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Brand Loyalty Abstract

The purpose of this study is aim to develop and verify the consistency of a structural
equation model examining how quality and value affect brand loyalty for the Chiang Rai
Brand in Chiang Rai Province. Data was gathered from 400 customers of Chiang Rai
Brand products using purposive sampling. Questionnaires were employed to collect the
data, which was then analyzed using statistical software to obtain basic statistical results
and confirm the model through structural equation modeling (SEM).

The study found that the developed structural equation model of quality and value
affecting brand loyalty in the Chiang Rai Brand was consistent with the empirical data
and demonstrated a good fit. Product quality and product value factors affected brand

loyalty in Chiang Rai Brand products with factor loadings of 0.95 and 0.62, respectively.
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For product quality variables, ease of use had the highest effect on loyalty, followed
by meeting customers' minimum requirements of customers, and standards certification,
with factor loadings of 0.94, 0.80, and 0.69, respectively.

Regarding product value variables, the monetary value of Chiang Rai Brand products

had the greatest impact on loyalty, followed by emotional value, and social value. The

corresponding factor loadings were 0.97, 0.92, and 0.61, respectively.
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Abstract

The objective of this research was to study behavior and expectations of Thai and foreign
tourists in order to understand market demand and market potential of wellness tourism in
Phuket, Thailand. The sample size was 434 Thai and foreign tourists. Convenience Sampling
was used as a sampling technique in this study. The results of the study showed that
destination quality, namely beach attractions, was the main factor influencing tourists’ choice
of destination (23.92%). Most of the respondents were interested in experiencing food-related
activities (28.10%). It was also found that the respondents had expectations, which created
motivation for them to take into account the most nature-friendly and healthy for products and
services. They also placed importance on destinations with good weather (x_= 4.43), followed

by the desire to experience natural aesthetics (x_= 4.39).

* Corresponding author: Asst. Prof. Emeela Wae-Esor, Ph.D.

E-mail address: emeela.w@phuket.psu.ac.th

1. Introduction

The health service or wellness industry is expanding steadily in many countries around the world (Callaghan et al.,

2021). Such businesses typically promote and market themselves by integrating with tourism. As a result, marketing

strategies for wellness businesses are frequently promoted in a way that coincides with tourism.
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Wellness tourism is a form of tourism that was developed to meet the needs of a niche market and is a key
selling point of long-term tourism. This also helps tourism promotion and development in several countries. At present,
consumer behavior has changed in such a way that people are caring for and paying more attention to their health
(lllera, 2022). This phenomenon has resulted in changing the direction of the tourism market as well. In addition, wellness
tourism has grown in popularity, which is encouraging other types of tourism as well, such as cultural tourism, ecotourism,
and sports tourism.

Phuket is the world-famous tourist destination which serves more than ten million tourists annually. However, by
the emergence of the COVID-19 in 2020, the number of international tourists has drastically fallen to zero. It gave the
local business owners opportunity to aggregate and raise the questions whether it is possible to shift the service industry
from mass tourism to niche tourism which compensate the loss of international tourists. The new tourism-business model
should focus on serving the quality tourists domestically and internationally to gain high income and maintain the
environment of tourist attractions. For these reasons, wellness tourism has been chosen to develop as one of the service
industries that has potential to be an alternative sector of tourism-related business. Phuket is believed to be a global city
where health system is trustworthy due to the availability of progressive medical center and preparedness of emergency
and rescue for residents proved during pandemic. Furthermore, this research aims to analyze what current business
sector could be developed or extended to the domain of the wellness tourism.

According to the literature review, the form of wellness treatment promoted for tourists in each country tends to
be different, depending upon the destination, local resources, or social circumstances of the destination. For example,
natural health or homeopathy is most common in the United States, Europe, the Middle East, Australia, New Zealand,
and South Pacific countries. However, in Southeast Asian countries, the focus is on healing that ties spirituality and
alternative therapies (Global Wellness Institute, 2017).

The European healthcare industry grew by 12.8% between 2015 and 2017, making it one of the leading markets
in revenue from spa services as shown in Table 1. The study showed that one-third of the world's spas (46,282 Spas)
offering services are based in Europe, with an annual market of $118.8 billion in 2017, growing 9.8% since 2015 (Global

Wellness Institute, 2017).

Table 1

Growth in the European Health Market

Market Size (US$ billions) Average Annual Growth Rate

2015 2017 2015-2017
Personal Care, Beauty & Anti-Aging 999.0 1,082.9 4.1%
Healthy Eating, Nutrition, & Weight Loss 647.8 7021 4.1%
Wellness Tourism 563.2 639.4 6.5%
Fitness & Mind-Body 542.0 595.4 4.8%
Preventive & Personalized Medicine and Public Health 534.3 574.8 3.7%
Wellness Real Estate 118.6 134.3 6.4%
Spa Facilities 98.6 118.8 9.8%
Thermal/Mineral Springs 51.0 56.2 4.9%
Workplace Wellness 43.3 47.5 4.8%

Source: Global Wellness Institute, 2017
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While India is one of the countries that prioritizes wellness tourism policies, most tourists travel from the Middle
East, Central Asia, Africa, and Eastern Europe (Padmasani & Remya, 2015) for complex ailments, with a focus on using
local knowledge such as Ayurveda and Yoga (Padmasani & Remya, 2015) to receive a thorough physical examination.
The main reason for choosing India is because medical costs are inexpensive. There are also a wide variety of doctors
who specialize in this field and use modern medical equipment.

India is one of the most popular destinations for those who love to exercise or practice yoga, which is a traditional
integrated science from India. The Indian wellness industry has always promoted its image as a provider of traditional
yoga to the global market. Yoga is promoted in the healing category which links spirituality and well-being, and it has
increased in popularity in the Indian yoga market (Chen et al., 2013). In contrast to the American perception of the yoga
market, Lehto et al. (2006) found that “yoga tourists are happy to visit places in the sun, ideal for practicing on the beach
or in natural water areas.”

However, the behavior and needs of tourists of each nationality are different. European tourists tend to enjoy
massages, spas, mineral baths, and yoga. This is similar to the Americans who enjoy massages, eating local cuisine,
spas, mineral baths, and healing meditations (Krajangchom & Sangkakorn, 2019).

The behavior of Chinese tourists has changed, wellness and health service businesses in many countries are
interested in marketing to this group. In particular, they market Chinese spouses and other groups who may be dealing
with fertility issues (Fertility Tourism). This is a new market which has enhanced income for the global tourism industry.
The fertility tourists have service interests apart from the other groups, which emphasize activities on physical and mental
readiness for fertility. Such activities include muscle relaxation and massage therapy in preparation for pregnancy
(Angkulanon, 2018).

From the above studies, it was found that consumers in each area have different behaviors, which determine
their different reasons for using health services. Research from the Global Wellness Summit (2020) found that there has
been a tendency to adapt to the new normal during the outbreak of "COVID-19." What is interesting is that the expansion
of a wellness business for the new generation, which is “Wellness Music” or music therapy in an online format. The
wellness music consumer market is expanding more widely in the United States. To some extent, the comprehension in
the consumer behavior of tourists could shed the light on what sectors of the local businesses could serve the expectations
of both domestic and international wellness tourism.

To summarize this section, this research will focus on wellness tourism which improves the health and well-being
of tourists through physical fitness, spiritual healing and promoting a healthy through various wellness programs and
activities. Existing studies have investigated the impact of the COVID-19 pandemic on global travel however this research
gap has motivated the researchers to investigate the trend of changing in travel behavior and expectation in the time of
COVID-19 pandemic. The study intends to narrow the existing research gap by addressing the following research
questions and objectives;

1.1 Research Question

- What are the behavior and expectations of Thai and foreign tourists for wellness tourism in Phuket,
Thailand?
1.2 Research Objective

- To understand the market demand of wellness tourism in Phuket, Thailand.

14



Jasais3inAfAnuv
> UKIDngndgavuaiunsuns

o - Journal of International Studies
Sengwe™  Prince of Songkla University

19 14 aduUN 2 (NINYIAY — TUNAY 2567)

Sulid

2, Literature Review

Tourist behavior is the context in which consumers purchase, use, and abandon tourist services. Ozdemir and
Yolal (2017) defined tourist behavior as the activities and choices made by tourists while visiting a destination, which can
be influenced by several factors such as nationality and cultural background. The behavior of tourists is one of the most
important predictors of future tourism industry while tourist behavior is a combination of planned, impulsive, and
experiential consumption factors that influence tourists' purchasing intentions in the tourism context (Meng & Xu, 2012)
and willingness to recommend the places to others.

Tourist motivation plays a significant role in tourist choices as it drives tourist's needs, feelings, and desires
towards a specific goal, particularly in choosing destinations (Hoang et al., 2022). Tourists’ motivation has also been
affected by unpredictable factor such as COVID-19 pandemic, the external environment that affect people's demands and
desires, and affect their participation in daily activities, which is the primary driver of traveling.

2.1 The Wellness Tourism Market

The Asian region is one of the most popular destinations for wellness tourism (lllera,2022). There is high-potential
for the wellness-promoting tourism market with its significant strengths, including the price and service rates, which are
not very high, considering the quality received. There are also beautiful sights which are able to attract and accommodate
tourists as well.

According to the Global Wellness Institute (2017), the countries that play an important role in providing wellness
tourism services are Thailand, Singapore, India, the Philippines and Malaysia respectively. According to a study from
Chusri and Lalitsasivimo (2020), it was found that in 2017, Thailand had 38% of the Asian market share from wellness
tourism. In the eyes of foreign tourists, outstanding points of wellness-tourism include Thai massage and Thai spa.

However, several entrepreneurs have adjusted their marketing and wellness tourism services and added local
activities to create points of interest for tourists, such as rural herbal tours, natural agriculture tours, and herbal food tours
(Wongpratum & Phumvitchuvet, 2021). In addition, entrepreneurs have learned to add value to tourism products and
services by emphasizing the Thai identity through wellness tourism service activities. This includes the integration of
healthy and local foods, the development of Thai herbs as dietary supplements, cosmetics, and the branding and
developing of local products to be internationally known and valuable. Branding for a product or service has a significant
effect on creating competitive opportunities. As Kieanwatana (2018) revealed, the strengths that make Thailand's wellness
services so highly satisfying for tourists are friendly services, courteous and polite staff, and reasonable prices. However,
there are still weaknesses namely security, ability to communicate in a foreign language, and lack of promotion of wellness
services both domestically and internationally.

According to the Tourism Authority of Thailand (2021), there is a policy to develop new types of tourism products
to meet market demand and help revitalize the Thai tourism sector during the COVID-19 pandemic. The policy is aimed
at targeting specific markets, especially the medical or health tourist groups. The focus is to emphasize quality rather than
quantity by focusing on three types of tourism: health or wellness tourism, medical tourism or healthcare services, and
food and agriculture-based tourism. The Tourism Authority of Thailand proposes focusing on promoting local culture, food,
and adding value through the improvement of tourism personnel. This includes creating a digital platform for the tourism
industry together with strengthening health care (Bangkokbiznews, 2021).

According to the International Healthcare Research Center (IHRC), foreign wellness tourists traveling to Thailand

are mostly from Cambodia, Laos, Myanmar, Vietnam, China, and Japan, respectively. In the year 2018, 2.5 million foreign
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tourists traveling to Thailand for wellness services accounted for 6-8% of the total number of tourists (Kasikorn Research
Center, 2019). Popular wellness tourism activities include Thai massage, followed by foot massage and healthy eating.

Details are shown in Table 2.

Table 2

Tourist Activities Needed in Wellness Tourism in Thailand

Activities %
1. Thai Massage 65.80
2 Foot massage 30.10
3. Healthy eating 29.50
4.  Aromatherapy massage 26.80
5. Yoga 23.80

Source: Kienwattana et al. (2021)

For general foreign tourists entering Thailand, the In-depth Survey of Tourist Behavior Project of the Tourism
Market Research Center Under the Tourism Authority of Thailand (TAT) (2020) found that in the first half of the year
2020, more than six million foreign tourists arrived in Thailand. This is the smallest number due to the COVID-19 pandemic.
The number of tourists who traveled to Thailand the most are from China, Malaysia, Russia, Laos, and Japan, respectively.

Studies of the Indian wellness tourism market show that India has clear Ayurvedic medicine policies at national
and state levels. Ayurveda is based on the philosophy of "Pancha Mahabhuta", consisting of 1) Earth Element, 2) Water
Element, 3) Fire Element, 4) Wind Element, and 5) Aether. All of these make up the universe, including the human body.
Therefore, India often uses these words in branding themselves as a destination for wellness tourism.

According to a study from Jyothis and Jannardhanan (2009), India's wellness tourism management offers a wide
range of services and prices to cater the diverse customer segments. Wellness Tourism in the state of Kerala in India is
one example of Special Interest Tourism that has captured the attention of Indians and foreigners around the world.
According to the research of Chuaysook and Kovathanakul (2015), the factors contributing to the development of wellness
tourism in Kerala were the various products that focus on combining Indian therapies with natural tourism resources.
Prices of wellness products are quoted in Euros according to the main target tourist groups and they are reasonable
according to the European standard. In terms of accommodations, such as resorts and hotels, Ayurveda services are
provided on the same basis everywhere. The price of the services is worth for the services received. Tourists get the
opportunity to choose health care services according to their own budget, either 5-star, non-branded hotels or resorts.

Indonesia has promoted wellness businesses in conjunction with the identity of the city in Bali, such as publicizing
health food businesses, especially organic food and raw food, yoga studios, and spas. According to the Report of Bali
Tourism (2018), there was a mega-project called “Ubud Organic Market,” which is a cooperative, managed by organic
fruit and vegetable farmers. It is promoted as an area connecting farmers and consumers without the transactions of
middlemen. This enables consumers to access healthy, fresh, clean, and good quality food at a reasonable price.

The markets of wellness tourism in Japan tried to use co-branding, which had been initiated between related
operators such as hotel sectors and All Nippon Airways (ANA), to provide packages for wellness and healthcare tourism.
This was to strengthen both the image of the products and enable them to expand the target group into one that is more

diverse as well (Nikkei Asia, 2017).
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From the studies of wellness tourism markets above, it is seen that wellness tourism services consist of several
groups of stakeholders with different backgrounds. These wellness service providers include travel service providers and
accommodation groups. Marketing activities need to create cooperation between each other to add value and effectively
attract the target customers. That also helps distribute income to each business group as well. The creation of an image
for wellness tourism services should cover all dimensions based on factors, affecting tourists’ decisions. These include
service quality, reasonable prices, and travel experiences in conjunction with traveling for wellness.

It could be seen that the wellness tourism is a large umbrella which potentially include various business sectors,
including culture and food exploration, nature expenditure, fitness activities, spa, yoga, and meditation. For example, food
industry could become healthy food services and sightseeing activities in natural scenery could become sport trips.
However, the data of the tourists’ expectation and behavior of the tourists in Phuket are needed to understand by two
reasons: 1) Phuket has its own characteristics which initiate the expectation of tourists; 2) the expectation and behavior
of tourists could lead the way to develop current business sectors in Phuket which are deteriorated by COVID-19 to the
new wellness tourism.

2.2 Underpinning Theories

Tourist behavior is influenced by a complex interaction between psychological, social, cultural, economic, and
environmental factors. When discussing tourist behavior, theory of push and pull factors is a widely used framework in
the field of tourism to understand and explain the motivations behind tourist behavior. This theory suggests that individuals
are motivated by a combination of internal factors that "push" to travel such as the desire for relaxation or adventure, and
external factors that "pull" to travel towards specific destinations or experiences. The push and pull factors work together
to shape the decision-making process and influence travel choices.

Theory of Planned Behavior (TPB) is also one of the underpinning theories in this study, which used to analyze
the tourist decision-making process during the COVID-19 pandemic and its impact on visits to destinations. Theory of
Planned Behavior showed that individual characteristics of tourists drive their behavior and expectation, including their

desire for engagement with tourism services.

3. Methodology

This quantitative research was conducted by distributing self-administered questionnaires in both Thai & English
versions to tourists in Phuket. The population of this study were Thai and foreign tourists who traveled in Phuket island,
e.g. Phuket Old Town, Kata Beach, Patong Beach, Nai Harn Beach, Karon Beach

3.1 Respondents

According to Cooper and Sclindler (2001), a minimum sample of size 400 is taken from an infinite population.
This quantitative sample is from an infinite population, therefore the sample size number of tourists was 434. Convenience
sampling was used as a sampling technique which select participants based on the research accessibility and convenience.

3.2 Research Instruments

The survey in this study was conducted in .2022-2021A Content Validity Test (Index of ltem Objective Congruence,
IOC) was conducted. The total value of IOC for each questionnaire item was between 0.67 and 1.00which was over 0.5,
therefore the instrument was considered valid.

The questionnaire consisted of four parts. Part 1 contained questions on tourist demographics. Part 2 contained

attributes of travel activities considered to be interesting by tourists. Part 3 were statements of perceptions of the lifestyle
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behavior of tourists. Part 4 consisted of perceptions of expectations and motivations regarding wellness. A five-point Likert
scale was used to measure the level of perception from part 3 and part 4, ranging from 1 (Very Unlikely) to 5 (Very
Likely).

3.3 Data analysis

The data were analyzed, using the “Statistical Package for the SocialSciences” or SPSS. The demographic data
were analyzed, using descriptive statistics such as frequencies. Mean ratings were used to analyze the items in regard

to statements of perceptions.

4. Findings and Discussion

Table 3 shows that most respondents were male, representing 50.46%, followed by females, representing 44.24%,
and 5.30% was unspecified. Most were between the age of 20-23 years old, representing 38.94%, followed by the age
of 31-40 years old, accounting for 28.80%. Most or 36.40%, were from Europe, followed by local tourists from Thailand,
and American tourists representing 19.40% and 12.20% respectively. The majority or 42.40% stayed less than one month,
and 35.71% stayed between one and six months with regard to main factors affecting tourists’ decisions, beach attraction

ranked first at 23.92%, followed by tourist facilities and price, accounting for 20.95% and 14.80% respectively.

Table 3

Inbound Tourist Demographics in Phuket

Demographic Variable Category N %
Gender Male 219 50.46
Female 192 44 .24
Unspecified 23 5.30
Total 434 100
Aged range Between 20-30 years 169 38.94
Between 31-40 years 125 28.80
Between 41-50 years 84 19.35
Between 51-60 years 37 8.53
Above 60 years 19 4.38
Total 434 100
Region of Tourists Local Tourist (Thailand) 84 19.40
Southeast Asia 26 6.20
East Asia 48 10.60
South Asia 26 6.00
Europe 157 36.40
Oceania 6 1.40
Middle East 25 5.80
Africa 9 210
USA 53 12.20
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Demographic Variable Category N %
Total 434 100

Trip Duration Less than 1 month 184 42.40
1 month - 6 months 155 35.71
Over 6 months 56 12.90
Undefined 39 8.99
Total 434 100

Main Factors Influencing Tourists Destination quality (Beach attraction) 338 23.92

Decision (Multiple options)

Destination quality (People) 172 1217
Destination quality (Tourist facilities) 296 20.95
Reputation 167 11.82
Safety reason 172 1217
Price & expense 209 14.80
Flexibility to change or cancel trips 59 4.18

Table 4 below illustrates that most respondents were interested in food-related activities, representing 28.10%.
This is followed by any activities with access to nature i.e., sunbathing at the beach and visiting waterfalls and spa

treatments, representing 25.57% and 14.14% respectively.

Table 4
Travel Activities
Activity during their stays %

1. Food explorations 28.10
2. Accessing nature. 25.57
3. A wide range of scheduled fitness activities. 14.05
4. Spa 14.14
5. Yoga 4.89
6. Meditation 5.58

As shown in Table 5, most respondents enjoyed learning new cultures (x_= 4.13). They also had a healthy

lifestyle regarding food and nutrition, when taking into account their daily energy needs (x_= 3.98).
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Table 5
Lifestyles
Lifestyle Behavior X S.D.
1. Food and Nutrition
1.1 Consider the amount of energy that should be received each day. 3.98 0.98
1.2 Consider the proper proportion of dietary consumption each day, 3.87 0.96
including vegetables, fruits, vegetable or meat proteins, fats, and
carbohydrates.
2. Fitness
2.1 Exercise regularly. 3.77 1.05
2.2 Manage a proportion of cardio exercise and weight training. 3.62 1.09
3. Cultural Diversity
3.1 Enjoy learning new cultures. 4.13 0.89
4. Health Awareness
4.1 Check out health information. 3.90 1.00
4.2 Apply healthy information to daily life. 3.93 1.02
5. Personal Development
5.1 Practice new skills such as music, art, social sciences, science, etc. 3.79 1.10

As seen in Table 6, the respondents were motivated by healthy wellness service consumption and considered
the most nature-friendly services. They put importance on places with good weather (x_= 4.43), followed by the desire to

experience natural aesthetics. (x_= 4.39), and pet-friendly places (x_= 4.19).

Table 6

Expectations & Motivation in Wellness Consumption

Expectation & Motivation in Wellness Consumption X S.D.

1. Relaxation & Pampering

1.1 Interest in health and fitness. 3.99 0.96

1.2 Engage in sports. 3.79 1.02
2. Nature-friendly Value

2.1 Perceived Good weather. 4.43 0.80

2.2 Experiences of natural aesthetics. 4.39 0.78
3. Physical- Friendly Value

3.1 Child-friendly. 4.17 1.04

3.2 Medical supervision. 3.72 1.28

3.3 Pets welcome. 4.19 1.04
4. Cultural Experiences/opportunities

4.1 Perceived variety of cultural events. 4.12 0.92
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Expectation & Motivation in Wellness Consumption X S.D.
4.2 Experience with local people. 4.03 1.03
4.3 Perceived knowledge of new places. 4.15 0.83
4.4 Experience in historical/cultural sites. 4.06 0.88

5. Sales Promotion

5.1 Receive free gifts. 3.75 1.21
5.2 Receive free trials. 3.64 1.28
5.3 Offer coupon. 3.56 1.34
5.4 Join in prize drawing. 3.36 1.44
5.5 Offer VIP program. 3.38 1.50

The results of the expectation and motivation in wellness consumption are clustered by five dimensions among
tourists found in Phuket following the analytical method of Dimitrovski & Todorovic (2015): relaxation and pampering,
nature-friendly value, physical- friendly value, cultural experiences/opportunities, and sales promotion. The study also
found that the tourists had expectations which created motivation for healthy consumption, while considering the most
nature-friendly products or services. The tourists focused on the importance of places with good weather, followed by the
desire to experience natural aesthetics. The present circumstances regarding tourism are the result of changing tourist
behavior combined with the trend of eco-friendly tourism or ecotourism. This finding supports that of a study by
Luekveerawattana (2018) who found that the attitudes of tourists are the main factors affecting tourists’ decisions to use
the services of nature-friendly hotels. In addition, it is also discussed by Lim et al., (2015) that various event-based programs
can be designed to enhance novel experiences for visitors. The forms of program should create immersions, namely,
guided touring, education on environment, and special exhibition. In Phuket, there are several hotels turning naturally-
friendly as a part of the concept of Corporate Social Responsibility (CSR), with the aim of decreasing environmental damage.

As this study reveals, experiences with food were found to be the most popular activity among tourists during
their stays in Phuket. Food tourism or gastronomy tourism can be an important tool for hospitality and tourism businesses.
This is consistent with the recent study of Chunkajorn and Na Thalang (2021), who found that gastronomy tourism is an
interesting tourism trend and is increasingly popular. Tourists who travel abroad are spending a great amount in the
category of food and beverages, accounting for 1/3 of the total cost. Tourists tend to try local foods in each location
visited, and view food as a part of their travel experiences (Chen et al., 2023).

In Thailand, gastronomy tourism has had a great impact on the tourism industry, which has a nearly 4% share
of the global gastronomy tourism market, which is a massive volume (Future Market Insights, 2023). This has led the
Thai government to recognize the importance of the gastronomy industry. Therefore, various initiatives and projects have
been launched to support its growth. Some examples include the Amazing Thailand Culinary City project, "Muslim Friendly
& Gastronomy Tourism Routes, Amazing Thai Taste, and so on.

Moreover, several studies found that tourists' reactions to travel risk perception directly influenced their changes
in travel behavior influenced by COVID-19 pandemic. As the study of Yu et al. (2022) showed, tourist behavior in China
changed during the COVID-19 pandemic, with local tourism in Beijing increasing after the pandemic and certain groups
experiencing slower recovery after the first wave. Similarly, the study of Seri€ et al. (2022) revealed that tourist behavior

during the COVID-19 pandemic has shifted towards home-based activities and a preference for consumption habits that
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promote a healthy lifestyle. Wellness tourism become famous among tourists due to their needs of rehabilitation after a
long home-isolation. Thus, the study by Kessler et al. (2020) pointed out that the social wellness related to the social
connections in the new settings, cultures, and natures should be considered to integrate in the wellness-related activities.

Wellness tourism has multifaceted domains which could meet the expectations of tourists under the local context.
Focusing on Phuket, the findings of this study show that foods, cultures, and environments are prioritized in the perception
of the tourists. Mueller and Kaufmann (2001) postulated in their research that less tourists choose to participate in wellness
tourism by the cultural means. However, this study suggests that among business owners in Phuket, the culture could be
included in the wellness tourism and become novel services, such as, sauna and massage with local herbs, healthy foods
with local ingredients and wisdoms, and mental treatment in the local environment. In the real context, business owners
and local people can develop wellness services by utilizing their culture as a resource. This could be included in the

wellness tourism criteria and create specific form of the wellness tourism particularly in the locality of Phuket.

5. Research Implications

Research on tourist behavior has numerous implications for several stakeholders in the tourism industry, including
destination marketers, policymakers, especially tourism service providers. Specifically, the results of this paper have
implications for hotel management and authorities in Phuket. It is critical for firms to get to know tourists well in order to
better meet their needs and to exploit the market potential for enhancing accommodations and wellness services. The
results of the study highlight areas for improvement in tourism services, helping providers enhance the quality of offerings
and meet the evolving needs of tourists and also help destination marketers create targeted advertising and promotional

campaigns based on the specific preferences, motivations, and behaviors of different tourist segments.

6. Conclusion and Recommendations for Future Research

This research explores tourists’ behavior and expectations using the concept of “healthy lifestyle.” The results
reveal that experiences with food were found to be the most popular activities among tourists during their stays in Phuket.
The study also showed that tourists had expectations and were motivated to pay for health and wellness services while
considering the most nature-friendly products and services. The tourists focused on the importance of places with good
weather, followed by the desire to experience natural aesthetics. The findings suggest that a growing number of
consumers’ value wellness tourism as a holistic experience that does not only include products and services specifically
related to health and wellness treatments, but also leisure and cultural activities. As wellness tourism has grown
significantly in the tourism industry, the researchers strongly believe that an opportunity to integrate wellness into any
tourists’ activities will help hotel owners gain benefit from the increasing numbers of both domestic and international
tourists.

The percentage of each wellness-related activities could reveal the network of current businesses which has
potential to be recovered if the owners develop their business conforming to the wellness tourism. Foods and environment
of the Phuket tends to be most valuable resources for the industry recovery. The current business owners need to gain
more knowledge on wellness tourism. It is found that food-related activities, good environment, and aesthetic of the nature
becomes the main expectation of tourists who visit Phuket.

