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RESEARCH ARTICLE

The Antecedents of Strategic Customer Response
Capability: Empirical Evidence of Cosmetic Businesses
in Thailand

Chorchat Sajjaviriya®
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Sutana Boonlua®
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Abstract

The article aims to monitor the antecedents that include
survival vision, customer oriented culture, customer diversity
influence of strategic customer response capability by this
quantitative research. The contingency theory applied to describe the
phenomena in the study is discussed. This theory can describe the
relationship among internal factors, external factors and marketing
strategy. The population was obtained from a list on the database
of the Department of Business Development (DBD). Additionally, the

model is tested with data from 162 cosmetic firms in Thailand's
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email survey questionnaires. The OLS regression for the testing of
hypotheses has been adopted. Strategic customer response
capability is one of the most significant instruments for making
prevalent execution, particularly, with the high fasion firm that is
identified with quick rate style changes and has made firms to have
numerous apparatuses for creating new values or modifying
marketing components. Then, the results revealed a considerably
beneficial effect on strategic customer response capability, including
survival vision, customer oriented culture and customer diversity.
Moreover, cosmetic firms that want to sustainable growth should
consider these three antecedents. They should focus on developing
their firm to preserve and extend the life of its competitive market
position. Likewise, the result can be effect direction for strategic
customer response capability as well as evolving marketing of

cosmetic firms.

Keywords: Strategic Customer Response Capability, Survival Vision,

Customer Oriented Culture, Customer Diversity
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Introduction

Homburg, Krohmer and Workman (2004) explain that
Marketing strategy includes a large number of processes, beginning
with the scan of variables that can influence both internal and
external firm activities. Hawkins and Mothersbaugh (2007) describe
the marketing strategy scheme that starts with the firm sets out its
marketing objectives. Afterward, the company must take a look at
internal and external factors and its client to generate a marketing
strategy containing activities that can distribute the ideals and
benefits that the customer can derive from these activities and that
the firm also benefits. The marketing paradigm appeared in the
1980s as it moved from a dominant point of view to a dominant
service approach to customer relations. (Berry, 1983; Gronoos, 1994
Gummesson, 1994). Meanwhile, the understanding of customer
response is diversified and perspectives of marketing management
are varied. One would expect to be more responsive to changing
market conditions when the possibility is symbolic. Then the signal
starts and the other member of the organization participates.
(Dutton, 1993). The firms need to maintain a satisfactory level of
quality of their products and services and respond to customer
requirements. (Ruekert, 1992). However, the customer's response
varies widely from a focus on organizational cohesion and the
consistency and repeat of internal bureaucracy (Filstad & Gottschalk,
2010). A firm that focus on serving customers with what they want,
the way they want it, and when they want it (Walsh, 2007). Then,
responsiveness can be one of the most significant capacity
companies need to attain competitive benefit (Bernardes & Hanna,
2009).
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Marketing researchers concentrate on placing a business on
a market where customer demands are very distinct and evolving
(Piller & Muller, 2004; Sigala, 2006). The capacity to recognize
customer needs and needs complement the capacity to develop
and develop adequate relationships (Hooley, Greenley, Cadogan, &
Fahy, 2005). In the view of a customer-oriented approach, it is
intended better than its rivals to generate and capture value by
fulfilling customer requirements. The traditional product-centric
approach is extended by stressing the entire experience of
customers, from sales and maintenance to development.
(Davenport, Harris, & Kohli, 2001). In analyzing situations, firm
superior competitive advantage is the result of successful strategic
implementation (Ussahawanitchakit, 2011). In additionally, this
research applies contingency theory which describes the
phenomena and supports the relationships of the overall constructs
in this model. Secondly, the antecedents of strategic customer
response capability are the concepts in empirical research. Then,
the outcomes of this research would benefit to marketing exclusive
of cosmetic businesses or businesses of a similar nature. Also,
strategic customer response capability is a reactive operation to
increase the competitive advantage.

From database online of the Department of Business
Development (updated in April 2016), the overall of cosmetic
market in Thailand is valued in 2010 at approximately US$ 2.15
million (64.5 billion Baht). In addition, the changing of the external
environment comprising Thai Baht’s appreciation, Asian Free Trade
Area, and the advance in technology is the causes of increasing

factors for the intensive competitive environment in both industries.
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Then, cosmetics have a greater role in daily life. It is even more
cosmetics has been developed to better meet the various
companies trying to produce. Then cosmetics can satisfy customers.
The cosmetics are developed and updated regularly as well as
culture and values change. The contributed to the need to change
as well. In addition, this study attempts to identify a gap that the
antecedent factors to enhance strategic customer response
capability.

Thailand's cosmetics companies are selected for their
population and samples as marketing situations in strong
competitive settings are rapidly rising and changing. The
questionnaire was used as an instrument. It was forwarded by mail
based upon the definition of each construction and the reviews of
the literature. In total, 1,050 firms in Thailand have been selected
as population and sample. These firms have credible which,
received right in supportive on investment from Thai government.
The population was collected from the Department of Business
Development (DBD) database. The key participants were executive
marketing. In addition, A pre-test method for evaluation of the
validity and reliance of the questionnaires during the non-response
bias test is appropriate to certify outstanding data prior to analyzing
and testing all hypotheses.

Research Objectives

The main research objectives of this study is to
examine the influence of survival vision, customer oriented
culture and customer diversity increase on the strategic

customer response capability.
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Literature Review

The nature of the organization depends on the relationship
between the internal framework and the external factors; on the
one hand, the internal factor consists of the characteristics of every
corporation, such as goals, size, expertise, capital, learning
organizational ability, technology and a competitive strategy
(Gordan & Miller, 1976; Anderson & Lanen, 1999; Baines & Langfield-
Smith, 2003; Abdel-Kader & Luther, 2008). On the other hand,
structural trends, such as competitive intensity and environmental
and economic uncertainty, are part of the external factor (Gordan
and Miller, 1976; Anderson & Lanen, 1999; Ensley, Pearce, &
Hmieleski, 2006). The internal and external influences form not only
the organizational structure, but also other organizational activities.
For example, Fiedler (1964) argues that the acts of the company are
based on internal and external circumstances. Hence, contingency
theory suggests that the decision of the organization relies on the
interaction of internal and external factors, such as marketing
strategy (Shenhar, 2001). This theory can explain the relationship
between internal factors, external factors and marketing strategies.
Consequently, any decision on the use of strategic customer
response capability as the main strategic orientation of the company
to achieve marketing performance.

1. Strategic Customer Response Capability

Marketing strategy has many procedures that begin by
scanning variables that can influence both internal and external
enterprises in the company operation (Homburg, Christian, Sabine,
& Harley, 2009). The marketing strategy can benefit the firm by

generating profit as a result of the customer's realization of value

8



Songklanakarin Journal The Antecedents of Strategic Customer Response Capability:
of Management Sciences Empirical Evidence of Cosmetic Businesses in Thailand
Vol.37 No.2 July - December 2020 Chorchat Sajjaviriya, Prathanporn Jhundra-indra, and Sutana Boonlua

(Kotler & Armstrong, 2012). The literature to date provides a wide
range of customer response capability definitions. One would
expect to discover a higher response when the characterization of
the chance is a symbol. Firms shall uphold a reasonable quality
standard for their products and services to satisfy their consumers'
requirements. (Ruekert, 1992). Responsiveness can be one of the
skills needed to achieve competitive advantages for businesses
(Bernardes & Hanna, 2009). The strong bond between a company
and its customers has shown that customers have less tendency to
quit their relationships, less uncertainty in relationships, and
promote partners to cooperate (Morgan & Hunt, 1994). Additionally,
Capacity includes the capacity to identify and demand customers,
and the capacity to establish and develop suitable customer
interactions (Hooley et al., 2005). Moreover, capability is the ability
to achieve or deliver predefined results for an entity (Haimes, 2009).
Breznik and Lahovnik (2016) explain that companies can reconfigure
their resources and capabilities according to recognized opportunities
and environmental changes can create and retain a competitive
advantage. Likewise, the greater the organization's customer
knowledge, the better the organization's potential to encourage and
maximize the strategic value of the business (Kaur, Chahal, & Gupta,
2018).

The aim of a business firm is to impose a sequence of
restrictions, which are more or less autonomous (Schwartz, 2009).
The company's mission is characterized by the goal of sustaining its
existence as business by means of growth and productivity (Pearce
& Robinson, 2007). This article emphases on the survival vision as an

important necessity to build capacity. Vision also clarifies some

9
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ideals, articulates a feeling of purpose and underlines an
organization's uniqueness. Vision also provides an objective that is
very important for supporters and shares a viewpoint (Berson,
Shamir, Avolio, & Popper, 2001). In addition, Kouzes and Posner
(1987) defined The vision reflects the company's strategy and
obviously expresses itself to its customers and stakeholders. Vision
as 'an ideal and unique image of the future.” Moreover,
Organizational culture is an organizational definition that is
developed and communicated through a company's behavior and
expectations (Beugelsdijk, Koen, & Noorderhaven, 2009; Jarratt &
O’Neill, 2002). This creates organizational criteria and comportment
to evaluate the customers, rivals and use of advertising data of an
organization (Kumar, Jones, Venkatesan, & Leone, 2011). The design
of an organizational plan and the operations based on customer
response-oriented marketing, in which the organizations of
businesses follow business norms (Carr & Lopez, 2007). Thus, the
firm that focuses on a greater knowledge of market data such as
customer requirements, competitive strength and weakness and
developing a strategy to enhance its efficiency. Additionally,
customer needs may change quickly in the present fashion and
customer concern may be increase by the lack of clear standards
for a new product in the market (Mu, Peng, & MacLachlan, 2009).
Also, Eisenhardt and Martin (2000) suggest that the firm will develop
products because of the high-velocity market as customer needs
change. The firm responds rapidly to learn the relevant present
knowledge. Thus, conscientious attention to the development and
implementation of options in the company. Customer data also

supports product and service creation, employee performance and

10
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innovative thinking. Consequently, firms should rapidly develop
products to offer and serve consumer needs.

