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Perceived Multidimensional Value Towards Beauty

Product Consumption Experience
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Nichanan Fongwanna’

Abstract

This research aims to develop a tool for measuring customer
perceived value from consumption of beauty product experiences.
The sample consisted of 695 customers of cosmetic products,
beauty services, and dietary supplements.The 36 items
measurement by Likert Scale used in this research was customer
perceived value closed end questions adapted from related review
literatures (Ittner & Larcker, 1996; Lai et al., 2009; Hellier et al., 2003;
Sweeny & Souter, 2001; Woodruff, 1997; Bolton & Drew, 1991; Sheth,
Newman & Gross, 1991; Zeithaml, 1988) and in-depth interviews

! Associate Professor, Ph.D., Faculty of Business Administration, Chiang Mai University,

E-mail: narumon.k@cmu.ac.th

2 Assistant Professor, Ph.D., Faculty of Business Administration, Chiang Mai University,

E-mail: theerakiti.cmu@gmail.com

® Graduate Student, Master of Business Administration (Marketing Program), Faculty of Business
Administration, Chiang Mai University, E-mail: thurspimchaa@gmail.com

¢ Graduate Student, Master of Business Administration (Marketing Program), Faculty of Business
Administration, Chiang Mai University, E-mail: identity1330@gmail.com

® Graduate Student, Master of Business Administration (Marketing Program), Faculty of Business

Administration, Chiang Mai University, E-mail: nichanp.nf@gmail.com

3



nsfufanAmaneiiinnuszaunisainsuilnandadneiionnuau
13FTINYINITIANG ugua funnsed, 557 wilau o egsen,

U9 36 atuil 2 nangIAs-51IAY 2562 faniwun yuwe, wiins finas uasduiud vevssan

from 30 customers who had experiences in cosmetic products,
beauty services, and dietary supplements. The questionnaire was
tested by 30 samples. The construct validity, exploratory factor
analysis, and reliability analysis of the measurements indicated 20
questions could be used. The result shown five dimensions of
customer perceived value including functional value, social value,
emotional value, epistemic value, and conditional value.
Furthermore, the result also indicated the stronger degree of
perceived functional value, social value, and emotional value than
perceived epistemic value and conditional value. The research
result can be an effective direction for marketing strategies in
motivating target consumers as well as developing a strong brand
for beauty products.

Keywords: Customer Perceived Value Measurement, Exploratory

Factor Analysis, Beauty Product Consumption Experiences
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pranaladnludagiulanveasilaingaea “iAsugiaids
Uszaun1sal (Experience Economy)” %QﬁQﬁﬂ"‘ammsuawliv’?iawwé’m
n1snanan1dslvaudiAgiunulfn “n1saainlslszaunisal
(Experience Marketing)” o819u1nwariuualdufinuniy (Pine &
Gilmore 1998; Schmitt, 1999) gsfafideanisainanalfiuioulunis
wistunazkarilsfifinduasdentdsuannisliuinisgnénunvhmdi
a¥19Uszaunsaliinand lviunenguiBeuuny (Gilmore & Pine,
1997; Gentile, Spiller, & Noci, 2007)

Tuedniinnsaaalneialy fnazuosgnérindugidnaulate
“agneilingwna (Rational)” WunszuaumsAniiduszuy iedoanis
ussqimnevesnsuilanluideessnuselend (Utilitarian) WWuvdn 3
yilvnsAnwmginssuguslaaiiusngaiululy 3 fdvén Ae nsdn
(Cognition) N133dn (Affect) WagngAnssu (Behavior) (Frow & Payne,
2007)

ngufiierfuguat BuananuunAnniaasugaians (Thaler,
1985) pauAndidn “ldunnusidetios” [Value=F (Benefit, Sacrifice)]
visodntlenilamneds Adefnuaziinueogfinnufimelavesiuilaa
seuntinidoiunesmsaziBunvesesduszneuvosnaat Tasyausn
wWunsfinwiaua1annsldinedu “lduinuddietdes” uuwife
ANAINIINI5L3U (Monetary Value) (Bolton & Drew, 1991; Dodds,
Monroe, & Grewal, 1991) @au1 Zeithaml (1988) laauladnw1iALge
A wariinanAdedndnnunn il unuanduaunimie Ao
Ariilallgnnanisiu (Non-monetary Value) (Patterson & Spreng, 1997;
Brady & Cronin, 2001; Ahn, Ryu & Han, 2007) WIUATESUNEAUNLNY
yesumaINyLLesUsEaUNsaivesiuilaa (Holbrook, 1999) 1flaaain
nszuaunsindulatovesuilnaentliléiAinannisdnedissaunay
wazilivanatauely dndvinisaiunisnaintaauladnuinginssy
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fuslaelusumedlufideinguslnadnduladoliionsuausimiusionis
“anAug” 1nnsuilaa (Hedonic Consumption) Wud1dy dey
nsnduladinanTafatuvuiiugiures “anuddn arwaun uas
JunuINs (Feelings, Fun and Fantasy)” H1umssufanisdasiniely
Lara1NNITTUNIINTEAUINAUTIABuen WU Pededudinuuas
Aswandou ruusramduianann @dldun nsweadty n1sléau nslé
ndu M33uisand uagnsduianiadnanie) dfanssumnanisnaind
yadunisnszdueisual aauddn wazgneenuuuunluedgief
(Holbrook & Hirschman, 1982; Hirschman & Holbrook, 1982; Schmitt,
1999; Gentile, Spiller, & Noci 2007; Frow & Payne, 2007) n15Usgiu
nsfuRuAInYsEAaUNMsalinsUslnAvasulnATsvenegesAUsnay
annanedd 019 AuATsdann (Social Value) AANLTI815U0]
(Emotional Value) AAILEIAMAIN (Quality Value) AATLT
Lﬂi@gmam% (Economic Value) (Sweeney & Soutar, 2001)

wiegelsfiniy n1sfnwinisfuiaarivesfuilanain
UszaunsainisuslaadedndneglungudssmansTunn (Tam, 2004;
Faryabi et al., 2012) @aflauunnsadeiamsssuiunguiuilaalungs
UssinangTuoon uenantudusinwinuvulinnzasssnnndn o
9g137RLaY

nsAnuiafsdnumuanan fasiitonnuau Fasuiedudn
wazuimsildlunisguaniuau ngladldianzadluiinsaiuanuany
(FagnssuAuey) wiidwanznstduinisaunisauaninunuly
Aansiiliuinis 1wy waentih nsassasesluntidenisdnlufiend
wesuai nseduiy Wi anamnssuanunuvesUssmealnedinig
ye1eiaegTnsl Samnnivlaiutuiosar 10 del yarnaind
2561 g3fiq 2.8 waudauun wundudmuielulszinadosar 60
(Naewna, 2018) ﬁgﬂLL‘UUmﬂﬁ‘u’%msLLazﬂaqms‘mimamﬁwmmaw
dienauausfuilng fanagnsszdusian yanaiideidodluuiniedsng
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917 a1s1nuans uazdiderwiiuaa1uey (Beauty Bloggen)
uinnssugunsalindesile nsdeanseoulat msuiuugsiann duduas
Uimslinssfuaudeansiuvissswesngugnindisnafuluadubesdisl
AwddRysessAa esanmsiuivesgniriuyszaunsallduimsly
ynduneuansnasvioudunmaiiignd1¥ud (Consumer Perceived

L4

Value) fidanasionnuin anuidn o1sual Hunadensdndulatouas
nduidetn naemaunuiAnasindndidsessialusrzenn (Voss et
al., 1998; Woodruff, 1997)

Fetfu sATedTasAnuinisiuiamAivesgnan (Customer
Perceived Value) a1nUszaun1sainisuilaandn fusiiiionauay
(Beauty Product Consumption Experience) Tuusunusginelng e
WnlaeeAUsENoUTBINITTUIANAIAINUTEAUNTAIRINATINIELNLDIYRY
Auslaanilve waviiufwwanisdunisadisszaunisalgndnldogned
Usedndnm
N9 UIZaIANTITY

1. ilefnwesduszneunsiuinumanyszaunsainisuslan

AN AU NDAINN ANAMENYUEYRINITTUS AuAIRIUNSTdY

-4 [ !

(Functional Value) AauAa1udeay (Social Value) AeiAIA1UBITUA]
V

3 q

2D

(Emotional Value) AAvinumu3auAn (Epistemic Value) AsuA

Souly (Conditional Value)

o w 3 2/ |y

2. WisSgUgumNUAIAUBIRIAUSENBUNISSUS AAIATY

n15ldeu (Functional Value) AauA1sugens (Social Value) AauA19Y

91338l (Emotional Value) AsAIA1UAIIN3AUAR (Epistemic Value)

'
1 I

AuA1ilTauly (Conditional Value) 31nUszaunisain1susiag

NARNAUINLNDAIILIY
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miwummﬁmnsiuLLazmqwﬁﬁLﬁm%’m
Uszaun1saln1suilaa (Consumption Experience)
Hagtunanldivinivnsuesfifmgydunsmainmddi
ANdfy warAnwiAeatulssaunisainisuslaaannislduinig
(Service Experience) Fuundagy (Otto & Ritchie, 1996; Chang &
Horng, 2010; Helkkula, 2011; Klaus & Maklan, 2012; Jin, Lee & Lee,
2015; Janawade et al., 2015; Caru & Cova, 2015) Lﬁmmﬂaaﬁﬂiqiﬁa
Jusumniunlduszaunsaiannslduinmaduaiesfioddgly
msadaauuansananIsaann wazaulsiuseulunisudedu S0
AnwniseludesUsvaunisaiannnisldusnissnandenanseiinlaly
naneanwg AN MsAnwesAUsEnaueslsEaUNSalaNnNASIeusNIs
A15398UsEaUNTNAINNTIIUTAITIINANTIATIEANTEUIUAISTIUAIS
1%usn19 (Chang & Horng, 2010) flaudnusyaunisalannnsldusnisag
Judeilasurnuaulalunsfinwiogrann daiildnanuiudadnegu
winsAnenlugiunisusediudszaunisaiainmsidusnislaenseiu
dundadilduninludagiu wasduduaniznisuseiudfiganunn
Y09UsTaUNIalTlasu Fansnunidelududinaniiléuniseeusu
9819711199719 AD N19ANYILAY Chang and Horng (2010) way Klaus
and Maklan (2013)

ns¥usAnen (Perceived Value)
AuA1ifuilnasuioduieniuiiugiunguiaideuuilan
(Theory of Consumption Values) (Sheth, Newman, & Gross, 1991)
wunsesuisussyslalunsidendendndast du “auarluarsmves
Au3lnA (Consumer Perceived Value : CPV)” fia n15Useiiiudseley
Téaosuazauanvesdsilaiuiudunuiidosgaydoly (Hellier et al,,
2003; Zeithaml, 1988) 141 n15tUSsuLisualldsnefideluiiie
waniaey videvililsndedumuaz uinis msiwisuiiisunuaianis
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Tudududeuinisneunisldu Audsildsuainnsldundsduiuay
U3 vienanléindunmsussifiuanuduevesnisliundduduas
13n13 (Bolton & Drew, 1991) Wupamensnlunsuszifiuyaransi
fuilnadiuildfunsuumuidovhnmsdaiminduasiagldsueylsfedsd
delulunisuanidsu (Woodruff, 1997)
auiifuilaasuiiinnuddgdenisnatn tileainaiunsn
Ufuasuiinuafvesfuilnauazinlugngdnssuiiuandiaiu 3s
Jdudesinisszyesnusenauveslszaunisalfuilanlusening
NI¥UIUNTTTOAUATUAZUINNT wazUszunanisiinisiuiaualy
osfUsenoulszaunsaitudsasiofuslnaogsls wan1sfnuiinumn
wud MsuiauedmalagnsaianuianelavesfuslnawasngAinssy
ndsdoveafuilng wazddwansdousonginssundsnisdelnesinu
anufianelavesiuilng wasdmudn gremssudivmiinumnniini
fiawolavesfuslnalunmstsusmafinssumdanisdovesuslan (ttner
& Larcker, 1996)
n1sAnwideluefnyaudunisfineinisiuiauainunseu
WUIAAAINUFUNUSTEMINIAUAINAUTIAY (The Quality-Price
Relationship) (Dodds & Monroe, 1985; Monroe & Chapman, 1987) sﬁﬂ
Junsfnwiszaunisfinuuunsuszfiusivgeadaunguasnanunig
%’Uiﬂ@d?ﬁﬁlﬁ%ﬁ%?ﬂﬁﬁmLﬁsﬂ,‘d (Perceptions of Quality and Sacrifice)
(Zeithaml, 1988; Dodds, Monroe, & Grewal, 1991) ﬂﬁ]ﬁ;ﬁuLLmﬁmm’ﬁ
fuinadUasulusmounandszaunisainisuilanthlugnisdne
pAUsENOUE08YBINITTUIAMA (Babin, Darden, & Griffin, 1994;
Holbrook, 1994: Sheth et al., 1991) Feflfifguoisual (Affective or
Emotional Dimensions) iisiidanlunssuiuszaunisainisuilan end
Frunsidudiunudedydnval (Symbolic Aspects) Fuainuduteu
(Hedonic Aspects) uagaugun3g (Esthetic Aspects) uanmilaania
suusglomildaos (Utilitarian Aspects) Sadunisihlugnis@ineiide

9
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aeAUsEnOUYRINIsTUIANAluVa8ilA (Multidimensionality of The
Customer Value Construct)

99AUTENBUNITTUIANAIIGNAT MINLUIANAANITTUSANAT
(Perceived Value) (Sheth, Newman, & Gross, 1991; Sweeny & Souter,
2001) Usznaumie AmAINIea1LN1siEnY (Functional  Value) AsuA
edepu (Social Value) AnuAIMN90158ad (Emotional Value) AgAINIg
A1¥A AN Epistemic Value) wagamuafiideuly (Conditional
Value) Tngms3ugnasnduminfiuazn1suf i (Functional  Value)
unssuiifedestvaumuazuinislududnuasiifesnisusylovd
wargluuunisidnuainaunin Usgdnsnin susiniuazAmA1sY
niiduusslevifldsuanduiuazuing dunisfudamdii
Adleumsdsnn (Social Value) iuusgloviitlésuainanuaninsaves
FufvSouimsivisdaaiumsiuimadiny funisiuinmuemaiy
91518l (Emotional Value) tlutsyloniifléfuainannuddn ensunidi
Aufuaruinisadielu (Sweeney & Soutar, 2001) #2un153USAMA1
msamdmnuudantvi (Epistemic Value) Wumssuiusslowifiinain
AnwesInFesnassdslva Wududuazusmsiilianudaniminie
LANAIUARNAN LAz un1sFuIRuAATiiteuly (Conditional Value)
dunssuidslewiftuegfuaniunisaflunisdnduresgnanaa
Afignilasunmnansiueenly vinlianinduarainaniunisainie
U%UVILQW’]%ﬁQﬂﬁ’]WULf\]a (Sheth, Newman, & Gross, 1991)

nsaULUIANTUN1SIRY

3

nnsAnuiuannu dulvgidunisinuinisiuinue
31nN15USLAAFUAT TAgYImAITY 1990 sautiunisAnein1ssuinmen
luiifivean1sFuiaaedeanisldenu (Functional Value) uagn1ssug
AT aATsgaans (Economic Value) usilutnamda nuin dadlvg)isy

aulan1sianisiuinueainasAusznaunaneils lnelaniveg198uda
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91530 wazLedsay (Emotional and Social Value) Gaiiulsinnisiug
AaAnanNslEauAuarUInTg lWlidunissuiluifsuniiosegufien
wilinanasrusenaunainvatele

H1: MssudaauAandszaunisalnsuslnandndnsiiienna
113 Usenaume Ifnuama191un151891u (Functional Value) AauAn
Audenn (Social Value) Anur1eue1sual (Emotional Value) AasAfnu
A3 (Epistemic Value) aaimiiiidouly (Conditional Value)

H2: BngwavesnisTuiamennUszaunisainsusinanansioe
ieruan TuliAshunamdunisldau (Functional Value) Aaurnsu
d4Au (Social Value) AsuAvue75Ual (Emotional Value) d11nn313d
AnAPUAILEANIAR (Epistemic Value) Aauaiisifouls (Conditional
Value)

11
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Aumdwmslian | —
(Functional Value) —

AuAA TNy

(Social Value)

msFuinuainn

;s pud o1l
szavmsaimsuiTna

s o d (Emotional Value)
HARNHNNDN LY

Muanuinnuia

(Epistemic Value) T~

—
AuAtiTE0u 1y /
S~ CV...
(Conditional Valu) |
\

2799 1 NSBULUIAANISIVY

Batiunside

nsfnwadeilifunsifedaiinmedt o gananlanaivis
(Cross-sectional Analytic Study) sjs@nw1ns3u3anAvesgnailisy
nnUszaunsainisdeuaznsldduduasusnisiiieitesiundn o
ilerua amauiefoauilaa (Theory of Consumption) (Sheth
et al, 1991) FIUTIMTBYAAILLUUABUNIN N15TATEAUNITTUIAMAN
¥89gnA" (Customer Perceived Value) 1duuun1nsdiuyssuiaen
(Rating Scale) 5 5zfu $1u9u 5 ¢ 36 oo Tneusuldderanui
1A91nN15NUNIUITIUNTIU (Ittner & Larcker, 1996; Lai et al., 2009;

Hellier et al., 2003; Sweeny & Souter, 2001; Woodruff, 1997; Bolton

12
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& Drew, 1991; Sheth, Newman, & Gross, 1991; Zeithaml, 1988) way
M3l daEngBondnfasiiioauau uazdlduinsfuaa
o 1 30 518 e lafsuuneesdsraunisalfildsu aanduih
wvuasuaulunasesliiudlduinisanuuinmaeuenuey uasdde
wAnSuTiiionLy S 30 AU AsaaeuATesiy (Reliability)
Tnen1swarduuszansuean1vesvasnsouuia (Cronbach’s Alpha
Coefficient) T180sAUsENOULAREAIU 534 5 F1u Fadosanufidwal
AduUszAvsueanIveIsarasdUsznousng 0.600 TéRnuihinluld
534 22 Y01y IMUNAINeIAUTENOU Ae FUUTElYYUVRIHER N
wazn1s1a1u (Functional Value) Useneusng 7 4o (Ustlowidlsan
Aufuazuins 5 4o uazmnuduandefieuiuduiiane 2 de) udae
(Social Value) Usznausie 3 48 (nndnwaln1adiay 1 4o uagnis
gauuINdeny 2 o) Auensual (Emotional Value) Usenausme 4 U8
fuALgAILAR (Epistemic Value) Usznausie 5 4o uagsuiid
[ouly (Conditional Value) Usznauge 3 1o
ﬂﬁLﬁ‘U{JIE];JUaLﬁ@%ﬂﬁﬁ]UQMﬂ’IWﬁgﬂQﬁU nausIeg19UsENI UM
fuslnaludanindedififivsraunisaimsdevioldauduazuinmalite
AL Jsrnfsduiuazuimsiidlunsguariuny laglllflazas
Tuiinmsieununy (Fasnssuannuany) uiduanzasldvinsdy
nsquanunulufenisiliuinig Wy wiavih dalufiond awedoua
A7 nseduin 1wy Uszneude nsBendnfusiinudemsesulay
FoameumUng warnislduinisauannuasluadinauny Tugis
nalsiiu 1 U Swauiamun 695 feg1s tiluineauam
etefensmeranduiusszninadoinundasdoruazuuusiud
USuunuaa (Corrected Item-Total Correlation: CITC) wagA@iRAkUY
Wudaszanndu (Independent Sample t-test) 1aaldinaiia 25
Wesidud lunisuisnguganazngus uarlfinasidadondedniui

o

81U WMUNGIUE 0.20 FulUnsoliaada (t-test) NilTud1ARNI9EDAN

13



nsfufanAmaneiiinnuszaunisainsuilnandadneiionnuau
13FTINYINITIANG ugua funnsed, 557 wilau o egsen,