In addition, tourist behavior is a multifaceted understanding, while there are also opportunities for future research

to improve the understanding of this phenomena. It is recommended that future research should strive to incorporate a
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more diverse range of cultural perspectives to better understand how cultural differences influence tourist behavior.
Nevertheless, this research is cross-sectional study of tourist behavior at a specific point in time. Longitudinal studies

observing over time could provide insights into the evolution of behavior and factors influencing changes in behavior.
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Abstract

The study explored the intricate relationship between food and culture, where food serves as
a reflection of culture while culture shapes food production and presentation. This investigation
focused on the perceptions of international tourists on Thai-ness elements on food presentation,
examining key attributes: perceived quality (encompassing freshness, taste, and hygiene),
perceived authenticity, perceived value-added, perceived food aesthetics, willingness to pay a
premium, and overall satisfaction. To conduct this examination, a sensory evaluation method,
the paired comparison test, was employed to determine which of two food samples exhibited
superior sensory attributes. The study employed Thai cuisine, featuring two distinct
presentations— one imbued with Thai cultural elements (Thai-ness), and the other without
such influence (non-Thai-ness). The findings revealed that the incorporation of Thai cultural
elements significantly enhanced perceptions of all tested attributes. Moreover, it unveiled that
international tourists have greater willingness to pay a premium for culturally enriched food
presentations. In conclusion, this study sheds light on the symbiotic relationship between food
and culture, demonstrating the positive impact of cultural elements, such as Thai-ness, on food
perception and international tourist's behavior. The paper concludes with a discussion of the study's

implications and limitations, offering insights into the broader significance of this research.
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1. Introduction

In recent years, the uniqueness of Asian-ness identity has gained global recognition across numerous dimensions,
especially in the hospitality sector (Baldwin, 2017). Asian-ness characteristics have been observed to permeate in various
aspects of Asian society, encompassing behaviour, way of life, attitude, mindset, social constructions, and business
operations, or even extending to other contexts (Fakfare et al., 2019). Within the Asian hospitality sector, the Asian-ness
approach has been integrated throughout organisations, influencing decoration, staff uniforms, service design, food, and
the cultivation of employees’ attitudes (Wan & Chon, 2010).

Food is widely recognised as one of the most profound and influential ways to immerse people in a culture, as
it has always been integral part of every culture and addresses a basic human need (Risteski & Korunovski, 2016).
Several pieces of research have emphasised that food plays an essential role in tourism, and there is a growing interest
in the development of gastronomic tourism or related touristic products (Boonpienpon & Wongwiwattana, 2017). In this
regard, food can be a highly desirable component of the tourism supply and can contribute to diverse tourism offerings
in specific locations. Tourists often seek to experience the local culture of their destination, and one effective way to
achieve this is by sampling local or traditional cuisine.

Thai cuisine serves as a captivating cultural attraction for tourists exploring the country, and its widespread
popularity transcends borders for various compelling reasons, including its health benefits, exquisite flavors, and visually
appealing presentation. Thai culinary traditions mirror the country's rich and diverse culture, meticulously crafted to cater
to a wide range of palates by harmonizing a symphony of flavors, textures, colors, and aesthetics. This culinary prowess
has propelled Thai cuisine to global acclaim, earning it a well-deserved spot among the world's most popular foods. In
2021, CNNGo's ranking of the "World's 50 best foods" featured numerous Thai dishes, with Mussaman curry taking the
top spot. Tom Yum Koong secured the eighth position, while Som Tam, or Papaya salad, claimed the forty-sixth spot
(CNNGo staff, 2021).

As aforementioned, the reputation of Thai cuisine extends beyond just its taste and health benefits; it also
encompasses its appearances and presentations, which are heavily influenced by Thai culture or Thai-ness. However,
the roles and significance of culture, particularly Thai-ness, in food presentation remain relatively unexplored, particularly
from the perspective of international tourists. Previous research has predominantly focused on the importance of food in
tourism (Horng & Tsai, 2010), the influence of culture on food production (Ignatov & Smith, 2006), and tourists' perceptions
of traditional foods (Prapasawasdi et al., 2018). Consequently, there is limited understanding of the specific impact of
Thai cultural elements on food presentation, particularly as perceived by international tourists.

Therefore, the primary objective of this study is to investigate and shed light on the significance of integrating
Thai-ness elements, a subculture within the context of Asian-ness, into food presentation. Furthermore, it aims to
understand how food presentation influences the perception and judgment of food, particularly from the perspective of
international tourists. This research places particular emphasis on international tourists' perceptions of various aspects,
including food quality (freshness, taste, hygiene), authenticity, aesthetics, value-added, willingness to pay a premium
price, and overall satisfaction. These assessments are made in the context of incorporating Thai-ness elements into food
presentation. In this study, Thai cuisine is employed as a case study, featuring two distinct presentations. The research

methodology utilises the paired comparison test to comprehensively explore these dimensions.
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2, Literature Review

2.1 Asian-ness and Thai-ness

Chon (2019) defined the term “Asian-ness” or “Asia-ness” in his book named “Hospitality in Asia, A New
Paradigm” as unique, distinctive, or specific characteristics peculiar to Asia and Asian people and society. These unique
characteristics have been dominantly associated with socio-culture values and history. Furthermore, Chin et al. (2016)
depicted Asian-ness traits as the following attributes: sincerity, love, forgiveness, balance, keen attention to detail, and
kindness. From a global perspective, the unique characteristics of Asian-ness have been found in board aspects
intrinsically and extrinsically underlying Asians' manner, behaviour, mindset, and way of life. These characteristics would
differentiate Asian from others. With the review of previous studies, numerous scholars described the Asian-ness
characteristics as the following traits: respectful expression and detail orientation, a strong sense of kindness and giving
(Sucher et al. (2013), a smiling face, humility and genuine and polite behaviour in verbal and non-verbal cues (Wan &
Chon, 2010), kindness, tolerance, and attention to details (Wattanacharoensil et al., 2014), and courtesy and
humble (Mohsin, 2016).

In Thailand, the term “Thai-ness" is prevalently displayed in Thai people and society through various domains. It
is recognised as the national identity (Kongpolphrom, 2018). However, it is found to hardly explain "Thai-ness" or in the
Thai language called "Kwam Pen Thai". Numerous articles and studies described the characteristics of Thai-ness in the

different aspects as follows:

Characteristics of Thai people: confrontation avoidance, expressing oneself quietly and communicating indirectly,
attentive and considerate, kind and helpful, tolerant-restrained, polite and humble, equanimity and cautious, social relation,

collectivism (Facts and Details, 2014).

Religion and belief: Buddhism is the state religion, and approximately 95% of Thailand abides by Buddhist principles.
Thais’ beliefs mainly include the concept of Karma (the consequence of one’s deeds), merit and sin, an afterlife, heaven
and hell. This influences Thais’ way of life and people’s characteristics, especially in giving, sharing, calmness and

kindness (Podhisita, 1998).

Arts: It is mainly characterised and recognised by the subtlety of design and forms. Thai arts are found in various forms:
paintings, sculpture, music, performance, costume, handcraft, carving, weaving, etc. (Lim, n.d.). They are handmade
products and are created to be utilised in Thais’ daily life to solve problems in livelihood. They can be considered as a

reflection of the Thai people’s way of life (Royalthaiart.com, 2019)

Way of life: Thai people's lives have been mainly tied with their religion, Buddhism, from birth to death. Buddhism and its
principles are bonded into their lives. Thai people continually participate in making-merit activities such as offering food
to the monks and going to the temple during religious-related public holidays (Tiranasar, 2002).

All these elements are interconnected and finally shape the characteristics of Thai-ness. Therefore, it could be aggregated
that the attributes of Thai-ness are underlying blended from its culture, belief, traditions, and religion and influences their
lives significantly. These elements are hidden and reflected through everything they do and behave (Livingasean, 2018).
In addition, Thai-ness is found to be dominant in paying attention to small details and having hand-making skills (Sucher
et al., 2013). It can be observed in little things in their lives, such as the flower garlands or folded lotus used for paying

worship of the Buddha, magnificent paintings of the lord Buddha’s story on the walls of monasteries, or beautifully carved
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vegetables served with dishes. All of these aspects would make the country stand out and yearn for the tourists to explore
the unique experience.

2.2 Transference of Asian-ness and Thai-ness to Food

According to Carlsson-Kanyama and Lindén (2001), food is one of the most critical criteria for defining cultural
identity. It is consistent with Civitello (2011), who stressed that identity and religion are deeply permeated into food. In
this regard, food can be used as an indicator to differentiate people from different groups, religions, or cultures through
its taste, ingredients, presentations, and characteristics (Sibal, 2018). Food not only satisfies the basic human need as
fuel to survive, but it can also be one of the tourism components to attract people to visit places. In addition, culture
influences food in various dimensions, such as cooking culture, eating habits, food presentation, etc. (Sibal, 2018).

Furthermore, food and culture were found to have a close relationship in representing each other; food reflects culture
while culture influences food production (Watanasin, 2012; Reddy & van Dam, 2020). Numerous scholars previously
revealed that the demonstration of local cultural elements on food and the physical environment around where food is
served would promote the sense of authenticity of that place (Ellis et al., 2018; Zhang et al., 2019). Moreover, a study
conducted by Balogh et al. (2016) revealed that consumers were willing to pay a premium price for traditional food,
perceiving it as having added value.

A comprehensive review of the existing studies revealed that the concept of Asian-ness has been incorporated
into diverse dimensions of society. Food is no exception. Asian-ness in food has been found in various aspects, starting
from its flavour and ingredients. For instance, the spicy flavours of Sichuan cuisine, the delicate but balanced sour and
bitter flavours of Japanese food, and the bold and intensely use of spices in Indian food, until presentations representing
each national identity of the Asian countries (Baldwin, 2017).

In Thailand, food is well representing the uniqueness of the culture or the true spirit of Thailand (TAT, 2019).
Thai food is found to have the perfect combination of flavours, textures, colours, and presentation. It might be derived
from Thai-ness characteristics: keenness on small details, balance, and exquisite. Moreover, Thai food is well known for
its flavours and ingredients, mainly herbs, spices, and fresh ingredients (Watanasin, 2012). Thai dishes are not only well-
known in their taste and nutritional values but also a sight to behold from their decoration of graceful fruit and carved
vegetable. It could be concluded that besides its savour, food presentation reflects Thai-ness's characteristics.

2.3 Culture in Food Aesthetics and Presentations

Prior research relevant to food aesthetics narrated the importance of aesthetics of food influencing the customers'
satisfaction and experiential value in the dining experience (Bekar & Siiriici, 2017). According to Lindstrom (2005),
aesthetics are described as objects that appeal to the senses of taste, smell, touch, hearing, and sight. In addition, various
scholars have highlighted that aesthetic value is primarily associated with the beauty that can be felt by the senses
(Townsend, 1997). Previous studies measuring aesthetic value often utilised multiple statements and domains, primarily
related to decoration and product appearance, as measurement items to assess product aesthetics (Bekar & Surucu,
2017).

In the food and beverage provision sector, the aesthetics of food are widely employed as a business strategy to
differentiate food offerings from others that provide similar or comparable dishes. Enhancing the aesthetic appeal of food
and service design can attract greater attention from customers (Murdoch & Miele, 2018). Numerous studies have
emphasised the significance of food presentation in attracting consumers to a particular restaurant. These food

presentations encompass tableware, plates, and side dishes adorned with vegetables or fruits. The specific elements of

29



Jasais3inAfAnuv
% uRIDNYduavualuAsuns

Journal of International Studies
Songw>™ Prince of Songkla University

Vol. 14 No. 2 (July — December 2024) H

food presentation can vary across cultures. Many studies have demonstrated that aesthetically presented food enhances
the dining experience, contributimg to diners' health and overall multisensory eating experience (Spence et al., 2014;
Zhang et al., 2022).

Thai food has been recognised worldwide because of its palatable taste and healthy benefits. In addition, the
values of Thai food are found in three critical angles, and it has been reflected in nutrition, culture, and medicine. These
aspects become the DNA of Thai food based on global perception, including the aesthetics of its presentations (TAT,
2019). Therefore, Thai food's aesthetic attributes, apart from the food itself, can be visibly developed by including Thai-
ness elements in its presentation, such as tableware, craved fruits and vegetables, local Thai wisdom, etc. Table 1

presents examples of Thai-ness features included in Thai cuisine promoting the aesthetics.

Table 1
Examples of Thai-ness Elements in Food Presentations.
Local Thai Wisdom Craved fruits and

ltem  Tableware
(Wicker) vegetables

Source: Source:

Source:

Royalthaiart.com,2019  Pinterest.com, 2022 Supancity.com, 2021

2.4 Food quality

Food quality has become one of the essential components of the consumers' dining experience and is a crucial
requirement to meet all consumers’ expectations and needs (Sulek & Hensley, 2004). Soderlund and Rosengren (2008)
found that food quality and fresh ingredients are among the most significant factors underlying the preference for food
choice. Different scholars employ diverse and different attributes to indicate food quality. In this regard, Murdoch and
Miele (2013) stressed that the quality attributes of the food were found in both intrinsic and extrinsic aspects. Intrinsic
qualities are rooted in the food's material composition, edibility, taste, and appearance, while extrinsic qualities are shaped
by the judgments and evaluations imposed by human actors. In practice, the quality of a food product arises from the
interplay between these two dimensions. This interaction can lead to significant variations in quality, as different individuals
and food cultures offer diverse evaluations and judgments.

The review of prior studies reveals that scholars have defined food quality characteristics, which are presented

in the table below:

30



Jasais3inAfAnuv
> UKIDngndgavuaiunsuns

o - Journal of International Studies
Sengwe™  Prince of Songkla University

19 14 aduUN 2 (NINYIAY — TUNAY 2567)

Sulid

Table 2
Food Quality Attributes

Author(s) Attributes of food quality
Adongo et al. (2015) Food presentation, Serving size, and Menu design
Tsai & Wang (2017) Texture, Food safety, Portion size, Taste, Presentation, Color,

Temperature, and Dietary acceptability

Gnanapala (2015). Taste, Food freshness, Temperature, Nutritional value, and Menu Variety

In food and beverage provision outlets, food quality has been considered as the most critical determinant of
customer satisfaction (Suhartanto et al., 2019). It could consequently develop the satisfaction of the consumers and
influence their future behavioural intentions (Rozekhi et al., 2016; Yuksel, 2001). The consumers, who were satisfied,
would show their high intention to revisit the restaurant in the future (Sulek & Hensley, 2004). Thus, it can be said that
food quality is one of the underlying factors determining customer satisfaction and behavioural intention (Altintzoglou et
al., 2016).

Based on the prior research, five dimensions indicating the food quality were included; food nutrition, food variety,
the smell of food, deliciousness, and food freshness (Rozekhi et al., 2016; Sulek & Hensley, 2004; Yuksel, 2001).
Moreover, Michel et al. (2014) further revealed that food presentation is one of the culinary techniques incorporated into
food service to appeal to the consumers’ attention and advocate the perception of the food quality.

Therefore, in the context of this study, the roles of Thai-ness in food presentation were assessed through the
international tourists' perceptions. This assessment includes perceived food quality (perceived freshness, food taste,
perceived hygiene), perceived authenticity, perceived value-added, perceived food aesthetics, willingness to pay a
premium price, and overall satisfaction. Therefore, the hypothesises were proposed as follows:

H1: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived quality (perceived freshness, food taste,
perceived hygiene).

H2: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived authenticity.

H3: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived value-added.

H4: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of perceived food aesthetics.

H5: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with
Thai-ness elements in the international tourists' perceptions of willingness to pay a premium price.

H6: There is a significant difference between food presentation with non-Thai-ness elements and food presentation with

Thai-ness elements in the international tourists' perceptions of overall satisfaction.

3. Methodology

The study approaches quantitative research by implementing an experimental and quantitative technique. The

sensory evaluation method is employed to measure the perception of the participants to stimuli. Mihafu et al. (2020)
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stressed that sensory evaluation methods provide the answers to questions about product quality which is normally used
in product development and production. The outcomes derived from conducting the sensory evaluation are significant in
determining the consumers’ acceptability and perceptions towards the products. It is a very useful tool for making effective
decision in product development. Sensory evaluation methods consist of various types, such as discriminative tests,
paired comparison tests, triangular tests, descriptive tests, preference ranking, hedonic rating scale, and consumer
acceptance tests, among others (Mihafu et al., 2020). In this study, paired comparison test is used to identify which
sample from two different samples is perceived higher in the specified sensory attributes (Yang & Ng, 2017). This approach
is widely recognised as one of the most commonly used tests for assessing attribute differences and is easily
comprehensible to research participants (McBride et al., 1984). Thus, a food tasting session was conducted with 100
participants who were international travellers travelling in Phuket. Moreover, the participants, who were recruited in this
study, were required to meet the following criteria:

1. The participants must have stayed in Phuket for at least two nights.

2. The participants must be 18 years old and above.

3. The participants must have had Thai food consumption experience during their stay in Phuket.

It is to ensure that all the participants have some knowledge or experience on the topic of study.

Two samples of food in two different presentations (see Table 3) were presented to participants, allowing them
to make observations and subsequently taste them. A questionnaire was used as a research instrument to assess the
participants' perceptions. Ten attributes, derived from the literature review, were included in the questionnaire.
Respondents were asked to indicate their perception of these attributes, including perceived quality (freshness, taste,
hygiene), authenticity, value-added, food aesthetics, willingness to pay a premium, and overall satisfaction, using a 7-

point Likert Scale [1: Being not at all — 7: Being extremely].

Food Samples
The food samples were utilised to assess the international tourists' perceptions. Four samples were used in this
study (two types of Thai food are multiplied with two different presentations: Thai-ness and non-Thai-ness elements

included).

Table 3
Food Samples in this study

Sample Thai-ness elements included

No. Non-Thai-ness elements included (tableware, craved fruits and vegetables,

and Thai wisdom)

Sample 1
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Sample Thai-ness elements included
No. Non-Thai-ness elements included (tableware, craved fruits and vegetables,

and Thai wisdom)

Sample 2

4. Data Analysis

The IBM SPSS program was employed to analyse the data in this study. The objectives of the study were
achieved through data analysis. Therefore, to illustrate the roles of incorporating Thai-ness into food presentation, a Paired
Samples t-test was employed to determine whether there is any significant difference in the international tourists'
perceptions between the food with non-Thai-ness elements included and the food with Thai-ness elements included.

Moreover, to identify the difference between Asians' and non-Asians’ perceptions, this study adopted a T-test.

5. Results
Table 4

Participants’ Profile

Frequency (N=100) Percentage
Gender
Female 39 39%
Male 61 61%
Age
20 and below 13 13%
21-30 74 74%
31-40 8 8%
41-50 4 4%
51-60 1 1%
Nationality
Mainland Chinese 20 20%
Japanese 10 10%
German 21 21%
British 14 14%
Austrian 20 20%
Russian 8 8%
Other European 7 7%
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Frequency (N=100) Percentage

Education
Undergraduate a7 47%
Bachelor 44 44%
Master or higher 9 9%
Occupation
Student 43 43%
Lecturer 10 10%
Officer 32 32%
Self-employed 8 8%
Others 7 7%

Monthly income (USD)

1,000 USD or Less 59 59%
1,001-2,000 USD 23 23%
2,001-3,000 USD 12 12%
3,001-4,000 USD 2 2%
Higher 4,001 USD 4 4%

The demographic characteristics of the participants in this study were analysed and are presented in Table 4.
Among the participants, 61% were male, and 39% were female. The majority of participants fell into the age group of 21-
30 years (74%), followed by those aged 20 years old and below (13%), 31-40 years old (8%), 41-50 years old (4%), and
51-60 years old (1%).

In terms of nationality, the largest proportion of participants were German (21%), followed closely by Mainland
Chinese (20%) and Austrian (20%). Other nationalities included British (14%), Japanese (10%), Russian (8%), and
individuals from other European nationalities (7%).

Regarding educational qualifications, 47% of participants were undergraduate students, 44% held a bachelor's
degree, and 9% had a master's degree or higher. Occupationally, 43% were students, 10% were university lecturers, 32%
were employed in various officer roles, 8% were self-employed, and 7% were engaged in other occupations.

In terms of monthly income, the majority of participants (59%) reported earning $1,000 or less per month, followed
by 23% who earned between $1,001 and $2,000 per month, 12% earning between $2,001 and $3,000 per month, 2%
earning between $3,001 and $4,000 per month, and 4% earning more than $4,001 per month.

Table 5

Results of Pair t-test to identify mean differences in perceptions of food from non-Thai-ness elements and Thai-ness

elements included in its presentation.

Non-Thai-ness Thai-ness
Item Difference Paired t-value p-value
elements elements
Perceived Quality 4.50 6.30 -1.80 -19.31 .000*
Perceived Authenticity 5.15 6.40 -1.25 -11.07 .000*
Perceived Value-added 4.50 6.00 -1.50 -14.57 .000*
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Non-Thai-ness Thai-ness
Item Difference Paired t-value p-value
elements elements
Perceived food Aesthetic 4.75 6.60 -1.85 -22.79 .000*
Willingness to pay a premium price 3.75 5.75 -2.00 -21.58 .000*
Overall satisfaction 4.75 6.10 -1.35 -16.63 .000*

Note: * p < .001

Table 5 shows the results of conducting paired t-tests to identify mean differences in perceptions of food between
non-Thai-ness elements and Thai-ness elements included in its presentation. Regarding the international tourists’
perceptions of food between non-Thai-ness elements and Thai-ness element included, significance at the 0.001 level was
found in all measurement aspects, including perceived quality (perceived freshness, food taste, perceived hygiene),
perceived authenticity, perceived value-added, perceived food aesthetic, willingness to pay a premium price, and overall
satisfaction. By incorporating the Thai-ness elements into the food presentation, the international tourists’ perceptions
showed higher mean scores in all measurement aspects compared to food without incorporating Thai-ness elements.

Therefore, all hypothesise H1-H6 in this study are supported.

Table 6

Results of the t-test to identify differences in perceptions of food presentation included Thai-ness elements from Asians'

and Non-Asians’ perspectives.

Item Asian (N=30) Non-Asian (N=70) t-value p-value
Perceived Quality 6.67 6.14 4.32 .000**
Perceived Authenticity 6.17 6.50 -2.34 .021*
Perceived Value-added 6.17 5.93 1.36 0.18
Perceived Food Aesthetic 6.17 6.79 -9.99 .000**
Willingness to pay a premium price 6.17 5.57 3.68 .000**
Overall satisfaction 6.00 6.14 -1.76 .0.82

Note: * p < .05, **p < .001
Asian includes Mainland Chinese and Japanese.

Non-Asian includes German, British, Austrian, Russian, and other European.

Table 6 illustrates that there was no significant difference at the 0.05 level in perceived value-added and overall
satisfaction. However, significant differences were found at the 0.05 and 0.001 significant levels in perceived quality,
perceived authenticity, perceived food aesthetic, and willingness to pay a premium price, respectively. Concerning the
perception of food quality, value-added, and willing to pay a premium price, Asians showed a higher mean score than

non-Asians, but for the perceived authenticity and food aesthetic, non-Asians showed a greater mean score than Asians.
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Nationality Mainland Chinese Japanese German British Austrian Russian Other European
(N=30) (N=10) (N=21) (N=14) (N=20) (N=8) (N=7)
Mean | Mean | Mean | Mean | Mean | Mean | pmean | Mean | Mean | pmean | Mean | Mean | mean | Mean | Mean | pmean | Mean | Mean | pmean | Mean | Mean

Item 1 2 df. 1 2 df. 1 2 df. 1 2 df. 1 2 df. 1 2 df. 1 2 df.
Perceived Quality 5.0 6.5 1.5 3.5 7.0 35 | 429 | 581 | 1.52 | 45 6.0 1.5 45 6.25 | 1.75 | 463 | 6.25 | 1.62 5.0 7.0 2.0
Perceived Authenticity 55 | 575 | 025 | 35 7.0 35 | 455 | 674 | 219 | 586 | 7.0 | 1.14 5.5 575 | 0.25 55 6.88 | 1.38 55 6.5 2.0
Perceived Value-added 50 | 575 | 075 | 45 7.0 25 | 379 | 669 | 29 | 5.07 | 579 | 0.72 | 425 55 | 125 | 475 | 563 | 0.88 4.5 55 1.0
Perceived Food Aesthetic 50 | 625 | 125 | 4.0 6.0 20 | 452 | 70 | 248 | 586 | 6.79 | 0.93 4.0 6.5 25 538 | 6.75 | 1.37 5.0 7.0 2.0
Willingness to pay a 475 | 575 | 1.0 3.0 7.0 40 | 255 | 526 | 271 | 443 | 643 | 2.0 3.75 50 | 1.25 | 438 | 6.38 2.0 3.5 55 2.0
premium price
Overall satisfaction 525 | 575 | 0.5 5.0 6.5 25 | 407 | 648 | 241 | 507 | 60 | 093 | 425 60 | 1.75 5.0 6.0 2.0 55 6.0 1.5

Note: Mean1 = Mean score of the international tourist’ s perception towards food without Thai-ness element, Mean 2 = Mean score of the international tourist’ s perception

towards food with Thai-ness element, Mean df. = Mean difference.

However, when examining individual nationalities, Table 7 illustrates the variations in mean scores among different nationalities concerning the tested attributes in

this study. Notably, Japanese tourists exhibited significant differences in mean scores across three attributes: perceived quality, perceived authenticity, and willingness to

pay a premium price. Specifically, they rated these attributes considerably higher when Thai-ness elements were incorporated into the food.

Regarding perceived value-added, Germans demonstrated the most favorable perception when Thai-ness elements were integrated, as evidenced by the highest

mean score difference of 2.9 compared to other nationalities.

Austrian tourists, on the other hand, had the highest perception of food aesthetics among all nationalities, with a mean score difference of 2.5, indicating their

appreciation for the visual appeal of dishes with Thai-ness elements.
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Furthermore, the inclusion of Thai-ness elements in food presentation positively influenced overall satisfaction
among international tourists, particularly Japanese and Germans, as indicated by mean score differences of 2.5 and 2.41,
respectively.

Table 8

Willingness to pay a premium price

Sample Average willingness to pay a price Difference Percentage of difference
Sample 1
Non-Thai-ness element 3.85 USD
2 UsD 51.95%
included
Thai-ness element included 5.85 USD
Sample 2
Non-Thai-ness element 2.60 USD
2.5USD 96.15%
included
Thai-ness element included 5.10 USD
The average price that international tourists are willing to pay more
74.05%
(in percentage)

Table 8 illustrates international tourists' willingness to pay a premium price. During the food tasting session,
participants were asked to estimate the price they would be willing to pay for each food sample based on their perceptions.
The results indicate that participants were willing to pay an average of 3.85 USD for food with non-Thai-ness elements
included in sample 1 and 2.60 USD in sample 2.

However, when Thai-ness elements were incorporated into the food presentation, participants showed a greater
intention to pay a higher price. For sample 1, which included Thai-ness elements, participants were willing to pay an
average of 5.85 USD, representing a 51.95% increase compared to non-Thai-ness food. In sample 2, the willingness to
pay increased to 5.10 USD, a substantial 96.15% increase over the non-Thai-ness counterpart.

These results demonstrate that both Asian and non-Asian participants were willing to pay approximately 50-70%
more for the same food when it incorporated Thai cultural elements into its presentation. These results corroborate the
data presented in Table 5, affirming the respondents’ willingness to pay a premium price for such culturally enriched food

items.

Figure 1 Significance of Thai-ness on food presentation toward the international tourists' perceptions. Note:
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Furthermore, the study explored the participants' perceptions as expressed in the additional comment section of the
survey. The analysis revealed several frequently mentioned terms, which can serve as indicators of their perceptions
regarding food presentations that incorporate Thai-ness elements.

Figure 2 International tourists' perceptions toward food presentation incorporated Thai-ness elements.
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6. Discussion and Conclusion

Based on the evidence presented, Thai-ness is recognised as a valuable mechanism for distinguishing products
and services from others. The incorporation of Thai-ness elements, or national identity, into products and services can
leverage positive perceptions. In this study, Thai food featuring Thai-ness elements was used to investigate the influence
of Thai-ness on food presentation from the perspective of international tourists. The study assessed various aspects of
international tourists' perceptions, including perceived quality (freshness, food taste, perceived hygiene), perceived authenticity,
perceived value-added, perceived food aesthetics, willingness to pay a premium price, and overall satisfaction.

