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ABSTRACT

The purpose of this quantitative study is to examine how traveler decision-making is
influenced by elements such as soft power (SP), experience marketing (EMT), and user-
generated content (UGC) 2) User-generated content is affected by soft power and
3) experiential marketing is affected by soft power aspects. A total of 129 persons were
sampled using power statistic from the G*power application. Travelers with prior experience
utilizing internet platforms to choose their destination were given access to an online
questionnaire. Statistics for multiple regression were used to evaluate the data. It was
discovered that all five hypotheses were accepted. This study identified experiential
marketing, user-generated content, and the soft power factor. That is a crucial factor to
consider while choosing a destination for a trip. Additionally, it offers pointers on how tourism

sector marketers can use these variables to highlight local tourism in their target areas.

Keywords: User Generated Content, Soft power, Experiential Marketing, Decision-making,

Tourism Destination
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Abstract

This research aims to: 1) Investigate the limitations of the Personal Data Protection Act
(PDPA) among service recipients within the Marriott hotel network in the Bangkok Metropolitan
Area. 2) Explore the practices related to the Personal Data Protection Act (PDPA) among service
recipients within the Marriott hotel network in the Bangkok Metropolitan Area. This is
qualitative research employing the phenomenological method to analyze data. Data is
collected through in-depth interviews with a primary group of data providers, who are HR
department executives from six Marriott network hotels.

The study's findings indicate that: 1) Limitations of the PDPA within the Marriott hotel
network involve the careful storage and collection of both Personal Data and Sensitive Data
to ensure caution and prevent external disclosure. 2) Practices concerning the PDPA in the
Marriott hotel network involve a transformation in the data storage approach. Currently,

personal data is centralized into a secure system to prevent forwarding and dissemination.

Keywords: Personal Data Protection Act, Marriott Hotel Network, Marriott International
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ABSTRACT

This research endeavor represents a qualitative study that aims to explore the patterns
of rhetorical discourse employed by influential individuals on online social media platforms
within the context of the accommodations industry. The study adopts a content analysis
approach, specifically focusing on video contents generated by macro influencers on online
platforms. The dataset comprises 111 video clips produced by 30 macro influencers, spanning
the period from 2565 to 2566. The research findings reveal six distinct rhetorical formats:
(1) the creation of discourse through creative content, (2) the generation of discourse through
primary narratives, (3) the construction of discourse through significant information and
supplementary data, (4) the formation of discourse through character portrayal and
presentation, (5) the establishment of discourse through participatory engagement in content
related to criticism, and (6) the development of discourse through the psychological linkage
of emotions. Theoretical deductions highlight the significant role of influencers in creating and
presenting content on online platforms to capture the attention and build trust from the
audience. This is achieved through the implementation of rhetoric that establishes an
emotional bond and cultivates relationships with businesses through the narration of primary
storylines, character development, and the creation of engaging content. As a result, viewers
and followers have the opportunity to experience, engage with, and derive value from the
disseminated content related to accommodations. They assume the role of recipients and
responders through feedback, which provides valuable insights for refining content and
enhancing the service experience within the accommodations industry. Ultimately, this
feedback contributes to meeting the expectations of the audience and promoting the

sustainable success of digital-era accommodations.

Keywords: Social Media Influencer, Discourse, Accommodation
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ABSTRACT

This research aimed to study factors affecting digital service loyalty via self-service
technology of the chain hotel business. It was quantitative research. The instrument was a
questionnaire. The samples were 175 customers with experience in self-service technology of
the chain hotel business by simple random sampling. Statistics used in data analysis were
descriptive statistics and tested the hypothesis by using enter simple and multiple regression
analysis. The results showed that perceived enjoyment had the most influential factor that
positive direct effect on customer satisfaction, followed by expected efficiency, respectively.
And Customer satisfaction also positive direct effect on digital service loyalty via the
self-service technology of the chain hotel business. The results of the research model could
explain the customer satisfaction at 75.20 percent (R? adj = 0.752), and digital service loyalty
via self-service technology of the chain hotel business at 68.90 percent (R* adj = 0.689).