U9 36 atuil 2 nangIAs-51IAY 2562 faniwun yuwe, wiins finas uasduiud vevssan

S¥du 0.05 wuin Tafanusts 22 4o dunasiiiinue udentusah

aagaiﬂi%‘lumsamﬁ ‘vmzum‘wmawimaqummmmauumam
FuUszansueanivesnseuuin (Cronbach’s Alpha Coefficient) way
AATIERAMURTUTIN1I8dUT¥EIU (Construct Validity) ﬂ?JEJ’Jﬁﬂ']ifﬂi
WATIEN0IAUTENDULTIE1929 (Exploratory Factor Analysis) \ioan
Srunuiulsiaonsmusudsuaneiifidanuduiussudusuustni
Juraudnuae (Trait) wieesdusznau (Factor) ladedianu 19 48 uaz
Yrasdusznouiilalunaaeuainuansalun1ssuunaLLANAIwes
N133uUiANAIINUTEAUNTITAlgUAAIINNATY One-Sample t-test f

SEAUAINULYBLIY 0.05

NAN1SANYA
NANISATINFBUAILTIEN

NANISNAFBUAIINLTIE S (Reliability) wuumuasnndssnigly
Fremduuszaniueaniveansouuin (Cronbach’s Alpha Coefficient)
IdAnAaeesseanssuinme e 0.865 daagluseiud (Robinson
et al, 1991; Robinson and Shaver, 1973) 314unAa 1uUSeleYUvD
HARSUILAEAI5LE91U (Functional Value) Usznause 7 U8 laa1aiia
\ies fe 0.768 sudsnu (Social Value) Usznausie 3 Taldminnudies
A 0.731 fnue1sual (Emotional Value) Usenausieg 4 98 laAiaanu
s Ae 0.774 suaudauAn (Epistemic Value) Usznausie 5 4o
TaA1auLiios #a 0.767 wavdrufididaula (Conditional Value)
Usznausie 3 9o ldAainandies fie 0.650

frulsylosdynsnaniugiuarni1stdeny (Functional Value)
Uszneude 7 4o dail

1. Fuduarusnsiidenanunsanevauesdsiisosnisléd (FV1)

2. AuduazudnsTidenaunsadudefinsetuanudesnis (FV2)

3. Aufuazudnsiidendedols (FV3)

14
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4. Aunwvesduiuazusnsfideniinruilaniei (Fva)

5. Auduazuinsfideniinaunin (FV5)

6. TIANVDIFUAALUINTUANUWILNE AU (FV6)

7. ieueduduazuinisiidendanuduen (FV7)

Frudanu (Social Value) Usenausne 3 da fsil

1. madenduduazuinmsivhlnlisunissensu (sv1)

2. madenduduaruinsivhlalasunstuem (Sv2)

3. madendufuaruinisiviliddeeuléa (sva)

F1ue75un] (Emotional Value) Usznaudne 4 4o dail

1. Guauazusmsihlvidnwaela (EV1)

2. dumuarusnsyhlvddnmdamaw/aaeiag (EV2)

3. AuiuazuinsaenafediuguLuunsleTinlaa (Ev3)

4. Fupuarusmevinlnsana/denuas (Eva)

Fruarugenufn (Epistemic Value) Usznaude 5 o ¢l

1. Aufuazuimsivhlildieuideya/damansiuiy EPv1)

2. AufuaruimsivilildZeusddl 4 (EPv2)

3. Auduarusnsv e suUssaumsallul 9 (EPV3)

8. Fuuazuimsivhlilasuddl 4 udin (EPva)

5. dufuaruimsiidalenalilddeyall 1 (EPv5)

Fufifidoula (Conditional Value) Usgnausne 3 9o fail

1. Fenduuazuinmstinmenszuaiion (CV1)

2. BonAuduazuinistimazeglutdlusTuduansia (Cv2)

3. Bonduduaruimsiinzauiifinuienuiiidedoddaud
wazuINTd (CV3)

15
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q'
137199 1

UFANA AL agANTENUULINTTINYT YT 22 UB

Fosuus ALade Andeauuinnsgu

(Mean) (S.D.)
FV1 3.93 .898
FV2 391 .846
FV3 3.65 901
Fvad 3.96 138
FV5 3.84 .904
FV6 3.92 863
FV7 3.74 937
SV1 3.85 .905
SV2 3.61 1.070
SV3 3.65 1.029
EV1 3.45 .986
EV2 3.39 1.002
EV3 3.57 1.005
Evad 3.73 923
EPV1 3.77 .889
EPV2 3.59 905
EPV3 3.64 .894
EPV4 3.67 873
EPV5 3.57 .925
Cv1 3.68 832
cv2 3.58 812
Ccv3 352 .853
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NANIVNAADUAILATILTILATIATS

113959980 UANNMINzaNveloyanI8adf Kaiser-Meyer-
Olkin Measure of Sampling Adequacy (KMO) wudi1 KMO = 0.834
Gﬁaaﬂammzamﬁ%imeﬁmﬁﬂszﬂawmﬁqﬁ (Cerny & Kaiser, 1977)
uaznageuANduRUSULUSInulEadf Bartlett’s test of Sphericity
WU Ansuanuaslaguszanaunuy Chi-Square = 5012.411 fiuusiiou
ynATiANuduTusTTTddyn9ada a seduaudesiu 000 ulee
141 0.05 TneAauduiudanan Ao 0.084 wazgean fe 0.576 sniiug
AUANNUSIZIING (1) EPV2 EPVA fiu FV5 (2) EPV5 AU FV7 wag (3)
V2 fu FV ynfuus SV2 wag EV3 fu Eva dsdndusihuusdiutios 39

ajuladndiudsianuduiusiuluseduiaiuisodluimsiey
aaAUsznauld (Hair et al., 2006)

A597 2
uandn1 KMO and Bartlell’s Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .834
Bartlett's Test of Sphericity Approx. Chi-Square 5012.411
df 231
Sig. .000

Arandunusveaiaulsdunaldne 5 ssduszneu nuin A
anduiusvesnnesfusznaudesiiauduiusiunmeuinagailted iy
N Ed enudawls EPVA EPVS CV1 wag CV2 fimanuduiiusld
HodAyneadd Andudndiuiiisssosay 20 MnSuausulsHavaad
hulglunsiesznesdlsenau

17



nsfufanAmaneiiinnuszaunisainsuilnandadneiionnuau
13FTINYINITIANG ugua funnsed, 557 wilau o egsen,

U9 36 atuil 2 nangIAs-51IAY 2562 faniwun yuwe, wiins finas uasduiud vevssan

NTIATIZDAUTENOULTIE59 (Exploratory Factor Analysis)
NANI5ILASIZRoIAUSENEULTId1579 (EFA) S8Ui 1 wudn
AleLnu (Eigen Value) whiu 1.016 widasAUsEnauveImMssuiamala
u 6 aeUszneu SAminesiussneusaud 0.506 A 0.808 vty
Fauds FVL way FV2 fidnnuidn 0.206 wag 0.219 awdrdu lu
aarUsznaugasd 1 (Functional Value) Fesninasidmdan (0.400)
SadmuUs FV1 was FV2 9en wavdnssiesrdssnauseudl 2 nanis
Apsizvinud A1lewnu (Eigen Value) 1A 1.135 LU94AUTZNOUVDS
mssuinauldidu 5 ssdussneu Samiminesdusznouseu 0,566 fs
0.823 snufuys FV3 fdnmdnunnnd 0.400 lussdusznaumnnniy
1 psdUsznaU Fadnuds FV3 oan wasdnsziosrdsznauseuil 3 na
NMIATILANUI Alownu (Eigen Value) Wity 1.122 wusesAUsznau
vosmsiuinualaidu 5 ssduszneu (wandlupsad 4)

ANS19N 3
UaRIAIAARA IS UNI AL DA USENOUIIADULAL NaINITANATITE

A9 IATIEYBIAUTENDULTIE579 (EFA) 50UN 3

Extraction Sums  Rotation Sums of

Initial Eigenvalues of Squared Squared
v Loadings Loadings
]

g Q o o
g gy R g R g =
£ C Q c [d] c ()
5 = 3 = = K = 8 >
O £ © kS = © T = © kS
22 ER = - T S -
ks = 5 E 5 E
ES O X O X O

1 5194 27.34 2734 519 2734 2734 274 1440 14.40
2 1.997 10.51 3785 200 1051 3785 237 1247 26.86
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]
M1919N 3

UANNAIFDAA IS ULI AL D9AUTENaUINNaULAL AIN15aAATITY (MD)

AT HASIEVBIAUTENBULTIE57 (EFA) 50UN 3

Extraction Sums  Rotation Sums of

Initial Eigenvalues of Squared Squared
r Loadings Loadings
()]
8 Qo o o
a o > g = g =
c _ 5 ¢ . 5 2 _ 5 ¢
= -] — > [ >
ks £ 5 £ 5 £
=S O X O X O
3 1688 889 4674 169 889 4674 233 1224 39.10
4 1392 733 54.06 1.39 733 5406 218 1145 50.55
5 1122 591 5997 112 591 5997 179  9.42 59.97
6 0.863 454  64.51
7 0.83 437  68.88
8 0.764  4.02 72.90
9 0.671 3.53 76.44

10 0.601 3.16 79.60
11 056 295 82.55
12 054 284 85.39
13 0.51 2.69 88.07
14 0483 254 90.61
15 0.421 222 92.83
16 0.381 2.01 94.83
17 0.351 1.85 96.68
18 0.339 1.78 98.46
19 0.292 1.54  100.00
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AN5199 4
UARNNKANTITIATIEVIDIAUTENaUITIAITID

9AUsENaLE DY

s Functional ~ Social ~ Emotional  Epistemic  Conditional

Value Value Value Value Value

Fva 594

FV5 813

FV6 .688

FV7 126

Sv1 .640

SV2 .825

SV3 T7a

EV1 .685

EV2 .598

.EV3 785

. Ev4 676

. EPV1 .562

. EPV2 761

. EPV3 .661

. EPV4 106

. EPV5 .700

v .652
.Cv2 .788
.QV3 162

0 o N o RN e

e e T e e e = S S T
O 0 N O 00 A W DN - O

NaN15ILAsIERANIMTNeIAUsENoU (Factor Loading) #ae
8n1sadnidade Principal Component Analysis (PCA) f18n1511
psfUsznaURa 5 #1u uTinTeesAdsenoviaufudedulid 1
asfUszneunud Anuiinvesnesdusznouiidnduuin Fesddusn
dhwiinesdUsznauanageiigaluduinfian Ao ssfusznouduensun
(0.794) Wofiudnruuususiu 15,54 Adudsyansuoarivesnsouuin
0.774 Findunzuunaey 3.50 T93a%N Ao FUALIANAR (0.683)
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WedduimuuUsusiu 13.03 mduusyansuoarvesaseuun 0.767
ARdsAzLULAIADY 3.65 Arunislideiu (0.678) WesiFudaiu
WUsUIU 45.64 ArduUszanaLoarveinsouuIn 0.732 ANRALAZLLL
A1MaU 3.87 A1udeau (0.648) LUasiduAA1uulsUsIW 17.15 AN
FuUszAvauean1me9nsouuIn 0.731 ANLLAAZLULAIABU 3.70 Loz
suiitideul (0.553) Wesiiurnnuudsusiu 8.65 Aduuszansuaar
YBIATOUVIA 0.650 A1LAAYATULUUARINDU 3.59 AIUAIFU LAY
psAUsENBUNMITUSANAaINYsEAUnsainsUsTnAnanSausitiieay
udlaleinuwindu 2.282 wavilmanuulsusiuandusesay 45.64
HANISNAABUAIIULANAINUDIAILDAYAZLUUAIADY 5
29AUTENBU NAIIINNNTIATIENDIAUTENBU A8 One-Sample t-test
o seduAudesiudl 95 Weosidudnuin Anadesi 5 safdszneu
wanensiueg1ailidudAynieada Jeasuladn ssduseneumsiuinme
W 5 24AUITENBVAINITATIMUNAIIULANAIIVBIN1TTUTAAIN
Uszaunsainsuslaanandasiiiennuny

3197t 5
uameanhminesdsenounITIuSnaIn

518013 ‘13mﬁﬂmmﬁﬁzy Jovaz
Functional Value 678 20.20
Social Value .648 19.31
Emotional Value 794 23.66
Epistemic Value .683 20.35
Conditional Value 553 16.48

3.356 100.00

Alownu 2.282
% ALY IUTIY 45.64
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Q"
(IMPRNTING)

UARSEIANITNOFDUAIIULINN NYDIA URRIALUNUAINDY 5 99AUsENay

. Std. Std. Error
29AUTENBU  Mean t df  Sig. (2-tailed)
Deviation Mean

Functional 3.87 .643 .0244  158.40 694 .000
Value

Social Value  3.70 .810 .0307 120.51 694 .000
Emotional 3.53 156 .0287 123.26 694 .000
Value

Epistemic 3.65 .645 .0245 149.02 694 .000
Value

Conditional ~ 3.59 .639 0242 14833 694 .000
Value

afUTIENaNITANY

0sAUsENOUNSTUSRRIAT $1uru 19 Fodam Tina1NINAS
1994 Sheth and Colleagues (1991) Sheth, Newman and Gross (1991)
wag Sweeny and Souter (2001) iieldfuni1suszifiuuszaunisainis
Uslnewosaulnedundnsasifiennuny Tnensinnnudissuuning
donndosnely (ArduUsyavsueanivesasauuin 0.848) wuii A
WLNEEN A1UNITASIVEDUAMUATUTILATIES190901RTIAR18ANS
AszresAlTEnauLuUiIsn1sanatdady Principal Component
Analysis (PCA) WU11 83AUTENDUAIUNISITNU Usznaunietaniniy 4
48 fiw FVA FV5 FV6 Way FV7 audend Usenauniademaid 3 U9 Ao
SV1 SV2 uag SV3 euensual Usznausigden1niy 4 98 As EV1 EV2
EV3 uaz EV4 auai1uiauda Useneumederiniu 5 Ua Ae EPV1
EPV2 EPV3 EPV4 waz EPVS dufifliiouls Usznausiedasany 3 4
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flo CV1 CV2 wag CV3 Faanunsoasulain nssuiamananuszaunisal
uslnandadaiiioninuau Usenaufiedfduauaidiunislda
(Functional Value) AsuA1e1udamu (Social Value) AaA1A 118150
(Emotional Value) AaumsuaL3am@n (Epistemic Value) Aaia1iiil
ffeuly (Conditional Value) 1¥ulunsuuadnnissuinman (Perceived
Value) uaznguiaua1n15usian (A theory of Consumption Values)
(Sheth et al., 1991; Sweeney & Soutar, 2001) ualia@anAdoatuluIAn
fiosurenisiuinuarindunisiusouiisuseninsauainiusia
(Hallowell, 2000; Slater & Narver, 2000) HaN1SNAFDUAINULANAIIVDY
Azuuuildunnsfanannta anansaduunmnuuaniIweInsiua e
Mnuszaunsainmsuilnandndasiiiennue
uaNNPUNAINNITIATIERANUMETnesdUsENeY (Factor
Loading) fMeasn1sanniade Principal Component Analysis (PCA) ¢1e
nsthesAusznauis 5 fu sndemeiesdusznausaudu agUlddn ms
fuiquaindszaunisalnisuilaandadusifioniiuany Tufiddy
3AUsznaufueITunl (Emotional Value) (0.794) flthwuinlunis
UsziiiunssuianauinnInAuasuau3ANAn (Epistemic Value)
(0.683) AruAUN1TLEIY (Functional Value) (0.678) AuAAuFsAL
(Social Value) (0.648) LLazﬂmﬁhﬁﬁﬁau% (Conditional Value) (0.553)
wazmMnfinnsananAminesiUseneu (Factor Loading) 91nN"15aAn
Hafe annsnaguléh ssdusEnounstuinueniifitmiingsan 3 Sudu
wnlunisianisuiamesiy fAe aadUsEnauAMAIAIUBITUA
(Emotional Value) AMAIMIUAIINIAIIUAA (Epistemic Value) uay
AAINUNSLENU(Functional Value) @onAnBatigauIeadIuiuUYes
Sweeny and Soutar (2001) Aiszyifuslaniuinmaniu 3 ssdUseney
wdn Ao sumthil sudeny wavduesual luvagiinanisdnmnisiug
A9 nUszaunisainsuilaandndasiiennuaunudn nsiud
auAduesuaifidminiiosniinisiuiauaidiuauininuin

23



nsfufanAmaneiiinnuszaunisainsuilnandadneiionnuau
13FTINYINITIANG ugua funnsed, 557 wilau o egsen,

U9 36 atuil 2 nangIAs-51IAY 2562 faniwun yuwe, wiins finas uasduiud vevssan

uenanBuRaNIAnySsersaNunRANITANYIRINa1 Ny
$udauAanUszaunsainisidendedudiivislul AvesuseTominigld
Nuayysylevidi@sesual (Utilitarian and Hedonic Component)
Tnglomnziifdeonsualanmnsauiuendunsiuiifdosvesnue Jana
nsfnwinsuinuaianUszaunmsainsuilaandndusiifieninuay
Tudsemelng wansfansiuiluiifshudeen Sadulifsuensualildsu
avsnaINMIsEaNTUTRsdIAl wenmllenanuidnnela 1A1uguaN
nsuslamduyang

Feu anesiaidsienumngasansailulflunsianisiug
Uszaumsainnsuslaandnfasiiiennuaslunguaulngldiiuogied
PuLLAANENNTIATIZIMNERA TR TIa R Rsm b
omiduauiissmssiifiqanin (Bollen, 1989) usiognslsfinuen
duuszaAnsuoanivesaseuvinlussddsznovamariidiiouly
(Conditional Value) wansdernaruidediuiisinds 0.7 fadu nsin
osfUTEnoUAMAIRINA1IA1sT NS IuIudesI0uNInTy (Drost,
2011)

ayluazdalauauue
psAUsENOUTBINMISUSANIA N UsEaun s ainguTlaalsuan
nsuslnawdndsiifionnunu Usenoude 5 87 drdumudithmiings
1Usn A AauAvuesHal (Emotional Value) AaiAduAIIIAILAR
(Epistemic Value) AauA1a1uN1514911 (Functional Value) AtuA611
&sau (Social Value) wazAaAiifidonuly (Conditional Value) anugdu
LarmMniansanTesAUsEnoutes Wil esdUsENeUdosfueNTLAH
fandmiingsgalunisussifiuane Ao nandusiausanevausse
sUnuuMsAnfiugin (Life Style) loiluagned uagviliAnaruidnii
nela diuesAusznaugesnunsideu Ae AunmveInanfudiogly
sefuivensuld wermmiianusnzantussduauniniiy ssdusznou

24



Perceived Multidimensional Value Towards

Beauty Product Consumption Experience

Journal of Management Sciences Narumon Kimpakorn, Theerakiti Navaratana Na Ayudhya,
Vol.36 No.2 July-December 2019 Pimchanok Boonnak, Nawaphat Phakkong and Nichanan Fongwanna

go8FMUANAIMUTIAL AD KARSMINdINAlAAANITEaUTULAENTYUTY
lunshdsny esdusenaugasimuauinLaa fe n1staseusddiml

a o ¢ w | A A oA Y a a vl Ao
Nnudndud druguanditeuly de Weulvdudninaanglddund
Fodoalunidn uasdndnaanmsdaasunisug

TOLAUBLULITIYING

nsfnwilunfaiiunsfnwifionauninsianisiudnmenan
Uszaumsainsuslaandndasiiiieninua angifuszaunisaling
U3lnanandnsiifionnuany Gamnfimsdnundvinavesesduszneunis
Sudamuadandniifidemulidodola anudilalumanduindenield
3391 uazn1svende awvinlvianunsadlafadvdnaresesuszney
71 5 frudifisonadninisnismaiaiigsiaaulaléuindu venandu
Fuslaalusinafmusssuoraiinisfuinurainuszaunisainisuilaad
uanenafy Sausiasdunisuslaelundundafasifontu dudu wind
MsAnwIBnEnavesmLAnAL TSI TNATRE T3 USAAA91A
Usvaunisaln1suslaa ailviesurefenissuinaueiainussaunisal
nsuslnalfnseunquisiu

ToLauBLULIBR M INUITENITUUR

Han13AnwIIAUsENEUNTIANITTUTAMAIINUSEAUNITRINg
w3lnandnsnsifienua LLamﬁamméwﬁmmaqaqﬁﬂimauwé’ﬂﬁu’q 5
sfUsznaufidimarenisusziiunissuanedinaniluniney fudy
Fuszneumsmslinwddyumsimuanagndnsmanauitedaaailr
Ainnssudamaita 5 asduseneu TaslawzegsBeasddsenounmen
msuensual (Emotional Value) mssjatiunisdoanslinguidvuned
defannsaonndeadniuldsenitanndnualndn fueidusluuunig
Aluinvesngudusinavang

25



nsfufanAmaneiiinnuszaunisainsuilnandadneiionnuau
13FTINYINITIANG ugua funnsed, 557 wilau o egsen,

U9 36 atuil 2 nangIAs-51IAY 2562 faniwun yuwe, wiins finas uasduiud vevssan

sfunnsuianAfuntiif (Functional Value) §usgnounis
mishianud Ay iuinsgunaadusiiiunssusessuaulasade i
aunwilssandiulauaglindald wagmsimuaseiusailidenniu
AIFINsTMINE AL FuAnAvnadan (Social Value) msiiuuistiu
Uszaunsaluazanuidniildsuannisuilnandnfasiinlssunisney
$umadsan yaanain niiinsau vieanusiulaluauies uagnin
FosmsairsmulduSoudamsudeduiisndn anunsaiunissudnmuan
AuAuiauwlaniual (Epistemic Value) lngiunisdiauauinnssy
yosnanTe uaziunisiuauaiiideuly (Conditional Value) #ld
yanafifiteldes 017 nfes msn dnuans fiilvsnasenisiedulaven
AevsawyiUszaumsalludnguguilaadmving uazgusenaunisnis
tauslusludufiauiorhliuslnafansinaulaléisiu

LONA1991984

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun:
Measuring hedonic and utilitarian shopping value. Journal of
Consumer Research, 20(4), 644-656.

