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Editorial Note

It is with great pride and professional satisfaction that | present to our readers the
latest issue of the Journal of Strategy and Corporate Competitiveness (STECO Journal),
published under the Center for Strategy and Enterprise Competitiveness, King Mongkut’s
University of Technology Thonburi. STECO Journal has been officially accepted into the Thai
Journal Citation Index (TCl) and designated as a Tier 2 journal. This recognition - valid from
January 1, 2025, to December 31, 2029 - marks a significant milestone in our ongoing
commitment to publishing academically rigorous and practically impactful research in the field

of business administration.

This issue, Volume 4, Issue 10 (January-April 2025), continues to reflect the journal's
dual mission: advancing theoretical insight and fostering practical application. It features eight
peer-reviewed articles, published in both Thai and English, which have been meticulously
selected by a panel of esteemed experts. The topics addressed in this issue span a
comprehensive range of disciplines, including human resource management, organizational
management and leadership, strategic management, marketing strategy, financial

management, technology and innovation management, and business administration.

Each contribution in this issue aligns with STECO Journal’s overarching vision of
enhancing sustainable organizational competitiveness. The featured articles not only
contribute valuable theoretical frameworks but also offer actionable strategies for application
in real-world organizational contexts. As such, this issue will serve as both a scholarly resource

for academic citation and a practical guide for organizational development.

On behalf of the editorial board, | extend my deepest appreciation to the contributing
authors for entrusting us with their work and to our dedicated reviewers for their critical role
in ensuring the academic integrity and quality of each article published. Your contributions are
the cornerstone of the journal’s continued success. We look forward to your ongoing
engagement with STECO Journal and remain committed to being a trusted platform for the
dissemination of impactful research that advances strategic and organizational excellence in
Thailand and beyond.

Asst. Prof. Dr. Watcharapoj Sapsanguanboon
Editor-in-Chief
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Abstract

This study explores the adoption of cashless mobile payment systems among
Thailand's silver generation (aged 60 and above), a demographic experiencing rapid growth in
digital engagement yet facing unique adoption challenges. By integrating the Technology
Acceptance Model (TAM) with user experience perspectives, the research investigates the
influence of perceived ease of use, perceived usefulness, social influence, technology self-
efficacy, and trust on user experience, which mediates satisfaction, adoption rates, and
behavioral intentions. A quantitative survey of 480 elderly participants in Bangkok was
conducted, with data analyzed using structural equation modeling (SEM). Key findings indicate
that perceived ease of use and trust significantly enhance user experience, while social
influence and technology self-efficacy moderately contribute. The study highlights user
experience as a critical mediator, emphasizing the need for user-friendly interfaces, trust-
building strategies, and digital literacy programs tailored for the elderly. These findings provide
valuable insights for financial institutions, policymakers, and technology developers aiming to
promote digital financial inclusion among older populations in emerging economies.
Keywords: technology adoption; aging society; user experience; satisfaction; behavioral

intentions



1. Introduction

The rapid growth of digital payment systems has reshaped the global financial
landscape, offering convenient and secure transaction solutions. Mobile payment systems,
such as Near Field Communication (NFC), QR codes, and mobile banking applications, have
emerged as dominant trends, providing seamless and contactless payment solutions (Dahlberg
et al,, 2015). In Thailand, mobile payment adoption has significantly accelerated due to
government initiatives promoting digital transactions; however, certain segments of the
population, particularly older adults, are still encountering substantial barriers (Kraiwanit et al.,
2023).

As Thailand's population continues to age, the silver generation individuals aged 60
and above remains a critical demographic in this digital transformation. While their
participation in mobile payment systems is increasing (Puriwat & Tripopsakul, 2017), significant
barriers such as low digital literacy, concerns about privacy and security, and limited familiarity
with technology still pose considerable adoption challenges (Berkowsly et al., 2017; Kraiwanit,
et al,, 2023). For instance, older adults frequently struggle with complex interfaces and require
simplified navigation to use mobile payment applications effectively (Chen & Chan, 2011).
Physical impairments associated with aging, such as visual and motor skill deterioration, further
hinder their ability to interact effectively with mobile payment interfaces (Razali et al., 2024).
Moreover, elderly users often experience difficulties due to small fonts, complicated
navigation, and rapid technological updates that are not user-friendly for older adults
(Berkowsly, et al., 2017). These usability problems exacerbate hesitancy and negatively affect
adoption rates among older demographics.

Addressing these barriers is essential to enhance adoption among elderly users. These
challenges become particularly evident during public health crises, such as the COVID-19
pandemic, when elderly populations faced increased pressure to transition to digital
transactions due to restrictions on physical interactions. Despite this urgency, many elderly
individuals encountered substantial difficulties due to limited digital skills, inadequate
technological infrastructure, and concerns over cybersecurity (Msweli & Mawela, 2021; Gupta
& Hakhu, 2022). Therefore, improving elderly users' acceptance of mobile payment
technologies can significantly enhance their resilience during crises, supporting broader public
health initiatives and strengthening economic stability (Raj et al., 2023).

This study seeks to explore the adoption of cashless mobile payment systems by
Thailand's elderly population. Despite extensive research on digital payment adoption
broadly, a significant gap exists in understanding the specific barriers and facilitators for
Thailand's aging population. By integrating the Technology Acceptance Model (TAM) with user
experience concepts, the research aims to identify the factors influencing elderly users'
adoption of cashless mobile payments and address existing adoption barriers. The quantitative

approach employed in this study will provide comprehensive insights into both usage patterns



and experiential factors. Ultimately, the findings will offer insights for policymakers, financial
institutions, and technology developers to design inclusive and user-friendly digital payment

ecosystems, fostering economic and social participation for Thailand's silver generation.

2. Objectives
1) To examine the effects of perceived ease of use, perceived usefulness, social
influence, technology self-efficacy, and perceived trust on the adoption of cashless
mobile payments among elderly individuals in Thailand.
2) To investigate the mediating role of user experience in influencing satisfaction,
adoption rate, and behavioral intentions related to cashless mobile payment

systems within the silver generation in Thailand.

3. Literature Review

3.1 Technology Acceptance Model (TAM)

The adoption of cashless mobile payment systems among the silver generation can
be explained primarily through the Technology Acceptance Model (TAM) and the Unified
Theory of Acceptance and Use of Technology (UTAUT). The Technology Acceptance Model,
proposed by Davis (1989), identifies perceived usefulness and perceived ease of use as the
core factors influencing technology adoption. These frameworks provide complementary
perspectives on technology adoption, particularly among older adults (Alexandru et al., 2019).
Within mobile payment contexts, perceived usefulness refers to the elderly users' belief about
the technology’s ability to enhance their financial transactions, whereas perceived ease of use
denotes their assessment of the effort required to utilize the technology effectively (Park et
al., 2022).

Several studies have emphasized the relevance of TAM for understanding mobile
payment adoption. Kim et al. (2010), for example, established that perceived usefulness and
ease of use are crucial determinants influencing mobile payment acceptance. Additionally,
elderly users often exhibit increased sensitivity towards security and privacy issues associated
with digital platforms, making trust and security integral factors in adoption decisions
(Khalilzadeh et al., 2017; Venkatesh et al., 2012). Therefore, incorporating trust and security
into the TAM framework provides essential insights into elderly users' concerns about potential
risks in using digital platforms (Yang et al., 2023).

Informed by TAM, this study proposes hypotheses examining how perceived ease of
use influences user experience among elderly populations. Specifically, perceived ease of use
is expected to positively impact elderly individuals' willingness to engage with mobile payment
systems, consequently improving their overall user experience (Davis, 1989).

Building on the foundations of the Technology Acceptance Model (TAM), the

hypotheses in this study focus on the relationships between perceived ease of use, perceived



usefulness, and user experience in the context of cashless mobile payments among the silver

generation in Thailand. Therefore, it is hypothesized that;

Hy: Perceived ease of use positively influences the user experience of cashless mobile

payments among the silver generation in Thailand.

Perceived usefulness refers to the extent to which individuals believe a specific
technology can enhance their performance or productivity (Venkatesh & Bala, 2008). Prior
research confirms that perceived usefulness strongly influences technology adoption among
older adults, who tend to prioritize functionalities that provide tangible improvements in their
daily lives (Yang et al., 2023). For silver generation users, the perceived usefulness of cashless
mobile payments is closely tied to the convenience and accessibility these systems provide,
particularly by enabling financial transactions without physically visiting banks (Yang et al,,
2023; Venkatesh et al., 2012). Consequently, it is hypothesized that;

Hy: Perceived usefulness positively influences the user experience of cashless mobile

payments among the silver generation in Thailand.

3.2 Social Influence

Social influence and social interaction significantly affect older adults' adoption of new
technologies (Seo et al., 2023). Older adults frequently depend on guidance and support from
their social networks, such as family and peers, to become familiar with and confidently adopt
digital technologies (Yang et al., 2023). In recent years, the increased complexity and rapid
proliferation of digital platforms have intensified this reliance, emphasizing the importance of
immediate social circles in the silver generation’s technology adoption decisions (Seo et al,,
2023).

Recent research highlights the profound impact of social interactions on how the silver
generation perceives the usefulness, ease of use, and overall value of digital technologies
(Yang et al, 2023; Sharma et al., 2022). According to Venkatesh and Davis (2000), social
interactions play a crucial role in shaping users' perceptions by reinforcing the benefits and
ease of technology use. Positive social interactions, particularly guidance and encouragement
from trusted individuals, enhance confidence in mobile payment systems, making them more
appealing and accessible to elderly users.

Studies focusing on mobile wallet and payment adoption further reinforce the
significance of social influence as a key factor driving satisfaction and adoption intentions
among the silver generation (Singh et al,, 2020; Yang et al,, 2023). Beyond facilitating initial
adoption, social influence also plays an essential role in sustaining long-term usage, as
continuous support and positive reinforcement help maintain engagement with digital

payment platforms (Seo et al., 2023).



Additionally, research by Niehaves and Plattfaut (2014) emphasizes that the silver
generation's decisions to adopt internet technologies are largely shaped by social factors,
demonstrating how social influence can serve as a bridge to overcoming the digital divide.
Recognizing this, targeted strategies that leverage social networks and peer influence could
significantly enhance the adoption and continued use of digital technologies among the silver
generation. Therefore, social influence is essential for enhancing silver generation users'

acceptance, continued use, and overall experience with mobile payment systems.

Hs: Social influence positively affects the user experience of cashless mobile payments

among the silver generation in Thailand.

3.3 Technology Self-Efficacy

Technology self-efficacy (TECH) refers to an individual’s belief in their ability to
effectively use technology to perform specific tasks (Compeau & Higgins, 1995). Grounded in
Bandura’s (1986) broader concept of self-efficacy, TECH is built on the idea that personal
confidence in technological skills influences behavioral intentions, performance outcomes,
and attitudes towards technology. With technology increasingly integrated into daily life, TECH
significantly shapes how users engage with digital platforms (Venkatesh et al., 2003).

User experience (UX) describes the comprehensive experience resulting from
interactions with products, services, or systems (Law et al., 2009). Researchers suggest that
individuals with higher TECH tend to experience more positive interactions, as their confidence
encourages them to explore features, resolve issues effectively, and utilize technology
innovatively (Compeau et al.,, 1999). Conversely, users with lower TECH may encounter
heightened anxiety and frustration, negatively affecting satisfaction and sustained usage (Saadé
& Kira, 2009).

Furthermore, TECH has been shown to significantly influence perceived ease of use
and perceived usefulness—core constructs of the Technology Acceptance Model (TAM) (Davis,
1989; Venkatesh & Davis, 2000). Users who believe they can skillfully navigate technological
platforms often perceive these systems as more accessible and beneficial for achieving
personal or professional goals. Consequently, these positive perceptions foster greater
satisfaction, stronger engagement, and more favorable intentions toward continued
technology use (Venkatesh et al.,, 2003). From a UX perspective, high TECH encourages users
to explore advanced features, provide constructive feedback, and recommend technologies
to others (Hong & Tam, 2006). Conversely, low TECH can lead to anxiety or frustration,
diminishing users' satisfaction and reducing their willingness to continue using new
technologies (Saadé & Kira, 2009). This hypothesis is supported by recent empirical studies
highlighting the crucial role of technology self-efficacy in shaping older adults' digital payment

experiences.



Hgz: Technology self-efficacy positively impacts the user experience of cashless mobile

payments among the silver generation in Thailand.

3.4 Percieved Trust

Perceived trust refers to an individual’s belief that a system, service, or entity will fulfill
its obligations reliably and honestly (McKnight & Chervany, 2002). In technology-mediated
contexts, perceived trust often encompasses faith in data security, privacy protection, and
ethical use of personal information (Gefen et al. 2003). As digital platforms and services grow
increasingly complex, users rely on trust to reduce uncertainty and mitigate perceived risks
associated with online transactions (Pavlou, 2003). Trust encompasses not only technical
elements such as authentication and confidentiality but also users' overall feeling of security.
As a result, perceptions of trust significantly influence individuals' attitudes and behaviors
toward adopting and using technology (Kapoor et al., 2022).

From a user experience (UX) perspective, perceived trust exerts significant impact on
acceptance, satisfaction, and continued usage (Lee & Turban, 2001). When users trust a
technology platform or service, they are more likely to engage positively with its features and
functionalities, thereby enhancing overall usability and satisfaction (Gefen & Straub, 2004). High
levels of perceived trust also encourage users to explore advanced capabilities within a system
and sustain long-term loyalty (Pavlou & Fygenson, 2006). In contrast, low trust may lead to
heightened skepticism, restricted adoption, and suboptimal user experiences, ultimately
undermining the success of digital services and applications (McKnight et al., 2002). Nimrod
(2022) also stated that low perceived trust often results in limited exploration of platform
features, cautious interaction, and hesitancy in continued technology usage. Service providers
must proactively address trust-related concerns by clearly communicating their data security
frameworks, adopting transparent privacy policies, and ensuring responsive user support
systems (Choudrie et al., 2020).

Hs: Perceived trust positively influences the user experience of cashless mobile payments

among the silver generation in Thailand.

3.5 User Experience (UX) as a Mediator

UX encompasses all interactions between end-users and an organization, including
interactions with its services and products. It is broadly conceptualized as encompassing users’
perceptions, emotions, and responses resulting from using a product or service (Feng et al,,
2023). UX is particularly significant in technology adoption, as it directly influences perceived
value and user satisfaction (Hassenzahl & Tractinsky, 2006). Additionally, Seo et al. (2023)
highlight the importance of involving older adults in the design of mobile shopping systems,
ensuring these systems effectively accommodate their evolving technological needs and

preferences.



In the context of cashless mobile payment adoption among Thailand’s silver
generation, UX serves as a critical mediating factor. A positive UX addresses age-related
challenges, including visual impairments, reduced dexterity, and cognitive limitations, thereby
significantly enhancing older adults' willingness and ability to adopt mobile payments (Kim,
2010). Developing intuitive and accessible interfaces tailored specifically for older users can
mitigate usability issues related to aging and foster greater acceptance and continued usage
(Kim, 2010).

Furthermore, UX can be further enhanced by designing mobile payment systems that
are enjoyable, easy to navigate, and responsive to the unique requirements of elderly users.
Providers who prioritize these usability aspects are more likely to achieve higher adoption
rates and sustained user engagement (DelLone & MclLean, 2003). Elements such as responsive
design, clear navigation, and accessible functionalities are essential to increase overall user
satisfaction and perceived value, thereby encouraging continuous usage among older adults
(Hassenzahl & Tractinsky, 2006; DelL.one & MclLean, 2003).

3.6 Technology Adoption Rate

Adoption rate refers to the speed and extent to which individuals or groups accept
and begin to use a new technology or service. Within the realm of mobile payments, adoption
rates can be influenced by multiple factors, including perceived usefulness, perceived ease of
use, cost, and social influences (Dahlberg et al., 2008). As mobile payment solutions become
more pervasive, the degree of user acceptance often depends on how seamlessly these
services integrate into users’ daily activities.

Recent studies indicate that user experience significantly shapes the adoption process
by affecting users’ overall perceptions and satisfaction (Hassenzahl & Tractinsky, 2006). A
positive user experience characterized by ease of navigation, intuitive design, and
responsiveness. It encourages repeated use and fosters trust, thereby increasing the likelihood
of sustained adoption (Gharaibeh et al., 2018). Conversely, a poorly designed interface or
suboptimal performance can deter potential users from embracing mobile payment services

and ultimately diminish adoption rates (Kim et al., 2010).

He: User experience positively influences the adoption rate of cashless mobile payments

among the silver generation in Thailand.

3.7 Satisfaction

User satisfaction is a critical factor influencing continued usage of mobile payment
services (Gupta & Hakhu, 2022). Users who perceive these services as reliable, beneficial, and
secure tend to exhibit higher satisfaction levels, enhancing their commitment to ongoing usage

and willingness to recommend the services to others (Yuan et al., 2016).



Previous research consistently demonstrates that satisfaction strongly predicts users'
continuance intentions, as highly satisfied individuals are significantly more likely to persist
with a service (Naidoo & Leonard, 2007). Among the silver generation, satisfaction levels and
consequently usage behaviors can be particularly sensitive to concerns regarding the safety,
reliability, and ease of use of technology. Mobile payment providers who effectively address
these concerns and optimize user experiences for older adults are likely to achieve higher

adoption rates and continued usage in Thailand (Chaveesuk et al., 2018).

Hz: User experience positively affects satisfaction with cashless mobile payments among the

silver generation in Thailand.

3.8 Behavioral Intentions

Behavioral intentions refer to an individual's readiness to perform a specific behavior,
in this context, adopting and using mobile payment systems (Ajzen, 1991). For the silver
generation, behavioral intentions reflect their willingness and preparedness to embrace
mobile payment solutions. According to the Technology Acceptance Model (TAM), perceived
usefulness and perceived ease of use are crucial determinants shaping these intentions (Yang
et al,, 2023). Specifically, older adults are more likely to adopt mobile payments if they
perceive these technologies as useful for enhancing their daily activities and easy to operate.
Additionally, social influences from family members, friends, and peers strongly impact elderly
users' adoption behaviors by enhancing their confidence and providing practical support for
technology use. Furthermore, user experience significantly reinforces positive behavioral
intentions by ensuring intuitive, user-friendly interfaces that reduce cognitive complexity and
physical demands, ultimately facilitating sustained adoption (Zhou, 2011).
H8: User experience positively impacts behavioral intentions towards cashless mobile

payments among the silver generation in Thailand.

3.9 Conceptual Framework

The independent variables in this study are perceived ease of use, perceived
usefulness, social influence, technology self-efficacy, social influence and trust. These
variables have been identified as critical factors affecting technology adoption in previous
studies. User experience serves as the mediating variable in the model, linking these
independent factors to the dependent variables. A positive user experience, shaped by ease
of use, trust, and other factors, is expected to enhance satisfaction and lead to higher adoption
rates and stronger behavioral intentions. The dependent variables in this framework (Figure 1)

are satisfaction, adoption rate, and behavioral intentions.
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Figure 1 Conceptual Framework

4. Research Methodology

This chapter presents the quantitative research methodology used to examine factors
influencing cashless mobile payment adoption among the silver generation in Thailand. A
quantitative approach is employed to systematically test hypotheses and investigate
relationships between key variables, including perceived ease of use, perceived usefulness,
social influence, trust, and user experience (Creswell & Creswell, 2018). Data were collected
using a structured questionnaire as the primary research instrument. This method allows
precise measurement and analysis of the variables influencing elderly users' adoption of
mobile payment technologies, providing reliable and generalizable findings relevant to this
study.

4.1 Sampling

The target population for this study comprises elderly individuals aged 60 years and
above residing in Thailand (Kraiwanit et al., 2023). Specifically, the study targets elderly adults
who have prior experience with mobile banking applications, as they are more familiar with
mobile technology and digital financial services. Convenience sampling was employed due to
practical considerations related to time, budsget, and accessibility. Data collection was
conducted using structured, face-to-face questionnaires administered to 491 elderly
participants, resulting in 480 usable responses. Although convenience sampling is efficient, it
presents limitations concerning generalizability and potential sampling biases (Bell et al., 2022).
To mitigate these limitations and enhance data reliability, interviewers received training on

questionnaire administration and were instructed to record responses accurately. Participants
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had to fulfill two inclusion criteria: (a) be at least 60 years old, and (b) have experience using
mobile banking applications.

4.2 Survey Instrument

This research developed a questionnaire based on previous relevant studies to create
questions that accurately reflected the constructs under investigation. The reliability and
validity of the questionnaire were ensured through a review by experts who evaluated its
content to determine alignment with the research objectives. Two academics and one industry
expert were involved in this review, assessing whether the questionnaire adequately covered
the necessary content areas.

Following the content validation, a pre-test was conducted by distributing the
questionnaire to the experts, specifically focusing on improving readability and clarity of the
questions. After receiving approval regarding both content and readability, the research
proceeded with a pilot test. This pilot test involved distributing the questionnaire to 103
participants, from which 99 responses were valid and used for analysis. The pilot test was
essential for refining the questionnaire and confirming its reliability prior to administering it to

a larger sample.

Table 1 shows the measurement of the variables

Variables Measurement
Perceived Ease of Use Liébana-Cabanillas et al., 2014
Perceived Usefulness Zhou 2011
Social Influence Palas et al., 2022
Technology Self-Efficacy Compeau & Higgins, 1995
Perceive Trust Zhou 2011
User Experience Wolfinbarger and Gilly, 2003
Satisfaction Liébana-Cabanillas et al., 2014
Adoption Rate Cheng-Chia et al., 2023
Behavioral Intention Zhou 2011

The questionnaire comprised closed-ended questions using Likert scales ranging from
1 to 5 to measure the variables. The survey included sections on demographic information,
technology usage, and adoption factors such as perceived usefulness, perceived ease of use,
perceived trust, and perceived security. Additional sections focused on user experience,
adoption rate, satisfaction, and intention to use mobile payments. The survey instrument was
developed using scales from established research on technology adoption.

The reliability and validity of the questionnaire were confirmed through the pilot study.

Cronbach’s alpha values for each construct were above 0.7, indicating strong internal
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consistency and meeting the acceptable threshold for reliability as proposed by Nunnally
(1978).

4.3 Data Analysis

The coded data were analyzed using SPSS for descriptive and inferential statistical
analyses. Descriptive statistics provided a summary of demographic information and
technology usage, creating an overview of elderly participants' characteristics and behaviors
(Creswell & Creswell, 2018).

Regression analysis was then conducted to examine the relationships between
independent variables, including perceived ease of use, perceived usefulness, social influence,
technology self-efficacy, and trust, and the dependent variables, namely mobile payment
adoption, satisfaction, and behavioral intentions (Hair et al., 2019).

In addition, structural equation modeling (SEM) was employed to test the proposed
theoretical model, particularly focusing on the mediating effect of user experience on the
relationships involving satisfaction, adoption rate, and behavioral intentions. SEM allowed
simultaneous examination of multiple relationships and latent constructs, offering insights into
both direct and indirect effects within the research framework (Byrne, 2016; Kline, 2015).
Collectively, these analyses highligshted perceived ease of use and trust as critical factors
influencing user experience and fostering sustained usage of mobile payment systems among

Thailand's elderly population.

5. Research Finding

The demographic profile of the respondents consisted of 480 participants, with a nearly
balanced gender distribution 46% were female and 53.1% male, while 0.8% identified as other.
The age range was predominantly between 60 to 65 years old (45%), followed by 66 to 70
years old (35.4%), and 71 to 75 years old (15.2%). The majority of respondents were married
(73.8%), while 20.4% were single and 5.8% reported other statuses. Regarding educational
attainment, almost half of the respondents (47.3%) held a bachelor's degree, 26% had
vocational training, and 7.5% held a master's degree or higher. Most respondents lived with
their families (45%) or with their spouses (43.1%), while a small percentage lived alone (11.9%).
In terms of income, the majority reported earning between 10,001 to 20,000 THB (35.8%),
followed by 28.5% earning between 20,001 to 30,000 THB, and 20.6% earning more than
30,000 THB. A small portion of the respondents (2.9%) reported having no income.

Table 2 shows the demographic of respondents

Frequency Percent
Age Range 60-65 yrs old 216 45.0
66-70 yrs old 170 354

71-75 yrs old 73 15.2
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Frequency Percent
76-80 yrs old 18 3.8
81 yrs and above 3 0.6
Total 480 100.0
Gender Female 221 46.0
Male 255 53.1
Other a4 0.8
Total 480 100.0
Status Single 98 20.4
Married 354 73.8
Other 28 58
Total 480 100.0
Education Secondary education 36 75
High school 46 9.6
Bachelor's degree 227 47.3
Master's degree or higher 36 75
Vocational training 125 26.0
Other 10 2.1
Total 480 100.0
Living Status Living alone 57 11.9
Living with spouse 207 43.1
Living with family 216 45.0
Total 480 100.0
Income Less than 10,000 THB 57 11.9
10,001 - 20,000 THB 172 35.8
20,001 - 30,000 THB 137 285
More than 30,000 THB 99 20.6
No income 14 2.9
Other 1 0.2
Total 480 100.0

The overall model fit (Figure 1) was assessed using several fit indices. The Chi-Square

value was 548.873 with 187 degrees of freedom, resulting in a relative Chi-Square (X%/df) of

2.935, which is within the acceptable range, indicating an adequate fit. Additional fit indices
showed that the model demonstrated a good fit to the data: Goodness of Fit Index (GFI) =
0.900, Normed Fit Index (NFI) = 0.947, Tucker-Lewis Index (TLI) = 0.956, and Comparative Fit
Index (CFI) = 0.964. The Root Mean Square Error of Approximation (RMSEA) was 0.064, and the

Root Mean Square Residual (RMR) was 0.023, both indicating a good model fit.
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Figure 2 examines the relationship between perceived ease of use, social influence,

technology self-efficacy, social influence, and perceived trust.

Figure 2 presents the structural relationships among the variables analyzed in this
study, highlighting both direct and indirect effects. The results indicate that perceived ease of
use (PEQOU), social influence (SI), technology self-efficacy (TECH), and perceived trust (PT)
significantly influence user experience (UX). Specifically, perceived ease of use had the
strongest positive impact on user experience ([3 = 0.28), followed by technology self-efficacy
(B = 0.17), social influence (SI) (B = 0.17), and perceived trust (PT) (B = 0.17). These findings
imply that perceived ease of use is the most influential determinant.

User experience, in turn, substantially influences satisfaction (B = 0.94), adoption rate
(B = 0.84), and behavioral intentions (B = 0.91). This indicates that enhancements in user
experience strongly contribute to improved satisfaction, increased adoption rates, and stronger

intentions for continued mobile payment use among elderly individuals.

Table 3: Comparison of the impact of the cause variable on the model's effect variable.

Independent Variables

DE IE TE
PEOU 0.276* UX 0.269* B 0.545
UX 0.272* ADP 0.548
UX 0.275* SAT 0.551
S 0.172% UX 0.168* B 0.34

UXx 0.17* ADP 0.342
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Independent Variables

DE IE TE
UX 0.172* SAT 0.344
TECH 0.27** UX 0.263* B 0.533
UX 0.266* ADP 0.536
UX 0.269* SAT 0.539
PT 0.174** UX 0.169* B 0.343
UX 0.171* ADP 0.345
UX 0.173* SAT 0.347

Remark DE = Direct Effect, IE = Indirect Effect, TE = Total Effect, *p < .01, **p < .05

The results in Table 3 reveal that perceived ease of use (PEOU) has the strongest

overall impact on satisfaction, adoption rate, and behavioral intentions, indicating that when

users find a system easy to use, it significantly enhances their satisfaction and drives adoption

and continued use. In comparison, social influence (SI) has a moderate effect on these

outcomes, suggesting that while social factors are relevant, they are less impactful than PEOU.

Similarly, technology self-efficacy (TECH) and trust (PT) demonstrate strong effects on

satisfaction but have relatively lower impacts on adoption rate and behavioral intentions.

These findings emphasize the critical role of usability, user confidence, and trust in shaping

positive user experiences and promoting favorable behavioral outcomes in technology

adoption.

Table 4 shows the results of hypothese testing of the research

Standardized

Relationship S.E. C.R. P Results
regression weight
H1 UX < PEOU 0.276 0.06 421 Fx Supported
H2 UX < PU 0.149 0.107  1.603 0.109 Not supported
H3 UX < S| 0.172 0.045  3.849 Ywx Supported
H4 UX < TECH 0.270 0.13 2.025 0.043 Supported
H5 UX  <-—- PI 0.174 0.092  2.092 0.036 Supported
H6 ADP  <-- UX 0.985 0.043 23.9 ex Supported
H7 SAT < UX 0.996 0.039  25.453  *** Supported
H8  BI <--- UXx 0.974 0.041  23.704  *** Supported

The results of the hypothesis testing, presented in Table 4, provide insights into the

relationships between the independent variables and the mediating variable (User Experience),

as well as the subsequent effects of User Experience on the dependent variables. The analysis

revealed that Perceived Ease of Use (PEOU) significantly influences User Experience (B =0.276,
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C.R. =14.21, p < 0.001), thus supporting hypothesis H1. This finding emphasizes the importance
of simplicity and user-friendliness for elderly users in adopting cashless mobile payments.
However, the relationship between Perceived Usefulness (PU) and User Experience was not
statistically significant (B =0.149, C.R. = 1.603, p = 0.109), leading to the rejection of hypothesis
H2. This outcome suggests that elderly users may prioritize ease of use and straightforward
interaction over the perceived functional advantages of the technology.

Social Influence (SI) was found to have a significant positive effect on User Experience,
indicating that elderly users strongly consider recommendations from family members and
peers, with standardized regression weights of 0.172, 0.270, and 0.174, respectively, supporting
H3, H4, and H5 This highlights the crucial role social networks play in technology adoption.
Additionally, Technology Self-Efficacy significantly influenced User Experience, suggesting that
users with greater confidence in their digital skills experienced a more favorable interaction
with mobile payment platforms. Trust regarding data security and privacy also had a significant
positive effect, as increased confidence mitigates privacy concerns and promotes adoption
among elderly users.

Moreover, the mediating role of User Experience was significantly linked to all three
dependent variables: Adoption Rate (B =0.985, C.R. = 23.9, p < 0.001), Satisfaction (B =0.996,
C.R. = 25.453, p < 0.001), and Behavioral Intentions (B = 0.974, CR. = 23.704, p < 0.001). These
findings supported hypotheses H6, H7, and H8, confirming that positive user experiences are
crucial in influencing users' satisfaction, their continued intentions to use, and the overall
adoption rate. In summary, these results underscore the mediating role of user experience as
a pivotal determinant in facilitating desired behavioral outcomes, emphasizing its importance

in technology adoption framework.