The findings indicate that Thai-ness in food presentation enhances international tourists' willingness to pay a
premium price and contributes to a stronger perception of food quality. The results reveal that food incorporating Thai-
ness elements received higher mean scores in willingness to pay a premium price and perceived quality (freshness, taste,
and hygiene). This aligns with the prior studies done by numerous scholars, which elaborated on the characteristic of
food quality. Those scholars stated that food quality should include the taste of food, food hygiene and safety, and food
freshness (Gnanapala, 2015; Tsai & Wang, 2017). Moreover, the results of the study are also consistent with the findings
of Michel et al. (2014) which highlighted that food presentation is one of the culinary techniques incorporated into food
service to appeal to the consumers’ attention and advocate the perception of the food quality.

Moreover, it has been established that food plays a pivotal role in exposing travelers to new cultures. However,
the inclusion of cultural elements in food presentation can significantly enhance the sense of authenticity. As evidenced
by Ellis et al. (2018) and Zhang et al. (2019), showcasing local cultural elements in both the food and the surrounding
physical environment can bolster the authenticity of a particular place.

Furthermore, presenting food with cultural elements can lead consumers to perceive value-added, resulting in a
willingness to pay a premium price. This aligns with Balogh et al.'s (2016) study, which emphasised that consumers were
willing to pay more for traditional food due to the perceived value it offered.

Surprisingly, there were significant differences in perceptions of perceived food quality, authenticity, aesthetics,
and willingness to pay between Asians and non-Asians. Asians demonstrated a notably higher perception of food quality
and willingness to pay for the food samples. This phenomenon can be attributed to cultural familiarity. Previous studies

have highlighted that cultural familiarity significantly influences consumption behaviors and food choices (Jeong & Lee,
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2021). The results of this study align with prior research conducted by Wong et al. (2020) and Torrico et al. (2019),
emphasising that individuals tend to rate food more favorably when they are familiar with it, leading to a higher willingness
to pay a premium price because the value of the products is fully recognized. However, it's worth noting that, in this study,
Asians perceived lower authenticity and aesthetics compared to non-Asians. This difference could be attributed to the
cultural patterns that prevail in their familiar environment at home. They may perceive less novelty or impression compared
to non-Asians, as supported by the findings of Kirillova and Lehto (2015). Their research highlighted that international

tourists tend to compare the aesthetics of objects and places with what they experience in their home environment.

Implications

The results of this study present the implications in two dimensions, theoretical and practical. From a theoretical
perspective, the results contribute to the enrichment and enhancement of existing literature on this subject, further
solidifying the concept of Asian-ness as a new wave of the Asian Paradigm in the Hospitality sector, as articulated by
Chon (2019). This underscores the significance of integrating Asian-ness elements into products and services, ultimately
leading to the enhancement of their value and uniqueness. The results would attest that Asian-ness, particularly Thai-
ness as a focal point of this study, is not only the unique characteristic of Thai people or nationalistic pride, but Thai-ness
would also become a new mechanism to distinguish and advocate the value of hospitality products and services in
Thailand. From the practical point of view, it should not be neglected that tourists are not only travelling to visit attractions
but also exposing the culture at the destination simultaneously. Incorporating cultural elements into the offerings of a
destination can significantly enhance the competitiveness of providers in the market. This approach effectively conveys
cultural aspects through products and services to international tourists, resulting in an enhanced perception of food quality,
authenticity, aesthetics, and value-added. As a result, it fosters more favorable perceptions and increases international
tourists' willingness to pay a premium. The study's findings affirm that integrating Thai-ness into food presentation can
indeed cultivate a heightened sense of food quality, authenticity, aesthetics, and value-added, thereby promoting more

positive perceptions and a greater willingness among international tourists to pay a premium.

Research limitations and future research

This study, like others, has identified some limitations, leaving room for future research to investigate further.
Firstly, the number of participants in this study was relatively small, so it may not be able to generalise the entire
perception. Increasing the number of participants would identify some other significant aspects and robust the study
results. Secondly, Thai-ness is not only one sub-culture under Asian-ness; therefore, it sheds light on a further extension
to other contexts such as Chinese, Indonesian, or others. Lastly, the roles of Asian-ness in the places where the food is
served are limited and underexplored. It would allow researchers to further investigate Asian-ness's roles in other

dimensions or contexts.
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yana, ifia, daznelng Abstract

This study aimed to explore the advantages and disadvantages of employment for senior
workers, to investigate their job opportunities and constraints, and to assess the readiness for
Keywords: senior employment in hotel industry, from a human resources professional’s perspective. Using
a qualitative approach with semi-structured interview, ten human resources professionals from

Senior Workers, Hotel, Human
different hotels in Phuket were recruited in this study based on a purposive sampling technique.

Resources, Phuket, Thailand
Findings indicate limited employment prospects for senior workers due to decreased physical
energy, flexibility, and increased costs. Notably, hotels with a longer history showed a greater
inclination to hire seniors. The study recommends government interventions and the creation
of specialized roles leveraging the experience of senior workers to enhance job prospects. The

paper also addresses implications, study limitations, and avenues for future research.

* Corresponding author: Krittabhas Khwanyuen, D.HTM
E-mail address: krittabhas.k@phuket.psu.ac.th

1. Introduction
The global population is rapidly ageing, with the United Nations (2020) projecting an increase from 727 million
individuals aged 65 and above in 2020 to over 1.5 billion by 2050. In Thailand, the ageing situation is evident, as of

December 31, 2020, with 11.63 million residents aged 60 and older (Department of Older Persons, 2020). Projections
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anticipate a continual rise in this demographic until 2050, with Thailand expected to rank second among ASEAN nations,
with 23.1% of its population being older than 65 by 2035, trailing only Singapore (United Nations, 2020).

This demographic shift poses employment challenges for Thailand, aggravated by a declining birth reported by
the World Bank (2021). Recently, the hospitality industry in Phuket is experiencing labor shortages, particularly in roles
such as waiters, receptionists, housekeepers, and kitchen staff, respectively (Prasomthong, 2019; Shoowong, 2022).
Prasomthong (2019) attributes the shortage to under qualified, inadequate wages, and insufficient provided welfare benefit.
Industries heavily reliant on manpower, including hotels, are increasingly considering the senior demographic as a potential
solution to impending labor shortages.

However, the implications of hiring senior workers, especially in the hotel sector, are actively being discussed
and examined within the context of the hotel industry. There is no unanimous agreement among practitioners and scholars
about the benefits and challenges posed by senior employment in this sector. This study delves into this subject, aiming
to evaluate the potential job opportunities, constraints, benefits, and drawbacks of hiring senior workers in the hotel industry.
Central to this inquiry is the perspective of human resources personnel, the strategists responsible for navigating the
complexities of an evolving workforce.

Furthermore, Phuket has gained recognition as a globally acclaimed tourist destination, characterized by the
highest total visitor expenditure per resident among all destinations worldwide and ranking within the top ten for
international tourists' expenditures (Mastercard, 2019). This locale presents an exemplary context for examining the
demand for labor in diverse accommodations. Consequently, this study has three objectives: to study the advantages and
disadvantages of hiring senior workers from hotel HR perspectives, to investigate senior workers’ job opportunities and

constraints, and to evaluate readiness in diverse organizational structures in hotels.

2. Literature review

2.1 Senior worker

Globally, demographic shifts, marked by an increasing ageing population and declining fertility rates, result from
advances in medical practices enhancing longevity and the retirement of the baby boom generation (Van Droogenbroeck
& Spruyt, 2016; Vigtel, 2018). In literature, the terms “mature worker” and “senior worker” are often used interchangeably,
generally denoting individuals aged 50 and above (Andersen & Sundstrup, 2019; Kitamura et al., 2020; Koh et al., 2020).
Despite a consensus on this age range, organizational studies exhibit variability in defining senior workers, with thresholds
ranging from 40 and above to 60 and above (Kornadt & Rothermund, 2011; McGregor, 2007). Notably, in sectors like
hospitality, senior workers are typically considered those over 50 due to the industry’s lower average age (Cheung &
Woo, 2021). Collectively, research predominantly refers to individuals aged 40 to 65 and above (Beehr & Bennett, 2014;
Turek & Perek-Bialas, 2013).

Research consistently reveals prevalent negative perceptions of ageing in the work place. Senior workers, often
not appreciated for their experience encounter assumptions linked to declining physical, emotional, and cognitive abilities
(Koh et al., 2020; Smith, 2018). These stereotypes, emphasized in the literature (Koh et al., 2020; Vinstrup et al., 2021),
lead to tangible consequences. Employers internalizing these biases impact decision-making, affecting senior workers’
job prospects, promotions, training, welfare, and even decisions on termination and retirement. Rooted in the unfounded
belief that age implies diminished capability and creativity, these biases manifest as “age discrimination” (Shore &

Goldberg, 2004; Solem, 2015), an active form of prejudice, senior workers, subjected to such discrimination, face less
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favorable judgments than younger counterparts, despite comparable competencies and skills. Beyond the professional
realm, these stereotypes and biases take an emotional and psychological toll on senior workers, fostering feelings of
powerlessness, diminished self-worth, and a sense of being unneeded or redundant (Kira & Klehe, 2016; Thomassen et
al., 2009).

Contrary to prevailing biases, a plethora of studies highlight the benefits of senior workers, emphasizing their
corporate knowledge, networking abilities, best practices, and key contributions to organizational culture (Hannon, 2017).
Acting as balancing agents, senior workers harmonize the differing work styles across generations (Leopold, 2016).
Wikstrom et al. (2018) stress the retention of valuable knowledge through senior workers who, as specialists, can transfer
expertise to younger peers through mentoring and coaching (Napathorn, 2021), providing a competitive advantage for
companies (Ann & Blum, 2020).

The literature suggests that senior workers could address impending economic and social challenges, especially
concerning anticipated skilled labor shortages. However, capitalizing on this demographic requires organizations to adopt
age-friendly environments and strategies, a shift not yet widespread in the commercial sector.

2.2 Understanding the motives and desires of senior workers

With a rapidly ageing society, the motivations of senior workers to continue working have taken center stage in
organizational studies. A multi-faceted approach shows that their motivations are driven by diverse factors ranging from
health to life purpose. Sewdas et al. (2017) identified six key areas that motivate senior workers to continue working.
These are: health, work characteristics, skills and knowledge, social influences, financial incentives, and purpose in life.

2.2.1. Health

A primary motivation for individuals to work past their retirement age is the desire to maintain regular activities
and secure financial stability, as indicated by Sewdas et al. (2017). Kadijk et al. (2019) and Lahti et al. (2017) highlighted
that poor mental and physical health could impact productivity, making wellness a vital factor for those opting to work
beyond their retirement years (Dingemans et al., 2016; Kooij et al., 2008; Sewdas et al., 2017). While certain health
issues drive some senior workers to consider early retirement (as noted by de Wind et al., 2013; Sewdas et al., 2017),
others in good health may opt for early retirement to relish their later years or pursue aspirations they could not accomplish
earlier in life (de Wind et al., 2013; Pond et al., 2009). Moreover, studies by le Blanc et al. (2019), Reynolds et al. (2012),
and Sewdas et al. (2017) suggest that continuing to work can enhance seniors' sense of well-being.

2.2.2. Work characteristics

According to research by Napathorn (2021) and Sewdas et al. (2017), many senior workers lean towards part-
time roles over full-time positions. This preference stems from their desire for a balanced work-life dynamic (Mauno et al.,
2013; Napathorn, 2021; Reynolds et al., 2012) and a need for more flexible work arrangements (Sewdas et al., 2017;
Ulrich & Brott, 2005).

2.2.3. Skills and knowledge

Senior workers possess valuable professional expertise and knowledge that they can impart to younger
colleagues, thus boosting company productivity (Ann & Blum, 2020; Hannon, 2017; Napathorn, 2021; Sewdas et al.,
2017; Wikstrém et al., 2018). De Wind et al. (2013) pointed out that those actively involved in skills and knowledge
enhancement often delay retirement. Furthermore, Tunney and Oude Mulders (2021) noted that companies tend to re-

employ or hire senior workers largely due to their exceptional expertise and experience.
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2.2.4. Social influences

In terms of social influences, positive relationships with colleagues serve as a compelling reason for individuals
to keep working instead of staying home in isolation (Sewdas et al., 2017; Voronina et al., 2019). Moreover, Ann and
Blum (2019) highlighted that interactions with peers can play a role in job contentment and the decision to stay or leave
a position, independent of one's age (Gellert & Schalk, 2012).

2.2.5. Financial benefit

Regarding economic motivations, research by Fasbender et al. (2019) and Kooij et al. (2008) have found that
many seniors are compelled to remain employed due to inadequate post-retirement savings. Additionally, Napathorn
(2021) has emphasized the potential insufficiency of Thailand's social security offerings in sustaining the living standards
of the elderly post-retirement. This leads to various financial challenges for seniors, such as decreased pension funds,
rising living expenses, and continuing mortgage payments, as highlighted by both Napathorn (2021) and Sewdas et al.
(2017).

2.2.6. Purpose in life

According to the dimension of purpose in life, several ageing workers want to maintain their daily lives by working
to ensure they have goals (Sewdas et al., 2017). Further, Rahn et al. (2021) investigated that a lack of social connections
contributes negatively to the general well-being of senior people.

However, as highlighted by Tunney and Oude Mulders (2021), the majority of employers do not view hiring older
workers as a hindrance to the younger workforce's opportunities. Even companies grappling with hiring challenges do not
believe that employing seniors obstructs the career trajectories of the younger generation. Further, le Blanc et al. (2019)
and van Dam et al. (2009) concur that a stimulating and rewarding workplace can make employees reconsider opting for
early retirement. Additionally, if the job demands are moderate, older workers might be inclined to delay their retirement,
as suggested by Zappala et al. (2008).

2.3 Senior workers’ situation in Thailand

According to data from the World Bank in 2021, Thailand had a working-age population of 57 million in 2019.
However, only 67 percent of this demographic actively participated in the labor market, totaling approximately 38 million
individuals. Furthermore, it is projected that the working-age population, typically aged between 15 and 65 years, will
decrease from 71 percent in 2020 to 56 percent of the total population by 2060, resulting in a substantial reduction to just
21 percent over the next four decades. In contrast, the proportion of people aged 65 years and above is expected to
increase from 13 percent in 2020 to 31 percent of the total population by 2060, doubling its share from 2000 to 2020 and
poised to double again by 2040, accounting for 26 percent of Thailand's total population compared to 2020 (World Bank,
2021).

Additionally, a report from Euromonitor International in 2020 revealed a continuous increase in the number of
Thai individuals aged between 50 and 59 years, rising from approximately 9.83 million in 2015 to 10.68 million in 2020.
Simultaneously, the number of retirees aged between 60 and 64 years also saw an upward trend, growing from about
3.48 million in 2015 to 4.36 million in 2020. However, the number of people aged between 15 and 49 years experienced
a gradual decline, decreasing from 35.75 million in 2015 to 34.15 million in 2020. Consequently, it is evident that older
individuals hold significant potential to become a vital labor force within Thailand's job market in the foreseeable future.

Moreover, findings from the 2017 Thailand Elderly Survey indicate that approximately 38 percent of individuals

aged 60 and older were engaged in work during the past 12 months. Notably, this figure had decreased from 41 percent

47



Jasais3inAfAnuv
> UKIDngndgavuaiunsuns

VOI 14 NO 2 (JU|y - December 2024) % Journal of International Studies

Song»™  Prince of Songkla University

in 2014, although it remained nearly unchanged from 2007 (UNFPA, 2019). This trend underscores that as individuals
age, their likelihood of remaining in the workforce diminishes. Among the elderly, 31 percent reported that their primary
source of income came from employment, while 35 percent relied on financial support from their children. Consequently,
senior workers continue to express a willingness to sustain their careers to ensure financial stability.

However, a report addressing the challenges of an ageing labor market in Thailand raises concerns regarding
the readiness of seniors, both presently and in the future, to adapt to evolving work dynamics. An analysis of occupational
job concentration suggests that older workers may face difficulties in the future as upcoming job roles demand fewer
manual skills and more cognitive capabilities (The World Bank, 2021). Consequently, it is imperative for Thai firms and
companies to comprehend effective strategies for managing, motivating, and harnessing the potential of their ageing
workforce (Ng & Feldman, 2008; Truxillo & Fraccaroli, 2013).

2.4 Human Capital Theory

In the pursuit of expanding employment prospects for senior workers, organizations must contemplate revising
their policies and structures to foster an inclusive working environment for older workers or, at the very least, adopt age-
neutral policies and practices to prevent age-based discrimination. Extensive research reveals that older individuals face
limited job opportunities due to age-related biases and stereotypes, along with potential deficits in contemporary skills like
digital literacy. Nevertheless, this demographic is poised to constitute a significant portion of the labor force, playing a
pivotal role in sustaining both social and economic growth in the years to come (Van Droogenbroeck & Spruyt, 2016;
Vigtel, 2018).

This study places considerable emphasis on the Human Capital Theory, underscoring the importance of senior
workers' investments in knowledge, skills, attitudes, and health. This human capital is a vital resource upon which the
success of an organization hinges. Fundamentally, Human Capital Theory underscores the notion of investing in
individuals to reap economic and societal rewards.

Becker (2009) notably highlights the centrality of human capital in contemporary societies. The economic prosperity of
individuals, organizations, and entire nations is intrinsically tied to the extent and effectiveness of their investments in
human resources. With the transition towards an ageing society, the well-being of businesses is increasingly dependent
on the contributions of senior workers. However, persistent biases and stereotypes about older workers persist. Research
in academia and policy circles reveals that many employers harbor misconceptions, believing that older workers are
averse to change, resist instructions from younger supervisors, struggle to adapt to new technologies, prefer shorter work
hours, and are averse to embracing technology (Wallace et al., 2013). These perceptions, however, contradict findings
by Leopold (2016), which suggest that individuals can continue to develop and contribute positively well into their
seventies. Supported by Napathorn's research (2021), it becomes evident that senior workers can enhance their abilities
and competencies through participation in on-the-job training programs, including job rotations (depending on individual
health conditions) and classroom-based training in areas like language and computer skills.

Therefore, the application of Human Capital Theory at the organizational level underscores the importance of
enhancing the knowledge, skills, and overall well-being of employees, concurrently mitigating biases and age-related
discrimination. Bowman et al. (2016) argue that training and re-skilling should serve as key policy pillars to unlock the
potential of senior workers, enabling them to remain in their professions for longer durations. This approach stands to

benefit both senior workers and employers alike.
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Human capital investments primarily encompass two critical domains: health and education (Schultz, 1981).
Schultz (1981) further elaborates that education contributes to enhancing individuals' capabilities. In the workplace context,
education can be delivered through on-the-job training (Mincer, 1974). Therefore, organizations, after extending job
opportunities to senior workers, should prioritize two essential components: health support and on-the-job training. Existing
literature consistently demonstrates a positive correlation between investments in human capital and equal employment
opportunities. Additionally, investing in education and health facilities serves as a protective measure against age-based

discrimination within the workplace.

3. Methodology

3.1 Key informants and data collection

In this study, a qualitative research approach was utilized, employing in-depth interviews with semi-structured
questions. The interview questions were developed based on existing literature and study objectives, following expert
assessment by specialists recommended by Kaliio et al. (2016). A set of nine finalized questions covered participant
qualifications, understanding of senior workers and situations in Thailand, advantages, disadvantages, and opportunities
of employing senior staff, suitable positions for seniors, and readiness for recruiting ageing individuals. These interviews
constituted the foundation for collecting valuable data.

The study employed a purposive sampling approach, engaging with ten human resources professionals in the
hotel industry in Phuket, Thailand, selected based on stringent criteria to ensure significant experience and a deep
understanding of the subject matter (Boyce & Neale, 2006). A prerequisite of a minimum of five years of experience with
the human resources domain was established, aligning with the study’s specific purpose of interviewing professionals with
substantial expertise. The selected professionals represented a spectrum of hotel organizational structures, including both
chain and non-chain hotels, aiming to capture diverse perspectives on senior job opportunities within the hotel industry
(see Table 1).

The interview commenced with an introduction of the study’s objectives and a concise overview. Subsequent
interviews were conducted online via MS Teams, with explicit consent obtained for audio recording. Following the
interviews, transcriptions were generated and later the audio records were removed. Participants were encouraged to
express their perspectives and respond to questions freely during the session, each lasting an average of forty-five
minutes, facilitating the acquisition of detailed and extensive data.

3.2 Data analysis

The analysis of the interview data was conducted using a thematic analysis approach, a well-established method
for examining respondents' viewpoints and uncovering commonalities and disparities in their opinions (Nowell et al., 2017).
Thematic analysis is recognized for its reliability in categorizing and deriving themes through an iterative process.

The initial step involved dissecting the data into distinct categories aligned with the research objectives.
Subsequently, themes corresponding to each research objective were discerned by organizing the interview transcripts
into categories or themes that encapsulated similar codes. This process culminated in the aggregation of data into
overarching themes that shared common ideas or perspectives.

Before presenting the findings, both the procedures and results underwent independent review by the researchers
to uphold the validity of the process and outcomes. Minor adjustments were made as necessary to enhance the accuracy

and rigor of the analysis.
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4, Results

This study engaged ten human resources professionals as key informants, selected based on predetermined
criteria. Referring to Table 1, the key informants, aged between 32 and 40 years old, comprised six males and four
females. They collectively possess a professional tenure in the human resources field ranging from six to sixteen years.

Seven participants were affiliated with chain hotels, while the remaining three were associated with non-chain hotels.

Table 1

Characteristics of respondent

Initial | Gender | Age Role Working Hotel organizational
Experience structure
HR1 Male 38 | Assistant Human Resources Manager 15 years Chain hotel
HR2 | Female 33 | Human Resources Executive 7 years Non-chain hotel
HR3 Male 35 | Training Manager 12 years Non-chain hotel
HR4 | Female 35 | Human Resources Manager 10 years Chain hotel
HR5 | Female 32 | Acting Manager Network Training 6 years Chain hotel
HR6 Male 34 | Assistant Manager in Learning and Development 7 years Chain hotel
HR7 Male 40 | Area Learning and Development Manager 16 years Chain hotel
HR8 Male 32 | Assistant Human Resources and Training 7 years Chain Hotel
Manager
HR9 | Female 37 | Assistant Human Resources Manager 12 years Chain Hotel
HR10 Male 39 | Human Resources Manager 9 years Non-chain hotel

This study delineated the classification of individuals as “senior” based on a chronological age criterion of 40
years and above. Particularly noteworthy was the early identification of those engaged in customer-facing roles including
front office staff, waiters, and hostesses, as “senior” compared to counterparts involved in back-of-the-house and
administrative responsibilities. Interviews with human resources professionals revealed concerns about the declining
physical conditions of senior workers, which could impact their suitability for immediate customer needs. This perception
influenced their classification as “senior” and guided their assignment to specific roles.

The investigation also brought attention to the retirement age within the Phuket hotel industry, which was found
to be shorter than the national retirement age of 55 years old. Nevertheless, active senior workers had the flexibility to
extend their retirement age, either until 60 years old or through continued employment on yearly contracts until 65 years old.

A notable finding was the limited influence of hotel organizational structures on the extension of job opportunities
for senior workers. Instead, the study identified the duration of a hotel’s operation as a pivotal factor influencing the
acceptance and expansion of job opportunities for senior workers. Hotels with longer operational histories showed a
greater inclination to extend or offer job opportunities to senior workers, likely attributable to a higher prevalence of senior
workers within their workforce. Consequently, such hotels tended to adopt more senior-friendly environments and policies.
This observation suggests potential avenues for future research to explore the correlation between a hotel’s operational

period and its propensity to accept senior workers.
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4.1 Objective 1: To Study the Advantages and Disadvantages of Hiring Senior Workers from Hotel HR
Perspectives.

Following the transcription of interviews, a rigorous manual coding and sorting procedure was systematically
undertaken to organize and identify key themes addressing the three research objectives. The outcome revealed five
distinct themes highlighting advantages associated with the hiring and retention of senior workers. These advantages
encompassed experience and skills, maturity, knowledge sharing, time and budgeting saving, and loyalty, as displayed in

Table 2.

Table 2
Advantages of having senior workers in the hotels
Initial Experience | Maturity Knowledge Time and Loyalty
Perception | and skills sharing budgeting saving
HR1 / /
HR2 / /
HR3 / / /
HR4 / / /
HR5 / /
HR6 / / /
HR7 /
HR8 / /
HR9 / / / /
HR10 / / / /

4.1.1 Experience and skills
Informants unanimously regarded the experience and skills of senior workers as invaluable asset, unique and
challenging to replicate by younger generations. These accumulated capabilities were perceived as personal treasures
that significantly contribute to an organization’s overall success. As one of the informants has shared:
"Experience and skills acquired over the course of their careers enable senior workers to consistently
deliver high-quality work. Moreover, their knowledge can serve as a valuable resource for others,
facilitating performance improvement across the organization." (HR3, personal communication,
February 8, 2023)
4.1.2 Maturity
In this study, maturity pertains to senior workers’ ability to handle emotions, feelings, and stress. Life experiences
contribute to an increased sense of maturity and discretion, making senior workers more composed and adept at
understanding and navigating complex situations. Their accumulated experiences also make them less prone to stress,
allowing for quicker problem-solving compared to less-experienced counterparts. As reported by one of the informants:
"Their maturity and composure are notable attributes of senior workers, promoting organizational
harmony and the discreet resolution of issues. Furthermore, they display a willingness to offer support

to others." (HR10, personal communication, February 19, 2023)
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4.1.3 Knowledge sharing

Senior workers in hotels, drawing on their extensive experience, were regarded as valuable knowledge
repositories and specialists in their fields. Their role involved imparting and transferring knowledge and professional skills
to younger colleagues. This knowledge-sharing dynamic was seen as crucial for preserving critical organizational
knowledge, recognized as the most valuable resource. Below is what one manager has pointed out:

"Senior workers possess a wealth of experience and can be regarded as experts in their domains.
They are eager to share their experiences and techniques, benefiting others in their professional
growth and easing the burden of perceived challenging tasks." (HR9, personal communication,
February 17, 2023)

4.1.4 Time and budget saving

Extending job opportunities to senior workers was viewed as a cost-effective strategy for organizations, avoiding
the expenses and time associated with recruitment and training. The hotel industry in Phuket, Thailand, facing a persistent
high turnover rate, acknowledged the finite nature of time and money. The informants highlighted the challenges of training
new staff emphasizing the costs and time constraints involved in ensuring effective job performance. The following has
shown this perception:

"Senior workers, possessing extensive career experience, bring heightened expertise to the table,
resulting in significant savings in both time and budget allocated for training. Furthermore, the
recruitment of new staff entails considerable costs, with training programs essential to meet
performance standards.” (HR2, personal communication, February 8, 2023)

4.1.5 Loyalty

Senior workers were perceived as exhibiting greater loyalty to organizations by extending their careers with a
single employer. Their commitment was viewed as protective of the organization's interests and characterized by
unwavering support for the business. One informant noted that:

"Senior workers tend to demonstrate remarkable loyalty to the organization, displaying less inclination
to change employers. Additionally, they prioritize the organization's welfare." (HR4, personal
communication, February 9, 2023)

In addition, the findings of this study elucidate six discernible themes delineating the disadvantages experienced

by senior workers engaged in hotel employment as perceived by human resources professionals. These disadvantages

include cognitive decline, low flexibility, physical degradation, higher expense, and generation gap as shown in Table 3.

