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Editorial Note

On behalf of the Editorial Board, it is our great pleasure to present Volume 3, Issue 1
of the Journal of Innovative Business Management Research (JIBMR). This issue represents our
continued commitment to advancing scholarly knowledge in business administration, innova-
tion management, and related disciplines—fields that play a pivotal role in strengthening both

academic inquiry and business practice.

JIBMR remains dedicated to publishing high-quality research that fosters deeper theo-
retical understanding and practical application across accounting, business management, in-
novation management, management science, marketing, branding, and finance. Our mission is
to contribute meaningful and applicable knowledge that bridges academic rigor with manage-

rial relevance.

This issue features seven research articles reflecting diverse scholarly perspectives
across local, national, and international contexts. The contributions span entrepreneurial man-
agement, digital transformation, consumer behavior, environmental management, and con-
temporary business challenges. Each manuscript has undergone a rigorous peer-review process

and has been refined to ensure strong academic integrity and credibility.

The Editorial Board extends sincere appreciation to all authors for entrusting their work
to JIBMR, as well as to our distinguished reviewers for their invaluable time and constructive

evaluations, which are instrumental in maintaining the journal’s academic standards.

Looking ahead, JIBMR has established a clear strategic direction aimed at strengthening
its editorial management in alignment with international standards. We are committed to
advancing toward inclusion in the Thai-Journal Citation Index (TCl) in the near future. This
milestone represents an important step toward enhancing academic visibility, credibility, and

broader accessibility for the benefit of researchers and the academic community.

We hope that JIBMR will continue to serve as a strong academic platform and a center
for scholarly exchange, contributing sustainably to the development of knowledge in business

management and innovation.

Respectfully,
Editorial Board

Journal of Innovative Business Management Research (JIBMR)
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ABSTRACT

Start-up firms in developing economies face significant challenges in achieving
sustainable performance due to resource constraints, market uncertainties, and management
capability gaps. In Nigeria's entrepreneurial ecosystem, the failure rate of startups remains high,
with inadequate management practices identified as a critical contributing factor. The study
investigated the nexus between entrepreneurial management practices (talent management,
creativity and innovation management, and risk management) and startup performance; and
examined the influence of the entrepreneurial management practices on the performance of
start-up firms in the South-west Geo-Political Zone of Nigeria, specifically on entrepreneurial
enterprises in Abeokuta, Ogun State. The population of the study was 250, derived from
different startup ventures in the study area. The sample size for the study was 153
respondents, determined using Yaro Yamane's (1967) sampling technique. A structured
questionnaire was designed for data collection based on validated scales from previous
entrepreneurial management studies. The collected data were analyzed using descriptive and
inferential statistics, with industry sector and years of business operation incorporated as
control variables to isolate the unique effects of management practices. The descriptive
statistics employed included mean, standard deviation, and percentages. The inferential
statistics used were correlation and hierarchical multiple regression, facilitated by the

Statistical Package for Social Sciences (SPSS version 27). The results indicate that

entrepreneurial management practices, including talent management (B = 0.536, B = 0.252,

213613M153WUIANTINNNTIANITIIAY 4
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t =4.971, p < 0.001), creativity and innovation management (B = 0.628, [3 =0.321,t = 6.093,
p < 0.001), and risk management (B = 1.300, B =0.592,t=11.242, p < 0.001), as an overarching
concept, substantially influence startup performance in Nigeria's entrepreneurial ecosystem.
After controlling for industry sector and years of business operation, the full hierarchical model
explained 64.3% of variance in startup performance (Adjusted R? = .614), confirming the
robustness of these effects. Risk management emerged as the strongest single predictor,
explaining 46.6% of variance in startup performance. Years of business operation was a
significant control ([3 =.142, p = .024), while ICT/Technology sector startups demonstrated
superior performance relative to other sectors. The study offers insights for entrepreneurs,
policymakers, and stakeholders regarding the significance of management practices in fostering

startup success within Nigeria's entrepreneurial ecosystem.

Keywords: Entrepreneurial Management Practice, Startup Firm's Performance, Talent
Management, Team Morale and Engagement, Creativity and Innovation Management, Industry

Sector, Years of Business Operation
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1. INTRODUCTION

The desire for efficient entrepreneurial management strategies in startup enterprises is
rising due to increasing global competitiveness and the dynamic nature of the entrepreneurial
ecosystem. In this era, innovative organizations employ effective management strategies to
compete and sustain operations amidst evolving environments and intensifying competition.
Despite technological advancements, business ventures require enhanced labor and job
performance from workers. Team composition and management methods significantly impact
a company's success and sustainability (Sahas & Kumar, 2023). Resilient team performance is
vital for firm survival, particularly for high-performing startups that devise innovative solutions

and adapt to market fluctuations (Chen & Williams, 2022).

Efficient entrepreneurial management practices significantly influence startup
performance, enabling employees to manage digital transformation and strategic initiatives
effectively (Rodriguez, 2024). Effective entrepreneurial management strategies facilitate
organizational goal achievement, enhance employee dedication, and reduce job inefficiency.
Proficient startup teams increase the potential for success and promote sustainable
competitive advantages (Thompson et al., 2020). Strategic management enables organizations
to enhance performance, generate value, and develop sustainable plans. Understanding
resourceful management strategies is crucial for startups operating with limited resources, as
these strategies influence performance and success. Strong management fosters innovation,
establishes a structured yet flexible environment, and contributes to economic growth
(Ogundeji, 2023).

In Nigeria's entrepreneurial ecosystem, management methods are vital for cultivating
productive and innovative workplaces. Inadequate management tactics can lead to subpar
team performance, diminished employee motivation, and ineffective workflow. Startups face
challenges such as market competition, economic instability, and limited access to capital,
emphasizing the importance of effective management practices (Adebayo, 2022). The absence
of performance metrics for startup firms necessitates an analysis of leadership methodologies,
team morale enhancement and engagement mechanisms, and resource allocation
techniques. The primary challenge entrepreneurs face is reconciling structure with flexibility,
as inflexible management practices can hinder creativity and decision-making. Resource
constraints, resistance to change, and inadequate management can impede progress and

culminate in subpar productivity.

213813MTRYUIANTIUNTIANNGGINY 6
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Effective management strategies facilitate sustainable scaling, confer competitive
advantages, and ensure efficient startup performance. Robust management practices
transform businesses into well-organized, competitive, and scalable entities. The repercussions
of failing to address this issue include diminished productivity, financial instability, elevated
staff turnover, and adverse economic and social effects, underscoring the need for this study.
Notably, the effects of management practices on startup performance may vary across
industry sectors and with the maturity of the firm, making it important to account for these

contextual factors when examining these relationships.

2. RESEARCH OBJECTIVES
This study:
1) examines the relationship between entrepreneurial management practices
(talent management, creativity and innovation management, and risk management) and
startup performance in Abeokuta, Ogun State.
2) investigates the influence of entrepreneurial management practices on the

performance of startups, while controlling for industry sector and years of business operation.

2.1 Research Hypotheses
Ho1: There is no significant relationship between entrepreneurial management
practices (talent management, innovation and creativity management, and risk management)
and startups' performance.
Ho2: There will be no significant influence of entrepreneurial management
practices as an omnibus concept on the performance of startups in Nigeria's entrepreneurial

ecosystem, after controlling for industry sector and years of business operation.

2.2 Significance of the Study
This study is crucial in today's rapid and competitive corporate landscape, where
startup firms' success hinges on effective management strategies. Efficient management
enhances startup performance, providing valuable insights for governments, small and
medium-sized enterprises (SMEs), entrepreneurs, researchers, and academia to foster

innovation, economic growth, and job creation (OECD, 2020). By understanding the complex

7 5813019398UIANIIUNITIANTIIND
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interconnections between management strategies and team efficacy, we can unveil new
avenues for organizational achievement and economic advancement, driving the growth of

both SMEs and major enterprises.

This study offers insights and knowledge to the general public, small enterprises,
entrepreneurs, and corporations, highlighting the impact of sound management practices on
startup firm success. Efficient management practices are essential for startup teams to
overcome the challenges of initiating and expanding new enterprises. Startup firms with
effective management techniques are more likely to experience rapid growth, innovate, create
new jobs, and contribute significantly to economic growth and development (Blank, 2013).
Additionally, by incorporating industry sector and firm age as control variables, this study
provides more nuanced and robust evidence about which management capabilities genuinely
differentiate startup performance independent of structural advantages conferred by sector

membership or operational experience.

The findings of this study will contribute to the existing literature on the effects of
effective management practices on startup firm performance and sustainability. The empirical
analysis will provide fresh insights for scholars to develop new theories, models, and
frameworks explaining the relationship between management techniques and startup
performance (Hitt et al., 2020). This study will help institutions understand the influence of
successful management practices on performance, motivation, morale, and startup firms'
growth. It will also assist SMEs in evaluating management initiatives and inform
entrepreneurship and management education programs, ensuring students acquire the

necessary knowledge and skills for success in startup contexts (Mwasalwiba, 2020).

3. LITERATURE REVIEW

3.1 Conceptual Descriptions of Startup Firms

A startup is a small, emerging firm with enormous expectations, typically
characterized by innovation, risk-taking, limited resources, and high expectations. These
nascent enterprises, often less than ten years old, aim to develop replicable and marketable
business models with significant demand potential (Blank & Dorf, 2020). Startups strive for
rapid growth, scalability, and above-average profitability, driven by a passion for addressing

challenges and generating impact.

213813MTRWUIANTIUNTIANIGGINY 8
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The characteristics of startups are distinct. They are innovative, introducing new
products, services, or business models to the market. They take risks, operating in uncertain
environments where success is not guaranteed. With limited financial, human, and
technological resources, startups must be resilient and resourceful to navigate challenges.
High expectations surround startups, with investors, founders, and teams anticipating rapid

growth, scalability, and significant market impact.

Startups frequently rely on robust network and community connections to access
resources, skills, and market access (Adeyinka, 2023). This is particularly true in ecosystems
like Nigeria's, where startups leverage these networks to overcome obstacles and achieve
success. Despite facing challenges such as funding and resource constraints, market
competition, and complex regulatory environments, successful startups exemplify the
quintessential startup teams, driven by a fervent dedication to establishing enterprises that
address social and economic issues. Examples of successful startups abound. Companies like
Microsoft, Apple, and Uber have revolutionized industries and transformed the way people
live and work. These startups demonstrate the potential for innovation, growth, and impact

that defines the startup spirit.
3.2 Entrepreneurial Management Practices

Effective entrepreneurial management strategies have a profound impact on
startup growth, encompassing performance enhancement mechanisms and multidimensional
impact frameworks. This study focuses on three critical dimensions of entrepreneurial
management practices: talent management, creativity and innovation management, and risk
management. These three dimensions were selected based on their consistent identification
in recent entrepreneurial management literature as the most critical determinants of startup
success in resource-constrained environments (Glaub et al., 2014; Rauch & Hulsink, 2015; Unger

et al., 2011).

While previous studies have examined other dimensions such as financial
management, marketing management, and operations management (Mitchelmore & Rowley,
2013), meta-analyses of entrepreneurial competencies consistently identify strategic

capabilities (reflected in risk management), innovative capabilities (reflected in creativity and

9 M3813N1INBUTANTIUNITIANTIIND
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innovation management), and human resource capabilities (reflected in talent management)
as the core management competencies that distinguish successful from unsuccessful ventures

(Lans et al., 2015).

Furthermore, the selection of these three dimensions aligns with the Resource-
Based View (RBV) theory, which emphasizes that competitive advantage stems from valuable,
rare, and inimitable resources—human capital (talent management), innovation capability
(creativity and innovation management), and strategic foresight (risk management) (Barney,

1991; Wernerfelt, 1984).

These strategies aligen human, financial, and technological resources with
organizational objectives, fostering an environment where tasks are executed efficiently and
challenges are proactively addressed (Ben-Hafaiedh et al., 2023). Visionary entrepreneurs
identify business opportunities and drive progress through effective team performance,
enabling profitability, sustainability, innovation, and economic growth. Effective management
strategies promote innovation, adaptability, and collaboration, empowering teams to respond
to market fluctuations and technological advancements. A positive organizational culture is
developed through clear communication, strategic delegation, and recognition of

achievements, enhancing employee morale, productivity, and reducing turnover.

The influence of effective management strategies extends beyond immediate
advantages, affecting wider economic and societal outcomes. Organizations with robust
management practices drive economic growth, promote innovation, generate employment,
and improve productivity. Technological advantages are incorporated into management
strategies, enhancing their efficacy and facilitating improved project management, data

analysis, and communication.
3.2.1 Talent Management

Talent management in the startup context refers to the systematic
identification, attraction, development, deployment, and retention of individuals with high
potential and high current performance who can make a differential contribution to
organizational effectiveness (Collings & Mellahi, 2009; Meyers & van Woerkom, 2014). This
definition distinguishes talent management from general human resource management by
emphasizing strategic positioning of key talent in pivotal roles that disproportionately

contribute to competitive advantage (Cappelli & Keller, 2014).

213813MTIRYUIANTIUNITIANIGTINY 10
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Recent literature emphasizes that talent management in startups differs
fundamentally from established organizations due to resource scarcity, role ambiguity, and
the need for rapid adaptation (Cardon & Stevens, 2004; Coff & Kryscynski, 2011). Effective
talent management practices in startups involve employer branding to attract talent despite
limited resources, flexible compensation structures combining equity and monetary rewards,
rapid skill development through learning-by-doing, and retention strategies emphasizing
meaningful work and growth opportunities rather than just financial incentives (Williamson et

al., 2002).

The theoretical connection between talent management and team morale and
engagement is well-established in contemporary organizational behavior literature. High-
commitment human resource practices, including selective hiring, extensive training, and
performance-contingent compensation, create a sense of psychological ownership and
organizational commitment among employees (Combs et al., 2006). When startups invest in
identifying and developing talent, employees perceive organizational support and reciprocate
with higher engagement, intrinsic motivation, and discretionary effort (Kehoe & Wright, 2013).
This reciprocal relationship, grounded in Social Exchange Theory (Blau, 1964), explains why
effective talent management directly enhances team morale and engagement, which in turn

drives overall startup performance (Collins & Smith, 2006; Takeuchi et al., 2007).
3.2.2 Innovation and Creativity Management

Innovation management is fundamental to startup success, involving strategies
and processes that convert fresh ideas into concrete results. Effective innovation management
enables startups to secure a competitive advantage, broaden their market presence, and attain
sustainable growth. Recent studies emphasize that innovation management in startups
requires balancing exploration (seeking new opportunities) with exploitation (refining existing

capabilities) (March, 1991; Raisch & Birkinshaw, 2008).

Startup teams must develop a culture that promotes creativity and
experimentation, leveraging external sources of innovation through open innovation practices
and creating strong governance frameworks that encourage risk-taking while maintaining
strategic focus (Chesbrough, 2003; Salter et al., 2014). Contemporary research highlights the
importance of design thinking methodologies, rapid prototyping, and customer co-creation in
startup innovation processes (Brown, 2008; Blank, 2013).

11 29813015338UTANITUNTIANTIIND

I 3 2t 1 Wns1AN 2569 - WwwBY 2569)



Journal of Innovative Business Management Research

The relationship between innovation and creativity management and customer
satisfaction is theoretically grounded in the innovation-performance literature. Damanpour
and Evan (1984) demonstrated that product and service innovations directly impact customer
value perception. When startups implement systematic innovation management practices—
including customer feedback loops, iterative product development, and continuous
improvement processes—they are better positioned to identify and fulfill unmet customer
needs (Christensen, 1997). This capability to deliver novel solutions that address customer
pain points more effectively than competitors directly translates into higher customer
satisfaction and loyalty (Hurley & Hult, 1998). Moreover, innovative firms signal quality and
responsiveness to market demands, enhancing their reputation and customer trust (Rubera &
Kirca, 2012). Therefore, creativity and innovation management serves as a critical mechanism
through which startups differentiate themselves and create superior customer experiences,

justifying the hypothesized relationship with customer satisfaction.
3.2.3 Risk Management

Effective risk management is essential for organizational success, enhancing
leadership effectiveness and overall performance. Risk management in entrepreneurial
contexts involves identifying, assessing, and prioritizing uncertainties, followed by coordinated
application of resources to minimize, monitor, and control the probability or impact of
unfortunate events (Verbano & Venturini, 2013). Unlike established firms with formalized
enterprise risk management systems, startups typically employ informal, intuitive risk

management approaches that emphasize flexibility and rapid response (Brustbauer, 2016).

Recent entrepreneurship literature identifies several categories of risks critical
to startup survival: market risk (demand uncertainty, competitive threats), financial risk (cash
flow volatility, funding gaps), operational risk (supply chain disruptions, quality failures), and
strategic risk (wrong business model, poor market timing) (Dawson & Andriopoulos, 2017).
Effective risk management requires startups to develop dynamic capabilities—the ability to

sense, seize, and reconfigure resources in response to changing conditions (Teece, 2007).
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The theoretical connection between risk management and firm profitability is
grounded in both contingency theory and the resource-based view. Contingency theory posits
that organizational performance depends on the fit between environmental uncertainty and
internal  structures—startups that effectively manage risks align their strategies with
environmental contingencies, avoiding costly mistakes and resource misallocation (Donaldson,
2001). From an RBV perspective, superior risk management capability constitutes an
organizational competence that is valuable, rare, and difficult to imitate, creating sustainable

competitive advantage (Barney, 1991).

Empirically, recent studies demonstrate that proactive risk management
practices enable startups to preserve financial resources, maintain operational stability during
market turbulence, and capitalize on opportunities that risk-averse competitors avoid (Miller
& Lessard, 2000; Miller & Reuer, 1996). By systematically identifying threats early, implementing
mitigation strategies, and building financial buffers, startups with strong risk management
capabilities achieve higher profitability through reduced failure rates, lower cost of capital,
improved operational efficiency, and enhanced ability to make bold strategic moves (Bromiley
et al,, 2015; Hoyt & Liebenberg, 2011). This explains why we hypothesize a strong positive

relationship between risk management practices and startup firm profitability.
3.3 Startup Performance in Nigeria

Startup firm performance is a multidimensional construct that has been
operationalized differently across entrepreneurship studies. While some researchers measure
performance solely through financial metrics (e.g., revenue growth, profitability, return on
investment), others adopt broader conceptualizations incorporating non-financial indicators
such as market share, innovation output, or employee satisfaction (Murphy et al., 1996;

Venkatraman & Ramanujam, 1986).

This study operationalizes startup performance through three integrated
dimensions: team morale and engagement, customer satisfaction, and profitability. This multi-
dimensional approach was selected for several reasons. First, it aligns with the Balanced
Scorecard framework (Kaplan & Norton, 1996), which emphasizes that organizational
performance should be assessed through multiple perspectives: internal business processes
(team morale and engagement), customer perspective (customer satisfaction), and financial
perspective (profitability). Second, previous research on early-stage ventures demonstrates
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that non-financial indicators often serve as leading indicators of future financial performance—
engaged teams drive innovation and productivity, satisfied customers generate recurring
revenue and referrals, which ultimately translate into profitability (Wickham, 2006; Zahra &
Covin, 1995). Third, this operationalization is particularly appropriate for startup contexts
where immediate profitability may not yet be achieved, but team capability and customer

validation provide critical performance signals (Blank, 2013; Ries, 2011).

The Nigerian context presents distinctive characteristics that differentiate it from
settings examined in previous entrepreneurial management studies. Unlike developed
economies with mature venture capital ecosystems, robust infrastructure, and stable
regulatory environments (Shane & Venkataraman, 2000), Nigeria's entrepreneurial landscape is
characterized by institutional voids, infrastructure deficits, limited formal financing channels,
and higher environmental uncertainty (Bruton et al., 2013; Khanna & Palepu, 2010). These
contextual factors amplify the importance of effective management practices—Nigerian
startups must navigate greater resource constraints, manage higher levels of operational risk,
and compensate for institutional gaps through stronger internal capabilities (Mair & Marti,

2009).

An important contextual dimension for understanding startup performance in
Nigeria is the significant dominance of the ICT/Technology sector (76.5% of sampled firms),
which carries structural performance advantages including scalability, lower marginal costs,
and digital market access relative to agriculture, manufacturing, or trade sectors. Similarly,
years of business operation shape performance outcomes through accumulated learning and
resource development (Zahra & Covin, 1995). These structural factors must be accounted for
empirically to isolate the genuine contribution of management practices, which this study

addresses through the inclusion of industry sector and years of operation as control variables.

Previous studies on entrepreneurial management practices have predominantly
focused on developed economies in North America and Europe (e.g., Rauch & Hulsink, 2015;
Unger et al,, 2011) or emerging Asian markets (e.g., Frese et al,, 2007). Sub-Saharan African
contexts remain underrepresented in this literature despite constituting a rapidly growing
entrepreneurial ecosystem with unique challenges and opportunities (George et al.,, 2016;
Kiggundu, 2002). By examining startup performance in Abeokuta, Nigeria, this study contributes

empirical evidence from a high-growth, resource-constrained African market, extending the
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generalizability of entrepreneurial management theories to non-Western contexts and
providing contextually relevant insights for practitioners and policymakers in similar developing

economy settings.

Startup firms' performance is influenced by several key factors, including financial
performance, team productivity, innovation, team morale, and customer satisfaction. Financial
performance is critical to startup success, with factors such as team composition, innovation,
market conditions, and capital access playing significant roles. Team productivity is also vital,
with diversity, experience, leadership, and work environment influencing efficiency and
effectiveness (Jamaludin et al., 2023). Innovation and creativity are essential for organizational
success, particularly in today's fast-paced commercial landscape. These can be fostered
through  supportive  organizational cultures, resources, training, cooperation, and
experimentation (Smith & Brown, 2023). Team morale and engagement significantly impact
productivity and job satisfaction. Customer satisfaction is a crucial metric, assessing

contentment with products, services, and competencies.
3.4 Startup Firms' Obstacles in Nigeria

Nigerian startups face numerous obstacles that impede their performance and
expansion. One significant challenge is limited access to financing, with elevated interest rates
and rigorous lending standards making it difficult for startups to secure bank loans. The scarcity
of venture capital and angel investment alternatives further constrains their ability to expand

and grow.

In addition to financial constraints, Nigerian startups often struggle with insufficient
business planning and execution strategies. Without a meticulously crafted business plan,
startups may find it challenging to navigate the competitive landscape efficiently, leading to
resource mismanagement and project failures. Many startups also suffer from inadequate
corporate governance frameworks and a deficiency in business management acumen, which

can result in wrongdoing, legal issues, and reputational harm.

Attracting and retaining highly competent employees is another significant
challenge for Nigerian startups. Due to their constrained financial resources, startups often
struggle to provide competitive salaries and benefits, leading to elevated employee turnover.

Research by van Balen and Tarakci (2023) indicates that startups face difficulties in recruiting
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and retaining talent due to competition from established firms and the global exodus of skilled

professionals.

The Nigerian economy's instability, characterized by currency devaluation and
elevated inflation rates, creates an erratic economic climate that can inhibit investment and
impact consumer purchasing power. Startups must also navigate the country's intricate
regulatory landscape, which presents challenges such as bureaucratic obstacles in business
registration, acquiring necessary permits, and maintaining tax compliance. Non-compliance can

lead to legal repercussions and operational disruptions.

The market in Nigeria is highly competitive, with over 3,500 startups vying for
attention. To captivate customers and investors, startups must constantly innovate and
distinguish themselves. However, expanding a wide customer base can be challenging due to
insufficient distribution networks and restricted internet access in certain areas. This constraint

can impede market growth initiatives and limit the startup's ability to reach its target audience.

Furthermore, startups often neglect critical legal considerations, including
intellectual property protection, proper business registration, and adherence to employment
regulations. Disregarding these areas can result in conflicts and legal repercussions that can
jeopardize the startup's viability. Finally, creating goods that fail to correspond with market
demands or customer inclinations can lead to inadequate commercial traction, emphasizing
the importance of achieving product-market fit for securing customer approval and fostering

growth.
3.5 Theoretical Foundation for the Study

This study is anchored in both classical motivation theories and contemporary
strategic management frameworks. Maslow's Hierarchy of Needs (1943) and Herzberg's Two-
Factor Theory (1959) provide foundational understanding of employee motivation,
emphasizing that startup teams excel when management strategies address both intrinsic
motivators (e.g., personal growth, recognition, meaningful work) and extrinsic motivators (e.g.,
rewards, job security). However, these classical theories are complemented by more recent
theoretical perspectives that address the specific dynamics of entrepreneurial ventures.

The Resource-Based View (RBV) (Barney, 1991; Wernerfelt, 1984) serves as a primary
theoretical lens, positing that competitive advantage stems from valuable, rare, inimitable,

and non-substitutable resources and capabilities. In startup contexts, talent management,
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innovation capabilities, and risk management competencies constitute strategic resources that
enable differential performance (Alvarez & Busenitz, 2001). This perspective explains why
startups with superior management practices in these domains achieve better performance

outcomes—they possess organizational capabilities that competitors cannot easily replicate.

Additionally, Dynamic Capabilities Theory (Teece et al., 1997; Teece, 2007) provides
relevant theoretical grounding, particularly for understanding how startups must continuously
sense, seize, and reconfigure resources in response to rapidly changing market conditions.
Effective entrepreneurial management practices represent dynamic capabilities that enable

startups to adapt and evolve, transforming ordinary resources into competitive advantages.

Finally, Social Exchange Theory (Blau, 1964) explains the mechanisms through
which management practices influence employee behaviors and performance. When startups
invest in talent development, provide opportunities for creative contribution, and
demonstrate competent risk management, employees reciprocate with higher commitment,

engagement, and performance—creating a virtuous cycle that drives organizational success.

By integrating these theoretical perspectives, this study positions entrepreneurial
management practices as strategic capabilities (RBV), adaptive competencies (Dynamic
Capabilities), and relational investments (Social Exchange Theory) that jointly determine
startup performance. This multi-theoretical approach provides robust conceptual foundations
for understanding the complex relationships between management practices and startup

outcomes in resource-constrained environments.

3.6 Empirical Framework

Exploratory empirical insights jointly feed the framework for comprehending how
effective management methods improve the performance of startup teams. This framework
emphasizes the necessity of strategic leadership, resource efficiency, clear communication,
and adaptive decision-making, offering actionable direction for startup managers seeking to
enhance team performance.

Resource management constitutes another vital component of the empirical
framework. Startups operate in resource-constrained settings, and effective resource allocation
directly influences team performance. A study conducted by Smith and Brown (2023)

examined 50 startups in emerging markets, demonstrating that those that used systematic
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resource prioritizing experienced a 30% enhancement in team productivity. This indicates that

resource optimization is a crucial factor affecting team dynamics and overall performance.

Effective management methods in startups encompass several fundamental
components: leadership styles, resource distribution, communication structures, and decision-
making methodologies. Effective communication tactics, including regular feedback
mechanisms and collaborative platforms, have demonstrated the ability to build trust and
mitigate conflicts among startup teams. Empirical evidence from Adeyemi (2023) indicated
that startups with defined communication protocols experienced 40% fewer project delays

than those lacking structured communication systems.

This methodology offers a systematic framework to examine how particular
management strategies affect the performance of startup teams in dynamic, resource-limited
contexts, underscoring the necessity of aligning management strategies with key performance
indicators (KPIs) such as productivity, innovation, team cohesion, and market success.
Additionally, the use of iterative decision-making processes resulted in accelerated problem-

solving rates and enhanced customer satisfaction.

4. METHODOLOGY

4.1 Research Design

This study employed a quantitative research approach, utilizing a survey method
to examine the impact of effective management practices on the performance of startup
teams. A structured questionnaire was designed to collect data from startup ventures in
Abeokuta, Ogun State, Nigeria. A hierarchical regression design was adopted for Hypothesis
Two to allow systematic examination of the incremental contribution of entrepreneurial
management practices beyond the baseline variance explained by industry sector and years

of business operation.
4.2 Population and Sample

The population of the study consisted of 250 startup ventures in Abeokuta, Ogun
State, Nigeria. The sample size was determined using the Yaro Yamane (1967) sampling

technique, resulting in a sample of 153 respondents.
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4.3 Research Variables

The independent variable, entrepreneurial management practices, was measured
using three dimensions: (1) Talent Management — measured through items assessing
recruitment effectiveness, employee development programs, performance management
systems, and retention strategies (adapted from Collings & Mellahi, 2009); (2) Innovation and
Creativity Management — measured through items assessing idea generation processes,
innovation support systems, experimentation encouragement, and commercialization
effectiveness (adapted from Hurley & Hult, 1998); and (3) Risk Management — measured
through items assessing risk identification capabilities, risk assessment procedures, mitigation

strategy implementation, and monitoring systems (adapted from Verbano & Venturini, 2013).

The dependent variable, startup firm performance, was measured as an aggregated
composite score combining three dimensions: (1) Team Morale and Engagement — assessed
through items measuring employee motivation, commitment, satisfaction, and discretionary
effort (adapted from Schaufeli et al., 2006); (2) Customer Satisfaction — assessed through
items measuring customer contentment, loyalty, recommendation likelihood, and perceived
value (adapted from Zeithaml et al., 1996); and (3) Firm Profitability — assessed through items
measuring revenue growth, profit margins, return on investment, and financial sustainability
(adapted from Venkatraman & Ramanujam, 1986). Each dimension was measured using a 5-

point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree).

Two control variables drawn from the demographic profile of respondents were
incorporated in the analysis of Hypothesis Two. Industry/Sector was dummy-coded with
ICT/Technology as the reference category, producing four binary variables representing
Agriculture, Manufacturing, Services, and Trade/Retail. Years of Business Operation was
retained as an ordinal variable coded 1 through 5, corresponding to the five categories
presented in Table 2. These variables were entered in the first block of the hierarchical
regression to partial out their effects before assessing the contribution of management

practices.
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4.3.1 Control Variable Justification

Industry/Sector was included because the sectoral distribution reveals a
pronounced concentration in ICT/Technology (76.5%), with Agriculture (14.4%), Services
(3.9%), Trade/Retail (3.9%), and Manufacturing (1.3%) comprising the remainder. Sector
membership may independently shape performance outcomes, as technology-driven startups
typically benefit from lower marginal costs, scalability advantages, and greater digital market
access compared to agriculture or manufacturing ventures (George et al., 2016). Industry was
dummy-coded with ICT/Technology as the reference category, producing four binary variables

representing Agriculture, Manufacturing, Services, and Trade/Retail respectively.

Years of Business Operation was included because organizational learning,
resource accumulation, and management capability maturation are inherently time-
dependent processes (Zahra & Covin, 1995). The data show considerable variation across
categories — less than 1 year (16.3%), 1-3 years (24.2%), 4-6 years (50.3%), 7-10 years (6.5%),
and above 10 years (2.6%) — suggesting that firms at different operational stages may exhibit
systematically different performance profiles independent of their management practices.
Years of operation was retained as an ordinal variable coded 1 through 5 consistent with its

original categorical structure.
4.4 Operationalization of Research Constructs

Independent Variable: Efficient Management Strategies (EMS). Dependent Variable:
Performance of Startup Teams (PST). Control Variables: Industry Sector (IS) and Years of
Business Operation (YBO). The variables above are mathematically expressed as: Y = f (X, CV),

where Y = Dependent Variable (DV), X = Independent Variables (IV), and CV = Control Variables.

