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ABSTRACT

This study aims to analyze the brand personalities of premium cat food brands in
Thailand using Jung's brand archetype framework. We adopt a qualitative content analysis
combined with semiotic analysis to examine three sources of brand marketing materials: brand
websites, product packaging labels, and official Facebook pages from three premium cat food
brands in Thailand. The findings reveal that all three brands share three primary brand
archetypes: the Sage, the Caregiver, and the Creator. However, the frequency and emphasis
of these archetypes vary across brands, shaping distinct brand personalities and
communication styles. Additionally, each brand adopts different secondary archetypes, further
differentiating their identities despite operating within the same premium market segment.
The study also finds that all three brands align their brand communication strategies with their
respective visions and missions. This study concludes by discussing theoretical and practical

implications and offering recommendations for future research.

Keywords: Brand Personality, Brand Archetype, Premium Cat Food, Brand Communication,

Semiotic Analysis
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1. INTRODUCTION

The pet market in Thailand is rapidly growing, driven by the Pet Humanization trend
(College of Management, Mahidol University, 2023) where pets are treated as family members.
This trend has led to the rise of Petsumer Marketing, where owners are willing to spend more
on high-quality pet products, from food and treats to healthcare (Euromonitor, Department
of Business Development Thailand cited in College of Management, Mahidol University (2023).
The premium pet food market, in particular, is expanding significantly. In 2021, Thailand’s pet
food market was valued at 40.6 billion THB, with projections reaching 66.7 billion THB by 2026.
Notably, premium pet food is experiencing the fastest growth, aligning with the increasing
popularity of cat ownership, which rose by 2.4% in 2022 (Kantar, 2022). As a result, cat food
brands are developing new formulas and premium products to appeal to Pet Humanization
consumers. To stand out in the competitive market, brands must adopt distinct branding
strategies, focusing on brand communication and packaging design to attract and retain
customers. Packaging plays a key role in differentiating brands through visuals and messaging,

reinforcing brand identity, values, and Unique selling propositions (USP)

Previous research on brand communication confirms the use of brand archetypes in
designing and communicating a distinctive personality for each brand (Chandrasapth et al,,
2022; Chen et al,, 2014). Brand archetypes serve as a foundation that helps shape brand
communication, visual design development, and marketing messages (Pera et al,, 2016). By
establishing a strong brand personality, brands can enhance recognition, foster consumer
loyalty, and create a lasting emotional connection (Ganassali & Matysiewicz, 2020; Woodside
et al,, 2008). In our case, this refers to the premium cat food market in Thailand. How can
competing brands establish a distinctive brand personality in the hearts of their target
consumers? Our study also offers a novel contribution in research method by providing a
holistic analysis that combines textual and visual analysis of brand materials. Since most
brands use multimodal communication, integrating both text and visuals is crucial for
identifying brand personality and fostering a lasting connection with consumers (Chandrasapth

et al,, 2018; Freathy & Thomas, 2015).

3 9138151153PUIANTIUNTIANTIIND
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This study examines the brand personality of three leading premium cat food brands in
Thailand using Brand archetype theoretical framework (Jung,1959). This theoretical framework
is effective in understanding brand personality and building consumer relationships (Asiyah et
al.,, 2022; Chandrasapth et al., 2022; Dominici et al., 2016; Tsai, 2006). The study adopts a
qualitative research approach, collecting secondary data from three main sources: brand
websites, product packaging, and official Facebook pages, covering the period from January -
December 2023. The aim is to analyze how these brands construct their personality through
their own marketing communications. We employ content analysis (Morales, 1995) to examine
textual data and semiotic analysis (Freire, 2014; Chandrasapth et al., 2022; Phillips & McQuarrie,
2004) to analyze visual elements such as images and colors. Thus, our main research question
is: How do premium cat food brands in Thailand construct, communicate, and differentiate

their brand personality using Brand Archetypes?

2. LITERATURE REVIEW

2.1 Jung’s archetypal characters and Brand personality

Jung (1959) defined archetypes as universal, innate patterns within the collective
unconscious that shape human thought and behavior. These archetypes are deeply
embedded in our mind and influence our personality traits (Kelsey, 2017). Jung's concept of
archetypes has influenced various fields, including psychology (Woodside et al,, 2013)
and marketing (Ganassali & Matysiewicz, 2020; Kelsey et al., 2023; Woodside, 2010; Woodside
et al,, 2013; Woodside & Megehee, 2009) where they are used to build brand identities and

connect with consumers on a deeper emotional level (Chandrasapth et al., 2022).

In marketing, brand archetype refers to the identity that a brand wants to
communicate externally for consumers to recognize as part of the brand’s personality
(Maidment, 2021). Each brand archetype has its own unique characteristics and behaviors that
are reflected through the brand’s marketing communications (Xara-Brasil et al., 2018).
These characteristics stem from the subconscious mind, driven by human motivations
(Woodside et al., 2018). Previous research in marketing and branding has used Jung's

archetypes to create a brand identity, and personality (Asiyah et al., 2022). Knowing which

21361511538 UIANTIUNTAANNTTIND 4
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archetype, a brand embodies helps define the brand’s communication strategy more clearly,
and it also reflects the brand’s personality, allowing consumers to connect their own
personality with the brand (Xara-Brasil et al., 2018). Additionally, research also confirmed
common ground between Jung’s archetypes and Aaker’s brand personality traits (Bechter et
al., 2016) that using Jung's archetypes alongside Aaker's traits (Mark & Pearson, 2001) can help
brands clarify their position in the market and communicate their personality more effectively

to consumers.

Adopting Jung’s classic archetypes in branding literature, we classify archetypes into
12 types and thus summarize the key characteristics of each brand archetypes which are the
Caregiver, Regular Guy, Innocent, Explorer, Sage, Hero, Outlaw, Magician, Lover, Creator, Jester,
and Ruler (Faber & Mayer, 2009; Mark & Pearson, 2001; Xara-Brasil et al., 2018). Additionally,
archetypes are not limited to character formation or textual definitions. However, they also
include the visual aspects (Caldwell et al., 2010; Chandrasapth et al., 2022; Karimova & Goby,
2020) such as colors, signs, and symbols linked to certain archetypes (Kucuk, 2015; Mick, 1986;
Oswald, 2012). Therefore, we provide a summary of the key literature combining archetype

characteristics, definitions, and colors to explain these archetypes (as seen in Table 1 below).

Table 1 Descriptions and characteristics of the 12 types of brand archetypes Adapt from Mark
and Pearson (2001); Faber and Mayer (2009); Johnson and Chamberlain (2020); Frank and
Gilovich (1988); Sabanovich (2008 as cited in Broek, 2014)

Brand
Description Characteristics Color
Archetype
Caregiver A person or brand that seeks | Caring Pink
to protect others from harm, | Protection (Femininity, Softness,
help individuals, reduce Motherly warmth Innocent, Calming,
problems or alleviate Devoted Love, Sympathetic)

suffering, and ensure others' Compassionate
safety. They show Generous Blue

unconditional care and have | Protective parental | (Authority, Dignity, Se-
a natural inclination to Benevolent curity, Trust,

nurture, both physically and

5 713815115398 UIANTIUNITIANTIIND
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Brand

Archetype Description Characteristics Color
emotionally, providing Helping and Trust- | Loyalty, Conservative,
comfort and reassurance. ing Wisdom)

Sage A person or brand of the sage | Learning Blue
archetype seeks truth, using Expert (Authority, Dignity, Se-
intelligence, analysis, and Credibility curity, Trust,
knowledge to understand the | Enlightenment Loyalty, Conservative,
world. They highly value Truth Wisdom)
education, possess wisdom Understanding
and deep expertise, Their A wise guide and
goal is to help others counselor
comprehend the world
through their knowledge and
expertise.
Magician A person or brand that seeks | Scientific Purple
to understand how the Development (Elegance, Luxury
world, things, and even the Imagination Authority, Spirituality
universe work. They are Transformations Stability, Mysterious)
dreamers, akin to visionary Self-improvement
scientists or physicists. Their | Self-mastery
goal is to drive Believe Anything
transformation and create a Possible
better world, This archetype
is often found pushing the
boundaries of medical
advancements, science, and
technology
Creator A person or brand that strives | Creativity White
to create something valuable | Innovation (Peace, Purity, Bright,
and sustainable is often Vision

2136131153WUTIANTIUNITIANITIND - 6
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Brand
Archetype Description Characteristics Color
associated with innovation Artistic Enlightened, Sterility,
and art. They are constantly | Inspiration Hope)
bringing new ideas to life, The potency
driven by creativity and a of imagination Gray
visionary mindset. drive, this | Originality (Solid, Modest,
archetype is commonly Authentic Intelligent,
found in brands related to Conservative,
craftsmanship and artistic Old-fashioned, Boring,
products. Elegant)
Jester A person or brand that seeks | Enjoyment Orange
to live joyfully in the present | Humor (Openness, Kindness,
and entertain others is Relaxation Enthusiasm, Energy,
playful, humorous, and A playful Modern, Playful)
enjoys life to the fullest. Mischievous
They aim to bring happiness | Surprise Yellow
to others, maintain a positive (Cheerful, Optimistic,
outlook on life, Cheerfulness,
Pleasure, Friendship)

3. METHODOLOGY

3.1 Research Questions

How do premium cat food brands in Thailand construct, communicate, and

differentiate their brand personality using Jung’s brand archetypes?
3.2 Data

In this study, secondary data was collected from premium cat food brands through
three communication channels used by the brands in their marketing efforts. The data was

collected from January 2023 to December 2023, as shown in Table 2.

7 913815115398 UIANTIUNTIANTIIND

ﬂﬁ 2 QﬁU‘ﬁ 1 (UNIIAN-LUBIYU 2568)



Journal of Innovative Business Management Research

Table 2 Secondary Data Sources

Brand Brand website Brand official Facebook page Package label
Hill’s www.hills.co.th www.facebook.com/HillsThailand 40 items
Purina |  www.purina.co.th/ www.facebook.com/PurinaOne 8 items
ONE brands/purina-one Thailand
Royal https://www.facebook.com/RoyalCa 50 items
www.royalcanin.com
Canin ninThailand

3.3 Triangulation of Data

In this qualitative study, triangulation was used to enhance the reliability and
accuracy of the research results (Flick, 2018). To verify the data for this study, triangulation
was applied following the approaches of Flick (2018). Firstly, data was collected from three
different sources. Secondly, three cases were used to ensure that the data was robust and
could be generalized for premium cat food brands in the Thai context. Thirdly, two qualitative
methods were adopted in the analysis: content analysis and semiotic analysis, to ensure a

comprehensive understanding of the three focused brands.
3.4 Data Analysis

The data was recorded in a coding sheet using content analysis (Cornacchione Ross
et al,, 2023; Morales, 1995), where marketing materials were coded based on the theory of
archetypes and previous literature on brand archetypes for textual data. For visual data,
semiotic analysis (Kucuk, 2015; Oswald, 2012) was applied to analyze the colors and images

present in the marketing materials.

4, RESULTS AND DISCUSSION
4.1 Result

Based on our content and semiotic analysis, we first present our research findings on
how premium cat food brands in Thailand construct and communicate their brand personality
using Jung’s brand archetypes. We then address the second part of our research question,

which explores how these brands differentiate their brand personality through archetypes.

21361511538 UIANTIUNNTIANITTING 8
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Our findings reveal that all three premium cat food brands predominantly embody
three key brand archetypes: 1) the Caregiver, 2) the Sage, and 3) the Creator. These archetypes
help convey a sense of premium quality, trust, and expertise. However, the specific qualities
and attributes each brand associates with these archetypes vary, allowing them to maintain a
unique brand identity while still aligning with certain archetypal characteristics. Additionally,
these brands adopt secondary archetypes, such as the Magician or the Jester, to further

differentiate themselves in the market.

Table 3 Show the frequency of communication that reflects the brand personality archetype

of the Hill’s brand.

Brand Brand Brand
Archetype Website product Facebook Percentage
package page
Sage 119 a5 0 164 42.60
Caregiver a4 79 2 125 32.47
Creator 42 24 2 68 17.14
Magician 6 11 13 30 7.79
Total 211 159 17 387 100

4.1.1 Brand Hill’s

Based on Table 3, our analysis of Hill’s brand communication across its website,
product packaging, and Facebook page shows a dominant emphasis on the Sage archetype,
which accounts for 42.60% of the total brand messaging. The Caregiver archetype follows at
32.47%. The Creator archetype appears in 17.14% of communications. Lastly, the Magician
archetype is the least represented at 7.79%. These proportions indicate that Hill’s primarily
positions itself as a knowledgeable and trustworthy brand while reinforcing its premium quality
through care, innovation, and scientific breakthroughs as seen from the website primarily
conveys the Sage archetype, emphasizing research, nutritional testing, and veterinary
recommendations as seen from text with category reliability in Table 4 followed by the
Caregiver archetype, which highlights pet health and well-being as seen from text The

packaging predominantly reflects the Caregiver archetype through messages about therapeutic

9 713815N13IVWUIANTIUNITIANTIIND
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nutrition and pet care, with secondary associations to the Sage and Creator archetypes,
particularly through proprietary technology claims as seen from text ActivBiome+ In contrast,
the Facebook page leans heavily on the Magician archetype, using hashtags like
#HillsTransformingLives and content focused on scientific breakthroughs as seen from text
category science It also incorporates elements of the Creator and Caregiver archetypes but
does not significantly represent the Sage. These findings suggest that Hil(’s strategically adapts
its brand personality communication based on the strengths and expectations of each
channel. For semiotic analysis of color and visual as seen from Table 4 below, we found that
Sage archetype adopt a visual of USA Flag signified to reliability In conclusion, Hil(’s utilizes
disparate brand archetypes across its marketing channels: the website emphasizes the Sage,
product packaging highlights the Caregiver, and the Facebook page reflects the Magician. This
divergence suggests an inconsistency in brand storytelling and formal communication.
Furthermore, the partial congruence between Facebook content and the website leads to a
fragmented brand personality. Notably, the product packaging's focus on health and nutrition

strongly reinforces the Caregiver archetype.

Table 4 Analyzing the brand personality archetype of the Hil{’s brand

Hill’s brand

Brand website
Brand
Element Category Details
Archetype
Text Study and Research | Research and Tested Foods
The Brand Trusted by Veterinarians, #1
Text Reliability
Veterinarian Recommended in America
Formula developed by nutritionists and
Text Specialist
Sage veterinarians
Image Reliability USA Flag and Nutrient Content Table
Infographic changing new cat's food
Image Consultant
formula

21367151153 UTIANTIUNNTIANTTIND 10

ﬂﬁ 2 QﬁUﬁ 1 (WAFIAU — LWBIYU 2568)



JIBMR

Hill’s brand

Brand website
Brand
Element Category Details
Archetype
Text Love for Cats The taste that cats love, care, happiness
Care about the cat’s | Good health and strong
Text
health
Text Love for Cats The taste that cats love, care, happiness
Caregiver Care about the cat’s | Good health and strong
Text
health
Help stray animals | Establish a shelter for stray pets,
Text
and society providing food, shelter and love.
Wisdom, calmness, trust, gentleness,
Color Blue
related to health.
Text Technology Hill's Exclusive Formula Technology
Creator Text Pioneer The beginning of canned food
Image Technology ActivBiome+
Magician Text Science Cutting-edge science invents nutrition
U.S VETERINARIANS” #1 RECOMMENDED
Sage Text Reliability BRAND, Vet Recommend, SCIENCE DIET
VETERINARIAN RECOMMEND
Care about the cat’s | THERAPEUTIC CAT NUTRITION
Text
health
Care about the cat’s | Image of cat's health nourishment from
Caregiver Image
health food
Help stray animals | Helped Million Shelter Pets Find a
Text
and society Forever Home
Text Technology Cutting Edee Food Science
Creator Image Technology Enhance Appetite Trigger (E.A.T),
ActivBiome+

11 213615115998 UIANTIUNTIANTIIND
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Hill’s brand

Brand website
Brand
Element Category Details
Archetype
Text Science CLINICAL NUTRITION
Magician
Image Science Scientific equipment
Sage - - -
Care about the cat’s | To deliver the best nutrition, good
Text
health health and happiness forever.
Caregiver
Care about the cat’s | The cat eats deliciously.
Image
health
Hill's exclusive ActivBiome+ technology
Text Technology and Enhanced Appetite Trigger (E.A.T)
formula
Creator
Hill's exclusive ActivBiome+ technology
Image Technology and Enhanced Appetite Trigger (E.A.T)
formula
#HillsTransforminglLives
Text Science
Magician Science can do it
Image Science Image of scientist

21387151153WUIANTIUNNTIANITIND 12
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4.1.2 Brand Purina ONE

Table 5 Show the frequency of communication that reflects the brand personality archetype

of the Purina ONE brand

Purina ONE
Brand Brand Brand
Archetype Website product Facebook Percentage
package page
Caregiver 11 16 88 115 65.71
Sage 16 19 11 a6 26.29
Creator 9 0 0 9 5.14
Jester 1 0 4 5 2.86
Total 37 35 103 175 100

Our analysis of Purina ONE's brand commmunication across its website, product
packaging, and Facebook page highlishts a strong emphasis on the Caregiver archetype,
accounts for 65.71% of its messaging, as seen from text VISIBLE HEALTH FOR LIFE in Table 5
this reflects the brand’s commitment to pet well-being and health, The Sage archetype
follows at 26.29%, showcasing expertise, scientific research, and proven nutritional benefits,
as seen from text Formula developed by nutritionists and veterinarians and image research
results in Table 6 The Creator archetype appears in 5.14% of communications, mainly on the
website, emphasizing innovation in pet nutrition, as seen from text it is first product that adds
nutrients in Table 6 Lastly, the Jester archetype is the least represented at 2.86%, appearing
mostly on social media with playful language and promotional content, as seen from image
advertising song in Table 6 Among communication channels, Facebook is the most frequently
used, followed by the website and product packaging. While the website and packaging
primarily highlight the Sage archetype, the Facebook page focuses on the Caregiver archetype,

reinforcing the brand’s caring and knowledgeable identity.
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In conclusion, Purina ONE strategically differentiates its brand archetypes across
platforms. The website and brand product packaging primarily leverage the Sage archetype,
emphasizing expertise and scientific formulations.Conversely, the Facebook page
predominantly embodies the Caregiver archetype, focusing on the emotional connection and
love for pets through engaging content. This strategic divergence allows Purina ONE to

resonate with different audience segments across various touchpoints.

Table 6 Analyzing the brand personality archetype of the Purina ONE brand

Purina ONE brand

Brand website
Brand
Element Category Details
Archetype
Study and Nutrition research
Text
research
Tested Foods that have been proven to
Text Reliability
improve health.
Sage
Formula developed by nutritionists and
Text Specialist
veterinarians
Study and Image of research results
Image
research
Purina's goal is to help make the lives of pets
Text Love for cats
and their owners complete.
Care about the | Give your cat 6 signs of good health that will
Text
cat’s health | help boost its immune system.
Caregiver
Image Love for cats | Picture of presenter holding a cat
Turquoise Wisdom, calmness, trust, gentleness, related
Color (Blue and to health. Green also conveys gentleness,
green) friendliness, and caring.
It is the first product that adds nutrients and
Creator Text Pioneer
invents a pet health assessment system.
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Purina ONE brand

Brand website

Brand
Element Category Details
Archetype
Advertisement song: Meow likes to nag (in
Jester Image Playful
Thai Tao Meow Chob Ngab)
DEVELOPED BY PURINA VETERINARIANS AND
Text Reliability
NUTRITIONAL SCIENTISTS
Sage
DAILY FEEDING GUIDE table conveys the
Image Consultant
concept of feeding wet food and dry food
Care about the | VISIBLE HEALTH FOR LIFE
Text
cat’s health
Care about the | Image of cat's health nourishment from food
Image
cat’s health
Caregiver Turquoise Wisdom, calmness, trust, gentleness, related
Color (Blue and to health. Green also conveys gentleness,
green) friendliness, and caring.
Compassion, sensitivity, friendliness, caring,
Color Pink (for kitten)
fun, sweet love, innocence and good health.
Sage Image Consultant Nutrients that cats should receive
#Eatacompletepairtoboostimmunesystem
Care about the | #HealthyeveryONE
Text
cat’s health Boost cat’s immune system
Caregiver Be healthy in 3 weeks
Care about the | Healthy cat, cat handler and dry food with
Image
cat’s health | wet food
Care about the
Image Healthy cat with a graceful demeanor
cat’s health
Jester Text Playful Dear Mom and Dad and Meow Meow
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4.1.3 Brand Royal Canin

Table 7 Show the frequency of communication that reflects the brand personality archetype

of the Royal Canin brand.