Table 3

Disadvantages of having senior workers in the hotels

Initial Cognitive Low Low Digital Physical Higher Generation
Perception decline Flexibility literacy degradation expense gap
HR1 / / / / /
HR2 /
HR3 / / /
HR4 / / /
HR5 / /
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Initial Cognitive Low Low Digital Physical Higher Generation
Perception decline Flexibility literacy degradation expense gap
HR6 /
HR7 / /
HR8 / /
HR9 / / /
HR10 / / / /

4.1.6 Cognitive decline
The interviews uncovered a common perception concerning senior workers, notably related to their physical and
cognitive capabilities. This perception encompassed aspects such as diminished reasoning, slower cognitive processing,
reduced learning agility, and memory decline. Consequently, it was believed that these cognitive limitations might
adversely affect the job performance of senior workers. One manager highlighted the following:
"Senior workers are often seen as having diminished learning capacity and a reluctance to embrace
new concepts due to their perceived expertise in their respective careers.” (HR1, personal
communication, February 6, 2023)
4.1.7 Low flexibility
A prevailing perception surrounding senior workers pertained to their limited adaptability to change and, at times,
a pronounced sense of self-assuredness rooted in their experience and beliefs. This perceived inflexibility raised concerns
about potential conflicts within teams, particularly when younger supervisors were involved, potentially hindering goal
achievement. The subsequent information reflects this perception:
"They tend to exhibit discomfort with organizational changes, often requiring extensive clarification
and communication regarding these changes. Moreover, their adjustment to new circumstances
appears to be more time-consuming." (HR5, personal communication, February 10, 2023)
4.1.8 Low digital literacy
In the contemporary business landscape, digital literacy has become a critical skill set, integral to various
operational facets. However, senior workers were perceived as having relatively lower familiarity and proficiency in digital
technologies. This perceived deficiency in digital literacy was linked to notions of reduced productivity and slower task
execution. Consequently, hotels were compelled to allocate resources for extensive training efforts to equip senior workers
with essential digital skills and knowledge. As indicated by a manager:
"In today's business environment, technology underpins operations across the board, including the
hotel industry. Adapting to this technological shift can pose a substantial challenge for senior workers."
(HRS3, personal communication, February 8, 2023)
4.1.9 Physical degradation
Stereotypes regarding physical decline among senior individuals were prevalent and constituted a critical factor
affecting the extension of job opportunities to this demographic. Physical deterioration was viewed as a limiting factor in
career advancement, as it could lead to reduced work output and performance capabilities. Additionally, senior workers
were perceived to be at a higher risk of workplace injuries compared to their younger counterparts. As reported by one

of the informants:
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"The physical condition of senior workers may restrict their career prospects, particularly in roles
requiring strenuous physical tasks such as room attendants, waiters, and guest service agents, which
could lead to an increased risk of injuries.” (HR4, personal communication, February 9, 2023)

4.1.10 Higher expenses

The inclusion or retention of senior workers was regarded as entailing increased expenses for organizations.
These expenditures encompassed various aspects, including training, health-related support, facility enhancements, and
severance pay. Consequently, hotels were required to allocate substantial financial resources to create age-friendly
working conditions. The following demonstrates this perspective:

"Similar to considerations for staff with disabilities, hiring or retaining senior workers necessitates
Substantial investments in facilites enhancements to cater to their needs, including walkways,
restroom facilities, nutritious meals, and in-house medical clinics, incurring significant costs.” (HR7,
personal communication, February 13, 2023)

4.1.11 Generation gap

Within the organizational context, the coexistence of multiple generations with differing traits and attitudes gave
rise to concerns about generational disparities. These disparities, often referred to as a generation gap, were viewed as
having adverse effects on organizational functioning, potentially leading to conflicts rooted in misunderstandings, as well
as challenges related to teamwork and cohesion among team members. As one of the informants has shared:

"Differing thought patterns and mindsets across generations can introduce complications within
organizations, resulting in reduced overall staff performance." (HR6, personal communication, February
13, 2023)

4.2 Objective 2: To Investigate Senior Workers' Job Opportunities and Constraints.

Referring the information given by the key informants, opportunities and constraints were addressed from the
perspective of human resources professionals in Phuket hotels.

4.2.1 Job opportunities

Effective implementation of career extensions for senior workers has the potential to increase access to back-of-
the-house roles, administrative tasks, positions requiring substantial experience, and roles with limited physical exertion.
Another determinant of expanded job opportunity for senior workers is the philosophical stance of the hotel's ownership
or management towards the inclusion of senior workers.

Interviews revealed that hotels with lengthier operational histories were more open to hiring senior workers
compared to newer establishments. Senior job seekers found more opportunities in hotels with operational histories
exceeding 15 or 20 years, indicating a direct correlation between a hotel’'s extended operational duration and increased
prospects for recruiting senior workers. However, even within senior-friendly hotels, interviewees expressed a preference
for younger recruits when given the choice. This perception is evident in the following details:

"For instance, our hotel has been in operation for over 34 years, and many of our employees have
been with us since its inception. Consequently, most of our staff are over 45 years old and continue
to contribute effectively. This experience suggests that age may not be the primary factor considered
in recruitment decisions, as long as performance remains strong." (HR2, personal communication,

February 8, 2023)
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4.2.2 Constraints
The findings of this study revealed three constraints of hiring senior workers to work in the hotels discussed
among the human resources professionals. These constraints include lack of up-to-date knowledge, age and physical
health conditions, and costs of hiring senior workers.
4.2.2.1 Lack of up-to-date knowledge
As previously emphasized, the acknowledged strengths of senior workers lie in their extensive experience and
expertise, attributes that their younger counterparts may require additional time to acquire. Nevertheless, a noteworthy
concern raised by interviewees revolves around the contemporaneity of senior workers’ knowledge, with perceptions
suggesting potential misalignment with the demands of contemporary work contexts. Furthermore, senior workers were
observed to demonstrate relatively lower levels of digital literacy, posing a competitive disadvantage for businesses. As
a result, hotels considering the integration of senior workers found it imperative to establish training programs focused on
imparting current knowledge, placing particular emphasis on enhancing digital literacy skills. As reported by one of the
informants:
"A notable challenge associated with employing senior workers in the hotel industry is their often-
limited familiarity with technology and digital competencies." (HR2, personal communication,
February 8, 2023)
4.2.2.2 Age and physical health conditions
Age significantly influenced human resources management decisions in the hotel industry, closely tied to
considerations of physical health. Informants unanimously agreed that perceptions of ageing varied based on specific job
roles. In customer-facing positions like receptionists and food and beverage attendants, and physically demanding roles
such as housekeeping, where regular customer interaction, responsiveness, and adaptability are crucial, individuals aged
over 40 were commonly labeled as “senior”. Conversely, in back-of-the-house roles without direct customer interaction,
like cooks and accountants, extensive experience and expertise were more important than physical performance. For
these roles, employees were typically considered "senior" upon reaching the age of 45 or 50. One manager highlighted
the following:
"For positions such as receptionists, candidates aged above 40 are generally not preferred, and age
can be a disqualifying factor for these roles.” (HR1, personal communication, February 6, 2023)
4.2.2.3 Costs of hiring senior workers
The financial considerations associated with employing senior workers emerged as a significant constraint
inhibiting hotels from opting for such hires. The costs involved encompassed various aspects, including the following:
4.2.2.3.1 Retired pension
One notable challenge in hiring new senior workers revolved around the legal obligation to provide retired pension
benefits when employees reach the age of 60. This requirement presented a compelling reason for hotels to lean towards
recruiting younger personnel. As indicated by a manager:
"When a candidate is 50 years old, the hotel can employ them for just 5 or 10 years, after which the
hotel is obligated to provide retirement pension benefits, adding to the overall cost of employing senior

workers." (HR1, personal communication, February 6, 2023)
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4.2.2.3.2 Training

Given the dynamic nature of business operations, contemporary skill sets, and knowledge were deemed essential.
However, senior workers were perceived as experiencing a decline in cognitive abilities. Consequently, hotels
contemplating their inclusion needed to invest in training programs to update their skills and knowledge. This necessitated
additional expenditure, both in monetary and non-monetary terms. The following demonstrates this perspective:

"The hotel mandates a multi-skilled workforce, but the definition of multi-skills has evolved over time.
Technology now plays a pivotal role in enhancing worker effectiveness, necessitating an increased
emphasis on training programs.” (HR5, personal communication, February 10, 2023)

4.2.2.3.3 Facilities and other benefits for senior workers

Employers were obligated to provide facilities tailored to the needs of senior workers, such as restroom
accommodations equipped with supplementary tools, suitable working environments, access to nutritious meals, and on-
site medical facilities. The provision of these facilities entailed additional costs for hotels, potentially presenting a
formidable constraint on the hiring of senior workers. According to one of the informants:

"Compared to hiring staff with disabilities, hotels must contemplate the provision of facilities to
accommodate the needs and well-being of senior workers, including amenities like specially equipped
restrooms and nutritous meal options, incurring additional expenses.” (HR7, personal
communication, February 13, 2023)

4.3 Objective 3: To Evaluate the Readiness in Diverse Organizational Structures in Hotels.

A half of our respondents (HR1, HR4, HR6, HR7, and HR9) expressed firm reservations about their hotels being
prepared to employ senior individuals, regardless of their organizational structures. A consensus among them was that
they preferred hiring younger workers, unless there was a government policy mandate. In stark contrast, two informants
(HR5 and HR8) highlighted that their properties had been operational for more than two decades, with nearly half of their
current workforce consisting of senior workers. Consequently, they believed that their hotels were well-equipped and
ready to embrace senior employment. This observation suggests a potential correlation between the duration of a
business's operation and its readiness to employ senior individuals.

Additionally, the interviews unveiled several other following factors influencing the readiness to extend job
opportunities to senior workers:

4.3.1 Government policies

The interviews emphasized the significant role that government policies and practices could play in encouraging
establishments to prepare for the impending trend of senior employment. However, most hoteliers indicated that they
were awaiting concrete government announcements and policies regarding senior employment and welfare. Some HR
personnel drew parallels between senior worker employment and employment practices for individuals with disabilities.
This perception is evident in the following details:

"We are eagerly awaiting official government announcements regarding senior employment, senior
worker welfare, and minimum wage regulations. Such directives would incentivize hotels to actively
engage in senior worker recruitment, akin to the provisions made for employing individuals with

disabilities." (HR6, personal communication, February 13, 2023)
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4.3.2 Employment contract extensions
The interviews suggested that, in general, hotels in Phuket leaned toward offering short employment contracts,
often on a yearly basis, for senior workers. While there was an openness to extending contracts based on individual merit,
a significant proportion of senior workers were inclined to retire and enjoy their personal lives with family and friends. The
subsequent information reflects this perception:
"Contract extensions are considered on a case-by-case basis, usually with yearly contracts in mind,
particularly for senior workers. Their decisions regarding contract extension are closely tied to their
personal preferences.” (HR2, personal communication, February 8, 2023)
4.3.3 Age-neutral policies and practices
An interesting observation from the interviews was the preference for age-neutral policies and practices over
comprehensive ageing-specific policies. Respondents acknowledged the presence of a diverse workforce spanning
various generations within their organizations. They emphasized the importance of promoting equality within the workplace
by designing policies that were inclusive and treated all employees equally. This approach aimed to ensure that senior
workers did not feel marginalized or distinct from their colleagues. As reported by one of the informants:
"Our organization's approach leans toward implementing age-neutral policies and practices. We
organize activities where both younger and older workers can participate together, fostering a sense
of inclusivity among all employees." (HR4, personal communication, February 9, 2023)
4.3.4 Internal employment policy development
Regarding policy development within their organizations, most informants identified key stakeholders as the HR
department and the management team. Additionally, in certain hotels, final approval rested with the Managing Director
(MD) when government policy changes were involved. Below is what one manager has pointed out:
"In the event of concrete government policies on senior employment, our HR department and property
management team collaborate to formulate guidelines for a senior employment plan.” (HR6, personal
communication, February 13, 2023)

This practice was consistent with HR1, HR3, HR4, and HR5.

5. Discussion

This study provides valuable insights into senior workers, specifically in the hotel industry. The categorization of
senior workers’ age within this industry depends on their job roles, with direct customer-facing positions like front office
staff, waiters, and hostesses often being considered senior earlier in their careers. This perception is rooted in biases
assuming they may not adequately respond to immediate guest needs or project the desired hotel image. Broadly, senior
workers in the Phuket hotel industry are generally identified as individuals aged 40 years and above, even lower than the
overall retirement age. This finding aligns with Cheung and Woo’s (2001) work, highlighting that senior workers in the
hospitality sector tend to be younger compared to other industries.

The study revealed several positive attributes associated with hiring senior workers in the hotel industry. Senior
workers are considered invaluable assets due to their sophisticated experience and skills, aligning with the findings of
Ann and Blum (2019), Hannon, 2017, Sewdas et al. (2017), and Wikstréom et al. (2018) who emphasized the valuable
professional expertise and knowledge that elderly workers bring, facilitating effective knowledge transfer to young

colleagues. The maturity of senior workers also contributes to balancing and harmonizing different work styles across
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generations (Leopold, 2016). They play a crucial role in knowledge sharing with junior peers, akin to the findings of
Napathorn (2021), who highlighted the effective transfer of expertise through mentoring and coaching. Moreover,
reemploying senior workers aids in reducing and training new staff. Interestingly, contrary to Tunny and Oude Mulders’
(2021) findings, hiring older workers does not hinder opportunities for the younger workforce. Additionally, the study
discovered that senior workers are more likely to demonstrate loyalty to the organization and exhibit less inclination to
change employers.

In contrast, this study identified negative stereotypes and perceived limitations related to senior workers. Cognitive
decline is evident in tasks, manifested as slower processing, reduced learning agility, and memory decline, aligning with
Smith’s (2018) assertion of senior workers experiencing declines in physical, emotional, and cognitive abilities. Senior
workers are observed to exhibit low flexibility and encounter a generation gap when collaborating with younger
generations, in contrast to Leopold (2016) and Tunny and Oude Mulders (2021), who highlight senior workers as
harmonizing agents within teams. Additionally, senior workers face challenges in adapting to new technology, indicative
of low digital literacy, as noted by Wallace et al. (2013). Physical degradation is evident, limiting career advancement
opportunities for senior workers, corroborating findings by Shore and Goldberg (2004), and Solem (2015), who identified
challenges in promotions, training opportunities, welfare provisions, and termination for senior workers. Surprisingly, hiring
seniors was found to contribute higher expenses in various company support systems, including training, health-related
support, facility enhancements, and severance pay.

Furthermore, the study unveiled limited job opportunities for senior workers in the Phuket hotel industry,
contingent upon specific functional attributes and individualized assessments. Senior workers, due to declining physical,
emotional, and cognitive abilities, were potentially suited for roles in the back of the house, administrative tasks, positions
requiring extensive experience, and roles not demanding heavy physical exertion, as indicated by Smith (2018). However,
constraints were identified in hiring seniors, including concerns about up-to-date knowledge, age, physical health condition,
and associated costs. Scholars such as Kadijk et al. (2019), Lahti et al. (2017), Sewdas et al. (2019), and Smith (2018)
highlighted the potential impact of poor mental and physical health on staff productivity. Nevertheless, Bowman et al.
(2016) argued that training and re-skilling could enhance senior workers’ knowledge, skills, and overall well-being.

Additionally, the study revealed that a relatively low readiness of the hotel industry in Phuket, Thailand, to
embrace senior workers. Most hotels awaited government policies, akin to those for individuals with disabilities, with
particular anticipation surrounding social insurance welfare for workers aged over 60. Concerns about inadequate social
security benefits for post-retirement livelihood, echoing Napathorn (2021), and the substantial additional costs associated
with senior employment, including severance pay, pension provisions, health insurance, and specialized facilities, were
key factors influencing this readiness. Contrary to studies like Sewdas et al. (2017) and Voronina et al. (2019) indicating
seniors’ desire for prolonged working lives, historical trends showed few seniors expressing interest in continued
employment post-retirement, favoring early retirement programs. Moreover, in the hotel industry, HR personnel perceived
a pronounced preference for younger workers, especially in customer-facing roles, aligning with Lawrence’s (1988)
observation that senior workers are often viewed less favorably than their younger counterparts. However, the study noted
that hotels with longer operational histories tend to adopt more senior-friendly policies and welfare.

In conclusion, the study's findings shed light on the complex dynamics surrounding senior employment in the

hotel industry, emphasizing the need for a nuanced approach that considers both the potential contributions and limitations
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of senior workers in this context. Further research and policy development are warranted to address these challenges

and promote greater inclusivity within the industry.

6. Implications and Future research

6.1 Theoretical implications

This study pioneers research on the readiness of the hotel industry in Phuket, Thailand, to extend job
opportunities to senior workers, as perceived by human resources personnel. It explores potential job prospects and
constraints in light of the impending global labor shortage due to demographic. The categorization of senior workers within
the hotel industry is dynamic, dependent on specific job characteristics. Frontline staff engaging intensively with guests
are perceived as seniors from the age of 40, contrasting with back-of-the-house roles initiating at 45. This nuanced
perspective differs from prior studies categorizing older hospitality workers at 50 or older (Canning, 2011; Jenkins &
Poulton, 2014; Loretto & White, 2006).

The study contributes to existing literature on advantages and disadvantages associated with senior workers,
delving comprehensively into human resources include experience, skills, maturity, knowledge sharing, time and budget
saving, and loyalty, the study emphasizes the significance of an energetic personality, particularly for frontline staff.
However, senior workers are found to have cognitive decline, low flexibility, low digital literacy, physical degradation,
higher expense, and generation gap, which potentially impacting hotel image and guest experience management.

6.2 Managerial implications

This study offers crucial insights for hotel business management seeking to extend career opportunities for senior
workers, aligning with Human Capital Theory. Emphasis should be placed on education and health domains to create an
age-friendly working environment. Investing in tailored training programs is essential. Hotels can collaborate with training
professionals to create tailored programs focusing on the latest industry trends and digital tools. Regularly assess
employees’ skill levels and provide ongoing training sessions. Encourage self-paced learning through online resources to
boost digital literacy among senior staff. Special attention to the distinct health needs of senior workers is paramount,
urging hotels to implement health support programs, including dietary options, comprehensive health insurance, and
facilities tailored to their requirements.

Strategic role allocation is advised, favoring back-of-the-house, administrative, experience-dependent, and
physically undemanding positions for senior workers. This targeted placement optimizes their expertise. In conclusion,
this study provides pragmatic insights for cultivating an inclusive and age-diverse hotel workforce. Adhering to Human
Capital Theory, prioritizing education and health initiatives, and aligning roles with senior workers’ strengths can effectively
harness their potential, create a supportive working environment, and ensure sustained success. Policy makers should
consider these findings for a balanced integration of senior workers, fostering workplace equality and eliminating
discrimination.

6.3 Limitations and future research

This study has limitations that warrant acknowledgement. Firstly, the findings are derived solely from the
viewpoints of human resources professionals in the hotel industry, representing a singular organizational perspective that
may not fully capture the entirety of operational dynamics. Future research should encompass a broader array of
perspectives within hotels for a more comprehensive understanding. Secondly, the study is confined to the specific context

of Phuket, Thailand. Consequently, caution is needed in generalizing the conclusions beyond the geographical boundaries
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of the research. While the study establishes a foundational exploration of senior employment within the Thai hotel industry,
particularly in Phuket, it serves as a starting point for more in-depth analyses.

To enhance future research, efforts could be directed toward expanding the scope of inquiry by incorporating
diverse perspectives from various roles and departments within hotels. Investigating the impact of cultural and political
factors on senior employment policies and practices, including differences in organizational culture and policies between
Thai and non-Thai owned hotels, could offer valuable insights. Researchers might also explore senior employment
dynamics in different geographical contexts to discern commonalities and disparities, contributing to a more nuanced

understanding of this complex issue.
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Abstract

This research aims to study the influence of relationship marketing on customer loyalty
in the recycling business in Thailand. Data were collected from 250 customers of recycling
businesses in Thailand who had selling experience with recycling businesses. Quota
sampling was used in this study classified to six groups by region. The data analysis was
conducted using the Structural Equation Modeling (SEM) approach. The result showed
that factors in relationship termination cost, relationship benefits and trust affected
customer engagement. The factor of commitment was the mediator variable (R = 91).
Theoretical findings affirmed that the commitment-trust theory remained effective in the
context of relationships between organizations and customers whereas practical findings
revealed that owners should familiarize themselves with customers and be honesty in

weighing scales to create customer loyalty of recycling business in Thailand.
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ﬁ?ui')&l"ﬂa\‘ié‘tﬁﬂiﬂqiﬂuﬂ"l'n\lﬂﬂ@]aﬂ']ﬁlﬂﬂ LW?']Z:@']E]Oﬂ']iLLa'ﬁﬂ%']ﬂ']iW@]uqlﬁE]\‘lﬂﬂi Lwalﬁadﬂﬂivlﬂgm‘ﬂﬂﬂwu

° o [ 4

@9I%% NNITBAUTIENNENININIRNA I IGUET TN ATFIA IRz NN W B0 NN T uawl SN T I unTauLIAe

U

14n13398 (Conceptual Framework) @4

NI8UUKIAANIINITIVY (Conceptual Framework)

Aunuuasnudusiug

(Termination Cost) ~\\
o
—— —— Iy " o 5 o
warrzlupioasmndning N WwsAYAN amwAnAzaIRlEYInT g
(Relationship Benefit) o (Commitment) (Customer Loyalty) o
- i
/ i

analiwla T
(Trust)

-
|
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3. szidaul5798 (Research Methodology)

NwITeilwnuIduiBaliuna (Quantitative Research) #HA98LAUTILTINTBYAGILULUFEUNNN (Questionnaires)
nungugliuinisnesssdlodsludszinalng tialdldngudredrindqguanifassaugagmunszainisdnm
LLaﬂumsﬁﬂmﬁa‘”%”mﬁmumﬁ wisnld@nwiaiuluies Key Mediating Variable (KMV) a1nn e WS Q1-A
19l lagnesauianizdaudsndidmsldudafoanudniwadeanuandvesdlduing dasu lunsdnsaisi
ausdsre 3 aauds dsznauaas 1) GT’Ju,fdiaaszﬁwuﬁunumammuﬁ'mﬁ'n% TagaInNTANHINLAITIAVB I
LLﬁJm‘”ﬁuﬁunwzjaammé’uw‘”uﬁ Usznavldaae mwanw‘"wmaﬁ'mu ATUNEINTUAIN VAN N BT WLAETIHRIN
dlEuinisuazesdns 1w nsldiuuInsndanuazaanauisniiglivinsiald myldsunssesuliiduyanas
~a s JW { ' 1 k%3 L3 dl Y Aa a 1 < U ldl a l;/
NLABVDIBIANT WENINNAITIANNANINN wmﬂmumunuhmsmawpﬂ%mms aFuindudununaziiadunin
dlduinisdadulag@anuduwuindnuesdns uazdaduladdaoudliuinismeln gu a1 yadmmmandu uas

dl dl a g/ 1 lil v A ] ' Y Aa v 1 Qs a lil Y Aa ]
anuLFsananfiadusunang luinmolnd liamunnlduimsladuinnunodunlduinisey (Burnham et al.,

a dq/v A ] t3 v va o ' (2 6 o a dq"v o o o v

2003) #anINNAITIANNE1IN LUT19d% a’mywmw@unuwaﬂiﬂmum%/mmnu \uariiadayad aaulsan
@quummé’ww"‘uﬁﬁdaNa@imm"’uw”uﬁﬁ‘ruuzywaa;ﬂ%u%ma (White & Yanamandram, 2007) 2) @20U59852A1%
Hads:lanwaIAMNANN®S IINNITNUNIBITTHNITINNUAITIAV0 I YT UHa YT Lo TiunIA N URNWUT
Usznavlddrndrdiadiunslaiunsd jodnduiee afursdndunalszlordfgliuinislasunisquasaing
sl,ﬁﬁmﬂﬂuﬁl,ﬂmnﬂﬂdw@jﬂﬂ”ﬁﬂ”ﬂﬂ NINTENWILANNUREAINALIE RSB LA T antALasuINNIgNAITIEEN Y
(Gounaris et al., 2010) #an31n# MWIBUI Gounaris et al. (2010) wuziRNIENABINUAITIAG WAL oDl
NIFINY dwNaﬂiﬂmﬁﬁLﬁ@msﬁ;ﬂ%ﬁmiﬁmwué’uw”uﬁaﬁﬂauu j'{i'ﬂLfluﬁmwﬁ'uwﬁfmm@lﬁu?mi %%agﬂ’u?mi

& A & o ' ' [ v A v A Aaa A ' A ' o A < o
PYpIBIANT Sﬁawaﬂsximumﬂmaaawalvxg’l‘*ﬁmmﬂmuamwmwmgmuamwgﬂﬂ 1audn 9ty uaz 3) awmils
aasza1wA2181321919 Mukherjee and Nath (2007) afunsiiuidninaalinnelevesglduinissuiansiou
) L= v = dalﬂl v ] 4 v 4 L v a é v
FaIN1900w et F1N1TDIALAINAITI aduanuiTeliauazduanudadaduadg lAuTnIg F3a213 1191909

dlsuinmsmmandududsdrag v ldgliuinmsianuandnuswaisuaziianislduinisadndaiiias

[
v Ao

Tudinpasaindssariin laun aaulsaunussman Christiansen and DeVaney (1998) a5u186133089
A LLisz”uﬁésztymmmsnﬁwmﬁm"tﬁmnmmgjaﬂ’uma 217Nt aIRUTNNT lanaausjs AuN1901TN Y89 Huslne
adudatursuwildurasmsiinanuana LLaz;\jw‘”‘uadNLL‘LL';LLtL‘ﬁlﬁ]:i”nmm'laJé‘uw”uﬁﬁ'uaaﬁmww”euml,ﬁuw”uﬁ
fyrdaszndnani Wusdygrrznienuluanusunus %amu?a"’sﬁﬁnm@T’JLL&Ji@T’mﬁunmaammﬁquf 2l
nadselomivasanuannus suanulineda ﬁﬁﬁwﬁwa@iam’mn”nﬁmaaé’tfm’%ﬂﬁﬁqsﬁa%ﬁu{ufﬁamﬂ:%"'l,smﬁaluﬂi:mﬂ
ne Tesfiwnsaygnduaudssariu

3.1 UszBInIuaznau@ 219 (Population and Sample)

ﬂﬁg:&lﬂit’ﬁ’miﬁg"jﬁ]vﬂLﬁﬂﬂl‘ﬂuﬂ’]iﬁﬂﬂ’l fo Qﬁﬁﬂi:aummiﬁnwﬂ:’%vlsnLﬁaluﬂ%'aSaumﬂﬁﬁ'ugiﬁﬁm%'u
Favplmaalulszinelng oredas 1 asadwly ﬁ'fiaLﬂuﬂs:‘mmﬁmﬁ'ﬂa%isl,uﬂizmﬁvlmm nndayadwindizring
arunangIuNINzdouIBgI 1UI% 65,197,783 1o (funnzidounaiy, 2565) LLa:LﬁialﬂwLﬁﬂa;lJ@ﬁaﬂﬂdﬁL‘ﬂ%
@ Lmumm;ﬁﬁ%gaﬁﬁqmmw la ﬂ’l%"”iﬁmiqum‘”ﬁazhmﬂuuuuimm (Quota sampling) lasuiisiin 6 NANAY
niina lagRansmnanesddsznavduiwiudszaninieludsnia (Population) ﬁgoﬁqmm%yjaéwﬁfﬂwuﬁm
nand 2565 LLazﬁqi”agamﬂnwmuQuuaﬁmﬁmn"’uﬂ%mmmﬂ:ﬁ‘hLLuﬂmmﬁ'mi'@lmwia:Qﬁmﬂ Uszdnl 2564 $1wan
mnﬁq@ Usznaudy 39niatdoalny TIRTANTUNWURIUAT TINTAUATINTANT TINTAFIVAY 9MTTAYT Uae
Famdamaanys Wudunudszminaielinisddelvasy 6 gdnialudszmealne lasnszuaumsifviuuseuny

va o & @ a

o a o & = a @ & Y a a A o
3 ﬂmmimwa;&awmnmqmummﬂzsvl,snma LLaquﬂqwamuaaﬂaumﬂunqwgﬂmwmsvl,fﬁmama6] Ve LA b