The capacity to determine customer demands and
requirements in conjunction with the capacity to establish and
establish suitable relationships (Hooley et al.,, 2005). Moreover, A
firm level enables a company to create new skills leading to a
competitive advantage (Rodenbach & Brettel, 2012). In the context
of customer-oriented strategy, the objective is to generate and
capture value better than rivals by meeting the customer's
requirements. In organizations, interest is created by the behavior of
leaders of companies but is reported as customers pay at the point
of purchase of goods or services (Bowman & Ambrosini, 2000). Firms
can correctly anticipate market changes and react to new customer-
oriented capacities (Foley & Fahy, 2009). Then, Strategy is seen as a
deliberate move of a firm to make use of its distinctive resources
and can achieve superior output for a company (Wernerfelt, 1984,
Prahalad & Hamel, 1990; Lado, Boyd, Wright, & Kroll, 2006).

According to the discussion above, strategic customer
response capability refers as the capability of a company to define
customs-driven specific demands and to create a value chain for the
response it needs through a vibrant environment shift, rather than
create its producer and supplier's value chain including real-time
data flow, superior logistics, distribution capacities, IT leverage and
demand-driven company strategy. Next, the authors describe the
antecedents of the strategic customer response capability.

2. Survival Vision

Survival Vision refers as a firm's need to preserve and extend

the life of its competitive market position, driving the firm to be an

11



MIATINYINNTIANTT fulsdumavasanuaunsalunsaausuasgnAdnayns:
a o a, < o s v a =) o

UNNINYIAYFIVAIUATUNT wanguidaszdndangsiansasdrandduusamalng

T 37 atuil 2 nsngiAu - 5uIAY 2563 Yodns 997350y Usenuns Junsduns uazasw yawide

innovator, aimed continually at creating innovation (Pearce &
Robinson, 2007). The view views organizational goals as a catalyst
for the success of a company compared to its competitors (Hunt &
Morgan, 1995). Sherwin (2010) study about global vision of executive
impact of customer relationship marketing, the significant
relationship between vision and customer relationship management.
Deighton (1997) suggest that by gathering and disseminating
customer information across the organization, the firm can
understand and react to customer needs and will acquire the
necessary expertise to enhance its products and services. Moreover,
customers can see their emphasis business peers doing this and
fisure out if the focus organization plans to stay "top-down," which
needs a strong response to customer requirements (Bell, Lai, & Li,
2012). Thus, the following is the hypothesis suggested:

H1: Survival Vision has a positive influence on Strategic
Customer Response Capability.

3. Costumer Oriented Culture

Costumer Oriented Culture refers as firm to be awareness of
shared assumptions, beliefs, ideas, and values which involve the
behaviors and norms with the marketing function that can maintain
customer values, stakeholders’ interests, and profitability by
creating market orientation-based activities (Carr & Lopez, 2007
Narver & Slater, 1990). Consequently, main business of a marketing
inclusion company, which understands consumer behavior culture,
customer attitudes, promotions and rivals in order to attain
objectives (Engelen & Brettel, 2011). Then, the company is based
primarily on helping market-oriented businesses to recognize and
develop strategies that lead to the long-term productivity
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generation, concentrating on superior customer requirements,
strategic position and market trends. (Kumar et al., 2011). Thus, the
following is the proposed hypothesis:

H2: Costumer Oriented Culture has a positive influence on
Strategic Customer Response Capability.

The conceptual framework, which shown in Figure 1, is

developed from the literature review and details are shown as

follows:
Survival Vision _ HI+
H2+
Customer Oriented Strategic Customer
Culture = Response Capability
Foo T Tt Tttt TTT T
H3+ i Control Variable !
1
Customer Diversity | ' - Firm Size i
1
| - Firm Age i

___________________

Figure 1. The Relationship Between Variables

4. Customer Diversity

Customer Diversity refers as customer behaviors that Change
the consciousness of the company to learn the requirements of the
customer according to the external context. Also, the firm will be
conscious of the comments from customer on the products and
their suggestions. Besides, most manufacturing companies are
primarily centered on the consumer and use product design tools
to meet personalized demands of consumers (Wang, Zhao, & Voss,
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2016). Likewise, the firm is aware of developing the data base of
customer information so they can perceive customer needs and
respond on time. Nevertheless, the goal of the activities which the
firm tools to the customer will increase stakeholder satisfaction
(Zott, 2003; Cepada & Vera, 2007; Maklan & Knox, 2009). Moreover,
Maklan and Knox (2009) refer the reason is the possible mediation
between changing customer preference and dynamic marketing
strategy as an executive policy. Thus, the following is the hypothesis
suggested:

H3: Costumer Diversity has a positive influence on Strategic

Customer Response Capability.

Research Methodology

1. Sample Selection and Data Collection Procedure

This study describes the population of the cosmetics
company in Thailand as representatives of the Department of
Business Development, marketing executives and marketing
directors. From database online of the Department of Business
Development, 1,050 cosmetic firms. The firms were listed and after
remove duplicated address, 683 firm remains. From the earlier
research, a suitable sample is 172 firm under the 95% confidentiality
rule (Krejcie & Morgan, 1970). Furthermore, for a mail study, a
response rate of 20 % is regarded sufficient without the relevant
follow-up procedure (Aaker, Kumar, & Day, 2001). Thus, 683
cosmetic firms will use as the population in this study. Data are
collected using the 683 mailed questionnaire survey. As a result, 172
mail was undelivered due to the changes of address and total of

167 questionnaires were returned. Five of 167 questionnaires are
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removed caused by the incompletion. Consequently, the response
rate was approximately 23.72 percent. According to the rule of
thumb of the minimum sample size, the minimum sample size
should more than five observations per each variable (Hair, Black,
Babin & Anderson, 2010). Consequently, for the multiple regression
assessment of this research 162 cosmetic companies are sufficient
to be used as samples.

2. Test of Non-Response Bias

A t-test comparison of the demographic between the early
and late participants is performed in accordance with the non-
response bias test by Armstrong and Overton (1977) in order to
identify possible responsiveness issues between participants and
non-participants. Then, Responses of the first mailing group are used
to compare responses of the second mailing group based on
demographic information including recorded capital, number of
employees, operating periods and average revenues annually. This
result provides that there was no statistically significant distinction
at 95 % confidence level between early and late participants
(Armstrong & Overton, 1977). In this study, non-response is not a
major problem. It can be said with confidence.

3. Measurement

The measurement process involves the creation of multiple
items in the conceptual model for the measurement of each
construction. In fact, all constructions are abstractions which cannot
or should not be evaluated immediately or observed by various
items. The scales used in the research tool were based on the
validity and reliability of each structure and the context of the

constructions. These organizational measures are four stages in
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development. Firstly, by defining a clarifying definition, the domain
of the domain building must be defined. Then, the second is to
produce a sample of study items such as literature review, study
experience and stimulating examples of insight. Thirdly, the measure
is purified for validity and reliability testing by an exploratory factor
analysis (EFA). Thereby, these structures are converted to the actual
measurement operational variables. All the variables taken from the
study are evaluated by a Likert five-point scale varying from 1
(strongly disagree) to 5 (strongly agree) in order to assess each
building in the concept model.

The study also includes firm size and firm age as control
variables because they tend to influence the relationship of overall
model. Then, firm size is defined as how big or small the company
is and how many full-time workers in an organization have been
assessed in the current year (Judge & Zeithaml, 1992). Moreover,
firm age refers to number of years a firm has been in operation
(Nurittamont & Ussahawanitchakit, 2008). Though the firm age is
concerned, it may also affect the ability of firms to build and
develop strategic organizational creativity, measured by the number
of years of existence of a firm. (Nurittamont & Ussahawanitchakit,
2008).

4. Method

For the credibility and accuracy of the measures, for the pre-
testing of the validity and reliability of all actions used in the
questionnaire, the first thirty questionnaires sent from the informant
were used. Moreover, the validity of newly established levels and
scales, which are accepted from previous research, is tested using

confirmatory factor analysis (CFA) and exploratory factor assessment
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(EFA). The results indicate that factor loadings of all measures in this
study varies from 0.463 to 0.993. These values are higher than 0.40
(Nunnally & Bernstein, 1994), which indicated acceptable validity of
the structure. In addition, to assess reliability, Cronbach's alpha is
used. The findings of Cronbach’s alpha coefficients were between
0.921 and 0.983 which exceeds the acceptable 0.70 cut-off score
(Hair, Black, Babin, & Anderson., 2010). The internal consistency of
the entire scale can be found in this research (See Table 1).

Table 1

Results of Measure Validation
Variables Factor Cronbach’s

Loadings Alpha

Strategic Customer Response 0.463-0.843 0.921
Capability (SCR)
Survival Vision (SVZ) 0.860 - 0.944  0.938
Customer Oriented Culture (COZ)  0.898 - 0.917  0.949
Customer Diversity (CDI) 0.934-0.993 0.983

Results and Discussion

The descriptive statistics and the correlation matrix between
independent and dependent factors are presented in Table 2.
Correlation coefficients of variables are ranging from 0.502 - 0.788
which lower than 0.80 and the VIF varies from 1.906 - 3.764 which
lower than 10. There was no issue with multicollinearity in this
research (Hair, Black, Babin, & Anderson., 2010).
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Table 2
Descriptive Statistics and Correlation Matrix
Variables SVZ Ccoz CDI SCR FSS FAG
Mean 4.01 4.19 4.20 4.32 - -
S.D. 0.68 0.62 0.66 0.42 - -
SVZ 1
coz 687 1
CDI 5027 788" 1
SCR 6200 707 620 1
FSS .079 .097 .099 .106 1
FAG -008 037 110 -002 397 1
VIF 1.906 3.764 2.662 - - -

Note: **p .05, **p .01

Table 3 presents the results of OLS regression analysis of
the influence of the on strategic customer response capability. The
results indicate that survival vision is significantly and positively
affect to strategic customer response capability (B1= 0.264, p <
0.01). This result consistent with Deighton (1997). By gathering and
disseminating customer information throughout the organization,
the company is able to understand and react to customer needs,
and growing customer satisfaction will gains understanding to
enhance its products and services. Additionally, the result, also
consistent with Barnard (1947). Business survival has long been
accepted as a crucial role of business performance. Then, the firms
that will be remaining in business, although other firms terminated
in business. One empirical study asserted that the potential of
organization to survive by adjusting to the external world, by

assessing, interpreting and reacting to consumer desires,
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stakeholders and strategic directions, has a positive effect on the
social media strategy (Chitmun, S., Ussahawanitchakit, P., & Boonlua,
S., 2012). Thus, Hypothesis 1 is supported.

