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Abstract

This qualitative study explored customer satisfaction and customer loyalty towards
service quality of Muang Thai Insurance Company, Krabi Branch in Thailand. A purposive
sampling of Thai six insurance customers of Muang Thai Insurance Company, Krabi Branch,
were selected for a qualitative study. The data were analyzed employing content analysis and
the NVivo software program. The results indicated that the SERVQUAL Model (tangibles,
reliability, responsiveness, assurance, and empathy) influenced customer satisfaction and
customer loyalty of Muang Thai Insurance Company’s customers, Krabi Branch. The
implication could assist insurance company managers, as well as other businesses, in
improving service quality in order to respond to customers' needs and expectations, as well
as increase customer satisfaction and customer loyalty. Besides, it may aid in understanding
customer satisfaction and customer loyalty towards service quality to develop effective
marketing strategies. Therefore, high business performance will incur. The recommendation is
to consider a quantitative study in a large sample in further study.

Keyword: Service Quality, SERVQUAL Model, Customer Satisfaction, Loyalty and Qualitative

1. Introduction

The insurance industry is essential for the economic growth of many countries,
including Thailand. It is a sector that generates long-term savings and funds for the
development of the capital market and infrastructure, thereby providing stability to the
economy's growth (Dwivedi et al., 2021; Terdpaopong et al., 2021). The insurance industry has
a highly competitive environment (Nzyoka and Orwa, 2016). Service is a critical component for
gaining a sustainable competitive advantage in a highly competitive marketplace (Al-Ababneh
et al,, 2018). Service quality management is a method of directing any service provider to
provide high-quality services to internal and external customers while also surviving in a

competitive environment (Balinado et al., 2021; Shen and Yahya, 2021). Besides, service quality
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is associated with customer expectations and perceptions (Saad and Alshehri, 2021). Good
service quality will eventually encourage consumers to be satisfied and loyal to a brand (Devi
and Yasa, 2021). Similarly, the quality of services, as well as achieving customer satisfaction
and loyalty, are critical for insurers' survival (Khurana, 2013). Therefore, service quality is critical
in developing customer satisfaction and customer loyalty (Devi and Yasa, 2021; Kanyama et
al.,, 2022). Previous research has shown that few studies identify the direct relationship
between service quality, customer satisfaction and customer loyalty in the insurance industry.
Hence, this qualitative study fills a gap by explaining customer satisfaction and customer
loyalty towards service quality of Muang Thai Insurance Company of Krabi Branch in Thailand.
Customer satisfaction and customer loyalty could be related to the level of service provided
by insurance companies. Customers who receive services that exceed their expectations or

high-quality services could be satisfied and more likely to remain loyal to the company.

2. Objective

This study aims to explain customer satisfaction and customer loyalty towards service
quality of Muang Thai Insurance Company of Krabi Branch in Thailand. This study could be
beneficial to insurance company managers, including other industry businesses, to improve
service quality to respond to customers’ needs and expectations and increase customer
satisfaction and loyalty. Furthermore, it may aid in understanding customer satisfaction and
loyalty towards service quality to develop effective marketing strategies. Therefore, high

business performance will incur.

3. Literature Review

3.1. Insurance Industry

Insurance has become an important component of the economy in developed
countries such as Germany, England, Switzerland, and others because it contributes
significantly to the global market (Dwivedi et al.,, 2021). Furthermore, the Thai insurance
industry grew rapidly from its modest beginnings in the early to mid-1990s (Connelly and
Limpaphayom, 2004). In 2018, the Thai insurance industry ranked 27th in the world, with a
total premium volume of USS$26 billion (Benraheem, 2020). Insurance is a contract or
agreement between an individual and a company in which the company promises to pay its
customers a sum assured based on the terms and policies of the insurance (Dwivedi et al.,
2021). Insurance industry provides security products to individuals and businesses such as life
insurance, health insurance, car insurance, as well as other liability coverage of non-life
insurance (Sukpaiboonwat et al., 2014). The primary reason for having insurance is that it
provides security in a variety of ways including generating financial resources (Adeniyi et al.,
2019) and promoting economic growth (Ojo, 2012). Therefore, the Thai insurance sector is

critical to study.
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3.2. Service Quality and SERVQUAL Model

Service quality is the result of a consumer's comparison of their expectations and
perceptions (Bungatang, 2021). The customer's expectation serves as the foundation for
evaluating service quality. Quality is high when performance exceeds expectations, and it is
low when performance falls short of expectations (Karim and Chowdhury, 2014). To measure
customer’s perceptions and expectations from service, SERVQUAL (SERVice QUALity Model)
was developed and has since become the most widely used instrument for assessing service
quality (Han and Baek, 2004). Five dimensions in the SERVQUAL instrument include tangibles,
responsiveness, reliability, empathy, and assurance (Kanyama et al., 2022; Parasuraman et al.,
1985 & 1988). Furthermore, service quality is strongly related to customer satisfaction, financial
performance, customer retention, customer loyalty, and the success of marketing strategy
(Khan and Fasih, 2014; Naeem et al., 2009). Hence, organizations can achieve a higher level of
service quality, a higher level of customer satisfaction, and a constant competitive advantage
through service quality (Karim and Chowdhury, 2014; Wijetunge, 2016). Therefore, service
quality is critical to consider. In this study, the SERVQUAL model (tangibles, responsiveness,
reliability, empathy, and assurance) explains the feelings after using the services from Muang
Thai Insurance Company, Krabi Branch.

3.2.1. Tangibles

Tangibles are items that have a physical existence and can be seen and
touched (Blery et al,, 2009). In the context of service quality, tangibles include information
and communications technology (ICT) equipment, physical facilities and their appearance (i.e.
ambience, lighting, air-conditioning, and seating arrangement), as well as the organization's
service-providing personnel (Blery et al., 2009; Khan and Fasih, 2014). Therefore, tangibles in
this study include clean and comfortable office rooms, appealing interior and exterior
decoration, as well as well-groomed staff.

Khurana (2013) explored the relationship between service quality and customer
satisfaction. It was founded that the tangibility dimension of service quality had an effect on
customer satisfaction. Alnaser et al. (2017) investigated customer satisfaction and loyalty in
Islamic banks using the SERVQUAL model and subjective norms. The perceived tangibles were
found to be significantly related to customer satisfaction. Kanyama et al. (2022) also confirmed
a relationship between perceived tangibles and customer loyalty.

3.2.2. Responsiveness

Responsiveness refers to employees' willingness to assist customers and
provide prompt service. It is conveyed to clients by the length of time they need to wait for
the reply for inquiries (Al-Ababneh et al., 2018). Therefore, responsiveness in this study
includes polite staff, as well as well-trained staff to provide prompt service.

Ravichandran et al. (2010) investigated the impact of perceived service quality

on customer satisfaction in the banking sector. Customer satisfaction was found to be
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significantly related to perceived responsiveness. Khurana (2013) also confirmed a positive
relationship between customer satisfaction and perceived responsiveness. Kanyama et al.
(2022) investigated customer loyalty to hotel service quality in Ubon Ratchathani, Thailand,
during the COVID-19 pandemic. Hotel customer loyalty was found to be significantly related
to perceived responsiveness in service quality.

3.2.3. Reliability

Reliability refers to the ability of a service provider to provide the promised
services truthfully and consistently. Customers want reliable services they can rely on (Blery
et al,, 2009; Khan and Fasih, 2014). Therefore, reliability in this study includes informative and
trustworthy staff, as well as up-to-date and credible information.

Alnaser et al. (2017) used the SERVQUAL model and subjective norms to
investigate customer satisfaction and loyalty in Islamic banks. Customer satisfaction was found
to be significantly related to perceived reliability. Furthermore, Ravichandran et al. (2010)
confirmed that customer satisfaction was found to be significantly related to perceived
reliability. Kanyama et al. (2022) also confirmed a relationship between perceived reliability
and customer loyalty.

3.2.4. Empathy

Empathy entails taking care of customers by paying attention to them on an
individual level. It entails listening to their problems and effectively responding to their
concerns and demands (Blery et al., 2009; Khan and Fasih, 2014). Therefore, empathy in this
study includes sincere staff, friendly staff, empathetic staff, and dedicated staff.

Amiri Aghdaie and Faghani (2012) used the SERVQUAL model to investigate the
relationship between mobile banking services and customer satisfaction. Customer satisfaction
was found to be significantly associated with empathy. Khurana (2013) discovered that
empathy influenced customer satisfaction. Leninkumar (2016) investigated the relationship
between service quality and customer loyalty. It was found that the effects of empathy on
customer loyalty were both positive and significant. Kanyama et al. (2022) confirmed that
hotel customer loyalty was found to be significantly related to perceived empathy in service
quality.

3.2.5. Assurance

Assurance refers to employees' knowledge and courtesy, as well as their ability
to gain trust and confidence (Al-Ababneh et al., 2018). The level of knowledge and courtesy
displayed by employees in providing services, as well as their ability to instill trust and
confidence in customers, contribute to the development of assurance (Blery et al., 2009; Khan
and Fasih, 2014). Therefore, assurance in this study includes effective security systems, as well
as professional and knowledgeable staff.

Ali and Raza (2017) investigated the relationship between service quality and

customer satisfaction among Pakistani Islamic bank customers. Customer satisfaction was
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found to be positively and significantly associated with assurance. Khurana (2013) also
confirmed that assurance influenced customer satisfaction. Kanyama et al. (2022) confirmed
that perceived assurance in service quality was significantly related to hotel customer loyalty.

3.3. Customer Satisfaction

Satisfaction refers to a person's feelings of pleasure or disappointment as a result of
comparing a product's or service’s perceived performance to expectations (Karim and
Chowdhury, 2014). Customer satisfaction is critical to long-term business success (Hanif et al.,
2010). To maintain or increase market share, organizations must outperform competitors by
providing high-quality products or services that satisfy customers (Angelova and Zekiri, 2011).
Customer satisfaction management is becoming increasingly important in many industries,
including the insurance industry as it is a critical factor in determining a company's success
(Chana et al.,, 2021; Eckert et al,, 2022). Thus, customer satisfaction is critical to consider.
Customer satisfaction in this study refers to an individual's feelings of disappointment or
pleasure regarding services from Muang Thai Insurance Company of Krabi Branch.

3.4. Customer Loyalty

Customer loyalty is associated with a brand's positive attitude (attitudinal loyalty) and
repeated purchase behavior (behavioral loyalty) toward service providers (Kanyama et al,,
2022). It is the intention to return or repurchase and to recommend the service providers to
their peers and relatives (Siripipatthanakul and Six\-Daniell, 2021). Service quality results in
customer loyalty (Khan and Fasih, 2014). Hence, the significance of service quality as a business
strategy to retain customer loyalty in today's highly competitive environment is becoming
increasingly apparent (Kanyama et al., 2022). Therefore, customer loyalty is critical to consider.
Customer loyalty in this study refers to individuals’ intentions to repurchase and to

recommend Muang Thai Insurance Company of Krabi Branch to their peers and relatives.