Bollen, K.A. (1989). Structural Equations with Latent Variables.
John Wiley and Sons, Inc., New York.

Dodds W. B. & Monroe, K. B. (1985). The effect of brand and price
information on subjective product evaluations. In E. C.
Hirschman & M. B. Holbrook (Eds.), Advances in consumer
research (pp. 85-90). Provo, UT: Association for Consumer
Research.

Economies News. (2018). 10 percent growth per year & market
value near 280 Billion. Neawna Newspaper. Retrieved from
https://www.ryt9.com/s/nnd/2818005

26



Perceived Multidimensional Value Towards

Beauty Product Consumption Experience

Journal of Management Sciences Narumon Kimpakorn, Theerakiti Navaratana Na Ayudhya,
Vol.36 No.2 July-December 2019 Pimchanok Boonnak, Nawaphat Phakkong and Nichanan Fongwanna

Faryabi, M. R., Kaviani, F. E., Yasrebdoost, H., & Dept, E. (2012). The
relationship between Customer Perceived Value and
Customers Satisfaction The Banking Industry in Iran. Australian
Journal of Basic and Applied Sciences, 6(12), 76-85.

Frow, P. & Payne, A. (2007). Towards the Perfect customer
experience. Journal of Brand Management, 15(2), 89-101.

Gentile, C., Spiller, N., & Noci, G. (2007). How to sustain the
customer experience: an overview of experience
components that co-create value with the customer.
European Management Journal, 25(5), 395-410.

Gilmore, J. H. & Pine, B. J. (1997). Beyond goods and services:
Staging experiences and guiding transformations. Strategy
and Leadership, 25(3), 11-17.

Hair, J. F., Black, W. C,, Bain, B. J., Anderson, R. E., & Tatham, R. L.
(2006). Multivariate Data Analysis (Sixth Edition). Upper
Saddle River, NJ: Pearson Education International.

Hallowell, R. (2000). Sothebys.com, HBS Case No. 9-800-387,
Harvard Business School Publishing, Boston, MA.

Helkkula, A. (2011). Characterising the concept of service
experience. Journal of Service Management, 22(3), 367-389.

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003).
Customer Repurchase Intention: A General Structural Equation
Model. European Journal of Marketing, 37(11/12), 1762-1800.

Hirschman, E. C. & Holbrook, M. B. (1982). Hedonic consumption:
emerging concepts, methods and Propositions. Journal of
Marketing, 46(3), 92-101.

27



nsfufanAmaneiiinnuszaunisainsuilnandadneiionnuau
13FTINYINITIANG ugua funnsed, 557 wilau o egsen,

U9 36 atuil 2 nangIAs-51IAY 2562 faniwun yuwe, wiins finas uasduiud vevssan

Holbrook, M. B. (1994). The nature of customer value, an axilogy
of services in the consumption experience. Thousand Oaks,
CA: Sage.

Holbrook, M. B. (1999). Consumer value: A framework for analysis
and research. New York, NY: Psychology Press.

Holbrook, M. B. & Hirschman, E. C. (1982). The Experiential Aspects
of Consumption: Consumer Fantasies, Feeling, and Fun.
Journal of Consumer Research, 9(2), 132-140.

Holmes, G. R. & Paswan, A. (2012). Consumer reaction to new
package design. Journal of Product and Brand Management,
21(2), 109-116.

Homburg, C., Schwemmle, M., & Kuehnl, C. (2015). New product
design: concept, measurement, and consequences. Journal
of Marketing, 79(3), 41-56.

Ittner, C. D. & Larcker, D. F., (1996). Measuring the impact of quality
initiatives on firm financial performance. In: Fedor, D. F.,
Ghosh, S. (Eds.), Advances in Management of Organization
Quality, Vol. 1. JAl Press, Greenwich, CT, pp. 1-37.

Janawade, V., Bertrand, D., Léo, P. Y., & Philippe, J. (2015).
Assessing ‘meta-services’: customer's perceived value
and behaviour. The Service Industries Journal, 35(5),
275-295.

Jin, N, Lee, S, & Lee, H. (2015). The effect of experience quality on
perceived value, satisfaction, image and behavioral intention
of water park patrons: New versus repeat visitors.

International Journal of Tourism Research, 17(1), 82-95.

28



Perceived Multidimensional Value Towards

Beauty Product Consumption Experience

Journal of Management Sciences Narumon Kimpakorn, Theerakiti Navaratana Na Ayudhya,
Vol.36 No.2 July-December 2019 Pimchanok Boonnak, Nawaphat Phakkong and Nichanan Fongwanna

Klaus, P. & Maklan, S. (2012) EXQ: a multiple-item scale for

assessing service experience, Journal of Service
Management, 23(1), 5-33.

Klaus, P. & Maklan, S. (2013). Towards a better measure of
customer experience. International Journal of Market
Research, 55(2), 227-246.

Maklan, S. & Klaus, P. (2011) Customer experience: are we
measuring the right things? International Journal of Market
Research, 53(6), 771-792.

Lai, F., Griffin, M., & Babin, B. J. (2009). How quality, value, image,
and satisfaction create loyalty at a Chinese telecom. Journal
of Business Research, 62(10), 980-986.

Monroe, K. B. & Chapman, J. D. (1987). Framing effects on buyers’
subjective product evaluations. Advances in Consumer
Research, 14, 193-197.

Otto, J. E. & Ritchie, J. R. B. (1996). The Service experience in
tourism. Tourism Management, 17(3), 165-174.

Patterson, P. G., & Spreng, R. A. (1997). Modelling the Relationship
between Perceived Value, Satisfaction and Repurchase
Intentions in a Business-to-Business, Services Context: An
Empirical Examination. International Journal of Service
Industry Management, 8(5), 414-434.

Pine, B. J. & Gilmore, J. H. (1998). Welcome to the experience
economy. Harvard Business Review. 76(4), 97-105.

Schmitt, B. (1999). Experiential marketing. Journal of Marketing
Management, 15(1-3), 53-67.

29



nsfufanAmaneiiinnuszaunisainsuilnandadneiionnuau

ugua Aunnsal, 557 wihu o eyse,
U9 36 atuil 2 nangIAs-51IAY 2562 faniwun yuwe, wiins finas uasduiud vevssan

25815INBINTTIANS

Sheth, J. N., Newman, B. |., & Gross, B. L. (1991). Why we buy what
we buy: A theory of consumption values. Journal of Business
Research, 22(2), 159-170.

Slater, S. F., & Narver, J. C. (2000). The positive effect of a market
orientation on business profitability: a balanced replication.
Journal of Business Research, 48(1), 69-73.

Sweeney, J. C.,, & Soutar, G. N. 2001. Consumer perceived value:
The development of a multiple item scale. Journal of
retailing, 77(2), 203-220.

Thaler, R. H. (1985). Mental accounting and consumer choice.
Marketing Science, 4(3), 199-214.

Verleye, K. (2015). The co-creation experience from the customer
perspective: its measurement and Determinants. Journal of
Service Management, 26(2), 321-342.

Voss, G. B., Parasuraman, A., & Grewal, D. (1998). The roles of price,
performance, and expectations in determining satisfaction in
service exchanges. Journal of marketing, 62(4), 46-61.

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and
Value: A Means-End Model and Synthesis of Evidence. The
Journal of Marketing, 52(3), 2-22.

30



A Causal Relationship Model of Factors Affecting

Entrepreneurial Intention and Start a New Digital Business

Journal of Management Sciences of the Undergraduate Students in Business Management Program
Vol.36 No.2 July-December 2019 Thadathibesra Phuthong
UNAIUIFY

L

sUnvuAMuFuRuSsamnuasladendwasiandnunsla
fazludusznaunisuazadiegsianidialutvesinfne
52AUUI YRR LUNENgATNITUINITTIND

519150UA3s anag’

(Received: August 15, 2019; Revised: November 13, 2019; Accepted: November 20, 2019)

unAnge

n9idenfailiingussasditefnundadefidmarenuddlatios
JuduszneunisuavadagsiafdvalnivesindnussAuuiayanslu
MaNgMINITUTMIGINY wazthiauesuuuuIBIamnuealaduiidiasie
aruidlafiasduiusznaunisuazadrsgsiadvialdvosindnwisedy
Usyayoslundngnsnisuinsgsna lnenqueiedns fe dndnwisedu
USgygyreslundnansnisuinisgsna lulvadandainysyiuas
Uszaaudidus S1uau 400 au Ledesilefld Ao wuuasuay 3ins1zsish
wuvaNn13lATIas1enemallals Partial Least Square

an153demun Jedefidmadenudslafiazndugiusznouns
LagaiegsnaRdvalvsiuiniian Ae yadnnmuuudaiulumdnnisso
wsegalameluiiazifuguszneunisilonndn luinaaunislaseaing
ansnesuINavesmLiilafias dufusEneumanaraiagsianavia
TnsivesinfnwrseduSyanilundngnsnisuinisgsna lasesas
55.60 (R* = 55.60, R? adj = 55.20) 3nnuan153vtdudselewise
an1tunsAnw mheUnimzssia waggiifiduAadedunisifiusgsi
arsslafiindudussnaumanaradsgsianivalydvosindnusesy

! 919158 AngIneInsinnis uvnInende@auing E-mail: thadathibes@ms.su.ac.th

31



sUsuuAMuFITUS Asevnvesladeiidwadenundlatiandu
fusznaumsuazadegsiafdvialnivesinAnuszivsygng
213619INYINTIANTT Tundngmsnisuimsgsia

U9 36 atuil 2 nangIAs-51IAY 2562 510BIuAs g

Usgymslundnansnisuinisgsfalaeniuusegelanieluiiondu
Usznaunsileandniiinanyadnanuuudaiulunannis

ANd1ATY: yAdna1w g3nafdvia ausslananiduduszneunis
U s

ANNANTHUSLT IR

32



A Causal Relationship Model of Factors Affecting

Entrepreneurial Intention and Start a New Digital Business

Journal of Management Sciences of the Undergraduate Students in Business Management Program
Vol.36 No.2 July-December 2019 Thadathibesra Phuthong

RESEARCH ARTICLE

A Causal Relationship Model of Factors Affecting
Entrepreneurial Intention and Start a New Digital
Business of the Undergraduate Students in Business

Management Program

Thadathibesra Phuthong®

Abstract

This research aims to study the factors that affect
entrepreneurial intention and start a new digital business of the
undergraduate students in business management program and to
demonstrate the causal model of factors that affect entrepreneurial
intention and start a new digital business of the undergraduate
students in business management program in Phetchaburi and
Prachuap Khiri Khan province. The samples are 400 undergraduate
students in business management program. The research instrument
was a questionnaire. The Structural Equation Model analysis by
Partial Least Squares technique.

The results found that the most influential factor affecting
entrepreneurial intention and start a new digital business is the
conscientiousness through intrinsic professional entrepreneurial
motivation. The structural equation model can explain the
entrepreneurial intention and start a new digital business at 55.60
percent (R* = 0.556, R” adj = 0.552). The results of this research are

beneficial to educational institutions, business incubators and

! Lecturer, Faculty of Management Science, Silpakorn University, E-mail: thadathibes@ms.su.ac.th
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stakeholders to increase the entrepreneurial intention of the
undergraduate students in business management program and start
a new digital business through the intrinsic professional

entrepreneurial motivation by the conscientiousness.

Keywords: Personality Traits, Digital Business, Entrepreneurial

Intention, A Causal Relationship
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TryaralinusagslansuendiasiduiUszneunisgsianana iesannnns
aansaiinazvilnuenduynnaiideidss 1uiidan wazldfunns
gausuangauludianeg1aninewine (Komaraju & Karau, 2005)
uen9ndl Seviliiyanaiiantssusismnuindamdulalunisifanss
fng 1 fiflaanieatostugsie nsanumaamaulatiduussgdaniely
fivinliyanausisaunfiasiduiuszneunisgsRafdvaifiuundety
(Wang et al.,, 2012)

uﬂﬁﬂmmmu%ﬁuiuwé’ﬂmi (Conscientiousness) +¥u
yadnamitigdaaiuanuunsauiarlsrauanudisalunisineny
iiafiagldsunanauunumisiunisnin wu nslasuduiouiigedu
uarnsfianiuzmedsnndiiti Uudge et al, 1999) Tnsmsfiypaaidiosi
lundnnisieuesianuansanewnumalulagidvauazuinnssuly
swiufige AbsdamaliiAnussgelaianislunaznisueniiozesnniudiu
Jufusznounisgsfadildimaluladidvauindsduninludae
(Abuhamdeh & Csikszentmihalyi, 2009) uaﬂmmf AUNSDULALNNT
wWhdanaluladeng q alesdedilavieanglassauaztadninmg 4 lu
msdnflugsiavulanida dwwalviyanaifiyadnanuuudadulu
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a

vdnms iausagdlanelunagmeueniiazifufuszneunisgsiadsa
srelylunndatumallughe (Millman et al, 2010)

yaana nuuulUalagnisiseus (Openness to Experience) ¥
TiyaraUssauiaguanlssaunisallud 9 Wanhansanudn uay
Hedsnaliyanaifnusegilanieluialefiaz Gugszneunisgsfanasa
fimszideinisiduiuszneunisssfandvady fanufimiede
A Fuauinis sauadausgnavludeianssulug 9 fidaana
waInvay @EnsaiaundnindulanaznouauenNfBIn1Tves
nauaufiiyaanamanuuzillFifuognad (Komarraju & Karau, 2005)

yaanamwuuUseliuszuay (Agreeableness) inliyaaaiiaiy
33la Wsladieddu fdvlaveutismdedBuuasiiiuuszlovives
drusinuinningiuny (Judee et al,, 1999) TasluvSunvesnisilu
fuseneunsgsRaRdvaty AlusnvilsianssuiinelfAnusslemifuay
drulngmeduiu ldirevdunisdiesureanuazainauisluns
ihdanthi wazmsthiauesenavesdumitgnniinanniily deua
Tinguauifiyadnamuvudssiuszueniivmnlifufiaziiausegslaain
aeluinlafanfufuszneunisgsiafdstaganiinguauily
(Jayawarna et al., 2013)

yAANNMLUUSUAIYINIE"S1al (Emotional Stability) viilvyana
faruaiunsalunisdnnistuusinanunielaaniun1saleng o tazds
dsnaliiyaraifnussgslannaeuendiazidufuszneunisuazaiiegsia
faviaselmiduresmuesnndsiu ileuansoonlsifufinmanuis
Tunsdanisiuameng q Aflanamedennuainsarenuies uay
Arssauiiayldunaneuunuiifuseldanuatsznauns st
miﬁ%aLﬁaaﬁ]uﬁiﬁﬂﬁuamuﬁﬂﬂ (Bolger et al., 1989)
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2. wssgalafiazidugusznounisiiasn@n (Professional
Entrepreneurial Motivation)

ussgslaneluiiazidugusznounisiloordmdunimdssaw
voayaraTiawsuiuduiUussnounmsuarnisaiugsioATvialuituin s
Junaunnnisassuinitidenianiegsia vielinnudesnsludase
Huweeues lurueiiussgslanmeueniiasduiusenountsiioaniniy
Funamanusanadusazarusniuiiistuantadomeuen wu n1s
fosnisAmeuunuduifuidue waznisldunisseniuainayly
Faau 1 udu (Plant & Ren, 2010) 31AN1SANYIVBA Yoo et al. (2012)
wut ussgslafaniglusazneueniimiuduiusideuanduaudlaly
Ganginssutarvhianssutu q egreseiiles Tnsussgdlannaeuend
fansnalnonssreniudalaluifenginssuvesyanaiagiu
FUsENOUNTS (Hau et al,, 2013) e?iﬂuu'%umaamilﬂu;jﬂizﬂaumsqiﬁa
Advfaty ussgdladutiatedidyiidmadoniafvlnuazegsonuos
Usgneaun1s§sna (Liao et al,, 2011) u8n91nil Wang et al. (2016) &

1pglniiuan yananidusegelaisnelusaznieueniianduisznounis

gsnamdTiaTelndlusedungs duwildunasimuinuieaziinainy

[

e3¢

Qe-

aslafiesiludusznounisuazadagsfafdvalndduan uinniingueay

il

€

3. arunslafiazdudusznaunisuazadregsiandvalu
( Entrepreneurial Intention and Start a New Digital Business)

mméﬁgﬂaﬁfwLﬂ‘flu;:iﬁszﬂaum'ﬁLLaza%aﬁﬁﬁﬁ]ﬁ%ﬁaMﬁL{"jJumm
195y sjanane videniewgAnssuiaziSuduusenounisgsianavialu
szé’uqﬂﬂalﬂwﬂamul@ﬂ (Schumpeter, 1994; Crant, 1996) Tae Hull et
al. (2007) lalsirndamuvesdusynounishaviaindunuianydes
nuanyniaweguszneunisiinisdiugsio Fenisyadunis
waramilontanisgsAavuiiugiuvesnisidinaluladarsauinae

dumesiin waluladuazutanssuidva \Juindesdlodrdglunis
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Anfiuauniegsne weliussanadnsanutinunedlaninuald
(Davidson & Vaast, 2010)
1NNITNUNIUITIUNTIUAINGTT F1U150a5UNTBULUIAANIS

[V Y]