Keywords: Digital Service Loyalty, Self-Service Technology, Chain Hotel Business
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ABSTRACT

The primary objective of this research is to examine the utilization patterns and
strategies derived from participatory marketing campaigns in the context of environmental
friendliness within the hotel industry through content analysis. This study employs a
qualitative research approach, specifically utilizing content analysis methodology. The main
data source comprises content generated from participatory marketing campaigns that
emphasize environmental friendliness on online social media platforms within the hospitality
sector. A total of 17 hospitality businesses from the years 2022-2023 were included in the
study. The research findings reveal that the content generated through these marketing
campaigns on online social media platforms consists of various types of content emphasizing
sustainability and environmental concerns, comprising 15 different formats. Additionally, it was
found that the sustainable strategies derived from participatory marketing campaigns in the
content on online social media platforms, in terms of environmental friendliness in the hotel
industry, consist of 4 strategies as follows: (1) The Power of Green: UGC, which influences
participation in content related to environmental friendliness, (2) Authenticity, a strategy that
emphasizes credibility and accuracy, (3) Building an Eco-Conscious Community, a strategy
focused on fostering an environmentally conscious community, and (4) Influencing Travel

Choices, a strategy that impacts travel preferences.

Keywords: User-Generated Content, Green Accommodation Businesses, Social Media

Platforms
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ABSTRACT

This research examined (1) the influence of organizational career management on
organizational commitment and (2) the role of psychological contract fulfillment as a
mediating variable that influenced the relationship between organizational career
management and organizational commitment of hotel employees in Songkhla Province.
Conducted by multi-stage sampling, the sample of this quantitative research consisted of 600
hotel employees from 20 hotels in Songkhla Province. The data were collected by a set of
questionnaires and analyzed by structural equation modeling. The findings revealed that
(1) organizational career management had a direct positive influence on the organizational
commitment of employees, and (2) organizational career management indirectly affected the
organizational commitment of employees through the influence of psychological contract
fulfillment. This research showed the importance of both organizational career management
and psychological contract fulfillment for the organizational commitment of employees.
The analyzed of the final first order model revealed X?=211.828 DF = 51 P = 0.000 CMIN/DF
= 4.153 GFl = 0.921 CFl = 0.952 RMSEA = 0.089. For Intimacy element, the sample engaged
Shopee online in the highest level in that Showing opinion about product or service of Shopee
via call center (ITM2) (0.83). For Influence element, Posting positive text and picture of
Shopee’s product on social media was the highest engagement (IFE3) (0.86). For Interaction
element, the highest engagement was Shopee activities participation for coins collection (ITA3)
(0.87). The last element, Involvement, the most engaged topic was Visiting Shopee web-site

and reading information on the web-site (IVM1) (0.85).

Keywords: Organizational Career Management, Organizational Commitment, Psychological

Contract Fulfillment
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ABSTRACT

This qualitative study aims to delve into the realm of reputation management practices
within the dynamic hospitality industry, employing a grounded theory approach and focusing
on a captivating case study of the esteemed Dusit Thani Hua Hin Hotel. The research gathers
valuable insights through data collection from 15 key informants. The findings unravel the
multifaceted dimensions of reputation management in the hotel industry, encompassing
essential aspects such as 1) Review Rating Management, 2) Content Management, 3) Cost of
Recovery Management, 4) Service Quality Management, 5) Competitive Advantage, and 6) Crisis
Management. The theoretical implications derived from this study offer a comprehensive
framework that aligns with effective reputation management strategies. Businesses can
leverage these strategies to augment their positive reputation, nurture customer goodwill, and

elevate the overall caliber of their services.