4. Research Methodology

4.1. Research Strategy

The purposes of qualitative research are to investigate every context in which people
or groups make decisions and act, as well as to explain why that specific observed
phenomenon occurred in that manner. The qualitative approach includes four primary
research steps: question design, data collection, data analysis, and report writing (Tong-On et
al,, 2021). In this study, the qualitative approach was used as a research strategy. In-depth
interviews were conducted to identify the determinants of customer satisfaction and customer
loyalty in the insurance industry in Krabi, Thailand. Semi-structured interviews were employed
in a data collection process from six insurance customers of Muang Thai Insurance Company,
Krabi Branch in Thailand.
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4.2. Population and Sample

Purposive sampling is often used in qualitative research. The objective is to gain
detailed knowledge about a specific phenomenon or population (Siripipatthanakul and
Bhandar, 2021). The population was insurance customers of Muang Thai Insurance Company,
Krabi Branch in Thailand. The sample of this study consisted of six key informants who were
insurance customers of Muang Thai Insurance Company, Krabi Branch in Thailand. The data in
this study was collected through purposive sampling. The criteria of participants include: 1)
the participants were Thais living in Krabi, 2) the participants were insurance customers of
Muang Thai Insurance Company, Krabi Branch in Thailand, 3) the participants had experience
as insurance customers of Muang Thai Insurance Company, Krabi Branch in Thailand for over
two years, and 4) the participants’ age was over 18 years old.

4.3. Data Collection

The researchers reviewed the secondary data for appropriate key survey questions.
The data were collected through in-depth interviews to accomplish the primary data results.

The survey interview questions were based on the SERVQUAL model.

Q1l: What are your thoughts on tangibles? Are the insurance company’s physical
facilities visually appealing? Does the company use modern equipment and
technology, and offer you its products and services at competitive prices?

Q2: What are your thoughts on responsiveness? Are employees and agents of the
insurance company always willing to help you? Do employees and agents of the
insurance company do their best to give your prompt service?

Q3: What are your thoughts on reliability? Do employees and agents of the insurance
company have the necessary knowledge to give professional service to you? Do
you feel safe in transactions with the insurance company?

Q4: What are your thoughts on empathy? Are employees and agents of the insurance
company consistently courteous with you? Does the insurance company show
sincere interest in solving your problems?

Q5: What are your thoughts on assurance? Does the insurance company have operating
hours convenient to all its customers? Are employees and agents of the insurance
company professional and neat appearing?

Q6: Are you satisfied with the overall insurance company’ services, and why?

Q7: Would you recommend the insurance company to your peers and relatives, as

well as continue to use it in the future, and why?
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4.4. Data Analysis

This qualitative study performed the content analysis method and the NVivo Trial
Version (a qualitative approach software) to analyze the qualitative data through in-depth
online and face-to-face interviews. To ensure that the text conversion was accurate, the
researchers compared the transcripts to the original audio recording.

Content analysis is a qualitative method for describing and quantifying specific
phenomena by making valid inferences from verbal, visual, or written data systematically and
objectively (Salem et al., 2022). According to Siripipatthanakul and Bhandar (2021), the
transcribed interview texts are a common starting point for qualitative content analysis. The
goal is to transform a large amount of text into a highly organized summary of key findings.
The first step is to read and re-read the interviews to fill in some of the gaps and gain a general
understanding of what the participants are saying. The next step is to begin dividing the text
into smaller meaning units. These meaning units are then further condensed. The following
step is to label condensed meaning units by creating codes and then categorizing them.
Depending on the purpose of the study and the quality of the data collected, categories may
be chosen as the highest level of abstraction for reporting results, or the researcher may go
further and create themes.

Beyond the coding exploring and visualizing data in NVivo, Siripipatthanakul and
Bhandar (2021) also recommended the process including 1) memoing and annotations to help
you keep reflective memo notes, record insights, and keep your thoughts separate from the
imported text, 2) word frequency and text search to find the most commonly used word, 3)
the word cloud, cluster analysis, document distribution, 4) coding to aid in writing by allowing
you to look at more specific information or frequency numbers, 5) matrix and compound to
examine coding frequency numbers cross-referenced with classification criteria or other source

material, and 6) framework analysis to determine where sources intersect.

5. Research Finding

5.1. Respondents’ Demographics

Six customers of Muang Thai Insurance Company, Krabi Branch in Thailand, participated
in this study. Three females were a 32-year old teacher, a 31-year old nurse, and a 37-year
old chief, respectively, and three males were a 35-year old policeman, a 48-year old teacher,
and a 33-year old doctor, respectively. The participants were over 18 years old, and all were
Thai living in Krabi.

5.2. NVivo Analysis

The collected data through in-depth online and face-to-face interviews was analyzed
using the content analysis method. Hence, the interpretation and analysis were based on

NVivo (Trial Version), a qualitative data analysis software.
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am happy to recommend this , they are always willing to
convenience . | feel safe doing . The provided information is accurate .
| am happy to buy , and submitted the claim
had some issues with . They immediately came . Moreover ,
> my company
Months ago , | lost because | can always
do . My son > —— insu rance to other customers . Honestly ,
was broken . | fees are affordable when compared
help or anything about . In my opinion , the
the here <

| decided to buy as | trust them .

safe in transactions with . They took only a
paperwork <
within three days . Also , last week . My insurer

always willing to help the < are visually appealing . | like

am one of their loyal Moreover , during the
| believe . <

as a common room > They are so
for

is free wi - fi Honestly , | believe they are

. _ customers .
has operating hours convenient to |, honestly , like the staff
courteous with me , and ' They are very well - trained .
> other
this insurance company to This , to me, is very
to give me and their prompt services . Months ago , |

Assurance am satisfied with their
<_
Empathy have to say |
Influences

Reliability Customer Satisfaction and loyalty In my opinion , the staff
| am satisfied . The
Yes, <

they have always shown

Responsiveness

Tangibles Influence
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and Loyalty Yes > , and happy to recommend this
other companies . So ' > | am < company'’s physical facilities , such
Satisfaction and Loyalty ? satisfied - The staff here have the
to say | am super their services . The company
with <

to say | am very this company . The staff

Also .So, | have
> ,lam
So > happy to

. company my friends
recommend this to <

people |

am satisfied , and

my friends . | surely would

payment . | think | will insurance company to other
satisfied with this company . They are very nice
Yes , | am satisfied . always willing to
customers . | , honestly , like the staff here are { professional . They also
here . very nice . They
>- In my opinion,

Loyalty have the necessary knowledge

for sure
> .Also

was impressed

be their customer, and

> ' | am buy insurance here as
is accurate . So

ha ——0 company to
they are trustworthy . Ry recommend this <

: insurance company
So, | am satisfied , and

share my good experience
That's why | am always

Figure 2 Text Search — Word Tree

5.3. Content Analysis

5.3.1. Tangibles Influence Customer Satisfaction and Loyalty

Referring to the interviews, tangibles influence customer satisfaction and
customer loyalty. The respondents would be satisfied and become loyal if the company’s
physical facilities were well-decorated, clean and comfortable. Therefore, an insurance

company must consider the tangibles of the SERVQUAL model into marketing strategies.

“I have to say | am very satisfied. The company’s physical facilities, such as a
common room for customers, are visually appealing. | like it as it is well-decorated.
Also, what | like the most is that there is free wi-fi for customers. This, to me, is very
good” - Respondent 1: a 32-year-old female, interviewed at 09:00 a.m. on March 24",
2022.
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“The company keeps its promise when it undertakes to do something by a
certain time. My car ¢glass was broken. | called the insurance company, and submitted
the claim with my insurer. It was repaired within three days. Also, the insurance fees
are affordable when compared to other companies. So, | am satisfied, and happy to
recommend this company to my friends.” — Respondent 2: a 31-year-old female,
interviewed at 11:00 a.m. on March 24", 2022.

5.3.2. Responsiveness Influences Customer Satisfaction and Loyalty

Referring to the interviews, responsiveness influences customer satisfaction and

customer loyalty. The respondents would be satisfied and become loyal if the insurers and
staff were well-trained to provide prompt service. Therefore, an insurance company must

consider the responsiveness of the SERVQUAL model into marketing strategies.

“In my opinion, the staff here are always willing to help the customers. They
are very well-trained. | had some issues with my insurance paperwork last week. My
insurer quickly resolved my problems. | was very impressed. So, | have to say | am
super satisfied with this company.” — Respondent 1: a 32-year-old female, interviewed
at 09:00 a.m. on March 24™" 2022.

“The staff here are very nice. They will do their best to give me and their
customers prompt services. Months ago, | lost my insurance paperwork. They took
only a day to sort things out for me. | mean they are quick and ready to act and
respond. That's why | am always happy to be their customer, and | am sure | will
continue to use this company for sure.” - Respondent 3: a 37-year-old female,
interviewed at 01:00 p.m. on March 24" 2022.

5.3.3. Reliability Influences Customer Satisfaction and Loyalty

Referring to the interviews, reliability influences customer satisfaction and
customer loyalty. The respondents would be satisfied and become loyal if the insurers and
staff were informative and trustworthy. Therefore, an insurance company must consider the
reliability of the SERVQUAL model into marketing strategies.

“Yes, | am satisfied. The staff here have the necessary knowledge to give
professional service to me. I've checked several companies before | decided to buy
the insurance. The provided information is accurate. So, | am happy to recommend
this insurance company to other customers.” — Respondent 4: a 35-year-old male,
interviewed at 09:30 a.m. on March 25", 2022.
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“Honestly, | believe they are trustworthy. | am happy to buy insurance here
as | trust them. Also, | feel safe in transactions with the insurance company because
I can always check online to see if the fee matches the invoice. They also always
provide receipts immediately following payment. | think | will recommend this
company to my friends, and will use it again in the future.” — Respondent 5: a 48-
year-old male, interviewed at 11:30 a.m. on March 25" 2022.

5.3.4. Empathy Influences Customer Satisfaction and Loyalty

Referring to the interviews, empathy influences customer satisfaction and
customer loyalty. The respondents would be satisfied and become loyal if the insurers and
staff were empathetic and dedicated to providing good services to the customers. Therefore,
an insurance company must consider the empathy of the SERVQUAL model into marketing

strategies.

“Yes, they have always shown sincere interest in solving my problems. Months
ago, | had a small accident, and | was in shock. | didn't know what to do. My son
called the insurance company. They immediately came. Moreover, one of them even
drove me home. | have to say | was impressed. Also, | am happy to share my good
experience here with my friends. | surely would recommend this company. So, | have
to say | am one of their loyal customers.” — Respondent 4: a 35-year-old male,
interviewed at 09:30 a.m. on March 25", 2022.

“l, honestly, like the staff here. They are very nice and friendly. They are also
consistently courteous with me, and other customers, | believe. They are so well-
trained. If you need help or anything about the insurance, they are always willing to
help. | would say they treat you like a family.” — Respondent 6: a 33-year-old male,
interviewed at 01:30 p.m. on March 25™, 2022.

5.3.5. Assurance Influences Customer Satisfaction and Loyalty

Referring to the interviews, assurance influences customer satisfaction and
customer loyalty. The respondents would be satisfied and become loyal if the insurers and
staff were knowledgeable and professional. Therefore, an insurance company must consider

the assurance of the SERVQUAL model into marketing strategies.