FYAININN 1 LASHNNAFIUNITIVYAIATTNN 1 U

S
YARNAWIUUY
Woawne

-
usegslameluiiondu

fusznaunsiieandn

—

yadnnmLUUBAITY

Tundnnis

yadnnmuuuiale
o
gnaiFeul

—
YARNNIHLUY

anuaslaftozdu

duszneumsuazainegsionvvialvi

oY, o .
Usziiuszuau usnghmuuanmnﬂu

5 P ]
@Us:naumwaa'mw

S
YARNATWLUULILAY
nsesual

AT 1 NFBULUIAANITIVY
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FUNAFIUNTIAY
o
199N 1
AULAIUNITIVY
duuRg Teaziden
H1 ypanamuuudawedmmduiudidanmmsaiuussgdanelufios dugusznoums
oo
H2 yrdnamuuuidameiaiuduiusidauinninseiuussgelenisueniiaz fu
fusgnauntsiieanTn
H3 yaanamuuuBnsiulundnnsiiauduiusidauinmenssivuseglanislufiasdu
fusgnauntsiieanTn
Ha yadnamuuudniulundnnisiinnuduiudidauanmanseuusegelanieuanitendy
fusgnauntsiieanTn
H5 yadnamuuuidelagnisouiianuduiusidauanmensstuusagdoneluitasdu
HuszneunisilenTn
H6 yadnnmuuuyszivssusufinuduiusideuinninsafuusegslanisluiiosdu
HuszneunisilenTn
H7 ypanamuuutiuamesusifimuduiudiduinnnstunssgidanisuaniiasiy
HuszneunisilenTn
H8 usegslaneluiesidugusznauntsiieandnsinuduiufidsuinnismssfiuusegala
mevanitesduifusenounisiioann
H9 wisgdameluftendudussnounsiiooiniinudiiusidaanmensstuanuddaiioy
Wuguszneunsuazadgsiandvialul
H10 wsagdlameueniiszufusenaunsiioendndeuduiusidaanmenssiuniudsled
afuuszneunsuazadagsiandvialnl
ad o = a o
I5ANUUNITINY

nsnyIdendsiiiunsidoideUiinn Usseins Ae dnfinw
seaudSaansndnansnisusnisgsnalundamininesyiuas
Usguiidus nedrunungusodisildlumsiinsgsidualdainnis
AMVUATATIAINTENINMLILAIDE1INUTILIUN T TRD ST ORI UTHY
gn3984 Hair et al. (2014) fildinandn Sruoungusedrsinzas ads
fis1uruegnation 5-10 wihwawivdda TunsAnwite Suuvasunud
$rurndedinnu 28 Fefionm S1urunguiiegisdusi Jeaasil 280
819 uazanAduluefnlduusidnnunguiegeivsngaudmniy

o

R
1
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nsUseliulnalialaseadneeieds PLS-SEM Ao 91u3u813Ne 100-
200 #2969 (Hair et al., 2014; Sarstedt et al., 2014) fatfu §3To3al4
ngueenslaisnnd1 280 Mo uazifedlidusegaduguasse
Tun1sA1uIuAIaRAcY 9 (Henseler et al., 2016) 314 400 9813
unndsautuiiisimunly 19380 sdudiegnanuudne (Simple
Random Sampling)

wdessledldlunisiivsiunudeya Ao wuvasuniy uus
oonilu 3 mau fe (1) Feyavlveadneunuvasuniy $1udm 7 9o
Manu (2) deyatieafuyaanam $1ury 17 dedana Tnegisodauuag
91191U398v89 McCrae and Terracciano (2005) Bozionelos et al.
(2014) uaz Rossberger (2014) uaz (3) Yoyatisafuussgdlafiazidy
fusznaunsiioandnuazeudslafiandugiussnoumsuazainagsia
Advialm Uszneuseusegslafiozfugfussneunsilen@ dwau 5 4o
A1014 lngdddunnulanina1uideves Wang et al. (2016) wazAy

[
(Y

mﬂaﬁ%L‘T;JuﬁﬂizﬂaumiLLasa%ﬁqﬁsﬁ%a?}ﬁaimj MU 6 Tarnnu ag
HI99AALUAIINIUIT8UD Srivastava and Misra (2017) Taaanuag
203A1013L T ULNRNEINUTEUIUAT 5 SEAU ANALATAELNS (Likert
Scale)

nsiiudeyalutiufeuningian U we. 2562 n1533edin1s
nadeULn3esile InenadaUAINLLITaY (Pre-test) YBAWUUABUDIY

NATeAUNguAIBEe 311 10 Au WeUsuliuterudlakas Ay

e

319UDIANNIY 1/1’1mwmf\]aau@mmwsuaaquaaummimﬁiﬁ@%mm@
$107u 3 v Annsananunsadadom Tneldisnsiuiameandvi
AdenAdns (I00) silinasisauduiidnuinnda 0.50 Wieuansinte
?ﬁ’mmﬁ?uaamé’mﬁ’uwﬁwmaLLa Lﬂfamﬁﬁﬁ@ (Rovineui&
Hambleton, 1977) wamﬂmmmwvmwmw mﬂﬁuammmmummmum
fiftvun Immwwmw 0.86 — 1.00 mﬂuummimwamaLwamaau
anumnzaudesdu (Pilot Test) flunauAIeee8n 30 Ay laeyinis
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Jips1eRAduUsEanssaraesasauuin (Cronbach’s Alpha) 14naust
goufuiidnannnia 0.7 Weudnsiuuuaeuanuiiinnuifisadiome (Hair
et al, 2014) NAIINNTIATILINUTY ANsERuUALLTiBIvasfiuysTy
LUUADUDINTVLA 8 FaLUS Run st dismun Tneflnszning
0.760 - 0.895 i?ﬂﬁﬂﬂ’]iﬂ%ﬂﬂ‘;ﬂﬁﬁmmgﬂﬂ%ﬂ neunsLivdeyassaiv
NauAI98193119U 400 AU NMTIATIEVdeyaldatimFanssaun was
AATERANUFNRUSIE VR IEARUUaINRTATEe lngldmeila

Partial Least Square

NAN3IY

1. namsieszsideyaill wuin nuiegrdiulvg Dumne
wis Andudosaz 78.00 drunnfenldusnadeusedumnesidndu
nslnsAnsiindeudivioaunsvinu Andudesas 93.75 lnsdrulngd
arudlunisldeudumesidauinnia 5 adsdeduai dndudesay
91.25 dusnldszezalunisldnuuinmsdumesidaunnniy 2 Hlu
sonss Amdudovay 52.50 Tnedeuldiulerdenuaaular Instagram
uniign Andufesas 41.75 z‘humﬂﬂ&j:umiumaua%’aﬁﬁugmiumi
igsia Andusevas 54.00 wavdrnuaulaguuuugsiafdvialunianis
doansuiniian Anduiesas 73.50

2. NANITILATIENAUFUNUSLTIA A8 AL VUANNITIT
JGENGERN:

2.1 Assessment of Measurement Model

MnNsiaszinudeiuvesmiuaenndoniely (Internal
Consistency Reliability) Wwud1 dquUsuanndiiidn Composite
Reliability 4111191 0.70 wazdlA1 Cronbach’s Alpha 11nn41 0.70 39
aguladn nsiasuUsusnaualufuuuiauudede (Hair et al,
2014) MIATIERANUATUTIEDAARDY (Convergent Validity) wuin #a
wUsurannEalia1 AVE 11001 0.50 39a3Uladn Innnunsudsaennded
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sguhadulsdanafidsiamul suafenduluynduUsusdsresianuy
(Hair et al., 2014) d1un153tAs1ERANULTeRv0IfuUsdaLNA
(Indicator Reliability) wu31 fiauUsdanannaiiid1 Outer Loading
11 0.70 Feagulidn fuusdunaitmualuguvuiieranindede
(Hair et al., 2014) Fauanslunnsed 2

a
3N 2
U . . o 2/
A7 Cronbach’s Alpha, Composite Reliability, AVE uag VIF Y8903
Outer Cronbach’s " 5TAUAY
Latent Variable Indicators ) t-stat CR AVE VIF R e
Loadings Alpha (SO
AGR1 0.818** 23.461
AGR2 0.839** 32.869
Agreeableness AGR3 0.814** 26.436 0.899 0.860 0.641 1.925 - -
AGR4 0.778** 23.806
AGR5 0.752** 16.780
CON1 0.876** 30.005
Conscientiousness 0.896 0.770 0.811 1.645 - -
CON2 0.925%* 84.758
EIDB1 0.780** 24.343
EIDB2 0.852** 42.594
Entrepreneurial Intention
EIDB3 0.847** 39.863
and Start a New Digital 0.925 0.903 0.674 2550  0.556** Yrunane
EIDB4 0.877** 43.505
Business
EIDB5 0.810** 26.851
EIDB6 0.754** 21.372
EMO1 0.843** 28.712
Emotional Stability EMO2 0.852% 36.413 0.869 0.773 0.689 1.637 - -
EMO3 0.793** 20.861
Extrinsic Professional EPEL 0.903%* 76.171
Entrepreneurial 0.899 0.776 0817 1.674  0.518% Junan
Motivation EPE2 0.905"* 66.259
EXT1 0.756** 18.475
EXT2 0.797**
Extraversion 26921 0.870 0.801 0.626  1.658 - -
EXT3 0.814** 28.055
EXT4 0.797* 24.367
Intrinsic Professional IPE1 0.875** 40.548
Entrepreneurial IPE2 0.885** 50414 0.912 0.855 0.776  2.125 0.302* [l
Motivation IPE3 0.881%* 52485
OPE1 0.906* 48.439
Openness to Experience 0.870 0.706 0.771 1.423 - -
OPE2 0.849%* 24.550

wIEmg: * tvalue 21.96 (significance level=0.05) ** t-value =2.58 (significance level=0.01) (Hair et al., 2014)
wee: 2. % R >= 0.25 fis sedurt, **>= 050 Alg
M1eiMs: 3. Agreeableness iy yadnAMULUUYS
Business wneils eowdilafivedufusznounisuazasegsiondiialyel, Emotional Stability wunefis yadnammuuuitunanieersusi, Extrinsic Professional Entrepreneurial

Uhunang, **>= 075 fe eugs (Hair et al., 2014)
By, Conscientiousness mnefia yadnamuuudaiulundnms, Entrepreneurial Intention and Start a New Digital

Motivation wnefis wisgslameusniivniugsznoumsilostiin, Extraversion et yadnmwuuudawme, Intrinsic Professional Entrepreneurial Motivation el usegila
meluivaiugusvnaunisileenin, Openness to Experiencess OPE waneiis yadnnmuuuDalagnisdou
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Q"
#1379 3

INTFIYDIAT AVE Y098 USUAN UAaLAIaaUNE5E I 18 U TUEN

o
«» c T 2 a = =

fauds ¢ 3 525 & = 5 c = 5 ]
g 2 g ° 35 = g2 c 2 g2c¢c g

url 3 < o S 7 @ 2 v S o 2 n S g 8 8
© 2 s 2 & S % 2 8 ® o o 2 5% c 2
5 s} 2z =3 € 3 o > 2 2 0 o 2 c 5
g e fs3f2s ¢ £5:f3 £ :t%5£% g8
4 5 Q
£ S 52 & FEg53 X EE52 O3

AGR 0.801

CON 0.685 0.901

EIDB 0.375 0.418 0.821

EMO 0.601 0.544 0.374 0.830

EPE 0.455 0.467 0.672 0.414 0.904

EXT 0.620 0.644 0.393 0.478 0.417 0.791

IPE 0.476 0.501 0.698 0.349 0.691 0.429 0.881

OPE 0.559 0.539 0.401 0.496 0.438 0.530 0.412 0.878

e Adalu Main Diagonal fe VAVE

A115UNITIATIERAIIUATUTITUA (Discriminant Validity)
WUIN SInTianIvedAn AVE vesdiunlsuindaz i Saunndnan
avduussewinesfanUsudaufufauUsuslady 5 Tusiuuu Useneuiu
A Cross Loading vaasudsdanausasifuiuusudsfideindiaun
fian WewTeuifieuiue Cross Loading vosmudsdaunasuiuiuys
urladu 9 Tusuuy Fsaguli fudsusavioueesiiuuuinnuasads
$1uun wazgnindefuusdanadignies (Formell & Larcker, 1981) &4
wandluangedl 3

2.2 Assessment of Structural Model

TunsiesgilumaaunslaTias19rAedinsmadeun1IE I
WHunsany (Multicollinearity) ¥0993AUTEn0 U U B9y Ao alaid
AMNduRUSAULeseg 1l dud1AYN19ana tnaartadunisue1e@aves
AMuRUTUTIU (VIF) A15dA161ndn 5.00 (Hair et al,, 2014) Jaiile
f91501915199 2 nudn eeRUsEneuTunedAmYedenisvenedives
ATULUTUSIUTENING 1.423 — 2,550 donndeodfulnuafinivun
wnenud lumadunslasaddmsumsidondeidldindgmanie
Smdunsadamuesesdusznouneusniaandunised 2
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¢
a ¢ o a £ v . 1 a
N13LATIENANUTTANSLAUNIY (Path Coefficient) Wul1 &
Y AT Ao o w aa ° o
ANMUFUNUSIYIVINNNATINUBE YNGR 0.01 91UIU 3 LEUNIY Lae
Ao o w ° Y = a %
NUgEInY 0.05 U 4 LEUNY LBINANIINATDUAUNAZIULLEFAIAIAITI
=
n 4
~
#1319 4
' .. a
A1 Path Coefficient UALHAN1TNATOUAUNATIY
- Path
HUNAFIY . t-stat BRG]
“ Coefficient N
Extraversion —> Intrinsic Professional Entrepreneurial Motivation 0.087 1.107 ladefuayu H1
Extraversion --> Extrinsic Professional Entrepreneurial Motivation 0.059 0.838 Maﬁuauu H2
Conscientiousness —> Intrinsic Professional Entrepreneurial Motivation 0.255%* 2.796 aﬁuauu H3
Conscientiousness —> Extrinsic Professional Entrepreneurial Motivation 0.051 0.734 ladefusyu Ha
Openness to Experience > Intrinsic Professional Entrepreneurial o
0.131* 1.978 auvayy H5
Motivation ’
Agreeableness —-> Intrinsic Professional Entrepreneurial Motivation 0.174** 2.072 aﬂuﬁuu H6
Emotional Stability --> Intrinsic Professional Entrepreneurial Motivation 0.153* 2457 aﬁuauu H7
Intrinsic Professional Entrepreneurial Motivation --> Extrinsic o
0.587** 9.963 auuayu H
Professional Entrepreneurial Motivation !
Intrinsic Professional Entrepreneurial Motivation --> Entrepreneurial o
0.447* 6.355 auvayu H9
Intention and Start a New Digital Business A
Extrinsic Professional Entrepreneurial Motivation --> Entrepreneurial .
0.363** 4.650 auuayu H10

Intention and Start a New Digital Business

e 1. * tvalue >1.96 (significance level=5%),** t-value >2.58 (significance level=1%)

NANITILATIZRANNTLATIAS1IUaZAIBNTNATIN WUIT IPE 3
SnSwasausie EIDB unfiga (3nBnasiy 0.660) s0%a9uA0 EPE 7
Sviswasiusie EIDB (BvEwasau 0.363) muddu Aiseduliedifynieada
0.01 Tny CON ianEnasansie IPE 11nfiga (BnSnasiu 0.255) 50989
A9 AGR 18nSwasause IPE (BnSwasiu 0.255) A1UEGU bay IPE 3
Sv3wasausie EPE wndign (BnBwasau 0.587) 589adu7Ae CON i
Bvnasause EPE (Bndwasau 0.201) suddu fAsziutiudfyniada
0.05 Fawanslunsedl 5 uaznindi 2
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AN5197 5
VNN TI DVNENAN DD UALONENATIL

Independent Variable

Dependent Variable Effect

EXT CON OPE AGR EMO IPE EPE
I o DE 0.087 0.255% 0.131* 0.174* - -
usspdlamegluiiandugusznounsile ‘E
87w (IPE)
TE 0.087 0.255 0.131 0.174 - -
@ v DE 0.059 0.051 - - 0.153** 0.587*
usepslaneueniivailuiussneuns
* 4 Y IE 0.051 0.150* 0.077* 0.102* - -
oo (EPE)
TE 0.110 0.201 0.077 0.102 0.153 0.587 -
o d o 2 DE - - - - - 0.447% 0.363*
arwadlafiandusznounsuazaing
PP IE 0.079 0.187* 0.087 0.115* 0.056* 0.213** -
ganndvialual (EIDB)
TE 0.079 0.187 0.087 0.115 0.056 0.660 0.363

ni7eims): 1. DE = Direct Effect, IE = Indirect Effect, TE= Total Effect

e 2. EXT vinefls yadnammuuuliaume, CON vanefis yaanamuuudasiuluvdnms, OPE vanefia yadnamuuuilslagnisiSeus, AGR mnefls yadnnmuuuussilussusy

, EMO vanefia qﬂﬁnmwuuuﬁummamsmﬁ
Wk 3. **p<0.001, *p<0.05

e
ussgslameluiteadu
i A
fusznoumstioanin

yadinamuuuBasiy

Tundnns

0.587** (9.963)

ynadnnmuuuitale
gmsGoul
) 3

0.363** (4.650)

yagnAMILUY

A
% T -
Useiluszueu ( ussgalameuenitondu

fusznoumsiionndin

2
~ yadnnmuuuiiuag Q'=0.395

meesuni

AN 2 HANISIATIEAILUVALNISIATIASN

mwddlaitazdugusznoums

wazadagnonIalh

* yuneie dudAgyneaaAAY 0.05
“yisgfia vy aRATSAY 0.001

R’=0.556;

AsItAstgauwiug1lunIswensal (Coefficient of

Determination (R?)) wu31 fakuuiimanusiugntunisnennsal EIDB
(R?=0.556) Tusgauturunas anusdugluniswensal EPE (R =0.518)
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Tusgaulnunans wazanuuduglunisnensal IPE (R* =0.302) Tusgau
#1 (Hair et al, 2014) Fauandlumssd 2 dumsieszvanuduiudids
n1snensal (Predictive Relevance (gf)) Wu31 EXT CON OPE Way AGR
fiauduiusidsnisnensaitu IPE Tussiuliunats luvassdl EXT CON
EMO uag IPE fimnuduiusidenisnennsaliu EPE luseAuge uay IPE
uay EPE fanuduiudidesnisnennsaliu EIDB Tusgauuiunans muasu
(Hair et al,, 2014) LagMIIATILANANTENUADAULLUE U THEN T
(Effect Size (f)) Wua1 IPE dnansynuseauudugilunisweinsal EPE
Tuseaugs Tuvaus?l IPE way EPE Snansenusionausiuglumsnennsal
EIDB TuszauUiunais 1ag AGR way CON dnansenunamduuiiugly
nsnensal IPE wag EMO Sinansenuseanuusugilunisnensad EPE
Tuszaus (Hair et al, 2018) fauandlumsned 6

131 ﬁ‘ﬁ 6
!
A1 Effect Size (f) uae Predictive Relevance (q°)
Endogenous usespslameluienduguszneunis usegslameuenitandu amndlafiazdudusznaunisuas
latent 9913w (IPE) fusznaunisfiaandw (EPE) a519g3nafdsialyai (EIDB)
Exogenous latent Patl:1 I q Pa.tAh d q Pa.tr] Id q?
coefficients coefficients coefficients
EXT - - 0.218 0.087 - 0.395 0.059
CON 0.255 0.041 0.218 0.051 - 0.395
OPE 0.131 - 0.218
AGR 0.174 0.020 0.218 - - -
EMO - - - 0.153 0.033 0.395 - - -
IPE - - - 0.587 0.518 0.395 0.447 0.234 0.342
EPE - - - - - - 0.363 0.155 0.342
U 1. £ 20.02 finansznuszdum, 20.15 dnansenussduiunans, 2035 dinanssvuseiugs (Hair et al, 2014)