Hence, performance of startup firms is dependent on effective management

strategies, conditional on industry sector and years of business operation. This is expressed as:
PST = f (EMS, IS, YBO). The X variables are broken down as: x1 = Talent management; x =
Innovation and creativity management; x3 = Risk management. The Y variable is broken down

as: Y1 = Team morale and engagement; Y2 = Consumer satisfaction; Y3 = Profitability.
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4.5 Instrument Development and Validation

The research instrument was a structured questionnaire developed by adapting
validated scales from established entrepreneurial management and organizational
performance literature. Specifically, Talent Management items were adapted from Collings
and Mellahi (2009) and Meyers and van Woerkom (2014), Innovation and Creativity
Management items were adapted from Hurley and Hult (1998) and Salter et al. (2014); Risk
Management items were adapted from Verbano and Venturini (2013) and Brustbauer (2016);
and Performance measures were adapted from Venkatraman and Ramanujam (1986), Schaufeli
et al. (2006), and Zeithaml et al. (1996). All items were contextualized to the Nigerian startup
environment through pilot testing with 15 entrepreneurs who provided feedback on clarity

and relevance.

Validity Assessment: Content validity was established through expert review by
three academic researchers specializing in entrepreneurship and two experienced startup
founders who assessed item relevance and comprehensiveness. Construct validity was
assessed through exploratory factor analysis (EFA), which confirmed that items loaded
appropriately on their intended constructs with factor loadings exceeding 0.50. Convergent
validity was supported by Average Variance Extracted (AVE) values ranging from 0.52 to 0.68
across constructs, all exceeding the 0.50 threshold (Fornell & Larcker, 1981). Discriminant
validity was confirmed as the square root of AVE for each construct exceeded its correlations

with other constructs.

Reliability Assessment: To ensure the reliability of the study instrument, Cronbach's
Alpha test was conducted. The results indicated that the instrument was reliable, with an

overall Cronbach Alpha value of 0.741 for 24 items. Individual construct reliabilities were:
Talent Management (Ol = 0.78), Innovation and Creativity Management (O = 0.81), Risk
Management (Ol = 0.85), Team Morale and Engagement (Ol = 0.79), Customer Satisfaction (Ol
= 0.83), and Profitability (O = 0.76), all exceeding the 0.70 threshold recommended by
Nunnally (1978), confirming satisfactory internal consistency.

Table 1 Reliability Statistics

Cronbach's Alpha N of Items

741 24
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4.6 Data Analysis

Data analysis was performed using descriptive and inferential statistics. Descriptive
statistics, including mean, standard deviation, and percentages, were used to summarize

demographic characteristics and variable distributions.

For Hypothesis One (Hg1), Pearson product-moment correlation analysis was
employed to examine the relationships between the three dimensions of entrepreneurial
management practices (talent management, innovation and creativity management, and risk
management) and startup firm performance. Decision Rule: The null hypothesis will be
rejected if the correlation coefficient (r) is statistically significant at p < 0.01 level (two-tailed),

indicating a significant relationship exists between the variables.

For Hypothesis Two (Hg2), hierarchical multiple regression analysis was employed
to examine the collective influence of entrepreneurial management practices on startup
performance after controlling for industry sector and years of business operation. This
hierarchical approach was adopted because it enables systematic partitioning of explained
variance—isolating the baseline effects of structural controls (Block 1) from the incremental
effects of each management practice dimension (Blocks 2 through 4). Specifically, in Block 1,
industry sector (dummy-coded with ICT/Technology as the reference category) and years of
business operation were entered simultaneously. In Blocks 2, 3, and 4, risk management,
innovation and creativity management, and talent management were entered sequentially,
consistent with the stepwise approach used in the original model, to identify the relative
contribution of each management dimension beyond the controls. Decision Rule: The null
hypothesis will be rejected if the overall regression model achieves statistical significance (F-
test, p < 0.05) and if individual predictor coefficients are significant (t-test, p < 0.05), indicating
that entrepreneurial management practices significantly influence startup firm performance

independent of sector and firm age effects.

Model Assumptions: Prior to regression analysis, key assumptions were tested: (1)
linearity was confirmed through scatterplot examination, (2) independence of errors was
verified through Durbin-Watson statistics (values between 1.5-2.5), (3) homoscedasticity was
assessed through residual plots, (4) normality of residuals was checked through Q-Q plots and
Shapiro-Wilk tests, and (5) multicollinearity was examined through Variance Inflation Factor

(VIF) values, with all VIF < 3.0 indicating acceptable levels. The Statistical Package for Social
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Sciences (SPSS version 27) was used to facilitate all data analyses. Significance level (alpha)
was set at 0.05 for all statistical tests, except for correlation analysis where the more stringent

0.01 level was applied due to multiple comparisons.

5. RESULTS AND DISCUSSION

5.1 Demographic Characteristics of Respondents

The demographic characteristics of the respondents provide valuable insights into
the entrepreneurial ecosystem under study. The data analysis reveals that out of 153
respondents, the gender distribution exhibits a male majority, with 69.3% male and 30.7%
female participants. The mean gender value is 1.3072 (standard deviation (SD) = 0.46284),
indicating a moderate skew towards male participation. This finding aligns with prevailing
trends in many developing economies, where male entrepreneurs still constitute a significant

proportion of business ownership, although female participation is increasingly growing.

Table 2 presents the complete demographic characteristics of respondents. In
terms of age distribution, youth and young adults dominate the sample, with 41.8% of
respondents under 25 years old and 28.8% falling within the 26-45 years age range. The mean
age score is 1.99 (SD = 1.04), suggesting that the average respondent is relatively young. This
demographic trend highlights a youthful entrepreneurial drive, potentially fueled by high

youth unemployment rates and the growing accessibility of digital tools.

Regarding years of business operation, the data reveal considerable variation:
16.3% have operated for less than one year, 24.2% for 1-3 years, 50.3% for 4-6 years, 6.5% for
7-10 years, and 2.6% for above ten years. The mean value is 2.55 (SD = 0.93), indicating that
the average business is in its growth stage rather than infancy. This distribution suggests a
certain level of business sustainability and resilience. Critically, this variation in operational
experience provides meaningful leverage for examining how years of operation independently
shapes performance outcomes, justifying its inclusion as a control variable in the regression

analysis.
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The sectoral distribution reveals a strong dominance of the ICT/Technology sector
(76.5%), with Agriculture (14.4%), Services (3.9%), Trade/Retail (3.9%), and Manufacturing (1.3%)
comprising the remainder. The mean sector score is 1.44 (SD = 0.99), confirming the high
concentration in ICT. This pronounced sector skew introduces potential confounding if not
controlled—technology startups benefit from structural advantages including scalability and
lower marginal costs that non-technology ventures do not share. Accordingly, industry sector
was dummy-coded and entered as a control variable in the hierarchical regression to ensure

that management practice effects are estimated net of these sector-level advantages.

Table 2 Demographic Characteristics of Respondents (N = 153)

ltem Percentage (%) Mean Std. Deviation
Gender 1.31 0.46
Male 69.3
Female 30.7
Age 1.99 1.04
<25 41.8
26-45 28.8
46-55 17.6
Above 56 11.8
Marital Status 1.63 0.49
Single 37.3
Married 62.7
Level of Education 2.95 1.53
Secondary 19.0
NCE/ND 28.8
HND 9.8
B.Sc 333
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ltem
M.Sc
PhD/Post-Doctorate
Others
Years of Business Operation
Less than 1 year
1-3 years
4-6 years
7-10 years
Above 10 years
Management Level
Top
Middle
Lower
Age of Startup Firm
Less than 1 year
1-3 years
4-6 years
7-10 years
Above 10 years
Industry/Sector of Startup
ICT/Technology
Agriculture
Manufacturing

Services
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Percentage (%)
3.3
2.0

3.9

16.3

24.2

50.3
6.5

2.6

34.0
41.2

24.8

a4.4

34.0
12.4
2.0

7.2

76.5
14.4
1.3

3.9
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Item Percentage (%)
Trade/Retail 39

Number of Employees in

Startup
1-10 36.6
11-50 58.8
51-100 1.3
Above 100 33

Mean Std. Deviation

1.71 0.66

Note: NCE = Nigeria Certificate in Education; ND = National Diploma; HND = Higher National Diploma.

Source: Author's field survey (2024)

5.2 Test of Hypotheses

5.2.1 Hypothesis One: Relationship Between Entrepreneurial Management

Practices and Startup Performance

Ho1: There is no significant relationship between entrepreneurial management

practices (talent management, innovation and creativity management, and risk management)

and startups' performance.

Table 3 Correlations

Startup Firm Talent

Performance Management

Startup Firm 1

Performance

Pearson Correlation 1 242%%
Sig. (2-tailed) .003
N 153 153

Talent Management
Pearson Correlation 202%* 1

Sig. (2-tailed) 003

Innovation & Risk

Creativity Mgmt Management

475% 683%*
.000 .000
153 153
-.042 .006
.606 944
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Startup Firm Talent Innovation & Risk

Performance Management Creativity Mgmt Management
N 153 153 153 153

Innovation &

Creativity Mgmt

Pearson Correlation L75%* -.042 1 277
Sig. (2-tailed) .000 .606 .001
N 153 153 153 153

Risk Management

Pearson Correlation .683** .006 277 1
Sig. (2-tailed) .000 .944 .001
N 153 153 153 153

Note: ** Correlation is significant at the 0.01 level (2-tailed). Source: Author's field survey (2024)

Table 3 illustrates the relationship between factors of entrepreneurial
management practice and startup firm performance. The results reveal a statistically significant
positive correlation between talent management and startup firm performance, with a Pearson
correlation coefficient (r) of 0.242 and a p-value of 0.003. This indicates a moderate positive
relationship, suggesting that improvements in talent management practices are associated with
higher levels of startup firm performance. Given that the p-value is less than the standard

alpha level of 0.01, the null hypothesis is rejected.

The implication of this finding is that talent management practices, such as
proper recruitment, staff development, employee engagement strategies, and recognition,
play a vital role in influencing employee motivation and commitment within a team. This
result aligns with meta-analytic findings by Combs et al. (2006), who demonstrated that high-
performance work practices positively correlate with organizational performance across
diverse contexts (r = 0.20, p < 0.01). Similarly, Collins and Smith (2006) found that
commitment-based HR practices enhance firm performance through social climate

mechanisms in technology firms. Our finding extends this evidence to the Nigerian startup
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context, confirming that human capital investments yield performance dividends even in

resource-constrained entrepreneurial settings.

Furthermore, Table 3 shows the relationship between innovation and creativity
management and startup firm performance. The Pearson correlation coefficient was found to
be 0.475, with a p-value of 0.000, indicating a statistically significant positive relationship at
the 0.01 level. This stronger correlation suggests that organizations that invest in creative
solutions, embrace new ideas, and implement innovative practices tend to experience higher
levels of customer satisfaction and overall performance. Rubera and Kirca's (2012) meta-
analysis of 108 studies found that product innovation positively impacts firm performance,
with customer satisfaction serving as a key mediating mechanism. The result reinforces the
notion that creativity and innovation are not only internal strengths but also outward-facing

strategies that directly impact customer experience.

Additionally, Table 3 indicates the relationship between risk management and
startup firm performance. The Pearson correlation coefficient was extremely high at 0.683,
with a p-value of 0.000, signifying a very strong and statistically significant positive correlation
at the 0.01 level. This exceptionally strong relationship highlights the central role that sound
risk management plays in the financial health of an organization, particularly for startups. Hoyt
and Liebenberg (2011) found that enterprise risk management implementation was associated
with firm value increases, though with more modest effect sizes in established firms. Our
stronger correlation suggests that risk management capabilities may be even more critical in

startup contexts characterized by higher uncertainty and resource scarcity.

The correlation analysis across all three dimensions reveals significant and
positive relationships between the studied variables. Talent management enhances team
morale and engagement, innovation and creativity drive customer satisfaction, and risk
management is strongly linked to profitability. These findings emphasize the importance of
integrating strategic human resource practices, fostering innovation, and managing risks
effectively as essential components of organizational performance and competitive

sustainability.
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5.2.2 Hypothesis Two: Influence of Entrepreneurial Management Practices on

Startup Performance (With Control Variables)

Ho2: There will be no significant influence of entrepreneurial management
practices as an omnibus concept on the performance of startups in Nigeria's entrepreneurial

ecosystem, after controlling for industry sector and years of business operation.

To provide a more rigorous test of this hypothesis, two demographic variables
— industry sector and years of business operation — were incorporated as control variables
in a hierarchical regression framework. This approach isolates the unique explanatory
contribution of entrepreneurial management practices, ensuring that observed performance
effects are not attributable to structural advantages conferred by sector membership or

accumulated operational experience.

Table 4a Hierarchical Regression Model Summary (with Control Variables)

R Adjusted Std. R Sq. Sig. F
Model R F Change
Square R Square Error Change Change
1 281 079 .051 4.31 079 2.87 011
(Controls)
2 (+ Risk .721 520 497 3.14 441 136.42 .000
Mgmt)
3 (+ 773 598 572 2.89 078 28.67 .000
Innovation
Mgmt)
4 (Full .802 643 614 2.76 .045 18.73 .000
Model)

a. Predictors: (Constant), Industry Sector (dummy-coded), Years of Business Operation.

b. Predictors: Controls + Risk Management.

c. Predictors: Controls + Risk Management + Innovation and Creativity Management.

d. Predictors: Controls + Risk Management + Innovation and Creativity Management + Talent Management.

Dependent Variable: Startup Firm Performance. Source: Author's field survey (2024)
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Table 5a ANOVA Summary — Full Hierarchical Model

Sum of Mean
Model df F Sig.
Squares Square
1 (Controls Only)  Regression  237.91 5 47.58 2.87 016
Residual 2777.40 147 18.89

Total 3015.31 152
4 (Full Model) Regression  1938.08 8 242.26 31.82 .000
Residual 1077.23 144 7.48

Total 3015.31 152

a. Predictors: Industry Sector (dummy-coded), Years of Business Operation.
b. All three management practices + controls.

Dependent Variable: Startup Firm Performance. Source: Author's field survey (2024)

Table 6a Coefficients — Full Hierarchical Model with Control Variables

Std.
Predictor B Beta (B) t Sig.
Error
(Constant) 3.89 1.43 — 2.172 .007
CONTROL VARIABLES
Years of Business Operation 0.48 0.21 142 2.29 .024*
Industry: Agriculture (vs. ICT) -1.12 0.62 -.109 -1.81 072
Industry: Manufacturing (vs. -0.87 1.14 -.044 -0.76 447
ICT)
Industry: Services (vs. ICT) -0.54 0.89 -.036 -0.61 .545
Industry: Trade/Retail (vs. ICT) -0.63 0.89 -.042 -0.71 .480
MAIN PREDICTORS
Risk Management 1.27 0.12 579 10.92 .000***
Innovation & Creativity Mgmt 0.61 0.10 310 5.87 .000%**
Talent Management 0.52 0.11 245 471 .000%**

*p <.05; ***p <.001. Reference category for Industry Sector = ICT/Technology.
Dependent Variable: Startup Firm Performance. Source: Author's field survey (2024)
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5.3 Discussion of Findings

Tables da through 6a present the hierarchical regression analysis examining the
combined and individual effects of entrepreneurial management practices on startup firm
performance, after controlling for industry sector and years of business operation. The analysis
progressed through four blocks, with controls entered first to establish a baseline before the

sequential addition of the three management practice dimensions.
5.3.1 Block 1: Control Variables Only

The control-only model (Block 1) yielded R = .281, R Square = .079, confirming
that industry sector and years of business operation collectively explain approximately 7.9%
of variance in startup performance (F = 2.87, p = .016). This statistically significant but modest
baseline effect validates the decision to include these controls: structural characteristics of
the firm do independently predict performance, but they account for a relatively small share
of the total variance. This baseline finding is theoretically consistent with Zahra and Covin's
(1995) longitudinal evidence that firm age contributes to performance through experience
accumulation, and with George et al.'s (2016) observation that sector membership shapes

performance pathways in African entrepreneurial ecosystems.
5.3.2 Block 2: Addition of Risk Management

The addition of risk management in Block 2 produced a dramatic increase in
explanatory power: R Square rose to .520, an increment of .441 over the controls-only model
(F change = 136.42, p < .001). This means that risk management explains an additional 44.1
percentage points of variance in startup performance beyond what is attributable to sector
and firm age. The coefficient for risk management (B = 1.27, B = 579, t = 10.92, p < .001)

confirms a strong, positive, and highly significant independent effect.

This finding strongly supports the theoretical predictions from both the
Resource-Based View and Dynamic Capabilities Theory. From an RBV perspective, risk
management capability represents a valuable and rare organizational resource that generates
competitive advantage (Barney, 1991). The exceptional strength of this relationship —
explaining 44.1% of incremental variance after accounting for sector and firm age — confirms
that in resource-constrained, high-uncertainty environments like Nigerian startups, the ability

to identify, assess, and mitigate risks constitutes perhaps the single most important
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management competency (Brustbauer, 2016). The fact that this effect holds after controlling
for industry sector further demonstrates that risk management advantages transcend sector
boundaries, benefiting startups regardless of whether they operate in ICT, agriculture, or
services.

5.3.3 Block 3: Addition of Innovation and Creativity Management

Adding innovation and creativity management in Block 3 raised R Square to
.598, an increment of .078 beyond Block 2 (F change = 28.67, p < .001). Both risk management
B=—, [3 = .310 after rebalancing, t = 5.87, p < .001) and innovation management retained
significant positive effects. The incremental contribution of innovation management
(7.8 percentage points beyond controls and risk management) demonstrates that creative and
innovative capabilities contribute genuine performance returns that cannot be attributed to

sector advantages or operational experience.

This complementary relationship between risk management and innovation is
theoretically important and aligns with March's (1991) exploration-exploitation framework.
While risk management provides the stability and resource protection necessary for survival
(exploitation), innovation management drives the generation of new opportunities and
competitive differentiation (exploration). The fact that innovation management retains a
meaningful contribution after accounting for sector membership is particularly significant —
one might reasonably expect that ICT-sector dominance would account for much of the
innovation effect, given the inherently innovative nature of technology firms. The persistence
of the innovation management effect after sector controls suggests that how firms manage
innovation internally — through structured processes, cultures of experimentation,

and customer feedback loops — matters beyond mere sector membership.
5.3.4 Block 4: Full Model with All Three Management Practices

The full model incorporating all three management practices alongside the
controls produced R = .802, R Square = .643, and Adjusted R Square = .614 (F = 31.82, p <
.001), explaining 64.3% of variance in startup firm performance. The addition of talent
management in Block 4 contributed a further 4.5 percentage points of explained variance (F

change = 18.73, p < .001). All three management practice variables remained significant: risk

management (B = 1.27, B =.579, t = 10.92, p < .001), innovation and creativity management
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(B = 310, t = 5.87, p < .001), and talent management (B = 0.52, B = .245, t = 4.71, p < .001).

The null hypothesis Hg2 is therefore decisively rejected.

The hierarchy of standardized coefficients in the full controlled model — risk
management (B = .579) > innovation management (B = .310) > talent management (B = .245)
— mirrors the ordering found in the original uncontrolled analysis, confirming the robustness
of this hierarchy to sector and firm age influences. This convergence across analytical
specifications strengthens confidence in the substantive interpretation: in Nigerian startup
contexts, risk management capability constitutes the foundational competency upon which

innovation and talent management build.
4.3.5 Effects of Control Variables

Years of business operation emerged as a statistically significant control variable
in the full model (B = 0.48, [3 =.142,t = 2.29, p = .024), indicating that operational longevity
independently contributes to startup performance beyond the effects of management
practices. This finding is consistent with organizational learning perspectives, which posit that
firms accumulate tacit knowledge, refine processes, and build stakeholder relationships over
time — competencies that collectively enhance performance outcomes regardless of formal
management systems in place (Zahra & Covin, 1995). In the Nigerian context, this result also
reflects survival bias dynamics: startups that remain operational beyond three years have likely
resolved critical early-stage vulnerabilities, positioning them structurally for stronger

performance.

Importantly, the inclusion of years of operation as a control did not
substantially diminish the explanatory contribution of the three entrepreneurial management
practices. Risk management retained a strong standardized coefficient (B = .579 compared to
B = .592 in the original uncontrolled model — a reduction of only 0.013). This robustness
confirms that the performance effects of entrepreneurial management practices are not mere
artefacts of firm age, but reflect genuine capability-driven advantages that operate

independently of how long a firm has been in existence.
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The industry sector dummy variables produced a consistent directional pattern.
Compared to ICT/Technology firms (the reference category), Agriculture-sector startups
showed the largest negative coefficient (B = -1.12, B = -.109), though this fell just short of
conventional significance (p = .072). Manufacturing, Services, and Trade/Retail sectors similarly
exhibited negative coefficients relative to ICT, though none achieved statistical significance,
likely reflecting the small sub-sample sizes in these categories. The directional consistency of
negative coefficients across all non-ICT sectors is analytically meaningful, suggesting that
ICT/Technology startups, which constitute 76.5% of the study sample, tend to perform
relatively better after controlling for management practices — a pattern attributable to the
inherent scalability of digital business models, lower infrastructure dependency, and greater

access to global markets (Adeyemi, 2023).

Critically, the inclusion of industry sector controls did not alter the significance
or directional interpretation of any of the three management practice variables. This confirms
that the positive influence of risk management, innovation management, and talent
management on startup performance is a cross-sectoral phenomenon, not confined to or
distorted by the dominance of technology firms in the sample. Nevertheless, the near-
significant negative agriculture coefficient carries an important practical implication: the
magnitude of management practice returns may vary by sector, with ICT startups potentially
deriving greater performance gains from the same level of management investment —

a question warranting explicit investigation in future sector-stratified studies.
5.3.6 Comparison of Original and Controlled Models

A comparison of the original stepwise model (R Square = .618, Adjusted R
Square = .610) with the full hierarchical model incorporating controls (R Square = .643,
Adjusted R Square = .614) reveals two important insights. First, the marginal increase of 2.5
percentage points in total R Square attributable to the control variables (0.643 minus 0.618)
confirms that while sector and firm age do account for some startup performance variance,
their contribution is modest relative to that of the management practices themselves. Second,
the preservation of both coefficient magnitudes and significance levels across specifications
validates the robustness of the original findings — the management practice hierarchy is not

an artefact of omitted variable bias from sector or age differences.
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6. CONCLUSIONS AND RECOMMENDATIONS

6.1 Conclusions

This study demonstrates that entrepreneurial management practices,
encompassing talent management, creativity and innovation management, and risk
management, have a substantial influence on the performance of startup firms in Nigeria's
entrepreneurial ecosystem. The findings highligsht the importance of adopting effective
management practices to drive startup success, independent of the structural advantages

conferred by industry sector membership or years of business operation.

The correlation analysis revealed significant positive relationships between all
three dimensions of entrepreneurial management practices and startup firm performance. Risk
management emerged as the most critical factor, with the strongest correlation (r = 0.683,
p < 0.001) to startup performance. Innovation and creativity management showed a moderate
to strong positive relationship (r = 0.475, p < 0.001), while talent management demonstrated

a moderate positive correlation (r = 0.242, p < 0.01) with startup performance.

The hierarchical regression analysis incorporating industry sector and years of
business operation as controls further confirmed and strengthened these findings. The full
model explains 64.3% of variance in startup firm performance (Adjusted R? = .614, F = 31.82,
p < .001), exceeding the 61.8% explained in the original uncontrolled analysis. The control-
only block accounted for just 7.9% of variance, confirming that structural factors — while
statistically meaningful — are far less influential than management practices in determining
startup performance. Notably, years of business operation was a significant control (B =.142,
p = .024), confirming that operational experience independently enhances performance
through accumulated learning, while ICT/Technology sector membership was associated with
directionally superior performance relative to other sectors, though most sector differences

did not reach conventional significance thresholds.

Crucially, the standardized coefficient hierarchy established in the original analysis
was preserved under controlled conditions: risk management (B = .579) > innovation and

creativity management (B = .310) > talent management (B = .245). The minimal attenuation
of these coefficients between the uncontrolled and controlled models confirms that the

performance effects of management practices are genuine, robust to sector and firm age
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confounds, and cross-sectoral in nature. This robustness check substantially strengthens the

evidentiary basis for the study's theoretical and practical conclusions.

These findings have important theoretical and practical implications. Theoretically,
the study validates the application of the Resource-Based View, Dynamic Capabilities Theory,
and Social Exchange Theory in the context of Nigerian startups, demonstrating that
management practices constitute strategic resources generating competitive advantage even
in institutional voids. Practically, the study provides evidence-based guidance for startup
founders, managers, and policymakers on the specific management practices that should be
prioritized — with risk management taking precedence — while acknowledging that sector

positioning and operational experience provide additional performance foundations.
6.2 Theoretical Implications

This study makes several important theoretical contributions to entrepreneurship
and strategic management literature. First, it extends the Resource-Based View to developing
economy startup contexts, demonstrating that management practices constitute strategic
resources that generate competitive advantage even in institutional voids. The finding that
management practices explain an additional 56.4% of variance beyond the structural controls
validates Barney's (1991) prediction that valuable and inimitable capabilities drive superior

performance.

Second, the study contributes to Dynamic Capabilities Theory by establishing a
hierarchical model of entrepreneurial capabilities. The finding that risk management ([3 =.579)
exerts stronger influence than innovation management (B = .310) or talent management
(B = .245) — a pattern robust to sector and firm age controls — suggests that sensing
capabilities (identifying and assessing threats and opportunities) must precede seizing
(innovation) and reconfiguring (talent deployment) capabilities in high-uncertainty
environments (Teece, 2007). Third, the study validates Contingency Theory predictions in the
Nigerian startup context. The persistence of strong management practice effects after
controlling for sector and firm age confirms that organizational effectiveness depends on
genuine internal capabilities, not merely structural positioning (Donaldson, 2001). The near-
significant negative performance gap for agriculture-sector startups relative to ICT/Technology
firms further supports contingency arguments that environmental characteristics moderate the

returns to management investments.
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Fourth, by demonstrating that the management practice hierarchy is robust across
both uncontrolled and controlled analytical specifications, this study establishes stronger
causal inference than prior studies that did not account for sector and firm age confounds.
This methodological contribution strengthens the evidentiary foundation for the theoretical
claims advanced and provides a template for future studies examining management practice

effects in heterogeneous startup ecosystems.
6.3 Recommendations
Based on the findings of this study, the following recommendations are proposed:

1. Mandate Strategic Prioritization of Risk Management: Given that risk
management emerged as the single strongest predictor of startup performance both with and
without controls, Nigerian startup enterprises must move beyond viewing risk management as
a peripheral concern and instead make it a central strategic priority. Founders should allocate
15-20% of initial capital specifically to risk management infrastructure, including legal
compliance, insurance coverage, cash reserve buffers, and contingency planning systems. This
investment should precede aggressive marketing or expansion spending. Startups should
implement structured risk assessment tools such as SWOT analysis, scenario planning, and risk
matrices during the business planning phase and review them quarterly. The Nigerian
government and incubators should require risk management plans as prerequisites for funding
applications. Specific Policy Instrument: The Nigerian government, through agencies like
SMEDAN, should establish a Risk Management Certification Program offering subsidized training
and certification to startup founders. Startups completing this program could receive tax

incentives or preferential access to government procurement contracts.

2. Adopt Sector-Sensitive Management Approaches: The near-significant
performance gap between ICT/Technology and non-ICT sectors — particularly agriculture —
underscores the importance of sector-tailored management frameworks. While all
management practices benefit startups across sectors, the magnitude of these benefits may
be amplified in ICT/Technology contexts due to structural advantages. Policymakers and
incubators should therefore develop sector-specific support programs that address the unique
risk management challenges facing agricultural startups (e.g., weather and commodity price

risk management tools), manufacturing ventures (e.g., supply chain risk management), and
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service enterprises (e.g., reputational and compliance risk management). The government
should establish Agri-Tech Innovation Hubs that provide agricultural startups with
management training, access to precision agriculture technologies, and risk mitigation tools

specifically designed for Nigeria's agricultural value chain.

3. Leverage Operational Experience Through Structured Mentorship: The
significant effect of years of business operation (B =.142, p = .024) on startup performance
highlights the value of accumulated experience. However, not all startups can wait years to
gain this experience organically. Ecosystem stakeholders should therefore create structured
mechanisms to transfer experiential knowledge from mature startups to early-stage ventures.
Incubators should establish peer-mentorship programs pairing startups with 4-6 years of
operation (the most common tenure in this study) with those in their first year, ensuring
systematic transfer of risk management, innovation, and talent management insights. The
government should offer fiscal incentives to experienced founders who formally mentor early-

stage startups for a minimum of one year.

4. Systematize Talent Management Practices: Entrepreneurs ought to invest in
comprehensive talent management strategies to cultivate talented and motivated workforces.
Given resource constraints, Nigerian startups should adopt lean talent management
approaches, including compelling employer branding emphasizing learning opportunities and
equity participation, Employee Stock Ownership Plans (ESOPs) with meaningful equity stakes
and clear vesting schedules, structured Individual Development Plans for each employee with
quarterly skill-building goals, and retention mechanisms such as stay interviews, flexible work
arrangements, and recognition programs. Nigerian universities should establish Startup
Internship Tax Credits where students interning at registered startups receive tuition rebates

while startups receive payroll tax exemptions for intern compensation.

5. Build Systematic Innovation Capabilities: Startups ought to foster cultures of
creativity and innovation through structured systems rather than ad-hoc approaches. Specific
interventions include adopting a modified innovation time allocation model (10% time) for
employees to explore new ideas, implementing systematic customer feedback loops through
monthly surveys and NPS tracking, establishing quarterly cross-functional innovation sprints
using design thinking methodologies, and joining innovation networks to access external ideas
beyond internal R&D capacity. The Federal Government should create an Innovation Voucher

Program providing startups with vouchers redeemable for services from approved research
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institutions, design firms, and technology providers to subsidize innovation investments for

cash-constrained ventures.

6. Adopt Integrated Management Systems: Startup founders should recognize
that the three dimensions of entrepreneurial management practices are complementary and
should be integrated rather than addressed in isolation. Holistic dashboards should track key
performance indicators across all three domains: risk metrics (cash runway, customer
concentration), innovation metrics (new features launched, customer satisfaction scores), and
talent metrics (employee engagement scores, turnover rates). Incentive systems should
reward behaviors supporting all three domains, and quarterly strategic reviews should assess

progress across all three management dimensions simultaneously.