Keywords: Reputation Management, Hospitality Industry, Grounded Theory
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ABSTRACT

The study aims to investigate the influence of audit quality on accruals earnings
management of Indonesia, Malaysia, and Thai listed companies from 2017 to 2021. Data was
collected from the annual reports of 773 listed observations including audit quality as
measured by audit firm size and audit fees, earnings management as measured by the
Modified Jones Model (1995), and control variables regarding general characteristics of the
company. The study find that 79 percent of listed companies use large audit firm (BIG4) and
have an average audit fee of 13,517.89 thousand dollars. The study also find evidence that
audit quality has a significant influence on accruals earnings management, suggesting that
companies that are audited by large audit firms (BIG4) exhibit low levels of earnings
management, meanwhile, audit fee has a positive relationship with earnings management.
This may be because the auditor can assess that the financial statement is inconsistent with
accounting principles, and a high risk of auditing and issuing a report. Therefore, it is necessary
to increase the sample size and the investigation period, this results in higher audit fees. The
results of this study demonstrate the importance of the auditor's role, risks and auditor
efficiency that will increase the reliability of the financial statements and be beneficial to

users.

Keywords: Audit Quality, Accruals Earnings Management, Indonesia-Malaysia-Thailand Growth
Triangle (IMT-GT)
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ABSTRACT

This research aims to examine the influencing of environmental disclosures and
corporate risk with board composition as moderating factors. The population of this research
is the listed company on the stock exchange of Thailand in the resources industry during 2016
to 2020. The data of environmental disclosures have been collected from the corporate
annual reports using content analysis by word count. The corporate risk variable, moderating
and control variables have been collected from database of the Stock Exchange of Thailand
(SET). The data analysis in this research are descriptive analysis, independent sample t-test,
Pearson correlation, and multiple regression.

The results show that the mean of the environmental disclosures is 624.39 words, the
mean of corporate risk is 0.0530135. There is an increasing trend of environmental disclosures
during the study period. Moreover, there is the differentiate of environmental disclosures and
corporate risk between auditor type. This study found negative influencing between
environmental disclosures and corporate risk at the significant level 0.01. The companies may
reduce the information asymmetries stratified their stakeholders and stabilized their good
image and reputation, resulted in lower the corporate risk. However, when considering the
moderated factors, the results found the moderated factor of board size has weakened

influencing between environmental disclosures and corporate risk.

Keywords: Environmental Disclosures, Corporate Risk, Board Composition, Stakeholder

Theory, Legitimacy Theory
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ABSTRACT

This study aims to examines the spillover effects of gold price on returns of service
industry, commerce sector, and CPALL stock in the post covid-19 period. Daily data was
collected from January 2022 to September 2023 and DCC GARCH-in-Mean Model was selected
to capture the spillover. The findings indicate that gold’s return has a significant negative effect
on the returns of service industry, commerce Sector, and CPALL while this correlation is not
found with the returns of the SET and mai indices. The relationships between the risk of gold
prices and the returns of any sample group covered in this study are not found. Our results
demonstrate gold's hedging ability for investment in service industry, commerce sector, and

CPALL stock.

Keywords: Spillover Effect, Gold, The Stock Exchange of Thailand, Service Industry, Commerce

Sector
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ABSTRACT

This study aims to study service marketing mix influencing customers towards
purchasing main class condominium in Mueang Chiang Mai District throughout the concept of
service marketing mix. The data were collected online from 400 participants who have
purchased main class condominium in Mueang Chiang Mai District during the year of 2020 to
2022 and were analyzed by utilizing descriptive statistics, One-way analysis of variance
(ANOVA) and the Least Significant Difference (LSD) test with pair-wise comparison at 0.05 found.

The study result revealed that the majority of participants were female, aged between
23 to 39 years old, living or working in chiangmai intend to purchase one bedroom
condominium within the size of 46 to 55 sg.m as well as an approximate budget of 2-3 million
both for living and investment. Service marketing mix influenced participants toward
purchasing main class condominium in Mueang Chiang Mai District in all factors. The highest
influenced factors comprise physical evidence, people, product and price along with high
influenced factors comprise place, process and promotion. Concerning the standard deviation
analysis of service marketing mix influencing customers towards purchasing main class
condominium in Mueang Chiang Mai District, there was no significant difference between

gender and monthly income but statistically significant in some factors.