“I am satisfied with their services. The company has operating hours
convenient to customers, | believe. Moreover, during the COVID-19 pandemic, they
assure that they will do everything for my convenience.” — Respondent 5: a 48-year-
old male, interviewed at 11:30 a.m. on March 25™, 2022.
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“I feel safe doing insurance here. In my opinion, the staff here are professional.
They also give me personal attention, which is very nice. They have gained my trust
and confidence. | have to say | am very impressed. So, | would rate ten out of ten. Of
course, | will continue to use this company for sure. Also, | am happy to recommend
this company to people | know, too.” — Respondent 6: a 33-year-old male, interviewed
at 01:30 p.m. on March 25", 2022.

6. Conclusion and Discussion

The results indicated that the SERVQUAL model (tangibles, reliability, responsiveness,
assurance, and empathy) influenced customer satisfaction and customer loyalty of Muang
Thai Insurance Company’s customers, Krabi Branch. Customers who received services that
exceeded their expectations or were of high quality were more likely to recommend and
remain loyal to the company. The finding supported the previous research of Angelova and
Zekiri (2011) that service quality significantly impacted customer satisfaction. Furthermore, the
finding supported the previous research of Kanyama et al. (2022) and Khan and Fasih, (2014)
that service quality significantly impacted customer loyalty.

The finding also supported the previous research of Khurana (2013) that customer
expectations and perception toward service quality dimensions had an impact on customer
satisfaction and loyalty. Therefore, the SERVQUAL model can influence customer satisfaction
and customer loyalty. Customer satisfaction and loyalty can be increased through improving
empathy, assurance, responsiveness, tangibility, and reliability. Therefore, business owners,
managers, and marketers should increase customer satisfaction and customer loyalty by
implementing these service quality dimensions. Increasing tangibility quality, insurance
companies, for example, should pay attention to common rooms that look comfortable, clean
and safe. Increasing reliability quality, the insurance staff can provide the correct information
of insurance and service. Furthermore, enhancing responsiveness quality, insurance companies
should increase the staff's responsiveness to assist customers and provide prompt service.
Increasing assurance quality can be enhanced by improving employees' knowledge. Also,
insurance companies should expand staff's empathy and provide customers with personalized
attention.

The implication could assist insurance company manasgers, business owners, as well as
other industry businesses, in improving service quality in order to respond to customers' needs
and expectations, as well as increase customer satisfaction and customer loyalty. Moreover,
it may aid in understanding customer satisfaction and customer loyalty towards service quality

to develop effective marketing strategies. As a result, effective business performance will incur.
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7. Research Suggestions

This study examined customer satisfaction and customer loyalty towards service
quality (tangibles, reliability, responsiveness, assurance, and empathy) of Muang Thai Insurance
Company, Krabi Branch in Thailand. It only looked at Thai customer samples from Krabi and
may not include other predictors. The recommendation is to expand more areas and sample
further. Also, a quantitative study should be considered in a future study to explain the

relationship phenomenon in a large group in general.
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Abstract

This study investigates job satisfaction, organizational commitment and organizational
citizenship behavior effect on organization effectiveness of electrical parts industries in
Thailand are the population of the study. Furthermore, this research, a source of database is
used as electrical parts industries in Thailand. The returned and valid questionnaire results
were 333 samples and key participant is human resource managers or general managers in
each of company. The results show that job satisfaction and organizational commitment
influence on organizational citizenship behavior. The three dimensions of organizational
citizenship behavior: altruism, compliance, loyalty some significant an effect on organizational
effectiveness. Also, job satisfaction, organizational commitment and organizational citizenship
behavior has a potential positive influence on organizational effectiveness. Potential
discussion with the research results is effectively implemented in the study. Theoretical and
managerial contributions are explicitly provided. Conclusion and suggestions are also providing
for further research.

Keywords: Job Satisfaction, Organizational Commitment, Organizational Citizenship Behavior

and Organizational Effectiveness

1. Introduction

The contemporary world, organizations are striving to get a competitive advantage over
its competitors, and are expecting from its employees to go beyond their job description in
assisting the organization achieving its goals (Podsakoff et al., 2000). Even in the manufacturing
and the traditional sectors, the need to remain competitive has meant that firms in these
sectors deploy strategies that make effective use of their resources. This changed business
landscape has come about as a result of a paradigm shift in the way businesses and firms view
their employees as more than just resources and instead adopt a “people first” approach.

(Juneja, 2015). Due to the popularity of job satisfaction within the field of occupational and
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organizational psychology. Many researchers and practitioners have defined their own
definitions of job satisfaction such as Cranny et al (1992) define job satisfaction as employees'
emotional state regarding the job, considering what they expected and what they actually got
out of it. In fact, an employee with low expectations can be more satisfied with a certain job
than someone who has high expectations. If one's expectations are met or exceeded by the
job, then one is happy and satisfied with the job.

Organizational commitment has been recognized and demonstrated as one of the
important factors that influence work behavior such as turnover, performance, and
absenteeism (Allen and Meyer, 1990). Organizational commitment is defined by three related
factors: “(1) a strong belief in and acceptance of the organization’s goals and values; (2) a
willingness to exert considerable effort on behalf of the organization; and (3) a strong desire
to maintain membership in the organization” (Mowday et al., 1979). Organizational citizenship
behavior (OCB) is an important concept in field of organizational behavior. Since Smith et al,,
(1983) proposed the concept, study of OCB had continued. Organizational Citizenship Behavior
(OCB) refers to those behaviors that are not part of an individual job description and include
acts like helping other, taking additional responsibilities, putting extra hours, defending
organization and openly speaking about important issues of organization (Organ et al., 2005).
The positive effects of organizational citizenship behaviors upon group and organizational
outcomes have been the subject of most of the relevant research (Podsakoff, 2000).
Furthermore, “Thailand 4.0” policy, identifying the E&E industry as a strategic sector within its
industrial upgrading and human capital development plans. Related to this, a national
dialogue on “Thailand 4.0 and the Future of Work” was organized in March 2017 by the ILO
and the Ministry of Laboure to discuss future employment trends, challenges and
opportunities in the country (Lorenza Errighi and Charles Bodwell, 2017). Thailand’s strategic
location in Southeast Asia and high-output manufacturing facilities have made it a leading
production base for the global electronics and Electrical parts (E&E) industry. Inspection
technology plays an important role in the manufacturing of electronics parts, allowing
manufacturers to keep pace with the shrinking dimension of print board circuits (PCB), high
precision electronics components and strict quality control. Thailand’s government,
recognizing the crucial role the electrical and electronics industry will continue to play in
Thailand’s economic development, offers attractive investment incentives to attract major
global players in the electrical and electronics industry. The continued miniaturization of
electronic devices from smartphones to wearables ensures increased demand for integrated
circuits and profitable opportunities in Thailand for investors. In this research, the population

is electrical parts industries in Thailand Accordingly, job satisfaction and organizational
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commitment are likely to become main driver of organizational citizenship behavior that

influence greatly performance outcomes, such as organization effectiveness.

2. Objectives

1) To investigate the impact of job satisfaction on organizational citizenship behavior.

2) To investigate the impact of organizational commitment on organizational
citizenship behavior.

3) To investigate the influence of three dimensions of organizational citizenship

behavior on organization effectiveness.

3. Literature Review

The conceptual model that the job satisfaction and organizational commitment has a
significant influence on organizational citizenship behavior: altruism, compliance and loyalty.
And three dimensions of organizational citizenship behavior include three dimensions such as
altruism, compliance and loyalty. lead to organization effectiveness. The details of the
conceptual model are supported by two theories: resource-based view of the firm (RBV) and
social exchange theory. In addition, all constructs are developed from theoretical and
literature review.

Job satisfaction, as an academic concept, has aroused wide attentions from the fields
of management, social psychology, and practical operations in recent years. In the year 1974,
Churchill et al. gave an operational definition of the job satisfaction, i.e., the work-related
affection states covering five aspects, namely the supervisors, the jobs, the work colleagues,
the compensation, and the promotion opportunities. In the year 1993, Moorman in his The
Influence of Cognitive and Affective based Job Satisfaction Measures on the Relationship
between Satisfaction and Organizational Citizenship Behavior clearly pointed out: from the
affective perspective, the job satisfaction is an overall positive affective evaluation; from the
cognitive perspective, the job satisfaction is a more logic and rational evaluation of working
conditions.

Organizational Commitment and job satisfaction are two factors that can increase
customer satisfaction and OCB. Likewise, when a person has a high commitment to the
organization, that person will do anything to improve his company because of his belief in the
organization. Castellano et al,, (2021) defines organizational commitment as an attitude that
reflects the likes or dislikes of lecturer towards the organization. According to Luthans et al,,
(2021) explained that organizational commitment is often defined as (1) a strong desire for
someone to become a member of the organization, (2) a willingness to exert effort for the

organization, and (3) belief in and acceptance of values and goals of the organization.
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Organizational citizenship behavior has been studied since the late 1970s. Over the
past three decades, interest in these behaviors has increased substantially. Organizational
behavior has been linked to overall organizational effectiveness; thus, these types of
employee behaviors have important consequences in the workplace. Organizational
Citizenship Behavior has been defined as individual behavior that is discretionary, not directly
or explicitly recognized by formal reward, and that in the aggregate promotes organizational
effectiveness (Organ, 1988 and Organ et al., 2005). According to Trimisat (2020) and Verianto
(2018) defines organizational citizenship behavior is not something that should be done from
one in the organization because it is an extra activity of employees for their organization.

Smith et al., (1983) first proposed that OCB is composed of altruism and general
compliance. These two dimensions serve to improve organizational effectiveness in different
ways. Altruism in the workplace consists essentially of helping behaviors. These behaviors can
both be directed within or outside of the organization. There is no direct link, or one-to-one
relationship, between every instance of helping behavior and a specific gain for the
organization. The idea is that over time, the compilation of employees helping behavior will
eventually be advantageous for the organization (Organ et al., 2005).

Organizational Compliance internalization and acceptance of the organization’s rules,
regulations, and procedures, which results in scrupulous adherence to them, even when no
one observes or monitors compliance. Organizational compliance indicates an employee’s
acceptance of the company’s rules and regulations because she internalizes them. This
component has been called generalized compliance by Smith et al., (1983), organizational
obedience by Graham (1991), ‘OCB-O’ by Williams and Anderson (1991), and ‘following
organizational rules and procedures’ by Borman and Motowidlo (1997). This component
inherently represents internal acceptance of the organization’s rules, regulations and
procedures by the employee.

Loyalty is a promoting the organization to outsiders, protecting and defending it against
external threats and remaining committed to it even under adverse conditions. Organizational
loyalty consists of a number of elements such as spreading goodwill (George and Brief, 1992)
and endorsing and supporting organizational objectives (Borman and Motowidlo, 1997). It
involves promoting the organization to outsiders.

Organization Effectiveness is defined as an ability of firms to be able to perform to
achieve firm’s goal by both to increase corporate sustainability (Maltz et al., 2003). Previous
researches often use financial and market such as customer satisfaction, stakeholder

relationship, sale growth, market share and profitability short-term finance measure as an

Journal for Strategy and Enterprise Competitiveness | Vol. 1 No. 2 May — August 2022
NIATNALVTUALANUAINTONNITUUTUBANS | TN 1 atun 2 nguniaw - Fnau 2565



21

indicator of business success. The new idea of success in recent years expends organizational
perspective beyond financial and nonfinancial measure.

