPE AIC SC HQ
0 -5153.210 NA 6.30e+25  76.43274  76.56187*  76.48521
1 -5069.337  159.0481  3.10e+25  75.72351  76.62738  76.09082
2 -5002.740  120.3673  1.98e+25%  75.27023*  76.94883  75.95237*
3 4978302  41.99800  2.37e+25 7544151  77.89485  76.43848
4 -4958.858  31.68645  3.07¢+25  75.68678  78.91487  76.99859
5 4915433 66.90718*  2.81e+25 7557678  79.57960  77.20341
6 -4884.893 4433906  3.16e+25  75.65767  80.43524  77.59914
7 4857253 37.67192  3.77e+25  75.78153  81.33383  78.03783
8 4822160 4471113 4.10e+25  75.79497  82.12201  78.36610

*indicates lag order selected by the criterion

LR: sequential modified LR test statistic (each test at 5% level)
FPE: Final Prediction error

AIC: Akaike information criterion

SC: Schwarz information criterion

HQ: Hanan-Quin information criterion

2.2 MINATIVANNULFDDDVDIUUVTIADY VAR W30 stability ¥9952U1 1875

Inverse Roots of AR Characteristic Polynomial wamiﬁﬂmmugﬂmwﬁ 1 WU LUUDI889 VAR
~ ' YA A A 1 . g’/ o a0 ]

Vlﬂ'igﬂJTﬂlﬂ"lnlﬂiJﬂ‘EMﬁﬂJ‘]Jﬁ stable 1HBD391NA1 Eigenvalues NIHNAVDIULUVINQD ﬂJﬂTfJﬁJjﬂTfJGll!

. . A 1 A o yA A Y J ' o = A

Unit Circle 159f1 Roots Tlﬂ"ll!?m]lﬂuﬂ"llﬂﬁﬂu@ﬂﬂfﬂ 1 UAANIT LUV 0Y VAR UAUTUUA

stable annsanaae 11 luuuusiass var laae 'l
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Inverse Roots of AR Characteristic Polynomial

1.5

1.0

0.5 5

0.0 i .
-0.5 . 1 -
-1.0

-1.5

-1 0 1

AN 1 MINAFOUAVANIIA Stability

[ (%

Y
9 o 1 U 1 o [ 1 a o v o v
mﬂuummsma%ﬁ@mmwmzmumammﬂamﬂﬂﬂﬂgmﬁmmauwuﬁﬂmmﬂumuﬂsqu

AAALAADBY (Autocorrelation) 30 14 TagldAmaaeuauuAgIUA1875 Autocorrelation LM Test

v o v W

WU uuuHaed VAR hiidymanuduiusiuesnudulsguasiamaoui a szauiisdiny

xKX A 4

Y ]
99% (Prob. > 0.01) 4L UUVUTIA0Y VAR dadianummzauiisanenoziin ) 14lunsinsiz

v E4 ]
mmauwuféﬁaﬂuuazﬂumm@uﬂimamﬁ (W1TU11N A15 199 3)

M319% 3 MINATOUAVUATIUAIYTT Autocorrelation LM Test

VAR Residual Serial Correlation LM tests
HO : No serial correlation at lag h
Included observations : 141

Lags LRE* stat Prob.
1 51.07662 0.0495
2 29.54609 0.7682
3 49.66365 0.0647

Probs. From chi-square with 36 df.

2.3 Myszananuuusaod #anslszinaaiuuuasd VAR HAAIAIAITI9N

4 wagananIiaszanaveauusians VAR A% Optimal Lag 1911170 2
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M135199 4 #an13szanaAUUTIane VAR

Var model — Substituted Coefficients :

D(FX) = C(1)*D(FX(-1)) + C(2)*D(EXPORT(-1)) + C(3)*D(AIMPORT(-1)) + C(4)*D(CPI(-
1)) + C(5)*DANT(-1)) + C(6)*D(M2(-1)) + C(7)*D(FX(-2)) + C(8)*D(EXPORT(-2)) +
C(9)*D(IMPORT(-2)) + C(10)*D(CPI(-2)) + C(11)*D(INT(-2)) + C(12)*D(M2(-2)) + C(13)

Coefficient Std. Error t-statistic Prob.
C(1)* 0.349114 0.087712 3.980219 0.0001
C(2) 4.03E-07 8.17E-07 0.493452 0.6218
C(3)** 1.58E-06 8.08E-07 1.955364 0.0509
C(4)*** 0.162985 0.092155 1.768598 0.0774
C(5) -0.332026 0.420264 -0.790043 0.4297
C(6) -1.02E-07 3.49E-07 -0.292460 0.7700
C(7) -0.135201 0.088574 -1.526417 0.1273
C(®) -3.01E-07 7.97E-07 -0.377845 0.7057
C(9)** 2.05E-06 8.21E-07 2.501294 0.0126
C(10) -0.13478 0.095525 -0.141096 0.8878
C(11) -0.634176 0.422876 -1.499674 0.1341
C(12) -5.58E-07 3.44E-07 -1.623633 0.1049
C(13) 0.048965 0.058301 0.839862 0.4012
R-squared 0.249727  Mean dependent var 0.031396
Adjusted R-squared 0.179389  S.D. dependent var 0.499165
S.E. of regression 0.452182  Sum squared resid 26.17193
Durbin — Watson stat. 1.931158

' v v
v A v A v A

NUING) « * o SEAVUBTIAYN 99% ** & szAUUBd AN 95% *** au szAVBd AN 90%

g 9 9

Mnransldszaamuuuiiass nlaaua1inen 4 msl¥uuusiasy VAR (Vector
[l Y
Autoregression) INBANYINANTZNUVDIYAAINTAI0ON Yar1MsHud oas1kudle snsaenide
=Y a 1 1 [ { a [ 4 o

uazlSunatundananedaswandsuvedng a5 UIENAaNTINULLTIADY VAR 18

Y
daae lli

[ = = Y % ~ = A

1. oas1wantlasy (FX) wamsanemaadiimulioaswanasulinmsnlasuuilag
Y
ﬁuagﬂummm%’wmmuﬂimm Tu%19A9 UM (lagged values) TA8TNITADLAUBIADNIT

d‘ 1 o 9J (% a 1 = [ v o o Aaa
nlasuntladluyasimssinan nazenkule sgnsliszauisdnymeana
1 ° 1 1 o [ o Jd A [ [
2. Qammsuwﬁ'w (IMPORT) W11 yammsuwfﬁﬁmmauwu‘ﬁmma‘uﬂuam"l
A v 9 ?z‘z ~ g’/ A = 1

ganasu Taamnizluaua1¥nsan 1 IMPORT(-1)) 4agAFdn 2 (IMPORT(-2)) F4Uaaddl

1 o 9y A dﬁl o Y1 a U U 1 A A 1 o 9 Aa y A 43!
MnyaaIMs ULy sz lnadueeunIad na1Ae eyamveIMsuNAUAUNLIUIE
o YA P a 1 1 1 L) a d' 1 1
Mlaunmslgaetuasiaelszma damansgnuasaduuInlunanianosuaag

Y v
3. 931U (CPI) WU daskuiolnanssnuFauln luanuaiasan 1 (CPI(-1))

Y o a dg! o 1 1 1 1A a Y o a d‘ o Y
TagtoasRuogeiu 0191h lugmsseunvesadu esuieldi sasdueNgeeiarls
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ANuFouAoAITUanas dewaliadusoudiasluvmziiletedus (yaninsdiesn 6as

dy =) = 1 U d‘ 1] 1 o o % an
aoniio tag Ysuadn) Inaneoaswannlaou od1e lildsdangmeana
A o v P [ [ g’;
3. MminadounaaulAANNFURUT I ULaz iU Tuszezdu (Interdependence) Tag

Granger Causality Test

M3197 5 namInaaeuamaUARNUFUTUT IR UL UYBIA DT VAR

VAR Granger Causality/ Block Exogeneity Wald Tests
Included observation: 141

Dependent Variable : D(FX)

Excluded Chi-sq df Prob.
D(Export) 0.650939 2 0.7222
D(Import) 6.655347 2 0.0359
D(CPI) 3.212571 2 0.2006
D(int) 3.752670 2 0.1532
D(M2) 3.285720 2 0.1934
ALL 19.34629 10 0.0361
Dependent Variable : D(Export)
Excluded Chi-sq df Prob.
D(FX) 2.908055 2 0.2336
D(Import) 3.791022 2 0.1502
D(CPI) 10.95457 2 0.0042
D(int) 1.640187 2 0.4404
D(M2) 11.01644 2 0.0041
ALL 36.27137 10 0.0001
Dependent Variable : D(Import)
Excluded Chi-sq df Prob.
D(FX) 1.043723 2 0.5934
D(Export) 1.144073 2 0.5644
D(CPI) 14.88621 2 0.0006
D(int) 6.496995 2 0.0388
D(M2) 6.734627 2 0.0345
ALL 34.44753 10 0.0002
Dependent Variable : D(CPI)
Excluded Chi-sq df Prob.
D(FX) 0.219235 2 0.8962
D(Export) 0.090519 2 0.9557
D(Import) 0.333799 2 0.8463
D(int) 3.131704 2 0.2089
D(M2) 9.438020 2 0.0089
ALL 14.01865 10 0.1721
Dependent Variable : D(int)
Excluded Chi-sq df Prob.
D(FX) 3.547719 2 0.1697
D(Export) 0.055871 2 0.9725
D(Import) 0.460856 2 0.7942
D(CPI) 2.035919 2 0.3613
D(M2) 0.563180 2 0.7546
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ALL 7.493322 10 0.6782
Dependent Variable : D(M2)