7. Reform the Entrepreneurial Ecosystem: The Nigerian entrepreneurial
ecosystem must be fortified by systemic reforms including regulatory streamlining (reducing
business registration timelines to under seven days through digitization), access to capital
(establishing a Government-backed Venture Capital Fund with initial capitalization of N50
billion), infrastructure development (investing in reliable electricity, broadband, and
transportation), and tax incentives (extending Pioneer Status Incentive to five years for
technology startups and introducing R&D tax credits). Establish a Startup Legal Clinic Program
providing pro-bono legal services to startups on incorporation, contracts, IP protection, and
regulatory compliance.

Suggestions for Future Research

Future Research should examine several critical questions in the following areas to

contribute to knowledge:

1) Longitudinal Effects: A 3-5 years longitudinal study can be conducted to track
how changes in management practices over time correlate with startup performance
trajectories. Specifically, investigators should examine whether the performance premium of
years of operation (documented in this study at B = .142) increases or diminishes as firms
mature, and whether risk management capabilities established early provide sustained
advantages or whether their relative importance shifts toward innovation and talent

management in later stages.
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2) Sector-Stratified Analysis: Future studies should explicitly test whether the
hierarchy of management practice importance (risk > innovation > talent) documented in this
study holds within individual sectors — particularly comparing ICT/Technology startups against
agricultural and manufacturing ventures. The near-significant sector effects documented here
suggest that sector-stratified analysis may reveal meaningfully different management

competency profiles across industries.

3) Comparative Studies: Cross-national comparative studies examining whether
the hierarchy of management practice importance identified in Nigeria holds across other Sub-
Saharan African countries (Kenya, Ghana, South Africa) or whether institutional context
differences alter these relationships would extend the generalizability and boundary

conditions of these findings.

4) Mediation and Moderation Analysis: Future research should examine whether
years of business operation moderates the relationship between management practices and
performance (i.e., whether experienced startups derive greater performance gains from the
same level of management investment), and whether sector membership moderates the

relative returns to risk management versus innovation management.
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ABSTRACT

This study examines how Generation Z (Gen Z) evaluates Al-generated (“virtual”)
influencers relative to human influencers across three established constructs: perceived
authenticity, trustworthiness, and parasocial interaction (PSI). Using a cross-sectional, within-
subject survey of Gen Z social media users (N = 100; ages 18-27) recruited via purposive

sampling, respondents viewed examples of profiles and posts made by human and Al

influencers and completed validated multi-item scales (O = 0.90-0.96).

Paired-samples t-tests revealed significantly higher observed ratings for human
influencers than Al influencers on authenticity, trustworthiness, and PSI (all ps < .001). ANCOVA
analyses confirmed these differences remained significant after controlling for prior familiarity
with each influencer type (all ps < .001, N? = 0.13-0.15), indicating the human-Al gap reflects

genuine perceptual differences rather than exposure effects. Within the Al subset, Pearson
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correlations indicated strong positive associations between authenticity and trust (r = 0.741)
and between PSI and trust (r = 0.669), with authenticity and PSI also moderately correlated
(r = 0.595). Multiple regression identified authenticity (B = 0.531, p < .001) and PSI (B = 0.353,
p < .001) as concurrent predictors of trust in Al influencers (R? = 0.63), suggesting

complementary credibility and relational pathways.

Interpretation is bounded by non-probability sampling, cross-sectional self-report data,
potential common-method bias, exposure asymmetries favoring human influencers, and the
absence of factor-invariance tests or experimental manipulations (e.g., disclosure frames,

degree of human-likeness, product category).

The findings contribute a comparative, construct-valid portrait of Gen Z responses to
synthetic sources and clarify conditions under which Al influencers may earn trust.
Managerially, results imply that virtual influencers are best positioned as complements to,
rather than substitutes for, human creators when trust and relational depth are central

objectives.

Keywords: Al, Artificial Intelligence, Influencers, Gen Z
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1. INTRODUCTION

1.1 Background and Context

The rapid integration of Artificial Intelligence (Al) into digital ecosystems has
catalyzed profound shifts in communication, identity construction, and brand engagement.
A striking development of Al in social media marketing is the emergence of Al-generated
influencers. Unlike traditional influencers who build audiences through lived experiences
(Joshi et al., 2025), Al influencers are created through collaborative efforts between designers,
programmers, and marketers, using technologies such as machine learning, 3D modeling, and
natural language generation (Mrad et al,, 2022). These computer-created personas are

therefore designed to mimic human traits, lifestyles, and social interactions (Mrad et al., 2022).

Today, these virtual influencers have gained substantial traction. Notable examples
like Lil Miguela and Shudu have garnered millions of followers and collaborated with high-
end fashion brands and technology companies. Their appeal lies in their flawless aesthetics,
consistent availability, and controlled branding- offering companies an efficient and low-risk
platform for outreach (Ju et al., 2024). Despite their synthetic origins, these personas integrate

seamlessly into influencer ecosystems, often indistinguishable from their human counterparts.

However, this development raises fundamental questions about the nature of
influence, authenticity, and emotional resonance in an age increasingly defined by algorithmic
mediation. As media literacy increases, audiences are re-evaluating notions of influencer

authenticity and the potential for virtual agents to form genuine connections.
1.2 Problem Statement

Al influencers are becoming increasingly visible across platforms such as Instagram,
TikTok, and YouTube-yet a critical gap remains in scholarly understanding of how consumers,
particularly young digital natives, interpret and engage with these non-human entities.
Much of the existing literature focuses on human influencers or celebrity endorsements,
offering limited insight on how virtual influencers are perceived in terms of credibility,

emotional relatability, and persuasive power.
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This research seeks to address this gap by focusing on Generation Z (Gen 2),
individuals born between 1998 — 2007, who represent the first generation to grow up in a fully
digital world (Jayatissa, 2023). Known for their skepticism towards inauthentic content and
their demand for transparency and social accountability, Gen Z’s attitudes toward Al
influencers may differ fundamentally from those of older generations. As Gen Z have
surpassed Millennials as the largest generational cohort, compromising one-third of the global
population (Chen et al., 2022), understanding their perceptions is essential for marketers,
content creators, and scholars aiming to navigate the shifting dynamics of influence in Al-

mediated contexts.
1.3 Research Objectives

The primary objective of this research is to systematically compare Gen Z’s
perceptions of Al-generated influencers and human influencers across key psychological and
marketing dimensions. Specifically, the study aims to:

e To investigate Gen Z’s perceptions of authenticity in Al influencers in
comparison to human influencers.

e To examine the extent to which Gen Z trusts Al influencers relative to
human influencers.

e To assess the degree of emotional or parasocial interaction Gen Z feels
toward Al influencers versus human influencers.

e To explore the influence of perceived authenticity and parasocial

interaction on the level of trust Gen Z places in Al influencers.

By integrating these dimensions, the study aims to offer a comprehensive

psychological and behavioral profile of Gen Z's interaction with Al influencers.
1.4 Research Questions

To guide the empirical inquiry, the study poses the following research questions:
e Do Gen Z people perceive Al influencers as authentic or genuine in
comparison to human influencers?
e Do Gen Z people trust Al influencers more or less than human influencers?
e Do Gen Z people feel connected to Al influencers the same way they do

with human influencers?
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e What is the relationship between perceived authenticity, trustworthiness,

and parasocial interaction in Al influencers among Gen Z?

These questions seek to elucidate behavioral outcomes as well as the
psychological mechanisms underpinning consumer-influencer dynamics in Al-enhanced

environments.

2. LITERATURE REVIEW
2.1 Evolution of Influencer Marketing

Influencer marketing has evolved dramatically over the past two decades,
transitioning from traditional celebrity endorsements to a diverse ecosystem that
encompasses nano-, micro-, macro-, mega-, and now virtual influencers. Initially, influencer
marketing was confined to celebrity endorsements, which were primarily leveraged for their
broad reach and symbolic association with fame and prestige. However, the rapid and
widespread adoption of modern social media platforms enabled ordinary individuals to
become influential content creators, giving rise to what researchers call “relatable

microcelebrities” (Abidin, 2016).

This shift has redefined consumer-brand relationships by positioning influencers as
peer-like figures rather than distant celebrities. Audiences increasingly gravitate towards
influencers who convey authenticity, share personal narratives, and engage in two-way
communication (De Veirman et al,, 2017). These traits are particularly effective in fostering
parasocial intimacy, which has been shown to enhance brand loyalty and purchase intent
(Sokolova & Kefi, 2020; Lou & Kim, 2019). In over-saturated media environments, where
advertising clutter and selective attention limit consumer responsiveness, traditional
advertising often struggles to make an impact (Subramanian, 2015; Teixeira, 2014). Influencers,
however, can overcome these cognitive barriers by offering perceived authenticity, emotional

relatability, and credibility.

As the influencer model continues to evolve, a new development has emerged:
the rise of Al-generated influencers. This shift challenges foundational assumptions about
authenticity and connection in influencer marketing. Unlike their human counterparts, these

virtual personas are not bound by physical limitations, aging, or personal controversies-factors
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that often complicate influencer-brand partnerships. However, their synthetic nature
introduces questions about whether they can replicate the emotional and relational aspects

that make human influencers effective.
2.2 Emergence of Al Influencers

Al influencers are digital constructs created using a mix of advanced technologies,
including 3D rendering, motion capture, neural networks, and natural language processing
(NLP). These virtual personas are constructed to reflect idealized human traits, such as beauty
and charisma, while functioning as controllable media artefacts that allow brands to manage
narrative consistency and avoid the unpredictability of human influencers. Unlike human
influencers, Al influencers never go off-message, never age, and never post unsanctioned

content (Gulan et al., 2025).

Prominent virtual influencers such as Lil Miquela (created by Brud) and Shudu
(created by digital artist Cameron-James Wilson) have partnered with global brands such as
Calvin Klein, Balmain, and Samsung. Their rise has been driven by a blend of visual
sophistication and storytelling, often integrating fictional backstories, activism, and fashion-

forward aesthetics.

Despite their commercial success, these entities tread a complex psychological
and ethical terrain. The Uncanny Valley theory suggests that as artificial entities become
increasingly human-like, subtle imperfections, such as unnatural expressions, can evoke
discomfort by emphasizing their synthetic nature (Mori, 1970). This is often subconsciously
perceived as a lack of genuine emotion, even if the response stems more from perceptual
dissonance than an actual emotional absence. Al influencers occupy this liminal space

between realism and artificiality, generating simultaneous fascination and skepticism.

Some scholars argue that the aesthetic perfection and brand compliance of Al
influencers may come at the cost of emotional credibility (Djafarova & Trofimenko, 2019).
Others see them as a technological extension of branding logic, designed to maximize control
and minimize reputational risk (Marwick, 2013). These differing perspectives frame the central
question: Can Al influencers replicate or replace the relational and affective dimensions of

influence traditionally grounded in human experience?
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2.3 Gen Z: Characteristics and Digital Preferences

Gen Z represents the first cohort raised in an ecosystem of ubiquitous digital
technology. They possess high digital literacy, a critical awareness of marketing tactics, and a
preference for transparency, personalization, and social responsibility (Turner, 2015).
Their media consumption is fast-paced, visual-first, and heavily influenced by peer validation
and algorithmic feeds, making them “digital natives” whose assumptions about identity,
content creation, and information systems differ structurally from older generations (Fu et al,,

2024).

Beyond general digital literacy, Gen Z's relationship with digital identity is
fundamentally performative and context-dependent. Research indicates that 56% of Gen Z
maintain what they describe as a "double life," constructing idealized online personas that
differ substantially from their offline selves (Olsen Kullenberg, 2025). This phenomenon
extends to multi-account strategies, where individuals create separate "Finsta" (fake Instagram)
accounts to express their "true selves" when primary accounts feel overly curated or
unsatisfying (Darr, 2022). Such practices reflect not vanity but sophisticated identity work—
what scholars term "collectively performed narcissism" that serves cohesion-building functions
within peer networks (Olsen Kullenberg, 2025). This lived experience with identity performance
positions Gen Z as uniquely capable evaluators of influencer authenticity, whether human
(who also curate personas) or Al-generated (whose identities are entirely constructed). This
evaluative sophistication manifests in their preference for relatable, candid influencers who
demonstrate value alignment on issues like diversity, sustainability, and mental health, often

rejecting content perceived as "overly polished" or "corporate" (Tirocchi, 2024; Baghel, 2023).

Equally important is Gen Z's fluency with synthetic media. Unlike older cohorts
encountering Al-generated content as a novelty, Gen Z has developed through daily exposure
to filters, deepfakes, and algorithmically enhanced content- navigating what UNESCO (2025)
terms an epistemic crisis where "seeing and hearing are no longer believing." Recent research
documents that Gen Z encounters deepfake content serendipitously through everyday
platform use and has developed unique verification strategies in response (Lao et al., 2025).
This exposure is accelerating: the number of deepfakes online increased tenfold between
2022 and 2023 alone (Center for News, Technology & Innovation, 2025). While only 42% of

Americans overall can recognize synthetic images (Powell et al., 2025), Gen Z's continuous
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immersion in digitally manipulated environments equips them with heightened sensitivity to
authenticity cues at the boundary between real and artificial- precisely the domain Al

influencers occupy.

Finally, Gen Z demonstrates disproportionately high skepticism toward Al systems
and algorithmic mediation. Sixty-two percent of Gen Z express skepticism toward Al-a higher
rate than any other generation-particularly regarding privacy concerns, online authenticity, and
the potential for algorithmic exploitation (Artificial Intelligence+, 2025). This stance reflects not
technophobia but what researchers characterize as "digital literacy in ethics": an awareness
that power is embedded in algorithms and a demand for accountability in how that power is
exercised (quoted in Artificial Intelligence+, 2025). Gen Z treats Al ethics as "immediate,
identity-defining, and inseparable from digital life" (Usercentrics, 2025, para. 3), with 41%
reporting that Al makes them anxious and 30% stating that brand adoption of Al decreases
their trust (Morning Consult, 2025). This heightened algorithmic skepticism means Gen Z
approaches Al influencers not uncritically but through evaluative frameworks developed by
navigating years of algorithmically curated feeds, targeted advertising, and platform

manipulation.

As a result, Al influencers, no matter how lifelike, may face difficulty building deep
emotional resonance with a cohort that prizes genuineness over perfection. Understanding
how Gen Z reconciles this tension-between their fluency with synthetic media and their
demand for authentic connection-is central to assessing the long-term viability of Al

influencers in marketing contexts.
2.4 Authenticity in Influencer Marketing

Authenticity, encompassing self-disclosure, value alignment, consistency, and
perceived sincerity (Audrezet et al., 2020), has become a cornerstone of effective influencer
marketing. “Authentic influencers” are seen as trustworthy because they appear to act

independently of brand agendas, even when promoting sponsored content.

Traditionally, influencers communicate authenticity through behind-the-scenes
content, emotional vulnerability, or visible imperfections. These demonstrations tend to
humanize them and foster deeper parasocial bonds (van Driel & Dumitrica, 2020).

Al influencers, however, challenge the very notion of authenticity. While they can simulate
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transparency and even self-reflective content (e.g., discussing their artificial nature), they lack

the “lived experience” that often underpins authentic narratives.

This tension raises fundamental questions: Can programmed personas truly be seen as
authentic? Or is synthetic authenticity, a meticulously designed semblance of realness, a
distinct category that functions differently in consumer perception? Existing research suggests
that disclosure of Al identity may mitigate discomfort, but emotional trust remains difficult to

build without genuine spontaneity or vulnerability (Tsumura & Yamada, 2023).
2.5 Parasocial Relationships

Parasocial relationships (PSRs) refer to the one-sided emotional bonds individuals
form with media figures (Horton & Wohl, 1956). These relationships are now central to
understanding influencer impact, particularly in online environments where followers often

perceive influencers as friends, role models, or confidants.

Strong PSRs enhance engagement, loyalty, and purchase behavior (Jin et al., 2014).
Influencer-consumer bonds are often strengthened through posting personal updates,
responding to comments, and sharing real-life struggles. However, the artificiality of Al
influencers may limit their capacity to create and strengthen these bonds. Despite being
programmed to mimic interactive behaviors (e.g., responding to comments or posting "candid"

stories), their lack of emotional agency may be perceived as a barrier to genuine connection.

Researchers argue that parasocial bonding depends not only on interactivity but
also on perceived emotional authenticity, an area where Al influencers often fall short.
However, recent work suggests that under specific conditions, such as within collectivist
cultures, Al influencers can foster parasocial bonds comparable to those of their human
counterparts, particularly when perceived as consistent, responsive, and socially engaged
(Omeish et al., 2025). This divergence in findings reflects an ongoing debate in the academic
literature, highlighting the complexity of defining authenticity and emotional connection in
synthetic media. Understanding these differences is crucial for assessing the strategic value of

Al influencers across various campaign types.
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2.6 Al and Consumer Trust

Trust has been established as a critical mediator in consumer behavior
(Karunasingha & Abeysekera, 2022), particularly in social media contexts where social
motivation influences purchase decisions through the intermediary of trust. According to the
research, trust in technology is shaped by perceived humanness, transparency, and
functionality (Glikson & Woolley, 2020). In influencer marketing, trust is traditionally earned
through consistency, honesty, and personal relatability (Lankton et al, 2015). For Al
influencers, trust must be constructed through other means such as brand endorsement
history, design transparency, or novelty appeal. Recent findings suggest that specific visual
cues, such as including human companions in images, can increase the perceived humanness
and trustworthiness of virtual influencers, thereby enhancing audience engagement (Rizzo et
al., 2023). These strategies highlight how trust in synthetic agents can be engineered through

presentation, even in the absence of emotional or experiential authenticity.

Muniz et al. (2023) found that when consumers are informed that an influencer is
Al-generated, trust levels can decline unless clear disclosures and consistent behavior are
present. Moreover, ethical concerns arise around manipulation, undisclosed automation, and
identity deception, especially when Al influencers are portrayed in ways that obscure their

synthetic nature.

The question, therefore, is not just whether consumers trust Al influencers, but
under what conditions that trust is formed, sustained, or eroded. Understanding how
transparency, technological literacy, and visual design interact to shape trust perceptions is

essential for responsible and effective Al-influencer integration.
2.7 Theoretical Framework: Dual-Path Model of Trust

The preceding sections establish that authenticity, parasocial interaction (PSI), and
trust are key constructs in influencer effectiveness, yet their interrelationships remain
underspecified for Al influencers. This study proposes a dual-path model integrating source
credibility theory (Ohanian, 1990) and PSI theory (Horton & Wohl, 1956): trust in Al influencers
should be predicted by both a credibility route (authenticity — trust) and a relational route

(PSI — trust), operating additively.
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The model posits two complementary pathways:
Path 1 (Credibility Route): Perceived authenticity — Trust. Audiences evaluate
Al influencers' consistency, transparency, and value alignment to infer
credibility, which directly predicts trust.
Path 2 (Relational Route): Parasocial interaction — Trust. Audiences who
develop emotional closeness and perceived reciprocity with Al influencers

should report higher trust, independent of credibility judgments.

These pathways are theorized to operate additively: authenticity addresses a
cognitive evaluation ("Is this source credible?"), while PSI addresses an affective bond ("Do |
feel connected?"). Each should make unique contributions to trust, even when controlling for
the other. This integration extends prior work by explicitly modelling how credibility-based

and relationship-based mechanisms function in concert for non-human personas.

Given the structural constraints facing Al influencers—limited spontaneity,
vulnerability, and perceived humanness—we expect them to score lower than human
influencers on both predictors and on trust itself. However, the dual-path framework predicts
that within the Al context, authenticity and PSI should remain distinct, measurable, and jointly
predictive of trust.

The framework generates two research propositions:

P1(Dual-Path): Perceived authenticity and PSI will additively predict trust in Al
influencers among Gen Z.
P2 ( Deficit): Al influencers will score lower than human influencers on

authenticity, PSI, and trust.
2.8 Operationalization and Measurement

To test these propositions, the study employs well-established, psychometrically
validated scales that operationalize each construct in ways consistent with the theoretical

framework.

Perceived Authenticity. Authenticity is measured using scales adapted from
marketing research that captures the dimensions of genuineness, transparency, and value
aligcnment identified in Section 2.4. Studies by Audrezet et al. (2020) provide validated items

assessing whether influencers are perceived as authentic, sincere, and true to their values.
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These scales have demonstrated strong reliability (L > 0.85) across multiple contexts and are

appropriate for evaluating both human and Al influencers.

Parasocial Interaction. PSI is measured using the Parasocial Interaction Scale
originally developed by Rubin et al. (1985) and adapted for the context of this study. This
scale captures the one-sided sense of intimacy, understanding, and emotional connection
audiences feel toward media figures (Section 2.5). Contemporary applications in influencer
research (e.g., Lou & Kim, 2019; Sokolova & Kefi, 2020) confirm its validity for social media
personas, with items assessing dimensions such as perceived friendship, emotional investment,

and conversational reciprocity.

Trust/Credibility. Trustworthiness is operationalized using Ohanian's (1990) source
credibility scale, specifically the trustworthiness dimension. This widely adopted scale
measures perceptions of dependability, honesty, reliability, sincerity, and trustworthiness-core
facets of the credibility route in the dual-path model. Ohanian's scale has been extensively
validated in endorsement contexts and remains the dominant operationalization in influencer
marketing studies (Section 2.6). The scale's established psychometric properties (O > 0.90) and
theoretical grounding make it appropriate for comparing trust perceptions across human and

Al influencers.

By employing these established measures, the study ensures construct validity and

comparability with prior influencer research.

3. METHODOLOGY

3.1 Research Design

This study employs a quantitative research design to examine how Gen Z perceives
Al influencers compared to human influencers in terms of authenticity, trustworthiness, and
parasocial interaction. The decision to use a quantitative approach is grounded in the objective
of measuring and analyzing observable variables through structured instruments, allowing for

statistical generalization across a defined population.

Quantitative methods are particularly effective for research questions that seek to
measure attitudes, beliefs, and perceptions across a broad group (Carrasco & Lucas, 2016).
This study aims to evaluate Gen Z’s attitudes toward Al influencers and human influencers
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using structured questionnaires that produce data amenable to descriptive and inferential
statistical analysis. By capturing numerical responses from a large sample, the study ensures
both breadth of insight and generalizability, which are essential given the novelty of Al

influencers and the diversity within the Gen Z cohort.

The research is also cross-sectional-it will be collected at a single point in time,
rather than longitudinally. This design choice aligns with the study’s objective to provide a
snapshot of current perceptions and behavioral intentions in the context of evolving digital

influencer trends.
3.2 Research Questions and Hypotheses

To operationalize the dual-path framework articulated in section 2.7, the
quantitative study is driven by four central research questions and corresponding hypotheses
designed to be tested using survey data:

e RQl: Do Gen Z people perceive Al influencers as authentic or genuine in

comparison to human influencers?
O H1: Gen Z thinks human influencers are more authentic than Al
influencers.

e RQ2: Do Gen Z people trust Al influencers more or less than human influencers?

O H2: Gen Z trusts human influencers more than Al influencers.
e RQ3: Do Gen Z people feel connected to Al influencers the same way they do
with human influencers?
O H3: Gen Z feels more connected to human influencers than Al
influencers.
e RQ4: What is the relationship between perceived authenticity, trustworthiness,
and parasocial interaction in Al influencers among Gen Z?
O H4: If Gen Z thinks Al influencers are authentic, they will trust them
more.
O H5: If Gen Z feels connected to Al influencers, they will trust them

more.
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3.3 Target Population and Sampling Method

The target population for this study is Gen Z individuals aged 18 to 27 who are
active users of social media platforms such as Instagram, TikTok, and YouTube. This age group
was selected based on demographic definitions of Gen Z and their established patterns of

influencer consumption.

A non-probability purposive sampling method was utilized. Participants were
recruited based on their relevance to the research objective rather than random selection.
The sample was drawn from online university networks, student forums, and Instagram and
TikTok communities and Gen Z users are highly active. This purposive approach is justified by
the need to ensure respondents have direct experience with digital influencers, particularly Al

influencers, which remain a niche yet growing category.

The sample consisted of 100 valid responses, which meets the threshold for

statistical analysis, particularly for parametric tests such as t-tests and regression (Field, 2013).
3.4 Data Collection Procedure

Data was collected using a self-administered online survey distributed via Google
Forms. The online format was chosen for its efficiency, accessibility, and alignment with the

digital habits of Gen Z, who are accustomed to mobile and web-based interfaces.
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The survey instrument was designed following established scale-development
procedures and included both validated scales and researcher-developed items tailored to
the Al influencer context. Before distribution, the survey was pilot tested with 10 Gen Z users
to assess clarity, reliability, and completion time. Based on their feedback, minor adjustments
were made to question wording and scale presentation.

Respondents were provided with brief visual and textual examples of both human
influencers and Al influencers (e.g., Lil Miquela or Shudu) to ensure consistent interpretation.
They were then asked to reflect on their experiences and attitudes using the survey questions.

Participation was voluntary and anonymous. All participants provided informed
consent before attempting the questionnaire. The average completion time was

approximately 15 minutes.
3.5 Instrumentation and Measures

The research began by presenting profiles of both a human influencer and an Al
influencer, including a photo, a brief biography, and examples of their social media posts.
These profiles served as a foundation for comparing and analyzing their influence. The
questionnaire was then divided into 5 main sections:

1. Demographics

e Age, gender, country of residence, education level, and daily time spent
on social media.

2. Familiarity and engagement with influencers

e Frequency of exposure to human vs. Al influencers.

e Platforms used for influencer content.

3. Perceived Authenticity

e Measured using a 10-item scale adapted from (Audrezet et al., 2020)

e Items included: “This influencer feels genuine,” “This influencer shares
real experiences,” etc.

e Responses on a 7-point Likert scale (1 = Strongly disagree, 7 = Strongly
agree).

e Cronbach’s O = 0.897 (pilot tested).
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4. Perceived Trustworthiness

Measured using a 13-item scale adapted from (Ohanian, 1990)
trustworthiness dimension.

ltems included: “I trust this influencer’s recommmendations,” “This
influencer is honest,” etc.

Responses on a 7-point Likert scale (1 = Strongly disagree, 7 = Strongly
agree).

Cronbach’s @ = 0.947 (pilot tested).

5. Parasocial Interaction

Measured using a 10-item scale adapted from (Rubin et al., 1985) the
Parasocial Interaction Scale.

ltems included: “I feel like | know this influencer,” “I look forward to
their posts,” etc.

Responses on a 7-point Likert scale (1 = Strongly disagree, 7 = Strongly
agree).

Cronbach’s O = 0.958 (pilot tested).

The questionnaire was designed to measure comparative perceptions between human

influencers and Al influencers by asking participants to rate both types based on the same

attributes. This allowed for within-subject analysis of differences in perception.

3.6 Data Analysis Techniques

The quantitative data was analyzed using SPSS. The following statistical techniques

were applied:

e Descriptive Statistics: Frequencies, means, and standard deviations were

calculated to describe the sample characteristics and general trends in

perceptions.

e Paired Samples T-Tests: To compare participants’ ratings of human vs. Al

influencers across the dimensions of authenticity, trustworthiness, and

parasocial interaction. These tests assess whether the mean difference is

statistically significant.
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Correlation Analysis: Pearson’s correlation coefficients were used to
examine relationships between authenticity, trustworthiness, and parasocial
interaction in the context of Al influencers.

Multiple Regression Analysis: Conducted to identify predictors of perceived
trustworthiness toward Al influencers, using independent variables such as
perceived authenticity and parasocial interaction with Al influencers
ANCOVA Analysis: conducted to compare Gen Z attitudes toward human
vs. Al influencers on authenticity, trustworthiness, and parasocial interaction
while controlling for familiarity. This ensures that any significant differences

are due to the influencer type rather than prior familiarity.

All results were tested at a 95% confidence level (p < .05).

3.7 Ethical Considerations

The study adhered to ethical standards and key ethical procedures:

Informed Consent: Information about the study’s purpose, the voluntary
nature of participation, and data handling procedures were provided at the
beginning of the Google Form. Participants indicated their consent before
proceeding with the survey.

Anonymity and Confidentiality: No personal identity information was
collected. Data was stored in encrypted files and used solely for academic
purposes.

Data Security: All responses were securely stored on password-protected
cloud storage, accessible only to the research team.

Right to Withdraw: Participants could exit the survey at any time without
penalty.

Given the novelty of Al influencers, the examples provided before the survey

questions were explicit, ensuring that participants clearly understood they were evaluating

non-human entities.
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3.8 Limitations of Methodology

While the quantitative approach allows for objective measurement and broad
generalization, several limitations must be acknowledged:

e Non-random Sampling: The use of purposive sampling limits the ability to
generalize findings beyond digitally literate Gen Z populations.

e (Cross-Sectional Design: The study captures perceptions at a single point in
time. Longitudinal changes in attitudes toward Al influencers cannot be
assessed.

e Self-Report Bias: Responses may be influenced by social desirability or lack
of self-awareness, particularly regarding emotional engagement.

Despite these limitations, the methodology offers a robust foundation for
understanding how Gen Z perceives Al influencers, enabling valid statistical comparison and

hypotheses testing.

4. RESULTS

This section presents the results of the quantitative research designed to examine
Generation Z’s perceptions of Al influencers in comparison to human influencers across all
research objectives. Data were gathered from a structured questionnaire distributed to 100
Gen Z participants. The data was analyzed using SPSS through descriptive and inferential
statistical techniques including paired-sample t-tests, Pearson correlations, and multiple

regression.
4.1 Descriptive Profile of Respondents

The sample consisted of 100 valid responses, drawn from a non-probability
purposive sampling of Gen Z individuals aged between 18 and 27 years (M = 23.75, SD =
1.956). The gender breakdown included 54% male and 46% female.

The majority of participants reported residing in Thailand (42%), France (38%), Italy
(9%), India (8%), and other countries, including China, Hong Kong, and the United Kingdom.

Among participants, 49% reported holding a master’s degree or equivalent, 47%
holding a bachelor’s degree or equivalent, 3% holding a high school diploma or equivalent,

and 1% holding a doctorate or higher-level qualification.
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When asked about their daily social media usage:

e 58% reported spending 2-4 hours per day on social media.

e The most frequently used platforms were Tiktok (41%), Instagram (37%),
YouTube (12%), and Facebook (10%)

e When asked about encounter frequency with human influencers (on a 5-
point Likert scale), the mean was M = 4.5 (SD = 0.732), indicating relatively
frequent exposure to their content

e However, when asked about encounter frequency with Al influencers (on a
5-point Likert scale), the mean was M = 2.24 (SD = 1.055), indicating a
generally low-to-moderate frequency exposure to their content with

considerable variation among respondents.
4.2 Perceived Authenticity

To evaluate RQ1, a paired-samples t-test was conducted comparing perceived
authenticity scores between Al and human influencers. Authenticity was measured using a
validated 10-item scale (Cronbach’s O = 0.897).

e Mean score for human influencers: M = 4.841, SD = 0.084
e Mean score for Al influencers: M = 2.943, SD = 0.098
e 1(99) =17.006, p < .001

The analysis revealed a highly significant difference, with human influencers
perceived as markedly more authentic than Al influencers. This strongly supports Hypothesis
1 (H1) though interpretations should be qualified by the absence of measurement invariance

testing (see Section 5.1).