D e

9
@ . Aa o Ao
RN QaﬂqﬂwwﬂmﬂqwLLﬂ$(ﬂ3\3(§nN')(ﬂﬂﬂ3$ﬁﬁ@ﬂuﬂqi"l'ﬂﬂ
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3.2 NIMUBBATWIANYNAIDEI (Sample Size)

va @ o

HA9 AR BATUIAA28 IR AU RN EIATLLAMHYNNITILATIEAULL LI 248NNNTLATIAII9 (Structural

U

Equation Modeling: SEM) lag Kline (2011) LEWaLWINIINIIMAUATUINGIDE1INLANZENAUNIINAFOURNNAZIN

v Aa

fB3EMTIe e LU Usaasaunslassafe 10 da089 de 1 Tafaw wazdnTuNTIsuiTofnunaaw 25
Fof1nnn a9 mmmaamjwﬁasmﬁl‘ﬂumaﬁﬂmm{if:ﬁovlaimaﬁaUmh 250 m‘ﬁagaawﬁrﬁﬁalﬁﬁmmmm
nﬁjuﬂizmnwﬁasmﬁmm:auﬁ'umﬁme:ﬁuum‘hamaumﬂmm%d

3.3 1@3aeilafil%luiwIse (Research Tools)

in3aaiflofllunsisuildeuvusauniu (Questionnaire) HITHANHINUNIULIIAG MO UATITTANTIN
naswdseluedafiioates ilewamastadoinauaiudias g laswawuesasdodmoinanauisoluada
(Bowden, 2009; Braun et al., 2017; Burnham et al., 2003; Gounaris et al., 2010; Mukherjee & Nath, 2007; Van
Tonder & Petzer, 2018) LLﬂ:ﬂ%’uﬂﬁ;ﬂﬁﬁmwmmm:mm”uu%uwaa@%ﬁﬂﬁﬁqiﬁﬁmfwﬁ%mﬂ:?vl,ﬁmﬁaluﬂi:mﬂ
na mnﬁ?umaauqmmwmauLﬂ’éaaﬁamﬁaﬁ fymImANaTianuFaaafIauasigaiown lagrnisian
IOC (Index of Item Objective Congruence) JEHEE LLmJaaumulﬁﬂ”ugij’maqm’g@ﬁua:@%mmfyﬁ‘hmu 5 Y1t KRIIN
QL%mmtymmaaummaa@ﬂﬁaﬁzmwﬂsnﬁuﬁﬂmuﬂ”uﬁmusl,m%aﬂﬁu”ﬁl,l,ﬁa HI9uvuuuaauaIy (Try Out) 7
s$199un lvinisnasay (Pilot Test) $1u2m 30 70 ﬂ”ﬂﬂéjwﬁaaihdﬂ'l%ﬁﬂﬁg‘sﬁﬁ’m%'u%amU:?Vlsmﬁa ﬁ"[xilﬁmju
fa8197lElun1358 1oTadauUss AnSaunRutaana (Coefficient alpha) au3589A30%UA (Cronbach, 1949)
U8 BuaaIn1397 1
@151971 1

UAMIANAEIYBVIATaIdaLUURaUNINNTIFE (Reliability) (n = 30)

' ] A A
ANAIMNINYIVDILAIDIND

% a 4 a o > a £ y
m’mﬂiaaiﬂmﬂ%aa:ﬁau‘uuaa‘un’m’mﬂ AaNdszansuwaan

(alpha coefficient)

1. dunUIBIANUFURUS 0.749
2. wadszlomivasnnuauwng 0.800
3. anulinga 0.751
4. NWSEY QN 0.713
5. anuaindvasgliuinme 0.741

¥

3.4 33n1991A31:% 2o (Data Analysis
N y

mylenzidayafugiu §IsunmsliensideyadisaddiBanssaw laun 1) nslanzvdeyadiaiia
: a

WU IUVBINGNA0E19 UYIznaueie Alade (Mean) A3auaz (Percentage) LNaaTunaman s 12INgNA0E13

v '

AT 2) mﬁmsw:ﬁ@haﬁﬁﬁugmmaqéhLmi Usznauaie dLafe (Mean) damﬁ:mmummgm (Standard Deviation)
(Naen MNiwhiyo, 2556) wananit HI8YINMIMeFaULNUINTBI6 U IRINIBANUITNTVE4 Baron and Kenny (1986)
LLaz’imﬁ:ﬂumaaumﬂmaﬁw@TﬁLLﬂsL%ammqmmﬁnﬁmaog"’tﬁu’%n'}igiﬁﬁ)ﬁ”m%'u%amﬂ:’%fvlfﬁLﬁaluﬂszLﬂﬂ"Lm lag
Anderson and Gerbing (1988) LHEHIATNNINR U LNLARRNNIT AT a%’mmuaaw&umau (Two Step Approach to
Modeling) lunszuiuminmaseuanunannauseitoyaiisilazany (Model Fit) iiuas9sauanasaansaszadluna
ToyaiB1/32an (Assessment of Model Fit) I@]ﬂ@?"’ﬁﬁﬁlﬂumimmaaummaamﬁaanamﬁmaaIsJmaﬁ'uﬁagm%a

Uszansd Usznavsie aulien Chi-Square (X2)/ df, CFl, GFI, AGFI,RMSEA RMR,SRMR, IFI uaz NFI
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4. HanN13298 (Results)

v & a w Y A a v o & = a va vaa a & v &
aHGWHE']%LT]U?ﬂuaﬂﬁﬂiﬂqi'ﬁqiﬂﬁli’]%iusﬁa‘ﬂEl$§vl“]jl,ﬂalulh$l,'ﬂﬂvl.ﬂ£l E'Jﬁ]Ell"]j')ﬁﬂ']i?l,ﬂi"mﬂ“ﬂﬂﬂﬂwug']%
v Aa A = Aa o ' v A o ° [y

AIUROALTINITTUUN smNaLLammmﬂmﬁumﬂm’aLﬂuvl,ﬂmﬁamammuaaumummumau 250 918 Wan1y

Aianzddayanudi gaevuvuseumudiulngdunandgs duerggaeuunusaunudulnaany 40 - 49 T du
i:ﬂ"’i_lmiﬁnmdmlmyjagjsl,mm”w”ﬁw [ Ysznmabeuasisdw (Uae.) @Tﬁuﬁﬂwm:ﬁﬁ'ﬂmﬁ'ﬂwmwQ@lammuaaumw
saulnganduludnsmstinuies duiwnaundnluaseuasidulngfsuuauluaseuas 3 - 5 uazduanud
Tunsldusmsnoresslmdaldunusudonsss lndanuirdulngldusnmadouas 1 ass faunalddIdpazh
nMabEkaRANTIATIZRATIHANM IAaLLLFaUNUANNAALARIINE Ao UL DRaUA LaoRaduldiEn ez

U

v dq’ v aAa A A a ~ o 1 I QI ld‘y
magawugmmsanmmmimm TGNE\]LL@@Gﬂ’N&Jﬂ@WE%@GﬂQ’Y}Lﬂ%vLﬂﬂxi‘Ha

A1519N 2

A 6 o a & v A L2 o & Al a
Nﬂﬂ'ﬁ?tﬂ‘ﬂ&‘:ﬁﬁ‘:@ﬂﬂ??&lﬂ@é%%‘Yladfﬁ‘ﬂ’ﬂ?ﬂ'lifluiﬂ‘ﬂ’aﬂlﬂ:iqsﬂlﬂﬂ (n = 250)

v a a a a =3
AWABNUTBIANNTNAHSDDIRITUTNS (RTC) X S.D. JEAUANAALTAT
1. inuanagLENsuINIINEzaInauIe windnsdfsuiiusy .
P o oA dne 4.25 0.823 LARADEY
SavpS AN ltusns
1 v a £ a d‘/ a a 1 3 v
2. udasgaFsalunsniiuivsevssslmAanoln 4.04 0.877 AU
a v a o ¥ A a o o o & a
3. Mmuapuglivimahld iwezggiFodasnmwnuiuiugevn:3 L.
T S 3.88 0.932 Winey
lm@afltuinisagiaa
4. mafpugliuinmienarh Il ldsunmainsnduinnunedy 4.00 0.758 LAUAIE
' o a A vo a § o o & a
5. ¥inudasgrionanauunuf ldsumininafouiuivdevnss -
~ . 3.80 0.911 LABAIL
Taaaselng
7 4.00 0.652 LAUAE
o % a —_— . a =3
awnadszlariuasanudunusvasd 14u3n1s (RB) X S.D. JEAUANAALTT
1, é"mﬁ”u%amﬂ:'%vlsm,ﬁaﬁi’lm%'u%av‘imw‘lﬁﬁugnﬁ’]ﬂi:ﬁi’l 413 0.892 LAUAE
2. wivgaveTlodaldanudagiugnddszdnduiiay 3.95 0.810 LAUG Y
3. Fusugevsss loAanaudairuaRiaENa o URUaIAINANNERLaYINY 3.81 0.823 LAUAE
4. vhuﬁmwuaﬁwauuﬂ“’uwﬁmm;ﬂﬁu?mﬁmﬁ"ﬂ%mm‘%‘lmﬁa 3.79 0.881 LAUAE
5. Pudanusinauunudva s ususevess krds 3.87 0.944 LAUAE
7 3.91 0.630 LAUAE
— a a 3
amwaalinele (TR) S.D. JEAUANAALTT
1. iwdasiunilwuinivesiwivgdersss lodafiviulduinisag 4.24 0.727 LAUAIE
N A e a P ”
2. MwsudeseTladanlduinsegidudnfanuanlunsdadulals L.
_ 4.15 0.761 LAWY
usnng
' A < o o & P A A9 v a 9 v oa v
3. wdedwirfuivgevssSlmAanlduinseglduinisdisainu -
; 4.16 0.895 Winee
SIS ety
' A < o o A& A A A v a ' ‘A a a & o
4. wdadwiriuindevssSlmAanlduiniey lidwndnsranaia 4.04 0.693 LAUEE
@Tﬂuﬁiamﬂ“ﬁ’dﬂ”u;ﬂ“ﬁu’%mi
' a v o & a A A9 o a oA A o & o
5. iufAaiiuivgevs:3lmdanltuinitey danudaasilunida 4.03 0.765 LAWY
wanfuddaglguinig
PR 4.12 0.595 LAUAE
[y o o ' & A [y o A = a —_ o a <
MURNSTYYITTRIVAIBTUIMSuazS WL Va5 laiaa (COM) X S.D. SLAUAMNAALIAK
1, th;??mﬁmwﬁngnw”un”u%m%’u%amﬂ:‘%"lml,ﬁaﬁvhusl%u%miay; 413 0.967 WAUAE
% e = X P IO S P -
2. mu@laams‘lmwmw’fmmU:?"Lsnmaﬁl“nmmmgLﬂuﬁganmnmu 4.10 0.669 WAUAE
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3. anudunuszniwhuiuwiigevosT ImdAaduddanyinu |y 3.98 0.781 ARG
4. ﬁﬂufﬁn%u“ﬁaumsu?msmaﬁm%’u%amﬂ:‘%"lsnl.ﬁam“ﬁu%ms 4.10 0.701 AUAE
' a P A a o o o X p= A A9 v a ' & @

5. viufianuianiduniadonuiuivgesosslmAanliuimeeg 4.02 0.845 LAEE

RRLY 4.06 0.609 LA
U - ¥ A a Y o 49' =) a b o a 3
AMwANaANAvaIRlEUINIgIN IusuBaun:SlaAa (LOY) X S.D SLAUAMNAALIAK
= - . e e+ = & A %
1. vhuwdnlauzhyanalndfalulsuinsiwusudees 3 maanyiuls L.
_ , 4.39 0.738 AU
uinsag
— e T = & a1 s = 7 —
2. inudaImsltusmsusugevsss lmdaanlunsidely 4.02 0.944 LAUADE
3. wihmaniugeesilndavasiuilivinegazdinihmoedn vud s
o B 4.24 0.712 Winaay
gadulasglsusmshwduda’ly
4. nududfizudstuanufaiwdiuinifsinuhusudeve:s lmidale s
e 4.35 0.643 Winaay
FolmFoadife
5. Vimﬁuﬁﬁa:ﬁmmjnmﬁlaﬁm‘%‘u%a‘um:%'"LsﬁLﬁaﬁvhuﬁl%ﬁmia;j 4.35 0.713 LAUAE
PP 4.27 0.601 LAUAE

NITUIBMIWLRUDNANIITILAT 3%6111 LARTY ﬂ']SIﬂix‘i 8319 [{dqﬁ{il diiunsienziesdlznauiie g%g%;iﬂ IS HHY

% q a aa o % . .
allﬂ’]iIﬂidai’N ‘ﬁ\‘iLﬂuﬂi:U’mﬂ’li’J‘ﬁlﬂ’ldﬁn(v’l‘Ua\‘m’l‘i‘wwu’liuL@lﬂawﬂ'lﬂﬂida‘i’ld (Structural Equatlons MOde'Ing: SEM)

ANNITUWINVBS Anderson and Gerbing (1988) laguaaulsn innsaasauluiaan1iie (Measurement Model) lag

1353 ziesntsznauiBeiiugis (Confirmatory Factor Analysis : CFA) Tuaauiiaad o= lulaagunslaseasnsg

{ A Y { o 2 a A v o &
(Structural Model) LN@NANTMIANNFDAAABIVBILNLARNWAMU TINanTIeN=HaIntsznauiBednauiduluasit

o e )
ANATH - UNRIDN9DY mananla  wanishorsan
N1TOWN
Xz/df < 2.00 Joreskog and Sérbom (1996) 1.61 NI
GFI > 0.80 Hair et al. (2010) 0.89 HUN T
AGFI > 0.80 Joreskog and Sérbom (1996) 0.85 NN
CFI > 0.90 Hair et al. (2010) 0.95 HUN T
RMSEA <0.05 Joreskog and Sérbom (1996) 0.05 NI
SRMR <0.05 Diamantopoulos et al. (2000) 0.05 NI
IFI > 0.90 Bentler and Bonett (1980) 0.95 NI
NFI > 0.80 Fornell and Larcker (1981) 0.88 NI

Chi-square = 405.027 ,df = 251, CMIN/DF =1.614,GF| = .887, RMSEA= .050
RMR=.049 , IFI = 952, NFl= 882

i 2 usaslueannasia sudsidinguasluesunasiaanuandvesgliuinisssfaiiuivdes:ladaludszinalng

%é’amnﬁ@’?aﬁ'ﬂﬂ%ﬂm@ammf@ CRIRIRICR) mm@;mmmmi’@mmﬁﬂﬁm aa;ﬁ‘ﬁu’%msqiﬁaﬁm%%am g laaaln

Uszinalng wudrluesunasiadenuseansosnaunan (fity nulueaniangwd (Tabachnick et al., 2013) Gyenandiln

Tdwduluamunmsilunsdszdu asu smansoagdldiluesineriafionuseaadasnauniuiuluaanimgeji

Mwua lluszdunsenivle Tudduaaludidvazinsiienzilumasuniilassaing (Structural Model) tNaRanyom

ANNRaAARDIUaIluaaN WA lasnaaInadwllasi
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¢aq v I aa
L. \nweinly L AEna  Wan19
At _ WHRIB1IDY . -
faran fla #fo1smmn

X2/df <200  Joreskog and Sérbom (1996) 1.61  HAWLNIAH

GFI >0.80 Hair et al. (2010) 0.89  FWLNIAH
AGFI > 0.80 Joreskog and Sérbom (1996) 0.85 NN U
CFlI >0.90 Hair et al. (2010) 0.95  FuLNIH

RMSEA < 0.05 Joreskog and Sérbom (1996) 0.05 NN U

SRMR < 0.05 Diamantopoulos et al. (2000) 0.05 NN U

- = 1 df= 1, IN/I =1. X = N =, ' I3
O aaare = A 2 e I~ e M s T RMSEA= 050 IFI > 0.90 Bentler and Bonett (1980)  0.95  HNWLADAT

NFI > 0.80 Fornell and Larcker (1981)  0.88 NN
]

= v o = o a o a a v o X a a
ATNN 3 LLﬁ@GINL@]ﬂa&Iﬂ’]‘STﬂSGﬁS’N(ﬂ’JLLiJ‘iL‘]Nﬁ”IL%@l“ﬂﬁ]dﬂ’l’]&lﬂﬂﬂ‘ﬂENEﬂ‘H'iJSﬂ’ﬁEiﬂ‘ﬂi”l%?Usﬁa"UEJ:SVL‘IjLﬂﬂluUS:L‘YIﬁVL‘YIEI

A a & 1 aa o a o & @ o o
ANA 3 LEAIHANITILATIZHANRAAAINNFDAAF DIV LNLARLEIUTEIn AU TU L uLaR mmmagﬂ"lmﬂuma
Q. Q. a L v a a £ e g a { L U J Ll U =
m’mauwuﬂmmm@;maammmﬁmaag}‘lmmmiginaﬁmu%amm:’%"lmmluﬂszmﬂvlﬂyﬁ;ﬂ'saumwmumaa@ﬂaaantu
?Tagal,%aﬂizﬁ'nﬁ NANTILATIZRANENTNAN19ATI BNTNANIIDaN LLa:Swﬁwmwmaﬂumammn”nﬁmaa;d"'l,ﬁu’%miﬁqiﬁ%

Fusudavoss kmasluwlszindlng lanaaad

A1519N 3
HANTIUATISHAIBNTWANIIATI AIGNTWANINEDN BAZAIBNINATIN waagﬂuuummﬁilw”uﬂfamzv;@mam“éuﬂiﬁdma

' e A ¥ Aa a L o ﬁy =l a
@7E]ﬂ’2’71!J7f7@7°l/€)\7£\’lyl°11115ﬂ’]51q7'5ﬂ§75’7%51/718712/;‘:515171,ﬂﬂZ%l/?&‘LW?IIZYIEI

duising
auilsua EPNISILY uailszlom anulinela VSR
AMNANNHS (RTC)  229ANMNSNNWS (RB) (TR) (com)
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Abstract

The objectives of this research were to 1) analyze concepts, practices, and educational
management for the transmission of local arts and culture at border patrol police schools and
2) to propose the education management guidelines to carry on the local arts and culture at
border patrol police schools thought by Her Royal Highness Princess Maha Chakri Sirindhorn.
The research methodology included documentary research, interviews from eight border patrol
schools and learning center and focus group discussion. The results found that there were
different educational management strategies depending on each school's context. Most
schools focused on local curriculum creation, which integrates with other subjects or activities
supported by the Border Patrol Police Division, local government agencies, private sector com-
panies, and the community to transmit their own culture and increase income. The educational
management is the role and duty of Border Patrol Police Headquarters to arrange continuous
teacher development system for both knowledge and teaching skill, incentive system, and
following and supporting these systems based on national education indicators and children
youth in the wilderness area development plan of Her Royal Highness Princess Maha Chakri
Sirindhorn, including budgeting and specific practical guidance for teachers. School has a role
and duty which involved the sharing of teaching ideas to integrate art and culture with other
subjects, establishing alumni associations and encouraging sharing among social networks is

necessary.
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Abstract

This study examined symbols and representations of ideologies and belief systems as well as
similarities and differences of ideological perspectives, religious influences, and socio-cultural
contexts in Lilit Phra Lo and Butterfly Lovers. This study applied a qualitative method by
collecting secondary data and related research via documents and analytical descriptions of
the socio-cultural context using a comparative approach and a content analysis approach to
analyze the selected sample. Lilit Phra Lo represents syncretism of animist beliefs or
supernatural power with Buddhism and Hinduism, which shape the identity of Thai culture.
Butterfly Lovers, a Chinese folktale, reflects the elements of Confucianism and Taoism, the
core of traditional Chinese society. Both tales play a significant role in reflecting ideologies
and belief systems and constructing the cultural values in Thailand and China. The analysis
indicates that both cultures cultivate respecting elders and obeying parents; however, there
are several differences in ideological and religious influence due to social and cultural
contexts. Chinese philosophies emphasize the principle of living harmoniously in society, but
Thai people believe in the cause and effect of action. Moreover, both tales conveyed inequality

and implications of gender hierarchy under a patronage system and a patriarchal society.
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1. Introduction

Through oral traditions, the folktales that often derive from the imagination combined with the beliefs of the people in
each culture are passed through the generations. Various cultures may share some similarities in social structure and
represent cultural and social differences. Butterfly Lovers and Lilit Phra Lo were selected for comparison in this study
because of the tragic theme. Although the historical backgrounds and narratives of the two tales are different, the plots
are based on historical folktales that end with early death, and both present beliefs and ideologies that illustrate severe
restrictions to personal freedom under feudal society and patronage. In addition, the two tales also demonstrate cultural
values and images of ancient Thailand and China.

Butterfly Lovers, or the tale of Liang Shanbo and Zhu Yingtai, is one of the four great folktales of China. It is
well-known as a love tragedy, reflecting ancient Chinese social norms that restricted women from accessing higher
education and encouraged arranged marriage following the custom of well-matched social and economic status. Lilit Phra
Lo is a narrative poem derived from a tale in Northern Thailand. It is a masterpiece of Thai tragic romance, which is
approvingly regarded as a crucial part of the poetic heritage of Thailand (Bickner, 2020).

This study examines symbols and the representation of ideological and belief systems in Thai and Chinese
society through Lilit Phra Lo and Butterfly Lovers. The study explores the similarities and differences of the socio-cultural
context in terms of ideological perspectives, religious influence, and socio-cultural context, which include belief systems
and how people from Thai and Chinese societies adhere to their traditional cultural values and how these elements shape
the role and behavior of the female characters. The result of this study would assist in further comprehension of the
similarities and differences of ideologies in Thai and Chinese socio-cultural perspectives. In addition, this study would

deepen the understanding of the cultural backgrounds that appear in Thai and Chinese folktales.

2. Literature Review

2.1 Synopsis of Lilit Phra Lo

Lilit Phra Lo is a masterpiece of Thai tragic romance, which is approvingly regarded as a crucial part of the poetic
heritage of Thailand. It is a narrative poem that counts among the five great works of Thai literature. It was praised in
1916 by the Literature Society of Thailand and received royal acclaim by the decree of King Rama VI as the best example
of the “Lilit” poetic form. On the other hand, it has been controversial among scholars in Thailand for generations because
of its erotic scene narration (Bickner, 2020). Many Thai scholars assume that it was initiated in northern Thailand, but it
is still uncertain who was the original author. The text can be approximately dated back to the pre-Ayutthaya era and the
early Rattanakosin era because some verses and details in the story appeared in works written in these periods. It
narrates the love story between Phra Lo, the king of Suang, and the two princesses of Song, Phra Phuean and Phra
Phaeng. It begins with a conflict between the two cities, Song and Suang, that results in the death of the king of Song
and the abdication of the king of Suang.

Phra Lo became the new king of Suang. He was famous for his good looks, and the rumor of his handsomeness
is widely spread, even reaching the city of Song, his enemy kingdom. Phra Phuean and Phra Phaeng heard this rumor
and were enthusiastic to see him. Their female servants volunteered to help them by sending a musician to sing about
the beauty of the two princesses in the city of Suang. They asked the sorcerer Samingphrai to use a spell to attract him

and send a salahoen, a magical flying betel nut tray, to enchant the King of Suang. Under the magic power, Phra Lo
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desires to meet the two princesses and asks his mother’s permission to journey to the city of Song. When he arrives at
the Kalong River, he receives an ominous sign of prophecy that warns him to cancel the meeting with the princesses.

The sorcerer Saming Phrai uses magic again to create a beautiful wild rooster to lure the king into the royal
garden and meet the two princesses. As the trio and all their servants meet, they fall in love at first sight. They secretly
live together in the inner palace. When the King of Song finds out about their relationship, he is initially angry, but he later
understands their love and plans to arrange a royal wedding. However, the grandmother of the princesses opposes the
marriage due to her resentment over her husband's death in war. During the fight, the trio sacrifice their lives for love.
The two cities go into mourning for their death, the story ends with the two cities reconciling their political relations and
making peace (Bickner, 2020; Ruengruglikit, 2002).

2.2 Synopsis of Butterfly Lovers

Butterfly Lovers, or the Tale of Liang Shanbo and Zhu Yingtai, is a famous folktale in China. The story originated
in the Eastern Jin Dynasty (317—420). It was primarily transmitted orally throughout Zhejiang Province in East China and
became well-known throughout China by storytelling retold for centuries. It has been adapted into prevalent local operas,
films, TV dramas, violin concertos, etc., which make it transmitted worldwide. In addition, the tale of Liang Shanbo and
Zhu Yingtai was included in the first collection of China's national intangible cultural heritage in 2006 (Zhang, 2008).

According to The Legend of Liang Shanbo and Zhu Yingtai: Four Versions with Related Texts by Wilt L. Idema
(2010), every version of the tale concludes the story with the death of the lovers and their transformation into butterflies.
Although it is considered a tragic love story, pure and simple, it also may have been understood as a cautionary tale in
the traditional society of the Ming and Qing dynasties, teaching that a woman should accept her allotted role in society
and should not appear to be too intelligent because that would lead to a disastrous result. However, in the early twentieth
century, the traditional Chinese family began to be seen as a hindrance to progress. Women's illiteracy was assumed to
be a critical cause of China's international weakness. The arranged marriage was maligned and seen as a social disorder.
The tale declares the desire for higher education and gender equality for women and the free love of people in traditional
society. The two protagonists increasingly became the explicit representatives of these ideals in modern adaptations.

Butterfly Lovers recounts the story of Zhu Yingtai who disguises herself as a man to pursue education. She falls
in love with her male fellow student, Liang Shanbo. When she leaves the academy, she tells him to visit her home and
ask for her younger sister in marriage. When he reaches her residence, he discovers the truth that Zhu Yingtai is a
woman. They express their love for each other but sadly say farewell because Zhu Yingtai's father arranges to marry her
to Ma, the son of a wealthy local official. When Liang Shanbo returns home, he falls ill and eventually dies due to his
emotional suffering, loneliness, and longing for his beloved. Zhu Yingtai is heartbroken when she finds out about the news
of his death. During the procession on her wedding day, she jumps into a grave, and two butterflies flutter away,
symbolizing their love (Idema, 2010).

2.3 Related works on Lilit Phra Lo and Butterfly Lovers

Some researchers have studied Lilit Phra Lo from sociocultural perspectives, such as the significance of magical
features in the story, political lessons, etc. Butterfly Lovers was compared with Romeo and Juliet as two romantic tragedies
from the West and the East, analyzing different aspects. For example, Cholada Ruengruglikit (2009) unveils the hidden
meaning of “Salahoen (§8119%)”, or flying betel nut tray, and “Kaikaeo (VLﬁLLTT’J)” in Lilit Phra Lo, which are considered
magical objects to aid the protagonists in fulfilling their desire and acquiring their love. The study presents a new and

different interpretation of these two items that relate to the Tai ethnic tradition and belief. Tang Minli (2017) compared
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Plum in the Golden Vase and Lilit Phra Lo, which narrates the female sense of individual existence from a literary
perspective. The study reflects material and spiritual pursuits under the feudal system by confronting the feelings and
desires of women. In addition, the study by Somkiat Wanthana (2019) stated that except its aesthetic and literary value
poetry, Lilit Phra Lo conveys political lessons that the king must be considerate and refrain from being extreme in love
affairs; otherwise, the king himself and his kingdom will encounter the loss that might cause the destruction to the state.

Many Chinese scholars compare Butterfly Lovers and Romeo and Juliet as love tragedies from the East and the
West by analyzing them from different aspects, such as different views on love due to historical and cultural influences,
the concept of dying for love, etc. However, there is no previous published research offering a comparative analysis of
Butterfly Lovers and Lilit Phra Lo, nor any research exploring the symbols and representations of ideologies and belief
systems in both stories.