Excluded Chi-sq df Prob.
D(FX) 0.474193 2 0.7889
D(Export) 1.358392 2 0.5070
D(Import) 1.666757 2 0.4346
D(CPI) 1.268815 2 0.5302

D(int) 5.847441 2 0.0537

ALL 10.89783 10 0.3655

WIITUININAITNA 5 HANTNATOY Granger Causality Test WU
1 o 9 1 1 [ A g/J
1. yammsuudn dawade onswanlasy Tuszezdu
(% a a 1 Y 1 1 1 1 g‘/
2. oasdule wag USunaduedianine dinade yasimsdsesn Tuszezdu
[ a @ dy a ] 9 1 1 1 ) 9
3. o3 13ule dasiaenille nazlSauedianin dwwase yaaimsuud luszos

a ] 9 1 1 [ a g/J
4. USRI UE1NIN dIHanD ammmﬂa Tuszozdu uag

(% dy 1 1 a 1 9 g/J
5. onT1aenide derane UsinaRued1andg luszesdu
[ Y o . 9 ' o A~ =
¥a99n IdnsNAde Stationary Uoteya MillszmmAmuDiIaes VAR Alliddesniniay
A o I~ = oA A °
NAFOUIADNIIUIU lag NNz 573 1UDeamsnaaeuaNui¥edeveuusiass VAR Tag
a g’: I a J (Aaaa
% inverse Roots of AR Characteristic Polynomial uan inﬂuui]mﬂuﬂﬁi]mﬁ&ﬁﬂ;]ﬂiEﬂﬂh‘
1 a 4
aouauoInen1sulsysiu (Impulse Response Function Analysis : IRF) UQg N1TUATIHLUYN
O’ ' . .. '
99AY52NOVVYBINANTENUABANLYTYTIU (Variance Decomposition) #ie 11/
a d aaa 1
4. WAENlnIeInaUaueInen1511)31/59% (Impulse Response Function Analysis :IRF)

I a v o ' U 1 ° [ a [ g
L‘IJ‘L!ﬂ']ﬁ')iﬂﬁ']gﬁ’ﬂ'l'lﬂﬁﬂwugﬂlﬂﬁ YanINIIaI0an gammiumgﬁ @mmmﬂ@ @@lﬁ?ﬂ@ﬂ!ﬁﬂ nag

1A o

=y a { 1 @ $ a 1 a J [ ] o a {
5u1ad3u e oasuwanaey IUVINABIRUADAANTANT T MUANVFUNUT IUNANIIN

%9

Y [ a

gnaetasInuuIAaEIngunse i Tae3s IRF 91271M3H91301015A0Ua 103 (Response)
voamsasunasludrulisununinsgiu (Standard Deviation : S.D.) ¥9IMm3iasunasodia
BUNAY (shock) 1 1198 (1 S.D. shock) veamsulasuuilas yasimsdeean yamnsiud oas

IS [

9 H v 9
Jule dasmenidie uaz Ysaiku Mlise saswanlaeu ngininae 1
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Response of D(FX) to D(FX) Generalized One S.D. Innovation
95% Cl using analytic asymptotic S.E.s

w > 0 oo

v
A

A o = o a
NN 2 wavneaswanlasuniaesnsiwanlasues

~ Y I 1 = 1 [ 1% = @ ~
nngilnmn 2 uaaslirunnmsnlasuulasegienunaulusanvesdnswanlasy |

1 1 = o Y a d‘ 1 [ d‘ A 1 K% :é =
e maziram vinamslasunilasnedasuanaasy SoAUDIAI LD FI9LHNT
v A y A d’ @ o/ y A d' [ g’/ =
aovaueanui lunmadsuinludeun 1 uazilsudanasludiavludoun 3 ndsmiumn lul

’ 9 v
M3 shock Taathitsaundmiuwilninmsdsuaudgaasnmlugialszunaudoun 7

Response of D(FX) to D(EXPORT) Generalized One S.D. Innovation
95% Cl using analytic asymptotic S.E.s

.16
12
.08
.04
.00
-.04

-.08
1 2 3 4 5 6 7 8 9 10

i
IS v

AMNA 3 WaINyamNsaeannuaesasanlasuy
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A 1 1 A 1 o o = 1 [
nngdamd 3 uaaliruinman/asunlasedanunaulusfnvesyaninisaiesn |
[ 1 = [ Y a d' 1 [ d' é = =\
e mavzinarm namsasuulassesonswanaasu Favzinsaovaueanunlunig
y = d‘ [ % Q' dy = d‘ g‘/ cu cu y = d'
dauanluw@eoun 1 Tasdsuaunnvuluwaeun 2 mniuszlsualtanasluniadsanlumoun 3

Y i1 Y
NI INUUNIN 1T shock Tasfadeduudniusildunmsdsudrigaasnmlusialszinm

U 9

A A
DUN 7

Response of D(FX) to D(IMPORT) Generalized One S.D. Innovation
95% Cl using analytic asymptotic S.E.s

.20
.15
.10
.05
.00
-.05

-.10
1 2 3 4 5 6 7 8 9 10

d' 1 o 9J d’d 1 [ d’
NN 4 Nﬁ’1]”IﬂiJ“ﬁﬂTﬂﬁuHslﬂVIll@]@@ﬁi”llmﬂ!f].]ﬁflu

) Y] ~ Y I3 v = 1 @ [ =) 1 o 9
?f”l“l’i'i‘UgﬂﬂWW‘Vl 4 uﬁﬂﬂwmumﬂmﬂaﬂuuﬂmammuwauiu@ﬂmmgaﬂwmimm 1
[ U S o Y a A 1 [ a [ = v [
nie mansiram Idinanmsasundasaeonsanasu luanyuzi@eanuny s
= v U A J = S v A X
Lﬂaﬂuuﬂawawammsamaﬂugﬂmwm 3 AR INTARUANINUN Iun1edeuaInlu
A A o o A da! =) A g’/ [ (3 X A A [ g’/
woud 1 Tasdsuaunnaulwaoun 2 mnduzdsualanaslunidsanlu@oun 4 nasaniu

! Y H
wn 11ifims shock Taeifassauudniviliinmslsuandriggasnmlngiilszanafioun s
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Response of D(FX) to D(CPI) Generalized One S.D. Innovation
95% Cl using analytic asymptotic S.E.s

.20
.15
.10
.05
.00
-.05
-.10

-.15
1 2 3 4 5 6 7 8 9 10

A o a Aa 0 o A
NN 5 wamﬂammmﬂaﬂmamimamﬂaﬂu

~ VN~ 1 ~ (] [ ) ~ @ a ]
sUn i s udgasldaunnaasumlasedsnunauluefavesdniitudo 1 wiae
' = ° Y a = VW = = v A y
Aazinam Ivinanslasunilasnesansuaniasy Iagazinsaeuaueaniun luniadaay
A ~ % A dal I y A ~ é’ﬂ [ % A ~
Twgoun 1 TasdSumnvvindludaingagaludeuin 2 mintuiliudranadlwfoun 3, 4 uaz

s m1n'liilims shock Taetfadvdund veiimslsuandrgaasamludoud o

Response of D(FX) to D(INT) Generalized One S.D. Innovation
95% Cl using analytic asymptotic S.E.s
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-.08
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-.16
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v
IS v

1 Y ]
NN 6 HAvVRIORTIADNIeNNRDAT Wan]asu
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~ Y 1 ~ 1 [ ] =1 o dy
g 6 uaadliiuinsnlasunlasedsnunduluednvesdnsiaenie |
1 1 = o Y a d' J [ d' =\ v A
M1 manaziwah ivinansnlasunilasiedaswaninlasy Tasazimsaovauoaiunlunia
v v Y v Y v
dvanlw@oui 1 induazdiuannnIulasaaoa (uadinsedlunisdea) winlulins shock

Tagiltooundn wlimsdsuaudigaasamlupoun

Response of D(FX) to D(M2) Generalized One S.D. Innovation
95% Cl using analytic asymptotic S.E.s

.15
.10
.05
.00
-.05
-.10
-.15

-.20
1 2 3 4 5 6 7 8 9 10

v [

= A da =
MR 7 wavesdSnauRunlneoasuandasu

A Y 3 1 a 1 1 @ = S Aa 1
nngdami 7 waaalmmunnmalasunlasesenunaulusfavestFuaitu 1 wiie
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M15199 6 Variance Decomposition of D(FX)

Period S.E. D(FX) D(Export) D(Import) D(CPI) D(int) D(M2)
1 0.452182  100.0000  0.00000 0.00000  0.00000  0.00000  0.00000
(0.00000) (0.00000) (0.00000) (0.00000) (0.00000) (0.00000)
2 0.494122  94.41967 0.677310 2.492851 1.990598 0.366677 0.052893
(3.23103) (1.25353) (1.81456) (2.01760) (1.53202) (0.69689)
3 0.515190 86.92766  0.626567 4.282305 3.658726 1.621601 2.883145
(5.42430) (1.50766) (2.41548) (3.24479) (2.47664) (2.83302)
4 0.522351 85.08952 0.758299 4.302216 4.003301 1.956700 3.889969
(6.16123) (1.58808) (2.47702) (3.49349) (2.79641) (3.61666)
5 0.523659 84.81008 0.754884 4.285001 3.986572 2.247785 3.915680
(6.45865) (1.64202) (2.48598) (3.48708) (2.94690) (3.64492)
6 0.524423 84.62931 0.766043  4.282561 4.072876 2.258280 3.990927
(6.57245) (1.68069) (2.47971) (3.49261) (2.95248) (3.64058)
7 0.524931 84.46887 0.765709 4.325233  4.112819 2.287098 4.040276
(6.66228) (1.69113) (2.49936) (3.50162) (2.94845) (3.65353)
8 0.525034 84.43579 0.769506  4.324964 4.130103 2.286263 4.053193
(6.70951) (1.70761) (2.49902) (3.50909) (2.95399) (3.66442)
9 0.525064 84.42627 0.771092 4.324463 4.136104 2.86450  4.055626
(6.73075) (1.71651) (2.50043) (3.51166) (2.95966) (3.66589)
10 0.525069 84.42550 0.771384  4.324796 4.136237 2.286489 4.055592
(6.74552) (1.71926) (2.50207) (3.51522) (2.96410) (3.66937)
Cholesky ordering: D(FX) D(EXPORT) D(IMPORT) D(CPI) D(INT) D(M2)
Standard errors: Monte Carlo (100 repetltlons)
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2)) — 0.00000301D(EXPORT(-2)) + 0.00000205D(IMPORT(-2))* — 0.013478 D(CPI(-2)) —
0.634176D(INT(-2)) — 0.000000558D(M2(-2)) + 0.048965 (3)
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Abstract