Royal Canin

Brand Brand Brand
Archetype Website product Facebook Percentage
package page
Caregiver 100 31 55 186 65.72
Sage 55 8 21 84 29.68
Creator 11 0 2 13 4.59
Total 166 39 78 283 100

Based on Table 7 Royal Canin primarily conveys its brand personality through
the Caregiver archetype, which appears most frequently at 65.72%, emphasizing pet health,
breed-specific nutrition, and overall well-being across its website, product packaging, and
Facebook page, as seen from Table 8 which highlights text therapeutic nutrition and tailor-
made kibble. The Sage archetype follows at 29.68%, highlighting scientific research, expert
knowledge, and proven results, particularly in areas like clinical nutrition and feeding
guidelines, as seen from Table 8 which highlights text Royal Canin internal study the Creator
archetype appears less frequently at 4.59%, focusing on innovation in pet food formulation
and technology, as seen from Table 8 which highlights text new technology. The website
serves as the brand’s most comprehensive communication platform, followed by the
Facebook page and product packaging. Across all three channels, Royal Canin maintains
a consistent brand narrative centered on expert-driven care, nutritional science, and
continuous innovation. In conclusion, ARoyal Canin demonstrates cohesive marketing
communication across its digital and physical touchpoints, encompassing its website, product
packaging, and Facebook page. This uniformity consistently projects the Caregiver brand
archetype, primarily due to the brand's pronounced emphasis on the meticulous

development of highly specialized and comprehensive nutritional formulations for felines.
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Table 8 Analyzing the brand personality archetype of the Royal Canin brand

Royal Canin brand

Brand website
Brand
Element Category Details
Archetype
Royal Canin internal study. Focus on
Text Study and Research | research, knowledge collection,
academic conference of veterinarians.
Proven results show that your cat's
Text Reliability
Sage health improves within a given day.
Text Specialist Founded by veterinarians
Changing to a new formula for your cat,
Image Consultant the right amount of food to feed and
the amount of nutrient analysis
Always put your pet first, catering to
Text Love for Cats
each cat's preferences.
Therapeutic Nutrition
Care about the cat’s
Text Don’t Forget to Take Your Cat to The
health
Vet
Tailor-Made food kibble that meet
Care about the cat’s
Image specific breed needs for different health
Caregiver health
§ conditions
Determination, passion, love, the need
Color Red
to keep attracting attention.
Compassion, sensitivity, friendliness,
Color Pink (Kitten) caring, fun, sweet love, innocence and
good health.
Gold (formular for Honor, wisdom, wealth, knowledge,
Color breed) generosity, better quality.
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Royal Canin brand

Brand website

Brand
Element Category Details
Archetype
NEW WET TECHNOLOGY Using
Text Technology technology to cut wet food pieces,
Sensory formula
Creator Text Pioneer Invented the first ready-to-eat food bag
Text Pioneer Introducing ICU food for animals
Launch of GHA, a DNA scan test for
Text Pioneer
dogs
Brand product package
Sage Text Reliability Proven results by deadline
Care about the cat’s | Breed Nutrition, Health Nutrition,
Text
health Therapeutic Nutrition
Care about the cat’s | Image of the body system that is
Image
health nourished
Tailor-Made food kibble that meet
Care about the cat’s
Image specific breed needs for different health
health
conditions
Caregiver
Dark blue Wisdom, calmness, trust, gentleness,
Color
(Therapeutic diet) related to health.
Compassion, sensitivity, friendliness,
Color Pink (Kitten) caring, fun, sweet love, innocence and
good health.
L Gold (formular for Honor, wisdom, wealth, knowledge,
Color

breed) generosity, better quality.
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Royal Canin brand

Brand Facebook page
Brand
Element Category Details
Archetype
Image Consultant Nutrients that cats should receive
Sage Veterinarians provide knowledge on cat
Image Consultant
care, behavior, and various diseases.
Taste, texture and smell that caters to
Image Love for Cats
their tastes
Care about the cat’s | #Takecarebeforegetsick #pet2vet
Image
health #Goodhealthisthefirststeptogrowth
Tailor-Made food kibble that meet
Care about the cat’s
Image specific breed needs for different health
health
conditions
Caregiver
Determination, passion, love, the need
Color Red
to keep attracting attention.
Compassion, sensitivity, friendliness,
Color Pink (Kitten) caring, fun, sweet love, innocence and
good health.
L Gold (formular for Honor, wisdom, wealth, knowledge,
Color
breed) generosity, better quality.
NEW WET TECHNOLOGY Using
Creator Text Technology technology to cut wet food pieces,
Sensory formula

4.2 Discussion

Based on the analysis of the three brands-Hill’s, Purina ONE, and Royal Canin-it was
found that they share similar brand archetypes: the Sage, reflected in key messaging centered
on research; the Caregiver, communicated through a strong emphasis on feline health; and

the Creator, demonstrated through the use of technology and innovation. However, each
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brand expresses these archetypal personalities in distinct ways. The findings of the study can

be discussed as follows:

4.2.1 Creator archetype

Table 9 Shows marketing communication details for Hill’s, Purina ONE and Royal Canin brands

that reflect the Creator archetype brand personality.

Brand

Archetype

Creator

Premium cat food brands

Purina ONE

Technology

Royal Canin

Test the food that

cats love. Developed

Introducing the use of

compression molding

Meat cut with new

with E.AT's exclusive technology, or “pellet technology

technology food” today

ActivBiome+
technology adds X New Wet Technology
prebiotics to food
Cutting Edge Food

Science X X
Pioneer

started the canned

food business.

Discover innovations that

create disruptive changes

Invented the first

ready-to-eat food bag

Invented a pet health

assessment system

Introducing ICU food

for animals

X

Launch of GHA, a DNA

scan test for dogs
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All three brands show a strong consistent with the literature explaining qualities
and characteristic of Creator archetype Hill’s reflects this by focusing on technological
innovations like the E.AT, ensuring both taste and nutrition, and highlighting its pioneering
spirit in launching canned pet food. This aligns with the Creator’s desire to push boundaries
and create new, impactful products (Xara-Brasil et al., 2018). Purina ONE also embraces
innovation, particularly with its ActivBiome+ technology, which enhances digestive health with
probiotics, showing its commitment to scientific advancement and creative solutions for pet
nutrition, aligning with the Creator’s role in thinking outside the box (Hwang, 2017). Royal Canin
exemplifies the Creator archetype by advancing scientific technologies such as New Wet
Technology and GHA DNA tests, focusing on specialized health needs for pets, which also
aligns with the literature’s description of creating new ways to address societal needs (Faber

& Mayer, 2009; Sahin, 2017)

Our research adding a more depth in the quality and how brand associate
Creator archetype with their branding. While previous literature focusing on connecting the
brand with the artistic novelty (Faber & Mayer, 2009; Sahin, 2017), our research shows
innovative and novelty in a pet food product branding context as scientific innovation. All the
Creator’s identified from three brands emphasis on science innovation and societal change,
but the way they apply these principles varies. Hill’s focuses on taste and nutrition, Purina
ONE emphasizes health, and Royal Canin targets health specialization. This demonstrates how
each brand interprets and embodies the Creator archetype through their distinct technological

and science-related innovations.
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4.2.2 Sage Archetype

Table 10 Shows marketing communication details for Hill’s, Purina ONE and Royal Canin
brands that reflect the Sage archetype brand personality

Brand Premium cat food brands

Archetype

Royal Canin

Sage

Specialist

Developed by experts
including nutritionists

and veterinarians

Developed by experts
including nutritionists

and veterinarians

Veterinarians
provide knowledge
on raising, behavior

and diseases of cats.

Study and Research

A leader in nutrition
research and ongoing

research.

Committed to
developing research and
displaying research

results

Gather knowledge,
organize academic
conferences of

veterinarians

The Pet Nutrition
Center helps us to
study, research and

understand our pets.

Founded the Purina

Research Institute

Royal Canin internal

study

Reliability

Foods clinically proven
to improve health and

manage disease.

Proven results show that
your cat's health

improves within a given

Foods that are
medically proven to

improve your health

day.
#1 brand
recommended by
American veterinarians X X

and MADE IN USA

2136151153WUTIANTIUNNTIANITIND 22

ﬂﬁ 2 QﬁUﬁ 1 (WAFIAU — LWBIYU 2568)




JIBMR

Brand Premium cat food brands
Archetype Purina ONE Royal Canin
Consultant
Providing knowledge Provides nutritional Educating about the
about Calorie content information that cats calorie content of
Sage of food should receive. foods
Providing
Providing information
Table of appropriate information on
on how to Change new
feeding amounts how to Change new
food for cats
food for cats

The marketing communications of Hill’s, Purina ONE, and Royal Canin reflect
the Sage brand archetype through a focus on education, research, expertise, brand credibility,
and consultation. These attributes align with the definition of the Sage archetype, which is
characterized by the pursuit of truth and the use of intelligence and analysis to understand
the world, as outlined by Mark & Pearson (2001) and referenced in Xara-Brasil et al. (2018).
The Sage is a thinker and advisor who uses wisdom to guide others in making informed
decisions (Hwang, 2017). Hill’s emphasizes research and evidence-based nutritional
formulations to provide expert advice to pet owners. Similarly, Purina ONE showcases its
expertise through innovations backed by scientific research. Royal Canin also focuses on
expert-driven solutions, particularly with their health-specific diets, supported by their ongoing
research in pet care. However, the Sage is viewed differently while the brands above stress
academic and scientific knowledge, some studies (Sahin, 2017) see the Sage as spiritually

focused, seeking deeper, non-academic wisdom.
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Table 11 Shows marketing communication details for Hill’s, Purina ONE and Royal Canin

brands that reflect the Caregiver archetype brand personality

Premium cat food brands

Brand

Archetype

Caregiver

Love for cats

Purina ONE Royal Canin

Cats' favorite flavors

Purina ONE helps
complete the lives of

pets and their owners.

More attentive than
anyone else, knowing
every care
Care meticulously with
food for each breed

and age and behavior

Our philosophy is
that pets deserve to

be cared for.

Food that satisfies the
senses of your cat that

loves to eat

Care about cat’s health

Prescription diet

Eat a complete pair
food to boost cat’s

immune system.

Food formulas for treating
and treating diseases,

health nutrition

Food for good health

and longevity

#HealthyeveryONE
#Goodhealthin3weeks

#Takecarebeforegetsick
#pet2vet
#Goodhealthisthefiststep

Therapeutic nutrition

Visible Health for Life

Don’t Forget to Take Your
Cat to The Vet

H

elp stray animals and society

Establishing a Shelter

for Stray Cats. Purchase

X
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Brand Premium cat food brands

Archetype Hill’s Purina ONE Royal Canin

a Hill’s product to
provide food for

100,000 stray pets

every day.

The marketing strategies of Hill’s, Purina ONE, and Royal Canin all reflect the
Caregiver archetype through their emphasis on caring, compassion, and generosity (Faber &
Mayer, 2009 as cited in Sahin, 2017). Hil{’s highlights its commitment to social causes, such as
supporting stray animals, and uses blue packaging to symbolize trust and reliability, which
aligns with previous studies by Broek (2014) and the theories of Mark & Pearson (2001) on the
Caregiver archetype (Xara-Brasil et al., 2018). Purina ONE focuses on health and immunity with
light turquoise packaging representing gentleness and wisdom, consistent with the symbolic
use of blue and turquoise in Caregiver archetypes (Broek, 2014). Royal Canin emphasizes
expert care with a combination of pink for kitten formulas (empathy and affection) and red
(passion and love), while also using gold (wisdom and quality) for breed-specific products.
This use of red and gold contrasts with the softer hues typically associated with the Caregiver
archetype, as noted in previous research (Broek, 2014), and deviates from the soft, nurturing

image suggested by Hwang (2017); Faber and Mayer (2009).

Our research adds depth to how brands associate the Caregiver archetype with
their messaging. While previous studies focused on parental love and protection (Faber &
Mayer, 2009), we found a broader application. For instance, Hill’s emphasizes not just care for
individual pets but also social causes like supporting stray animals, aligning with Asiyah et al.
(2022) which hints that the campus not only thinks about internal problems but actively

participates in social affairs.

This study contributes to theoretical knowledge by exploring a previously
under-researched area: the application of Jung’s brand archetypes to the premium pet food
industry in Thailand. It extends the scope of existing theory in two key ways. First, it adapts
the archetype framework to a new product category—pet food—which has received limited

academic attention in branding literature. Second, it broadens the conceptual understanding
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of the Creator archetype beyond its traditional association with art and aesthetics, emphasizing
its relevance to technological innovation and product development within the context of

brand communication.
4.3 Comparison of Brand Visions, Statements, Brand Values and Research Findings

For Hill’s brand, the findings from brand’s website, product packages, and Facebook
page, aligns and consistent with the brand’s mission, vision, philosophy, and brand history.
The caregiver is clearly communicated in the brand’s mission statement which highlights the
special relationships between owner and their pets. (Hill’s, 2025) While brand history highlights
the Sage archetype through the expertise of the founder, and heritage of the brand. While
Creator is being communicated in brand’s vision and philosophy statement as ‘the recognized

global leader in nutritional health care for pets.’

For Purina ONE's brand, the findings from brand’s website, product packages, and
social media brand fan page, aligns with the brand’s statement and brand history in terms of
Sage and Caregiver archetype. Purina ONE’s vision of enhancing the lives of pets (Purina ONE,
2025) and their owners reflects the Caregiver archetype as its primary identity, emphasizing
care for cat health and affection. The Sage archetype also appears as a secondary personality
through its research, education, and provision of appropriate nutrition information. However,

there is less information from brand messages associated with the Creator archetype.

For Royal Canin’s brand, the findings from brand’s website, product packages, and
Facebook page, aligns with the brand’s values and brand history in terms of Caregiver and
Sage archetype. Caregiver are being highlighted through the words, passion, obsession as seen
from their statement “Everything we do is driven by our passion for the health and wellbeing
of every cat and dog.” (Royal Canin, 2025). For Sage archetype, quality, precision, and
knowledge driven are being used to associate this archetype with brand messages.
For example, “Our deep knowledge and experience has given us a precise understanding of

the needs of pets.” (Royal Canin, 2025).

21387151153WUIANTIUNITIANITING 26

ﬂﬁ 2 QﬁU‘ﬁ 1 (WAFIAU — LWBIYU 2568)



JIBMR

5. CONCLUSIONS AND RECOMMENDATIONS

Our findings reveals that most premium cat food brands predominantly utilize three
core brand archetypes—Caregiver, Sage, and Creator—to communicate excellence and
establish a premium market positioning. New entrants to this segment can adopt these
archetypes as a foundation, while incorporating secondary archetypes to enhance
differentiation and brand recognition. This approach helps maintain a premium image while

fostering a distinct brand identity.

Brands Hill’s, Purina ONE, and Royal Canin can use these findings to align their marketing
communications more effectively. For Hill’s, enhancing Facebook communication by drawing
from the website’s brand story would improve consistency with its overarching vision. Purina
ONE should emphasize the Sage archetype more strongly across platforms to align with its
website and product packaging. Meanwhile, Royal Canin is advised to maintain its current

coherent messaging strategy.

This study's limitation lies in its focus on analyzing brand personalities using only
marketing materials from premium cat food brands, which is restricted to the brand's
perspective and reflect solely the brand’s own communication and do not explain the reasons
behind inconsistencies in brand messaging across different channels. Future research should
incorporate consumer perspectives, such as user-generated content, as an additional data
source to better understand consumer perceptions and refine brand communication

strategies.
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ABSTRACT

This study aims to analyze brand personality of Joke Nai Tho Restaurant using Jung’s
Brand Archetype framework. We adopt a qualitative content analysis combined with semiotic
analysis to examine three sources, utilizing both primary and secondary data collection
techniques. Primary data was gathered through in-depth interviews conducted with 14
customers who had visited the restaurant at least once in the past three months and were
over 18 years old, as well as the owner of the Joke Nai Tho Restaurant. Using semi-structured
interviews and projective techniques. Secondary data was collected from visual and textual
content via Facebook page. The findings identified three key brand archetypes that the most
frequently observed identified brand archetypes: the Regular Guy, the Caregiver and the
Creator. However, while the Regular Guy and the Caregiver archetypes demonstrated
consistent information across all three data sources, the Creator archetype presented a
divergence between the brand’s owners’ perspective and strong customer perception. This
study concludes by discussing the theoretical and practical implications and offers

recommendations for future research.

Keywords: Brand Personality, Brand Archetype, Semiotic Analysis

32 215613015 3PUTANTTUNITIANITIIND

ﬂﬁ 2 ﬂﬁU‘ﬁl 1 (UAFIAU-LUYIYU 2568)



JIBMR

¢ a\

A15AATIZHUARNATNWLUSUAS UM IRNUNYLA

9q

Tnelduulrfatusunasainy

alyn Tndadu TuilasuunauAsaLsn: 8 Wwnsy 2568
AzUTINIYINT W inendudediu Suiiwnluunaan: 25 wwen 2568
Blua: nutcha.thoghotmail.com FulInOUSUUNAIIY: 25 W¥1eU 2568

NaUATN JUNTANI
ANEUIMSGIAY unTInendeiTedluy

dua: koblarp.c@cmu.ac.th (yUs¥aIUMUNEN)

UNANED

¥
IS

nsfnuldinguszasaiiodiasenyadnniniusunsitemistanuelalaglyndnuuidn

9

PR

LUTUA13A1NY (Brand Archetype) 1Jun15Anw1L8eAanIn (Qualitative Research) Faagvi
muﬁmwsamyagawgammma'wyagaﬂgmqﬁ (Primary Data) 910n15d 1A 1wl 94 N
(In-depth Interview) Tnglyuuudauatunuuiailaseasns (Semi-Structured interview guideline)
saffunsvh Projective Techniques a1ngnatwasstuamslanuielafiulyuinissiuemisian
wielnosnanes 1 ase luwae 3 Wouiinuan uagilonguinnan 18 3 FulU Vaova 14 918 wazann
sjﬂizﬂaumisuaastuﬁ;ﬂummﬂ%ﬂuwim LLazz‘i’m%ULma'aﬁzTayjanaagﬁ (Secondary Data)
‘ﬂ%ﬁ?ﬂ’]iLﬁU%@MﬂamﬂzﬂﬂWW LLﬁ%‘{ll’eJﬂ’J’mﬁLL‘Uiuéﬁ;NLLﬁ%ﬁ@ﬁﬁlU%ﬁiU%Iﬂﬂﬂhﬂ Facebook page
Fuduremnanisdeasndnvemauusus LLazﬁwmﬁmeﬁsﬁjayjaiﬂﬂ%mﬁmewi%qL‘ijuam
(Content Analysis) 590 UN1SHATIZRdeAEAT (Semiotic Analysis) 91NNITANYINUITLUTUA
sruemsle nurela duusunedsalny (Brand Archetype) Tilaawau 3 wusumesaind
(Brand Archetype) laun wusuaesalnd ausialy (Resular Guy), LLusuﬁm'{ﬁiwﬂgmﬂa
(Caregiver) LLazLLmuﬁaw%ﬁle@Tﬁ;ﬂa (Creator) uenanil nan1sAnwduansluiiud iy
d0AAABITUVBIN T 3 Lma'wyaziasuamusuﬁ 915U AualU (Regular Guy) LLaw;‘vmsLsJ
(Caregiver) LLééf’m%’uLLusuém%ﬁlwﬁ;‘Iﬂ;’]ﬂ (Creator) LLamﬂﬁLﬁuﬁqmmLmeﬁﬁwiwgmawm

v vy

HUsENaUNITHaEN1STUINTRRULALlAnMUYInauL Inuayanan

ANEARY: UARNAIMKUTUA LUTUARITAMY NMTIATIEndnyrans

21361311538 UIANTINNTTIANITIING 33

‘ljﬁ 2 QﬁU‘ﬁl 1 (UAFIAN-LUBIYU 2568)



Journal of Innovative Business Management Research

1. INTRODUCTION

Chiang Mai Province, a significant destination for both domestic and international
tourism, presents a highly competitive restaurant market. Consumers face a wide array
of dining choices, from upscale establishments and franchises to street food vendors and
delivery services (Chomrat, 2008; Siam Commercial Bank, 2019). In this context, the
development of a strong and distinctive brand identity becomes crucial for differentiation and
attracting target consumers, thereby enhancing brand recognition, recall, and competitive
advantage (Aaker, 2009). Drawing on consumer research, effective brand building can be
achieved through the application of brand archetypes. This approach, related to the broader
concept of brand personality, operates at a deeper, symbolic level. It facilitates the
identification of a brand's core essence, enabling focused communication strategies that
imbue products and services with meaning for consumers. A well-defined and compelling
brand identity allows businesses to articulate their unique value proposition in ways that
resonate with target consumer identities, fostering emotional connections, trust, and
ultimately, brand loyalty (Xara-Brasil et al., 2018; Tsai, 2006; Vestsoonthontap & Wanarat,
2020).