2.4 Cultural Symbols and Representation

According to Geertz (1973) and Turner (1967), a symbol can represent a person, object, event, tradition, word,
behavior, and more. Geertz (1973) believes that humans require symbolic sources of explanation to understand the
meaning within a particular culture, while Turner (1967) states that symbols initiate social action and are determinable
influences that incline persons and groups to do something. In symbolic anthropology, Turner (1948) and Geertz (1973)
suppose culture lies within the basis of the individual's interpretation of their surrounding environment and does not exist
beyond the individuals themselves. Correspondingly, the meaning assigned to people's behavior is expressed by their
culturally established symbols, which aim to represent how individuals allocate meaning to certain things and express
culture (McGee & Warms, 2013).

Stuart Hall (1997) defines representation as the production of meaning through language, which explains relevant
meanings for the words by presenting someone or something in a particular way, expressing meaning symbolically, or
through symbolic actions. Representation connects meaning and language to culture. Hall (2013) emphasized that
representation is the linguistic construction of the meaning of the ideas in the human mind, and the connection between
concepts and language allows humans to refer to objects, people, and events, either in real-world or imaginary worlds
(Hall, 1997, 2013).

2.5 Ideologies and Religion as a Cultural System

According to Geertz (1973), he describes a symbol as any object, act, event, quality, or relation that carries a
conception, which are public, observable, concrete embodiments of ideas, attitudes, judgments, longings, or beliefs.
Sacred symbols designate powerful and pervasive moods and motivations of people, shape human behavior, and provide
a representation of things. He stated that the route to religion is culture. It is defined as a historically transmitted pattern
of meanings embodied in symbols and a system of inherited conceptions expressed in symbolic forms used for
communicating, perpetuating, and developing their knowledge about attitudes toward life. Religion is a system of symbols
that acts to establish powerful, pervasive, and long-lasting moods and motivations in men by formulating conceptions of
a general order of existence and clothing these conceptions with such an aura of factuality that the mindsets and
motivations seem uniquely realistic (Geertz, 1973, p. 90).

2.6 The Structure and Function of Folktale

Bronislaw Malinowski (1948) proposed that myths, the sacred lore of the tribe, play a crucial role as a powerful
means of assisting humans in primitive society in expressing, enhancing, and codifying beliefs. It reflects a sociological

strain, such as the difference in status and power, the issues between precedence and subordination, and profound
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historical changes. It is a vital component of human civilization connected with religious rituals, moral influence, and
sociological principles in each society. Thus, myth is not only a fanciful tale but an active force or a pragmatic charter of
primitive faith and moral wisdom in society (Malinowski, 1948).

Claude Levi-Strauss (1955) illustrated that myths are still widely interpreted in conflicting ways as collective
dreams, the outcome of a kind of aesthetic play, and the foundation of ritual. Mythological figures are considered
personified abstractions, divinized heroes, or decayed gods, and the stories usually narrate events that are implied as
taking place in the past, either before the world's creation or during its early phases. The mythical value is preserved
despite imperfect translations. It mirrors a social structure and set of relations and proposes an outlet for repressed
feelings by making everything possible; therefore, any incidents and characteristics may occur and appear in the stories
without logical reason or continuity.

William Bascom (1965) supported the concept by Malinowski, which emphasized the function of myth as a charter
for belief. The four functions of folklore are as follows:

1) Folklore may mirror the familiar details of culture and incorporate common situations from everyday life.

2) Folklore validates culture by justifying its rituals and institutions to those who perform and observe them.

3) Folklore plays a particular role in education, and not exclusively in non-literate societies.

4) Folklore fulfills the necessary but often overlooked procedure of maintaining conformity to accepted behavioral
patterns of one's society and is influential as a means of applying social pressure and exercising social control (Bascom,
1965).

Furthermore, Alan Dundes (2007) demonstrates folklore as a mirror of culture, which often reveals the areas of
particular concern in society. Analysis of folklore collections can provide the individual who studies folklore a way of seeing
another culture from the inside out instead of from the outside as usual. He also bonded folkloristics to semiotics and
suggested applying psychoanalytic concepts to study meaning in a cultural context. He cited a pattern and system in
folklore, meaning that the symbol used in any given folkloristic context can be related to a general system of symbols.

2.7 Feminist Theory

Rosser (1992) stated that all feminist theory argues gender is a significant characteristic that interacts with other
elements, such as race and class, to structure overall relationships between individuals, groups, and society. Each group
of feminisms has different ways of positing gender as an organizing category of experience that varies widely, and every
field has its approach to applying the tenets of these diverse feminisms. Feminist theory expresses the experience of
being neglected, underestimated, or marginalized. There are issues frequently analyzed in feminist theory, including
discrimination, sexual objectification, oppression, patriarchy, stereotyping, and aesthetics.

Folklorist feminist theories explore how gender, sexuality, and other social identities intersect with folklore and
traditional cultural practices. Some of the key themes in this area of study include the representation of women in folklore,
the role of women as creators and transmitters of folklore, and how folklore can be used to challenge and subvert dominant
gender norms (Jordan & de Caro, 1986; Mill,1993). Feminist folklorists study the relationship between gender and folklore
by emphasizing the experiences and expressions of women in various forms to examine the actual life of women in
different cultures and contexts (Kousaleos, 1999).

2.8 Binary Opposition

Binary opposites refer to a set of related concepts that are diametrically opposed to each other in meaning. Each

pair of ideas can only be comprehended by their relationship. Claude Lévi-Strauss (1955) posited that binary oppositions
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were essential in human cultures and ways of thought. He considered that two opposite elements formed the basic
structure of all human societies, shaping the way individuals perceive and interpret the surrounding world. He believed
the idea of binary oppositions was universal and played a crucial role in shaping human cognition and communication.

2.9 Ideologies and belief systems in Thailand and China

2.9.1 Ideologies and belief systems in Thailand

The syncretism of Buddhism with Animism and Hinduism is a significant feature of religion in Thailand. Various
Thai beliefs and practices are fundamentally rooted in Brahmanism, an ancient form of Hinduism, and folk animist religions.
These beliefs have harmoniously coexisted for a very long time (Scroope, 2016). Buddhism influences the psychological
structures and attitudes within Thai culture, bringing far-reaching implications to Thai people's aesthetic tastes and
folkloristic and artistic creations. Although there are several sects of Buddhism, Theravada Buddhism is the prominent
form of Buddhism that people acknowledge and practice in Thailand (Tarling, 1992).

Animism believes that everything in nature possesses a spirit. It is often practiced by ethnic Tai peoples in
mainland Southeast Asia, who use shamans, spirit mediums, and ancestor worship. However, animism conflicts with
Buddhist ideals concerning sobriety and restraint as it involves practices such as drinking alcohol, dancing, and smoking,
which are prohibited among Buddhist monks and some strict Thai devotees who follow the eight precepts. Considering
the differences between Animism and Buddhism, monks still play a vital role in both practices (Carter, 2021; Shirayama
et al., 2006).

Aside from Animism and Buddhism, Hinduism is another belief system in Thailand. Some Thais worship Hindu
gods, such as Lord Ganesha (W3zW®JLufl), God Shiva (W3A1%), Goddess Lakshmi (WS:LLﬂﬁﬂMﬁ), and Goddess Kali (Wyztli
na ), to wish for health, prosperity, and fortune. The combination of Hindu and Buddhist beliefs is exemplified through some
rituals and traditions, such as the Royal Ploughing Ceremony (stiﬁmﬁ%amwnﬁfaﬁa LLiﬂuwﬁy), the tradition that a
man who will become a Buddhist monk as "Nak (41¢)" before they are ordained, which relates to Hindu mythology and
many local folk traditions in South Asian and Southeast Asian.

2.9.2 Ideologies and belief systems in China

Taoism, Confucianism, and Mahayana Buddhism are the three main religions that have persisted in China for a
long time. The core of Chinese philosophy is humanism, and the unity of man and heaven is the overarching conclusion.
Confucianism retained a dominant role, but Taoism also had a significant impact. From the Chinese cultural perspective,
Taoism and Confucianism are comparable to humans and nature. The human and nature ideology constitutes the Chinese
aesthetic perspective and the Chinese Oriental aesthetic feature. Therefore, this spirit of synthesis has characterized the
entire history of Chinese philosophy (Mark, 2020; Stefon, 2019).

Confucianism proposed principles of self-guidance and noted that the key to building a harmonious life is to know
how to treat others, whether our ancestors, leaders, parents, spouses, neighbors, or friends. Confucian morals emphasize
harmony in relationships through principles of benevolence (C), etiquette #L), and reciprocity (7%‘2). Filial piety (%) is a
fundamental moral for good behavior, which involves respecting parents and elders. Taoism is another influential Chinese
philosophy that contends everything should return to nature. The core of Taoism emphasizes harmony with the observable
world and the principle of non-action or wuwei (LN, recognizing the natural course of things and learning to
cooperate with it. Furthermore, the concept of shade and light, or yin-yang (BHEH) , focuses on balancing opposites

and learning to collaborate with these opposites.
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Buddhism is a foreign religion that has been accepted and persisted in Chinese society for a long time. Mahayana
Buddhism intermingled with other Chinese belief systems for centuries and became Han Buddhism, the dominant branch
of Chinese Buddhism that has blended with local belief systems, and it is now viewed as part of traditional Chinese culture
and became a prevalent belief maintained in Chinese society due to its combination with Taoism that conveys the concept
of the Bodhisattvas and the way of saving sentient beings in the mortal world. Moreover, it is deeply tied to Confucianism
and other Chinese folk religions (Foy, 2019; Mark, 2020).

2.10 Historical Background and Socio-cultural Context of China and Thailand

China and Thailand have different historical backgrounds that cultivated people in society. Both Lilit Phra Lo and
Butterfly Lovers represent the characteristics of distinct socio-cultural contexts that shape social values, attitudes, and
ways of life.

2.10.1 Historical Background and Socio-cultural Context of China

China is one of the countries with the earliest developed civilization in the world, with a history of nearly four
thousand years that can be traced back to written language. China developed from a slave society to a feudal society
under the warlords competing for superiority and developed into a unified society under the emperor until the end of
imperial system. Throughout Chinese civilization, there are ideological and academic activities were vigorous with the
emergence of notable philosophers who had a profound influence on Chinese culture and society as the principle for
people in later generations, such as Laozi, Confucius, Mencius, and Sun Wu, a military strategist, and so on (China Net,
2005).

Traditional Chinese culture focuses on an ethical tradition. The hierarchical relationship within a family (clan) is
consistent with the power relationship of being ruled. Based on the patriarchal structure and concept, ethics has been
applied to control decisions in social life. Chinese culture used morality to interpret the regulation of dynastic changes,
explained the legitimacy of political power sources through morality, and formed a tradition of political-ethical integration.
Chinese emphasized self-cultivation and education, which have initiated a tradition of moral governance, and the tradition
of Confucianism was acceded to Chinese law. Chinese highlight the importance of ancestry and lineage, and the
patriarchal system has continued in ancient Chinese society and persisted in some influences until now. Furthermore, the
tradition of respecting ancestors and elders, filial piety, and the humanistic tradition of emphasizing moral cultivation and
education, as well as related norms and concepts, have become unique spiritual symbols of China with distinctive national
characteristics (Guan, 2019).

Traditional Chinese culture is holistic because of agricultural civilization, which gives rise to a sense of shared
identity in society. People in this kind of society cannot be separated from the land, and settling down and relocating
brings the blood ties between people closer, strengthening an individual's moral obligation to the whole. It demonstrates
the collective action of a shared responsibility that requires grander overall stability and internal coordination, and the
inseparability between individuals and the whole becomes increasingly significant. The purpose of regulation in the
community is to enhance overall cohesion. Mencius, a famous Confucian philosopher, stated the concept of benevolent
governance advocated for the implementation of a collective farming method of rural land sharing the same well and eight
families jointly raising public land, which can strengthen the connections between people and cultivate a holistic moral
concept. Chinese traditional culture was determined by its inherent spirit of harmony with diversity. The potential of

Chinese culture is an innate spirit of inclusiveness, respecting differences and diversity, and embracing all attributes to
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achieve its greatness, which drives Chinese culture to be passed down through generations until this day and emphasizes

ethnic integration based on cultural identity (Guan, 2019).

In China, mianzi (E% ) , the concept of face refers to the level of social prestige that an individual carries. Saving

face signifies to prevent others from losing respect for themselves or to avoid embarrassment. The Chinese people attach

great importance to mianzi, which means paying attention to personal image and honor. For example, hao mianzi ( U IH¥ )
is concerned about reputation and sensitive about one's pride, which is widely regarded as a characteristic Chinese
cultural feature. Moreover, this tradition reflects the concept of image and honor that appeared for a long time, even
during the Spring and Autumn Periods.

2.10.2 Historical Background and Socio-cultural Context of Thailand

In the recorded History of ancient Thailand, Mon and Khmer were the first groups of people who created the
kingdom in this area before the Tai ethnic group, which migrated and dispersed across Yunan, Vietnam, Laos, Myanmar,
and Thailand in the first millennium of the Common Era (Tourism Authority of Thailand, 2020). Tai ethnics gradually
became the majority group in the areas of Thailand. They acknowledged Hinduism and Buddhism through the previous
kingdom such as the Khmer of Anchors, which was influenced by Indian culture. These cultural influences led to the basis
of the social structure of Thai civilization that has been planted from generation to generation.

In traditional Thai society, a defined system of hierarchy and patronage governs how individuals relate to one
another. Social interactions are often hierarchal and defined by patron-client relationships or a debt of gratitude (UnJftw),
which is based on age, occupation, wealth, and residence. Although the country was developed in various aspects and
maintained social mobility under the influence of globalization and world tendencies, Thai society cannot wipe these
values out thoroughly. The social stratification in Thailand, which is based on past social hierarchies (ﬁﬂauw) and financial
power is abolished from social regulations but still exists in Thai society (Hays, 2014).

China has the tradition of saving face, which is concerned with reputation and respects social prestige or esteem.
Likewise, Thai people emphasize maintaining harmonious relations and interaction with others by being tolerant and
avoiding conflicts. Social position and seniority are decisive in defining behavior towards each other. The person with the
highest social status or the elder in a community or group commonly acquires the most respect. This characteristic is
reflected through the kinship system or relationships with family members and relationships with friends and colleagues.
Moreover, this system led to the misuse of power of authority and the cause of favoritism, cronyism, corruption, and

undemocratic structures in Thai society (Hays, 2014).

3. Methodology

This study applied the qualitative method by collecting secondary data and related research including documents
and analytical descriptions of the socio-cultural context of Thai and Chinese folktales. The researchers used content
analysis and comparative analysis to examine two selected folktales from Thailand and China, namely, Lilit Phra Lo, a
prominent narrative poem adapted from northern Thai folktales, and Butterfly Lovers, one of four famous ancient Chinese
folktales remade to various genres of performances. These two folktales are connected by the central story of tragic love
between hero and heroine, although the characters and background of the stories are otherwise thoroughly different.

3.1 Scope

This study discusses symbols and representations of ideologies or religion in Lilit Phra Lo from Thailand and

Butterfly Lovers from China as the main content. The researchers explores the similarities and differences between the
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two stories and analyzes Thai and Chinese folktales in a socio-cultural context by applying concepts and theories about
symbols, representation, and the role of ideologies and religions in a cultural system.

3.2 Research design

This study used a documentary research design, carried out by collecting related information about the historical
background, the plot of the tales, and academic works about Lilit Phra Lo and Butterfly Lovers. The researchers analyzed
representations of ideologies and belief systems hidden in the stories and explored similarities and differences in Thai
and Chinese culture, as well as the cultural structures that shaped the development of the stories. The comparison
focused on the characters and behaviors female protagonists in the two folktales from the historical background, cultural
tradition, religious influence, and social context in the two countries.

3.3 Data Analysis

The process of data analysis was divided into five steps as follows:

1) To collect qualitative data, this research focused on Lilit Phra Lo and Butterfly Lovers.

2) For a theoretical framework, this research organized and bonded all the data collected to examine the
similarities and differences between the socio-cultural contexts and behaviors of the main characters and how those data
represent ideologies through the narration of folktales in Thai and Chinese society.

3) Data was coded by exploring each kind of sample and all works related to describing the data.

4) Content was applied a content analysis and comparative analysis approach to analyze qualitative data for
insights.

5) The results were used as the basis of a theoretical analysis to answer the research questions.

4. Results

4.1 Symbols appearing in Lilit Phra Lo and Butterfly Lovers

Lilit Phra Lo and Butterfly Lovers are folktales that convey symbols and representations of the ideological systems
in Thai and Chinese culture. Symbolic elements in the tales indicate how people in both cultures interpret the meanings
according to their cultural perspectives.

4.1.1 Analysis of Symbols in Lilit Phra Lo

In Lilit Phra Lo, symbols appear throughout the tale in the form of magical items that lead to the meeting of Phra
Lo and the princesses. According to the anthropological analysis of Salahhoen and Kaikeao by Cholada Ruengruglikit
(2009), these magical items could not be directly interpreted as imaginary items with fixed meanings existing in the world,
and they contain more than one dimension to comprehend. They were not only created for entertainment. Tai peoples in
Southeast Asia share similar beliefs and traditions, including a strong bond with Animism.

Betel nut, also known as areca nut, is the fruit of the areca palm, which grows in tropical regions including
Melanesia, Micronesia, South Asia, Southeast Asia, and parts of East Africa. The tradition of chewing the betel nut with
other herbs as a psychoactive drug is an activity that dates back thousand years ago and continues to the present day
in many countries in South and Southeast Asia, particularly in rural areas. In Lilit Phra Lo, a salahoen (aml,ﬁu), or flying
betel nut, is a magical nut that transforms into a carpenter bee to bewitch people. Its cultural meaning can be interpreted
as a symbol of love and a warm welcome. The custom of handing a betel nut tray in ethnic Tai culture expresses the
human relationships of the host to guests by showing mutual respect, which was influenced by southern Indian tradition

(Sathirakoset, 1954). A salahoen was transmitted to Phra Lo and invite him to visit the City of Song. The king received it
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and decided to meet the princesses. This is the reason for both sides to follow their desires without hesitation
(Ruengruglikit, 2009).

Kaikeao (vl,riLLfT’J), or a wild rooster, may be interpreted as an ordinary rooster and a critical creature for dispelling
bad fortune or foretelling. Cholada Ruengruglikit (2009) describes two reasons for Phra Lo to chase after the rooster. The
first reason is to drive out bad luck. Another one is to foretell his future again after getting the prophecy from the Kalong
River. However, Somkiat Wanthana (2018) opposed the analysis by Cholada Ruengruglikit because it could not answer
why Phra Lo had to catch the rooster himself but did not instruct his subordinate to do it for him. He summarized that
Phra Lo chasing the rooster is only normal behavior without any symbolic representation.

4.1.2 Analysis of Symbols in Butterfly Lovers

After the death of Liang Shanbo and Zhu Yingtai in Butterfly Lovers, they transformed into butterflies. Butterflies
flying together in the tale do not represent loyalty to love from the Chinese cultural perspective. Considering the hidden
message at the end of Butterfly Lovers, the probable explanation is that butterflies symbolize the souls of the two main
characters. In China, there is also a story of Zhuangzi’s dreams of a butterfly (}:T:}%J gi%) , which could be interpreted
as an experience when the soul exits the body while dreaming and seeing oneself. Starting from this interpretation, the
butterfly in Butterfly Lovers can be represented in the same way as a dream, emptiness, and the separation of soul and
body (Yang, 2015). Moreover, turning into a butterfly (L) is also a symbol of life and resurrection, as well as a
symbol of the dead and the soul of newly deceased people in Chinese tradition.

4.2 Representation of Ideologies in Lilit Phra Lo and Butterfly Lovers

According to the studies related to Lilit Phra Lo and Butterfly Lovers, the results of the analysis reveal the
representation of religious ideologies and cultural perspectives that can be summarized as follows.

4.2.1 Representation of Ideologies in Lilit Phra Lo

Representation of Animism in Thai culture is portrayed through the belief in supernatural powers, such as
magic spells, magic items, land gods, and other kinds of spirits, which affect the human mind and actions. Although
Buddhism is the main religion in Thailand, Thai Theravada Buddhism is integrated with Animist beliefs and polytheistic
religions such as Hinduism. Lilit Phra Lo explicitly relates to Animism because magic is mentioned in the original text, and
it is the key that leads to the relationship between the protagonists. When the two princesses are distressed because
they think it is impossible to meet Phra Lo, their grandmother and servants try to call their dispersed souls, or Khwan, to
come back to their bodies. Furthermore, the identity of the sorcerer Samingphrai, other sorcerers, and the celestial lord
or land gods demonstrates the significance of Animism in Thai culture, which acknowledges the existence of supernatural
spirits as part of life. Aside from Animist belief, Lilit Phra Lo represents components and concepts of Buddhism, which
adopted a worldview grounded in Hinduism, particularly cosmology and mythology.

Representation of Buddhism in Lilit Phra Lo is expressed through the teaching of Queen Mother Bunluea to
Phra Lo for being a good king. The Queen practices giving and collecting merit. The story highlights the concept of Karma,
or action, and the relation between cause and effect. For example, before Phra Lo left the City of Suang, he talked with
his wife, Laksanawadi. He said that everything in this world is impermanent and changeable, except merit, which is
persistent and is the thing that may protect us. The relation between cause and effect in Buddhism is narrated through
the decisions of Phra Lo and the two princesses, who decide to fulfill their desire without consideration of political conflict
and finally end up with tragedy. Lilit Phra Lo also shows a message of peace through the reconciliation of the two cities

and a way to solve the hatred between people with forgiveness.
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Representation of Hinduism is received through political ideas influenced by ancient India. Phra Lo was said
to be a great king, who was equivalent to the Trimurti (God Brahma, God Vishnu and God Shiva — the three main Gods
in the Hindu and Brahmanic pantheon) and also praised as an incarnation of God Vishnu (Wiﬁ‘]:}tkk). He is frequently
compared to the sun and the moon (Bickner, 2020). Some stanzas also called him Indra (Wi:ﬁwﬁ), the name of the
King of the Gods, deities, and heaven in ancient Hinduism.

4.2.2 Representation of Ideologies in Butterfly Lovers

Butterfly Lovers represents Confucianism and Taoism, two Chinese traditional philosophies that shaped Chinese
culture and how Chinese people behave.

Representation of Chinese philosophy indicates Confucius acknowledged education as a process of constant
self-improvement and held that its preliminary function was the training of scholars or noblemen. Zhu Yingtai dressing up
as a man to attend the academy not only depicts the struggle of women who were unable to access formal education
under patriarchy, but also emphasizes the importance of education in the Confucian worldview. Unlike Phra Lo and the
two princesses who develop their relationship before the right time and situation, Liang Shanbo and Zhu Yingtai follow
the norms and values of their society. Zhu Yingtai expresses her filial piety (ZZ)I) to her father by obeying an arranged
marriage, and she still preserves her purity for her beloved until the end. The butterfly in the tale represents Taoism,
which emphasizes that humans and animals should live in balance with the Dao, or the universe. Taoists believe in
spiritual immortality, where the spirit of the body joins the universe after death.

4.2.3 Representation of Love and Death

Lilit Phra Lo and Butterfly Lovers recount the tales of different cultures with distinct ideological and belief systems
and reflect different worldviews constructed in each culture.

Both tales show the representation of persistent love. As mentioned above, Lilit Phra Lo presents characteristics of
animism that settled in Thai culture for a long time. The love between Phra Lo and the princesses starts from curiosity
and magic power, but they fall in love after they first meet, and sacrifice their lives in the end. In contrast, Butterfly Lovers
shows Confucianism as the fundamental ideology to live in Chinese society. Although Liang Shanbo and Zhu Yingtai love
each other, they still keep their love in mind and follow the custom until the day of marriage when Zhu Yingtai jumps into
Liang’s grave, and they become butterflies flying together.

Representation of death that leads to freedom is presented through transforming into a butterfly at the end of
Butterfly Lovers. Death is usually interpreted as farewell and mourning; however, it can also represent souls or spirits set
free from oppression and limitation in their society.

4.3 Similarities of Culture in Thailand and China from the Analysis of Lilit Phra Lo and Butterfly Lovers

Thailand and China are both collective societies with strong kinship systems. Respect for elders and obedience
to parents are valued. Patriarchy is the norm in both societies, as seen in the stories of Phra Lo and Butterfly Lovers.
There are some similarities in terms of gender definition in Lilit Phra Lo and Butterfly Lovers that can be described as
follows:

4.3.1 Inequality and Implication of Gender Hierarchy

Although the cultural background in Lilit Phra Lo and Butterfly Lovers is a patriarchal and patronage society in
which men hold higher positions than women, Phra Phuean and Phra Phaeng, the two female protagonists in Lilit Phra
Lo, are born into a royal family. With this high social status, they seem to have the power to marry whomever they wanted;

however, they also need to consider political benefits and their husband's social position. Phra Lo suits their requirements,
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but the political conflict between the two countries results in the sorrowful death of the protagonists. Likewise, Butterfly
Lovers, demonstrate a patriarchy and gender hierarchy in family life. Males control property and the lives of family
members, in this case, through arranged marriages that restrain the freedom of love and the decisions of young adults.
Therefore, ancient Chinese society was typically dominated by men, while women were viewed as property for family
benefit (Yarapirom & Damrongpong, 2023).

According to the tales, women in Thai and Chinese society must adhere to traditional cultural values. Thailand
and China are both Asian countries and regardless of the social values or the traditional culture, they share certain
similarities in the standard of femininity. Female protagonists in Lilit Phra Lo and Butterfly Lovers do not directly take the
lead in the relationship with the men. They indirectly approach the male protagonists and still maintain their good virtue
in other people eyes, which means Thai and Chinese perspectives both cultivate that a woman should preserve herself
and not be proactive in expressing her feelings to a man, and the belief that a good woman needs to follow the tradition.

4.3.2 Gender Role and Negotiation for Gender Equality

In Butterfly Lovers, the plot that Zhu Yingtai has to hide her sexuality by dressing as the opposite sex represents
the struggle for women's rights, and the tale also delivers the idea of arranged marriage. Owing to the third function of
folklore by Bascom, people in society perceive this process through folklore because the tale has a particular role that
affects the learning process and a tool for implantation of ideas through their mind and behaviors. Zhu Yingtai's behavior
highlights gender issues and women's need for independence. The story showcases women's desire to participate in
male activities and their strategies for elevating social status. Gender hierarchy in the tale is reflected via attitudes towards
women. Under patriarchy, men hold superior authority while women are passive. Butterfly Lovers exemplifies how women
can portray masculinity and explore how biological traits, social factors, and physical appearance shape femininity and
masculinity. The protagonist manages social definitions of gender by expressing herself as male, showcasing that she
can do anything without restriction. She does not have to stay home and learn embroidery, housework, and etiquette as
an ideal woman should do. As a man, she can attend the academy as the scholars who prepare for the imperial
examination. Gender role is inevitable as the manipulation of family life in the tale. Although the protagonist uses the
vision of a man to overcome femininity, the woman remains in the eyes of men in a patriarchal environment. This is the
same as Zhu Yingtai, who lives under the control of her father (Yarapirom & Damrongpong, 2023).

4.4 Differences of Culture in Thailand and China from the Analysis of Lilit Phra Lo and Butterfly Lovers

The cultural differences between the two tales are mainly due to the ideological and religious influences. In
Thailand, Theravada Buddhism is the dominant religious ideology, along with Animism and Hinduism. These religious
ideologies, especially Animism, shaped social and moral values and affect how Thai people interpret Lilit Phra Lo.
According to the social structure in Butterfly Lovers, Confucianism is the core of traditional Chinese culture and is in a
dominant position in the entire traditional cultural system from the historical perspective. Confucianism has an unmatched
role and influence over other doctrines in China and the people, while Taoism is one of the philosophies that can be
harmoniously mixed with the concept of Confucianism. Mahayana Buddhism is one of the crucial religious ideologies in
China. Mahayana Buddhism is distinct from Theravada Buddhism in teaching and practices, even though comprehensive
ideas and the core of Buddhist principles are the same. However, there is no Buddhist thought materialized in Butterfly

Lovers.
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4.5 Functions of Lilit Phra Lo and Butterfly Lovers

1) Both tales preserve and create value for the cultural heritage of Thailand and China by referring to the related
origin and historical evidence of the folktales, such as architecture, relics, folk songs, traditional operas, literary works,
and other creative applications in works of arts and cultural traditions influences by the tales.