3. EXT vaneiis yaannmuuuidawme, CON vianetls yadnmmuuudndulundnnis, OPE vanefls yainamuuudalagniaious, AGR vineiis
yaannmuuuYssiiusyuen, EMO vaneils yainnmuuusiupsmeensual

aAUIENaNTANYN

HANITILNUIN ﬂ%%’ﬂﬁdwasiaﬂ’gmé?ﬂaﬁ%L’fJuQ'Uizﬂa‘umi
wazasegsnandvialudvesdnAnwiseavdIygrnslundngnsnis
UInsgsiaunniian fe yadnnmuuussilundnnisiuussgslaniely
flazidugszneumsilonndn neyadnamuuudnsiulundnnsidvdna
nansaseusagelanmelufivsifuguszneunisiloondn aenadosiy
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UIBY8I Abuhamdeh and Csikszentmihalyi (2009) wag Millman et
al. (2010) wui1 yadnnmkuuBashiluvdnnisianuduiusideuaniy
ussgalaneluvesyanaiizisuduainsgsiefiduindeusomalulad
Avauazuinnssuuvesnuies Tuvaziferfuyadnaimuuudasily
ndnnsdsfinsnannsdonsonnuitlafiosBuiusznounisuazains
snamavialvel Tnsdeinussgslameueniiasiduusznounsiioonnd
Annussgslaneluisidugszneunisiiea@n aenndosriuanide
Y99 Wang et al. (2016) wui1 yadnamuuudaiulundnnisd
auduitusidauanduanuasladugusznounsgsialawed Tnoky
ussgdlaneuenuazmeluivwfuguszneunisgsialeiues vienanidn
tfonisinsagslanmeuendiazidugiuszneunsienrdn uazusegsla
aneluiezifuguszneunisilear@mdusuysaunanslunuduiius
iwiwﬂa%’ﬂﬁmuﬂaﬂmwLLUU@ﬂﬁquwé’ﬂﬂ']iLLasmméi”’ﬂ%ﬁ%L‘fJu
AUsznauNsuarasegsnandvialu
usegdlaneluiteziduguszneunmsiieednuazusagslaniouen
s uiusznaunisiioandnddvinansnssdoaudslaiiosdy
AUsEnauNskazas1egsiafdvialudveslinAnuwiseduysyyinily
MANGNINITUIMTIING denAdeaiuaideves Hau et al. (2013) wud
wsspslanglunas meuenifutaded dyiidmadsuandoauslaly
\BengAingsuvesyanaiiazudunszynAanssusiig q n15§3Aa wa Liao
et al. (2011) A liFudusagdlanelunazasuenifuiiate G
dmaBsuandenafiuturesssiumiuddalumadudusznaumsssia
wonnil ussgdlanmelufienduusenounisiioonnuasyednawuuy
fupwnsorsuaiiiavdnamanssdeussgslaneusnazidugusznounis
fp01%N aonARBINUUITLVBT Yoo et al. (2012) Wud1 use9elaan
aeluiyanaduiiadvd dyfidmadauandeussgslansueniiazyin
A9NTIUATS 9 N1955A9 UAZHANITANYIYDS Bolger et al. (1989) 7
Fidiuimsfiyanadenuansalunmsdanstuiagmaeldusanasu
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PNAaUNISIANg 9 Fnuesdoundayldiluoned dmalsuindenis
relAnussgslanmeueniionduussnounisgsiveoulatinndeiy
yadnnmuuudaiulundnnng Ussilszuen uazilelagnis
Fouiisnsnamenseieussgalanielufiaviduduszneunsientdn
A9AAADINUIUIIBYOY Abuhamdeh and Csikszentmihalyi (2009) waz
Millman et al. (2010) wu1 yaannwwuudeshilundnnisiinnadiniug
Beuanfunssgslanmeluvesyanafiazisusuaiegsisvulanesulaliiy
YDINULDY UAZHANITANYIVES Jayawarna et al. (2013) ATlALfiudn
yadnamuuulseivssuendmadsuindeussgsloneludalaiiosdu
fusgneunsysnianeulay uenanil Komarraju and Karau (2005) §3l4
Fonduiyadnnmuuuidalagnisdouidanuduiusideuandunis
dinduvessziuussgslanieludnlafiesdudusznaunisgsfivesulad
Tuvaugityranamuuudawmelifinnudniudidewiniuusegsle
meluitazidugszneunisilonndn axvieuliiuindndnwfiidsdne
oeflundngnanisusmsgsiefifiyndnniwndiAnnduanseanty 1l
dsualmniuifaanujsiuvdonssglaneluiosduguszneunisile
013w e lilssumsaneuuniluguiuuveaniseonsunasdunisdn
voseuludsnuniu Sadunaunanmsiiveuvinoslsuuuidame aosinaes
gn lemsuaussaudsinsvenuenduddyy aenndesiunuide
Y83 Wang et al. (2016) wuin yadnamuuuidameianudunuslunig
nyafutmiuussgslangluiesduguszneugsialeiuesvesindnu,
s¥AUUTIR3 wena Nt Uﬁaﬂm‘wLLUULTJmmmtaz%ﬁﬂwé’ﬂmié’ﬂﬁ
fawduiudideuinfuussgsloneuendazifugusznounisiloondn
agvioulifuindndnuiindrAnnduansoenlunisfivmnzan saviad
AnusuRaveuseniiuaznszuinisauaiunsavesnuies lailed
ussgslafiazifugfsznaunisiiendn suidesunanaiudesnsifud
Sinvesauludnn wagnslasunefansuunuiidutiu Sadunainain
nauiinAnuiilffununedeyauniy Wunduusssnsulwaliidany
uadvauiinlaeusiads ilitianudesiuluauamisovesnuies
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Lagduveuflagifanssufiannsonevaussmuiosnslndanies
Jugudnansddyy aenndesiuauideues Kingley et al. (2016) wui
yadnamuuuawmeldiianuduiusidauinduusegslanisuenves
yanalunsnsesindsing o Weflazlildsunissensuanauily 41
puealsravaudfaniensmaniafananeuunuiiduiussiadias
F¥undusnarnnisnagyintu q wag Arani (2013) Fldiuinyadnnin
wuudeshilundnmsdmalumanssiudufuusagdaneusnvesyana
Tunnsitaensevidesing q iflannushnieanuanansovemuieuazaiy
Fosnsuszauanudiialunihiimsausainuesidaianiaeld

Faauauuzdmiun1sive

1. Towauawuzlunsimans3deluly

MnransAnINuI yannmuuuashlundnnisinunssgsla
melufasdufusznounsilearimduiladvddyfidmarannudilad
andufuszneunisuaraiegsiondvialmivesinAnwszauUsayanily
ndngnInIUimsgsiasniian fedu antunisine viorudvuing
§3Aasng q AdwAsdes aslienuddgyiunisdanmsiiounisaou
nstineusu WelkanufiAeadunsisududugusenounsgaianasia
selmifdnnuaenndestuyainanvesnguin@nuiduginie
vannavasa JuiiaveulunuildSuteuming uazssannudisa lag
M3TnsEeunsaeuRIUNsEANYIFA 4 TauduaauUsenauns wile
vilinAnwlsilenalunsianumeldaonisaiiidusie Iiasiloud
Tanddaymimnsgsiasing q Aflanuvimiesdeninuduazanuaiunsa
mufildFuseumnenaaunsAnwLarUsEnous svadinIsdn
Aanssuiilegelalifindnuildnsznindananouunuiinutesaglesy
nduan Wy MsatuayuiraIRuyudmsunisigsialudesenluauian
nsafaaTetnelusznouns mslddumsendes wazidedeaduiiidn
Husu Faazvinlinguiin@nudenanifausgslanelulunsyatiudy
;:I‘Uwﬂaumiﬁqsﬁﬁ]ﬁ%ﬁammﬁwﬁu Wantaduausatunisidu
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FuszneumsAdviaiaauinnssunsgsialdediainsassd ilodwuou
duudeuinisiiafraszaunisaluinuszivlalviuguilae uas
wiloninfuszneuntsuuvsui waziefigaiaauddlafiasdy
fusenaumanazduduadsgsialuduulanAdviaiifingstunslude
LazAINNANIIANYINUI yadnamkuulawmelaidianuduiug
Bevandunsagslaneluiiesduuszneunisiionndn wazyadnnim
wuuidaweiazypannmuuudaiulundnnsdlifauduiudiden
funssgelanmeuenilozdufuszneunisilosnInvesinAnyise sy
Usnynlundngnsnisuimsgsia dedu feadaussglasismelunas
meueniazfufuszneunsiioodwliiAaunthdnuifyadnamiuy
Wamsuarailundnns antunsne wieguiumnzgsianiis o
AfdnuAsates azdedlinnuddyiunisiauinuimaiegslali
tnfAnwingudsnan wauiasglevdluduasegia unum anudidey
yosUszneumsgsianavanelmifiduindousouinnssunazmalulad
fdvia Wunisiineusuiieviaunainug neliAnanudeiaiisassd 14
Auansnfinuedogunldusslosdludannded samsanisdnds
lasansHnUURNMsUIWIEUTENaUN3TSAARTATINAUYLYIY %3
g3favUIAnasLazvuIngeuifeuiaauilunisiunaluladuaz
winnssuidvialuldifiugadinisgsio Geagilsinguindnunityndnaim
Walnguay gﬂﬁuiwé’ﬂmuﬁmLLiwﬂﬁlmaiuLLa Ausniioz iy
mﬂsmawaawwmﬂswu aULuaqmmﬂmﬂmmammﬂﬁmﬁﬂm 6]
fiflanusimeronnuanauazkamInsliiinvesmues auads
neliAndsslovddeguyu deaun wavladdiusinlunisadieainy
wigAulamaasugiavesUszimaituindousessiavuinnaisuas
YUIngaulAdNNI
2. Forausuurdniunmsviniidendasely
2.1 lunsAnuidendadely §ifvenaldisidonuunaunay
A18N1511 378U UUTSIAIUTUI (Quantitative Research) kaz3gids
AN (Qualitative Research) laen15lH3gi3sUsuandundnuazldis
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LSTNﬂmmwmm%mﬁasumammLLaULﬁmmméuﬁﬂmaﬁam AEIBNS
dunuall@edn (In-depth Interview) V3OIMIIU 9 MuANLIvINZaY

2.2 Anwduusdu q Aaninasdamadenuddlaiiasidu
Auszneunisuazadisgsiefdvalug wu Jadeqaudnvaznisdy
AUTZNOUNTT AINNABINITAINASY ANEINITANIUIRNTINEIY
yAna Lagfkusunindu 9 1wy aussouzviadiumaluladues
AU2NOUN1T LavAURURILTEIENNWIRGBUN9gsAY W

2.3 Ynseuuwifnlunsideaded lWAnwidsanuddlaiiay
Juduseneunisuazadiegsiefdialndvesin@nwiluaiviivivay

a

niinedy o wielvlateyaludsdnuaziinnuvainuate wetiludgns

Y
'
a

inturesseivanudtlafienidugusznounisuazadregshondvialml
maaﬁfﬂﬁﬂwﬂuamﬁmLLasqﬁmﬂSu q Faazanunsaidunalnddaly
nstuindeussiaruinnalaazuIngon AaenduLATYFATlUTULUY
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Thailand
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Abstract

This study aims to determine the factors that influence the
adoption of E-business technology among SMEs in Songkhla,
Thailand. The Unified Theory of Acceptance and Use of Technology
model (UTAUT) was used to test the adoption and usage of the
e-business technology. Questionnaires were distributed and
quantitative method was utilized. The organizations with more than
ten employees in Songkhla were chosen using database version.
Moreover, the SmartPLS program was used to analyze the collected
data. Based on the results, performance expectancy was the main
reason for the use of technology in the future. In addition, effort
expectance and perceived credibility have positive impact on the
intention to use future technology. Voluntariness, on the other

hand, does not affect this decision. The implications of this study
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reveal the important to understand why some companies choose
to use technology. The study recommends the local companies in
maximizing the E-business opportunities in order to gain competitive

advantage.

Keywords: E-Business, Technology Adoption, UTAUT model, SMEs
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Introduction

Electronic business (hereafter, E-business) has become a
major driving force in today’s economy with many businesses
adopting this technology to ease their operations (Zhu & Kraemer,
2005). This is mainly because there is an increased number of an
individual using the internet for shopping, social networking,
communication and banking making this a resourceful platform for
business growth (Kfouri & Skyrius, 2016). This has brought individuals
together to interact and share business ideas through websites and
emails. It has been reported that 96% of organizations in
Organizations of Economic Cooperation Development (OECD)
operate with E-business technology and half of these firms have
their own websites (Zhu & Kraemer, 2005).

However, the widespread adoption of E-business in Thailand
has been dominated by large businesses. Many small and medium-
sized businesses in Thailand lag in adoption of E-business despite its
huge potential to transform business operations. The operations of
most of these businesses are poor since the management is not well
informed on IT adoption (Abou-Shouk, Lim, & Megicks, 2016). Some
of the factors that have contributed to this scenario include the cost
that is associated with IT investment and this has left many
businesses operating manually. The fear of failure in the adoption
of this technology is also holding back many organizations from
progressing (Vatanasakdakul, Tibben, & Cooper, 2004). This
technology phobia and the lack of knowledge on the advantages
that can be experienced from the application of this revolutionizing
technology have resulted in the lack of strategic direction in many

small businesses in Thailand.
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The Rationale of the Study

Information from Thailand Development Research Institute
(TDRI) indicates that there are more than 700,000 businesses that
are utilizing internet services (Khemthong & Roberts, 2006). However,
this did not improve the number of computerized organizations that
are trading online on digital platforms. The medium sized
organizations greatly contribute to the GDP of the country which
makes this issue one of the major concerns (Saekow & Samson,
2011).

With a general understanding and process of implementation,
any business can attain a competitive advantage by capturing a huge
customer base with great interest and preference in e-business.
Leaders with adequate knowledge in e-business can reinforce the
adoption of this technology due to their ability to make decisions
on behalf of the organization (Hart & Saunders, 1997). Despite lots
of studies having been conducted on the deterrents of e-business
adoption, little has been researched about the critical features that
determine the decision of integrating this expertise for small and
medium sized businesses in the twenty first century. The study aims
to discover the factors contributing to the huge gap in the
technology adoption in Thailland where the willingness is
comparably low (Saekow & Samson, 2011). The results will
contribute to the already published information and enhance
literature and the knowledge body on the discrepancies that exist
and the possible ways to address them.

It was a resolution of the provincial government cabinet to
establish the Songkhla Provincial Development Plan that works to

implement issues to do with development in agriculture, expansion
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of tourism, trade and investment and promotion of product
marketing strategies (Frambach & Schillewaert, 2002). To ensure
consistent development of the country the cabinet saw the need
to promote start-up, small-scale businesses that requires innovative
management and incorporation of trending ideas that encourage the
use of advanced technology in production (Zainab, Awais &
Alshagawi, 2017). The interest of the cabinet to invest in building the
capacity of local entrepreneur with the launch of Wow project has
necessitated this study to understand what factors influence the
adoption of e-commerce in Songkhla province.

According to the Thailand policy 4.0, the concept of
technology-driven operations and results, such as the creation of
online business plans, is fully supported by the Thai government
(Oliveira & Martins, 2010). These digital marketing technologies
require the implementation of appropriate information technology
that can sustain online business operations successfully (Kumar,
Luthra, & Haleem, 2015). This will also enable the application of
product development strategies and innovations and consequently
contribute to the expansion of the business. Therefore, Songkhla
Province supports the idea of innovative technology in the
agricultural manufacturing and production industries, to enhance
the provision of quality raw materials (Shaharuddin, Rahman, Aziz, &
Kassim, 2018). The agricultural sector is the core contributor to the
gross value product of the country giving more reasons for the
necessity to promote the effectiveness of this technology adoption
in all aspects of the economy.

The local entrepreneurs in Songkhla province has plenty of

resources including fertile lands and availability of water that can
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generate substantial production (Sin, Choy, Lin, & Eze, 2009). The
required practice that can make this possible is the knowledge that
incorporates creative thinking and innovation, to address product
development issues. The lack of sustainable business concepts and
effective approaches to support this development is the main
hindrance behind the quality agricultural results (Kumar et al., 2015).
There is a need to develop a comprehensive strategy that will
address the issue of production, product marketing and general
management of local businesses. This project targets local
entrepreneurs in the SMEs businesses.

The objective of this study is to study the main factors that
influences the adoption of E-business technology among growing

organizations in Songkhla, Thailand.

Literature Review

One of the studies conducted to address the true nature of
this business discovered some major challenges that are currently
facing e-business such as E-business markets (Cao, Ajjan, Hong, & Le,
2018). The importance of this market was stressed to ensure that
businesses take advantage of all the available partnerships and
alliances for the purpose of growth. The importance of e-business
activities was recognized in New Zealand, during a government
summit that was held to discuss the e-commerce plans for the
businesses in the country (Surbakti, Wang, Indulska, & Sadig, 2019).
More of this information was in cooperated in the policymaking and
this data has been useful in the economy benchmarking and the

provision of guidelines to managers.
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Studies that focused on the relationship that exists between
the performance of the business and technology has indicated that
technology affects productivity, profitability and marketing success.
It has also been discovered that different types of IT investments
create different value in the organization (Ajao, Oyebisi, & Aderemi,
2018). The main factor that hinders ICT adoption is the availability
of resources. Limited finance, technology, and skilled IT human

resource can prevent the integration of new technologies.

The Unified Theory of Acceptance and Use of Technology

To understand the acceptance of new technologies,
researchers have used various theories as their ground theory
leading to diversity and competing theories in the field of
technology acceptance. To harmonize the various theories,
Venkatesh, Morris, Davis, and Davis (2003) developed the unified
theory of acceptance and use of technology (UTAUT). UTAUT is a
combination of eight main models and theories which are Social
Cognitive Theory, Adoption Innovation and Diffusion Theory (AIDT),
the PC Utilization Model, the Theory of Planned Behavior (TPB), the
Motivation Model, the Technology Acceptance Model (TAM), the
Theory of Reasoned Action (TRA), and the combined TAM and TPB.
The UTAUT theory proposes that performance expectancy, social
influence and effort expectancy are direct determinant of behavioral
intention and that the behavioral intention with facilitating condition
directly influence use behavior of technology (Williams, Rana, &
Dwivedi, 2015).
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Conceptual Framework

The diagram below shows a conceptual framework that was
developed through the extension of the UTUAT theory with the
additions of customer’s attitude and social influence. UTUAT has
been proven to be a relevant research tool in the prediction of
adoption behavior with the emphasis on expected performance and
social influence. This framework can be further extended to include
the risks that are associated with the technology used and the
consumer needs. Even though this model has been extensively
employed to explain the concept of technology adoption, there is
a need to find out other factors that apply to a context based on

customer environment.

Parformance H1

=
£
Effort H2
§ — &
Expectancy | Age H Gender I—{ Experience I £ Ha E
T =
=2
£ £
£ 2
= S
Social I voluntariness of use
Influences I Age | | Gender | I Experience

Facilitating H3
il s e S oy

Figure 1. Conceptual Framework of the UTAUT Model in the current

study.
(Adapted from UTAUT Models presented in Venkatesh et al., 2003 and Yu, 2012).

Performance Expectancy Factor
In review, the performance expectancy factor of UTAUT
model refers to “the degree to which an individual believes that
using a particular technology will help him or her to attain gains in
69
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business performance” (Venkatesh et al., 2003, p.447). This factor
captures the constructs of perceived usefulness and motivation
Venkatesh et al. (2003) define performance expectancy as the level
or percentage to which the person considers that usage of a system
will contribute in gaining the improved performance in a business.
Alkhunaizan and Love (2012) assessed the success and
growth of mobile commerce using UTAUT model and concluded the
role of performance expectancy was one of the main drivers in
customer intention to use mobile commerce. In line with this

preceding study, the following hypothesis is proposed for this study:

Hypothesis 1: Performance expectancy is directly inclined to the

behavioral intention.

Effort Expectancy Factor

Effort expectancy is the degree of ease associated with the
use of the system (Venkatesh et al., 2003, p. 450) or, more precisely,
it refers to the extent, to which an individual believes (expects) a
new system will be easy to use (Venkatesh et al, 2003).
Consequently, it has a significant positive influence on staff intension
to exploit the ICT for better performance. According to the
Venkatesh et al. (2003), the effort expectancy factor is the level of
ease or efforts required in integrating system within the workplace.
This factor is also included in the behavioral intention combination
of UTAUT model. Dulle and Minishi-Majanja (2011) state that effort
expectancy factor plays an increasingly important role in the
acceptance of technology by the people while AlAwadhi and Morris
(2008) revealed the dominant role of UTAUT’s component including
effort expectancy in students’ intention to use the e-business
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services. San Martin and Herrero (2012) in their study stated that
effort expectancy is notably like the factor defined as perceived
ease of use in the TAM’s model. Hence, the following hypothesis

has been developed:

Hypothesis 2: Effort expectancy is directly inclined to the behavioral

intention.