Joke Nai Tho Restaurant, situated in the Muang district of Chiang Mai Province, operates
from the owner's residential premises. Before the COVID-19 pandemic, the restaurant primarily
served both domestic and international tourists. However, nationwide lockdown measures led
to a substantial decline in sales. While pandemic-related restrictions have eased and tourism
has resumed, the restaurant now aims to prioritize local Chiang Mai residents for long-term
sustainability. Furthermore, the market has seen an increase in restaurants with similar
offerings, and Joke Nai Tho Restaurant currently lacks a distinct brand identity, which hinders
effective communication with its target consumer base. This absence of a clear understanding
of consumer perceptions regarding the restaurant's persona, and the ambiguity surrounding
the appropriate brand personality and emotional tone, has impeded brand recall and

differentiation (Eakkapong Tho-sanguan, personal communication, January 16, 2024).
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This study examines the brand personality of Joke Nai Tho Restaurant using Jung’s Brand
archetype theoretical framework (Jung, 1959). This theoretical framework is effective in
understanding brand personality and building consumer relationships (Asiyah et al.,, 2022;
Chandrasapth et al., 2022; Dominici et al., 2016; Tsai, 2006). The study adopts a qualitative
research approach, collecting both primary and secondary data from three sources: customers,
brand’s owner and Facebook page. The aim is to analyze how its brand construct its brand
personality through brand archetypes, We employ content analysis (Morales, 1995) to examine
textual data and semiotic analysis (Freire, 2014; Chandrasapth et al., 2022; Phillips & McQuiarrie,
2004) to analyze visual elements such as images and colors. Thus, our main research question
is: How does Joke Nai Tho Restaurant construct its brand personality using Jung’s Brand

Archetypes?

In the next section, we provide the theoretical background of our research. We then
discuss our methodological choice of qualitative content analysis combined with semiotic
analysis, which allows us to explore brand archetypes while capturing and analyzing diverse
forms of data from three different sources. Next, we present and discuss key brand archetypes
identified from three different sources. Finally, our study concludes by outlining theoretical

and practical implications and offering recommendations for future research.

2. LITERATURE REVIEW

2.1 Jung’s archetypal characters and Brand personality

The concept of brand personality, defined as “the set of human characteristics
associated with a brand” (Aaker, 2009) has been foundational in understanding how
consumers relate to brands as social entities. When consumers engage with brands, they do
so not merely in terms of utility but through symbolic alisnment, projecting and reinforcing
aspects of their own identities (Mishra, 2011). This symbolic interaction is often deepened
through consistent and distinctive personality traits attributed to the brand, which can evoke

loyalty and foster emotional attachment.
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The notion of brand archetypes, conceptualized as symbolic personifications of
brands, has emerged as a pivotal extension of brand personality theory. Rooted in Carl Jung’s
analytical psychology, archetypes are understood as manifestations of the collective
unconscious-universal, inherited patterns of thought shaped by cultural mythologies and
historical experiences (Bretous, 2021; Xara-Brasil et al,, 2018). Jung’s analysis of narrative
structures across cultures revealed that individuals internalize these archetypal figures-such
as the Hero, Sage, or Caregiver—as templates through which they perceive both themselves
and others. This psychological mechanism provides a compelling basis for understanding how

consumers relate to brands that embody these archetypal identities.

Brand archetypes are increasingly recognized as strategic tools for constructing
emotionally resonant brand identities (Chandrasapth et al., 2022). By drawing on symbolic
associations embedded in archetypal narratives, brands can communicate their values and
intentions more intuitively, cultivating a sense of familiarity and trust. As Xara-Brasil et al.
(2018) note, each archetype conveys distinct motivational themes and behavioral traits that,
when consistently expressed across touchpoints, reinforce the brand’s coherence and
recognizability. This symbolic consistency not only strengthens emotional ties with consumers
but also facilitates clearer market positioning. Temporal (2022) further argues that aligning a
brand’s communications with its core archetype enhances strategic clarity by providing a

consistent framework for tone, storytelling, and visual representation.

The archetypal framework typically encompasses twelve core figures-namely the
Caregiver, Regular Guy, Innocent, Explorer, Sage, Hero, Outlaw, Magician, Lover, Creator, Jester,
and Ruler-each representing distinct psychological and symbolic domains (Mark & Pearson,
2001; Faber & Mayer, 2009). These figures operate on both textual and visual levels, with
archetypal expression often extending to design elements such as color schemes, symbols,
and typographic choices (Chandrasapth et al., 2022; Kucuk, 2015; Mick, 1986; Oswald, 2012).
When deployed cohesively, these multimodal cues contribute to the construction of a brand

persona that is both differentiated and emotionally intelligible to the consumer.
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This study applies Jung's archetype framework to investigate Joke Nai Tho

Restaurant's brand identity and unique characteristics. The findings will serve as guidelines for

refining and developing the brand's marketing communications, enabling the cultivation of a

distinct persona or image that resonates with its target consumer segment, ultimately

enhancing brand recognition.

Table 1 Brand Archetypes adapted from Mark and Pearson (2001); Faber and Mayer (2009 as
cited in Xara-Brasil et al., 2018); Hwang (2017); Johnson (2007); Frank and Gilovich (1988);
Sabanovich (2008 as cited in Broek, 2014)

Example of
Archetype Description Characteristic Color
brands
Caregiver | They want to Friendly, Caring, Nivea, Pink; Femininity,
protect others Protective, Compassion | L’Oreal, softness,
from harm, and generosity, Johnson’s innocent, calming,
to help, Devoted, Sacrificing and | Baby love, sympathetic
to take care Maternal/Parental. Shampoo,
Benevolent, Lifebuoy,
Helping and trusting AT&T
Regular | They have the Democracy, Regular, GAP, Visa Blue; Authority,
guy basic desire of Empathy, working class dignity, security,
connection or common person, trust, loyalty,
with others; want | Neighbor, Realistic, conservative,
to belong, Having the basic desire wisdom
to fitin of connection with
others, want to belong,
to fit in, Everyday use,
Candid, Wholesome
Creator They want to Creativity, Innovation, LEGO, Canon
create something | Vision, Artistic,
valuable and Self-driven, Dreamer,
lasting, participate Non-social, Focused on
quality
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Example of
Archetype Description Characteristic Color
brands
in forming
a vision

2.2 Semiotics

Semiotics is the study of meaning-making, exploring how individuals interpret signs.
A sign can be any word, text, image, or object. The study of meaning in signs draws heavily
from the work of Swiss linguist Ferdinand de Saussure (1857-1913). Saussure defined a sign as
being composed of two parts: the signifier, which is the form that conveys meaning, and the

signified, which is the concept or meaning itself (Curtin, 2009).

The application of semiotics in marketing emphasizes its effectiveness in enabling
brands to communicate their intended messages more effectively to target consumers and its
influence on subconscious consumer decision-making (Vos, 2021). In a marketing context,
semiotic analysis facilitates the collection and analysis of data from various sources, including
logos, advertisements, images, print media, digital media, films, literature, words, sounds,
fashion, and other media created and communicated by brands to consumers. All of these
elements are subject to interpretation, contributing to brand differentiation from competitors
and influencing brand personality and identity (Vos, 2021; Beasley & Danesi, 2002; Dunstone,
2019; Keller, 2008).

We have applied the concept of semiotic analysis in this study because identifying
brand identity involves more than just textual analysis. We also need to analyze visual
elements, such as images or the brand's logo, to uncover the distinct identity and personality

of Joke Nai Tho Restaurant.

3. METHODOLOGY

3.1 Research Questions

How does Joke Nai Tho Restaurant construct its brand personality using Jung’s Brand

Archetypes?
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3.2 Data

In this study, data was collected from three sources, utilizing both primary and
secondary data. Primary Data was collected through in-depth interviews with 14 customers
who had visited the restaurant at least once in the past three months and were over 18 years
old, and with the brand's owner. The interviews were conducted using a semi-structured
interview guideline, employing open-ended questions informed by Jung's Brand Archetypes
theory (Jung, 1959) and Semiotics (Dunstone, 2019). Furthermore, Projective Techniques
(Youness et al., 2023) were employed, wherein customers selected keywords representing
Brand Archetype traits/characteristics that alisned with Joke Nai Tho Restaurant's personality
or attributes, providing additional explanations. This method was adapted from the works of
Youness et al. (2023) and Varela et al. (2022). Secondary Data was collected from Facebook
page in both of textual and visual content, over a one-year period from January 2024 to

December 2024.
3.3 Triangulation of Data

In this qualitative study, triangulation was used to enhance the reliability and
accuracy of the research results (Flick, 2018). To verify the data for this study, triangulation
was applied following the approaches of Farquhar et al. (2020) and Flick (2018). Firstly, data
was collected from three different sources; customers, brand’s owner and Facebook page.
Secondly, two qualitative methods were adopted in the analysis: content analysis and

semiotic analysis, to ensure a comprehensive understanding of the three different sources.
3.4 Data Analysis

The data was interpreted and analyzed by the researcher using content analysis,
where marketing materials were coded based on the theory of archetypes and previous
literature on brand archetypes for textual data. (Hsieh & Shannon, 2005 as cited in Intaprom,
2019). For visual data, semiotic analysis (Kucuk, 2015; Oswald, 2012) was applied to analyze

the colors and images present in the marketing materials.
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4. RESULTS AND DISCUSSION
4.1 Analysis & Results

Based on our content and semiotic analysis, we present our research findings on how

Joke Nai Tho Restaurant construct its brand personality using Jung’s brand archetypes.

Table 2 Show the frequency of in-depth interviews and projective techniques that reflects

the brand personality archetype of Joke Nai Tho restaurant.

Semiotics Element
Brand Brand

Brand Physical Online Total
Archetypes Logo Mascot | Personality

Name Appearance | Communication
Regular guy 8 2 11 6 0 18 45
Caregiver 1 9 13 0 3 13 38
Creator 0 0 26 1 2 0 29

From our research question which is How does Joke Nai Tho Restaurant construct its
brand personality using Jung’s Brand Archetypes? Our findings based on Table 2 reveal that
Joke Nai Tho restaurant identified three key brand archetypes that the most frequently
observed identified brand archetypes: 1) the Regular Guy, 2) the Caregiver and 3) the Creator.
These archetypes help convey a sense of user-friendly, caring, and creative. Moreover, based
on Table 3 we present the characteristics of three key brand archetypes of the Joke Nai Tho
Restaurant as identified across three different data sources: customers, brand’s owner, and

Facebook page.
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Table 3 Comparative summary of Joke Nai Tho Restaurant's key brand archetype attributes

from three different data sources.

Semiotic

Element

Customers

Brand’s owner

Facebook page

The Regular guy

Brand Name

Simple, Approachable,

Uncomplicated,

Communicates

Uncomplicated Straightforward directly
Approachable, Communicates
Logo Uncomplicated
Friendly directly
Communicates directly,
Online
Simple, Uncomplicated, X X
Communication
Polite
Comfortable and open
Physical
atmosphere that feels X X
Appearance
relaxing
Approachable, all genders
Brand
and ages welcome daily, Sincere X
Personality
Interpersonal skills.
The Caregiver
Yellow, providing
Logo Kind-looking and friendly X
warmth
Yellow, providing warmth,
Evokes the warmth of a
Physical
home-cooked meal by a Evokes warmth X
Appearance
relative, feels like dining at
a friend's place, reliable
Offers smiles
Brand Evokes warmth,
Well-cared for, Kind and caring
Personality Cared for like family
words
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Semiotic

Customers Brand’s owner Facebook page

Element

Evokes warmth,
Evokes warmth,
Mascot Providing warmth Cared for like
Cared for like family
family

The Creator

Characterized by

uniqueness and originality,
Physical
reflecting a creative vision X X
Appearance
in its distinctive and singular

decor

4.1.1 Regular guy Archetype

The Regular Guy brand archetype attributes consistently represent the identity of

Joke Nai Tho Restaurant across all three data sources (as seen in Table 3).

Customers described Joke Nai Tho Restaurant's Regular Guy archetype attributes
through various brand elements. The brand name was perceived as down-to-earth, easily
accessible, and uncomplicated. For example, customers stated, “...| feel like the restaurant
name "Joke Nai Tho" is easy to say, easy to remember, and it has a nice, down-to-earth feel...”.
The logo was noted for its simplicity. The brand's online communication was characterized as
clear, straightforward, easy to understand, and polite. For example, customers noted, “...The
logo and communication on the Facebook page seem approachable, easy to understand, and
not complicated...”. The restaurant’s physical appearance was described as having a spacious
and airy atmosphere that evokes a feeling of relaxation. Finally, the brand personality was
portrayed as a restaurant suitable for people of all genders and ages, accessible daily, and an
ordinary place welcoming to everyone with polite and friendly service, where the owner often
engages in conversation and greets customers. For example, customers expressed, “...Inside
the restaurant, it feels airy, spacious, comfortable, and chill..” and “...It's a restaurant that's

suitable for everyone, all genders, and all ages...”.
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The brand’s owner described the Regular Guy archetype attributes of the brand
through several elements. The brand name was characterized as uncomplicated and
straightforward. The logo was seen as easily accessible, friendly, and welcoming to all. The
brand personality was described as serious and sincere. For example, the owner stated, “...|
want to create a name, logo, or atmosphere inside the restaurant that feels friendly,

approachable, and welcoming to everyone...”.

Facebook page communication also aligned with the Regular Guy archetype, with

the brand name and logo perceived as communicating in a straightforward manner.
4.1.2 Caregiver Archetype

The Caregiver brand archetype attributes consistently represent the identity of

Joke Nai Tho Restaurant across all three data sources (as seen in Table 3).

Customers described the Caregiver brand archetype attributes through several
elements. The logo was perceived as cheerful, smiling, kind-looking, and friendly. For example,
customers stated, “...They seem like a lovely and kind person because they're smiling in the
picture and have their arms open in a friendly gesture, which makes them look playful...”. The
restaurant’s physical appearance was noted for its use of the color yellow, creating a warm
ambiance, and the atmosphere was likened to dining at a friend's home. Trustworthiness was
also highlighted due to the open kitchen concept, which instilled confidence in the cleanliness
of food preparation, as well as the feeling of safety and goodwill experienced while dining at
the restaurant. For example, customers expressed, “...The yellow color makes it feel friendly,
like you can be friends with them. The atmosphere is also like eating at your own home or a
friend's house...”. The brand personality was characterized as warm, with welcoming greetings
and attentive care, giving customers the feeling of being looked after by a loving family
member who has prepared a meal for them. The mascot was also described as conveying
warmth. For example, customers noted, “...I feel cared for and attended to by the owner and

staff. The atmosphere is like a warm family...”.
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The brand’s owner described the Caregiver brand archetype attributes of the
brand through several elements. The physical appearance was noted for creating a feeling of
warmth. The brand personality was characterized by offering smiles and caring words. The
mascot was described as providing care akin to a family elder. For example, the owner stated,
“...'want to give all customers a warm, familial feeling, like an adult caring for their children

»

or grandchildren....”.

Facebook page communication also aligned with the Caregiver archetype. The
logo's use of yellow was interpreted as evoking warmth, and the brand personality and mascot

were characterized as providing care, similar to a family member.

4.1.3 Creator Archetype

A comparison of the Creator brand archetype attributes, which consistently
represent the identity of Joke Nai Tho Restaurant across all three data sources (as seen in
Table 3). Customers perceived uniqueness and authenticity stemming from creativity, as
reflected in the restaurant's distinctive and original decor. This creativity was further evidenced
by the innovative repurposing of discarded or old items into functional elements within the
restaurant, resulting in a memorable and easily recognizable aesthetic. For example,
customers stated, “...Using old and second-hand items in the decor makes the restaurant very
creative, unique, and unlike any other...”. However, these attributes were not identified in the

brand’s owner’s interview or through semiotic analysis of the Facebook page.
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First-order codes

Customers

®  All genders and ages welcome daily

o Sincere, Communicates directly, Approachable,

Uncomplicated
o Interpersonal skills, Polite

®  Comfortable and open atmosphere that feels

relaxine

Brand’s owner
° Brand Personality; Sincere

®  Brand Name: Uncomplicated

® | ogo: Approachable

Second-order Themes

Facebook page

o Brand Name, Logo: Communicates directly

Customers

®  Yellow: Happiness, warmth

®  Feels like being with friends, a friendly vibe
®  Kind owner's personality

®  Feels secure and reliable

®  Warm, like being looked after by a senior family

member

Brand’s owner
®  Brand Personality: Dedicated
®  Physical Appearance: Evokes warmth

®  Mascot: Cared for by a family elder

A\ 4

Regular guy

®  An ordinary person

®  Wants to connect with
people

®  Usable in daily life

®  Polite and straightforward

Aggregated

dimension

Facebook page
® | ogo: Happiness, warmth

®  Mascot: Cared for by a family elder

o Brand Personality: Provides family-like warmth

Customers

®  Unigqueness

® (reative

Caregiver

® |oveand Care

®  Wants to protect others
®  Helpful and sharing

®  Empathetic

®  Maternal/Parental

®  Stable and loyal to

customers

®  Friendly and trustworthy

Joke Nai Tho
restaurant’s brand

archetype

An ordinary person
who offers family-like

warmth.