Keywords: Service Marketing Mix, Purchasing Main Class Condominium, Mueang Chiang Mai

District
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ABSTRACT

The purpose of this research is to study the discourse patterns of influential individuals
on online social media platforms in the context of the restaurant business using content
analysis. The research is a qualitative study using content analysis to collect data from 120
video clips of online macro influencers via online platforms from 40 individuals from 2564 to
2566. The research findings indicate that the discourse patterns can be divided into six
categories: (1) discourse patterns through naming and titles, (2) discourse patterns through
creative content, (3) discourse patterns through important and additional information,
(4) discourse patterns through character and presentation identity, (5) discourse patterns
through involvement in content with both positive and negative perspectives, and
(6) discourse patterns through the creation of emotionally connected content.

Furthermore, the research concludes that the discourse patterns used by online
influencers in the context of the service industry play a significant role in building trust and
influencing decision-making processes of the target audience. The credibility of online
influencers has a significant impact on the perceived reliability of shared information.
The content created is crucial in building relationships between online influencers and the
target audience, utilizing content elements such as movement, marketing opportunities,
primary emotions, long-term relationships, text accuracy, and triggering events. Positive
impacts include the emotional engagement and long-term involvement of viewers, while
negative impacts include distrust, dissatisfaction, and misinterpretation by the audience.

Based on the research findings and theoretical conclusions, this can serve as a guideline
for government agencies to analyze the discourse patterns of influential individuals on online
social media in order to plan and establish tourism and restaurant policies that align with
customer needs. Additionally, restaurant operators can analyze data on the discourse patterns
of influential individuals on online social media to plan and develop marketing strategies
suitable for their target audience, such as target audience identification, communication

strategy development, and content creation, to create future marketing opportunities.

Keywords: Online Influencers, Content Analysis, Restaurant Business
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ABSTRACT

The purpose of this research is to study Confirmatory Factor Analysis of consumer
engagement toward Shopee via online. This research collected data totally 400 samples from
consumer who buy product on Shopee. A Statistical methodology. Structural Equation
Modeling (SEM) was used to analyze data. The first order and the second order Confirmatory
Factor Analysis (CFA) had been used to test relationship between variables.

Research results approved research hypothesis that Structural equation model of the
first order and second order CFA of consumer engagement toward Shopee online were

consistent with empirical data.

The analyzed of the final second order model revealed x? - 209.700 DF = 48
P = 0.000 CMIN/DF = 4.369 GFI = 0.913 CFI = 0.952 RMSEA = 0.092. it can be confirmed that,
consumer engagement toward Shopee online comprised of four elements and their factor

loadings which were Intimacy (0.94), Interaction (0.88), Influence (0.83), and Involvement (0.73).

The analyzed of the final first order model revealed X?= 211.828 DF = 51 P = 0.000
CMIN/DF = 4.153 GFI = 0.921 CFI = 0.952 RMSEA = 0.089. For Intimacy element, the sample
engaged Shopee online in the highest level in that Showing opinion about product or service
of Shopee via call center (ITM2) (0.83). For Influence element, Posting positive text and picture
of Shopee’s product on social media was the highest engagement (IFE3) (0.86). For Interaction
element, the highest engagement was Shopee activities participation for coins collection (ITA3)
(0.87). The last element, Involvement, the most engaged topic was Visiting Shopee web-site

and reading information on the web-site (IVM1) (0.85).

Keywords: Consumer Engagement, Shopee, Confirmatory Factor Analysis
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ABSTRACT

The aim of this research article is to study and develop confectionery products with
green tea mulberry leaf powder. It is an action research conducted in the SU-Phetchaburi IT
Campus ‘Bakery Room’. The qualitative methodology is mainly used. The feedback came from
the key informants of the study. They are forty customers who tasted the products. The
research instrument is semi-structural interviews used to survey the customer’s satisfaction of
confectionery products with green tea mulberry leaf powder. The satisfaction of confectionery
products was divided into five aspects — Taste, Smell, Texture, and Appearance (color). The
research results revealed that the only selected confectionery product is brownies mixed with
mulberry leaf powder. According to the results, in respect of confectionery products, 27
(67.50%), 21 (52.50%), 14 (35%), and 13 (32.50%) of customers show the most satisfaction
(five-star rating) on Taste, Smell, Texture, and Appearance (color). Additionally, it suggests
further research into developing other confectionery products with green tea mulberry leaf

powder.

