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Abstract

The objectives of this research were: 1) to develop the Academic Service Management
Information System at Rangsit University. 2) to evaluate the satisfaction of the Academic Service
Management Information System at Rangsit University. The system has been developed and divided
the users into two groups: 1) academic service center staff who can use a user interface to add, delete,
and modify academic service data with and without income, 2) faculty members who can add, delete,
and modify general academic service data. The researcher developed the system as a web application
using the System Development Life Cycle methodology, which verifies the user's identity with the
university's user account. The tool used to assess satisfaction with the use of the system is the
satisfaction assessment form. In the overall assessment results, the assessor had a good feeling or
satisfaction at the highest level (x_=4.66, S.D.=0.60) Considering each issue, it has been found that
the issue that received the most evaluation result was the convenience aspect, which is due to the
system being readily usable without the need to install any additional applications (x _=4.80,
S.D.=0.48) and the convenience of accessing the system using university user accounts (x_=4.80,
S.D.=0.55). The issue that received the lowest evaluation result was the aspect of suitability related
to the user experience in using the system (x_=4.50, S.D.=0.68). From the evaluation results, it is
shown that choosing to develop the system in the form of a web application and verifying identity to

use the system with the same user account as other systems. There is an important part that helps

create satisfaction for users.

Keywords: Academic Service, Management Information System, Web Applications
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Abstract

The purpose of this study is to examine the relationship between the cash flow from
operating activities and the stock price of listed companies on the Stock Exchange of Thailand during
the 2019 coronavirus situation. Financial statements were collected during the period 2017 — 2022,
from the online SETSMART and BLOOMBERG database. The sample size is 2,292 firm-year
observations. The study divides the independent variables which focusing on operating cash flow, a
total of 6 cash flow ratios, including 1) the operating cashflow to current liabilities; 2) the operating
cashflow to total liabilities 3) the operating cashflow to total assets 4) the operating cashflow to total
revenue 5) the operating cashflow to net profit, and 6) the operating cashflow to shareholders' equity.
This research employes a descriptive statistical analysis, and multiple regression analysis using
ordinary least square, fixed effect and random effect regression models and use Hausman test to
select the suitable models.

The results of research find that by using the ordinary least square, none of the variables
found to relate to stock prices during the COVID-19. Due to the panel data, and the Hausman test in
selection the model, fixed effect regression model is the most suitable, and the results found that
operating cashflow to total assets and size of business relate to the price of the listed company’s

stocks during the 2019 coronavirus.

Keywords: Stock prices, Operating cashflows, Stock Exchange of Thailand, COVID-19
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Regression Model 2. Fixed Effect Regression Model 3. 75 Random Effect Regression Model 1 ®
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Han15Iv8
a d A 9 A A aAa R g Y @ @ a
NAITAUATIEHIFINITsU IaelHnTeelen19ana wﬂusumgam”lﬂmmmuﬂﬁaﬁﬁz

v

@ @ a J 3 v A
alsau uazmuﬂﬁmmu Taowamsaasizmiluasil

MI19 1 Madaranssanvetanlsnldlumsanmn

Variable Mean Std. Min Max
OCF/CL 0.396 1.479 -33.466 18.403
OCF/TL 0.248 0.870 -21.648 14.204
OCF/TH 0.068 0.111 -0.470 2.883
OCF/TR 0.120 1.083 -10.301 43.620
OCF/NP 1.541 8.498 -42.753 164.587
OCF/TE 0.131 0.244 -1.486 3.618
Covid19 1.500 0.500 1.000 2.000
SIZE 8.992 1.557 5.054 15.044
SP Y 11.156 14.929 0.560 97.500

1NN 1 AulsddszAdandrunszuaRuaaiuIY 6 Ay Aulsarngu 2 @2

(%} o % =S 9 (% dy (% 1 a a o a
uals waz@ulsanu S 1 auals Tdeya AN BAAIUNTTUARUAAINAINIT TUAUTUIIY
1 dyq = 9 (= d‘ ld’ = 9 ld'
apnlAUNYUABY (OCF/CL) 31nToyanuNUAURGE 98T 0.396 HAzTNITNILIBIDYADYN
1.479 TaslAIgIgaN 18.403 oz MgAN -33.466 0AIIAIUNILUARUAADINNINTTUA WU
1 dya Y A a 1A =) Y = =
ABHUTUTIN (OCF/TL) 1INUpyanUNNAURALDEN 0.248 UN13N32I18U0YAREN 0.870 1ABY
AGIGALATAIYN 14.204 ,-21.648 AINAIAY GATIAIUNTEUTRIUTANINAINTIUAWTUIIY

a [ 4 = 9 A = 1A = 9 A
AUNINITMRAY (OCF/TH) 1nToyanuNIAURas0d 0.068 1azin13nszatevoyangh 0.111
TaeTisngaga 2.883 uazamgai -0.470 oATIAIUNTZUARIUAAINNINTTUAUTUNIUADTIE 1ATIY
(OCF/TR) fiAunde 0.120 imsnszaredoya 1.083 Argegauazdige 43.620 , -10.301 MUdIAU
gasrdIunIzuaIuaanInnInssuANiuIUaef 1sqns (OCF/NP) inundsodh 1.541

M3NIZ0ToYangN 8.498 UAIGITA 164.587 AN -42.753 HAZOATAIUNTZUARIUTAAIIN

AN SNANHUIUADEIUVDIRDOY U (OCF/TE) UA1nde 0.131 nTz91890yang 0.244 A1gIgA
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"o 1A A o I @ [ a o ~
3.618 AIANYADYN -1.486 Taelanlsautusinivannsnevesusinvanziboulunaia

[ o 4 ] 1A A = =\ 9 A =1
WﬁﬂﬂiWﬂLLﬁﬂﬂiZlﬂﬁqﬂﬂ (SP.Y) NUNUAURAYDYN 11.156 UNTINITINYUDUADYN 14.929 U
J 1o A o Y a A A 1A
AGIFA 97.500 AIAFA 0.560 “lummzmmuﬂimuau"lmm YUIAVDININIG (SIZE) ununageyn

8.992 limsnsztedoyaogh 1.557 Ta1gaga 15.044 fdga 5.054

M3199 2 WAATIZHAIT0ADBILULNILLA A287F Pooled OLS Regression Model

SP Y Coef. Std. Err. t P>|t| [95% Conf.Interval]
OCF/CL - 0377 0.366 - 1.030 0.303 - 1.095 0.340
OCF/TL 0.480 0.664 0.720 0.470 - 0.822 1.781
OCF/TA 24.132 4.895 4.930 - 14.533 33.730
OCF/TR - 0.087 0.271 - 0.320 0.749 - 0.618 0.445
OCF/NP 0.019 0.033 0.580 0.564 - 0.046 0.085
OCF/TE - 6.886 1.916 - 3.590 - - 10.644 - 3.128
Covid19 - 0.639 0.561 - 1.140 0.255 - 1.739 0.461
LNNI 4.286 0.197 21.770 - 3.900 4.672
R2 0.201
Adjust R2 0.196

INAITIN 2 NI AATIEHATAADDULVY Panel 910 Model SIAHENNSNIVDIUTHNIA

=1 @ ] o 1 9 o Y4

nziouluparananninduralszmea lne (SET Index)(SP_Y) Taal¥mMsnageun I INTUNUT
Y axt . @ = [ v [ [ [ o [] o

A3835 Ordinary Least Square a5 lifianudunusinernusimuannsng luseaaniumsal in
a 1 1 [ [ o 1 [y o [

A N.A. 2560 — 2565 R2 =20.1% L4 Adjust R2 = 19.60% W‘u:n"lmﬁmmauwuﬁamauﬂmﬂﬂuj
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M99 3 HaIATIZHNIOARBELLLUNILIUA A283T Fixed Effect Regression Model

SP Y Coef. Std. Err. t P>t [95% Conf. Interval]
OCF/CL - 0172 0.257 - 0.670 0.503 - 0.675 0.332
OCF/TL - 0133 0.468 - 0.280 0.776 - 1.050 0.784
OCF/TA 7.850 3.683 2.130 0.033%** 0.626 15.073
OCF/TR - 0.081 0.184 - 0.440 0.657 - 0.442 0.279
OCF/NP - 0.022 0.023 - 0.980 0.325 - 0.067 0.022
OCF/TE - 0353 1.463 - 0.240 0.809 -3.222 2.516
Covid19 - 0439 0.372 - 1.180 0.238 - 1.170 0.291

LNNI 2.758 0.827 3.330 0.001*** 1.136 4.380

_cons - 13.331 7.258 - 1.840 0.066 - 27.565 0.902

R-Squared Within 0.011
R-Squared Between 0.197
R-Squared Overall 0.149
Hausman Prob>chi2 = 0.0001
FEM is optimal

MUY : A1 P-Value < 0.1000 Tiisddnyn1aadanszay 90% 1so *

- A1 P-Value < 0.0500 Iioddynaadanszan 95% 1o **

- 11 P-Value < 0.0100 Hiod 1A naddanszal 99% ne ==

1INA15197 3 HANITIATIZHNDIIAT N1INAAOY Fixed Effect Regression Model 1410
finsanalszAn3aunanee (Cocfficients) NUNTIAMANNTNEVoILTENIAnzTouluaaia
nanninguralszma’lne (SPY) funszuailuaadInnanssudivaIude aUNI NI
(OCF/TA)) (mﬁ’uﬂszﬁmﬁ 0.033, A t 111N 2.130 LLas A1 Coef. 7.850 ﬁﬁﬂﬁWﬁﬂJﬂNﬁﬁ&ﬁ 0.05)
wag MrannsndvesusEnvanzbeouluaarandnnsnduriadszme Ine (SP_Y) fuviiaves

v

5309 (LNNI) (1052807 0.001, A1 t 1110 3.330 azaA1 Coef. 2.758 Nilodaynaadan

Q

o 1

=Y @ J v A v o w
0.01]'llliJ‘ﬂ'J"lllﬁ'lIWl!‘ﬁﬂU'E)EJN?JuEJﬁ"IﬂﬂJ
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M131971 4 75 Random Effect Regression Model

SP Y Coef. Std.Err. z P>z [95% Conlf. Interval]
OCF/CL - 0.182 0.254 - 0.710 0.475 - 0.680 0.317
OCF/TL - 0.102 0.462 - 0.220 0.825 - 1.009 0.804
OCF/TA 10.479 3.612 2.900 0.004*** 3.400 17.558
OCF/TR - 0.075 0.183 - 0.410 0.680 - 0.433 0.283
OCF/NP - .016 0.023 - 0.730 0.467 - 0.060 0.028
OCF/TE - 1153 1.433 - 0.800 0.421 - 3.961 1.656

SP Y Coef. Std.Err. z P>z [95% Conlf. Interval]
Covid19 - 0.559 | 0352 - 1.590 | 0.112 - 1.248 0.131
LNNI 3.507 0.344 10.190 - 2.832 4.181
_cons - 19.971 3.112 - 6.420 - - 26.070 - 13.872
R-Squared Within 0.011
R-Squared Between 0.200
R-Squared Overall 0.151

Prob>chi2 = 0.0001
Hausman FEM is optimal

{ a J T 4
INNIT NN 4 HANITAATIZHWLIIAT N1TNATOU Random Effect Regression Model 1o

a 1 a £ ' @ [4 a o
Wﬂ1§m1ﬂ1ﬂ§$ﬁﬂﬁﬂ’31ﬂﬂﬂﬂﬁ]ﬂ (Coefficients) W“lJ’NﬁﬂTl’iﬁﬂ‘ﬂ’iWEJGUEN“lJivﬂﬂﬂﬂ&‘ﬁﬂuiu@a1ﬂ

1 J

[ [ 4 1 @ a a o A a @
Waﬂﬂiwmlﬁﬁﬂ‘iglﬂﬁqﬂﬂ (SP_Y) AUNTEUHTNUTAIINNINTTUAUUUITUADTAUNITINYT)

=

o

1 g a Q( 1 ! v ! 1<) ] v a
(OCF/TA) (Medul5e@NT 0.004, A1 Z Score (M1 2.900 tazA1 Coef. 10.479 Usdiagn1aa

)

70.01)
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$ a 4
MIN 5 HANISIAATIZHNTOADDIUULNILUA (Panel Data Regressio

n)
SP Y
OLS FEM REM
OCF/CL 0.303 0.503 0.475
OCF/TL 0.470 0.776 0.825
OCF/TH 0.000 0.033%* 0.004***
OCF/TR 0.749 0.657 0.680
OCF/NP 0.564 0.325 0.467
OCF/TE 0.000 0.809 0.421
SIZE 0.000 0.001*** 0.000
_cons 0.066 0.000
R2 0.201
Adjust R2 0.196
R-Squared Within 0.011 0.011
R-Squared Between 0.197 0.200
R-Squared Overall 0.149 0.151
Prob>chi2 = 0.0001
Hausman FEM is optimal
W8I : A1 P-Value < 0.10 Tiioddyneadaniszqy 90% 13 e *
1 P-Value < 0.05 Hifoddynisadafissdy 05% 1o
A1 P-Value < 0.01 ffoddynisadffissdy 99% 1ie w+

A A Y 3 o v =2 A ]
NATTINN 5 LuaamﬂmayjaLﬂuaﬂymzmayjmmu PaneliNiJﬂ"liGle'ﬁ‘JJﬂﬁﬂﬂﬂﬂEJ

ANFUWUT UV Fixed Effect Model 118 Random Effect Model A1 W15 11A9NT 21319 Fixed

Effect Model 118 ¢ Random Effect Model 9 N91521910N15NAT 0D Hausman Test 184 1A

Probability > Chi-Square Statistics 11188031 0.05 9¢180n 1% Fixed Effect Model L@ 1A AN

Probability > Chi-Square Statistics 71 14410171 0.05 921890 1% Random Effect Model

a J (% @ J a o
N1TAUATIEHNITOADDYLUUD Panel 310 Model 5']?]']??(’;1ﬂﬂiWﬂﬂﬂ\iUi‘]&lﬂﬂﬂﬂZlﬁﬂulu

@ v 1 Y [
ﬂaWﬂﬁaﬂﬂiWﬂLlﬁﬂﬂﬁZLﬂﬁqﬂﬂ (SP_Y) Tagl¥msnagouanudy

v d

WUD

#1873 Ordinary Least
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4
Square A1 R-squared (M1 20.1% 1ag Adjusted R-squared (M1 19.6% d1151 Model #5101
(% @ 4 a o = @ [ 4 ] 1T o 1
nannsndvesustnvansbouluaarananninduvslszma’lne (SP_Y) wuadauals ladl
Anuduiusnaded Ay n1edn 1aziiio 915811910 Hausman Test &2 W1 1187 Probability >
. ..ooA & 9 ' = A Y . o A~
Chi-Square Statistics 1 0.0001 ¥I3UDUNI 0.05 vatdon 1% Fixed Effect Model Iaga 115l

Y
WedAYyn1aa Ao NIZUARUTAINNINTINAUTUNUADHUA UK YUABU (OCF/CL) (AN

'
aa

4 9
duls2ans 0.503 ﬁuﬂﬁTﬂi‘gﬂNﬁﬂWﬂ 0.05), ATZUARUAANINNINTTUAUHUNIUADHUTUTIY

v
aad

(OCF/TL)) (Aduilsza@ns 0.776 MiisdAynaadan 0.05), nasuadluanaInnangsua il

[ a

Aeduniwdsaumae (OCF/TH) ) (Aduiszdns 0.033 Tisdnaneanan 0.05), nsvuauan

'
aa

MNNINssuAiuUAes 10 143590 (OCF/TR) ) (Mdulsz@ns 0.657 hiednaynieadan 0.05),

QA

a =

nizuaRudaInnInssudniuuaei lsgns (OCE/NP) ) (mduiszdns 0.325 Iiedagyng

v
=

DAN 0.05) NTzUARUTANINNINTIUAUTUIUADAIUVOIRD O UINAY (OCF/TE) ) (A

)]

N

)
w132 @n5 0.809 Hifad1Ayn19ad@an 0.05) @01un158l Covidl9 (A1FNYTLANT 0.238 1

Re
"))

e

pd1AYNIADAN 0.05), VUAYDIFINI(SIZE) ) (A1dN32aNT 0.001 WiiadAynadan 0.05)

1 R-squared Within MY 11.0% R-squared Between MY 19.7% 1ag R-squared Overall

20

NN 14.9%

ajluazeninemna

o V4
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ao ao v A ' o 1 a o
HaN1539813ANEI1I98As T uANuF U U sEHINdaTIdIUNTTLARUAAN UTIAT
[ [ s a o =\ [ Y] 4 ] 1 4 ]
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[ v 1 @ o 4 A,
TaSa-2019 daua w.et. 2560 — 2565 Tagl¥msnaaeunNuduiUTA2835 Ordinary Least Square
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o o @ % 4 a o v @ 4 1
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Abstract

This qualitative research aimed to analyze the potential of cultural entrepreneurs, to enhance
entrepreneurial skills and to push the group together to create a network of cultural entrepreneurs to
become cultural enterprise. Data were collected from 10 cultural entrepreneurs and 15 of partners and
network of educational institutions, provincial culture, community, artists, local government
organizations and academicians by using an interview form, group discussion, and workshops. The
study was analyzed by content analysis. The results showed that (1) the strength point, Chiang Rai
was a historic old town as well as many artists. The cultural resources could be used to build an
economy and the entrepreneurs were also ready to learn and adapt. As for the weakness, the
entrepreneurs have not been well-known, lack of unique products, running a defensive business, lack
of skills in business management, lack of public relations technology skills and network connection.
Additionally, the opportunity, Chiang Rai Province was a tourist destination and online marketing
trends push cultural products available for sale. In terms of the threat, the number of tourists has
decreased. (2) The cultural entrepreneurial skills enhancement was done by workshop and providing
business management skills, brand name development , packaging , product form, market testing and
appropriate media producing in digital age. (3) Pushing for a group to build a network of cultural
entrepreneurs to become cultural enterprises. The cultural entrepreneurs were linked to integrate
cooperation and create a perfect cultural entrepreneur supply chain for further enhancement to the

community economy in creative district of the Chiang Rai old town.

Keywords: Cultural Entrepreneurs; Cultural Enterprise; Creative District of Chiang Rai Old Town
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Abstract

Life insurance is a risk hedging for yourself and your family. Nowadays there are many risk
factors in the life and health of many people, so people transfer risks to the life insurance business.
People are more interested in buying insurance for themselves and their families. Some choose to
buy insurance through agents. Some choose to buy insurance online. Therefore, there is an interest in
a study on the comparison of customer satisfaction levels between purchasing life insurance through
agents and through the online system of Siam Commercial Bank in the Bangkok area. The study
aimed to examine the influence of personal factors and compare the customer satisfaction levels
regarding the marketing mix components when purchasing life insurance through agents versus
through SCB’s online system in Bangkok. The sample for this research consists of 400 customers
who purchased life insurance through agents and online system. Questionnaires were used as the data
collection tool. Data analysis employed t-tests and one-way ANOVA. If any differences were found
in the analysis, pairwise comparisons would be made using the LSD method, and multiple regression
analysis would be applied in the test.

The results of the hypothesis test showed that the personal factors of age, occupation, and
monthly income, as well as the marketing mix factors in terms of contact channels, personnel, and
processes affecting customer satisfaction with buying life insurance through agents and through the
online system of Siam Commercial Bank in the Bangkok area.

The recommendations from this study are to improve life insurance sales planning and
marketing strategies, as well as to improve service delivery in order to meet customer needs in the

best possible way.

Keywords: Comparison, Satisfaction Level, Purchasing, Agent, Online system
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Abstract

This objective research aims to explore the cross-culture communication problem for
undergraduate international students and to provide recommendations for undergraduate international
students. It is a case study of one university in Chonburi province using phenomenological methods.
Semi-structured interviews were conducted with 12 undergraduate international students from
different cultural backgrounds to understand their experiences and challenges. The results found that
the cross-culture communication problem for undergraduate international students can be categorized
into 8 problems: 1) communication adaptation, 2) verbal communication, 3) non-verbal
communication, 4) language barriers, 5) inclusion barriers, 6) culture barriers, 7) environment
barriers, and 8) attitudinal barriers. The recommendations for undergraduate international students

can be categorized into 2 topics: 1) culture and 2) language.

Keywords : Cross-culture, Cross-Cultural Communication, Undergraduate International Students
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Introduction

Intercultural communication, firstly introduced by Hall in his Silent Language (1959), he
highlighted culture's critical role in human social life and posited that culture shaped every aspect of
human existence. With over 5 million international students globally in 2019, these students have
been facing unique challenges such as cultural differences, language barriers, and academic
expectations (Carter & Cook, 2020). The history of international student mobility, significant since
the 1960s and 1970s due to improved transportation and communication, continued to evolve, with a
diverse student body today (Deardorff, 2006). While studying abroad offered benefits like cultural
exposure and job opportunities, it also presented challenges including language barriers and
discrimination (Institute of International Education, 2020).

The history of international student mobility could be traced back to the early 20th century
when they came from Asia and Africa and began to study in Europe and the US. However, until the
1960s and 1970s, the international student mobility continued increasing significantly, as a result of
improved transportation and communication technologies, as well as increased funding for
international education programs. Nowadays, international students come from a wide range of
countries and backgrounds and are enrolled in a variety of academic programs (Deardorff, 2006).
Institute of international education (2020) expressed that while studying abroad could offer many
benefits, including exposure to new cultures and ideas, improved language skills, and enhanced job
opportunities, international students still faced significant challenges.

These challenges could include language barriers, homesickness, academic differences, and
discrimination. As a result, cross-cultural research on international students had focused on
identifying strategies to help students overcome these challenges, such as cultural orientation
programs, mentoring, and academic support services. Cultural competence had emerged as an
important concept in cross-cultural research on international students. This referred to the ability of
individuals and institutions to understand and appreciated cultural differences and adapted to
different cultural contexts. Cultural competence was important in higher education because it could
help to create a welcoming and inclusive environment for international students, improve academic
outcomes, and strengthen intercultural relationships (Ying, 2015).

In addition, attending an international school was an enriching experience for students of all

ages, and culture shock was a term which was first coined by anthropologist Kalervo Oberg in the

'
o A

wssgaaasuazudnIsgInadiiean U1 21 advdl 1 ansras - auizw 2568 82



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬂ?ﬂﬂﬂm&'ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

1950s to describe the experience of disorientation and anxiety that individuals felt when they were
exposed to a new culture. Culture shock can occur when individuals travel to a foreign country, move
to a new city, or even encounter a new culture within their own country. It is typically characterized
by four stages: the honeymoon stage, the negotiation stage, the adjustment stage, and the adaptation
stage (Pedersen, 2015). Thereafter, Cross-Cultural Communication occurred when people with
different nationalities, styles of working, ages, races, sexual orientations, gender, and so on (Bhasin,
2021). Different cultural ways give people different ways of thinking, analyzing, hearing, accepting,
and interpreting different things (Bhasin, 2021).

At present, cross-cultural education is considered imperative for international students acting
in managerial capacities abroad. However, little is known about for international undergraduate
students in Thailand contexts. For example, Bal (2023) showed that teachers with international
experience had higher scores than those without international experience, and there was a positive
relationship between teachers' intercultural sensitivity and the length of their international
experience. Furthermore, multilingual teachers had much higher intercultural sensitivity than their
monolingual counterparts in Turkish contexts. In addition, Li (2024) found that multinational
companies often faced employees and customers from different cultural backgrounds in the process
of internationalization. This made cultural differences and communication major challenges. He
analyzed communication patterns and values between different cultures and their impacts on business
operations and teamwork, for instance, good cross-cultural communication could help a company to
diversify, while poor cross-cultural communication could create conflicts, misunderstandings, and
impediments to proper functioning.

Moreover, the increase of globalization in the world has been replaced by a new environment
without borders with the support of global organizations (Ma, Charoenarpornwattana & Svastdi-
Xuto, 2019). The findings suggested that the core essence of culture shock experienced by foreign
teachers included six themes: 1) Hierarchy culture at school, 2) behavior of people at school, 3)
Jealousy caused gossip at the workplace, 4) school management differences, 5) language barriers,
and 6) School environment differences. Furthermore, the influences of culture shock had been
determined to include three themes: 1) culture shock affected self-emotions;2) culture shock affected

attitudes; 3) techniques to overcome culture shock.
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Based on this contextual gap, it is observed that extant studies have largely ignored bachelor
degree students even though they contribute to a large population in the school context, and they are
in a vital position to be affected by a dramatically globalized world. Therefore, this study aimed to
focus on the Cross-culture communication issues among the international undergraduate students at a
university in Eastern Thailand. As Bhasin (2021) proposed that globalization had further emphasized
the importance of cross-cultural communication, particularly in educational settings, where failure to
understand, cultural nuances could lead to significant challenges. The study intended to demonstrate
that language differences are the most common obstacles. Students who were not proficient in the
language of the host country may struggle to understand lectures, participate in discussions, and build
relationships with peers. This might lead to frustration and obstructions of academic success (Yassin
et al., 2020; Gostev & Belous, 2019). These differences in values, communication styles, and social

norms might result in misunderstandings or discomfort. (Yassin et al., 2020; Hardecker, 2019)

Research Questions

1. What are the cross-cultural communication problems for undergraduate international
students? A case study of one university in Chonburi province.