6. Conclusion and Discussion

This study aimed to investigate the factors influencing the adoption of cashless mobile
payment systems among Thailand’s silver generation, with particular attention to user
experience (UX) as a mediating variable. The findings demonstrated significant positive effects
of Perceived Ease of Use (PEOU), Social Influence (SI), Technology Self-Efficacy (TECH), and
Perceived Trust (PT) on User Experience (UX). Subsequently, User Experience strongly
influenced Adoption Rate (ADP), Satisfaction (SAT), and Behavioral Intentions (BI). Interestingly,
Perceived Usefulness (PU) did not significantly impact UX in this specific context, indicating
demographic or contextual differences in how older adults assess mobile payment
technologies.

Perceived Ease of Use

PEOU significantly influenced user experience, highlighting its critical role in determining
elderly users' adoption of cashless mobile payment technology. This result aligns with

previous research by Chen and Chan (2011), emphasizing the necessity of simplicity and user-
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friendly design in technology adoption among the elderly. In other words, when elderly users
perceive a mobile payment system as easy to understand and operate, they become more
likely to use it consistently, resulting in higher satisfaction and adoption rates. Given these
insights, developers should prioritize user-centric designs that minimize complexity, for
example, through the implementation of larger font sizes, streamlined navigation structures,
and clear, step-by-step instructions designed explicitly for elderly users.

According to Lewis and Sauro (2023), perceived ease of use significantly influences
overall user experience and behavioral outcomes. In the post-pandemic era, the significance
of PEOU has become even more pronounced. The COVID-19 pandemic accelerated digital
transformation, leading to a rapid shift towards cashless and contactless transactions, yet older
populations often found themselves inadequately prepared to adapt to these rapid changes
(Nosike, et al., 2024). As highligshted by Zajicek (2004), effective interface design for elderly
users must carefully address age-related functional declines, including visual impairments,
reduced motor skills, and slower cognitive processing speed. Developers can improve
interfaces specifically for this demographic by implementing larger fonts, high-contrast colors,
and minimalistic designs to alleviate visual strain.

Perceived Usefulness

Perceived usefulness (PU) did not significantly impact user experience (UX) among
elderly users aligns with findings from other studies. For instance, research by Chen and Chan
(2014), found that neither perceived ease of use (PEOU) nor PU were significant predictors of
technology use among older adults. In previous studies (Aslam et al., 2017; Shankar & Datta,
2018) consistently highlight perceived usefulness as a primary driver of technology adoption,
this current study suggests demographic or contextual variations among older adults. Such
differences might stem from the prioritization of ease of use, security, and social endorsement
rather than the inherent functional benefits alone. Moreover, a study by Berkowsky et al.
(2017) indicated that while both PEOU and PU are predictors of technology adoption, the
strength of these predictors can vary among older adults. This finding implies that traditional
theoretical frameworks like the Technology Acceptance Model (TAM) may require adaptation
to accurately reflect the nuanced considerations among the elderly, particularly in the context
of post-pandemic behaviors. This finding implies that traditional theoretical frameworks like
the Technology Acceptance Model (TAM) may require adaptation to accurately reflect the
nuanced considerations among the elderly, particularly in the context of post-pandemic
behaviors.

Indeed, post-pandemic realities have notably reshaped consumer behavior, with novel
behavioral patterns emerging significantly (Ertz et al,, 2021). The COVID-19 pandemic has
accelerated changes in payment habits, prompting greater reliance on digital and contactless

transactions. These emerging trends may partly explain the current findings, especially the
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increased significance placed on ease of use and trust due to heightened security and health
concerns among older users.

Perceived Trust

Perceived trust significantly influenced user experience, underscoring its crucial role in
determining the adoption of cashless mobile payments among the elderly. This result aligns
with recent literature emphasizing trust as a central factor in the acceptance and usage of
digital technologies, particularly among older adults who often face heightened concerns
about security, privacy, and fraud risks (Alsaad & Al-Okaily, 2022; Khalilzadeh et al., 2017).
Elderly populations are commonly cautious about embracing digital payment systems, partly
due to unfamiliarity with new technologies, exacerbating anxieties about potential threats such
as data misuse, identity theft, and online scams (Sinha et al., 2019).

The role of perceived trust has been further amplified in the post-pandemic period,
during which the silver generation consumers have experienced an accelerated shift towards
digital platforms due to the increased adoption of contactless transactions and social
distancing measures (Alsaad & Al-Okaily, 2022). The COVID-19 pandemic has significantly
reshaped consumer payment behavior globally, increasing reliance on digital financial
solutions and concurrently intensifying security-related apprehensions, particularly for those
less digitally literate (Ertz et al., 2021).

Previous studies have consistently indicated that trust in digital technologies involves
multiple dimensions, including institutional trust, system reliability, perceived privacy
protection, and fraud prevention mechanisms (Khalilzadeh et al.,, 2017; Lian & Yen, 2014).
Hence, institutions and service providers must actively communicate security protocols,
compliance with established safety standards, and transparent privacy policies to build silver
generation users' confidence. Given this context, service providers and policymakers should
focus on clear and explicit communications that highlight stringent security measures and
privacy protocols. Specific initiatives such as multi-layered security features, easily accessible
customer service to address security concerns, and continuous education campaigns on
cybersecurity practices can significantly enhance trust among older adults, thereby positively
influencing their overall user experience and adoption intentions (Lian & Yen, 2014).

Technology Self-Efficacy and Social Influence

The findings revealed Technology Self-Efficacy as a significant determinant influencing
User Experience among the silver generation consumers. This result aligns with recent research
that emphasizes technology self-efficacy as a critical factor in determining older adults'
technology acceptance (Choudrie et al., 2020). Technology self-efficacy refers to an
individual’s belief in their capability to successfully interact with and utilize digital tools,
significantly shaping their willingness and comfort in adopting new technologies (Choudrie et
al., 2020). Elderly individuals with high self-efficacy perceive fewer barriers and demonstrate

reduced anxiety when using unfamiliar digital platforms (Tsai et al., 2015).
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This supports findings by Pan & Jordan-Marsh (2010), who demonstrated that higher
self-efficacy reduces anxiety and fosters confidence in using digital tools, particularly among
older users. Msweli and Mawela (2021) also highlighted that self-efficacy plays a critical role
in reducing perceived barriers, making technology more approachable. Recent research
highlights that elderly individuals who possess greater confidence in their technological skills
experience lower anxiety and increased willingness to embrace emerging digital services, such
as mobile payments (Nimrod, 2022).

In practice, this underscores the importance of targeted training initiatives tailored
explicitly for older adults, emphasizing hands-on learning experiences, interactive workshops,
step-by-step demonstrations, and accessible user-support resources.

The findings reveal that social influence exerted a moderate impact on user experience
and adoption behaviors among the silver generation, aligning with prior research on technology
adoption within this demographic (Zhou, 2011). Recent studies reinforce that silver generation,
due to generational traits and relational preferences, tend to rely on recommendations from
trusted individuals within their social circles, such as family and friends (Tsai et al., 2022; Yang
et al.,, 2021).

The silver generation is particularly susceptible to social cues from family members or
peers, which may influence their decision to adopt new technologies (Chen and Chan, 2011).
Specifically, social validation and support from peers and family members substantially shape
elderly individuals' perceptions of technology's ease and usefulness, thus increasing their
likelihood of sustained engagement and positive experience (Yang et al., 2021). The post-
pandemic digital transformation further underscores the relevance of social influence, as
elderly users were compelled to adapt quickly to new technologies to maintain social

connectivity and perform essential financial transactions (Nimrod, 2022).

7. Research Suggestions

This study identified crucial factors influencing the adoption of cashless mobile
payment systems among Thailand’s silver generation, emphasizing User Experience (UX) as a
pivotal mediator. The findings provide valuable theoretical insights and practical implications,
particularly relevant in the post-pandemic context, which has significantly reshaped elderly
consumer behaviors towards digital solutions. Specifically, the results underline the
importance of perceived ease of use, perceived trust, social influence, and technology self-
efficacy in fostering a positive user experience among elderly individuals. Notably, perceived
usefulness did not significantly influence user experience, highlighting a distinctive shift in older
users' technology evaluation criteria in the current digital landscape, potentially influenced by
pandemic-driven changes.

Given these findings, it is essential for developers, policymakers, and service providers

to collaborate in creating user-centered solutions tailored to the specific needs of elderly
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users. Simplified interfaces, robust training programs, and transparent commmunication about
security measures are key to building confidence and trust. Additionally, leveraging social
networks and cultural dynamics can enhance engagement, as elderly users often rely on the
influence and support of family members and peers.

The study also emphasizes the importance of addressing broader systemic barriers,
such as digital literacy gaps and accessibility challenges. Future efforts should focus on
expanding outreach and support to underrepresented groups, ensuring inclusivity in the
transition toward a cashless society.

In conclusion, this study significantly enriches theoretical and practical understanding
of technology acceptance among elderly populations, particularly within the evolving post-
pandemic landscape. It emphasizes that successful adoption depends on acknowledging the
unique needs, limitations, and concerns of elderly users. By focusing on tailored user
experiences, fostering trust through transparent security measures, and enhancing self-efficacy
via targeted interventions, stakeholders can promote broader inclusion and empower the

silver generation to confidently participate in Thailand’s emerging cashless economy.
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Abstract

The research objectives were: 1) to study the effect of employee welfare on employee
performance in ABC Institution, 2) to study the moderating role of organizational culture on
the relationship between employee welfare and employee performance in ABC Institution,
and 3) to propose employee welfare initiatives to improve employee performance at ABC
Institution. The study employed a mixed-methods approach. Quantitative data were gathered
through a questionnaire distributed to a sample of 300 employees, selected using stratified
random sampling. Qualitative insishts were obtained through interviews with twelve entry-
level employees, one middle-level employee, and one senior employee. These individuals
were selected using purposive sampling to ensure diverse perspectives on the welfare system.
The selection based on roles and experience ensured a comprehensive understanding of
welfare policy impacts across levels. The quantitative findings were analyzed using descriptive
statistics, correlation analysis, multiple regression, and hierarchical regression. The qualitative
data were analyzed through thematic analysis.

The research findings revealed that: 1) a strong positive relationship between
employee welfare and performance (B = 0.716, p < 0.001), confirming that better welfare
leads to improved employee outcomes. This indicates that improvements in employee
welfare directly enhance employee performance, 2) organizational culture had a crucial
moderating and promoting effect on the relationship between the two. Adding this interaction
term increased the model’s explanatory power (AR? = 0.022, p < 0.001). This finding indicates
that organizational culture amplifies the impact of employee welfare on employee
performance by shaping shared values, norms, and perceptions of welfare initiatives, and 3)
proposed employee welfare initiatives included salary improvements, training and
development programs, work-life balance initiatives, and inclusive policies. Leveraging a strong
organizational culture can optimize welfare programs, maximizing their positive impact on
employee performance.

Keywords: employee welfare; employee performance; organizational culture
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1. Introduction

In today's competitive business landscape, offering attractive employee welfare was
crucial for attracting and retaining top talent (Porath, 2023). Employee welfare packages played
a vital role in enhancing organizational reputation, reducing turnover, and ensuring stability
and growth. Well- structured welfare systems significantly boosted employee morale and
productivity, fostering engagement and commitment, which in turn improved overall
performance (Sugiarti, 2022). This paper examines how employee welfare in Guangxi Province's
education sector influenced employee performance.

Guangxi's education sector has seen substantial growth due to economic development
and evolving educational priorities, leading to a comprehensive system from preschool to
higher education. Increased investments and a growing number of institutions and students
highlight the region's commitment to nurturing talent. Merit pay for teachers is divided into
basic and incentive components, with performance pay designed to match or exceed the
average civil servant salary, reflecting the region's focus on improving teacher welfare (Beck &
Hensher, 2022).

Employee welfare was key to advancing educational objectives and organizational
success in Guangxi. Competitive salaries, professional development opportunities, and
supportive working environments improved employee satisfaction, retention, and
performance, ultimately enhancing education quality. With over 24,350 schools, 13.486 million
students, and 758,500 full-time teachers in 2022, the sector played a significant role in societal
and economic progress. However, optimizing welfare to meet employee needs remained a
challenge, with few empirical studies addressing this issue. ABC Educational Institution, a
private boarding school with 309 teaching staff as of June 2024, served as a representative
case study for analyzing employee welfare strategies and their impact on performance.

While the literature establishes a clear link between employee welfare and
performance, limited research examines the moderating role of organizational culture in this
relationship (Abdullahi et al., 2021), especially in the context of educational institutions in
Guangxi Province. Additionally, there is a need for empirical research to identify the welfare
initiatives most valued by employees in the education sector and their direct impact on
performance (Alam et al., 2020).

By addressing these gaps, organizations can develop evidence-based welfare programs
tailored to their unique cultural and institutional contexts, ensuring improved employee

performance and organizational success.
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2. Objectives
1) To study the effect of employee welfare on employee performance in ABC
institution, Nanning City, Guangxi Province.
2) To study the moderating role of organizational culture on the relationship
between employee welfare and employee performance in ABC institution,
Nanning City, Guangxi Province.
3) To propose employee welfare initiatives to improve employee performance at

ABC institution, Nanning City, Guangxi Province.

3. Literature Review

3.1 The Concept of Employee Welfare

Employee welfare refers to the various forms of support and protection provided by
an enterprise or organization for employees in addition to salary to meet their career
development and life needs. These benefits include not only financial subsidies, but also non-
financial support, such as career development and health care. Essentially, employee benefits
are an informal contract between a company and its employees, which reflects the care and
importance of the company for its employees, and aims to improve their well-being and
motivation (Beauregard & Henry, 2009; Salas Vallina et al., 2021).

The employee performance level of ABC institution is an important index that
comprehensively reflects the development of the education industry. The performance level
is not only related to the quality, working attitude and method of the employees in the
education industry, but also closely related to the management system and policy
environment in the industry. First of all, from the quality of the education industry staff,
Guangxi Province education industry staff overall quality is high. With the continuous
development of education, Guangxi Province pays more and more attention to the selection
and training of employees in the education industry. Many universities and educational
institutions have established sound recruitment and training mechanisms to ensure that
employees have sufficient professional knowledge and educational skills (Okolie et al., 2020).

3.2 The Concept of Employee Performance

Employee performance refers to the behaviors and results of employees completing
work tasks in a certain period of time, and is an important indicator to measure the value of
employees (Campbell, 1990; Darmawan et al., 2020). Employee performance includes both
the completion of tasks within the scope of their responsibilities and the proactive behavior
and team contribution that exceed the requirements of the position. Robbins and Judge (2014)

argue that employee performance is the result of a combination of effort, skill, and work
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environment, and that it manifests itself in a variety of ways, influenced by individual,
organizational, and environmental factors.

Employee welfare in ABC institution current salary and allowance standards the salaries
and allowances in ABC institution are usually related to the teacher's title, years of service,
work performance and the financial status of the school or educational institution. Generally
speaking, teachers' salaries gradually increase with professional advancement and years of
service. In addition, teachers may receive performance bonuses or allowances based on their
job performance. Regarding social security and provident funds, employees in the education
sector benefit from comprehensive social security coverage (Chai, 2022).

3.3 Organizational Culture

Organizational culture refers to the beliefs, values, norms, and codes of conduct shared
by members within an organization ( Schein, 2010; Srimulyani & Hermanto, 2022) that
determine how members perceive, think, and feel the environment in which they live.
Organizational culture plays an indirect role between employee well-being and performance.
Benefits improve organizational culture, which in turn improves employee performance. When
an organization provides superior employee benefits (e. g., wellness programs, career
development opportunities), employees perceive the organization as caring, which fosters a
supportive culture. A supportive culture indirectly improves organizational performance by
further enhancing employees' job satisfaction, cohesion, and collaboration (Boxall & Macky,
2007). Organizational culture of education industry in Guangxi Province Core values, the core
of the organizational culture of ABC institution usually revolves around the values of
"education-oriented, moral education™. This value emphasizes that the fundamental purpose
of education is to cultivate morality, intelligence, the builders and successors of socialism who
are fully developed physically and aesthetically people, pay attention to cultivating students'
innovative spirit and practical ability (Zhu & Yuan, 2023).

3.4 Conceptual Framework

Organizational

Culture
Hy
Employee l Employee
welfare > Performance
Ho

Figure 1 Conceptual Framework
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Employee welfare is widely recognized as a critical factor influencing employee
performance (Gupta & Krishnamurti, 2020; Hariri et al., 2024). Welfare encompasses various
initiatives aimed at improving employees' physical, emotional, and social well-being, such as
health benefits, financial support, work-life balance programs, and recreational facilities. These
measures contribute to job satisfaction, motivation, and reduced stress, ultimately enhancing
employee productivity and performance (Kusumayadi et al., 2024). Studies have shown that
organizations with comprehensive welfare programs tend to experience lower turnover rates
and higher levels of organizational commitment among employees (Hessari et al., 2024).
Additionally, welfare policies are linked to improvements in the quality of work and overall
organizational outcomes, particularly in the education sector, where employees face unique
challenges such as high workloads and emotional labor (Nauman et al., 2024).

In the context of educational institutions, employee welfare plays a pivotal role in
fostering an environment where educators and staff can perform optimally. For example,
enhanced welfare benefits have been found to mitigate burnout and increase engagement
among employees, thereby improving the quality of education delivered to students
(Susilowati et al., 2024). Research conducted in similar institutional contexts suggests that
employee welfare programs not only improve individual performance but also contribute to

collective institutional success.

Hypothesis 1 (Hy): There is a significant positive effect of employee welfare on

employee performance in ABC institution in Guangxi Province.

Organizational culture, defined as the shared values, beliefs, and practices within an
organization, has a profound impact on how welfare programs are perceived and utilized by
employees. A supportive and inclusive culture can amplify the positive effects of welfare
initiatives by fostering trust, collaboration, and a sense of belonging among employees (Sethi
et al., 2021). For instance, organizations with strong cultures of support and recognition are
more likely to see enhanced employee performance when welfare programs are
implemented. Conversely, a rigid or toxic culture may undermine the effectiveness of welfare
initiatives, as employees may feel undervalued or disconnected from organizational goals
(Vargo, 2023).

Studies have also highlichted the moderating role of organizational culture in the
relationship between employee welfare and performance. For example, Alshwayat et al.
(2021) found that in organizations with a collaborative culture, welfare programs led to greater
improvements in employee performance compared to those with hierarchical cultures. This
suggests that a conducive organizational culture not only enhances the direct impact of

welfare programs but also helps sustain their long-term benefits.



30

Hypothesis 2 (H,): Organizational culture moderates the relationship between

employee welfare and employee performance in ABC institution in Guangxi Province.

4. Research Methodology

4.1 Population and Sample Size

The population for this study consisted of all 309 employees of ABC institution in
Nanning, Guangxi. To meet the study’s objectives, a mixed-methods approach was employed.
For the qualitative aspect, in-depth interviews were conducted with a purposive sample of
fourteen participants, which included twelve employees, one middle manager, and one senior
manager. This approach was designed to capture diverse perspectives and ensure a thorough
exploration of the research topic. For the quantitative aspect, a full-sample strategy was used.
Electronic questionnaires were distributed to all 309 employees of the institution, enabling
comprehensive data collection and ensuring representation across the entire organization.

A total of 300 valid questionnaires were collected, revealing diverse respondent
characteristics. Gender: 37% male, 63% female. Age: 27% aged 20-30, 38% aged 31-40, 24%
aged 41-50, and 11% aged 51 and above. Income: 15% earned 5000-10000 yuan, 43% earned
10000-15000 yuan, 29% earned 15000-20000 yuan, and 13% earned over 20000 yuan. Marital
status: 48% married, 52% unmarried. Departments: 42% from teaching, 12% each from general
management and business units. Job level: 71% were ordinary teaching staff, 18% middle
managers, and 11% senior executives. Work experience: 33% had less than one year, 44% had
1-5 years, 15% had 6-10 years, and 8% had over 10 years. These findings provide a
comprehensive demographic overview for further analysis.

4.2 Research Instruments

This study employed a combination of qualitative and quantitative tools to ensure
comprehensive data collection and analysis. In the qualitative section, in-depth interviews
were designed to guide respondents in expressing their opinions and perceptions through
open-ended questions, allowing for the collection of rich, detailed data. To maintain the
quality of the qualitative tool, interview guidelines were carefully constructed to align with
the study objectives, ensuring clarity and relevance in eliciting meaningful responses.

In the quantitative section, structured questionnaires and 5-point Likert scales were
utilized, comprising questions about employee welfare (9 items), which included a variety of
aspects such as salary, bonuses, retirement plans, medical insurance, wellness programs,
workplace safety, work- life balance, professional development, and support for job
performance. Organizational culture (10 items) measurement focused on key dimensions such

as communication, leadership, collaboration, ethics, creativity, innovation, and values
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alignment. It encompassed both visible artifacts (e.g., communication practices, team
interactions) and underlying values (e.g., ethical standards, support for innovation). Cultural
elements were operationalized in the questionnaire through specific statements, allowing
respondents to rate their agreement, thus providing insight into both tangible and intangible
cultural aspects. Employee performance (8 items) measurement focused on key areas such
as task achievement, quality of work, efficiency, and contribution to organizational goals. These
dimensions ensured a comprehensive evaluation of an employee's performance, providing a
balanced view of their effectiveness and impact within the organization, totaling 27 items.

Examples of items related to employee welfare include: “The medical insurance
provided by my employer is comprehensive” and “| have access to wellness programs that
support my health” (Noorazem et al., 2021; Alam et al., 2020). Questions related to
organizational culture include: “ Collaboration and teamwork are encouraged in this
organization” and “The organization encourages creativity and innovation” (Kuswati, 2020;
Awadh & Saad, 2013). Additionally, items related to employee performance include: “I
consistently meet or exceed my work targets” and “I use my time effectively to complete my
work” (Kambara et al., 2023; Dorta- Afonso et al., 2020; Gunawan et al., 2022). These
instruments are meticulously designed, incorporating clear and concise items derived from
established literature and industry standards to ensure content validity. Pretesting is
conducted to refine the questionnaire, address potential ambiguities, and ensure respondent
comprehension.

The quality of the research tools is further demonstrated through reliability and validity
assessments. Reliability is measured using Cronbach's Alpha, with values exceeding 0.8 across
dimensions, indicating high internal consistency. Validity was evaluated through IOC (Index of
ltem- Objective Congruence) values, with each question having values ranging from 0.67 to
1.00. Additionally, the Kaiser-Meyer-Olkin (KMO) measure and Bartlett's test of sphericity
demonstrated strong construct validity of the tools, with a KMO value of 0.978 and a significant
Bartlett's test result (p < 0.001) (Jairoun et al., 2020). These findings provided a robust
foundation for accurately measuring employee welfare, organizational culture, and employee
performance.

4.3 Data Collection

Data collection in this study involved both qualitative and quantitative methods to
ensure comprehensive insights. Initially, qualitative data were gathered through in-depth
interviews to capture employees' perceptions, expectations, and suggestions regarding welfare
measures and performance improvement. This was followed by quantitative data collection

through online questionnaires, ensuring convenience and broad coverage. The questionnaire
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aimed to reveal the relationship between welfare measures and employee performance while
gathering employees' views on welfare and performance enhancement.

Additionally, relevant literature and industry reports served as supplementary data.
Throughout the process, emphasis was placed on ensuring data authenticity and validity.
Qualitative data were meticulously recorded and organized, while quantitative data
underwent thorough cleaning and coding to ensure accuracy for subsequent analysis.

4.4 Data Analysis

Data analysis in this study employed both qualitative and quantitative approaches to
gain a comprehensive understanding of the impact of employee welfare on performance.
Content analysis was used to organize qualitative data, uncovering key themes and
employees' perceptions of welfare and performance improvement. Quantitative data were
processed using statistical software for descriptive statistics, correlation analysis, and regression
analysis, enabling the exploration of the specific effects of welfare measures on performance.
Emphasis was placed on ensuring the reliability and validity of the results, with careful
handling of outliers and missing data. By integrating qualitative and quantitative findings, the
study aimed to draw in-depth conclusions and provide valuable insights into effective

employee welfare practices for enhancing performance in Guangxi's education sector.

5. Research Finding

5.1 Descriptive and Correlation Analysis

Descriptive and correlation analysis as show in Table 1.

Table 1 Descriptive and Correlation Analysis of Variables in ABC Institution

Variables Mean S.D. Employee Organizational Employee
Welfare Culture Performance
Employee Welfare 3.323 0.622 1
Organizational Culture 3.431 0.845 0.312** 1
Employee Performance 3.466 0.715 0.728** 0.725** 1

Note: *P<0.10, **<0.05, ***p<0.001

The descriptive and correlation analysis provides insights into the relationships
between employee welfare, organizational culture, and employee performance at ABC
Institution. The mean values indicate that employee welfare (Mean = 3.323, S.D. = 0.622) is
perceived slightly above neutral, with moderate variability in responses. Organizational culture
(Mean = 3.431, S.D. = 0.845) is rated slightly higher, but with greater variability among
respondents. Employee performance (Mean = 3.466, S.D. = 0.715) has the highest mean rating,

suggesting positive perceptions, with moderate response variability.
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The correlation analysis reveals significant relationships among the variables. Employee
welfare and organizational culture are moderately correlated (r = 0.312, p < 0.05), indicating
that improved welfare is associated with better organizational culture. A strong positive
relationship exists between employee welfare and employee performance (r = 0.728, p <
0.05), highlighting the critical role of welfare in enhancing performance. Similarly, organizational
culture and employee performance are strongly correlated (r = 0.725, p < 0.05), suggesting
that a supportive culture significantly boosts performance. The statistical significance of these
relationships (p < 0.05) confirms their reliability and importance. Overall, the findings
emphasize the need for integrated strategies to improve employee welfare and organizational
culture, both of which are crucial for enhancing employee performance.

5.2 The Effect of Employee Welfare on Employee Performance in ABC Institution.

The regression analysis results in Table 2 elaborate on the impact of employee benefits
on employee performance. From the statistical perspective, this model demonstrates strong

explanatory power and statistical significance.

Table 2 Regression analysis results on the effect of employee welfare on employee

performance
Coefficient Std. Error t P

Constant 0.397 0.115 3.438 0.001**
Employee Welfare 0.716 0.038 18.623 0.000%**
F 348.829

Sig. F 0.000%**

R’ 0.530

Adjusted R? 0.529

Note © *p<0.10, **p<0.05, **p<0.001

Specifically, the regression coefficient of the employee benefits variable is 0.716 (p <
0.001), indicating a significant positive relationship between employee benefits and employee
performance. The R? value of the model is 0.530, and the adjusted R? is 0.529, which means
that employee benefits can account for approximately 53% of the variation in employee
performance. The F-statistic is 348.829 (p < 0.001), suggesting a good fit of the overall model.

The coefficient of the constant term is 0.397 (p < 0.05), which is statistically significant.
These findings provide important implications for corporate management practices,
demonstrating that strengthening the investment in employee benefits can effectively
enhance the performance of employees.

The results of the multiple regression analysis in Table 3 demonstrate the combined

impact of employee benefits and organizational culture on employee performance. From the
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statistical results, both the explanatory power and statistical significance of the model have
been significantly enhanced. Specifically, the regression coefficient of the employee benefits
variable is 0.507 (p < 0.001), and the regression coefficient of the organizational culture variable
is 0.547 (p < 0.001). Both independent variables show a significant positive relationship with
employee performance, and the impact of organizational culture is slightly greater than that

of employee benefits.

Table 3 Regression analysis results on the effect of employee welfare and organizational

culture on employee performance

Coefficient Std. t p Collinearity
Error Statistics

Tolerance VIF

Constant -0.704 0.092 -7.689 0.000***

Employee welfare 0.507 0.024 20.712  0.000*** 0.903 1.108

Organizational Culture 0.547 0.026 20.919  0.000*** 0.903 1.108

F 629.686

Sig. F 0.000***

R’ 0.805

Adjusted R? 0.803

Note: *p<0.10, **p<0.05, ***p<0.001

The R? value of the model reaches 0.805, and the adjusted R? is 0.803, indicating that
these two variables jointly explain approximately 80% of the variation in employee
performance, which is nearly 30 percentage points higher than when considering employee
benefits alone. The F-statistic is 629.686 (p < 0.001), suggesting an excellent fit of the overall
model. The collinearity diagnosis shows that the tolerance values of the two independent
variables are 0.903, and the VIF values are 1.108, both within a reasonable range, indicating
that there is no serious multicollinearity problem. The coefficient of the constant term is
-0.704 (p < 0.001), which is statistically significant. These findings suggest that while enterprises
attach importance to employee benefits, it is equally important to cultivate a good
organizational culture, and the synergy between the two can enhance employee performance
more effectively.

The regression analysis results in Table 4 introduce the interaction term between
employee benefits and organizational culture, presenting a more complex relationship
pattern. Specifically, after adding the interaction term, the explanatory power of the model
has been slightly enhanced. The R? value reaches 0.826, and the adjusted R? is 0.825, indicating

that the model can explain approximately 82.5% of the variation in employee performance.
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The F-statistic is 483.821 (p < 0.001), demonstrating that the overall model still has strong
statistical significance.

Table 4 Regression analysis results on the effect of employee welfare, organizational culture,

and employee welfarexorganizational culture on employee performance

Coefficient Std. t p Collinearity
Error Statistics
Tolerance VIF
Constant 1.484 0.364 4.080 0.000%***
Employee Welfare -0.205 0.124 -1.656 0.099* 0.036 27.933
Organizational Culture -0.200 0.116 -1.718 0.087* 0.036 28.157
Employee 0.240 0.039 6.193 0.000%** 0.014 71.676
welfarexQOrganizational
Culture
F 483.821
Sig. F 0.000%**
R’ 0.826
Adjusted R? 0.825

Note: *p<0.10, ** p<0.05, **p<0.001

It is worth noting that after introducing the interaction term, the main effect coefficients
of both employee benefits (B = -0.205, p < 0.10) and organizational culture (B = -0.200, p <
0.10) have turned negative, and the significance level has decreased. However, the coefficient
of the interaction term between the two is positive (B = 0.240, p < 0.001) and has strong
statistical significance, which indicates that there is a significant synergy effect between
employee benefits and organizational culture.

Nevertheless, it should be cautioned that the collinearity statistics of the model show
relatively high VIF values (27.933 for employee benefits, 28.157 for organizational culture, and
71.676 for the interaction term) and low tolerance values (all less than 0.04), suggesting that
there is a rather serious multicollinearity problem. This situation is quite common in regression
models containing interaction terms, but the results still need to be interpreted with caution.

The coefficient of the constant termis 1.484 (p < 0.001), which is statistically significant.
These findings illustrate that the impacts of employee benefits and organizational culture on
employee performance are interdependent, and the combination of the two may produce a
stronger positive effect than their individual effects. However, due to the existence of

multicollinearity in the model, it is recommended to adopt processing methods such as
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centering or standardizing in future studies, or further verify the robustness of this conclusion
through methods like grouped analysis.

5.3 The Moderating Role of Organizational Culture on the Relationship Between
Employee Welfare and Employee Performance in ABC Institution.