2) Lilit Phra Lo transmits animist beliefs portrayed through magic and supernatural spirits, as well as Buddhism's
principle of karma, which emphasizes cause and effect, through Phra Lo's decision to leave his city even though he knows
he may fall into the trap. He acknowledges that everything in the universe is impermanent, and only the things he did are
truly lasting. Whether good or bad, he would accept the karmic outcomes of the action, as stated in the original text.
Butterfly Lovers conveys Confucianism via social norms and values such as filial piety, the importance of education, and
abidance by the rules of society. Moreover, it also reflects the characteristics of Taoism that follow natural tendencies and
beliefs that man is an integral part of nature, such as the souls of the butterflies at the end of the tale.

3) Butterfly Lovers expresses the negotiation of femininity by releasing grievances of socio-cultural pressures on
women, frustration with social inequality, and the rights of women and the lower classes and portrays the frustration of
societal norms limiting women's abilities. Lilit Phra Lo depicts a good woman who waits for men and does not directly

take the initiative to approach men.

5. Conclusion and Discussion

5.1 Conclusion

Lilit Phra Lo and Butterfly Lovers play a significant role in reflecting ideologies and belief systems and shaping
the cultural values in Thailand and China. Stuart Hall (1997) stated that representation connects meaning and language
to culture. The meaning of culture is constantly mediated by language to be shared with members of a culture, and the
importance of representation as a means of communication and social interaction asserts representation as a basic need
for human interaction. By examining symbols and representations of ideological and belief systems in Thai and Chinese
society through Lilit Phra Lo and Butterfly Lovers, it can be seen that both tales convey symbols and representations of
ideological systems in Thai and Chinese culture.

In Lilit Phra Lo, the Salahoen (flying betel nut tray) and magical powers help the protagonists fulfill their desires
and reveal the relations of cultural beliefs and practices in Thai culture. The flying betel nut tray in the tale expresses the
warm welcome of the princesses and the invitation for Phra Lo to visit the City of Song. Butterfly Lovers demonstrates
the ideologies of Taoism and Confucianism in China. Zhu Yingtai represents women's struggle under patriarchy, and the
tale portrays how the Chinese attach importance to education and filial piety. Liang and Zhu always follow societal norms
until they become butterflies after death and are released from all social pressure, symbolizing love and life spiritual
immortality, and balance with nature in Taoism. Hence, religious ideologies play a significant role in shaping Thai and
Chinese cultures. Theravada Buddhism, Animism, and Hinduism influence Thai social and moral values, while
Confucianism is at the core of Chinese culture along with Taoism.

For similarities between China and Thailand, the socio-cultural context in both stories is the holistic culture. Thai
and Chinese traditional cultures depict patriarchal society, patronage, and the importance of family and kinship systems.
Social status and standpoint affect behavior and decisions in social life. Both cultures respect elders and obey their
parents. Both tales highlight the importance of adhering to traditional cultural values and respecting traditional values in

women. The tales serve several functions for culture and society. They help to preserve and create value for the cultural
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heritage of Thailand and China, convey ideologies and belief systems, and express the struggles of femininity by
addressing the socio-cultural pressures on women, frustration with social inequality, and the rights of women and the
lower classes.

In Thailand, Theravada Buddhism, Animism, and Hinduism have influenced social and moral values and the
interpretation of Lilit Phra Lo. On the other hand, Butterfly Lovers shows the characteristics of Confucianism that form
Chinese traditional culture and social structure and Taoism that can be harmoniously mixed with the concept of
Confucianism. These Chinese traditional philosophies are represented in the story without mention of any Buddhist
principles. China and Thailand both acknowledge Buddhism; however, Mahayana Buddhism in China is distinct from
Theravada Buddhism in Thailand in teaching and practices, even though comprehensive ideas and the core of Buddhist
principles are the same.

After collecting the data related to both tales to analyze religious ideologies, the result indicates that Thailand
and China share some similarities in their social structure, such as respect for elders and gender hierarchy. Thailand and
China have collective cultures exemplified through kinship systems by respecting their elders and obeying their parents.
General ideas of kinship systems in China and Thailand are alike but differ in details and complexity.

By analyzing gender definition, Lilit Phra Lo and Butterfly Lovers can be seen to convey gender inequality and
implications of gender hierarchy. Owing to cultural background, both tales reflect how men held higher positions than
women. Butterfly Lovers demonstrates evidence of a gender hierarchy system through an arranged marriage, which is
considered filial piety and an ideal principle for family life. A male leader of a family holds the authority over property with
the power to manage spouse selection, for example, considering arranged marriages for his son or daughter.

Conversely, Phra Phuean and Phra Phaeng, the two female protagonists in Lilit Phra Lo, were born into a royal
family. With high social status, they seemed to have the authority to choose the best bridegroom they wanted, but the
political conflict between the two countries led to a tragic ending. Furthermore, Thailand and China share some similarities
in the standard of a good woman. All the female protagonists do not directly take the lead in the relationship; however,
they use some tricks to persuade the male protagonists, which signifies that women with good virtue in Thai and Chinese
perspectives share some similarities, such as preserving purity, avoiding expressing her feelings directly, and needing to
follow the tradition.

Thailand and China have several differences in social and cultural perspectives. By examing the cultural context
of the selected tales, the differences are mainly due to the ideological and religious influences. Lilit Phra Lo portrays
animist beliefs that combine with other religions and shape social norms, morals, and the Thai ways of life. Regarding
the social structure in Butterfly Lovers, the tale presents characteristics of Confucianism, which is the core of traditional
Chinese culture and dominates a crucial position in the entire traditional cultural system. Meanwhile, Taoism is
harmoniously integrated with the concept of Confucianism, reflected through the Chinese worldview.

5.2 Discussion

Lilit Phra Lo and Bultterfly Lovers can be categorized into the same genre as tragedies. However, the nature of
both stories is thoroughly different, whether the protagonists’ social status or the structure of the stories. Lilit Phra Lo
narrates the story of royal families who must maintain royal power and honor and the core of the tale relate to lust, magic,
immorality, sensuality, and how protagonists being unaware of national destruction. Contrarily, Butterfly Lovers presents
the story of scholars under traditional customs. Unlike the protagonists in Lilit Phra Lo, the relationship between Liang

Shanbo and Zhu Yingtai is ideal love that expresses unrequited love under the feudal system without erotic portrayal.
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Owing to these differences, this study selected to underline the ideological and religious aspects that image the ideas of
people in the whole society, not only a group of social class, and use binary opposition to analyze the different points that
appeared in each story. In the anthropological aspect, Claude Lévi-Strauss (1955) supposed that the binary opposite
formed the basic structure of all cultures and all humans' ways of thought. This study applied binary opposition to analyze
the interpretation of symbols, structure, and holistic elements in Lilit Phra Lo and Butterfly Lovers as shown in Table 1.

Table 1 Binary Opposition Analysis in Lilit Phra Lo and Butterfly Lovers

Binary opposition Analysis

Masculinity Femininity Considering gender representation, Zhu Yingtai in Butterfly Lovers dressed like a man and expresses
masculine characteristics to conceal her femininity to pursue educational opportunity, unlike the
feminine attributes of other ancient Chinese women who follow the concept of the ideal woman who
has to be a good daughter and wife and struggle under the oppression of patriarchal society that can
be characterized by the role expectation on gender identity in the tale, which show the opposition of

male and female in ancient China under the influence of Confucianism.

On the other hand, Phra Phuean and Phra Phaeng were cultivated to be reserved noble ladies with
good manners. Their behavior portrays the characteristics of femininity, who were under the control

of their family.

Animism Buddhism Although Buddhism is the major religion in Thailand, the ideological system in Lilit Phra Lo predominantly
portrays Animist belief. Phra Lo's mother teaches her son to do good deeds and believes the cause
of karma in Buddhist thought, but she cannot obstruct her son who was under the power of magic.
The effect of supernatural power is fast and efficient in attracting him to the City of Song. Queen
Bunluea and King of Song reconciled the political relations of the two city after the death of their son
and daughters indicate the idea of forgiving in Buddhism, and Phra Lo's desire for the princesses at
the beginning of the story demonstrates the influences of Animist beliefs, such as using magical

items, or interaction with supernatural power.

Confucianism | Taoism/Animism | Confucianism and Taoism concurrently combined to create the complete core of aesthetics that
(Social rule) (Rule of nature) | shaped traditional Chinese society. Confucianism defined a rigid human social hierarchy, while
Taoism emphasized the ever-changing rhythms and flows of the natural world, which includes
humanity. Confucianism focused on societal rules and filial piety, while Taoism emphasized nature,
freedom, and spiritual immortality, promoting a harmonious relationship between humans and nature
among Chinese people. Liang Shanbo and Zhu Yingtai follow the rules of society that are influenced
by Confucian thought. Contrarily, the supernatural phenomena and butterflies at the end of the tale
can be interpreted as the reincarnation of the protagonists, which represents the characteristics of

Taoism and the belief in supernatural power, in that the spirits return to nature.

Rich Poor In Butterfly Lovers, the difference in status between Liang Shanbo and Zhu Yingtai is the biggest
obstacle to their love. Owing to the concept of arranged marriage and a well-matched status, Zhu
Yingtai grew up in a wealthy family. Liang Shanbo was born to a lower status, and neither his social
nor economic background could match her family's requirements. This restriction mirrors the condition

of people who have to survive in a hierarchical society.

Death Life In Butterfly Lovers, life can be interpreted as oppression because the protagonists need to live under

(Freedom) (Oppression) the conventional frame of society. Death is a sign of tragedy, and yet death in Butterfly Lovers signifies

the final freedom from all constraints in society.
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6. Recommendations

Recommendations for further research are as follows:

1) Further research could analyze folktales from other cultures that reflect different perspectives or compare the
results from folktale analysis with modern societies to explore any influence of the traditional culture that persists until
now.

2) This study could be extended to study literature, folktales, and various media in other contexts, such as politics
and aesthetic perspectives.

3) Researchers can define additional keywords for further study related to the adaptation or recreation of folktales

by analyzing them with different concepts and theories.
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Abstract

Building brand awareness is trustworthy and memorable among consumers; it is of the utmost
importance for today's service organizations. This qualitative research aimed (1) to analyze
brand identity, and (2) to investigate communication methods, and strategies used to build up
brand awareness for the fusion restaurant business in Narathiwat province. Data collection tool
was in-depth interviews with entrepreneurs and employees of five fusion restaurants, consisting
of two to three people each, totaling 11 informants, using a purposive sampling method.
Additionally, the researchers analyzed messages conveyed through logos, images, slogans,
and brand graphics of the case studies. The research results showed that the brand identity of
the fusion restaurants can be divided into five categories: (1) Gallery cafe' & bistro; (2) Authentic
Italian homemade pizza; (3) Halal Korean food; (4) Healthy food, and (5) Contemporary Thai
food. Those restaurants in research studies have similar methods of building brand awareness.
They used social media as the main channel, and created great content to attract consumers
via integrated online/offline advertising and public relations. They also employed influencers to
promote and review products, as well as special promotions and discounts, using a viral

marketing strategy.
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Tayalutindoudnuinu — Waunusnsu 2563 uaziivtayaiiadsludradauningian - Wlauaainu 2566 iwavili
o ) vae o @ A o o & A = A ¢ & . A o & AN o
Toyaidulagiin ;dnmmﬂuagaﬂvl,@mﬂmmumwmmaﬂmqm‘m:muam (Content Analysis) fia n3inLitan N e
TN uafUFIINI00AANNLLLAIA DA ATTUUAILNTLINLDS m'sﬁmﬂmm:ﬂ']ﬁl,ﬂ'ﬁ:ﬁmwé'uw”uﬁmawﬂ”aga
muumfauaznguejnidunseunsie Inemaseuuuumuddutoys (Data Triangulation) (Stahl & King, 2020,
p. 26) IﬂUm'im'maa'uLmd{lﬁm“ﬂaﬁagaéﬁuqﬂﬂad’]mﬁauﬁ'u%%avlsj TURLDUNWRAIDEINY ﬂ“ﬁiﬁ'ﬂﬁaiwiagaﬁm%aﬁa
e S'Jwﬂ”aﬁwiagaﬁvlﬁmﬂmiﬁﬂmLaﬂmiﬁlﬁmf’ffmLLa:msﬁﬂmLﬁamlul,wmwsnﬂﬂ I TSN UM TRN A HDLTIRNLAL
wummaaﬂﬂﬁawaaiaga ﬁﬂﬁﬂ’agaﬁmmﬁmma (Validity) LLazﬁuﬂ'ummgnﬁawaa"ﬁaga mnﬁuﬁoﬁﬁagam

e la tlajiﬂ W aﬁaga@h SMINTTUUIATIZR (Descriptive Analysis)

6. HAN13298
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1. Gallery Café & Bistro

FUMIININW N URRITILaEsauaaINawn el aishaasiu fe Tsswn” udednamas lala
§019161379 §AuuwIAA (Concept) MIsanuLLTas P udasmslhidnundswninssanuiivndauwndanla el
anen ldwudzuazwanaluusssmeasig o Foudns winannudadiunsudalznosaniilidles doidumsaia
ﬂi:aumirﬁﬁﬁl,m:mwLL&JaﬂTﬁ1i1ﬁLLrigﬂﬁﬁﬁaJﬂ°ﬁu’%mﬁLﬂuarhamn

2. o lauwe asasauuuuatudanfowuy
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Urzinauamwian nMelduuifia “We Serve the Original.” ﬁLﬁugmLLumﬁLﬁmmfz@”@uﬂaa auuuUIETAradduilnaly
IRIAUNTNFUALIIRIANALALS Muigniandszinaniaifudis

3. U IMIIMATINAA

Mr. Cheese Sanvsimuaanmaniadsalusimsaniing ﬁ@ﬁug@lﬂm@;mﬁmim"mamﬁma NuTou
FHauazamamnaduiioiale 71"2\1@1'Swg”qml,m:ﬁﬁmsﬁﬂmmam’mﬁmn niiia (Google) uazyNU (YouTube) aulel
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4. 'S‘“mmmnﬁaqmmw
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HauwAAY (Relax) NUUITIENMALAzMIAnLaIn e lusn ﬁmmj?na@%u (Refresh) ﬂ”ummmazm%aaﬁwqmmw ALl
Lmdf':uﬁ'ﬂumﬁau@m%aummé’uw”uﬁ (Reconnect) 3z#iNdgnagiindasaniy wsasundnluasauasafiunsulemu
IMIIINNB

5. T INLRAE

Proud Halal Cuisine $1ua1m3ifigmismmanaaesialiiden nsanmsauiien 019ITA WIBDINT
AZIUAN nnﬂsm'lsmmiﬁﬂyvlaﬂdmgia (No MSG — Monosodium Glutamate) ﬁmﬁuﬁn%ﬁagmmﬁﬁm@ lasman
éamifmamﬁalﬁgﬂﬁﬂﬁfuf f@qﬁuﬁlﬁﬂymmsma’mluﬁfuﬁﬂwﬁ'ﬂ szt anansdssinaunasIn 1w Lile

a dv( a &) v
NNaztaIvany uan

HALAL FOOD

PLAN TWO

Juice bar & cafe’

GRILL

i 2 anaysneaipsiaiuansihituludmiauning

73U TUTGU H9a181aNI1EA2 (Unique Selling Point) NLAALAULATLANAIN S dawaiﬁ;ju’%‘[m
o A o & v a v a A a o & 4 v a v '
aafulalainodu iwnzlunszuiumidadula guilnaszdsziduiudimnass ivalwifaanududuazasulanddanna

@Tmmﬂﬁmnﬁq@ atnglsAa LLﬁdﬁmmmsﬁLﬂumtﬁﬁﬂmanﬂugiﬁwaamaqaﬁuluﬁuﬁﬁmfmwLmumﬂlé’ L6l

A

mMIfnuesAIN B IRAT8IIIWIN “Halal - 318" nIeemINaulaanuuniyaauridsaa dnanniidasiauag

'
v A

G LGRVERLRVEN Lﬁa%“uﬂi:ﬂ“uuami”wmwuﬁ'ulﬂﬁuﬁgnﬁwaﬁuluﬁuﬁﬁmmémmm INNANN 2 WU J 4 U

o

2/ “Halal” luanaryanwaldud laun (1) 13990 (2) Mr. Cheese (3) D'lish Pizza uaz (4) Proud Halal Cuisine WD
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1. MI3krRaIaNaanlail (Social Media)

A o & A Aoy AZa o A o a o A o A A o &

aamﬂuaauvlamfluaawammi luniaa {ilaznauminiaiinyesganieiuamiiagu feasinaiiaualisom

A > a v a v v oa ' A ] o [ 4 . U s
I AINUFUAILAZUINNT b mt;d‘uﬂnﬂLﬂ'mmﬂmw,ﬂsamslamua awlal (Social Network) Imgmmma:amms
sunInldnauniafiujitensewitnu inasdnidurenanigsznauniims 5 Hiuldremsldsuilnanaly saulask
LLazSuamLmimLﬂuﬁaomaﬁlﬂﬁﬁamsri"u@’u’ﬂnmmuL«:LW']:L%']:N L‘ﬁ'am?’mmi%'ug”l,l,mu@il,a:ﬁQ”aﬂmwﬁﬁmm’w
o a & . ' 4 4 A . | ' d X a o

(Engagement) NULLTHALANTIWDENIADLHDY lasthanNFassdawlngdninannsannis Tean19nIasTadudn N3
fETuN1IPNe MIudsnaue-daiu nseeudianungnensauniaun nwﬁm’mmaﬁwﬁaga (Share) ﬁg}ﬂﬁﬁm‘szﬁ
a v v 6 v dl Y A & v 1 ad A d"
fauenlimidud sz lominiamIaana Lm:msmauqmgﬂm'ﬂmlmmmi ot gnénaanTauLituzlnw 36la wIatiann
19 9 lddan faidunsiessuuuuandefiviaduazidninadensiviinawiudedsavasulailudgin aif

v v 1 & 1
LINVB I WA IR ILINET:

@ 1 a = 3 1 1 o o ~ a 1 6V 1 9/ ” U U
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Café, MINOMNIEIULAAR, 20 NINYIAN 2566)

(2 v a

vsiuldisiTnwyaganalu Google Maps fa Dllish Pizza ial@gndraunndumifiasituamisldinouag

v
a A o 1

5201529% ﬁmwﬁaﬂlunﬂsﬁnmmﬂu%aﬁaiﬁgnﬁw";ﬂa'jw Puansidarauuaztiesisanuazainluides
MIEuNIINTaFum niaun Ul wleinedu ’E’JMﬁdLﬂ@Iaﬂ’]alﬁ/ﬂﬂﬁ/’]LﬁuaLLuuﬁU’mﬁJﬁuﬁ’] LazuIN1I
WALEIFINITNINTHANT LA e ﬂ”@ﬁﬁﬂi:ﬂaumﬂﬁmﬂmﬁu:

“Google Maps A8 HLNAYATIUHY WEIDINTH 127 (@nein — FI98) 7552 lusin 15wy Google fias

19O ANYBIHY HUYNAIUGIINAL” (1811893 % Dllish Pizza, mi?}amsmuqﬂﬂa, 25 FIN1AN 2566)
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sd (e wamvemdulysunsuasy” (312esulsann, miﬁamsmuqﬂﬂa, 30 NINZIAY 2566)

2. m3aoitam (Content Marketing)

Iaﬂmqm]'agmmmiﬂﬂgﬁu ﬁLf':amﬁaﬂaumuﬁ%mn%mmmumﬂm;ﬁumﬂmm:i’u Toslamnz itavnans

a “ a o a A A a4 a a ' Y v A & ad 4 do
PNUINURUBATLLRZUINIT ﬂQ%L‘Yl%(ﬁﬂQLﬂ%LﬂiaGNaﬂﬂidﬂYlﬁWﬂGl?Jﬂ’l’]wgﬁﬂ"ll@\‘iﬁdﬂiiﬂﬂ LLﬂtLﬂ%’)ﬁﬂ’]iﬂ%dﬂﬂdﬂi:ﬂa‘]_lﬂﬁi
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3. m3lawoneanlall (Digital Advertising) Laznslaiwanaanlail (Traditional Advertising)
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4. MIUTTTRUNUS (Public Relations)
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Abstract

This systematic literature review examines 43 articles on sustainable marketing within the
hospitality industry, sourcing from the SCOPUS database published between 2019 and 2023.
The study utilized an integrative review approach, revealing three main findings. Firstly, it
highlights various dimensions such as Sustainable Marketing, Social and Cultural Notions,
Green Consumers, and Entrepreneurial Marketing in the hospitality industry, emphasizing a
relative lack of attention to Green Marketing and Corporate Social Responsibility despite their
impact on company performance. Secondly, the research identifies a pervasive absence of
universally recognized definitions for sustainability in marketing and consumer behaviour of
the hospitality industry, leading to the proposal of a comprehensive term, "sustainability-
motivated marketing." Lastly, the study not only organizes existing research but also elucidates
future research directions, emphasizing the interdependence of sustainable marketing with
entrepreneurship, customer-centric sustainability, and the role of public policy in the hospitality

industry
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1. Introduction

Sustainability has become a focal point in contemporary marketing practices, reflecting a shift in consumer values
and societal expectations. This guideline article presents a systematic literature review aimed at synthesizing key insights
and trends in sustainability within the marketing domain. By providing a comprehensive overview of existing research, this
guide seeks to assist marketers, researchers, and businesses in navigating the evolving landscape of sustainable
marketing.

The initial step of this research involved the formulation of specific research questions centering on key aspects
of sustainability in the hospitality industry within the marketing literature. Three focal inquiries were addressed: first, an
exploration of the key implications stemming from the sustainability of hospitality industry research published in marketing
literature over the last five years; second, an inquiry into whether the discipline manifests a marketing-centered definition
of sustainability; and third, an examination of the sustainability dimensions that have been explored and identification of
further research. Following the formulation of these research questions, the subsequent stage encompassed the
systematic collection of relevant literature through the utilization of SCOPUS, a widely employed resource in systematic
literature review studies (Khodabandelou et al., 2022) and repository stands out as one of the most comprehensive and

exhaustive databases in the realm of scientific research (Chadegani et al., 2013).

2. Literature Review

Since the 1960s, there have been many research studies on the relationship between environment, society, and
ethics in terms of consumer and business owner responsibility (Hegevold et al., 2014; Vagasi, 2004). However, the
concepts of sustainability and sustainable development have only recently become more focused. The growing number
of research could be attributed to a variety of environmental issues, particularly natural disasters caused by climate
change and global warming, which threaten natural resources. As a result, sustainable company management models
and frameworks have been developed to address the situation and move towards sustainable development (Sealy et al.,
2010; Manna et al., 2011).

2.1 Defining Sustainability

Sustainability is a component of economic theory established in response to the demand for responsible behavior
by all stakeholders, including governmental and private entities, as well as consumers (Vagasi, 2004). Sustainability is
generally associated with three major elements: the environment, the economy, and society, which is known as the triple
bottom line concept, which was proposed in the 1990s (Murphy & Knemeyer, 2015). Danciu (2013) concludes that the
three elements of sustainability must be interrelated equally, where the economic sustainability necessitates an economic
structure that promotes equitable access to resources and opportunities, as well as the fair distribution of finite
environmentally productive space, enables sustainable livelihoods, and builds profitable company and industry based on
strong ethical principles; the social sustainability seeking for positive human development, fair quality of life and just
societies; the environmental sustainability promotes the balance between protecting natural environment and using the
resources fairly for all beings. Kotler and Keler (2012) define sustainability as “the ability to meet humanity’s needs without
harming future generations (p. 633)". Jones et al. (2008) suggest that the concept of sustainability is not just limited as
the way to protect and preserve natural environment. In terms of consumer behavior, sustainability refers to ways that

provide profit for manufacturers while also being environmentally benign and socially responsible (Hawkins &
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Mothersbaugh 2010). This indicates that while people in the current generation strive to meet their wants, they are not
permitted to deplete resources for future generations' needs.

The combination of these three components will increase the value of the product while also creating value for
consumers, which is the purpose of doing business this decade. As a result, in order to succeed, sustainable businesses
must not just focus on profit, but also on responsibility and concern for future customers.

2.2 Sustainable Marketing Framework

Sustainable marketing remains consistent with the core principle of marketing which is to identify consumer
needs and wants, satisfying them and earning a profit (Seretny & Seretny, 2012). What has been added to this notion is
an emphasis on resource use, which is responsible for today and tomorrow's lives (Kotler et al., 2010). Peattie and Belz
(2010) suggest that sustainable marketing is inventing, producing, and delivering sustainable solutions with higher net
sustainable value while continually pleasing consumers and other stakeholders.

Sustainability marketing, another phrase commonly used in this context, can be defined as “companies that
satisfy the needs of industrial and consumer markets whilst remaining within biophysical constraints, and only exploiting
resources at a rate at which they can be sustainably maintained, recovered or replenished in cradle to cradle, closed-
loop ecological systems” (Borland & Paliwoda, 2011, p. 59). Peattie and Belz (2010) explain that sustainability marketing
consists of “building and maintaining sustainable relationships with customers, the social environment and the natural
environment” and it “shares the long-term orientation of relationship marketing, as opposed to the short-term transaction
focus of modern marketing” (p. 9). They continually explained that sustainability marketing requires different and innovative
thinking in the area of treating socio-ecological problem as a starting point of marketing process, understanding consumer
behavior holistically, reconfiguring the marketing mix and appreciating and utilizing the transformational potential of
marketing activities and relationships (Peattie & Belz, 2010).

Among the environmental trends, there are various marketing-related ideas for being responsible to society. As
a result, the "Green" concept was introduced to the corporate sector in response to concerns about environmental issues
on a global scale. To be more explicit, green marketing, ecological marketing, or environmental marketing is concerned
with "marketing effects on the environment and costs of serving consumer needs" (Vagasi 2004, p. 251). Green marketing
takes on social responsibility by developing environmentally friendly production processes. Green design, green product,
green process, green logistics, and green marketing are terms used to describe ecologically responsible corporate actions
and to interact with customers. The green idea clearly focuses on both providing product value and adding value to
consumers' lives (Songsom, 2012).

Even though green marketing shows an attempt to be friendly to the environment, it still lacks the emphasis on
individual consumer behavior which is one of the most critical components to achieve sustainable development. Social
marketing, which deals with social change, may be another viable option to sustainable marketing as it focuses on
changing people's immediate behaviors by changing values and attitudes that influence behaviors (Gordon, 2011).
Corporate social responsibility (CSR) differs from Green in the way that it does not manufacture products or provide
industrial processes that directly address environmental issues. CSR possibly refers to any efforts that encourage
consumers to engage with a company, a product, a brand, or even a firm's image (Seretny & Seretny, 2012). As a result,
CSR has evolved into a marketing activity that helps organizations gain a competitive edge by adding value to their

products, services, or brands.
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In the study of Borland and Paliwoda (2011), which is about marketing responsibility in an era of climate change
and sustainability, suggests that marketing responsibility must, for example, include the balance of long-term needs of
consumers and short-term profit; the marketing program that is relevant to longer-term ecological sustainability; the
marketing that supports environmentally friendly design, manufacture, and consumption; and the marketing that
encourages businesses

To achieve the goal of sustainable marketing, which attempts to increase sustainable products and services,
organizations must determine what is sustainable demand for products and services (Danciu, 2013). In contrast to
traditional marketing, which views consumers as individuals who want to fulfill their needs and think of themselves
separately from society and the ecological system (Peattie & Belz, 2010), in this decade consumers are more concerned
with social and environmental issues, which leads to sustainable consumption behavior. As a result, if enterprises continue
to manufacture and support sustainable products, sustainable demand will be appropriately driven as there is already a
community of sustainable customers (Danciu, 2013). To stimulate sustainable demand will definitely lead to sustainable
consumption which highlights on gaining mutual responsibility from both consumers and companies or producers (Vagasi,

2004).