This research summarizes the ideas presented in the previous section in the model
illustrated in Figure 1 The framework depicts that the job satisfaction and organizational
commitment influence on organizational citizenship behavior and three dimensions of
organizational citizenship behavior: altruism, compliance and loyalty effect on organization

effectiveness.

Organizational

Citizenship

%A Behavior
Organization
H33-cC Effectiveness
® Altruism
Organizational
H2a-c ® Compliance

Commitment

Job satisfaction

® |oyalty

Figure 1 Model of the effect of job satisfaction, organizational commitment, and

organizational citizenship behavior on organization effectiveness

4. Research Methodology
Population and Sample
The questionnaire is used as an instrument in this research which 333 were
mailed to electrical parts industries in companies, and key participant is human resource
managers or general managers in each of company. Accordingly, deducting 5 undeliverable
questionnaires from the original 333 mailed, as a result, 78 complete questionnaires are
usable. The response rate was 23.42 percent.
Data Collection
This questionnaire is designed to measure all variables on five-point Likert
scales ranging by levels of opinion. The questionnaire is a composite of 30 items that cover
all variables in this study, namely, job satisfaction and organizational commitment influence
on organizational citizenship behavior the organizational citizenship behavior and three
dimensions of organizational citizenship behavior: altruism, compliance and loyalty effect on
organization effectiveness.
Validity and Reliability
Validity refers to the degree to which the questions truly measure the
constructs that they intend. Content validity is the extent to which the measurement
represents the relevant content domain for the construct. To firmly validate all scales of
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questionnaire, content and construct validity are examined. Thus, there are two kinds of
validity assessment that is applicable for this research: content validity and construct validity.
Content validity
Content validity is a rational judgment by the researcher or academic expert,
not a numerical evaluation. It refers to whether the scales contain items that are adequate to
measure what it intends. The scales must be tested for content validity before any further
validation is undertaken. All the measurement items are selected from the existing literature.
The items in this research are also reviewed and screened by three academic experts who
have an experience in this area in order to ensure that the wording of each question was clear,
concise, and described only one concept. Their comments were considered and incorporated
into this instrument, accordingly.
Construct validity
The confirmatory factor analysis is used to test the construct validity of the
instrument by determining if the conducted to demonstrate the homogeneity of variance for
the multi-item groups from essentially homogenous scales. Each of the constructs is tested
and all factor loadings should be greater than the 0.40 cut-off and are statistically significant
(Nunnally and Berstein, 1994).
Reliability
The item-to-total correlation should exceed 0.50 and the inter-item correlation
should exceed 0.30 In this case, this research uses Cronbach’s alpha to measure the internal
consistency which should be greater than 0.70 (Hair et al., 2006).
Statistics Techniques
The statistical techniques include factor analysis, variance inflation factor,
correlation analysis, and regression analysis.
In this research, job satisfaction and organizational commitment influence on

organizational citizenship behavior: altruism, compliance and loyalty which in Equations 1-2

as follows:
Equation 1: JS = B+ B.AT+ B.CP+ B3 T+ B,FS+ BsFA+ &
Equation 2: OC = B+ BAT+ B,CP+ BoL. T+ BoFS+ B oFA+ &

The Equations 3 is used to examine the organizational citizenship behavior: altruism,

compliance and loyalty on organization effectiveness are presented below:

Equation 3: OF = Bos+ B AT+ B,,CP+ B 5L T+ B4FS+ BisFA+ &
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5. Research Finding

Organizational

Citizenship

Job satisfaction
%A Behavior
® Altruism
Organizational
H2a-c | @ Compliance

Commitment

® | oyalty

Figure 2 Effect of Job Satisfaction and Organizational Commitment on Organizational

Citizenship Behavior

The results of OLS regression of hypotheses 1-3 a, b, c. The results of relationships
among three dimensions of organizational citizenship behavior: altruism, compliance and
loyalty. Here, Job Satisfaction has a significant positive influence on altruism, compliance and
loyalty. (B; = 0.53, p < 0.01; B, = 0.23, p < 0.01; B5 = 0.42, p < 0.01). Thus, hypotheses 1a,

b, c is supported.
Next, organizational commitment is significant for altruism, compliance and loyalty are

significant. Thus, hypotheses 2a, b, c is supported. (66: 0.41, p < 0.05; 67: 0.32, p < 0.10;
B; = 0.43, p < 0.01.).

Organizational

Citizenship
Behavior
Organization
| Effectiveness
® Altruism H3a-c

® Compliance

® |oyalty

Figure 3 Organizational Citizenship Behavior: altruism, compliance and loyalty have a

significant influence on organization effectiveness
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The results of Organizational Citizenship Behavior: altruism, compliance and loyalty

have a significant influence on organization effectiveness. Thus, hypothesis 3a, c is

supported but hypothesis 3b is not.

Table 1 Summary of the Results of Hypothesis Testing

Hypothesis Description of the Hypothesized Relationships Results
Hla Job Satisfaction has a significant influence on altruism. Supported
H1b Job Satisfaction has a significant influence on compliance. Supported
Hlc Job Satisfaction has a significant influence on loyalty. Supported
H2a Organizational Commitment has a significant influence on Supported
altruism.

H2b Organizational Commitment has a significant influence on Supported
compliance.

H2c Organizational Commitment has a significant influence on Supported
loyalty.

H3a Altruism, has a significant influence on organization Supported
effectiveness.

H3b Compliance has a significant influence on organization Not
effectiveness. Supported

H3c Loyalty has a significant influence on organization Supported

effectiveness.

6. Conclusion and Discussion

The findings reveal that the job satisfaction and organizational commitment influence

on organizational citizenship behavior and three dimensions of organizational citizenship

behavior: altruism, compliance and loyalty effect on organization effectiveness. Job

satisfaction has an effect on altruism, compliance, loyalty and organizational commitment has

an effect on altruism, compliance and loyalty.

On the other hand, three dimensions of organizational citizenship behavior: altruism,

compliance and loyalty effect on organization effectiveness.
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In addition, the summary of all research questions and results are included in Table 2.

Table 2 Summary of Results in All Hypothesis Testing

Research Questions Hypothesis Results Conclusion
(1) How do the job satisfaction la-c Job satisfaction has a Accepted
influence on three positive impact on
dimensions of organizational altruism, compliance and
citizenship behavior: 1) loyalty.
altruism 2) compliance 3)
loyalty?
(2) How do the organizational 2a-c Organizational Accepted
commitment influence on commitment has a
three dimensions of positive impact on
organizational citizenship altruism, compliance and
behavior: 1) altruism 2) loyalty.
compliance 3) loyalty?
(3) How do the three dimensions 3a-c Organizational citizenship Partially
of organizational citizenship behavior: 1) altruism 2) accepted

behavior: 1) altruism 2)
compliance 3) loyalty effect
on organizational

effectiveness?

compliance
3) loyalty effect on
organizational

effectiveness

7. Research Suggestions

The positive contribution of organizational citizenship behavior to organizational
performance is well acknowledged by the literatures (e.g., Castro et al., 2004; Podsakoff, 2000;
Hetty van Emmerik et al., 2008). However, understanding the importance of the dimensionality
of OCB can be extremely useful for organizational behavior studies.

The results of this research can be applied to improve the organizational citizenship
behavior the results suggest job satisfaction and organizational commitment have positive
influences on organizational citizenship behavior. Furthermore, three dimensions of
organizational citizenship behavior: 1) altruism 2) compliance 3) loyalty effect on
organizational effectiveness. Accordingly, firm should develop awareness for job satisfaction
and organizational commitment that tends to have effects on organizational citizenship
behavior. Moreover, firm should also enhance the organizational citizenship behavior including
altruism, compliance and loyalty that tends to have direct impacts on organizational
effectiveness.

As a result, the need for future research is to seek other moderating variables to

enhance the organizational effectiveness and the emergence of new regulation, this will have
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an impact on the organizational effectiveness. As the limitation is appropriate of the sample
different from other service industries, consequently, future research should test further using
sample from other industries such as from banking, insurance, retailing, and manufacturing

sectors for the further generalization of the results.
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Abstract

Smartphones are being increasingly used as a tool for work-related purposes in various
organizations, including for work-related communication, completing work-related tasks, etc.
However, smartphones are not used only during work hours, they are used for work during
non-working time as well. This research aimed to examine the association between using
smartphones for work during off-job time and the burnout of employees in the modern work
society. In addition, the mediating effect of work-life conflict was also investigated. A total of
215 Thai employees participated through an online-based questionnaire survey by convenient
random sampling. To collect data for analysis, the researcher used Hierarchical regression
analysis by Program R. The results showed that using smartphones for work during off-job time
was positively related to burnout (,3 =.137, p < .05), and positively related to perceived work-
life conflict (,3 =.320, p < .001). Work-life conflict was positively related to burnout (,3 = 452,
p < .001). Further, examining the mediating effect showed the significant mediating role of
work-life conflict between using smartphones for work during off-job time and burnout. These
results revealed the impact of using smartphones for work during off-job time on the important
variables in organizations and highlighted an important issue for organizational management
regarding the use of smartphones for work.

Keywords: Smartphone, Burnout and Work-life conflict

1. Introduction

According to the progression of communication technology (i.e. instant messaging,
email, etc.) and wireless access to smartphones being increasingly used as work tools, this can
be characterized as “Always on” and access to information “anywhere anytime” (Major &
Germano, 2006 and Boswell & Olson-Buchanan, 2007). Based on these features, employees
use smartphones for enhancing their work, such as group communication, sending edited work
files, and remotely completing duties. However, staying connected and getting immediate
responses about work may cause the blurring of work and personal life of employees (Derks

et al,, 2014). Employees will be expected to be available and forced to respond about work
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from managers, supervisors, and colleagues, as well as customers, even when they are free
from working hours (Davis, 2002). It seems that employees need to work longer hours for the
organization instead of having free time to participate in interesting activities or be with family
members (Fenner & Renn, 2010).

The more frequently employees use smartphones or portable devices to access
wireless internet for work during off-job time, the more likely they are to sharply increase their
perception of work-life conflict as well as related negative outcomes, such as job
dissatisfaction, negative emotion, stress, and burnout because of the blurring between working
and nonworking domains (Perlow, 1998; Kossek & Lautsch, 2008 and Wright et al.,, 2014). In
recent studies, many researchers have focused on work-life conflict in the organization
because such conflict has been associated with negative consequences that contribute to low
work productivity, decreased job satisfaction, high counterproductive behaviors (i.e.
absenteeism), high perceived stress, burnout, and finally turnover intention (Burke &
Greenglass, 1999; Frone, 2000 and Martins et al., 2002). The current study also showed that
using smartphones for work during off-job time can cause work-life conflict for employees
who use this technology to have contact with their managers, colleagues, or customers after
regular business hours (Hayman, 2005; Boswell & Olson-Buchanan, 2007 and Golden & Geisler,
2007). Moreover, in modern work society, burnout among workers has been a main problem
(Wright et al., 2014) that has become linked to employees’ performance, physical health and
mental health problems, as well as turnover rate among employees (Maslach & Schaufeli,
2017). Thus, the use of smartphones for work during off-job time and increased connectivity
may potentially contribute to chronic stress and burnout (Peeters et al., 2005). From the above
discussion, previous studies have not focused enough on the usage of smartphones for work
during off-job time and burnout, specifically the association between work and life conflict
may link using smartphones for work and burnout among employees during off-job time,
including on vacations. Therefore, this research aimed to study the impact of using
smartphones for work during off-job time on burnout by mediating the role of perceived work-

life conflict among employees.