Keywords: Confectionery products, Green tea mulberry leaf powder
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ABSTRACT

This qualitative research aimed to investigate the patterns of disadvantages faced by
small restaurant operators when participating in online delivery platforms in the Mueang Hua
Hin District of Prachuap Khiri Khan Province. The research utilized phenomenological
methodology and conducted data analysis using Thematic Analysis, gathering input from 35
key informants, specifically small restaurant operators engaged in online delivery platforms.
The study's findings identified eight distinct disadvantage patterns: 1) Limited control over
pricing on online delivery platforms. 2) Competing within the highly competitive online
delivery platform landscape. 3) Competition with other restaurants on these platforms. 4) The
challenge of establishing a brand identity for small restaurants on online delivery platforms.
5) Quality control issues with third-party delivery services for small-sized restaurants.
6) Maintaining customer loyalty in the context of online delivery services. 7) Challenges
associated with profit generation for small entrepreneurs on delivery platforms. 8) Utilization
of customer data for small restaurants on online delivery platforms. The results of this
research provide empirical data that can assist entrepreneurs engaged in online delivery
platform businesses in various aspects of business planning, including strategies for marketing
and distribution channel management. Moreover, government agencies can utilize this
information to promote equity and fairness in trade relations between small entrepreneurs

and larger businesses.

Keywords: Small Restaurant Operators, Disadvantage, Online Delivery Platforms
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ABSTRACT

This research aimed to study factors affecting consumer resistance to service robot
usage in the chain restaurant business. It was quantitative research. The instrument was a
questionnaire. The samples were 184 consumers with experience in service robot usage in the
chain restaurant business by simple random sampling. Statistics used in data analysis were
descriptive statistics and tested the hypothesis by using enter multiple regression analysis. The
results showed that unattractive appearance had the most influential factor that positive
direct effect on consumer resistance to service robot usage in chain restaurant business,
followed by usage barrier, complexity, and lack of warmth, respectively. The results of the
research model could explain the consumer resistance to service robot usage in the chain

restaurant business at 60.10 percent (R? adj = 0.601).

Keywords: Consumer Resistance, Usage, Service Robot, Chain Restaurant Business
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Abstract

This research aimed to study factors influencing usage intention online reservation
platform for restaurant of the generation Z customer. It was quantitative research. The
instrument was a questionnaire. The samples were 12 0 generation Z customers with
experience in online reservation platform for restaurant by simple random sampling. Statistics
used in data analysis were descriptive statistics and tested the hypothesis by using enter
simple and multiple regression analysis. The results showed that motivation to use in social
interaction had the most influential factor that positive direct effect on attitude to use,
followed by perceived novelty, and perceived of authencity, respectively. And attitude to use
also positive direct effect on usage intention online reservation platform for restaurant of the
generation Z customer. The results of the research model could explain the attitude to use
at 75.10 percent (R? adj = 0.751), and usage intention online reservation platform for restaurant

of the generation Z customer at 64.50 percent (R* adj = 0.645).

Keywords: Online Reservation Platform for Restaurant, Usage Intention, Generation Z

Customer
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ABSTRACT

This qualitative study seeks to investigate the intricate patterns of cultural influence
on the formation of narratives and the active participation of global tourists. The specific case
study focuses on Wat Arun Ratchawararam Ratchawaramahawihan, situated in the vibrant city
of Bangkok, utilizing a grounded theory approach to analyze the collected data. The data was
gathered from a diverse group of 30 key informants, including entrepreneurs, tourists, and
influential figures on online social media platforms.