Secondly, this results in a significant and positive effect on
customer oriented cultures on the strategic customer response
capability (B2 = 0.365, p < 0.01). Research showed that the company
has designated the market culture as the principal marketing
integration operation, which also aims at achieving objectives
through its knowledge of consumer culture, consumer behavior,
promotions and competitors (Engelen & Brettel, 2011). Moreover,
previous research indicated that a market culture which relies
heavily on superior customer knowledge, competitive strengths/
weaknesses and market trends tends to allow a marked enterprise
to create policies that are crucial to long-term performance
development. (Kumar et al., 2011). Besides, organizational market
culture is essential for connecting the connection between the
growth and the corporate culture of new products and services, for
collaboration through the growth of teams, training and reward
supporting the innovation of products (Lau & Ngo, 2004). Thus, the
organization has a culture of the market that is intended to improve
its competitors ' competitive benefit. In addition, in order to benefit
the relation with leadership as well as to meet expectations of
clients superior to their rivals the Company emphasizes on a
continually exploring the requirements of customer and competitor
analysis. (Beugelsdijk, Koen, & Noorderhaven, 2009). One empirical
study asserted that a customer's willingness to press business

tries to have a particular positive effect on service innovation
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capability (Sakkasem, Ussahawanitchakit, & Nantana, 2001).
Thus, Hypothesis 2 is supported.

Table 3
The Results of the Regression Analysis of the influence of the
antecedents on Strategic Customer Response Capability

Dependent variables

Independent variables SCR
Equationl
svz  (HD) 0.264***
(0.074)
Coz (H2) 0.365%**
(0.104)
CDI - (H3) 0.200**
(0.088)
FSS 0.149
(0.168)
FAG -0.111
(0.118)
Adjusted R® 0.538
Maximum VIF 3.764

Thirdly, the findings from this study describe customer
diversity is significantly and positively affect strategic customer
response capability (B3 = 0.200, p < 0.05). The previous research
indicated that Eisenhardt and Martin (2000). Firms will develop
products because of a high-velocity market as customer needs
change. Firms responded quickly to learn the relevant existing

knowledge. Therefore, firms focus on developing alternatives and
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implementing resources in the firm. Moreover, firms create product
differences businesses with  project customer relationship
management perceive customer needs and customer comments of
the products such as changing customer preference which has a
positive effect on marketing learning focus. One empirical study
asserted that the ability of a company to collect, understand,
analyze and use information on a spectrum of customer needs for
planning and developing a marketing strategy that creates superior
customer value and fulfills a variety of customer needs has a
positive effect on the marketing positioning advantage
(Tungbunyasiri, Supachai, & Ussahawanitchakit, 2013). Thus,
Hypothesis 3 is supported.

Additionally, the results of control variables indicate that
firm size and firm age are not significantly associated with strategic
customer response capability. These results can be interpreted that
strategic customer response capability is not influenced by the size
of a firm. Moreover, strategic customer response capability also not

influenced by ages of a firm.

Conclusion

This study demonstrates the influences of the antecedents
(survival vision, customer oriented culture, customer diversity) on
strategic customer response capability. Cosmetic businesses used as
the source of data and collect data from mailed survey
questionnaires which directly distributed to marketing executives. At
last, 162 questionnaires are usable.

The results of this study indicate that three antecedents
include survival vision, customer oriented culture and customer
diversity influences on strategic customer response capability. Thus,
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top management team and executives must pay attention to
activities and capability that support firms to the successful of
strategic customer response capability such as the top management
and executives should stimulate and build the radical changes in
the behaviors of the followers by changing the marketing strategies,
customer oriented culture and survival vision. These changes will
make firm sense and react with new marketing possibilities and
renovate firm’s marketing activities to suitable with new marketing
possibilities and lead firm to achieve competitive advantage and
higher performance. Moreover, customer oriented culture has the
highest influence on the strategic customer response capability.
Thus, marketing executives should realize to attend with this factor

when adopts the strategic customer response capability.

Future Research Direction

This study has still many gaps as acknowledged as a
consequence of the analysis that has been conducted by only
cosmetic businesses in Thailand. Henceforward, future research might
study with other business which have different characteristics and
business type such as startup companies for comparing the results with

this study; and simultaneously increasing credibility and generalizability.
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Abstract

Competitive advantage and export performance remains an
important topic of a research on export and strategic management.
The primary role of exportingis not only ensuring the benefit of
profitability, growth and survival of exporters, but also supporting
the country’s economic stability. This research aims to study the
influence of the perception of industry life cycle that affects the
relationship  between  competitive advantage and export
performance. A total of 154 Thai canned and processed seafood
exporters participated in this study. The questionnaire survey was

conducted collecting sample which obtained 48 respondents.
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The Partial Least Square Structural Equation Modeling (PLS-SEM)
method was applied to analyze the strength of the path coefficient
between the three latent variables (competitive advantage, export
performance, perceived industry life cycle) and a control variable
(Size) with bootstrap method for hypothesis testing. The study
found that competitive advantage has negative effect with export
performance. However, perceived industry life cycle (PILC) plays a
full mediating role in the relationship between competitive
advantage and export.

Thus, this study not only integrates competitive advantage
theory and perception theory with PILC. This study also has
contibutesd to filling a gap relating to the Competitive Advantage
Theory with the Resource-Based View (RBV) of the firm for achieving
the firm peforrmance, through the effects of PILC was on
competitive advantages, especially business operators and
corporate leaders regarding the management perceptions of industry

life cycle on their export performance.

Keywords: Competitive Advantage, Export Performance, Perceived
Industry Life Cycle, Partial Least Square Path Modeling

34



The Influences of the Perceived Industry Life Cycle on the Relationship

Songklanakarin Journal between the Competitive Advantage and Export Performance:

of Management Sciences A Case Study of Thai Canned and Seafood Export Companies

Vol.37 No.2 July - December 2020 Nongnuch Boonklum, Vichayanan Rattanawiboonsom, and Sukij Khorchurklang
unin

9AaIMNITUNITINYAlentsdeeenidugnainnssudil
muddysonsruiunsiaumaaTsgiakardiaylneg lesanidu
uwidsanetvedldgunuaudilunsaisyaafislFitudndn wasu
wiassesussudulngvesnIngnamng Ty mﬂﬁﬁas,ﬂaé’awé’qg’uwﬁ
w.a. 2557 84 lnsunais vesl w.e. 2560 WU o1vnzlanszauay
wsguilyadnsdseenifusuiuniavesdudgramnssununsiagdn
Hufesay 20.98 Anduyarindt 103,000 E1uuv sesawnfe tna
318 Sovay 14.13 wasnalinszUewasuusiy osay 11.83 muddu
(Department of International Trade Promotion, 2018) @1%3U 5 susu
LLiﬂmaammméqaaﬂmmimmaﬂssﬂaqLLazLLUigﬂViﬁwﬁ’m laun Uszne
ansgeuidn Guu eoawsde waunn uazUssinadide Tnefldndiunis
dsoonayii¥evas 26,57, 17.29, 7.89, 4.83 WAy 2.55 AMud1RU (Information
Communication and Technology Center, Ministry of Commerce, 2018)
agalsinnu Turaeszaziiand w.e. 2559 § 2560 8031158990090
Uszindlneidnsanasadoniniosas 4.53 luvazisemadeandu o
(0171 Usemmeniined awu RAUTuA) Sninsdeeaniifinduludng
Fovaz 26.00, 15,00 wag 90.00 (Food and Agriculture Organization of
the United Nations (FAQ), 2018) @enmdesriutayasunisiaut w.ea. 2560
fuansliiufsnnuanunsalumsvinlsvesUseneunsvunadniisien
Anau Jewaz 58.74 fusznaumsvuiAnatslanuausatunisvindls
Seway 0.95 wazgsnavualugiinnuaiusatunisiinilsdesas 4.72
(Information Communication and Technology Center, Ministry of
Commerce, 2018) uansliiiiuinddseeniinnuldiusoulunisudsu
anaileiSeuiisuiuUssmagus

dusuanulaseuluniswyatuluyuuesves Porter (1998)
fuwnAnEudunnEesmuildidieulnoisuiouiiduiofugunu
vosdadumeluuszmaiiivilugnanunssluuisssmadsiinnuanngs

35



nsAnwMsiuidduiginsaeamnssaiidmasieauldiuieu

Q13813INYINTTIANTT Tumswysdunaznadniiuaudsen: nsdifinel usevdsasn
— o g

UNIINYIAYFIVATUATUNS mmsmanizﬂaauaxl,migﬂlwa

T 37 atuil 2 nsngiAu - 5uIAY 2563 ey yyndr vy Saudyadan uazaio vouonans

Tumsuisdugenindsemedu Savuianuldisieulunmsudedulalade
Anduesnussaned uidudefiannsoatdunuasivdeundadd
ﬁy’qmamml,awwau uaﬂmﬂﬁf Kalela (2002) Morgan, Kaleka and
Katsikeas (2004) Porter (1985) Zou, Fang, and Zhao (2003)15&@1’3
1 anlfiuseulunisudetudedsiiduindeunadiiusnuvesesdns
ogslsfmu finideunsdnldtinmsasunanisidofiunnsisly Taewud
analiFeulumsudedudundniddudadoiinluguanisdnduny
(Brush, Bromiley, & Hendrickx, 1999; Datta, Guthrie, & Wright, 2005)