This research is a quantitative study that also utilizes qualitative data from the
opinions of relevant stakeholders. The objective is to study the opinions of teachers and
educational personnel on the private education development plan and compare these opinions
based on gender, age, position, education level, years of service, and type of educational
institution. Additionally, it aims to provide recommendations for the development of private
education. The sample for this research comprised 395 teachers and educational personnel
from private schools in Bangkok. The sample size was determined using W.G. Cochran's
formula and multi-stage sampling. The data collection tool was a questionnaire with a
reliability of 0.957. Statistical methods used for data analysis included frequency
distribution, percentage, mean, standard deviation, t-test, one-way ANOVA, and pairwise
comparison using LSD.

The research findings revealed that: 1) The overall and specific aspects of teachers'
and educational personnel's opinions on the private education development plan were at a
moderate level. 2) Teachers and educational personnel with different personal factors had
similar overall opinions on the private education development plan. However, when
examined by specific aspects, it was found that those in different positions had different
opinions on the third aspect, which is improving the efficiency of resource use for education.
Additionally, teachers and educational personnel working in different types of schools had
differing opinions on both overall and specific aspects of the private education development
plan. 3) Recommendations for the development of private education are divided into four
areas: 1. Improving management efficiency, such as incorporating information technology
to enhance efficiency. 2. Creating participation from all sectors of society, such as promoting
and supporting private education networks. 3. Enhancing the efficiency of resource use for
education, such as encouraging resource mobilization from various sectors. 4. Promoting fair
competition mechanisms under state supervision, such as organizing meetings and forums to
gather opinions.
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Abstract
The purpose of this study were to study the level of factors affecting science

learning achievement of students Mathayom 5 Saha Naresuan Campus Phitsanulok
Uttaradit Service of secondary education office area, to study the relationship of factors
affecting science learning achievement of students Mathayom 5 Saha Naresuan Campus
Phitsanulok Uttaradit Service of secondary education office area and to establish
forecasting equations of factor affecting science learning students Mathayom 5 Saha
Naresuan Campus Phitsanulok Uttaradit Service of secondary education office area. The
research sample was 367 Students Mathayom 5 in 2" semester, academic year 2023 from
4 schools, Saha Naresuan Campus Phitsanulok Uttaradit Service of secondary education
office area. The research instrument was 5 rating scale questionnaires on factors affecting
science learning achievement. The questionnaires divided into 5 parts namely: Motivation
Achievement, Learning Attitude, Quality of Instruction, Classroom Atmosphere and
Learning Aptitude. The questionnaire had 55 questions with I0C value between 0.60 —
1.00, reliability value with Cronbach’s alpha coefficient 0.81. The data were analyzed
using standard deviation, Pearson Product Moment Correlation, and multiple regression
analysis.
The study findings were as follow:
43 - 60



Journal of Modern Management Vol. 2 No. 4 (October — December 2024)

1. The opinion of students Mathayom 5 Saha Naresuan Campus Phitsanulok
Uttaradit Service of secondary education office area towards factor affecting science
learning achievement overall was at a high level (X = 4.44, S.D. = 0.55)

2. Factors of motivation achievement had positive relationship with science
learning achievement statistics significance at .05 level. For Quality of Instruction,
Classroom Atmosphere and Learning Aptitude had positive relationship with science
learning success with no statistics significance.

3. Factors of motivation achievement (X1) can forecasting science learning
achievement of students Mathayom 5 Saha Naresuan Campus Phitsanulok Uttaradit
Service of secondary education office area for 2.10 percents with equation as follows:

Unstandardized Score
Y’ =64.559 + .051X1
Standardized Score
Z'= 1447,

Keywords: Learning Achievement, Science Subjects, Factor Affecting Learning Achievement
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Abstract

Digital marketing has increasingly increased brand awareness, foster higher
customer satisfaction, prioritize organizational integration and management, and head
towards automation of marketing operations. As digital marketing keeps growing, higher
benefits of using internet marketing in an organization's integrated marketing
communication plan have become common for marketers. Visual communications are
important in the marketing world because social media marketing is a new field of media
in comparison to the traditional medium such as television, radio and print
advertisements. Visual communications through images are commonly used for marketing
communications, where images are powerful motivators because it attracts the audiences’
attention and encourages readers to be engaged with the marketing contents. Therefore,
being able to identify, interpret and understand how visuals play an integral role in
marketing will help organizations make the right choices for marketing strategies and
campaigns through various mediums which will later result in positive feedback and incur
growth for the organization. Moreover, business and marketing on Asian beauty business
and Asian beauty products are on continuous growth as people are more health concerned
— both emotionally and physically. This research will focus on the elements in marketing
and the media, as to which extent can digital marketing and visual communications
influence and foster beauty businesses in Asia.

Keywords: Digital Marketing, Visual Communications, Asian Beauty Business, Asian
Beauty Marketing, Consumer Behavior

Introduction

Beauty standards have fluctuated and changed over time. Although certain
characteristics of beauty are universal, there may be disparities in face features and how
beauty is regarded among races and ethnicities. East, Southeast, and Central Asian
populations are not uniform and have distinct face traits. Asians often have a broader face
with lower vertical height, a lack of brow, nasal, and chin. Whereas, Chinese aesthetic
practitioners valued a heart/inverted triangle face form with a reduced lower height and
straight facial feature.
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We can manufacture beauty products since we are all captivated with it. Therefore,
visual communication is essential in the beauty industry, where aesthetics and visual appeal
are vital. Several theories may be used to better understand and improve visual
communication tactics in this market. There are various theories that shaped up digital
marketing by incorporating visual communications concepts for various business
industries, including beauty businesses in Asia. Likewise, social and psychologic research
have proven that facial and bodily consonance have a great importance in our social lives
(Dimitrov & Kroumpouzos, 2023).  Furthermore, social media use strongly predicted
desire for cosmetic surgery in women between the ages of 18 and 29, staying significant
even after adjusting for body dissatisfaction (Walker et al., 2021). Therefore, beautiful
individuals are thought to be more successful both professionally and personally, and
beauty is linked to well-being (Dimitrov & Kroumpouzos, 2023). According to research,
attractive people marry attractive people, and they are more likely to get recruited and
promoted, as well as receive higher performance assessments (Dimitrov & Kroumpouzos,
2023).

Beauty concerns led to businesses having the need for effective digital marketing,
where it depends significantly on appealing visual communication to engage, enlighten,
and convince consumers. In today's fast-paced digital environment, visual features may
communicate messages more rapidly and efficiently than text alone. Visual communication
is essential for developing and sustaining a strong brand identity online. Consistent usage
of colors, font, images, and logos across digital platforms strengthens brand awareness and
trust. Effective visual communication may have a major influence on conversion rates.
Clear, visually attractive calls-to-action (CTAs), product photos, and demonstration videos
can entice visitors to do desired activities, such as completing a purchase or subscribing to
a brand.

Visuals are an essential component of content marketing campaigns. They may
make blog posts, articles, and social media information easier to read and share. When
correctly designed, visual material can benefit search engine optimization (SEO). Visual
communication is especially important on social media platforms, where messages
featuring photographs, videos, and other visual features are much more engaging. To
captivate attention and successfully transmit messages, digital ad campaigns use eye-
catching images. Visual communication may boost customization efforts by adapting
graphics to certain target segments. Personalized graphics may enhance the user experience
by making the material more relevant and interesting. Digital marketing may be made
more successful by integrating visual communication, which drives engagement, builds
brand loyalty, and increases conversions.

Literature Review

Beauty has a powerful impact on many elements of modern culture and daily life;
ideas of beauty trace back to ancient thinkers and have developed greatly over time
(Dimitrov & Kroumpouzos, 2023). There appears to be generally acknowledged physical
attributes of beauty across civilizations (Dimitrov & Kroumpouzos, 2023). The beauty
industry, particularly the usage of cosmetics, is a defining component of popular culture
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(Dambrin & Lambert, 2017). Considering visuals and the media for marketing purposes,
there is a saying “A picture is worth a thousand words”, though this is a cliche but this
cliche is the truth. When we consider visuals and images, we can say less with an image
but can impact our customers even more. Visual communications combine aesthetic sense
and logic into visual designs for marketing purposes. Therefore, we can see that visual
communication is integrated into visual marketing, which focuses on using unique and
relevant images to convey a message and express the concept. Visual marketing
campaigns lately have been transformed into a much more digitized way rather than in a
traditional sense, where visuals can be shared and acquire consumers’ engagement through
social media via digital marketing strategies.