2. Objectives

1) To study the relationship between using smartphones for work during off-job time,
work-life conflict, and burnout.

2) To study the use of smartphones for work during off-job time as a mediating role in

the relationship between work-life conflict and burnout.
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3. Literature Review
3.1 Smartphones for work

Due to smartphones being able to access the wireless internet for personal
purposes at any place and at any time, individuals are able to use the features and
applications on smartphones for personal purpose effectiveness. They use the smartphones
for communication with others, keeping or creating social relationships, and exchanging
information. Thus, with convenience availability, smartphones can be used for work in the
organization (Davison et al., 2014). DiMicco et al (2009) stated that using communication
technology such as smartphones can encourage personal social relationships with coworkers
and support work/projects. Not only does this technology offer advantages for employees,
but it also offers benefits for the organization, such as saving costs and greater flexibility for
completing work (Wright et al., 2014). Nevertheless, the advantages of smartphones can offer
negative effects as well. When a smartphone has been used for work-related purposes, it is
not always used during work hours, but sometimes used after finishing work hours and outside
the organization (Derks et al., 2014; Wright et al., 2014 and Marquart & Gross, 2018). The more
employees frequently use work-related smartphone during off-job time with the organization’s
expectations for connectivity and immediacy, the more they will increasingly contribute to
negative outcomes (i.e. work-life conflict, stress, burnout) and be interpreted as receiving work
overload (Davis, 2002; Tomlinson, 2007 and Diaz et al., 2012). This study will show that using
smartphones for work is an important issue which is linked to the impact of using smartphones
during off-job time among employees and its effects in current work society in order to manage
clear organizational policies as well as work processes between employers (managers,
supervisors) and employees, including customers using smartphones for work effectiveness in

a modern work society.

3.2 Smartphones for Work during Off-Job Time, Work-Life Conflict, and Burnout

Using smartphones for work during off-job time can maintain connectivity
outside of the workplace, especially during abnormal working hours. However, this advantage
may have an effect on the non-work domain of employees (Boswell & Olson-Buchanan, 2007).
For employees, using a smartphone for work-related communication may feel like being on
duty all the time, even when not in the workplace. They need to respond to calls while driving
or having dinner, check emails, text via Line application or WhatsApp on weekends or
vacations for work, instead of using for social life (Boswell & Olson-Buchanan, 2007; Orlikowski,
2007 and Berkowsky, 2013). Therefore, it can contribute to the perception of work-life conflict
among employees.

Work-life conflict is defined as the conflict that the role demands of one
domain interfere with the meeting of role demands in another domain (Higgins et al., 2006).

Generally, work-life conflict has been associated with negative consequences such as stress,
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emotional exhaustion, etc., and work-life conflict occurs in two different forms: first, work
interferes with life/family responsibilities and the second, life/family responsibilities interfere
with work (Wright et al., 2014). Several communication scholars have suggested that work-life
conflicts are induced by communication interactions and can affect psychological functions
(Schieman et al,, 2003 and Shumate & Fulk, 2004). Researchers have also argued that
organizations or manasers/supervisors do not have a clear understanding of the rules and
expectations about using communication technology like smartphones to work during off-job
time. This can increase negative outcomes such as stress, dissatisfaction, and burnout
(Shumate & Fulk, 2004; Ernst Kossek et al., 2010; Leonardi et al., 2010 and Wright et al., 2014).
Although smartphones have provided a great opportunity to connect for the performance of
our work-related responsibilities after work at anytime and anyplace, enabling work to be
processed quickly (Fenner & Renn, 2004; Kossek & Lautsch, 2012 and Derks et al.,, 2014), it
leads our boundary-blurring to increase between work and life domains. Besides, employees
have become more involved in their work beyond the boundaries of the traditional workplace
and workday (Gephart Jr, 2002 and Boswell & Olson-Buchanan, 2007).

The role of boundaries, a well-known Boundary theory, is applied to manage
work and personal life. Bulger et al (2007) proposed that individuals are able to apply the role
of boundaries for managing their work and life via processes of integrating the domains.
According to the role of boundaries, individuals maintain different domains including work and
personal life. A smartphone is helpful to allow work and life integration. However, the role of
the boundary is blurred between work and life through the use of communication
technologies (Boswell & Olsen-Buchanan, 2007; Derks et al., 2014). Whenever employees are
off work or outside the workplace, they are still capable of working with their supervisors,
customers, or colleagues via smartphones, such as by calling, Line, Skype, etc. It is an
important side effect to use smartphones after work because of the blurring of the role of the
boundary’s work-life activated by using a smartphone, which may cause work-life conflict.
Employees may feel their duties have interfered with their private time outside of office hours
because of smartphones (Derks et al., 2014; Wright et al., 2014 and Butts et al., 2015). Clearly,
using a smartphone for work during off-job time can be perceived as intruding on employees’
personal lives (Butts et al., 2015). Further, frequent intrusions after working hours increases

work-life conflict, as mentioned in the discussion.

Hi:  Using smartphones for work during off-job time will be positively related to
perceived work-life conflict.

Increasingly using smartphones for work during time will influence the
perception of work-life conflict (i.e. Golden & Geisler, 2007), but it may also have an effect on
burnout among employees. Burnout is defined as the draining of mental resources, causing

unpleasantness, feelings of being unfulfilled, and a sense of meaninglessness that are raised
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from chronic job stress, unpleasant changes, and negative work context (Schaufeli & Enzmann,
1998 and Maslach & Schaufeli, 2017). Maslach and Florian (1988) stated that burnout consists
of three components: Emotional exhaustion, depersonalization, and reduced personal
accomplishment. From previous research, it has been shown that increased use of
smartphones for work during off-job time may cause stress and burnout among employees
when they frequently use smartphones for work demands. Instead, they should be free to
spend time with friends or family members (Edley, 2001; Peeters et al., 2005; Boswell & Olson-
Buchanan, 2007 and Kossek & Lautsch, 2008).

H,: Using smartphones for work during off-job time will be positively related to

burnout.

3.3 Work-Life Conflict as a Mediator

Researchers have proposed that using smartphones for work during off-job time
will be positively related to work-life conflict and burnout among employees. However,
several pieces of research discovered the important role of work-life conflict as a mediator
that linked the antecedent factors to burnout (Perlow, 1998 and Kossek & Lautsch, 2008).
Several scholars argued that work-life conflicts may only be a partial mediator that interrupt
employees’ private time and directly influence burnout, in which work may interfere with
personal life time along with stressors at home having effect on burnout (Geurts et al., 2003;
Janssen et al,, 2004 and Peeters et al., 2005). According to previous studies, work-life conflict
may influence burnout, and work-life conflict may play a mediating role on the use of
smartphones for work during off-job time and burmnout among employees based on the

following hypotheses:
Hs: Work-life conflict will be positively related to burnout.

Ha: Using smartphones for work during off-job time will be associated with burnout

through work-life conflict as a mediator.

Work-Life Conflict

Using Smartphones
for Work during > Burnout
Off-Job Time

Figure 1 Research framework
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4. Research Methodology
4.1 Sample and Procedure

The sample of this study consisted of 222 Thai employees from a local
organization in Bangkok. A quantitative approach was used in this study and samples were
asked to voluntarily consent before filling out the questionnaire through an online-based
survey by using convenient sampling. The sample size was calculated based on Power = .80,
effect size .131, and A = .05 by using G*power version 3.1 (Champoux & Peters, 1987 and Faul
et al, 2009). All participants were anonymous for confidentiality and participated on a
voluntary basis; they did not receive any reward. The researcher recruited participants based
on the criteria, including the possession of smartphones, and cut the missing data (n = 7).
Thus, the final sample was 215. In this study, the majority of participants were female at 68.8
% (n = 148) and single at 83.7 % (n = 180). The mean age was 30.03 years (SD = 8.08). Of all
participants, 71.2 % (n = 153) were undergraduates, 72.6 % (n = 156) were officer level, and
62.8 % (n = 135) were fixed-hours employees. The majority of organizational type was 63.7 %

(n = 137) in the private sector.

4.2 Measures

Smartphones for work during off-job time was measured with 7 item
adapted from Derks et al., (2014). All items were rated on a 7-point Likert scale (from 1 =
totally disagree to 7 = totally agree) such as “When your social media application on
smartphone had work-related notification after working hours, you need to respond” and “You
always text or call about your work until you go to sleep” (A = .80).

Work-Life Conflict was measured with 4 items on the work-life balance scale
by Sae-ung et al (2013). All items were rated on a 7-point Likert scale (from 1 = totally disagree
to 7 = totally agree) such as “Do you think you cannot participate in interesting activities
because you need to complete work demands?” and “Do you think receiving work-related
instant messages interfere with your private life?” (A = .79).

Burnout was measured with 16 items on the work-life balance scale of Klebbua
& Sutiwan (2009). All items were rated on a 7-point Likert scale (from 1 = totally disagree to 7
= totally agree) such as “After working hours, | try to distance myself from work” and “After

working hours, | don’t think about work” (O = .88).

4.3 Analysis
This research used Hierarchical Multiple Linear Regression (Muller et al., 2005)
and resampling data with a Bootstrap-based test (Paparoditis & Politis, 2005) for testing the
hypotheses with Program R.

Journal for Strategy and Enterprise Competitiveness | Vol. 1 No. 2 May — August 2022
NIATNALVTUALANUAINTONNITUUTUBANS | TN 1 atun 2 nguniaw - Fnau 2565



34

5. Research Finding

Table 1 presents the means and standard deviations with the bivariate relationship
among the study variables. For the bivariate relationship, Table 1 shows that using
smartphones for work during off-job time had a significant relationship with work-life conflict
(r=.252, p <.01) and burnout (r = .151, p < .05). In addition, work-life conflict had a positively
significant relationship with burnout (r = .628, p < .01).

Table 1 Descriptive Statistics and Correlations among study variables

Variable n M SD 1 2 3
1. Using smartphones for work 215 4.96 1.17 -
2. Work-Life Conflict 215 4.28 149 2527 -
3. Burnout 215 3.79 1.07 151 628" -

"p<.05 " p<.0lL.

According to the test of hypotheses, Table 2 presents Hierarchical Regression results
for the influence of using smartphones for work during off-job time on burnout among
employees, in which there is a mediating role of work-life conflict. For Hypothesis 1, using
smartphones for work during off-job time was positively related to perceived work-life conflict
based on Table 2, thus supporting Hypothesis 1. Using smartphones for work during off-job
time was positively related to burnout, according to Table 2, thus supporting Hypothesis 2.
Hypothesis 3 also supported that work-life conflict was positively related to burnout.