From the results of the hierarchical regression analysis, the moderating role of
organizational culture in the relationship between employee benefits and employee

performance can be clearly seen.

Table 5 Hierarchical regression result for moderating effect of organizational culture on

employee welfare and employee performance

Variables Model 1 Model 2 Model 3
Independent Moderating Interaction

variable variable variable
Constant 0.397 -0.704 1.484
Employee welfare 0.716 0.547 -0.205
Organizational Culture 0.507 -0.200
Employee WelfarexOrganizational Culture 0.240
F change 346.829 429.007 38.355

Sig. F change 0.0007** 0.0007** 0.000%**
R’ 0.530 0.805 0.826
Adjusted R’ 0.529 0.803 0.825
AR’ 0.53 0.274 0.022

Note : *p<0.10, **p<0.05, ***p<0.001

In Model 1 (the independent variable model), only the employee benefits variable is
included, with its coefficient being 0. 716, explaining 53% of the variation in employee
performance (Adjusted R? = 0.529), indicating that employee benefits have a significant positive
impact on performance. After adding the organizational culture variable in Model 2 (the
moderating variable model), the coefficient of employee benefits drops to 0.547, and the
coefficient of organizational culture is 0. 507. The explanatory power of the model is
significantly enhanced (Adjusted R* = 0.803, AR? = 0.274), indicating that the addition of
organizational culture contributes an additional 27.4% of explanatory power to the model.

In Model 3 (the interaction effect model), after adding the interaction term, although
the main effect coefficients of employee benefits (-0.205) and organizational culture (-0.200)
turn negative, the coefficient of the interaction term is significantly positive (0.240), and the

explanatory power of the model is further enhanced (Adjusted R? = 0.825, AR? = 0.022). The
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changes in the F-values of all three models reach a significant level (p < 0.001), confirming
the validity of the models.

These results indicate that organizational culture not only directly affects employee
performance but also can generate additional positive impacts through its interaction with
employee benefits. Specifically, a good organizational culture can strengthen the promoting
effect of employee benefits on performance. This provides an important implication for
corporate management practice: while enhancing employee benefits, attention should be
paid to the construction of organizational culture, and the synergy between the two can bring
about a more significant performance improvement.

In conclusion, by sorting out the data on “employee welfare Initiatives for Improving
Employee Performance in the ABC Institution in Nanning City, Guangxi Province”, the following

Hypothesis Test Results can be summarized as shown in the Table 6.

Table 6 Summary of hypothesis test results

Hypothesis Results

There is a significant positive effect of employee welfare
H; on employee performance in educational institutions in Positive effect  Support

Guangxi Province.

Organiational culture moderates the relationship between
H, employee welfare and employee performance in Positive effect  Support

educational institutions in Guangxi Province.

Based on the data results of Tables 1 to 6 above, this study has conducted a detailed
and comprehensive analysis. The study results show that: First, the improvement of employee
welfare can directly promote the improvement of employee performance; second, the
moderating effect of organizational culture is very obvious, indicating that a good
organizational culture can enhance the positive impact of employee welfare on performance;
third, the interaction effect among the three is obviously present. Therefore, under a good
organizational culture, improving employee welfare may have a greater positive effect.

5.4 Employee Welfare Initiatives to Improve Employee Performance at ABC
Institution.

1) Employee Welfare Dimension

ABC Institution should first accurately survey the welfare needs of employees, covering
different positions and hierarchical levels. Through questionnaires and feedback channels,
understand their expectations. For example, grassroots teachers focus on teaching resources,

and middle-level managers value training and promotion. Then optimize the existing welfare.
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Adjust the salary and benefit system to ensure competitiveness and improve the performance
bonus system. At the same time, enhance the training welfare, enrich courses and track the
effects. Finally, innovate welfare programs, introduce health care plans and personalized
welfare choices, such as physical examinations, psychological counseling, welfare points, and
flexible work arrangements, to enhance employee satisfaction and work dedication.

2) Organizational Culture Dimension

ABC Institution needs to clarify and disseminate the connotation of organizational
culture. Sort out and refine the unique culture, and use multiple channels for publicity and
training to let employees deeply understand. Integrate cultural orientation into welfare design
to make welfare reflect the values of the institution. Link cultural activities with welfare to
motivate employees to practice the culture. In addition, create a positive cultural atmosphere.
The management should lead by example and promote the construction of a teamwork
culture. Through cross-departmental cooperation and team welfare, enhance cohesion.

3) Employee Performance Dimension

ABC Institution should establish a scientific performance evaluation system. Set
diversified indicators, covering teaching, work efficiency, teamwork, and other aspects.
Combine regular and dynamic evaluations to ensure objective and comprehensive results.
Tightly link performance results with welfare incentives. Adjust salaries, bonuses, and
promotions according to performance and provide personalized welfare. At the same time,
continuously provide performance feedback and improvement support. Conduct performance
interviews and provide resources to help employees improve and jointly formulate

improvement plans to promote continuous progress of employees.

6. Conclusion and Discussion

6.1 Conclusion

1) The Impact of Employee Welfare on the Employee Performance of ABC Institution

Employee welfare at ABC Institution significantly influences employee performance
through both material and non-material benefits. Material welfare, such as competitive salary
packages, directly enhances employees' motivation and dedication by recognizing their value
and ensuring economic satisfaction. This fosters a sense of belonging and enthusiasm,
encouraging employees to focus on improving teaching quality or work efficiency. Non-
material welfare, including training programs and career development planning, indirectly
boosts performance by providing opportunities for skill enhancement and personal growth.
These initiatives foster loyalty and commitment, motivating employees to innovate, improve

teaching effectiveness, and actively contribute to the institution's success.
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2) The Moderating Role of Organizational Culture in the Relationship Between
Employee Welfare and Employee Performance of ABC Institution.

Organizational culture in ABC Institution acts as a crucial bridge, moderating the
relationship between employee welfare and performance. A positive culture amplifies the
effectiveness of welfare initiatives, fostering alignment between institutional values and
welfare programs. For instance, a culture promoting innovation enhances the impact of
innovation rewards, inspiring employees to explore new methods and improve performance.
Similarly, teamwork- oriented cultures strengthen team- building welfare, encouraging
collaboration and shared success. Conversely, a negative or unclear culture diminishes
welfare's impact by disconnecting it from institutional goals and personal development. This
can result in passive participation in welfare programs or internal conflicts, ultimately hindering
performance improvements.

3) Employee Welfare Initiatives of ABC Institution for Improving Employee Performance.

Establishing a scientific and flexible salary system, optimizing training programs, and
enhancing quality-of-life benefits are essential strategies to improve employee performance
at ABC Institution. A dynamic salary structure, integrating regular adjustments and
performance-based pay, directly motivates employees by linking compensation to specific
performance indicators like teaching quality and enrollment outcomes. Reward mechanisms,
such as year-end and project bonuses, further incentivize outstanding contributions. Tailored
training programs, aligned with employees' career stages and skill gaps, combined with
opportunities for external learning and a tracking system for training application, ensure skill
enhancement translates into better performance. Comprehensive welfare initiatives, such as
modern workspaces, flexible schedules, health care, and employee engagement activities,
foster satisfaction, reduce stress, and build a positive work environment. Additionally, involving
employee representatives in welfare policy decisions enhances relevance and satisfaction,
creating a strong foundation for individual and institutional success.

6.2 Discussion

The impact of employee welfare on performance in ABC Institution in Guangxi is
multifaceted, encompassing both financial and non-financial elements. Financial incentives,
such as performance-based bonuses, can directly boost motivation and teaching quality,
provided they are perceived as fair and transparent (Wenzel et al., 2019). Non-financial
benefits, including professional development opportunities, work- life balance initiatives, and
employee recognition programs, contribute to job satisfaction, reduce stress, and foster a
positive work environment. These elements collectively enhance employee engagement,

motivation, and performance. A well-rounded welfare package that effectively integrates these
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components can significantly improve both individual and organizational outcomes (Paais &
Pattiruhu, 2020).

Organizational culture plays a pivotal role in moderating the relationship between
employee welfare and performance in ABC institution. A positive and well-aligned culture
enhances the effectiveness of welfare initiatives by fostering employee receptiveness and
engagement. For instance, cultures that value continuous learning encourage employees to
actively participate in professional development, translating into improved performance
(Kraiger & Ford, 2021). Similarly, collaborative cultures amplify the impact of team-based
welfare activities, promoting teamwork and shared purpose. Conversely, negative or
misaligned cultures— marked by poor communication or resistance to change— can
undermine welfare programs, leading to confusion or underutilization of benefits (Chantal et
al., 2022). Thus, cultivating a supportive culture that aligns with welfare objectives is essential
for maximizing employee and organizational performance.

This study explores employee welfare initiatives for improving performance at the ABC
Institution in Nanning City, focusing on three dimensions: employee welfare, organizational
culture, and employee performance. The findings indicate that employee welfare significantly
impacts performance. Organizational culture is also identified as a critical factor, consistent
with Beck & Hensher (2022), emphasizing its role as a moderating variable that enhances
employee motivation and enterprise outcomes. Furthermore, the study underscores the
importance of employee performance, echoing the views of Purnamasari et al. (2023), who

stress its relevance to human resource value enhancement and overall organizational success.

7. Research Suggestions

7.1 Practical Recommendation

To enhance employee welfare, efforts should be made to strengthen employee
welfare in aspects such as personalization and competitiveness of financial benefits, increasing
participation and effectiveness of health benefits, and improving work-life quality and support
systems.

To optimize organizational culture, optimization and improvement should mainly be
carried out in aspects such as building an all- round communication bridge, deepening
organizational transparency, setting an exemplary leadership to lead moral trends, and
stimulating innovative thinking and strengthening teamwork.

7.2 Future Research Suggestion

Future research in this area could explore several promising avenues. One potential

direction is to conduct longitudinal studies to track the long-term impact of employee welfare
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initiatives and changes in organizational culture on employee performance. This would provide
a more in-depth understanding of the causal relationships and the durability of the effects.
For example, a longitudinal study could follow a cohort of employees over several years,
observing how changes in welfare policies, such as the introduction of a new professional
development program or a revised bonus structure, affect their performance over time, as
well as how these changes interact with evolving organizational culture.

Additionally, it is important to consider research limitations, such as the use of a single
institution sampling, which limits the generalizability of findings. Results may be specific to the
context of that institution, as cultural and operational differences between institutions are not
captured. Consequently, the external validity of the research may be compromised. Future
research could address these limitations by incorporating a broader range of institutions to
capture diverse cultural and operational contexts. This would enable a more comprehensive
analysis of the relationship between employee welfare, organizational culture, and
performance across different settings. Additionally, comparative studies across multiple
institutions could provide insights into how varying welfare initiatives and cultural factors
influence employee outcomes in distinct organizational environments. By expanding the
sample size and ensuring a more diverse set of institutions, future research could enhance
the generalizability and external validity of findings.

Another area for further research is to investigate the impact of individual differences
in employees' perception and utilization of welfare benefits. Factors such as age, gender,
educational background, and personal values may influence how employees respond to
different types of welfare programs. For instance, younger employees may place more value
on career development opportunities and work-life balance initiatives, while older employees
may be more interested in health and retirement benefits. Understanding these individual
differences can help institutions tailor their welfare offerings to better meet the diverse needs

of their workforce.
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Abstract

This research study investigated how Gen Z multilingual students conceptualize work
life balance (WLB) and explored how their academic backgrounds influence these perceptions.
Using a multimodal discourse analysis approach, data were collected from video clips on the
theme “Work-life Balance on Screen,” created by 180 university students who were learners
of Thai, English, and Japanese at a private university in Bangkok, Thailand. Students were given
creative freedom to portray their understanding of WLB in a multilingual format. Analysis
revealed that participants conceptualized work-life balance in three ways: as personal well-
being (55.56%), as a flexible lifestyle (33.33%), and as a struggle (11.11%). The study found
that students' fields of study significantly influenced these conceptualizations, with Business
Administration students primarily viewing WLB as personal well-being, IT students as a flexible
lifestyle, and Engineering students as a strugsle. The results reflect Gen Z's prioritization of
relaxation, self-care, and mental well-being in their approach to balancing work and life.

Keywords: work-life balance (WLB); Gen Z; multilingual student
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1. Introduction

The concept of work-life balance (WLB) has become a widely discussed topic in
contemporary research, particularly in response to the evolving nature of work environments
and societal expectations. Traditionally, work-life balance refers to an individual’s ability to
harness professional responsibilities  while maintaining personal  well-being, social
relationships, and leisure activities (Greenhaus & Allen, 2011). However, with rapid
globalization, digital transformation, and changing generational values, the meaning of work-
life balance is no longer static. Instead, it is being continuously redefined, especially by
younger generations who have grown up in an era of digitalized connectivity and shifting
workforce expectations (Kossek et al., 2011). As stated by Twenge (2017) and Jayatissa (2023),
among these younger individuals, Generation Z (Gen Z), broadly defined as individuals born
between the late 1990s and early 2010s, comes up with distinct attitudes towards work, career
aspirations, and personal life management. Unlike previous generations, Gen Z has been
characterized by digital technology, flexible work environments, and an increased emphasis
on mental health and well-being, which are likely to influence their conceptualizations of
work-life balance (Schroth, 2019).

One crucial yet underexplored aspect of work-life balance research is how multilingual
individuals conceptualize this balance (King, Lulle, & Buzait@-Bruciunien@, 2021; Kotus &
Rzeszewski, 2022). Language is not merely a tool for communication; it plays a crucial role in
building cognition, social identity, and worldview (Sapir & Whorf, 1956). Multilingual individuals,
owing to their multiple linguistic and cultural backgrounds, may have unique attitudes towards
work-life balance that differ from monolingual counterparts. It is also possible that the ways
in which work-life balance is understood, defined, and communicated may vary based on
linguistic backgrounds, cultural norms, and societal expectations (Dewaele, 2018). For
example, some cultures prioritize a strong work ethic and collective responsibilities, while
others give importance to personal time and relaxation. As such, multilingual students, by
nature, have a greater exposure to different linguistic and cultural factors. They tend to have
different viewpoints on their own understanding of the concept of work-life balance, and this
makes them a research-worthy demographic for study.

This research aims to investigate how Gen Z multilingual learners conceptualize work-
life balance and to explore whether their difference in background influences that. While
previous studies on work-life balance have predominantly focused on corporate settings,
employee well-being, and organizational policies (e.g., Guest, 2002; Kossek et al., 2011), there
remains limited research on how young multilingual students perceive and express their views

on this concept. This study addresses two key research questions: (1) How do Gen Z



48

multilingual students conceptualize work-life balance? and (2) How do their different
academic backgrounds influence these conceptualizations? The distinctiveness of this study is
its methodological approach. Instead of traditional surveys or interviews, the researcher
collected data through video clips created by multilingual students under the theme of Work-
life Balance on Screen. This allowed the participants to construct and express their
understanding of work-life balance through multiple modes, including spoken language, visual
storytelling, and textual information.

This study contributes to the existing body of work-life balance literature by offering
insights into the perspectives of multilingual Gen Z students, a demographic that has received
limited attention in previous research. Besides, the findings may have practical implications
for educators, employers, and policymakers in understanding and addressing the evolving
work-life expectations of Gen Z in today’s globalized world. In an era where hybrid work
models, mental health awareness, and cultural diversity are becoming more focused,
understanding this group of new-generation potential workforce conceptualize work-life
balance in their own ways can provide valuable guidance for future work-related policies and

educational improvements.

2. Research Questions

By analyzing student-created video clips to unveil their reflections on WLB, this study
sought to answer the following research questions.

1) How do Gen Z multilingual students conceptualize work-life balance?

2) How do their different academic backgrounds influence their perceptions of work-

life balance?

3. Objectives
1) To investigate concepts of work-life balance perceived by Gen Z multilingual
students at a private university in Bangkok, Thailand
2) To explore the influences of Gen Z multilingual students’ different academic

backgrounds on conceptualization of work-life balance

4. Literature Review
4.1 Work-Life Balance (WLB)
Work-life balance (WLB) has been widely discussed in several domains, particularly in
psychology, organizational behavior, and sociology. According to Greenhaus & Allen (2011),

WLB is an individual’s ability to manage and satisfy work and non-work responsibilities without
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too much conflict. Clark’s (2000) Work-Family Border Theory highlights the need for individuals
to make it equal between work and personal life to maintain well-being. Similarly, Frone (2003)
conceptualizes WLB as a multidimensional idea that is influenced by work-to-life and life-to-
work relation.

Research suggests that WLB is subjective, varying across cultures, professions, and
personal priorities (Kossek & Lautsch, 2017). Some scholars argue that WLB should be replaced
with work-life integration in order to reflect the increasingly thinner boundaries between
professional and personal life (Kreiner, 2006).

4.2 Gen Z and Work-Life Balance

As digital users, Generation Z (born between 1997 and 2012) often have outstanding
attitudes towards work and life, compared to those in previous generations (Shofiyyah et al,,
2024). Studies indicate that Gen Z values flexibility, mental health, and meaningful work over
traditional career stability (Schroth, 2019). Unlike Baby Boomers and Gen X, most of whom
prioritize job security and upward mobility, Gen Z prefers autonomy and work environments
that meet their personal values (Deloitte, 2023).

Several studies highlight that Gen Z perceives work-life balance as a means of achieving
personal goals rather than merely reducing stress (Chillakuri, 2020). This generation is also
more likely to appreciate remote work, gig employment, and flexible schedules (Schroth,
2019). However, despite their focus on balance, research indicates that Gen Z is confined to
work-related anxiety due to hyper-connectivity and high expectations for career success
(Jayatissa, 2023).

4.3 Multilingual Students and Work-Life Balance

Multilingual individuals have different cultural and linguistic influences that
characterize their perceptions of work-life balance. Sapir & Whorf’s (1956) Linguistic Relativity
Hypothesis suggests that language can have effect on thought processes; this implies that
multilingual individuals may conceptualize WLB differently depending on the language they
use as well as some more contributing factors (Dewaele, 2018).

Studies on multilingual professionals indicate that their work-life perspectives are
formed by their cultural norms regarding productivity, rest, and well-being. For instance, in
cultures that emphasize collectivism, work-life balance is often associated with community
well-being, while in individualistic cultures, it may be viewed as personal autonomy (Hofstede,
2001).

4.4 Multimodal Approaches to Studying Work-Life Balance

Traditional WLB research has primarily employed surveys and interviews for data

collection, but recent studies are turning into multimodal discourse analysis (Kress & van
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Leeuwen, 2006). This approach considers how meaning is conveyed through text, visuals,
sound, and digital media.

Video-based methodologies, such as digital storytelling (Hull & Katz, 2006), provide
insights into how individuals creatively express complex social issues, including work-life
balance. Multimodal studies emphasize that narratives conveyed through video clips can
include linguistic, visual, and symbolic elements, offering greater data than written or spoken
responses alone (Jewitt, 2013). By analyzing Gen Z’s self-created videos, this study aims to
contribute to the growing community of research on multimodal representations of work-life
balance, which could offer valuable insights into how students in the generation embrace the

concept into their academic and professional pursuits.

5. Research Methodology

5.1 Research Design

This study employed a qualitative research design to explore how Gen Z multilingual
students at a private university in Bangkok, Thailand define and conceptualize work-life
balance. A qualitative approach was considered appropriate because it allows for an in-depth
examination of the participants’ perspectives (Creswell & Poth, 2018). Specifically, this study
used multimodal discourse analysis by Kress (2009) to analyze the data collected from
student-created video clips. By examining this, it can provide a comprehensive understanding
of how work-life balance is represented and reflected.

5.2 Participants

The participants in this study included 180 multilingual university students who were
enrolled in an English compulsory course at a private university in Bangkok, Thailand. These
students, speaking and learning subjects in Thai, English, and Japanese, were from different
fields of study: business administration, information technology, and engineering. They
belonged to Generation Z, having been born between the late 1990s and early 2010s. A
purposive sampling method (Patton, 2015) was used to recruit the participants, who were then

divided into groups of nine to eleven to co-work on the assigned video clips.

Table 1 Participants of the study

Fields of Study No. of Individual No. of Participant Groups
Participants
Business Administration 78 8
Information Technology 63
Engineering 39 4

Total 180 18
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5.3 Data Collection

The primary data source for this study consisted of video clips created by the
participants under the theme Work-life Balance on Screen. The students were given creative
freedom to design, script, and produce their own videos to express their understanding of the
concept of work-life balance. Approximately 10 minutes in length, these videos included
spoken narratives, dialogues, animations, and some visual effects. The multimodal nature of
video data allowed for a deeper exploration of meaning-making beyond verbal language alone
(Jewitt, 2013).

To ensure consistency in data collection, the participants were reminded that the
video must clearly reflect their personal understanding of work-life balance. They were also
allowed to use any language, with English being the default, they were comfortable with. The
content included either real-life experiences, hypothetical scenarios, cultural reflections, or
creative storytelling.

Totaling 18 clips, all video submissions were collected through Google Drive, whose
only owner and editor was the researcher alone, ensuring privacy and confidentiality.

5.4 Data Analysis

A multimodal discourse analysis framework (Kress & van Leeuwen, 2006) was
employed to qualitatively examine how work-life balance was conveyed through linguistic,
visual, and symbolic representations in the students’ video clips. The analysis began when
the verbal content was manually transcribed by the researcher and analyzed using thematic
analysis (Braun & Clarke, 2006), by which key themes related to work-life balance were
identified in order to reveal how the term was defined and perceived among the Gen Z
participants. Following that, comparisons were drawn between the students with different
backgrounds to explore variations in conceptualization of work-life balance. At this stage, a
panel of three English-speaking lecturers were recruited as inter-raters and verified the data
to ensure the reliability.

5.5 Ethical Considerations

This study adhered to ethical research guidelines to protect the participants' rights and
confidentiality (BERA, 2018). To maintain anonymity, all identifying details, for instance, names
and majors of study were removed from the data. The participants also had the option to

withdraw from being part of the study at any stage without penalty.

6. Research Finding
6.1 Conceptualization of Work-life Balance
By seeking the answer to Research Question 1: How do Gen Z multilingual students

conceptualize work-life balance?, the analysis revealed that the participants conceptualized
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work-life balance in three different ways. Most of these were according to their personal
experiences, expectations, and future career aspirations. Three outstanding concepts were
found, as follows.

1) Work-life Balance as Personal Well-being

The majority (100 participants or 55.56%) associated work-life balance with mental and
emotional well-being. Phrases such as “finding time to relax” and “not letting work consume
your life” were frequently mentioned in their video clips. This perspective aligns with previous
research highlighting Gen Z’s increased emphasis on self-care and quality of mental health
(Twenge, 2017). Some participants illustrated this balance visually by contrasting scenes of
relaxation (e.g., spending time with friends and family) with stressful work situations (e.g., a lot
of assignments, tight deadlines, and late-night shifts).

2) Work-life Balance as a Flexible Lifestyle

A second major theme was the idea that work-life balance is about flexibility and
integration. 60 participants (33.33%) expressed the view that achieving work-life balance does
not necessarily mean working less but rather having control over their time. One group of
these students stated in their video, “Work-life balance is when | feel energetic and have
some time to take a rest as | need.” Visual elements supporting this view included split-screen
comparisons of traditional office work hours versus digital nomad lifestyles, flexible study
schedules, and work-from-home scenarios. This reflects previous findings that Gen Z values
autonomy and adaptability in their work-life arrangements (Schroth, 2019).

3) Work-life Balance as a Struggle

The other 20 participants (11.11%) presented a more realistic and critical perspective;
they emphasized the challenges of maintaining work-life balance. However, they did not
conceptualize it as positive but instead struggles such as academic pressure, financial
concerns, and social expectations, which often disrupt their ability to balance responsibilities.
In one video, a student role-played a PhD student who constantly tried to balance coursework,
part-time jobs, family obligations, and personal time. This theme suggests that while work-life
balance is idealized, some young multilingual learners feel it remains difficult to achieve in
practice.

6.2 Influences of the Students’ Different Academic Backgrounds on
Conceptualization of Work-life Balance

For Research Question 2: How do their different backgrounds influence their
perceptions of work-life balance?, the comparisons drawn between the students with different
academic backgrounds indicate some significant variations across their fields of study.

According to the analysis, the students’ academic backgrounds significantly influenced
their conceptualization as well as perceptions of WLB. Among the 180 students who
participated in this study, their conceptualization of WLB varied according to their fields. This

difference reflects the values and expectations carried along with their majors. The majority
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of Business Administration students mostly regarded WLB as a means of achieving personal
well-being; that of Information Technology (IT) students perceived it as a flexible and
adaptable lifestyle, while a number of Engineering students largely saw it as a struggle due to
the demands of their field.

For Business Administration students, WLB was frequently seen as a state of balancing
between professional responsibilities and personal well-being. Many of their video clips
portrayed individuals engaging in activities such as exercising and spending quality time with
family and friends, suggesting that they associated the concept of balance with self-care and
emotional stability. Their narratives often focused on stress management techniques and the
importance of work efficiency to boost personal fulfillment. This perspective went in
accordance with contemporary business models that prioritize corporate wellness programs,
emotional intelligence, and strategic work-life policies to increase productivity. The recurring
use of relaxation scenes in the clips reiterated their belief that maintaining a sense of well-
being can lead to better professional performance.

In contrast, most of the IT students identified WLB as a fluid and flexible concept,
giving importance to the interplay between work and various aspects of life rather than a fixed
separation between professional and personal matters. Their video clips frequently illustrated
individuals working remotely from cafes, co-working spaces, or even on the way to
destinations. This subtly implies the idea that technology plays a great role in enabling a more
adaptable work-life routine. Among the IT students, the benefits of digital tools, such as
productivity apps, Al-powered software, and cloud-based platforms were mentioned. Their
inclusion of such ideas advocates that they perceive technology as a means of enhancing
autonomy in both work and personal life. This perspective reflects the explicit characteristics
of IT careers, which are often concerned with flexible schedules, remote work situations, and
project-based employment structures.

On the other hand, Engineering students predominantly referred to the concept of
WLB as a type of challenge, often presenting it as a daunting goal to achieve rather than a
realistic one. Their video narratives conveyed a high degree of struggle and several scenes of
late-night work sessions, tight deadlines, and stress-inducing situations. Many of their clips
showed alarm clocks, fast-paced montages of assignments and exams, and mocking situations
in which individuals experienced burnout; this was a clear picture of how demanding the
nature of engineering education and professional practice can be in reality. Unlike Business
Administration and IT students, who generally considered WLB as attainable through proper
time management or technological knowledgeability, Engineering students seemed to find it
as a complex issue that required much effort. This attitude is, nevertheless, not a surprise
because the rigorous workload and high expectations are usually given to engineers in both
academic and professional settings, where long hours and high-pressure problems are often
the norm they cannot avoid.
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Briefly stated, the results suggested that these Gen Z multilingual students’
conceptualizations of WLB were more or less affected by the difference in academic
backgrounds, cultural and professional norms of their fields of study, as well as their
prospective career paths. Business Administration students, who are regularly exposed to
discussions on corporate well-being and efficiency, tended to consider WLB with self-care and
work optimization. As for IT students, who are mostly passionate about a technology-powered
field that prioritizes remote and flexible work environments, WLB was conceptualized as an
adaptable and personalized way of balancing life. Meanwhile, Engineering students,
accustomed to a demanding academic workload and industry expectations of long working
hours, were of an idea that WLB was a struggle. These various reflections from the students
indicate that even before entering the reality of working life, students’ academic environments
did have impacts on their expectations of work-life balance, partially anticipating how these

Gen Z multilingual learners may prepare themselves for tackling it in their future careers.

7. Conclusion and Discussion

7.1 Conclusion

By placing an emphasis on Gen Z multilingual students’ reflections on the concept of
work-life balance, it was revealed that the participants conceptualized it in three various ways,
encompassing personal well-being, a flexible lifestyle, and a struggle. The majority of the
participants, regardless of their fields of study, found WLB related to mental and emotional
stability and balancing; and they also obviously prioritized the importance of relaxation and
self-care. A significant portion of these Gen Z learners considered WLB as a matter of flexibility
and control over their time. This reflection is in accordance with modern trends in remote
work and skyrocketing digital literacy of this generation of individuals. Notwithstanding, a
smaller yet indispensable group perceived this concept as an unbeatable challenge, which
mostly results from academic pressures, financial concerns, and societal expectations.

These conceptualizations suggest that the students' perceptions of WLB were
influenced not only by their personal experiences but also by generational characteristics and
their prospective career paths. Besides, their different academic backgrounds were revealed
in the study to play a role in their conceptualizations. While Business Administration and IT
students have a shared view of WLB as a practical flexibility, Engineering students considered
this concept a challenge that could be impractical in reality. Throughout the present study,
while some of them believed that the idea of balance could be an achievable goal through
self-care or flexible work, the others kept skeptical about its feasibility in real life situations.

This concern reiterates the complexities of the WLB concept, particularly for young
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multilingual learners who are on journeys to multiple academic, cultural, and professional
demands with countless contributing factors.

7.2 Discussion

In this study, as previously discussed, most of the participants considered WLB related
to mental and emotional well-being; they focused considerably on the importance of
relaxation, self-care, and time for personal growth. This revelation is in line with previous
studies indicating that Gen Z typically prioritizes mental health and work-life integration over
traditional work structures (Schroth, 2019; Chillakuri, 2020). Gen Z students in this study differ
from those in other Gens in that they deemed flexibility and self-managed autonomy to be
crucial for achieving balance, not simply following the norms so strictly that they were delayed
under overwork. Furthermore, a significant number of the participants were of preference for
remote work, digital tools, and non-linear career paths, which supports the assertion that Gen
Z students, in general, value control over their work schedules and environments (Deloitte,
2023).

However, a smaller but indispensable group of participants perceived WLB as a struggle
due to high academic expectations, financial concerns, and societal pressures. This perception
essentially highlights the challenges faced by young multilingual students who are supposed
and expected to overcome academic, cultural, and linguistic demands simultaneously.
Previous studies indicate that multilingual individuals often experience cognitive and
emotional stress resulting from their diverse linguistic and cultural commitments, which may
further complicate their WLB expectations (Hofstede, 2001; Dewaele, 2018).

The results of this study also support the idea that multilingual individuals are more likely
to conceptualize WLB differently from their monolingual counterparts, given their greater
exposure to diverse cultural factors. According to the Linguistic Relativity Hypothesis (Sapir &
Whorf, 1956), language has substantial influences on cognitive processes, which could explain

why multilingual students in this study had varying attitudes towards the WLB concept.

8. Limitations

While this study provided insights into multilingual Gen Z students’ perspectives on
work-life balance, several limitations must be acknowledged. First of all, the present study
focused on a specific group of multilingual undergraduate students at a private university in
Bangkok, Thailand, and the results may not be generalized to all multilingual individuals or
other generations. Furthermore, it was conducted as a qualitative study; thus, the analysis was
interpretive and may have been influenced to some extent by the researcher’s own
perspectives. Efforts were made, however, to improve its validity through inter-rater reliability

with those experienced in working closely with Gen Z individuals.
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Despite these limitations, this study came up with an innovative approach to
understanding how multilingual students conceptualized work-life balance, contributing new

perspectives to work-life balance research and multimodal discourse analysis.