An organization’s ability to establish itself and become recognized in the market
depends on its marketing strategy. Considerable study has revealed that the perception of
beauty is inherent. Humans have an inbuilt capacity to discern between a beautiful and ugly
person (Dimitrov & Kroumpouzos, 2023). As a result, some companies think that using
internet marketing could be harmful due to matters regarding internet fraud, advertisement
placement, or negative product reviews. Nonetheless, the company can control any
problems with digital marketing if it has a team that is solely responsible for social media
management. Customer interaction will, therefore, be fruitful. The impact of internet
marketing on sales growth makes it possible to identify the requirements for implementing
internet marketing and other associated marketing initiatives. Furthermore, the vital role
that marketing plays in drawing customers and elevating the atmosphere of any business
will be discussed. Several studies have been undertaken to establish the significance of
internet marketing and its influence on sales. Other small business might require further
investigation and research as to how large companies are able to construct effective
marketing strategies and maintains its stable outcomes and results.

Online marketing is effective and beneficial to both organization and consumers of
all generations. The number of customers reached are growing. Creating an interest in the
positive outcomes. Thus, the reasons for online and digital marketing growth arise from
new generation’s use of social media and digital marketing. Individuals who provide
cosmetic operations may enhance engagement through marketing efforts and sliding
pricing scales (Widdows, 2018). Nevertheless, digital marketing enables us to distinguish
the insights and its importance together with successful online engagement marketing
tactics. Through various social media platforms where companies and organizations find
these platforms effective for communication, it enables the organization to communicate
its messages to the target market much easier and much more effectively. Moreover, visual
communications can widen your audiences’ scope further if implemented with the right
strategy. However, there are challenges for visual communications which is the idea of
miscommunication through those visuals and when running a marketing campaign because
some error to the caption may change the entire message and conveys a misleading context
which will later negatively affect the organization and the brand. Visual communication
plays an essential role for organizations and brands to focus on the details of it to construct
effective digital and social media marketing plans and campaigns.

The variety of cosmetic treatments available to women has expanded tremendously,
as have the demands to buy such goods and surgeries (Rodgers, Hewett & Laveway, 2024).
Direct marketing of such treatments by the pharmaceutical business to customers is also a
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recent practice, which has been reinforced by social media (Mello, 2012). Many of these
treatments are advertised as avoiding or decreasing visible indications of age, or fostering
a young look; in fact, operations to diminish esthetic indicators of aging are the most often
sought and done minimally invasive procedures (American Society of Plastic Surgeons
APS, 2022). In organizations, investing in using visuals for marketing purposes is essential
in enhancing your brand awareness and making the organization known to the
public. Though there are contradictions and judgements on graphic designs in the
marketing department, it is a fact that graphic designers are considered in the minor section
in the marketing area; however, graphic designers are crucial and do play a massive role in
creativity and bringing out the essence and the identity of the organization’s brand into the
public and formed positive and engaging audiences’ perception towards the organization
and the brand. Digital marketing and marketing plans through social media and social
platforms will include detailed consideration on brand colors to the context, the designer
should avoid any message, images or elements that may mislead the context that the
organization intends to communicate to the receiver.

When integrating visual marketing into campaigns, we have to understand that our
audiences or consumers, in which humans are visual beings. According to research, visual
marketing research has expressed those humans process visuals 60,000 times faster than
text, where consumers only retain 20 percent of what they read; in addition, they can retain
80 percent of the visuals they see (Philips, n.d.). Furthermore, information and contents
presented as visuals are much more appealing and does grasp the attention of the audience
really well, we can say that visuals will remain in the consumers’ mind than any other type
of marketing content. Scientists have found out that the average attention span of a
goldfish is nine seconds and human’s concentration spans to just eight seconds (Philips,
n.d.). This implies that humans have various attention span durations, therefore, when
information is presented with images, it is most likely that the message can retrain in the
consumers’ mind for three days after with information remaining of 65 percent minimum
(Philips, n.d.). Visual marketing allows for the message and the content to be expressed
across multiple platforms, in which the new marketing world have various platforms in
order to share those visuals, we can say that channels for expressions have become much
more versatile. The use of colors, logos and the placement of the components plays an
integral role in consumers desire to engage in or retain information. Understanding the
role of culture in the desire of beauty has far-reaching ramifications for companies and
policymakers. The media was the most common source of pressure, for women to pursue
for beauty procedures (Rodgers, Hewett, et al., 2024). Although such pressures are
increasingly addressed on individuals across ages and genders, we opted to focus on adult
women since they are disproportionately targeted by the cosmetic businesses (Latham,
2008).

Women reported feeling socially pressured to use cosmetic items and services
(Rodgers, Hewett, et al., 2024). Making up is an important part of daily living rituals
(Jeacle, 2006). Cosmetic consumption, such as fashion, is inextricably linked to identity
creation and self-expression. The media imposed the most intense pressure with regard to
beauty (Rodgers, Hewett, et al., 2024). However, feminist criticism of cosmetics has
attempted to explain its predominance through conceptions of masculine dominance and
economic exploitation (Jeacle, 2006). For multinational corporations competing in the
highly competitive multibillion-dollar beauty business, more focused and effective
marketing resource allocation between nations may have a significant influence on sales
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growth and profitability. Fascination with beauty appears to be universal, information from
the business indicates that it is considerably stronger in Asian countries. Japan, South
Korea, and Hong Kong are the top spenders (per capita) for skincare in the globe
(Euromonitor International, n.d.). Additionally, Asia has the biggest concentration of
plastic surgeons (International Society of Aesthetic Plastic Surgeons, 2015). Women's
pursuit of beauty and the desire to improve their looks is receiving unprecedented attention
across the world. With double-digit growth in the cosmetic, skin care, and hair care
industries, the worldwide beauty industry is expected to reach $493 billion by 2020
(Euromonitor International, n.d.). The obsessive pursuit of beauty ideals has led to a
worldwide spike in objectification, face and body shaming, body-related illnesses, and a
preoccupation with cosmetic surgery. This issue is especially widespread in the East
(Zeilinger, 2015). Therefore, a consumer's cultural background can have a significant
impact on their quest of beauty and appearance enhancement.

Findings and Discussions

Theories on Visual Communication Influencing Digital Marketing

In digital marketing, visual communication is essential for grabbing and sustaining
consumer attention. High-quality photos, videos, infographics, and animations may
improve content engagement and encourage people to spend more time on a website or
social media platform. Gestalt theory examines how humans see and interpret visual
features as cohesive wholes rather than collections of pieces. This is especially important
in the beauty business, where product packaging, ads, and branding must all work together
to provide a unified and visually appealing experience. The key principles are proximity,
similarity, continuity and closure (Wagemans, n.d.). Proximity is closely spaced elements
are believed to be connected (Wagemans, n.d.). Similarity is the grouping of components
that are similar (Wagemans, n.d.). Continuity means continuous lines and patterns attract
the viewer's attention (Wagemans, n.d.). Lastly, closure is when people interpret
incomplete forms as complete (Wagemans, n.d.). Moreover, another theory that is essential
to visual communications is Color Theory. Color theory studies how colors combine and
what psychological effects they have on humans. In the beauty industry, color is carefully
employed to provoke emotions and express meanings. Color theory elements are composed
of color harmony, color psychology and brand identity (Rhyne, 2017). Where color
harmony is the process of combining colors in visually attractive ways (Rhyne, 2017).
Color psychology is the study of how different hues affect perceptions and emotions, for
example, blue for trust and red for passion (Rhyne, 2017). Brand Identity is to improve
brand identification along with the use of consistent color palettes (Rhyne, 2017).

Furthermore, another theory that is essential to visual communications is Semiotics.
Semiotics is the study of signs and symbols. Semiotics may be utilized in the beauty
business to communicate complicated ideas and brand messaging through images, logos,
and product design (Eco, 1976). Semiotics are comprised of icons, indexes and symbols
(Eco, 1976). Icons are direct representations of a product or brand. Indexes are indirect
signals that indicate an idea (Eco, 1976). Lastly, symbols are arbitrary signs that have
culturally determined meanings, for example, rose represents romance (Eco, 1976). Above
that, visual rhetoric also entails utilizing visuals to convey messages and influence viewers.
This is especially important in beauty marketing, where graphics must not only capture
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attention but also persuade customers of the product's advantages (Bulmer, S. & Oliver,
M.B., 2006). It comprises techniques in establishing authority and trust through high-
quality imagery, along with the use of relevant and aspirational images to evoke emotions
(Bulmer, S. & Oliver, M.B., 2006). In addition, use of logical and clear pictures to convey
information, such as before-and-after photographs (Bulmer, S. & Oliver, M.B., 2006).
Therefore, understanding how visual aspects impact customer behavior and decision-
making is critical. It comes along with relevant theories such as aesthetics, perceptual set
theory and cognitive dissonance (Coren et all, 1986). Aesthetics is the study of beauty and
taste, with an emphasis on what makes sights agreeable or beautiful. Perceptual Set Theory
explains how expectations impact perception. High-end packaging, for example, may
create the impression that the product is of superior quality (Coren et all, 1986). Cognitive
Dissonance ensures that the brand's visual identity is consistent with customer beliefs and
expectations in order to avoid discomfort or uncertainty (Coren et all, 1986).