The researcher proposed that hypothesis 4 concerning work-life conflict will play the
role of mediator on the relationship using smartphones for work during off-job time and
burnout among employees. Table 2 shows the significant mediating role of work-life conflict
on using smartphone for work during off-job time and burnout (,3 =-.008, p = .86) (see Figure
2). Work-life conflict had a complete mediator role on the study variables (Muller et al., 2005).
Therefore, testing the mediating role of work-life conflict supported Hypothesis 4 (see Table
2).
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Table 2 Hierarchical Regression results for using smartphones for work during off-job time on

burnout through work-life conflict as a mediator

Variable B 959% ClforB  SE 6 R*  AR?
LL UL
Step 1° 023 018
Constant 31127 2490 3733 315
Using smartphones for work 137 015 259 062 151
Step 2° 394 388"
Constant 1.89277 1358 2426 271
Using smartphones for work -.007 - 111 102 .055  -.008
Work-life conflict 4527 367 535 043 630
Step 3° 063 059
Constant 2,697 1849 3544 430
Using smartphones for work 3207 154 487 086 2527

Note: @ Dependent variable = Burnout; ® Dependent variable = Work-life conflict.

Cl = confidential interval; LL = lower limit; UL = upper limit.

"p<.05. " p<.001.

320"

Using Smartphones
for Work during
Off-Job Time

Work-Life Conflict

-.007

452"

"p<.05 " p<.001.

Figure 2 Mediating role of Work-life conflict (Direct and Indirect effects)

6. Conclusion and Discussion

6.1 Discussion

(.137)

Burnout

People connect to wireless access via smartphones, so they are capable of

communicating with others as well as accessing information from home, public transportation,

and personal vehicles, meaning it is possible anywhere at anytime (Major & Germano, 2006).

With these facilitations of smartphones, employees typically use them for work effectiveness

wherever or whenever that they are available. However, staying connected may cause forced

expectations on employees who need work-related communication to complete their duties
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all the time, even when they are outside of traditional work schedules (Davis, 2002; Marquart
& Gross, 2018). In this research, the researchers would like to study the impact of work-related
smartphone use during off-job time on the perception of work-life conflict among employees
in @ modern work society. Furthermore, using smartphones for work is one of the work
stressors influencing employees in terms of the amount of stress and burnout (Peeters et al.,
2005 and Kossek & Lautsch, 2008). Thus, this research focused on the impact of work-related
smartphone use during off-job time on burnout among employees. Moreover, the usage of
smartphones for work during off-job time and burnout is associated with work-life conflict as
a mediating factor among employees. According to the findings, employees who use their
smartphones for work-related tasks tend to perceive the conflict between work and personal
life domains. They are also likely to feel burnout because of work-related smartphone usage.
Increased usage of smartphones for work after working hours and perception of work-life
imbalance are factors that may contribute to blurring the boundary between work and non-
work, even though smartphones provide conveniences. This explanation and the results are
congruence with previous studies (e.g. Peeters et al., 2005; Boswell & Olson-Buchanan, 2007
and Wright et al,, 2014). For feelings of burnout among employees, using smartphones for
work during off-job time increases connectivity and can potentially contribute to negative side
effects on employees, such as chronic stress. Stress is found to be associated with three
components of burnout, and burnout can result from extreme or prolonged work stressors
including work-related smartphone use (McManus et al., 2002). Further, the consequences of
burnout have been linked to employees’ performance, physical health and mental health
problems, as well as turnover rate among employees (Maslach & Schaufeli, 2017).

Therefore, prolonged use of smartphones for work during off-job time among
employees may contribute to burnout, thus leading to negative consequences for employees
and their organization. In work-life conflict, the results showed employees perceived that
work-life conflict was positively related to burnout. Based on the boundary theory, work may
spill over into personal life during free time, causing cumulative stress outside of the workplace
and influencing work (Janssen et al., 2004). Previous discussions about burnout and prolonged
work-related stress from the perception of work-life conflict may contribute to burnout among
employees. Finally, the last assumption in this study is about work-life conflict playing a
mediating role in the usage of smartphones for work during off-job time and burnout. The
findings revealed that the perception of work-life conflict was significantly linked to using
smartphones for work during off-job time and burnout among employees. Investigation of the
mediating role of work-life conflict on burnout is congruent with previous studies (e.g. Janssen
et al,, 2004; Kossek & Lautsch, 2008 and Wright et al., 2014). Thus, work-related smartphone
use during off-job time is a key factor that strongly influences burnout through the perception

of work-life conflict, in which employees interpret work spilling over into their free time.
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6.2 Conclusion

Smartphones are portable devices facilitating communication and information
anytime and anywhere by accessing wireless internet. With the advantages of smartphones,
they tend to be used continuously as a working tool in organizations. This tool provides some
benefits for work organizations such as saving costs and enhancing work-related tasks.
However, smartphones have blurred the role of the boundary between work and non-work
among employees, especially when using them for work after regular work hours. Employees
frequently use smartphones for work after working hours, which may have an effect on
negative outcomes like perceiving work-life conflict, prolonged stress, and burnout for
employees, as well as low job satisfaction, work engagement, and turnover intentions for
organizations. The current study conveyed the impact of using communication technology
such as smartphones. Thus, organizations and managers should consider and balance using
smartphones for work effectiveness and usefulness while employees are outside of business

time in a contemporary work society.

7. Research Suggestions

This study was not without limitations. The first limitation was its cross-sectional
approach, meaning it was limited for interpretation among the study variables. Further study
should be conducted by using a longitudinal approach to assure the other influential factors
like frequency, duration, and degree of using smartphones for work during off-job time.
Moreover, one should consider the next morning before going to work among employees as
off-job time for further study. For the second limitation, this study focuses on the negative
effects of work-related smartphones. However, this tool may have positive advantages as well.
Thus, future studies should study the positive attitudes toward using smartphones for work
such as group communication effectiveness. For the last limitation, this research was not
controlled by job involvement, work engagement, workaholic, or flow variables, which may
influence how employees manage and perceive work-life balance differently, especially
employees who have a low level among variables. Therefore, future studies should control

these variables in the research model.
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Abstract

The research is aimed 1) studying the impact of the expansion of Udon Thani Rajabhat
University (Sam Phrao Campus) to government organizations, private sector and communities
around the university. And 2) Study the preparation method of government organizations,
private sector and communities around the university towards the development of
urbanization. This is qualitative research; data collection was conducted by in-depth interviews
and group interviews including, 10 representatives from government organizations, 2
representatives from the private sector, 10 representatives from the people in the community
surrounding the university, total 22 people.

The research found the impact of the expansion of Udon Thani Rajabhat University
(Sam Phrao Campus) there are many positive effects for government organizations, the private
sector and the community surrounding the university such as economic growth, land prices
have increased, encouraging the promotion of community education. However, there were
many negative consequences as well. The expansion of the university tends to cause
urbanization in the community which government organizations, the private sector and
communities have guidelines for preparing for changes as well. For example, there should be
a police station in the community, infrastructure should be developed in various fields and
others.

Keywords: Impact, Expansion and Development
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Abstract

The objectives of the research were to 1) study the overview of the Gross Domestic
Product in construction, the total construction material price index, the average loan interest
rate per year, the average of capita income, and the number of construction companies
registered with the Department of Business Development; and 2) analyze the influence of the
total construction material price index, the average loan interest rate per year, the average of
capita income, and the number of construction companies registered with the Department of
Business Development toward the Gross Domestic Product in construction. Conducted
quantitative research by collecting both quantitative and qualitative data from secondary
sources, collecting data from 2002-2021 for a total of 20 years. Data were analyzed by
descriptive statistics, namely average annual growth rate, and inferential statistical analysis
with a multiple regression model.

The results of the study found that the overview of Gross Domestic Product in
construction, total construction material price index, an average loan interest rate per year,
an average capita income, and the number of construction companies registered with the
Department of Business Development have an average annual growth rate of 8.60, 2.04, 4.70
and 3.31, respectively, except for the average annual loan interest rate which has an average
annual growth rate decrease of 0.07. It was also found that the 1% change in the total
construction material price index and the number of construction companies registered with
the Department of Business Development had a positive influence on the Gross Domestic
Product of construction in Thailand by 0.01 and 0.73% respectively. In addition, a 1% change
in average annual loan interest rates will have a negative influence on Thailand's Gross
Domestic Product of construction by 0.04%, but it is statistically unacceptable at 0.05. The
average of capita income cannot be used to analyze the influence that affects Thailand's Gross
Domestic Product of construction due to the multicollinearity problem. Therefore,
government agencies and the Bank of Thailand should continuously monitor, analyze and
report the results of the construction material price index, and should maintain the loan
interest rate not to be too high as it is an important factor that reflecting the increasing trend
of Thailand's gross construction product.

Keywords: External factors, Value of the construction industry, Affecting and Thailand
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1. uni (Introduction)
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3.4 NTOUKUIANIUNISIFY
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4.2.1 MIIATIERTNITaNun (Descriptive analysis) litedins1evdsaniniiiluves
Hade dadsentannoains Snsnenbeiug Telfiadereny wardnuuidnieadrsftaamadou
funsuimugsianIsAmuazaaananninduisdseinalne ndnduaiuiasiunisneasisvesusene
Ine TneFBnsmeadaluglvessanduvielosas uazAnadsluguvomssszneunisedung

4.2.2 153ATIEMBIUS UL (Quantitative analysis) LUN15ILASIEARUUT 1A
wyaaudadou (Multiple regression analysis) tielvmsuietladoddny liun fudsafannoats
Snsmenideiud melfiadoronu wrsnuuidnieainiivanadsuiunsuinungsianisiuay
naandnninduissemalne ifunansenudendnfusiuianunsnoaiisvesussimalne Tagld
wuudaes fail

GDP¢ = f (CPI)

GDPc = f (1)

GDP¢ = f (PerC)

GDPc = f (Q)

GDPc = f (CPI, I, PerC, Q)

39 GDPc
Tae

a + b(CPI) + c(l) + d(PerC) + e(Q)

GDPc  fio WAnfIINIaTINNITNeas19veIUsEmelng
CPI fe f¥llsIAnTannaasa
| fe Smvmeniledudiadesiel
PerC Ao Teldiadnsanusiot
Q  fe dunuvdtnneaiefiaemzidouiunsuiaungsfianisi
Poyaaunsuia1vesladesineg dnandisuininsivasudeyadymeanuduius
fiu (Collinearity Problem) a185@1 VIF (Variance Inflation Factors) %ﬂﬁmmsﬁ’i’lmﬁumi@aiznﬂﬁa
deatlA VIF lsitfin 10 (Hair et al, 2010)
4.3 guufgIun1sAne
mM5deisesdaduneueniidmwasioyavesgnavnssunoaanelulssimelned
tusauufgiunsinuniddoielfaenndesivinguszasdmsidy fad
sundgiuden 1 fvilsarfagreaiesiu (CP) fEnnaniinsadeausoves
KRS uTIUIaTINNNINEAT (GDPC)
sunAgiudadl 2 Sasnonidedudiadered () fBvswannansudsausiondniasi
1178571115n9&519 (GDP)
sunRgutai 3 eldindsdenusiol (PerC) SvEnanisnsudsuindenaniuiina
53UN510@319 (GDPC)
sunAgnuten 4 Yaduduuuivnieaiafiaanzideou (Q) fdvEnamansadeuan