9. Recommendations for Further Studies
Future research may delve deeper into how these conceptualizations, as presented in
this study, evolve over time as the students’ transition into the workforce. Additionally,
investigating the role of cultural and linguistic diversity in WLB perceptions could be beneficial
in offering deeper insights into how multilingual individuals apply work-life interplay. By
understanding these perspectives, educators and employers can better seek effective means
to support Gen Z professionals in developing sustainable and meaningful solutions to

balancing work and life at their workplaces.

10. Acknowledgements
This research study could not have been successfully completed without the
meaningful cooperation of students in the researcher’s classes, including BJ, MT, CE, AE, AC,
DM, LM, IT, Bl. and DC majors. Their video clips were astonishing and rife with creativity, clearly

reflecting their hard work on the project.

REFERENCES

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in
Psychology, 3(2), 77-101. https://doi.org/10.1191/1478088706qp0630a

British Educational Research Association (BERA). (2018). Ethical guidelines for educational
research (4" edition). https://www.bera.ac.uk/publication/ethical-guidelines-for-
educational-research-2018

Chillakuri, B. (2020). Understanding Generation Z expectations for better integration into the
workplace. Journal of Organizational Change Management, 33(7), 1277-1296.
https://doi.org/10.1108/JOCM-02-2020-0058

Clark, S. C. (2000). Work/family border theory: A new theory of work/family balance. Human
Relations, 53(6), 747-770. https://doi.org/10.1177/0018726700536001

Creswell, J. W., & Poth, C. N. (2018). Qualitative inquiry and research design: Choosing
among five approaches (4" edition). SAGE Publications.

Deloitte. (2023). Gen Z and Millennials Survey 2023: Shaping the future of work. Deloitte
Insights. https://www2.deloitte.com/insights/us/en.html

Dewaele, J.-M. (2018). Why the multilingual mind matters. Foreign Language Annals, 51(1),
30-45. https://doi.org/10.1111/flan.12327


https://doi.org/10.1108/JOCM-02-2020-0058
https://doi.org/10.1108/JOCM-02-2020-0058
https://doi.org/10.1177/0018726700536001

57

Frone, M. R. (2003). Work-family balance. In J. C. Quick & L. E. Tetrick (Eds.), Handbook of
occupational health psychology (pp. 143-162). American Psychological Association.
https://doi.org/10.1037/10474-007

Greenhaus, J. H., & Allen, T. D. (2011). Work-family balance: A review and extension of the
literature. In J. C. Quick & L. E. Tetrick (Eds.), Handbook of occupational health
psychology (2" edition, pp. 165-183). American Psychological Association.

Guest, D. E. (2002). Perspectives on the study of work-life balance. Social Science
Information, 41(2), 255-279. https://doi.org/10.1177/0539018402041002005

Hofstede, G. (2001). Culture's consequences: Comparing values, behaviors, institutions, and
organizations across nations. SAGE Publications.

Hull, G., & Katz, M.-L. (2006). Crafting an agentive self: Case studies of digital storytelling.
Research in the Teaching of English, 41(1), 43-81.
https://doi.org/10.58680/rte20065995

Jayatissa, K. A. D. U. (2023). Generation Z — A New Lifeline: A Systematic Literature Review.
Sri Lanka Journal of Social Sciences and Humanities, 3(2), 179-186.
https://doi.org/10.4038/sljssh.v3i2.110

Jewitt, C. (2013). Multimodal methods for researching digital technologies. In S. Price, C.
Jewitt, & B. Brown (Eds.), The SAGE handbook of digital technology research (pp. 250-
265). SAGE Publications.

King, R., Lulle, A., & Buzait@-Bruciunien@, 1. (2021). The impact of multilingualism and
migration on work-life balance: A European perspective. Journal of Ethnic and
Migration Studies, 47(9), 2032-2050. https://doi.org/10.1080/1369183X.2020.1804190

Kossek, E. E., Baltes, B. B., & Matthews, R. A. (2011). How work—family research can finally
have an impact in organizations. Industrial and Organizational Psychology, 4(3), 352-
369. https://doi.org/10.1111/}.1754-9434.2011.01353.x

Kossek, E. E., & Lautsch, B. A. (2017). Work-life flexibility for whom? Occupational status and
work-life inequality in upper, middle, and lower-level jobs. Academy of Management
Annals, 12(1), 5-36. https://doi.org/10.5465/annals.2016.0059

Kotus, J., & Rzeszewski, M. (2022). Cultural diversity and work-life balance: The role of
language in shaping professional identity. Cross-Cultural Management Journal, 24(2),
105-122. https://doi.org/10.1108/CCM-2022-0050

Kress, G. (2009). Multimodality: A social semiotic approach to contemporary
communication. Routledge.

Kress, G., & van Leeuwen, T. (2006). Reading images: The erammar of visual design (2™

edition). Routledge.


file:///C:/Users/STECO%20KMUTT/Downloads/

58

Kreiner, G. E. (2006). Consequences of work-home segmentation or integration: A person-
environment fit perspective. Journal of Organizational Behavior, 27(4), 485-507.
https://doi.org/10.1002/job.386

Patton, M. Q. (2015). Qualitative research & evaluation methods (4" edition). SAGE
Publications.

Sapir, E., & Whorf, B. L. (1956). Language, thought, and reality: Selected writings of Benjamin
Lee Whorf. MIT Press.

Schroth, H. (2019). Are you ready for Gen Z in the workplace?. California Management
Review, 61(3), 5-18. https://doi.org/10.1177/0008125619841006

Shofiyyah, N. A., Komarudin, T. S., Muharam, A., & Juita, D. R. (2024). Characteristics of
Generation Z and Its Impact on Education: Challenges and Opportunities. Journal
Pendidikan Tambusai, 8(1), 5655-5668. https://doi.org/10.31004/jptam.v8i1.13298

Twenge, J. M. (2017). iGen: Why today’s super-connected kids are growing up less rebellious,

more tolerant, less happy—and completely unprepared for adulthood. Atria Books.

Contact Information
Teekawin Disa
Faculty of Global Communication, Thai-Nichi Institute of Technology

Email: teekawinds@gmail.com


https://doi.org/10.1002/job.386
https://doi.org/10.1002/job.386
https://doi.org/10.1177/0008125619841006

Rongyu Liang
Jirapong Ruanggoon

Faculty of Management Science, Dhonburi Rajabhat University

Received: 18 December 2024
Revised: 6 March 2025
Accepted: 26 March 2025

Abstract

The research objectives were: 1) to examine the current state of compensation
management at Guangxi B Company, 2) to identify the gaps and defects in the compensation
management practices at Guangxi B Company, and 3) to propose strategies for enhancing the
compensation management at Guangxi B Company. This research employed convergent
parallel mixed methods approach. Quantitative data were collected through a questionnaire
distributed to all 367 employees, with 350 valid responses. Qualitative data were gathered
through interviews with employees, middle managers, and senior management, totaling 13
participants, selected using purposive sampling. The quantitative data were analyzed by using
descriptive statistics, while the qualitative data were analyzed through thematic analysis. The
results from both methods were synthesized to provide a comprehensive understanding of
the compensation system and effectively address the research objectives.

The research findings revealed that: 1) the compensation management system at
Guangxi B Company showed moderate transparency and clarity, with average competitiveness
in salary structures. Employee satisfaction was moderate, with concerns about fairness and
alignment with market standards, particularly regarding bonus schemes and performance
evaluations; 2) significant gaps included perceived pay disparities, low overall satisfaction with
compensation packages, and a lack of transparency in compensation policies. Employees felt
under-compensated relative to their responsibilities, and the unclear connection between
performance and rewards led to feelings of inequity and demotivation; 3) enhancing
compensation management involved establishing clear salary structures, simplifying bonus
schemes, and implementing objective performance evaluations. Regular communication,
market benchmarking, and creating feedback mechanisms were also essential for fostering
transparency, fairness, and employee engagement, ultimately aligning compensation practices
with employee expectations and industry standards.

Keywords: compensation management; compensation strategic initiative; human resource

management
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1. Introduction

Compensation management is central to the growth and development of organizations
and the long-term survival of firms depends on how this critical variable is managed (Alliu,
2023). As the most effective incentive method to protect and improve employees' work
enthusiasm, salary plays a decisive role in the company's governance process. Reasonable and
effective remuneration can not only stimulate employees' enthusiasm and initiative, but also
enhance employees' sense of identity and satisfaction with the enterprise, thus motivating
employees to better complete personal tasks, achieve organizational goals, and improve the
economic benefits of the enterprise. Compensation Management as a Determinant of Job
Satisfaction (Ismail, 2023). At the same time, reasonable and effective remuneration can also
further attract and retain outstanding talents for the company, reserve core human resources
for the company, and thus better support the company's development strategy. Enterprise
managers should stand at the level of management, systematically understand the salary
system, scientifically position it, and adopt salary incentives suitable for the development of
the enterprise. There is a robust link between compensation management and employees
performance. The variables which have impact on employees performance are wages &
remuneration, working hours and promotional policies of the organization. (Sharma, 2020)
Employees must be managed properly and timely by providing best remuneration and
compensation as per the standards. The lucrative compensation will serve the necessity for
attracting the pre-eminent employees and helps in retaining them.

Guangxi B company Wage's salary system reform from 2005 to the present was
implemented against the background of the company's long-term development strategy
changes, and played a positive role in the company's rapid development period from 2005 to
2015. However, there were some legacy issues left over from the salary system design at that
time. The problem has not been solved until now, and it is also a difficult task that plagues
the human resources department. With the development of social economy and the
diversification of corporate industry development, some industries are bound to be in
recession, and their human resources will be adjusted to demand industries. As a result, the
salary system of a large number of employees has been unable to activate employees' work
enthusiasm, resulting in work burnout and affecting Long-term development of enterprises.

This article will first assess the current state of compensation management at Guangxi
B Company, focusing salary structures, bonus schemes, benefits packages, performance
evaluation methods, employee satisfaction with compensation, and employee perceptions of
fairness in compensation. It will then identify the gaps in these compensation management

practices. Based on this analysis, the article will propose strategic initiatives for optimizing the
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salary system at Guangxi B Company, including a tailored plan for core positions. Finally, the
article will address the challenges and potential impacts of implementing the optimized
compensation system, providing valuable insights and recommendations for similar enterprises

seeking to improve their salary systems.

2. Objectives
1) To examine the current state of compensation management at Guangxi B
Company.
2) To identify the gaps and defects in the compensation management practices
at Guangxi B Company.
3) To propose strategic initiatives for enhancing the compensation management

at Guangxi B Company.

3. Literature Review

3.1 Guangxi B Company: History, Growth, and Organizational Context

Guangxi B Company, founded in 1955, has long been dedicated to the research and
development of deep-processed soybean foods. Over decades of hard work and innovation,
the company has grown into a medium-sized manufacturer of soybean-based products in
China. In 1978, it pioneered the development of soy milk crystals in China and tofu curd
products, winning several prestigious awards such as the National Ministry of Light Industry
Quality Product Award and multiple gold medals at international food expos, including the
13" Paris International Food Expo and the First China Food Expo. The brand "Guangxi B
Company" was later recognized as a time-honored brand in the Guangxi region, and in 2020,
it was also honored as a high-tech enterprise.

As of today, Guangxi B Company employs over 300 people, has fixed assets valued at
more than 100 million yuan, and operates a factory covering 40,000 square meters, with an
annual production output of nearly 10,000 tons. Its main products include a variety of
soybean-based items such as the “Guangxi B Company Brand” soy milk crystal series, tofu
curd series, instant soy milk powder, and other nutritional foods. The company distributes its
products through numerous dealers across China and exports to international markets.

The company’s soy milk, a beloved traditional snack in Wuzhou, Guangxi, is made
using the region’s famous “Bingjingquanxiang” well water. With a rich history of over 80 years,
it holds a special place in the region’s intangible cultural heritage and was included in the

"China Intangible Cultural Heritage Collection" in 2007. Wuzhou B Company Soy Milk also
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gained national recognition after being featured on Hunan TV's popular show "Tian Tian Shang
Shang" in 2013, further boosting the company's reputation.

Guangxi B Company operates under a performance-based compensation system,
combining fixed and floating compensation, complemented by job allowances and benefits.
My research aims to analyze the company’s compensation system by examining its
organizational structure, the distribution of responsibilities, and various components of its
compensation system, including basic and performance-related pay. This study serves as the
groundwork for optimizing the company’s compensation system in the future.

The company began reforming its compensation system in 2005 to align with its long-
term development strategy. The system played a crucial role in motivating employees during
the company’s rapid growth from 2005 to 2023. However, despite its initial success, the
compensation structure has become rigid over time, and issues such as an unrealistic job value
assessment have persisted. As the company’s industry landscape diversified, certain sectors
began to decline, leading to a reallocation of human resources. Unfortunately, the existing
compensation system no longer accommodates these new roles, causing an imbalance
between employee effort and rewards. This has resulted in a significant decline in employee
motivation and a rise in job burnout, severely affecting the company's long-term growth and
its competitive edge in the market.

3.2 Compensation Management

Employee compensation plays a crucial role in shaping employee motivation, with
numerous studies confirming a positive relationship between compensation and motivation.
Research indicates that changes in employee compensation are closely linked to
improvements in productivity, job satisfaction, and service quality (Danish & Usman, 2010).
Furthermore, regular and well-structured wage increases, allowances, bonuses, fringe benefits,
and other compensations serve to maintain employee morale and motivation, helping
employees feel valued and engaged in their work (Tumi et al., 2022). From an organizational
perspective, compensation is a key tool for attracting, recruiting, training, and retaining talented
employees. Effective compensation management not only ensures that employees are
adequately rewarded but also motivates them to contribute toward achieving the
organization's strategic goals (Tumi et al., 2022). However, despite the importance of
compensation management, several challenges persist in practice. One significant issue is the
disparity in pay, which can lead to feelings of injustice and dissatisfaction among employees
(Greenberg, 1990). Disparities in pay often arise from poorly structured salary frameworks or
failure to consider external market rates, causing employees to perceive their compensation

as inadequate relative to their contributions or compared to their peers (Adams, 1965). This



63

dissatisfaction is compounded by an inequitable distribution of rewards, where certain
employees feel excluded from performance bonuses or promotions, further damaging morale
and increasing turnover (Kuvaas, 2006).

Another critical gap is the lack of transparency in compensation policies. Employees
may be unaware of how compensation decisions are made, leading to distrust and decreased
organizational commitment (Balkin & Gomez-Mejia, 1990). When employees do not
understand the criteria for receiving raises, bonuses, or benefits, it creates a perception of
favoritism or inconsistency, undermining fairness within the organization (Kuvaas, 2006).
Moreover, there is often a misalignment between compensation and performance, which can
demotivate employees. When employees feel their compensation does not align with their
efforts or performance, they may lose the incentive to work harder or produce high-quality
results (Heneman & Judge, 2000). This misalignment can occur if compensation systems are
not regularly reviewed or updated to reflect changes in organizational goals, employee roles,
or external market conditions.

In sum, while compensation remains a powerful tool for motivating employees and
driving organizational success, many organizations continue to grapple with challenges such
as pay disparities, inequitable reward distribution, lack of transparency, and misalignment
between compensation and performance. These gaps in compensation management can
undermine employee motivation, reduce job satisfaction, and hinder the achievement of
organizational goals. Addressing these issues is crucial for optimizing compensation systems
and fostering a more motivated and engaged workforce.

3.3 Strategic Initiatives for Enhancing Compensation Management

Strategic initiatives in compensation management are essential for optimizing
employee motivation, satisfaction, and organizational performance. Key initiatives include
adjusting salary structures to ensure they are competitive with industry standards, addressing
disparities, and aligning compensation with job responsibilities and market conditions.
Revisions to bonus policies can further incentivize desired employee behaviors by linking
rewards directly to performance outcomes (Gerhart & Fang, 2014). Additionally, enhancing
benefits packages to include comprehensive health insurance, retirement plans, and wellness
programs can address employees' broader needs, contributing to improved job satisfaction
and retention (Bryant et al., 2020).

Implementation of performance-based incentives is another effective initiative for
aligning compensation with individual and organizational goals. When compensation is tied to
clear, measurable performance indicators, employees are more likely to feel motivated to

achieve high levels of productivity and contribute to the company’s success (Okpebholo &
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Sheikh, 2020). Introducing employee feedback mechanisms, such as surveys or regular focus
groups, ensures that employees have a voice in the desien and ongoing evaluation of
compensation policies. This approach can enhance perceptions of fairness and transparency,
which in turn improves employee engagement and trust in the organization’s compensation
system (Rasheed et al., 2020). Furthermore, training programs for managers on compensation
practices are crucial for ensuring that the implementation of compensation policies is
consistent, fair, and aligned with organizational objectives. These programs can help managers
better understand how to communicate compensation decisions, handle disputes, and ensure
that employees feel valued and rewarded appropriately (Gerhart & Fang, 2014).

For Guangxi B Company, implementing these initiatives, such as conducting regular
compensation audits, revising salary structures and bonus schemes, and introducing
performance-based incentives, could bridge existing gaps in its compensation system.
Additionally, fostering a culture of recognition, where employees are regularly acknowledged
for their contributions, would improve employee morale and productivity, ultimately
contributing to the company’s long-term success.

3.4 Related Research

Bai (2019) emphasized that human resource management plays a central role in
enterprise management, serving as a critical component of a company’s overall system.
According to Bai, an effective and scientifically structured human resource system can fully
engage employees, encouraging them to maximize their potential and, in turn, drive company
growth. Bai's work highlights strategies for optimizing corporate salary systems, offering key
considerations for workplace system reforms. These suggestions have proven valuable for
stimulating employee motivation, thereby enhancing organizational efficiency and
performance.

Similarly, Zafar (2022) proposed that employee performance can be significantly
improved by offering competitive salaries, rewards, job security, and clear promotional
opportunities. These elements, central to compensation management, play a crucial role in
boosting employee morale and work performance. Zafar’s research indicates a positive
correlation between compensation practices and employee work performance, asserting that
management’s focus on aligning compensation with employee contributions is essential for
enhancing overall productivity. This aligns with broader research suggesting that well-designed
compensation systems are integral to achieving higher employee engagement and
organizational success.

Additionally, recent studies have expanded on these ideas, demonstrating that modern

compensation management practices should incorporate a variety of variables, such as
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transparency in salary structures, performance-based incentives, and equitable reward
distribution, to address employee satisfaction and retention (Bryant et al., 2020; Gerhart &
Fang, 2014). These findings reinforce the idea that compensation management must evolve
to remain aligned with both organizational goals and employee expectations, ensuring
sustained improvements in work performance and organizational competitiveness.

By integrating these perspectives, the current research can build on existing studies to
analyze and improve compensation management practices, specifically addressing the gaps in
compensation structures and their impact on employee performance.

3.5 Conceptual Framework

Conceptual framework as show in Figure 1.

Gaps and defects in compensation
Current situation of compensation P ! P !

management
management

- Disparities in pay
- Salary structures

- Dissatisfaction among employees regarding
- Bonus schemes

. compensation
- Benefits packages ) o
. - Inequitable distribution of rewards
- Performance evaluation methods

. ) } ) - Lack of transparency in compensation policies
- Employee satisfaction with compensation o )
) ] ) - Misalignment between compensation and
- Employee perceptions of fairness in

performance

AN /

Initiatives for improving the compensation

compensation

management
- Changes in salary structures
- Revisions to bonus policies
- Enhancement of benefits packages
- Implementation of performance-based incentives
- Introduction of employee feedback mechanisms

- Training programs for managers on compensation

Figure 1 Conceptual Framework

The conceptual framework shown in Figure 1 illustrates the comprehensively examine
the compensation management practices within Guangxi B Company, with three distinct
objectives. Firstly, the study seeks to analyze the current state of compensation management

by investigating various facets such as salary structures, bonus schemes, benefits packages,



66

and performance evaluation methods. Additionally, it aims to gauge employee satisfaction
with their compensation and assess perceptions of fairness in the distribution of rewards.

Secondly, the research endeavors to identify existing gaps and defects in the
compensation management system. This involves scrutinizing disparities in pay, assessing
levels of employee dissatisfaction regarding compensation, and pinpointing areas where the
distribution of rewards may be inequitable. Transparency in compensation policies and the
alignment between compensation and performance will also be examined closely to uncover
deficiencies.

Finally, the study aims to propose concrete initiatives for improving the compensation
management system within Guangxi B Company. This may include recommendations for
restructuring salary frameworks, revising bonus policies, enhancing benefits packages, and
implementing performance-based incentives. Moreover, suggestions for the introduction of
employee feedback mechanisms and the provision of training programs for managers on fair

compensation practices will be explored.

4. Research Methodology

4.1 Research Design

This research adopted a convergent parallel mixed methods approach to examine the
compensation management practices at Guangxi B Company. The study integrated both
quantitative and qualitative data to provide a comprehensive analysis of the current
compensation system. The quantitative phase involved surveying employees to gather
numerical data on their perceptions of the company's salary structures, benefits packages, and
reward mechanisms. The qualitative phase included in-depth interviews with managers to gain
insights into the company's compensation strategies, policies, and practices.

By comparing both sets of data, the research identified gaps between the company's
compensation practices and employees' expectations, revealing discrepancies between the
intended goals of the compensation system and its actual outcomes. These gaps were
analyzed using a gap analysis framework to pinpoint the specific deficiencies in salary
structures, bonus schemes, and performance evaluation methods.

Based on these findings, the study proposed strategic recommendations and a
structured framework to optimize the compensation management system, ensuring that it
better supports employee engagement, aligns with corporate objectives, and fosters
organizational growth. Furthermore, the proposed compensation system design was evaluated
by five salary management experts to ensure its feasibility, consistency, and practical
applicability within the company's context. This convergent approach allowed for a richer

understanding of the compensation management challenges at Guangxi B Company and
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offered a balanced, data-driven solution that integrates both employee perspectives and
managerial insights.

4.2 Population and Sample Size

The study focuses on 367 employees of Guangxi B Company as the research
population. For the quantitative phase, data were collected through a questionnaire
distributed to all 367 employees, yielding 350 valid responses. For the qualitative phase,
interviews were conducted with 13 individuals, including 9 grassroots employees, 3 middle-
level employees, and 1 senior manager, to ensure a range of perspectives. The questionnaire
survey was designed to gather comprehensive data on employees' views and suggestions
regarding the company’s compensation system. This convergent parallel mixed methods
approach enhances the scientific rigor and depth of the research findings by integrating both
quantitative and qualitative data, allowing for a more comprehensive analysis of the
compensation management system.

4.3 Research Tools

The study utilized both questionnaires and interview guide questions as primary
research tools. To ensure the robustness of the questionnaire, interviews were conducted with
a stratified random sample of five individuals, including three grassroots employees, one
middle-level employee, and one top-level manager. This process helped identify key issues
and refine the questionnaire design. The questionnaire was developed based on the
conceptual framework and a comprehensive review of the literature, utilizing a five-point Likert
scale for responses (1 = Strongly Disagree, 5 = Strongly Agree). A pre-survey was conducted
with 30 participants, which helped evaluate the instrument's reliability and validity.

Reliability and Validity Testing: For validity assessment, content validity was ensured
by having three subject matter experts review the questionnaire to ensure it adequately
covered all relevant aspects of the research objectives. In addition, construct validity was
verified by aligning the questionnaire items with the theoretical framework and established

literature on compensation management.

Table 1 Reliability test for each section of the questionnaire

Section of Questionnaire Number of Questions Cronbach's
Alpha
Salary Structure 3 0.74
Bonus Schemes 3 0.76
Benefits Packages 3 0.78
Performance Evaluation Methods 5 0.75
Employee Satisfaction with Compensation 5 0.79
Employee Perceptions of Fairness in Compensation 5 0.76
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Section of Questionnaire Number of Questions Cronbach's
Alpha
Overall Reliability Coefficient 24 (Total Questions) 0.81

Reliability was tested using Cronbach's alpha, which yielded a reliability coefficient
above the accepted threshold of 0.7, indicating that the instrument was internally consistent
(Strtict & Maslakci, 2020). For construct validity, factor analysis was used. The Kaiser-Meyer-
Olkin (KMO) measure of sampling adequacy was 0.872, which is considered “very suitable” for
factor analysis (values above 0.8 are ideal, as per Kaiser). The Bartlett’s Test of Sphericity
yielded a significant result (Chi-Square = 5214.829, df = 351, p < 0.01), indicating that the data
were suitable for factor analysis. These values confirm that the questionnaire was both reliable
and valid for the study.

4.4 Data Collection

This study employed a convergent parallel mixed methods approach to explore the
corporate salary management system at B Company. The data collection process consisted
of two parallel stages: quantitative and qualitative research. In the first stage, quantitative data
were collected by distributing anonymous questionnaires to 367 employees at B Company. A
total of 350 valid responses were gathered, aiming to assess employee perceptions of the
compensation system, including salary structure, performance appraisals, and benefits
packages. This survey provided valuable insights into the general trends and gaps in the current
salary management practices.

Simultaneously, qualitative data were collected through interviews with 13 individuals,
including 9 employees, 3 middle-level employees, and 1 senior manager. These interviews
were designed to gather in-depth feedback on employees' real opinions regarding
compensation and identify issues not captured by the quantitative survey. The qualitative
data were essential in providing a more detailed and context-rich understanding of the
compensation system's challenges and opportunities. After both sets of data were collected,
they were analyzed together, allowing for triangulation. This convergence of quantitative and
qualitative findings helped refine the theoretical framework and led to the development of
strategies that not only optimized the compensation system but also supported employee
career development and aligned with organizational goals.

4.5 Data Analysis

Based on the data obtained from the questionnaire, statistical analysis was used to
examine the true opinions of a specific group, including frequencies, percentages, means, and
standard deviations. From the data obtained through interviews, the researchers conducted

thematic analysis to understand the suggestions made by company employees regarding
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salary structure adjustments and the salary management design issues that the company
needed to address.

Effective solutions were proposed from three aspects: feasible steps, policies, and
frameworks. A compensation system optimization guide was developed to improve the

company's compensation management and promote its long-term and stable development.

5. Research Finding

1) Key Findings on the Current State of Compensation Management at Guangxi B

Company.

Table 2 Descriptive statistics of 6 dimensions of the compensation management in Guangxi B

Company from the questionnaire survey (n = 350)

Dimension Minimum Maximum  Mean S.D. Interpretation
Salary structures 1.00 5.00 3.035 1.194 Moderate
Bonus schemes 1.00 4.00 3.077 1.210 Moderate
Benefits packages 1.00 5.00 3.739  1.042 High
Performance evaluation methods 1.00 5.00 3.027 1.216 Moderate
Employee satisfaction with compensation 1.00 5.00 3.021 1176 Moderate
Employee perceptions of fairness in 1.00 5.00 3.058 1.135 Moderate

compensation

The results from the descriptive analysis show that employees at Guangxi B Company
have generally moderate views on their compensation practices. When it comes to salary
structures (mean = 3.035), the feedback is neutral, indicating that employees are somewhat
unsure about how the salary system is set up, with opinions split between positive and
negative views. Bonus schemes (mean = 3.077) also fall in a similar range, suggesting that while
employees are moderately satisfied, they may not fully feel that the bonuses are being
distributed in the most effective or fair way. On the other hand, the benefits packages (mean
= 3.739) were seen more positively, with employees appreciating the benefits they receive,
indicating a stronger sense of satisfaction in this area. However, both performance evaluation
methods (mean = 3.027) and employee satisfaction with compensation (mean = 3.021) are
rated moderately, suggesting that while employees are content to some extent, there's still
significant room for improvement in how their performance is measured and how satisfied
they feel with their overall compensation. Lastly, employee perceptions of fairness in
compensation (mean = 3.058) reflect a moderate level of agreement that the compensation
practices are fair, though there are occasional concerns about equity. In conclusion, while

certain aspects of compensation are seen positively, there are clear opportunities to improve
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areas like salary structures, bonus schemes, and performance evaluations to increase overall

satisfaction and fairness in the system.

Table 3 Key points regarding compensation management at Guangxi B Company from the

guestionnaire survey

Aspect Current Situation Interpretation

Salary Structures Moderate transparency and clarity, Slightly positive, but
with a fair reflection of roles and improvements are needed in
responsibilities. Competitive, but transparency and
average overall. competitiveness.

Bonus Schemes Moderately clear communication, Average, with room for
effective in motivating employees, improvement in enhancing
and fair but could be more motivation and fairess.
equitable.

Benefits Packages Increases employee satisfaction and A strong positive impact,

loyalty, attracts talent, and enhances viewed as a key strength.

the company’s reputation.

Performance Evaluation Moderately effective in capturing Average effectiveness, with
Methods performance, but needs clearer potential for improvement in
criteria and more consistency. Plays a  clarity and feedback.

moderate role in development.

Employee Satisfaction with Moderate satisfaction with salary and ~ Moderate satisfaction,

Compensation benefits; the perception of adequate  indicating potential for
compensation for efforts is average. enhancement.

Employee Perceptions of The perception of fairness in Perceived as moderately fair,

Fairness compensation is slightly above though could be improved in

average. It reflects skills and market market competitiveness.
value, but there is room for

improvement.

Table 4 Key findings form interviews on the current state of compensation management at

Guangxi B Company

Aspects Key Findings

1. Salary structure Basic salary Provides a living wage, but may not attract

new talent due to competitiveness issues.

Performance-based salary Incentivizes employees but may not fully
reflect individual contributions during market

fluctuations.

Bonuses Aimed at rewarding performance but are
often complex, leading to confusion among

employees.
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Aspects Key Findings

2. Bonus schemes Linking bonuses to performance  Aligns individual, departmental, and company

goals.

Complexity of bonus distribution  Confusing rules lead to frustration and

misunderstandings.

Impact on employee morale: Lack of clarity can create feelings of inequity

and dissatisfaction among employees.

3. Benefits packages Comprehensive offerings Includes statutory social insurances and
health check-ups.

Demand for personalized Employees seek more flexible and tailored

benefits options for better job satisfaction.

Impact on employee satisfaction  Current benefits may not fully meet evolving

employee needs.

4. Performance Framework of performance Combines MBO and KPIs for measurable
assessment assessment evaluations, aligning individual goals with

company objectives.

Limitations in cross-departmental  Rigid structure may overlook contributions in

evaluation collaborative and innovative work.
Subjectivity in performance Potential biases in leader assessments can
evaluation lead to feelings of inequity
5. Communication ~ Framework for communication Clear compensation policies communicated
and transparency during orientation, fostering trust.
Problems in understanding Despite efforts, employees still express

confusion about compensation specifics.