2. What should be the recommendation for the undergraduate international students? A case

study of one university in Chonburi province.

Literature Review
Concept of Communication

Definition of Communication

Communication is the exchange of information, ideas, and feelings between individuals or
groups, involving both verbal and non-verbal cues such as speech, writing, gestures, and body
language. It is essential for clear information transfer, building relationships, and achieving goals
(Vedantu, 2024). Derived from the Latin "communis," meaning "shared," communication involves a
sender and receiver, utilizing forms like email, chat, and video calls. This complex process includes
symbols, signals, and behaviors to transmit and receive information (Gordon, 2024; Taylor &

Francis, 2001).
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Elements of Communication

Communication involves several key elements: the source, message, channel, receiver, feedback,
environment, context, and interference (Radhika, 2020). Scholars have developed models like the
Shannon-Weaver model, which includes the transmitter, encoder, channel, decoder, receiver, noise, and
feedback. Effective communication requires understanding these elements and adapting to individual
differences in personality, attitude, and learning ability (Elisa & Maria, 2015; Crawley, 2019).

Concept of Cross-Culture Communication

Definition of Global Communication: Global communication had involved the
development and sharing of information through verbal and non-verbal messages across international
contexts. It had integrated multiple disciplines such as intercultural, political, health, media, crisis,
social advocacy, and marketing communications. Professionals in this field had worked in
advertising, journalism, foreign service, and entertainment (Kevin et al., 2020). The field had grown
in importance due to globalization, which had led to increased interdependence among the world's
economies, cultures, and populations (Britannica, 2022).

Elements of Global Communication: Global communication faces challenges such as
language, inclusion, cultural, and environmental barriers (Min Wu, 2021). Strategies like language
exchange programs, cultural club participation, and technology-enhanced language learning can help
address these issues (Smith & Johnson, 2020; Sun, 2021). Understanding these barriers is essential
for improving communication in academic and professional settings. Organizational diagnosis is vital
for fostering development and sustainability, involving the identification of issues, data collection on
systems and culture, and implementing necessary changes (Koziol et al., 2015; French et al., 2006). It

promotes change and new directions, enhancing future performance (Cummings, 2005).

Concept of Communication Barriers

Language Barriers

Language barriers have been significant obstacles for international students in non-native
environments like Thailand. These barriers stem from differences in language, dialects, and
specialized knowledge, causing confusion and miscommunication. Addressing language barriers is

crucial for ensuring clear and effective communication (Brandi, 2022).
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Inclusion Barriers

Inclusion barriers occur when individuals or groups are unable to fully integrate or
participate due to differences in culture, language, or other factors. Overcoming these barriers
requires fostering diversity and inclusion, which enhances organizational performance and creates
more inclusive environments (Home-care, 2022).

Cultural and Environmental Barriers

Cultural barriers arise from differences in norms, values, and practices that hinder effective
communication. Environmental barriers include physical and social factors, such as living conditions
or societal norms, that affect communication. Addressing these barriers requires understanding and

adapting to the cultural and environmental contexts of the communication (EasyUn, 2024).

Research Methodology

This study chose qualitative research by employing a phenomenological approach through
semi-structured interview with 12 international undergraduate students as the participants who came
from a university in Chonburi, Thailand. As the research was about cross-culture multicultural and
diversity, so qualitative research could clearly find out the issue of the factor or reason it happened
and explain this topic deeply and strictly, like Mbaleka and Rosario (2022) explained that it was
useful in solving phenomena and issues that were novel, complex, and context-specific. It could heal,

humanize, and empower participants. It could be used for theory generation.

Participants

The study aimed to focus on the cross-culture communication issues among the international
undergraduate students at a university in Eastern Thailand. The twelve participants came from eight
countries: China (three males), USA (one female), India (one male and one female), Indonesia (one
female), Russia (one male and one female), France (one female), Japan (one female), Sweden (one
Male). Their ages ranged between 19 and 24, and their lives in Thailand varied from one year to

thirteen years.
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Table 1 The Demographics of the Participants

No. Gender Age Country Years in Thailand
P1 Male 19 China 6
P2 Male 20 China 2
P3 Male 20 China 3
P4 Male 21 Russia 12
P5 Female 23 Russia 13
P6 Female 20 India 1
P7 Male 21 Sweden 6
P8 Female 22 France 4
P9 Female 20 America 1
P10 Female 20 Japan 1
P11 Male 20 India 2
P12 Female 24 Indonesia 4

Table 1 provided a summary of the interviews conducted with 12 undergraduate
international students. These interviews outlined fundamental aspects of the culture shock experience
as perceived by the participants. The group comprised six males and six females from eight different
countries: three students from China, two from Russia, two from India, one from Sweden, one from
France, one from the United States, one from Japan, and one from Indonesia, with an average age of
20.83 years. Additionally, there were eight different religions represented among the participants:
one identified as Buddhist, two as Taoist, two as Eastern Orthodox, two as Hindu, two as Catholic,

one as Christian, one as Shinto, and one as Muslim.

Data Collection Procedures and Instruments

This study had used a semi-structured interview as one of the instruments for the research.
Semi-structured interviews had been the preferred interview technique among qualitative researchers
(Alsaawi & Alshengeeti, 2014). This interview guide had been developed from a literature review
and related research studies and had been prepared for the type of questions used in semi-structured
interviews. The researcher had sent the draft to 5 experts to check the accuracy of the content and
language. The IOC results of the interview guide item 13 were 0.75 according to the standard of the
IOC, in which scores over 0.50 were acceptable based on all the suggestions from experts.
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Data Analysis

Data analysis chose the Stevick-Colaizzi-Keen method, involving seven steps from reading
protocols to validating findings from the participants. Data were analyzed by using ATLAS.ti, with
open, axial, and selective coding to derive meaningful insights (Colaizzi, 1978). Trustworthiness was
established through a robust methodological framework, transparency, and ethical practices. The use
of phenomenology and semi-structured interviews ensured deep exploration and credible data.
Systematic data analysis enhanced reliability and dependability (Merriam et al., 2007; Creswell &
Poth, 2018; Van Manen, 2014). Ethics in this research were rigorously maintained, with approval
from the university and the Institutional Review Board (IRB). Participants' comfort and
confidentiality were prioritized, and informed consent was obtained. The study adhered to ethical

guidelines to safeguard participants' rights (Merriam et al., 2007; Cohen et al., 2007).

Findings

This study interviewed twelve international undergraduates from eight different countries,
including China, Russia, India, Indonesia, Japan, America, Sweden, and France. All of them lived in
Thailand more than one year, and they could speak English fluently. As listed in Table 2, it was
found that the cross-cultural communicative problems for the participants included the difficulties in
understanding different accents and subtle communication nuances which required patience and
adaptability to overcome. To be more specific, international undergraduate students had to navigate
cultural differences in symbolism, naming conventions, nonverbal communication, and dress codes.

Language barriers also posed a significant challenge which kept causing students to rely on
gestures and simplified English, which highlighted the importance of a clear communicative
approach. Additionally, digital acculturation, intercultural game interactions, and sharing personal
narratives to challenge stereotypes and demonstrate cultural richness contributed to the complex
experiences faced by international students, emphasizing the need for adaptability, intercultural

understanding, and effective communication strategies, as listed in Table 2.
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Table 2 Cross-culture communication problems for undergraduate international students

Category Code
1.1 Communication adaptation 1.1.1 Different accent
1.2 Verbal communication 1.2.1 Meaning of numbers

1.2.2 Different Express

1.3 Non-Verbal communications 1.3.1 Etiquette Different
1.3.2 Dress style

1.3.3 Body language

1.4 Language barriers 1.4.1 Speaking

1.4.2 Translator communication

1.5 Inclusion barriers 1.5.1 High Low context

1.5.2 Social Space

1.6 Culture barriers 1.6.1 Culture shock

1.7 Environment barriers 1.7.1 Social media
1.7.2 Games

1.8 Attitudinal barriers 1.8.1 Life

Table 3 The recommendation for the undergraduate international students

Category Code

2.1 Culture 2.1.1 Learn Thai culture

2.1.2 More activities

2.2 Language 2.2.1 Request the university to have an

International students’ Thai Class

2.2.2 Encourage Thai students to speak

more English in classroom
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As listed in Table 3, the research elaborated on participants' experiences of adapting to Thai
culture, covering areas such as verbal and non-verbal communication, the cultural significance of
numbers, overcoming language barriers, assimilating into the social fabric, and conforming to dress
codes. In the process of understanding and honoring local traditions, the students needed to know
about the importance of number symbols in Thailand, the inclination towards indirect
communication, and the norms of modest attire. The account underscored the hurdles faced in
adjusting to the tonal and grammatical intricacies of the Thai language, as well as the nuances of
polite vernacular. An initiative was proposed to bridge the cultural gap through active participation in
community activities and a deep understanding of Thai social etiquette for social integration.
Moreover, the narrative reflected on tackling stereotypical perceptions and promoting mutual respect
and understanding, underscoring the critical role of in-depth cultural immersion in facilitating the

researcher’s integration into Thai society.

Discussion

The findings demonstrated that communicative adaptation with different accents might make
miscommunication as a major problem. At the same time, verbal and non-verbal communication
enabled them to understand factors in daily life. Regarding the language aspect, it was found that
sometimes the students (both Thai and international) had relied on gestures, electric translators, and
simplified English to communicate effectively. Social space was also the big difference between Thai
and international students. Simultaneously, cultural barriers had made culture shock, triggered cross-
cultural communicative difficulties between Thai and international students.

Furthermore, there were environmental issues with social media; even though most
applications were universal, also network blocking had made instant messaging lack continuity. Even
the games (i.e., PC games, smartphone games, and video games) sometimes could not be played
together because of the regional blockade. Finally, attitudinal barriers had existed; most international
students had always asked some stereotypical questions, which caused a lot of cultural
misunderstanding. Overall, international undergraduates studying in Thailand encountered many
challenges in intercultural communication.

These challenges included the difficulties in understanding unique accents and subtle

communicative nuances (which required patience and adaptability), as well as navigating cultural
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differences in symbolism, naming conventions, nonverbal communication, and dress codes. For
example, students from collectivist cultures may find it challenging to integrate into more
individualistic cultures where self-expression is highly valued (Yassin et al., 2020; Hardecker, 2019).
Additionally, international undergrads may face psychological stress, as cultural adaptation often
leads to stress, especially when students encounter culture shock or isolation. The adjustment period
can be mentally taxing as they attempt to balance academic pressures with the need to adapt socially
and culturally (Kim, 2021). Language barriers posed a significant issue, causing students to rely on
gestures and simplified English, thus highlighting the importance of clear communication
approaches. As Garcia and Wang (2019) mentioned, international students often needed to learn and
adapt to new non-verbal communication norms to integrate effectively into Thai society. Nowadays,
digital acculturation, intercultural game interactions, and the sharing of personal narratives to
challenge stereotypes and demonstrate cultural richness contributed to the complex experiences faced
by international students in Thailand. These nuances required international students to be proficient
in the language and understand the culture (Chen & Lee, 2020). The results highlighted significant
challenges and recommendations regarding intercultural communication among international
students in Thailand.

In addition, the findings revealed that international undergraduates studying in Thailand
emphasized the need to deepen their understanding of Thai culture, language, and customs (Smith &
Johnson, 2021). They advocated greater participation in cross-cultural events with Thai students to
bridge cultural gaps and promote mutual understanding, suggesting diverse activities such as sports,
music, and art. Encouraging Thai students to engage more in English during classroom interactions
could have helped bridge the language gap and foster a more inclusive academic environment (Chen
& Lee, 2020). They emphasized the necessity of comprehensive Thai language courses for effective
communication and deeper integration into Thai life, recognizing the benefits of multilingualism for
international students in Thailand.

To sum up, the results highlighted significant challenges and recommendations regarding
intercultural communication among international students in Thailand. These challenges included
various aspects such as communication adaptation, verbal and nonverbal communication, language
barriers, inclusion barriers, cultural barriers, environmental barriers, and attitudinal challenges. One

of the major obstacles was the difficulty in understanding unique accents and the nuances of
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communication, which required patience and adaptability on the part of the students in their daily life
and study. Cultural differences related to symbolism, naming conventions, nonverbal cues, and dress
codes also contributed to communication barriers, reflecting issues rooted in language, inclusion,
culture, environment, and attitudes. These insights contributed to a comprehensive understanding of
the complexities of intercultural interactions and highlighted the importance of inclusive approaches,
educational support, and cultural sensitivity in creating an enabling environment for international
students in Thailand (Smith & Johnson, 2021). This discussion underscored the importance of
addressing these multifaceted barriers through comprehensive support systems, inclusive policies,
and active cultural exchange programs to facilitate smoother intercultural communication and
integration for international students in Thailand.

At the same time in this study suggested which international students encouraging a deeper
understanding of Thai culture, language, and customs. Promoting participation in cross-cultural
events and activities to bridge gaps and foster mutual understanding before they (international
students) ask more Thai language courses, this study shows the necessity of Thai language courses
for effective communication and deeper integration into Thai society. But Thai students to needs to
engage more in English during classroom interactions to help bridge the language gap. Highlighting
the importance of inclusive approaches, educational support, and cultural sensitivity to foster an
enabling environment for international students. At end the researcher find that the game is already
become to the universal social tools in the father research the other scholar can research in this

direction
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Abstract

When the market is extremely competitive during periods where the economy is in
transition, new ventures can use the knowledge capital to improve their performance. The role of
knowledge capital in helping to develop social networks, providing access to key resources,
obtaining market intelligence and entrepreneurship innovation. However, the exact mechanisms by
which knowledge capital impacts the survival and growth of new ventures remain poorly understood.
This study employs a mixed methods approach, combining a thorough literature review, surveys, and
interviews to explore how knowledge capital relates to the performance of new ventures. This
research draws on empirical data from 509 new ventures to examine the impact of knowledge capital
on the survival, growth trajectories, and performance of new ventures. This study offers actionable
insights for entrepreneurs, investors, and policymakers by promoting sustainable development and

formulating strategy for the management of new ventures in increasingly competitive markets.

Keywords : Knowledge capital; New ventures, Survival performance; Growth performance

Research on the Influence of Knowledge Capital on the Performance of New Ventures

1. Introduction

Since 2019, there have been huge disruptions in the global economy which have presented
emerging risks and inflation to different businesses. Economic growth is expected to remain slow
though, which makes new ventures more important as economic pillars. This emphasizes the
important contribution studying knowledge capital makes to new venture performance. In the digital

economy, enterprise knowledge plays a central role in the innovation and development. The research
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has both theoretical and practical value for early stage new ventures.

The need for new ventures to transform their knowledge capital into real outcomes becomes
vital for survival and sustainable growth in a competitive environment. but, the link between
knowledge capital and new venture performance is undetermined. Hmieleski et al. (2012) say that a
startup can be termed a startup no longer than for three years, and the Startup Observation Research
Report (World Bank. 2023)says that a startup can exist no more than 42 months. As China economic
complexity is quite complex, this study summarised the research of scholars Cai et al (2010), Zhu et
al (2011) and Rui (2017) and limited to 5 years time period for the enterprises.

The performance of new venture enterprises is a dynamic area of research that blends
performance and innovation studies. As noted by Zahra(2015) and Dong et al.(2017), the
performance measurement standards for new ventures differ significantly from those for mature
enterprises, largely due to challenges such as operational risks, low legitimacy, and difficulties in
resource acquisition. Social network resources play a critical role in shaping entrepreneurial
capabilities. New venture performance(VP) has become a key indicator, commonly measured by
metrics like profit margin and growth rate. From an organizational performance perspective, this
study integrates characteristics such as efficiency, effectiveness, and adaptability. VP is defined here
as a comprehensive metric reflecting the impact of entrepreneurial behavior and business activities,
aligned with strategic goals and sustainable growth. The focus is on survivability and growth as key
research variables.

In 1969s, Galbraith introduced knowledge capital (KC) as a dynamic resource tied to
intellectual activities. Stewart(1969) expanded on this, including external elements like customer
loyalty and organizational culture. Knowledge becomes knowledge capital when it enhances
enterprise value. Edvanson(1995) defined it as the sum of professional knowledge, application
experience, organizational technology, customer relationships, and skills. In 1997, Stewart refined
this into the "H-S-C structure" by adding customer capital. This model shows that human capital
enhances innovation and competitiveness, structural capital improves adaptability and efficiency, and

customer capital boosts resource access and performance.
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2. Literature Review

Previous research has consistently highlighted the significant impact of knowledge capital
on enterprise performance. Wang et al.(2005) conducted a quantitative analysis demonstrating that
all aspects of knowledge capital positively influence performance. Human capital drives innovation
and market competitiveness, structural capital enhances operational efficiency, and customer capital
facilitates resource acquisition, all contributing to improved performance. These findings are echoed
by Chen (2008) and Sharabati et al.(2010), who similarly underscore the importance of knowledge
capital in fostering strong performance outcomes.

Furthermore, Andreeva et al.(2021) explored how national contexts affect the link between
knowledge capital and innovation performance. Their study of 649 enterprises across Finland, Spain,
and Russia found that a higher availability of skilled labor and robust proprietary systems can
mitigate the negative effects of workforce structure on performance. Hanifah et al.(2021)revealing
significant connections between social capital, entrepreneurial orientation, and organizational

resources.

3. Research Methodology and hypothesis Proposed
3.1 Research Methodology

This study developed a formal questionnaire through semi-structured interviews with startup
employers and employees and revising the outcome data.Reliability and validity were analyzed using

spss. Five respondents from various regions participated, as detailed in Table 1.

Table 1
Information sheet of respondents
Respondents No. Interview Time Interview Method
A 2024.6.28 Ons-site interview
B 2024.5.30 Network interview
C 2024.6.12 Ons-site interview
D 2024.5.25 On-site interview
E 2024.5.11 Network interview

Source: the author's statistics
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Thus, through interviews with personnel from various sectors, the scope of item prevention
is delineated, leading to the development of a theoretical framework comprising three dimensions of
knowledge capital (human capital, structural capital, and relational capital) and two dimensions of
new venture performance (survival performance and growth performance).

3.2 Framework

This study examines the impact of knowledge capital on new ventures' performance in two
areas: survival performance, which involves human capital (skills and knowledge), structural capital
(internal processes and resource management), and customer capital (customer relationships and
value creation). The integration of these dimensions is crucial for improving new ventures'
performance. A theoretical model illustrating how knowledge capital supports performance is

presented in Chart 1.

Chart 1: Knowledge capital has an impact on the new enterprise performance
Knowledg New L
Capital Venture
1 - Performance
Capital
apiid Survival
Performance
Capital
Growth
Performance
Capital

-
]

A

e |

Data source: The collation of this study

3.3 Research Hypothesis
3.3.1 Impact of human capital on the performance of new ventures
Human capital, encompassing employee skills, knowledge, and experience, directly impacts
a firm's innovation, competitiveness, and survival performance. Key factors such as educational
background, age, and experience of team members enhance productivity, adaptability, and resource

utilization, fostering technological advancements and market competitiveness.Gruber et al.(2024)
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highlighted that employee capabilities and training contribute to new ventures' sustainability, while
Liu et al.(2023) confirmed that human capital changes positively affect survival performance. High-
quality individuals drive innovation, improve operations, and reduce costs, as noted by Pérez et
al.(2021). Additionally, Li and Xi (2013) demonstrated that senior management experience
significantly influences enterprise performance, emphasizing the role of human capital in new
venture growth through knowledge management. Thus, cultivating human capital is vital for startups
to thrive in competitive markets.Accordingly, the following hypothesis is proposed:
Hypothesis 1: Human capital has a positive impact on the survival performance of new ventures
Hypothesis 2: Human capital has a positive impact on the growth performance of new ventures
3.3.2 Impact of structural capital on the performance of new ventures
Structural capital, comprising organizational structure, governance mechanisms, and
external networks, plays a pivotal role in new ventures' adaptability, resource integration, and value
creation. Flexible structures enable enterprises to respond to environmental changes and enhance
survival prospects, while institutionalization fosters stability and boosts performance, particularly in
technology-intensive sectors (Zheng and Li, 2016; Zhang and Li, 2020). As a foundation for human
and relationship capital, structural capital supports talent attraction, trust-building, and reputation
enhancement. Kumar et al.(2021) emphasized the role of corporate social responsibility in
strengthening brand image and competitive advantage. Simplified organizational processes and
efficient decision-making improve resource allocation, reduce costs, and accelerate growth. Ling et
al.(2024) further demonstrated that streamlined human capital structures positively influence
business environments and technological advancements, underscoring structural capital's essential
contribution to innovation and sustainable enterprise growth.As a result, the following hypothesis is
proposed:
Hypothesis 3: Structural capital has a positive impact on the survival performance of new ventures
Hypothesis 4: Structural capital has a positive impact on the growth performance of new ventures
3.3.3 Impact of customer capital on the performance of new ventures
Customer capital is crucial for new ventures to access resources, reduce costs, enhance
competitiveness, and mitigate risks, thereby improving survival performance. It encompasses
relationships with customers, suppliers, media, government, and other stakeholders, providing external

support such as funding, technology, and market insights. Foley et al. (2013) emphasized that strong
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hierarchical relationships enable ventures to secure critical resources, while Li and Huang (2018)
highlighted that integrating stakeholder relationships enhances performance and reduces costs.
Customer capital, a key dimension of knowledge capital, focuses on external knowledge like
customer and supplier information, significantly influencing new venture performance. It helps
ventures secure resources such as capital, technology, and talent through trust-based relationships.
Strong customer capital provides market insights, reduces risks, and fosters growth (Keating, 2014).
Long-term partnerships across value chains enhance operational efficiency and sustainability
(Castiglione and Fiore, 2022), contributing to brand reputation and sustainable development.based on
stakeholder cooperation, Therefore, the following assumption is proposed:
Hypothesis 5: Customer capital has a positive impact on the survival performance of new ventures

Hypothesis 6: Customer capital has a positive impact on the growth performance of new ventures

4. Empirical research
4.1 Measurement of knowledge capital
this study designs three subscales: human capital, structural capital, and customer capital. The
Human Capital Scale, adapted from Subramaniam and Youndt(2005), Mark et al.(2004), Duodu and
Rowlinson(2019), and Zheng(2019), includes eight questions on creativity, work competence, and
experience, with a Cronbach's alpha above 0.70. The Structural Capital Scale, based on Youndt et al.
and Zhang’s work, includes four questions on corporate culture and technology identification. The
Customer Capital Scale, influenced by Singla et al.(2020) and Duodu and Rowlinson (2021), consists
of five questions on collaboration, trust, brand reputation, and knowledge sharing.
4.2 Measurement of new ventures performance
The study evaluates new venture performance using Chrisman and Bauer's (1998)
classification of Survival Performance(SP) and Growth Performance(GP), incorporating 11 items
from Carsmereli et al.(2011), Dong(2014). SP assessment follows Bruno and Tyebjee(1982) and
Venkatraman and Ramanujam (1986), focusing on enterprise survival years and future survival
prospects. Xiang et al. (2019) identify SP indicators such as sales profit rate, return on assets, return
on investment, inventory turnover rate, asset-liability ratio, and cash flow ratio. GP is measured using

five items adapted from Wang et al. (2007), with reliability confirmed by Xiang et al. (2019)
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(Cronbach’s O> 0.70). GP items include sales growth, market share expansion, new product
frequency, branch increases, and surpassing industry performance averages over five years.
4.3 Descriptive statistical analysis and correlation analysis of samples

This study targets enterprises established for approximately five years as new ventures,
aiming for 625 questionnaires based on 2022 enterprise data. Data collection combines online
questionnaires and field research, collaborating with professional associations, chambers of
commerce, government agencies, entrepreneurial parks, and alumni associations for preliminary
research, interviews, and surveys.A total of 509 valid samples were analyzed, capturing demographic
details such as gender, age, education, work experience, enterprise type, years since establishment,
region, and industry. Females constituted 67.78% of respondents, with 31-35 years as the largest age
group (33.40%). Undergraduate education was most common (66.40%), and 38.31% had 5-10 years
of work experience. Companies with 41-100 employees represented 41.27%, and those established
for four years accounted for over 40%. Private enterprises formed 63.65% of the sample, with East
China (33.01%) and Central and South China(31.04%) as key regions. Manufacturing (25.34%) and
software/IT services(24.56%) dominated the industries. The sample is deemed representative.

4.4 Reliability and validity analysis

4.4.1 Reliability analysis

Reliability analysis was conducted on the large sample data from the formal investigation,
focusing on the internal consistency of the measurement items. The results showed that the
Cronbach’s Ol coefficient for both the total knowledge capital scale and its subscales was greater than

0.8, indicating good reliability. The detailed scale reliability test results are presented in Table 2.