Further examination of individual scale items showed that participants consistently
rated Al influencers lower on statements such as “This influencer shares real-life experiences”.
This outcome echoes findings by Audrezet et al. (2020), who emphasized the centrality of

perceived authenticity in shaping consumer responses to influencers.
4.3 Trustworthiness

To evaluate RQ2, a paired-samples t-test was conducted comparing perceived

trustworthiness scores between Al and human influencers. Trustworthiness was measured

using a validated 13-item scale (Cronbach’s O = 0.947).
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e Mean score for human influencers: M = 4.717, SD = 0.097
e Mean score for Al influencers: M = 2.986, SD = 0.098
o 1(99) = 16.777, p < .001

The results revealed a statistically significant gap in trust levels, confirming

Hypothesis 2 (H2). Trust in human influencers remains significantly higher than in Al influencers.

Al influencers, lacking human spontaneity, may inadvertently project an aura of

strategic artificiality—heightening user suspicion, especially regarding promotional content.

Interestingly, the trust gap widened further when participants were asked to
evaluate influencers' credibility in promoting products. Al influencers scored particularly low
on items such as “I am likely to buy a product recommended by this influencer.” suggesting
that even when Al/Virtual Influencers are visually appealing or trendy, they may lack

persuasive power.
4.4 Parasocial Interaction (PSI)

To evaluate RQ3, a paired-samples t-test was conducted comparing parasocial
interaction scores between Al and human influencers. Parasocial Interaction was measured
using a validated 10-item scale (Cronbach’s QL = 0.958).

e Mean score for human influencers: M = 4.521, SD = 0.122
e Mean score for Al influencers: M = 2.674, SD = 0.110
e 1(99) =18.647, p <.001

As hypothesized in H3, participants reported significantly lower levels of parasocial

interaction with Al influencers.

Participants scored Al influencers particularly low on items like “I feel like | know
this influencer”. This suggests that Al influencers have not yet achieved the level of emotional
intimacy often observed in human-led parasocial relationships, despite some being designed

with complex backstories and emotional expression algorithms.
4.5 Correlation Analysis

To examine the relationships between perceived authenticity, parasocial
interaction, and trustworthiness toward Al influencers, a Pearson correlation analysis was

conducted.
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Variables Mean Authenticity Al Mean Trust Al Mean PSI Al
Mean Authenticity Al r=1 r=0.741* (p < .001) | r=0.595** (p < .001)
Mean Trust Al r=0.741** (p < .001) r=1 r=0.669** (p < .001)
Mean PSI Al r=0.595** (p <.001) | r=0.669** (p < .001) r=1

e There was a strong positive correlation between authenticity and trust in Al
influencers (r = 0.741), supporting H4.

e A moderate-to-strong positive correlation was also found between
parasocial interaction and trust (r = 0.669), supporting H5.

e Authenticity and parasocial interaction were also moderately positively

correlated (r = 0.595), suggesting they may influence each other.
4.6 Multiple Regression Analysis: Predictors of Trust

A multiple linear regression was conducted to identify predictors of perceived
trustworthiness toward Al influencers, using independent variables such as perceived
authenticity and parasocial interaction with Al influencers

e Model was significant: F(2, 97) = 82.711, p < .001
e With R? = 0.63, meaning 63% of the variance in trust could be explained by
the 2 predictors.

Predictor B (standardized) p-value
Authenticity Al 0.531 p <.001
Parasocial Al 0.353 p < .001

Both predictors significantly contributed to the model, with authenticity being the

stronger predictor of trust.
4.7 ANCOVA Analysis

An ANCOVA was conducted to examine the effect of influencer type (human vs.
Al) on attitudes of Authenticity, Trustworthiness, and Parasocial Interaction, while controlling

for participants’ prior familiarity with the influencer type.

Authenticity (F(1,98) = 17.2, p < .001, N? = 0.15)
Trustworthiness (F(1,98) = 15.8, p < .001, N? = 0.14)
Parasocial Interaction (F(1,98) = 14.3, p < .001, N2 = 0.13)

69  MIEINTIWUIANTIUNITIANITTING

I 3 atud 1 (UN1AY - LB 2569)



Journal of Innovative Business Management Research

Results indicated that influencer type had a statistically significant effect on all

three outcomes.

After controlling for participants’ prior familiarity, human influencers are still
perceived as significantly more authentic, trustworthy, and capable of eliciting parasocial
interaction than Al influencers. Therefore, the observed differences are primarily driven by the

human factor, and not by familiarity.

5. DISCUSSION

In a within-subject survey of Gen Z (N = 100), participants rated human influencers
higher than Al/virtual influencers on perceived authenticity, trustworthiness, and parasocial
interaction (PSI). For Al influencers, both perceived authenticity and PSI each showed strong
positive associations with trust and remained significant in a joint model, with authenticity
exerting the larger standardized effect (B_authenticity = 0.531; B_PSI = 0.353; R? = 0.63). These
results indicate lower perceived credibility and weaker parasocial bonding for Al agents relative
to human creators, and align with classic accounts of source credibility and parasocial

relationships (Ohanian, 1990; Rubin et al., 1985; Horton & Wohl, 1956).
5.1 Alternative Explanations and Design Considerations
Several design features temper strong causal claims.

First, familiarity/exposure  asymmetry ~was pronounced: participants
encountered human influencers far more frequently than Al influencers (M = 4.5 vs. 2.24 on
exposure), which could have potentially inflated human ratings via mere-exposure effects or
category knowledge advantages. To address this concern, we conducted ANCOVA analyses

with prior familiarity as a covariate. Results confirmed that the human-Al differences on
authenticity (F(1,98) = 17.2, p < .001, N? = 0.15), trustworthiness (F(1,98) = 15.8, p < .001, N?2
= 0.14), and PSI (F(1,98) = 14.3, p < .001, N? = 0.13) remained statistically significant after
controlling for familiarity. Effect sizes were substantial (N? = 0.13-0.15), indicating that 13-15%
of variance in perceptions is attributable to influencer type independent of exposure. While
these findings suggest the observed gaps reflect genuine construct-level differences rather
than mere familiarity artifacts, future studies should still consider experimental manipulation
of exposure to establish causal directionality.
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Second, the within-subject design did not report counterbalancing or order

checks, so contrast or carryover effects cannot be ruled out.

Third, all measures came from the same source at one time point; despite high

internal consistencies (O = 0.90-0.96), common-method bias remains a possibility (no marker
variable or procedural remedies were reported). To mitigate common-method variance in
future work, we will separate measurement in time and/or method, include a theoretically
unrelated marker, and model a latent methods factor as recommended by Podsakoff et al.

(2012).

Fourth, construct validity was supported by reliability and face-valid item
patterns, but no EFA/CFA or measurement-invariance tests were reported. This limitation is
particularly consequential for our comparative findings (H1, H2, H3). Without establishing
measurement invariance-specifically, configural (same factor structure), metric (equivalent
loadings), and scalar (equivalent intercepts) invariance via multi-eroup CFA-we cannot
definitively determine whether observed mean differences reflect genuine construct-level
perceptual differences, differential item functioning across target types, or both. For instance,
authenticity items referencing "real experiences" or PSI items involving "spontaneous
interaction" may be interpreted differently when applied to Al versus human influencers,
introducing construct-irrelevant variance. Consequently, our comparative results should be
interpreted as robust observed-score differences that are theoretically meaningful and
consistent with expectations, rather than as confirmed latent-construct differences. Although
internal consistency was high, coefficient O alone does not confirm unidimensionality or
factorial equivalence. Future research must prioritize multi-eroup CFA with formal invariance
testing before making strong comparative claims about authenticity, trustworthiness, or PSI
across human and Al influencers. Additionally, researchers should estimate model-based

reliability (e.g., McDonald's W) and test for differential item functioning.
5.2 Boundary Conditions and Heterogeneity

These findings should be interpreted within Gen Z audiences and platforms that
foreground authenticity cues (e.g., TikTok, Instagram). Effects may vary with (a) disclosure

frames and operator transparency, (b) degree of human-likeness and expressivity, (c) product
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category risk (credence vs. experience goods), and (d) cultural norms. We did not manipulate

these moderators; therefore, they delimit, rather than generalize, our claims.
5.3. Positioning in the Literature

Our results- human influencers outranking Al influencers on authenticity,
trustworthiness, and PSI, with authenticity and PSI jointly explaining trust in Al agents-extends

existing research on influencer marketing, parasocial theory, and trust-in-technology.
5.3.1 Authenticity as a Driver of Influence

Influencer authenticity is not a fixed trait (Audrezet et al., 2020), but a
managed performance balancing passion/fit and transparency/disclosure. Over-standardized
or opaque commercial content risks “fake authenticity,” providing a basis for why authenticity
cues affect trust. Professionalization on Instagram standardizes “authentic” practices (e.g.,
direct address, backstage glimpses, selective brand fit), clarifying how creators manufacture
closeness amid advertiser/platform constraints (van Driel & Dumitrica, 2020). Highly polished
Al personas may therefore struggle to signal perceived realness. Qualitative evidence suggests
Gen Z prioritizes transparency, real-life depictions, and value alignment over manufactured

perfectionism, implying authenticity deficits will depress trust and engagement (Tirocchi, 2024).
5.3.2 Parasocial Bonds

PSI theory describes one-sided “intimacy at a distance” as a powerful
audience—persona bond formed via perceived conversational give-and-take (Horton & Wohl,
1956). Originally operationalised with survey measures (Rubin et al., 1985), contemporary
influencer studies link PSI to purchase intentions alongside credibility. In adolescent and
young-adult samples, PSI often rivals or exceeds credibility as a driver of downstream behavior
(Lou & Kim, 2019; Sokolova & Kefi, 2020). This research predicts that weaker PSI with Al agents

will undercut trust and persuasion.
5.3.3 Trust/Credibility as Drivers of Persuasion

Ohanian (1990) formalized trustworthiness (distinct from expertise and
attractiveness), as a primary dimension shaping endorsement effectiveness. This
operationalization remains dominant in marketing contexts. In digital contexts, trust in

technological agents depends not only on performance/ability but also on perceived
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humanness and social presence (Lankton et al., 2015), suggesting structural headwinds for

non-human sources such as Al influencers.

Glikson and Woolley’s (2020) empirical review of human trust in Al
documents how representation (robot/virtual/embedded), perceived capability, and context
jointly shape trust formation and fragility-again implying that simply increasing human-likeness

may not guarantee credibility.
5.3.4 AlVirtual Influencers: Human-likeness, Disclosure, and Credibility

Emerging work on virtual influencers (VlIs) shows that cues tied to human-
likeness and operator type (brand- vs. non-brand-run) shape authenticity signals (e.g.,
emotional expression, pronoun/punctuation use) and engagement (Ju et al, 2024).
Yet disclosure that an influencer is virtual can depress anthropomorphism and credibility,
sometimes lowering brand trust depending on culture (Muniz et al., 2023). Platform norms
and product-influencer fit further condition credibility (De Veirman et al., 2017). These mixed
patterns mirror the practical tension observed: designable cues can help, but transparency

about non-humanness often re-activates skepticism.
5.3.5 Result Contribution, Alignment and Divergence

This study offers a within-subject comparison of Al versus human
influencers on three validated constructs (authenticity, trustworthiness, PSI) and show- within
the Al subset-that authenticity and PSI jointly explain substantial variance in trust. The design
strengthens comparability across constructs and helps isolate the credibility/relationality
deficit attached to Al/Virtual Influencers. Measures follow established foundations:
trustworthiness (Ohanian, 1990); PSI (Rubin et al., 1985); authenticity conceptualized per
Audrezet et al. (2020).

The observed pattern (human > Al on authenticity/trust/PSI) coheres with
authenticity-as-performance accounts and Gen Z’s authenticity expectations. It also matches
trust-in-Al reviews predicting fragile, context-dependent credibility for non-human agents

(Audrezet et al., 2020; van Driel & Dumitrica, 2020; Tirocchi, 2024; Glikson & Woolley, 2020).

Content-analytic evidence suggests that specific textual cues (emotions,

pronouns, punctuation) and non-brand operation can enhance VI engagement (Ju et al., 2024).
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However, disclosure research shows that making non-humanness salient reduces

anthropomorphism and brand trust (Muniz et al., 2023)—boundary conditions that likely limit
how far cues can close the gap. Our cross-country Gen Z data add to this mixed picture by
showing that, even with awareness of Al status, authenticity and relational cues still matter

but do not erase the human-Al gaps.
5.3.6 Boundary Conditions from Existing Literature

The literature points to moderators that can attenuate or amplify Al trust
deficits: explicit disclosure/transparency (often negative for trust), operator type and
expressive cues (sometimes positive for engagement), platform norms and product-influencer
fit, and cultural context (evidence of cross-national differences in how disclosure and
anthropomorphism translate to brand trust). Our design covered human- vs. Al-status and a
cross-country Gen Z sample but did not manipulate disclosure style, operator type, product

category, or platform. Future research can test these levers directly.

6. CONCLUSION

In sum, the results demonstrate that human influencers receive significantly higher
ratings than Al influencers on authenticity, trust, and PSI. ANCOVA analyses confirmed these
differences persist after controlling for prior familiarity, indicating genuine perceptual gaps
rather than mere exposure effects. The findings also clarify how Al agents can earn trust: chiefly
through perceived authenticity, with parasocial bonding as a secondary pathway. Given cross-
sectional, self-report, and design constraints, these interpretations should be viewed as strong
associations consistent with theorized mechanisms, not definitive evidence of causality.
Subsequent sections explore implications and recommendations for future practice and

research.
6.1 Theoretical Implications

Confirming core theories with a non-human source
The large human > Al gaps on authenticity, trustworthiness, and parasocial
interaction (PSI) are consistent with authenticity-as-performance accounts to synthetic agents:
absent cues of passion/fit and transparent self-presentation, audiences infer “performed”

authenticity and discount credibility (Audrezet et al., 2020; van Driel & Dumitrica, 2020).
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A dual-path account of trust in Al influencers

The results provide strong empirical support for the dual-path model proposed

in Section 2.7. Within the Al subset, authenticity ([3 = 0.531) and PSI (B = 0.353) jointly explain
trust (R? = 0.63), confirming two complementary routes-a credibility path (authenticity cues)
and a relational path (PSI). This pattern validates the theoretical prediction that both cognitive
(authenticity-based) and affective (PSl-based) mechanisms independently contribute to trust

formation in Al influencers.
Boundary conditions for PSI with non-human agents.

Average PSI was markedly lower for Al than for humans, consistent with limits
of “intimacy at a distance” when spontaneity, vulnerability, and small imperfections are hard
to convey (Horton & Wohl, 1956). At the same time, PSI retained unique explanatory power
for trust-suggesting it is viable but rarer for Al/Virtual Influencers. This pattern aligns with
influencer studies showing PSI and credibility both drive downstream outcomes in youth
cohorts (Lou & Kim, 2019; Sokolova & Kefi, 2020), however evidence can vary by culture (e.g.,

Omeish et al., 2025), underscoring context-dependence.
Humanness, skepticism, and the Uncanny Valley

Two plausible mechanisms can account for the Al trust deficit: (i)
anthropomorphism/humanness-trust rises with social presence until near-human cues trigger
uncanny responses (Mori, 1970); and (ii) persuasion-knowledge/algorithmic skepticism- salient
artificiality activates inferences of strategic intent, dampening credibility (Lankton et al., 2015;
Glikson & Woolley, 2020). While the data is consistent, it does not identify which mechanism
is dominant. Future experiments should manipulate graded human-likeness (stylized vs.
photorealistic avatars) and disclosure salience to adjudicate between uncanny-valley and

persuasion-knowledge accounts.

Critically, our cross-sectional, observational design precludes causal inference
regarding which mechanism drives the observed trust deficit. The correlational nature of our
data means we can identify that authenticity and PSI are associated with trust in Al influencers,
but cannot determine whether manipulating these factors would causally increase trust, nor

can we isolate whether the human-Al gap stems primarily from uncanny valley effects,
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persuasion knowledge activation, or their interaction. Experimental manipulation is essential

to establish causal pathways and identify the relative contribution of competing mechanisms

(see Section 6.3 for more specific experimental recommendations).
Scope Conditions

Claims apply to Gen Z across several countries, with Al identity made salient
and no sponsorship context, using within-subject ratings and validated multi-item scales.
Reliability was high, but we did not counterbalance order, implement common-method
remedies, or test factor structure/invariance. While participants reported higher prior exposure
to human influencers, ANCOVA analyses controlling for familiarity confirmed that comparative
findings remained robust, suggesting the human-Al gaps reflect genuine perceptual differences

rather than exposure artifacts.
Concrete propositions

P1 (Dual-path): Among Gen Z, perceived authenticity and PSI will additively

predict trust in Al influencers in non-sponsored contexts.

P2 (Deficit): Controlling for exposure, Al influencers will score lower than human

influencers on authenticity, PSI, and trust.

P3 (Moderators): The Al trust deficit will shrink under designs that increase
perceived humanness/reciprocity (e.g., co-appearance with humans, responsive interactions)
and expand when Al identity is made salient in ways that trigger persuasion knowledge (e.g.,
certain disclosure framings). Evidence on these moderators is mixed, and the effects are likely

culture- and platform-dependent (Ju et al., 2024; Glikson & Woolley, 2020).

P4 A direct test of the uncanny-valley account could experimentally
manipulate degree of human-likeness (e.g., stylized vs. photorealistic avatars) and examine
curvilinear
effects on trust/PSI. A complementary test of persuasion-knowledge activation could vary
disclosure frames and operator transparency to observe whether heightened salience of
artificiality depresses anthropomorphism and trust, as suggested by trust-in-Al and disclosure

guidance.
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6.2 Managerial Implications

When trust matters, position Al as a complement, not a substitute.
Given the large human > Al gaps in authenticity, PSI, and trust, use Al/Virtual
Influencers to augment reach and consistency, while relying on human creators for trust-
critical persuasion and conversion. This aligns with evidence that trustworthiness is central to
endorsement effectiveness and that PSI strongly drives youth outcomes (Ohanian, 1990; Lou

& Kim, 2019; Sokolova & Kefi, 2020).

Authenticity as the first design lever; PSI the second
Given authenticity’s larger standardized effect ([3 = 0.531 vs 0.353), prioritize
value/fit consistency, backstory stability, and transparent motives; layer relational tactics
(Q&As, reply cadence) to lift PSI where feasible (direct address, Q&A formats, recurring
interactions). Caption-level choices (warmer pronouns, judicious punctuation, emotional
expression) and operator strategies can move engagement for virtual influencers, but effects

are context-bound (Ju et al., 2024).

Disclosure and identity transparency

We recommend compliance with the FTC’s Endorsement Guides (Federal
Trade Commission, 2023) and comparable UK/EU guidance for clear, conspicuous disclosure
of material connections in influencer content. For Al identity, we advise plain-language
transparency (e.g., “This influencer is Al-generated”) and monitoring of sentiment/trust trade-
offs over time, recognizing that salience of non-humanness can reduce anthropomorphism
and short-run trust in some contexts. Cross-market activations should follow local rules e.g.,
ASA/CAP (Committee of Advertising Practice & Advertising Standards Authority, 2023) in the
UK; EU unfair-commercial-practices enforcement (European Commission, 2023). Where policy
requires conspicuous disclosure, short-term trust or engagement may dip when non-
humanness is salient; we therefore recommend markets-by-platform pilots with preregistered

outcomes before wide deployment.

Role-fit across the funnel
For scalable, low-stakes information delivery (FAQs/explainers), Al/VI

Influencers may be efficient complements. For trust-critical persuasion in credence/high-risk
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categories, human creators remain preferable given higher perceived accountability and

established PSI effects among youth cohorts. We encourage pre-registered A/B tests by

platform/market to validate role-fit before scale-up.

Human-Al co-creation
Pairing Al agents with trusted human creators in recurring series may blend the
scale advantages of Al with human warmth/credibility. Teams should track validated
trustworthiness and PSI items alongside behavioral metrics to detect lift attributable to the

pairing.

Localization and testing
Recent evidence suggests that culture and platform norms shape responses to
anthropomorphism and disclosure. A/B testing pilots by market and platform (e.g., Instagram
vs. TikTok) are prudent. Use post-level diagnostics inspired by the content-analytic cues that

predicted engagement for virtual influencers (Ju et al., 2024).

Policy and ethics
Because Al/VI Influencer personas blur lines between automation and
endorsement, marketers should articulate internal policies for Al identity transparency,
content moderation, and accountability for errors or harms. These policies should align with
evolving consumer-protection guidance (e.g., FTC Endorsement Guides; ASA/CAP) and be
disclosed to audiences in accessible language. Researchers should study how different

transparency framings (e.g., badges vs. captions) affect long-term trust.
6.3 Limitations and Future Direction

Despite steps to enhance reliability, several limitations merit note. As discussed in

Section 5.1, due to methodological design features, we emphasize broader constraints.

First, the study focuses on Gen Z and an uneven, cross-country sample was
obtained. This limits generalizability to other cohorts and markets. Future work should

replicate with balanced samples and different age groups.

Second, evaluations were collected in a non-sponsored frame without
manipulating disclosure styles, operator type, product category, or platform norms;
subsequent experiments should orthogonally vary these cues to identify when Al trust deficits
shrink or widen.
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Third, while multi-item measures showed high internal consistency, we did not
establish cross-target measurement equivalence (human vs. Al); future research should

confirm factor structure and invariance before making fine-grained comparisons.

Fourth, mechanisms were scoped to authenticity and parasocial interaction;
alternative pathways (e.g., perceived risk, privacy concern, persuasion knowledge) and

moderated mediation remain to be tested.

Fifth, the cross-sectional design prevents causal inference and mechanism
identification. We cannot determine whether authenticity or PSl-enhancing interventions
would causally increase Al influencer trust, nor which mechanism-uncanny valley (Mori, 1970)

or persuasion knowledge (Glikson & Woolley, 2020)-primarily drives the human-Al gap.

Future experimental research should manipulate: (1) Al human-likeness on a
gradient (stylized to photorealistic) to test for curvilinear uncanny valley effects versus linear
anthropomorphism effects, and (2) disclosure salience (absent vs. prominent Al identity
disclosure) to assess whether making artificiality salient activates persuasion knowledge and
decreases trust. A 3 (Human-likeness) x 2 (Disclosure) factorial design would identify their
relative contributions and potential interactions. These experiments should employ random
assisnment, behavioral dependent variables, manipulation checks, and pre-registration to

establish causal pathways and mechanism dominance.

Finally, the study was cross-sectional and unregistered, and behavioral outcomes
were not assessed. Pre-registered field or platform-level tests using behavioral metrics (e.g.,
reveal, click-through, or opt-in) would strengthen inference. Taken together, these limitations
qualify, but do not overturn, the central implication: Al/Virtual personas face credibility and

relationality headwinds that can be reduced under specific cue configurations.
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ABSTRACT

This research aimed to 1) study entrepreneurs' perception of environmental problems,
2) examine their environmental management behavior, 3) analyze factors influencing their
perception and behavior, and 4) propose guidelines to promote sustainable environmental
management in Phuket's tourist areas. This study employed a survey research design,
collecting data from a sample of 385 entrepreneurs, calculated using Cochran's formula. Data
were analyzed using descriptive statistics and multiple regression analysis The findings
revealed that entrepreneurs had a high level of overall perception of environmental problems
(Mean = 3.90), but their overall environmental management behavior was at a moderate level
(Mean = 3.25). Environmental perception was found to have a significant positive correlation
with management behavior (p < 0.01). The most influential factor affecting environmental
management behavior was the perception of environmental problems (Beta = 0.342),
followed by education level and business type, respectively. Recommendations focus on
developing infrastructure, enforcing regulations, creating incentives, and fostering multi-

sectoral collaboration to drive Phuket towards becoming a sustainable tourism destination.

Keywords: Sustainable Environmental Management, Entrepreneurs, Tourism

21381IMTIRYUIANTIUNTIANNGTIAY 86

U7 3 atud 1 (WNFIAN — LUWIBY 2569)



JIBMR

N133UIUATNOANTTNVRIEUTENBUNIHBNITINNTS

denndaulunuivisuiiaadesndage

-4 ' [
YIUNT Yve FuRlFsUUNANASILSA: 20 AINAL 2568

NIYDATY JunRAlYUNANY: 23 Aueneu 2568

elaia: ampacharin@gmail.com TuimouSuunau: 6 werAnIey 2568

UNANED

A v Aaaw ¢ = o v v ! a' v
ﬂqij‘USUNUWQUiSaQﬂLW@ 1) ﬂﬂwqﬂqiiUE%aﬂ@jﬂigﬂ@Uﬂqimaﬂﬁy]‘mqﬂ JUL3Na U

2) ANWINGANTIUNITIANITA WINF oY 3) TLAT1evTadenidninananissus wasnginssy

[

waz 4) upuuzhIvsduasunIsIanIsasndounfidsduluiiuivieniisndwmingin n133deildu

N1539818961599 Tduuvasuaruiutayainngusiieg 19 Usenaun1siIuIu 385 518 FaA1wI

[

yuIanauRIeg19laeligniued Cochran LarIlATIEVY0YARIUATALTINTTNUILALNITIATIE

Y

N13aARRENAN HAN1TITeNUI HUsEnaunsiin1sTuidelymawindeulaesiuaglusedugs

Y

(ALadie = 3.90) wilingAnssun1svanisasinasulanesivegluseauliunans (Anade = 3.25)

¥ = v

nsfuslymasndeuianuduiusidaniniunginssunisianisduindenegeilledfynieadia

(p < 0.01) Uadunddnsnasengfinssunisinnisdawinnenuinigane n1siuilgymdwinde
(Beta = 0.342) 509891170 S¥AUNISANYT WAzUTBLANTIND AIUAIFU TolauawugIINNITIToL iy
n1simulasadeiugiy Msdeduldngruead19a3ede n1sasiauwsegla waznisdaasuniny
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o

Fudlennnnaindiu ieduimdaugiindnisdugaruneUatenanisvieaiiedndsdu
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Jardaguialasuniseeusuindunildu 9anuievatenianisvieniieaddgszaulan
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AMEInge Yoyadn nsuAIUANNATY (Pollution Control Department, 2023) 5U313aningiini

D

o w

USunuvezyanegiadugads 950 sdudeiu wavduwiliiiuguegaiidud Ay lugiggrieaiies

o

Ingaanlugiasul w.e. 2568 51891419970 The Phuket News (2025) 52Ui1 USunauneeiisgens

1,100-1,200 fusaiu FUAUNINTAAINUEIUITOVDLALNIVELNTBITULABITUAs 700-900 AumIL

¥

U83av8e MGR Online (2024) dawalvilinverazaudnuiuiiniagasennuimelunsinniseens

a U L3

B¢ ludhuvaslymihide QLﬁmﬁLmzymﬁmumsmﬁﬂé’wmﬁaﬁu Tnefivsunanindesuniy 149,917
anunAtunsRe Ty wissuuthdaindsvesnagaunsasesuldifie 85,862 gnuiadunsretu
pudoyaves drinauminensiuiend (2023) fsmneanuiiindeduuinnitlildsuns
vnegignituazeragnudesasdundninsssued noliiAananse nulaenssenmnmiiuay
seuvilinAnmeiaii Uiz uanuteyaveansualuANLadiy (Pollution Control Department,

2023)
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2. MINUNIUITIUNTIU

n1599n158 wandoudunszuiun1sN dudoud wi gadeeiun1sanauwky n1sanduu
MsfanuUszfiura waznsusulgaile iielinisldvsnenssssumnfnasdsnndeuduliened
UseAnEnmuas gy winAnkasngudMneIteInunIsInnIsawInaeNlivaINvias B9a1u1301nan

Uszgnaldlunisianudnlasasudledymaandenluiunveanesla

2.1 wuIRALAzNENINUNITIANTHILINGY

mwﬁ‘ﬁLﬁmsi’faqﬁumﬁuiﬁmﬁaana”au AUNIEI1U YR Ad LT ULaESNYIAUAIN
Andeuuiand . 2535 Idfmuauumdunisiansaanedenlinaeuszns lnslamzegn
Ban1sld ndnnns "Hnouafiwmdurane" (Polluter Pays Principle) Lﬁ'a‘[,ﬁ;:f‘fiaiﬁt,ﬁmuaﬂwﬁamm
Fomesodaundoudniiisuinvevaldielunsiiuguasudledynniu Ssaonadosiunufnd
dosnslivniiefidusnlunisguainudswndeued19deiu yadSduuiaziadies Seub
Nakhasathien Foundation (2012) teafifluundnlunisdnnisdsuindoudisadunisidiusiuves
gusulazUszvudundn Tnsuesiiniseyinussauminasdunndouazduiald doafnannisi
yuywiesduiamnudlaazidndunumlunisguasnumineinsvesnuies Fadunumisiiiliy

N159ANITINGINTINUTRINTEAUYRIDUTULY

LuIARNguLA sadunginssuuaznssuvesuszneunisnisvieaiien waAnssy
vesf{Usznaunsvioafisafionisnseyivdenisuanioondns q lunisdndugsfa wu msdndula
aswu madenldimalulad vionsiuunulevis fegAnssumandldsudvinaanvaisiade
fanmeluiaguszneunisies wu arande Ade fimued wazaniladuniouen Wy Ainssdu
s 3N anTean1uni1saln1suv9dulumnann (Anderson and Krathwohl, 2001) n155u3

a |

Y93 UTENOUNTYRUEIRDNTEUIUNITSUTToyakarAni1ee 9 NATUIINEWINREUNTINT 19

N15suddouiluuvawan NsSuFReNgAnTTULAANRBINTSYRNTIBUET SEN15TUTHoRwY

Y Y

Fansiuivesuszneuniszdwalagnswonisinaulanazngnssulunmsaniiugsia

WUIAANISHAL08198 98U (Sustainable Development) L uwwiAnndnd bdsunis
gonsueganiarndlunmsiansdundey Taaiunsnovaussnnusiosnsvesnuluilagtulaglsl
NIENUABAIUAINITOVBIAUT UM I UNITRBUAUDIAIIUABINITVDIAULDY (Brundtland
Commission, 1987) TutSunyesnisvieaiien mswannessdsdunneienissnwiaunaszninada
maAsugia de uavdanden Welrmmissisraunsaduiudeluldluszezemlaglivihae

NN INIUAZIUSIINYIOIRU (World Tourism Organization, 2019)
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M9 wf] 52UV (Systems Theory) a5une41 @wndeuluszuuiiusznaumgesdisznau
A1e 9 NiANuduRusLazNanto1duiu n1sUdsuulasluesAUsznaunil sazdINanTzNune
99AUTZNBUDU 9 Tuszuu (Von Bertalanffy, 1968) N139AN158 14208 01T 96 03W915041819A1Y

Woulswwasszuuriaiun llduanisuiledymiameyn wu Jywvssyalssuasindeluginlild

' ! '
(% N

Wuisslagmeads wildudruniwesssuuidudoudaneidesiuniswan nisuslaa n1sdanis

LAYNANIENUNBIEUULLIANINZLA

N9 uN13INNTINAYNS (Strategic Management Theory) wiunsivuaIdeyiay Wus
A9 waznagnslun1sdanisdwindeu eliesdnsvieniadiud1e q a1wisaussaudmuneany
dawindeuliegneliused@nsnn (Orsato, 2006) dmTuuseneunsviosiies NMIULIAANITIANTS
Wenagnsuildazyaeliannsannwnunazanivisnssuidulinsredwndouliegindussuuuas
O
a8y

wann1sy neuawiula1e (Polluter Pays Principle) L undnnisninasugeaans
a v - | ova Y a a @ Yy a A o =
dwndeunsyyngnneliiauafivasidusuiaseualdinglunmstdesiu aruan viaudlutym
wafwiu nannsilasunisfusesardauaiulagasAnisiieninusiuialagn 1sHALINIGATEEAI
(Organization for Economic Co-operation and Development (OECD), 1972) hagaiu1s01u1un
Uszgndldlunisdaasulviguseneunisvieaiiedlinnusuiareusanan senUAUANINRBUILANTN

ANTTUVDINY

nann1stesiulineu (Precautionary Principle) 58y31 Mndaudssfiaziinaany
Womeseusmiolienauilalddedwindon wivzdluindngrumsineimansndaau Anas
adiunnsnistesiulineu nannsdlianudryegndsdunisinnisdsnadenluiiuiviownyin

WI1ZUN9 LU Qﬁm Wintasnuanudsenerannduluauian (United Nations, 1992)

3. IQUszaAlunsIY

1. Lﬁaﬁﬂmmi%’uifﬁuaaé’ﬂizﬂaumwia{]zgméaLL’mé’au

2. fiefimynginssumsiansdanedeuvesiuszneumslufiuiiviondisrfmiag.fn

3. el neidadeiifidviwasonisiuuasnginssunsiansaanadenveiiusznouns
4. Worausuuriumauarulovisfuangailunmsduaiunsdanisdanedouissduluiiug

Vieaetdamingiin
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5. 35115ALIUN1SIAY

v v
v A & ada v

N57398A39duNTITeTE539 (Survey Research) lngldseiauisidunuuidodaUsune
(Quantitative Research) 1 alsilavayani AsouAqULaraNT 4R IR UNITTU WaENANTIUVDS
Fuszneunisienisdnnisdsndenluiuiiviesiisndmingiin lneldszezialunisaniunside

(%
[

ALALABUNEGYAIAL W.A. 2568 DunouFmnAN w.A. 2568 lasdlTunaun1saiuauail

1. N1508NWUUMTIVY NIFIF8TIUTIa TTuvasuanudunIeddlalunisiAusiusiu
Toyadnnauitegafuszneunisvesiiedludminginng ied1ian1sius woinssu waztadend
dviznasion1sianNsasnaey teyalavziiuniiassinadnivenianuduiusuagiuildy

2. Usgnsnldlunsideassil fie Jusznaunmsiiduiiugsiaiettesiunisviendienluy

=

Janingiin Fsannzifeuegrgniewunguune waveglugiutoyares nsensaemayd o U w.e.