Guangxi B Company's compensation management practices reveal a mixed landscape
that balances essential components with significant areas for improvement. The salary
structure provides a basic wage that ensures a living standard, yet it struggles to attract new
talent due to competitiveness issues in the market. While performance-based salaries and
bonus schemes are designed to incentivize employees, the complexities surrounding their
distribution often lead to confusion and frustration, impacting employee morale. The benefits
packages, although comprehensive and including essential social insurances and health check-
ups, fail to fully meet the evolving demands for personalized options that could enhance job
satisfaction. The performance assessment framework, which incorporates Management by
Objectives (MBO) and Key Performance Indicators (KPls), aligns individual goals with
organizational objectives but has limitations in evaluating cross-departmental contributions
and may introduce biases. Additionally, despite a structured approach to communication that
aims to foster trust through clear policies shared during orientation, gaps in understanding

remain, leaving employees unclear about specific compensation details. Overall, while
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Guangxi B Company has established foundational practices in compensation management,
there is a pressing need to address these gaps to enhance employee satisfaction and retention.
2) Key Findings on Gaps and Defects in the Compensation Management at Guangxi B

Company

Table 5 Gaps and defects in the compensation management at Guangxi B company from the

guestionnaire survey

Key Issues

Evidence from Data

Implications

Disparities in Pay

Mean scores for satisfaction with
compensation relative to effort,
responsibility, and market value hover
around 3.00-3.16. Large standard
deviations (1.365-1.450).

Indicates some employees feel
under-compensated, pointing to

perceived disparities in pay.

Dissatisfaction
Regarding

Compensation

Overall satisfaction with salary and
benefits packages is moderately low
(Mean: 3.03-3.10). Significant variation in
responses (Std. Deviation: 1.350-1.450).

Reflects moderate dissatisfaction
with the compensation system.
Variability in perceptions shows
dissatisfaction among some

employees.

Inequitable
Distribution of

Rewards

Fairness of bonus schemes and rewards
distribution has a mean of 3.07-3.10.

Employees perceive inequity in the
distribution of rewards, possibly
leading to demotivation or a sense
of unfair treatment.

Lack of
Transparency in
Compensation

Policies

Transparency of salary structure is rated
low (Mean: 3.01) and bonus schemes

communication is similarly low (3.06).

Suggests lack of clarity in how salary
and bonuses are structured and
communicated, leading to confusion

and potential distrust in the system.

Misalignment
Between
Compensation

and Performance

Performance evaluation effectiveness
and connection to employee
development rated moderately (Mean:
3.03-3.05). Compensation fairess and
reflection of market value also low
(Mean: 3.15-3.16).

Indicates that employees feel there
is no strong link between
performance and compensation,
suggesting a misalignment between

effort/ performance and rewards.

The compensation management at Guangxi B Company reveals key issues, including
noticeable pay disparities, inequitable reward distribution, and a lack of transparency in
compensation policies. Moderate mean scores (3.00-3.16) and large standard deviations
indicate varied employee perceptions, with some feeling fairly compensated while others
experience dissatisfaction. The fairness and communication of bonus schemes are rated
modestly (3.06-3.10),

misalignment between compensation and performance, with evaluations and market value

reflecting employee confusion and mistrust. Additionally, the
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ratings around 3.03-3.16, highlights the system's ineffectiveness in motivating employees.

These gaps underscore the need for significant improvements in fairness, transparency, and

performance alignment within the company’s compensation practices.

Table 6 Key findings form interviews regarding gaps and defects in compensation management

at Guangxi B Company

Aspects Key Findings
Inflexibility in salary Perception of rigidity Employees perceive the salary adjustment
adjustments process as inflexible, with inaccurate

performance assessment indicators and

poor communication regarding bonuses.

Impact of market conditions

Inability to adjust salaries in response to

market changes can lead to talent attrition.

Employee contributions and

satisfaction

Lack of salary adjustments relative to
contributions leads to decreased morale

and disengagement.

Performance assessment  Inadequate assessment
limitations indicators

Current performance metrics do not
effectively capture employee

contributions.

Impact of market fluctuations

Employees feel demotivated when
performance targets do not account for

external challenges.

Feelings of unfairness

Inadequate assessments foster

dissatisfaction and mistrust.

Communication issues Lack of clarity in bonus

calculations

Employees are confused about how
bonuses are calculated, leading to

uncertainty.

Misunderstandings about

compensation distribution

Many employees lack a comprehensive
understanding of compensation

determination and allocation processes.

Perceptions of unfaimess

Poor communication leads to feelings of

inequity and dissatisfaction.

Employee dissatisfaction  Lack of understanding of

position value

Employees do not understand how their
roles contribute to company success,

leading to feelings of undervaluation.

Impact of external market

comparisons

Employees feel insecure if their
compensation is not competitive with

industry standards.

Perceived inequities in

compensation distribution

Perceived inequities create resentment
and decreased morale, especially in high-

pressure roles.
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Aspects Key Findings

Information asymmetry Unclear criteria for Employees lack clarity on the criteria for

compensation their compensation, leading to frustration.

Lack of transparency in Employees feel excluded from

compensation processes: understanding how compensation
decisions are made, fostering mistrust and

discontent.

Guangxi B Company faces significant challenges in compensation management,
including inflexible and opaque salary adjustment processes, inaccurate performance
assessment indicators, and a lack of alignment with market conditions, leading to employee
dissatisfaction and retention risks. Employees perceive the bonus calculation and
compensation determination as unclear and unfair, with performance metrics failing to reflect
individual contributions, particularly under challenging market conditions. This disconnect
fosters mistrust and feelings of being undervalued, further exacerbated by non-competitive
compensation compared to market standards and perceived inequities in reward distribution.
The lack of transparency and communication regarding compensation policies creates

widespread uncertainty and frustration, highlighting the urgent need for reforms to improve

fairness, transparency, and alignment with employee contributions and market realities.

3) Initiatives for Improving the Compensation Management at Guangxi B Company

The initiatives for improving compensation management involve several strategies

aimed at enhancing transparency, fairness, and employee satisfaction as show in Table 7.

Table 7 Initiatives for Improving Compensation Management at Guangxi B Company

Initiative

Description

Expected Outcomes

Enhance Salary
Structure

Transparency

Develop comprehensive documentation that
outlines salary ranges, structures, and criteria
for each role. Provide regular updates and

training sessions for employees.

Improved understanding and trust in
salary structures, leading to
increased employee morale and

satisfaction.

Simplify Bonus
Schemes

Review and streamline bonus distribution
criteria and communication methods.
Implement clear guidelines and an easy-to-

understand framework for employees.

Reduced confusion and frustration
related to bonuses, enhancing
motivation and alignment with

performance goals.

Tailor Benefits

Conduct surveys to gather employee

Increased employee satisfaction and

Packages preferences regarding benefits and develop retention, as benefits more closely
flexible packages that can be customized. align with individual needs and
preferences.
Revise Implement an objective performance Enhanced fairness and accuracy in
Performance evaluation framework that incorporates clear, evaluations, fostering a culture of
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Initiative Description Expected Outcomes
Evaluation measurable goals and regular feedback continuous improvement and
Methods sessions. employee development.
Increase Establish regular communication channels Greater clarity regarding

Communication

regarding compensation policies and

compensation and performance,

and Training performance expectations. Train managers on  reducing misunderstandings and

fair assessment practices. building trust between employees

and management.

Implement Regularly assess and compare compensation  Improved market competitiveness,
a Market packages against industry standards to ensure  helping attract and retain top talent
Benchmarking competitiveness. while ensuring fairness in employee
System compensation.
Create Establish a system for ongoing employee Increased employee engagement

an Employee
Feedback

Mechanism

feedback regarding compensation and
benefits, allowing for anonymous submissions

to gauge satisfaction.

and satisfaction, as employees feel
their voices are heard and can

contribute to policy development.

Develop Clear
Role

Descriptions

Create comprehensive job descriptions that
clearly outline roles, responsibilities, and
expectations for each position within the

company.

Better understanding of position
value among employees, leading to
increased satisfaction and perceived

equity in compensation.

Implement Schedule periodic reviews of compensation Continual improvement of

Regular policies and structures to assess effectiveness compensation practices, ensuring
Compensation  and make necessary adjustments based on alignment with evolving employee
Reviews employee feedback and market trends. needs and market conditions.
Foster a Implement formal recognition programs that ~ Enhanced employee morale and
Culture of celebrate employee contributions and engagement, contributing to a more
Recognition achievements beyond monetary rewards, positive workplace culture.

such as awards and public acknowledgment.

First, salary structure transparency can be achieved by developing comprehensive

documentation outlining salary ranges, roles, and criteria, accompanied by regular updates
and training for employees, which improves understanding and builds trust. Simplifying bonus
schemes by reviewing and clarifying distribution criteria will reduce confusion, enhancing
motivation and alignment with performance goals. Tailoring benefits packages based on
employee preferences, gathered through surveys, will increase satisfaction and retention by
offering more personalized benefits.

Revising performance evaluation methods by introducing an objective framework with
measurable goals and regular feedback sessions will foster fairness and continuous
improvement. Increasing communication and training, especially for managers, ensures that
compensation policies and performance expectations are clearly understood, reducing

misunderstandings and building trust. Implementing a market benchmarking system that
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regularly compares compensation packages with industry standards will enhance
competitiveness and help attract and retain top talent.

Additionally, establishing an employee feedback mechanism to gather ongoing input
about compensation and benefits will increase engagement and show employees that their
voices are valued. Creating clear role descriptions that outline responsibilities and expectations
will help employees understand their position value and improve satisfaction. Regular
compensation reviews, scheduled periodically, will assess the effectiveness of compensation
practices and ensure they align with employee needs and market trends. Finally, fostering a
culture of recognition by implementing formal programs to celebrate employee contributions

beyond monetary rewards will boost morale and contribute to a positive workplace culture

6. Conclusion and Discussion

6.1 Conclusion

1) Current Situation of Compensation Management at Guangxi B Company

At Guangxi B Company, the current compensation management framework exhibits
moderate levels of transparency and clarity in salary structures. While salaries generally reflect
roles and responsibilities, competitiveness is only average, leading to concerns about attracting
new talent. Bonus schemes are moderately effective in motivating employees but are often
complicated, leading to confusion about calculations and fairness. Benefits packages are
viewed positively, contributing significantly to employee satisfaction and loyalty. However,
performance evaluation methods have been identified as moderately effective, lacking clarity
in criteria and consistency. Overall, employee satisfaction with compensation is moderate,
indicating room for improvement, particularly in perceptions of fairness and alignment with
market standards.

2) Gaps and Defects in the Compensation Management at Guangxi B Company

Several critical gaps and defects in the compensation management system at Guangxi
B Company have been identified. There are noticeable disparities in pay, with employees
expressing feelings of being under-compensated, particularly in relation to their responsibilities
and market value. Overall satisfaction with compensation packages is moderately low,
indicating dissatisfaction among some employees. Additionally, perceptions of inequitable
distribution of rewards contribute to demotivation, as fairness in bonus schemes is questioned.
The lack of transparency in compensation policies and communication surrounding salary
structures and bonus schemes further exacerbates feelings of confusion and distrust.
Furthermore, there is a misalignment between performance and compensation, as employees
perceive that the connection between their contributions and rewards is weak. Lastly,

communication issues, including a lack of clarity regarding bonus calculations and overall
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compensation distribution, create feelings of inequity and dissatisfaction, resulting in
decreased morale and employee engagement.

3) Initiatives for Improving the Compensation Management at Guangxi B Company
To improve compensation management at Guangxi B Company, key initiatives focus on
enhancing transparency, fairness, and employee satisfaction. These include developing a clear
salary structure with defined criteria, simplifying bonus schemes, and tailoring benefits to
employee preferences. Implementing objective performance evaluations and conducting
regular market benchmarking will ensure competitive and fair compensation. Improved
communication, manager training, and feedback mechanisms will foster trust and engagement,
while comprehensive job descriptions will clarify roles and responsibilities. Additionally, formal
recognition programs and regular compensation reviews will help adapt to market trends and
employee needs, promoting a positive and equitable workplace culture.

6.2 Discussion

1) Discussion of Current Situation of Compensation Management at Guangxi B
Company.

The findings on Guangxi B Company’s compensation management reveal both
strengths and weaknesses. Employees hold slightly neutral views on salary transparency and
fairness, while bonus systems, though moderately effective, suffer from complexity and
perceived inequities. Benefits packages are a clear strength, positively impacting satisfaction
and loyalty. However, unclear performance evaluations and a lack of competitiveness in salary
structures hinder employee morale and retention. High standard deviations across most
dimensions indicate varied opinions, likely influenced by roles and personal circumstances.
Addressing gaps in fairness, transparency, and market alignment is crucial, as clear
compensation systems can improve retention (Luna-Arocas et al., 2020) and aligning pay with
performance enhances equity and satisfaction (Quader, 2024). Strategic improvements are
essential to foster engagement and long-term organizational success.

2) Discussion on the Gaps and Defects in the Compensation Management at Guangxi
B Company.

The compensation management system at Guangxi B Company reveals several gaps
and deficiencies based on employee feedback, which suggest areas in need of optimization.
First, the moderate ratings for salary structures and performance evaluation methods indicate
a lack of clarity and satisfaction among employees regarding how their salaries are determined
and how their performance is evaluated. Employees may feel that salary structures are not
transparent or competitive enough, which could lead to feelings of undervaluation. This is

particularly concerning given that salary is a major factor in job satisfaction and employee
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retention. Similarly, performance evaluation methods, while adequate, seem to lack a robust
and fair system that employees can fully trust. The performance appraisal process may not
be consistent or comprehensive enough to reflect employees’ actual contributions, leading
to dissatisfaction.

Another significant gap exists in bonus schemes, where employees report only a
moderate level of satisfaction. While bonuses are meant to reward exceptional work, the
current system may not be aligned with employees' expectations or the company’s
performance goals. A possible deficiency could be the lack of clear criteria for how bonuses
are determined, which can lead to perceived inequities and reduced motivation. The company
seems to perform better in terms of benefits packages, which received a relatively higher
mean score. However, this does not entirely negate the fact that benefits, while appreciated,
may not be personalized enough to meet diverse employee needs. The company might need
to assess whether its benefits packages are sufficiently tailored to attract and retain top talent
across different employee demographics.

Finally, the employee satisfaction with compensation and perceptions of fairness in
compensation indicate a moderate level of contentment, but they reveal a critical opportunity
for the company to improve in fostering a sense of fairness and equity. Employees may not
fully believe that the system rewards their efforts or that the compensation practices are
equitable across the board. This gap can significantly impact morale and employee loyalty.

The compensation management system at Guangxi B Company faces significant gaps,
including pay disparities, weak alignment between performance and rewards, and a lack of
transparency in compensation policies. These issues contribute to employee dissatisfaction,
reduced morale, and disengagement. Perceived pay inequity and unclear bonus distribution
undermine trust and motivation, as fairness in reward systems is critical for fostering a positive
workplace culture (Javed, 2024). Additionally, poor communication about compensation
processes creates uncertainty and distrust, highlighting the need for clearer, more consistent
communication practices (Fulmer & Li, 2022). Addressing these challenges through improved
equity, transparency, and communication will enhance employee satisfaction and
engagement.

3) Discussion on the Initiatives for Improving Compensation Management at Guangxi B
Company

To enhance compensation management, Guangxi B Company has identified key
strategies aimed at improving transparency, fairness, and employee satisfaction. A clear salary
structure that defines ranges and criteria for each role is essential for building trust and
reducing turnover, as transparency in salary practices fosters employee understanding and

satisfaction (Hofmann & Strobel, 2020). Simplifying bonus schemes is another priority to
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minimize confusion around reward calculations and enhance motivation, as overly complex
systems can lead to dissatisfaction (Peng et al., 2022). Additionally, tailored benefits packages,
objective performance evaluation frameworks, and regular market benchmarking are critical
for ensuring competitive and equitable compensation practices. Establishing feedback
mechanisms and comprehensive job descriptions will further improve communication and
role clarity, while fostering a culture of recognition through formal acknowledgment programs
can boost morale beyond monetary rewards. These initiatives collectively address the gaps in
Guangxi B Company’s current compensation practices, aligning them with employee
expectations and industry standards to drive satisfaction, engagement, and organizational

Success.

7. Research Suggestions

The sample selection in this study may have been limited by resources, time, or access
privileges, resulting in the sample failing to adequately cover all relevant groups or industry
sectors, thus limiting the broad applicability of the findings. Future research should aim to
broaden the scope of the sample and enhance its diversity and representativeness, so as to
reflect more comprehensively the actual effects of compensation management in different
contexts.

The data collection in this study focuses on a specific time period, which fails to
adequately capture the dynamic process of compensation management effects over time. In
order to gain a deeper understanding of the long-term effects of compensation management,
subsequent studies should consider adopting a longitudinal tracking design to collect data
across different points in time, so as to reveal the sustained effects of compensation

management on employee satisfaction and firm performance.
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Abstract

This study focuses on developing digital financial capabilities among small
entrepreneurs in developing countries, influenced by the growth of digital financial services
during the COVID-19 pandemic, which led to an increase in financial transactions via online
loan applications. The research utilizes the framework of Behavior Change Theory and the |-
change Model to examine factors influencing the development of digital financial skills,
specifically emphasizing digital financial knowledge, attitudes, and self-efficacy. This study
focuses on developing digital financial capabilities among 400 small entrepreneurs from
Bangkok Metropolitan Area, influenced by the growth of digital financial services during the
COVID-19 pandemic. Utilizing Behavior Change Theory and the |-change Model, the research
examines factors affecting digital financial skills, emphasizing knowledge, attitudes, and self-
efficacy. Structural Equation Modeling (SEM) and Path Analysis reveal a significant positive
relationship between knowledge, motivation, and digital financial skills, revealing a significant
positive relationship between knowledge and motivation, which directly impacts the digital
financial skills and capabilities of entrepreneurs. Furthermore, entrepreneurs’ attitudes and
self-confidence play a crucial role in fostering new behaviors that support confident use of
online loan services and including the process of preparation and appropriate training.
Recommendations from this study highlight the importance of developing motivational
courses and government support to sustainably enhance small entrepreneurs' access to
digital financial services.
Keywords: digital finance; digital financial skills; small entrepreneurs; motivation; behavior

change
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fue (45%) Tneiuszaumsalliduidossulatinde 13 T (72%)
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M131991 1 Aade (Mean) Wagdiulouuinggiy (S.0.) vaamuusuan

. - sEAUANULTDIY
Auds Mean (AZLLUULAN 5) S.D.
(Cronbach’s Alpha)
ANUININTRUAIIA 3.45 0.78 0.82
YIAUAG 4.12 0.65 0.85
anusulalunuLes 3.89 0.71 0.79
PINWENNNITEURINE 3.67 0.83 0.88

NHULAR: A1 Mean > 3.5 LLﬁG]x‘l’Zl’W]’JLL‘Ui@EJIUiS AN

5.2 wamsfams'lwwmmﬁmwusmmmaﬂﬁwaeﬁ ol

NaNTIATIEinLTngUITaIAT 1 AnwniadefiidvEnasevinuzmmanisiudda anuima
N53URSYa (DFL) 38vEnanensaste vimuad (B = 0.928, p < 0.01) war Anustulalunuies (B =

o

0.966, p < 0.01) pgsilvedAy viAuad way Audulalunues vudhMiduduusAunans lng

aa o [ Y] a

denasiomnuzyIn1siuAITa fall auaR — e B = 0.374, p < 0.05 Arwsilsluaues —
inwe: B = 0.608, p < 0.01

Taguszasddl 2 lausuumnsduaiudneninnianisiiufdva Tumaauisoesuiganny
WUTUTIU 909InEenInIsRuAIala 76.6% (R? = 0.766) LLazi’jﬁ]%maw%Wfﬂqﬂqmammmmia
NaN15RURTTARe Tinwe (B = 0.875, p < 0.01) ausieausulTlumwes (B = 0.523)

5.3 MSULEUBNANITIATIZIRLEUNG (Path Analysis)

Aviinuaenndesratluag (Model Fit Indices) lanalinmuadennaeiiudeyaidauseding
il

e X¥/df = 1.62 (< 3.0)

e CFl=0.991 (> 0.90)

e RMSEA = 0.039 (< 0.08)

[

naideddidudn anufenisiuAdianiug fuimuaiuasnsfunueiluauesos
JUsznauns dnasennudifaluniswaunsinwenislduinsdudeosulated1aasndouass
UsgAnSnm uanannil NuITBduauaiuININITRRInanansaswsegslataznsatuayuain
aesgiteinlenmanisidnfisuinsnisiiuddiadimiudusznounissiedes nsvenewaly
naudvsnedianiy annsovldlasnmiuuusaesiiiaundunlilunisinousuasiann e
mensuAdraliiunguitming 1wy fuszneunsvuadnvieyanaifinimaulalds wnngdu
Fava wenaagdavinuziiugu Inensvuiumsveenaanusavilas

AT BLALNDLLAEIUHUNTOUTIN AT Einguidmane Tnefnwauiiugiu
uazAIFaINslanzYeanguilmIn eIy sziunEEmsIiutarasdesiulunslitinalulad
iieeenuuunseusslivunza (Anderson et al,, 2004) Amuatimsnenisiineusy dnsesnuuy
Nadmneiidaeu wu madumandesiulunisldinaluladninisdu madilaamdes uas
Waslinuleundietuniinisiuesteslasniy (Zhang, 2021)
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miaaﬂmeé’ﬂqmuamﬁam ﬁﬂwﬁugmmqmﬁﬁuﬁ%ﬁa Knowledge nangnsiiannsa
odunesinueisndu wu masuunenids milfueundiedudmiunisiuredude uazmstosiu
AUdBY (Prykaziuk & Khodakivska, 2023) nisasiaiauafidsuan Attitude ldnsdldnwiuay
AanssudeuoRiieaiaimuaffifdenisldnisiiuiiva uasadsaudeiulunuesiiunsiin
UftRluanmwnndendimunsld (Liu, 2022) msflnduanuideshilunuie Self-efficacy aRanssu
AuiuliiFoulafnnnsldauais wu msdassnsldueundiadu ieadrennudesiulunisi
§3N33193¢ NMsAdunsHneusy lnensSeumsaeunuuiiausiy Wsluuunsseuiidel ey
msldmeu wu madediniy Meviungy uaznssiaesantunsal eadeusssnianisioudi
dutuesuazananuinalunisldaumaluladnislduonndiaduuinismenisiiuadsia 19
uwanesuesulatnieirdosdeddvianinguidmeneausadndddie welsgFouaansaGousld
yAAvNnaT

mMsfamunanazUszdunadng Tunsussduinuzuazaudesiuussduinugnisnisiu
nazmuidesiulunueweBouneunasudansineusy Tnsliuuuasunuuazmsduniual e’
NadnsnTEUIInYE Tswinanisdsuulamainssudnwiin fihsiuanansaiinuruay
mnu§lasuluulEludindssar funsogshavesmuedldesnsls Wy msafsdudossulavse
putpsviemssinaulamansiuiifiausulainniu

wadwsTianinaglasu mafinsinuzuazanuamsanensiuadva ngudmanedidgom
wiivinugnenisduAivaiinty aunsavigsnssudvaldtennuiulauazasnsadenidnisuing
msnsiuAdvaldedramnzantugsia auvinuadiauaranuidesiulunues nguilmuned
viruadnarenslineluladnisnstuadvia uasiinnundesiulunsldnuneundiadumanistuse
fLowniu wasuadanumionlunisinganssuAdvaessasnderidiiaunisfineusuanunsn
Ussdiunnuidssuasideniuinamansiuiivnausugsitvesmues msvenerataydeifiuie
ANEINTININTTUATTavesUsznaunsauadn vlimnundaundeulunisudsduuas
a$pnutunamensGulaRB sy

6. agUwaLLazaﬁUswwa (Conclusion and Discussion)
6.1 d3UNaN15Y

aa a !

SnqUszasdl 1 Anwdadefifldvsnasensiauninwensnstuiiviavesiszneunisne
don ArudanaiiuATvia (OFL) Wutlidefugiuiidmwalasnssdaviauai (B = 0.928) uazar
filalunues (B = 0.966) aesdlfaddnymeada (p < 0.01) aoardasiuiuideves Chen & Zhang
(2021) ﬁwudﬁmmiﬁma%ﬁaLﬂuﬁaﬁﬂuwaﬁﬂﬁmmaawqﬁﬂﬁumﬂ%’am NAUARTIUIN WA AL
sulalunwes i fdusuusdunans Tnededninaserinuenianisduadva (B = 0.374 uax B
= 0.608 AuAWU) TeaziouuurAnnguf KAB (Knowledge-Attitude-Behavior) fiinsiaunfiilu
AgnUdeNTEIN NS AT Ng AT

Taquszasdd 2 lausuwmnsdaaiudnenmnianisiiufdva luinaaunsnesuisaiiy
LU5UTIURIANNANNNTANSNNSIT AT AL 76.6% TaedadeiidanSwagegade sinwe (B =

0.875) snudneausiilalunues (B = 0.523)
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6.2 aAUTIBHA

ANUADAAG UG Inenan1sAnwIBUSuLWIAA Self-Efficacy Theory (Bandura, 1986)
fienuiilalunuesdsmadennuansalumsoudvinugl lasnmglunguiuszneunisiing
Uszaumsalauadviaatuayunisuseendld Behavior Change Theory H1UN1508AKUUNITHNEUTY
Fifunnsiidausau (Participatory Learning) anudalaueues Steven et al. (2004) A UUANAI9N
iAdeEu dwsuanuiteres Or (2023) nut Fnwemaadaduiladondn uimsdnuddlidiu
31 Wauad Sunumddynitluuiunusamealne Fservesuneldnauuansieneiamsssalunis
sousumaluladlneidodrinvesnsfnunguiegudrinaenziussneunsilidudessulatini
Jeo1alilazvioungdnssuvesiiidiliineliiuuennaiadusnunsiuadia

Torauauurdmiunisideadaoly TolausuurLInN15Ye18nq U081 L 9521
Fusgnauntsluiiufivinglng uas@nwianuuandnsseninsgaamnssy doiausuusiaesidoiia
AN FensdunvaliBsdniiterirleguassaamzngy (Wu faeeny/siinisfnuien) delaueuuy
fenuAnmunaszezen ndamsiineusy WedseifiuanudsBuvesnsiaminey

Toiauaidauleuis lnedataueninnsasnamdngnsn1ssn1siunivia aseenwuuidunuy
Futula 3 sedusedutugu eudlandndast (rende/anudes) sedunans Miesesiiuny
naziSsuiisudeiauasziugs mstestunisdelnmnadiia detauedl 2 afanalnmsatuayuain
mesgindsguslimuInurueunaiadu LINE OA THRuganyuasssudlonnahgsnssudidva
dmiuiUseneumsegey

7. Yorausnuzn13Ide (Research Suggestions)

Toauonuzidmguiddeluil Ussnisusn ersiinisvenensevuuafnvesnguinis
WasuuUamgingsu (Behavior Change Theories) Tngysannistiadofuinmusssuriosiuuazaiiu
domadsudnluluwuuiasimsiseluewian Wesnwanisfinundliiiuin “dieruei” Sunum
drfnluviunvesUszmeling Jeenaidnunsanizuasunnd19nUsemedy o egreddodfy
Usen13fiaed n3iaumaus KAB (Knowledge-Attitude-Behavior) lifaanndaafungy
rzziﬂigﬂaumiiwﬂasmsﬁmimLﬁuaaﬁﬂizﬂauﬁm “msdntanalulad” (Accessibility) 1usn
wdsiasulunuudiaes il denndasiunanisidelunatguuni seydn guassnddyves
JUszneunsmegeslulszmelng Ae FedrdadiuaiuaimisasunsiuAdvaiutonmaiadu
Usgmsanving msududganuudiass Self-Efficacy mssfnuniladelaiufionadwaresziuaiy
Weshlunuesvesiusznauns enii msatuayuanyuvy viseUstaunsalaudideluefin fiena
Frewfiunuausalunswdyanuimesasnssnaulaluanmundeuravaldnotu

TorauouuzBsufoafaunsniluldldsedduiolud Usznisusn mhsnuniafsasiaun
LAZEANLUUNENEATNTINNNMTRUATTA ludnwazianizngu TnedangusiSeunuseduanuiuag

1 v

Uszaun1sadiuananany dusunaudisusiu esidudemiiugiu vy 33n1sadnsduiossulal

q

e

1%

nsAanenly karn1sianisuileg1alused@nsnim vusinguidvinveseaulssendly asiasy
WAMIAIUNITILATIZITANULESS N15USELIUTDLAUDNIINITHY azNISUS UL UNANAUNNIINIS
RuUAIiaINLnassing o ieduaiunisdndulanienistuiimuizay Usen159ass aasdaasunis
) = . . = a 61 v a P a wal

Jan1sBeusluguiuy Hybrid Learning fenaunisiseunisasuseulausiuiuianssuilnufuily
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s ilaifislonalunmsdifuasiauinusresiuszneunslunanransiiuiiossrseunquuas
Fadiu

Foraueuuzdmiuniselusuaniivsufiudfafinsiasandialuil Ussnisusn aasi
Ms@nwIdednAgatumIsLAnAsreIgAnssuUsEneunTIENIneng T suLiey 1wy A
UANFN9TEVIeNEITI381Y (Generation X ffU Generation Y) wagarukansnadeiudl (usenounis
Tuwadiosturuum) el ladnvazianzveunaznguldossdniaudsiy dsensiiaes as
fisandnudadowadeuiiuiiy o1 nansenuvesngnefunsesteyadiLyana (PDPA) flonail
soszduaudeiiuresuslnalunisliuin sidvavesisenouns aavine msinisiaunddin
vinwenansiuRaaiivnzauiuuTunvessemelne Tnsamnsauszgndliuuimainnsey
n15UsEifiuves OECD/INFE Digital Finandial Literacy Framework Litelvldinausifidaanunsoungy
wazmganiugUsznaunsedeslulssme
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Finuve30sAng dwmasenisinduleainsdudenneslnuuud annnsAnvinansliifiuingmey
wuugeunufiauAndiuiiaenndetiulufimmaientu sansAnwiannsmirlifluduamidy
mMsfaudmlszaunmmaiauinmsiifeadsstumssiiunuressadunsfuduiumaiedu
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Abstract

This study examines the influence of service marketing mix, service quality, and
corporate social responsibility on decisions to apply for mortgage refinancing in Chiang Mai
province. The objective was to study how these factors impact mortgage refinancing
decisions in the Chiang Mai area. The research employed a mixed-method approach. The
qualitative component utilized interviews as a tool, conducting interviews with existing
mortgage refinancing customers until data saturation was reached. The quantitative
component used questionnaires to collect data from 400 prospective mortgage refinancing
applicants, selected through non- purposive random sampling.