Table2
Reliability test
Variable Cronbach's o
Knowledge Capital 0.872
Human Capital 0.832
Structure Capital 0.811
Customer capital 0.857
New ventures performance 0.932
Survive Performance 0.866
Growth Performance 0.871

Source: output results sorting
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4.4.2 Validity analysis
This study evaluates variable validity from both structural and relevant perspectives. In this
study, the KMO values for all scales exceeded 0.8, and the p-value was below 0.5, confirming the

suitability for factor analysis.

Table 3
Test of construct validity
Scale KC VP
Extraction factor 3 2
KMO 0.887 0.918
Approx. Chi-Square 7217.766 4697.778
df 153 55
P-value 0.00 0.00
Explained variance ratio 69.867 75.583
Total KMO 0.893
P-value 0.00

Source:output results collation

4.5 Analysis of knowledge capital on the Performance of New Venture

Table 4 presents the regression analysis of knowledge capital on task performance, with
control variables in Model 1 and additional independent variable features added in Models 2-5.Model
1 indicates that the control variables had a minimal effect on survival performance, with an R2 of
0.070. After incorporating human capital characteristics into model 2, R2 increased to 0.532,
indicating a significant positive correlation between human capital characteristics and survival
performance, thereby confirming Hypothesis 1. In Model 3,Structural capital R2 is 0.560, which
meansstructural capital characteristics accounted for 56.0% of the variance in survival performance,
confirming hypothesis Hypothesis3. Model 4 revealed that customer capital characteristics explained
17.3% of survival performance, demonstrating a significant correlation and validating hypothesis
Hypothesis 5. Finally, the R2 value of Model 5 is equal to 0.133, and all three capital characteristics
are significantly and positively correlated with survival performance; thus, Hypothesis 1,

Hypothesis3, and Hypothesis5 are confirmed.
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Table 4
Analysis of the influence of knowledge capital on survival performance

Survival performance

Dependent Variable
Model 1 Model 2 Model 3 Model 4  Model 5

Human capital 0.681™" 0.114™

independent ¢\ ral capital 0.833" 0.970"
variable

Customer capital 0.285™"  0.103™

R? 0.143 0.541 0.568 0.190 0.154

model AR 2[] 0.127 0.532 0.560 0.173 0.133

. F 9.244 58.778 65.600 11.652 55.866
statistics

p 0.000 0.000 0.000 0.000 0.000

DW 1.847 1.940 1.981 1.864 1.977

dependent variable =Survival performance
* indicates p <0.05, * * p <0.01, and * * * p <0.001

Source:output results collation

Table 5 presents the regression analysis of knowledge capital on growth performance, with
control variables in Model 6 and human capital, structural capital, and customer capital added
sequentially in Models 7-10.Model 6 had an R2 of 0.129, indicating a significant effect of control
variables on survival performance, explaining 12.9% of the variation. After adding human capital
characteristics to Model 7, the mean square error increased to 0.556, and the model explained 55.6%
of the variance, showing a significant correlated with growth performance (regression coefficient
0.700, p-value < 0.001). In Model 8, the R2 was 0.587, suggesting that customer capital
characteristics accounted for 58.7% of the variance in growth performance and were positively
correlated with it (regression coefficient 0.858, p-value < 0.001). Model 9 reported an R2 of 0.177,
showing that occupational interest characteristics had 17.7% explanatory power for peripheral

performance, with a significant correlation (B =0.291, p-value < 0.001).

Table 5
Analysis of the influence of knowledge Capital on growth performance

Growth performance

Dependent Variable
Model 6 Model 7 Model 8 Model 9 Model 10

independe Human capital 0.700** 0.286**
nt Structural capital 0.858** 0.159**
variable .

Customer capital 0.291** 0.174**

R 20 0.145 0.565 0.595 0.193 0.602

model AR 27 0.129 0.556 0.587 0.177 0.592
statistics F 9.378 64.628 73.135 51.939 62.423

p 0.000 0.000 0.000 0.000 0.000

DW 1.822 1.942 1.972 1.846 1.969

dependent variable =Growth performance * indicates p <0.05, * * p <0.01, and * * * p <0.001

Source: output results sorting
L ———————————————————————————————————————————————————————————————————————————————————————————
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Model 6 (R? = 0.129) showed control variables explained 12.9% of survival performance
variation. Model 7 added human capital characteristics, increasing the explained variance to 55.6%
(R? = 0.556, B = 0.700, p < 0.001). Model 8 (R? = 0.587) revealed customer capital characteristics
explained 58.7% of growth performance variance (B = 0.858, p < 0.001). Model 9 (R? = 0.177)
indicated occupational interest characteristics explained 17.7% of peripheral performance (B =
0.291, p < 0.001). Finally, Model 10 (R? = 0.592) confirmed all three capital characteristics
significantly influenced growth performance, supporting Hypotheses 2, 4, and 6.

4.6 Study results

This study employs the SPSS statistical analysis tool to examine the relationship between the

dimensions of knowledge capital and the performance of new ventures. The results of the hypothesis

verification are presented in Table 6.

Table 6
Assume test results

Research Hypothesis

Result
Hypothesis 1: Human capital has a positive impact on the survival performance of
new vetures Pass
Hypothesis 2: Human capital has a positive impact on the growth performance of Pass
new ventures
Hypothesis 3: Structural capital has a positive impact on the survival performance Pass
of new ventures
Hypothesis 4: Structural capital has a positive impact on growth performance Pass
Hypothesis 5: Customer capital has a positive impact on survival performance Pass
Hypothesis 6: Customer capital has a positive impact on the growth performance of Pass

new ventures

Source: output results sorting

5. Discussion

Compared to other studies, which focus on the second entrepreneurship direction of mature
enterprises or family businesses, or focus on the performance impact of only one of the dimensions
of the dependent variable,The study offers detailed explanation of the composition of knowledge
capital in new ventures and the important role of composition of knowledge capital for new
ventures performance and specify the significant role human capital, structural capital and customer

capital play in new ventures survival and growth performance.
L ———————————————————————————————————————————————————————————————————————————————————————————
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The findings suggest a major positive association between the acquisition of knowledge
capital, good management practices and the success of new ventures. The core of these is human
capital, which is the cornerstone of innovation and learning of innovation, which contributes to
generating a stable source of strength to the sustainable development of enterprises. Orderly
execution of various activities is facilitated by structural capital that creates a stable operating
environment; customer capital acts as an important channel for procuring the key resources and
valuable information. These three forms of capital constitute an indispensable knowledge capital
system combined, because they are complementary to each other and necessary for the long term
development of new ventures.In addition to reaffirming the core role of knowledge capital in start up
firms, this study contributes theoretically and practically by suggesting how firms can enhance their

performance by effectively managing knowledge capital.

6. Conclusion

Now, with the growth of the knowledge economy, the effective use of knowledge capital is
an important driver for optimizing enterprise performance. According to research, business can
improve its prospects and its resilience by utilizing knowledge, skills, and experience of its
employees, as well as enhancing the internal management and operational efficiency. Especially for
new ventures, survival is the main point, so this is particularly significant. A robust organizational
portfolio enhances the capacity of enterprises to survive and grow in the face of market competition
and different environmental challenges. The study examines the role of knowledge capital in new
venture performance and finds that human capital has significantly positive effects to new venture
survival performance, with structural and customer capital playing significant roles. Human capital
has the greatest influence on growth performance, followed by customer capital and structural
capital. Statistical results and interview transcripts reveal that while human and customer capital are
more crucial to survival, structural capital is indispensable to firm growth. Human capital (the skills,
knowledge and experience of employees), structural capital (the collective experience, technology
and institutional frameworks that help teams work together and innovate), and customer capital
(relationships with both internal and external teams). In the success of new ventures, these three
dimensions play an instrumental role because they offer the resources and support for sustained

growth.
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7. Limitations

Factors affecting knowledge capital and its influence on new venture performance are
examined in this study with key dimensions of knowledge capital in a dynamic and complex
environment. Factors, such as market evolution and competition, management experience, strategic
positioning and financial resources, technological innovation and economic fluctuations, shape the
new venture performance. Given the exclusion of other potential influencing factors, which may add
to bias, this study focused on specific aspects of knowledge capital. If future research keeps just
getting narrower and narrower, it will fail to give us more comprehensive insights and stronger

theoretical and practical guidance for the sustainable evolution of new ventures.
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Abstract

The development of geographically iconic agricultural products is an important path for
China to achieve rural revitalization, and agriculture still plays an important role in international
competitiveness and regional industrial development. However, with the expansion of Chinese
market demand and the increase of import and export, the construction of geographical iconic
agricultural products brand image has become a major challenge in the agricultural products market.
This paper takes the consumers who have purchased geographical iconic agricultural products as the
research object to explore the factors that influence the brand image of geographical iconic
agricultural products on consumers' purchase intention. Through questionnaire survey, 423 pieces of
data collected were analyzed, and the research results showed that each brand dimension
significantly positively affected consumers' purchase intention, and the perceived value had a
positive moderating effect between the two, that is, the richer the product image and quality
information, the more significant the influence of brand image on the purchase intention. The
research results of this paper can not only provide theoretical basis for the government and farmers to
optimize the brand image construction of geographically iconic agricultural products, but also help

consumers to correctly identify and purchase geographically iconic agricultural products.

Keywords: Geographical Signature Agricultural Products, Brand Image, Perceived Value, Purchase

Intention, Guangxi Shatangju
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Introduction

Geographical indications of agricultural products is an important issue under the framework
of the World Trade Organization. Especially in China, a country with abundant agricultural resources
and a large population, geographical indication agricultural products play an important role in
promoting agricultural development and rural revitalization. (Hajdukiewicz, 2014) In the study, it is
pointed out that geographical indication agricultural products are the communication carrier for the
world to understand national culture and agricultural development. The rural revitalization strategy
proposed by China in 2018 is a timely rain for China's agricultural development. The main content of
its advocacy of strengthening ecological environmental protection and developing rural industries is
undoubtedly the affirmation of the development of geographical indication agricultural products.
(Long, 2020) In the article, it is mentioned that China's important measures to "strengthen the
protection of geographical indications and trademarks of agricultural products and build
characteristic product brands" under the framework of the rural revitalization strategy fully reflect
China's emphasis on agricultural brands and geographical indications of agricultural products. In
2020, the Government of the People's Republic of China and the European Commission signed the
Agreement on the Protection and Mutual Certification of Geographical Indications, marking that
Chinese geographical indication products have opened the door to the international market and
gained higher brand recognition in international trade.

From the actual situation, China's agricultural product market has gradually changed from a
seller's market to a buyer's market, and the competition between similar agricultural products has
penetrated to the level of brand building (Wang, 2022). With China's accession to WTO, Chinese
agricultural products have been able to enter the foreign market, but the influx of foreign agricultural
products into the Chinese market has also brought a great impact on the localized geographical
indication agricultural products. Due to the strong regional nature of the geographical landmark
agricultural products, it has two characteristics of public goods and universal market, so we can
deeply discuss the construction of the brand image of agricultural products from the perspective of
the characteristics of agricultural products, brand signs and geographical culture (Xu and Li, 2010).
In the study of the brand structure of Chinese agricultural products, building superior agricultural
products brands is a new turning point of Chinese agriculture and a dynamic framework to show the

existing value to consumers. Only by changing the pattern of single agricultural products brand
L ——————————————————————————————————————————————————————————————————————————————————————————————
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model and uneven strategic distribution can we meet the growth demand of the market and promote
the development of agricultural products brand image (Wang and Yan and Zhao, 2017; Dai and Zhu
and Zhang, 2019).

The research sample of this paper is Guangxi Shatangju, a geographical landmark
agricultural product. Compared with the sugar orange in other producing areas, Guangxi Shatangju is
sweeter than other producing areas, full and bright appearance, rich in a variety of vitamins,
potassium, calcium and other trace elements, which is closely related to the special climate latitude,
geographical environment, soil element content, traditional farming methods of production
management and human environment in Guangxi region. According to the records of China
Statistical Yearbook in 2024, the citrus planting area of Guangxi in 2023 is about 9.5 million mu, and
the output is about 18.9 million tons, of which the sand sugar orange planting area is about 3.25
million mu, and the output is about 6.84 million tons. Mainly distributed in Guilin, Liuzhou,
Wuzhou, Baise and other areas. Guangxi Shatangju, as one of China's geographical indication
agricultural products, enjoys the advantages of support and convenience in policy and high brand
recognition; However, compared with other high-profile geographical indication agricultural
products, when the sand sugar orange enters the market, it is difficult for consumers with low
understanding to distinguish it from ordinary agricultural products in terms of appearance and smell,
which will directly affect the purchasing difficulty of consumers and indirectly lead to the loss of
consumers to a certain extent. In addition to the above factors, Although the market development
potential of Guangxi Shatangju is huge, there are still some problems in the market, such as
insufficient brand promotion, low market share, short sales cycle, imperfect cold chain logistics,
single industry chain, and insufficient brand image attraction. It is difficult to make full use of the
opportunities brought about by the "three products and one standard" policy. Although the theory of
brand research is becoming more and more perfect, through the reading and review of relevant
literature on geographical indication agricultural products, the author finds that many scholars tend to
focus on the development of geographical indication agricultural products, the protection of
geographical indications, the dialectical relationship between geographical indications and
consumers, and few scholars study the brand image of geographical indication agricultural products
from the perspective of consumers. This is quite different from the current development status of

agricultural product industry structure. Therefore, exploring the path to build the brand image of
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geographical indication agricultural products can better help the industrial organizations of
geographical indication agricultural products to understand the consumer behavior tendency,
establish a complete industrial chain as soon as possible, and form a cluster effect. Improve the
market competitiveness of geographical indication agricultural products, and promote farmers to
increase production and income; Better promote the inheritance and development of local culture; To

contribute to the realization of rural revitalization.

Research objectives

1) This paper studies the influence of each dimension of geographical iconic agricultural
products brand image on consumers' purchase intention, and finds out the important factors that
consumers pay attention to when purchasing geographical iconic agricultural products, which
provides a factual basis for promoting the construction of geographical iconic agricultural products
brand image of the same category.

2) To explore the moderating effects of image perception and risk perception on consumers'
purchase intention and the brand image model of geographical iconic agricultural products, and

enrich the theory of brand image construction.

Research questions

1) What is the impact of the elements of the brand image of geographical indication
agricultural products on purchase intention?
2) Can perceived value play a moderating role in the model of geographical iconic

agricultural product brand image and consumer purchase intention?

Literature review and research hypotheses

In the theory of consumer purchase decision, purchase intention is usually interpreted as the
psychological process in which consumers make decisions according to their own needs in order to
satisfy their own psychological changes, which are affected by various factors such as social
environment and product attributes (Morwitz & Steckel & Gupta, 20073 Ghali - zinoubi &

Toukabri, 2019). In the process of the formation of consumers' purchase intention, brand image has
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always been the key point of brand communication. Since the concept of agricultural product brand
image is rarely defined by scholars in the academic circle, this paper combines the regional
characteristics of geographical landmark agricultural products and draws on the concept of regional
image of scholars to define it. In the regional industry, the overall image of the cluster formed by the
brand origin halo is called the regional image. Geographical location, natural environment, political
economy, human history, consumers' overall impression and evaluation of regional characteristic
products and other different factors become the carriers of the geographical iconic agricultural
product brand image. Therefore, the brand image of geographically iconic agricultural products is not
only the external image of the product itself, but also the embodiment of the value of agricultural
products in the region, and is a cognition and evaluation of consumers on the planting mode of the
origin of agricultural products, human customs, natural environment and other factors (Zeng, 2010;
Wang & Wang, 2021).

The brand image in this paper refers to the industrial scale, natural environment, human
environment, product quality and production mode of geographically iconic agricultural products,
among which the industrial scale of agricultural products refers to the scale of agricultural products
involved in agricultural production activities such as planting, breeding, processing and sales (Duan,
2022).Natural environment refers to the origin or source of geographical indication agricultural
products. It mainly includes climatic conditions, soil characteristics, landforms and landforms, as
well as the richness and diversity of biological resources (Chen, 2013). The human environment
refers to the aspects of geographically iconic agricultural products that are closely linked to the
specific culture, tradition and history of the region, and also represents the degree of consumer
affection for regional cultural characteristics (Zhu, 2011). The product quality of agricultural
products usually includes product attributes, appearance characteristics and so on (Wang, 2022).
Production mode refers to the unique planting and maintenance mode and production and processing
mode (Zheng, 2023).

The expansion and agglomeration of industrial scale can enable producers and operators to
realize economies of scale quickly, and the industrial image of the administrative region formed is
the overall image of the cluster formed by the halo of brand origin. The high visibility and reputation
of the origin of agricultural products depend on the unique natural growth environment. Consumers'

attitude towards quality and desire for cultural identity are key factors leading to their continued
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growth in demand (Burns et al., 20083 Loureiro & McCluskey, 2000). Kotler & Gertner (2002) It
is believed that regional image is the overall evaluation and image of a region after people's
association, and people have unique ideas and cognition of regional brands. When consumers
identify with the culture of the region they live in, they will pay extra for the product. Other external
factors, such as social connections and economic ability, also affect consumers' purchasing behavior
(Kotler, 2010; Ning, 2013).

Keller (1993) It is believed that consumers' purchase intention can directly affect brand
loyalty and trust, and achieve the purpose of predicting consumer behavior. From the perspective of
brand association, brand image can directly affect consumers' purchase intention. Compared with the
enterprise brand, the regional characteristics of geographical landmark agricultural products make
them have higher brand value and more solid brand effect. Large-scale industries are more likely to
gain broad brand exposure and visibility. When the scale of an industry or enterprise is large,
consumers are more likely to have sufficient awareness of its brand and form a sense of trust in it.
Brand trust is an important determinant in consumers' purchase decisions, and industry scale can
positively influence consumers' purchase intention by improving brand trust. The larger scale of the
industry means that the enterprise has a greater ability to resist risks, the high level of technology
provided can provide quality assurance for the product, and consumers can be more assured when
making purchase decisions. Crops in different regions will vary due to the difference in light time or
soil water content. When the sunshine time is higher than the dark reaction time of crops, more and
more sugar will be accumulated in grapes, thus the sugar degree will be relatively increased.
However, rice seeds in the filling stage will be shrivelled due to lack of water in the dry land. Plants
will die if they lack water for a long time. "Yanzi Spring and Autumn Annals" once recorded:
"Huainan citrus is big and sweet, but an orange tree to Huaibei can only produce small and bitter
poncirus, this is not because of the difference in soil and water?" Burns, Bush, Nash (2008) It is
believed that the high reputation and reputation of the origin of agricultural products depend on the
unique natural growth environment, which will be affected by the weather environment and the
substances needed for growth. In the theory of cultural capital, human environment with unique
cultural background can often give products additional symbolic significance. This cultural capital
makes the product not only a consumer product, but also contains the characteristics of local cultural

values. For example, Zhuang brocade, embroidery, paper-cut, etc. are all handicrafts formed under a
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specific cultural background, which reflect China's social life, religious beliefs, artistic aesthetics,
and technological development. Ning (2013) In the research on regional brand image building, it is
found that it will be affected by political, economic, cultural and other factors. Traditional food or
clothing can attract consumers through its unique cultural connotation, because consumers are often
willing to pay a premium for products containing cultural identity. Loureiro and McCluskey (2000)
A study of consumers' willingness to pay for Spanish fresh meat products labelled with protected
geographical indication found that consumers' attitudes towards quality and desire for cultural
identity led to increasing demand.

In the theory of consumer purchasing decision, quality perception is one of the key factors
affecting consumers' purchasing behavior. The way of production determines the quality of the
product, in the case of the total input of each production factor is the same, the higher the quality of
the product, the higher the added value of the product. When consumers are faced with multiple
choices, they tend to choose the more familiar brands, because familiar brands reduce the
information confusion caused by information asymmetry and enhance consumers' trust in product
quality. In areas such as luxury goods and crafts, consumers have higher expectations for handmade
products. This perceived quality makes consumers more willing to pay a premium for such high-
quality products. Wen Lina and Cui Maosen pointed out that the product is the part of direct contact
between consumers and brands, and its quality and use value will affect the degree of satisfaction of
consumers' purchase expectations. Yu (2017) Taking green agricultural products as the
representative, this paper draws on the views of mainstream scholars, divides the dimensions of
green agricultural products brand image, and verifies that its brand image has a significant impact on
purchase intention. Based on the above scholars' description of brand image research, this study puts
forward the following hypotheses:

H1: The industrial scale of geographically iconic agricultural products has a significant
positive impact on consumer purchase intentions.

H2: The natural environment of geographically iconic agricultural products has a significant
positive impact on consumers’ purchase intention.

H3: The cultural environment of geographically iconic agricultural products has a significant

positive impact on consumers’ purchase intention.
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H4: The product quality of geographically iconic agricultural products has a significant
positive impact on consumers’ purchase intention.

HS5: The production method of geographically iconic agricultural products has a significant
positive impact on consumers’ purchase intention.

In psychological marketing behavior, perceived value is one of the key variables for
consumers to produce purchasing behavior. Previous studies have confirmed that consumers'
purchase desire will be affected by individual cognition, internal and external environment, product
market performance and other factors (Zeithaml, 1988; Parducci & Helson, 1965). Perceived value
refers to consumers' measurement of the acquisition cost and return income of a product or service
when they purchase it. An evaluation based on the judgment of subjective consciousness. It reflects
the consumer's cognitive, emotional and behavioral willingness to a product or service (Lin and
Wang, 2006; Zhao, 2022). Image perception refers to a kind of intuitive judgment produced by
consumers when they judge the growing environment and appearance of agricultural products. In the
theory of information asymmetry, "when there is an information imbalance between buyers and
sellers in the market transaction, buyers will use the economic value of the product and the image
perception of the origin to judge the quality of the agricultural products, so as to decide whether to
buy." In addition, risk perception refers to the fact that in the traditional market, consumers will
decide whether to buy agricultural products based on the functional risks and the time required for
purchase without complete understanding of product information (Akerlof, 1970; Aaker, 1997; Qi,
2021; Liang, 2023). From the perspective of long-term relationship, in the process of long-term
service contact, customers' preference for products and value evaluation constitute the perceived
value, which is the process expression of consumer psychological changes (Flint & Woodruff &
Gardial, 1997; Gronroos, 1997).

Under the theoretical framework of consumers' purchase decision, consumers' purchase
intention is a conditional reaction based on their consciousness and spontaneous purchase behavior
after they have a full understanding of product information. When the consumer is in a higher level
of interpretation information environment and has more ways to understand product information, the
consumer's purchase intention will increase step by step with the social distance from the seller (Jiao,
2018; Qi and Lin, 2017). When the unique labeling system enables consumers to grasp more

information about organic products, the perceived behavioral control of consumers will be improved,
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thus achieving the purpose of promoting consumers' purchase intention (Aitken,Watkins, Williams
and Kean 2020). Based on the above, this study proposes the following hypotheses:

H6: Perceived value plays a positive moderating role in the model of the impact of brand
image of geographical indication agricultural products on consumer purchase intention.

Hé6a-1: Image perception plays a positive moderating role in the model of the impact of
industrial scale of geographical indication agricultural products on consumer purchase intention.

Hé6a-2: Image perception plays a positive moderating role in the model of the impact of
natural environment of geographical indication agricultural products on consumer purchase intention.

Hé6a-3: Image perception plays a positive moderating role in the model of the impact of
humanistic environment of geographical indication agricultural products on consumer purchase
intention.

Hé6a-4: Image perception plays a positive moderating role in the model of the impact of
product quality of geographical indication agricultural products on consumer purchase intention.

Hé6a-5: Image perception plays a positive moderating role in the model of the impact of
production method of geographical indication agricultural products on consumer purchase intention.

Hé6b-1: Risk perception plays a positive moderating role in the model of the impact of
industrial scale of geographical indication agricultural products on consumer purchase intention.

H6b-2: Risk perception plays a positive moderating role in the model of the impact of
natural environment of geographical indication agricultural products on consumer purchase intention.

H6b-3: Risk perception plays a positive moderating role in the model of the impact of the
cultural environment of geographical indication agricultural products on consumer purchase
intention.

H6b-4: Risk perception plays a positive moderating role in the model of the impact of
product quality of geographical indication agricultural products on consumer purchase intention.

H6b-5: Risk perception plays a positive moderating role in the model of the impact of
production methods of geographical indication agricultural products on consumer purchase intention.