Apart from elements relating to visual communications for digital marketing, a
narrative theory also plays a vital role where it investigates how tales may be graphically
communicated. In the beauty sector, using commercials, social media, and branding to tell
captivating visual tales helps to engage customers and develop emotional ties. Narrative
elements include plot, characters and the visual atmosphere that frames the narrative. Plot
is the visual representation of a series of events or experiences. Characters comprised of
the individuals or characters depicted, for example, models and influencers. Lastly, the
visual atmosphere that frames the narrative, such as wealthy objects and opulent
surroundings for high-end atmosphere. It is apparent that understanding cultural
backgrounds and values is critical for effective visual communication, particularly in a
varied global market. In which the elements involved includes cultural semiotics, global
and local perspectives and understanding and then analyze its trends. Cultural semiotics is
the study of recognizing and exploiting cultural symbols and meanings. Global versus
local understanding aims to configure a balance between worldwide brand consistency and
local cultural relevance. Furthermore, trend analysis are essential in keeping and staying
current on cultural trends that impact beauty standards and customer preferences.

In Asian beauty business, digital marketing and visual communications have high
contributions relating to branding and packaging as well, where it involves the use of color
theory and semiotics to produce unique and appealing packaging. Advertising campaigns
use visual rhetoric and narrative theory to create captivating advertising that appeal to the
target audience. Digital presence helps creating websites and social media material that
follows psychological and aesthetic principles in order to improve user experience and
engagement. Product design allows us to use gestalt concepts to guarantee that product
design is intuitive and visually appealing. By combining these theories, beauty companies
can develop strong visual messages that not only attract but also resonate with their target
audience, eventually boosting brand loyalty and revenue.

Visual Communication Mediums for Modern Digital Marketing

Colors and layout are examples of components that have an impact on visual
communications that incorporate graphics design. In business, visual design for
communications is critical because it transmits the message, persuades the audience, and
affects them, all of which contribute to the desired market climate. Similarly, in today's
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fast-paced world, we have only a few seconds to make a good first impression. An
excellent design may deliver a powerful message that leaves no space for confusion or
hesitancy (Isla, 2020). Graphic designers are often well-versed in the psychology of colors,
patterns, and shape, which has an impact on audience perception. Graphic design may
improve the overall image of a company and launch a business. In addition, a well-thought-
out design may wow customers and demonstrate how detail-oriented your company is.

1. Infographics

Infographics have shown to be a new type of visual representation for ease of
comprehension, and these images serve to simplify the intricacies of the contents.
Choosing the right infographics to explain a specific content will undoubtedly help express
the message the brand is attempting to convey while also enhancing quick understanding
for the receiver because the world is fast-paced; thus, content must be well digested and
presented to the audience. Infographics combine facts and statistical intricacies to make
them easier. Furthermore, information is communicated to the audience in a lot more
understandable fashion, with more appealing and readily digested material. Infographics
may convey material in the form of a visual tale that helps the viewer explain the data and
statistics (Brightedge, n.d.). Infographics are mostly utilized in newspapers and
educational settings. In addition, infographics have the potential to be a useful teaching
tool as it can provide several advantages, including (1) boost information interpretation,
(2) concepts and ideas, (3) improving the capacity to think about difficult information, and
(4) enhancing information recall and retention (The Institute for the Advancement of
Research in Education, 2003). The increased intensity of knowledge and data, and having
easy access to the material, might drive individuals to bombarded, which demands an
accurate selection of useful information. Cognition can enhance graphics by employing
the visual human system to recognize tendencies and patterns (Heer, Bostock, &
Ogievetsky, 2010). Infographics are created through data visualization, information
design, or information architecture, and have become popular in social media as static
pictures or a basic online interface covering a wide range of topics. Informatics is shared
by members of social networks, namely, Facebook, Twitter, Instagram and Pinterest. The
aim of infographic can be categorized into three objectives like speaking in public to
persuade, entertain and inform the audience and also obtaining the readers’ attraction,
hence, the readers can distinguish why they need to read the infographic (Krum, 2013).
Furthermore, the style and designs are important since they help to express the message by
utilizing the appropriate colours and presenting correct information. A useful, engaging,
and shareable infographic is an excellent approach to broaden the organization's brand
image well beyond its present consumer base.

2. Videos

Videos are an excellent medium for engaging the audience; nevertheless, the video
material must be interesting because in order to capture the audience's attention and allow
them to watch the video, the viewer must have time to concentrate. Videos may also
highlight the primary characteristics of a product or service in a more apparent way, as well
as providing perspectives on the traits that the firm has to offer. Videos can be customer
reviews, how-to videos, or demonstration videos, or any other sort of communication
content that emphasizes the value of a product or service, as well as its business and
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marketing methods. According to Forbes, “Video will revitalize email marketing” (Philips,
n.d.). Email marketing receives less attention when social media is used for marketing
reasons, and the use of emails for marketing objectives has decreased with time. Though
email marketing has become more straightforward, using videos in emails can inspire users
to connect with the company on a professional level. Videos have become a favored
medium; more than half of top executives prefer videos over text information (Brightedge,
n.d.).

3. Images

Visual marketing differs from other mediums in that it uses powerful photographs
and visuals. Photos and pictures assist to guarantee that information is effectively
communicated through visuals. According to studies, buyers want to see photographs of
individuals in order to feel linked to the content and the organization (Brightedge,
2024). However, photographs and images for digital marketing are most successful when
they are relevant to the article or page. Another technique is to leverage created content to
your benefit because it gives variety to graphics for marketing plans and tactics. Social
media tagging and reposting tagged information contribute to a steady supply of content
on social media platforms. Without utilizing excessive word for content, the goal of
employing visuals for marketing is to avoid using too much text and instead let the image
to tell the narrative. Visuals for consumer interaction contribute not only to brand
recognition but also to the bottom line of the firm.

4. Memes Marketing for Social Media Marketing

Memes are seen as a new lexicon as well as a new method of communication
through images that contain jokes and gimmicks. online memes have become the
dominating feature of participatory online culture, since they are used to communicate on
social media and web forums (Vasquez & Aslan, 2021). Memes, on the other hand, should
exercise caution when using language, jargons, or slangs, and the topic should not be
particularly sensitive, since this may lead to controversy; also, unfavorable exposure can
result in negative response. Popular memes make use of catchphrases that contain spelling
mistakes, abbreviations, acronyms, and nonstandard language. Therefore, marketers use
memes to interact with clients as they strive to connect like-minded individuals (Sharma,
2018). Social media marketing may certainly receive good effects with visual meme
communication. When it comes to meme designs, we can observe that they are basic but
effective in capturing the attention of the audience. To integrate memes with brands, the
organization's graphics designers must incorporate the major corporate identity elements
such as colors, logos, or layouts into the memes in order to foster a memorable image of
the brand in the minds of the audience and increase brand visibility. Social media
marketing professionals will keep up with the newest trends and do market research. They
will look for market demands as well as prospective venues from which the organization
may get likes, shares, followers, and subscriptions. Then they may create a strategy plan
to understand market trends.
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Asian Beauty Perception Influencing Asian Beauty Business

We have always observed that standards of beauty, regardless of nations,
ideologies, or faiths, originate from people's desire for their own well-being, not just in
terms of appearance but also in other respects. Asian beauty standards have been
influenced by Korean-Pop (K-Pop) and Japanese-Pop (J-Pop), which has resulted in an
increase in cosmetic procedures, plastic surgery, and the emergence of new cosmetic
brands to improve people's looks. But it is evident that women are more affected than men
when it comes to beauty. On the other hand, it is increasingly evident that men are equally
worried about their health as women. Although femininity and beauty are generally
considered to be found in women, beauty standards also encompass other preferences such
as physical attractiveness as demonstrated by a woman's skin tone, body type, facial
features and forms, weight, height, and other physical characteristics. It is evident that a
number of elements combined to establish Asian beauty standards and our understanding
of beauty have given rise to new commercial opportunities and marketing insights.

Beauty pageants have contributed to the trend-setting for beauty standards by
focusing on lighter skin tones and emphasizing how appealing and desirable they are
(Salva, 2019). Itis true that opinions on beauty vary depending on who is viewing it, much
like the well-known adage "Beauty lies within the eyes of the beholder.” The Western
definition of beauty does not always align with the Asian definition, and vice versa. As a
result, there is nothing deceptive about the differences in our skin tone, features, and hues.
On the other hand, beauty—both Asian and Western—is readily categorized, allowing
viewers to discern differences through makeup. Asian make-up looks emphasize natural
beauty, and a 'no-make-up' appearance is popular because it is perceived as appealing; the
no-make-up look reflects youth and freshness. Western beauty, on the other hand, sees
beauty in a somewhat different way, with a concentration on contouring to accentuate
features, larger eyes, and strong-colored lips that indicate confidence, strength, and
independence.

Above and beyond attractiveness in women, males are also subject to beauty
standards. Men's beauty standards appreciate angular features, powerfully defined
jawlines, and square chins. The majority of East Asian superstars, singers, and artists can
easily discern these beauty standards (Patchimnan, 2019). We must admit that media
influence on social media and other mediums has integrated the two mainstreams of beauty
standards and merged them into beauties without limitations, but this requires attention to
minor details if we are to distinguish between the two - Asian, so-called Eastern, and
Western beauty.

There is a significant gap between these two worlds' beauty effects. It is critical to
remember that the beauty standard is what a society perceives to be the ideal beauty.
Beauty standards can be acquired from norms from other cultures or from the other gender.
The standard will be recognized and issued when its acceptability grows. As a result, each
culture has a distinct or potentially equivalent ideal of beauty. It is apparent that humans
are completely responsible for our perceptions of beauty. We ignore metrics or facts that
may suggest whether something is more or less appealing. For the most part, individuals
continue to hold themselves to that ideal of beauty in order to blend in with society or to
bring attention to the other gender. For example, when the tanned was crowned Miss
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Thailand World 2014, some observers saw it as a chance to change beauty standards.
Nonthawan, also known as Maeya, remarked that becoming a role model for the younger
generation of Asians from various ethnic origins and with darker complexion was
important to her since it indicated that they could achieve their objectives. Maeya has, in
reality, influenced many Thai citizens. Dark-skinned women have traditionally had lesser
representation in Thailand and have been overlooked in favor of a lighter-skinned beauty
ideal.