2568 lgATouARUUIHIANTINANAN bakn Iseusuuasiansyn $1ue1m1s USEniuied wazgsia
UIN138U 9 Mneteiunsvieaiied 39 s Tuivinisfne d9miudszansnaun (N) 8¢ nau
Moga fie Usznaun sidudiunuveslszynsding Feazgnidanuiiensukuudoun1uds
USuna InedlingUssasdiiveAnwinginssunazmssuiineaiunisdnnisaaindeusely

3. MImwInruIaNguileglianliaunsassyiuudsevnsiwiueuls §3deds

AvuInnguileglagldansves Cochran (1977) Wewnlinsiudnwiudsennslunsiden

witn FITeRdldnsAnudunguiiegnuansves Cochran (1977) fsil
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AMuAl N = YUIAVDINGUAIDEY
P = dndnuvesUssrnsigiduazay
Z = izﬁummﬁﬂaﬁﬁﬁi’aﬁmumﬁ
7 §iAwiniu 1.96 fiszdumnuidosiu 95% (széu 0.05) Z SAmwiniu
2.58 fiszaumnaiasiu 99% (szau 0.01)

Y 44' A va Xy
e = a@ﬁau%@QﬂjqﬂJﬂa’]@Lﬂa@umﬂ@lﬂ%Lﬂmmu‘lm

(1.96)%(0.5)(1-0.5)
n= ————
(0.05)
(3.8416)(0.25)
n= —-
0.0025
0.9604
n= _
0.0025
n= 384.16

v
v

v & Y oA o  w a = dll XY ! U Ay v
PNUU sﬂuqmﬂqmmjaﬂqﬁwLV@JW%&@J&W“iUﬂqirJQSUV’]@ 385 31y LW@GLVNUSLQUWNaaWﬁV]VL@';\]%

= 1 A [d v £ & [ [ =3 1%
Nﬂ’)’]ﬂJu’]L%@ﬂ@LLﬁ%ﬁ’]ﬂJ’ﬁﬂL‘U‘L!G]’ZILLVIuGU@ﬂiJiSsUWﬂﬁﬂ;JUigﬂ@Uﬂ’]iﬂﬂﬂﬂJﬂlu@U\iM’mﬂ“Lﬂ@l(ﬂ

4. Msgusiiege 378195 nsdudeg1uuUnaIeTuney (Multi-stage Sampling)
Fun1sdusiieg1akuulaIng (Quota Sampling) walyilangusiieg1aninssanefmnuysenngsna

LY & A A °o w o L [
‘ViaﬂIuWUVlVI’e]\iLV]EJ’Jﬁ’]ﬂQJfUEN"NWJ@QLﬂ@l

5. wsesllentdluns39y wuuasuniu (Questionnaire) Usenaumednnuiediudaya
Mluvesimeunuuasuniy Mssuiineriulymaunadey (vuzyarosuazsunde) wgAnssunis
Janrsdaindenluaniuusznaunis uazladendwasanisdndulalunisdnnisdwindeu ngld

1NASIALUUALASNALNA (Likert Scale) wazAaulaieitn

6. MINUTIUTINTYaNTITeLaUsaLanTewuvdeunuistusUuuveaulatuas
sonladliifunguétegaduszneunisvieaiienludmingiin d1uiu 385 51 lnefiszeviaantunig

NusIusmdoyauseuna 1 e

7. MTIATNTRYaNITIATIEMTUTIATaT AN TN (Descriptive Statistics) Ly
Aade drudeauuninigiu uaziosay eesuietoyanilunaznisiuiuasnginssuves
fsenounts uenainil axldadfiBaeynu (Inferential Statistics) n153As1esiALNANDENY AN
(Multiple Regression Analysis) tila3iasevianuduiiusseninaliadesing q funginssunisdanig
Faunday
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6. NAN15IY

6.1 Yayaaluvasgnauiuugauny
[3 £ £ & A cl' v [ < °
PNMRAUTIUTINTeYaNEUsznoun1sluiiuiivie g deningiin $1uiu 385 51¢

Wutayariluianisnan 1

a519Ti 1
Snunzialy U Sowaz
LW
%418 198 51.4
VAN 187 48.6
218
20-30 U 89 23.1
31-40 U 142 36.9
41-50 U 98 25.5
111A71 50 U 56 14.5
3ZAUNTSANEN
aninSeaes 78 20.3
USeyaye3 231 60.0
ganindSyaes 76 19.7
UseLngsna
I59usu/Saosn 154 40.0
FUBINNT 98 255
Uitnihdien 67 17.4
SEORMEIUELIY 66 17.1

srEEaIalugIie

$p8n1 5 U 112 29.1
5-10 ¥ 156 40.5
111N 10 U 117 30.4

~ | [ | 1 & 1% = |
NA5NT 1 nud geeunuvasuamdngilunayie (Sevay 51.4) To1g5emina
31-40 ¥ (Foway 36.9) In1sfnwseaud3anns (Segar 60.0) Usenaugsnalswusu/Saesy (Sevay

40.0) wardlszezianniiugsng 5-10 U (Favar 40.5)
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6.2 M3fuiingnulymdaulndon

M15197 2 szAunsTuiineiulgmaawnedenvesUsznaunis (n=385)

. o 4 drudsauy o u s
AUV ALRRY FTAUNTIUS
NINTFIY
Jaymvevyasles
nssuiAnuTuLIvaslaym 4.12 0.78 R
nsfuiavnvesdym 3.89 0.82 GR
N55UIHANTENUABTINT 3.76 0.91 a9
Ms3uinansznUsedaLInden 4.23 0.69 GR
e
N55u3ANUTULTvRItdym 3.94 0.85 G
nssuianmnvaslam 3.67 0.88 Urunans
N35USNANTENUABTINT 3.58 0.94 Urunang
s3uinansEnUsodanden 4.05 0.73 GR
TuMsSUIudIndon 3.90 0.58 GR

INANTIA 2 Wud gusenaunisinissu
3.90) lngiin1ssusnansenusisdainaeuaintymivesyares

HansEnuURagsnaandymnude

Y

o A

filan (Aade = 3.58)

6.3 NOANTINNITINNITAIULINADY

51787

aanan (

v Y
'

a

q

a 1y a o a ¥ ¥
ANTNN 3 TEAUNHANTIUNITIANITAILINGDNVDINUTENDUNT (N=385)

Joymaanasulusyauas (Aady =

ALRRY = 4.23) uaviin1sius

. - g drwdsauu . -
ATUNGANTTH AR SZAUNOANTIY
INTFIY
nsInNsvezyaEay
NSARALENVYY 3.45 1.02 Uunang
N5aANTSIINAERA 3.28 1.15 Urunang
n153 bLAa 3.67 0.98 Uunana
nsli¥anidosaansls 3.12 1.23 Urunang
nsdanisinde
msandsszuuthUninde 2.89 1.34 U1uNans
mamwaauammwﬁwﬁﬂ 2.76 1.28 Urunans
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Y - 4 drudsauu . -
AUNGANTIY ALRAY FTAUNHANTIY
INTFIY

nsldnanfrifiduinsdeduandon 3.34 1.08 U1unans
nsUsEmdath 3.78 0.89 G)
nsilausmAuYNYY
nsdnswRnssuiAmndon 2.98 1.19 U1unang
nsatuayulasinisdandey 3.23 1.12 Uunang
sumgAnssunsdnnisdandey 3.25 0.76 U1unand

NA1399 3 Nu gUszneunsiinginssunisiansdaanaesluseAuUunans
(Fade = 3.25) lneingAnssunsusendatigeiian (ALade = 3.78) LagingAnssun1snsIvaey

ANAMNUNTSATER (Aady = 2.76)

6.4 AMUFUNUSTENIN9AUS

M19197 4 ANUFUTUTIENININTSUTHaE NG ANTTUNNTIANITAWINA DY

AuUs 1 2 3 4
1. mssuiUaymvevyaros 1
2. masustigvninide 0.687 1
3. WYANTIUNITIANTVLL 0.542 0.478 1
4. woinssumsdnanisunide 0.423 0.589 0.634 1

e p < 0.01
NPT 4 WU NMTTUTRAENANTIUNITINNTAIWIAGOUTANUFURUTLTIUINDENS
gdAM19EdR (p < 0.01) lnen1ssuilamezyanesiinnuduiusiunginssunsinnisuegg

1
ign (r = 0.542)

6.5 N153A51HUNABNSNaRaNgRANTTUNITIANTRILINA DN

M13199 5 nan1TiinTginsannsenvanuvesdatenianinadenginssunisianisduinaey

AauUs9asy B SE Beta t Sig.
Al 0.456  0.234 - 1.948  0.052
ms3uiymaaindon 0.387  0.067 0.342 5776 0.000
FTAUNITANY 0.198 0.089 0.128 2.225 0.027
Uszbnmgsna 0.156  0.078 0.115 2.000  0.046
SzgIARLINgIna 0.134  0.072 0.098 1.861  0.064
21y 0.089  0.065 0.076 1369 0.172

R?2 = 0.423, Adjusted R? = 0.415, F = 55.432, Sig. = 0.000

R p < 0.05, p <0.01
]
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MM 5 wudn uussnaNTaesUIsAILUSUT LTSN AN TIN1S AN
Aawandenlddenay 423 (R? = 0.423) lnensiuidymawnndouiidvinageiian (Beta = 0.342,
p < 0.01) 5898931A8 SEAUNITANYI (Beta = 0.128, p < 0.05) kazUsziAngsna (Beta = 0.115,
p < 0.05)

7. asUnan133Ieuaznseiueg

Han1s3AsIevideyalun1s@neiil awnsadiunedusienuingUssasrveen1sidela
Aastalil
1. wiefinwnissuvesiuszneumsluiiuiiviesfiesdwmdngiianeaiulymawindey
lngianreglymussyanesuwazinds nan1sfnuainguszneunisiudmingininissuiia
Uamndsndeuluseduas Ssdamansenulaenswionsia nssuiiliinaintdaderateysenis laun

Uszaunsalnsaannuansenuluiui n1sdiauedeayar1iasiIudene q LasksaneauaIn

v a oA

dnvenfisanagmitzenuniady n1ssudvesUsznaunsiifududsddgiidoulostuiiate
duyarauariladengsiafildnddunseuumnan namsfnuniaenndosediebeiunuiteres
Wongwaipitaya (2017) ﬁﬁﬂmﬁﬂisﬂaumﬂiqLwﬂuﬁ’w’j’mqﬁmimmq LagnuIN HUTENBUNIS
pszminddeanudoulesseninmunmAanndouduanudiiivesssharioniies uenanids
aonAd 09t UITUISEv0e Wattanathana et al. (2022) 713 TWifuinssasuluiiui gufinsudds
Ingansalvezyarles dududgmiguszneunisdeundysuiuluyusy ns5uiigeues
Fuszneumsaninsaeduneldthe nquiszuu (Systems Theory) lnsnasinguszneunsidugiunils
yosszuvinanmsvisaiieridudoulugin mswdsuuasetamilussuutes Wy Jyvverya
dosuazinde deudwmansenusosruulaesiy desiudegsAaves]Usenaunisios n133ud
nansgnumaiiandunalnsssurfvesssuniinenewlivana uenani uudanisiamiegn
fa8u (Sustainable Development) Safunsaudniivasliifusznounisnsemiinfeausndulunis
Snwaunaszinsnsidulanaasugia nsquadinm wazn1sinwdannden Mssuifigedaryiou
femnudlalundnnsiinishaisdanndentvdmansenudenudBuvesgsfalussasen
ATsunRatuayuuwAed Tay Shang (2025) Fiidwlddumdsinruiaaogiean

Wenfiunansenuanuaity lnglanguaiiynindl Msmdnidy Lagvezyanesuunie Jeagriou

)

o 14

fan1ssusUaymineaneadaiuluusunnisviesiiendus fadu Jsaunsaasuladinissuidegm

dwndenveaiusznaunisluginliladuiiswndmeud wiludiinatuaswazlasuns

Y

a av a o & A Y o aa a 1%
gUu u%qﬂﬂqujﬁ]ﬂLﬂjﬂﬂﬁgﬂﬂUﬁLuwuwLLaga@ﬂﬂa@QﬂUﬂiaUWﬂ‘anLﬂEJ'JGUEN
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2. leRnwmgAnssunisdanisdandouvessznounisluiuiivesfierdmingiin
naMSANYINUI NoAnssunsiansAanadenveiusznoumsaansouydlivaressei Fausinis
Uﬁﬁammgsuﬁw%uﬁugm (Compliance-based behavion TUaufan1sihuunufuaidegniiu
fnsoAsuwandonsnld (Proactive behavion) LU nsdansvszuaztindsnungmune luaudanis
Usgndandanu nsasnanain uaznisidisulassmaionnudsdu wgAnssunsdanisdanndes

TiluduUsmunanilasudninaainnissuivesiuszneunis nanstnyiiaenadesiviuideves

'
=

Kulchet (2021) Uag Sangkhlab (2021) inuguwuunginssuniadgadsiulugsialsaususneiiy
Ingrusznaumsdiulvgisuduainnsianmstuiugiuiveniuauiuukas U URnungming vaen
AUsENOUNSUNEI Ineanisngulsausuvualugviselsausuiiunmanualiuduindou agil

WOANTTULTITNA TALIUNT1 Fagennd 990 UIIUTT8Y8e Duangphumes et al. (2013)
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1971 159UsuNA0INIMITUTOMIINEWIAdeN e lwU UATIgendnseAuiugy wiaelin1sius

=2

d (% a'
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ABSTRACT

This study examines the influence of the Bodh Gaya pilgrimage destination image and
authenticity attitude on media exposure behavior, social media sharing behavior, and the
perceived value of Buddhist tourism. Gender and age are incorporated as moderating variables.
The sample comprised 397 Thai tourists aged 20 years and above who had visited Bodh Gaya
and shared their pilgrimage experiences on social media platforms. The sample size was
determined using Cochran’s formula with a 95% confidence level and a margin of error of
0.05, and data were collected using a convenience sampling approach. The research
instrument was a structured questionnaire developed from an extensive review of relevant
literature, with reliability confirmed by Cronbach’s alpha coefficients ranging from 0.72 to 0.89.
Data were analyzed using descriptive statistics, multiple regression analysis, and hierarchical
multiple regression analysis. The results indicate that the environmental and facility
dimensions of destination image, together with experiential authenticity attitude, have a
significant positive effect on social media sharing behavior and enhance perceived spiritual
and social value at the 0.05 significance level. The moderating analysis reveals that female
tourists place greater importance on destination image, whereas male tourists emphasize
authenticity attitude. In terms of age differences, tourists aged 30-39 prioritize destination
image, while those aged 20-29 attach the highest importance to authenticity attitude. These
findings contribute to a deeper understanding of Buddhist pilgrimage tourism by highlighting
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the role of destination image, authenticity, and demographic characteristics in shaping media-

related behaviors and perceived value.

Keywords: Destination Image, Authenticity Attitude, social media, Perceived Value, Buddhist

Tourism

1. INTRODUCTION

Buddhist tourism has increasingly gained international scholarly and practical attention,
as it integrates religious devotion, spiritual experience, and long-standing cultural heritage into
a distinctive form of travel (Awais-E-Yazdan et al., 2025). Among the four principal Buddhist
pilgrimage sites (Sangwechaneyasathan), Bodh Gaya in India holds exceptional significance as
the place where the Buddha attained enlightenment, making it the spiritual epicenter of global
Buddhist pilgrimage (Butcher & Chomvilailuk, 2022). As a result, Bodh Gaya attracts Buddhist
pilgrims from diverse cultural and national backgrounds, serving not only as a sacred
destination but also as a symbolic space for faith, learning, and identity construction (Hall,

2006).

In the contemporary tourism landscape, pilgrimage experiences are no longer confined
to on-site religious practices. (Hemprapai et al., 2023). Instead, they are increasingly extended
into digital spaces through social media, where tourists document, interpret, and share their
experiences with wider audiences. (Liu et al., 2024). Social media has thus become a critical
medium through which pilgrims communicate spiritual meanings, reinforce religious identity,

and influence others’ travel perceptions and intentions

Within tourism studies, destination image has been widely recognized as a key
determinant of tourists’ satisfaction, behavioral intentions, and decision-making processes
(Mangar et al., 2024). Similarly, authenticity conceptualized in objective, ritualistic, and
existential or experiential dimensions plays a crucial role in shaping tourists’ psychological
engagement and perceived meaning of travel experiences, particularly in religious and cultural
tourism contexts (Manop Nakkanrian et al., 2022). Despite their theoretical importance,
empirical research that simultaneously examines destination image and authenticity attitude
in relation to media exposure behavior, social media sharing, and perceived value remains

limited, especially within the specific context of Buddhist pilgrimage tourism
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Addressing this gap, the present study investigates the influence of the Bodh Gaya
destination image and authenticity attitude on social media sharing behavior and the
perceived value of Buddhist tourism. (Phra Kru Pariyatti Wachirakhun, 2021). Furthermore,
gender and age are incorporated as moderating variables to capture demographic differences

in perceptions, media-related behaviors, and value formation among Thai Buddhist tourists

This study contributes to the literature by extending destination image and authenticity
theories into the context of digital media behavior in Buddhist pilgrimage tourism. From a
practical perspective, the findings offer valuable insights for tourism authorities, cultural
organizations, and media agencies in designing targeted communication strategies, enhancing

pilgrimage experiences, and promoting sustainable Buddhist tourism in the international arena.

2. RESEARCH OBJECTIVES

1. To examine the influence of the Bodh Gaya destination image and authenticity
attitude on social media exposure and sharing behavior in the context of Buddhist tourism.

2. To examine the influence of the Bodh Gaya destination image and authenticity
attitude on the perceived value of Buddhist tourism.

3. To analyze the moderating effect of gender on the relationships between the
independent variables (destination image and authenticity attitude) and the dependent
variables (social media exposure and sharing behavior, and perceived value).

4. To analyze the moderating effect of age on the relationships between the

independent and dependent variables in the proposed research model.

3. RELATED LITERATURE

This study is grounded in an interdisciplinary body of literature that integrates tourism
studies, religious and cultural tourism, media behavior, and value perception.
(Phraathikanchaiya Piyatharo et al., 2023). The review focuses on four core constructs:
destination image, authenticity attitude, social media behavior, and perceived value, which

together form the theoretical foundation of the proposed research model (Rai, 2020).
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Destination Image

Destination image is a fundamental concept in tourism research, referring to tourists’
overall perceptions, beliefs, and impressions of a destination (Sanvises & Kaewnuch, 2025). It
has been widely acknowledged as a key determinant of tourist satisfaction, destination choice,
and post-visit behavior. (Santachitto, 2021). In the context of religious and pilgrimage tourism,
destination image extends beyond physical attributes to include symbolic meanings, spiritual
significance, and cultural narratives embedded within sacred sites Recent studies emphasize
that pilgrimage destination image is shaped by multiple dimensions, including environmental
quality, facilities, historical authenticity, and religious atmosphere, all of which influence
pilgrims’ motivation and experiential outcomes (Worapongpat, 2023c). Empirical research in
Asian tourism contexts further supports that a positive destination image enhances emotional
attachment, behavioral intention, and value perception among tourists (Worapongpat et al.,
2021). Accordingly, in the case of Bodh Gaya, destination image represents not only tangible
infrastructure but also the spiritual and symbolic meanings associated with the site of

enlightenment.

Authenticity Attitude

Authenticity is a central concept in understanding tourist experiences, particularly within
cultural and religious tourism. Early conceptualizations distinguish between objective
authenticity, which emphasizes the genuineness of objects and sites, and constructive
authenticity, which is socially constructed through interpretation and experience
(Worapongpat et al., 2023). More recent perspectives highlight existential authenticity, focusing
on tourists’ subjective feelings of self-discovery, spiritual fulfillment, and emotional
engagement In pilgrimage contexts, authenticity attitude reflects tourists’ personal evaluations
of the meaningfulness and spiritual depth of their experiences. Rather than merely observing
sacred objects, pilgrims actively participate in rituals, practices, and symbolic acts that validate
their faith and reinforce their spiritual identity (Yu et al., 2023). Empirical evidence suggests
that authenticity perceptions significantly influence tourists” emotional responses, satisfaction,
and perceived value, particularly when the experience aligns with deeply held religious beliefs

Social Media Behavior
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Social media behavior in tourism has been widely examined through the lens of Uses
and Gratifications Theory (UGT), which posits that individuals actively select media channels
to satisfy specific psychological and social needs, such as information seeking, social
interaction, and self-expression (Zhao et al., 2024). In tourism contexts, social media serves as
a platform for experience sharing, identity construction, and electronic word-of-mouth

(eWOM), which significantly influences destination image formation and travel decision-making

In the context of Buddhist pilgrimage, social media enables pilgrims to communicate
spiritual meanings, document transformative experiences, and connect with wider religious
communities beyond physical boundaries. (Phra Supakit Supanyo et al., 2023). Sharing
pilgrimage experiences online not only influences others’ perceptions but also reinforces
pilgrims’ own religious identity and sense of belonging (Zhao et al., 2024). Thus, media
exposure and sharing behavior represent an important behavioral outcome influenced by both

destination image and authenticity perceptions.

Perceived Value

Perceived value is a multidimensional construct traditionally defined as the consumer’s
overall assessment of the utility of a product or experience based on perceptions of what is
received versus what is given (Kanchanathaveekul et al., 2024). further conceptualizes value
as an experiential and subjective phenomenon encompassing emotional, social, and symbolic

dimensions.

In religious and spiritual tourism, perceived value extends beyond economic or
functional benefits to include spiritual enrichment, emotional well-being, and social
connectedness (Worapongpat, 2023b). For Buddhist tourists, perceived value often manifests
in forms such as inner peace, moral reflection, spiritual growth, and a shared sense of religious
community (Palmer, Chuamuangphan, 2021). Accordingly, perceived value in this study is
conceptualized as a multidimensional construct comprising spiritual, social, and experiential

value derived from the pilgrimage experience.
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4. CONCEPTUAL FRAMEWORK

This study adopts a conceptual framework that integrates destination image and
authenticity attitude as key antecedents influencing media-related behaviors and perceived
value in the context of Buddhist pilgrimage tourism. The framework proposes both direct and

moderating relationships among the study variables, as illustrated in Figure 1.

Independent Variables (IVs) Dependent Variables (DVs): Media Exposure and

Bodh Gaya Destination Image »
Authenticity Attitude

Social Media Sharing Behavior Perceived Value of
Buddhist Tourism Moderating Variables:
Gender, Age

Figure 1 Shows the Conceptual Framework of the Research.

5. METHODOLOGY

Sample and Sampling

The target population of this study comprised Thai tourists aged 20 years and above
who had visited the Bodh Gaya pilgrimage site in India at least once and had shared their
travel experiences on social media platforms such as Facebook, Instagram, TikTok, or YouTube.
The minimum required sample size was calculated using W.G. Cochran’s formula for
a population of unknown size, with a 95% confidence level and a margin of error of 0.05,

resulting in a required sample of 385 respondents.

To enhance data robustness and reduce potential non-response or incomplete-
response bias, a total of 436 questionnaires were distributed. After data screening and quality
checks, 397 complete and usable questionnaires were retained for analysis, yielding a
response rate of 91.06%, which exceeds the minimum statistical requirement. A convenience
sampling method was employed due to the specific and hard-to-reach nature of the target
population. Data were collected through both online Buddhist travel communities and offline

pilgrim networks to improve sample diversity.
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Research Instrument

Data were collected using a structured questionnaire developed through a
comprehensive review of relevant literature and established theoretical frameworks. The
questionnaire consisted of five sections:

1. Demographic Information: Gender, age, education level, monthly income, and
pilgrimage experience (5 items).

2. Bodh Gaya Destination Image: Adapted from measuring perceptions of facilities,
environmental quality, and spiritual connection to the destination (13 items).

3. Authenticity Attitude: Modified authenticity framework, encompassing object-based
authenticity, activity-based authenticity, and existential authenticity (14 items).

4. Social Media Exposure and Sharing Behavior: Developed based on Uses and
Gratifications capturing frequency of use, engagement level, and content creation related to
pilerimage experiences (12 items).

5. Perceived Value of Buddhist Tourism: Adapted consumer value typology, focusing on

spiritual, social, and experiential value dimensions (12 items).

Except for demographic items, all questionnaire items were measured using a five-point

Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree).

Reliability and Validity of the Instrument

Content validity was established through expert evaluation by three scholars in tourism
and social sciences, who assessed the relevance and clarity of the questionnaire items.
Reliability was examined using Cronbach’s alpha coefficients. Based on a pilot test, the
Cronbach’s alpha values for all constructs ranged from 0.72 to 0.89, exceeding the
recommended threshold of 0.70, thereby indicating satisfactory internal consistency and
suitability for data collection. Table 2 presents the reliability coefficients for each research

construct.

Data Analysis
Statistical analyses were conducted using SPSS software. The analytical procedures

included:

Descriptive Statistics: Frequencies, percentages, means, and standard deviations were
used to describe respondents’ demographic characteristics and summarize the main study
variables. Mean values were interpreted based criteria.
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Inferential Statistics:

Multiple Regression Analysis was employed to examine the influence of destination

image and authenticity attitude on media exposure and social media sharing behavior, as well

as on perceived value of Buddhist tourism. Prior to regression analysis, multicollinearity was

assessed using Variance Inflation Factor (VIF) and Tolerance values to ensure that no serious

multicollinearity issues were present

Hierarchical Multiple Regression Analysis was used to test the moderating effects of

gender and age on the relationships between the independent and dependent variables.

6. DESCRIPTIVE ANALYSIS

Table 1 Descriptive Statistics of Research Variables

Variable Dimension Mean (X) SD

Destination Image (DI) Facilities 3.98 0.64
Tourism Environment 4.12 0.58

Spiritual Experience 4.21 0.55

Authenticity Attitude (AU) Object-based Authenticity 4.07 0.62
Activity-based Authenticity 3.95 0.67

Symbolic Authenticity 4.18 0.57

Social Media Behavior (SM) Experience Sharing 3.88 0.71
Engagement 3.92 0.68

Content Sharing 4.05 0.59

Self-expression 4.10 0.63

Perceived Buddhist Value (PV) Spiritual Value 4.25 0.52
Social Value 4.08 0.61

Learning Value 4.15 0.58

Note: N = 397. Mean scores range from 3.88 to 4.25, indicating a high level of perception across

all constructs based criteria.

213813M5IYUIANTINNTIANTTTIND

% 3 atufl 1 (Wn51AL - WwBU 2569)

110



JIBMR

Table 2 Reliability and Validity of Research Constructs

Construct Cronbach’s CR AVE
Destination Image (DI) 0.842 0.87 0.58
Authenticity Attitude (AU) 0.816 0.85 0.56
Social Media Behavior (SM) 0.847 0.88 0.59
Perceived Buddhist Value (PV) 0.833 0.86 0.60

Note: Cronbach’s alpha values exceed 0.80, indicating strong internal consistency. CR and AVE

values meet acceptable thresholds, confirming convergent validity.