Combining the above literature and theories, the author constructed a theoretical model
framework. The dependent variable is consumer purchase intention, and the independent variables
are the industrial scale, natural environment, cultural environment, product quality, and production

methods in the brand image composition dimension. The moderating variable is the image perception
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and risk perception subdimensions divided into two subdimensions of perceived value. The model

design is shown in 1:

Industry Scale (IS) H1 Dependent
Brand Image Of Natural Environment (NE) 2
Geographical - Consumer Purchase
Indication Human Environment (HE) | {3 4 Intention (CPT)
Agricultural
Product Quality (PQ) H4
Products
. HS5
Production Method (PM) Hé6al-H6a5
H6b1-H6b5
H6
Indepfendent Image Perception (IP)
Variable
Perceived Value (PV)
Moderating variables Risk Perception (RP)

Figure 1 Research model design

Research Methodology Design

1. Design of variable relationships

1) Independent variable. Guangxi Shatangju brand image is the independent variable of this
study, including five dimensions: industrial scale, natural environment, human environment, product
quality and production mode.

2) Dependent variable. Consumers' purchase intention is the dependent variable.

3) Adjusting variables. Perceived value can be summarized as the cognitive and
psychological changes of Guangxi Shatangju brand image, and it is regarded as a moderating
variable in the study of Guangxi Shatangju brand image and consumers' purchase intention.

4) Control variables. In previous literature studies, the author found that many scholars often
introduce some individual characteristics of consumers (gender, age, race, income, nationality,

family, occupation and life cycle, etc.) into the research design of the model when studying related
L ——————————————————————————————————————————————————————————————————————————————————————————————
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issues. Considering the authenticity and reliability of empirical results, this paper takes the individual
characteristics of consumers as the control variable of the research model. To ensure a more

scientific and reasonable conclusion.

2. Design and content of questionnaire structure

In addition to demographic variables, the questionnaire of this study was measured by Likert
Scale five-point scale. Likert scale is one of the most commonly used measurement methods in the
rating summation scale. The scores obtained from the questionnaire without completing all the items
are meaningless. The measurement method of the same dimension adopts the summation score
system. In this paper, 59 questions are designed according to the scale design of previous literature
and the specific answering situation of the respondents. The author sorted out the relevant research
contents of scholars from all walks of life on the geographical landmark agricultural products, and
designed the questionnaire structure of this paper according to the product characteristics of the
studied agricultural products. The main structure includes the following four parts.

The first part is the background introduction and the basic information of consumers,
including the background of the questionnaire issuer, and the content and purpose of the
questionnaire to the respondents, a total of 19 questions.

The second part is consumers' awareness of geographical indication agricultural products
and their evaluation of the brand image of Shatangju in Guangxi. Refer to (Chen, 2019 ; Yu, 2014)
designs 6 measurement items on industry scale (IS); refer to (Niu, 2007; Xu and Li, 2010) designs
6 measurement items about the natural environment (NE) on the measurement scale; the reference
(Ma , 2018) designs 6 items about the human environment (CE) Measurement items; refer to the
scale of (Zhang,2016; Wen,2017) and make corresponding modifications to obtain 6 measurement
items on product quality (PQ). 5 measurements of the production method (PM) are made according
to the measurement dimensions of (Bethn & Davanzo & Errdzuriz, 2018).

The third part is consumer perceived value, which draws on the research results of
(Zeithaml, 1988); refers to the measurement scale of perceived value by (Yao and Feng,2023) and
divides perceived value into image perception (IP) and risk perception (RP), a total of 6 items;

The fourth part is consumer purchase intention, which consists of price acceptance,
recommendation, etc., and is modified accordingly based on the research results of (Chen, 2019) and

the scale of (Zheng, 2023) to obtain 5 measurement items about consumer purchase intention (PI).
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3. Collection of questionnaire data

This study is a quantitative study, and convenient sampling is used to collect data for the
study. The research data was collected in large supermarkets, farmers' markets, fixed fruit stalls and
other places in major cities in Guangxi Zhuang Autonomous Region by combining online electronic
questionnaires with offline paper questionnaires. To ensure the diversity of the interviewees and
increase the credibility of the questionnaire. After filling in, it will be automatically submitted to the
background. The questionnaire survey will start on July 1, 2024 and end on August 1, 2024, for a
period of 31 days. Paper questionnaires were distributed by random interception from July 1 to July
15. A total of 106 paper questionnaires were distributed, and 100 were actually collected, with a
recovery rate of 94.34%; the electronic questionnaire was designed with the help of the WJX
platform and distributed to respondents through social tools such as WeChat, QQ, and email. A total
of 352 electronic questionnaires were distributed, and 323 were actually collected, with a recovery
rate of 91.76%; a total of 458 questionnaires were distributed this time. Since this study takes
consumers who have purchased geographical indication agricultural products as the research
subjects, when the data were sorted and imported into SPSS26.0 software, 35 invalid questionnaires
whose screening conditions were samples of people who were not familiar with geographical
indication agricultural products were manually eliminated, and 423 wvalid questionnaires were

obtained, with an effective recovery rate of 92.36%.

4. Data analysis method

This study mainly uses SPSS 26.0 version software to analyze the data, and specifically
adopts the following methods:

1) Descriptive statistical analysis method is a summary method that allows readers to
understand the characteristics of the data more quickly after making a simple summary of the basic
situation of the data through charts, numerical values, etc. This study mainly uses statistical data such
as sample size, percentage, mean, standard deviation, etc. to explain the distribution and central
tendency of the data.

2) Reliability and validity analysis usually refers to reliability analysis and validity analysis.
This article selects the most commonly used Cronbach's (X coefficient to measure the consistency

between each question; validity represents the validity test of the data. This article uses KMO and
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Bartlett's sphericity test to analyze the correlation coefficient between variables to determine whether
there are enough common factors and correlations between variables, and whether factor analysis can
be performed.

3) The purpose of exploratory factor analysis is to more quickly explore hidden and
representative common factors from the variables with complex relationships among many variables,
so as to better judge the independence and correlation between variables, and whether the designed
model can quantify the relationship.

4) Correlation analysis is an analytical method used to study the degree of association
between multiple variables. The purpose of using the correlation analysis method in this study is to
explore the strength of the relationship between the dimensions of the brand image of Guangxi
Shatangju, determine the direction of influence between the dimensions of the brand image of
Guangxi Shatangju and consumer purchase intention, and find the research variable with the highest
correlation with consumer purchase intention.

5) Regression analysis is a statistical analysis method that describes the relationship
between a dependent variable and one or more independent variables by establishing a mathematical
model. In order to better verify the hypothesis, this paper uses the linear regression analysis method
to study the correlation between the brand image of Guangxi Shatangju and consumer purchase
intention, and introduces image perception and risk perception as moderating variables to better
study how perceived value affects the relationship between brand image and consumer purchase

intention.

5. Pre-survey data analysis

In order to improve the accuracy and scientificity of the survey, after a lot of literature
reading and sorting, a preliminary questionnaire was formed. This paper completed the pre-survey by
online survey before starting the formal survey; from June 20 to 30, 2024, the questionnaires were
collected and distributed in large supermarkets, farmers' markets, and fixed fruit stalls. A total of 111
paper questionnaires were distributed in this pre-survey, and 111 were actually collected, with a
recovery rate of 100%; SPSS26.0 software was used to analyze the reliability and validity of the data,

and the results showed that the questionnaire could be factor analyzed, as shown below.
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1) Reliability analysis of the pre-survey scale

In order to test whether the reliability of the questionnaire is up to the standard, reliability

analysis should be carried out on the questionnaire results after the questionnaire results are collected

to prove the reliability of the questionnaire. When the Klonbach (X coefficient of the scale is higher

than 0.6, it means that the internal consistency reliability is acceptable. When it is higher than 0.7, it

can mean that the internal consistency is good for the scale; As can be seen from Table 1 below, the

Klonbach (X coefficient of each dimension is higher than 0.6 and greater than 0.7, indicating that the

internal consistency of each dimension of the questionnaire is good. Therefore, the reliability of the

results of this survey is excellent and the reliability of the questionnaire results is strong.

Table 1 Cronbach reliability analysis of the pre-survey scale

variable Number of items Sample size Cronbach's alpha coefficient
Industry scale 6 111 0.889
Natural Environment 6 111 0.908
Human environment 6 111 0.907
Human environment 6 111 0.869
Production method 5 111 0.863
Image Perception 3 111 0.876
Risk Perception 3 111 0.833
Purchase intention 5 111 0.886

Data source: compiled by the author

2) Validity analysis of pre-survey scale

It can be seen from Table 2 below that the KMO value of this study is 0.764, and the Bartlett

sphericity test approximate chi-square value is 2942.216. df=780, p less than 0.000, indicating that

the questionnaire is suitable for factor analysis.

Table 2 Test results of KMO and Bartlett pre-survey scales

Kaiser-Meyer-Olkin Metric of Sampling Adequacy 0.764
Approx. Chi-Square 2942.216
Bartlett
df 780
Sig. 0.000

Data source: compiled by the author
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3) Exploratory factor analysis of pre-survey scale

Exploratory factor analysis of the samples was carried out by using factor analysis and
maximum variance rotation method, factors were extracted, items that did not meet expectations
were deleted (items in the same dimension should be deleted when they were rotated to different
factors), and factor load coefficients with values below 0.5 were eliminated. The specific contents are
shown in the validity analysis results in Table 3 below. There are no questions that do not meet the
expectations. Therefore, 8 dimensions of the questionnaire can be determined, with a total of 40
questions. The scale after pre-investigation has high feasibility and consistency, which is used as the

evidence for large-scale questionnaire distribution in this study.

Table 3 of factor load coefficients after pre-investigation rotation

Factor load coefficient Common degree
Name 2 3 4 5 6 7 g  (common factor variance)
Al - - 0.908 - - - - - 0.863
A2 - - 0.743 - - - - - 0.642
A3 - - 0.811 - - - - - 0.710
A4 - - 0.753 - - - - - 0.679
A5 - - 0.628 - - - - - 0.568
A6 - - 0.683 - - - - - 0.626
Bl - 0.926 - - - - - - 0.886
B2 - 0.814 - - - B B - 0.718
B3 - 0.732 - - - - - - 0.626
B4 - 0.853 - - - - - - 0.774
B5 - 0.758 - - - - - - 0.630
B6 - 0.761 - - - - - - 0.613
Cl 0914 - - - - - - - 0.873
C2 0.764 - - - - - - - 0.642
C3  0.752 : - - - - - - 0.697
C4  0.759 - - - - - - - 0.667
C5 0.786 - - - - - - - 0.663
C6 0.765 : - - - - - - 0.701
D1 - - - 0.882 - - - - 0.856
D2 - - - 0.698 - - - - 0.566
D3 - - - 0.731 - - - - 0.666
D4 - - - 0.649 - - - - 0.574
D5 - - - 0.734 - - - - 0.634
D6 - - - 0.661 - - - - 0.650
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Table 3 of factor load coefficients after pre-investigation rotation

Factor load coefficient

Common degree

Name 2 3 4 5 6 7 g  (common factor variance)
El : - - - 0.869 - - 0.812
E2 - - - - 0.803 - - 0.723
E3 - - - - 0.668 - - 0.602
E4 - - - - 0.769 - - 0.677
E5 : - - - 0.722 - - 0.563
Fl1 - - - - - 0.850 - 0.810
F2 - - - - - 0.852 - 0.800
F3 - - - - - 0.888 - 0.818
Gl ) - - - - - 0.869 0.818
G2 - - - - - - 0.798 0.733
G3 ) - - - - - 0.801 0.720
Table 3 of factor load coefficients after pre-survey rotation (continued)
Name Factor load coefficient Common degrefe
2 3 4 5 6 7 g (common factor variance)
H1 - - - 0.897 - - - 0.864
H2 - - - 0.777 - - - 0.656
H3 - - - 0.770 - - - 0.676
H4 - - - 0.731 - - - 0.669
H5 - - - 0.765 - - - 0.679

Rotation method: Maximum variance Varimax.

Data source: compiled by the author
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Research results

1. Statistics of consumers’ basic personal information

This article selects five measurement indicators, namely age, gender, income, occupation, and

educational attainment, to conduct a descriptive statistical analysis of the survey on consumers'

personal situations. The specific content is shown in Table 4 below.

Table 4 Statistics of the frequency analysis results of personal basic information

Variable Item frequency percent
male 222 52.48
Gender
female 201 47.52
Under 18 years old 79 18.68
18-29 years old 67 15.84
Age 30-49 years old 92 21.75
50-59 years old 92 21.75
Age 60 and above 93 21.99
Junior high school and below 71 16.78
Senior high school 73 17.26
Technical secondary school 100 23 .64
Educational status .

Junior college 72 17.02
Undergraduate course 45 10.64
Graduate student 62 14.66
Less than 2000 RMB 68 16.08
' 2001-4000 RMB 75 17.73
Montbly income 4001-6000 RMB 102 24.11
6001-8000 RMB 83 19.62
8000 More than RMB 95 22.46
Enterprise personnel 102 24.11
Personnel of public institutions and state 5> 12.29

organs
occupation Pupil 87 20.57
Individuals and freelancers 72 17.02
other 110 26.00
total 423 100.0

Data source: compiled by the author
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2. Reliability and validity test

The purpose of reliability test is to test whether the reliability of the questionnaire meets the

standard. This study uses the commonly used Cronbach's Ol coefficient to test whether the scale has a

high internal consistency. As shown in Table 5 below, the Cronbach's Ol coefficient values

corresponding to the 8 dimensions designed in this paper are 0.880, 0.887, 0.881, 0.873, 0.864,

0.818, 0.824, and 0.870, respectively, all greater than 0.7, indicating that the internal consistency and

reliability of each dimension of the questionnaire are high, and the questionnaire results are highly

reliable, so further quantitative analysis can be carried out.

Table 5 Cronbach reliability analysis of each variable

variable Number of items Sample size Cronbach's alpha coefficient
Industry scale 6 423 0.880
Natural Environment 6 423 0.887
Human environment 6 423 0.881
Human environment 6 423 0.873
Production method 5 423 0.864
Image Perception 3 423 0.818
Risk Perception 3 423 0.824
Purchase intention 5 423 0.870

Data source: compiled by the author

The results in Table 6 below show that the KMO is 0.908, which is greater than 0.6, and the

Bartlett's P value is less than 0.05, indicating that the questionnaire in this study has good construct

validity.
Table 6 KMO and Bartlett test
Kaiser-Meyer-Olkin Metric of Sampling Adequacy 0.908
Approx. Chi-Square 9404.378
Bartlett df 780
Sig. 0.000

Data source: compiled by the author
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Before using exploratory factor analysis for validity analysis, it is necessary to check
whether the collected data is suitable for factor analysis. The test method is to check the specific
values of KMO and Bartlett sphericity test. As shown in Table 6 above, the value of KMO is 0.908,
greater than 0.6, indicating that the prerequisite criteria for factor analysis are met. This indicates that
the data collected in this study is suitable for factor analysis. At the same time, we can see that the P-
value of Bartlett sphericity test is less than 0.05, which further indicates that the collected
questionnaire data can be used for factor analysis. In this study, in order to check the correspondence
between items and factors, the author decided to use the maximum variance rotation method

(varimax) to rotate the factor analysis results in order to find out their correspondence.

Table 7 Variance interpretation rate

P Rotational front difference Explanation rate of variance
Initial Eigenvalues

Component ' interpretation rate . after rotation .
Total Per.cent Cumulative Total Per.cent Cumulative Total Per.cent Cumulative
variance percentage variance percentage variance percentage

1 11.122 27.804 27.804 11.122 27.804  27.804 4.000 10.000 10.000
2 2983 7.457 35262 2983 7.457 35.262 3.931 9.828 19.827
3 2.836 7.090 42351  2.836 7.090 42351 3.928 9.820 29.647
4 2.618 6.545 48.897  2.618 6.545 48.897 3.886 9.715 39.363
5 2.366 5916 54813 2366 5916 54.813 3.313 8.282 47.644
6 1.721 4.303 59.115 1.721 4.303 59.115 3.048 7.619 55.263
7 1.450 3.626 62.741 1.450 3.626 62.741 2.169 5.422 60.686
8 1.288 3.221 65.962  1.288 3.221 65.962 2.110 5.276 65.962
9 0.757 1.893 67.855 - - - - - -
10 0.699 1.748 69.603 - - - - - -
11 0.664 1.661 71.264 - - - - - -
12 0.651 1.628 72.892 - - - - - -
13 0.639 1.597 74.489 - - - - - -
14 0.606 1.515 76.004 - - - - - -
15 0.583 1.458 77.461 - - - - - -
16 0.571 1.428 78.889 - - - - - -
17 0.546 1.364 80.253 - - - - - -
18 0.526 1.315 81.568 - - - - - -
19 0.519 1.298 82.867 - - - - - -
20 0.505 1.262 84.129 - - - - - -
21 0.482 1.206 85.335 - - - - - -
22 0.459 1.147 86.482 - - - - - -
23 0.456 1.139 87.620 - - - - - -
24 0.432 1.080 88.700 - - - - - -
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Table 7 Variance interpretation rate

S Rotational front difference Explanation rate of variance
Initial Eigenvalues

interpretation rate after rotation
Component - : -
Total Percent Cumulative Percent Cumulative Percent Cumulative
variance percentage variance percentage variance percentage

25 0.426 1.064 89.764 - - - - - -
26 0.412 1.030 90.794 - - - - - -
27 0.398 0.994 91.788 - - - - - -
28 0.384 0.961 92.750 - - - - - -
29 0.375 0.937 93.686 - - - - - -
30 0.352 0.879 94.565 - - - - - -
31 0.339 0.846 95.412 - - - - - -
32 0.323 0.807 96.219 - - - - - -
33 0.257 0.642 96.861 - - - - - -
34 0.222  0.555 97.416 - - - - - -
35 0.199 0.497 97.913 - - - - - -
36 0.194 0.468 98.399 - - - - - -
37 0.183 0.457 98.856 - - - - - -
38 0.182 0.455 99.311 - - - - - -
39 0.150 0.375 99.686 - - - - - -
40 0.126 0.314 100.000

Data source: compiled by the author

As can be seen from Table 7 above, a total of 8 factors were extracted from factor analysis,
and the extraction criteria were that the feature root value was greater than 1 (the extraction criteria
were factors with the corresponding number of dimensions of the questionnaire). The post-rotation
variance explanation rates of these eight factors were 10.000%, 9.828%, 9.820%, 9.715%, 8.282%,
7.619%, 5.422% and 5.276%, respectively. Meanwhile, the post-rotation cumulative variance
explanation rates of these factors were 65.962%. If the number of factors that can be extracted from
the data extracted from the scale is the same as the number of dimensions involved in our
questionnaire, it indicates that the design structure of the questionnaire and the situation reflected by
the data results have a certain degree of fit, but it is still unclear whether the data results of each
question can correctly match the factors (questions in the same dimension should correspond to the
same factors). In order to verify whether each problem corresponds to the correct factor, it is

necessary to use the method of maximum variance rotation.
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Table 8 Factor load coefficient after rotation

Factor load coefficient

Common degree

Name 2 3 4 5 6 7 I (common factor variance)
Al - 0.897 - - - - - - 0.843
A2 - 0.740 - - - - - - 0.622
A3 - 0.720 - - - - - - 0.576
A4 - 0.721 - - - - - - 0.589
A5 - 0.748 - - - - - - 0.603
A6 - 0.727 - - - - - - 0.597
Bl 0.896 - - - - - - - 0.856
B2 0.690 - - - - - - - 0.550
B3 0.735 - - - - - - - 0.631
B4 0.723 - - - - - - - 0.607
B5 0.766 - - - - - - - 0.619
B6 0.731 - - - - - - - 0.624
Cl - - 0.890 - - - - - 0.845
C2 - - 0.748 - - - - - 0.655
C3 - - 0.713 - - - - - 0.595
C4 - - 0.722 - - - - - 0.621
C5 - - 0.686 - - - - - 0.562
Co6 - - 0.730 - - - - - 0.596
D1 - - - 0.900 - - - - 0.843
D2 - - - 0.740 - - - - 0.603
D3 - - - 0.711 - - - - 0.549
D4 - - - 0.719 - - - - 0.569
D5 - - - 0.746 - - - - 0.597
D6 - - - 0.698 - - - - 0.540
El - - - - 0.889 - - - 0.845
E2 - - - - 0.702 - - - 0.595
E3 - - - - 0.734 - - - 0.634
E4 - - - - 0.725 - - - 0.643
E5 - - - - 0.747 - - - 0.630
F1 - - - - - - - 0.845 0.817
F2 - - - - - - - 0.744 0.713
F3 - - - - - - - 0.718 0.674
Gl - - - - - - 0.872 - 0.855
G2 - - - - - - 0.737 - 0.688
G3 - - - - - - 0.753 - 0.703
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Table 8 Factor load coefficient after rotation (continued)

Factor load coefficient Common degree
Name .
2 3 4 5 6 7 8 (common factor variance)
H1 - - - - - 0.774 - - 0.877
H2 - - - - - 0.680 - - 0.631
H3 - - - - - 0.671 - - 0.599
H4 - - - - - 0.647 - - 0.576
HS5 - - - - - 0.653 - - 0.610

Rotation method: Maximum variance Varimax.
Data source: compiled by the author

Table 8 above shows the extraction of factors for all items (common degree) and excludes
the factor load coefficient with a value below 0.5, as well as the corresponding relationship between
factors and items (factor load coefficient table). The common degree value corresponding to all
research items in the table is higher than 0.4, indicating that the correlation between items and
extracted factors reaches a certain standard. Factors can effectively extract information. The results
show that the correspondence between items and factors is consistent with our theoretical

expectations, indicating that the questionnaire in this study has good structural validity.

3. Correlation Analysis

In this study, Pearson correlation analysis was used to study the degree and direction of the
correlation between variables. Correlation analysis was used to study the correlation between
industrial scale and natural environment, human environment, product quality, production mode,
image perception, risk perception, and purchase intention. Pearson's correlation value between 0 and
1 indicated a positive correlation between the variables. A value between -1 and 0 indicates a
negative correlation between the variables. The closer the absolute value of the correlation
coefficient is to 1, the stronger the correlation degree of the variables is. The closer the absolute value
of the correlation coefficient is to 0, the weaker the correlation degree of the variables. As can be
seen from the following table 9, all eight items of industrial scale and natural environment, human
environment, product quality, production mode, image perception, risk perception, and purchase
intention are significant, and the correlation values are 0.270, 0.278, 0.225, 0.244, 0.314, 0.264,
0.452, respectively. Moreover, the correlation values are all greater than 0, which means that there is
a positive correlation between industrial scale and natural environment, human environment, product
quality, production mode, image perception, risk perception, and purchase intention (Fournier, 2008).
This indicates that the correlation between the variables in this study is significant, and the selected

variables are reasonable, meeting the prerequisite of correlation regression analysis.

'
o A
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Table 9 Results of correlation analysis between variables

IS NE HE PQ PM IP RP CPI
IS 1
NE 0.270** 1
HE 0.278** 0.327%* 1
PQ 0.225%* 0.292**  0.246** 1
PM 0.244** 0.344%*  (0.275%*%  0.278** 1
IP 0.314** 0.350**  0.394**  0.347**%  (0.342%** 1
RP 0.264%* 0.319**  0.370**  0.250%*  0.346** (0.325%* 1
CPI 0.452%* 0.451**  0.462**  0.393**  0.435%* (0.448**  (.498** 1

Note: * p<0.05** p<0.01
Data source: compiled by the author

4. Multiple linear regression analysis

After the correlation analysis proved that there was a significant relationship between the
variables, in order to further test the hypothesis proposed, the author adopted the method of multiple
regression analysis to test the quantitative relationship among the independent variables industry
scale, natural environment, human environment, product quality, production mode, and purchase
intention of the dependent variable, as shown in Table 10 below.

Table 10 Results of multiple linear regression analysis

(n=423)
Unstandardized Standardized Collinearity diagnostics
coefficients Coefficients
Standard P
Beta VIF Tolerance
error
constant -0.756 0.197 - -3.841 0.000** - -
IS 0.268 0.042 0.249 6.422 0.000**  1.162 0.861
NE 0.199 0.043 0.190 4.660 0.000%*  1.278 0.783
HE 0.257 0.043 0.235 5.926 0.000**  1.215 0.823
PQ 0.189 0.044 0.169 4.335 0.000%*  1.172 0.853
PM 0.206 0.042 0.198 4959 0.000**  1.225 0.816
R’ 0.459
Adjust R’ 0.453
F F (5,417)=70.858,p=0.000
D-wW 1.962

Note: Dependent variable = Purchase intention * p<0.05 ** p<0.01
Data source: compiled by the author
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From Table 10 above, it can be concluded that the model formula is:

CPI=-0.756 + 0.268 * IS + 0.199 * NE + 0.257 * HE + 0.189 * PQ + 0.206 * PM

The R” value of the model is 0.459, which means that industrial scale, natural environment,
human environment, product quality, and production methods can explain 45.9% of the changes in
purchase intention. When the F test was performed on the model, it was found that the model passed
the F test (F=70.858, p=0.000<0.05), which means that at least one of the industrial scale, natural
environment, human environment, product quality, and production methods will have an impact on
purchase intention. relation. The multicollinearity test of the model found that all VIF values were
less than 5, indicating that there was no collinearity problem; the D-W value was 1.962, indicating
that there was no autocorrelation in the variables of the model and no correlation between the sample
data. The designed study The model is better.:

The regression coefficient value of industry scale is 0.268 (t=6.422, p=0.000<0.01),
indicating that industry scale has a significant positive impact on purchase intention; therefore,
hypothesis H1 is established.