Asian beauty standards, inspired by cultures and arts, segregate people based on
skin tone in nations like China, Korea, Japan, and India (Takamune, 2015). As a result,
skin color may clearly distinguish between affluent and poor. The whiter you are, the better
your chances of living a nice life away from the blazing heat while working hard. This
notion corresponds to the physical aspect of Asians, where pigments such as freckles are
the first symptoms of aging on Asian skin, rather than wrinkles as in Westerners. That
makes the beauty standard that favors white skin not merely beauty ideals; it has become
the values that wish to keep skin appearing youthful (Marrinan, 2019). Aside from fair
skin ideals, Asian beauty standards have been relatively stable compared to American
beauty standards. As a result, the majority of Asian women will go to any length to appear
delicate and feminine.

Fair skin is similar to the natural look of white Caucasian women, even if skin
lightening is not usually connected with the ideal of Western beauty. Asian ladies are
obsessed with skin-whitening creams and have even attempted surgery to brighten their
skin tone. Other Western beauty standards, such as high noses, round eyes, and narrow
features, have also challenged Asian beauty conventions. The Eastern models displayed in
Asian journals demonstrate how prominent these features have become. It is obvious that
adopting Western values has resulted in the racialization of beauty at the expense of
acknowledging the aesthetic merit of other ethnic groups. Female non-Westerners with
ethnic features that do not align with Western ideals may feel driven to improve their
appearance to avoid losing cultural identity. Asa result, in countries such as China, Japan,
and Korea, the Western aesthetic has had a profound effect on Asian beauty standards.
Today's standards of Asian beauty are informed by historical and cultural narratives, as
well as the supremacy of particular Western ideologies. Furthermore, they have a negative
impact on how self-esteem and self-image are seen, both of which are issues caused by
increased consumerism and commercialization. In terms of an often-overlooked racial
prejudice, the cases discussed in this debate show the implicit trade-off between corporate
and social benefit. This exemplifies a distinct definition of inclusion that supports the
acceptance of difference. For example, Korea is the core of Asian cosmetic surgery and
skincare, thus it naturally sets significant trends for idealized Asian beauty. Despite certain
differences, China's Beauty Standards are comparable to those adopted in other nations,
such as Korea. Korean Beauty Standards stress a typical look, such as a tiny face, big eyes,
and a skinny physique, in order to replicate that young aspect.

White skin, skinniness, a high nose, and double eyes are still regarded as
fundamental components of Asian beauty standards. Even if the majority of people
believed that the Asian beauty standard was destructive to their mental health and security,
the companies of cosmetic surgery and Asian whitening continue to grow at an alarming
pace. It appears that the great majority of people still believe that in order to be accepted
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by society, they must comply to some physical appearance standard. This explains why the
cosmetic surgery and Asian whitening industries are among the most profitable in Asia.
As previously indicated, many Asian nations see skin tone as a sign of Korean social and
ideal classes. In many societies, persons with dark complexion continue to face prejudice.
The skin is light and not just a sign of beauty. East Asia, including Korea, Japan, and
China, all demonstrate a desire for justice. As a result, diversity has become a goal that
many people aim for, motivating people all over the world to value the diversity of beauty
and the idea that anybody may be lovely regardless of external standards. We believe that
everyone has the ability to choose and accept beauty depending on what is appealing and
acceptable for them. Beauty, regardless of the standards established by celebrities and
influencers, continues to inspire fashion trends. It creates new beauty trends all year. In
this situation, adopting those trends is permitted according to the Asian Beauty Standard,
although we would recommend "becoming™ and sticking to such trends based on
compatibility and safety.

Conclusion

Beauty businesses' success in this region is dependent on their ability to
successfully use visual components to captivate attention, deliver messages, and create
strong brand identities. Visual communication is an essential component of the Asian
beauty industry, where aesthetics, cultural subtleties, and customer preferences are all
important. Instagram, WeChat, and TikTok are all extremely popular in Asia and are
mostly visual. To successfully reach and connect with their target audience, beauty
businesses must offer engaging, visually appealing content that is suited to these platforms.
Understanding and utilizing cultural symbols, colors, and aesthetics specific to distinct
Asian markets is critical. This cultural awareness enables companies to engage with local
consumers and form stronger bonds. The beauty business places a premium on aesthetic
attractiveness. High-quality, visually appealing visuals from packaging to advertising are
essential for attracting and maintaining customers. In order to guarantee that products and
marketing materials match the highest visual standards, brands must spend in expert design
and photography. Consistent visual identity over all touchpoints, from online storefronts
to physical packaging, which will improve brand awareness and trust because consistent
use of colors, logos, and design components results in a unified brand image.

Keeping up with visual trends, such as the K- and J-beauty, helps companies stay
current. Innovative visual storytelling and interactive content, such as augmented reality
makeup try-ons, may boost customer engagement and generate brand distinctiveness.
Visual storytelling, such as films, infographics, and photography, is effective in
communicating brand values, product benefits and user experiences. This method is
extremely successful in establishing emotional ties with customers. Visual communication
is critical in the Asian beauty industry, acting as a link between businesses and customers.
Furthermore, digital marketing is becoming an effective instrument for people to acquire
things more readily and effectiveness of social media depends on how each generation uses
it. Therefore, to address the next generation, businesses must prioritize social content that
encourages connection and engagement with their customers and use social media to assess
the consumer experience. As a result, it is apparent that new generations have a significant
impact on the success of digital marketing. Since they grew up in the digital age, if the
firm can capture their attention and interest, they will become incredibly loyal and involved
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in your brand. Digital marketing plays a significant role in establishing new national
beauty brands, appreciation to advancements in mobile internet and social media.

New Asian beauty firms have prioritized internet marketing as their major strategy,
as well as funding, which allows them to considerably enhance their internet promotion
and sales. To remain competitive, attract customers, and create company value, the beauty
sector must stay up-to-date with current policies and invest in digital marketing. Beauty
firms may increase their attractiveness, develop strong relationships with their audience,
and succeed in the competitive Asian market by using graphic components intelligently
and effectively. Embracing cultural subtleties, aesthetic excellence, and inventive visual
techniques can help businesses stay relevant and attractive in this fast-paced industry.

Recommendations and Implications

The majority of women reported feeling pressure from the media. Cosmetic
interventions and beauty products are at a rising market among adult women, and the
function of social discourse encouraged participation with beauty businesses. Moreover,
health and beauty professionals and peers were identified as the second most significant
source of pressure. Today's most popular beauty trends reflect what customers seek from
cosmetic goods and services, as well as how they want beauty businesses to represent their
world. To remain relevant, cosmetic firms must modify the way they produce and sell their
products. Beauty businesses must establish settings where they can learn from consumers
while also providing product knowledge. They require mutually beneficial spaces in which
consumers can express themselves, be heard, learn, and feel supported, as well as for
brands to express themselves, engage with consumers on a personal level, and soak up on-
the-ground inspiration and insight to help them develop relevant products and campaigns.

Beauty businesses have embraced social media, which they use to improve brand
visibility and, eventually, increase income and sales. A digital marketing plan for your
beauty business should involve establishing a social media presence on platforms such as
Facebook, Instagram, TikTok, and Pinterest. Lately, digital-driven companies interact with
the beauty community by emphasizing the social aspects of discovering, purchasing, and
utilizing beauty goods. Beauty firms may boost their visibility by providing company
updates, customer testimonials, and product reviews on social media and other online
forums. Companies should intimately inform customer about their customers' demands by
being active in these interactions. Moreover, a digital community is a means to increase
brand advocacy and engagement by allowing consumers to interact with one another and
even contribute content or product development. Conversations amongst beauty may be
shared on social media sites such as Instagram, Facebook, and YouTube for a wider reach
while also being less expensive than traditional advertising. A digital community will assist
to increase brand awareness, which will lead to increased sales.

Digital-driven organizations that devote time and money to create high-quality
content, and in certain circumstances in large quantities, may significantly enhance their
online exposure and website traffic. Develop digital material that is informative and
engaging. Create product lessons for your YouTube channel to assist buyers to learn and
explore more about your items. Referring back to the company’s and brand’s website, it
can help boost brand recognition. Create a subscriber list and send out promotions and
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offers to boost purchases. As well as, ask for input from consumers through surveys or
social media postings to obtain information and ideas about what they need the most.
Allow users to freely post their own images and videos across social media platforms to
capitalize on the power of user produced content. Interview people from your digital
community to gain their views and ideas about your brand. Companies can provide
exclusive material, such as demonstrations or free trial items. This will introduce people to
your product line without them needing to purchase any product upfront. A digital
marketing plan for your company should also involve paid advertising on Facebook and
Instagram, as these platforms allow beauty firms to reach customers afar faster than organic
posts.

Brands that can transform their consumers into communities have much greater
engagement rates, which leads to increased revenue. Community is a great engagement
strategy because it capitalizes on people's innate need to belong. As a beauty marketer,
you can also engage customers on social media and in your own community, encouraging
them to offer comments, beauty inspiration, and recommendations in groups or on their
personal social media accounts. Brands can share exclusive promotions as an exclusive
member-only offer, and work with beauty professionals to assist individuals address their
beauty concerns. Whereas, the primary objective is to retain consumers and enhance their
loyalty to your business through the creation of strong communities and long-term
connections.  The finest advertisement is unquestionably satisfied customers and
testimonials have one of the most powerful effects on a customer's decision-making
process. Shorten your consumers' research time by providing all relevant information and
connections to your goods. Videos showing people testing out different products and
praising their favorites are an excellent method to boost customer testimonials for your
beauty company.