The study found that service marketing mix factors including product, process, and
service environment, service quality dimensions including tangibility of service,
responsiveness to service needs, creating confidence for service users, individual customer
care, and corporate social responsibility all influence the decision to apply for mortgage
refinancing. The study showed that survey respondents held relatively consistent opinions in
the same direction. These findings can be applied as guidelines for developing service
marketing mix elements related to financial institution operations, as a framework for
customer service operations to meet financial institution customers' needs, and as a direction
for promoting corporate social responsibility initiatives in the future.

Keywords: service marketing mix; service quality; corporate social responsibility

1. uni (Introduction)

dudoiemzidusnguddyreansGuduiinia feduadudeniiududoulvgilefiouiu
dudosedendu q Snedilsrernalunseutiszunu aadunstuinesimumaiuliaude
sndyadmdnusziu Tnedluajogfiuszana 70-95% vesyarmdnuszdu (Bank of Thailand,
2023) Uszrnulsimuddyfuuasiiogendoanntu Snvsdeiilsuionaiiiduasulvisessud
flogendnduvesmuies usllesnndudeemeddununisdiuluseiugs viliinusinsoysfRdoudng
GRIZREY suiAuissmalneddldussmanauaudeie JestuninedvesUssmau TJosfunis
Fotihuiiawfietls (Bank of Ayudhya , 2024) SsdanalsiniseysAauideiavegnénselmifing
wistuiigdlugpamnssugsianisiu wasidesanduideiansidududefoulngiliszoznalums
ioutnsruny uazmeniesiilutadliusn q WesvernaiulugndBsmemaniiunisiufifinenide
i Tsluduunazdadouseneviiininantunisiiuiy Sanudesnsuesndudeianssliuuud
Weldneudiuesainanmdunisiiuiiy wazduddvanidunisiiuusisdntd ddoiausqale
sheanumsaiivsivesnseyiRaudennnainiivuie waynsiasunasgiunsiansanauide
vosamtunsiu Juilinseysifdudennsdmivgniselmidululdonninndu audeinnss
Iuuuddadududenantunstuudazuidinnud iy msginsanmseyiidudonngniii
danuanunsalunisdrssdud oy Sneanudesnisvesgndnfulunsdesandunisiiu
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[
=

fundu iesangnérdudoievzidunemnanitunaiiufideends TUsludu wasdadedu 1
fineulandmnusionisvesgndn

dudormgsinuwuudifududeniadylunsiinsenvesaafunsduludiuvedudeonny
fifindnningadseiu Yafeiidmalignérdaduladonalinsdudoiavne funsanituntsGuily
vanedade Jetladesudulszaunsnainuing fedutiadeniiavinasgranndmniunsindula
fuitugrumesgnélumsasinsaudeimeIlnuund aovaussarudesnavdnuesgné Tnefansan
Mndadeiududszaunsnanauinig Jedvdrudszaunsnaiauinisdutiadeianansanunuls
Jaduaiealomamsmanafididgiiantunsiiuldmunuiiiensuaussaudeanisvengugnin
Hvane Woaaussgdlalumslivinisdudefumeanidunstudy «

miLLsdquJ’umamsmamiuﬂajuqmamﬂsimqsﬁaﬂwiLﬁuiuﬂaqﬁ’uqﬁuaaﬁqma anAlduInIg
wangaoiumsdulunanieaiu msusnsteluiladdyresaniunstu aunmnsTiuinig
Judhutadedfyidmasionslduinsantunmsdu Jadesununmuinisidunagnsddniivinle
g3RMs0RIANsUANANIRINGUTs AunNsTHUSNsARaIsas sl nelauigndn wazad
mnufndisessAns InsaunmmsliuinmsiidusnanvilignAfuinanusniud dadudsgds
ilignénnaantmsnglsiusntiuinsle

HagtulssrmuiunliauauladedauuasAunndouiutudosas 20 uaslianudidny
ﬁ"uLLusuﬁﬁiﬁiﬁ]?aLL’mﬁamagjﬁ%’aaaz 80 (Digimusketeers, 2023) lsitazidun1saniudinusedniu
fdufinsedannden mslimnuaulatunusudildladaunndounisuansoonisamiyiniiosly
deru g3nagalmidsdesiimsuiud antumsiunaiewisddinsaienmdnuaisadnsidugeidy
\fieneuaussionuAaviwesszrrugalml Tnedadesuamuiuiinveusodinuveosdns
Huthdeiiannsovhliysin deu Funedeu uaraniunisiuannnegsiufuldesnedsdu day
Jadesnunusuiinreusedsrueiasdns Iadudntedenisiidmasensinduladenldusnsves
Uszvuulugatagdu

Audaianyliwuudduaudediseddndnnindlumsduseiu fifhaiufgs Sssesnaniou
F15zuu legnéniinusiosnisldneuainantumsfudy iedudandunistulu Jedesiinig
nspnindsadonarsdunouiiozdudunssivuuud Feuenainiadefidsmanonsdndulaiden
ainsaud opneSlnuuududs nsdeduleadasdud onneslawuud dodunszuiunisiiddy
wufumsdinduladentidud uasfunszuumsmadonvesuilnailinevaussauiiemelauay
AFBsNsvesgnindidenasiensinduladenldfuduaruinmslunisdnauladenainsduideans
Shluuud

Mnmsiniuanulugnamnssugsianisiiu {3defianvaulevinisdnudua i
Aerfutadofidmaiensasinsduideiangslnuuud iosndagtunsuvstunisliuinwazns
dasunenisnann Ms3iuuudvesantunsiuduiiedmannvans nvisgnénddlugfliuins
vansansunsiulunanfentu fidedeesnsdnuifviduiladeidmanasenisindulaaing
AudoiaveIliuuud edenzitanilusesennisliuinslvnoulandgndnguidiane

Journal for Strategy and Enterprise Competitiveness | Vol. 4 No. 10 January - April 2025

auu? 10 4nSIAY - WY18U 2568

SLALAMUAINITONIANSLITURIANS | UN

17d87193NaY



96

2. InUseasnnulde (Objectives)
1) iieRnwdnsnavesdiulszaunsnainuins fdwanenissnauloadasaud oy
Aluuud Tuiuiismindedl
2) ilefnwidvinavesnunmnsliuins fidwmasensinduleasinsdudeiameslnuuud
Tufluidmiadodl
3) fiefnwdvsnaresmusuRaTeuRednNeiadnng Ndwmanen1sinauleadasdude
vealiluuud luuiisaindesdl

3. NINUMIUITIUNTIU (Literature Review)

3.1 dauUszaun1smanauIng (Service Marketing Mix)

duvszaumanisnatn mneds Mulsmanseaaiiannsomuauld Wdueiedloile
MBUANBIAINABINTITVRINAUGNA LY MUY UTenaunie nandel (Product) 51A1 (Price)
annuiin1sdadiming (Place) Msdaaiunisnain (Promotion) yaains (People) N5EUILANS
(Process) LaganNLINAUN15USNS (Physical Evidence) (Lovelock & Wirtz, 2016) @auuszau
memseaauinig Wuedeslefililunismevausinudesnisvesiuslnaliegiamssanudeanis
wazdafoldidunagnsiiddyiidvesssivanansamunuld nanlein uedesilefifiunumdndny
og1auAmsnsaann 1udsddgiildgsionevaussienudesnisvesiuilaaldegied

o
v o

Uszansnn (Apidech, 2021) snvedadutlasendniidmanenisdnauladonlyauduazusnisves
anén eadnsusegsiala AfiduMfitinann fgauusnsainguds Sseiivsnzausiunaniwdudi 3
anwfidndmirefimnzanazaindenisliuinisuesgndi dAanssunsaainegseies Ing
duasumsneivnzay sadudiuddusenisinauladondedudn nansut wasldusnisesdns
9

3.2 AMNINNT3LHUINIT (Service Quality)

ANAINNNTIUTNTT vnedls ANaNnsaluNITRaUALDIREANABINITYRIRNAT TUTIAA
U35 gaammsliuimadudsddnyiiannsaairsanuunnsiavileduis Tnedunisnszsiedis
Taegramilsivhiuilionsuaussnudonisvesdndenidildsuauazainauis danmainnis
Tuinmsfifaunmazdsaliissiassavanudiia wazannmnsliuinsiadanmsaadiany
flamelafiunnssfulunsazynna aunmnsliuinns Ussneudie anudususssuweanisuinig
(Tangible) NN5ABVALBIROANGBINTNIFUINS (Responsiveness) Arudadovainisliudnng
(Reliability) msa$rsmnusiulaliungldusnng (Assurance) uazmsionlaldgnAndusioyana
(Empathy) (Zeithaml, Parasuraman, & Berry, 1990) iluasfuszneuiiddalunisinauladente
Gufn nansua wieldusnsesdnsiiy 9 Lidnazdunisdilaanudesnisaaudesnisvesgnen
mstiusmsfifiaunn nnaudinsuinisivdedie finnuduiionndw fenuiRerfuudndusi
Wiausn1g sudemsuilaunamzuthlasgriiusyaunisal

3.3 AMUSURNYOURDAIANYBIB9ANS (Corporate Social Responsibility)

mnuiuRinvousediaueesdng Ao Ananjuiuvetesdnsiaglsengegsdiadosssu ddwu
SuiamassgAaiiosnseiununmTinvesnuludsay lnovdndifyveansufifaumanain
Suinveusiadenuvesesdnimsegluanuneyszanuigsialiifondousies uayliDondou oy
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Lifomdoudsan wazliifondoudawnden (Weerasamrit, 2010) faledn idufanssudiviuile
Ustlomisodsnnuardanndey [Wutadefiaiadeliuiovlunsusuresesdns afannuunnsis
i osaundanuaunsaniansustuvesesAnslusregenn Liudeiuansdiiudanisiwa
Usgnaumsviienarilsainmsuimsiansuvindsiidudsslevisodsan iunagnéfidieliesdns
dhiseuuanandludans Samsssy wazgarmwindion feiduiadodidymisnsaaieiiviiligné
gousUNMANualnsdng wazaismuldiuTeumiloguisetnaddy

3.4 nmsandulaidanliuinig

msfmdladenliuinmidunszuiumsiideadonddedmisanmadeniifieg msdnduls
(Decision Making) tHunsdndulalunisidendunmisusnsaudediinvesaniunisal (Apidech,
2021) Wunszurumsaiumadenvesiiuilaa lneEuannsmsgnindseudesnisiontainain
dviswa aguléin nsdaduladenifuduasuintg Wunssuiunmsiintuaindaduilan duwali
Aansidendeduduaznadeniduinig Tnefidenseduneuondrandaiuietes il
Jadeaudinyseaun1snainuinis Aunmnishiuinis JadesunnusulinyeusedinuvetatAns
Hudu ietudunszuiunisindulalunisdenlduing

3.5 yATeilieata

Rattanasantayakul (2022) Anwiadefiiidnsnadensdnduladenliuinsaudessiaves
FUsznauns SMEs suiasnansine Tuwauisua nammssnuas Snqusvasdiiiofnundvnaves
duUszaunanismatn Mwdnuaiosdns wazaannnsiiuinsfidnadensinduladonlduinig
dudegsnavesusenaunts SMEs sunmsnansing lulwmuiaua ngammamiuns Tnefnwinga
anA1 SMEs su1a1sndnsine lulwauia ngannumiuas 311U 250 AU Han1s@nwazuledn
Tadediulszaunenisnainegiedes 1 Uade Ao Jadusumsdaaiunisnain Jadesunimansal
033 uazdadoduaunmnsliuins demarenisdndulaidenlduinisduiiegsiaves
AUsENoUNTS SMEs su1m1snadnsing Tulwaunsua n3emmuiunas

Boonprakong (2022) Anwiannmmsliuinsfidsmaienisdndulaidenlduinissunnis
fdudoura $1dn @unww) Tuwnuesdgy Tnquszasdiiiefnuannimaslsiusmsiidamasionns
andulaidenliuinissuiansiidudsurindiin @) luweuasugy Wun1s39ei@auiunn Wi
nMsfusuTndeyannnsdinanguiledlaelting esdielderdunvuasua dudegisuvy
azgmn Tuuvasuauduedosdelumsidunusudeya iedinninasmdeyamsada Huns
Tasvaudeyadunnnsdnsaiuusyunae (Rating Scale) AMuuuuNInTinve Likert Scale 5 56y
aguléin quamuinisiavdnadsuindunmsdnduladonlduing fuilaafinnudnriuieai
Arundoiiovesnadnuurvionasgiumsuinistiesiian mstinsuinmsiidnnasaierauli
iaannutmnsuarannsaliuinisnsmnasnasgiuvessunsiimsusnsidaanm

Maneewan (2021) Anwiladodmszaumanisnainvendnfusiaudedetadedumiu
filavedude TassnmsAudenanieos eouduriemie SMEs lunianisviendien nadi@nwisunais
ooudu dinduiiegsfiagndn SMEs 9 Smindesse Hinguszasdifiednwiladosudiuyszan
yamanan Jadeduanudoinisvedudensnides savAudiemde SMEs lunianisviadien
Tnsuanuuuaeunlviiugniuazyanaiiaulaveduidelassnsdudononided sevdutiomie
SMEs Tunamsviesifisrvessuianseendu diinduidossfiagndn SMEs 9 Smindosse fuan
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yunveanguinegnalagligns (Cochran, 1997) Asgfuanuidosiu 95% lfunangusegna iy
385 AU INNSANYINUTT Hraunuuaeunudlvgiinnudenissetadudiulszauninisnain
U313 amsuilussduanniian Taea @il 1 Ae yaains a1duil 2 Ao dnwaenie menm drui 3
Ao NTEUAUNTUINS SFUT 4 F Msdaaiunsnann d1dudl 5 Ao Yeananisdadming disud
6 Fonansust wazdduil 7 fio 3101

Kaewjaroen (2020) Anwnfisusagslauazdrutszaumensnandifinasensidonlduinig
dudodnmeifousn surmsesndu aenuianisanan 1 finguszasd Wednwidiulszaumis
Msnaa uazusiglafisinasionisidenlidudednimeifousn surmsooudu aeaufanisan 1
\AunvuasunuaIngnAinnliuinissnssumenisiuvessuiasessdu amneludainaisy
Aamsanen 1 laeAunnangmsues Taro Yamane dsimuasianunainiadeuiissiu 5% fisysu
Anudiosiu 95% ldvurnveangudaeg1avinfu 400 29nn1sA nwduUsEaNnIsnITRaIafunIs
Fonltusnmsaudednh nedeusasuimsesudu wuin fpouuvuasuamdidanvalalduinng
dudesnimedeusavessuinnsesudu diulvglimnuddytuladdiutssaunianisaaindu
nsdenly U%mi?mﬁaﬁi’wﬁ’mzLﬂauiuﬂwWiamagiuizﬁuﬁﬁﬁ@uﬂﬂ fifnadeniniu 4.01 Tngaunse
weneanidunemulalaglinudifyanuinlumides fe Jadeaiusian Yadeaiunineu Jade
AunsEuIuNTiiuing Jadediundndue Jaduaiureamniinisdndimuite Jadeaudaasy
nsnan kardatenuanInknfey ANEIAU

Sittachan (2019) @nwinmanwal AAANNNTUINNT LagauiuRnveusediaudidinane
msspaulalduinsuisnauduenvuwianils Tuwangunwuniuas e nwiduusdasseu
AMEnualosdng MuAAAIMATUINT wazsuausuRinteuRedInNTidNaseR U TAF LS
Andulatdonldusnis Anwinquéiegisdiuiu 400 au lnenisdusiegnwuuasain aguladn answa
yeatladsmnuiuiinveusediny denarensindulalduinsuisnvudsenyuusionis luws
nsammamuns Taglddeazuaestanis@inu Uszneuse msiimsusaaiilodsnuegiae nstima
flsdumilaluaanausslonitedinn mififanssundeswilodunomuiiiednudunndoy diwa
sonsinaulaliusnsusemaudaensuwsionis Tuwmngammavnunas

3.6 NTOUKUIAATUNIIIRY

dulszaunInaInuInIg —
o nsandulaadag
ArammslAUIMS B AudiowanyIlnuund
4’1 ‘NIOJ o a 1
o L ] 7 Tuundsninde g
auSullnveusednuvetanng

NG 1 NTDULLIAAIUNNSINY
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4. 35115298 (Research Methodology)

4.1 NM13IYBIAUAN

Uszrnsueansine A gnAnduiiaglduinsaudeianesinuund uazgnanlvsifianlald
vimsAudoiavelruuud luituiitorinded

fvuadunguiiegn ngnAnduiiaeliuinisdudenedlnuudldisnndenngu
#9819 U112 94 (Purposive Sampling) Liudeyaaufsfiveyaiegndusa Tnsnsidenlideya
AilnnuanRnsamuiidesns@n

1435 ns1dennguiaeg19uuUIaz94 (Purposive Sampling) Ingnisident lideyais
AauURnsnuiideansinu Tngldimunnardunival 20 itdesis anuiiduniuaifesorns
unUsvasAsuIn1soanduaIvIiig Janin@esindl wagnisdunvalnisnsdwidungusiegia
TngantuiinUseifiuddny dunanisalsevinedunisal Tnedanulunisdunisaionadeuudasiy
muanunsiiazdoyaiilau Tngldisnsdunualiuuislasaine (Semi-Structured Interview)
asepnuduiusnounisdunivel lWyUwuunisdunivaluuuladiluniens (nformal Interview)
diearennudufuesunglvdanual

4.2 M338FeUTU

Usernsveamsfine Ae gnénflauleatasdudoinmne3lnuund luituiidmindedv Anw
Usgmnnsfiishunuuunalvglliamnsatusuuldiuiueu

nsmauangudaegslunsAnwaied WunsAnvuuulinsudwiulssrins duam
nquiiedslngligasvesaeunsu (Cochran) lngmvuadndrunisquaiegraiusosas 50
Aenudesiufesay 95 AAnuAaRLAdLTeISIdennaNsetnaliTesaz 5

Z%p(1-p)
eZ

Ng vnes vuInvesnguioesfidens

Z  wned e Z fissfuanuderiuniessautiddy

P wuneda dadruvesdnuyazaulalulsening

e wangds seRumuAmAdouTaINsduIedeTiseulAnTu LA

nmsanalagligasvesnauasu (Cochran) Insfmundndiunisgudeginluiovay
50 Fmnuidesiufesas 95 ArmAAAARUTeIMIIEeNnguTIeE el iTesas 5 azldndusogied
385 518 {Adpazifinvavenguiietnaan 385 1o Wy 400 Lilesandrurungusiedna 400 18
duiaviiazansenisduialunisiinsey msfiunguiiegiaazdisananunandouluns
Uszanauein vhlinadfodanuuiugiBaty nusegrsiilngiuasrilinanisideinnuindetionn
u wagvnniigneunuuasunuuisduiiliauysaldosdnesn Tnsmsiingusogafiuannirdrdush
Arolfetesnwmuideierosmide

Audeyadainaannsifunusndeyannuuuasunulngliiniesdioasauvasuan
wazwuuesusaulal (Google Form) Ingdnuuaauniuluguuuuananuiedidnnsednd (Email)
Tfugnouuuuasuawiidirandsdeaulagnse dswvvasunumenguvasusuiasdaiadodu
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nausuIAseeNduladedlri UAaINTIUIAITIMENIRIYES SUIAITNINTINESUYIR FUIAITOIAT
auns1en su1A1Ingelne wagsuA1sdledudive vemnueyassiuanLuuaeuaNdmiung
Fuairidelunswanuuuasunalviiugnénfiaulaadasdudervedliuund luiluiidomindedl
91U 400 518 lagnsidendusiegiauudadey (Accidental Sampling) dlesnlyanunsansiu
Usgrnsiwiate Ine@nuilugiana nsnguas — Suaeu 2567

druvsslumsdnuideadel WWun duvszaunmsnainuinsnunmnisliuing wasannu
SuRnveuadsauvatesdng Audsnulunsdnuidendsd Wun msdadulaatnsdudomns
Sl Tuituiidorindedusl

i3 eadlefllunis@nuinisiseidsuinnm MWedesileuvuasunmiiiefusiuniudeya
Uszneusiouuuasuani 6 d1u daudl 1 wuvasunuieaduteyaialuresnounuuasuai
dnvaizdanuuaelauuuliidonaeuiisadoiied diudl 2 uuvasunaABafudiudszaunis
mssanunsdunisinseaudeyauuuinsdiuuszanne (Rating Scale) liaguuunuddaus
azsedu dausazuuntiosfian Ao 1 fenzuuuindian fo 5 S1uau 35 40 dwil 3 uuudeuny
Renduauaimns Tusmadunsiassfudeyauuummsidnysyanaue (Rating Scale) Tazuuy
anudfudarseiy daudasiuuenfian e 1 ferzuuuninian fo 5 S1uau 25 4o dudl 4
wuuasunuiBIfuAsURaveUvesdsuseasdns lunsinseAueyauuuinasdIuy sEan e
(Rating Scale) WiAzuuumuddyurazsedy fudazuuuiiosdian Ae 1 fenzuuuainiian Ao 5
$1uau 10 Yo dudl 5 wuvaeunmAsfumsiaduleatasdudotansT Iuuud dunsiase iy
Toyauuuinardulszimen (Rating Scale) ey LLuummmﬁ%umaumamu Sluuudusiag
sedfU dausdazuu tesilan Ao 1 Seazuuwsnniian fe 5 S 3 4o wavduil 6 deraueuuzidu
Usglovflunsfinu dnvazdouvaedaiiessunudelausuuzvesineunuuasuniy

5. Wan157338 (Research Finding)
5.1 NANFIVUAIAUAN
NNTFUA AN NeAnYIINENavedIulTTaNN1IAaIAUINS Ndwraran1sindula
o/ a = = 1 4’{1 gy v A ! [ L3 Y a o Y a a r-ﬂl
adnsduweaveivluund luiundwiadednl laensdunvalgndnfuiegliuinsduienns
) s & Ao v 1 J v v/ o w v v S 1 v Y a [ L3
Shiuuud Tunundamia@edud wudt gnanliaudAyiudnmeends Sadudadesundnsioe
WNAgn N1sNgnsmenilegnasuazAsssulletanasiliduelaves iuuudianuiiaulanniy
\Hosananmasegialuiagiuansedingdu msandnsinenilewazasssudendadumadend
A 293 uuuddudunislaseudiuesainaadunisdudy wazusamanidunisdulng
dnsnenidegnainiiiy Msduasunisvivaiunsanaavaulavesgnalauiniign As n1sli
diuaniugnAn nszurunsadasiazeuliiduldevessuiasaisinssuiunsinldgsendudou
< V1 ! aAa a ! v a % a = = 1 & Ao v A !
wiledn drudszaunisnaniisnsnadenisindulaadasdudeinvedlviuuug luiunmiagesdu
avanamuAuINNsIiUINsNdwason1sandulaainsduveianedliuuug Tuiun Janin
Fadlwi fia n1sliusnisnfinaunin wilnauliusnsiansay mendinislasunisuinisnsngs
AuAMNISUSNsiidddgdensinduliadasduewnnesinuuud Jadenanunsadivduasuli
nsuinsvessuImsiinun mdunsindnauiianuannse danuduiieondw agulddn aanm
N15UIN5VURYIUN1TUINITVRINNIU wagdazanunsaatuayuliianisusnsiaty winaw
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ashdsunseusy wazdinudernglusndnsaridudonngsinuuud Fuzaunsonauausise
AufeansvesgnAlel anmsdnuidananimadliin gunmnslivinsduliedeiisvswasie
nssnaulaadasaudennyslnuuug luifuitsmindedm

Svsnaduausuinveusedinuvetewdns Tdwarenisindulatnsdudonnesinwuud
TuituiisontaBadlml wui enuduRneusedsnuvetesdng Wufenssufitieadresnmdnuvalliiu
suIANg Treasanudede wareusiullusuiens delddededuausuiinseusedinuues
osAnsidrnlumsinduleatnsdudennsinuund ilosandaqiugnilaliauddgsonns
Pemdodinunazyury donadosiudingniiin “suesiinuiuinveusedsasdeldudiudify
aganntunsindulawinduitsumstidiuanuddgvesdng Wivauddgyesgndn Faftduly
msdndulaaiasdudeianglniuuudiduegrann” agulddn anuduinvouredinuvesesdns
Thusmaiduladeiiiavinasensinduleatrsaudoinnyiliuund Tuituidorindedm

msdaduleasiasdudeianeilnluuud gnAnaziianisIoufisussninesunnsidy uay
ﬁmmﬂmiﬁqﬂﬁﬁaﬂﬁ] fsansarnendeiUieuiieussnineswing antuiiansananmssu
Unsnnsuesfidundsnmuamnsliuinsvesuiastu 4 madsududedsnmsiliuuud
roslinsiSeuiisuszninssuinsdundn Jadednudiulszaunisnain aunIwnstiuinig Ay
Suinveusednuvatasdnsfidrutislunisdnduleadasdud oy nuund Wiuldannsdne
Foyaiisrfundnsnsineunisinduleasinsduideans3lnuuud 9innansideiBsnunmanuise
ayuledn Yadeaudiudszaunisnain ApNImMNIsHUINTG wagAUSURATeUsodIALT0983ANS
fisvsnasenisinauleadasaudermeslnuuud lufiuiidmiadedng

5.2 HaN13IYBIUININU

ANSN 1 AdUUSEANTANAUNUSSEINe U IUUSEANNISRAIAUSASAUNISAnaUle

s Ay fu UM AU AU A A
andula  wAadouel 1A n dOEBN  UARINT  NITUAUNIT  ENWLIAGEN
MUY N1IRAA A13UINT

nsanaula 1

PruNARSUg  0.526%* 1

FUTIAN 0.491%%  0.692** 1

ANUYDINITR  0.508** 0.699**  0.665** 1

TI%UE

ATUAT 0.524** 0.640**  0.601** 0.736** 1

GG R

NIAAN

ﬁ?‘ﬂ‘gﬂﬁ’]ﬂi 0.553**  0.656**  0.718** 0.681** 0.727** 1

A 0.572**  0.629**  0.673** 0.611** 0.651** 0.752** 1

NILUIUNTS

A 0.581**  0.648**  0.661** 0.684** 0.714** 0.739** 0.707** 1

ANNINA DM

A1TUINNT
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A7 1 MTIeTzsaduUsEans andusiud (Bivariate Correlation) Tnanisnian
AuduussEieiuUsdaselimsiianunnnda 0.8 Faluiiin Multicollinearity wuin AanuduTLS
s Uadudinssaunisnainusnstunnasauiun1sindulanasAudunus i uys
Hasdudulsvaumsnanuinsisnenilunsasaiu danduusvansanduiusluusazdulaiiv 0.8
JalaAntymnsiaudiussevinatadeiigeauauly uaghineliAntiym Multicollinearity

M13°99 2 AduUsEavsanduiusseninaduusaaninnsiiusmsiunmsdaaula

s A1UAY f1UNTS AIUAMN  AIUMITESIS AunISien
dnaula  Jugusssu  maudues Yndele  anuiula  Teldgnén
YIS AMUABINTG  USNS Toiun 1Oy
VELE n13U3N13 Jliusms  s1eueea
nsenaula 1
supudugusssy 0.568* 1
YDINITUINT
FTUNITNBUEUDY 0.562%* 0.761%* 1
ANUABINITAS
UsN13
fupnuLdetie 0.515** 0.723** 0.752%* 1
UsN13
FIUNITATIAY 0.560** 0.716** 0.729%* 0.750** 1
slalviunglduinng
sunsiolaldgnAn  0.570%  0.747* 0.722% 0.734* 0.730** 1
Juseyana

INANT 2 N5TATIgRAduUsEANS andusius (Bivariate Correlation) Tnan1sven
aruduRuSsEnIduUsSasyildensiaiunnndt 0.8 3eldiin Multicollinearity wuin Anuduiius
serindmndsauninnsiivinslundagiuiunisindulakazanudunusvesiauusaaninng
Trusnnsfidseduluwsavdiu dadudszansanduiuslunsazdvlidiiv 0.8 Feldiatlayninisd
AdusiussEninadadeigsauAuly waglineliAniym Multicollinearity

A15197 3 AAUUSEANTANAUNUSTEUINIRILUTANUSURATDUFRBAIALYDIBIANT UM SAnaUTa

nsanaula AMUSURAYDUADEIANYDIBIANS
mMsinaula 1
ANMUSURAYOUADFIAUVDIDIANT 0.600** 1

NANSNN 3 NSIATIZNANFUUTEENTANAUNUS 1A8NITUIAIANUFUNUS 58NN LUS

!
a =

daseyiliAisiia1uinnin 0.8 FelaiAn Multicollinearity Wu11 AMUANNUSTENINAMUTAIIU

v a

SuRaveURadNUtasAnTiunsindula ardudss@ndanduiusivindu 0.600 Feluiiatyninis

)}

(% v 6

fenuduiusseninladengauiuly waglineliiAndym Multicollinearity
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¥ '
= a v (Y

AN519% 4 @IUUTTANNISAIAUSNISNANanan15inaulaadansaulaanes IWwuud TuNunIania

Feglny
drulszaunsnaInuInIgi
danaron1sanauladdns B Std.  Beta T Sig  Toler VIF Na
fudaiane3lnuuud Error ance
Tunuiisaniadeosival
AUNGAs U 0141 0062 0141 2272 0024* 0391 2559 gouSUANNAFIY
AUIIA - 0061 -0.015 -0.234 0815 0366 2734 UjdAsaNNAgIY
0.014
AUYRININT LY 0.046 0.072 0043 0.649 0517 0.338 2954 UiacauuRgIu
AUNTAAETUNITNAN 0.063 0.070  0.060 0900 0.369 0.33¢ 2996 Ui.#cauURFIU
AIUYAAINT 0.074 0.077 0070 0954 0341 0.279 3582 Uija@cauufgIu
PIUNTTUIUATS 0.227  0.067 0.219 3386 0.001* 0.358 2.792 aam%uamuagm

fuanmwIndeun1susms 0226 0069 0220  3.289 0.001* 0334 2997 weuiuauufgiu

e : ddudAgynivadifnsgdu 0.05

199 4 uandliiufaanislingiaunisannosidanan MIMAdeUALLAZ LAY
drulsraun1sna1auinig dealdsuandenisdaduleatasdudonneslnuuud luiluilsomin
Fodlval wudn drudszaunisnannuinisdundasueidmadeuindenisinduleainsdudon vy
g Tuiuiidmindesml d Sie eanin 0.05 (0.024) A1 ttest >1.96 WSa<-1.96 (2.272) 3¢
pousuanuRgIUTinely uanriduUsdlsvaunsnaInuinseuRan Susiiiansnaseailtud ey
N9AARTISEAU 0.05 dofulsn1u dI1uUsEaNNITRAIAUSNIIAIUNTZUIUNISANALTIUINABNTS
Fnavuleatnsdud oraneslnuuud lufiuiidoriadodml 1 Sie foandn 0.05 (0.001) A1 t-test
>1.96 W58 <-1.96 (3.386) Fawousvauufiguiiasly uansindnusdrulszaunisnainuinis
funsruINNsiavSnaealtuddyn1adifisedu 0.05 defuusny druUsEaunIsnaInuinis
Fruanmadeunsui nsdsmaiBauansentsinduleaiasiud oinnesnuuud Tuiluisorie
Fodlmal e Sig Hoendn 0.05 (0.001) A1 t-test >1.96 %30 <-1.96 (3.289) FewonFuauufgrudincly
LAR9IIILUTEIUU T ENNITNAIAUTNITATUANINLINADUNITUINTS LBENAREslitud A n19ana
fiszdiu 0.05 dafuusanu asulein fusdmuszannsnaiauinns smundniag funszuiuns
LazAUANTIWINdauN15USNNT Siansnaleuindenisinauleaiasudeianedinuuud Tuilud
Fiadedlnd msdeseienuduiudvesdiwunfiefiansandymainnstuwussiafumnnduly
M‘%@ﬂ'ﬁﬁﬁ’;LLUiﬁﬂ’;mé’mﬁuﬁ‘ﬁuaﬂwmLﬁuVL‘U ﬁﬁiﬁLﬁﬂﬂ’]iﬂa’lﬂLﬂ§IQUQG Ipe#ia1sainAT Tolerance
RoaA19g3eMINe 0-1 wazAn Variance Inflation Factor (VIF) asieendn 10 (Hair et al., 2010) e
wanglaifndayn Multicollinearity Tunsitasizvinnaesnuin A1 Tolerance vasladpdruyszan
NINAIAUTNSUAAEAUEA19E ¥ 0-1 uaLe1 Variance Inflation Factor (VIF) fiA1eendn 10
anansnaguliin fMuvsiitaniinsesieglunamifisensuls fuusdass udazsuiiauduiusiu
wsilaivinlimAatleyn Multicollinearity anunsasiunisiiaszianaessoluls
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M1399 5 anmmstiusnisidwasienisindulainsduenvesnwuug Tunundmiadedn

aanwnsuINET
danaronsanaula B Std. Beta T Sig  Toler VIF Na
adnsAudewnne Error ance
lwuud Tuitud
JninLvealual