The regression coefficient of the natural environment is 0.199 (t=4.660, p=0.000<0.01),
indicating that the natural environment has a significant positive impact on purchase intention;
therefore, hypothesis H2 is established.

The regression coefficient of the humanistic environment is 0.257 (t=5.926, p=0.000<0.01),
indicating that the humanistic environment has a significant positive impact on purchase intention;
therefore, hypothesis H3 is established.

The regression coefficient of product quality is 0.189 (t=4.335, p=0.000<0.01), indicating
that product quality has a significant positive impact on purchase intention; therefore, hypothesis H4
is established.

The regression coefficient value of the production method is 0.206 (t=4.959, p=0.000<0.01),
indicating that the production method has a significant positive impact on purchase intention;

therefore, hypothesis HS is established.

5. Testing the moderating effect of perceived value
The moderating variable is an important variable in the process of regression analysis. It
explains the positive and negative moderating direction of the independent variable and the dependent
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variable. This study selects customer perceived value as the moderating variable between geographical
indication agricultural products and consumer purchase intention, and divides the perceived value into
two small dimensions: image perception and risk perception to measure consumer purchase intention.
The moderating effect is divided into three models for analysis. Model 1 includes independent variables
(e.g., industry scale). Model 2 introduces the moderating variable (e.g., image perception) on the basis
of Model 1, while Model 3 adds the product term of the independent variable and the moderating
variable (e.g., industry scale*image perception) on the basis of Model 2. The purpose of Model 1 is to
study the influence of the independent variable (e.g., industry scale) on the dependent variable
(purchase intention) without considering the moderating variable (image perception). This study uses
the interaction term in Model 3 to test the moderating effect.

Testing the moderating effect of image perception

Table 11 Analysis of the moderating effect of industry scale and image perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%%* 2.841%%*
(71.305) (76.388) (72.348)
S 0.486%* 0.371%* 0.398%*
(10.397) (8.074) (8.455)
- 0.332% 0.341%%*
(7.948) (8.182)
0.113*
%
IS*IP (2.402)
Sample size 423 423 423
R’ 0.204 0.308 0.318
Adjust R? 0.202 0.305 0313
. F (1,421)=108.089 F (2,420)=93.607 F (3,419)=65.037
p=0.000 p=0.000 p=0.000
AR’ 0.204 0.104 0.009
AF F (1,421)=108.089 F (1,420)=63.165 F (1,419)=5.770
p=0.000 p=0.000 p=0.017

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author

From Table 11 above, we can see that when (t=10.397, p=0.000<0.05), the independent
variable (industry scale) is significant; this means that industry scale will have a significant impact on
purchase intention. The interaction term between industry size and image perception is significant

(t=2.402, p=0.017<0.05). This shows that when the industrial scale affects purchase intention, when
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the moderating variable (image perception) is at different levels, its impact amplitude is significantly
different and is positively regulated. Therefore, hypothesis H6a-1 is established.

From Table 12 below, we can see that when (t=10.365, p=0.000<0.05), the independent
variable (natural environment) is significant; the interaction term of natural environment and image
perception is significant (t=3.733, p= 0.000<0.05). This shows that when the natural environment
significantly affects consumers' purchase intention, when the regulating variable (image perception)
is at different levels, its impact amplitude is significantly different and is positively regulated.
Therefore, hypothesis H6a-2 is established.

Table 12 Analysis of the regulatory effects of natural environment and image perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.821%*
(71.260) (75.903) (71.463)
NE 0.474%* 0.352%* 0.365%*
(10.365) (7.684) (8.066)
P 0.323%* 0.360%*
(7.592) (8.353)
0.167**
*
NE 1P (3.733)
Sample size 423 423 423
R’ 0.203 0.299 0.322
Adjust R? 0.201 0.296 0.317
. F (1,421)=107.429 F (2,420)=89.763 F (3,419)=66.331
p=0.000 p=0.000 p=0.000
AR’ 0.203 0.096 0.023
AF F (1,421)=107.429 F (1,420)=57.642 F (1,419)=13.937
p=0.000 p=0.000 p=0.000

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author

As can be seen from the table 13 below, when (t=10.696, p=0.000<0.05), the independent
variable (humanistic environment) is significant; the interaction term of humanistic environment and
image perception is significant (t=3.723, p=0.000 <0.05). This shows that when the humanistic
environment significantly affects consumers' purchase intention, when the regulating variable (image
perception) is at different levels, its impact amplitude is significantly different and is positively

regulated. Therefore, hypothesis H6a-3 is established.
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Table 13 Analysis of the moderating effect of humanistic environment and image perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.815%*
(71.729) (75.797) (70.139)
HE 0.506%* 0.370%* 0.385%*
(10.696) (7.598) (8.001)
P 0.308%* 0.342%*
(7.079) (7.808)
0.175%*
%k
HE * IP (3.723)
Sample size 423 423 423
R’ 0214 0.297 0.320
Adjust R? 0.212 0.294 0.315
. F (1,421)=114.400 F (2,420)=88.932 F (3,419)=65.726
p=0.000 p=0.000 p=0.000
/AR 2 0.214 0.084 0.023
AF F (1,421)=114.400 F (1,420)=50.117 F (1,419)=13.864
p=0.000 p=0.000 p=0.000

Note: Dependent variable = purchase intention, * p<0.05 ** p<(.01, t value in brackets
Data source: compiled by the author

Table 14 Analysis of the moderating effect of product quality and image perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.837%x*
(69.177) (74.109) (69.645)
PQ 0.440%* 0.3027%* 0.320%*
(8.775) (6.056) (6.389)
P 0.346%* 0.364%*
(7.947) (8.299)
0.123*
%
PQ *IP (2.507)
Sample size 423 423 423
R’ 0.155 0.265 0.276
Adjust R? 0.153 0.262 0.271
. F (1,421)=76.993 F (2,420)=75.759 F (3,419)=53.236
p=0.000 p=0.000 p=0.000
AR’ 0.203 0.096 0.023
AF F (1,421)=107.429 F (1,420)=57.642 F (1,419)=13.937
p=0.000 p=0.000 p=0.000

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author

wssgaaasuazuduIsgInaUiian U1 21 advdl 1 ansas - auizw 2568

137



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬁ?ﬂﬂﬂm&’ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

From the table 14 above, we can see that when (t=8.775, p=0.000<0.05), the independent
variable (product quality) is significant; the interaction term of product quality and image perception
is significant (t=2.507, p=0.013 <0.05). This shows that when product quality significantly affects
consumers' purchase intention, when the regulating variable (image perception) is at different levels,
its impact amplitude is significantly different and is positively regulated. Therefore, hypothesis Hba-
4 is established.

As can be seen from Table 15 below, when (t=9.919, p=0.000<0.05), the independent
variable (production method) is significant; the interaction term between production method and
image perception is significant (t=0.141, p=0.000<0.05). This shows that when the production
method significantly affects consumers' purchase intention, the moderating variable (image
perception) has significantly different influences at different levels and is positively modulated.

Therefore, hypothesis H6a-5 is established.

Table 15 Analysis of the moderating effect of production mode and image perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.819%*
(70.647) (75.442) (71.702)
oM 0.454%* 0.333%* 0.371%*
(9.919) (7.297) (8.120)
P 0.331%* 0.352%*
(7.751) (8.335)
0.177%*
%
PM#1P (4.141)
Sample size 423 423 423
R’ 0.189 0.291 0.319
Adjust R? 0.187 0.287 0.314
. F (1,421)=98.380 F (2,420)=86.134 F (3,419)=65.344
p=0.000 p=0.000 p=0.000
AR’ 0.189 0.101 0.028
AF F (1,421)=98.380 F (1,420)=60.081 F (1,419)=17.144
p=0.000 p=0.000 p=0.000

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author

Testing the moderating effect of risk perception
As can be seen from Table 16 below, when (t=10.397, p=0.000<0.05), the independent variable

(industry scale) is significant; the interaction term between industry scale and risk perception is

significant (t=4.706, p=0.000<0.05). This means that when industry scale significantly affects
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consumers' willingness to buy, the moderating variable (risk perception) has significant differences in
its impact at different levels, and it is a positive adjustment. Therefore, hypothesis H6b-1 is established.

Table 16 Analysis of the moderating effect of industry scale and risk perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.827%%*
(71.305) (79.334) (77.526)
S 0.486%* 0.371%* 0.408**
(10.397) (8.498) (9.433)
RP 0.385%* 0.393%x
(10.058) (10.513)
0.193%*
*
IS *RP (4.706)
Sample size 423 423 423
R’ 0.204 0.359 0.391
Adjust R? 0.202 0.356 0.387
. F (1,421)=108.089 F (2,420)=117.480 F (3,419)=89.643
p=0.000 p=0.000 p=0.000
AR’ 0.204 0.154 0.032
AF F (1,421)=108.089 F (1,420)=101.156 F (1,419)=22.142
p=0.000 p=0.000 p=0.000

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author

Table 17 Analysis of the moderating effect of natural environment and risk perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.830%*
(71.260) (78.390) (74.512)
NE 0.474%* 0.342%* 0.359%*
(10.365) (7.783) (8.233)
RP 0.373%* 0.378%*
(9.459) (9.716)
0.144%*
%k
NE *RP (3.416)
Sample size 423 423 423
R’ 0.203 0.343 0.361
Adjust R? 0.201 0.340 0.356
. F (1,421)=107.429 F (2,420)=109.734 F (3,419)=78.903
p=0.000 p=0.000 p=0.000
AR’ 0.203 0.140 0.018
AF F (1,421)=107.429 F (1,420)=89.465 F (1,419)=11.666
p=0.000 p=0.000 p=0.001

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author
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As can be seen from Table 17 above, when (t=10.365, p=0.000<0.05), the independent
variable (natural environment) is significant; the interaction term between natural environment and
risk perception is significant (t=3.416, p=0.001<0.05). This shows that when the scale of the industry
significantly affects the consumer's willingness to buy, the moderating variable (risk perception) has
a significant difference in its impact at different levels, and it is a positive adjustment. Therefore,
hypothesis H6b-2 is established.

As can be seen from Table 18 below, when (t=10.696, p=0.000<0.05), the independent
variable (human environment) is significant; the interaction term between human environment and
image perception is significant (t=4.244, p=0.000<0.05). This shows that when the human
environment significantly affects consumers' willingness to buy, the moderating variable (image
perception) has significant differences in its impact at different levels, and it is a positive adjustment.
Therefore, hypothesis H6a-3 is established.

Table 18 Analysis of the moderating effect of humanistic environment and risk perception

Model 1 Model 2 Model 3
constant 2.870%%* 2.870%%* 2.813%%*
(71.729) (78.081) (73.154)
HE 0.506%* 0.352% 0.371%%*
(10.696) (7.535) (8.068)
RP 0.358% 0.375%%*
(8.881) (9.435)
0.186%*
*
HE * RP (4.244)
Sample size 423 423 423
R’ 0214 0.338 0.365
Adjust R’ 0.212 0.335 0.361
. F (1,421)=114.400 F (2,420)=107.213 F (3,419)=80.376
p=0.000 p=0.000 p=0.000
AR’ 0.214 0.124 0.027
AF F (1,421)=114.400 F (1,420)=78.866 F (1,419)=18.016
p=0.000 p=0.000 p=0.000

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author

As can be seen from Table 19 below, when (t=8.775, p=0.000<0.05), the independent
variable (product quality) is significant; the interaction term between product quality and risk
perception is significant (t=2.067, p=0.039<0.05). This means that when product quality significantly

affects consumers' willingness to buy, the moderating variable (risk perception) has significant
L ——————————————————————————————————————————————————————————————————————————————————————————————
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differences in its impact at different levels, and it is a positive adjustment. Therefore, hypothesis

H6b-4 1s established.

Table 19 Analysis of the moderating effect of product quality and risk perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.850%*
(69.177) (77.354) (74.688)
PQ 0.440%* 0.320%* 0.328**
(8.775) (6.925) (7.100)
RP 0.403%* 0.407**
(10.315) (10.442)
0.097*
*k
PQ*RP (2.067)
Sample size 423 423 423
R’ 0.155 0.325 0.332
Adjust R? 0.153 0.322 0.328
. F (1,421)=76.993 F (2,420)=101.340 F (3,419)=69.510
p=0.000 p=0.000 p=0.000
AR’ 0.155 0.171 0.007
AF F (1,421)=76.993 F (1,420)=106.409 F (1,419)=4.271
p=0.000 p=0.000 p=0.039

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author

Table 20 Analysis of the moderating effect of production mode and risk perception

Model 1 Model 2 Model 3
constant 2.870%* 2.870%* 2.829%
(70.647) (77.431) (72.724)
oM 0.454% 0.311%x* 0.323%x*
(9.919) (6.992) (7.314)
RP 0.373%* 0.390%*
(9.259) (9.699)
0.136%*
%k
PM*RP (3.157)
Sample size 423 423 423
R’ 0.189 0.327 0.342
Adjust R? 0.187 0.324 0.338
. F (1,421)=98.380 F (2,420)=101.958 F (3,419)=72.745
p=0.000 p=0.000 p=0.000
AR’ 0.189 0.137 0.016
AF F (1,421)=98.380 F (1,420)=85.735 F (1,419)=9.965
p=0.000 p=0.000 p=0.002

Note: Dependent variable = purchase intention, * p<0.05 ** p<0.01, t value in brackets
Data source: compiled by the author
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As can be seen from Table 20 above,, when (t=9.919, p=0.000<0.05), the independent
variable (production method) is significant; the interaction term between production method and risk
perception is significant (t=3.157, p=0.002<0.05). This shows that when the production method
significantly affects consumers' willingness to buy, the moderating variable (risk perception) has
significant differences in its impact at different levels, and it is a positive adjustment. Therefore,
hypothesis H6b-5 is established.

In summary, the interaction terms of image perception and risk perception in industry scale,
natural environment, cultural environment, product quality, and production methods are all
significant, which means that when the perceived value of the moderating variable is at different
levels, the impact amplitude has significant differences and is positively modulated, Therefore,

hypothesis H6 is established.

Research Conclusions and Discussion

The results show that industrial scale, natural environment, human environment, product
quality, and production methods all have significant positive effects on purchase intention, and the
degree of influence shows great differences, with the ratio of industrial scale>human
environment>production method>natural environment>product quality. This paper confirms that
industrial scale has a greater impact on consumer purchase intention than other brand image
dimensions; this is consistent with the hypothesis verified by Duan (2022). It can be seen that in
agricultural production activities, having a larger planting scale increases consumers' purchase
impressions, thereby increasing purchase intention. The conclusion of this paper that the natural
environment positively affects consumers' purchase intention is consistent with the research results of
scholar Pang (2024), which shows that the environment of the origin of agricultural products can
affect consumers' purchase decisions. The conclusion that the human environment positively affects
consumers' purchase intention is consistent with the research results of scholar Han (2015), which
shows that in-depth exploration and promotion of the human factors in geographical indication
agricultural products can expand brand influence, and promote consumers' purchase intention while
promoting farmers' production and income. The construction of brand image is inseparable from the
strict control of production methods and the quality of products. Production methods and product

quality also have a significant positive impact on purchase intention. The results of this study are

A o o A
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consistent with the research results of (Ma, 2018; Liu & Liu, 2024), but the production method
influence coefficient demonstrated in this study far exceeds their research results. It can be seen that
the unique production method will promote consumers' desire to buy.

The test analysis of moderated regression verified that perceived value has a moderating
effect between the brand image and purchase intention of geographical indication agricultural
products, which is significantly positively correlated, which is consistent with the research results of
Sang (2018). This shows that when consumers have a sufficient understanding of the growth
environment, cultural history, planting technology, and quality and safety of agricultural products,
customers will reduce unnecessary concerns when making purchase decisions, and the perceived
value of the geographical indication agricultural products will be faster. This paper finally concludes
that in the field of geographical indication agricultural product brand image affecting consumer
purchasing intention, image perception can more directly affect consumer purchasing intention,
which is consistent with the research results of Zheng (2023); this shows that image perception and

risk perception still have a great impact on consumer purchasing intention.

Research Recommendations

The final empirical results show that industrial scale has the greatest influence on consumers'
purchase intention among all dimensions of geographical iconic agricultural product brand image. To
a certain extent, this reflects that when agricultural products have a certain scale, they are more likely
to be familiar to consumers, and the cultural environment attracts consumers to understand local
characteristic products to a certain extent, thus promoting consumers' purchase intention. Secondly,
from the perspective of production mode, natural environment and product quality, it also reflects
that the more green and pollution-free, the higher the nutritional value, and the more primitive the
growth environment, the more favored by consumers, thus stimulating the purchase intention.

Geographical landmark agricultural products include fruits, meat products, medicinal
materials, aquatic products and other plants and microorganisms obtained through agricultural
activities. Therefore, the difference and regionality of geographical landmark agricultural products
may be ignored in the process of research. To some extent, it affects the general applicability of the
research results. In the process of questionnaire, although samples from different ages, occupations

and income classes are selected, due to the particularity of the region, they cannot represent all

A o o A
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consumer groups. However, Guangxi, as a gathering place of ethnic minorities, has its own strong
local characteristics. There may be a big difference between consumers' image cognition of Guangxi
and that of other regions, which may lead to some bias in the samples, and the research conclusions
may not be applicable to geographical landmark agricultural products in other regions. As the
implementer and supervisor of relevant laws and regulations, the government should actively
communicate with farmers, timely solve the technical problems encountered by farmers in the
planting process, make full use of the advantages of local planting scale, actively prepare agricultural
products with local characteristics exhibitions and agricultural fairs, and spread the local products
with local characteristics through the image of hot topics on the Internet. Enterprises that settle in
local agricultural products and register geographical trademarks should be given corresponding
welfare policies, which can not only increase local economic income, but also solve the employment
problem of residents. For direct producers engaged in the cultivation or production of geographical
indication agricultural products, product quality should be put in the first place, in the production
process in strict accordance with the production standards of geographical indication agricultural
products, reduce the use of drugs. For enterprises engaged in related industries, they should make use
of the advantages of industrial clusters, readjust market positioning, change the original impression
of the market on the product, so that the target customers can establish a new understanding of it, and
obtain the maximum strategic advantage in the target market. In addition, "If you want to be rich,
build roads first", government functional departments should cooperate with enterprises to
continuously improve the service functions of warehousing, logistics, distribution and other services
around enterprises, so as to leverage the improvement of the regional business environment with
perfect industrial support, and lay the foundation for the development of enterprises themselves, the
brand construction of geographically iconic agricultural products and industrial development. In the
actual research of subsequent scholars, if there are no regional restrictions on the time and research
span, they can consider expanding the types of agricultural products and dividing them according to
origin or time of market, so as to better explore whether there will be obvious differences due to
regional relations. In the research process, more regulatory variables can also be considered. Enrich
the theoretical construction of geographical iconic agricultural products brand image, and provide
more favorable evidence for the subsequent construction of geographical iconic agricultural products

brand image.

A o o A
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Abstract

To cope with a rapidly changing business environment, firms are required to maintain
organizational performance and competitiveness in the long term. Dynamic capabilities allow
employees in the organization to integrate, build, and transform internal and external resources to
address environmental changes; this is mainly supported by managers or business leaders to integrate
and reconfigure organizational resources. The potential of dynamic capabilities can also create new
ideas for achieving high performance, and it is a key factor of competitive advantage. The objective
of this paper is to synthesize the components of Dynamic Capabilities, High Performance
Organizations, and Competitive Advantage in organizations. In summary, there are three components
of Dynamic Capabilities as 1) Sensing Capability, 2) Transforming Capability, and 3) Learning
Capability. There are five components of High-Performance Organizations as 1) Management
Quality, 2) Continuous Improvement and Renewal, 3) Openness and Action Orientation, 4) Long-
term Orientation, and 5) Employee Quality. There are three components of 1) Differentiation, 2) Cost

Leadership, and 3) Innovative Technology and Process in this study.

Keywords : Dynamic Capability, High Performance Organization, Competitive Advantage
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Introduction

Thailand has an established manufacturing sector, major industries include vehicle and
automotive parts manufacturing, agricultural production and food processing, electronics
manufacturing, and petrochemical production. With nearly 10 percent of the population employed in
the manufacturing sector which the industry serves as one of the primary drivers of the Thai
economy. (Statista, 2024).

Even Thailand was a large manufacturing, according to report of Satimanon (2017) and
Chareonwongsak (2020) found that Thai labors skills was mismatch as business environment
changes. In line with Department of Industrial Promotion (2015) mentioned that economic in
Thailand will be driven by innovation that also need more higher skill of labor in Thai manufacturing
sector. But currently, Thai labor quality in currently is productivity comparing with upcoming
markets like Indonesia and Vietnam. This is possible a signal that the Thailand country is moving
forward to low competitive advantage and dynamic capability.

To maintain competitive advantage and keep organization’s performance for manufacturing
sector in Thailand, Ministry of Economy, Trade, and Industry suggested that manufacturing
industries need to have more strengthen on dynamic capabilities under the age of uncertainty. And
increasing competitive advantage did not mean only machining investment but also decide based on
existing data, included training and development people in an organization to adapt as rapidly
external environment changes is needs (METI, 2020). According to employee recognized on
organization value and then can continuously search other opportunities to create new product that
impact to competitive performance. Therefore, manufacturing industrials are also required to invest
and maximize knowledge and skills of employees to enhance high performance organizations
(Kareem & Mijbas, 2019; Sowaphas, Duangdara, & Otayarak, 2020) and to maintain an
organization’s competitive advantage.

As mentioned previously, the ability of employee to integrate, build, and transform internal
and external resources to address environmental changes is a process termed of “Dynamic
Capability” (Siriyasub, Jadesadalug, & Thammaapipon, 2024). Dynamic Capability (DC) is the
ability of an organization to perceive opportunity-based transformation to maintain competitive
advantage and superior organizations by sensing opportunities and threats of the external

environment (Siriyasub, Jadesadalung, & Thummaapipon, 2024). Dynamic capabilities contribute to
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organizational effectiveness through the effective modification of existing operating routines along
with focusing on learning and seeking a new competency of the organization to sustain competitive
advantage in fluctuating market needs (Wongwanish & Laohavichien, 2023).

Dynamic Capability and High Performance Organization are often related to each other
because dynamic capabilities aim to improve an organization’s performance effectiveness (Zollo &
Winter, 2002). In line with de Waal (2020), a High-Performance Organization (HPO) is an
organization that accomplishes results (financial and non-financial) that are exceptionally better than
competitors (in the same industry) over more than five years. The organization needs to design the
effectiveness of working operations to quickly respond to such an environment (Schermerhorn, Hunt,
& Osborn, 2003). This includes the need to have a clear backup plan to deal with various conditions,
including scenario analysis of each impact for business achieving (Yaemsuda, 2023).

Meanwhile, Dynamic Capability is fundamental to Competitive Advantage (CA). CA is
determined to a business strategy of cost reduction and creating a differentiation of products or
services. It takes advantage of opportunities according to the environmental changes to increase
organization efficiency and success as business objectives (Noordin & Mohtar, 2013; Beigi et al.,
2023). CA is the consequence of strategy execution in creating, combining, and transforming various
internal and external capabilities of an organization for growth over time (Sitanggang & Absah,
2019), including responsive service delivery that aligns with market needs and customer behavior
(Kanjaikaew, Chemsripong, & Khorchuklang, 2023).

Dynamic capabilities framework underlines organizational and strategic managerial
competencies that enable business leaders to achieve competitive advantage. Competitive advantage
depends on dynamic capabilities that creating organization competency uniqueness and leads to the
value of people development in an organization. And dynamic capabilities also lead competitive
advantage of organization beyond competitors and to maintain long-term performance success. There
are lots of components of dynamic capability, high-performance organization and competitive
advantage. It is difficult to apply all components in organization according to time and energy
investment of management and HR practitioner. Therefore, this paper aims to synthesize the
components of Dynamic Capabilities, High Performance Organizations, and Competitive Advantage,
included summary action needs for benefit of creating employee’s dynamic capabilities, enhancing

high performance rrganization, and maintaining competitive advantage of organization.
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Literature Review

Dynamic Capability

The concept of dynamic capability was introduced by Teece et al. (1997) and defined as “the
firm’s ability to integrate, build, and reconfigure internal and external competencies to address
rapidly changing environments” (p. 516). Later, dynamic capabilities were defined by many authors
as Winter (2003) mentioned that they are capabilities that operate to extend, modify, or create
ordinary capabilities. Pavlou and El Sawy (2011, p. 239) defined dynamic capabilities as a means for
handling fluctuating environments by helping managers enhance, adapt, and reconfigure existing
operational capabilities into new ones that better match the environment. Zhou et al. (2019) defined
three dimensions: perception capabilities, integration capabilities, and resource allocation. In
conclusion, it is the ability that allows employees in an organization to sense and shape opportunities
and threats to maintain organization competitiveness by enhancing, combining, protecting, and
reconfiguring the business firm’s intangible and tangible assets to address a rapidly changing
environment. There are many important factors leading to an organization achieving high
performance and competitive advantage. For this paper, the components are explained according to
the synthesis table which showed in Table 1, component of Dynamic Capabilities found 7
components, the researcher selected the component which had frequency of used more than 50
percentages of literature review. There are 3 components as 1) Sensing capability, 2) Transforming
capability, and 3) Learning capability in this study.