Content marketing is a crucial approach for increasing brand recognition and
promotion. Company’s website or online store reflects who companies are as a brand, so
make sure it has all of the information that consumers and the media require. In addition,
information marketing is effective because it engages the target audience with relevant,
interesting, or otherwise useful information that adds value to the reader. Customers can
be surveyed to provide feedback on your products and campaigns. This may be
accomplished through the use of engaging interactive material, such as quizzes integrated
as popups on your website, or through email marketing. Utilize the results to enhance your
marketing approach by interview representatives from the beauty industry. Companies can
contact bloggers and influencers who are interested in beauty and makeup. Influencer
marketing is popular in the beauty business, and it may be a win-win approach for both
your brand and the influencer with whom you are collaborating.

Much as customers connect most with real individuals who understand their
everyday difficulties. At the same time, businesses want to use influencer marketing
without spending an amount of funding on celebrities and well-known influencers. With
the continued expansion of Instagram and TikTok, there are a lot more potential micro-
influencers that may be a fit for beauty brands. Social listening is the process of monitoring
your brand's online presence by looking for and evaluating online discussions about your
organization along with its products and rivals. Considering personal branding, it may
offer your brand a face and a personal narrative, which contributes to a stronger feeling of

authenticity. Write articles, make videos, and share your story on LinkedIn, TikTok, or
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where your target audience spends their time. Share your expertise, difficulties, and long-
term objectives. In the long run, it will help you establish a solid position as an industry
expert. Discuss the company's vision and goal publicly, and start conversations about those
concepts with your network. Create a story that others can understand and sympathize with.

Companies can publish visually beautiful, "Instagrammable™ materials. If
companies do not have large budget or try working with skilled amateur photographers.
Publish before-and-after photos to demonstrate how attractive your cosmetics are.
Collaborate with aspiring make-up artists, they prefer natural cosmetics and often share
their skin care routine and skin care suggestions online, making it an effective approach to
acquire new customers. Share your brand's narrative with native advertising, YouTube,
and social media storytelling platforms. Showcase tutorials, tips and techniques for
applying cosmetics, product advantages, and more. Collaborate with an organization that
promotes social or environmental issues. Be proactive and customer-centric, reply
immediately and politely to customer feedback and comments. All of your ideas and
marketing endeavors should revolve on your target demographic, their wants, and desires.
Interact with others with gifs, content-in-motion, and videos. In the increasingly
competitive beauty and cosmetics industry, possessing a natural beauty brand with high-
quality products would be sufficient. Companies can express unique narrative while also
reaching and engaging the proper customer group. Content marketing is an excellent
approach to convey your brand, products, and unique value proposition across a variety of
channels and platforms.
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Abstract

This formative research study explores the potential impact of test timing on the
performance of elementary school students in Thailand. The study investigates whether the
time-of-day influences test results by examining performance differences on a multiple-
choice grammar test administered at 8:30 AM and 3:30 PM. Conducted with a group of 5™
grade students, the research employs quantitative methods (paired sample t-test) to identify
the optimal time for test administration to achieve the best student outcomes. The results
of our study reveal significant differences in test performance between morning and
afternoon test sessions based on the time of day, suggesting that morning assessments may
yield better outcomes for elementary level students, compared to the afternoon. These
findings can inform educational policies and practices, promoting optimal learning and
assessment conditions.

Keywords: test performance, time of day, morning tests, afternoon tests, elementary
students, CEFR, educational assessment, Thailand, test timing, student performance,
optimal test timing.

Introduction

As educators deeply invested in the growth and development of our young students, we've
long observed the intriguing interplay between time and learning outcomes. Among our 5
grade students, we've noticed a discernible shift in their cognitive engagement and
performance as the day progresses. Mornings often herald a fresh start, brimming with
energy and enthusiasm. Students seem more receptive to new information, their minds alert
and ready to absorb knowledge. However, as the day wears on, fatigue sets in, attention
wanes, and the once-vibrant classroom atmosphere mellows. Afternoons witness a palpable
dip in motivation and focus, with students grappling to maintain the same level of
attentiveness displayed earlier in the day. This variance in students' cognitive states
throughout the day is not merely anecdotal; it's supported by a wealth of research
highlighting the circadian rhythms that govern human behavior. Morning hours typically
coincide with heightened alertness and cognitive functioning, while afternoons see a
gradual decline in these faculties. This disparity in cognitive peaks and troughs bears
significant implications for test performance. Tests administered in the morning may
benefit from students heightened mental acuity, resulting in sharper focus, quicker
comprehension, and ultimately, superior performance. Conversely, assessments conducted
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in the afternoon may encounter diminished cognitive resources, leading to decreased
attentiveness, slower processing speed, and potentially, lower scores. Understanding these
temporal nuances is crucial for optimizing the effectiveness of educational assessments.
By aligning test delivery with students' natural peaks in cognitive functioning, we can
ensure fair and accurate evaluations that truly reflect their capabilities. Through our
research, we aim to shed light on the optimal timing for administering tests to maximize
students' potential and foster academic success.

Importance of language testing

Language testing serves as a cornerstone in assessing students' progress and

proficiency, offering a universal method to evaluate linguistic skills across diverse
contexts. Whether assessing vocabulary acquisition, grammar comprehension, or
communicative competence, language tests provide valuable insights into students'
language abilities, facilitating informed instructional decisions and curriculum planning.
Moreover, language testing plays a pivotal role in benchmarking academic standards,
facilitating international communication, and promoting linguistic diversity.
At the elementary school level, language tests are typically delivered during regular
classroom hours, often integrated into lesson plans or scheduled as standalone assessments.
However, the timing of test administration is seldom given deliberate consideration.
Teachers, understandably focused on designing assessments that align with curricular
objectives and instructional goals, may overlook the potential impact of external and
psychological factors on testing performance.

For young learners, the timing of test delivery can significantly influence their
cognitive engagement and performance. While mornings may coincide with heightened
alertness and receptivity to learning, afternoons may witness a decline in attention and
motivation. Despite these inherent fluctuations in students' cognitive states throughout the
day, test administration often occurs indiscriminately, without accounting for optimal
timing to elicit peak performance. This oversight highlights the need for educators to be
cognizant of the temporal dynamics shaping students' learning experiences. By considering
factors such as circadian rhythms, attention spans, and fatigue levels, teachers can
strategically schedule test administrations to capitalize on students' cognitive peaks and
optimize testing conditions. Recognizing the intricate interplay between time and testing
performance is essential for fostering equitable assessments and nurturing students'
academic growth.

Purpose of this research

This formative research study aims to explore the potential effect of test-taking
performance that could be due to the time of test delivery. Specifically, the study seeks to
investigate whether there is a correlation between the time of day a test is administered and
the resulting performance of elementary school students. The primary research questions
guiding this inquiry are twofold: firstly, whether there exists a discernible difference in test
performance between morning and afternoon administrations, and secondly, if so, what
factors contribute to these variations in performance. By addressing these questions, the
study endeavors to provide valuable insights into the optimal timing for test delivery and
its implications for assessing students' cognitive engagement and academic achievement.
Ultimately, the research aims to inform educators' practices and enhance the validity and
fairness of language assessments in elementary school settings.
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Literature Review

The optimal timing for administering tests to primary school students is a crucial
aspect of educational practice that can significantly impact student performance and overall
learning outcomes. This literature review aims to synthesize research findings from
cognitive psychology, empirical studies, and educational practices to determine the best
times of day for test administration in primary schools.

Cognitive functions, such as memory, attention, and executive functioning, exhibit
significant diurnal variations influenced by circadian rhythms, with cognitive performance
peaking in the mid-morning and declining throughout the day (Monk, 2005). Folkard
(1975) found that primary school students display higher alertness and cognitive abilities
in the morning, suggesting that morning test administration can provide a more accurate
measure of students' capabilities. Even though educators have noticed similarities in our
students in Thailand, studies appear to be very limited, especially in elementary level
students While it was found that test anxiety was influenced by the timing of test
administration, and is lower in the morning, thus leading to better performance according
to D.W. Putwain and W. Symes (2011), itis still inconclusive, especially in EFL contexts.
Furthermore, the preferences of teachers and students for morning tests, due to better
concentration and reduced fatigue, align with the cognitive benefits of morning test
administration (McKay, Fisher, & Graesser, 2011) and this true to an extent in Thailand
but considering that this country has its own unique environment and mannerisms, it may
differ. Therefore, considering intrinsic factors such as diurnal variation, test anxiety,
nutrition, physical activity scheduling tests in the morning can optimize student
performance and provide a more conducive environment for accurate assessments and this
is what we would like to ascertain for primary students in Thailand.

Empirical studies have consistently shown that the timing of tests significantly
affects student performance, providing strong evidence for the benefits of morning test
administration. Sievertsen, Gino, and Piovesan (2016) analyzed test scores from Danish
students and found that performance declined throughout the day, with the most significant
drop occurring after lunch. This research indicates that morning tests are likely to result in
higher scores and better academic outcomes for primary school students. Furthermore, the
importance of breaks and rest periods in maintaining cognitive performance has been
highlighted in various studies. Kuhlman, Beers, and Gray (2018) found that short breaks
between testing sessions significantly improved student performance. The timing of these
tests and breaks are critical factors, and since the break times and test times here in Thailand
differ from that of other countries, assumptions cannot be made. We tend to agree that
nutrition and physical activity also play crucial roles in cognitive performance, with studies
showing that a nutritious breakfast and morning exercise boost cognitive functions and test
outcomes (Benton & Jarvis, 2007; Howie & Pate, 2012). However, this may or may not be
generalizable to young students in Thailand.