Facilitating Conditions Factor

Facilitating conditions refers to the extent to which an
individual believes that organizational and social conditions exist to
support a new system (Venkatesh, 2000). They play an important
role in examining the impact of external factors or variables in
exploring the behavior towards technological usage. According to
Venkatesh, Davis, and Morris (2007), the facilitating conditions refer
to the importance given by the subjects to the factors like
organization and related infrastructure-based support of the system
usage. Venkatesh (2000), in a study, assessed the role of facilitating
conditions along with different factors as anchoring factors and
adjustment perspective for determining the perceived ease of use
(PEOU) with respect to the online help system. The study claims an
important role of anchoring factors in developing PEOU with
increased experience, the role of the adjustment perspective
increases in determining the PEOU specific to the system. Hence,
the following hypothesis has been developed:

Hypothesis 3: Facilitating conditions is directly inclined to the
behavioral intention.
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Use behavior

The behavior generally determines the intention to use
certain technology by the respondents. It defines the level of
acceptance of technology by the organization (Al Awadhi & Morris,
2008). Behavior also determines the intention to perform certain
task. This extension is endorsed by the study of Venkatesh et al.
(2007), in which it has been determined that success of the UTAUT
model also requires the inclusion of this dependent variable. Its
importance is asserted in the context, where the basic model can
prove its viability in terms of validity and development of the future
prospect. It is very important to consider this variable in the model
in this study, as eventually it conditions the success of the whole
process of technology acceptance.

Behavioral intention

As mentioned earlier, use behavior is an antecedent of
behavioral intention in the UTAUT model, because people had
better cope with the task of accepting and using new technologies,
when they have a positive intention to use future technologies
(Legris, Ingham, & Collerette, 2003). To have such an intention,
people usually must understand why they need it and what benefits
they will receive from it, which accounts for the motivation behind
adoption of new technology (Venkatesh et al., 2007). Hence, the
following hypothesis is proposed:

Hypothesis 4: Behavioral intention is directly inclined to the use

behavior

72



The Main Factors Influencing E-Business Technology Adoption
Journal of Management Sciences of Entrepreneurs in WOW Project Songkhla, Thailand
Vol.36 No.2 July-December 2019 Wanamina Bostan Ali and Sumana Laparojkit

Voluntariness

When people are forced to use and accept technology
without understanding why they need it or what benefit they could
gain from it, usually the process of acceptance goes with major
difficulties (Mathieson et al., 2001). It is the same with any innovation
in all the spheres of knowledge, as it is a tendency of people’s
psychology to eagerly do something when they know why they

need it.

Methodology

Quantitative method was used for data collection with the
use of questionnaire adapted from previous studies. SmartPLS
program was utilized to analyze the collected data. The software
employs the use SEM and PLS modeling path to give out the output
from the analysis. The SEM modeling technique will help to find
relationship between technology systems and performance by
looking on the outputs of the least square model.

The sample of organizations involved in this research project
were chosen from a database version that was updated with
organizations in Songkhla, Thailand that have more than 10
employees. The reason or choosing larger companies is to target
companies that have the knowledge and resources to implement e-
business and make the study much easier in identifying the
objectives of the project. The survey method was used and
approximately 55 survey questionnaires were administered to all
entrepreneurs who participated in the WOW project. Out of the 55
questionnaires administered, six were incomplete and removed.
Hence, the total observation for this study was 49. The data
collected were further analyzed using smart PLS software that is
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easy, fast and reliable to come up with the results. The main
advantage of using PLS-SEM is the ability to keep track of all the files
used and data analyzed, creates path model faster and provides
deeper insight on the data (Shaharuddin et al.,, 2018). Another
advantage of PLS-SEM is the ability to analyse small sample size
data (Hair, Hult, Ringle, & Sarstedt, 2016).

Constructs Reliability and Validity
The reliability and validity of the measurement model was
checked with Cronbach’s alpha, composite reliability and average

variance extracted (AVE) and the result is presented in the table 1

below.

Table 1

Assessment of Constructs Reliability

Cronbach’s Composite Average Variance
Constructs
alpha Reliability Extracted

Effort Expectancy 0.937 0.96 0.888
Facilitating Condition 0.724 0.879 0.784
Intention to Use Future 0.935 0.958 0.885
Technology

Perceived Credibility 0.970 0.978 0.916
Performance Expectancy 0.946 0.961 0.860
Use Behaviour 0.908 0.943 0.846
Voluntariness 0.781 0.872 0.697
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The result revealed that all the constructs’ measurements
are reliable with all the Cronbach’s alpha greater than 0.7. The
composite reliability which is more appropriate measure of internal
consistency reliability since it considers the different outer loadings
of the measuring items (Hair et al,, 2016) is higher that the
satisfactory level of 0.7. The outer loading of the measuring items
of a construct (as shown in figure 1) is higher that the AVE for the
construct which indicate that there is convergent validity. The least
AVE is for Voluntariness which is 0.697 and it indicates that the
construct explains about 69% of the variance in the reflective items
that are used to measure the construct, and this is above the
acceptable 50%. It also means that the items have common factor
and has been adequately captured by the construct. There are no
redundant items as well. The bootstrapping of the measurement
model revealed that the T-statistics of all the items are significant.

To check that each construct is truly different from other
constructs in the structural model discriminant validity was checked.
The Fornell-Larcker criterion analysis (Fornell & Larcker, 1981) was
used the check the discriminant validity. According to Hair, Ringle,
and Sarstedt (2011), using the Fornell-Larcker criterion, the construct
is considered distinct from other constructs in the structural model
when the square root of the construct’s AVE is greater than the
constructs correlation with other constructs. The result of the
discriminant validity is presented in the Table 2.

The result of the Fornell-Larcker criterion analysis indicate
that the constructs in the structural model are all valid.
Multicollinearity was checked with VIF and the values for all the

constructs are lower than 5 which is the acceptable level (Hair et al.,
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2011). According to Hock, Ringle, and Sarstedt (2010), once the

measurement model is satisfactory, the structural model can then

be analyzed.

Table 2

Discriminate Validity (Fornell-Larcker Criterion Analysis)

Constructs 1 2 3 4 5 6 7
Effort Expectancy (1) 0.943
Facilitating Condition 0.679 0.885
2)
Intention to Use (3) 0.807 0.726 0.940
Perceived Credibility (4)  0.812 0.769 0.845 0.957
Performance 0.856 0.749 0.854 0.841 0.927
Expectancy (5)
Use Behaviour (6) 0.671 0.715 0795 0.764  0.853 0.92
Voluntariness (7) 0.720  0.731 0.829  0.835 0.810 0.806 0.835

Note: the square root of the AVE is presented in the diagonal axis and the rest are inter-construct

correlations.

Results and Discussion

To test the hypothesis, the third version of Smart-PLS

software (Hair et al.,, 2016) was used to analyze the data obtained.

The Smart-PLS software uses the partial least square structural

equation modelling (PLS SEM) method to analyze the data obtained.

The choice of PLS SEM over covariance-based SEM is because PLS

SEM is a nonparametric statistic as the data did not assume normal

distribution. More so, PLS SEM is the best option when the number
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of observations is small (Hair et al.,, 2016). Path analysis is used to
examine the influential relationship between the latent variables.
There are seven latent variables (five exogenous and two
endogenous variables) in the model as shown in Figure 1. The
parameter estimates are also shown in Figure 1. The bootstrapping
of 5,000 samples revealed the t-statistics and the two-tailed
significance level. The result of the parameter estimates, and their

t-statistics value are presented in Table 3.

Table 3
Structural Path Estimate
) . Parameter o Standard
Independent Variable Dependent Variable ) t-statistics
Estimate Error

Effort Expectancy Intention to Use 0.174 1.971* 0.088
Facilitating Condition Use Behaviour 0.292 3.338** 0.087
Intention to Use Use Behaviour 0.584 5.437%** 0.107
Perceived Credibility Intention to Use 0.232 2.353* 0.099
Performance Intention to Use 0.283 2.822% 0.100
Expectancy
Voluntariness Intention to Use 0.281 1.742 0.161

XXK

Note: * parameter is significant at p < .05, ** parameter is significant at p < .01, parameter is

significant at p < .001

The result presented in Table 3 above revealed that
performance expectancy has the strongest effect on intention to
use future technology out of all the four independent variables.
While effort expectancy, perceived credibility, and performance
expectancy have significant effect on intention to use future
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technology, voluntariness does not have a significant effect on
intention to use. This is because voluntariness does not have a direct
effect on intention to use but moderate the effect of social
influence on intention to use (Venkatesh et al., 2003). Overall these
independent variables explain 81.1% of the variance in intention to
use future technology. According to Hair et al. (2016), R? of 0.811 is
considered substantially high. Intention to use has the stronger
influence on use behavior than facilitating condition and the two
latent constructs (intention to use and facilitating condition) can
explain 67.3% in the variance in use behavior. This result is
important to the usage and acceptance of E-business technology.
The implication is that when E-business technology is designed the
focus should be on improving the performance expectancy,
perceived credibility and the effort expectancy in order to improve
the intention to use. This is because intention to use given a good
facilitating condition will result in actual usage of the technology.
All these concepts suggest why individual will choose to use a

technology.
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Conclusion

This study adds an important empirical result to the
acceptance of E-business by local entrepreneurs. All over the world
there is a shift from the tradition way of doing business to E-business.
Therefore, predicting the factors that influence the acceptance of E-
business from the entrepreneurs’ perspective provides a better
understanding of the reasons for using or intending to use E-business
by entrepreneurs.

The findings of this study revealed that performance
expectancy has the highest influence on the intention to use future
technology. This is consistent with the findings of Alkhunaizan and
Love (2012). This means that the strongest factor the influences
entrepreneurs in choosing to use E-business is the level of
performance expected from the use of the new E-business
technology. The second strongest factor the influence the intention
to use future technology is the perceived credibility. Due the
financial relation to E-business adoption by the entrepreneur, the
credibility of the E-business technology is important to the
entrepreneur and most especially to SMEs. Therefore, the perceived
credibility or trustworthiness of the technology is a deciding factor
for entrepreneurs to use E-business technology. The least but
important factor that influence the intention to use E-business
technology by the SMEs is effort expectancy. This shows that
compared performance expectancy and perceived credibility, effort
expectancy is the least deciding factors for SMEs. This explains that
entrepreneurs of small business do not mind to still put in little
effort when using a new technology because of the small scale of

their business. The results may however be different if the study
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was conducted on large business. Voluntariness has no significant
influence on the intention to use E-business technology. This shows
that the relation between voluntariness and intention to use
technology in this study is not a cause and effect relationship. This
may be because the study surveyed entrepreneurs who cannot be
coerced to use the technology. The entrepreneurs have the free will
to use E-business technology and therefore, it is not a deciding
factor for them. Finally, the intention to use E-business technology
giving the right facilitating condition positively influence the actual
usage of the E-business technology for the entrepreneurs.

The results suggest the important of the usage and
acceptance of E-business technology amongst local entrepreneurs
in Songkhla, Thailand. The implications of the study reveal that
when E-business technology is designed the focus should be on
improving the performance expectancy, perceived credibility and
the effort expectancy in order to improve the intention to use. This
is because intention to use given a good facilitating condition will
result in actual usage of the technology. All these concepts suggest
why individual will choose to use a technology. As such, it is
recommended that managers assist in applying IT skills. Also, hiring
employees with IT knowledge and experience would be a good start
in maximizing the E-business opportunities. Employees must be
exposed to IT and its implementation so businesses could gain
competitive advantage. The limitation of the study, however, is that
since the study was conducted among the local entrepreneurs in
Songkhla, the result cannot be generalized for the consumers’
adoption of the E-business technology. Future studies would be

expanded the scope of study to test the model in a wider area.
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RESEARCH ARTICLE

The Localization of Trading Fruits: The Case of
Transaction between Hatyai and Sadao Area, Songkhla,
Thailand

Parida Wipoopinyo1

Abstract

The aim of this research is to examine the optimal solution
for facility location of cross docking fruit between Hatyai and Sadao
areas in Songkhla Province. The ultimate goal of this analysis is to
minimize logistics cost and to identify the best area for setting up
the imported fruits market from Malaysia based on Padang Besar-
Sadao route. This research has been done by examining imported
trading volume of entrepreneurs based on 4 main markets in Hatyai,
Songkhla. The tools of this study were composed of 2 parts:
quantitative and qualitative which gave priority to the logistics costs
by ways of Center of Gravity Method and Exact Center of Gravity
Approach respectively. The samples of this research consist of 2
groups. The first group was 80% of entrepreneurs in market places
as 51 stores. The second groups were collected from both traders

and customers which added up to 30 records.

! Lecturer, The Field of Logistics Management, Department of Business Administration, Faculty of
Management Science, Prince of Songkla University, E-mail: Parida.w@psu.ac.th
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Upon examination of the hypothetical situation, the results
revealed that the specified optimal position was stated at the
geographic coordinate as a geodetic latitude of 7.014044 and
longitude of 100.469638 which is on the Thaveesup market region,
Prathanuthit Road, Hatyai Sub-district, Hatyai District. Based on the
solution, this research highlights the importance of the logistics cost
minimization which created 9.69% cost saving. Nevertheless, this
facility location has a maximum bottom line from qualitative

analysis on account of consumer sources and availability.

Keywords: Fruit Distribution Center, Southern Fruit Market, Hatyai
District
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HUTENOUNT WagNaUnIBIuTIvNIs kagvinisisesasuladeunaslv
ihuifneauddydadeluusagitud Fawanisdnuinuti Jaduiingy
Uszrngidesadulianudrdnmndian e dadesuniaidenleeiy
FEUUBIUIYAUEALAIN LLazﬁﬁ]i’]’ﬂﬁﬂﬁjuﬂszﬁumﬂﬁﬁmﬁﬂ ANNEADY
snitan fo Jadedulassairafiugiu (Chusr, 2011) wag Wongmanee
and Rattanawong (2006) ﬁﬂmmmmmxamaaamuﬁéﬁy’q@uémzmﬂ
dufduenduladu Sandnfivalan Fsiadelfdenitussiulnglitade
(Factor Rating Method) 91nmsiaszsignedsmenasimiinvesusay
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NUNALTAUINUNUSDUAIUATIN T2 A1YINTILLINNTIUS e
e Faduvinaiunzauiignlunisdndmudnsyaneduivedanin
a a a v A Y% 2 & dda
fwalan wWeswndanulawssunadaduiunenn wasidununig
ANNAsatUN AN 3 JULUUNSAUNIVIINI0UN 119579
WAYNBINA

BN13ATUNITIRY
n3ideafsiidunisfnunisnisdnidensiiaiidgudnazans
Aufuuudssiny (Cross Docking) tleanduvuAvudsalsiseninssne
malnguazdnoazianiuaIutIunsuuALUIAL U5 Tneldisnis
Ansgimavaianaudaiiuna uasidnmunin wielwldunaiidod
AnenmuazUsyansningeaaluriielgguniu iuisansununsuuds
e lugnsandunuuesingivadls
1.38n15Anw137e
91NN 8§ Weber’s classification of Industries 31078115
oSunendninusinTiesgiiiafidegudnats vielssnundn Tag
fusznaumsmsdisfaladeduihmindeusasviinmsvudsanssiig
figeiigosnmiundn wu madenvhiafidilssnuniandn mnaudnon
wUsguiithmiinganinduddndagtann viafinilsanudnaniseased
Tuilufiusnalndifesiuundawannde Suppliers urlunansafiudny
mﬂﬁgﬂ%ﬁﬂﬁuﬁwdaumimémﬁﬂﬂdﬁmﬁwﬁwL%gﬂ%é’mﬁmmﬂ viadiss
arltuBeslugauiinangugndnduilan Tunsdfdndnaudll
LUT?{ﬂuLLanlﬂadwaﬁﬁaﬁwﬁwﬂzﬂﬁauuawé’qmimam AsMYLaTIR a3
msﬁwﬁaﬁq@uéﬂmﬁzwﬁwQ’é’m‘%a@uéﬂmﬂ3zmwmmmé’u‘ﬁm5u 9
 fdausiviinisidedenals deldfiniswdsuudasimifnedied
Fodrfyianeunazndnisvuddduiquinszaredudiuuvdsiiu
(Chaimankong, 2013) nseuamiafineluiitssldiznisussiiu
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Bonviuadisadidufivensunazdeuldodisuninats fo 33n15m1qa
fudnans (Center of Gravity), F3MsAuUMNAGHETRTIgAaINNISAILIN
Center of Gravity Module %38 Exact Center of Gravity Approach
(Ballou, 2004) wazigUsziiiu 7 Uadudrdey (Mentzer, 2008)

® Bn1mgaaudnas (Center of Gravity Method)
FBn1smgaaudnans (Center of Gravity Method) 1uwadea
NaRdAMmEnsTLGNeninaifnangadmnsugan1InseneLiieqn
WEuAUINsUIva1euwe Ineilansnisauin Ao
7= LiViRiXi/d; 7= LiViRiYi/d;
YiViRi/d; 2iViRi/d;

’

" Y
a o

Toed X, ¥ = eanifwinainsfivnzauiigaainnisduiamia
Mg Center of Gravity

XY, = ﬁ;mﬁ'é?wmLméq%ﬁuﬁmwsﬂéﬁmumeﬁWLaﬁﬁmum i
V; _ dhwnauaneldveuainaditinue i

R, = dunuudduineldveunyiiaiiiimue |

d = srgemasemine X, Y f9 X, Y,

Tnefnnan  d; = Ky (X; — X)2 + (Y, — ¥)2

WeA K fs AranaknawmesiaaslagldaseaunasAnnaued
PUINTIEIUIZELN NI INUNUTIs A TaRS

* FBn1smyagudnansraiieairlugdunudnga (Center of
Gravity Method software module) %38 Exact Center of Gravity
Approach

N3EUIUNITEANIIINNTATRIAAUINAT (Center of Gravity
Method) Ao M3fuanAaaudnarsoidosfivilfiAnduyuavuds
sudishitgn Faduiifenlunsfumeaadwsiumisiadiaiian wu a3
munafidelssundndud quinszaiedud danisdiuanlngs
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Exact Center of Gravity Approach anansalglusunsy LOGWARE lagil

JUNDUAIL

. SS9 = i ViR X; = iViR;Y;

Awauen X, Y Tudannass X = LiViRiX; hay Y = LiViRiY;
N 2iViR; 2iViR;

di = K [0 = R+ (= T2

vr — ZiViRiXi/di . _ ZiViRiYi/d;

YiViRi/di YiViRi/d;
deldsunanisiinmeiaudsrnichiiaalusumisiides
gudnszaneduidsiiundiiu luns fiRgsadsiaunsndusuiamny
Huldliuiasdunsadrsiumisise s gty 1 18 Wesnlifissus
Funumsvudsiinansznuiusadud uitlhdeduiidndudesiieis
TumsneadsrudnszneAuduuudsiuiufinaduussiuidosdn
arudululddelyd dlugdunounmstinsesidduinlulasisusediu

U298 (Factor-rating Method)

o 5Usuiliullade (Factor-rating Method)

Jadeiarsanlu@sTunaainnisiesisidenuninlund

'
=

mneiedadefetuinaiieannsoalddsiiay Saanduzves
hwiinezuuuiionanmadwsiidaaudduannsinneiidangaaw
Usznausne (1) unasingiu szegmaesewinegunefuumaminensdad]
dufenteslnenssiuaauds (2) undsffuslaa mssruemnuazain
urgnéngenaziimdanufienela uazanunsaiuauilunisidngs
n5Bev7e (3) umdsussanu lunsdulunuamanarsduddudusdodd
LIsLIATITIWlY ndaussnuiianudauanaisouasd
vinwegs (4) uvdadunu fuyuiieafumiiau Adhgssaw (5) Aldane

v A

Tunsvuds Wualddrsudsiundnddgynfinassozeninofuyudum

]
'
a o o

Faanalun1sIATILATIUTUINU (6) FI81UIBAIUAEAIN TILATIAY
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adadudasegluluniiuinisasisydlnaflosdnsvesigdug Snld
Wdslagean wu @unisauuan Wi Ussuwasdanalnséne (7)
gy szfounazdetsfu Wy n18nn3i1 adungeiesiiuazand
s1ele 1 Jusiu