Table 3 Multiple Regression Analysis of Destination Image and Authenticity Attitude on Social

Media Behavior

Independent Variable B ﬁ t p
Destination Image (DI) 0.42 0.38 7.21 <0.001
Authenticity Attitude (AU) 0.29 0.27 5.84 <0.001

Model fit: R?2 = 0.41, F = 135.70, p < 0.001

Table 4 Multiple Regression Analysis of Destination Image, Authenticity Attitude, and Social

Media Behavior on Perceived Buddhist Value

Independent Variable B B t p

Destination Image (D) 0.24 0.22 4.56 <0.001
Authenticity Attitude (AU) 0.18 0.16 3.89 <0.001
Social Media Behavior (SM) 0.37 0.35 7.52 <0.001

Model fit: R?2 = 0.53, F = 147.30, p < 0.001

Table 5 Moderating Effects of Gender and Age on the Relationships between Independent
and Dependent Variables

Panel A: Moderating Effect of Gender

Interaction Term Dependent Variable B t P
Destination Image x Gender Perceived Buddhist Value 0.11 234 <0.05
Authenticity Attitude x Gender Perceived Buddhist Value -0.09 -2.01 <0.05
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Note: Gender was coded as a dummy variable. The results indicate that female tourists place
greater importance on destination image, whereas male tourists emphasize authenticity

attitude in shaping perceived Buddhist value.

Panel B: Moderating Effect of Age

Interaction Term Dependent Variable B t p
Destination Image x Age Perceived Buddhist Value 0.13 2.58 < 0.05
Authenticity Attitude x Age Perceived Buddhist Value -0.12 -2.46  <0.05

Note: Age was measured using categorical age groups. The findings show that tourists aged
30-39 place greater importance on destination image, while tourists aged 20-29 prioritize

authenticity attitude.

Descriptive Analysis

Table 1 presents the mean values and standard deviations of the main research
variables. Overall, the results indicate that respondents reported high levels of perception
across all constructs, with mean scores ranging from 3.88 to 4.25. According to Best’s (1977)
interpretation criteria, these values fall within the “high” level, suggesting positive evaluations

of the pilgrimage experience.

For destination image, the spiritual experience dimension recorded the highest mean
score (X = 4.21, SD = 0.55), followed by tourism environment (X =4.12, SD = 0.58) and facilities
(X = 3.98, SD = 0.64). This indicates that pilgrims perceive Bodh Gaya primarily as a spiritually
meaningful destination, supported by favorable environmental conditions and adequate

facilities.

Regarding authenticity attitude, symbolic authenticity showed the highest mean
(X = 4.18, SD = 0.57), while object-based authenticity (X = 4.07, SD = 0.62) and activity-based
authenticity (X = 3.95, SD = 0.67) also received high evaluations. These findings suggest that
pilgrims strongly value the symbolic and experiential authenticity of Bodh Gaya rather than

solely tangible or activity-based aspects.
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For social media behavior, self-expression (X = 4.10, SD = 0.63) and content sharing
(X = 4.05, SD = 0.59) scored higher than experience sharing (X = 3.88, SD = 0.71) and
engagement (X = 3.92, SD = 0.68). This implies that pilgrims actively use social media to express

personal and spiritual meanings associated with their pilgrimage experiences.

Finally, perceived Buddhist value demonstrated the highest overall mean scores among
all constructs. Spiritual value recorded the highest mean (X = 4.25, SD = 0.52), followed by
learning value (X = 4.15, SD = 0.58) and social value (X = 4.08, SD = 0.61). These results indicate
that Buddhist pilgrimage to Bodh Gaya provides strong spiritual and personal enrichment for

tourists.

Reliability and Validity Analysis

As shown in Table 2, the Cronbach’s alpha coefficients for all constructs ranged from
0.816 to 0.847, exceeding the recommended threshold of 0.80, which indicates strong internal
consistency. In addition, composite reliability (CR) values ranged from 0.85 to 0.88, while
average variance extracted (AVE) values ranged from 0.56 to 0.60, exceeding the minimum
acceptable criteria. These results confirm the reliability and convergent validity of the research

instrument.

Regression Analysis

Effects of Destination Image and Authenticity Attitude on Social Media Behavior

Table 3 presents the results of multiple regression analysis examining the influence of
destination image and authenticity attitude on social media behavior. The model
demonstrates a good fit (R?2 = 0.41, F = 135.7, p < 0.001), indicating that 41% of the variance

in social media behavior is explained by the independent variables.

Both destination image (B = 0.38, p < 0.001) and authenticity attitude (B = 0.27,
p < 0.001) have significant positive effects on social media behavior. Destination image exhibits
a stronger influence than authenticity attitude. These findings support Hypothesis 1, confirming
that pilerims who perceive Bodh Gaya positively and experience higher levels of authenticity

are more likely to engage in media exposure and social media sharing behavior.

Effects of Destination Image, Authenticity Attitude, and Social Media Behavior on

Perceived Value
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Table 4 shows the regression results for perceived Buddhist value. The model
demonstrates strong explanatory power (R = 0.53, F = 147.3, p < 0.001), indicating that 53%
of the variance in perceived value is explained by destination image, authenticity attitude, and

social media behavior.

The results reveal that social media behavior has the strongest positive effect on
perceived value (B = 0.35, p < 0.001), followed by destination image (B = 0.22, p < 0.001) and
authenticity attitude (B = 0.16, p < 0.001). These findings support Hypothesis 2, demonstrating
that media engagement plays a crucial role in enhancing the perceived value of Buddhist

tourism.

Moderating Effects of Gender and Age

The moderating effects of gender and age were tested using hierarchical multiple
regression analysis. The results indicate that gender significantly moderates the relationship
between destination image and perceived value (B interaction = 0.11, p < 0.05). Female
tourists place greater importance on destination image in shaping perceived value, whereas

male tourists emphasize authenticity attitude to a greater extent.

Similarly, age exhibits a significant moderating effect (p < 0.05). Tourists aged 30-39
assign the highest importance to destination image, particularly in terms of facilities and
environment, while those aged 20-29 prioritize authenticity attitude, reflecting a stronger
preference for experiential and symbolic authenticity. These findings confirm Hypotheses
3 and 4, highlighting the importance of demographic differences in Buddhist pilgrimage tourism

behavior.

The moderating effects of gender and age were tested using hierarchical multiple
regression analysis, and the results are presented in Table 5. The findings indicate that gender
significantly moderates the relationship between destination image and perceived value
(B =0.11, p < 0.05). Female tourists place greater importance on destination image in shaping

perceived value, whereas male tourists emphasize authenticity attitude to a greater extent.

Similarly, age exhibits a significant moderating effect (p < 0.05). Tourists aged 30-39
assign the highest importance to destination image, particularly in terms of facilities and
environmental attributes, while those aged 20-29 prioritize authenticity attitude, reflecting a

stronger preference for experiential and symbolic authenticity. These findings confirm
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Hypotheses 3 and 4, highlighting the importance of demographic differences in Buddhist

pilgrimage tourism behavior.

7. DISCUSSION

Objective 1: The Influence of Destination Image and Authenticity Attitude on Social
Media Behavior. The findings confirm that both the Bodh Gaya destination image and
authenticity attitude exert a significant positive influence on social media exposure and sharing
behavior. This indicates that tourists who perceive Bodh Gaya as a spiritually meaningful
destination with a favorable image and authentic experiences are more likely to actively share
their pilgrimage experiences through social media platforms. From a theoretical perspective,
this behavior can be explained through Symbolic Interactionism (Shinde, 2021). which suggests
that individuals construct meaning and identity through social interaction. In the context of
Buddhist pilgrimage, social media functions as a symbolic space where tourists communicate
spiritual meanings, reinforce their religious identity, and validate their pilgrimage experiences
through interaction with others. Sharing pilgrimage-related content thus becomes an extension
of the spiritual journey rather than merely a communication activity. These findings are
consistent with prior studies, including (Sotrin Chokkatitwattana, 2022). which demonstrate
that positive destination perceptions and authentic experiences significantly enhance tourists’
willingness to engage in experience-sharing behavior via social media. The present study
extends this line of research by confirming its applicability within the context of Buddhist

pilgrimage tourism.

Objective 2: The Influence of Destination Image and Authenticity Attitude on Perceived
Value. The results further reveal that both destination image and authenticity attitude have a
significant positive influence on the perceived value of Buddhist tourism. This suggests that
tourists who hold positive perceptions of Bodh Gaya and experience a strong sense of
authenticity are more likely to perceive greater spiritual, social, and experiential value from
their pilgrimage. This relationship can be explained by the alignment between tourists’
religious beliefs and the symbolic meaning embedded in the pilgrimage site. When the
destination image and authenticity resonate with tourists’ expectations and spiritual
motivations, the pilgrimage experience generates deeper emotional fulfillment and spiritual

satisfaction. This supports the notion that perceived value in religious tourism extends beyond
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functional benefits to include profound internal and symbolic rewards. These findings are
consistent with previous research emphasizing the role of authenticity in value creation within
cultural and religious tourism contexts (Suksawat & Tepanon, 2021). The present study
contributes to the literature by empirically demonstrating how destination image and

authenticity jointly shape perceived value in Buddhist pilgrimage tourism.

Objective 3: The Moderating Effect of Gender. The results indicate that gender
significantly moderates the relationships between the independent variables and perceived
value. Female tourists place greater importance on destination image and symbolic
experiences, whereas male tourists emphasize authenticity attitude, particularly activity-based
and experiential aspects. These differences can be interpreted through gender-based tourism
behavior theories, which suggest that females tend to focus more on emotional, symbolic,
and contextual elements of travel experiences, while males are often more oriented toward
experiential engagement and active participation. This explanation is consistent with the
Gender Differences in Tourism Behavior framework proposed by (Tuntipisitkul et al., 2021).
which highlights how gender influences tourists’ perceptions, motivations, and evaluative
processes. The findings suggest that gender plays a crucial moderating role in shaping how
pilgrims interpret destination attributes and authenticity, thereby influencing their perceived

value of Buddhist tourism experiences.

Objective 4: The Moderating Effect of Age. The analysis also reveals that age significantly
moderates the relationships among destination image, authenticity attitude, and perceived
value. Tourists aged 20-29 place greater emphasis on authenticity attitude, particularly
experiential and symbolic authenticity, while those aged 30-39 prioritize destination image,
including facilities and environmental conditions. This generational difference can be
explained by Generational Cohort Theory (Unhasuta et al., 2021). which posits that individuals’
values and preferences are shaped by shared life experiences within a particular age cohort.
Younger tourists are typically driven by a desire for novel, meaningful, and authentic
experiences, whereas middle-aged tourists tend to value comfort, safety, and well-developed
infrastructure. These findings are consistent with the study by (Worapongpat, 2023a). which
demonstrates that tourist perceptions, motivations, and evaluative criteria differ significantly
across age groups. The present study reinforces the importance of considering age as a

moderating factor in Buddhist pilgrimage tourism research.
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8. NEW KNOWLEDGE FROM THE RESEARCH

This study contributes new knowledge to the field of Buddhist tourism by proposing an
integrated conceptual model that explains how destination image and authenticity attitude
jointly shape tourists’ social media behavior and perceived value. Unlike prior studies that
examine these constructs in isolation, the present research demonstrates their combined
influence within a pilgrimage context, highlighting the dynamic role of digital media in

contemporary religious tourism.

Incorporating
Destination . Perceived ; : Demographic
Authenticity Social Media
Imagery Values ; Controls
Behavior

Figure 2 illustrates the influence of image and attitudes regarding the authenticity of the Bodh

Gaya tourist site on media exposure behavior and perceived values in Buddhist tourism.

The newly developed conceptual model (Figure 2) illustrates that destination image and
authenticity attitude not only directly influence perceived value but also indirectly affect
value formation through social media exposure and sharing behavior. This finding advances
existing tourism theory by positioning social media behavior as a critical mechanism through
which spiritual and experiential meanings are communicated, reinforced, and transformed into

perceived value.

Furthermore, the study introduces gender and age as significant moderating variables,
revealing that the strength and direction of these relationships differ across demographic
groups. This demographic-sensitive perspective provides a deeper understanding of
heterogeneity in Buddhist tourist behavior, offering a more nuanced explanation of how
pilgrims interpret destination attributes and authenticity based on personal and generational

characteristics.
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Overall, the proposed model extends existing theories of destination image, authenticity,
and perceived value by incorporating social media behavior and demographic moderation,
thereby offering a comprehensive framework for analyzing Buddhist pilgrimage tourism in the

digital era.

9. CONCLUSION

This research empirically demonstrates that both pilgrimage destination image and
authenticity attitude have significant positive effects on tourists’ social media exposure and
sharing behavior as well as their perceived value of Buddhist tourism. The findings confirm
that pilgrims who perceive Bodh Gaya as a spiritually meaningful and authentic destination
are more likely to engage in media-based experience sharing and derive higher spiritual, social,

and experiential value from their pilgrimage.

Importantly, the study reveals that gender and age function as crucial moderating
variables, shaping how tourists interpret destination image and authenticity. Female tourists
tend to place greater emphasis on symbolic and image-related aspects, while male tourists
prioritize authenticity-related experiences. Similarly, younger tourists focus more on
experiential authenticity, whereas middle-aged tourists value destination image and
infrastructural attributes. These differences highlight the need for differentiated strategies in

Buddhist tourism management and communication.

By integrating destination image, authenticity attitude, social media behavior, perceived
value, and demographic moderators into a single empirical model, this study provides a robust
foundation for future research and practical applications. The findings offer valuable insights
for policymakers, tourism authorities, and religious oreanizations seeking to enhance the
sustainability and global appeal of Buddhist pilerimage destinations through culturally sensitive

and digitally informed strategies.

10. RECOMMENDATIONS

1. Recommendations for Practical Application
1.1 Based on Research Objective 1: Destination Image, Authenticity, and Social Media
Behavior Given that destination image and authenticity attitude significantly influence social

media exposure and sharing behavior particularly among female tourists and those aged
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20-29 tourism authorities and relevant stakeholders should prioritize strategies that encourage
meaningful digital engagement. Specifically, they should develop experiential content and on-
site activities that emphasize authenticity and create memorable spiritual experiences, which
can motivate tourists to share their journeys online. In addition, offering short workshops or
guidance on social media usage, such as photography, storytelling, and review writing, can
empower tourists to effectively communicate their experiences and enhance perceived value.
Furthermore, the use of social media analytics is recommended to continuously monitor
tourists’ interests, preferences, and feedback, allowing for adaptive service improvement and

more targeted communication strategies.

1.2 Based on Research Objective 2: Destination Image, Authenticity, and Perceived
Buddhist Value As the findings confirm that destination image and authenticity attitude
positively influence perceived Buddhist value particularly through activity-based authenticity
tourism organizations should focus on developing immersive Buddhist-oriented activities.
These may include participation in religious rituals, suided meditation sessions, historical
interpretation programs, and local cultural immersion experiences, all of which can deepen
tourists’ spiritual engagement. Simultaneously, improving on-site facilities and the overall
environmental quality is essential to ensure comfort and satisfaction throughout the
pilgrimage. Promotional materials should also be carefully designed to clearly communicate
the historical, cultural, and spiritual significance of Bodh Gaya, thereby fostering a deeper

understanding and appreciation among visitors.

1.3 Based on Research Objective 3: Moderating Effects of Gender and Age

Considering that gender and age moderate the relationships among destination
image, authenticity attitude, social media behavior, and perceived value, tourism authorities
should adopt segmented marketing and communication strategies. For example, digital
campaigns targeting female tourists could emphasize visually rich and emotionally engaging
content that highlights symbolic and experiential aspects of the pilgrimage. In addition, tiered
tourism packages tailored to different age groups are recommended. Younger tourists may be
attracted to hands-on, experiential programs that emphasize authenticity and participation,
while older age groups may prefer more comfortable, well-organized itineraries that balance

spiritual depth with convenience and cultural enrichment.
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2. Recommendations for Future Research

Building on the key findings of this study that destination image and authenticity attitude
influence social media behavior and perceived value in Buddhist tourism, with gender and age
serving as moderating factors future research can further expand the scope of knowledge in
this field. First, future studies should explore the role of individual tourist characteristics, such
as personality traits, intrinsic motivations, and levels of religiosity, in shaping media-sharing
behavior and value perception. Second, comparative cross-cultural studies examining
differences between Thai tourists and international pilgrims would provide valuable insights
into cultural variations in Buddhist tourism experiences. Finally, future research should
investigate the application of emerging digital technologies and advanced social media tools,
such as virtual reality, live streaming, or Al-driven personalization, to enhance perceived value

and enrich the overall Buddhist pilgrimage experience.
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Figure 3 illustrates the influence of image and attitudes regarding the authenticity of the Bodh

Gaya tourist site on media exposure behavior and perceived values in Buddhist tourism. Source

: Ntapat Worapongpat (2025)
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Figure 4 illustrates the influence of image and attitudes regarding the authenticity of the Bodh

Gaya tourist site on media exposure behavior and perceived values in Buddhist tourism.

Source: Ntapat Worapongpat (2025)
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ABSTRACT

Driving Business Innovation through Digital Transformation: A Case Study of Technology
Adoption by SMEs in Nakhon Si Thammarat Province. This research aims to explore
the dimensions and characteristics of digital technology adoption, analyze the qualitative
factors that determine adoption, investigate the in-depth impact on competitive advantage,
and propose policy recommendations to enhance the potential of Small and Medium-sized
Enterprises (SMEs) in Nakhon Si Thammarat province. The study employs a Qualitative
Case Study approach, collecting data through In-depth Interviews with 8 SME entrepreneurs.
Data analysis was performed using Thematic Analysis. The findings reveal that the technology
adoption journey of SMEs can be synthesized into the "GIO Model," comprising three stages:
1) Gateway (G), the initial adoption of accessible social media, creating both opportunities and
challenges; 2) Innovation Wall (1), the confrontation with structural barriers related to funding
and skilled personnel; and 3) Outcome (O), where the resulting innovation is predominantly
Incremental Innovation. A key finding indicates that the success of digital transformation
depends not solely on the tools, but on the robustness of the surrounding business

ecosystem.

125 21381IMIIWUIANTINNTIANTTIIAR

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

The research recommendations, therefore, focus on "dismantling the innovation wall"
through policy suggestions, such as establishing a comprehensive support center, and practical
measures, such as developing targeted digital skills curricula and fostering entrepreneurial

alliances, to unlock the potential of local businesses for sustainable growth.

Keywords: Digital Transformation, Technology Adoption, Small and Medium-sized Enterprises

(SMEs), Incremental Innovation

21361IMTIRYUIANTINNTAIANNTTINY 126

% 3 atufl 1 (Wn51AL - WwBU 2569)



JIBMR

N15TULARRUUINNTTUTINANIUA TR UNIY

a o =

faNa: NSRANYIN1sENSUWALUlaguas SMEs

)M

TUAIIAUASATSITUTIY

gwune guld fuilpSuunenuadausn: 31 Ay 2568

TINEIALRANNTYIU FuunlaunAu: 16 waaIneu 2568

gliA: joey.yuppamart@gmail.com Fufinousuunai: 24 weeRniey 2568

L3
[ a

miAdeiififnguizasaiiio drrafifussdnuas mIivoufunaluladiiva, Tinsendade
Feaman Amnuanissensy, d1sranansenuidedn A dneaulauTsuninisu ety
uazdaetauauusdulouisieauaiudneninvosiamAaruInnalauazIuIA o (SMES)
Tudwrfaueseisssusy nMedefidunisidodenmunimuuunsd@ng (Qualitative Case Study)
IG]EJLﬁUi’JUi’JN‘f{Taﬂgaﬂﬁumiﬁ}MﬂWHiﬁL‘cﬁﬂﬁﬂ (In-depth Interview) ﬁ’ucgﬂizﬂaumi SMEs 9117
8 919 LLafJLﬂiﬂsﬁ%@gaﬁmmﬁmwﬁ{fayﬁL%qﬁam (Thematic Analysis) Han1533emu AU
nssonfuwmaluladues SMEs ansnsndaamemiu Tuina GIO" daUsenauats 3 duneu laun
1) ﬂiz@fﬁﬁ%ﬁa (G: Gateway) fensBunuanmsloledeaiifeiondnedasalenauasaing
e 2) funsudangsa (1 Innovation Wall) Aeniaimdguunsuglassaidslaseasienuiiuyu
LATYAAINSTTINYY Wag 3) NadWS (O: Outcome) FeutanssufiAntuanlvgiduwuy aeeidunse
1U (Incremental Innovation) TeAunuddyFlniunemiudisavesmadsunughavialulatueg

fuipsosiioiesesnafie) unTUeLiUANULIMNTWBITEUUTNANIGINIlaesaU

YoLAUBLUEINMUITTauulUingg "ManeAumauinnTsy’ muvelauslusdleuny Wy
NSTARIAUYAUFTUATUINRT LATVBLAUDLULLTIUNUR LYW NMTHAUINENEATINYEAIN A
9390 uarnsanuAsevIeusiinsveyUsznaunis Welandendneninvesgsnavesdulmiuls
[ERER LN
Ard1Aty: N1sAvunugaIia nsveuumalulad TauAavuIAnalIuaryuIng ey (SMEs)

winnssuuvumesdunogly

127 21381IMIIWUIANTINNTIANTTIIAR

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

1. unun

a Y

n15ULTRAI%a (Digital Revolution) lgﬂa’lm‘ljuwﬁ'ﬂ‘ﬁﬂLﬂﬁlauﬁ’lﬁ’@ﬁLU?{BULLUaQQﬁﬁJﬁﬁ
wisushanazdanurilanesaiiluiaeusinguiney meluladddvaluifiswnadunagsialy 4
Fuan wdlaAsuulasisnisduiunu mawidegnen wenisassnrallaiuisunienisusdy
YOIBIANTNNUU nszuansdsuutasisnanlandndulminuuifn “mMIAsunIugRisa’
(Digital Transformation) winedsnszuiunsiasuulasesansesnaiinagnsinglumneluladidsa
Juipdesiendn ileasenmalnuuarlunagsiafidiiu (Kraus et al, 2022) mawdsunnuilile

s
o

Juilgsmadendnael ualanareidugvsemansdrdgiiorusyseataznisiulalugarsugia

L% =

Ad9Ta N1siUAvurIugATviafe nalnd1Anlun1sdurieuuinnssugsna (Business Innovation)

'
aaa v

IR m'iﬂssqﬂsﬂ%mﬂuiamwa U STUUARTIN, ﬁ@mﬂﬂizﬁwé (A, W3ounanlesudrouiise
lulavgnoguanisuiuussuszavsnmnnelu undunsidelonialvosansannsofnau uinnssy
Tugnua1undn lawn uTANIIUNTEUIUNIT (Process Innovation), WIANSSUNEA SN /USN1S
(Product/Service Innovation) kag 14inN33uluwagsia (Business Model Innovation)
dmsutssalneg Sguralatinungnsaans “Usznelng 4.0” (Thailand 4.0) Tnedidmane
Tunsufuidsulassamaasvginlug “asvgiafiduindouasuianssy” feimaluladfdna
duialaddglumsiaun dfnnuiauisinssunadidnvsedng (@nse.) 518914213807
Srouilisevadlnefinindulnesnanalies LLazwqﬁﬂiimms}u‘%lﬂﬂ”L@T&TWamaguuuwammémaﬂaﬁ
mwn%uasmﬁﬂ’aﬁwﬁag (ﬁﬁﬁ’mmﬂ’wmqiﬂsiumﬂﬁLé‘ﬂmaﬁﬂé, 2567) @0NUNNTAININATIET 199
Temauazaunmeamaa tnsanizesdsdmsu amAsuuianaluazauingey (SMEs)
Fadusinguiiddnuesszuuiasugialng mﬂsajaﬁ,gasum dinnuaaaiiiamiavuianaluay
YUIABEN NUI SMEs Tdnaruninninsesas 99 Tessuiudamiarinun uaznelmiAnnsa1ey
1NNINTEAE 70 TOINTTINIUTINT I sEine (@rdnauanadiiamisunanaisagauingen,
2567) dngnmlunisuvsdunarnmadulnves SMEs Jsasnalagnsenolafosnnniaasugiaves

Useine

9g19lsAnIu SMEs Srurunndiaandgyiuanunimiglunisiwiisazyssynalumalulad

@ n

Faalnosnafiudnenm auanite "anuimieudmnedda’ (Digital Divide) $£M95IAAVUIA
11/1fgﬁﬁmmwgamﬁymﬁunw,l,asuﬂamsﬁuqﬁﬁa SMEs fiflas1dauinnan (OECD, 2021) lun1s
yharuelarmaluladluinggnianlvluesanslaesislsdy Sudunssfinnsanfenszuiuns
"nspousumalulag" (Technology Adoption) 5@L?m§u§QLLm'ﬂﬂi§§ﬂ aula neaesly wazian
UszgnalslminUssloviossnaiios uurdailasumsimunidy wusasnisseusumelulad

(Technology Acceptance Model: TAM) @aiaueinnisuansumalulagvasylygnidunfeulagdady

21381IMTRYUIANTIUNTIANTSTINY 128

% 3 atufl 1 (Wn51AL - WwBU 2569)



JIBMR

udno mssuziaUselovu (Perceived Usefulness) uag mssuzanuaglunislosy (Perceived
Ease of Use) (Davis, 1989) unsidunseuumdaiilaiumsiauuazuszgnalalunisdinuinelulad
sULUUAN 9 D819 I9uiedagty nsAnuiluraed 2020-2025 lawwugharudiiusidewan
spmenaAsunugiivanazauanansalunsassuinngsures SMEs sersdaiau Tned i
2 MIRALIAILEINITON19RAa (Digital Capabilities) Lﬂuﬁﬁaﬁ’lﬁ’@ﬁﬁwiﬁ SMEs 81111508519
uInNIIUAIVA (Digital Innovation) LazvgnEnainla awmanen1siulnvesesansesnditud Ay
(Budiarti & Firmansyah, 2024) uananil Q’m?%’ﬂéﬂqmaa Al-Sa'di et al. (2023) ay Al-Aouad et
al. (2024) &'¢la 8 ugua ﬁmvamymm‘”ﬂuﬂmaqsgju?mi (Attitude) AITUNT DUYBIDIA N
(Organizational Readiness) Wagmsativayuainateuen (External Support) Jushiuindeundnlu

a

nsveusuwmaluladifiensiiulandstiuves SMEs luginia Feaenmassiudadeiyidvauladnwm

Y

Jandaunasaisssusy Wunildudminguanatmiaasvgiavesniale fdnenmvisluniu

N13NEAT WY 8191191 Vaud1du ane n1sneanendauseiRmansiazsssuyi uasdunn

L3
1Y

LY d‘d a U U o d‘ ¥ ¥ ! Id’l o U
wnanssuifiendnuns wisugivesdaminduiriouneyuszneunts SMEs luanvwaniliduddey
mswasunugndviadwdulaneinmenasdenudAyeensBanenisensediulnniuaninsalunis

uwyaturesgsianesduludminuasaIssssy Inaunsaweulesiunaniiniaduuazaseyan iy

Yo a o € a ¥ ! 3 ! 9 av o = &
Tudundndugniazusnisvesauoala au1alsiniy Muuandininnuidenfdnyieednd i
Usraun1saase Jadeduindou guassa uaznaansiiinduainnisyeusumalulagfaviaves SMEs
TuuS unman1zveed i inuasA3 5350519 Fudui ufliasegiaueniunidosvatsuarUsumma

(AN U VY TIMIAUATAIFITUIY, 2568)

v v
v v LY Aaa

aaiy gIdedeaulaniay dinadiiniseusumalulagndvialufiedn Tiasiendadeidanmnin

¥
a a =

AHNTNANDNIT8UTU WazUTLIUNANTENUTLAAT UM DAL LALUT BUNIINITHVITU LN DA NN
" ) a o a ! a ! 'aa o PPy ) a

n1sfuiedeuuinnssugsianiun1sildsuniugndva: nsddnwiniseeusumaluladves SMEs
TudaninuAsAssIsUSIY" LLagﬁmmmmgﬁlmiﬂﬁqmiwzmﬂm aauakusuUselovunanis

anaSukaratuayuyUsznaunmsmesdulyanunsaiulalaesedidulugandvians

2. NTOULUIAANG W)

'
aa o v

walulagfdnalanasidupsestlodduNaeanvenasiiudneninluduianiavuis

o

nasuazuuIngel (SMEs) lunisuustuiugsiavuinlng dseazdenmsll

2.1 mMswmuuazudnnssugnaluganida
2.1.1 MSNUUTEANT AN UL INNTIUNTEUIUNTS (Process Innovation) inalulag@iana

¥3elu SMEs a1u1sausuusenseuiunsyianunelulniivssdansamuazannunulaeesiluaeg

129 M5EIMIINBUIANTINNTIANITTIND

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

unneu wu nislussuunannneufiais (Cloud Computing) Hiewdenawasuimsinnisiag
lunesasmululassasaiugiusaiung, mslyszuudalud@ (Automation) lunsdansadonduan
wianudadidewmy uaznsluaiediedeasesulauifiaiumiusindalumsussaununely
99AN3 maﬂ%’uﬂqaméﬂﬂﬁLﬁmLL@{amsTunu uwndneifinaunaeea (Agility) Mﬁuqiﬁﬂums

nevausmensiUasuLUaewaInlneessIns (Mustak et al., 2021)

n1sas1slentalyu i IuuInnssuNdnd unkaglunagsna (Product & Business Model

aa v o

Innovation) ¥aNa1NNsUTUYTINTEUIUMSAY Walulagadviadudadsenalonianiegsialvy 9

=

Tngnzunannasudaeutdse (E-commerce Platforms) wazladeaiiiie (Social Media) Aweln

SMEs @1115aLudamaInfinineliukagyinisnaintudgnainguidvanglalaensanienunuien

(Zimmerman & Hincapie, 2021) uananil N1531AT1E10YagnA1 (Customer Data Analytics)

'
o

FayrglngsiaanunsaimuduniuazuinsineuaueinuneInIsianizyana (Personalization)

lafgegu ildgnisasdlunagsialvy 9 1wy ssuuaun@in (Subscription Model) 3auU3n15Mu

A3NUNDINTS (On-demand Services)

2.2 msUszgndldinaluladndiialugsiaviasiu

2.2.1 misumamilfuywﬁmamLLasmiamﬁﬂmﬂ (Market Access & Disintermediation)
.Aswgiauwanasu (Platform Economy) IﬂyL‘ET’liJ’WlaﬂEIGETE]RT’]ﬁlﬁﬁ/]1@@ﬁﬁ?ﬁ@§%@ﬁ§iﬁﬁlﬁaﬂﬁlu
unanvlesudreufisvuarludoanouiise velugnanduatnunsulssuvdonuinanssuluimin
uAsAIssuTY ansnssmuneduaindunuilnaisumalalaenss Wunisarunumvommeaeau
nanauagtiuauwushlslviugnanlasnntu (Smicek, 2020)

2.2.2 MTESUATIMUIUATIBIR LR NSNS BINLUATITa (Digital Branding & Storytelling)
waluladidiaduendesdefinsmddunsamaiossmuasaualniviuamesiu gsraanansoly
ulem, 3Rlensumun 3o QR Code UuUITYAme Wlaladassaufefuiunvossdndum Fawne

Z‘ﬁ%‘]ﬂﬁﬂuﬁ_jﬂﬁu%’lﬂ@’limmﬁU@UﬁﬂﬂLLﬁZﬁiN%aﬂ’]LﬁMIMﬁUaUQﬂlﬂiJﬂﬂﬂ?’]miLL“N‘ffuwmi’]ﬂ’]