Creator

®  (reativity

Figure 1 Analyzing Brand Personality of Joke Nai Tho Restaurant

Using Jung’s Brand Archetype Approach Diagram
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4.2 Discussion
4.2.1 Regular guy Archetype

The Regular Guy brand archetype attributes reflecting the identity of Joke Nai Tho
Restaurant across all three data sources align with Mark and Pearson’s (2001)
conceptualization and the findings of Asiyah et al. (2022) and Hwang (2017), which describe
this archetype as an ordinary individual with a desire for connection and relationship with
others. It represents a brand that aims to be a good partner to its customers, exhibiting
empathy, care, and kindness towards others, being accessible to everyone and usable in daily
life. Furthermore, Xara-Brasil et al. (2018) captured the Regular Guy brand archetype with the
keyword "ordinary," and Faber and Mayer (2009) view this archetype as polite and
straightforward. However, the Regular Guy brand archetype characteristics observed in Joke
Nai Tho Restaurant do not align with the findings of Sahin (2017), whose study, based on
Western respondents' perceptions, concluded that the Regular Guy brand archetype can
possess negative attributes symbolizing a loss of self, identity, or an excessive ordinariness
leading to a lack of distinction. In contrast, this study reveals that the Regular Guy brand
archetype of Joke Nai Tho Restaurant reflects positive characteristics associated with this

archetype.
4.2.2 Caregiver Archetype

The Caregiver brand archetype attributes reflecting the identity of Joke Nai Tho
Restaurant across all three data sources align with Mark and Pearson’s (2001) description of
this archetype as one who often does things for others, desires to care for and worry about
others, is attentive, helpful, sharing, empathetic, and possesses maternal/parental qualities.
Furthermore, Faber & Mayer (2009) add that the Caregiver brand archetype is also generous,
friendly, and trustworthy. This is consistent with Xara-Brasil et al. (2018) reflection of the
Caregiver brand archetype through the keywords "friend" and "care," and Asiyah et al. (2022)
view that this archetype is characterized by a liking for helping, a willingness to care for and

be attentive, and a sense of concern.
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Additionally, Sahin (2017) findings further describe these attributes as reflecting
the image of motherhood and family, dedication, empathy, and the provision of unconditional
love and support. Moreover, customers consistently identified the Caregiver brand archetype
through the color yellow, explaining that it conveys friendliness and also evokes a warm
feeling of being cared for by family. This aligns with Broek’s (2014) study on the relationship
between color characteristics and brand archetypes, which suggests that lighter and brighter
shades are suitable for the Caregiver brand archetype due to their perceived empathy,
gentleness, generosity, and attentiveness. However, this contradicts the views of Johnson
(2007), Frank and Gilovich (1988), and Sabanovich (2008), who suggest that the Caregiver brand

archetype is more appropriately represented by the color pink.
4.2.3 Creator Archetype

For the Creator brand archetype, consistency across all three data sources was
not observed. The brand's owner and the Facebook page did not explicitly mention a desire
for the restaurant to possess a unique personality driven by creativity. However, the creative
attribute of Joke Nai Tho Restaurant was a prominent characteristic perceived by customers,
aligning with the Creator brand archetype concept as described by Mark and Pearson’s (2001);
Faber and Mayer (2009). These scholars characterize the Creator archetype as imaginative,
creative, artistic in expression, fond of generating new ideas, and believing that anything one
can imagine can be brought into reality. This is further supported by Hwang (2017) study, which
states that the Creator Brand Archetype involves branding through creativity and expressing
one's ultimate individuality. Additionally, Xara-Brasil et al. (2018) reflected the Creator brand
archetype with the keyword "creativity", and Asiyah et al. (2022) suggest that the Creator brand
archetype is often associated with inventors who enjoy making things with tangible results.
Sahin (2017) findings also add that the Creator brand archetype is characterized by intelligent

individuals capable of conceiving novel ideas distinct from others.

For the theoretical contribution of this study highlights that the application of
brand archetypes offers a more multifaceted approach to identifying and articulating the
identity and characteristics of Joke Nai Tho restaurant as a human-like brand compared to

Aaker's (2009) brand personality framework, which categorizes brand personality into only five
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dimensions. This more human-like portrayal of Joke Nai Tho restaurant, as a brand that delivers
care, attentiveness, and warmth to everyone, coupled with its creative approach to
establishing its unique identity, enables the brand to possess a distinct character and
communicate more effectively with the needs of its target customer segment, ultimately

fostering brand recognition and loyalty.

Furthermore, the practical contribution of this study demonstrates that the
development of a restaurant brand's identity can leverage the insights from this research to
communicate its distinctive brand archetype. This can be achieved and conveyed through
various visual elements such as the name, logo, visible physical attributes, online
communication, and mascots - all of which are directly perceived and experienced by
customers. This approach facilitates the creation of a prominent and easily recognizable brand

identity for the restaurant among its target customer base.

5. CONCLUSIONS AND RECOMMENDATIONS

The study's findings identified three prominent brand archetypes embodying the identity
of Joke Nai Tho Restaurant: the Regular Guy, the Caregiver, and the Creator. Notably, the
Creator archetype presented a divergence between the brand’s owners’ perspective and
strong customer perception. This suggests that Joke Nai Tho Restaurant should consider
enhancing its brand communication to further emphasize this creative personality, thereby
strengthening its distinctiveness in the minds of consumers. Furthermore, local breakfast
establishments can potentially leverage these three brand archetypes in their own brand

identity development.
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ABSTRACT

Breakfast consumption among young adults in Thailand has shown a declining trend,
particularly in the southern region, where a significant number of individuals aged 15 to 24
regularly skip breakfast (National Statistical Office of Thailand, 2018). This study explores the
factors affecting breakfast consumption behaviour among Bachelor of Business Administration
(BBA.) students at Rajamangala University of Technology Srivijaya, Nakhon Si Thammarat
Campus-one of Thailand’s secondary tourism policy provinces since 2019. With its agricultural
richness and unique local culture, the region presents both opportunities and challenges to
students’ dietary habits. Employing descriptive research design, data collected in 2020 using
structured questionnaires from students and thematic analysis. The results indicate that
personal behaviour, especially sleep and wake patterns, significantly affects breakfast
consumption. Despite awareness of the nutritional benefits of breakfast, students often
prioritise convenience due to lifestyle and time management challenges, frequently opting for
ready-to-eat or fast food, or skipping the meal altogether. Conversely, those who manage their
time well are more likely to consume traditional, nutrient-rich local foods. Additionally,
environmental factors, particularly weather conditions and food accessibility, were also found

to influence breakfast consumption behaviour. In contrast, economic issues and the amount
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of work assigned had only a minimal impact on breakfast consumption behaviour, which differs

from other regions.

This research provides new insights into the understanding of breakfast consumption
within the socio-cultural and geographical context of a secondary tourism area. It emphasises
the need for integrated interventions at the university level, such as time-management
education, healthy food accessibility programs, and health-promotion campaigns aligned with
Sustainable Development Goal 3: Good Health and Well-being. While the study was
conducted before the COVID-19 pandemic, which may have altered behavioural patterns,
future research should investigate the long-term impact of the pandemic on students’ dietary
habits. Further investigations may also explore gender-specific behaviour, longitudinal health

outcomes, and the role of institutional support systems.

Keywords: Breakfast Consumption, Personal Behaviour, Sustainable Development Goals,

University Students, Secondary Tourism Province, Thailand, BBA. Students
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1. INTRODUCTION

Breakfast is widely recognised as the most important meal of the day, providing essential
energy to initiate daily activities and contributing to cognitive development, emotional
regulation, and overall well-being (National Statistical Office of Thailand, 2018). Moreover,
regular breakfast consumption may positively influence certain aspects of sleep health in
healthy young adults (Gwin & Leidy, 2018). According to global public health frameworks, such
as the United Nations’ Sustainable Development Goals (SDGs), ensuring good health and
well-being (Goal 3) is a critical target. Data from the National Statistical Office of Thailand (NSO)
reveal those individuals aged 15-24 years consistently consume the fewest regular meals per
day, with breakfast being the most frequently skipped meal. In 2017, breakfast skipping rates
were particularly high in the southern region (5.9%), with Bangkok reporting the highest rate at
8.3% (NSO, 2017; Thai Statistical Forecasting Division, 2018). This demographic group largely
comprises bachelor’s degree students, as highlishted by the National Economic and Social

Development Board (NESDB, 2018).

This study focuses on understanding the factors affecting breakfast consumption
behaviour among Bachelor of Business Administration (BBA.) students at Rajamangala
University of Technology Srivijaya (RMUT) in Nakhon Si Thammarat province. This province,
identified by the Ministry of Tourism and Sports (MOTS) as a secondary tourism area which
presents a rich cultural and agricultural environment, yet students’ eating habits remain
inconsistent with the local availability of nutritious food. This effort aligns with the United
Nations Sustainable Development Goal 3, which advocates good health and well-being.
By identifying individual, environmental, and cultural influences, the study contributes new

insights into health-related behaviours among university students in non-metropolitan regions.

The study employs a structured questionnaire divided into three parts:
(1) sociodemographic characteristics, (2) breakfast consumption behaviour and attitudes, and
(3) recommendations and additional insights. Ultimately, the findings aim to raise awareness
among business students about the nutritional benefits and economic opportunities of the
local food landscape in secondary cities. Furthermore, the insights can support the
advancement of national health campaigns, beginning in the South and expanding nationwide.

This aligns with broader efforts to integrate business education, public health objectives,
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and tourism-based economic development, ensuring that students not only understand but

embody the principles of sustainable well-being and strategic management.

2. LITERATURE REVIEW

This section is divided into six main areas which are Theoretical Foundations, Breakfast
Behaviour in the Thai Context, Nakhon Si Thammarat: Regional and Tourism Context in 2019,
Related Research, Seminal and Recent Studies on Breakfast Consumption, and Academic

Contribution.
2.1 Theoretical Foundations
Theory of Planned Behaviour (TPB) — Ajzen (1991)

The Theory of Planned Behaviour is one of the most widely adopted
frameworks for understanding health-related behaviours, including eating habits. TPB posits
that behavioural intention is influenced by three constructs: attitude toward behaviour
(e.g., belief that breakfast improves performance), subjective norms (e.g., perceived social
expectations), and perceived behavioural control (e.g., access to food, time constraints).
Numerous studies have validated TPB in the context of breakfast consumption. For example,
Conner et al. (2002); Sun et al. (2013) found that students’ intentions to consume breakfast

were significantly influenced by their attitudes and perceived ease or difficulty in doing so.
Health Belief Model (HBM) — Rosenstock (1974)

The Health Belief Model suggests that individuals are likely to engage in health-
promoting behaviours if they: perceive themselves at risk of health issues, believe the benefits
of action outweigh the barriers, receive cues to action (e.g., campaigns), and feel self-efficacy
in taking the action. HBM has been applied to understand why students skip breakfast despite
knowing its benefits, with studies showing that time, cost, and convenience often act as

significant perceived barriers (Sharma et al., 2018).
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2.2 Breakfast Behaviour in the Thai Context

Several government agencies, including the NSO and NESDB, have highlighted a
persistent pattern of meal skipping among Thai youth aged 15-24. This trend is particularly
acute for breakfast, with southern provinces like Nakhon Si Thammarat showing higher-than-
average rates (NSO, 2017). Cultural norms, fast-paced student lifestyles, and the availability of
convenient yet non-nutritious food options may all contribute. Although Thailand’s secondary
tourism policy promotes regional food culture as a development strategy, there is a lack of
empirical research exploring whether local populations especially students benefit from this

abundance in terms of healthier food behaviours.
2.3 Nakhon Si Thammarat: Regional and Tourism Context in 2019

Nakhon Si Thammarat is located in the southern region of Thailand and features
a tropical rainforest climate. It is the most populous province in the region, with a population
of approximately 1.56 million. The province’s economy is primarily based on agriculture,
including rubber plantations and fruit orchards. However, in recent years, tourism has emerged
as a strategic sector for regional economic growth. Nakhon Si Thammarat was officially
designated as one of Thailand’s 55 secondary tourism provinces under the Ministry of Tourism
and Sports’ national policy. The aim was to stimulate economic activity beyond traditional
tourist hubs by promoting local experiences and cultural uniqueness. The province’s
promotional slogan emphasises its diverse competitive advantages. A study by Yuttitham
et al. (2020) evaluated the impact of these tourism promotion policies in Nakhon Si
Thammarat and nearby Phatthalung, concluding that tourism growth had increased
employment opportunities and generated community-level income. However, the research
also cautioned that without strong cooperation among stakeholders, such growth could lead
to environmental degradation and over-exploitation of natural resources. Therefore,

sustainable tourism should be implemented to generate greater social and economic benefits.

2.4 Related Research
Breakfast consumption is globally acknowledged as essential for maintaining
health, concentration, and metabolic function. However, various studies have highlighted
declining trends in youth breakfast habits (Shaw, 1998; Rong et al,, 2019). In the context of

Thailand, despite the abundance of agricultural produce, breakfast skipping persists,
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influenced by lifestyle patterns, urbanisation, and time constraints. Ishida et al. (1998)
emphasised the link between circadian rhythms and eating habits. Similarly, studies in Japan
and Egypt (Waseda University, 2017; Sofar & Hafeez, 2019) showed that institutional support
can positively influence students’ dietary routines. Meanwhile, Howden et al. (1993) and
Watanasin (2020) noted that local food culture plays a key role in food selection,

yet modern behaviour often diverges from traditional eating patterns.
2.5 Seminal and Recent Studies on Breakfast Consumption

Table 1 Seminal and Recent Studies on Breakfast Consumption

Author(s) | Year Focus Key Findings
Ajzen 1991 | Theory of Planned |Attitudes, norms, and control
Behaviour predict behaviour intentions.

Conner et al. | 2002 | Breakfast behaviour in |Intentions linked with control

adolescents and social norms.

Wadolowska | 2013 | Meal patterns among |Irregular eating, especially
et al. university students |breakfast skipping was

(Poland) common.

Sunetal. |2013 | TPB application in |Perceived behavioural control
Chinese college had the strongest effect on

students breakfast intention.

Sharma et al.| 2018 HBM and breakfast |Barriers like time and
skipping convenience outweighed

perceived benefits.

Siriwan et al. | 2020 | Eating behaviours in |Cultural influences and
Southern Thai convenience-driven habits

universities affect student choices.
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Author(s) | Year Focus Key Findings

UNESCO and | 2017 | Youth behaviour in |Breakfast skipping prevalent;
NSO Southeast Asia correlated with urbanisation

and student life.

2.6 Academic Contribution

This study addresses these gaps by highlighting the disconnect between local food
abundance and actual consumption behaviour and offering practical insights for policy makers,
university administrators, and tourism developers on how to align food, health, and

educational strategies in secondary cities.

3. METHODOLOGY

This study employed a descriptive survey research design. The target population
consisted of BBA. students from Rajamangala University of Technology Srivijaya, Nakhon Si
Thammarat Campus. A structured questionnaire was used as the data collection instrument,
administered in 2020 before the COVID-19 pandemic. The questionnaire included both closed
and open-ended questions, covering demographics, breakfast consumption patterns, sleep-
wake habits, food preferences, environmental factors, and social influences. The validity of
the instrument was reviewed by experts, and reliability was ensured through a pilot test.
The data were analysed using frequency distribution and percentage values, and the results

were organised into seven sub-topics for clearer interpretation.
3.1 Research Design

This study employed a mixed-methods descriptive approach to explore the factors
affecting breakfast consumption behaviour among Bachelor of Business Administration (BBA.)
students in a secondary tourism province. Quantitative data was gathered through structured
questionnaires, while qualitative insights were derived from open-ended responses and
observations. This method was selected to comprehensively assess personal behaviours,
environmental factors, social attitudes, and economic conditions that shape students’

breakfast habits.
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Factors Affecting Breakfast Consumption Behavior
of BB.A. Students in Thailand’s Secondary
Tourism Policy Provinces

Breakfast Consumption

Behavior
Personal Environmental Social Economic
Factors Factors Factors Factors

Figure 1 Conceptual Framework of Breakfast Consumption Behaviour
3.2 Population and Sampling

The target population comprised fourth-year BBA. students enrolled in the
academic year 2020 at RMUT. This institution was selected due to its relevance as the only
public university in Thung Song District and its proximity to local tourism and food culture
under the national tourism policy. A purposive sampling technique was employed to focus
on senior students, as they are assumed to have more stable routines and accumulated
experience of university life. The sample size was determined using the Taro Yamane formula
(1973), which is commonly used for calculating sample sizes for finite populations. For this
study, the total population of fourth-year BBA. students at RMUT were approximately 714
students. Thus, a sample size of 260 students was determined to provide a 95% confidence

level with a 5% margin of error.
3.3 Instrumentation

The research instrument was a structured questionnaire developed based on
relevant literature and theoretical models, such as Theory of Planned Behaviour (TPB),
the Health Belief Model (HBM), Biological Rhythm Theory from Traditional Chinese Medicine
(TCM) for sleep-wake behaviour, Health Behaviour Frameworks from previous breakfast
consumption studies in Asia and Western contexts and validated by experts in health

behaviour and consumer research.
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The questionnaire consisted of three main parts; Part 1: Sociodemographic
Characteristics, Part 2: Breakfast Consumption Behaviour and Attitudes, Part 3: Open-Ended
Recommendations and Additional Feedback. A pilot test was conducted with a sample of 38
students from RMUT (not part of the final sample) to assess the clarity and relevance of the
questionnaire items. Based on feedback, some items were modified to improve clarity and
ensure alisnment with the study’s theoretical framework. Reliability was assessed using
Cronbach’s alpha, which yielded a coefficient of 0.753, indicating the strong relationship
between each item and total score. The scales had an excellent level of reliability scores
(0L = 0.961 for the attitude scale). Additionally, the Cronbach’s alpha based on standardised

items was 0.963, further confirming the strong internal consistency of the scale.
3.4 Data Collection Procedures

Data was collected through on-site surveys and informal interviews, conducted
during a non-examination period to avoid undue stress-related bias from May to December
2020. Questionnaires were distributed in classrooms and collected immediately upon

completion to ensure a high response rate and control for survey environment.
3.5 Data Analysis

Quantitative data were analysed using descriptive statistics (frequencies and
percentages) to identify trends and patterns in breakfast consumption behaviour. To aid clarity
and comparison, results were categorised into seven thematic sub-topics, each representing a
cluster of factors influencing breakfast habits. This thematic organisation allowed for clearer

interpretation of findings and better integration with the discussion and conclusion sections.

4. RESULTS AND DISCUSSION

Table 2 Statistical Results for Hypothesis Testing

Statistical Test Variable Test Result | p-value Conclusion

T-Test Gender and Breakfast| t =243 |p=0.016 Significant difference
Consumption between genders in

breakfast consumption.
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Statistical Test Variable Test Result | p-value Conclusion
ANOVA Age and Breakfast F=467 |p=0.034]| Significant difference in
Consumption breakfast consumption

across age groups.

ANOVA Accommodation and| F =5.92 |p < 0.001] Significant difference based
Breakfast on accommodation type.

Consumption

Chi-Square Test Attitudes and X2 = 12.55 |p < 0.001 Significant association

Breakfast between attitudes and
Consumption breakfast consumption
behaviour.
Pearson Time Management r=042 |p<0.001 Moderate positive
Correlation and Breakfast correlation between time
Consumption management and breakfast

consumption.

Statistical Analysis: to assess the relationships between various factors and breakfast
consumption behaviour among the BBA. students, a range of descriptive and inferential
statistical analyses were employed. Specifically, descriptive statistics (mean, standard
deviation, frequency distributions) were used to summarise the sociodemographic
characteristics of the sample and the main behaviours surrounding breakfast consumption.
The primary focus was to identify the factors that significantly influence breakfast
consumption. The t-tests, ANOVA, and Chi-square tests were conducted to assess these
relationships. To test hypotheses and explore the relationships between the variables, several
advanced inferential statistical tests were applied (table 2). The findings have been organised
into seven sub-topics, each addressing specific aspects of breakfast consumption among BBA.
students at RMUT in Nakhon Si Thammarat, based on the data gathered and the hypotheses
tested.
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4.1 General Background and Academic Performance

The results indicate that the majority of students surveyed were female and aged
between 22-23 years, which is consistent with the demographics of fourth-year students in the
Bachelor of Business Administration (BBA.) program. Most students had an average weight of
50-59 ke and a height between 160-169 cm, typical for students of this age group. GPA
distribution was also typical, with a significant portion of students having a GPA between 2.51
and 3.00. The fact that most students had never been hospitalised for illnesses related to
irregular eating habits further indicates that breakfast consumption and general health may
not be strongly linked, suggesting other influencing factors like time management, personal

behaviour, and convenience.
4.2 Money and Transaction Patterns

The financial findings reveal that most students earned over 5,500 Baht per month.
The majority of students spent 31- 40 Baht on breakfast, which is not considered excessive,
suggesting that money is not a significant barrier to having breakfast. Interestingly, all
respondents paid for their breakfast in cash, and most bought breakfast near the campus. This
aligns with the idea that financial constraints do not appear to deter breakfast consumption,

as students find affordable options nearby.
4.3 Travel and Accommodation

Despite living mostly in their own homes with parents, the students often choose
to eat breakfast at restaurants or shops near the university, demonstrating a preference for
convenience over home - prepared meals. The distance from the residence to the university
did not significantly affect breakfast consumption, indicating that the choice to skip breakfast
may be more strongly influenced by time management and personal behaviour than

geographical factors.