3. Research Methods

This paper undertakes a systematic literature review to aggregate, structure, and categorize scholars' contributions to
the realm of sustainable marketing of hospitality research. Described by Kitcharoen (2004) as a method for identifying,
evaluating, and interpreting all available research pertinent to a specific research question, topic area, or phenomenon, a
systematic literature review ensures a transparent and reproducible selection, analysis, and presentation of prior research
on a given subject. The revisited content encompasses 146 articles sourced from the SCOPUS database, evaluated
through specific structural dimensions to classify literature into analytical categories. Adhering to the methodologies
outlined by Denyer and Tranfield (2009) and Mayring (2003), the review process unfolds across five key stages: (1)
Formulation of research questions; (2) Data Collection: defining and delimiting materials and the unit of analysis; (3)
Descriptive Analysis: evaluating formal aspects of collected material using quantitative methods; (4) Category Selection:
identifying structural dimensions and related analytic categories to organize the material; and (5) Material Evaluation:
assessing the material based on previously established dimensions and categories. The outcomes are interpreted to

delineate pertinent issues in the field.

3.1 Data Collection

To enhance the efficiency of data collection, a set of meticulously chosen and targeted keywords, such as "Hotel
or Hospitality" AND "Sustainability Marketing" OR "eco-friendly Marketing" OR "Green Marketing" OR "Ecolabel Marketing
OR "Environmental Practice,” were utilized. Employing these keywords, a systematic exploration was conducted using
Publish or Perish version 8, resulting in the initial identification of 146 data sources.

This study rigorously established explicit and effective criteria for including and excluding prior research. While
conventional practice typically emphasizes studies conducted within the last five years (Handayani et al., 2020), our
investigation extends this timeframe to cover the most recent five years (2019-2023). This decision is driven by the need
to capture the most updated data and observe trends, especially considering the widespread adoption of technology and

the transformative impact of the COVID-19 pandemic on the hospitality industry. The technological evolution and changing
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dynamics during the COVID-19 pandemic have led to a substantial transformation in the destination image evaluation
process in tourism and hospitality operations, which presents both opportunities and challenges. Consistent with the
recommendations of Behl et al. (2022), our selection process prioritized articles from reputable journals and conference
papers. Both qualitative and quantitative research methodologies were considered. To ensure that the study's focus and
methodological rigour were maintained, papers before 2019, book chapters, systematic reviews, content from other online
databases, and non-English articles were intentionally excluded. Afterwards, a strict application of inclusion and exclusion

criteria narrowed the selection to 46 articles subjected to further analysis to ensure contemporaneity and relevance.

3.2 Data Analysis
Figure 1: The PRISMA flow diagram
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This study employs a bibliometric analysis based on the SCOPUS database. Following a systematic refinement

process, 145 articles were initially retrieved. The stepwise approach to refining the search is as follows:

Step 1: Utilizing keywords such as "Hotel" or "Hospitality" and "Sustainability Marketing," "Eco-friendly Marketing,
"Green Marketing," "Ecolabel Marketing," or "Environmental Practice" in the SCOPUS database resulted in 146
articles.

Step 2: Removal of duplicate records reduced the articles to 102.

Step 3: Exclusion criteria, including book chapters, reviews, and articles in languages other than English from
2019 to 2023, further refined the selection to 67 articles.

Step 4: Filtering out research not directly related to "Marketing," "Hotel" or "Hospitality," and "Sustainability in
Marketing" resulted in N=43 articles.

Step 5: Manual verification of the articles was conducted, resulting in N=43 articles for the final analysis.

Figure 1 illustrates the stepwise process of selecting papers for the final revision. The processing commenced

with the initial article search and concluded on December 4, 2023.

3.3 Result and Discussions

The 146 earliest articles about the preliminary investigation within the sustainability domain in hotel marketing

was published in 2007. The graph in Figure 2 depicts a noticeable increase in research papers since 2020, attributed to

the COVID-19 pandemic and the shift towards sustainability (Arisandi et al., 2023).

Figure 2: Number of Articles Published on Sustainability Marketing in Hospitality
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Table 1 illustrates a pronounced concentration of studies on sustainable marketing in the hotel and hospitality

sector between 2019-2023, with India emerging as the preeminent contributor, constituting 13% of the reviewed literature.

The United States closely trails, showing the second position with an equivalent share of 10%. Ukraine, Malaysia and

Taiwan share the third position with an equivalent share of 8%. Additionally, Figure 3 delineates the geographic distribution

of these studies, distinctly revealing that most of the research has been conducted in the Asian region. This regional

focus indicates a discernible scholarly emphasis on sustainable marketing within the hotel and hospitality context in the
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Asian domain. As per the methodology employed in this study, no studies in Thailand were identified during the

investigation.

Table 1:

Contribution of Major Countries
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Figure 3: The Division of Articles according to Countries and Continent
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In the study conducted by Tian and Kamran in 2022, the authors proposed a framework consisting of six clusters

that highlight the crucial role of marketing in linking sustainability, society, environment, consumers, and corporate

134



Jasais3inAfAnuv
> UKIDngndgavuaiunsuns

Journal of International Studies
Prince of Songkla University

U9 14 200N 2 (NINYIAN — TUINAY 2567)

sustainable development. This research applies the classification established by Tian and Kamran to categorize studies
in sustainable marketing within the hospitality sector. The framework defines six clusters in Table 2, which encompass
various areas that explain the influence of social and cultural beliefs on consumer-oriented sustainable marketing. These
clusters are identified as sustainability and sustainable marketing (Cluster 1), entrepreneurial marketing (Cluster 2), social

and cultural beliefs and green consumers (Cluster 3), green marketing and corporate social responsibility (Cluster 4),

customer-oriented sustainability (Cluster 5), and sustainable consumption and public policy (Cluster 6).

Table 2:

Clusters Group of Sustainable Marketing

Clusters

Definition

Studies in Hospitality Industry

Cluster1—Sustainability

and sustainable marketing

The studies in this cluster primarily focus on the theoretical
foundations and practical implications of sustainability and
sustainable marketing. "Sustainable marketing", as defined by
Peattie (2001), goes beyond traditional environmental,
ecological, and green marketing. It seeks to meet the complete
environmental costs of production and consumption, contributing
to creating a sustainable economy. Van Dam and Apeldoorn
(1996) and Lunde (2018) emphasize feasible trade-offs between
business and environmental concerns to enhance consumers'
quality of life and well-being. Peattie and Belz (2010)
expanded sustainable development by implementing eco-
centric corporate transformational marketing strategies.
Ozanne et al. (2016) highlighted managerial challenges, while
the macro-marketing approach addresses them. Meng (2015)
introduced two dimensions of sustainability and presented a
typology of macro efficiency, effectiveness, and sustainability.
Sustainability marketing focuses on transaction capacity building
(TCB) to empower marginalized individuals and alleviate
poverty. Overall, the dominant philosophy in this cluster is the
Triple Bottom Line (TBL), with sustainable marketing emerging
as the influential concept. This concept emphasizes the
integration of ecological, social, and economic considerations in

marketing practices.

Bharwani & Mathews (2023(; Jia, Igbal,
Ayub, Fatima, & Rasool (2023(; Horng,
Liu, Chou, Yu, & Ng (2023(; Liu, et al.
(2023(; Kizanlikli, Margazieva, Asanova,
& Gundogdu (2023(; Abdou, Shehata,
Mahmoud, Albakhit, & Almakhayitah
(2022(; Khawand, Ghasemi, &
Sahranavard (2022(; Duric & Topler
(2021(; Fronda, Cassioli, Sebastiani,
Galeone, & Balconi (2021(; Kumar &
Sheoran (2021(; Hussain, Mu,
Mohiuddin, Danish, & Sair (2020);
Vinzenz, Priskin, & Wirth (2019(; Wang,
et al. (2019(

Cluster2—
Environpreneurial

marketing

Cluster 2 focuses on the concept of environpreneurial
marketing (EM). Menon and Menon (1997) introduced the EM
concept based on corporate environmentalism. To develop this
approach, they integrated discussions on the natural
environment, managerial decision-making, and the resource-
based view (Hart, 1995). EM consists of three dimensions -
strategic, quasi-strategic, and tactical - encompassing strategy
decisions, core values, and organizational infrastructure. EM
combines social performance

goals, corporate

entrepreneurship, and marketing strategy, leading to

environmental-oriented corporate strategic sustainability. EM

Bernard, Rahman, & Douglas (2023(;
Clark, Kang, & Calhoun (2023(; Bordian,
Gil-Saura,, Seric, & Berenguer-Contri
(2023(; Horng, Liu, Chou, Yu, & Hu
(2022(; Kapoor, Balaji, Jiang, &
Jebarajakirthy, (2021(; Amatulli, Angelis,
& Stoppani (2021(; Han, Lho, Jung,
Ariza-Montes, & Araya-Castillo (2021(;
Sun, Liu, Chan, Zhang, & Chen (2021¢;
Bordian, Gil-Saura,, Seric, & Berenguer-

Contri (2023(; Khatter, White, Pyke, &
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is a set of practices that aim to develop and implement
marketing strategies that are profitable for businesses and
environmentally sustainable. This approach is characterized by
a focus on innovation and the use of technology to achieve
economic and social objectives (Chan et al., 2012). The
resource-based view of sustainability emphasizes the
importance of CSR in promoting sustainable practices that are
good and lead to better outcomes for both businesses and
society (Lindgreen & Swaen, 2010). Methodologically, studies in
this cluster employ a mix of conceptual development, construct
validation, and empirical testing, drawing from theories like
corporate environmentalism, the resource-based view, and
market-oriented They utilize

sustainability. quantitative

approaches to examine relationships between EM, firm
performance, and internal/external factors, contributing to a
nuanced understanding of the role of environmental concerns in

marketing strategy and organizational performance.

McGrath (2021(; Tanford, Kim, & Kim
(2020(; Santos, Veiga, Aguas, & Santos
(2019(

Cluster3—Social and
cultural notions and green

consumers

Cluster 3 delves into the social and cultural aspects influencing
consumer behaviour, particularly in the context of green
consumption and sustainability efforts. Diamantopoulos et al.
(2003) integrated social perspectives into consumer behaviour
research, showing how socio-demographics influence green
consumer behaviour and sustainability efforts in marketing.
Consumer decisions are influenced by social class, family cycle,
education, and gender, affecting environmental consciousness.
Educating consumers on sustainability can improve behaviour
and contribute to a sustainable future (Press, 2021). "Green"
perceptions vary based on environmental involvement and
perceived benefits. Factors like cost, convenience, and
sustainability impact decision-making. Balderjahn et al. (2018)
developed a consumer consciousness typology that goes
beyond sustainability concerns to reveal the impact of social
factors on purchasing behaviour. Social and cultural notions
embedded in consumption practices affect green consumer
behaviour. The social view highlights the positive impact of
material consumption on stakeholders' well-being, aligning with
marketing goals (Lee & Sirgy, 2004). Press (2021) calls for
research on sustainability that integrates social and cultural
perceptions into consumer behaviour analysis. The studies
employ various methodologies, including empirical analysis,
panel data analysis, and theoretical development. Balderjahn et
al. (2018) use panel data analysis to create a typology of
consumer consciousness, demonstrating the independent roles
factors Other studies

of social in purchasing decisions.

investigate the influence of social and cultural notions on

Arisandi, Gao, & Loh (2023); Bordian,
Gil-Saura, & Seric (2023(; Sinnappan,
Salim, Maideen, & Kunjiapu (2023(;
Patwary, Aziz, & Hashim (2023); Sadiq,
Adil, & Paul (2022(; Eid, Agag , &
Shehawy (2020(; Nelson, Partelow,
Stébler, Graci, & Fujitani (2021(; Wang,
et al. (2021(; D’Souza, Apaolaza,
Hartmann, & Brouwer (2021(; Serrano,
Ariza-Montes, Nader, Sianes, & Law
(2021(; Kang & Nicholls (2021(; Roseta,
Sousa, & Roseta (2020(; Mele, Gomez,
& Garay (2019(;
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consumption practices and societal stakeholders' quality of life

and well-being.

Cluster4—Green

Marketing and CSR

In Cluster 4, sustainability liability, rooted in product ethics and
corporate social responsibility (CSR), is the primary theoretical
foundation. Based on product ethics and CSR, sustainability
liability suggests that consumers prioritising strength-related
attributes may not prefer ethical products. Green marketing and
CSR are strongly linked to a company's performance (Cronin et
al., 2011; Peattie, 1999). Sustainability may not always benefit
manufacturers, as consumers categorise ethical products based
on criteria that may not align with their utility-oriented
preferences. However, marketing can contribute to societal well-
being and economic efficiency (Sirgy et al., 2012). Recent
research by Dyck and Manchanda (2021) introduces Social and
Ecological Thought (SET) marketing based on virtue ethics. SET
marketing prioritises social and ecological well-being while
creating economic value. SET marketing encourages ethical
purchasing decisions and demarketing practices and validates
CSR to achieve sustainability. Polonsky and Rosenberger
(2001) introduced the six Rs for reverse logistics, aligning with
CSR in aftermarket logistics (Lee & Lam, 2012). These theories
emphasise the link between green marketing, CSR, and
sustainability. Methodologically, studies employ a mix of
theoretical development, empirical analysis, and conceptual
frameworks to explore the relationship between sustainability,
consumer behaviour, and corporate performance. They validate
concepts like CSR and demarketing practices, emphasising the
interrelatedness of green marketing and CSR in achieving

sustainability goals.

Sadom, Quoquab, Mohammad, &
Hussin (2022(; Shanti & Joshi, (2022);
Hassan, Shehata, El Dief, & Salem
(2020(; Yusof & Soelar (2021(;
Chandran & Bhattacharya (2019(

Cluster5—Customer-

centric sustainability (CCS)

Studies in this cluster delve into consumers' cognitive
processes, motivations, bodily sensations, thoughts, and
emotions, emphasizing acceptance as a key attitude in fostering
mindful practices. Customer-centric sustainability (CCS),
introduced by Sheth et al. (2011) through mindful consumption
(MC), emphasizes a shift from a mindful mindset to mindful
behaviour, focusing on temperance for optimal consumption
aligned with individual values. Temperance centred on nature,
self, and community involves repetitive, acquisitive, and
aspirational behaviours. While Bahl et al. (2016) highlight
cognitive processes and motivations in MC, CCS underscores
individual differences in mindfulness and tactical application.
Despite being cited frequently, CCS's theoretical contributions
have not been extensively translated into research and business
practices. Originating from ecological and sustainable marketing

efforts, the motivation is to cultivate better consumption styles,
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improve personal economic situations and well-being, and
consider stakeholders' welfare and quality of life (Seegebarth et
al., 2016; Seshadri, 2013). Methodologically, studies in this
cluster utilize a mix of theoretical development, conceptual
analysis, and empirical investigation. They explore consumers'
mindfulness levels, consumption behaviours, and their impact

on personal economic situations and well-being.

Custer6—Sustainable
Consumption and Public

Policy

This aligns with Prothero et al.'s (2011) interdisciplinary research
framework, which addresses inconsistencies in consumer
attitudes, behaviours, and macro-institutional approaches in
sustainability literature. This integration emphasizes the role of
marketing, consumers, and policymakers, challenging the
dominant social paradigm. To address sustainability and
consumption, the cluster advocates considering the entire
product consumption cycle, including pre- and post-use stages,
public policy support, and consumer rights and responsibilities.
Proposed initiatives include sustainability labelling, eco-tax,
ecological footprint reduction, decreased material consumption,
and promotion of consumer well-being and social welfare.
Geiger et al. (2018) identified barriers to interdisciplinary
research, such as differences in evaluating sustainability. To
address this, they proposed a model that integrates
sustainability dimensions, consumption phases, and areas.
Consumers' environmental responsibility may require public
policy implementation, such as economic incentives and
recycling infrastructure. Local sustainability initiatives
collaborating with organizations also play a vital role
(Liyanaarachchi et al., 2021; Zhu & Mazaheri, 2021).
Methodologically, these studies employ a mix of conceptual
analysis, empirical investigation, and policy analysis to explore
the complexities of sustainable consumption and inform

policymaking and organizational practices.

The examination of sustainable marketing in the hospitality industry can be structured into six distinct clusters,

which provide valuable insights into sustainable marketing practices. Cluster 1 is focused on Sustainability and Sustainable

Marketing. It consists of 13 studies highlighting the importance of meeting environmental costs while improving consumers'

quality of life. Cluster 2, Environpreneurial Marketing, comprises 12 studies that emphasize the significance of innovation

and technology in achieving economic and social objectives. Cluster 3, Social and Cultural Notions and Green Consumers

includes 13 studies that explore how socio-demographics and cultural beliefs influence green consumer behaviour. Cluster

4, Green Marketing and CSR, is represented by five studies that show the strong link between green marketing, corporate

social responsibility, and company performance. However, Clusters 5 and 6 are not represented in the hospitality scope

of the study. Despite the lack of papers in these clusters, their conceptual frameworks are essential to understanding how

sustainability and sustainable consumption intersect with public policy and customer-centric sustainability.
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4, Conclusion

This study systematically reviews 43 articles on sustainable marketing within the hospitality industry. The articles
were published in SCOPUS database from 2019 to 2023. Using an integrative review approach, the study aimed to shed
light on the fragmented trajectory of marketing research concerning sustainability in the hospitality sector. It also aimed
to elucidate the evolution of the marketing discipline within this industry.

Three primary findings were identified in the investigation of sustainable marketing in the hospitality industry.
Firstly, key insights are derived from the reviewed studies through an inductive organizing framework. This framework
highlights that the focus on sustainability within the marketing discipline has predominantly been on specific dimensions,
such as Sustainable Marketing, which emphasizes the need to address environmental costs while improving consumers'
quality of life. Additionally, Social and Cultural Notions and Green Consumers emphasize the impact of socio-
demographics and cultural beliefs on green consumer behaviour. Furthermore, environpreneurial marketing emphasizes
the significance of development, innovation, and technology in achieving both economic and social goals. At the same
time, Green Marketing and CSR receive comparatively less attention despite showcasing the strong link between green
marketing, corporate social responsibility, and overall company performance.

Secondly, the present review has identified a significant trend in the researched literature, where a considerable
amount of work focuses on sustainability in marketing and consumer behaviour without clear and agreed-upon definitions.
The marketing literature generally lacks a universally recognized definition of sustainability. To address this gap, we have
contributed to the academic discourse by introducing a novel definition of "sustainability-motivated marketing."
Sustainability-motivated marketing integrates environmental, social, and economic sustainability, connecting green
marketing with corporate social responsibility, promoting mindful consumption, and considering the influence of socio-
demographics and cultural beliefs on consumer behaviour, all while advocating an interdisciplinary approach throughout
the product consumption cycle with support from public policy initiatives (Sheth & Parvatiyar, 1995; Van Dam & Apeldoorn,
1996; Charter et al., 2002; Kirchgeorg & Winn, 2006; Schrader et al., 2010; Belz & Peattie, 2012; Kenning, 2014 & Lunde,
2018). This proposed definition incorporates essential marketing elements and considers key business stakeholders,
providing academics with a marketing-centric foundation to further explore sustainability. On the other hand, with the
proposed definition of "sustainability-motivated marketing," the hospitality industry can integrate environmental, social, and
economic sustainability into its marketing strategies, promoting eco-friendly practices, demonstrating corporate social
responsibility, and encouraging mindful consumption among customers. By considering socio-demographic factors and
cultural beliefs, hospitality marketers can tailor their messaging to resonate with diverse audiences. Adopting an
interdisciplinary approach and advocating for supportive public policies can further enhance sustainability efforts
throughout the product consumption cycle. This comprehensive framework not only attracts environmentally and socially
conscious consumers but also positions hospitality businesses as responsible stewards of the environment and society,
contributing to the broader goal of sustainable development.

Lastly, this analysis not only organizes existing research but also illuminates potential avenues for future studies
and practical implementations in sustainable marketing within the dynamic context of the hospitality industry. The identified
clusters underscore the interdependence of sustainable marketing with entrepreneurship, customer-centric sustainability,
and the imperative role of public policy. However, in the absence of a unifying framework, it has progressed in an
unstructured manner. This structured framework not only aids in synthesizing current knowledge but also serves as a

guide for navigating the complexities and opportunities inherent in the pursuit of sustainable marketing goals. Furthermore,

139



Jasais3inAfAnuv
> UKIDngndgavuaiunsuns

"so’ Journal of International Studies
Songw>™ Prince of Songkla University

Vol. 14 No. 2 (July — December 2024)

the significant focus on research in Asia is especially noteworthy when considering the continent's unparalleled diversity.
It encompasses some of the world's most vibrant cities, rich cultures, and awe-inspiring natural wonders. This regional
emphasis aligns with Asia's status as one of the world's premier tourist destinations, reinforcing the scholarly attention
directed towards sustainability within the hotel and hospitality industry in this dynamic and diverse continent. Additionally,

this offers valuable insights for future research in Thailand.
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Abstract

This academic article aimed to 1) study the toponym and context of Ban Kang Pla and 2) study
the guidelines for designing and developing the community products from Kang Pla trees
through participation process for promoting the grassroot economy of Ban Kang Pla
community, Mueang District, Loei Province. An interview, focus group conversation, meeting,
and an evaluation form were used as research tools for evaluating the design and development
of the community products. The obtained data was analyzed using content analysis. The
results showed that the toponym of Ban Kang Pla was originated from Kang Pla trees growing
and covering the area along the Loei River. Then, the villagers named the village after the
name of Kang Pla tree to show the identity of the area. Kang Pla is a small shrub normally
growing in wet areas. The guidelines for designing and developing the community products
from Kang Pla trees through participation process were divided into 7 stages as follows: 1)

making inspiration and concepts of products, 2) searching for community's identity, 3) searching for
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product information, 4) designing and drafting products, 5) trying using Kang Pla Tree products,

6) criticizing and evaluating products, and 7) marketing and promoting the products
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Manuscript Submission

1. Aim and Scope:

Journal of International Studies, Prince of Songkla University (E-ISSN: 2730-4167) is a national bilingual-
pattern (Thai and English) double-blind peer-reviewed semiannual journal published by the Faculty of International Studies,
Prince of Songkla University, Phuket Campus, Thailand. Its aim is to provide a platform for domestic and international
specialists, scholars, and students to publish their research works, academic articles, book reviews, and review articles
under the interdisciplinary of humanities and social sciences, education, economics, business administration and

management.

2. Publication: Semiannual

Issue No. 1 January — Jun and Issue No. 2 July — December

3. Submission: Throughout the year

4. Manuscript Submission
4.1 Preparation of Manuscript

4.1.1 Article specifications

1) An article must conform to the aim and scope of the Journal.

2) The article must be written either in Thai or English. It must not have been previously published and
must fall under one of the following disciplines: humanities and social sciences, education, economics, or business
administration and management. If written in English, it should be proof-read by a native speaker before submission.

3) It must be written in Microsoft Word using a defined font of Browallia New.

4) It may be between 10 and 15 pages, using A4 paper size.

5) It must provide an abstract of no longer than 200 words, and be written in both Thai and English. It
must include the title of the article, name, and surname of the author, and keywords of between three and five.

6) Name and surname, a highest degree, an academic title (if applicable), an institution, and an email-

address of the author must also be included.

4.1.2 Page Lay Out Setting

1) A4 paper size must be corresponded.

2) Single space must be used.

3) Upper, lower margins must be 2.54 centimeters or 1 inch. Left and right margins must be 1.78

centimeters or 0.7 inch.
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4.1.3 Font Style

The article must be written in Microsoft Word using a defined font of Browallia New.

Article Components in Letter
Printing style Letter size
order of arrangement characteristics
Title Bold Left 18
Author’'s name Italic Left 12
Institution Normal Left 12
Abstract Normal Left 12
Keywords Normal Left 12
Chapter headings Bold Left 14
Secondary headings Bold Numbered 14
Text body Normal - 14
Emphasis article Bold - 14
Figure, Chart heading Bold Left 14
Sources Bold Left 12
Information in tables Normal - 12
Title Bold Left 18
4.1.4 Citation

1.4.1 Author-date in-text citation must be placed after the sentence thereof that the citation supports,
which includes the author’'s name, year of publication, and page number (s). For example:

... (Newman & Cullen, 2012, p. 12) ...

... (Newman & Cullen, 2012, pp. 12-15) ...

1.4.2 APA (American Psychological Association, 7" Edition) must be applied, which is accompanied
by a full, alphabetized list of citation in an end section, usually titled “References” in English. For example:

Book/ Textbook

Template: Author. (Year of Publication). Title. City, ST: Publisher.

For example:

Kidder, T. (1981). The soul of a new machine. Boston, MA: Little, Brown & Company.

Livermore, J. B., Quigley, E., & Bernanke, B. (2002). Field assessment in crisis counseling (2nd ed.).

Thousand Oaks, CA: Sage.
B) Journal article/ Magazine/ News

Template: Author. (Year of Publication). Title of article with first word capped. Journal Name,

Vol.(Issue No.), page range.
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For example:
Gambrill, E. D. (2001). The tide is turning: Corporeal punishment in our schools. Quarterly of Social

Work Teaching and Education, 27(2), 14-19.

C) Thesis/ Dissertation

Template: Author. (Year of Publication). Title (Dissertation degree). University, State.

For example:

Caprette, C. L. (2005). Conquering the cold shudder: The origin and evolution of snake eyes (Doctoral

dissertation). Ohio State University, Columbus, OH.

D) Internet/ Website

Template: Author. (Year). Title. Retrieved Month Date, Year, from URL
For example:

Renewable Energy Laboratory. (2008). Biofuels. Retrieved May 6, 2008,

from http://www.nrel.gov/learning/re biofuels.html
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Publication Ethics

The Journal of International Studies, Prince of Songkla University was created as a space for publishing research
articles and academic articles. Therefore, in order to ensure the dissemination of accurate, quality, transparent and in line
with internationally accepted standards of publication the Journal of International Studies, prescribes guidelines and ethics
for publication, publishing research articles and academic articles by assigning the role for the author, editor, and reviewer,

which the editorial team will inform to all three parties.

Roles of Authors

1. The author must be honest, moral, and especially not steal or copy other people's ideas or messages into
their own research articles and academic articles.

2. The author must certify that the written work is derived from the facts from the study and does not distort
information and does not contain false information.

3. The author must be responsible for his/her work and certify that the work has never been published or is not
currently in the process of being considered published.

4. In the case that the author makes a mistake, the journal will disqualify the publication for a period of at least

two years and the journal will inform the organization that the author work for or studies.

Roles of Editors

1. Editors are responsible for considering the selection of articles to enter the quality assessment process for
publication in the journals based on content consistency and the policy of the journal.

2. During the evaluation of the article, editors must not disclose the information of the author and the person
evaluating the article to other unrelated persons.

3. Editors are responsible for reviewing articles for plagiarism and applying other published articles for re-
publication so that articles published in the journals do not copy the works of others and do not publish articles that have
been published elsewhere.

4. If detecting the copying of another person's work or bringing another article that was previously published for
re-publication, the editor will cancel the article evaluation process, and if the article has been previously published, the

editor will use the right to withdraw the article and notify the organization that the author work for or studies.

Roles of Reviewers

1. The reviewer evaluating the article must maintain the confidentiality of the article submitted for evaluation.

2. The reviewer must not have any interest with the author or any other reason that makes it impossible to give
comments freely. If so, the article reviewer must notify the editor of the journal about the result of the evaluation to decide
to accept or refuse the article.

3. The reviewer of the article should evaluate articles in the field of study to consider the quality of the article
and not use personal opinions that do not have support information as criteria for judging articles.

4. If the reviewer finds that the evaluated article has any part that has similarities or duplication from other works,

the reviewer must also inform the editor.
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