Tablel Synthesis components of Dynamic Capabilities
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No. | Components 1 2 3 5 7 8 10 10 %
1 | Sensing capability v | v | V v v 9 | 9% | vV
2 Seizing capability v v v v 4 40%
3 Transforming capability v v v v v v v 7 70% v
4 Learning capability v v v v v v v 7 70% v
5 Innovative capability v 1 10%
6 Integrating capability v v 2 20%
7 Coordinating capability v v 2 20%
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Sensing capability. Sensing is the ability that allows business employees and leaders to
perceive opportunity-based transformation quickly and to identify, assess, and develop opportunities
while interacting with the external environment, regularly searching, exploring, and analyzing
information and knowledge to provide the essential information for making an effective decision of
management (Rashidirad & Salimian, 2020). Included developing a new product/service to create
more opportunities in the market (Wongwanich & Chienwatthanasuk, 2021). Additionally, it is the
forecasting ability to understand the future and transform toward the ability development of the
organization (Teece & Leih, 2016; Teece et al., 2016).

Transforming capability. This is the ability to adapt, decrease, or increase existing
resources to align with business transformation, and it is also linked to the capabilities of
organizational development (Teece, 2012). Jurksiene and Pundziene (2016) and Eng and Okten
(2011) explain more about the way management can transform processes, organizational resources,
and knowledge, restructure capabilities, and create internal change to manage organizational learning
and creativity. Therefore, transforming capability is the ability to transform processes, an existing
organization’s resources, and the capability to create the new organizational capabilities for the
benefit of the firm.

Learning capability. Learning ability is the ability to obtain, absorb, adapt, and apply
existing knowledge to create new knowledge, learn new things externally, and later adjust or apply
this knowledge within the organization. (Teece, 2012; Darawong, 2017, Wang & Ahmed, 2007;
Wongwanich & Chienwatthanasuk, 2021). Learning capability helps an organization to create value
in business environment changes, and this is an organization’s asset that allows employees in a firm
to transform and use its internal and external resources appropriately (Zott, 2003; Nieves et al., 2017,
Rashidirad & Salimian, 2020). In this study, learning capability is the ability to acquire through
formal & informal learning by a firm while acquiring new external information by gaining through
interaction with customers and suppliers.

High Performance Organizations

The concept of HPOs originally appeared in Peters and Waterman’s (1982) book, which
defined an HPO as an organization that keeps a strong culture among a group of employees as
leadership, strategies, structure, and employee competencies. HPO’s concept has been improved and

developed over time. Several scholars provided a variety of definitions, depending on experiences or
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perceptions for instance Miller (2002), similar with Schermerhorn et al. (2003), stated that an HPO is
an organization designed to support employee work with effectiveness and for sustainable
organization through people development. American Management Association (2007) stated that an
HPO is an organization with accomplishments in excellent management in various aspects, and such
accomplishments have been continued for a long period. De Waal (2020) stated that an HPO is an
organization that is exceedingly better than competitors on financial and non-financial results for five
years or more by concentrating in a well-organized way on what really matters to the organization. In
conclusion, it is an organization that has excellent management in various aspects of financial and
non-financial results, such as effective working design to support employees performing well on the
people development system, strong leadership, high employee initiative level, productivity, and
innovation. The perceptions of high-performance organization, there are many dimensions leading to
an organization achieving high performance and competitive advantage. For this paper, the
components are explained by the synthesis which showed in Table 2, the synthesis component of
High-Performance Organization found 24 components in this literature review, however the
researcher selected the component which had frequency of used more than 50 percentages.
Therefore, in this study was apply those 5 components as 1) Openness and Action Orientation, 2)
Management Quality, and 3) Long- term Orientation, 4) Continuous Improvement and Renewal, and

5) Employee Quality.
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Table2 Synthesis components of High-Performance Organization
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4 Continuous Improvement and Renewal v v v v v v 6 60% v
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Creating a Knowledge-Rich
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Context for Innovation
8 Creating a Boundary-less Organization v 1 10%
Stimulating People to Achieve
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High Performance
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Management Quality. De Waal (2015) explained that the quality of management concerns
maintaining trusting relationships with people on all organizational levels by valuing employees’
loyalty, treating talented employees fairly, showing respect to each other, creating and maintaining
relationships both individually and as a group, and encouraging belief and trust in others (Holbeche,
2004). Organizational leaders need to have a high level of leadership according to key success factors
of organizational achievement (Sowaphas et al., 2020). Leadership needs to manage differences in
norms and values, which are important for high performance organizations because of the variety of
employees in an organization, whenever an organization changes, there might be resistance from
those employees; when becoming an HPO is the destination, leadership is the engine.

Continuous Improvements and Renewal. HPO Center (2015) mentioned that in an HPO,
employees are always motivated to bring out the best in themselves and their organization. The
organization also tries to improve, reduce duplicate functions, and adapt working processes to be
consistent with its products and/or services to create competitive advantages to respond to market
development. This is in line with Buytendijk (2006) and Kaplan and Norton (2001), which proposed
that an HPO must always upgrade itself by speedily creating skills to adjust to environmental changes
while continuously modifying internal working processes, including measuring and reporting on
important matters that must be organized (Rogers & Blenko, 2006); additionally, creative ideas and
innovations must be realized (Linder & Brooks, 2004; de Waal 2008; Mische, 2001).

Long-Term Orientation. HPO Center (2015) mentioned that long-term success always
takes priority over short-term benefits in High Performance Organizations. There is a safe and stable
work environment. Safety means not just about physical employee safety but also employees feeling
safe to speak up about issues and discuss with each other; there is an opportunity for career progress
to align with more attention to long-term relationships with all groups of stakeholders, such as
stockholders, employees, suppliers, clients, and society (HPO Center, 2019).

Employee Quality. An HPO is an organization that shares power and decision-making
throughout the organization, not only from the top management, where its participation,
collaboration, and teamwork are a way of life (Blanchard, 2007). De Waal (2015) explained that an
HPO continuously develops employees by training them to be more resilient and flexible, allowing
them to learn from stockholders (especially suppliers and customers), inspiring them to work their

capabilities fully to achieve exceedingly good results, and letting them be creative in looking for new
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productive working approaches to achieve the desired results. In addition, Buytendijk (2006) also
suggested linking all programs in an organization, called “Performance Management,” to getting gap
analysis for doing development in an organization.

Openness and Action Orientation. HPO Center (2015) proposes that managers and
employees in High Performance Organizations share a dialogue. The members of an HPO spend their
time exchanging knowledge, experience, and learning continuously to improve performance and to
obtain new ideas to upgrade their work. Employees in an HPO are allowed to conduct experiments
and let them learn from their mistakes; this is a way to drive their organization with total
performance. This is in line with de Waal (2008), who mentions that an HPO has focused on
employee engagement by exchanging internal and external knowledge in networking to create new
ideas for organizational improvement with higher productivity and efficiency.

Competitive Advantage

In theory, competitive advantage was pioneered by Porter (1980), who defined competitive
advantage as the value a firm can create for its buyers that exceeds the firm’s cost of creating it.
Several authors kept the definition similar with Porter, such as Runyan, Huddleston, and Swinney
(2007), who stated that competitive advantage is attributed to a firm’s resources and capabilities.
Ehmke et al. (2022) and Hadj et al. (2020) stated that competitive advantage is the nature that a
company can gain over competitors by offering customers greater value, delivering high quality
products and services, either through lower prices or by providing additional benefits and services
that justify similar, or possibly higher prices. In conclusion, competitive advantage is an advantage
over competitors earned based on offering greater value or lower prices or through more benefits
justifying higher prices, including providing value added by technology and processes through
products. The perceptions of competitive advantage, there are several factors leading to an
organization achieving competitive advantage. For this paper, the components are explained by the
synthesis which showed in Table 3, the synthesis component of Competitive Advantage found 10
components in this literature review, the researcher selected the component which had frequency of
used more than 50 percentages of literature on studied. Finally, the researcher got 3 components as 1)

Differentiation, 2), Cost leadership and 3) Innovative Technology and Process in this study.

'
o A

wssgaaasuazuduIsgInaUiian U1 21 advdl 1 ansas - auizw 2568 157



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬁ?ﬂﬂﬂm&’ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

Table3 Synthesis components of Competitive Advantage
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1 Cost leadership v v v v v v v v 8 80% v
2 | Differentiation v | v | Vv v | v v 6 | 60% | v
3 Focus Orientation v v 2 20%
Innovative Technology
4 v | v v v | v |V 6 | 60% | v
and process
5 Market Responsiveness v v 2 20%
6 Strategic Management v 1 10%
7 Neutralizing risk v 1 10%
8 Customer Satisfaction v 1 10%
9 Market Orientation v 1 10%
10 | Flexibility v 1 10%

Differentiation. Differentiation is one of the strategy approaches for doing business
whereby firms try to increase a competitive advantage by increasing the willingness of customers to
pay for the products or services they sell (Barney, 2011). This is in line with Lepak and Gowan
(2010), David and David (2017), Lumpkin and Eisner (2010), and Wen-Cheng et al., (2013), who
emphasize achieving a competitive advantage over competing firms by providing something unique
for which customers are willing to pay a premium. There are an unlimited number of potential
sources of differentiation from competitors, such as unique product features, location, innovation,
reputation, customer service, or quality as a source of competitive advantage (Lepak & Gowan,
2010). Also, Marcus (2011) supported that uniqueness can be achieved through a high level of
quality and/or relations with suppliers.

Cost Leadership. A firm that chooses a cost leadership business strategy focuses on gaining
an advantage by reducing its economic costs below all its competitors (Barney, 2011). David and
David (2017) emphasized producing standardized products at a low per-unit cost for consumers who
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are price sensitive or offering customers a range of products or services at the lowest price available
compared to competitor’s products with similar attributes. Moreover, cost advantage can support an
organization to achieve long term competitive advantage through the efficiency and potential of cost
position (Wang et al., 2014). If the cost is low or can be reduced significantly, the business will have
a higher profit margin (Patcharachotsuthi, 2022).

Innovative Technology and Process. Adaption to change is like what we do in the context
of competition among modern firms; management innovation is about finding or creating new
activities, smarter, and more efficient ways of processes and structure in organization activities in
firms (Foss, 2012). This is in line with Songsuntonchiwong (2016), who stated that innovation is for
the development and improvement of better efficiency in operations such as material use, operation
time consumption, and the ratio of waste from daily operations in organizations. Product innovations
are products that are perceived to be new by either the producer or the customer; the latter includes
both end-users and distributors. And Songsom (2019) mentioned, the ability of process
innovativeness is about improvement or creativity in daily operations for higher productivity,

including technology management applications.

Summary of Dynamic Capability, High Performance Organization and Competitive

Advantage
In this study, which includes a review of literature on theory and research, the researcher
concludes the components of Dynamic Capabilities, High Performance Organizations, and

Competitive Advantage which showed in Figure 1.
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Figure 1 Components of Dynamic Capabilities, High Performance Organizations, and Competitive

Advantage of Organizations
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According to literature review found that dynamic capability is a tool for creating
organizational competency uniqueness and leads to the value of people development in an
organization. The organization must have an effective strategy to invest and maximize employees’
knowledge skills and promote dynamic capability in organization. As the synthesis results of
Dynamic Capability found that the component of Sensing Capability, Transforming Capability, and
Learning Capability can increase employees’ dynamic capabilities. Sensing Capability is the ability
that allows employees to perceive opportunities and threats from transformation changes, then
forecast and transform the existing resources and capabilities to be a better organization.
Organizational leaders who have this capability can sustain profitable growth of the organization.
Transforming Capability is the ability to modify, decrease, increase, and integrate resources to be
in line with transformation; the organization could promote an employee to initiate improvement
ideas to develop their daily working process, and it could support their capability. Learning
Capability is the ability to apply existing knowledge to create new knowledge, learn new things
externally, and transmit this new knowledge throughout the organization. Whenever employees have
this capability, it helps an organization to create value in the transformation era. Moreover, learning
capability is an organization’s asset that allows employees to transform and apply their internal and
external resources appropriately.

Regarding dynamic capabilities that aim to improve an organization’s performance, having
dynamic capabilities can upgrade an organization’s performance towards achieving high-
organization performance. The synthesis results of a High Performance Organization in this study
found the components as Management Quality, Continuous Improvement and Renewal, Openness
and Action Orientation, Long-term Orientation, and Employee Quality which are essential factors for
enhancing High Performance Organizations. Management Quality is the ability of an organization
leader to build a vision and manage the differences of a variety of employees to achieve a set of
behaviors in an organization. Organizational leaders need to have a high level of leadership
according to the key success factor of organization achievement; the management development
concept is also important to develop the quality of management as the organization expects.
Continuous Improvement and Renewal is an organization, and employees try to do everything to
improve and upgrade products, services, and work processes in a smarter. This component helps the

organization speedily adapt to the environment. Long-term Orientation is the long-term
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relationship with all groups of stakeholders, such as employees, suppliers, clients, and society.
Having a long-term strategic plan supports the organization’s competitiveness, such as providing
supplier development programs, which would result in the firms earning quality products at lower
prices. Employee Quality is how power and decision making is shared and distributed throughout
the organization. The organization inspires or drives employees to work fully on their performance so
they can achieve better results or allow them to create or look for new productive and effective
approaches to achieve the desired results that impact the organization’s performance. Openness and
Action Orientation are focused on employees’ opinions by allowing them to conduct experiments
while accepting their mistakes as lessons learned. This then returns to conducting a dialogue with
each other to improve employee performance.

Dynamic capabilities are also the keywords to generate competitive advantage. The
continual development of dynamic capabilities is needed to maintain a business’s competitive
advantage. The synthesis results of Competitive Advantage found that the components of competitive
advantage as Differentiation, Cost Leadership, and Innovative Technology and Process are the key
fundamentals for maintaining the competitive advantage of an organization. Differentiation is
unique in product features, location, brand image, technology & innovation, dealers, network,
customer service, or quality which customers are willing to pay. The difficulty of imitation is the key
word of differentiation; the organization should focus on strength points based on core business, then
develop them beyond competitors. Cost Leadership is when the firm takes advantage of economies
of scale by producing high volumes of standardized products and then offering customers products or
services at the lowest price compared to competitors’ products with similar attributes. Additionally, it
can encourage employees in the organization to conduct internal improvement in the operation
process. This is beneficial for the organization’s effectiveness, which indirectly impacts cost
reduction. Innovative Technology and Process concerns finding or creating new activities, smarter,
and more efficient ways of delivering products, services, processes, and structures in an organization.
An organization needs to clarify the innovation needs, including the benefits or impact of technology.
However, innovative technology means not only investment in machines, software, or applications
but also the ideas and initiatives of employees for organizational improvement. Innovation can lead

to better working processes that support the competitive advantage of an organization.

A o o A
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Recommendations

To support long-term business success, a manufacturing industrial needs to realize to create
and utilize human resources as a strong foundation of organizations. Therefore, the employees can
possess Dynamic Capabilities impact to organization performance, to enhance High Performance
Organizations and to sustain the Competitive Advantage of the organization. To make it possible, an
organization should understand and focus on developing each component. The recommendations for
creating employee’s dynamic capability, enhancing high-performance organization and sustain
competitive advantage of manufacturing industry as follow. Developing on Sensing Capability,
building a sense to all employee levels are very challenging. Organization should provide
engagement activity by empowering employees to bring their skill to initial innovation in their work
to align business needs or design communication kits which suitable for sharing business information
with difference level of employees. Transforming Capability, organization can support employees
in converting new ideas, processes into practical ways. Organization should encourage employee to
conduct routine improvement activities. To motivate them, organization should add a recognition
program (special benefits), including with adding improvement results into performance review each
of them. Learning Capability is fundamental to build up a competitive advantage though the
accumulation of knowledge and experiences, organization should design work process that
encourage employee to explore the new methods of their routine, establish a structure learning and
development framework that easy for employees to follow, create learning environment by providing
knowledge-sharing platforms then apply new knowledge to their colleagues.

Enhancing Management Quality, organization should identify important managerial
competencies, characteristics and behaviors that align with organization expected, then develop their
performance through project management to allow manager to recognize and acquire essential skill
according to financial outcome. To motivate management to drive KPIs success, the organization
should offer specific benefits or package based on performance or results. Fostering Continuous
improvement and Renewal, organization should provide employee with opportunities to innovate
the work process and solve problem based on their experience, this component is paralleled develop
on Openness and Action Orientation, encourage cross-functional improvement activity could
support an open discussion, diverse ideas, acceptance, enhancing employee engagement and building

trust in organization. Emphasizing Long-Term Orientation, organization should engage win-win
L ———————————————————————————————————————————————————————————————————————————————————————————

wssgaaasuazuduIsgInaUiian U1 21 advdl 1 ansas - auizw 2568 162



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬂ?ﬂﬂﬂm&’ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

initiative that benefits to key stakeholders who significant influence over the organization — Supplier,
organization should provide a development program for enhancing their ability to produce material
with quality and low cost, and Employees, organization should provide a safety work environment
both physical and metal health. Investing in Employee Quality, organization should design
development program that cater to employee’s varying performance level. For standard performance
and high potential employee, organization should develop them by assign challenging project and
providing them clearly on career opportunities. For underperforming employees should offer targeted
training and development programs to help them meet or exceeding standards performance.
Strengthening on Differentiation and Cost Leadership are fundamental or manufacturing
industry to sustaining business operations. To maintaining high product quality with cost-efficiency
also enhance customer satisfaction, the organization should prioritize building expertise in employees
according to employee skill can deliver superior quality and cost-effective solutions in
manufacturing. And leveraging Innovative Technology and Process, innovation is the outcome of
employees’ ideas that add value to the business, fostering a culture of innovation, using dynamic
capabilities to bridge the gap between intellectual capital and innovation performance, including with

implementing new tools and systems to support improving initiatives of employee.

A o o A
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Abstract

The purpose of the research article is 1) to study the service quality of hotels in Chiang Mai
Province after COVID-19 2) to study the POLC management and marketing mix of hotels in Chiang
Mai Province after COVID-19 3) to study the relationship between POLC management and
marketing mix on the service quality of hotels in Chiang Mai Province after COVID-19 4) to study
the influence of POLC management principles and marketing mix on the service quality of hotels in
Chiang Mai Province after COVID-19. The quantitative study was conducted, collecting data from
hotel businesses in Chiang Mai Province using a multi-stage random sampling method, consisting of
stratified random sampling and simple random sampling.

The research results found that 1) the overall service quality was at the highest level, 2) the
overall POLC management and the overall 7P marketing mix were at the highest level, 3) each pair
of variables had a positive relationship with a correlation coefficient between 0.719 and 0.824, which
was statistically significant at the 0.01 level, indicating that all variables had a direct relationship, and
4) The 7P marketing mix has an influence on the service quality of hotel businesses in Chiang Mai

Province after COVID-19 equal to 0.824.

Keywords: service quality, hotel, covid
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Abstract

This study explores the impact of Corporate Social Responsibility (CSR) performance on
consumer purchasing decisions in the pharmaceutical industry, particularly in the context of global
health crises. Grounded in CSR theory, we formulated and tested hypotheses regarding the direct
influence of CSR performance (X) on purchasing decisions (Y) and the mediating role of consumer
perception (M). A structured questionnaire was developed, assessing four dimensions of CSR
performance: service quality, brand image, product quality, and welfare policies. A pre-survey of 120
questionnaires yielded 115 valid responses, demonstrating strong reliability (Cronbach's alpha > 0.7).
In the formal survey, 390 questionnaires were distributed, resulting in 376 valid responses after
excluding 80 respondents under 18 years, leading to a final sample size of 296. Descriptive analysis
revealed a diverse demographic, with a significant portion holding a bachelor's degree or higher and
a balanced income distribution. Statistical analyses, including regression and mediation analysis,
indicated that CSR significantly influences purchasing decisions, particularly through brand image (p
< 0.001) and welfare policies (p = 0.002). Furthermore, CSR was found to reduce consumers' risk
perception (p < 0.001) and enhance quality perception, fostering trust in brands. The mediation
analysis confirmed that both risk and quality perceptions significantly mediate this relationship (p <
0.01). In conclusion, CSR performance not only directly impacts consumer purchasing behavior but
also enhances perceptions of product safety and quality, highlighting the importance of a strong CSR

image for building brand credibility.

Keywords: Corporate Social Responsibility Performance, Consumer Purchasing Decisions, The

Pharmaceutical Industry
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Introduction

Corporate Social Responsibility (CSR) encompasses business practices that integrate social,
environmental, and ethical considerations alongside economic objectives (Aguinis & Glavas, 2019).
In the pharmaceutical industry, CSR is not only an ethical obligation but also a strategic tool for
sustaining long-term competitiveness (Kumar, Sureka, & Pandey, 2021). Given that pharmaceutical
products and services are directly linked to human health and quality of life, a company’s CSR
performance significantly influences its brand image and market reputation (Fatma, Rahman, &
Khan, 2022).The COVID-19 pandemic has heightened public awareness of health-related products
and services, increasing expectations for corporate responsibility in disease prevention, product
quality, and efficacy. This shift has driven consumers to pay closer attention to how companies fulfill
their social responsibilities when developing and marketing their products (He & Harris, 2020). With
growing societal awareness and higher education levels, consumers are becoming more conscious of
corporate social responsibility initiatives, including environmental sustainability, employee welfare,
and philanthropic contributions (Kumar et al., 2021). As a result, they tend to favor companies with
strong CSR commitments, particularly in industries where product safety and ethical considerations
play a crucial role.

This study investigates the impact of Corporate Social Responsibility (CSR) performance on
consumer purchase decisions in the pharmaceutical industry, aiming to construct an analytical model.
Existing research has advanced our understanding of CSR's effects on corporate image and financial
performance but has largely overlooked its direct influence on consumer choices. This gap is
especially significant in the pharmaceutical sector, where ethical considerations and consumer trust
are crucial.

As competition intensifies and consumers become more discerning about corporate ethics,
understanding how CSR affects consumer behavior is essential. This research aims to provide
insights that help businesses navigate these dynamics effectively. By integrating theoretical
frameworks with empirical data, the study analyzes how various aspects of CSR—such as service
quality, brand image, product quality, and welfare policies—affect consumer decisions. It also

highlights the mediating roles of consumer perceptions, particularly regarding risk and quality.

'
o A

wssgaaasuazuduIsgInaUiian U1 21 advdl 1 ansas - auizw 2568 187



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬂ')ﬂﬂﬂm&’ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

Ultimately, this work enriches the understanding of CSR in brand management and its
influence on consumer behavior, establishing a theoretical model that elucidates the relationship
between CSR performance and consumer purchase decisions.

Overall, this study establishes a theoretical model that illustrates how Corporate Social
Responsibility (CSR) performance influences consumer purchasing decisions, providing new
perspectives and methods for brand management and consumer behavior research. Although existing
studies have explored the impact of CSR on corporate image and financial performance, there remains
insufficient analysis of its direct effects on consumer choices, particularly in the pharmaceutical
industry. This sector is directly related to public health, and consumers are increasingly demanding high
ethical standards and transparency from companies, making it essential to understand the specific
impacts of CSR. Therefore, a deeper exploration of the role of CSR in the pharmaceutical industry not
only helps fill the gaps in academic research but also provides key insights for companies to build trust
and promote sustainable development. The findings will offer valuable theoretical support and practical
guidance for businesses in the pharmaceutical sector and policymakers, contributing to the
advancement and improvement of CSR practices within the industry.

In conclusion, this study addresses its research objectives by enhancing the theoretical
framework surrounding Corporate Social Responsibility (CSR) and its influence on consumer purchase
decisions. By exploring the nuances of CSR in the pharmaceutical sector, the research establishes a
robust foundation for understanding how CSR initiatives can shape consumer perceptions and
behaviors. This not only enriches academic discourse but also offers practical guidance for
pharmaceutical companies aiming to implement effective CSR strategies. Ultimately, the findings
underscore the significant theoretical and practical implications of CSR, providing valuable insights for

both scholars and industry practitioners.