2. Usz9nsuaznguflegng

mafurunadeyalumsfinuidoadel iunslideyaugund
(Primary Data) lngn1siivkuvasuaIunIAduINn83sn1sdunwal
(Field-Interview) lagif3dulaldn1sidenvuinvesngudiegalayeidy
wanA1uu1921 94 (Probability Sampling) wazld35n13duagiaing
(Simple Random Sampling) Ingld35n1suuuiiudeyaainngudiegiy
TlFu1nndn 80% anU3umgdivienalifomalutunounisif
wuudeuniuafedl 1 dWetinesiteyaduimnaluduneuusnlaeidy
n1sifivdeyaaingusznaunisdiuau 51 578 uaziiudeyaludiiu
Funoudl 2 ileTaseideyaianmnin vietafedidy 7 Usenislunis
remsnaananamaliviogudnsyaeAuduuudenuisnngussnouns
waghuslaaludnuau 30 918

A15197 1
TI8a8enNISUTIVTINTOYAYMTAL T5NITTA T

gafl  Bmsfvdeya  nquidhmne S () Bseseh
1 nsdunwel Huszneuns 51 NIMAGUENAIVDN
(Primary Data) n1suuEs (Center of

Gravity Method)

2 QREGHERITY anén / 12 nsUszidiutady
(Primary Data) Q’Uixﬂaumi 18 (Factor-rating Method)

3. iasesiianlalun1sAnenide
wsoanldlunisiiusiusindeyalunis@nuiideasal de
nsLiukuudeua1l (Questionnaire Survey) Taeldisnsduniual
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(Interview) sn1sdnriuuuasuniuasiondevdnnisifudoyauuy
Revealed-preference Survey filafinmsfvunyndeyaiifosnisasuniy
nantunisaiiintuaieludagu Inensdnuiideadedliuns
wuvasunuesniu 2 9a Usenausie

3.1 wuvaeunudaiina (ed 1) Wunsifusiusudeya
Beimnansiwalianngiuelunaianalsl eldlunisiesegiing
fifsnsnainnatnalifae3snisumigaaudnans Center of Gravity
Method (COG method) wag Exact Center of Gravity Approach

3.2 wuvasuauBedads (yad 2) Wunsfususiudey

Vo

pen1slaisUseLiiutads (Factor-rating Method) naidenueinans
pananatsualdl Tnonsliimdnazuuy 7 Jasevdn 1iun wndsingiv
wasifuslan uvdaussnu alldarelumsvuds Adnnoanuazaneing |
WaRuY waznguang seilsunaztovanuy

NAN15IVY
1. wamsBesziiaiag
mMsasiiainsludunounsn WunsAuaisudio
’ﬁzwiﬂwqwﬁ Center of Gravity aig Exact Center of Gravity Approach
uenantufitelddrmaiuivinashialndifesiunsanfinduiio
Fumadenlunsinseiduneudidudnld Tnenansinsizivinais
IGwanasaning 3
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R

CenterofiGr
LAl

A7 3 amsiesERUSeuieuaifnduneums s

1.1 anI5AIRIRAgUENA YR SYUEIAT 1 (Center of
Gravity Method) 91nwan1sAuauvinafiaslagldngud Center of
Gravity Method wuthiuiiifianumsnsaufigalunadonduifmann
nanswaldl Ao Frasiigedl 7.020169421 waveaeadgail 100.4662648 7
USABNAUUS NS AuamIalng 6 LnemIntng J9minasvan

1.2 4AaN73AINIAIAFUINAIINTISYUFWNST 2 (Exact
Center of Gravity Approach) Namsﬁflmmwwm@uéﬂawmamﬁuﬁw
dainulun1911 Exact Center of Gravity Approach yeafifenaranans
nald Ao mazﬁgmﬁ' 7.014044 LLazﬁwaaﬁgﬂﬁ 100.469638 Femsafiu
UInamaaningng suamelng sunemelve) Saiaasan nilslud
yhiafinsnaanalitagiuildiiuioya

1.3 Namsmsizmsouiieurinaiasoalndifesiinm
REENIINGN TN (VAT 3 TeiiAsEnTeinad 1 uazviua
7 2) \flesnaaaniniwdianuuesa Tnefiuddminenalingyqn
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Aragnaeiiud §idedasdrsiauinalnaiAgsdiunuafingniiiie
a ¢ ° o SO A g v a X 4.

Baszmmdndsianasiiilululaluazianlndifss wuiuiieue
Tng) GepguTinilanssdruvesauiuinidssunsmialng auuiins
AUATIZI 1 suamalng snemaling dsinasan lnensainsain
Insng 0.47 Alawwns JeumiazAgn 7.019102 a9sdgn 100.470221

2. HaTguliguAunUAIYUES

n1siesgiluddudaundunisideuiisudaiunaly
U3unvasaruddlaen TN 3 iafideiifionsan Wisuifisuf
Funuenlddrglunsvuddlutiogdu Jellyadadeiuay 1,517.60 v
fofu wuinsdndaguinszaneauduuuduinumie Cross Docking lu
vhuaiisad 2 a amavinswaiy Wuisshumiaieafiosrlidunuen
yudssmemaliie fuanasfuyadde 9.69% fauandunised 2 ua
wuhnsdaksrudnszneauduuudein a shafifauufgiuium
7l 3 avhliAnaldarelumsrudsrngatuniidudusuou 16.19%
Turazdinsdndsrudnszarsduduuudsihuluiiadsed 1 vinas
auufanislaen1sduands Center of Gravity HusilviAnduyunis
yudssre Tuiigeiianlaeifivtuaniuie 20.80%
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3. NAN9ATIZIA2835n15Usesiutade (Factor Rating
Method)
nMslesziiaiidedieinssaduiede Sudunisli
azuuuhminusazdadelugudng 9 fRerteatumsdmdonsiatisg
naranatawalsl (Cross Docking) TnennsanwaSeiifunisldnzuuy
hwiniladetugiuis 7 Jad Usenaude wdsingiv undeuilaa
uaanssay uvdaduyy Aldanelunisvuds Assuieanuazenn was
nganewazdetedy Fuidesninnmiinmeiicussinndud Jaduiis
wysaunamsineas Wududiindeldie nmsdamequinaidlunis

'
o Y v Aa

nszaredunrdesndunesinnudrdyivdssivieanuazainanegly

(% o w A

& Az o o v v o v a i
wunduuIvunsaeay 25 ‘ﬂﬁ]ﬁ]&Ja’lﬂma’lﬂU‘iENﬂE] LLVIEN’JG]QG]‘U 18%I3N

<

LY 4

Fuslaa uvdaussany Seflmnuduiudiiendesdsnnuadesinlunns
yudeudud Fdbhmdnidudesar 20 Wnediadeduundsiuny uas
nguany sudeuuazdetadu fenhwinsesauniifovay 10 uazdovas
5 MUAIRU

uena i Mnmsiiasesiluiadod 2 $radu Wunsdum
finnsuUsuifisudunuaiudeis 3 shiadinsluuddu nsieeey
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PadususunuevudaiioaneuddoulunsUssiunasely
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i Tunsiasan dodn iy viiadt 1 viiadi 2 viad 3
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2 unasuslan 020 10 825 837 807
3 UVAIIU 0.20 10 870  8.65 8.72
4 uvaakunu 010 10 713 807 730
5 anlgaelunisuuds - - - - -
6 AwweAvmEzan 025 10 7.03 783 6.63
7 aQuineuwavseildeu 005 10 700 742 737
YoUIAY
37U 1.00 60 7.81 8.21 7.65
il 2 1 3
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Fuilna undsuseu uazdssnenuazain lnslamzegdlude
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fuilnnunilan fie dserunsnuazean dslinsuniuegauysaiuds v
Tinanzuuundsuveman e siieifuseiuladyvosiiad 2
nienaraniniwd 1uszduaruuuiade 8.34 dnfuauuisiu
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uwnaaingiv uazuvasfuilan doldiussuvesinaludumisil 3 3
froguinuauuiivsananei 1 dufiussousesiuldunniilaeidm
savesAnads 1.0 uilunendufunasiuedsanmsieneviseisns
Usziiiuthdoimazuuuadeeyil 7.65 Gadnidiadevesinad 2 Wy
$1u7u 0.56 Azuuu BniavepadviliiuaiiigUassalunisroasisgus
nsvavduduvudaiiudeluadesuumaaiunu insgiauluuiiom
viiadl 3 fyarngedia 30,000-400,000 UMM (F19BeNHAATY
eUszifiununingfiau Tnonsusuning seutiydl wa. 2559-2562)
Tnedsogluiiuiifiroutrslndfuanaudnarsuessinomalng) lumed
vuail 1 uTnasuauuionis ffeldssuduundusny udlidese
Hadsfrudssueanuazainlasinziuuiodeeyi 8.7 uag 7.03
Py ey Mieseiinaiidadieisnsusediuadevesiuai 2
(rananinsndinn) Faldminezuuurumndian shldanumngay
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of Gravity Method 35n115%19AAUENa19n15YUdS Exact Center of
Gravity Approach wazduduriaiimunzadlndidesusnadisuald
¥ 2 Mgufidnady Wisuiisudlddrglunisvuddasya wazlug
fupouiBnisussifiuilady Factor Rating Method Bsn1srunsumis
figilag 2 nawusn (Center of Gravity Method waz Exact Center of
Gravity Approach) 1unsliteyausunanisivaisuesmaldluusiay
funnaandenaliifiddyiie 4 wi Tnenansduayiiaiisenin
Busnnuiuiiddenumngaunniiagelunisdenduiiaises
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Fsmsaguénsyansduidriuluuinudnanazseliiusznouns
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nesAUsEnaUd AR TesdssuisAuazInTelinsuaTusgauysal
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mMsieseineitussiiulladovosmaraninindiissfuazuuuiade
gean UsznoufuiduriiailiinanisAuiaivudisiuiigadaoe
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AUENA19N15TUAS (Center of Gravity Method) assaly Arsiinas
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RESEARCH ARTICLE

Labor Productivity Improvement by Reducing Waste
in Carwash Process: A Case Study of Carwash Business

in Kalasin Province

Dittawat Phanprasat’

Panutporn Ruangchoengchum?

Abstract

Labor productivity improvement played a crucial role in
increasing operational potential by suitably adjusting workers’
working patterns via waste reduction method. The purposes of this
study were to evaluate labor productivity and to implement an
approach to reduce waste in the carwash process. The data were
collected from 16 key informants through participant observation
and in-depth interview methods. The collected data were analyzed
by several processes as follows: flow process chart, value-added
activities, non-value-added activities but necessary and non-value-
added activities, together with Why- Why Analysis, How- How
Analysis, 5SW1H and ECRS. The findings showed that, after the
evaluation had been performed, the productivity scores of team
A and B were at 1.85 and 1.96, respectively, car per labor hour. The

researcher, thus, implemented an approach to increase labor
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productivity by reducing waste in the carwash process. It is found
that the score of team A increased from 1.85 to 2.47 while that of
team B from 1.96 to 2.50 car per labor hour. The operation time of
team A was shortened from 32.43 to 24.30 and that of team B was
from 31.07 to 24.00 minutes per car. By and Large, the researcher,
thus, suggests entrepreneurs focus on increasing labor productivity

by reducing waste as it might be useful for this carwash business.

Keywords: Labor Productivity, Waste, Carwash Process, Carwash

Business
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Abstract

The emerging of social entrepreneurship has been
continuously increasing and has become a global phenomenon that
has an impact to society by employing innovative approach. It
called social innovation. Social entrepreneurship and social
innovation play an important role in driving social change. The
purpose of this research was to explore the determination of social
innovation. The scope of this paper was focused on human capital
and personal entrepreneurial competencies. The method was
qualitative research. The findings show that human capital consisted
of education, skill, training, and experiences. Then, personal
entrepreneurial competencies consisted of innovativeness,
proactiveness, risk-taking, opportunity seeking, passionate, and
information seeking. These factors are building social innovation.
The implication of this research will help government, private
organization, and other related parties to understand and roles of
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social entrepreneur and social innovation in creating a new social

business in the new dimension.

Keywords: Social Innovation, Social Entrepreneurship, Social Enterprise
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Introduction

The emerging of social entrepreneurship has been rapidly
increasing (Jiao, 2011) due to the publication per annual has steadily
increased from 2005 to 2009 but, it has dramatically risen on the
2010 (Granados, Hlupic, Coakes, & Mohamed, 2011) and has become
a global phenomenon that has an impact to society by employing
innovative approaches to solve social (Jiao, 2011) and
environmental problems. As the gap of this research paper, the
conceptualization of social entrepreneurship have moved as the
background, which bring out the concept of social innovation that
need to do more research (Sassmannshausen & Volkmann, 2013).
Thus, social innovation that can be driven by markets (for example,
open source software or organic food), movements (for example,
fair trade), and academia (for example, pedagogical models of
childcare), as well as by social enterprises (microcredit and
magazines for the homeless) (Mulgan, Tucker, Ali, & Sanders, 2007)
can be the answer for social enterprise to create the social value
(Mthembu & Barnard, 2019) that can be led to maximize the dual
mission: financial and social impact.

Social entrepreneurship is closely related to social
innovation (Szerb, 2007; Nyssens & Defourny, 2013) that can be
driven by as mentioned above. In spite of the fact that social
entrepreneurship is seeking for the use of different approaches, it
can be stated that innovation (social innovation) in achieving social
goals is the key ingredient of an approach (Dro, Hubert, Therace,
European Commission, & Bureau of European Policy Advisers, 2011).
Therefore, Social innovation is seen to be concerned with human
capital as the assets for sustainable development (Dro et al., 2011)
and the characteristics of social entrepreneurs. The concept of
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human capital and social entrepreneurship have faced an
exponential growth in the last decades in terms of academic studies,
journals and conferences that emerged within these fields as well
as their practical, applied importance in organizations and at societal
level (Agoston, 2014) as well as creating social innovation. In
additions, in order to study the social entrepreneurs, personal
entrepreneurial competencies is another point of view that this
research is focused. In the previous research, personality of the
entrepreneur have been engaged to determine commercial
entrepreneurial intentions and performance (DeNisi, 2015). However,
there is a few research that has addressed to study the
characteristics of social entrepreneurs. It is still questionable that
the success of social enterprise to create social innovation depends
on the entrepreneurs’ characteristics. Thus, this research paper is
mainly focusing on human capital and personal entrepreneurial
competencies. This paper aims to focus on as the following research
questions: What is the determination of social innovation that
attempt to maximize dual mission; financial and social impact? How
do human capital and personal entrepreneurial competencies drive
to social innovation? The contribution of this research was to help
social entrepreneurs, government organization, and other related
parties to understand the roles of social entrepreneur in creating a
new social venture or activity and structure. Thus, the practitioners
can also gain benefits from the framework and promote social

innovation on social enterprise.

Objective
The purposes of this research are to explore the
determination of social innovation that attempt to maximize dual
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mission, which are financial and social impact, based on the concept
of personal entrepreneurial competencies and human capital.
Human capital plays an important role that affects to organizational
performance and creating innovation as well as personal
entrepreneurial competencies. However, these two concepts are
still questionable that the success of social enterprise to create
social innovation. As a results, this paper is going to be presented
and explored an evident of these concepts and social innovation.

Literature Review
1. Entrepreneurship Concept

With adopting the entrepreneurial process of social
enterprise, entrepreneurship concept is an important concept to
describe and explain for this research paper. The discovery and
opportunity concept of entrepreneurship, Schumpeter looks at
entrepreneurship as innovation and not imitation. This is the process
of “creative destruction” which Schumpeter saw as the driving force
behind economic development (Robinson & Schumpeter, 1951). As
in this research, the research is using entrepreneurial theory to
implement in the social enterprise. The social enterprise refers to
any organization, in any sector, that uses earned income strategies
to pursue a double bottom line or a triple bottom line, either alone
or as part of a mixed revenue stream that includes charitable
contributions and public sector subsidies (Brouard & Larivet, 2011).
Therefore, the focus of this paper is on the social enterprise that is
using entrepreneurial process to pursue a dual mission; financial and
social impact. Next, we present the definition of social enterprise,
social enterprises in  Thailand, the definition of social
entrepreneurship, and social innovation.
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1.1 The definition of social enterprise: This is an organization
that has its goal not for profit purpose, but instead, it has aimed to
maximize social welfares (Defourny & Nyssens, 2010). There are
variety of terms and types of social enterprise. However, the
definitions of social enterprise have not been consistent in the
international literature (Dart, 2004). The definitions in different
regions are quite diversified, but difference of definitions do share
some fundamentals. We have summarized into three concepts
(Photchanachan, Thechatakerng, & Klomthongjareon, 2016). First,
social enterprise has its aim for solving the problem of social and
environment purpose as an example of Wongpanit Kungwaree.
Second, it can be any forms of private or public organization or even
community as an example of Aka Ama Coffee Chiang Mai. Finally,
the performance is what so call dual purpose of engaging in profit-
making activities and the social impact as an example of Raming Tea
Co., Ltd. In this paper, social enterprise is defined as any form of
organization that has its mission for environment and social purpose.
It is self-sustaining in term of financial by making revenue. The profit
is primarily for reinvesting of its mission.

1.2 Social enterprises in Thailand: Social enterprises have
existed in Thailand for a decade, but they just came into formal
identification in 2010 that has established Thai Social Enterprise
Organization (Tepthong, 2014). In order to respond to the worldwide
trend of social enterprise, Thai government has settled this concept
for solving Thai social problems and promoting beneficial activities
in society by deploying the social enterprise approach (Office of
National Economics and Social Development Board, 2018, May 31).

Until now, Thailand 4.0 and Startup Organization has supported to
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create more of social enterprise-initiative in Thailand (Office of
National Economics and Social Development Board, 2018, May 31).
In addition, to promote for doing business with embedded social
purpose, National Innovation Agency has stimulated with the
concept of social innovation. Thus, with social innovation concept,
it is the way of applying a new idea and appropriate technology to
improve quality of life in the community and environment
(Laosombut, 2017).

1.3 The definition of social entrepreneurship: Social
entrepreneurship can be categorized into three group of definition.
The first group is involving non-profit and not-for-profit organization
in adopting funding strategies and management schemes in order to
create social value (Lasprogata & Cotten, 2003). The second group
focuses on commercial businesses behavior or for-profit
organization (Fowler, 2000). The third group involves a mechanism
to solve social problems and catalyze social transformation (Mair &
Marti, 2006). In additions, the Young Foundation (2012) defined
social entrepreneurship as “the set of behaviors and attitudes of
individuals involved in creating new social ventures, such as a
willingness to take risks and finding creative ways of using underused
assets” (p. 7). As a result, this paper defined social entrepreneurship
as the act of mission-driven, entrepreneurially oriented with
innovativeness and openness, and financially independent
organization that plan earned-income strategies to deliver social
value to the society.

1.4 Social innovation: The term of social innovation has
been used increasingly in recent years (Lisetchi & Brancu, 2014).
There are many perspectives that define social innovation. European
Commission (Ed.). (2013) defined social innovation as the
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development and implementation of new ideas (products, services
and models) to meet social needs and create new social
relationship or collaborations. Therefore, social innovation is a new
idea or appropriate technology that meet social needs to improve
the quality of life in the community. In this research paper, it is
focusing on entrepreneurship perspective. For entrepreneurship
perspective, there is addressing an issue on social innovation by
Dees and Anderson (2006) so-called social innovation school of
social entrepreneurship. Dees, Emerson, and Economy (2002) views
social entrepreneurs as “change agents”. Dee and Anderson (2006)
defined social entrepreneurs as the reform or revolutionize the
patterns of creating social value, shifting resources into higher areas
of higher areas of higher yield for society. As a result, the
entrepreneurship perspective views social innovation as driving to
social change and social evolution that meet the social needs.