Tag Hill and Jones (2012) wui1 N sUAsuulasseduigdng
gamnssudududiuddnvesanimuindeunieusniidmasionants
FLUTeIUTIN uenani Harrigan (1980) nanvdn usemenaidenld
nagndnmnsTuisanimuindeunieuen daunumvesiuimsiums
Fushe@nInuiIndauN1gUDN L AINARONANITANTUIIUVDIBIANT
aenAdosiUNaNITe8e Verreynne (2006) nuin fimn1siinlaly
AAUTINTNAIMNTTUAINAADAUFTUN UTTENTIINTAT19AY
IuFeulunisudatuiaganisaiunuasdigliosdnsaiunsadiule
waziunmrtsingald fafu anuldivssulunsudsduausmiilug
HAaNSALIuILYeeAnsle fuimsaisinisiuiiianimdadunieuen
lngamganuinginsgeamnssy Megluddula

Foifu 91uitedTalsdnvinisfuddduiginsgnaivnsay
(Perceived Industry Life Cycle: PILC) fidsnasonarulaiIaulunis
wisdunasnadiiuaudieen Weidudelausidimguideiauide
fopuniiinis@nw uaziileldudsyloviunguszneunisdsesnaimis
nianszlosazulszulnanunsaasienagnsanulmuieulunisudedy
Wleransiiiunuresuieh

36



The Influences of the Perceived Industry Life Cycle on the Relationship

Songklanakarin Journal between the Competitive Advantage and Export Performance:
of Management Sciences A Case Study of Thai Canned and Seafood Export Companies
Vol.37 No.2 July - December 2020 Nongnuch Boonklum, Vichayanan Rattanawiboonsom, and Sukij Khorchurklang

TnUsEaIANTIY

ilednwdninanissuiadiuigdnsgraimnssy (PILC) fidewa
pomNduRussEIeAulauTsulunsuYady (Competitive Advantage)
wazNasLiuudIeen (Export Performance)

NUNILITIAUNTTULAZUITE TR T

1. wurda/mgefauldieulunisudsdy (Competitive
Advantage Concept)

anuliuisulunisudedu mneds “dsivinliesdnsiaiiy
uanssangduiiufedelfiuieuiidudn” Tnedeldiuioutonmeglugy
Y9sTAANLANNTAVI83ANT FeasAnsamnsavirliluvas AgBuvinlally
(Grant, 1991; Powell, 2001) vi5083Ansanunsavinlasnd visetelaluseu
p1AnIINAunnvoninensuneeilesdnsiudosdnsdulaiden
lawssulunisuratuiaduswianudandnlunisusmsiBanagns
(Porter, 1990) #991nA"5ANWIYB4 Porter (1980) wudn i 2 337109Ans
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N19A1UAUNY (Lower Cost Strategy) kazaulatUIauaInn1sasisg
ANNLANAIY (Differentiation Strategy) @anAd®IAU Barney (1991)
osedsanuldiuisulumawisiulindunmsldnagnsiieraglunisan
funu nswarmUselevd waglon1an1anisnain

2. wagiusnudsaan (Export Performance)

nanliuudieenasvieuldaingenu1gainn1sdesn N3
Wulpwesnisdeeen waganuauisalunisyinmlsainnisaseen (Aaby
& Slater, 1989; Madsen, 1987) %ﬂ Crick and Jones (2000) Lumpkin
and Dess (1996) waz Teegen (2000) a#3U1331 msdananisaiueu
T @ Tanenstiu uazsi¥ailaldvnnanisiu Tne Combs, Crook,
and Shook (2005) Wud1 nan1satiiuauvesgsivdlulnglinanis
dnfiuauninistuanduiesas 82 laedfuusililunisiananis
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2. Lﬂ?f@dﬁamﬁ%’aLLasmiﬁan’m%’aga

nsAnuIdeadeilduuuaeuany (Questionnaire) Tnedifauus
Lo (1) adenssuanulaiuseulunisudedu (Fudunu Yssdnsam
NUMIHER UarUsednSamnsuinig) (2) mssuiaauiginsananvnssy
(PILC) 4 &1¢fu (1Sudu fivle szezduda/aedl wazandi) was (3) na
pufiunudean (Auasalun1syinmls wazsnsinisiiulanainnig
d900n)

G]'ﬁ']ﬂ‘ﬁl 1
a’gﬂm‘”rz??‘”mmm”nwmzm‘”mﬂiﬁ%‘lun5awzmﬁm7ui‘5 g
anwoue dda
1. WAYIAINTG (Size) Aan1svundn (Small)
Aan1svuInnane (Medium)
Aannsvuialig) (Large)
2. anulaiSeulunmsudadu anuliFeulunisudstuiusdumu (Cost_CA)
(Competitive Advantage) aulatseulunisugaduiundndue (Product CA)

anulsuToulunisuastusiiuuing (Service CA)

3. wastiuuaeen (Export anuanansalun1svianls (Per Profit)
Performance) dnsnisiaulanainnisdseen (Per_Growth)

a. msduiaduiginsgnamnssy  nsaAsunasiueusieansaudi (PILC_Demand)

(Perceived Industry Life Cycle) miL§aﬂi‘i’f‘fj‘iﬁfﬂﬁﬁﬂﬂﬁﬂ’mmﬁ’]ﬁﬂ (Key Success)
n3nsza1eAU (PILC_Distribution)
nsAsunlasUiinmunsuan (PILC_Sales Volume)

3. mim@mmwm%qﬁa ImamwmaaauqmmwLﬂéaqﬁa
Tneld35n15n599aeudoundu (Back Translation) i enanadesiy
(Reliability) TngfiBermgduais 3 v (@1915891lne 2 iy uae
o115y fuiifinnudeivgienivilneuazdainge 1 vim)
wdntuAAuaenndosneluvedelefldi s drenseaaou
93fUszNaUTIE1518 (EFA) waznsmaaudesiuvesniosionon
FuUsvavsuean1vesnseuua (Cronbach’s Alpha) Ineld3snsmeny
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igansa (Validity) n1sm1a18 w19 wuns1ede (ttem Discrimination)
pen1TUszEulunan1sin (Measurement Model Evaluation) wan1s
nAdaUAT Factor loading (Wanslunisnsit 2) nudsednudn fan
Loading 8¢5¢11914 0.46 - 0.92 Feurnnin 050 @ifteedediaudiiu
n¥nensnenIenmisiatesndn 0.50) Tnerduuszansueanives
AsauUIA (Cronbach’s Alpha Coefficient) Wuin Anudesiuvassiay
wiagAu (6 A1) HA10g5¥13190.77 - 0.90 FafA1u1nngn 0.75 wanain
Lﬂ%‘lmﬁaﬁmmﬁaﬁuqa (Hair, Anderson, Tatham, & Black, 1995)
a. addnldliATonaz M zsiteya

4.1 mMsldad@inszsiaieainensds (Inferential Statistics)
Fremsimszsiandud sy ansanduiusuuuiesdu waznimedoun
T-statistics laglgn1931AT1RBNENATENINAUTAWFHIMUULEUNS
f&aaostfouiian (PLS-SEM) msnzanfiuinguszasdnisaianisalves
tnAdeilidndudesdinisnszanedeyatniuarsesiungusiegisuuin
L& (Chin, Marcolin, & Newsted, 2003) 52184 Hair, Ringle, and Sarstedt
(2011) Mnanrindsludefindnues PLS-SEM fia aunsadnniseuys
daszduauunlunafeaiu

4.2 mﬁmwﬁsﬁagaLﬁammgﬂéfaqmﬂm'ﬁﬁfj"aﬁmﬂﬂLLas
anundetie Tnefmunlisedutisddymsadndaiitu 0.05

4.3 N5ATI¥YeIAUSENBU (Factor Analysis) 19n1531AT1E %
1331529 (Exploratory Factor Analysis: EFA) fiansanannasdusenoudi
fifin Eigen Value 110091 1 wazAn Factor Loading Aifltfedndgnisadnd
S¥@U .05 (Hair et al., 1995)

4.4 mylaszideya tneldnsImsennEt AT s
dhedudsuuuIeg e MIlesgaanduius (Pearson's Correlation
Coefficient) WaEA1TIATITAAUNTILAALTIATIAT UV ULEUNIAST

doatioanuivdIu (PLS-SEM)
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HaN15AATIzdaYa

n1sUszliulumanisin (Measurement Model Evaluation)
NaNTIATIZRBNENAYeINsTUSARUTndnsenamnssu (PILC) Afise
ANuduTuSsznItaulauTsulunsulstulasnanliugudsoen
AILNITNAFRUANNRAFIUNTITEMENITIATIERAUNT ATl ATIETa
wUULdUN1IA§aesiaeanuedlu (PLS-SEM) Tnelatindawyslum
AudTusuaziimsimuaAdwlsAuAl (Yunians) Tuguuuuves
FauUsu (Dummy Variable) Ingduuniu 2 A1 fie 0 uwaz 1 lnawus
pamluvuinlng (Large) vunnnals (Medium) wagauiatan (Small)
nsinsiiUseanidu 2 du fie

daufl 1 Tumanisinanudunusvasfauusdanaduduys
weladensnaseuivwtinesdUsznauaneuen (Outer Loadings)