4.4 Social and Family Relationships
The influence of family relationships and social group unity on breakfast
consumption was found to be minimal. While family relationships did not significantly affect
the decision to consume breakfast, the students’ personal behaviours and attitudes appeared

more impactful. This highlights that factors like personal autonomy and time management
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(such as sleep and wake times) are more influential than cultural or familial pressures in

determining breakfast habits.
4.5 Academic Pressures and Attitudes

The students showed a mixed response to the influence of lecturers and academic
workload on breakfast consumption. While some students indicated that the amount of
academic work did not affect their breakfast habits, others did not perceive their lecturers as
influential in deciding whether to eat breakfast. This suggests that, while academic pressure
may indirectly affect breakfast consumption (e.g., by leading students to prioritise study time),

it is not a major determinant in this context.
4.6 Personal Behavioural Routines

The most significant influence on whether students ate breakfast was personal
behaviour, particularly related to sleep patterns and wake-up times. The study found that
most students woke up between 7:01 a.m. and 9:00 a.m., which often left them with little
time to eat before their classes. Additionally, the fact that most students went to bed between
9:01 p.m. and 11:00 p.m. highlights a gap in sleep habits that impacts breakfast consumption.
Students who could adjust their sleep-wake cycles were more likely to eat breakfast,
supporting the idea that time management plays a critical role in determining breakfast
consumption. Furthermore, breakfast time was found to be short, with many students
spending only 15 - 30 minutes on their morning meal. The typical breakfast frequency was
3 - 4 days per week, which points to a tendency to skip breakfast, especially when personal

behaviour (e.g., waking up late) limits available time.
4.7 Environmental and Regional Influences

In addition to personal behaviour and convenience, the study highlighted the
influence of the local food culture in Nakhon Si Thammarat. Despite the region’s rich food
culture and availability of nutritious options, the students often preferred convenient foods,
such as steamed dumplings (table 4) and sticky rice with grilled pork or fried chicken, rather
than focusing on nutritional value. This aligns with the findings from the National Statistical
Office (2017), which suggested that convenience often trumps nutritional value for young
people in Thailand. Moreover, the study found that the climate of Nakhon Si Thammarat,

with its tropical rainforest weather, influenced breakfast consumption. The frequent rain and
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heat likely discouraged students from consuming breakfast outdoors or engaging in meal
preparation at home. This environmental factor was confirmed by the strong agreement that
weather affected breakfast choices, especially given the region’s role in Thailand’s secondary
tourism promotion.

This study provides new insights into breakfast consumption patterns among BBA.
students at RMUT, particularly regarding the roles of personal behaviour, convenience, and
local food culture. The findings suggest that time-related factors, such as sleep-wake cycles,
are the primary determinants of whether students eat breakfast, rather than academic
pressures or familial influences.  This finding aligns with research conducted by
Deejuthamanee et al. (2022), which reported that 22.6% of secondary school students in
Bangkok skipped breakfast due to a lack of time. Similarly, Sirichakwal et al. (2015) identified
lack of time as one of the key barriers to breakfast consumption among elementary school

children in Bangkok.
New Insights and Academic Contributions

A key contribution of this study is the integration of personal behaviour and
time management with breakfast consumption habits, a factor less explored in previous
research. While previous studies have emphasised the role of convenience and nutrition, this
study shows that students’ ability to manage sleep directly influences their ability to consume
breakfast. Specifically, the findings suggest that waking up late, often due to late bedtimes,
is @ major barrier to breakfast consumption, which is consistent with Biological Rhythm
Theories (Ishida et al., 1998). This aligns with findings from Traditional Chinese Medicine (Zhang
et al,, 2016), which suggests that early waking between 3-5 a.m. optimises health, while most

students wake up later 7-9 a.m., limiting their breakfast options.

Additionally, this study introduces environmental factors, such as the tropical
climate of Nakhon Si Thammarat, which affects food choice behaviours. Despite the availability
of nutritious food in the region, the hot and rainy climate encourages students to opt for
convenient, fast foods, a significant departure from the traditional preference for nutritious
foods. This highlights the cultural and environmental dimensions that shape students’ food
choices, an aspect often overlooked in previous studies that primarily focus on economic and

social factors.
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Theoretical Framework Integration

The results of this study can be better understood through the lens of the
Social Cognitive Theory (Bandura, 1986), which emphasises the role of personal, behavioural,
and environmental factors in influencing health-related behaviours. The study found that
students’ personal behaviours, especially their sleep habits, were the most significant
influence on whether they ate breakfast. This aligns with Bandura’s idea that self-regulation
of behaviour, such as managing time for sleep and meal consumption, is key to adopting
healthier habits. Additionally, the environmental factors such as the availability of convenient
food and the climate support the theory’s focus on external environmental influences that

facilitate or hinder behaviour.
Extending Existing Knowledge

This study extends existing research on breakfast consumption by focusing not
only on nutritional aspects but also on behavioural and environmental factors, integrating
them into a comprehensive framework. Unlike previous studies that have predominantly
focused on socioeconomic and family dynamics, this study reveals the dominant role of time
management and personal autonomy in shaping students’ breakfast habits. The integration of
the Biological Rhythm Theory (Ishida et al., 1998) offers a new angle on the timing of breakfast,
proposing that late waking times may hinder students from making healthier food choices in
the morning. This contributes to existing literature by emphasising circadian rhythms as an

underexplored factor in food consumption behaviour.

Moreover, the study highlights the growing trend among students to choose
convenience over nutrition, mirroring findings from national statistics (National Statistical
Office, 2017). It suggests that the convenience factor in food choices often overrides nutritional
value, especially when students struggle with time constraints. This is a critical insight, as it
calls for more effective interventions that address not only the nutritional value of breakfast

options but also the temporal and environmental factors that influence food choices.
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Table 3 The Results and Conclusion of Seven Thematic Areas from the Data Analysis

Factors

No. Seven Thematic Areas Results and the Data Analysis
1. | Demographics and Academic |Most students were female (aged 22-23), with average
Background GPAs between 2.51 and 3.50. Hospitalisation due to
iregular eating was rare.
2. Money and Transactions Despite having an average monthly income of over
5,500 baht, the cost was not a deterrent to eating
breakfast. Cash was the primary transaction method.
3. Travel and Accommodation While many students lived at home, they preferred
eating near the university. Proximity did not
significantly impact their breakfast habits.
a. Social Relationships Family dynamics and peer influence had a neutral to
moderate effect on breakfast behaviour. However,
emotional support and routine appeared to correlate
with regular consumption.
5. Academic Attitudes Course load and lecturer influence were not significant
factors, but time management related to academic
commitments played an indirect role.
6. Personal Behaviour Sleep and wake times were the most decisive factors.
Most students slept late and woke up close to class
time, limiting their opportunity to eat.
7. Environmental and Cultural Weather and food accessibility, particularly the

availability of convenient vs. traditional food,
influenced choices. When time allowed, students

preferred nutritious local dishes (fig.2).
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Table 4 The Preferred Breakfast Foods Among BBA. Students

Food Category

Examples

Percentage (%)

Traditional Rice Dishes

Rice with side dishes (e.g., curry, stir-fried 40
vegetables), Southern Thai spicy rice salad
(Khao Yam Pak Tai)
Quick Bites Chinese steamed dumplings, steamed buns, 15
deep-fried dough sticks
Sticky rice with fried chicken or grilled pork 15
Porridge, boiled eggs 15
Hearty Meals Chicken rice soup, barbecued red pork with rice, 5
chicken biryani, stewed pork leg with rice
Thai rice noodles 5
Noodle soup (Kuaytiao), sukiyaki 5

Figure 2 Traditional Southern Thai Shared Breakfast in Nakhon Si Thammarat Province
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This image depicts a traditional Southern Thai communal breakfast featuring a central
pot of steamed rice (Khao Suay (1)) accompanied by various side dishes arranged from right
to left:

Yum Pla Kra Bok La (2) = A Southern Thai spicy and sour salad made with dried
salted mullet fish.

Kaeng Som (3) — An orange-coloured sour curry with fish, characterised by its tangy
flavour derived from tamarind and turmeric.

Tom Chuet (4) - A clear vegetable soup, offering a light and mild broth.

Lhon Kung Kem (5) — Salted prawns served in a savory dipping sauce.

Pak Sod (6) — A selection of fresh vegetables, both commercially cultivated and

locally sourced.

This assortment exemplifies the diversity and balance typical of Southern Thai

breakfasts, combining spicy, sour, and savory flavours with fresh produce.

Table 5 The Post-Meal Behaviours, and After-Meal Drink Choices

Category Option Percentage (%)
Post-Meal Behaviour Grab a snack 75
Smoking/ Other Addictive Substances 12.5
Consume fruit 12.5
After-Meal Drinks Water 75
Soft Drinks 15
Milk 10

Previous research on breakfast consumption has predominantly focused on the
nutritional value of food. However, there has been limited exploration how time-related
factors, such as the students’ daily schedules. This study can bridge that gap by incorporating
these aspects into the analysis, offering a more holistic view of breakfast consumption

behaviour.
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5. CONCLUSIONS AND RECOMMENDATIONS

This study explored the multifaceted factors influencing breakfast consumption
behaviour among Bachelor of Business Administration (BBA.) students in Nakhon Si Thammarat-
a province designated under Thailand’s secondary tourism policy. Despite the region’s rich
natural resources and food culture, it was found that personal behaviour, including sleep -
wake cycles and time management, was the most significant determinant of whether students
consumed breakfast. Environmental and contextual factors, such as convenience, weather
conditions, and availability of preferred foods, also influenced students’ eating decisions.
While students demonstrated awareness of the benefits of a nutritious breakfast, many still
prioritised conveniences due to lifestyle constraints. This aligns with broader trends observed
internationally, where individual behavior-rather than economic constraints-is increasingly

linked to breakfast skipping among young adults.

The findings underscore the need for holistic interventions that address behavioural,
environmental, and institutional influences. Universities, particularly those in secondary
tourism provinces like RMUT, have a key role to play. This includes:

- Raising awareness of the importance of regular, nutritious breakfast consumption.

- Promoting better time management and sleep hygiene as well as promoting healthy
eating campaigns aligned with SDG 3 particularly during orientation and mid-term periods.

- Collaborating with local food vendors and student services to ensure accessible and
affordable nutritious options near or on campus.

- Implementing university-led time management workshops to help students manage
sleep and study schedules, reducing rushed mornings and breakfast skipping.

- Integrating health promotion strategies into university life, similar to Japan’s model
of subsidised healthy breakfast programs.

- Encouraging collaboration between universities and public health agencies, families
and local communities in reinforcing healthy eating habits through outreach and co-curricular
activities.

- Concerning signs of substance use post-meal (table 5), integrate drug awareness and

prevention efforts into student support services such as Drug Prevention Programs.
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In conclusion, this study contributes to the academic understanding of breakfast
consumption by integrating new behavioural, environmental, and cultural insights into existing
literature. The findings not only extend the understanding of how time management and
convenience affect food choices but also propose a framework for future research that
incorporates biological rhythms and environmental factors in the study of dietary behaviours
among university students. It is not only to individual student well-being but also supports
national health and educational development agendas, particularly in emerging regional

centres.

LIMITATION

This study was conducted prior to the COVID-19 pandemic. Post-pandemic changes in
student behaviour, including increased online learning, altered daily routines, and economic
pressures, may have influenced breakfast consumption patterns. Future research should:

- Examine shifts in behaviour post - COVID pandemic.

- Include a larger and more diverse student sample across multiple secondary tourism
provinces such as gender - specific patterns.

- Incorporate longitudinal data to track behaviour over time and during different
academic periods.

- Investigate the role of institutional policies in shaping food behaviours.

Additionally, future studies should explore how interventions designed to regulate
students’ biological rhythms, such as promoting earlier bedtimes, could influence breakfast
consumption. the role of environmental factors, particularly local climate and food culture,
should be further examined to understand how these contextual elements shape dietary
behaviours in different regions. In summary, integrating strategies that address biological
rhythms, and environmental contexts may lead to more sustainable and effective outcomes.
Harris et al. (2021) found that while some programs successfully improved breakfast frequency,
others did not achieve significant changes, highlighting the complexity of modifying eating

behaviours through behavioural strategies alone.
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ABSTRACT

This study aims to analyze the key characteristics, strategies, and strategic frameworks
that contribute to the success of modern hotel entrepreneurs within the context of a rapidly
evolving digital economy and shifting consumer behavior. Employing a Systematic Literature
Review (SLR) methodology, the research draws upon theoretical frameworks including the
Resource-Based View (RBV), Dynamic Capabilities, Effectuation, Entrepreneurial Resilience, and
Digital Business Agility. Relevant academic literature published between 2015 and 2024 was
systematically reviewed from international databases such as Scopus, Web of Science,
ScienceDirect, Emerald Insight, and TCI. The findings reveal that successful hotel entrepreneurs
tend to exhibit four essential characteristics: (1) a digital mindset, (2) creative and innovative
thinking, (3) data-driven strategic decision-making, and (4) ethical and visionary leadership.
Furthermore, the study identifies several effective operational strategies, including
personalized customer experience design, digital marketing through social media and
influencers, automation technologies for cost management, and sustainable business practices
across economic, social, and environmental dimensions. Based on the synthesis of the
literature, the study proposes a new strategic framework entitled the “DIGIPERSE Model,”
which comprises three core components: (1) Digital Empowerment— leveraging digital
technologies to enhance business capabilities, (2) Personalized Journey—designing customer-
centric services, and (3) Diverse Experience Offerings— creating meaningful and varied guest

experiences. The DIGIPERSE Model serves as both a theoretical construct and a practical tool
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for empowering next-generation hotel entrepreneurs to strengthen their competitiveness in

the creative and digital economies.

Keywords: Entrepreneur, Modern Hotel Business, DIGIPERSE Model

77 215615115398UTANTIUNITIANTTFING

3% 2 atufl 1 WnsIA-lwweu 2568)



Journal of Innovative Business Management Research

wuInegaudnsavesusznaunisgsnalsusy

8 L

AUINS LAFUEY o i Ve Y
: @ ﬂumiﬂﬁUUV]ﬂ’ﬂﬁJﬂNLLiﬂi 20 w8U 2568

AVNVILIRNTTUNTNOUTNLIMAZNTITIUTY . o
Tuunluunanu: 5 waeniay 2568

AuzAaUAIEnT WnInenasmalulagsivisnanyiueen oo .
Tulimausuunau: 8 weunAN 2568

WARUTIIN TN

dua: anirut_ja@rmutto.ac.th

UNANED

NsAnwRtUIlIngUsEasnioTATIEVAMNANYMY NAENS WANTOULUIANDNALNSTIALLETY
Aud5v0 Usznounisgsialsausug alunluviuniasugiafdiawazngfnssuy uilnad

~ ! I ¥ ~ ada o ! .

WasuuUaseeesanda tnglyssdeuisidouuunismumuissanssuesnadussuu (Systematic
Literature Review: SLR) AelansouluiAniiiiedvas lawn Nuannyuussiugiunsnens
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N1509NKUUUTTAUNTUANIZUARS N1TAAIANIUEDATTE Nslyssuudnludh wagn13usnIssna

YUNSNAINE 98U PNNTHUATITNVBY A nAvelnuauansauLUIAn “DIGIPERSE Model”

Y
FaUsgnouniel) Digital Empowerment N1staSudngnIngsiandsnalulad 2) Personalized
Journey ﬂﬁaaﬂLLUUU%ﬂ’lﬁLaW’wqma waeg 3) Diverse Experience Offerings AN5@s19UssaUN15ed
d' a dyd‘ 5 = a uadl o ‘g ¥
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1. unun

[

genalsausudoidunidlussausznaundnvesgaamnssunismesiiealan dsffunuinddy
Tunsasnesiela n1391e0u wazmsimugurluanvaeUssme Tnsgeyaain World Travel &
Tourism Council (2023) 55Y21 9AAIMNTTNA1INBNT 82 wazn1slssusudaruaivayy GDP
TanAaiduyaninat 9.5 a1uauAeaaITanss KALAT19NITI199TUAIT 300 Auswsusialan
veflulszinelne gefalsusuidnaunelaminnin 30% vesselaginnismeniisarisnun
wagdlsausuannzifounin 30,000 weiavszima ee1dlsfiniy nsszuinveslain-19 luyaed
2020-2022 ladsuansgnuegguLsInogsivlsauialan Tnsamzlulsamelnefisielaain
fvesiisanisminadiamii 70% lsususiuuinneesdafanisdiasavienns vusiendu
anﬂiimgu%IﬂﬂﬁLU?{auLLUmlﬂaéNgM%a dmoadfiegulvaivanudAyfuinnsgiugueunsds
n15lvu3n1suuvls duda (Contactless Service) A1UUABATBAIUATAIN LALNITOBNUUY

Uszaunisalanzyaea (Gursoy & Chi, 2020; Shin & Kang, 2021)

TugaamnAITTuiin ULl 33RalsusunasaTyiuANunIMIellasiasisessluiagysing

1INBU NIIINNNILATEFAANANTRUNIU N3UAsULUaIvBINgAnIsuTNNaLemaingalain-19

a

WATANSUNINNVBINALULAT AT AT L UA 8 U

o

SAnWAzISYINgsNa0u198 LT (Gretzel et al., 2020;

9

Qe

a

Yu et al,, 2021) 159bSUMLABTNINITEUUNTUSINSHhUUALANtuaIusasuladunsasukUaad
NPTUDETUNGY T9lUKIVDIANUABINITTIVAINTATY ANUAIANTINIAITUYDINAT KALNITHUITY
S Aa v AdAawv - ! a g Y ' o ¥
MnunannesuAdvanddnenaimnienin Tuusunewull guszneunislssusugalnufsdndunes
UFudreenassniu lngluanunsadafniuwuimisusmsuuveysinulisndnnely aruaiunsalunis

wuinnssuAdviawimnuszenaly nareiduesndsznauiinmmuamuasalun1sey5enUe9gsna

wnnnazduiios madenasussluena (Pillai et al, 2021; Buhalis & Sinarta, 2019)

unUsduifesnsuiusvesgsitlsusaglaumuaulassrannlurmdnisssuinues
TA30-19 unsuidsanlvyfaauunsiesgvlussduesans snnmsAngunumnieluges
;Jﬂizﬂaumi %aﬁamuzLﬁugﬁWﬂWiLﬂﬁauLLanLLazLﬂuéhLLUiL%@ﬂaqwéﬁﬁﬂaﬁmﬁﬂﬁmlﬁﬁqwéau
lUmm§neInmiessia memaiauumauilasuunafniutesimeisnms lnensfnw
memaq;;UszﬂaumiqiﬁaiiaLquﬂiwﬂuu%umaqmwgﬁaﬁ%ﬁa KNSV TN TTUDENS

\Juszuu (Systematic Literature Review: SLR) n5zuaun1s SLR lasunisesnuuulndainunseunay

'
Y

NFanguwazidalua neSunuainnismmuamauvan (Keywords) Adlanuddynenissey
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VBULUAVDIDIAAIING @ 3lan Modern Hotel Entrepreneur, Digital Transformation in Hotels

WAy Success Factors in Hospitality Business mAusinaaeneumon1sinelaenss wazaiglu

|
LY = a LY

aunsaAansatanIzuITeNineIvesiulUsEnaunsisssufaniugsialugaddvia Bandyiu

o
1%

ANUNIMIEATUNSIUAsULUamamAlulaE neRinssuguslaa wagAudedulugeszuy veyan

Y

LﬁlEJ’.J{JJENQﬂi’;‘t_li'gm’lﬂg’lu{llayja%’]m'ﬁfL%aaaléj iﬁTLLﬂI Scopus, Web of Science, ScienceDirect,
Emerald Insight, Google Scholar wag TCl (d1usuauidelulsenelng) lnamruauoulvnves
ssunssufidnuilneglugied 2015-2024 islvaseunquueyateneuLazndsingalaia-19
L.Lazawiyaquﬁﬂﬁmiﬁiﬂm;uimi G]aafﬂf\]uLLu’JI‘I:l’Mﬂ’li‘U%IU(;]J’J“UENB;UiBﬂE]Uﬂ’]‘j NSANNTBY
21530 350ANTUNITANLULINIG PRISMA & 9Usgnauads 4 Tunau laun 1) Identification

2) Screening 3) Eligibility ag 4) Inclusion 1agAMAUALNUNATTAALE DATRITINLANIZIUTL Y

Y]

MNg198UgINALTWTY TATIENNAYNTN1IIANTT UTANTTUATNG WazngAnIIURUTENOUNNT

'
[

YOYATINILUNITANEDNYNUINTIATIZMTLTDM (Content Analysis) wagdnnauiduauuseinudfey
lawn 1) wwrRauazvgunUsznaunis 2) nagnsanudnsalugadda wae 3) nsalfinwives