AONANNUNUIATINNNTNBESNS (GDPC)
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suudgiutedl 5 naagioainenu (CP) Shamendedudindeded () meldiads
seauret (PerC) WagdwauviEnioadsfiannzifou (Q) T3vBnantmsudeuanse
HARNAINLIATINNIIABATIN (GDPC)
Taomsn9d 1 uanadeyadiaviisrusmmndanandisiu
P13 1 wanfasinasunsneaina (GDP friisaitannoasnesu (CP) Snanondefudiads

sat () elandssanunal (PerC) wazdnuluusSunneas1anannslou (Q) U w.a. 2545-

2564
9 v yGDPc yCPI ] | Peer Q

(R1uumn) CRERE) (Sovay) (UneaAu) ()

2545 166,717 74.4 7.39 85,947 5,540
2546 175,591 80.1 6.41 92,485 5,727
2547 197,014 88.3 6 100,564 5,920
2548 226,654 88.2 6.34 118,877 6,119
2549 245217 91.5 8.03 130,398 6,325
2550 263,388 96 7.72 140,079 5,942
2551 266,944 112.5 7.67 148,952 5,616
2552 271,258 97.8 6.68 147,923 5,792
2553 302,793 100 Vg1) 6.64 163,869 6,255
2554 306,622 106.3 7.83 170,666 6,210
2555 340,956 110 8.15 185,722 7,518
2556 344,786 111 8.19 193,266 8,569
2557 337,042 111.8 8.08 195,995 9,216
2558 379,939 106.1 7.98 202,152 9,336
2559 400,376 103.2 7.73 213,553 9,738
2560 394,729 105.2 7.38 225,126 9,358
2561 410,157 107.9 7.25 236,860 9,041
2562 419,078 106.6 7.13 243,787 8,874
2563 422,015 104.7 6.2 242,189 8,725
2564 439,127 113.1 6.04 232,176 9,480

SnsINTIAY
\adedad 8.60 2.04 -0.07 4.70 3.31
(Soay)

ﬁm: Ministry of Commerce (2019); National Statistical Office (2021); Office of the National
Economic and Social Development Council (2022) iaz Department of Business
Development, (2022)
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5. NaN15938 (Research Finding)

5.1 agunan1sAneInnIINveanineiuasiun1sniaaiie Avllsiaiagnaniie dns
aonilisduf s1olfiadedenu uazsuruuidudeairsiaanzdousunsuiauigsonisdn agu
dnnudaauded

5.1.1 Tugae¥ w.a. 2545-2564 ayilsiarianneaiiesiu Inelgume U w.a. 2553
uazHAnfuTinanumItesinvesstmAlve f8nsnsianadedel fovas 2.04 uay Sovas 8.60
MuEFU (15197 1)

Sovhmsnseitedesuisaiannoadany fdviuarevessdnfusinasounis
Aoaf19vesUssnalneAIgNITIATIBRANNTEUASY LeyiN15anTUIAUeItoYa NENATINIaTIY
nsneasrsvesuszmalneidue log §1u e asfiniisdudumSovaviduisadua dadeaaiisinn
Yanroadiesam fell

Ln GDPc = 10.30 + 0.0231 CMI L (5.1.1)
(t=7.089)
R? = 0.7364 %38 73.64% p-value = 0.000
Tned
Ln GDP¢ fio WanduTNaTINNINREs1eIlsEImnelng (Savay)
CMI e AvllsianTanneasnesiu (Sevay)

Jadedwtisinianneainesin 8nsnan1wmsadauindendndueiuiasiunisneasneves
Uszinelng laglivunnvesdvinanienanseny Wiy 0.0231 ningaud ddsidsariagnoasie
sudsundadlufesay 1 avdwmalvindndueinnanumieaiivesisemalng WasuuUasluly
fismaferfuosay 0.0231 Feladeduilsafannoairesu (CM) anunsaeduisnisasuuias
VOIANSUNNIATINNINOETNVIUITINALNY (GDPC) lW3owaz 73.64 agnsliludAgyvnaadfneen
p-value = 0.000 kAswATBIFsild i munauRgIuidaiiseagnoatisdeatiesn (CP) &
Svdnan1emsudsauseveanSuiinaunisneains (GDP) MuisUfiasauufgiuding1d ua
mnuduiuduansluauns 5.1.1

5.1.2 luta® w.a. 2505-2564 Snmenidetufindesed f8nsn1sanasnadered
Yowag 0.07 uagnandneinaTunmineaiswesssmalnefdasnmaiivadedeliesay 8.60 (10
a3197 1)

Lﬁaﬂ/‘hmﬁmeﬁé’mmamﬁaﬁuﬁm?{wiaﬂ NINTNARDVRINANANINUIATINANT
Aead1evesszwmalnemen1siaTeRaun1sdunse lnerinisanvuinvesteyandndugiuiasiy
n1sneas1svesUssmalngidual log §1u e asinuistduiluadovaziguieaduar dadesns
ponide fail

Ln GDPc= 12.106 + 0.0711 (5.1.2)
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(t=0.778)
R? = 0.033 %39 3.3% p-value = 0.447
Toedi
Ln GDP¢ Ao nandugaTINNIneasweIlstndlng (Seuay)
| fie Shsmonieonaviel (Govas)

Hadusnanondeiudiadorold Tviuanemsadauindovemanfuriuiasiuns
neafveslszmalny lnedvuinvesdnsnanienanseny Wiy 0.071 nu1gAIINI 618057
ponuboiudiodesied Wisuuastludosay 1 azdsmalindnfusinasunsieadsvessanalng
Wasuwdaslufemafeatudosay 0.071 Galladesamnendetudindeded () liannsnosune
AsiAsuulasvesndndusiuiasiunisneasiavesussmalng (GDPC) tiesannduyslald
auduiusidady Slinutoddynisadnsienn pvalue = 0.447 uatuddeidosiilafmun
auuRguinsnTeendetudiadedetisvinanmsadaurendnsusiiaanunisieains duds
Ufiasauufgiusanann wazanuduiusuandldluaunisi 5.1.2

5.1.3 Tutad w.a. 2545-2564 Meldiadenorunel uasnanfarinasiunsneadng
yasUszAlne fsasmaiiuedusel Sovas 4.70 uazdovay 8.60 AuAITU (21nAN3197 1)

dlovmsieszingliedodeaunsl I8vinanevemantariuiarunsneadng
209UsENALNEAIENITIATIEAEUAITLEURA TS I@Uﬁﬂﬂﬂiﬁﬂ‘ﬂﬂ’]@ﬂm‘ﬁ@%aﬂBiﬁLaaﬂﬁi@ﬂuﬁ@% way
nAnSuiuraTInnsneassveslsemelveidua log §1u e azlindisduduniovazivuneai

el
Ln GDPc = 1.69 + 0.909 PerC .. (5.1.3)
(t=45.16)
R? = 0.991 %38 99.1% p-value = 0.000
Tned
Ln GDP¢ fip nanATINaTINAINRES19veIUsEWAlnY (Sevay)
Per Ao yeliadenonunel ($ovasz)

Javuseloadenonunall (Perc) L8NS Nan19nsuTIUINABUBINANN UIUIRTINNITADES 4
299U58MANe (GDPC) Tnefiuunnveadnsnansananssny winnu 0.909 Bnu8a1NuIn o158 laede
\ | a a v | Y a o & | v a
sarusaliUdsundadiusonay 1 avdanalindnineiuIasIuNIsNeasaveslsewmelng Wasuwlas
TUludimnfiednussgar 0.909 Fetadusielaadsnanunat (PerC) @unsnasuienisiuasuwlad
VOIANSUTNIATINNINEETNUIUTTIALNY (GDPC) l93awaz 99.16 agsliludAyvvadfcneen
p-value = 0.000 Fssausvanuigiuladosslaladenaausdel 8nSnan1nsudsuinsdonan o
1178570N15NDAS19VBIUTENAINGY WaLAINUFURUSLARNILA I UFNNTSA 5.1.3
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5.1.4 Tuthad w.e. 2505-2564 S1uruvTEnneaisiaanzifouiunsuiamigiia
M3f1 wazHAndueinanunIteaiiwessamdlng f8nsnsiiuededed fovas 3.31 uazies
ag 8.60 MUSIFU (A1Ne57 1)

devimsliengidnnuuidnneairsiannaifoutunsuiaungsfianisd T8vswa
AOUBIHNARNANILIATINNTNEATIVRIUTENALNE MENITIATIERANNTEUATT Tngviinsanuuln
vestyadnnuuItneaisiiaanzifoufunsuinuigsianisi uasnanieiniasunisneaing
vosszmdlnedum log g1u e axfimbetudurSevazitudoiu fil

Ln GDP: =2.033 + 1.190Q . (5.1.4)
(t=7.592)
R? = 0.762 39 76.20% p-value = 0.000
Tned
Ln GDP¢ Ao nandugnaTIunsneaswwetlsendlne (Seuay)
Q fio Srunutismaeaisfiaanzfoutunsuimunssionisin (evas)

Hadednnuuitnnoaiiiaansdoutiunsuinuigsiansd Q) TvEnaminsadauanse
NANATIUNATINASNRAS 198 IUSENANY (GDP.) lnefiaunnuesdyndnansenansynu windu 1.190
wngain d1eliededenuUasunladiulevay 1 azdawalindndasiuiasiunisioadiaves
Uszwdlng 1wasunladulufimmaieatudosas 1.190 dsdladesnuuismneadrafivansfoudu
NIURAUISININITAN (Q) anusaesunenisiasunlamesndndusiuiasunisneadiwesssine
Ine (GDPY) lnSaeaz 76.20 egaiitadiAgynieadifsiedn p-value = 0.000 Fseousvaunsgiuade
FIUVTENNAT9ANL e UAUNTURRIUIGIAINITAT TBNTNANATATIUINABNAAA INLIATIY
M3neass wavauduiusuansldluaunisi 5.1.4

a 14 a

5.2 ayunan1sAnudnswavasivilsimdagneadiesin dneeniletudiaaedal s1gla

v
a a

Asreaudatl uazdruluuTEnneaisiivanzideudunsuiaungsianisdn favsnanensad
UINFINARANIINIATINNTINRETN

Tutaa® w.a. 2505-2564 naRAATIIIaTIINIABAT YR sEWAlNETS AT s isedssed
$ovaw 8.60 MdlsaTageadusudsannafuaiesod fevay 2.04 Snsmondedudindesed
finsnnsanasindedel Jevay 0.07 :eldedesoaudediisnsnsifiuedssed Yevay 4.70 uay
Snuvitnneaiefiaangdeufunsuiauigsiondilidasnsifiuadeded fovay 3.31 (a0
el 1) doliesgvidvsnavesduiiiaagieatssu Snmmendetuiindedel solfadsse
ausiel uazduruuitvneaisieanzdoufunsuimuigsianisi Tuadendnsusiinasiunig
roads aguldsed

nMTATEiaunMInvaadedou (Multiple regression analysis) lngvinnisanruinvesdeys
Srunuvitvneairsieansdeutunsuianngsianidn seldededenused waynaniamiuasy
nsneadvesUsunalneidun log g1u e sxlinirstuiduaSesaziduieaiuiudviisnaiian
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neaf1esiu wazdnsmenletuiadeset 3adade | way Q d8nEwanisuinsie GDPc 8nLiu CMI
Wunseeniuauufigiuden 5 uetlade deeunts 5.2