Objectives

1. Analyze the impact of CSR performance on consumer purchasing decisions in the
pharmaceutical industry.

2. Create a model linking CSR, consumer perceptions, and purchase decisions.

A o o A
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Research Questions

1. How does a company's CSR performance in service quality influence consumers'
purchasing decisions?

2. How does a company's CSR performance in brand image influence consumers'
purchasing decisions?

3. How does a company's CSR performance in product quality influence consumers'
purchasing decisions?

4. How does a company's CSR performance in welfare policies influence consumers'
purchasing decisions?

5. What mediating role do consumer perceptions (risk perception and quality perception)

play in the process through which CSR performance affects consumers' purchasing decisions?

Literature Review

Corporate Social Responsibility Performance: The definition of Corporate Social
Responsibility Performance (CSR Performance) is not singular; rather, it is a comprehensive concept
encompassing various indicators and practices. In both academic and practical contexts, CSR
performance typically refers to the actual actions taken by companies regarding social responsibility
and their measurable outcomes, primarily used to assess companies' efforts and effectiveness in
fulfilling social responsibilities. This article categorizes CSR performance into four dimensions: service
quality, brand image, product quality, and welfare policies. Service Quality: According to the
SERVQUAL model proposed by Parasuraman, Zeithaml, and Berry (1988), service quality is a crucial
factor influencing customer satisfaction. High levels of service quality not only meet consumer needs
but also enhance the company’s image, reflecting its responsibility towards customers. Homburg and
Giering (2001) noted a positive correlation between service quality and customer loyalty, further
supporting the rationale for using service quality as a measure of CSR. Brand Image: Research has
shown that CSR activities can significantly enhance brand image and consumer trust. Du, Bhattacharya,
and Sen (2010) found that companies engaging in social responsibility initiatives can strengthen brand
image and consumer confidence, indicating a positive impact of CSR investments. Keller (1993) also

revealed that brand image is closely related to a company's investment in environmental protection and

A o o A

wssgaaasuazuduIsgInaUiian U1 21 advdl 1 ansas - auizw 2568 189



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬂ?ﬂﬂﬂm&'ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

community development, making it an important dimension for measuring CSR performance. Product
Quality: Product quality is widely recognized as a core standard for consumers evaluating a company's
social responsibility. Aaker (1996) defined product quality as a key element of brand equity, indicating
that high-quality products are a fundamental responsibility of businesses toward consumers. Kotler and
Armstrong (2018) further emphasized that a company’s focus on product quality reflects its
commitment to social responsibility, thereby making product quality an important dimension of CSR
performance. Welfare Policies: In this article, welfare policies refer to measures aimed at enhancing
consumer welfare, particularly in fostering consumer loyalty and a sense of belonging through
incentives and rewards. Kotler and Lee (2005) noted that companies can increase emotional
engagement and loyalty by designing attractive consumer welfare programs. Additionally, Barnett
(2007) highlighted that welfare policies, as part of CSR, can significantly enhance consumers'
perceived value, trust, and loyalty towards a brand. Therefore, consumer welfare policies not only meet
actual customer needs but also reflect companies' responsibilities toward consumers and society.
Consumer Purchase Decisions: Kotler and Keller (2016) updated modern marketing practices,
defining the consumer buying decision as a psychological and behavioral process involving need
recognition, information gathering, option evaluation, purchase decision, and post-purchase evaluation.
Pharmaceutical Industry: The pharmaceutical industry encompasses the development, production,
distribution of drugs, and provision of medical services. Its main objective is to prevent, diagnose, and
treat diseases while promoting public health. This sector plays a vital role in the global economy and
directly impacts society's overall health and well-being. Consumer Cognition: Consumer cognition
refers to the awareness and understanding that consumers have regarding products and services during
the purchasing decision process. In the pharmaceutical industry, consumer cognition is particularly
important for perceptions of product safety, effectiveness, and quality. It not only directly influences
consumer choices but also plays a crucial mediating role in how corporate social responsibility (CSR)
performance affects consumer purchasing decisions (Ge & Gretzel, 2018). In this study, the specific
dimensions of consumer cognition in the pharmaceutical industry are divided into two categories: risk
cognition and quality cognition. Risk cognition: refers to consumers' perception of the potential risks
associated with pharmaceutical products or medical services. In the pharmaceutical sector, risk
cognition includes concerns about drug side effects, risks of medical procedures, and product safety. A

company's performance in CSR, such as strict safety controls and transparent risk information

wssgaaasuazuduIsgInaUiian U1 21 advdl 1 ansas - auizw 2568 190



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬂ?ﬂﬂﬂm&'ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

disclosure, can effectively reduce consumers' risk cognition (Carroll & Shabana, 2010). When
consumers perceive that a company places a high emphasis on safety and demonstrates a responsible
attitude, they tend to develop higher trust in its products and services, thereby increasing their purchase
willingness (Hansen, Siahtiri & Lee, 2018). Quality cognition: refers to consumers' perception of the
quality of pharmaceutical products and medical services, which includes evaluations of product
efficacy, service effectiveness, and technological standards. A company’s CSR commitments regarding
product quality, such as high standards of quality control and continuous quality improvement and
innovation, can enhance consumer trust in the quality of its products and services (Du, Bhattacharya, &
Sen, 2010). High-quality cognition makes consumers more willing to choose products and services
from these companies (Kim & Lee, 2019).

Existing research on corporate social responsibility (CSR) primarily focuses on its impact on
corporate performance, innovation, and social capital, often from an internal perspective. However, there
is limited exploration of how CSR affects consumer purchasing decisions, especially in the
pharmaceutical industry where high-risk and high-value products are involved. Most studies address
consumer decision-making in general but overlook the specific influence of pharmaceutical companies'
CSR actions on consumers' risk and quality perceptions.

Therefore, this research aims to examine the relationship between CSR in the pharmaceutical
sector and consumer purchasing decisions, addressing a significant gap in the literature and providing

insights for businesses and regulators.

Research Methodology

In this study, a quantitative approach was chosen as the research design. To this end, the author
developed a structured questionnaire that includes closed-ended questions and Likert scale items to assess
consumers' perceptions of corporate social responsibility (CSR) performance and consumption cognition.
The target population for the study consists of various drug users, particularly consumers who purchase
pharmaceuticals or medical supplies from pharmacies. To facilitate data collection, samples were mainly
gathered through face-to-face distribution of paper questionnaires or online questionnaires. When
necessary, assistance was provided to respondents in completing the questionnaires during face-to-face
interactions. Before the formal survey, a pilot study was conducted, and reliability and validity analysis

was performed using SPSS software. The preliminary validity of the questionnaire was ensured through
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the calculation of Cronbach's alpha coefficient and exploratory factor analysis. A total of 120
questionnaires were distributed and collected, yielding 115 valid responses and 5 invalid ones (with
invalidity criteria including missing responses and answers that consistently chose "7" or "1"). For the
formal survey, 390 questionnaires were distributed and collected, resulting in 376 valid responses and 14
invalid ones. Additionally, 80 samples from respondents under the age of 18 were excluded, leading to a
final sample size of 296 valid responses. respondents under the age of 18 were excluded, leading to a final
sample size of 296 valid responses. The sample exhibits a relatively balanced gender distribution, with
females accounting for 49.70% and males for 44.90%. In terms of age distribution, the highest proportion
is among those aged 60 and above (42.20%), followed by the 35-60 age group (32.80%) and the 18-34
age group (25.00%). Regarding educational levels, more than half of the respondents hold a bachelor's
degree or higher, indicating a strong educational background. The occupational distribution is diverse,
including categories such as "Government/Public Service" (12.80%), "Students" (12.20%), and "Retirees"
(14.90%). The income distribution is also relatively balanced, with high, middle, and low-income groups
comprising 37.20%, 34.50%, and 28.40% respectively.

Overall, the sample in this study is well-distributed and diverse across dimensions such as
gender, age, educational level, occupation, and income. This aligns well with the characteristics of
consumers in the pharmaceutical industry, ensuring the representativeness and generalizability of the
research conclusions.

The various constituent variables and types in this study are as follows, Independent Variable
(X): Corporate Social Responsibility (CSR) performance serves as the independent variable in this
research, which is divided into four dimensions: service quality, brand image, product quality, and welfare
policies. The design of the service quality scale primarily references the dimensions established by Qi
Liyun, Li Tengfei, and Shang Ke (2017), in conjunction with the scale developed by Hou Jin, Cai
Ligiang, Kang Jianzong, and Tang Hongwei (2019), categorizing this aspect based on the SERVQUAL
scale into reliability, responsiveness, assurance, etc. The design of the brand image scale mainly draws
from the scales used by Song Mingyuan, Xiao Hongjun, and Qi Liyun (2013) and Liu Can (2019), with
adjustments made according to the content of this study. The product quality scale design is based on
relevant research by Xiu Hua (2011), with appropriate adjustments made from the consumer perspective.
The welfare policy scale design was derived from the author's review of literature related to the

pharmaceutical industry and welfare policies.
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Dependent Variable (Y): Consumer purchase decision is the dependent variable. After weighing
various factors, consumers make decisions regarding the purchase of specific medications or medical

services. This decision may be influenced by CSR activities, doctor recommendations, availability,

expected outcomes, and other factors (Kotler & Keller, 2016).

Mediating Variable (M): Consumer cognition (divided into risk cognition and quality cognition)

serves as a mediating variable in the study of the impact of CSR performance on consumer purchase

decisions. This is based on the consumer decision-making process and consumers' perceptions of product

quality and risk, as discussed by Kotler and Keller (2016) in the updated 2016 edition of "Marketing

Management." The specific conceptual framework diagram is shown in Figure 1.
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Figure 1: Model of CSR Performance on Consumer Purchasing Decisions
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impact of corporate social responsibility (including service quality, brand image, product quality,
and welfare policies) on consumer purchase decisions. An ANOVA (Analysis of Variance) was
performed to compare differences in perceptions of corporate social responsibility factors among different
groups.

Finally, mediation analysis was conducted using the Bootstrap sampling method from the
product coefficient approach. This is a relatively advanced and robust method that calculates the
confidence interval for indirect effects through repeated random sampling. This approach helps to
determine whether the mediating effect is significant, avoids the assumption limitations of traditional

regression methods, and enhances the testing power.

Research Results

In this study, the reliability of the questionnaire was assessed using Cronbach’s Ol coefficient
during the formal survey. The Ol values for all dimensions were found to be greater than 0.7 (see Table 1),
indicating that the questionnaire possesses good internal consistency, reflecting the measurement stability
and reliability of each variable. Additionally, the results of the Confirmatory Factor Analysis (CFA)
showed that the standardized factor loadings for all observed variables exceeded 0.6, the Average
Variance Extracted (AVE) was greater than 0.5, and the Composite Reliability (CR) values were all above
0.7. This demonstrates that the questionnaire has good convergent validity and discriminant validity at the
construct level.

Furthermore, the KMO (Kaiser-Meyer-Olkin) measure of sampling adequacy was 0.849, and the
chi-square value for Bartlett's test of sphericity was 4939.421 (p < 0.001), confirming that the data is
suitable for factor analysis. These results indicate that the design of the questionnaire is sound and capable
of accurately measuring the characteristics of core variables in the study, including service quality, brand
image, product quality, welfare policies, risk perception, quality perception, and consumer purchase

decisions.
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Table 1: Reliability and Validity Test Results

Dimension Cronbach’s Ol Factor Loading Range AVE CR
Service Quality 0.871 0.638-0.860 0.678 0.880
Brand Image 0.859 0.655-0.863 0.663 0.867
Product Quality 0.866 0.665-0.843 0.658 0.866
Welfare Policies 0.874 0.677-0.863 0.682 0.878
Risk Perception 0.864 0.668-0.831 0.652 0.869
Quality Perception 0.868 0.660-0.845 0.671 0.874
CPD 0.863 0.660-0.861 0.654 0.860

Based on this reliability and validity, the results of the subsequent correlation analysis between

variables are shown in Table 2. The study found significant positive correlations between the four

dimensions of corporate social responsibility—service quality, brand image, product quality, and welfare

policies—and consumer purchase decisions, with correlation coefficients ranging from 0.211** to

0.353**. Additionally, risk perception and quality perception were also significantly correlated with

purchase decisions (0.355 and 0.375, respectively), indicating their potential mediating roles in the

consumer decision-making process.
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Table 2: Results of the Correlation Analysis

Variable Service Brand Product Welfare Risk Quality Consumer

Quality Image Quality Policies Perception Perception Purchase
Decision

Service --

Quality

Brand 0.211** --

Image

Product 0.260** 0.252%* --

Quality

Welfare 0.265%* 0.253** 0.262%* --

Policies

Risk 0.323%* 0.242%* 0.304%* 0.235%* --

Perception

Quality 0.284** 0.327** 0.380** 0.305** 0.311** --

Perception

Consumer 0.288%* 0.353** 0.316%* 0.319%* 0.355%* 0.375%* --

Purchase

Decision

The core results are interpreted as follows, Service Quality: There is a significant positive
correlation with consumer purchase decisions (r = 0.288, p < 0.01), and it is also strongly correlated with
risk perception (r = 0.323, p < 0.01) and quality perception (r = 0.284, p < 0.01), indicating that service
quality may influence consumer decisions through cognitive factors. Brand Image: It shows a strong
correlation with consumer purchase decisions (r = 0.353, p < 0.01) and is closely related to quality
perception (r = 0.327, p < 0.01), reflecting the important mediating role of brand image. Product Quality:
Among all variables, it has the highest correlation with quality perception (r = 0.380, p < 0.01), suggesting
that product quality directly enhances consumers' quality perception, thereby influencing their purchasing
behavior. Welfare Policies: There is a significant correlation with consumer purchase decisions (r =
0.319, p < 0.01), demonstrating the potential impact of corporate social responsibility behaviors on

consumer actions. Risk Perception and Quality Perception: Both variables are highly correlated with
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consumer purchase decisions (risk perception r = 0.355, quality perception r = 0.375, p < 0.01), indicating
that cognitive factors play a crucial role in the decision-making process.

To further examine the impact of the four dimensions of Corporate Social Responsibility (CSR)
on consumer purchase decisions, this study employed multiple linear regression analysis, using consumer
purchase decisions as the dependent variable and the four dimensions of CSR performance as independent

variables. The results of the regression analysis are shown in Table 3.

Table3: Regression Analysis Results

Variable B SE Beta t p VIF
Constant 1.321 0.284 - 4.652 <0.001** -
Service Quality 0.130 0.048 0.148 2.703 0.007** 1.214
Brand Image 0.204 0.047 0.234 4.304 <0.001** 1.191
Product Quality 0.151 0.048 0.172 3.130 0.002%* 1.271
Welfare Policies 0.173 0.054 0.176 3.182 0.002%* 1.196

2
Model Statistics, Adjusted R : 0.225, F-value: 22.444, p < 0.001, D-W value: 1.408.

According to the regression analysis results in Table 3, the adjusted R? of the model is 0.225,
indicating that the four independent variables—service quality, brand image, product quality, and welfare
policies—explain 22.5% of the variance in consumer purchase decisions. The F-test result is significant (F
= 22444, p < 0.001), suggesting that the model fits well overall and has statistical significance.
Additionally, the VIF values are all less than 5, indicating that there is no multicollinearity issue; the D-W
value is 1.408, which is close to 2, suggesting that there is no serious autocorrelation in the model. In our
analysis, we used a Q-Q plot to verify the normality of the data. The data in Figure 2 show a distribution
that approximately follows the diagonal line, indicating that the sample data conforms to a normal

distribution.
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Figure 2: Q-Q Plot Comparing Sample Data to Normal Distributions.

Based on the regression analysis results, this study further conducted a mediation effect analysis
using the Bootstrap sampling method from the product coefficient approach to verify whether risk
perception and quality perception mediate the relationship between Corporate Social Responsibility
(CSR) performance and consumer purchase decisions (see Table 4). The results show that the indirect
effect of service quality on purchase decisions through risk perception is 0.124 (95% confidence interval
[0.085, 0.165], p < 0.001), and the indirect effect of product quality on purchase decisions through quality
perception is 0.132 (95% confidence interval [0.091, 0.174], p < 0.001). The mediation effects are
significant, further indicating that risk and quality perceptions play a crucial role in the impact of CSR on

consumer purchase decisions.
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Table4: Results of the Mediation Analysis

Path Total Effect (c) Indirect Effect (axb) Direct Effect (c") Conclusion

Service Quality — 0.254%* 0.083 0.171%* Partial Mediation
Risk Cognition —

Purchase Decision

Brand Image — 0.308** 0.060 0.247** Partial Mediation
Risk Cognition —

Purchase Decision

Product Quality — 0.277** 0.076 0.201%* Partial Mediation
Risk Cognition —

Purchase Decision

Welfare Policies — 0.315%* 0.069 0.246** Partial Mediation
Risk Cognition —

Purchase Decision

Service Quality — 0.254%%* 0.080 0.174%%* Partial Mediation
Quality Cognition —>

Purchase Decision

Brand Image — 0.308%* 0.083 0.225%* Partial Mediation
Quality Cognition —

Purchase Decision

Product Quality — 0.277** 0.100 0.178%%* Partial Mediation
Quality Cognition —>

Purchase Decision

Welfare Policies — 0.315%%* 0.092 0.223%%* Partial Mediation
Quality Cognition —

Purchase Decision

The specific results are interpreted as follows:

Risk Perception as a Mediating Variable: Service quality, brand image, product quality, and
welfare policies have a partial mediating effect on consumer purchase decisions through risk perception.
Taking service quality as an example, the path coefficient a is 0.316 (p < 0.01), the path coefficient b is
0.264 (p < 0.01), and the indirect effect axb is 0.083, with a 95% confidence interval of [0.043, 0.132],

which does not include zero, indicating that the indirect effect is significant. Meanwhile, the direct effect
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(¢' path) is 0.171 (p < 0.01), suggesting that risk perception plays a partial mediating role in the impact of
service quality on consumer purchase decisions. The mediation results for the other variables are
consistent with this finding.

Quality Perception as a Mediating Variable: Service quality, brand image, product quality, and
welfare policies also have a partial mediating effect on consumer purchase decisions through quality
perception. Taking brand image as an example, the path coefficient a is 0.330 (p < 0.01), the path
coefficient b is 0.251 (p < 0.01), and the indirect effect axb is 0.083, with a 95% confidence interval of
[0.048, 0.123], confirming its significance. The direct effect is 0.225 (p < 0.01), indicating that the
influence of brand image is partially transmitted through quality perception while still retaining a
significant direct effect.

Furthermore, the VIF values for all paths are less than 5, eliminating multicollinearity issues; the
Bootstrap sampling shows that the 95% confidence intervals do not include zero, further proving the
robustness of the mediation effects.

In summary, this study verifies the partial mediating roles of risk perception and quality
perception in the influence of service quality, brand image, product quality, and welfare policies on
consumer purchase decisions, highlighting the importance of consumer cognition in the decision-making
process.

To further explore the differences in consumer characteristics affecting purchasing decisions, this
study employed One-Way ANOVA to examine the impact of different groups (gender, age, education
level, occupation, income) on consumer purchasing decisions. Due to the excessive amount of data from
the one-way analysis, only the significant results of consumer characteristics from the One-Way ANOVA

are presented here (Table 5).
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Table5: Summary of Consumer Characteristics Significance Results

Feature Indicator Mean + Standard Deviation F Value p Value Significance
Age Consumer Purchase | 18-24:3.80+0.70, 4.133 0.017 Significant
Decision 25-34:4.1020.65
Education Service Quality High School:4.10+0.52, 4.667 0.000 Significant
Level Bachelor:4.50+0.55
Product Quality High School:3.80+0.63, 4.419 0.000 Significant

Bachelor:4.40+0.57

Occupation Income Employee:5000+800, 10.157 0.000 Significant
Freelancer:6000+900

Risk Product Quality High Risk:4.20+0.70, 4.175 0.001 Significant

Perception Low Risk:4.70+0.60

Quality Consumer Purchase | High Quality:4.60+0.55, Low 39.367 0.000 Significant

Perception Decision Quality:3.90+0.60

Analysis of Significant Results, Service Quality: Among all consumer characteristics, education
level (F=4.667, p<0.001) and income (F=10.157, p<0.001) show significant differences in the evaluation
of service quality. Individuals with a doctoral degree and those in the high-income group exhibit higher
ratings (4.67+1.25; 4.28+1.30), while those with a high school education or lower and low-income
individuals provide lower ratings (3.64+1.28; 3.51+1.31). Consumer Purchase Decision: Education level
and income significantly influence consumer purchasing decisions (F=39.367, p<0.001; F=72.284,
p<0.001). Individuals with a doctoral degree (4.66+0.81) and those in the high-income group (4.67+0.88)
demonstrate a markedly higher purchasing tendency, while those with a high school education or lower
(3.0740.94) and low-income individuals (2.98+0.74) score the lowest. Age: Significant differences are
observed only in consumer purchasing decisions (F=4.133, p<0.05), with individuals aged 18-34 showing
the strongest purchase intention (4.25+1.21), while the 35-60 age group exhibits relatively lower scores
(3.74+1.12).

Explanation of Non-Significant Results, Occupation and Gender: The differences attributed to
occupation and gender for each indicator are not significant (p-values are all greater than 0.05). This
indicates that consumers of different occupations and genders have relatively consistent perceptions of

corporate social responsibility and evaluations of purchasing decisions.
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The results indicate that consumers' education level and income have a significant impact on their
evaluations of corporate social responsibility indicators (such as service quality, brand image, etc.) and
their purchasing decisions. This suggests that businesses should pay greater attention to the needs and
preferences of high-education and high-income groups when formulating marketing strategies.
Additionally, the younger demographic (ages 18-34) demonstrates a higher purchasing inclination,

indicating that this group may be more susceptible to the influence of corporate image.

Display of analysis results

Table 6: Display of analysis results

Hypothesis Hypothesis Content Hypothesis
Test Result
Hla Service quality of pharmaceutical companies positively impacts consumer Supported

purchase decisions

H1b Brand image of pharmaceutical companies positively impacts consumer purchase = Supported
decisions
Hlc Product quality of pharmaceutical companies positively impacts consumer Supported

purchase decisions
Hld Welfare policies of pharmaceutical companies positively impact consumer Supported

purchase decisions

H2a Service quality of pharmaceutical companies positively impacts consumer Supported
perception

H2b Brand image of pharmaceutical companies positively impacts consumer Supported
perception

H2c Product quality of pharmaceutical companies positively impacts consumer Supported
perception

H2d Welfare policies of pharmaceutical companies positively impact consumer Supported
perception

H3-1 Risk perception plays a partial mediating role between corporate social Supported

responsibility performance and consumer purchasing decisions
H3-2 Quality perception plays a partial mediating role between corporate social Supported

responsibility performance and consumer purchasing decisions

A o o A

wssgaaasuazuduIsgInaUiian U1 21 advdl 1 ansas - auizw 2568 202



ISSN 3056-9702 (Online)

6 a a e o 6
Lﬁiﬂjﬂ?ﬂﬂﬂm&'ﬂiﬁﬁ’g‘inﬁ)i/i?’lﬂ‘u
BUSINESS ADMINISTRATION AND ECONOMICS REVIEW

Based on the overall analysis, the regression analysis and mediation effect analysis indicate that
service quality, brand image, product quality, welfare policies, as well as risk perception and quality
perception have significant positive impacts on consumer purchase decisions. While the direct effect of
service quality on consumer purchase decisions is relatively insignificant, it influences purchase decisions
through risk perception and quality perception. Pharmaceutical companies should focus on enhancing the
brand image performance of their CSR (Corporate Social Responsibility) initiatives and the effectiveness
of welfare policies, while also paying attention to improving consumers' risk perception and quality

perception to promote consumer purchase decisions.

Conclusions

Direct Positive Impact of CSR on Consumer Purchase Decisions, Our findings confirm that
CSR has a direct and significant positive impact on consumer purchase decisions in the pharmaceutical
industry. Among CSR dimensions, brand image and welfare policies play a critical role. Brand image
significantly enhances consumer purchase intentions (p < 0.001), while welfare policies also show a
notable effect (p = 0.002). This aligns with brand equity theory (Aaker, 1991), which suggests that a
strong brand image, reinforced by CSR, fosters consumer trust and loyalty. Additionally, stakeholder
theory (Freeman, 1984) emphasizes that companies addressing social and ethical concems can achieve
competitive advantages. Recent studies (Fatma, Rahman, & Khan, 2015; Zhang & Ahmad, 2021) further
support these findings, highlighting that CSR engagement positively influences brand perception and
purchase decisions.

Positive Impact of CSR on Consumer Perception: CSR significantly influences consumer
perception, particularly in terms of risk and quality assessment. Trust theory (Mayer et al., 1995) explains
this relationship, as CSR practices enhance consumer trust, thereby reducing perceived risk and increasing
perceived quality. Prior research (Ahn & Kwon, 2022) found that companies actively engaging in CSR
are perceived as more reliable, leading to improved product evaluations. Similarly, Luo & Bhattacharya
(2006) argue that CSR contributes to higher perceived product quality, reinforcing consumer confidence.
Our findings extend this by identifying welfare policies as a crucial CSR dimension that shapes consumer
trust in the pharmaceutical industry, particularly regarding product safety and corporate ethics.