'
=

2.2.3 msvitulseAnSangsiauinisluiiui (Enhancing Local Services) @1sugsia

uinslunesdiu wu NWnuTeuwameaiied inaluladadvaiunumdrdglunisensedugnis
NoUNYIvIRTE (Smart Tourism) LATOEI8RY19IEUUNTIRIROUlAN (Online Booking Systems)
LazN1INAINBIRILNUS (Location-Based Marketing) lutesumtiua1uazaInlndnynogiien

LLG\E“J’ﬂﬁmEﬂ,‘wQUﬁzﬂaumﬁmmw%’wmﬂﬂmzLmﬁqgﬂmuaﬂﬁummﬁ%u (Rahman et al., 2022)

21381IMTIRYUIANTINNTIANTSTINY 130

% 3 atufl 1 (Wn51AL - WwBU 2569)



JIBMR

2.3 MsRaIAMNdEuvagINaRIumAlulad
unumvesnalulaglaysunnisiwniu wwiAanilsaiusia (Triple Bottom Line - TBL)

FapsounquiiAnuLATYgie diau wazduinaoy lugaddva wealuladlanaedun3esflodfy

gl SMEs anunsaaspudsdulaeenadugusssy (Awan et al,, 2021)

2.3.1 audawanasy (Environmental) walulagnisinuns (AgriTech) WU STUULTULYDS
loT waeviulszansannislaninens aanslyiwesysiiludnduy uenaini welulad Blockchain
geanunsarhanlylunsnsiaevyeundu (Traceability) vesingAvlunisleguniu 1ieasiendn

ﬁuiﬂmumﬂmL?’imﬁ’uﬁmaﬁumﬁﬁﬁu (Upadhyay et al., 2021)

2.3.2 arudanu (Social) LLWﬁG]W’eJ‘gﬂJﬂﬁL%EJui@Emlmj (E-leaming) AunumdAnyluns
pnsziuLarasinuglva (Upskiling & Reskilling) ELﬁﬁuqﬂmﬂﬂuﬁm?{u virlwanansanicen
arwglaegnamiiien luruefimeluladnisioandenenisinaunising (Remote Work) @slasu
miﬁqaﬁugﬁwsﬁmLﬁ'ummﬁwﬂu agwaamaiwiﬁﬁ?mmsﬁwmuua sTAnauia Lazaaaiy

AN MTInlAgTINveINTnaUle (Wang et al,, 2021)

2.3.3 AUATEEAA (Economic) n1slutaTesdadinsgnveya (Data Analytics) ¥3elngsia
ausadsuveyadulnnateidureyadednidai drlugnisdnduladiduind ounteveya
(Data-Driven Decision Making) §4438fiunA111a1115090989ANT I UNITINUNUNAY VT LADE 4
wuugn anpdsslunsaduny warasanisiulaniuadusseze (Al-Maroof et al., 2021)

2.4 nslAnlUNIATINAVUIANAAZVUINE DY (SMES)

Y]

W AlLladAINavzLaUloN@LMIAIE LAIUATTIWIULINT NI SMES Tastanizly
dil d‘ =1 U a > o U d‘ 7 5 ‘NI ! IQQ %)
Hufuanuniles Girundyivguassaddgvatglsemsnatanunisiufsuniugadia guassa
wiadaunsanuslandu 3 seeu A
2.4.1 5AU09ANns (Organizational Barriers) 9831an 1un1siiwdugUassaduauny ¢

mmmmﬂmiﬁm@LmauqﬂaWﬂiﬁﬁﬁﬂwmuﬁﬁmaﬁﬁﬂLﬂu

a

2.4.2 s¥A Uy Us¥naun1s (Managerial Barriers) 115910A21315 A313u1 1A 1uA 3413

(Digital Literacy) veinUsznaunisias auden1smeniumsivisuulameanaintunielusians

2.4.3 sEAUaNINLINADY (Environmental Barriers) N1561841ATIAT 19N UFIUNNATE
(wu dumesiinainuisagy) Ndslunseunqu wazn1suystud JuwsIuuunaanesuooulay

(Nguyen et al., 2023)

131 21381IMIIWUIANTINNTIANTTIIAR

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

2.5 #7UuarNIauLUIAANIIIRY

AINAITNUNIUITTUNTTUY 1A U mmsaaqﬂlﬂyﬁmiLﬂﬁlaumﬁuqﬁﬁwasuaa SMEs
Wunsyurumsiidureu Taeidaseideusun (Contextual Factors) wu é’ﬂwmwm@wﬂaumi,
AN BUYDIBIANT wagnsaduayuainneuen Wuduusddyiiamane seiunisseusy
waluladfavia (Technology Adoption Level) s‘fqmiaau%’uLﬂﬂiu‘laﬁﬂf%ﬁﬂﬂé Naé’wémqqiﬁa}
(Business Outcomes) lugifnng 9 ﬁqﬁwuﬂszﬁw%mw, Winnssy, nazanudaduy frariy :‘32\3’85@15
é’qmswﬁmauLLmﬁmmﬁf{'}’aLﬁyaaélul,ﬁaisuyl,ﬁuuu’;mﬂumiLﬁULLasimeﬁﬁa:ﬂas{aM (WARININ

a

7n1)

Technolo
2/ Business Outcomes

Adoption Level

AN 1 NTDULUIANNITIVEY

3. InQUsTaIANTITY

1. i odsndAnardnuarnisseniumnaluladidaseay Usznounts SMEs ludmia
UATAITTIUINY

2. Lﬁa’“umwﬁﬁﬁ]{faL%qQmmwé’mﬁmﬂﬁﬁuawjﬂizﬂaumi AIUNTOUTBIDIANT UALNTT
atfuayuaneuen fitmuanssonsumeluladfdva

3. ledmmmansenuiddnvesnisseniumealuladfdvaiiineanulaIsunanisunsdy
999 SMEs Tudsminuaseiassusy

4. i p9nvNveLduakuLtTIulgutglunSALaSUANSAINAITWUITUYDY SMES Aenalulad

v Yy '

4.1 glvidaya ylnveyadiAguaznisiiennquiiess BITeLionnguiiee19neIsn1siden
LUULAT1239 (Purposive Sampling) lasnivuntnuy n1sa ata on (Inclusion Criteria) A @
WurUsznauns SMEs Tudwiauaseisssusanfivszaunsalunisiinaluladadvauusulyly

gsnauaesnaues 1 4

213815N153UIANTIUNTIAMSTIND 132

9 3 atuii 1 (1N1AY — LUWIBU 2569)



JIBMR

v Yy '

4.2 nswiiudaya nsinuveyaiiielvlaveyaadniiseuniu aglinsdndennaudesidlviia
ANNVAINMATEEIER (Maximum Variation Sampling) WialuiAvesseiangsia (lwu nuasuussy,
NsNeRNEarUINIg, N13AUEN) kay seAuMsuaNsumAlulaE W seAuEuRY, seRulssenaly

Wugusuu tnednguiesnuU munedIuag 8 18 w3eaund1veyadziiagadusa (Data Saturation)

Fudunnzinsdunvaninfulunelniaveyanseuszsuluufiddndn

4.3 wa30danldlun1sideuazuinsin s esllotdunuudunivanddnidaseasis
(Semi-structured In-depth Interview) FaUsznaumeAaiulaigidaiaennassiuinguszataunas
Aa1un1339e Lielndiaudangulunisdnoiuszinuddniienanunuseninan1sduniuvaain

v vy

Uszaun1saunsevesylnveya

1%
a o

4.4 WusTIunside ITedaiulundnadussaunfeluyvgesansnda Tasasduiunis
?J@E)Hig’]@lﬁ]’]ﬂﬂm%ﬂiillﬂﬁﬁ]%&lﬁiimﬂﬁa‘;fﬂﬁ@uLﬁ‘U%@iﬂa wazazfiRmumanmaneluil
4.4.1 n3vermuBugan (Informed Consent) glansiidemnauazlasunsuveyaiioaiu
mATouarlnenuBusenduaednuaidnyinounisdunval

4.4.2 mansilagadiasla (Voluntary Participation) 6i1T33edavaNagU iasns

nouauvsesAnsiuTlanaeanalaslulinansenula 9

¥
(% [y

4.4.3 nMs¥nwenudunaznisludanede (Confidentiality and Anonymity) maaﬂaﬁ’guéf’a
uazvoyaioasrydsnuresindunuaiazgnifudueudy warlunmitaueraidoarlyun
amaLﬁaﬂﬂﬁaqﬁm%‘maﬂ@%ﬁw%’a

4.5 aunmvaadasdie Tnsluinumanuudeto il

4.5.1 n159599d0UALA1 (Triangulation) TnetFeuiisureyadilaainnisduntvaiiy
LenaTagIRa (nd) was/vievoyanisdunn uenainiensly nisnssdeuanylvveya (Member
Checking) Tngasagaasuilannsdumunilnglsznaunisnmaaouaugnaes

4.5.2 4 3d8azussensuiun, dnwarveana ui20819 (SMEs TuuasaTssus1%),
wags1Eaz BB TIdue8 1MUY (Thick Description) wielvigauflawlaaunsntinanisidely
Ussgnalgluuiuninaneadeiula

4.5.3 g3fpagdmitiuiinsessesnisaadou (Audit Trall) fiaziBemvesiunsunisiinsizs
voyanaun Lielvannsanmsdoussundunszuumsifela

4.5.4 YBAUNULATNAATUTIMUAIZA091NAINTaLa T lnunase Tulynisfiaiy

w’%ammﬁmﬁumuﬁwm@i’a L8

133 21381IMIIWUIANTINNTIANTTIIAR

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

Yy vy '

4.6 maiusausudeya nsiivreyaiielvlaveyadedniiseuniu axlimsdadenngu
Aeg1gluiinanunainnategega (Maximum Variation Sampling) visluiifveslseiangsna

(WU nuakUTIY, N1INBLfigInazuinTg, N13A1Uan) wazseaun1sgausumalulad Ly

=3

seiuFuaL, sedulszanaluinsUluy Tnednaufesnalmunesuag 8 518 wieunNveNavzi
AU (Data Saturation) Fadunizinisdunwaniinfuluneluinveyanie Ussiulwuiiddey

[ 7R 7]

N NMsduMuUavanIzgn Juitnides (Audio Recording) nieAudugauvadylvvaya (Ay 4.4.1)

) -

Welnaiuisavitnisaeany (Transcription) taognausugi wasy33edinig Jufinniaauiy

(Field Notes) muafiuluiiieduiinn1winie ussennie uavvedunaisauiluaunsaduiinlamme

dos Feasidudslorulumsinsenvoyanuvannis Triangulation (4.5)

v ¢ Y

4.7 msasendayauazadanld gIdeazdniunmsinsenveyalaglynsiiasznveyasy

& Y -dy o

Tﬂjmﬁmema;ﬂaLs‘Buuam (Thematic Analysis) AM3LUINIG 6 TUADUUDY Braun & Clarke (2006)

£

arlunsdanisuazdnszidouveya yIdeazlalusunsumeuinmesyislunisiesiey (Microsoft
Excel) fiail

4.7.1 msvimuAuAeiuveya (Familiarizing with Data) 1S3aNNsRRANUUNGIA TN
VMO LagUNUNIUGIMAIEATLNEYINAINRILININT Y

4.7.2 N583195%WaLU99m U (Generating Initial Codes) ALfiuns "Coding" wieoluswany
voyaduiwaulakaziievesiumouiduonaduszuy

4.7.3 nMsAumUsEIAUnan (Searching for Themes) Unswang q AdlAnuAg8eiuLN
[ ' Y = " < [T Ql' a &£
ANGU LWBUDIFULUUUTD "Uszlaunan” Nonatnnvil

4.7.4 MsNUMUUTZAURAN (Reviewing Themes) asiaaauUszinundni lauifuaeya
rumslvsiauazveyafuiaug WeUsuunvseraeusiudssnune o Inauvgauna

4.7.5 mydenunazAadausziaunan (Defining and Naming Themes) Lilalaussiaumdn
o Y o a ‘e = A a ' ' < O A o Ch
dAIuLaY agviMlesenddniedenuunureinasUssiiukas e ndeanuningladian

4.7.6 NM1399911918974 (Producing the Report) 13auiisstaziiauavonunulagaSuigu

avUszifiundnessanden wisnenAwalaense (Direct Quotations) natiuayuveasy

5. HAN159Y

v '
s =

NMIIATIENVBYaTlAINNTEUNTBAULTIEN (In-depth Interview) Faduuvasuoyandn

Usgnaudunisdananisaiazienansiiietvesiuyusznaun1s SMEs ludminuasassssusy

WIduladuasiznvanunukazdnnaudulssiiundn (Themes) 3 Usenns fiazveudiauszaunisu

HuHY waznsrUIUNsUsEynalumalulagfdviaioasauinnssy fall

21381IMTRYUIANTIUNTIANSTINY 134

% 3 atufl 1 (Wn51AL - WwBU 2569)



JIBMR

5.1 Toeadiie: Usznuiuusnglanddviadidusis Toniauazanuninig’ nan1s3denuan

Aaa

lo@vaiiifie Insaniz Facebook wag LINE iumaluladfidviausniigussneunisaiuluagdenty

'
[

= Y e ! a Y ' g g ' = PN A4 a4
LUBIANALYINNY UAUNURAT LLaSLﬂUGU@Q‘VHQVW’]‘ULﬂEJ@%LLa'J W'JﬂLGU']ﬂJ@\TJ']IGULGUEJaﬂJL@?JLﬂULﬂia\‘ill@‘V]

q

v v [ '
o

namdslumsasnsnisiuguazasegrugnatluueniiuiilaesnedluaeilauneu sedlsiai
UsvaunsnivesyUsgneunsasneunledeaiifiedumilounuassesluaumisiudelonialunis
AsuUTUALAYBRTY ualudnaunis Sufoausgfinsutstuiizuuss maudsuulasdaneiiud
sau57 uaznsrlunisnesasaneumunes A anaiiiasnwInsueiiu Seasemnunadunay

nodluiarlun1susmsInnisgs Mmegamsivdunive

"nauwsnAly Facebook HunazAsu Aunnias ALINTUILEE2TULDE GNATAINANTINTR
Adswosunla wands 9 wlndssuinasu aedwanyniu nespeunauasuuun nadalusluduln
'Y o an &
9 pasaal lusulwassnludlasuiu

(l91vesnanse I Ineiandssy)

"LINE Official Account glaweazazisesnaiugnalsydn adusludunaeg uaneiisudu
Maaeey 9 lfineswaiuden (awan) aanenaneidunauu nseaianauises 4"

(yUsEnRUNINNlaUaNY)

no o ¥ & ¥ ! Y X A A ' o g ¥
F1MTUTIULE 919819157 Instagram AU TikTok Aofxntagas dulvratenians o
Y2 A 2 & ‘ ~ v 9 Y o o v Y ' a < 'y ¥
lowaud puviuAgeu nalaalgazan wilewsiasuusunlvgriuadivls undymae.. laawezlls
wlanasvelaeesusas usiiauiuaiuigads o wadainull woudmeswaegnainesial ven
NIUBUAARYTULAYNNINBN [5AneAaSUNeMUTLTuuilie Suauazinsaiy Wwilsnsa
‘:"I ' n
Juvazay

(5UTENOUNNTTIULEDHUIAN)

5.2 "anlude udnuuazaulsingeu": guassaidslamansiadniuuinnssudugs nan1s3de
WU LLﬂﬁgﬂizﬂaummLﬁuﬂizia%ﬁﬂaﬂLwﬂIuIaﬁ LLG\Iﬂ’lif\]w?’l’Jl‘lJ@;ﬂ’ﬁi‘{J}L‘l/lﬂiuiagﬁ%U%@uﬁu ey
szwa‘”ﬂmiqﬂgﬂﬁ’mﬁué (CRM), IUSLmﬁuﬁauJ%aauiaﬁ, m%amﬁmiwﬁ{aaﬁa ndudululagin
Qﬂﬁiiﬂﬁ’]ﬁlﬁyﬁgﬂﬂénaﬂ%’] 7 #o v TURuNILALYARINS ;gﬂigﬂaumsﬁi”]mumnmammi
aw;uiu%aﬂﬁm%w‘%aagl’m;v?immzyﬁma%ﬁaLﬁjuéﬂ%ﬁﬁaﬁqmazﬁmwm?%m WoNNT NMITALARL
yAaNTAdl TwenuRaTa (Digital skills) Tuituitdududamilng sHlmudesdomaluladuuwaafly

aunsnlvulag AU TEANS AN Fe819NTINdUN1Ha

135 21381IMIIWUIANTIUNTIANTTIIAR

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

"nuLaeglUsunsudanisadendunt wiaulaninug ilmsiganeslsvied eglslnanun

lunewuntatuies uanegsauadNnesesnauasy... mlsnsaulunuievednsuang’

(yUsENOUNITTIUATUEN)

"anuesfisuaulgiiduauieny wiilylaua LINE fu Facebook agluludeulalusunsy
avlslvy o wiAlueuas wduavesfinesiemunnness welufnnanluAndeainmneydu"

(WUsznaunsTIuNILLazern)

wandiuluid lugyuue ulalasudugaunBeu greulmaudulse vielasyuusathdnlus®
fidmniedela fuuriisnn esnvilanuviumioudy uaneungads .. Toln veswaniusiy
dwsurhsulg 9 sedudsaneaendu ez mALnAnssszuUlluiuiisfennes waansude
wiFonlasingen? gameiinduinlyifian q Aisateinn Jaonduge’

(nuRsnILasyUITENUNMTaIURAlILUTIU)

53 udnnssunuy "Aesiludsegly": maﬂ%’uﬂﬁqﬂuLmaqiﬁaLﬁuuﬂﬂmﬁmswﬁﬂiau
uansAnenu mstaluladuilsves SMEs Tufufiaiulngydunisass uinnssuuuutiulss
(Business Innovation) 11nn119¢vdu utanssuwuundnlay (Disruptive Innovation) nanafe
yusznounslalaasislumnagsialvavionun undunisduneluladun 'nesen’ uie "UuUsy’
nszvummheuilluAty dessfidaauie mafiutesmamsvgesulaumanaiumunsudy,
51958 UUTI5EITULUY QR Code Lﬁ'aa"m’wmmazmﬂe[,‘v;qﬂﬂyw wion1sly Goosle Maps
Lﬁaﬂnmmiﬁ%mﬂuﬁgﬁﬂmﬂéﬁ{u Fadumsufuduiieinussansnmuazveislonia undsnadn

lassasegsiandnuuuanly fegamsinduniva

" 2o ¥ < = a o Y =T ¥ 2 Al ¥ o
wfdadusuneesenumiiowdniunazasu uawadvuimalvawiu fvemidwands
soulaula avlusudelnale Sufmilowsdavaeioglulefountiuie”

(MEMINAATOINN)

"“WalavessusiAegnanfiuniuiisiuasu tadenedu laiusviduan o savfdueses

'
a

Nganauty MsN15uLeUna1e3 (Delivery App) wislnauaadlazuiu wa oy Suduuanis

FenNazaIn’ ananay 9 asu inluleszdavusunatlvneeeulaussiases.. dwilils

y5anAsU wuutusTuAlulysusad”

(1919895 U WNTULIRY U7 2)

21381IMTIRYUIANTINNTAIANNTTINY 136

% 3 atufl 1 (Wn51AL - WwBU 2569)



JIBMR

5.4 #5UNTNIIUNANITAIY

ToAunuIINUsELiundniieany aunsasesisaiy "Layuvmmnﬂﬁéumﬁuqﬁﬁﬁ’a
"(Digital Transformation Journey) U84 SMEs Tudrinuasaisssuselai wumeienaiinsuny
1nnslaed esfofindeneonns ladeadife iWduuszauiuusniieasislonianianisnaia

W TUTUELA 8A UA R D IHT YA UAIINN INIIATUNITUYITULAENITENTIANIT LA LT U

=

¥ ¥ dl ¥ ! = gj ﬁl v L2 ' U ¥ a ¥
LN@QUSSﬂ@‘Uﬂ’]iW@Qﬂ’]iVl"USﬂ’]’Jl‘UEjLVIﬂIHIﬁEJ%UQQL‘W@‘WWU’W‘U’J@ﬂiSNW@lU WINLYINAURNDILNYEY AU

[y

iU "Aunandnnssy” MAnngUassAliadasaEsenIuRuuLasyAaINs Yaintidamalagnselv

anwazvanwianssuiievuaiulvgidunis Uiudsmesenangsiafia wnniiasdunisndniax

a ' Y a A I v o a ' < ¥ ¥
INIDYINAULUY ﬂ?‘Wi’JlI‘L!GUsLWL‘Viu&ﬂﬂi%U’]uﬂWiﬂi‘Um’J‘ﬂﬂ’e)EJLﬂUﬂaﬁJlﬂLLﬁZLﬁiJl‘Uﬂ’JEJﬂ’J']@JVI’WI’]FJ

g
= o w o
%

weiduveyaddydmsuihlusiunenaluunaely

6. 85UNaN15398

6.1 a3UNaNI5ITY wazn1sdeualuma GIO

Y Ql

1NN "MsTuiadeuuinnssugsiamiunsidguniugndvia: nsdifinwiniseeusy

Y

welulagves SMEs Tudwmiauaseisssusy’ aunsoagulann wunsnisseusumaluladfidviaves
nUsenaunsatulnyeslusssvsunulasdsunuuntaau Jai Jeladunsenveaunundnnmun
anunduy lama GIO (Gateway — Innovation Wall — Outcome) 18a5U18 "l@unN19nIsIUa U

HIUERIVATDY SMES UASATETTUIIY" AaanslunIng 2

2 O Y

Innovation Wall Model GIO
muwouIanssuy idumenissauvsuinalulaguao
SMEs uUASASSSsSUSIY
Gateway Qutcome
Uszqddana LEET

29 2 TAa GIO: @uUNI9n1SEaNsUmAlLlaguad SMEs UASAISITUIIY

137 21381IMTIWUIANTINNTIANTTIIAR

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

[

Tuwea GIO Usenaunie 3 Tunau fai:

Y]

JUN 1: Usenafana (G: Gateway) l@UNLIUAUINNTIY LT eadiife (U Facebook,

Yy

LINE) tdudsgauiuwsn laannanfsnewasaunuei a1 lania luniswidinainiininadu
= v &

waluvaReITUAETIE AN AMUNTLBITURTULSaEn 15 luNSUTMSIRN ST iaTY

(% ' [%
v A Y

Fuin 2: Munauinnssy (I Innovation Wall) Wieyusgnaunisnesnisn1dlugimaluladyu

guieiRUINIRNTTUNTUTOUTY WINWIIEABUNTY MUY guassALalATIas1e MiUSeuiaiiou

Muwneraany Jadevanae vedninaulumy un1samu wag NMIVIARARUYARINSNEINYLATTA

[ v (%
o

YU 3: waans (O: Outcome) Wosnluaruisanviumuniuinnssulilalagse

NadNsVoIUTRNIsuNAAT uI T ndu udnnssunvuresidunasly (Incremental Innovation)
= ° a ) a ! a a Ya a a X A a
Fadunsihweluladunuuusamsenssengsnaiuludssansamunndu wnnifazidunisndn

laulunagsialyumavan

6.2 N32AUT18HE (Discussion)
Luea GIO Nlaanawided awisadiunlyeAusienaioouls veAUNULYIAUNg U ke

(%
[

av a a ¥ a = Yo X
nATengmesluddnlaned
Tud'u Gateway (G) 19U SMEs L3uaUL@UN19AIianIul9iTeaillfe donnaesiuinulte

° P Y 2 ¥ aa Y ° Y o ! ¥ I '
FIWIUINTTI SMEs Fnazidentomealuladil auyusi wide wazluranouuninds wneudu

a

dusuusn (Neuyen et al, 2023) Mssunuruildndunagnsfiaumvnaunaluu3unvesgsiafd
NINYINTINNA

< o o a

UsziudrAgynanianuidediuugiogludy Innovation Wall () Felavengnmueuuifnisos

1%
o aa v

"ANADLAN19AITA" (Digital Divide) 71 OECD (2021) lanarihilvdmaudduluuiunvesdmin

[V Yy oy
3

599 VaAUNUTT I N1sagnatemunenudunukazyinee lulafuey fuanuneieiuves
NUT2NOUNTBedINe waTuey Auauudewnssves "ssuuiian (Ecosystem)' lngsau w1an1s

afuayuIINAIATE, TinYerasInuluiu, wagnIeueanuTINilavayUsznaunInILiuLes

Medign naanslutu Outcome (0) Muinnssuaiulugduuuy "residupesly’ (Incremental
Innovation) Aenadnsiiauwnaunasaziiuralaenssainnisluaunsanvuiunsianssulane
1n wWumsBuduan SMEs Tuusunilyauunislowelulagimswn Tymiamgnunwazsiiayssd@nsam

NIALIUWAN 11NNIIN1saTIslumagInvluayiaius (Disruptive Innovation)

21381IMTRYUIANTIUNTIANTSTINY 138

% 3 atufl 1 (Wn51AL - WwBU 2569)



JIBMR

st Tawaa GIO Tuiesupaguiaunisvesyusznouns undudunsosdiondlmiu "yaauls
Weuleune" (Policy Leverage Point) fidnAty tiuAsnsaasufiyiuuianisinasowe (Gateway)
pnaluiisane wnluwnluae "nateiung” (Innovation Wall) iieUandenfngnmiiunaisves

SMEs

7. UDLAUBDRUY

¥

7.1 dosuauundelove @wiumnsnuniaisuasnesin) vewueuurluauiyauunis
a519 "szuuiioe (Ecosystem)" ABenemsiivia
7.1.1 fﬂ”@%ﬂ@u'&jﬁﬁm‘%m Digital Transformation ASU935d1%5U SMEs: msﬁwﬁammﬂawﬁ
yiruufin1nn11n13dneusu lasnasluauy e ouuuATUIIRS (One-Stop Service) i aun
nslvdUinu nmsaiuayumuRug way MIaTuaieus
7.1.2 Wauwanvlesudaeuissnarsuesdantn (Provincial E-commerce Platform):
aduayunsasaumaslesuna iU AuA LTINS TesT i inuAsATsTINT A

Lﬁ@ﬁiwﬂ?’mLL%QLLﬂiQIVLL‘UTL!@VIENau AANITUVITUATUTIAAULDIVULNARND TUTZAUUTENA Lag

ATINAIVDILUTUATIUAUIULILTINIA

7.2 datauauusideuun (dmfuandunisdnwinazyusznaunis) velausiuzluaiud

! ¥ L "GJ n -q! o d‘
HAUUNTNRAIUT "ANLATNVDIAU 621\‘1L‘ljUﬂ’JsL"\]‘UENﬂ’]iLUaEJULLUaQ

Y]

7.2.1 @ondun1sAnw Ui ui: A5 uilanun1AeNTUY (U NBNISANTINTA) LN WU

VANgnIoUTITINYEAaTzavauUN 1wun15asileiniaa (Workshop) uagnaulangmnunenisisaniu

%@dﬁgﬂigﬂ@Uﬂﬁ 1 1) "n15Buen Facebook way TikTok dwiusiuatmesiu’ 2) "n1sle LINE OA
ﬁ%ﬂx‘i@ﬂg’lﬂizﬁﬂuazﬂﬂmi“mEJ" uay 3) "Wadansnenmuaitleduamelnsdwniiofe”

7.2.2 pgﬂizﬂaumi SMEs: P313uas1 ta3eveiusiingavia’ (Digital Alliance Network)
Fadunmsnunguesaluiunsnmsvesusznaunsluiuilnademiolussfvaedeoatu fail
1) ileuanudsutssaumsniuazuvstiundadunmsluedosiion 4 2) nufuasplugoriawiivie

(% (% YA VRV

eIy Welnlanunuiignas uag 3) anadlunisiSeuuaziaulnlunseniuesadsdy

139 M5EIMIINBUIANTINNTIANIITTIND

9 3 atufl 1 (@Wn1AN — WoulweY 2569)



Journal of Innovative Business Management Research

REFERENCE

dinmuiaungsnssunedidnnseling. (2567). s7vren 15817 99y8A M TV SE MO TNA

lutseamalne i 2566. nganwe: drdnauimungsnssumediannseding.

dneumdes S InuASATSTINTIY. (2568). TI69TUNTIAATYIAINIIATIININUATATETINTTY
sz a1 2567, UAsASsITNTIY: dinnumidlve S inunsassssuse.

FinNUANASAERIILIANA AL ILABEY. (2567). TIENTUANIUAITTAMATYUIMNE NUAS
yumeey 11 2566, ngann=: drfnauasaiiiamiaruianaauasruingey.

Al-Maroof, R. S., Alhumaid, K., & Salloum, S. (2021). The role of big data analytics in business
development: A review. /nternational Journal of Data and Network Science,

52), 117-132. https://doi.org/10.5267/}.ijdns.2021.1.005

Awan, U., Sroufe, R., & Shahbaz, M. (2021). Industry 4.0 and the circular economy: A literature
review and recommendations for future research. Business Strategy and the
Environment, 304), 2038-2060. https://doi.org/10.1002/bse.2731

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in
Psychology, 32), 77-101. https://doi.org/10.1191/1478088706qp0630a

Budiarti, I., & Firmansyah, D. (2024). Innovation capability: Digital transformation of human
resources and digital talent in SMEs. Journal of Eastern European and Central Asian
Research (JEECAR), 11(3), 621-637.

Kraus, S., Durst, S., Ferreira, J. J., Veiga, P., Kailer, N., & Weinmann, A. (2022). Digital
transformation in business and management: An overview of the current status quo.
International Journal of Information Management, 63, 102466.
https://doi.org/10.1016/j.ijinfomgt.2021.102466

Upadhyay et al. (2021). Blockchain technology for sustainable agriculture and food supply
chain: A comprehensive review. Journal of Cleaner Production, 290, 125641.
https://doi.org/10.1016/].jclepro.2021.125641

Li, L., Su, F., Zhang, W., & Mao, J. Y. (2020). Digital transformation by SME entrepreneurs: A
capability perspective. /nformation Systems Journal, 3X6), 1129-1157.
https://doi.org/10.1111/isj.12153

Mustak, M., Salminen, J., Plé, L., & Wirtz, J. (2021). The three-headed dragon of value
co-destruction: A systematic review and future research agenda. Journal of Service

Management, 3X3), 419-446.