The research findings shed light on the cultural influence patterns that shape narrative
formation and global tourist participation, unveiling the following insights: (1) The Creation of
Tourism Products through the Integration of Arts and Culture, (2) The Distinct Content Creation
Styles of Online Influencers, (3) The Market Power of Tourism Products, progressing from Soft
Power to Achieve Global Acceptance, (4) The Diverse Patterns of Tourist Participation in
Content Creation, and (5) The Empowerment of Tourist Participation through the Utilization of
Social Media. This research provides valuable and insightful guidance for entrepreneurs,
enabling them to craft compelling narratives that attract global tourists and effectively
disseminate cultural soft power in various forms. Additionally, it emphasizes the pivotal role
of private sector organizations in fostering a positive environment that encourages tourists to
actively participate in content creation across different platforms. This, in turn, enhances the

competitive advantage of future tourist destinations.

Keywords: Soft Power, Global Tourist, Digital Narrative Construction
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ABSTRACT

The objectives of this research aimed (1) to investigate the factors related to the
characteristics of gay that influence their decision to utilize medical procedure, (2) to
investigate the factors related to social media Influencers that effect the decision to use
medical procedure, and (3) to study the factors associated with Participating in content sharing
that affect the decision to use medical procedure. Data were collected through questionnaire
with 400 Thai gay students who have previously utilized medical procedure services samples.
Data were analyzed by percentage, frequency, mean, standard and multiple regression
analysis. The results showed that (1) factors related to social media Influencers have an overall
high mean value (X = 4.09, S.D. = 0.59), followed by factors related to participating in content
sharing with an overall high mean value (X = 4.08, S.D. = 0.63), and finally, factors related to
the behavior of the gay with a high mean value (X = 4.00, SD = 0.64) and (2) The three

independent variables were characteristics of gay, social media Influencers, and participating
in content sharing, all have high mean values, and effect gay decision-making in medical

procedures.

Keywords: Characteristics of Gay, Social Media Influencers, Participating in Content Sharing,

Medical Procedures Service, Gay
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ABSTRACT

The objective of this research endeavor is to delve into the realm of business strategies
driven by the creation of experiential and innovative encounters that elicit positive emotions
and foster enduring relationships from a business perspective, particularly in the context of
service-oriented activities and recreational pursuits (Activity Park). This qualitative study
employs scientific methodologies, establishing a solid theoretical foundation by gathering data
from information providers, including entrepreneurs. The research findings reveal that the
framework of business strategies propelled by the creation of experiential and innovative
encounters can be categorized into eight key areas, as follows: (1) Strategy of comprehending
the target audience, (2) Strategy of employing immersive themes to evoke genuine sentiments,
(3) Strategy of conducting comprehensive research, (4) Strategy of generating engaging
activities, (5) Strategy of facilitating seamless customer journeys, (6) Strategy of customization,
(7) Strategy of implementing stringent safety measures, and (8) Strategy of nurturing long-term
relationships. The findings of this study prove advantageous for the creation of innovative
encounters that promote the development and generation of novel experiences for tourists,
thereby evoking positive emotions and fostering a sense of well-being. Public sector
organizations, as well as private sector operators, are encouraged to adopt guidelines for
designing and enhancing the physical environment and surroundings of their businesses to

support the customers' overall sense of well-being.

Keywords: Business Strategy Driven, Experience Creation, Activity Park Businesses
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ABSTRACT

This independent study is a study on Relationship between CEQ's positive thinking and
firm’s performance. Because executives are an important part of the company's operations
and he is the one who sets the policies and make decisions in all matters related to the
Company. Therefore, the concept of thinking management is very important to the company.
It was brought to this study by analyzing the concept of executives divided into two ways. in
a positive and negative way by capturing the words of the executive during the interview that
positive words and negative words How many words per total word is calculated as a
percentage and then to find the relationship with the performance. Here ROA ROE Tobin's Q
and Rate of change in Share closing stock prices. In this study, data were collected from 90
companies listed on the Stock Exchange of Thailand in the SET 100 and mai, excluding banking
business from 2009 - 2022, collecting interviews from YouTube and news articles, a total of
954 files, separated by industry. It was found that CEO Positive Thinking had relation to

company performance, ROA in service and Tobin's Q in propcon.

Keywords: ROA, ROE, Tobin’s Q , Price, CEQ, Positive Thinking
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