Q‘Uizﬂaumiﬁﬂszaummﬁ%% noutINFuATIZUTILA U WAL laLAa DIGIPERSE dadunseu

a a v

wAagInagnsiaueIulnud vy Usenaunislsssulugalasugiandia Ingluunisiasy

<3

fnanmalewalulad NMsaselszaunisasanizyana kazn1stuusnisndanuvainvalowas

jmd)}

ABIAN

a =
2. NIDULUIANNE W)

lugaiilangsiawdyiunisildsunlatesnssaasiandadoniunalulad 1Aswgne
LagngAnssunuslan yusznaumsgsialswusuealrudndusesdinseunnufnuaznagnsiianunse

YSumlaegrafiusg@niawm lnensevumAndragiianunsatanlelunisiiaseua nudusaves

HUsznaunTslsalsy ddnalil

1. nqufifusznaunis (Entrepreneurship Theories) A11ud1L5 983y Usznounis
A1UNINDTUIBHIULUNDIMO BN 9 13U Nnufdnuaizanizyana (Trait Theory) NLUUANANYY
Aoty iy audula nantdes warAuAnas19@ssA (Hisrich et al., 2017) S7U89UUIAALT
N32UIUNS (Process Theory) Tuasnisiduyuszneunisidunisuarsmuaglulonianisgsia ngud

dy LY al' . =
INYUUBINUFIUNTNYINTNATOUATOA (Resource-Based View: RBV) kagnguAduanansawuy
Wadn (Dynamic Capabilities Theory) 85u18118 Usenaun1sinausadnassusuly wagimun

N3NNI IMNEaufuUSUNTIUasuLUas azdiaulauSeuluniswuatussezed (Teece, 2007)
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=

memﬁﬁaulm mqwﬁw%’wmm (Resource-based Theory #58 RBV) iag Dynamic Capabilities
AfuRIARsIETy 1wy Effectuation 2.0 Tuws wannd oii duazUsuimanemuaaiunisal
(Sarasvathy et al., 2020) Entrepreneurial Resilience ANt wazU3umININge (Bullough
& Renko, 2017; Ayala & Manzano-Garcia, 2020) Digital Entrepreneurial Orientation ﬁi%w%wmm
§3vaas19n1siAule (Ramirez-Montoya & Lugo-Ocando, 2020) tag Human-Centered
Entrepreneurship ﬁi%m’mLsduﬂﬂEJU%Ima;N@mmmqmimj (Nambisan et al,, 2018) wuIAATIY
afesananndazneulniui mslaninensesnediusyansamatelausuniluuuueuuas
Wisuulasmasanaiiu Suduneserdernsideial nagys uazaruanunsalunisuiudives
W Usznouns daduiladidguosnisuinsdanislugalug (wansmisnei 1) wadangud

HUsENEUNSIdAUIEULgY

A1519% 1 LWIAanguwinUsznaunsidalieuiiey

ARVIANSY
- - LAULUIAA ALAUVDING 8] fusznaun1slsasy
NHY / HUIAA o o
(Core Concept) (Key Contributions) (Implications for Hotel
Entrepreneurs)
Effectuation 2.0
Sarasvathy et al. | luumMsiENAuAN | auaSunsaauuudaveu | ananandesinnsasmu
(2020) n3nensiiley Tuddundilauuuey | Tuanmgluuuueu mons
Ufudeud e | wwasnsfionms | laniweinsneludideglu
AAnIUNIIEL ANANNTOIAMN Lﬁmﬂiz‘[mﬁqqqm
Entrepreneurial Resilience
Bullough and | A w@nansalunig QQLﬁuﬁmmLﬁaLméﬂ gelnannsasuiiedu
Renko (2017); | ushuazmouaues |  anelu n1sudusams Fnganisal wu Lsaszun
Ayala and eNgAOENs o13ual warnsiiulnen | vseSRUR wazasany
Manzano-Garcia R HRETH AR funwngsRTluszeren
(2020)
Digital Entrepreneurial Orientation
Kraus et al., nslmelulad aamaymﬁuqﬂﬁ%ﬁa WinUszanS A mn1sdanig
(2023) Advaiduguonans | andunsdndlavy | lseusu uaguenevesnig
Tunsaiiugsia gflusz]uaagaﬁq LazAT MIMANPKLARIA
uazasuianTsy ailaiUSeuay unasasy
walulag
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AVIAMSY
o - WAULUIAA ALAUVIING W) Usznaun1slsasyl
Q) / WWIAA o o
(Core Concept) (Key Contributions) (Implications for Hotel
Entrepreneurs)
Human-Centered Entrepreneurship
Nambisan et al,, | N1580ALUUTINY agﬁqth’]mu Lﬁummﬁqwa%suaﬂgﬂﬁw
(2018) Tofywadu | Ussaunsavesdianla | uagenusnfinouusun
AuENaT Helug aulde uaziesy pemsuInsTialan
anAuazniingy AU ST EEe T PBIN3LTAN

2. quwﬁﬂ'a'mﬁ’]l,%mlaﬁﬁq’iﬁil (Business Success Theories) N15Us2 uA1UE1L59
voagUsznaunsluviunvesgramnssulsasugalmsuduneseordonsounufndanagrsiitai
davgu Wuads uazaiu1snneuauesnoni1aUd sunlastesaninuing ountguenlaog1ad
Uszandnn T,GmLa‘wwziuqﬂﬁmsa%qumﬂlwmaﬁqsﬁﬂﬂ;ﬁﬁmaa‘jLLﬂ'Uizﬁw%mW‘LumsﬁwLﬁumu
WA 51de Auannsalunisususa (Adaptability) nslewmalulad (Technological Agility)
way AnuduRusTugiiaIulaaaude (Stakeholder Co-Creation) 4BNINTFUUNITUTMITIIULAE
Uszifiunaiasisesans (Balanced Scorecard) (Kaplan, 2009) wagluiaagsia (Business Model

Canvas) (Murray & Scuotto, 2016) Fegsaaduiugiuding i eluuilauuinisaudiaves

&
£ = ISl

r};ﬂizﬂ@Umiﬁqiﬁf\ﬂNLLiMQﬂIﬁ@i@é?daﬂ%ﬂ unAnuilmiauounAavguisuaisiifauaeanass
AUUTUNURIRAAIMNTSUUTNSIUEARTYA ImaLawwiuﬁmmiﬂé’uﬁaL%aﬂaq‘mé MsdaIuTIvee
aNA1 ANARBIRINAgITA uarmaiRuTogessEy wiliuuunAavdniifarunieivesesnaunde
NT8ULUIAA Dynamic Capabilities Framework 2.0 (Teece, 2018) F e ImAuismnuaunsaves

29ANTIUN15SUILaN1a (Sensing) AIlana (Seizing) WavUsulUd sueAns (Transforming)

v v
a A

spnaiiles Welnawsasuiloduanuldsunlasneuenlassiuduszuy wnfaiazneutisniny
Fnduveayusznaunistsssulunmsiauiuinisvy wu seuudiseiusuulsduda (Contactless
Service) #3aM3USUNANS N INARAAABINUNTEUAFUNINLAZMANNTT E - Environment #d3naey
S - Social &A3 G - Governance §53311AUNA (ESG) #auLuIfn Value Co-Creation Theory (Ranjan
& Read, 2016) lasupruaulaunnlugafignarfiunuinuinnimausing mnuadugsiuasanma
sufuesans wunsausululszaunisae nsuanidewveya waznistunalulad delunia
a a & ¥ ! ¥ Y oA (3 ! a U L= Yaa
g3nalsausu wndadagneaununsidalanialugnanfenuiininatesuieunaiadu w3ensleiing

1% '

aNANERBNLUUUINITIMUTInaulangAUNBINISIANITUARE TUATUYBIAIIUARBIRI N19TIAT
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wuIA A Digital Business Agility (DBA) (Weill & Woerner, 2018) FIn1Fud saauan A YU
3 a3AUsznav laun mm?{ui@qa%ﬁa (hyperawareness) M3dnaulausugn (informed decisions)
wagmsasiioUifennssIniga (fast execution) gusznaunislswusuianuisaiinssvveyagne
wwuiSealmiuazyfunamesiniuiiladsannsoneuausinefiuiualainiiguas ganisuuife
Triple Layered Business Model Canvas (TLBMC) (Joyce & Paquin, 2016; Breuer & Ludeke-
Freund, 2017) lnthiauensevdalualunseenuuulunagsiafluuuiesifmaasvgiamiy
LLG{QJﬂﬂiQUﬂquﬁaﬁT’m?{ﬂLL’JG]E:EJMLLazfﬁﬂmg’JEJ msﬂizqﬂ@ﬁﬁuLLu'gﬁmﬁj’LuqﬁﬁﬂiqLLimazﬁaumu
SULUUNMIALTUEIAUUUAIT UBUAN mﬂ%"i’ﬁq?lemﬁa wagn153nlUsunsy Corporate Social
Responsibility (CSR) fifiausaufugusy aziularmguismaisluifsaunlvnsouaiude
Fanagnsuny Usgnauniamitu undsannsoinluuszgnalyaidlussdufuinng eas
AuANInInlunsuty uarenszduAuAmIgIATIaennanstuAIAIAn Ty USTnALAS
viunmedanslugatagdu :inmstiesgndanan aunsadaasemdusuuuy 4 Success Pillars

for Modern Hotel Entrepreneurs (LLamﬂumW‘ﬁ 1)

) )
1. Strategic 2. Customer
Adaptability Co-Creation
J J
) )
4. Sustainable
3. Digital Agility
Business Design
J J

A 1 4 Success Pillars for Modern Hotel Entrepreneurs

1. Strategic Adaptability A11u@ u15alun155 v i:u,a sUsunanolontduay
AUABuLUas

2. Customer Co-Creation ﬂWiﬁéau%amaqgﬂgﬂumﬁaaﬂLLUUUﬁzﬁUﬂﬁﬂjLLaw%mi

3. Digital Agility mmam'ﬁmiuﬂwﬂgmyagaLLazmaiuia&ﬁamwaﬁ'mﬁu%ﬁ' LaUEN
LaTSINLSD

4. Sustainable Business Design msaamwuimmaqiﬁﬁ]ﬁ'mamqmﬁ@;ﬂuma@ﬁa

Ay azdunaay
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3. u,mﬁﬂLf“iﬂ';ﬁ'ﬁﬂ'liu’%msqsﬁaiﬁLLiﬁJ (Hotel Management Principles)

ﬂ’liU%‘WliﬁﬁﬁﬁliiﬂLL’iﬂJsLuFiGl’J’ii‘lﬂﬁl 21 ai”lLﬁumyaaﬁqmuamwaqgﬁm (Holistic
Management) ﬁmmsamauauaw{ammmwi’waqgﬁimqﬂiwﬁ MUNaeNSUEBuRUAD
anminaeusuinAlulad insugia deu wazdaaneuesaeios Insdudnnsuimsadilny
ﬁLﬁuﬁy’qmﬁﬁwLﬁumumEfluu,azﬂaqmémsu%miL%QUszaumiajLLazmmé"@u (Bright et al., 2019;
Kotler et al., 2024) wurAnwdndsznaunis 1) mﬁmmiﬁyugm Tawn N152194NY NN5TABIANS
mawjﬁw LA¥N1IAIUAL %ﬂLﬂuiwﬂgmsuaamiu%mw%’wmmLLangwmm 2) ma:iuﬁuqﬂgw
Tnglanignsasnsuinsfiianizianzasuaznoulangvnaorsunlugaidva (Kotler et al, 2024)
3) NFIANITUUVYITUINAT eluffuunsuaruwass Wieauaennasdlun1su3ms (Hongjie &
Suryani, 2025) 4) N13U3sesned sy Aifidedwansenunedswinaeuuazdeau (ALAjlouni &
Athamneh, 2024) wag 5) Aslawmalulad 1oy Property Management System (PMS), Artificial
Intelligence (Al), Big Data LLazizwléjﬁ’uﬁaLﬁaLﬁ'uﬂﬁsﬁwﬁmwuazamgunu (Buhalis & Sinarta,
2019) won9ni NzyinGInagnsTiideimiuazdanmiwonisfeus iuilavesmnudnialu
282877 mw%mﬂiqLLiuqﬂMﬁé’uﬁuﬂﬁLﬂTﬂﬁ] Customer Journey %amamqmgaw{mﬁui
LUSURAUE LA (Rawson et al, 2013) mﬁmswﬁq@é’mﬁa (Touchpoints) TULAaLYIA"
(Moment of Truth) GzhaiﬁaaﬁﬂimmaaaaﬂLLUUUizaumiajﬁaamﬂgaqﬁummmw*ﬁmmqﬂgﬁ
WUIAR Personalized Service Lﬁﬂﬂaqwéﬁﬂﬁ@ﬁh}lﬂ]’aiﬂa@jﬂgﬂL‘WIEJEJEJﬂLLUUU%ﬂ’]ﬂ‘i;i’G]NﬁUWE]aﬂﬁN
LlANITUAAR Tnoofuias oeilofdsia 1wy Customer Relationship Management (CRM), Al, uag
Machine Learning (Arora et al., 2008; Akter et al., 2025) %‘;aaﬁNaLGTNmﬂﬁ{ammﬁqwdmmzyjahﬂ
maammqqﬂf;’l (Customer Lifetime Value) 47 Customer Experience Lﬂumii’ammmgﬁﬂ%m

ANANMBLUSUATIANIINIBAIN IR kavdamu (Verhoef et al., 2009) Taglsausuneeasisussaunise

Y

=

ianuvEngnuussena aulala wazanudenleamadausssu gamenisysainsnalulad
W @IUBU Personalized Journey 11U Digital Touchpoints L1 Mobile Check-in, Smart Room,
Chatbot ua¥ Big Data MgasanuUseivlalmmzyanauayatasuluTualniuywesssd (Human-

Centered Hospitality) (Buhalis & Sinarta, 2019)
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3. AnwziUsENauN13gINalsasugalul (Modern Hotel Entrepreneurial

Characteristics)

v

AevaanIun1salainlg iunull graimnssunediiginduuiudiiasiAsugnandsia
funumdAgludiay awaviluyusznaun1sgsialswsuiinisusuma waznuiyUsznaun1sssia
TsausugalnufivszaumnudisaiulnlnessdsulisnvasveiyUsznounisfinaeiy audnvue

aanaadudeindunazaninsarilvusenaunisisausugalianinsoneuauenoan ML Inaeuiil

msasuwlasesnsaiilad audnvadnandszneulume (wanslunwi 2)

Digital
Mindset

Ethical and Modern Hotel

Creativity

Visionary Entrepreneurial and

Innovation

Leadership

Characteristics

Data analysis
and strategic
decision

making

A 2 Modern Hotel Entrepreneurial Characteristics

1. fiAuARLUUAINEA (Digital Mindset) yuszneunslswsugaluuddunesdiviruafivuy

'
=

AdIva FaunedennuatansalunisivilakasuszenalymalulagfdviaeyeaseassaueLiuamm
N195379 U N15ksEUUUINISIAnIsisausy (PMS) wanWosuanteaulau Al Chatbot wagnis

WATEnveyagnAluusEalny (Upadhyaya, 2024) vimuadidananivieiisudsednsamnisivuinig

wazaseanulauseulunsuasiueeedagy

2. AnuAnaieaTIALazuTAnssa (Creativity and Innovation) Tugnanvnssuu3nisdil
Mautstugs AnuRnassasAuazuianssduaiesdeddnylunisaanuuenans gussnouns
flannsneenuuuUszaunsaianizi wu Tsusudedats Tsusuumgunm vislsusudnvlan
%mmsaﬁqamﬂq'mqﬂgﬂéuimiﬁ’h;mmﬁwﬁ’zyﬁwizaumsajmmaﬁugﬁ (Kabangire & Korir,

2023)
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3. mﬁmsqzﬁ%’ayjaLLaznﬁé’l’ﬂau‘LmﬁTmnaqmé (Data Analysis and Strategic Decision

% v v ¢
=

HUsznaunsisssunedylumslnsennginssugnan

Y

Making) %aagjaﬁaﬂum%’wmm@aﬂaqmé
LU TUNNSIAUMNG LasRanaULNUnISALTUY Lﬂ?@qﬁaﬁﬁm 11U Google Analytics, RevPAR
Dashboard LLazizuumﬁmmiqﬂgﬁﬁuﬁu'g (Customer Relationship Management) wrelnanunsa
Fnaulosgrautugluniusian n1sRatn warn15eeNLUULTALNAUIANS (Guizzardi et al., 2022)

Feawalpgnsanenisiinselawardneninlunisuuaty

4. a1zinniatesssuuazidenial (Ethical and Visionary Leadership) A17g6 11
TugsNalsawsuAITusEnaundeId e AUITINag NS LATITUSITUNINEIND HUTENBUNITALUY

§35U1AUa ﬂ')’]llLﬁUﬁi’illI‘L!@ﬂﬂﬂi WazAUTURATaUnDdIAN (CSR) a1u150a51911 131919910

Ao A

Msgnawasniinau Jadlugainudnsandsdu (Achmad & Yulianah, 2022)

4. nagnsLNaAUaNTa (Strategies for Success)

Tuusunvesssnalswsundyiunisuusduguusitasnainvenainfiiuasuulaioenesinsy

nUsznaunseabnudndunesivuanagnsidegnuazdaneuiiesulieduanumivmieuasasnaniy

|
v a

IaSunamsiustusenedsty nagnsddglasunisseusuwaziiunlylunisenseaufneninues

o

gafalsansy wanslunmd 3) loun

s \ s \ 's \ 's \
Y NIFUINTAUTILLEE AISUSWS . 5
NAYNEAUNTAAIA ANTATNANUEEY

Wadsgansam Uszaun1snignen

Al 3 nagsiiiendudFa (Strategies for Success)

P2

1. naqwééﬁummmﬂ ﬂaqmﬁmumsmaﬂmiuqﬂﬁ%ﬁaﬁm?{sJuLLana]'mﬂ'ﬁ?%amswLam
lﬂéﬂﬂsﬁamiLLUUﬁéau%m ImaLa‘wwﬂuqﬁﬁaﬂsaLLiuﬁwqaﬂiimmﬁfﬂﬁmLﬁaaLU?{auLLﬂaaa&JLaua
nslunanwosy Social Media 15y Instagram Facebook wag TikTok %famﬁumi%’uiumuéuaz
maﬁéau%amaqqﬂéjfméwﬁmzﬁwﬁmw (Mariani et al., 2021) uaﬂmm‘j 1159190 Online

Travel Agencies (OTA) wag Influencer Marketing ETWUEJGUEHEJEWu@JﬂmIUﬂanLUWimsﬂmEJEJN

v
[ % o o IS

= oA N A ! ‘e ¥ o w a a A
ISazuene tnsngnaulnnesiigigulnuiiivanuddyiuawuginanyiisnsnalude

Y

AANAUINNINNT LU BUILUULAL

21361311538UIANTIUNTTIANTITIND 86

ﬂﬁ 2 QﬁU‘ﬁl 1 (WAFIAN-LUBIYU 2568)



JIBMR

2. MsUmsAuuLAziNYsEAMS AW mmmmmslumsu%migwquaéwaﬁﬂsz?m%mw
Lﬂuﬁaﬁ’aﬁwﬁ’aﬁ{aﬂ’mmagjiamLLazwaﬁwlwaaqiﬁaTiam sgﬂszﬂaumiqﬂimﬁmﬂuﬁ”@ﬁs&l,mma
Lean Management Wag Technology-Driven Operations Lﬁaaﬂmmqmlﬁﬂuﬂﬁzmumiﬁ’m 9
wu nsluszuudalud@ (Automation) lun1ssesesianiedanisaunuuiy saudnsly Al
wag Internet of Things (IoT) Lﬁ'amuquwé’muuazu%msaﬁ’mmsﬁ'aaﬁmammasmﬂ@&hqﬁ
Usgansan (Ali et al,, 2021) ﬂaqwéﬁ'ﬂﬂéniﬁLﬁmﬁwamumqu WASLRLANTING INATADTY
windlumslnusnig