TngldinasimssmunsuuesddssneuanAiminesdussney
(Factor Loading) +.5 3111 LagnAgaUAIINATUTUYg (Convergent
Validity) ad@fildianunsadadng Ao Aranuuusunuiiadaldiade
(Average Variance Extract: AVE) I AVE avdosiiailddinin 0.5 (Hair,
Hopkins, Sarstedt, & Kuppelwieser, 2014) ﬁnﬂwaaiﬂﬁdm’iwﬁ 2

AN 2
HAYDINITUTUIULNAAN TR

Final Iteration

FAUTHR Fauust I Loading  AVE CR  Alpha

Competitive Advantage Cost 0.978 0.761 0.864  0.700
Product 0.955
Service 0.892

Perceived Industry Demand 0.938 0.590 0.842  0.755
Life Cycle (PILC) Distribution 0.538

Key Success 0.540
Sales Volume  0.946
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91nA15197 2 wud ynAauUsuelaian AVE lisindn 0.5 9n
AuUs lneanulaiuSeulunisudsdunaznissuidmuiginsgeamnssy
fiAAuwUsUTIuLae (AVE) Ae 0.814, 0.761 wag 0.590 ATN&FU
LansIFIny sureusagdaunsaesuteauuUsUsuld waziile
MsnageuALiBIInAduUsEAnSuazAn Cronbach’s Alpha wui
nnfauUsudaiidruinnin 06 waaslifiuindndsiiuinsiad
finnudede

doudl 2 aun151B9lATIaZ 19 NLEAINIAUFUNUS VD IR YT
wauwuuLdunenassastiagaungey (PLS-SEM)
NMFIATIEITaLAMENIEUIUNNT Bootstrapping lngiansaunen

[y a

duuszansidunnaiszautedfny 0.05 Aren1InaasualIkUsdINIY

[

n1sfuidaduiginsenaivnssy) Ineddudsatuau laud vuinves

Y

—~

= o

U3t Fa¥aléann PLS Algorithm faid

1. NMINAFBUAIUADAAN DIVBILUUINABIN1TITEAUToYA
BaUsedneg fvuaaidulszansnisdmaule (Coefficient Determinant:
R) 15 3 sueiu e Yoy (Weak) (Adudszanitdosnin 0.19) Urunaia
(Moderate) (AduUszansagsewing 0.19 - 0.33) Lagan (Substantial)
(FnduUsyansannn 0.33)(Chin, Marcolin, & Newsted, 2003; Miranda
& Saunders, 2003) @NUSUNITATIVFDUANUFUNUSTEUNINIA U THhE
warsauusdunala lnenanisnagau 3 dauds (Aulaseulunis
wiedu nadufliusudesn uagnisiuiauiginsenaivingsy) uanawg
Fam151991 3

A15197 3

mauszansnisanaula (Coefficient of Determinant — R Square)
Uade R Square R Square adjusted (Rc?)

NafLiiuauaseen (Export Performance)  0.476 0.453
nsfuganuiginsemaminssu (PILO) 0.106 0.087
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N3 3 nud Jadednunadiueudeeniadudssans
n1sendula fe 0.476 @1119005U18AMULUTUTIUVDINAANTUIY
deeanlifesar 47.60 fodndanuuiudrvenisituieegluseeu
Uhunans uarmsduaduiginsemamnssuiaduszansnisiaauls
lusgauiles Ao 0.106

2. NMSNAABUAIDNEINAVDIALUTEIRNIY (PILC) AoanNdUNUS
sgnineanulnuisvlunisutesdunasnandusudsoen Aun1g

U a

AATERAENUTEANSIEUNIITaAUNnIndENa (Path Coefficient: B)
13 4 seeiu Ae (1) ladsey (AduUsyansiiAndesndn 0.020) Q) dwatiay

a $ ~

(AduUseANTUAT9E5¥1314 0.020-0.150) (3) denaszAuyIunang
(AduUsyAnsilA1ag5enIg 0.015-0.350) ua (4) dHasEAUNIN

(AduUsEaNSIAILINNT1 0.350) (Cohen, 1988)
ANSHSIVABUBNINAAINIUL 2 TUMDU AD FUUTLANTLEUNIS
warduuszansnisinaula dvusnousasaluil

17 ]
(4 =

JUABUN 1 N15AATICRFUUSLEN
LEASHARINISIN 4

S g

SLedUN19 (Path Coefficient)

P3N 4
AT aNBIEUN I UazaaYsEanEsaaUle

fkUs B S.D  T-statistics P-value R’
1. CA — Export Performance -0.230 0.139 1.649 0.099* 0.053
2.CA — PILC 0.366 0.183 1.993 0.046** 0.134
3. PILC — Export Performance -0.685 0.070 9.458 0.000*** 0.470

* Level of significant at p<0.1; ** Level of significant at p<0.05; *** Level of

significant at p<0.01
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NanMIiaTzRAduUsEAnsidunuasAduUsyaninisdinaula
NU

1. Adudsyansidunag (B) fien -0.230 A1 T fe1 1.649 wazd
sedutedfay P = 0.099 dwsumduussansnsinaule (R) wuindlen
0.053 wanslmiiuin aulaiussulunsudsdulidndnanisausyautios
Ronarifiunudtesnegslifidudfymsadffissdu 0.05

2. MIBATIZREUN AU BTy (AulalTaulunisuaesdu:
CA) ilseuusdssin (Mmssuiddiuiginsamamnssy: PILC) 91091579
7i 4 wut eduUsEAnsmaduna (B) A0 0.366 A1 T fAn 1.993 uazd
susutiodfey P = 0.046 dwsurmduussansnisdnauls (RY fien 0.134
uanea1 anulailssulunisudsiulidvinanisuinvuinuiunalsnenis
SuddiuiginseramnssuegnaiifdAmeaiafisesu 0.05

3. n15ATIEid UL sd U (nN155uidduigdng
guavnTsw: PILC) AdvdnasonaduiunudioonnuiiAduyssans
@unng (B) HAn -0.685 A T &A1 9.458 wazilsyautiudiAgy P = 0.000
mduUsyansnsindule (R) vewasiiiuanudseanian 0.470 uanein
nssuianuiginsanamnssuiisnsnanisauseanulauieoulunis

o Y} | A o aad )
LWWUIH%@UQQ@EJNZJMEJE‘I’]@EUUVHQE{WWI%WU 0.05

JUABUTN 2 N1FIATITIANFUUSEANSNNsAnaula (R?) Alenns
PrAduUseanSNUszuua b uIRaN T a NBUEYRINTAINIUB NS WA
LAAIHARIANSIN 5 WALAINA 2
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a
AITNN 5

A19N5NAasIU (TE) A1893WaN19959 (DE) A19nsnan 19994 (IE) ¥84
Taveiiluasaduysniu (mMsiuzanuininsenarmnsuidonswasona
ARG BN))

RIIRIEIRH] Andszans A1BvIEHA anulidSey nssuiigdng
madnaula (R) lumsudedy  geavnssy

M3suFining 0.106 Direct Effect (DE) -

QRENNTIU Indirect Effect (IE) -
Total Effect (TE) 0.326**

AL 0.476 Direct Effect (DE) 0.005 -0.688**

deoan Indirect Effect (IE) 0.224** -
Total Effect (TE) 0.230 -0.688***

PILC _Dema...

key_success 0937
= *—0.541
0.537 ——
0.946

-0.688 » ——1.000 — Profit
no_distribut...

sales_wvelume PILC RFORMAMNCE

0.326 -0.005

0950 pggog  0.877

L

PRODUCT_...| | Service CA cost_CA

29 2 1A59a519Aud A USALUTEY (Mediator Variable) wanimn
dudsyansmisdndula (R) (Msfuianduiginsgnamnssuddnsnasiena
Afluauaieon) AUNTEUIUNTT PLS Algorithm
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PILC_Dema..

33.275
key_success —3724 ——

S 4—2.779
no_distribut... 39,337

—0.000 — Profit

ERFORMAMNCE

sales_volume
2125 0,042

8651 7670 9.295

Lo\

PRODUCT ... Service_CA cost_CA

27 3 Tassadnenuduiusiiuusdaiu (Mediator Variable) wansanadia
naagy (T-statistics) (M3¥uiddugInsenamnssuiiBnsnadenad vy
d49980) FIBNTZUIUNTT Bootstrapping

31nM151971 5 Al 2 waznandl 3 wanenisInsIzREnENa
dauiusefuusiunsiuiaduiginsgnamnssuiidsiiusening
fauusau (nulmdseulunisutesdu) dAudndsniy (waaduau
#499n) WUN

1. §auUs7iiBn3nantenss (DE) senastiusudiaan wuii

v Y v

n133uiininsenamnssuiidnsnanisausenaniuiudeesnagi el

Y
o v a

odfynaadffisysiu 0.05 (B =-0.688)

<

2. AbUSNLBNTNAN1INTILAL N0 DUFADNAA LT U UEIDDN

wididnsnanteeuniun1siuiainuiginsenaivnssuednad

[ a

bedryeadnfisesu 0.05 (B = -0.224)

INMTHATIZRAUNITIATIAZRINAINT 2 waza g 3 wudn
fuUsiumssuiaduiginsgnamnssudidesiiudninasenineaus
Au (AulauTeulunisuasdu) defmulsniu (nanduaudiesn)

fdvdwaszauvurunaegsbifideddmeats Weiasanadulsedns
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dvsna wuan anulalSeulunisudeduiidndwanisavauinnansnena
Atuaudsean (B=-0.224, T=2.021, P = 0.046) agalaifidedAgnig
a0 wardldvinanuinvnaldiunansienisiuidnuiginsgeaivnssy
Fadusulsdany (B =0326,T = 2.125, P = 0.034) M35u3aauinging
9AAMNTINLBNINANIRUILIAgIaNan LU udseen (B = -0.688,
T = 8.674, P = 0.000) ognildedAgyn1sads

memumwiaamu (mﬁmmmmgaﬂiamamﬂiiu ) Tl
Aasil nudn anwleiuSeulunmsudsiuisvsnanisauauiasaunnaudi
1na 0 sienasLiusIudsoan (B = - 0.005, T = 0.043, P = 0.966) 9814
Lifided1Aynieadd wansdaiudsnissuiaduiginsenamnssundu
Fauusdunanslaevhutinfiandninasewinainusdunis (anuldlieu
Tunsuaesdy) Aumudsuanenie (wasiduanudsesn) lngAdnsnasiu
(asfiunudsenn) faduuszandidumis (B) aranasaine -0.230