Mediating Role of Consumer Perception: Consumer perception plays a partial mediating role

in the relationship between CSR and purchase decisions, confirming that CSR’s influence extends beyond
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direct effects. This is consistent with signaling theory (Spence, 1973), which suggests that CSR activities
serve as signals of corporate credibility, thereby shaping consumer perceptions. Mediation analysis shows
that both risk and quality perception significantly enhance the CSR-purchase decision link (p < 0.01).
Prior studies (Fatma et al, 2015; Ahn & Kwon, 2022) also indicate that CSR-driven trust and risk
reduction reinforce consumer engagement. Our findings emphasize that pharmaceutical companies can
enhance purchase intentions by strengthening consumer trust through socially responsible employment
and patient welfare initiatives.

Conclusion and Implications: This study confirms that CSR directly and indirectly influences
consumer purchase decisions in the pharmaceutical industry, with consumer perception serving as a key
mediator. Companies should prioritize CSR in their marketing strategies, focusing on brand image and
welfare policies to foster trust and enhance consumer engagement. By integrating CSR into corporate
practices and transparently communicating social responsibility efforts, firms can strengthen their
competitive position and long-term customer loyalty.

Future research should explore industry comparisons and additional moderating factors such as

consumer demographics and market conditions to further validate the generalizability of these findings.
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Abstract

This research aimed to identify the key factors influencing cold chain management in Samut
Prakan Province using ANOVA to examine the relationship between the independent and dependent
variables and their effectiveness and provide managerial recommendations regarding cold chain
management factors. The research variables are independent variables of personal Factors, including
Gender, Age, Education, Employees, Business type, and Position, and dependent variables of Cold
chain management Factors, including Temperature Monitoring, Transportation Time, Cold Storage
Facilities, Packaging Materials, Logistics Coordination, Compliance with Industry Regulations, and
Professional Training. The study involved 225 individuals from 48 factories, who work in, have
experience with, or are connected to the food cold chain in Samut Prakan Province. Data were analyzed
using descriptive statistics, including percentage, mean, and standard deviation, along with inferential
statistics through One-Way Analysis of Variance (One-Way ANOVA or F-test with P < 0.05).

The findings revealed that most respondents were male, over 50 years old, held undergraduate
degrees, worked in companies with 20-50 employees, were engaged in cold storage businesses, and
held senior supervisory or supervisory positions. Temperature Monitoring and Compliance with
Industry Regulations were identified as the most critical factors for cold chain management in Samut
Prakan Province, with mean scores of 4.61 (SD = 0.54) and 4.50 (SD = 0.68), respectively.
Additionally, demographic factors such as gender, age, and education significantly influenced all
aspects of cold chain management in the province, with a statistical significance level of 0.05. This
study provides valuable insights into the demographic influences and critical factors for enhancing cold

chain management efficiency, offering practical implications for industry improvement.

Keywords : Cold Chain Management Factors, Temperature Monitoring, Compliance with Industry

Regulations, Demographic Factors
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Introduction

TechSci Research (2024). Said Thailand’s cold chain logistics market was valued at USD
928.44 million in 2023 and is anticipated to project robust growth in the forecast period with a
CAGR of 6.14% through 2029 as show on Table 1. Advancements in technology, such as IoT-
enabled sensors, blockchain, and Al-driven analytics, are revolutionizing cold chain logistics
management in Thailand. IoT sensors provide real-time monitoring of temperature humidity
conditions during transportation and storage, ensuring compliance with temperature-sensitive
requirements. Blockchain technology enhances transparency and traceability in supply chain
operations, while Al-driven analytics optimize route planning, inventory management, and resource

allocation, thereby improving operational efficiency and reducing waste.

Table 1 Thailand Cold Chain Logistics Market Expected Growth Segmented

Report Description
Forecast Period 2024-2029
Market Size (2023) USD 928.44 million
CAGR (2023-2029) 6.41%
Faster Growing Segment Frozen
Largest Market Central Region
Market Size (2029) USD 13.65 billion

Source: TechSci Research, 2024

Cold chain management is an important part of logistics and supply chain operations in
Thailand has been steady growth and this is expected to continue in the future. Thailand’s cold chain
logistics market mainly targeted the business to business (B2B) segment, driven by food,
pharmaceutical products and the expansion of convenience stores and restaurants.

In summary, the Thailand Cold Chain Logistics Market is driven by a combination of
economic growth, technological innovation, regulatory support, and changing consumer expectations.
These drivers underscore the importance of investing in robust cold chain infrastructure, adopting
advanced logistics technologies, and aligning with regulatory requirements to meet the evolving needs

of industries and consumers reliant on temperature-sensitive logistics solutions.
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Despite the logistical technology improvements, cold chain management is a complex
logistic chain to manage effectively. This is due to the required constant temperature conditions, the
implementation of advanced monitoring technologies, and compliance with strict health and safety
standards. Furthermore, the cold chain established within the Thailand logistic system faces a unique
challenge due to the country’s tropical climate. Disruption of the cold chain leads quickly to spoiled
products and loss of market value within the seafood industry. Effective cold chain management is
not only vital for the industry that supports the local economy, but it also ensures that the produced
goods are of high enough quality to be sold in the international market. In this way, the cold chain
logistical management maintains the economic stability of the region dependent on the exported
goods and consumer trust in Thai seafood (Han et al. 2021; Prompatanapak & Lopetcharat, 2020).

The efficiency of cold chain logistics poses significant risks not only to the local economy
but also to public health. As a major food exporter, Thailand's reputation in the global market
depends on its ability to maintain high standards of food safety and quality. The significance of this
study lies in its potential to provide feasible insights for improving cold chain logistics in Samut
Prakan Province. By identifying the key factors that affect the effectiveness of the cold chain, this
research aims to facilitate the development of more efficient, reliable, and sustainable cold chain

systems to support the region's growing food industry.

Research objectives
1. To identify the important factors of cold chain management in the Samut Prakan province.
2. To find out the different key factors of demographic data were affected to cold chain

management in the Samut Prakan province.

Research Methodology
This study uses quantitative research design by using convenience sampling to collect data
from respondents in the cold chain factory and who represent the stakeholders in the food cold chain
in Samut Prakan Province.
1. Research Design
This study uses quantitative research design by using purposive sampling from
respondents in the cold chain factory, which has a total of 54 factories in Samut Prakan Province.

(Department of Industry Work, 2024).
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2. Population and Samples
1) Population
The population for this survey research used non-probability sampling 100% of those
who work in, have experience with, or are connected to the food cold chain in Samut Prakan
Province. The study involved 225 individuals from 48 factories, who replied to an online and an
onsite questionnaire from 48 factories in the food cold chain in Samut Prakan Province.
2) Samples
Considering the diversity of the population and the complexity of the research question,
the sample size for this study was taken from (Yamane, 1973) with a 95% confidence level and an

acceptable error of = 5%.
N
1+NE2

The formula is as follows: S =
N is the number of populations.
S is sample size.

E is an acceptable error at £+ 5% (0.05).

. 54
" 1454 %0.052
S=47.58 48

Therefore, the sample size should be at least 48 factories in the food cold chain in
Samut Prakan Province.
3. Research Instruments

The instrument used in this study is a structured questionnaire to collect quantitative data
on various aspects of cold chain representation in Samut Prakan Province. The data can be
categorized into 8 sections as follows:

Part 1 Demographic data, consisting of gender, age, the highest level of education, number
of employees, role in the food industry, and position in which the question will be closed-ended.

Part 2 - 8 Questionnaire relates to temperature monitoring, transportation time, cold
storage facilities, packaging materials, logistics coordination, compliance with industry regulations,
and professional training) respectively, using 5 level rating scale, in which 1 means strongly disagree

and 5 being strongly agree.
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This study will define the criteria for interpretation of mean score from data analysis as follows:

Mean score Interpretation
1.00-1.49 Strongly disagree
1.50-2.49 Disagree
2.50-3.49 Neutral
3.50-4.49 Agree
4.50-5.00 Strongly agree

4. Quality Control of the Instruments
The instrument for this research is motivated from past research which derived from the
literature review in Chapter 2 by selecting variables instrument as follows, temperature monitoring,
transportation time, cold storage facilities, packaging materials, logistics coordination, compliance
with industry regulations, and professional training. This research tested the quality by checking the
validity of the questionnaire and checking the reliability of the questionnaire, with details as follows:
1) Validity

The questionnaire obtained from studying related research documents was submitted
to the advisor for consideration and for qualified persons/subject-specific experts to consider
checking the content validity, which is checking the comprehensiveness of the measurement in the
content of the thing to be measured, and checking the construct validity, which is measuring from
various concepts and rules with the specified properties, totaling 3 persons.

The results of the examination of each question by 3 experts are summarized as follows:

(1) Demographic data, statistical tool used will be frequency distribution and
percentage. IOC calculation results 1.00, IOC analysis results are acceptable content.

(2) Perception on temperature monitoring, the statistical tool used is mean and
standard deviation. IOC calculation results 0.93, IOC analysis results are acceptable content.

(3) Perception on transportation time, cold storage facilities, packaging materials,
logistics coordination, compliance with industry regulations, and professional training), respectively.
The statistical tool used is mean and standard deviation. IOC calculation results 1.00, IOC analysis
results are acceptable content.

2) Reliability

The results demonstrate excellent internal consistency, with a Cronbach’s Alpha value

of 0.945 from 30 questionnaires. When considering standardized items, Cronbach’s Alpha value

increased to 0.954 from 225 questionnaires, indicating a highly reliable set of questions.
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5. Data Collection

The researcher distributed the questionnaire by sending a link and QR code to some
factories and by visiting the factories in person for respondents to scan and fill out the questionnaire,
reply to a total of 225 responses from 48 factories.

Data analysis will be performed using—statistical software. The analysis will include
descriptive statistics to summarize the data, and inferential statistics to test hypotheses and determine
relationships between variables. The statistics used for data analysis are as follows:

Part 1 Demographic data, statistical tool used will be frequency distribution and
percentage.

Part 2 Perception of the importance factors of cold chain management in terms of
temperature monitoring, transportation time, cold storage facilities, packaging materials, logistics
coordination, compliance with industry regulations, and professional training, the statistical tool used
is mean and standard deviation.

Part 3 The different key factors of demographic data were affected by all cold chain
management factors in the Samut Prakan province, the data using along with inferential statistics

through One-Way Analysis of Variance (One-Way ANOVA).

Research Results

1. Demographic Data Analysis
Demographic data includes gender, age, highest level of education, number of employees,
type of business, and position in the company. Details are as follows:

Table 2 Results of demographic data analysis (n=225)

Variables Frequency | Percentage
Gender Male 147 65.3
Female 68 30.2
Third gender 10 4.4
Total 225 100
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Table 2 Results of demographic data analysis (n=225) (next)

Variables Frequency | Percentage
Age Less than 30 years 26 11.6
30-40 years 61 27.1
41-50 years 45 20
Over 50 years 93 41.3
Total 225 100
Highest level of education | High school 37 16.4
Undergraduate 116 51.6
Bachelor’s degree 55 24.4
Master’s degree or upper 17 7.6
Total 225 100
Number of employees in | Less than 20 staffs 24 10.7
the company 20-50 staffs 72 32
51-100 staffs 70 31.1
101-200 staffs 14 6.2
More than 200 staffs 45 20
Total 225 100
Type of business Cold storages 215 95.6
Logistics service provider 6 2.7
Buyer 4 1.8
Total 225 100
Position in the company Owner 6 2.7
Director 6 2.7
Manager / Assistant Manager 62 27.6
Senior Supervisor / Supervisor 151 67.1
Total 225 100
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Analysis of the demographic data of the sample respondents using descriptive statistics from
Table 2 found that summarizing the results of the demographic analysis of the sample respondents
revealed several key characteristics. Most of the group consists of a male, over 50 years old, with
undergraduate education, employed in companies with 20-50 staff members, in cold storage
businesses, and with senior supervisory or supervisory position.

2. Variables Data Analysis

The results of the analysis of descriptive statistics, namely the mean and the standard

deviation of each variable consisted as follows:

Table 3 Results of data analysis on variables (n=225)

Variables Mean Standard deviation | Interpretation
1.Temperature Monitoring 4.61 0.54 Strongly agree
2.Transportation Time 3.91 0.93 Agree
3.Cold Storage Facilities 4.42 0.56 Agree
4.Packaging Materials 4.34 0.71 Agree
5.Logistics Coordination 4.45 0.70 Agree
6.Compliance with Industry Regulations 4.50 0.68 Strongly agree
7.Professional Training 4.26 0.80 Agree

The analysis results of variables from Table 3 show that the importance of cold chain
management factors was Strongly agree consensus on Temperature Monitoring (Mean = 4.61,
S.D. = 0.54), and Compliance with Industry Regulations (Mean = 4.50, S.D. = 0.68). Agree
consensus on Logistics Coordination (Mean = 4.45, S.D. = 0.70), Cold Storage Facilities (Mean =
4.42, S.D. = 0.56), Packaging Materials (Mean = 4.34, S.D. = 0.71), Professional Training (Mean =
4.26, S.D. = 0.80) and Transportation Time (Mean = 3.91, S.D. = 0.93).

Summarizing the importance factor of cold chain management in Samut Prakan Province
were Temperature Monitoring and Compliance with Industry Regulations (Mean = 4.61, S.D. = 0.54

and Mean = 4.50, S.D. = 0.68).
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3. Hypothesis test for variables
The hypothesis test using One-Way ANOVA or F-test with P<0.05 show that: on Table 4
Gender differences, Age differences, and Education differences affected the factors of cold chain
management at the significance level of 0.05. The dependent variable is quantitative data
(Independent Sample F-test), found that different departments have different opinions on Factors of
Cold Chain Management of Gender in terms of Temperature Monitoring, Transportation Time, Cold
Storage Facilities, Packaging Materials, Logistics Coordination, Compliance with Industry
Regulations and Professional Training.

Table 4 Results of the comparison of Gender, Age and Education on factors of cold chain management

Gender Age Education

Factors of Cold Chain Management Sig Sig Sig

r (2-tailed) F (2-tailed) F (2-tailed)
Temperature Monitoring 5.441 0.005%* 16.779 0.000%* 6.867 0.000%*
Transportation Time 26.059 0.000%* 26.059 0.000%** 5.000 0.002*
Cold Storage Facilities 16.779 0.000%* 16.779 0.000%* 6.867 0.000**
Packaging Materials 11.031 0.000%* 23.601 0.000%* 5.664 0.001%*
Logistics Coordination 34.357 0.000%* 34.357 0.000%* 3.214 0.004*
Compliance with Industry Regulations 61.730 0.000%** 61.730 0.000** 27.089 0.000**
Professional Training 5.441 0.005%* 38.662 0.000%* 18.042 0.000%*

Note: ** Statistically significant at 0.05 level

Table 5 Results of the comparison of Employees, Business Type and Position on factors of cold

chain management

Employees business type Position
Factors of Cold Chain Management Sig Sig Sig
F (2-tailed) F (2-tailed) F (2-tailed)

Temperature Monitoring 2.910 0.052 0.000 1.000 1.128 0.338
Transportation Time 2.173 0.073 0.566 0.568 1.150 0.330
Cold Storage Facilities 2910 0.052 0.000 1.000 1.128 0.338
Packaging Materials 1.751 0.140 0.097 0.907 2.850 0.038
Logistics Coordination 1.085 0.365 1.161 0.315 2.952 0.034
Compliance with Industry Regulations 1.069 0.373 0.102 0.903 1.160 0.188
Professional Training 1.309 0.238 0.023 0.759 6.043 0.061

Note: ** Statistically significant at 0.05 level
L ———————————————————————————————————————————————————————————————————————————————————————————
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Table 5 the results of the comparative analysis of Factors of Cold Chain Management of
Employees differences, Business type differences, and Position differences were not affected on
factors of Cold Chain Management in terms of Temperature Monitoring, Transportation Time, Cold
Storage Facilities, Packaging Materials, Logistics Coordination, Compliance with Industry

Regulations and Professional Training, with the significance level of 0.05.

Conclusion and Discussion
1. Conclusions of Study

This study explores seven key factors in cold chain management within the food industry
in Samut Prakan Province, Thailand found that,

1) The demographic analysis, most of the group consists of a male, over 50 years old, with
undergraduate education, employed in companies with 20-50 staff members, in cold storage
businesses, and with senior supervisory or supervisory positions.

2) Temperature Monitoring and Compliance with Industry Regulations were the important
factors of cold chain management in Samut Prakan Province with mean scores of 4.61
(S.D. =0.54) and 4.50 (S.D. = 0.68), respectively.

3) The comparative analysis using One-Way ANOVA or F-test revealed that the different
key factors of demographic data in term of gender, age, and education were affected to all cold chain
management factors in the Samut Prakan province, include Temperature Monitoring, Transportation
Time, Cold Storage Facilities, Packaging Materials, Logistics Coordination, Compliance with
Industry Regulations, and Professional Training, with statistically significant differences observed at

the 0.05 level.
2. Discussions of Findings

1) The demographic analysis of the sample group reveals that respondents are
predominantly male, over 50 years old, and hold undergraduate degrees. They mainly work in
companies with 20-50 staff members, within the cold storage industry, and occupy senior supervisory
or supervisory positions. This demographic profile provides essential context for understanding

respondent perspectives on cold chain management, as individual characteristics can heavily
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influence these perceptions, according to previous research studies by Gottfredson and Daiger
(1977), found that, demonstrating increased gender diversity across occupations while emphasizing
the persistence of gender segmentation in specific fields, which is consistent with Humpert and
Pfeifer (2013), who noted that factors like age and job position shape career satisfaction and job
perceptions, while Naafs (2013) highlighted the role of educational background and cultural
expectations in shaping professional outlooks, and also consistent with Corleto and Esparza (2021)
found the significance of gender inequalities in engineering and technical education, where
masculine work cultures and gender norms hinder women's participation and career advancement.

2) The temperature monitoring was the first important factors of cold chain management
in Samut Prakan Province with a mean of 4.61 and standard deviation of 0.54, according to previous
research studies by Yan and Lee (2009) demonstrated the importance of RFID-based systems
integrated with GPS and temperature sensors, which enable real-time tracking and adjustment of
temperature conditions during transportation. This aligns with the need for precise temperature
control to mitigate risks. Similarly, Mercier et al. (2017) highlight temperature control as essential for
preserving product quality and preventing spoilage across the supply chain, while NastasijeviC et al.
(2017) underscored the role of temperature monitoring in preventing microbial growth and spoilage,
particularly for perishable products like meat, where even minor temperature fluctuations can
compromise safety and freshness. Further supporting these findings, which is consistent
with Chaitangjit and Ongkunaruk (2019) emphasize the role of transportation and cold storage
infrastructure in maintaining temperature stability, reflecting respondent concerns, and consistent
with Ye et al. (2022) also underscore the significance of IoT-enabled temperature monitoring
systems in modern cold chains, noting that real-time monitoring allows prompt corrective actions to
ensure product safety.

Also, the compliance with industry regulations was the second important factors of cold
chain management in Samut Prakan Province with a mean of 4.50 and standard deviation of 0.68,
according with previous research, Peng (2013) found that the importance of regulatory awareness
among employees, particularly in regions with outdated systems, emphasizing that consistent training
ensures adherence to standards even under less advanced conditions, which is consistent with An et
al. (2015) found that the critical role of regulatory frameworks in maintaining food quality from

production to consumption, stressing the necessity of consistent application of standards, including
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temperature control and handling protocols, and consistent with Yang et al. (2022) and Wang et al.
(2023) found the demonstrated the growing significance of international standards like HACCP in
identifying hazards and implementing preventive measures within cold chain processes. These
studies collectively affirm that strict adherence to regulations is vital for maintaining the integrity,
safety, and quality of cold chain operations, supporting the conclusion that compliance is a priority
for respondents.

3) The different key factors of demographic data in terms of gender, age, and education
were affected by all cold chain management factors in the Samut Prakan province, with a statistical
significance of 0.05, including Temperature Monitoring, Transportation Time, Cold Storage
Facilities, Packaging Materials, Logistics Coordination, Compliance with Industry Regulations, and
Professional Training. According to previous research studies by Humpert and Pfeifer (2013) found
demonstrate how demographic factors like age and gender influence employment patterns and wage
levels, underscoring the relevance of these variables to workforce dynamics in cold chain operations.
Similarly, Naafs (2013) highlights how education shapes career trajectories, particularly in contexts
with gender and cultural expectations, reinforcing the role of demographic characteristics in
professional development, which is consistent with the connection between demographics and
professional performance is further emphasized in Corleto and Esparza (2021) research, which
examines gender disparities in technical education and workforce participation, a critical factor in
industries reliant on specialized training like cold chain management, while The findings align with
the importance of structured training programs, as highlighted by Singh et al. (2018) which prepare
employees for technological advancements and regulatory compliance. Higher education levels and
managerial roles correlate with a greater emphasis on logistics coordination and regulatory
compliance, aligning with An et al. (2015), who found that experienced or senior personnel tend to
prioritize compliance to mitigate operational risks due to their greater knowledge of industry
regulations. Moreover, the integration of IoT systems in cold chain logistics, as discussed by Tsang

et al. (2017), requires workforce proficiency, which varies across demographic groups.
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3. Recommendations

Based on the insights from this study, The Entrepreneur's cold chain management in
Samut Prakan Province. should understand and manage the differences in gender, age, and education
to improve and manage their business with high technology for future business growth, future
research could explore additional variables that may impact cold chain management in Thailand. For
instance, examining the role of emerging technologies such as blockchain or advanced data analytics
could provide valuable information on further strengthening cold chain operations. Expanding the
scope to include other industries heavily reliant on cold chain logistics, such as the pharmaceutical
industry, would offer a comparative perspective and broaden the understanding of cold chain
challenges across different sectors.

Methodologically, future research could benefit from incorporating qualitative research
methods, such as interviews or focus groups, to gain more nuanced perspectives and experiences
from cold chain stakeholders. Additionally, exploring cold chain management across multiple
provinces or regions could enhance the generalizability of findings and provide a more

comprehensive view of the cold chain landscape in Thailand.
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Abstract

This research aims to 1) study the general conditions of personal factors, service marketing
mix, and decision-making in choosing aesthetic clinic services among working-age customers in
Ratchaburi Province; and 2) examine the influence of personal factors and service marketing mix on
the decision-making process of working-age customers in selecting aesthetic clinic services in
Ratchaburi Province. The sample group consisted of 400 working-age individuals who used services
from aesthetic clinics operating in Ratchaburi Province. Data were collected using a questionnaire
and analyzed through descriptive statistics and Inferential statistics, one-way ANOVA, and multiple
regression analysis to test the hypotheses. The results revealed that differences in personal factors did
not significantly affect the decision to choose aesthetic clinic services among working-age customers
in Ratchaburi Province. However, aspects of the service marketing mix that influenced the decision-

making process included product, process, personnel, and physical presentation.

Keywords: Decision-making in choosing services, Service Marketing Mix, Beauty Clinic
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Abstract

The research aims to study 1) general information, 2) confidence levels, and 3) factors
affecting confidence in hygiene measures. of Thai users using low-cost airlines After the COVID-19
situation, a case study of international airports in the northern region. The sample group used in the
research was 400 Thai users who decided to use low-cost airline services in Thailand. Data were
collected using questionnaires. Data were analyzed using descriptive statistics. and multiple
regression analysis using the Enter method.

The results of the study found that 1) Most of the informants were male. Under 30 years of
age, single, working as a private company employee. Income between 15,001-30,000 baht, bachelor's
degree level The purpose of the trip is tourism. The airline selected for service is Thai Air Asia. By
using airline services through Chiang Mai International Airport. and the frequency of using low-cost
airline services at the airport, 1-10 times per year. 2) The informants' opinions on confidence in
hygiene measures of Thai users using low-cost airlines Overall at a high level (x_= 3.91) and 3)
factors that have a positive effect on confidence in hygiene measures there is 1 variable that has
statistical significance at the 0.01 level, which is status. At the same time, there are factors that have

a negative effect. Statistically significant at the 0.01 level includes monthly income.

Keywords: Confidence, Service Quality, Low cost airlines
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Abstract

This study explored the potential of leveraging online game engagement to improve learning
outcomes in marketing plan development, acknowledging both the potential benefits and drawbacks of
video games for young people. The research pursued three objectives: (1) to analyze the perceptions of
avid online gamers before and after the development of an interactive marketing plan game; (2) to analyze
student perceptions of the game-based learning activity using the interactive marketing plan game before
and after implementation; and (3) to develop an interactive marketing plan game, "MarkWarrior," that
incorporates engaging mechanics and elements from popular online games. Qualitative data was gathered
through focus group interviews with undergraduate students—both avid online gamers and those
participating in an innovative business program—before and after playing the game. Results showed
significant improvements in student engagement, satisfaction, and marketing planning skills, suggesting

the potential of the game as a practical and effective business educational tool.

Keywords: interactive game, marketing plan, online game
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