3. m'iU%WliiJ'izaun’lijﬂﬁ'] (Customer Experience Management) APRIGRIC RN
qﬁaﬂmwﬂuqﬂmﬁﬁuagjﬁ’ummmmiﬂumimauﬂazaumaaﬂﬁlmﬁammmwma 111NN
Tﬁu‘%mimmmmgmﬁ’ﬂﬂ WwuIAA Customer Experience Management (CEM) 3ananaidusiala
e%’wﬁ’@ﬁuamawémiﬁmsaﬁﬂm T,masgﬂszﬂaummyaqmmaai%%agamﬂiz‘uu CRM $300ulau
L.Lazmﬁmﬁzﬁwqamimﬁ'aﬂi’uL.mew%mﬂﬂ;mqﬁ’ummsTmmwaqqﬂﬁTﬂuLw{azﬁNL'Jafl
(Kandampully et al., 2018) A5ds19UsEaUN ST LT U (Personalized Experiences) e
nseenuuuAansalulsusulvaonaassiuarmadlavesgnen viansly Al ileuusthuinisaiy

Luulamzunna Jwnluuiiussauanuisnelakasanudnflussesend

4. n15a%19aa1udeBu (Sustainable Hospitality Practices) ﬂaqwﬁfmymmms&as‘?u
naneudundslunTuuvdnvesssialswsurilan Tnsewizesnsdslunqugnaniidaunseningiu
& awanaouuazdany {UigﬂaumﬁlmmimﬁLﬁuﬁqiﬁwmumma Sustainable Hospitality
lufBaunyI8anNansTENUADd 1uIna o WASITIBRNANEN YT AvosuuTun (Jones et al,
2014) uwsnssiueudlafuanuden wu mslwdsnunauny Msdanisveresisdissuy

nsannslynatafin wasnisaaasuasegianesdiu asuduaruniweinagns Ainoulanevianiu

Q%UﬁiillLLazﬂ'J’]iJﬂiJﬂ'Wl’Nﬁqiﬁf\]

5. nicﬁfﬁnm;ﬁ'ﬂsznaumsﬁﬂsza‘um'\ué"\L'%fa

msfnwinsdivessusznountsiiaunsnduindougsialsunilmdulpmunatsaruiunnuyos
anmwnaen deiduuuimsddylunsdaesgmundouiiamnsaiiluvssgnalylaats Tnsane
Tunqulssusurunmdnuaggusznounsgulvfiuunislauianssuduadosdiondnlumsanseiy
LANA1aNTEIves The Yard Bangkok (2025) Tungannuniuns \Judaeensveslsausuvuindnd
Uszauaudi§aainnsthuufa Eco-Friendly Hospitality snlasisluaunisesnuuy nsletan

= a Y o ' ¥ =2 o ! s de g o > Y '
loiAa wagnisannslanaey ﬁﬁNﬁIMﬁﬂNWiﬂ@ﬂ@ﬂUﬂ%@ﬂLVIEJ’JVISLﬁI"UﬁQLL’J@@@&II@@EJ']\‘IQJ
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'
aa o =

UsvAnsam waglasumssonsulussduuunmninuteamshdva Ssazvouuwnin Differentiation
Strategy 71 LU UATTA SUBUA WA T TAIUNUIBLA 1A LU 1MUI8 (Chen & Peng, 2021)
TupugUsznounssulva wanegsialaiamulswsulnglsuumeuinnssuniugfunseeniuy
Ussaunsaiitlumiielas 1wy Mustang Blu (2025) fleyinvermainuazanuadlualagiumasom
ady waglsawsuAaning Switch Asia (2021) ﬁlﬂo’ll,ﬁuaﬁﬁﬁ]ﬂ’lﬁlimyLLU’Jﬁﬂ Clean Green Smart
Fauunslyndsnussnsdszdndam nsanvends waznisfaausuduyusy luvmsi
Furama Hotel Chiang Mai (Robotics Business News, 2023) Lﬂuéﬁmgmmﬂ%mﬂuiaﬁvjuauéuaz
syuUSaluglA waz YOTEL Bangkok (2023) fdusseandasanielauwifn Tech-Forward Hospitality
\enouaussinveuieigaidia n13@nwives Park and Kim (2020) auayu ﬁjﬂi%ﬂavﬂﬁ
sulmiitanunsaasnsszuuiinansgsiia (Business Ecosystem) Tnendoslosniaulaaiuide uagly
uwanrlesuRivaidugusnans azddnsamlunmaiulngs Tslamsiiioauisneenuuugsialnd
Anunaesfauazdauloatandunia q sgraduszuu Fsasnounuifn Entrepreneurial Agility

d‘ o ' o a a !
fadunemsaniugsialugalu

6. Tuwaa DIGIPERSE wuanieganadnsavasiusznaunisgsialsusugall

Tugadiiaswgiana ”aL,Lazwqaﬂssw;ﬁimLﬂﬁlauLLUaaas}Nsam%a éﬂizﬂ@ﬂﬂﬁﬁjﬁﬂiiwﬁm
S unpaauILuIdan3ALdus3A 97 AOUAUDINBAIINA DINTITLANIEY ANATDIG NA
(Personalization) muqlﬁ’umsma‘uﬂszﬁuﬂﬁﬂjﬁ'ﬁmmmmmma (Diversification) laga1de
welulagAdaiduussduindoundn annseuuudn ngufiyuszneunts nauiaudisavessia
wunAnAeafuNsUIIsgsalausy dnunsrUsznaumsssialssusugalv nagsiiieanudise
warnsdAnygUsenauntsivszavaudnia Jelawaun Tuea DIGIPERSE Juiftarduuuanis
f;jmmﬁ’wL%ﬂsuaasgﬂizﬂaumﬂsamuluqﬂﬂmﬁ’u #1727 DIGIPERSE 112WMN15HEY 2 WUIAANAN
fio DIGI 8o11911 Digital Empowerment ag PERSE dof Personalized and Diverse Experiences
Tnefarumanesun navssganudifavesusznaunslsusugalvaiunislamaluladada
Jieaweulszauniaaiidualudiuagnainuatsungnat (wanslunind 4) lina DIGIPERSE

LUIN9EANNA S IVDIUTENOUNNTEIN LT TN ALY
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Digital Empowerment

Personalized Journey

Diverse Experience Offerings ‘

Al 4 luwaa DIGIPERSE wuwavinegaiudniavedyusenounsssnalsausugalyy

Digital Empowerment

Personalized Journey

Diverse Experience Offerings B

SJﬂSUSJdSJlU] 1210H UISPOIA 10) SS220NG

AN 5 AnUduNusveIInUsenauluma DIGIPERSE

29AUsENaUvVa9luLAa DIGIPERSE

Y a

1. Digital Empowerment n1sta3ufneninaaomaluladfdva wundndwunisly
welulaBadvaluyndifivesnisuimsdanis Weiiudsednsaw anauu wazaseaulaiey
N19NTUVITY éﬂizﬂaumiﬁiyaﬂmmmLﬁaﬂiﬂ?l,ﬂ%mﬁaﬁmmsau U SEUU PMS §7a38y N3man
LUULNZR9IELAI eile Search Engine Optimize (SEO), Search Engine Marketing (SEM) wagns
3Lﬂ'§wsﬁ6§asﬁamu Al uag Bl iiewasudneniwlunissadulawazusnng (Ali et al,, 2021; Mariani

et al., 2021)
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2. Personalized Journey N13a319UszAUNISAllaNIZYARAT TAMAT N15UTMIS
anuduiusugnan (CRV) Aflseansnmazaslugusznaunisanansoassldsinagnaiuuy
360 03 Failugnmsluuimauuuiameyaea lumandunsuusiudenaans msfearsianiy
Y09N1 %5 B NTE IN1500NLULYTLAUNITAINITURNT ATITUAIINTEUTE LA ALY ARG
(Kandampully et al., 2018)

3. Diverse Experience Offerings msaamwuﬂwaumim‘ﬁ'wmﬂ‘vrawu,az
AANRUTY ﬂ;ﬂ’i%ﬂaUﬂ’liﬂ’Jia;’Nyjaﬁ’]L‘ﬂlll wanmiea1nusn1siwnuun s lusunsy
Uszaumsaiang ) wu MsdananssuieEssassn ﬂﬁ'ﬁl’mﬁaﬁuqiﬁaﬁmﬁu N39N1700NLUULTILTY
TviiSuawzin Lﬁaﬁqam@dﬂgﬁﬁmwwmﬂmmzmwmmau% wazasselaasuanuinisnesen
(Chen & Peng, 2021; Park & Kim, 2020) (W&@A9A1571991 2) AINADAAA DITEWININTEANBITU

panUsnouvaslaLaa DIGIPERSE

AM519% 2 ANUABDAAADITEMINNIUANWINUBIAUTENOUVDIlLAA DIGIPERSE

Digital Diverse
e Personalized Journey
NIUANEN Empowerment Experience
(DIGI) (PER) Offerings (SE)
The Yard Tosvuvaeseeulay | USnsuenuduius | asedszaunisa
Bangkok (2025) wazleityadify Tnadnuuunseunda WUU Eco-Friendly
doasdndnual U
Mustang Blu | lwmealulafesnedidn | eenuuudszaunisane | waufals Juwmae
ueildulonsiuadie | Winemenquauindads LaznseYyiny
Sivatel Bangkok | luszuumumumdannu | smsgiulsususeivgs | Sauuimlsausud
BRDRILY undslumuanizyera | @euuuaTUIas
(Smart Energy)
Furama Chiang | 1o Al uazvueunly wugihudmsnuue | Seluuumannvans
Mai N13USNIS Umquamiuqﬂf‘% AUTAILsTIY
YOTEL Bangkok | luwelulafifady | Ingneeuauvesin | wenuwmalulad flwy
@ Cloud 11 dnlutiAuag mobile WeHULeY WaZANAZAINLY
room control MRyl
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7. &3y

mﬁﬁﬂmaﬁ’uﬁﬁi’mqﬂizaqﬁLﬂ'aiLﬂswzﬁ@mﬁﬂwm NAEMS LarNIIULUAMITINALNSTIAILETY
mmﬁﬁL%%@q&gﬂszﬂaumsqiﬁﬂsqu,i:uqﬂimJ melauiunvonasugiand ”auazwqﬁﬂiiwgu%‘lm
fidsuuatessng nglasadeuisidowuunmsmumuassunssuesnatduszuy (Systematic
Literature Review: SLR) A2 PRISMA uagiiamesiilevidanmnmannenifouaznsiifinu
ﬁl@?%’umiﬁ’@ﬂiaﬂmﬂgm%ayjaﬁsmmimmmﬁ lﬁTLLﬂl Scopus, Web of Science, ScienceDirect,
Emerald Insight waz TCI Tugasd w.A. 2558-2567 (2015-2024) Nan15IATILNUNADLE LA e
AruvINETesRUsznaunsysialaustgAl el yaraiiiidermunilnawasdanuansoly
nsnaunauuianssy walulad audsdu wasUszaunsanisorsuaiainieiuosisasisassn
Jipenuuunaganiugsialsusulnasnaasstungfnssuy uilnafd suutates193nisy
TnegUsznounislulayaissilsludeiiay widlnanuddyiunuamisdng n1silaiusiuves
yuvu arudussauluesans uagasnsUszaunisallanizyanadi asnoudndnvalveauusun

v A ¥ K ¥ o ' N PN > a ¥ ¥ U (Y
‘1/]\‘11!Ia\ljlligﬂ’e]‘Uﬂ’]iIiﬁLLiMQﬂIﬁ@JU‘UL‘lj'LlD‘\IJ‘L!']LLVﬂﬂ’]iL‘UaEJ‘LJLL‘UaQ‘Vlﬂa’W’W] NA180Y LAYNIONUI UMD

v '
o A

Wendnsugsialsusulunmuudadrdauuuiy thesansivganudnsandsiu Tuaiuvesnaaudn

¥
v Y

vowUsznounislsusugalmfivsraueudnfadutunesdidnuae fall 1) msdivruafuuuddsne
(Digital Mindset) 2) mmmmiﬂiumia;ﬂaui’mmimLLazﬁms‘Bqaﬁuﬁaaiiﬁ (Creative and Innovative
Thinking) 3) Mslyveyaiianagnslunisdnduls (Data-Driven Decision-Making) Wa 4) yuniisl
3u593umarIdeviay (Ethical and Visionary Leadership) wananil s‘]’aﬁﬂﬁisgﬂaqm&%qﬂﬁﬂ’“ﬁﬁ
UsgAnsan lawn ﬂ’liU%%ﬁUi%ﬁUﬂﬁiﬁQﬂf;’]LQ‘W’]S‘Uﬁﬂa (Personalized Customer Experience)
n1sAaARATaKIL Social Media uaz Influencer mslamealuladdnluilunisudmnunuy uaznis
FudugsAavuuuImIIAud By Heluatuiasugia danu uagdawanaon luauvesgUiuy
A avesgsAalsansugalvadsznaunis 4 tamdnunsaudnda laun 1) Strategic
Adaptability mmmmaaiumﬁu{uazﬂ%’uﬁméiamaLLazmmuJﬁlauLuJaa 2) Customer
Co-Creation nsfiarusauwesgnailunisesnuuudszaunisaiuasuinig 3) Digital Agility
anuannsalunslyeyauasmaluladiilenisinavlafiuuguagsanids waz 4) Sustainable
Business Design nsoonuuulumagsiafinseunquifaiuiasugia dian uasdaunaou siian
MsduATIEnesAnLgAIna1 MafnudlaiauiuaziauensouuaAndnagnslulude
DIGIPERSE Model §1Usznounisaunsnusznoundn laun 1) Digital Empowerment N13t@34
#nanmgsianiemaluladAdng 2) Personalized Journey N1300NKULUSAISIANITYAAALT B

naulanggnai vy uay 3) Diverse Experience Offerings N13as19assalsyauNsaiviaInvany
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wagfiaumvune luaa DIGIPERSE Feluiissdunisiiauensounuifndmguiinseunauussiiu
drfgarumalulad n15u3n1g wazaudsdy wndsaunsailuldunwimadsUfud (Practical
Framework) @ wsugusznaunisisasusulnilunisifis@anuaninsalunisuvsdulugaesugia

a a Y

ATNEATIALALLATYINANINA

8. VoLaUDLUY

Y Yy v

nmsnwindell ydeulaausliea DIGIPERSE FaduuumisganudiiavesyUsznouns
gaalssusugalvy Inenunisaiudneninmemeluladida n1seeniuulszaunisaiamsyana
wagmsasasIAUIETnanuats Sudussausznaudidnlunisaseanulaiounenisisdy
luuSunveaAsygnamAda mif»;uwm%gqﬁjhiLﬁwﬁﬂaéﬂmis{amiﬂ’wumﬁmms:ﬁlut,nmﬁ'ismﬂﬁ
pumsiamsgsiauing undsannsniiluussgnalsludaloviwasmsuinsianislnosnady

sUssu elvlaaa DIGIPERSE ansnsaduindeudnaninvesusenaunisisaususulvalaesnsd g

&

= a

JellvotausuuzdAglu 3 JAndn asil
; a v . = ' a ¥ e ' =
1. wuamedaasugusznaunisiva adsdnisavasunisiunfunaamu nalulad
warlaniananmseatnvesyUsznaunissuluuesiadussuy munsdniinesuaivauuanisen
59Uy %38lA5971T Matching Fund d@wsuudnnssua1un1suingg AUARUMSIALI AUEULNIE
53119 (Hotel Startup Incubator) Miduaiusiuiiesznineninsy aaenyy wazaa1iun1sd@ne

(% (%

LNDLESUATINANUNTOUATULIAALTANTTY KAENITUSYNTIANITTINAYNS

2. MInaasAANiLainervasusEnaunsulud nsusulsmdnansnisiieunis
doununslsIILaEn1SUSNIATLUlYT miyim’mﬁﬁﬂwﬁ"mLmﬂiuia§§§ fa UinnTsuNIg
U313 uagNTUIMIssIAaee e L uonand msiinisdadsunanesunisieugnasndin
(Lifelong Learning) ﬁiﬁﬂiamaiﬁs@izﬂaumﬁLmywﬁqaaf-{mm{wﬁuﬂa§aaau1aﬁ N158U5Y
WU UAN1S (Workshop) LaTITUURLA 8a (Mentoring) LﬁaLa‘ﬁmﬁywmmmmmiumiﬁwg

wazUSuiiluszeaze
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ABSTRACT

The issue of beverage packaging waste is a significant environmental concern, particularly
in Chiang Mai, where high tourism activity contributes to increasing waste levels. This study
aims to examine consumer behavior in managing post-consumed beverage packaging using
the Theory of Planned Behavior (TPB) as the primary analytical framework. The study focuses
on three key factors: Attitude Toward Behavior, Subjective Norms, and Perceived Behavioral
Control influencing consumer intentions and actions. This research employs a qualitative
approach through in-depth interviews with 30 consumers residing in Chiang Mai. Data was
analyzed using Thematic Analysis, revealing that consumers with a positive attitude and social
support are  more likely to engage in proper waste management practices.
Additionally, convenience and perceived behavioral control significantly influence actual
behavior. Key challenges identified include the complexity of waste separation, lack of
knowledge on recycling, and low confidence in waste management systems, leading some
consumers to opt out of waste separation practices. The findings highlicht opportunities to
promote sustainable packaging waste management through education on the 3Rs (Reduce,

Reuse, Recycle), improvements in waste management infrastructure, and encouraging
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businesses to adopt eco-friendly packaging. The insights from this study can inform public
policy development and marketing strategies to enhance consumer participation in reducing

beverage packaging waste.

Keywords: Attitude Towards Behavior, Subjective Norm, Perceived Behavioral Control, Waste

Management, Beverage Packaging
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1. INTRODUCTION

The increasing volume of post-consumption waste, especially from plastic packaging,
presents a growing environmental challenge. Among various contributors, the beverage
industry is one of the most significant, particularly due to the extensive use of single-use
plastic bottles. In Thailand, over 4 billion plastic bottles were consumed annually as of 2018,
with only 25% being recycled or reused (Thai PBS, 2018). Chiang Mai—Thailand’s second-
highest province in daily waste generation (Department of Mineral Fuels, Ministry of Energy,
2020)—exemplifies this issue, producing up to 340 tons of solid waste daily in 2023 (Thai PBS,
2023). Improper segregation and low public awareness exacerbate these problems, leading to
drainage blockages, flooding, and the spread of microplastics into marine ecosystems

(Panyayong, 2022).

While leading beverage brands have responded with eco-conscious packaging
innovations (e.g., recyclable, label-free bottles by Singha; Prachachat Business, 2024), the
adoption of sustainable packaging management by consumers remains limited. Packaging
options—ranging from glass, plastic, paper cartons to aluminum—each present distinct
environmental trade-off (Wildpack Beverage, 2022). However, consumer choices and behaviors
surrounding their post-consumption disposal remain under-explored, particularly in a local

context such as Chiang Mai.

Prior studies on waste management behavior have been largely quantitative, focusing
primarily on recycling and often limited to plastic bottles. For example, Phattaratikhom (2022)
found that attitude and perceived behavioral control influenced recycling intention, while
subjective norms did not—contradicting Ajzen’s (1991) Theory of Planned Behavior (TPB).
Other studies, such as Khan et al. (2019), Widayat et al. (2021), and Borusiak et al. (2021), have
confirmed that all three TPB factors—attitude, subjective norms, and perceived behavioral
control—play key roles in driving sustainable behavior. Nonetheless, these works lack
qualitative depth and fail to address underlying emotional, habitual, and contextual factors,

particularly in relation to broader 3Rs practices: Reduce, Reuse, and Recycle.

213613113538UIANTINATTIANTTFSNY 100

TN 2 atuN 1 (HBUUNTIAY — LADULLWIBU)



JIBMR

This study addresses that gap by qualitatively exploring consumer behavior in Chiang
Mai concerning post-consumption beverage packaging management. Using the Theory of
Planned Behavior (Ajzen, 2006) as the conceptual lens, the research investigates how
consumers form attitudes toward packaging disposal, how their behavior is influenced by
reference groups such as family, peers, and institutions, and how they perceive their ability to
control and manage post-use packaging effectively. The study aims to contribute both
theoretically—by expanding TPB with real-world insights—and practically—by informing
communication strategies and public interventions that encourage sustainable consumer

behavior.