'
v Ao o v aa o

Ju -0.005 sgslaifisyiuivedAynieadis dude diuusaiunisiul
aeuigdnsanamnssuiidvinafuvioauysal (Full Mediation Effect)

amsmsiuiaduigdnsgraimnssuyivth s uuvag
dvsnaszrinsanulalssulunsuasiusenaniiuaudiesnyinlidan
dvSnaanasann -0.230 1Uu -0.005 @1115085 U 8ANLLUTUTIUYBIHE
Fifiusudseentdifisduiosar 47.6 (R) fedussaniaugniosas
Msvunefiviund (Adjust RY) Sovay 45.3 Fudiniuainiesas 5.0 (R)
way 3.2 (Adjust RY)

PnATefiRN W eraldFeulumsuwddudarnuduiug
FONAALTUIIUNINNITRUNIIUIN (Morgan et al., 2004) ¢ Tuan and
Yoshi (2010) wu31 anulatuseulunisudetudussrusenevdrdteeng
fpdrAgymeananisaniueu Powell (2001) wuan anulauseulunis
wistutilugnisatiuayunanisdnduauiliannsaweneenandy
agnalsfmu naanmsIsunsiidenndosiunuifnues Porter (1985) 7
a1 eldSeulunmsuteiuldannsaddlanas fesdiawintuna
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N1SANHEUY 7U09UNAI1UY89 Durand (2002) a3U71 fewdinadny
IonUSeuluniswratuasidutaulaiiieanad 1 nsun1siiud Uuananis
Fiuauwienvvzlidnduausly

d5UuazafusenansIvY

an1sANeY “BvBnavesnsiudfuipdnsenamnssuiidena
poANdNusTrrIeAulalSsulunisursdunag naaiueu
d999n” WU

1. anulauseulunisudsduddndnantsavdonaniidusnu
dseon asuldin nsiuidmazdawldiuisulunisudadu (Fudunu
Usyandawwnaasae wasuszandannisuinis) ldlidudesed
neliAnnanisuaInaenaniuudsesnsgrsluivdedrAgnieaia
(B=-0.023) Hufo aruldiuievlunisudstuiianuduiusdonanis
sudununanisity Inenuised aenadesfuanuddofinuandinui
anulaUssulunisurstuldfinnuduiussonaniiuauninistu
N19UIN WU HAN1SANYIVB9 Morgan etal. (2004) uanalifiug g
AMUFUTUSTEMINewmlanulaUTey (Fuduny nEndne wag
uIn19) hasnanfiuaudeean (Ussdnsainniuasegiauay
UszAnsamangandmung uazanAlduaienig) uanisane wuin
fumisanuliseulunsudeduiondestu nadniurudiesnduly
Tumeuan (Ardudszansidunis = 0.87) Tnedananduius 0.48 fiszdu
Toddyn19adfisedu 0.01 Feaonndaafunanisidoves Tuan and
Yoshi (2010) wu1 AnulaSeulunisudstudussiusenoudAmedns
feddnydonaniiiuaudionn Powell (2003) WU Tan1zgnaIungsy
3Uszian lawn geavnssuen es waseeuiiumesidunquanainssy
fianunsafuduisnnuduiusseninannuldiuseulunsutetuiifuly
lufiemafedtusasiavinageenan1saniumy

50



The Influences of the Perceived Industry Life Cycle on the Relationship

Songklanakarin Journal between the Competitive Advantage and Export Performance:
of Management Sciences A Case Study of Thai Canned and Seafood Export Companies
Vol.37 No.2 July - December 2020 Nongnuch Boonklum, Vichayanan Rattanawiboonsom, and Sukij Khorchurklang

2. mssuidduigdnseaaimnssy (PILC) Wuduusdsiuuuy
auysal (Full Mediator Variable) sispauduiusseninmnulaiuouly
MsuUstuLazNaniuuEwen d0ANRBINUINUITEBY Verreynne
(2006) NI gEamsTiinlanuduiusseninaddiuIndnsenamnssy
finasionsadsnagnsnisudstuiasnanisaniunulaaduanuduiug
Tumadeaiu sudanuideves Bamiatzi and Kirchmaier (2014) aguld
71 Tuyuueaveadnnsiuan nwIndou g uaNa N TnAANAANTUY
Fuauiiiendostunanssiiunuvesuitnegaiiteddey dedu nnsil
AUSMITReAnTHINaN1SUTTEUAAUTNINTRRaIMNTINE I TNELA
nszdesuazuusuiiionsdseonlulsiiuiiddny liun sueuseanis
Fwaugnszaedud Jadeiiiluganudiia wazusuanisnand
aonndostunagninsaiannuliuTevlunisudadu Jeazdnariona
NMIANTEUUYRIUTEN

Uszlowiildsuanauide

1. UselowtlulTangud TaAunuABan InkINaaNA8UBNIIN
msfuiauigdnsgramnssunduduusdesiuiisvinasenudusiug
serdnaanulaeulunsudstuiunadiiivaudieen n1ssuiadu
Fpdnsenamnssuiiinswadonuliiuioulunisudsiu Tadsmadie
HaNMIALdunudeen

2. Vslonflude fiRdwsuguims msdnunilannsadily
W UL LTz ausenagnsnsutstu ieliianuldiieulunis
wistuuazreliAnnasiiunudieniiity madenldnagnivesuien
Jsfesasnndosfunistszifiufiedviuiginsgnaivnssuilagdaols
aunsanvuanagnslunisasaanulmuseulunisudstule n1sads
Aanulaseulunisudsturssusendesaonndasiunisussiiuda
Suipdnsenamnssuiiaenadesiunisnaususunineinsmansiy
sauvisauannsalunsadrsanuldfiuieulunsudety deldiin
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arlsannsaiiveu wasiusnsnsivinnngesuaneldavina
VOIY NN TH A UIVOIQAAINNTIY Feanursavreliusenazlisu
inamsmwwawumsiussuaqmmmsmmﬁmmsuﬂ maamumi
me%wwﬂmgaﬂiamammimuu 9 1152y £98909ANS VI DTV
nsiaegluseaula aunsadiedianisiiinlannuduiussening
1ANTRRamMNITUINaABNAL VSNSRIt ULAZHANTALEUITY

Forauanuzdmiunisiseiuy
mﬁ%’ﬂﬁgaLﬁumiwmaauﬁw%wami'%’uiéﬁuﬁfgé’mqmamﬂim
Ffldonnuduiusseninsauliiuseulunsutsunaz nasuiiuau
dewon Fsisrslumsinviinfnludeswsmwanisaidunufians
wiuluAdenwes “nsiinanisaniusiuiimiiendiguas (Superior

Performance)”
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RESEARCH ARTICLE

Productivity Improvement in Ceramic Production
Process: A Case Study of Factory in Samut Prakan

Province
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Watcharapoj Sapsanguanboon?

Abstract

The objective of this study is to analyze problems caused
by the ceramic production process of a case study of a ceramic
company in Samut Prakan Province by using the Supply Chain
Operations Reference: SCOR Model and to propose alternative
solutions to increase the efficiency of the ceramic production
process. The Supply Chain Operations Reference (SCOR Model) is
used as a framework for data collection by observing and studying
work processes from actual work operations together with the
analysis with the Flow Process Chart, Flow diagram, Value Added
(VA) and Non Value Added (NVA) activities, including the necessary
and unnecessary activities in conjunction with the ECRS (Eliminate,

Combine, Rearrange and Simplify) which is the principles to identify
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waste and unnecessary steps from the process and find ways to
improve it. The result shows that there are 3 and 16 wasteful
activities in the planning and production processes respectively.
Therefore, the solution to reduce waste in the planning and
production processes by reducing cycle time. The result of research
shows that the planning process and production process after the
improvement has been reduced the cycle time 17.16 hours and 5.87
hours respectively. This solution can produce more pieces per day
and increase work efficiency which is beneficial to the business

operations in the future.

Keywords: Productivity Improvement, Production Process, Ceramic,
SCOR Model
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RESEARCH ARTICLE

Causal Relationship Model of Purchase Intention on
Cultural Tour in Thailand via Facebook of the

Consumers in Bangkok and its Vicinity

Theeradej Suabtrirat

Sumaman Pankham?

Abstract

This research aimed at developing a causal relationship
model of purchase intention on cultural tour in Thailand via
Facebook of the consumers in Bangkok and its vicinity and verifying
the model’s consistency with empirical data. The samples were 400
people who had an experience in purchasing cultural tours in
Thailand via Facebook (obtained by convenience sampling). The
research instrument was online questionnaire. The data was
analyzed by the Structural Equation Model, containing four groups
of factors namely (1) Electronic Word of Mouth, (2) Destination
Image, (3) Attitude Toward Destination, and (4) Purchase Intention
on Cultural Tour.

The result found that the proposed causal model fitted very

well with empirical data. The R-Square of the model was 0.96,
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indicating that the structural model explained 96 percent of the
outcome of the purchase intention on cultural tour in Thailand via
Facebook. The factors influencing the purchase intention, ordered
by the size of total effect (from the largest to the smallest), were (1)
Electronic Word of Mouth (total effect 0.91), (2) Attitude Toward
Destination (total effect 0.61), and (3) Destination Image (total effect
0.46). The result was beneficial to cultural tour operators and
offered several suggestions. The tour operators should post engaging
cultural contents and beautiful and historically valuable images and
make their travel services well-known to travelers in order to
encourage word of mouth among travelers and promote purchase

intention of Thai travelers who favor cultural tour.