Klein, Harks, and Koller (2018) conducted a longitudinal study over several years
and found that students consistently performed better on tests administered in the morning.
These findings have substantial implications for educational policy and practice. Schools
should consider scheduling tests in the morning to enhance student performance and reduce
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educational disparities. Incorporating breaks and ensuring that students have access to
nutritious meals can further support optimal test outcomes. Kutscher and Slavin (2018)
suggest that implementing optimal test schedules in schools can lead to significant
improvements in student performance and overall educational quality. Here lies some
important truths, but it can also an impact on results from students given the same test at
different times resulting in the teacher not receiving true and accurate test scores. Thus,
emphasizing the importance of strategic planning in the educational environment to foster
student success. While there is extensive research globally on the impact of test timing on
student performance, there appears to be limited research specifically addressing this topic
within the context of Thailand. Most studies conducted worldwide, such as those by Smith
and Johnson (2018) and Garcia et al. (2020), have focused on Western educational systems,
examining how factors like cognitive alertness and fatigue affect test performance
throughout the day. These studies generally conclude that students perform better on tests
administered in the morning compared to those taken in the afternoon.

In Thailand, especially within regular public schools, there seems to be a lack of
comprehensive studies investigating the relationship between test timing and student
performance. The educational context in Thailand, including cultural factors and the
structure of the school day, may present unique dynamics that have not been fully explored
in existing literature. Our study aims to fill this gap by examining the effect of test timing
on the performance of 5" grade students in a Thai public-school setting. This research is
particularly significant because it addresses an underexplored area within Thai education
and could provide valuable insights that are culturally and contextually relevant. By
focusing on young students in Thailand, our study seeks to offer evidence-based
recommendations that could enhance educational practices and policies in the region.
While there is abundant research on test timing globally, there is a notable lack of studies
within the Thai educational context. Our research initiative is among the first to
systematically investigate how test timing affects student performance in Thailand, aiming
to contribute to the broader educational research community and inform local educational
practices.

Methodology

Participants and sampling size

The participants in this study include 5th grade students from a large-size public
school in Chachoengsao, Thailand. All students have been exposed and studied English as
a foreign language since kindergarten. Each year, the school administers placement and
language proficiency tests to evaluate students' readiness to advance to the next grade. The
test is an English Grammar test, which aligns with the CEFR guidelines. 5th graders from
this school are expected to be at CEFR level A2 The researchers used convenience
sampling techniques to recruit participants as the one of the researchers is a full-time
teacher of the school. Overall, 90 participants were recruited for the study.

Research Instrument (Test Validity, Reliability and Comparability)

Two sets of multiple choice grammar tests of CEFR B1 were designed based on a
language textbook used for English 5th grade class. The test consists of 20 questions which
divides into four sections: tense, vocabulary, verb form, and word order/pronoun. Each
section consists of five test items. In order to ensure that each section such as types of
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tensesand verb forms are valid in the aspect of measuring CEFR B1 and in line with the
CEFR guideline, test items from three websites were adapted. The websites were:

1) https://www.englishthisandthat.com/blank-page-4
2) https://www.examenglish.com/grammar/a2_grammar.html
3) www.oxfordlearnersbookshelf.com.

These three websites provide a structured design of types of tenses, vocabulary,
word form and word orders to be used in the design of the two sets of multiple-choice
grammar tests at CEFR B1 level. To ensure reliability of a test, a multiple-choice grammar
test was chosen. For comparability, the three websites were used as an adaptation of
grammar test questions for CEFR B1. Students were given instructions for 5-10 minutes
thereafter they were allocated 50 minutes to complete the test. The entire procedure was
carried out for Test 1 in the morning session (8:30-9:30 am) and repeated for Test 2 in the
afternoon session (3:30-4:30pm).

Method of Analysis

This formative study takes a quantitative approach to explore whether there is a
significant difference between taking a test in the morning and the afternoon time. Both
descriptive and inferential statistics were used. For descriptive statistics, a measure of
central tendency such as average score was used to give an initial picture Measures of
dispersion such as standard deviation (SD) were also applied to provide researchers with
how much the score data varies from the mean score. For inferential statistics, a
parametric test of paired-sample t-test used to explore whether there would be a
significant difference between the score of the two tests in the morning and afternoon.
This is because the number of test takers exceeds 30 which assumes normal distribution
within the test takers.

Result and Discussion
Figure 1: Mean score of Morning Vs. Afternoon Test Result

Mean Score of Morning Test vs. Afternoon Test
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Table 1: Mean, Standard Deviation, a T-test result for Morning and Afternoon Test

Morning Test Afternoon Test
M SD M SD T-test
8.63 3.16 6.48 2.52 0.00**

**p<0.05

The results of this study indicate that there is a statistically significant difference
between the mean test scores of the morning test session and the afternoon test session.
Specifically, the morning test session had a higher mean test score (M = 8.63, SD = 3.16)
than the afternoon test session (M = 6.48, SD = 2.52). A paired samples t-test was
performed to compare the mean score of morning and afternoon test sessions. A paired-
samples t-test revealed t(88) = 7.413, p = 0.00, (p < .05).

Based on our evidence, we feel confident in concluding that the timing of test
administration significantly affects student performance. Our study revealed that students
performed better on tests administered in the morning compared to those in the afternoon.
This is what we have found: the mean scores for morning tests were consistently higher
across all groups, indicating that students were more alert and capable of demonstrating
their knowledge early in the day. The statistical analysis, including the paired t-tests,
showed significant differences in performance between the morning and afternoon
sessions.

We believe that these findings highlight the importance of considering the time of
day when scheduling assessments, particularly in elementary education. Morning testing
may allow students to perform at their best, potentially leading to more accurate measures
of their abilities and knowledge. This insight can guide educational administrators in
optimizing test schedules to enhance student outcomes. Our research supports the
hypothesis that the time-of-day influences test performance. By prioritizing morning
testing, schools can help students achieve better results, thereby improving overall
educational effectiveness. We hope our findings will inspire further research and encourage
schools in Thailand to adopt test schedules that align with our evidence-based
recommendations.

Conclusion

The findings of our research underscore a critical but often overlooked factor in
educational assessment: the timing of test administration. By systematically analyzing the
performance of Prathom 5 students on grammar tests conducted at 8:30 AM and 3:30 PM,
we have demonstrated that test timing significantly affects student outcomes. Our results
reveal that students generally perform better in the morning, suggesting that cognitive
functions are more optimal during this time. This insight is not only statistically significant
but also practically relevant for educational policymakers, administrators, and teachers in
Thailand. Our study is pioneering in the context of Thai public schools, offering a new
dimension to educational research within the country. It provides a compelling argument
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for rethinking current testing schedules, advocating for morning assessments to maximize
student performance. This research has the potential to influence educational strategies
nationwide, fostering an environment where students are assessed under optimal
conditions, thereby enhancing overall educational outcomes. As we strive for academic
excellence in Thailand, our study serves as a catalyst for change, urging educators to adopt
evidence-based practices that prioritize student well-being and performance. The
implications of our findings are profound, promising to elevate the standards of educational
assessments and contribute significantly to the global discourse on educationn.
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Abstract
The objectives of this research were: 1) to study the level of performance

efficiency, 2) to compare performance efficiency based on individual factors, 3) to examine
work attitudes affecting performance efficiency, 4) to propose personnel development
guidelines. Two sets of questionnaires were used: The first set focused on work attitudes
affecting performance efficiency and was administered to a sample of 120 individuals,
selected through Proportional Stratified Sampling. Upon analyzing the first set of
questionnaire responses, the researcher identified certain issues that required attention. These
issues were summarized and grouped to design the second set of questionnaires, which
consisted of open-ended questions about personnel development proposals and was
administered to a Purposive Sampling of 6 individuals. The responses were then
summarized, analyzed, and categorized to develop personnel development guidelines.

The study found that the overall levels of performance efficiency and work
attitudes were very high. The hypothesis testing revealed that: 1) personnel with different
individual factors, such as age and work experience, 2) work attitudes including Cognitive
Component, Affective Component, and Behavioral Component which significantly
affected performance efficiency. The work attitude most affecting performance efficiency
was Cognitive Component, followed by Behavioral Component and Affective Component.
In addition, the personnel development proposals suggested that lessons learned after the
completion of a project to identify problems and solutions, thereby improving the
efficiency of the work process.

Keywords: Work Attitudes, Performance Efficiency, Field Administration Division
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Abstract

This article aims to 1) study the approaches to disaster education to promote disaster
literacy of junior high school students, and 2) propose strategies for disaster education to
promote disaster literacy of junior high school students. This qualitative research collected
data through document analysis and interviews with 16 teachers of social studies. The
research tools included document analysis and semi-structured interviews.

The research findings indicate that 1) approaches to disaster education focuses on
fostering analytical problem-solving, critical thinking, and problem-solving skills to enable
students to cope with potential disasters in the future. It emphasizes the transferability of
acquired skills to adapt to global situations appropriately. 2) Strategies for disaster risk
education management to enhance disaster risk awareness include 2 .1) Learning
Management 2.2) Media and Learning Resources 2.3) Assessment and Evaluation.

Keywords: Disaster Education, Disaster Literacy, junior High School Students
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