2. LITERATURE REVIEW

2.1 Theory of Planned Behavior

The Theory of Planned Behavior (TPB) was developed by Icek Ajzen in 1985 as a
framework within social psychology. It was later refined in 2002 based on the Theory of
Reasoned Action (TRA) to address specific limitations of the original model. TPB is widely used
to explain human behavior by emphasizing the intention to act, which is influenced by three
core belief components: attitude toward the behavior, subjective norms, and perceived

behavioral control.

Attitude toward the behavior refers to a person’s positive or negative evaluation of
performing a specific behavior. This attitude stems from the belief about the outcomes of that
behavior. If an individual believes that engaging in the behavior will lead to favorable results,
a positive attitude is formed. Conversely, if the anticipated outcome is negative, the person
will likely develop an unfavorable attitude. For instance, if consumers believe that packaging
management can generate income, they are more likely to adopt a positive attitude toward

post-consumption packaging behavior.

Subjective norms reflect the perceived social pressure from significant others, such
as family, friends, coworkers, or opinion leaders, that influence whether a behavior should or
should not be performed. When an individual is surrounded by people who actively manage

beverage packaging, they are more likely to follow that behavior pattern as well.
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Perceived behavioral control pertains to an individual’s perception of the ease or
difficulty in performing the behavior, which is shaped by past experiences and anticipated
obstacles. If a person believes that separating and managing beverage packaging is easy and
within their control, they are more likely to repeat the behavior. For example, if one can
successfully sort packaging materials with little effort, the perceived ease reinforces the

intention to do so regularly.

Recent qualitative study use TPB to understand recycling intention by examining how
attitudes, subjective norms, and perceived behavioral control influence individuals’ plans to
recycle (e.g. Islam, 2021). One of a recent study (Amirudin & Ramadhani, 2024) finds that
perceived behavioral control-the belief in one’s ability to perform recycling-is often the
strongest predictor of recycling intention, highlighting the importance of both self-efficacy and
external factors in shaping recycling behaviors. Additionally, some research extends the TPB
framework by integrating moral norms and place attachment, showing that these factors
indirectly affect recycling intention through their influence on attitudes and perceived control

(Pathak et al., 2023).

In summary, TPB offers a comprehensive lens to understand human behavior. It posits
that attitude, social influence, and perceived control interact to shape behavioral intention.
When individuals hold positive attitudes, receive encouragement from their social
environment, and feel confident in their ability to perform a behavior, they are more likely to

act upon that intention (Ajzen, 2006).
2.2 Waste Management and the 3Rs Concept

As a global crisis phenomenon, UN-Habitat (2024) calls for cities around the world to
adopt sustainable practices to build resilience against climate risks. In line with this urgent
plan, the Department of Mineral Fuels, Ministry of Energy (2020) also puts forward and
encourages recycling intention among urban residents, while seeking more innovative
approaches to address city waste management. Waste management is a critical phase in the
consumption cycle, referring to the disposal of residual waste. In Thailand, landfilling and
incineration are the most common disposal methods. Global waste generation is expected to
reach 3.4 billion tons by 2050. Improper waste management threatens public health and the

environment.
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For example, UN-Habitat (2024) reported that in areas lacking proper waste
management, the incidence of diarrhea was twice as high, and acute respiratory infections

were six times more frequent.

From the consumer’s perspective, post-consumption waste management can be

achieved effectively through the 3Rs framework.

Reduce: Refusing to use harmful packaging, avoiding unnecessary purchases, or

buying in bulk to minimize waste.

Reuse: Prolonging the life of packaging through multiple uses, such as using

reusable glass bottles or stainless-steel cups instead of single-use plastic containers.

Recycle: Converting used materials into new products, such as recycling PET
bottles into textiles or melting down aluminum cans into new containers. Recycling saves

energy and reduces resource extraction.

Applying the 3Rs promotes efficient and sustainable resource usage while minimizing

environmental impact.

2.3 Types of Beverage Packaging

In the beverage industry, packaging is an indispensable element due to the physical
properties of liquids, which require containment to preserve form and ensure product quality.
Without proper packaging, beverage contents are vulnerable to deterioration, contamination,
or nutrient loss. As such, selecting the right type of packaging plays a vital role not only in
product preservation and transportation but also in enhancing brand value and promoting

sustainability.

Beverage packaging can generally be categorized into four main material types:
plastic, glass, aluminum, and paper. Each type has distinct physical properties, along with
specific advantages and disadvantages from both commercial and environmental

perspectives.
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Plastic packaging particularly polyethylene terephthalate (PET) is the most used
material in beverages such as bottled water, soft drinks, and juices. Plastic is lightweight,
durable, low in production cost, and moldable into various shapes to meet both producer
and consumer demands. Recently, innovations such as recycled PET and bio-based plastics
have been introduced to mitigate environmental impact (Royal Crown Cola International,
2023). Plastic bottles offer benefits such as impact resistance and cost-efficiency in
transportation due to their light weight (Thai Beverage Can, 2024). However, plastic is also a
significant environmental threat due to its long decomposition period, which spans hundreds
of years, and its low overall recycling rate. Even with bioplastics incorporated in the production
process, improper disposal can result in environmental contamination, including the spread
of microplastics and harm to marine life such as sea turtles (Royal Crown Cola International,

2023).

Glass packaging is among the oldest and most traditional forms of beverage
containment. It is typically produced using materials such as silica sand and dolomite (Siam
Cement Group, 2021). Glass is appreciated for its rigidity, clarity, and ability to preserve both
taste and aroma. Aesthetically, its smooth and transparent surface enhances product appeal,
often elevating the product’s premium image (Canpack, 2020). Glass containers are also 100%
recyclable (Tetra Pak, 2023). However, drawbacks include their heavyweight, which increases
transportation costs, and fragility, which raises the risk of breakage during shipping or
consumption. Moreover, the initial production of glass requires significant energy, contributing

to environmental emissions (Royal Crown Cola International, 2023).

Aluminum packaging, commonly used in beverage cans, is regarded as an
environmentally friendly alternative. Aluminum cans are fully recyclable without quality
degradation and provide excellent protection against sunlight and oxygen exposure. Their
lightweight yet durable nature makes them particularly desirable in cold beverages, as they
cool faster than other packaging types (Thai Beverage Can, 2024). Advantages include moisture
resistance, portability, and high recyclability. In fact, the recycling process for aluminum
requires less energy than producing new cans. However, challenges remain, such as the higher
production cost compared to plastic and the potential for deformation or leakage upon
impact. Additionally, improper handling may result in heavy metal pollution (Thai Beverage

Can, 2024).

213615113538 UIANTINNTTIANTITSNY 104

TN 2 atuN 1 (HBUUNTIAY — LADULLWIBU)



JIBMR

Paper cartons, often used in aseptic packaging, are considered one of the most eco-
efficient options. They are designed to maintain the nutritional quality of beverages while
minimizing exposure to ultraviolet light. These cartons are typically made from layered
materials including paper, plastic, aluminum, and foil to prevent leakage and spoilage.
Benefits include their lightweight structure, which reduces shipping costs and extends product
shelf life (Tetra Pak, 2023). However, paper cartons pose challenges in terms of recycling
complexity, as multiple layers of materials must be separated prior to reprocessing. Moreover,
production costs are relatively high compared to plastic bottles, and improper disposal can
lead to environmental degradation due to the inclusion of non-biodegradable components

such as foil and plastic (Royal Crown Cola International, 2023).

Each type of beverage packaging responds to different product and market needs.
The selection of appropriate materials depends on factors such as product characteristics,
distribution requirements, environmental impact, and brand positioning strategies. A deeper
understanding of these trade-offs is essential for manufacturers aiming to align product design

with sustainability objectives.

3. RESEARCH METHODOLOGY

This qualitative study investigates consumer behavior in Chiang Mai Province regarding
the management of beverage packaging waste after consumption, using the Theory of Planned
Behavior (TPB) as a guiding framework (Ajzen, 2006). The research was conducted through in-
depth interviews, which served as the primary data collection method. Interviewees were
purposively selected to reflect a range of age groups: 20-29, 30-39, and 40-49 years. Previous
studies (Lopez-Mosquera et al., 2014; Barr et al.,, 2011; Stern, 2000) support our justification
that individuals in the 20-29, 30-39, and 40-49 age ranges are particularly engaged in recycling
and other sustainability-related behaviors.

The aim was to explore how attitudes, social norms, and perceived behavioral control
influence consumer behavior related to post-consumption packaging management, including
practices involving plastic, glass, aluminum, and paper containers. The fieldwork took place

from August to October 2024
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3.1 Research Questions

This study seeks to understand consumer behavior in Chiang Mai regarding the
management of beverage packaging after use, employing the Theory of Planned Behavior (TPB)
as the theoretical framework. The research aims to explore how attitudes, social influences,
and perceived behavioral control interact to shape packaging disposal practices within the

broader context of sustainable behaviors such as Reduce, Reuse, and Recycle.
3.2 Data

The primary data for this study were derived exclusively from in-depth interviews
with thirty Thai participants residing in Chiang Mai. Participants were purposively selected to
represent three distinct age segments aligned with research on environmentally conscious
consumers. All respondents were regular beverage consumers, with a frequency of at least
once per week, and provided informed consent prior to participation. Interviews were
conducted face-to-face in Thai, typically lasting between 30 to 60 minutes. Each session was
audio-recorded with participant permission, transcribed, and translated into English to support

a rigorous qualitative analysis.
3.3 Triangulations of Data

To enhance the trustworthiness and credibility of the findings, the study adopted a
multiple analyst triangulation approach. Three independent researchers were involved in the
thematic analysis of the qualitative data collected from field interviews. Each researcher
conducted a separate analysis of the same dataset, generating initial codes, developing
themes, and identifying core insights based on the TPB framework. Once the individual
analyses were complete, the researchers met to compare and discuss their interpretations.
Through this collaborative review, convergent findings were identified, and consensus was
established to strengthen the validity of the final results. This process minimized individual
bias, encouraged reflexivity, and ensured a well-rounded understanding of the data from

multiple analytical lenses.
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3.4 Data Analysis

Data were analyzed using thematic analysis based on Braun and Clarke’s (2006)
six-phase model. The process began with transcription and close reading of the interview data
to build familiarity. Initial codes were generated both inductively and deductively, suided by
the research questions and previous TPB constructs. These codes were grouped into broader
conceptual themes, which were reviewed and refined to ensure clarity and internal

coherence.

To enhance transparency and traceability, Tables 1 to 3 were developed to show
how specific codes and themes align with the core components of the Theory of Planned
Behavior (TPB), including attitude, subjective norms, and perceived behavioral control.
This mapping process ensured that the data interpretation was grounded in both theory and
participants’ lived experiences. To establish trustworthiness, we applied Lincoln and Guba’s
(1985) four criteria: credibility, transferability, dependability, and confirmability. The use of
multiple researchers in the coding process, along with literature-guided analysis, supports

methodolosgical rigor.

Each theme was then clearly named and described in relation to the research
objectives and supported by representative quotations from the interview transcripts.
The findings were synthesized to highlight key motivational drivers, behavioral barriers, and
social influences related to post-consumption packaging practices. These interpretations were
mapped to TPB’s theoretical dimensions, thereby contributing to both academic theory and

practical applications in sustainability communication and policy.
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4. RESULT AND DISCUSSION

4.1 Results
This section presents the qualitative findings derived from thematic analysis of 30 in-
depth interviews conducted in Chiang Mai Province. The results are structured around the
three components of the Theory of Planned Behavior (TPB), while also reflecting local
consumer practices related to the 3Rs (Reduce, Reuse, Recycle). Themes are presented using
a layered structure: first-order themes (direct participant quotations), second-order
interpretations, and aggregated dimensions. This structure increases readability, analytic clarity,

and traceability of insights.

4.1.1 Attitude Toward Beverage Packaging Management Behavior

Participants exhibited a generally positive attitude toward recycling and reuse,
particularly in terms of perceived value, convenience, and satisfaction. A common theme was
the belief that packaging, when properly managed, could create value. One participant stated,
“I believe packaging like this can create value after use through recycling.” This reflects the
participants' perception of packaging as a valuable resource once it is recycled or reused.
Another participant shared, “At home, we separate plastic bottles, slass bottles, cans, and
cartons to sell,” demonstrating the perceived financial value of waste materials when they
are properly sorted. The convenience of waste management was another prominent theme.
Several participants mentioned that sorting waste in advance made it easier for waste
collectors. As one participant remarked, “If we sort properly, others can further utilize it.”
Others felt personal satisfaction from participating in recycling efforts, with one stating, “I feel

)

that even a small act can help reduce waste,” and another saying, “I feel proud. | see my
own contribution as part of a larger effort.” This highlights the intrinsic motivation some
participants feel when they contribute to sustainable behavior. However, some participants
raised concerns about the difficulty of managing waste, particularly in terms of hygiene. One
participant noted, “The hygiene issue—sometimes it’s not clean enough for me to want to
handle it,” showing that perceived barriers like cleanliness can negatively influence recycling

behavior.
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Table 1 Show the thematic analysis table of attitude towards beverage packaging

management

First Order

“Sell or reuse as something else.”

“At home, we separate plastic bottles, glass
bottles, cans, and cartons to sell.”

“I believe packaging like this can create value

after use through recycling.”

Second Order

Perceived Value

from Packaging

“Makes it easier for waste collectors if waste is
already sorted.”

“If we sort properly, others can further utilize
it.”

“Helps others reuse directly without needing to

sort again.”

Convenience in

Management

“I feel that even a small act can help reduce
waste.”

“I feel skilled at sorting and managing waste.”
“I feel proud.”

“I see my own contribution as part of a larger

effort.”

Satisfaction from

Participation

Aggregated

Positive Attitude

4.1.2 Influence of Reference Groups (Subjective Norms)

Participants’ recycling behaviors were significantly influenced by family, peers,

and coworkers. Many respondents attributed their habits to teachings from their families.

For example, one participant explained, “I think | believe that if it can be sold, it’s probably

something Mom influenced me about.” Similarly, others mentioned the influence of parents,

with one participant saying, “Dad and Mom taught us since we were little.” This demonstrates

the strong impact family values and lessons have on shaping recycling behaviors.
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Peer influence also played a major role. One participant shared, “My friend said, ‘Just rinse

)

and sort it out, easy,”” indicating that simple advice from friends can normalize recycling
practices. Additionally, coworkers were cited as strong influencers, with one participant
mentioning, “My coworkers are strict about waste sorting; they divide it into personal
categories,” highlighting how workplace culture can drive sustainable practices. Furthermore,
educational institutions contributed to shaping environmental consciousness. As one
participant noted, “My child recommends new methods from school,” reflecting the role of

schools in instilling environmental values in younger generations.

Table 2 Show the thematic analysis table of Subjective norms

Second
First Order Aggregated
Order
“I think | believe that if it can be sold, it’s
probably something Mom influenced me about.”
Family
“Dad and Mom taught us since we were little.”
Influence
“My child recommends new methods from
school.”
People Around
“My friend said, ‘Just rinse and sort it out, easy.’”
“My coworkers are strict about waste sorting; they
Friends and
divide it into personal categories.”
Coworkers
“My coworkers are all foodies—they love using
proper containers.”

4.1.3 Perceived Behavioral Control

The perceived ease of recycling, such as the habit of rinsing and reusing items,
was a key enabler for participants. One participant mentioned, “It’s easy because we can just
rinse and recycle bottles or cartons—it’s useful,” showing that simplicity and habit significantly
influence recycling behavior. Another participant stated, “It’s easy for me because | can do it
myself,” indicating that individual control over the process can lead to sustained recycling
behavior. However, participants also identified several barriers. For example, a participant

noted, “The bins are too far away, and it’s hard to carry all that waste,” highlighting logistical
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challenges that hinder effective recycling. Concerns about cleanliness were also voiced, with
one participant sharing, “The hygiene issue—sometimes it’s not clean enough for me to want
to handle it.” This indicates that without proper infrastructure or support, even motivated
individuals might strugsle to recycle effectively. The influence of campaigns and brand support
was recognized, with participants acknowledging that these efforts made recycling more
manageable. One participant said, “Campaigns make it easier, as they remind me to separate
waste and offer convenient sorting bins.” This suggests that external support and public

campaigns can play a pivotal role in encouraging sustainable behavior.

Table 3 Show the thematic analysis table of Perceived Behavioral Control

“It’s easy because we can just rinse and recycle
bottles or cartons—it’s useful.”

“It’s easy for me because | can do it myself.”
Non-Redundant
“I’ve done it for years; it’s become second Easy to Perform
Process
nature.”

“It’s not hard. Everyone can do it. It’s just a

habit.”

4.2 Discussion

The findings align with previous literature affirming the influence of positive
environmental attitudes on behavioral intentions. For instance, Borusiak et al. (2021) and
Widayat et al. (2021) showed how these attitudes reduce the use of single-use plastics and
support sorting behavior. Likewise, Khan et al. (2019) and Phattaratikhom (2022) affirmed

attitude as a key predictor of waste separation.

Subjective norms especially from family, peers, and schools emerged as significant
drivers. This matches Khan et al. (2019), who emphasized social group influence, and Widayat
et al. (2021), who stressed early environmental education. Interestingly, our results diverge
from Phattaratikhom (2022), who found no significant norm influence in urban contexts,
possibly due to higher diversity and weaker social cohesion. Perceived behavioral control also

emerged as key, particularly when reinforced by supporting infrastructure and habit formation.
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This is consistent with findings by Phattaratikhom (2022), Widayat et al. (2021), and Khan et al.

(2019), who found that infrastructure gaps and inconvenience were major barriers.

5. CONCLUSION AND RECOMMENDATIONS

This study demonstrates that consumer behavior toward post-consumption beverage
packaging management is significantly influenced by the three core components of the Theory
of Planned Behavior: attitude, subjective norm, and perceived behavioral control. Each factor
is shaped by nuanced second-order dimensions, which provide valuable insights for
developing effective waste management interventions. Attitude influences behavior through
four primary themes: perceived value from packaging, ease and convenience, emotional
satisfaction, and environmental awareness. These attitudes reflect consumers’ recognition of
the economic and ecological value of packaging when managed properly. Furthermore,
participants expressed a strong sense of responsibility and emotional fulfillment when
engaging in recycling practices. To leverage this, municipalities can focus on educational
campaigns that emphasize the personal and environmental rewards of waste management,

while brands can incentivize positive behaviors through rewards or promotional offers.

Subjective norms were influenced by three main reference groups: family, peers and
coworkers, and educational/social institutions. Family members, especially parents and
children, played a crucial role in forming long-term waste sorting habits. Peers and coworkers
contributed to social reinforcement, particularly in shared spaces, while educational
institutions were significant early influencers of environmental awareness. These findings
suggest that interventions could target these groups through tailored messaging and
community initiatives. For example, local authorities could collaborate with schools to
integrate sustainability practices into curricula, while brands can work with workplaces to offer

recycling programs.

Perceived behavioral control was identified as both an enabler and barrier to sustainable
behavior. Consumers who faced simple, non-redundant waste sorting processes, received
institutional or brand support, and felt intrinsically motivated, were more likely to engage in
sustainable practices. However, challenges such as infrastructure limitations, insufficient

knowledge, and concerns over hygiene or the effort required, hindered behavior.
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These findings suggest that addressing infrastructure gaps (e.g., providing more recycling bins
or clearer waste sorting systems) and offering educational resources could increase
participation. Additionally, brands could play a role by supporting consumers with clear,

accessible instructions or by incentivizing more convenient recycling options.

While this study provides rich insights into sustainable consumer behavior, it is limited
by its localized focus and reliance on self-reported data. Future research could expand to
include comparative studies across different provinces or demographic groups to explore how
behavioral drivers may vary in different contexts. Incorporating psychological variables like
guilt, pride, or social anxiety could deepen our understanding of the motivations behind waste
management practices. Furthermore, expanding the data sources to include observational
studies, community trials, or user-generated content could offer a more holistic view of
sustainable behavior and provide a stronger foundation for policy development and brand

strategy.
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