Keywords: Causal Relationship, Purchase Intention on Facebook, Cultural

Tour, Structural Equation Model
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091 37 aUui 2 nangaa - 51373 2563 Bsiaw Aulnsiml wevauunad Unu

NAITNUNIUITIUNTINAINGN {ITUszenddeldnsaunundn
N19398994 Jalilvand, Samiei, Dini, and Manzari (2012) wagu1laue
I:umammé’mﬂ’uﬁ‘@ﬂmmmmaqmu%%’aﬁdﬂ n1suanaslluuUInNaaUIn
sjmﬁLﬁﬂmaﬁﬂé (Electronic Word of Mouth) amamamwaﬂwm%d
amuwaqmm (Destination Image) wazviAuaRfiinviowfisadnoanud
Maﬂm&n (Attitude Toward Destination) mmaiwmmmmmﬂwamum
Juussauluinedige faiwanslilunnd 1

Destination

Image

Electronic Purchase

Word of Mouth

Intention

Attitude
toward

Destination

209 1 NSBULUIAANITIVY
7117 Jalilvand, Samiei, Dini, and Manzari (2012)

ABAnliun133Y

nsidelundsdl §30lde000uiiT0iTe Ui Tneddoya
fawolud

1. Usgnsuaznguaiegig

Uszrnsvesnisidensedl 1iun dnveuiieafiaederfids
Tausssuludssinalneiunasdnuazerfeegluunniunnumuasuas
Usuauma aslainsudiulsznnsiuuey
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nquiegsresmsiteatall 1dud Wnreuflenfinederadids
Fauusssululszimalnerumladnuazendeaglulwan jumnumuasuay
Yuauna lngduiunguineg19aiuinIndnsdiuseninamulefiegi
AUTIUIUNITLADINTOAIWUTAIUGATVOY Hair, Hult, Ringle, and
Sarstedt (2014) finayi1 Suungusaeeefivnzan a5y 5-10 i
veaduUsdunald lunisnuifetuuvasuniuidediniy 12 4o
Srununguinegietust Faasll 120 Fegne wasfeRlFuauieds
Lfluqﬂaiiﬂiumiﬁwmmﬁhaaamq 9 (Henseler, Hubona, & Ray, 2016)
{3%03414 400 frogne Basnnnirduautusiisinuely Tneld3snadu
Fognauuuaznln (Convenience Sampling)

2. \n3siieitldlunsade

Snwnzvonedosdioflilunsifoadiiifuuuvasunmoeula
$1uau 1 2ty Tnsudatlemdnniueanidu 2 neu dil

poudl 1 1udeyaviluvesineuuuuasunu léun e o1g
sEAuMSANY 013w warseldladedeiiou
noufl 2 1Budoyaifsatuilateiiinadeainudalateas

Fadausssuenumadn Tneudseandu 4 s ldun (1) dunisuentin
sevniuBldnnsetind (2) sunmdnvaiaaiuiivieaien (3) fu
faunfsoaouiiteadion uay (4) fruainuddlatevasideausssy
AadeimuinazUsuuseanaiuideves Jalilvand et al. (2012) lag
dnwagaoimanduninsidiulssunnal 7 sEiu audifsdana
(Likert Scale) 31A312%AILATUTUHOMT (Content Validity) TaelH
ATegy S 3 iumsaseulasnsAnanAdviiauaeandes
(10C) Fefinmdt 10C > 0.50 Lilouansinforiniuiuaenndosiy
TnUseaeAvr89n15398 (Rovinelli & Hambleton, 1977) §33unuin
nndeanurunasifiniun 1ae 10C fansgwinag 0.67 - 1.00 90ty
yhnsfudeyatiiensisasumnuibesiu (Reliability) vesuuuasuauiy
nausegnedn 30 Au Tnevimslienegviendussanssainvesnseunn
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(Cronbach’s Alpha) Faflineuei Cronbach’s Alpha > 0.70 iouanain
wuvgsuamiiinnudeiiudiome (Hair et al, 2014) wagnudt Arsedy
Arudatuvesfiuysluuvasunionun 4 du kunusiiitinue
lneilA5ening 0.74 - 0.91

3. maiusausaudoya

fivefuteyaninginetorfideTmussauinumednlugag
WaungaIn1gu fufeusual w.A. 2562 JnauluuaaUnINIIuIY
462 au vdsnniugdeldvhnmadadenuuuasuniuiiruauysalld
$1uru 400 atu Tnsuvuasuanuifanuanysaianduiesas 87 ved
wuuaeunufilasy

4. nMsiAsIzvidaya

4.1 adAeusIe1e (Descriptive Statistics) taln N15ALATIZY
AUl (Frequency) wazA13osas (Percentage) s[fi”@ﬂﬁzﬁﬁﬁagaﬁﬂﬂ
VYBIRRBULUUARUDIN bALA LAl 818 T2AUNITANYT 018N wazsula
lRdvselioy
4.2 adAdeeunu (Inferential Statistics) laun luinaaunis

Tnssads MWinneitadoidanmguesanudiladeride fausssusn
wiednusznauade 4 Yade laud (1) drunisvendindeuinuiu
Sidnmselind (2) shunmdnualanuivieaiien (3) fusiruaRseaniud
sioaifien uay (4) fuanudislaterifideinusssy lnsnsaraauniy
donanneanauNaUTENIlUnaaLNAg Ui UToyad sE Y

NAN15IAY

1. wan15iATgdeyamluregnouluuaauaiy wuil Nqy
a 13
A

aluSesar 56.25 9185819719 46-55 U

fogredulugidunandg s
Anludesay 37.75 dns@nwnaeninUSanns Andudeuay 45.25

Y
a a

dulugflondndrsiunis/ssiavia Andudesay 39.00 wavilsels

<3

WAsAaLAaUNINNIT 50,000 UwmAuly Anvduseuay 35.00
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£ & a

2. HANNTILATIENANMUFURUSIT I nAA 18 LR aNN 5L

1AT9a579

2.1 Assessment of Measurement Model

31nN153ATANdesuvesmIudenndesniely
(Internal Consistency Reliability) wuin sauususannsiia1 Composite
Reliability (CR) 4101191 0.70 tazdlA Cronbach’s Alpha 41n1A71 0.70
Faaguléin mtasudsudsinuslusuuuiianuindedio (Hair et al,
2014) A15ILATIENAMUATITIFOAARDY (Convergent Validity) Wuin
AU uranneadlaA1 Average Variance Extracted (AVE) 1101 0.50 34
ayuladn danunsadeaenadeslunndiuyswlivessiauuy (Hair et al,,
2014) @runsinseiaudideievesiiudsdunald (ndicator
ReUabMty) ‘W‘U’J’] muﬂzmmmlmmmmm Outer Loadings 111171 0.70
Vel an31991 1 LLammmLLUiaaLﬂmlwwmiumqummmmwzjaaa
(Hair et al.,, 2014) uazas197i 2 wansdernanuvosiuusdunals &l

(5]’]3'1\‘1‘17{ 1
A7 Composite Reliability, Cronbach’s Alpha, Uag AVE Ya98uU e

Latent Variable Indicator Ou‘Fer CR Cronbach's AVE
Loadings Alpha
Electronic Word of EW1 0.73
Mouth (EW) Ew2 0.77 0.79 0.74 0.54
EW3 0.70
Destination Image DIl 0.80
(on DI2 0.92 0.90 0.91 0.75
DI3 0.87
Attitude toward AT1 0.72
Destination (AT) AT2 0.70 0.76 0.80 0.52
AT3 0.74
Purchase Intention PI1 0.73
(P P2 0.82 0.82 0.82 0.61
PI3 0.79

nu7e419): CR = Composite Reliability, AVE = Average Variance Extracted
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Fatsaunalalunuyaovniy

Indicator JaA1a1y

EW1 VuseusumuuztAgTunSSsTausssuiideulag
aunBnilenvinudy

EW2 Uil LLU’ﬂﬁuﬁf\]%Lﬂﬂﬁhug%/‘ﬁanaLﬁIEJ’JﬁJUﬁ’J%L%ﬂSJJWUSﬁN
Aiteuvdonuiinvewihunaladuumedn

EW3 yuBuideuveniaUszaunmsaiimiefuisideTausssy
Tiiteuvdonuiinsunsusiouumedn

DI1 vhuAniwhdsnusssih il fFouduse SRmansi
Waulavesaauiivieadion

DI2 MuUARIISIBIausssUY iulafnu Tausssuuay
Qﬁﬂzyzywﬁaaﬁué“umaa@mm

DI3 VuAntaauiiveniiendeimusssuflandnenssud
donndoInaunauTUsTSLM ALazAsARenisIUB Ly

AT1 vhuianduveuanuivieailndeiansssy

AT2 Vi larumneveanisviosiiendeiansssy

AT3 viufluunldufiesdunaliaauiieadionfiinmdnuaids
Sussudio

PI1 vhuAnivhiidsimusssulinudueduRuiisgld

PI2 vusdlaasdernidsimusssuiosniionelaluanui
VioudlendeTausssy

PI3 viudslarderidsimusssuilasunisuondelumedia

WNeatuIngnsiiviiuumledn

2.2 HANS AT VENEUNUSVRIFINUS
BN TUIAIFUUSLANTANFUNUSTENINIAUSIAENTIA

v ¢

ANUFNTUSHUUaNdURUSIe S8 wud dudsynafinnnuduiusiy

o w

pg19ilded 1Ay I9aiANTzau 0.01 wagwuduuszandandunus
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sgninsdndsnanenandialiiu 0.80 Fliiiudn Temafiaziindaym
ANUFNTUSAULEIENINEAIMYST (Multicollinearity) Tuagluszaun
AIRNNT9N 3