ﬁmmwmﬁugﬂﬁﬁsmaa 0.196 0078 0.175 2523 0012 0316 3.161 weuSUALUAFIY
ANSUSANS

fiunismevAuRIAIY 0177 0075 0167 2376 0018* 0309 3241 soufuanNAgIu
#BIN1INISUSNNT

fuenuindefiouims 0024 0077 0022 -0319 0750 0313 3194 Ufasauufig

frunsadiemnuiula 0205 0076 0182 2693  0.007* 0332 3011 seufuauufgiu
Tunglduinig

munsienlaldagndndu 0233 0079 0202 2960 0.003* 0329 3043 wouiuanufigIu
SI8UARR

v o w a

e : i Agynnsatianseiu 0.05

NANS197 5 MInadevaNLAgIUFUAMAINNSIUINS dsmaiBsuindenisinduleasing
Audoing3liwuud TuituiidmIadednl aunmmsliuimsduamnduglsssuvomnisuing
dwadsuindenisinauleainsaud oeneslluund lufiufisomiadodm A1 sic Yesndn 0.05
(0.012) A1 t-test>1.96 w30<-1.96 (2.523) TewoufvauuAgiuiinly wansifulsnuamns
Tiusnmsaumnudugusssuvesnisuinig fidnsnastaivudfynieadffisedu 0.05 dodus
M3 AUNMNSIAUTNIIAIUNITABUANDIANABINITNITUSMTARATIUINsaansdndulaaing
audoiavgslnluuud luuiismindedul M Sig dounin 0.05 (0.018) AN t-test>1.96 150 <-1.96
(2.376) FswouFuanuRgiuiinily wansivuusannmnisTiuinsdunisnouaussnugoIns
M5U3N1s fidvBnasereliveddymieaiifiszdu 0.05 defuusnia aunmansliuinnssuns
afanruiulaliungldvinisdsmadauindensdnaulaatnsaudoeve Sinuuud lufiuiismia
Fodlual dn Sig fondn 0.05 (0.007) A1 t-test>1.96 W30<-1.96 (2.693) Saweusuaunfgiuiinaly
wanaRnlsaun st msiunsaenssiulaliuagliuinng deviwasdreiidoddymis
afifiszdu 0.05 semuusny ganmmsliuinisiunsielaldgndnduneyana damadeuan
semsdndulaainsaudennzdiuuud luitufidomriadednl fr Si goondn 0.05 (0.003) 1 t-
test>1.96 #30 <-1.96 (2.960) Tewousvauufgiuiisaly uanviduusnuamnisliuinisiuns
wlaldgniiduseyana T8nswastelifodifynisadifiszdu 0.05 semudsny agulsin &
wUsAN NSNS UANI T uFUSTIUYRINITUINNT AIUNNTREUAUDIAINABINITNITUSNIS
sumsasrsnnuiulaliunglduing uazsunisienlaldgnénseyanaiidninaiisuandenis
dnaulaaiasdudoinyilvuud lufuidmiadednl maenganuduiudvesiudaie
Asandamannsiundsuiunnnuly w’%amiﬁéf’sLLUiﬁmmé’mﬁuﬁ‘ﬁuqqmmLﬁul‘ﬂ iliLAn
n1sAanLAdeugs laefiansanan Tolerance Fosildog5e1ming 0-1 wazAn Variance Inflation
Factor (VIF) a3stiaenda 10 (Hair et al., 2010) iowansinbidiiadamn Multicollinearity Tunns
AATIannegnUI A1 Tolerance Yosladenmn nn1sliusnIsudazAuilA10gsening 0-1 uagen
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Variance Inflation Factor (VIF) iA1feandn 10 a1unsaasuladn dmudsiduninsgsiegluinauei
gausula fanUsdassurazaudlanudunusiu ualdvinliifiadaymr Multicollinearity @150
aflunsieszronasensllla

AN519% 6 AMUSURAYDUMDAIALYDIDIANSTdINasan1sinaulaaAsA U aAne S lhuus Tuiud

Jmiaeslnl
AMNSURAYDUADAIALYDIBIANS
fidsnadonsindulasdasdudionnss B Std. Beta T Sig Wa
Tuuud Tunuiidorindedus Error
ATUSURAYOUR DFIALUDIDIANT 0.664 0.044 0.600 14.958 0.000*  gauTUANNAFIU

e : ddydfynadnnseau 0.05

NNA197 6 NMInAFUANLATIUF UL TURRTE URBdIALTB09ANT daalTuInsans
Fnavleatnsaud sraneslnuuud lufiuiidomindodnml 1 Sig foenin 0.05 (0.000) A1 t-test
>1.96 ¥i30 <-1.96 (14.958) SaweusuauuRgiuiinall uansiiiuusausufinveusodinuveasdng
fiavEnasgaitudfynisadffisedu 0.05 defutnu asuldin dusanuiuiinveudedny
vosesdnsiiavinadauinsemsdnaulaadasaudownmesinuund luiufidmindedsl

6. @3uNan1IIeuazanUsena (Conclusion and Discussion)

6.1 a3UNANTSANE1IILIINNANTANYIUTIAAN

1nNsAnwBnSnavesiaddiudszannsnatauinsiidenasonisdnduloatnsdude
vz Tluuud luiluil Saniadeodugd wuda ajuﬂﬁﬂﬁmmﬁ’]ﬁ’mﬁué’mmaaﬁamnﬁqmﬁmmi
Wisuifleussninsantumaiudy uazanunsiiuiignArauladlnuuud Ssdnsnendoway
Asssudleuiinadensindulavasgniroudiann iszmsiliuuudiudunisldoeusuesan
GRRIVPIRISIVEH LLasmmmamﬂ’umiﬁus[,miﬁé’mmam‘ﬁagﬂaﬂm"nﬁm luiunsdaasunisnane
dududemnsinsmienstemisauazesulay gnérdinisliauddgideudiaviify
mMsdaasunseansfsganNaulavesgnalsunndign de nslidiuaniugni nsvuiunis
afas wazeylRdudevessunmsmsinszuiumsnligenndudounazidlaliie

nnmsdnudvsnavesiadefunmunimnisliuinisiidsadenisindulaainsdudeianes
rluuud Tufiui Tanindodlnd wuin Asfignénmantsannisuinisdenisliuinisfidamnin
wiinauliusnsivmnzay aunmmsuinisidiuddgsonisindulaainsdudeinsslvuuud
AefignAnAanisanmsuinsie msldsumsuinisinngs wiinnugualrirutiemdegnedig
g Jadefiannsatisduadulinisuinisvessuansiinunin Wumsimwinauidanuamise 3
aranfuiioondn uwardsfiazanunsoatuaylfiinnsuinsiifdu winauasldumseusy Say
Fermaylusndnsasiaudeimedliuuug Jazamnsaneuauosionmfeinsvesgnanle

1nMsAnwdnSnavesadoduanuivinveusodinuvessAnsiidenanonisdnduls
avinsAudeianyliuuud Tulufidmindedl wui gnérfuifennusuiieseudedsauasasdns
fisunansldfanssy uagillaseanstiemdediny Aanssutiemaeden uvesednsiufanssuiivae
afunndnuwalliiusuians Pagaimnunindede uaganuiulalusuias liAsnsaduayy
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1ngnin deldintadosumnusuiinveudedinuvesesdnsiidilunsinduleasinsdudeiames
Il esantagtugnénlilinrmddydenstismdedinunasyumuduogisann

6.2 a3UNaN1SANEIIILANHANITANYITIUITUIN

NnnsAnwvENavestadusnudinlsraunsnain idwasensinduleadinsduideiavy’
Trluuud wuin Tushundnssigneuuwuuaesuaalianudfyseanudaveguronaiududeilasy
uinslusgiumniign ludunepeunuvasunalianuddgseaudaeulunisuanssni
pondefiuiass (Effective Rate) Tuszduanniian ludruressdasmenegnouuvuasuniul
mnuddyiermnsivinmsaudossulatfinsuisasluszduaniign lusunsduaiunisnatn
freunvuasuaniliauddnysonisldde Facebook Line Tunisidrdsuazlvideyaungniluszdu
uniian TushuyaransgpeuuuuasunalimudAgpennuannsalunisuitymianemiives
wiinawlussdumniian Tusunszuiunsgmeuuuuasuanslinudysonszuiunisludiy
sevudssifiuanudssiiutuduazsanialussduaniign luduaniwindeunisuinisgney
wuvasuanilinnuddasenisiiaieadleuargUnsaliiviuaivdmniunisliuinislusefunndian
Tnenauvesimouuuuasunuuandliifiuingneunuvasuamiaudndiuiideutisaenadasly
Tufiamadaiu MnHaNIeEiaInsannosdmmaaiisaiuiadedulszaunsnaauinnsi
danaronsinduleainsaudorusimuudlufuisorsndedm wui Dededudadost d
NTYUIUNT WazduanImIndoun1suinig fdnsnaldavindenisdadulaadasdudeiansy3
Tuvud lufiuilsmiadednl egreiidoddunadn Jasodundndneidansnadauindons
Fnauleasinsdudoinnesiuund ografidoddynieadfifisedu 0.05 (A1 Sig = 0.024, A1 t-test =
2.272) Yadudunszurunmsiidninadaunnsenisdndulaainsdudewnsdlvuuudg sgnefidoddy
N9ERATITEAU 0.05 (AN Sig = 0.001, A1 t-test = 3.386) warUaTUAIUENINLINADUNITUTNNSH
svsnadeuinsensinduleasinsdudenvesinuuudosnaiitodfynisadffisedu 0.05 (A1 Sig =
0.001, A1 t-test = 3.289)

nnMsAnudvEnavestatefununmnsliving fdwmadensinduleainsdudonmy
Fhwuud wudn Tuduenudugusssuresuinis duevnuvdeunulianudidgyseniuarein
wazeanduszifovvessunaslusyfuanniign Tusunisnevaussionnudeanisnsuinisgnou
wuvasuaalimudfydenunienveminmulunislivinsmaennavinsluseduinniiae
Tushuanuindeiisvesnsliuinisgmeuuvuasunnilianuddgsonissnuinnuduresdeya
andnluszivanniian sunisadennusulaliundlduinsdneuuvuasunalsinnuddnysoniny
fuasansiuvesantunsiuluszduuniiga dunisietlaldgndnduseynaa (Empathy)
frouuvvasuanlirnudfsionisinaunarnufiswslandslivinnsluszdumniian Tnsdney
yosgmeunuvasunuuandliviui frevnuvasuauiaudniuiideudrsaonadedlulufiams
ey neansinsiaunisannesdmmaaiisiugaunmnsliuinisidmasonisdadula
afnsdudeanedlnuuud luiuidomiadednl wui Jadeamamansliving duanudu
5UsSTY0INTUINT FuMsnouausInmfiosn1snIsuing sunsasrsanusiulaliungldvuing
wazsunsionlaléagniiduseynna favsnadsnindonsdnduleadasaudeianesluuuud T

1 1
o

fundmindedduisgaitedAgmneads duanuduusssuveanisusnis J8venadeuansenis
g

v a

naulaadinsdudioane s iiuuug ognlidodAgnaiansedu 0.05 (A1 Sig = 0.012, A1 t-test =
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2.523) fumsmeuaussANfesnIsNsUInng Snsnalauandenisindulaainsdudoiany3
TWuuud agrefiduddyniadffisedu 0.05 (A1 Sig = 0.018, A1 ttest = 2.376) F1uN15A319AINY
slaliunglduing fviswadsvandonsdndulaainsduieieme3lnuuud egnafiddfamaada
526U 0.05 (A1 Sig = 0.007, A1 t-test = 2.693) wagsunsiolaldgnAduneyana TavEnaids
winsensinaulaatasaudenngsinuuug sgradifoddymnsadifiseiu 0.05 (A1 Sig = 0.003, ¢
t-test = 2.960)

NnnsAnwdnsnavesiadusumnuiuinveudedinuvesesdns Adsmasonisdndula
afasAudeiang3lrluuud wui greuuuuasuanlianudfynsduaiuauminiounanaly
mslisnsaudeianslusedumnniian wazsesasngnouuuuasuaalvimnuddiunstdamusu
TunsiaunasygiavesUsemanuulovigvesesdnsluszduuiniagn lnsdneuvesneu
wuvasuauuandliiud greuuvuasuamdanudniuiideuduaoandosluluiiamaieniu
MNARAMTIATgiaNNIanaeenaanisafuanuiuiinve uredinuyetesAnsiidimasnans
dadulaadasAudoevgTuuudluiinifmindedvd wudn mnusuiieveurodsauveseadngd
SvSnadauinsenisinauleadinsdudeinneslnuuud sgnadifeddaynieadffisedu 0.05 (A1 Sig =
0.000, A1 t-test = 14.958)

6.3 aAUTIEHAYIINITANYIIY

duszannsnaiauinsiumsdaduleadnsdudeenysiiuuud nan1s@nwinudn @
UEaunNIsnaInuInNIg MMUREATN AIUNTEUILUNIT LAgAUANEAENIINIEAIN danadansAnduls
afrsAuBelAne3lriuuud egniluddameadn fneuuvvasuawdulnyliniuddasodade
fudmlszaumsnainuinisiuseiuinniiagn lnedamdesnsiuiadosundniue e 9eq
N13N159ATIUIE NITAWATUNITAAIA UAAAINT NTTUIUNIT wazanwaenIantenin Ju
osAUsEnoUA AR iidsariensindulavesgniilugsiauins aeandesfiuauideves Maneewan
(2021) filFAmndestadvaulszaumnismanavessdndasiauiesetiadosunudddavedude
TassmsAudenaniesi oondutiewdo SMEs luniansvieadien nsdifinwisuiasesydu dith
Auidogsfiagnin SMEs 9 faniaiBessne wuin greuuuuasunudnlvlim uddyiudnuyszan
msnaauinisteridlavedudenondes soudutiemde SMEs lumamsvieaiien Tusedy
uniige nmsfnweddeluaisiuazauideiiieites wud dadedudiutszaunisnain
uinsdenaonsdndulaasinsdudelussivannianniign esueladn dedudundndne f
n3EUIUNS wazsiudnwuzmsnen Wuesduseneudfidimarionisindulavesgninlugsia
U3ns lnglewizluuunvesdudoiavgsiuuudMduuinmuamsiuiiyadigs uasdsvozim
HNTUENIUIY danAdIiUIUITEYDe Rattanasantayakul (2022) PAnwSesladefiidvnadonis
dndulaidenlduinisdud egsiaves{Usenaunis SMEs sura1snansine lulwnuiaua
ngamMnEMIUAs syt Yadudulsraunisnanegistios 1 Jads dwadenisdnduladenld
Uinsauidevesgndn wazdadesudnuszaunsnaniidvinadeuindenisindlauinsduide
335R2veUsENaUMT SMEs su1A1snNEnsing Tulwauiewa NIENNEMIUAS

aunmnsliuinisiunsdadulaainsdudeineIiiuuud nan1s@nwinudn aun1mng
TAusN1s A dugUsTIuYeINITUINIT AIUNIIRIBUALBIAIINABINITNITUTNNG FAUNITESIS
mnusiilaliunglduing uazsunisienlaldgninseyanaiiavina dsnasensinduleasiasduide
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g lkuudegiidedAynieads grousuvasunudiluglvauddgydetadunuannin
mﬂﬁu%mﬂuszﬁummﬁqm A0AARBIAUUITYUDY Bunpakong (2023) ﬁﬁﬂmﬁaaﬂmﬂwwu%ﬂﬁ
waznmanualosdnsiidenanonsdndulaidenlduinissuasidudsurn S1in ()
Tulwauasgy nuin seiuanuAniivresnunmuinslassiueglussiuiniian aanimuinig
og1atfos 1 Y2ds f8nsnaevandonisdnduladenlduinig Fudulunuauuiziuniside
aenndesfiuauideves(Rattanasantayakul (2022) fifnwidesdadeisidnsnasenisinduladenld
uInsdudegsAavesfusznounis SMEs surm1sndnsive lulwauisuansannEmIuAT wuin
AUANNITUINT TBnsnaBauandenisdndulaidenliuinisdudessiavesusznauns SMEs
5UIASNANTINY TUWAUIMA NTINNUNIUAT TILDUSUANNAFIU NANIIANYINUIT ANNINUINTT
dwademsdnduladenliuinsaudesusuasisludusudnuainmanenin fuanuidede
sfumsmevauesesgnn waznsielaldgndn nanisAnwiiieadosandiiiuin anudedio
mMamevaues mslimnuiule msterlald dwasionisdndulavesgndn
muuRaveuiedinuveesdnsiunsdadulaalinsaudetve 3 uuud nanisAnwimudn
anusUAnveusedinuveteifnsdwmanenisinduleatnsdudeianeinuuudegadvedifnmis
afid aonadesiunuIdeves Sittachan (2019) AfnwIFesn manual AAAMANTUIAT wazAIL
Suiinweusedsauiidmasionisimaulaliusnisussmaudaensuwsionds Tuwmngammamiuas wui
Jadefruauiuiinveusodinuvesesdns Ussneudae nstinlsdrunialuaiiamausylomnil
& nsdiRansanilednudunnden dwwarensinaulalduinmsuidnuudsenyuuvienils Tus
ngammamuAs egeiiduddyiiszfu 0.005 agulddn dresdnsiinnsiduguafianisia de
anfunuedradusssy wazdulouieiiviomdedinuuazdwnndouesdnsAsnmdnualfia o
fuilandleliiuuasfusfsnmdnuaififvesesdnsfaziinnuianiifroduiuiouimsdmalinany
SuiinvousiodinuesadnsiiBvinadeuandenisinduladenteduiuasinisvosgnin

7. dotdusnuzn1Ide (Research Suggestions)

7.1 Yordusuuzdmiunsanendseatetl

YalauLUEALUTEIUUSEANNIINAIAUSAIT IANANITITENUTN dIUUTTEUNITRAIAUSAIS
FAIUNARS T FUNTEUIUNNT wASAIUENINIIAGENN1SUSNTS HEnEnanensdnduleatasdude
avgalnluund Tuitufismiadeduy aodunstumsdulubewemdnduei@uie Wiludewes
AU wazrivludemesdn nnadeunisuinig WisliaunsaneuausiieauieInis
yesgnAnguitiming Tusundndusiantunisiumsinvimsiauindndasiluguuuulnl 7
evaUDIANABINITYBInAlugaR Al auiugaaiofiudsuuasly Tasnsusulse
Foulvuazanandivewansusiaudeliiaudanguiaymnzauiungugniuansieiu Tusu
NSEUIUNS @a1UUNNSIIUASANEILUININSaRT uUnuLazsYaEalunisiusns Taenisi
waluladuld Wanszuunisesaseuuazinnuanugvesgsnssuviduszansamanniu Tudu
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UBLAUDUUEAILUIANNINNITIAUTNIG PINNANITITENUIN AMNIMNTSIUINSHENSHase
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mnslusslalumsufoandig winaumsdladeenudosnisiomzvesgniusaznguieimun
Uimslinssrnudesns iieairsmnuinivesgniilduinisvessunans

UBLAUDUUEAILUIANUTUNAYOUARFIANVBIBIANT INNANITITENUTT AUTURAYRUNE
HeauvetasdnsdidvinasonisinauleainsdudoinnsTivuud TuiuiSmindodn anidy
MsiumsAnwinansznuveslasinsasuRnveusedaNfiddeyuvuLard wndouluszezen
Tngmsdnriinsideuuamensiausdnsusinmensiuiaduayugsiafied auuasdawnadon
Anwimsiidiusiuvesninanulufanssuiiediny Sinsizdanuduiusseninamsdniuanusinu
ANuURnTeURBdInLYBIeIANT Tidsraon ndnuwaluazauBeievesanitiunisity

7.2 dosuanuzdmiunsinunideluafedaly

Foraueuugdnuiuuslumsifoadutely dRnwmsdnuiuustu 4 fenadmadenisadas
AudolamsSliuuud wu nmdnuainsiduiuesunas AnuAnFreuUTUR vimuaRsonns3inuuud
AMNANEAIBIANT MITUIANAT WazAURNTUDINAT TBKANBIAITANYIAILUT Aumnalulad
waruInNTsuNIINsiy W nseeniumalulagniinisiu anuvaeadelunisvigsnssy WWudu

Torausuurd1uisn1sidelun1sideatetely fAnvimsinviamsiinisidelugluuudu
Wisfs 1wy Wunsidedaunmiiunsdunvalilsdnuiensaununguite lilddoyaidedn
Renduanudesnisuazngiinssuvesgnd msideuuunaasaitelildnisduaideyalusuuuuln
lenageunanfaiiouInvessuns Anviisudisusssinsaantumsiuudazuis Wy

Torauonugdunguitegslunisiseadsdely Anwviasuesvouunveanisinuli
AsUAgUNFNFIeEeTiaIn eIty Wy Anwiluiiuiity q fusnmionnluiuiilunisinuiads
il AnwIsuisuseninngugnéludiosarsuun Anviamengy lnelazasngugniniaes
Iuuududs Anvudieuifisussninangugnaninmieny viefnwingugnifidnginssunsld
U3mauanenaiy uenanimsifivruangudegndlinntuiionniideievemanisie
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unAnga
mMeiteadiiiiingusrasdilednuiladvduiszaumensnan (7P's) fidwmadenisdnaula
Jodorunduseulatvesaniyadulunsunaides fwminussna nquiiegsusznaudieans
yadudIuIL 400 AU Fequiiog 1971835 N15guuUUdnY (Simple Random Sampling) Tagr1vun
YUIAFI9E19A18gATVBT Yamane (1973) Asziuaaudofiu 95% uazAiAiuaanaLAd o 5%
mafuTIuTIndeyadiiunsinunuuasuauesulatl (Online Questionnaire) LileAuazAINLAY
Aseumaunaul g Msleseideyaldaunisannesienvan (Multiple Regression Analysis)
delnseitlidofidsuarionisdindulade nansifenud Jadeiiddvinageansonisinduladefo
FoaMeN3insIming (Place) Fefidiads 4.45 uazdrudoauunnggiu 0.50 Tnedadudseans
nsanaey (B) wiiu 0.45 sesasnde wanAmst (Product) fidnede 4.35 wardrudsauunnsgiy
0.56 (B = 0.38) war dnwagn19an18an (Physical Evidence) finiade 4.25 uazdauidaiuy
w3514 0.60 (B = 0.30) wamshaszidlifuidadudiuUssaumensnainfiameidndnace
miﬁﬂﬁﬂﬁaaéﬂﬂﬁﬂaﬁwé’@mﬂaaﬁﬁﬁzﬁu 0.05 mﬂNamﬁ%’mfl,l,ami%ﬁuﬁqmmﬁwﬁ'q;suaﬂmi
Wauvesmssdndiminefiazainuazsinga sufamsuiulsmansaeiliviaonadesiundnaaun
Sy uenanil msesenuuuknantlesuesulafhiidedewarldnudeddunumadalunisadn
arwstulalituduilan mafnunadsddndelonadmsunmsidofudnistunginssunisde

'
[y =

AuAluNquUNTAMUTNIAIANILA 2 TRUSTTUNRANAN LTONAUINAYNTNIINITNAINTNNBUAUDY

a

ANFBINITaNIengulaeg1alusEansam
Adndey: Tadedinuszauvnanisnann; nsdnaulade; iderundusaulay; andyady
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Abstract

This research aims to study the marketing mix factors (7P's) influencing online fashion
clothing purchase decisions among Muslim women in Mueang District, Narathiwat Province.
The sample consisted of 400 Muslim women selected using the simple random sampling
method. The sample size was determined using Yamane’s formula (1973) at a 95% confidence
level with a 5% margin of error. Data were collected through an online questionnaire to ensure
convenience and comprehensive coverage of the target group. The data were analyzed using
multiple regression analysis to identify the factors affecting purchase decisions. The results
revealed that Place (distribution channels) was the most influential factor, with a mean score
of 4.45 and a standard deviation of 0.50, and a regression coefficient (B) of 0.45. This was
followed by Product, with a mean score of 4.35, a standard deviation of 0.56, and B = 0.38.
Physical Evidence also played a significant role, with a mean score of 4.25, a standard deviation
of 0.60, and B = 0.30. The analysis indicated that all marketing mix factors significantly
influenced purchase decisions at a 0.05 level of significance. The findings highlight the
importance of developing efficient and fast distribution channels and improving product
quality to align with Islamic principles. Additionally, designing a trustworthy and user-friendly
online platform is critical in enhancing consumer confidence. This study also opens
opportunities for further research into online purchasing behaviors among consumers with
specific religious and cultural backgrounds in other regions, which can aid in developing
tailored marketing strategies.