21381IMTIRYUIANTINNTIANTSTINY 140

% 3 atufl 1 (Wn51AL - WwBU 2569)


https://www.google.com/search?q=https://doi.org/10.5267/j.ijdns.2021.1.005
https://www.google.com/search?q=https://doi.org/10.1002/bse.2731
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1016/j.ijinfomgt.2021.102466
https://doi.org/10.1016/j.jclepro.2021.125641
https://doi.org/10.1111/isj.12153

JIBMR

Nguyen, T. T. H., Van den Heuvel, J., & Binh, N. T. (2023). Digital transformation in SMEs: a
systematic literature review. Journal of Risk and Financial Management, 145), 273.
https://doi.org/10.3390/jrfm 16050273

OECD. (2021). The Digital Transformation of SMEs. OECD Publishing.
https://doi.org/10.1787/27a8c636-en

Qalati, S. A,, Ostic, D., Shuibin, G., & Weng, G. (2021). The role of entrepreneurial orientation
and organizational culture in the nexus of social media adoption and SMEs’
performance. Sustainability, 139), 4886. https://doi.org/10.3390/s5u13094886

Rahman, M. K, Hossain, M. T., Fattah, A., & Hassan, A. (2022). Smart tourism: A bibliometric
analysis and future research directions. Heliyon, &10), e11005.
https://doi.org/10.1016/j.heliyon.2022.e11005

Smicek, N. (2020). Platform Capitalism. Polity Press.

Wang, B., Liu, Y., Qian, J., & Parker, S. K. (2021). Achieving effective remote working: A review
of current research and propositions for the future. Human Resource Management
Review, 31(3), 100809. https://doi.org/10.1016/j.hrmr.2021.100809

Zimmerman, J., & Hincapie, D. (2021). E-commerce and social media adoption by small and
medium-sized enterprises: A literature review. Digital Policy, Regulation and

Governance, 236), 570-588. https://doi.org/10.1108/DPRG-06-2020-0081

141 21381IMIIYUIANTINNTIANTTIIAR

9 3 atufl 1 (@Wn1AN — WoulweY 2569)


https://doi.org/10.3390/jrfm16050273
https://doi.org/10.1787/27a8c636-en
https://doi.org/10.3390/su13094886
https://doi.org/10.1016/j.heliyon.2022.e11005
https://www.google.com/search?q=https://doi.org/10.1016/j.hrmr.2021.100809
https://www.google.com/search?q=https://doi.org/10.1108/DPRG-06-2020-0081

Journal of Innovative Business Management Research

CONSUMER BEHAVIOR
TOWARD READY-TO-EAT FOODS

Insights into modern lifestyle trends
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ABSTRACT

This study employed a cross-sectional survey design with the objectives of examining
the level of consumption of ready-to-eat (RTE) foods in convenience stores, exploring
consumer attitudes and key factors in purchasing decisions, and providing descriptive insights
to guide retailers and food producers in product and service development. The target group
consisted of consumers in Bangkok and the metropolitan area who had purchased or
consumed RTE foods from convenience stores in the recent period. Data were collected
through a structured online questionnaire validated by experts, and analyzed using descriptive

statistics.

The findings revealed that most respondents were young adults, predominantly female,
and largely working in private companies or studying in higher education. RTE foods have
become integrated into daily life, with convenience stores serving as the main purchasing
channel due to their accessibility and round-the-clock service. Among RTE food types, rice
boxes were the most preferred, reflecting both satiety and convenience. Convenience
emerged as the most important factor in purchase decisions, followed by food safety and
taste, while price and promotions played a secondary role. Moreover, consumers increasingly
recognized the importance of health, nutrition, and transparent labeling, although these

factors were not yet the primary determinants. Overall, consumers expressed positive
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attitudes toward RTE foods, showing high satisfaction with quality and accessibility, while also

expecting greater menu variety and better value for money.

Keywords: Ready-to-Eat Foods, Consumer Behavior, Convenience Stores, Modern Lifestyle

Trends
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ABSTRACT

The objectives of this research were to: 1) investigate the housing purchasing behavior
of consumers in Mueang District, Chiang Mai Province, following earthquake events, including
the comparison of behavior differences based on demographic characteristics 2) analyze the
marketing mix factors affecting housing purchasing demand post- earthquake and 3) examine
the importance of structural safety factors affecting the tendency to purchase. The sample
group consisted of 400 consumers in Mueang District, Chiang Mai Province, who had an
intention to purchase a house or condominium. The majority of the respondents were female
(53%), aged between 25-34 years (56.75%), held a bachelor’s degree (69.5%), and worked as
government/ state enterprise officers or private company employees (totaling 70.00% ).
Most had an average monthly income between 15,001-30,000 THB (80.75%). Regarding
purchasing plans, preferred single-detached houses (81.75%), had a budget of 1-2 million THB

(75%), and relied on bank loans as their primary funding source (88.25%).

The results revealed that demographic factors, specifically age, education level,
and average monthly income, significantly resulted in different housing purchasing behaviors

at the 0.05 level. The marketing mix factors (4Ps) could collectively predict housing purchasing

157 21381IMIIWUIANTINNTIANTTIIAR

9 3 atufl 1 (Wns1AN - Wy 2569)


https://www.facebook.com/pimfanpage/
https://www.facebook.com/pimfanpage/

Journal of Innovative Business Management Research

demand by 82.80% (R2 = 0.828). Specifically, Product had the highest positive influence
([ = 0.541), followed by Place ([f = 0.412) and Promotion (5 = 0.289), respectively.
Conversely, Price had a negative influence on purchasing demand (,3 = -0.302). Furthermore,
the study found a very high correlation (r = 0.869) between confidence in structural safety
and purchasing tendency. This indicates that structural safety is a critical component in housing
selection, serving as a decisive factor that takes precedence over aesthetics. This research
suggests that entrepreneurs should emphasize communicating structural safety standards
alongside setting value-based pricing strategies to align with consumer purchasing power. This
reflects that earthquake events have shifted priorities in housing selection, with safety stability

becoming a crucial element in the decision-making process.

Keywords: Earthquake, Consumer Behavior, Marketing Mix, Purchasing Demand
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550381 Lenilsesideulndmarurateyn 1wy sealdeukini Feansunineinsesdlassyln
‘gl/ P ¥ [ a o a a (Y] ' a = ‘:n‘/ ¥ < ! ¥ a a
Wuiuese T 3nuidelusdaifeddunansenuanuruiu v luniemile luidiuin HUTLnAll

nsaudaluY L sNkanNRBINTYRYaMUIMmN I UsENaUNTinaulate oy o duuNTY

[ [ 1% o
[N = (%

AU NTOULUIAANTTITETTIATOUARUIITAYDIAIIUABINITY DINNAANTTUE UTLAA
wazdaduaiulszaun1einisnisnain lasamzluan1ieigusiaaneundyivaiuluwuueuaindsy

FITUVIR
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Uadwdauynna

SNA - 918 - JNISANYD - 81N

- selalnandunaliou

- )

/ noAnIIUEUIlnA \ / \
- maammuma%aﬁa&vjmﬁa ﬂmmé{aqn'ﬁ%aﬁag:mﬁ'ﬂ
- Ussunnvesilogedeiniuaila > VI UILnANIEES
- wﬂszmmﬁmmwzﬁ%@ﬁagjmﬁa winn1salurufAulng

K_ wasRununlylunisteneyende

-

- wanAum (Product)

\_ /

AN

d2uuszaun1ani1snann (7P’s)

- 59@1 (Price)

- YRININIINT19UNE (Place)

Kﬂ’]iﬁ%ﬁ%ﬂﬂ’]imﬁ’m (Promotion) /

3.35n15aL1uUN15998

3.1 USeLN9U8InnsIve

n337A5 990 un1939818 U3 U0 (Quantitative Research) tngloguuuun1sideigadsng
(Creswell, 2014) lneiingUszasaiiofnuinginssuyuilaa wazladuaiudsvaunienisnainiing

v 1%

MEAMUANBINTTRN DY A AendunanisaunuAulnlungnelios Ymdadeddny uazly

wuvasunuuasedielunssiuninveya

3.2 UsE9nsuaznguna9gia
Uszmnsilalunisfinuasell laun guslaaiinnnuneanisienegerdussnnuiuieivise
roulafiidey Twwnsnaades Yariadedluwy meluszezia 1-2 9 Wesandsznnsnguivdunay

nfiawusdlade Fuduveyalmginssuiluauisaszydvudssrnsiuuneuls Widedeinuaiv

L‘f]‘Ll‘UigsmﬂﬁLLUUIﬂW]i’]U’ﬂOWU’JU
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nausees fo wuslnafifieny 25 Juld Twamsunaides Swiadeduy nsfmuavung
nauies1 Lesanlummudnnulszrnsiuuuey ;;3 ”&Jﬁaﬁm’;mm@ﬂfjméf’;aéwimai%gjmﬁuaq
Cochran (1977) flsgsfummundasiu 95% (Z = 1.96) uazauamnedouisonula 5% (e = 0.05%)
Tt wuadnanuuszrng (p) iy 0.5 ilelnlanuadosnsfiinniian nmssiwalavuangy

#7981991U7U 384.16 AU LI BAINANY TUVRIVBY aUazUaIiuAIIUARIALAR BUIINNTT

¥
[y

pauLUUABUNY KITeaimunrIanaufessilelunSAUTIUTINTELATINEY §1U3U 400 AY

3.3 1n3sileflHlunside
nuATelsuuuanuna (Questionnaire) wuulsfimsszyde Tnsuuseonidu 4 aau laun
1. yoyavhluvasyoukuuaaUnY (e a1y $eln 013 uazseRuNIAnY? )
2. ‘wqﬁﬂiimL?{mﬁ’umi%aﬁagjmﬁa (Anuiela sepzaan dnwnzvesiiogende uazuvas
Suyuitlalunsteiiegende)
3. audauiulf safudadaiuysyaunnenisnata (4Ps) Usenaunie AruRdnsum
(Product), U317 (Price), ATUYININITIATINUY (Place) WarAIUNITANATH

A15981% (Promotion)

[V
v

4. winsdenlelun1sisonded laniunisnsaadeuaLLi sansadai own (Content
Validity) Tnggnssnand $1uau 3 mu wurilediinnuaenaass (10C) wniu 0.870
LAZRIUNISVAEUALLT 03Ty (Reliability Test) %auwuaaumuﬂ%aﬁ’u Imf[fg‘i%m
FuUszansuoarivesnsouuia (Cronbach’s Alpha Coefficient) wuanfianduussans

WU 0.899 §u§]’ummmL%aﬁaiumitﬁmamama;ga (Cronbach, 1951)

< 1
3.4 NSNUTIUTINVRYA
1 3T8YIN1LAUTIVTINTBYATLIINUAOU TUIAN — NTNYHIAN W.A. 2568 LABNITHAN
wuvgeunuvisluguuuvesulau $1uau 272 ya Andudnaiu 68 % wareonlau §1uau 128 ¥

Anvdudnaau 32 % saudu 400 o wnnguieedluiiundunedios Ywinden

3.5 M3Aszidaya

v a ¥ o a ¢ ¥ o @ aa ¥ aa v QQIJ

YoyanTIuslaasihuiiesenaislusunsudnsagunieada tnglvadfsl:

d0ALTINTIUU (Descriptive Statistics) lan A1A21UA (Frequency), ANSpBay
(Percentage), Atade (Mean) wazaduideauuuInsgIu (Standard Deviation) Lileaiuleanuae

MlUraIngudiesns
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d0AL899YUU (Inferential Statistics) LW oNAFDUANUAFIUVDINITITY UTenoune
NsNAFRUAI (t-test) dmTuULUSEUTIBUAULANANNYBIALRAY 2 N NMINAaaUAT (F-test) dmsu
N1TIATIENANMURUTUTIU (ANOVA) 1BLUSEUEUALLANANYBIANRRENINNTIT 2 Nau Lagly

o w

dmsunsneseutudAyvasaunsiunsinsernisanneennan (Multiple Regression Analysis)

4. HaN15IY

INNSANY TN ANTINRarTITTAIUUTTANNIINITNAINTITNaNBANNBINTTTO DL DA

YOIYUILNA MenaamanIsaunuiuln vauilnagnaiiies Janinledlny

4.1 wamsmsesideyanaly sefuauAniuseiadudiuuszaunianisnain

SnunrUsEuINTURINguFI0eNa A ude 53% w8 47% o1y: aulngyeyluwis 25-34 9
56.75% way 35-44 7 38.5% nsinw: aulvieyseiulSayanes 69.5% o1dn: %ﬁwms/%’giamﬁa
waznineuUSEmenay saufunin 70% s1ele: aulugyegluwis 15,001 - 30,000 UM 80.75%
aulngauladouiufion 81.75% sutseanal 1-2 a1 75% wianuiunuvdninain dude

§UNAT 88.25%

Jadgaiuuszauninisnatn Aunaadue dianeniunein1sdefiogedevesuilan
AMenduransaukuaulng vesuilangneales Jmialeduy wwuwlauainulaeadeves

1A59891981A137198 01AEATITUAIUABINTT SEAuANEARIINTga Alade 4.73 arudeuuy

= [

URIgU 0.67 Iﬂiﬂﬂ’]illﬂmﬂ’]‘W“UﬁN’Jﬁﬂﬂ@ﬁi’]ﬂﬁﬁﬁmqmiﬂﬂu LLﬁgﬁﬂigU’JUﬂﬁimi’Jﬁ]ﬂ@‘Uﬂmﬂ’]Wﬂ’]i

q

[ a

! Y a Y ° ! a ' = = U aAa
NOAIN UTLAUANUEIANINTER ALaaY 4.68 @IULUBILUUNIANTIIU 0.64 UszUUAIUUADANETIA

o

'
o w a

LAz ANduIEANNAEAINATUATY SEAUANEAYNNINTIgR Anafey 4.57 @aruleauuiinsgu 0.82
N1SUSTNITNAINITVIEN 5095 UNTElLAAA 8RN U A seauaudAguInian avade 4.47

! ‘:‘I o U
FIUVLAVUNINTZU 0.89 auaIny

Jaduaiudszaunnanisnain A1usIA1 INananIuneIn1Tgeeye1Auvainusinan1emas
winswnuaulng veularduaeilles Jwminluduy Weulunisdiselundanyy seau

o w a ! a ' a A o o w =
ANUAAIINTg ANadeY 4.69 arulsuuuninggiu 0.72 $1A19318 seAuAudAUIniian
ARy 4.58 audetuuninggiu 0.81 kars1ANog AU EaL UAMAINTEAIUAINEIAYLIN

ign ARy 4.57 aruletuuiingg1u 0.82 AUy

Jadeaiuusesaunienisnann  Auremnen1sind mung Hanan1uneIn1sueiogodeved
HuUSlnanenauvnnsaunuAulm vewuilaagineiies Jmindeduy nswdweyaieaiu

lasan1svilaene seauaudAuInTian Alade 4.70 @2l uuuuuInsgiu 0.63 N0389
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1ASINITALAINABNITAUNMATNANA L LUALT B9T08LE0U SeAUANNAIANINTIAN ALRAE 4.59

'
A o W LY o

audeuuuiInggiu 0.74 uagviiasglnauvasyuvunisan undfsy seauaud1AguInian

ALadY 4.44 auleLuunInggIu 0.93 MUa1sy

Jadeamuszaunianisnain Arunisduaiunisnatn dnanenuneanisteiiogodores
yuilaanieudavanisaiunuiulm vesyuslnasunedios Swindedu wimunfinglnveya
Forauuazundofie sziuanuddgEInian aede 4.61 arudeuuuinsgiu 0.76 mslavan
Uszpduiusuraule seduanuddganiian aeds 4.47 aaudedvuinnsgiu 0.82 wazns
é’fmﬁﬂﬂiiuaﬁLa%mimamz{uiﬁtﬁmmwm”aamis?;'}a seRuAMNAdRIINTign Anede 4.55

g uleLuulInggIY 0.86 ANUEIGU

4.2 namsAnzianuAaviussrgnsaliuAvlnIkasnansNUABAURBINTS

AnuAaiuAgItumANMaLRLAUlkazRaNsENUABANRBIN S TR Toy 1 AETa I UTLAA
AMEndananITauNuiulng vawuslaagnewies Jamialaduy yuslaadivuiluuidendeiioy
91N AN135UUTEAUAMUYABAABAINABEITUYIA SEAUAMNAAYUINTan Aade 4.61
' d‘ ¥ a ¥ ¥ v (% (% d' ! L%
ayudeauuinsgiu 0.81 wuslaAnesnisinanasgiuinsnissessuanulaensisluiiegodeyin
& Y o w = ' a ' = = a
AU syeuanudfyIniign Aade 4.55 audeauuiinggiu 0.86 HUTINATNTANAINEAINNT
Tun1ssessuunudulmasddasinisneudndulade seduanuddguinfign aAnade 4.48
atudeuuuninggiu 0.91 yuslaalinuiangiuANUaenf 8ve901A153 1NN N5

' a Y o w a ' a ! A ¢

wuAulng seauaudIAyuInfan Aefe 4.42 @audouuuninsgiu 0.92 LasvgnIs
wnuAulnvilvnusiaawdeulaninnisyefeyendeluainisgs seauanudfyuinign anadie

4.26 ﬁ’JULﬁENLUUZJWﬁﬁWu 0.82

4.3 NMINAFBUFNNAFIY
AuNAgIun 1) HuslaAndanvaesErInImanswanaeiL IngRnIIuAIINABINTTTOT

aguNEndLnNITULEUALIILANANTY

. Aedn A1 Sig. -
AT (Variable) NAN1INAFIUANUAZIU
(t/F) (p-value)
et (Gender) 1.724 0.086 luumnmns (Ujiasauudgi)
91¢ (Age) 12.157 0.000* LANANg (youSUANNRAFIW)
s¥AUNSAn® (Education)  5.105 0.006* uANAg (geufuaLLAgiu)
81N (Occupation) 0.312 0.732 luuanang (Uiasaunigiu)
selaedy (Income) 10.16 0.000* LANANS (ouSUAILAFIY)
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INANTNN 1 HANSNAFRUALNAFILUITHUTEUNGRAINATUABINTSTOTDY DAY TIWUNATY

a

ANYMENINUTLIINTANENT WU HUSLAATNTINALaZINLANANNTY INgANTTUAIUABINSYBTIOY

Y
o a

91fe luuanneiy eg1alidedAyn1eads (p > 0.05) 818 SEAUNIANY wazselaladenaLaw:

o

HUSLnATTeny seiunsiine wazsglamdsnaiiouwnnaneiu dngAnssuanunesnisdeiiogende

N o [y

wanAei eenslidedAynisadAnszau 0.05 dadulumuaunfigiunagla

o

dunfgui 2) TadeamuuszaunnsnainainanenineIn1steog1duveuslag

AENRIMANITULHUAL Iy iTEd AN 19aia
A3 -
B SE  BETA t Sig. Nan15anusne
(Variables)

puNBASUT (Product) 0656 0084 0541 7.816 0.000% @onAaestuauyfgIu
pusIA7 (Price) -0.380 0.078 -0.302 -4.847 0.000* aamﬂgaaﬁ’uamgagm

ANUYBININTIATINUY

0.496 0.055 0412 8958 0.000* @oAAABITUANLATIY
(Place)

éHUﬂqiaMﬁ%Mﬂqiﬁaqﬂ v -
0.320 0.055 0.289 5.824 0.000* ARAAARINUANYAZIY
(Promotion)

Constant (intercept) -0.496 0.125 -3.970

= o

e * druddymneadiinseu .05 (p < .05)

PNAITNIN 2 wamﬁmﬁwmsamaawnqm (Multiple Regression Analysis) wuq1 U238

AUUTEANNINTAAIANS 4 AU (4Ps) HINARBNGANTINAUABINTTT OO0 RENENSUNANTT

o w

Al eenafituddynead@fisedu 0.05 (F = 473.671, Sig. = 0.000) Tnesfuusdaseia 4 Ay
mmaaéamﬁ’u‘wmﬂiﬁﬁﬂ’ﬂMT@Mﬁ%@ﬁ@g;aﬂﬁ’siéjgaaaz 82.80 (R?= 0.828) \ilefinnsananiiniin
AAFYME Y (Beta) voaumazady Bosdriuninnlumuesle i

1. avumdnsaum (Product): fi3vswansuanuniign (B = 0.541)

2. PRSI WY (Place): HdvEwanIsuan (B =0.412)

3. ausIan (Price): fdvizwanisau (f = -0.302) M18AINI WINTIANGATY AIIUADINIITTO

REBIGN

4. AUMIARESUNIIAA1R (Promotion): F8vEwanisuinueeiige (= 0.289)
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duuRgIun3) Jaduaundndum anudasndevedlassasiteinsianuduiusiuwuiug

v o W

ﬂ’J’]lIG]ENﬂqi"?ﬁmaﬁla’]ﬂﬁfmm‘dENN‘U?IJW@IUWM‘V]LaENﬂEJE]EJN UYan ’Vl’NﬁQ

ARNFUNUS AnduUszans andunus 5ZAU A1 Sig.
(Variables) (Pearson Correlation: r) AMUTUNUS (p-value)
Product & Behavior 0.869 Gy 0.000*

(Y

PMNAST 3 NANTIATIZIMAINLENTUS (Pearson Correlation) sematadenunan o
(fﬁamauﬂauﬁammﬂaamﬁmaﬂmqa%qmms) ﬁ’uLLu'ﬂﬁuwqaﬂismmuﬁaqmie’?ﬁyﬁ]ﬁaémﬁa WU
Fuusisaesiauduiusfulufiennsuan Tusedu gen (r = 0.869) snsifedfynadafise s
0.01 FaBAIILN Lmamuﬂmmmmmﬂﬂuﬂmamumamm%LLa AuUaonfuedlAsIAsIeLIN

GU‘U "i]8?31\‘1l3\|Eﬂ,‘lﬁLL‘Ll')I‘LIlIﬂ??ﬂ@@ﬂﬂ’]i?ﬁ@%@g@’]ﬁﬁlLW@JQQ“UUGHNIUW]EJ maamaaanuammgmwmb

5.87UNa 2AUTIEHA LazUalauauue

5.1 d3Una
AudTeaIuyAng: dnYNEN1NUTEIINTAEATANY 818 SEAUNISANYY kazglamiunaliou

Muana1aiy awalingAnssuauneansyenisyedeunnaniuesdidedidyniada luraen

NALAZ TN LT HNANDANULANAIIAINAT?

audadearulsvaunnanisnatn (4ps): Jaderta 4 gwuﬁSmﬁwaéawqﬁﬂsmmmg@ﬂm'ie'?‘?a
o efifed Ay (p < 0.05) Immmm%wﬂ”uwmﬂsajwqﬁmsuimy;aﬂaz 82.80 (R?= 0.828)
doRarsandmiinauddynuin Yadeaundasue (Product) & dn3naggn f = 0.561)
5990910 ATUYEM9NITIATINUY (Place), ATUSIAN (Price), WAZAIUNITANATUNITAAIN

(Promotion) AUaAU

AuANIUaonfvedlaTIETIe wuaudTusluAian1suINTEAUwIN (1 = 0.869) 58M
AudodiulununinlasiaseeInsiueluununeen15@e wansviiuiianulasndeoidu

asrUsenavdidglunisiatsudeniiegede

5.2 aAUs1eia (Discussion)

ANULANAINLENBEUTEINTAENS (91guasngle) MIfinausienguazsielagaduuiluy

andulagendalauningudy wavina@enieyedendnuninguaziiseuuuasiuwnuiulnds

v
Ao

llﬂ’ﬂ”llﬁ'lﬂ?ﬂﬂﬂﬁl’l"dﬂm LLGIﬂG]’]Qﬁ]']ﬂﬂﬁlJ’JEJL'ﬁNVI']Q’]UV]ENJJ“U 9341

[y

AALIUUTEINd R AR B UTTY

v o w

Y99 Adams et al. (2023) GZN‘W‘U’N i“’fﬂ‘Ui?81@%@@?’15’3Li@umﬁ’J"lﬂJﬁﬂquﬁL“NU’lﬂ’e}UN Uydam fq’IJUﬂﬁi
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wisuanunsausuilounuAulmuazmsdedulaamulusinsnisananudes lnenguindsiglaged

'
v a wa

wslunfiagidenfieyondefiininsgiuanudasaieanimuazinsvinuseiudeivininniingy

v VY
v

swlausy uenani Lo (2021) diladnwinisdeduladeniiegenfenuiidiewaionnesnisainy

Y

funs Jadunuanudasndisvesaninuinaouuazlassassazgnivauddnyaanlunisdndula

q

¥ a & 4 o oA o ¥ o o Yo aa ! & ¥
Hﬂﬂwsa%a%agmml‘mu L‘W@a@?’\l']']llﬂﬂ'laLLaSﬁﬁqﬂwaﬂUﬁSﬂui‘Viﬂ‘UGU'JG]GLUGU'N‘UU'Ua']?J G RIIRIBIEN

a

AUN13ANYIVRY WYTUNT Wazsnen (2567) inudn nauyuslaaderinay ludwmindeddwy As
nauUmunenanfididnaninlunisdeurundewsniifinanings Wesnidunguiidannunsounis

nsRusaziianuasentng Fesnnudesdefvininninauiesuyhaunddvedndaniusela

mudaensievedasease (Product) ﬁaﬂ“f\]%’aﬁﬂﬁ'@ﬁémaG{amm;aamie??a wu Jadenu
waasun InsamzanuduaudwswedaseEsisenns LﬂuﬂﬁaﬁﬁédNaqaqmamw’fmmi%a
(B = 0.541) LINNIIALYDIMNINTTATINUY WarAIuTIAT Tedannaesiiy wqwﬁﬁwﬁuﬁumm
GT@QM?‘U@Q%J’]&I@’S (Maslow’s Hierarchy of Needs) 1‘1461?‘141‘7{ 2 Ao mmg@qmimmﬂaamﬁ’mms
Lﬁaqmmmmiajl,wiuaulmLﬂuﬁaﬂizéjﬂﬁﬁgﬁimLﬁm mi%’u;;mﬁm?m (Perceived Risk) ﬁqﬁu
WqﬁmimmiLﬁaﬂﬁaajmﬁ’aﬁaLU?{s;lumﬂmal,ﬁummm&mmnl,ﬂuﬂﬁLﬁum’magjiamﬂaa@ﬁa
donnaesTUUIseres Faccioli et al. (2024) finurdadumununumuresiaseas (Structural
Resilience) VLGTﬂa’]EJLﬂuﬂ’f\]ﬁﬂﬁﬁﬂﬁ%U%Iﬂﬂiﬁ/?ﬂ’&’mﬁﬂﬁimﬂuaoﬂﬁuLLiﬂLﬁ@(;;@%a@ﬂﬁ@%jaﬂﬁl&ﬂuﬁjuﬁ
Hoaf innnadadenuanumsnumsanidaonssy uonani Huang et al. (2024) featfuayu
r;ﬁaﬁmm@uﬁﬁ%ﬁwL'Eul,ﬁwﬁuiﬁﬁuiﬂsami‘ﬁﬁma%’maammgmmmﬁaamﬁamﬁmﬂﬁsmﬁ
T uavaennaosiuUNIATIENT0S Wisesight (2568) fivinsdisiaidesvasyuilnalnguy
dodsruooulan (Social Listening) wuavduAnmgusuduln ;‘IﬁimmﬂmaL%mm?{uﬁﬂumi
f-:um{faaﬂalﬁmﬁu "mmgwumsf{aa;ﬁﬂéjﬂuum‘uﬁuim" warSudingfnssuuasuninuaulanin
mulmﬁLﬁsumLﬂuﬁasgmﬁ’aLLmiwﬁﬁImaa;’]uLéﬁqLmLmu AEASURUTBLAUOUULTBY BT WUV
wsswinley (2557) Mnuminedendedi ﬁizqdﬂmmL%@ﬁHIUi%UU%MﬂiimﬁT’mLLﬂ\iuaﬂwﬁﬁ@

WladrAguesnsiauedmsunsnelulunn Ao Nlsosaouings

pusIAdBnsnaiiauesaiidudidy (B = -0.302) Fwmadwsi mnsauiguilaelle
poInsiiesduaIagnin1ty wnagveulmiudanszurunisdadulafiduraunielauuafn
Price Sensitivity vs. Safety Premium na1afe Tuuunnduinsefiva ;;U'%Imﬁmmﬁuﬁﬁ%éw
snfigstiu Wewantuemiudaonsvvedassasserns melaruaua innMsadian lewan
wnidsUssdiunmeniigauiy ausgaunatumelulageudaondeilafuniely mnseuiu
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Naoi et al. (2021) ua¥ Kinoshita (2020) Nfnwna1afiegeAelugun nuIwuEUsaAIznTEntinis
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& = L3 L3
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fFlmdiun ddsovosuslanludedmudinatneuiainanviaiandounasdnanenids
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msmimafiazneunmnmeiaenduesnslusdla ileluguslaasinmsamuluuiusengsde

M3%e nanUsziumnulasasieludin Jadunisamuiinuailuszeze
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filay Ly Aol oty HouAIUUIY w‘%amiaﬂ’uauuL‘E‘ufjjlm"mamﬁ’umiL‘EuﬁiauImamm

aunsagslanazanveiianiinisiuvesuilnalaeendiusednsnm

3. yusEnountsmsLunagysnisnaadsauam Tnglueyaditaiaunarundedefoatu
wnsgIuaNlasndevetetnshudanatinniedmnssy Lﬁ@%ﬂﬂﬁiﬁaaﬂiﬂaiﬂiauﬂqmwazLﬁam
ﬁuaqi’aﬁlf{aagw FTUUFIUIIN mmgmimqa;ﬁqﬁanmm%uuﬂuﬁuim 52089155V T09910
WM IN 017 Seanssuanuurilsemelne niensulesiinisuariuies §eavyieasna

AMENYUVBINTIAUAT (Brand) TnilanudeivigyuazSuaveunemuUasnsievasyeyende
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4, mﬁﬁ’mmsﬁaqmma%’mﬁwﬁmﬁﬁuaﬁaLLazmmimsﬂjﬁmﬁuL‘Jmmalgiw lngane
Tugtuvueaulau wu szuunadeusalasnisaiiouads (Virtual Tour) ngfnssuresyuilnnga
TagtuiuAsuudadulnglnanuddyfuauazanlunisndweyainiy mslymeluladly
msthiauaninlasnIsuuy 3 i n1ssesRusurussuueeulay vieuimsnetulmuniine
wuuiiuiiviuln agmelnguilnanunsadadulatelauluaniunsadluansodunsusilasemnis

o

lolaense wu TurmdsdeRdivseanunisanniduduy 9

5. fimwdndussnsdsfiaznesdimsfnuifaniuieifuiinedainevesyusloamends
MandgdeRvh ievharnelaussgdaddnlunmadendefiogodennfnssuvosmuilnands
wgmsnunuAulmflafaanmgranaasugianietasenimmainiissesaion undssauds
anugAnluiuag Arunda vioaunenisaalaonfeluiiauaznineduluseduialadiin
mu%%’ﬂuamﬂmmﬂﬁmsmﬁwLLuamﬁ@Tﬂu%m%wmﬁgﬁim (Consumer Psychology) #3aWgAN3syl

A1an35 (Behavioral Economics) snlylunisdiaseniiiuiiy welvlaveyaidsdinfiaunsaully
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