1.5 Personal Entrepreneurial Competencies: It means the
key characteristics that should be possessed by successful
entrepreneurs in order to perform entrepreneurial functions
effectively (McClelland, 1985). In this research paper, we discuss
characteristics of entrepreneurs that can be leading to the motive
of social innovation. We will limit the discussion on the
entrepreneurial characteristics model that can bring up the business
to success. Successful entrepreneurs have common characteristics,
which are divided into three clusters; achievement, planning, and
power (Ruangkrit & Thechatakerng, 2015). Achievement cluster
consists of opportunity seeker, commitment to the work contract,
persistence, risk taking, and demand for efficiency and quality.
Therefore, this research paper is to find the answer of how social
innovation does emerge by looking the personal entrepreneurial
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characteristics concept to build up the model.

2. Resource-Based View

In its modern version, the RBV was developed by Barney
(1991). The RBV is often presented as “a theory of firm” (Barney,
1991). In this research, human capital is one of the main focus in
this view of firm-based. Human capital is very common in the
organization in terms of philosophy and techniques. It is considered
as the key element improving the assets of organization (Pasban &
Nojedeh, 2016) and so as entrepreneur itself.

2.1 Human Capital of Social Entrepreneurs: In the sense of
human capital, it broadly defines as the mixture of human and
capital (Schultz, n.d.). In the view of economics, capital is referring
to factors of production that used to create goods or services, which
are not self-consumed in the product process. In term of human
capital, it is the subject to take charge of all economic activities such
as production, consumption, and transaction (Boldizzoni, 2008).
Thus, human capital means one of production element, which can
generate added-values through inputting it. In this research, the
boundary of human capital can broadly define as value of
knowledge, skill, education, and training that has accumulated in
such a period of time (Schultz, n.d.).

Theoretical Framework
For theoretical framework, this research paper is address to
explore the determination of social innovation based on the
concept of personal entrepreneurial competencies and human
capital.  With the discovery and opportunity concept of
entrepreneurship, Schumpeter looked at entrepreneurship as
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innovation and not imitation (Robinson & Schumpeter, 1951). This is
the process of “creative destruction” in which Schumpeter saw as
the driving force behind economic development (Robinson &
Schumpeter, 1951). In this paper, the researchers were studying the
entrepreneurial competency on the social entrepreneur. Personal
entrepreneurial competencies refers to the key characteristics that
should be possessed by successful entrepreneurs in order to
perform entrepreneurial functions effectively (McClelland, 1985).
The recent study has found that there is a positive and significant
relationship between the entrepreneurial competencies and
innovation on business success in SMEs (Umar, Che Omar, Hamzah,
& Hashim, 2018).

In additions, intellectual capital is a key important to
influence on innovation and so as social innovation. In this paper,
the focus was on human capital. According Schultz (n.d.), the term
“human capital” has been defined as a key element in improving a
firm assets and employees in order to increase productive as well
as sustain competitive advantage. To sustain competitiveness in the
organization, human capital becomes an instrument for increasing
productivity. It also refers to process that relates to training,
education and other professional initiatives in order to increase the
levels of knowledge, skills, abilities, values, and social assets of an
employee (Maran, Arokiasamy, & Ismail, 2009), which will lead to
innovation. As a result, human capital is another factor that can be
led to create the social innovation. Therefore, in this research paper,
we claimed that by creating social innovation, human capital and
PECs provided to build on the social innovation as figure 1.
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Intellectual Capital

Resource-based view
(Barney, 1991) Human capital
(Schultz. n.d.)

\4

Social innovation
(Dee & Anderson,
2006; Robinson &
Entrepreneurship concept Personal Entrepreneurial Schumpeter, 1951)
(Robinson & Schumpeter,

v

competency (McClelland,
1951) 1985)

Figure 1. Theoretical framework own elaboration

Methodology

The paradigm of this research is the constructivism in which
is qualitative research. A qualitative research is taken in this research
to be better understood of key informants in social entrepreneurship.
All qualitative research is characterized by searching for meaning
and understanding what meanings people attach to things in their
lives (Merriam, 2002). The research strategy is a case study in which
this study is using multiple-cases study to explore the determination
of social innovation. As a result, the process of qualitative research
is to reply as much as possible on the key informants’ views of the
situation being studied (Creswell & Creswell, 2013). The questions
become broad and general so that the key informants can construct
the meaning of a situation, and meaning typically forged in
discussion or interaction with other persons. From the result of this
method, the researcher can come up with the new model for
determination of social innovation in the Thai context. Therefore,
this research is to explore the determination of social innovation
that attempt to maximize dual mission. By taking case study
approach, this research can be more wunderstand what
characteristics and motivation of creating social innovation and

social entrepreneurial activity that can benefit to society. Therefore,
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in this research, there are 3 social businesses; Thai message by blind
(SE1), AKHA AMA Coffee (SE2), and Homestay Mae Kam Pong (SE3).
These are the extreme cases and the most well-known by magazine
and TV channel interview. This research is mainly focusing on well-
known social entrepreneurs, which is situated their business in
Chiang Mai province, Thailand. Moreover, purposeful sampling is a
technique widely used in qualitative research for the identification
and selection of information-rich cases for the most effective use of
limited resources (Patton, 2002). This involves identifying and
selecting individuals or eroups of individuals that are especially
knowledgeable about or experienced with a phenomenon of
interest (Cresswell & Plano, 2011). With purposeful sampling, the
samples has drawn out from the criteria of Social Enterprise Office,
National Innovation Agency, and Ashoka organization. According to
Thai Social Enterprise Office (TSEO) and EMES European Research
Network, the offices have stated criteria for being social enterprise
or social business, so there are 5 criteria as following; 1) target and
social purpose 2) financial sustainable that has income from selling
the product or services 3) the process of producing goods or services
that has to be environmental friendliness and fairness to society 4)
the business has to circulate income or profit to invest the business
for future or expand for more of social impact rather focusing on
the shareholder, and 5) the business is being good governance and
transparency.

For the data collection, the data is recorded by using
electronic recorder and taking note. Before scheduling for interview,
the researcher will use the telephone call requesting the permission
to interview the social entrepreneurs. In addition, we ask for
permission and agreement for interview. Also, we ask the key
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informant for permission to use name or other name that depend
upon the key informant allow us to use which name in this research.
The in-depth interview was scheduled and used the time for at least
one hour or more for some cases. The in-depth-interview will be
taken place in each of social entrepreneurs’ organization. According
to Thechatakerng (2012), to get validity and reliability information,
the interview to the expert of social entrepreneurship who has
experienced in many vyears, this will give a reliable on the
information. However, this may limited the generalizability of the
findings. Due to the facts, the results of this research paper is
gathering the data from social entrepreneurs that operate the
business in the Chiang Mai province. The future research should
interview social entrepreneurs in other regions of Thailand.

In this research study, the research is a using multiple case
designs approach to find the answer. However, for qualitative
research to get rigor analyze, the researcher is using grounded
approach to analyze the data. Strauss and Corbin (1990) had created
a series of data analysis steps for grounded theory that consists of
open coding, axial coding, selective coding, and the generation of a
conditional matrix. Therefore, we would describe the coding analysis
for each variable.

Results

The results of this research, for human capital, we had found
that there were keys main factor that lead to social innovation. Thus,
we presented data from the three social entrepreneurs to show how
we reached each factor from the coding. We provided
representative quotations supporting each of our coding. Therefore,
we presented human capital factor that consisted of skill,

154



Human Capital and Personal Entrepreneurial Competency
Journal of Management Sciences on a Determination of Social Innovation

Vol.36 No.2 July-December 2019 Sarana Photchanachan and Pusanisa Thechatakerng

experience, education, and training. Then, personal entrepreneurial
competency consisted of innovativeness, proactiveness, risk-taking,
opportunity seeking, passionate, and information seeking.

Human capital

As the value of human capital, social entrepreneur needs to
create and plan for entrepreneurial activity to solve the social
problem and also to create social innovation. Therefore, we present
the quotation and results of key informants of human capital factor
that consist of skill, experiences, education, and training as
following.

Education: Key informants provided the following
quotations: SE1. He said that “I went to every place such
Department of Skill Development, Chiang Mai University and other
places that could provide him to learn how to massage.” SE2. “|
studied English major for undergraduate level. | believe that it will
help him in the future. And it did help me because | can write
business plan and summit to place for scholarship, so | can learn
about processing coffee. Then, | can go back home help to solve
the problem in Akha hill tribe.” SE3. He said “Even though | have
less chance of going to study in the university like other people, but
| always keep reading and finding informant from where | go for
seminar and book. Until Chiang Mai Rajabhat University has offered
me a degree.” In conclusion, education is the key important
element for human capital in order to gain knowledge and create
social innovation.

Experiences: Key informants provided the following
comments: SE1. He said “After | have learned how to massage in
many places even in Chiang Mai University. It takes a lot of time to
find the right lesson of teaching and pass on knowledge of how to
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massage as a blind person.” SE2. “When | studied in the university,
| was in the volunteer club, so | went to many places to help
people.” SE3. “| have used a lot of experiences for creating an eco-
tourism homestay.” In conclusion, experience is another important
factor for creating social business and social innovation that can
help the community.

Skill: Key informants provided the following comments: SE1.
“I have learned how to massage many places, so | was doing this
for many years. Because of lifelong learning, | have the skill to
massage, so | can teach other people to learn how to massage.”
SE2. “Before | do not know how to process coffee beans, after |
have tried and fail many times, so when | see it | can recognize that
if this coffee beans coffee is taste this and that.” SE3. “As | used to
be a lead of village, | have earned a lot of skill of managing the
people in the community, so | have adapted and used in my
business and networking business for other people, too.” In
conclusion, skill is an important part of human capital of social
entrepreneur.

Training: Key informants provided following comments:
SE1. “If there is any training, free or not free, | would ¢o there to
experience it because | have to improve myself. There are many
things to learn. Not only will me but all employees go training.”
SE2. “| went for training and learning in US. Like | said, | have tried
and failed so many times, so training will help you from the
beginning of processing and roasting coffee until | have found the
like process.” In conclusion, training is one of the most important
factor of human capital.

As the result, skill, training, experience, and education are
key antecedent for human capital of social entrepreneur on human
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capital. According to Parziale and Scotti (2016), they have supported
that educational policies have positive effects on the economic
system if they are oriented to reduce socio-economic inequalities
increasing the rate of social inclusion, which can promote a wider
social innovation. As in the case of key informants, they have used
skill, training, experience, and education that have accumulated
over time creating social innovation such as a new way of massage,
the process of coffee beans, and a new way of homestay
management system. Therefore, human capital is an important
ingredient that lead to social innovation.

Personal Entrepreneurial Competencies

As the character-based approach, it was composed of the
personal entrepreneurial competencies of an entrepreneur. In this
research paper, we were limited the discussion on the
entrepreneurial characteristics model that can bring up the business
to success. As the result, we had found six construct factors that
were defined as personal entrepreneurial competencies of social
entrepreneurs. There were innovativeness, proactiveness, risk-taking,
opportunity seeking, passionate, and information seeking. Thus, we
presented the quotation of key informants as follow.

Risk-taking: SE1: He said that “when | do a business, | need
to be brave on doing something and also dare to invest of
something. Coming to Chiang Mai, it is a challenge for me because
it is a big city, so it is hard to do and to find a job, but there is always
a chance, if you never give up.” SE2. He also mentioned that “being
a social entrepreneur is just like other entrepreneur. There is a risk
to do something. | move to do business here in Chiang Mai. It is risky
for me but | never give up until | find the place to open the coffee
shop in the basement of this apartment.”
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Innovativeness: SE1. “I am a handicap person. Learning

how massage is a difficult. Compare to person who is not a
handicap, it would easier for them to learn how to massage because
they can see it, but | cannot. So, | have to find the way how to learn
the massage in its own way. Every time, | ¢o to study massage, | will
be the model for other people, so teacher is teaching, he can
understand what teacher is teaching. As the result, | could use this
way to teach other handicap person who want to learn how to
massage.” SE3. He said “I was the first person in the village who
started homestay mode, so it call Homestay Mae Ko Pong Model.
Many other villages have to come and learn how we build this up.”

Proactiveness: SE2. He mention that “Because | want to
solve the problem of the tribe, | know that we grow coffee, but the
problem is how to distribute them, so | was the very first for moving
this forward to find the way to solve the problem. That is why |
have to write a business plan to get scholarship to go aboard and
learning how to make the value added for coffee beans.” SE3.
“From growing coffee seed, | have turned Mae Ko Pong as one of
the attractive tourist place in Chiang Mai. And you can stay overnight
with all natural and traditional.”

Information seeking: SE1. “I look for information and doing
some research before | do something. Just like to look for
scholarship, | kept searching who | will offer the scholarship until |
finally succeeded.” SE2. “| also kept searching for a place to learn
more and more of learning how to massage. Even to look for the
fund to help my business, | was seeking if there was available
funding, so | was acting it very fast by having my assistant help.”

Opportunity seeking: SE2. “Chiang Mai is the biggest
province in the Northern part of Thailand. There is always a room
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for business. Because | have a story to tell and can create the
differentiation on the product, | choose to do the business here. In
fact, Chiang Mai location is not far from Chiang Rai.” SE3. “As you
can see here, we have preserved the tree and natural, | see the
opportunity for another business. It takes like 50 kilos from the town.
Why don’t we let tourist stay for a night or more to feel the fresh
air and fresh coffee here.”

Passionate: SE1. “| really love to do massage and | believe
this job will able to help people. Also, | can teach and pass on this
skill to other blind person.” SE2. “If you want to be a social
entrepreneur, you need to really love to do it. It feels really attach
toit. You really need to have a crush on it, which I always have.”

As the result, this research has found six construct factors
that are defined as personal entrepreneurial competencies of social
entrepreneurs. There are innovativeness, proactiveness, risk-taking,
opportunity seeking, passionate, and information seeking. As the
result, innovativeness, proactiveness, risk-taking, opportunity
seeking, passionate, and information seeking are the antecedent for
personal entrepreneurial competencies that lead to create social
innovation.

Social innovation

In this research, for social innovation, we have found that
there is a key main factor of how they define social innovation. By
the entrepreneurship perspective on social innovation, it views as
driving to social change and social evolution (Dees & Anderson,
2006). Thus, we present data from the three social entrepreneurs to
show how social value shape social innovation. We provide
representative quotations supporting each of coding. We also used
quotations in the text so as to provide a clear understanding of our
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analysis. For SE1, the value of this business is to help the handicap
person especially blind person, so blind person can have a job. Also
massage therapy is to help other people who want to come to
loosen the muscles. In fact, for some occasional, SE1 will provide a
free massage and teach to other blind person for a free lesson.
Moreover, for SE2, even though this business is a coffee business,
but the main purpose is to solve the problem of hill tribe people
to create the value add on the product. Finally, for SE3, with the
creation of a new way of eco and community-based tourism,
homestay Mae Kom Pong is another example that has everyone in
the village getting involve in every step. Therefore, we present the

result as in the table 1.

Table 1
Showing results for social value that shape social innovation
Social innovation Details
SEl ® {0 help the handicap person especially blind

person, so blind person can have a job

SE2 ® {0 solve the problem of hill tribe people to
create the value-added on the product

SE3 ® {0 help people create more job by using their
home and natural resources in the village

® to create the new concept of homestay with
eco and community-based tourism

As summary of social value shape social innovation, | can
conclude as a result, that each of key informants has social value
that is shaping to create social innovation. For instance, social values
are such an improve quality of living, higher income for the
household, create more jobs. These social value has led to create
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social innovation such a massage by blind person, organics product,
and community-based and ecotourism. As a results, this research
results will provide the evidence that social value is leading to shape

social innovation.

Discussions

From the analysis of qualitative research, multiple cases
study, all cases indicate the formulation of social innovation. The
findings of this research found that social entrepreneurs require
having a skill to look for the opportunity and analyze how to find
the customer’s need to satisfy by using social innovative way (Dees
et al., 2002). It was consistent with SE1 that mentioned “learn how
to massage many places and lifelong learning to earn the skill to
know how massage”. Also, SE2 mentioned “try and fail many times
until know the right way to process the coffee”. And SE3 supported
that “skill is important to manage the people in the community”.
Also, the inspiring ideas of social enterprises that could create a
social innovation are the key to success, and knowledge plays an
important role (Cukier, Trenholm, Carl, & Gekas, n.d.). In addition,
training and education is another factor of human capital in which
Pasban and Nojedeh (2016) have emphasized that it is one of the
most important investments in human capital. This is consistent with
SE1 and SE2 that have mentioned “keep learning from everywhere
to learn how to massage” and “graduated English major, so a
chance to write a paper to get scholarship to study aboard about
coffee”. Finally, the skills to combine and exploit resources are also
the human capital of social entrepreneur. The combining capabilities
contribute to the development of social entrepreneurship activities,
which is the underlying mechanism of social transformation.
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Therefore, social entrepreneurs are considered as the changing
agents in the social sector by engaging in a process of continuous
innovation (Dees, Emerson, & Economy, 2002). Then, personal
entrepreneurial competencies will be related to social innovation.
Therefore, this research is found that innovativeness, proactiveness,
risk-taking, opportunity seeking, passionate, and information seeking
are entrepreneurial characters to create social innovation. It is
consistent with SE1 and SE2 that have mentioned for innovativeness
“to make the differential product and its own coffee taste, | have
to find the difference way of coffee bean process” and “as handicap
person, | am to find my own way to learn how to massage, so | can
pass on and teach to someone”. As for opportunity seeking, SE1,
SE2, and SE3 also mention that “the tourist place and many tourist
like to do the massage, and failing to become employee, so | turned
myself to become entrepreneur with the new way of massage”,
“there is always a room for big city and there is a story to tell and
the differentiation on the product”, and “with the location of
village, | find it as the strength as the new way of hotel business”
respectively. According to Toane and Figueiredo (2018), they
mention the entrepreneurial competencies and have found that
there is a significant of improving on entrepreneurial competencies
to increase in innovation performance. In addition, with the
entrepreneurial competences, Szerb (2007) describe an entrepreneur
as someone who is profit and growth oriented, and who has
innovative vein. As a result, all three social entrepreneurs have
created firstly, “the new way of massage by blind and become the
first person who has established massage by blind and give a
schooling to the person who is interested to learn”, secondly
“provide the new way of doing coffee business with sustainable
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agriculture for the hill tribe and created Coffee Living Factory that is
the learning center for the community”, finally “create the new way
of management of community-based tourism by doing homestay
business that is becoming one of the best practice for homestay
business as the whole of community”. We proposed the conceptual

frame of social innovation as show in figure 2.

-m Hurnan Capital
@ \_ (Schultz, n.d)

Innovativeness

Proactiveness

Social Innovation
(Schultz, n.d.)

PECs
(McCelland, 1985)

Opportunity

Risk-taking

Passionate

Figure 2. Conceptual framework of social innovation

Conclusion

The conceptual framework from this research explained the
determination of social innovation. In this paper, we were focusing
on the two concepts, which are human capital and personal
entrepreneurial competencies. The results indicated that human

capital, which consisted of skill, experience, education, and training,
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and personal entrepreneurial competencies, which consisted of
innovativeness, proactiveness, risk-taking, opportunity seeking,
passionate, and information seeking, were driven to create social
innovation. The contribution of this research is to extend the
boundary academics term of human capital and personal
entrepreneurial competencies towards the concept of social
innovation. Moreover, the results will provide information to guild
National Innovation Agency, government organization, and other
related parties to understand the roles of social entrepreneur and
to promote the training course for social entrepreneurs in creating a
new social venture or activity and structure in innovative approach.
That will create social innovation to improve or solve the social or
environmental problem. For example, in the case of Muhammad
Yunus, he is a social entrepreneur and founding the Garmeem Bank,
so he creates social innovation in the concept of microcredit or
microfinance. Thus, the practitioners can also gain benefits from the
framework and promote in creating social innovation in social
enterprise. Finally, this research will also reveal a social business
and organization’s achievement of its mission depends on its
adoption of social innovation and entrepreneurship.

However, the determinations of social innovation that we
have pointed out are limit to study on human capital and personal
entrepreneurial competencies. There are any other determinations
of social innovation such as social capital, which will be our future
research to study on. In addition, we propose the conceptual model
of creating social innovation in the concept of social
entrepreneurship. The model has not been tested, so the future
research will be challenge for researcher to test the model either in
qualitative or quantitative research, even mixed method may be
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applicable. Finally, this paper is only proposed the conceptual
model by using literature reviews.
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