Keywords: marketing mix factors; purchase decisions; online fashion clothing; muslim women

1. umi1 (Introduction)

Tugeddvia msdoueaudesuladldveesedmaduasiunumddylunisiuadeu
AswgRvvasUszmelng nistensdetundussulaiifunilslunevyaudildsuamuionmn
flan (Khanthong & Thanathanchuchot, 2019) Tasianzlunguaniyadufifaudesniaidedii
povauassluduuTuLaednamau ndnnsuwsiinisvesanuadutiy wWunisunlaiFeudiadaud
Aswrasndauin oniuluntiuasdhile defhwesdiamuiiu Tufasy wasvhanTanimenzaumumndn
anau1 madndadefunduiivuaiouiadlidiaugndesmundnnisudinigvesmaundan dea
ThAnaudesnsitaeulusomwesdadsdulssaunansnainiimangay (Ahmed & Rahman,
2015) Hefurdududafiazioudayadnamuazaniuamuasanild vonanasdudsiivioiia
ﬂmuﬁ"uslﬁﬂﬁLLfiﬁu%IﬂmLé’a Fadudoawmsdrfglunsuanseaniissaiouanizsa UJohnson, Francis
& Burns, 2007) dvsuaniyadululsemalne lnsnnglunsunades famussna dodi
denndosuaudenamauuasndnmsdnunateludeddnds luvasientu nsdadulade
Aotsnuromnseauladfldsusvinanniladevateuszns iy A meessdaduet a1 13
AUEINNITRAN WAIDIWMNNNITINTIMUNY (Chansang, 2022)



114

Hadvdrnuszaumansnan (7P’s) Geusznaulusng nandnet 511 doamanisdadimine
MsdLALNIAEN YARA NTEUIUNT Wagdnwazynaneam Wudulsddiidsadenisiadula
Fordeiuidusoularl (CHIU et al, 2009) lunsilvesansyaduluundineoiios Jminus1Ea N3
nenuvdnnismauifunsyuadouveauniuiaduFosiivinie mmLﬁﬂ’ﬁiﬂiuﬂaé’ﬁmdwﬁ%mﬂﬁ
fuszneunmslufiesduanunsanevauswionufosnsiianzsiizasesuilnanduilldfs iy
(Hassan et al., 2022)

uenninsAsuudamnaduneluladussmafisturosnslilndoaiidieshlrnish
mananosulatiduromsiidrduniy Seeliiussneumsamnsodifngugndutimang
Tnonssuaziiseansamanniy (Pittman & Abell, 2021) 91ANNSENTIINU ﬂu%lmﬁuuﬂﬂmﬁ%
Yodudooulatinniu iesniiaruazaanlunindrfedoyatudt maisuiisusiauagnis
Feontlodudsnuunanviesusing q faunsavhldyniinaien (Chiu et al,, 2009)

Fedu mafinwidestafodiudsraumeniseaaiidamadonisindulatodoiunduasulad
Tunquaniuadulunsuneiios Sminusina lifiewudazdielidlafmginssunsdovosnga
iy Lwié‘faLﬂuLmeﬂuﬂﬁﬂ’@uu’maqwémNﬂWimmm‘ﬁma‘uauawiamméfaﬂmwmﬁﬁiﬂﬂﬂdmﬁ
§egnaiuszAninm uenandiannsnthuansidelutszendldsugsiaderiunduseulaiily
sy 9 PfldnuasmeTmusssutazaaunlndiisaty (Chotikul, 2023) Usswalnedeidunisly
Usenaiinsuilnadudundugaduiifisduogsioiles Tasiomeluiuiififiusssnsyaduende
ogruuLiy 1y S Tnmeuauniald Fedunduyadulifisausaseufiuondnuaimeiausssu
wagAdeniemann uidudududdyitisduedounsusiaviedulazsefusang vuidely
Uszwalvefiniuun 1wy n15Anwiwes Khanthong & Thanathanchuchot, (2019) gl Fuiiman
Horhunduseulafluvsemelnednsiulnognni lnsawglunguiuilneyadufivesidedn
fingulanditasnuundunazaumngaunismau vonand uitelulssmalnedmuintade
ddnfifnaronisiadulatodudunduseulaflunguiuilnasmlve Ae Anuazminlunind s
dudoaulatl punmaui wazmseaiasiudelnifoa (Ahmed et al, 2015) aghslsfny Ms3de
Aoatunaadodunduoouladlunguyadulvedsiiogedrsdidn lasansluviunvesdan i
yuaunald msfnwissiannudidnyesned dunsifuiudoriisesasdaug uaztaeli
fsznounadlafimgfnssuuslnaluiiui dlditu Snisaduteyafiugruiiannsaldueionag
mMsfianagnsnsnataiiduszansamlunguitmaneiffausssuazmauianizdaldegng

bANNT L

2. IngUseeasAn133e (Objectives)
1) Anwiseduiiadediulssaunnanisnain (7P°s) Adwadonisdaduladoidodundy
poulauvesansyaduluungneilios Jwminussia
2) Anwsziunisdnduledededuniuesulativesaniuaduluandinedies Santn
UI/NA
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3) Awnsgvianuduiusuardninaseninedadediudssaunienisnain (7P’s) funis
Andulageiderunduesulatvesaniyaduluwndunaidles Sminussna

3. MIINUNIUITIUNTTY (Literature Review)

3.1 wqwﬁuammﬁmL?imﬁ'umsﬁ'ﬂ?mia%a (Consumer Decision-Making Theory)

nsindulateresfuilaadunssuiumsiitudousarldsudvinannrastadonuuuiin
vostinIvinisvanevinu Tne Kotler & Keller (2016) o5u1871 nsguauntsdnduladovesuslan
Buunmsiuifannudesns defensdundoya nmsussdiumaden madnaulade wagns
Usgiiunandsnisde Yadudrulszaumanisnann (7p’s) foidued esfloddnideliguiing
a1u130UssdlunnAYBIAUAImMI BTN I a819llUssdNEAIm Solomon et al. (2010) Na1384013
dnAulateindunginssufiasieuiannudosnsuasussgilavesuslnadididedudmiauinianis
1 Ineildadeidnarenszuiumsdndula 1wy ansssu daau 39inen uazmsmann §uslnaluudaz
ﬂf,jmzﬁwqaﬂsiums%}aﬁLL@ﬂshaﬁu%uaq’ﬁ’w?wmauwiazqﬂﬂaLLasamumszﬁ

Tuduusagela Maslow (1943) leinanfmguiusegsla (Motivation Theory) fiuansisansiu
Furesanudoans faudanudoinismenignmauiinnudesnslunmadududnenmusaiies
fuslaafifiarundonemaun Wy ansuady oreflussgdlalumaidendodudriinovaussisludy
widunazaLINEamsmaun WeliAnauau glanazdulalunsufUamudermunves
F1@UN Lada, Tanakinjal & Amin (2009) Flhdiudn nsidendendnsueisnatafunauiainainy
PBndalunmunmauduasnmsufifaumdnmsmaudany nansdnuiitugifennuddyues
MswmLnAuALAznagNSssRaniiAdaisuunmemanuas Tausssy eairsrandesiy
LAEABUANDIANNABIN TR USIAtuNgud Mg

3.2 Jadedudseaunienisnann (7P’s)

Hadednszaumsnsnan (7P’s) uirdesilefddnlumsiienevimginssuguslaa Tng
Usenaulumie wanaue (Product), 5701 (Price), ¥8am19n15ana19ne (Place), nsda@suniIsnans
(Promotion), YAans (People), N3¢UIUNT (Process) LazANBULNINN18NIN (Physical Evidence)
fafinasionisindulatevesfuilnaunnefulunudnumevesduduasnguitmae n1sfnyives
CHIU et al. (2009) wiuidatomariiuunundniifialaenssdeanudiiovesnsnain lgians
TuuSunesuladl

3.3 Yadeunansiual (Product) wazgadudrAgyluusunguilaagada

mAtefiAnwuAs iU lnayaRut v A uFes ez iR daatumauniiunyim
ddnlunisindulade Ahmed & Rahman (2015) wui QU%Mﬂgaﬁﬂﬁmmﬁﬁmﬁuwﬁmﬁmeﬁﬁ
aonndastuvdnmann i defhiiinsesnuuuuadl i fanfunyannudornunvesmaudaaiu
nAnSusifianasanevauesiemudasniidarannsofgauazadseulindalituduilan
nauilleenedusyansam

3.4 ¥2an19n133nTmLe (Place) wagaduazaInlunsidntiadudn

mﬁmﬁ’mmaLﬂuﬁﬂﬂi‘qu]ﬁ]é’]’aﬁ’wﬁ’zgﬁa'ma&iamsﬁmﬁu%s?}ua Tnstawzluusunvesnste
dudneaulall Pittman & Abell (2021) iudsrnudfyveansindafisinduavazainauis

Y A |

HUSTNARaulatiinAIAnTIDaUS NI AEIN 1UNSORDUAUDIAIUADINITLA LU UT N1SIAEIN T

Y

D
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1%
=) 1%

UszAnsamuazamuannsalunsfamuaniuzidsdeanunsaainennuiiswnslauagauidesu
Tifuguslng Tnsanzlufufivhslnavieiuiiinnsdfsdudnddodia

3.5 dnwauen1an1enn (Physical Evidence) waznseanuuunwannasuoaulad

Chotikul (2023) Anwnuh fuslaaduuiliiufiazdadulatodudiuunaneuiioonuuy
wegindefiouazldanudie laslomglunaiafiinisuvstugs mssenuuuiiuledfianansoatis
mnudesiuliiuguilag 1wy nmstiauenmaudessdeandn uaznsldauiiazanifudad dea
Tnemsatemssndulate Ssanmnsoifiunnuldiuioulumsutsiuvesiueoouladldosnadaian

3.6 M3fnwngAnssuguslnaeaulatluusunianig

meiseranetuldtiifuiemuuanimomginsauguilaelusumans wu §uslaaiid
asdovnamaundaay vieguilaaiiondelugianesie 9 Seiliansssuuazdorivuamiamaundi
usnAeiu Chansang (2022) A fuslaalugfinieleldens fusenidedlifinisinauladeiign
smualagtadememauuas Tausssy wu nsmidafaniseonuuundnsdusiiufifauvdnnis
sy 1uuaznsliYanfimnzaunundnmaun nansdnwiatuayuligusznounislugshvesulat
msiarsandademarilunisivuanagninseainfieliasandasuaudeanisianizves
nguitmang Ahmed & Rahman (2015) Flituinderiundudmivaniyaduldiunudendiaty
ogdaifiodlunquiuilnaluvssmalnsuazUszimalndides Tnsamzdoiiio onuuvaiiio
poUALDIIANFB NI LT ULz AN AU amAL Asmandiuiulufinnsdeansaany
denAdoednsurfundnaau udsnnsldunanesuoaulatifididne Sunumddalunis
nszdunafnaulatedudundulungud

uennil nMsAnulusisssimassaduayunndniiundussuladvosariyadudunaind
fifnen1mgs Hassan & Ara (2022) sy mvesHandusiuazaudeievesuusudiutade
dfiiinasonissndulede luvaed Pittman & Abell (2021) nuilsdsaiifeduromsddalu
madhdedusTanngudmane Tneamensldfiiasnansesulatiieairsrnandosiulundn fausi
dmsuusendlng n135@nwies Khanthong & Thanathanchuchot (2019) wuiimanuvdueeulal
idulmegnesaniga neilandyadudunguduilnaiiddn nslvmuddgytudadodiudszannis
N15AATA LU NNTBBNULUUNARS T TinouaUedfe IausTIULALANIT BMNemaun uaznsains
Usvaumsaifiakiuunasesueaulat wwaefiulenmal iiusenounslusansiisyauanudnie
wndadu andiuldidadudndsraumenseain (7P’s) ﬁmmﬁwﬁzy}lumiﬁmuquﬁmimmigz&fa
Ve uTlnA nsanwluiausunineuassalsemad iiiuismudfyresmadiladadonnsly
LAaTUTUNTAILSTINLAZAALT 21NATANYINUNILITIUNTIH LIIAALAzNgu]] uava1uided
Avtes F9ldRuUsdase (Independent Variables) wazfauusnia (Dependent Variable) leagu
nsoukARluNIfoderaluil
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faudsiu

Uadedrudssaun1enisnan

(7P’s)
.y faudsnu
1. NaAnSuan
nsenauladedarinundu
2. 5101

a

paulavesaniyady
3. duaun1an1snan

4. ¥DINNNIFIATINUNY
5. YARINg
6. NTTUIUAT

7. ANWAENINIBAIN

ANA 1 NTOULUIAAIUNISIY

4. 75115798 (Research Methodology)

neideadaiifunmsfnyidasiinn Wnglduuvasuaniumafununudeya wefnw
Hadvandsraunenisnandidmasenisiaduladeidefutusoulatvesaniyaduluansune
Jloe Sanfausisana seifeudsideuszneudetunausi q fil

4.1 Useynsuazngunaag1s (Population and Sample)

4.1.1 UYse¥1ns (Population)

Usemnsillunisinwiadsd e andyadulunsinedies fwmiausnsna ffussaunisal
msBeideiuniduseulal Uszrnadhmnetgniden esndunduiifierwaulalunisdodedh
uwidufiaenadosfundnmauuasldvomsesulaflumsdinaulade

4.1.2 N§AAI9E19 (Sample)

nauiegnslunsinuasedlfinainnisdudiedsuuudae (Simple Random Sampling)
Tnoldgmsves Yamane (1973) ilefuianuiavesngudietis andeyalsyansaniyaduluiun
gunawlos SamiausiEnasiuiuianue 43,416 Ay (Department of Provincial Administration,
2023) \ileldfgnsues Yamane vuangusiognsitlaivindu 396 au wlileruazmnlunisiiudoya
iAfeaddnduiegsimuadiuau 400 au

4.2 1304118338 (Research Instruments)

wosflefllilunaudeyafonuuauniu Fsgnutsoanidu 4 daw el

dudl 1 deyavinluvesireunuuasuny Usnause mannfeiduma 91y sefunsing
019w uazeldiadedeifon

druil 2 Yadedutszaunisnismana (7P's) Tefanaludndasidumomuuuinsdan
Uszanauan (Likert Scale) dafimsfnszdudoust 1 (siiudaoognede) 89 5 (Fudreesnaia) ot
AmwAniuvesneuwUUasUNMIA B R uTadud sz aumennInatn 7 f1u liun ndndnel
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(Product), 5911 (Price), ¥89119n159M31111U18 (Place), NM1sdaIun15maln (Promotion), UAAINS
(People), N3¥UIUNT (Process), aNwaEN1IN18AIN (Physical Evidence)

duil 3 madindulatededunduseulat Ussnaude mamifstussdunisindulate
Horhuniduseulatvesaniyady 1wy arwiluniste Vssinnvesunanesuiflilunisde uaztiate
fifidvawasentsinulate

dauil 4 dorausuuziidyn iudiarudaiedai el nevuuvasuaivamnsali
Torausuurnionnudaiuiuiuiiiedestuuumenisiaunagrsnsnaindmiugshaded
uiduooulad

4.3 m3fiusauTIntaya (Data Collection)

Fivesudunsifuteyariunuuasuausaulay (Google Form) Fampunssuunanasa
InTeailifefiansyaduluvnsunadios dmiaussna deldonu Weliannsadhdsnguiodisle
pg19aERINUAr IS TedgpouuuUasuaudosliauBuseulunadisunside Tneutunis
Shwnudulavanuudiuiives]lideya

4.4 nsaATzvideya (Data Analysis)

4.4.1 daARaNTIaU (Descriptive Statistics)

T$lunisiinsgsideyanaluvesnguiietie 1wy e 81y seiun1sdne 01dm uagseld
wnassaiiou lagldadfdade (Mean) A1AMNE (Frequency) An¥aeas (Percentage) WagAnau
Lﬁmwummgm (Standard Deviation)

4.4.2 snfdeayuy (Inferential Statistics)

TénsTiasedaunisannesidsny (Multiple Regression Analysis) LilenaaeuasN@gIuiy
Hadvdrulszaumanisnan (7P’s) uiassufidvinadensinduladedoriunduooulauioll
wagmvundnsnavesdadeusiazeu

4.5 mimqa}aauqmmw‘wmm’%aaﬁa‘%ﬁ'a (Validity and Reliability)

4.5.1 N15ATIVFOUANUTIBINGS (Validity)

;ﬁ%’slﬁsuaiﬁ;iﬁfmmﬁyﬁﬁmu 3 Y1 AFIERULVVABUAI oUsT AT 8RS
o (Content Validity) lngldaauiininuasnaaae (Index of Item-Objective Congruence: I0C)
WeUssiuidauudardedenadesiuingUsrasdvosmsideniol wansnsaseunuindn
nndaiiA1 10C 11nnI1 0.50 FevuneanuiuuvasuaundefiaumnzauLazasnad e iy
fnqusvasduenside Taoaildfitaesewing 0.67 81 1.00 fideTniuuvasuniuaduiuldluns
Audeyaludunaudaly

4.5.2 nMsnsradauAnUdasiy (Reliability)

fitelsmaaeuanuidesiuvesnuuasunuiionsfuiniduUssansLearnusinsouuia
(Cronbach's Alpha) Taeifudeyaannnausegisiisessuiu 30 atu ilenaaeumutdeiioves
\3osile HanITMA@BUNUIIAIAIIIT BsUT IV ILUUABUALIWINAY 0.89 Faagluinmusiiiieding
audatiudisane (Anndn 0.70) dmsumsiilulfifudoyanss sl nanisasaaeuiisaniy
Lﬁmmm,%wfam (Validity) wavAudosiy (Reliability) YagluvaunULandlRL I UUEB U
fldfinaunmuazmnzandmiunsiudeyalunuided
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5. Wan15398 (Research Finding)
matdeediiiiiinguazasiiefnuniiaddnlssaumenisaaia (7P's) fidswastenisdinaula
Foidedurtusaulavesaniyadulunsunaifies Smiaussna nelduuvaeuniulunsiiv
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Abstract

This article aims to provide guidelines for strategic planning of restaurant businesses
for communication in the digital age. By studying from textbooks, books and related
academic articles. Then conclude with a descriptive analysis. The results of the study found
that the restaurant business plays a vital role in Thailand's economy and has the potential
for continued growth. In the current era, digital media has significantly influenced business
operations, making it essential for restaurant businesses to focus on appropriate strategic
management processes. This ensures adaptability and preparation for changes brought about
by digital media. The strategic planning process consists of four steps: 1) analyzing the
business environment, 2) formulating strategies, 3) implementing strategies, and 4) evaluating
results. The analysis of the business environment is conducted to understand the
competitive strengths and weaknesses. This analysis helps determine areas of advantage or
disadvantage. Following this, the formulation of strategies becomes a critical step in guiding
the business toward its goals. The next phase involves implementing these strategies, where
executives must align operational plans with the strategies to achieve the business objectives
and enhance competitive potential. Finally, the process concludes with evaluation and
control, which measure the success of strategy implementation. Therefore, restaurant
businesses should recognize the importance of strategic management processes, as these
can bring significant benefits to the business and enhance its competitive efficiency in the
digital communication era.

Keywords: strategic management; restaurant business; digital era
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fydu masuussmuonsiafunnnimssutssmusmadnlvluseneiieuseiadin uidiy
fio msfudszmuemseanateiliunsienenFessviousraunisalvesiiivinensesnunlu
uiazalilasussnu mavhewnsiadunmanaunausswineinuzuas A uAnas TR U
Aanmvesiagiuluaudeduneunisugeiivsesde vndiuvszneudiuiinaresarfuazaiy
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Tudsautiagtuemnssududenardunadeulosaulvidnlnddatunindu lnssiu
msutsiiundomssudsemuomsiintu SeiliAaduduems flufienevendessives
il wagsilviiasesiuauluasounss eu wieginldldinarsindu lidrfuermswdneglu
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FAnUszdriuvesuyusdiudunmanssshinuromnanana ddu Huemsmslianudidyse
nsdeansiugnAn Tngl¥dondnadundumtelfiaruasmnuasmndaunntuniiu uasensly
anuddriungAnssuvesiuilaaiiiumnlideyannlusiidadavesiulunisdadulaliuing
$rue93 (Pareti et al., 2022) fauandlunni 1
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dmfunsdeansyanavialuudyuuessia Gramdigital (2024) ldszylidn nnsdeansAdiia
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(Digital Cornmunication) tdumnumeneuvesesdnslunisdearsesulatl Tnglivemiseoulaid
yannvans fandnsweunIdeyar iUl Immwawwawuu msdszgurnile maummuuiiede
MsdsuunANuELUEen Msdedornusnudianiedsiuriaaa nasnaunsinsdwimiu il o
donsowazdoasiugads gndn wiinaw uazdfidmlddimds dsluiagiunsdoaninduls
wuennidle liusiusiazegndlnavieeglusenitamaiiunis Suiflosnannsdeasidviadulng
vrugunsaiBidnvselind fadu Fevhligunuumsioasiifnduidaildmsdoasdeamaieadn
soly uilunsdeansislinoulnenssiugiuasiiensuaussieanuiuiannvesiuilaalvin
3u pgslsfinny Juimnagiusznaumsdnnuinndiiamiui wazarudlalufiugiuieaty
wipsdlomslu@vaiiifonaznsvhanuveaniotnsludoa (Elefant, 2011) fetiu nsdoansnasiasa
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fimunmsioansmsnismanafugnanliiuszasam Tunnauueiaitvhnsaeasmsnaaadlmsl
dnllngifiiuindunmsdeasnaraunuiiay wu uanguils@eaiineualavanileoialdsunis
vhunlfiieduismsdmsuuieniideansinavudugilenmadugnndiduamusiniduaz Aue
uannmevilavannsledoaiifiovesgsfaeaud fadmahnmmaaiulsdeaiidslunuud
fuslnadunfdusiulunisdeasiiond “domilairsdulnedld” (User Generated Content;
UGC) (Pareti et al., 2022) Ima@j’u‘%‘[mﬁﬁmiﬂmauaLﬁyamLﬁ'mﬁumswﬁuﬁwr;hufn'aqmﬂézﬂ,%aaﬁlﬁa
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HrgeliusTananunagll
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16 (Chamnankit, 2012) M3dansBsnagniifuisnnsdansiisjadiufanssy 3 Uszns Téun 1. n1s
AU AN A1503 Lagnagnsn1satiuureteddnsitalay LagaennfoanunIELans
WasuwUasinusng 4 Tuanmnadeuneuen wazan nnsaingluvesesdns 2. whinssndunis
faunUuussdsing q vesesdnsliansainagvdidmuelilugmsuoaliannadugusssulsd
waz 3. wuludunsiaay Adu muau wazUszfiunanisandunisaunagnd ieiSouua
AUN1INET aaendudyniuazauassanig q LﬁlﬂﬁﬁlﬂLLfﬂ"ULLaB‘U%JUUquf@lU (Malakul Na
Ayutthaya, 2007) mi%’mms@maawﬁ‘ij’jua]vﬁdaﬂﬁﬁiﬁaﬁma"ﬂﬁummﬁﬁmLLa“Lﬂ’mmaTumi
snunuldedramnzan uazlivinenseduilssdviam (Chaihong, 2018) Jahldgmsduaiy
mmmmmlumsummuiwﬂsuamﬁmwLLauﬂsuamwammwu

faifu Sruewnstaduanuilumadeslosemililnddauarainsnnunsadsmiy defing
WasuulawesgeaoTvinlineluladldgniauntuden q duiu Suemnsismsusudlidnty
yaaefdefdvatunAsdesiunsiseiinveayud iedeansiugniuazidnfagndnlduin
fetu BdlunirdunisiiegyinlinisdoansivssAvdamuasussauimanefidsly Suemmns msiinig
Fansidsnagnsidundudiraslinisdeans 7savdrelidvszlovdneduemsnaraing
auannsalunmsudiduresiuemsliatdy unanudiedagusrasdiiotiauonumnanis
Fansdenagnivesnsdeanslugaidviadimivgsiaiiuens waziileligsieduemisannsa
ihludsegndldlunisdndunuiioliussqudmnetarainanuasnsalunisudaduliiugsia
$1UDWN3

2. MINUNIUITIUNTIY (Literature Review)

2.1 M33ANT5BINALNS (Strategic Management)

m3danalianagns (unsimuafieniwesssia wastigliguimsausaliuinenis
Wasuulasesanmiaden Fen1snsenindenranddsuulasiuasyinlifuinisannsadivun
wmslumsiuiuaulaenadeafuaniunisaling 4 uenandnmsdanmsdenagnsdnelissna
aunsadnassninenslaegnsliuse@nsam wastivasisussansnmuasAnaninlunisudesduliiug
53503 (Pongrut, 2017) Wuieafuiufl Wheelen and Hunger (2012) léhauaufisi@inin nsdnnis
Fanagnsidunisdadulanisnsdansuarnsufifnng Feasdusafvuananisdiduanulusses
8119045319

N133AN15aNagNSUTENBUME N153LATIEY (Analyses) N13induTla (Decision) wagnIs
ALiuaU (Action) maqqiﬁaLﬁ'aa%ﬁaLLaz%’ﬂmmmloﬁ’l,ﬂ%umamsmiq%’u (Prommi & Polyorat,
2022) Bnviaunisuimsednailssuuiidesendeidvimivesfin warendonsraunusgtsditunou
Tngnrunisandulavaznisusedunarinmunzandugsne awnsadlugumlaase uazazin
Audsaugdssiale (Rabbamperng, Kraturoek & Rojanatrakul, 2022) 91nA3 uMe9 196U
annsaagléin msdansdanagndifunssuiumsiitisimuniiandliunssia wazdelissia
aansaUiufmunsasunlawesaninndey WeaiuuazinwanuldiuIeulunmsudedu uay
tliigshaussqumanediaely

NITUIUNTIANITTINAYNTAUKUINIYBY Wheelen and Hunger (2012) Usznaunie 4
funou fveasiBondail

Journal for Strategy and Enterprise Competitivenes I\’ ol. 4 No. 10 January - April 2025

aUuN 10 UNIIAY - LwEY 2568

MIANTNAYNTUAZAIINEIUNTANAITUYITUBIANS | T 7



132

1) NMInsdauanInmInas (Environmental Scanning)

N139TIADUANINIAS DY AD NINTIVFRULALU ST UNAANINLIAGaNNTATUTIATLY
Uszidiusing 4 Tneilinguszasdifioduuntadoidenagniidmasronisdndule dafanssumdnveanis
ATIVANTNLINABY FiD N133ATIENYALDS (Strengths) wazynsau (Weaknesses) 91NANINKINA DY
neluesdng Aasizilenia (Opportunities) wavgUassa (Threats) IMNANTNLIAGBUNEUDNDIANT
uluiimsliasgianisznisudedy

2) NMsMuuANagns (Strategy Formulation)

msdminagns Ae nszurumsiigadl Ansigh wagdndule Welissiafiuuamdunisiiia
aulduTounienisudstu ennsdmriuaunagnsiieatesdunisiivuaiusia (Mission)
fnnUseasd (Objectives) nagws (Strategies) wazulauns (Policy) 1e453Aa alinagnsdifuun
arunsaudalbaidu 3 sziu ldun nagndseavuesdns (Corporate Strategy) nagnsseAugsng
(Business Strategy) waznagnsseauuUfnis (Functional Strategy)

3) NsUURMLNAENS (Strategy Implementation)

n1sufuAnunagns Lﬂu%umauﬁﬁmaqma‘uazulamEJﬁﬁmumiﬂﬂﬁﬂ’ﬁmﬁumiﬁmum
uuey sutszana TnedesditunoulunsufoRadany Fdutunoudasdmaliannsasuns
TUsTIH ATIATN WAZTEUUYDIEINT

4) MsUseIliukaLazn1sAIuAN (Evaluation and Control)

NsUTELHUNALAYNITAIUAL L‘flumimnaaumamiﬂﬁﬁ’aamﬁLﬁmsﬁuﬁuﬁam%wLﬁauﬁu
nansUFTRNuAnanTslii msdudununagndvesssitansaussgimungvesesdnmioll
mnlsivssqrafasihdoyalutuneuiluuflatiymiely

MnnszuINNITy uandiifuiinszuaunsdanmadnagnsynduneuiinnuduiuss
fetoyaiilduluusazdunoumusomirludutoyaasiiounduld fafu nmsdanisdenagniiduisi
vilvigsiatluumslunssdunuiinmhssnuiidnmn uasduwumeifanuaenndesiunig
Fosmsvesgiirtesiarussqtimane sy

2.2 mﬁ?i'aa'lﬂuqﬂaaﬁa (Digital Communication)

mMsasuulamsidraiiunsiasundasBsnagnsiidfgusznimis (Kamer & Raisch,
2013 ; Rajagopalan & Spreitzer, 1997) Lilasannisiasuntasdananvinliyaruazveuinves
ﬁqiﬁmﬂ?ﬁmlﬂ (Hess et al, 2016 ) :mnmsAnwilaiEa 9 il Vial (2019) g nmaUAsunUaamis
Avadunngmisaiifivanefadaiannnisiauiveanalulad uagdwmansznusednu nsiiles
WALLATYENT muﬂ%uuﬁaamaﬁ%ﬁaﬁaL‘fl‘umsLUé"sJuLLUaaﬂ%gﬂvizﬂuﬁﬁﬁwmaﬂszLm/l (Muller &
Hopf, 2017 ) uagiimuddyuntudnsussiafioglunmafifinsusuAsuuasiinauredugs

msasuulamsidviaotavinligsiadesiinisasuidasnssuiunsmsgsialinseungy
Foanaluladidviauasiauganivia (Rego et al, 2021) uonanil 90% vesnsduazaBatgsAa
\Ananmsuiasiiarldnisdeansdviaunduidmsdudunu (Giannatos, 2019) Fsguniieudn Tu
viane 9 gsneardasiuluitnisvhauluuify wesideniiezseuiunadinamannninazaitlenai
FepundTtaluslueulyf (Papageorsiou et al., 2020) Faru §3M93mTAsEniing leWeaiineanuise
dandsuuvasnisdoansldegiauiais fesiiulddn inienedinunaruinnssuiinsiaund
Fudousnndumuauimuiveanalulad (Edosomwan et al, 2011) aurilvlndoaiifeld
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nanerfutesmeivagligsiadeansiuguilaaldodnsiivszdnam uazannsafunmsdalilonia
fugsialsudlutigmuazdornavesgnd lndeaiifediamsaduaiosdenislunsatuayunis
45194 UTUAYDIINALA (Carraher et al, 2010)

Femsnsnanavudumesideldifut uogiaunn Faanunsadadumnanyld 7 ngu fail
(Ascend2, 2019)

nMsnanien Ao nagnsnisnisnaindiaiiadenlifiaueauasiauaenndasiu
iofsganguitminouazvillignAndulduinisieaiaiilslifugsia (Content Marketing
Institute, n.d.)
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mslnealulainianisnann Ae wadesdemanaluladiissiatunldifevilinssuiunig
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nslawanuuledeaiiine Ao §3navin1sTetulituussnleweaiife W Facebook,
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Mntsduaansaasuliin meadsuwlamsidvaiiunsusudaidenagnainnsiaun
welulad fidsuansenusiedeny maflos uwazaswgia Tnevhliyaduazveumyegsiadeuly
Feldvaiiideiiunumddglunisaienuduiusiugnéuardaadunmsaisuusud mngsaalsl
Usuienaidssionisduazats uenani §3naaaNItILLININIINIAAIARTTAYY 7 Usznns
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2.3 §3na31ue s (Restaurant Business)

ﬁqiﬁa%ﬁummiﬁ?u%’ﬂagﬂuﬂf:jmqsﬁaﬁmmsﬁmi AfauddnsoimsugiaveUszing wag
gafafuemstadudiuniswesgsadunsuinsiudadu 110 3 gshandnfibunalniam
\AsugAvvesszinalng Jasznouludie 1) g3Radunsuinng W Tsausy $1ue1ms msvuds
a1en150u 2) §3RNIUNITRY WY @010UNI5REY 5UIAS USENRuunanvsng was 3) g3nanu
PNAMNTIURALNTAIRN WU N1sHAnduA1gUlaAuTlaA 15997 9na1mnssu (Phrommaluck,
2019) gafiafruensinsivisluvansngy Wun uommsluiuiudsiesiisawagiuemislu
AunIsA V0TI (KResearch, 2023) uenaini gsiafuommsdfimautstuiigeduainguuuy
1139189115 buaNYaEYee Cloud Kitchen wag Home Kitchen ﬁLﬂuﬁﬂizﬂaumiswﬂaa 33
Cloud Kitchen wag Home Kitchen agitiunisluusnisluguiuy Delivery 17?@@' i Cloud Kitchen

Journal for Strategy and Enterprise Competitiveness | Vol. 4 No. 10 January - April 2025

auu? 10 4nSIAY - WY18U 2568

SLALAMUAINITONIANSLITURIANS | UN

17d87193NaY



134

wdifiufinsauesneenuiduiansdnume dau Home Kitchen a¢ldinsavesiithulunisuseneuamig
(Bangkok Business Online, 2021) 8nvis gsAaduemnsdildfumsatuayuanulovisniady Wy
Tassnsngamnasnuasifiosemsvasafefidnousuliauiiieriunsianisasdasnioves
IMTUAKUTENDUNTIUEIMNTYNBY Wazlasanisauuauiu (Lakviramsir et al., 2017)

el mngsiad e msastszaueaudSald duimsasiinadnumenuunAaues Chou
et al. (2020), Widyani et al. (2020) uae Dess et al. (2005) &3dismeiu 6 Usznis lowd 1) nsdl
winnssu 2) Anundides 3) mevhaudasn 6) avwndnfiazudedu 5) nsiidaszlunsuimsay
wag 6) N153A3U5ITY %qm’mé”]L%ﬁ]suaqqiﬁﬁ]mmmi’miéfmﬂéf’r??i’mmul,m';ﬁmsuaa Melugbo et al.
(2021) uae Kaplan (1992) Tngdd iaanudusavesgsiar 4 du Usenoudae 1) frunaiiu 2)
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uAnAaaIn ud s U IUledvdeusiuiu finsilneusuniinay wazmsiinsasuamieanudia
welavesgninegrsaiame tisthuufugenisliuinisvesianisidnssmuanudesnisvosgni
wazd drdgyaisdalenialigndddiusanlunislvideya 1l ousuUgsnsuTnsid uifa
(Tangudomsiri, 2016)
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3. Wan15An®1 (Summary of the Study)

nsvhgshafuemstutiagdud deusuiuededsiigsiadasiuuanagnslvdaay
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e 9 Tneseazideaueanszuiunsinnisdanagnsdmiugsiaiuemaienisdeanslugandia
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1) MsRTIdeUaN NN (Environmental Scanning)

namsraadevaniademduduneunouiiazimuanagns fuimsdedinsgigauds
(Strengths) ua¥qgneey (Weaknesses) fiunamnanminadesmsiavianeluveagsiaiiueimis 3
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ivieNT

2) Msmuuenagns (Strategy Formulation)

Tutuneuilfuimsaedesimuaiusia Tguszasd uaznagnslimngiussiaiueims
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4. unazy (Conclusion)
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