Ln GDP¢ = 494 + 0.01CMI- 0.041+ 073Ln(Q) oo (5.2)
t-test = (5.303) (-1.347) (5.504)
p-value = (0.000) (0.197) (0.000)
R? = 0.917 %39 91.70 %
F-test = 56.533
Tned
Ln GDPc Ao WARAusILNaTIUNSNRas9vasUsEmAlne (Sauay)
CMI Aa UsEnneaseiaanuleu dvisinianneasnesy (Sevay)

1%
Y IS a v

| e dnTmenileluiadesel (Seeaz)

P

b

[

Ln Q Aa PuInUTENneaieiaave euiunsuimuigsianism (Gevaz)

Mnnmsnegeudamvnsaiiluaunisil 5.2 wuiwudsdase ldud dudlsafannoates

(CM)) Shsrnendeiufiadeded () uerdunuuidnneainsfaanadousunsuinungsianisé (Ln
Q) lufidaymianuduiusiu (Collinearity Problem) a18@1 VIF (Variance Inflation Factors) Fadl
nauaAAILUsdaseynafeaiian VIF lailin 10 (Hair et al., 2010) InedudsBasennsipe avil
sianreatesi (CM) Snsnondefufiadesod () uazsuiuuisnieatsilaansidouiunsy
#u53AINIIA (Ln Q) fiA1 VIF Wi 1.929 1.135 uaz 1.768 audsty detuagulddraunsd
5.2 luindymduusdasedianuduiusiu snudadeseldinioronuded Adan VIF iy
229.923 Gau1nnin 10 Sedadtadesuldadsnenuredeoonly Tnefuusdass CMI I, Ln Q
aunsanensainisiuasunlas Ln GDP. l@5esay 91.70 Tngan p-value 983 CMI ez Ln Q a1
WU 0.000 usiAn p-value ved | SAWinAU 0.197 ManeANI1 CMI uag Ln Q Sifaddnsadn
gouduld o sedu 0.05 dw | Tuivedfymnsadnfioonsuld o sedu 0.05 nan15Inszel niEwa
WIONANSENUVDY CMI, |, Ln Q #iflsie Ln GDP. aqﬂﬂsmﬁuﬁwﬁaﬂé’ﬁaﬁ

5.2.1 Uadedvilsandanneadneasiy 28vEnan1ansadauindendniaguiasiunis
feassvesUsvinalng lneilvuinvesdnsnansonanseny Wity 0.01 nueANNI Sdyisia1ian
feaf1eruAsuulatiudosar 1 ardmalindndusiasunsteadswesUsamealng Wasuuuas
TUluiemafeaiuiesaz 0.01

5.2.2 5mimamﬁsn'3uﬁm§'wiaﬂ 1BNTNANIINTUAIAUADHANAUAUIATINAT
noa319vesUsznalvng Tnalivunueadnsnanionaniznu tM1Au -0.04 ©UIBAIINTY A18RT7
ponuboiudindesiel WasuuUadlufesay 1 avdsnalvindnsusiinasunisieadsvesssmelg
WasnuUasllufirnanseinuiudesay 0.04 wildanunsoseslinieadn

5.2.3 Snnuuiinneaiafiaansifoutunsuinuigsianisé Tvsnanansads
vIndeNandugiuIaTuNTneaiweslszmalny lasllvuinvesdvsnansenansznu Wiy 0.73
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v fauuiTnAeaifiaamzideutunauiauissianisd Wasuuwadlufesay 1 as

dsalindndusiniasiunsteassvessandlne Wasuuadlulufiemaiendudesas 0.73
Tnefidadonelfinderonuded lildiundnelunsdd Sddinssndadesnan sonan

mMeesen enseldndsreauteTagiiliindaminiada Sesduusdasyiianuduiusiu

(Collinearity Problem) nanmsviaaeuansigiu agulddsmsnsd 2

M54 2 HAMINAADUALAT

dunpgudod SN8azLo8n wamslnﬂaau

B fAUUAFIU

1 avilsATannead1eneasnasiy (CPI) 18nSnan1ensuds Ufjas
AURDVDINANA UNUIATINNTABESS (GDPC)

2 Srmmenidotufiadensd () Tavnansnsadeausendn Ufjars
Auaiuiasiunsnease (GDPY)

3 seldadesoausel (PerC) TvSnanansudauinse YOUSU
NANAUTNIATINASABEAS1S (GDPY)

4 Yasusnnuustvneassiiaamadou Q) Havinannss gousU
LTIUINADHAN A UNUIATINNTABEAS (GDP)

5 sanreatadeadtern (CP) Snsnenidodufiedess  sewiuiamsdad
Y () elenderonunet (PerC) LAz uILUSIMAoasNs CMI wag Q

d‘ a aa a a 1 a % 'S
NANLLULU (Q) UBNTNANINNTUIIUINFDNANNLUNUIA
59UN15N9&519 (GDP)

6. d3Unan1338uazafiusneg (Conclusion and Discussion)

mMs3dei3es Yaduneueniiiinansznureyadvesgnamnssuneaitanielulszimalne
mmaaaﬁﬂ518mami%’ammi’mqﬂizmﬁlﬁé’mﬁ

6.1 a7UHANISANYININTINVONANTUTNIATINNTTNRATIY dudlsimTanneasne §ns
pondedud Tolfladedeny uarsuuuidnnoasaiivnadeutunsuiamigsianisén wui
Tug9t w.e. 2545-2564 wandugiIasNIsneasvesUsEmalng dvilsiaianneasiesiy das
nonidsdudiadeded Meldiaderonudel warduiuuidneatiannzdoutunsuinunssia
n13fn d8msnsiiiuiadenel fouar 8.60 avay 2.04 Yewaz 0.07 fovay 4.70 uay Yeuay 3.31
a1y Wolinsgisvinavessuiinafanieatrru Snsnendodufindesiel T1oldiadesie
Ausiod wazduruuitnneairsiveneDoufunsuiauigsianisin wonudasdedenflvondn fusi
WIdTINITNRasvessEmalng nudliA1vesdnsna windu Seuaz 0.0231 Jesay 0.07 feway
0.91 waz Faway 1.19 lnansinseidnarilulumuuuanufnuaznguianuisdeoirsugaans
unnaasiures Donkwa (2015) snuiuiladednsnenidedudiedssolfinantsifonuiiavia
MensaFuan uenaniinansiseaenndoeiu Krungsri Research (2022) waz Chucherd (2022) 7
¥aguin mafinduresiuiisetanieainesa lnsansdudmnamdnuasninsusindning
Usumandiutu fnadensamuiianas wazdwasiild GDP funisneadsanasine eehslsfiny
nan73delsiaenadosiu Wongsinsirkul and Ramintra (2022) #iléaguliluunainuisinisves
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sumswisUssmalnedn nsuiueends ulsvienmsifiusnsnendetuinuazaenidedud o
dIHANTENUNAUADNNGINY SINTNTINTNDAI90Y

6.2 asUnansfinudninavestuiisantangeateny Sannendedufindered seld
dufoausel uardnnuuTTnnoaiuiiaangoutunsuiaungsianisdn duadendndnsinasy
msneatis wuin Jedesviismfanneatrsny wazduuuidnieaiaiaansdeuiunsuiamn
§509M13A1 1BNENaN1ensuBUINFeaNdniuuIaTINNIsneaiweslsemalng Inevuinved
SviswanTenanseny Wity Sosay 0.01 uax Sovay 0.73 sniudafednmnendefufindese s
dvina Youaz -0.04 uay MolfladedenusioliigninnainmsiinsziiosnyiliAntamima
adfiSeeduUsdasydnuduusiu (Collinearity Problem) Tnanisaiasizsisenariuluaiy
unmLAaaznuinldelrsugaansunniaidosdiures Donkwa (2015) ussieldiadeseny
selnduliifdninanisnsndeuindendnfusiasiunisnoadiavesdsznalne vonaind
nan153dedaanndaatu Niampong et al. (2011) finuin ﬂa%’aé’mmamﬁywﬁuﬁﬁmmzau WAy

si¥anneass Wulladendwmadeseliviondndusiianiuvesgaavnssuneasne

7. UatauauUzN15398 (Research Suggestions)
nsfnwses Jaduneueniifinansenuseyad1vesgnavnssuneasenielulssinalne d
9 Ao o v 1 &
JoldusuurdAgyfsraliil
7.1 ToLdUBULIINNAINY
JorauonuzanuiIdoiieun lulguselaailaase agulamunanisfinwives
& v dy
nOUTTAIARIU
1. #an153Asen nudn Jadedvlisandanneasiesin 18vsnanemsadsuinse
HANANNINIBTINNIINOATNVOIUTEINALNE AINUNIBIUNIATT 019 NTensIwIaied AI5iinIs
Taszikazenunaneiuladesaiisiatanneaswediwaiondulszirmedou selasuna
waz1ed Wesndadusviisananneasisiiiiuduasyioud sl iunsiiuduvendningiuiasy
nsneasveIUsIAlneg

¥

ﬁm%uﬁﬁaé“mmamﬁﬂﬁug HINTNANATUTIAUADVRINANT UIMUIATINNT
roasvaslssmndlng TnevmindmsnendsGudiiuuiliiuanas asdwaliindnsnsinasiunis
Aeafaiiutu fdusuasuwinssmelneaslinsmifuguanassnnsedusnsaendedudlilg
digaduly

drutladvsnglfiadedonusel dansnantmsudsuindendndusiuiasiunig
roaf1svesszinalng mneds mnseldiadoienusdetvesszuszavululssmalneduunli
diuFuazdwmalindnfusinasumsteadaiuiy é’fﬂﬁ?u%fgmamﬂﬁmmﬁ'}ﬁfgﬁumsdqLa’%mms
$r901u dieliuszrvulutsemaiomui Snelddmiusdniodsmuomarasouniiadig
Weane waranunsalkueeudmsuamu M’%@%@ﬁagmﬁmmmum

Tushutiadesnuuidnnearsiaamadouiunsuiaunssfianisé TvEnananss

LBIUINADHAN A WIINIATINATNBES19V0IUTENALNY UU18E NINT IS ENADES19EINTaAL T
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a [ 1 a 1

g3nuaziinalssnaunisng agviliusenneasisdinanaunsadniugsiasdeluldeg oo &

| a 9 o

wdawaiiAdendndusiuiasiunisneaing ﬁaﬁuagmahwﬁwmuﬁLﬂm%’aa LU FUIATTUA
Useinelnelngsuinsnidvd wagsun1sduasulaniaruInnNanvuIngey AITATUALUAIUEY
asuludnsaendeiuifmngauuiuisnioatafefnulvisuiunisnioadsliiaiym
MUY auvilviseudnianisiy

o '

2. Yaduneusnaaniagieairery neldinderoaudel wagdnnuuTinneainad
Nzl uiunsuRmLIgININITAY 18nEnan1ansadeuindenaniueiuiasiunisneaine snviy
Snmenidoiiufiadedediifdvinanmsndsausdondnfasinasumsneadng dduniieny
A3y W vdganlunsensngeavnssy laud ddnanuinungfianisen ddnnuddansensis
PRAIMNTTU NIUALASURNAIMNTIY AITIIANUEIR A uTaTesImTagneas1suazinsinny
Aengiilensnuunliy menfannoaiunudmadieelfssfitgnamnssuneaiisedasioiilos
Snisssuravessamelneasivlevisduaiunisadrenudlodfiussldiad sdeauded uazidn
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