A15197 3
NITAATILYIAIIUTUNYE T A I NS

Latent Variable EW DI AT Pl
Electronic Word of Mouth (EW) 1
Destination Image (DI) 611
Attitude toward Destination (AT)  .66** . 70** 1
Purchase Intention (PI) BO¥* g2%* B 1

mekg: = duddgmeatianszdu .01

v

2.3 NANNSIATIENAIUADAAADIVBILULAAAITUEUNUS
Fsammauiilateridsinussafudeyaiiesedng
2.3.1 HAN1SATIVHBUANUEBAAR D30IULARANUEUNUS
Faamarusdlaterifidsfausssuiudoyaiesedng wui luea
auufgrudenndesiutoyailslsedndilueg1ed arlaauaisduing
Wity 2.48 Ferunasiinruniiiesainiatiesnda 3 (Rangsungnoen,
2011) waziilofa1sanal SRMR 3A1M1AU 0.03 wazal RMSEA dan
Wi 0.06 FevaesArunasisuniosaniddesnin 0.08 dw
sl GFI, AGFI, CFI fidnwiniu 0.97, 0.92, 0.99 augnsiu emsanuriy
nafidvuaiiesaniidnunnin 0.90 uazan Hoelter fiszsuiladdty
0.05 fAwinfu 238 Fuinunaeifiruundesainiidiuinnia 200 &
wansbilumnsnedi 4

a
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=i
13199 4

AIYIUNTAIUTOAAABILAYNANNAUYOIUAAA IINFUTUSLTIT NS
i dunudeyaidauseiny

N Y LNEUTINANTAN
AYHUITAINUADAAADY e NANNS
- (Rangsungnoen, ANLA - .
waYNauNaY B ERt
2011)
AbARLAISEUNNS (Relative < 3.00 2.48 N1U
Chisquare: CMIN/df)
YT INTEAUANUINTEUNDA > 0.90 0.97 NIU
(Goodness of Fit Index: GFI)
YT INTEAUANULINTEUNDA > 0.90 0.92 NIU
AvsuuAlauan (Adjusted
Goodness of Fit Index: AGFI)
AU INTEAUAMUTUZAUNDA > 0.90 0.99 NI
WawIeuLiieu (Confirmatory
Fit Index: CFI)
AYNIINVBINAIED IR < 0.08 0.03 WU

ﬁuaﬂmﬂugﬂﬂumumm‘gm

(Standard Root Mean Square

Residual: SRMR)

Filsnfiaesesni <0.08 0.06 FU
aanmpdeulunsusyane

(Root Mean Square Error of
Approximation: RMSEA)

AYilkanIAvUIANGY > 200 238 Y
f8e19 (Hoelter)

71307 338
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2.3.2 wan1satAsiginnundugluntsnensal
(Coefficient of Determination: R?) wui1 @auvudnnuuiugilunis
wensaisunndnualaauiiviesdien (O R = 0.50) Tuszsuuiunans
fianuwiugiluniswennsaldnuiruaiaauiiieniien (AT) (R? = 0.82)
Tuseduge wasdimuusiugluniswennsaiauddlade (P) (R” = 0.96)
lusysiuge (Hair et al., 2014) Fannd 2

!

fnunmdnunl
o -
AnTuivioaien (DI

é’ﬂum‘suamﬁnm‘amn

tididnsating (EW)

2_
Snusiauaideanmui N - 082

viouila (AT)

I

CMIN/DF (<=3) = 2.484; GFI (>=0.9) = .972; AGFI (>=0.9) = .922;

CFl (>=0.9) = .987; RMSEA (<=0.08) = .061;
(Standardized estimates)

2 2 Beaenuduiusidaannaundladeriisideiuus sy
71307 338

2.3.3 NAN1ILATIZNANDNTNATIN DNTNANIATI WAy

a

answanisdenvesdadeynaunuin Jadeiinaseninunsladenasigs

1Y =

Tausssuaniigade sunisuenUindeurniiudidnnsednd (Adnsna
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573 0.91) 599891178 AUNAUARADENUNYIBLNEYY (A1BNSNATIN 0.61)
warloufande aunNdnealan IuNionNed (A1BNINATIN 0.46)
FIMNS199 5

A15199 5
AIBNENATIY DNENANINNTI bALDNENAN IO DUYDIUAAAIIUFUNUE
1998 7499)

FawUsuwaanelu
faus DI AT p|
AN
ABUBDA DE IE TE DE IE TE DE IE TE

EW 0.71%%* - 0.71** 0.18* 054 072 0.46"* 045 091

DI - - - 0.77* - 0.77%* -0.01 047 046
AT - - - - - - 0.61%%* - 0.61%**
R-square 0.50 0.82 0.96

nUIYLYR: EW = funisuanuindeuIniIuBLaNNsating, DI = Arun ndnuyal
anuiivieadien, AT = suiiruafreaniufiviosiiion, Pl = Fuaudslateving
BaTusssy, R-square = ArduUszAnSniswensal, DE = Direct Effect (Bv3wa
N19M59), IE = Indirect Effect (8nswan9oeu), TE = Total Effect (BnSwasiu),
**p <0.01, ** p < 0.001.

;{3

| a a < v & v & o ¢a
A1ENSNANIIRTIIURITI9 5 uandlaiuinauadlateiiide
Tausssulasudnsnanansaunniianainauviruafdean uivieaiien
wazaunsuenUinaelniuBidnnseiind Jvundnswawindu 0.61

aaa

wag 0.46 auaey egslivedAynIsadAnsyau 0.001 og1slsinnu
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a 1 [

ANUNINENEAFDUNY BN LB NTNan19nsIs oA uATlagavas
W TnusTsueg 1 9ltud1 A NNSEts JNeaBnSNanIsooNLYINy

2AUTIUNANITIVY
Tuaruduiudidsaumganuddaterfdsamsssuiinny
aonndeaiufeyaitalszdntilusgnsdlaefiansanain CMIN/DF = 2.48,
GFl = 0.97, AGFI = 0.92, CFl = 0.99, SRMR = 0.03, RMSEA = 0.06,
Hoelter = 238 S uinausives Rangsungnoen (2011) YNA
Han133venuIn Jaderiunisuenuindeuinsiudiannseiind
danareladefunnuidadorsiBeimusssy (ABnEnanins 0.46)
fosaninvieaiteainiineuddedeingdeimusssudieldsunisuen
selumeiidigatuinensgiisuumladn aonndesfunaniside
994 Jalilvand et al. (2012) finudn Jasudrunisueniindeuniiu
5i8nnsedinddnaronuddalunisvieadion (Adnsnanimss 0.87)
wavaenAndeafy Sathitrakwong (2017) finudn Wnvieaifisrvivlng
dadulaifumsieadisndsianssauniloldsuitoyaninudedsauooula
iy wladn duanunsuuaslan
JaFasunmdnvalaaufiveaiisrdmanedesesuriauad
Aoanuiivieadien (A1BvEnan19mse 0.77) wWesaninvieadieafuwaldy
fazidunsluianuiivonfionfidnmdnueildaiausssuiin denndes
fuwan13398ves Jalilvand et al. (2012) finuin Jasediunmdnual
anuiiesfiendwadotadeduiiruafseaauiiviondien (Adn3na
N14M59 0.58) lag@annansnu Woomi and Soocheong (2008) WU
andnwalifeafuaniufivieniisrauisodnadeviauafseaniud
Vioafien wazaenadosiiu Eureka Consulting (2012) finuin awdnwel
FrutausssuiiudunssvesUseinalnedunildlutadoddayivialea
Unieufieimardiunisnviosdieafiussmelng
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Hadedutrunisoanuivioniisrdmasedadoduaudila
ForsFeinusssy (Advinanimss 0.61) esaninvieniieniniie
anuisladeinsdviausssuiiofianelsluaauiiveadiondeimusssy
AONARBINUNANITIFEYBY Jalilvand et al. (2012) wuin Jadesuviauai
Reanuivieafindimanennuislalunisieaiion (AdnEnanimse
0.49) uavaenAdasiu Chaijan (2016) wuin WeuadTidnriefieise
nvieafienlulssmalnesiauduiustiuunltungfnssunisiedien
Tuuszndlne

d3UNAN3IY

fnnusrasduenisided Ao nmstmuilueanuduiusids
ammauRdlatefdsinusssulusemalneriumednuesuslan
lulwansannumuaskazUsuama §IdeldnseunuiAnainauiseves
Jalilvand et al. (2012) Wofinnsantladefidsmasionusdlalunisteiing
\BIIRIUETTY mmsaaqﬂwamﬁﬁaﬁﬁﬂﬁ

1. Yadeiidmanensonnusilatensdeimusssy Sossu
mumdvsnanunlutes e srurruafneaaiuiivioniio wazsiu
nsuenUnseUnEuBlannseling

2. Yadeiidmansdensonudsladoridausssy Bosddu
mudvsnanunnlutes Taun sunwdnealaauiiviosiien wazsiu
nsuenUinAeUnEuBlannenngd

3. Yaduiidanasiurennusdlad ot emusssy Buednsy
auA1dNsNanunlutes lawa ArunsuenuinseunsuBdnnseding
sufrunRneaauiivioniion warsunwdnualaauiiieadien
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UBLEUBDLLUS

1. dorausuuzlunisiinanisiveluly
1.1 flesmnuansidedunuin anuddlatersdeimusssa
¥ sudvwaunilgnainnisuenuindedniudidnnseiind el
fUszneumsThidsimusssumailiinsvonivaveswmuduiiidnuu
dodsnnoaulay iesniinvieafisndeinusssusineuiiuazteya
Rerfuihsideiamsssuiiiteunieauidnnaladuumadn vildhAnnis
UaNABYIUAUIINUNIITINTS
1.2 \lesmnuamsiedunud enuddladernsideansssy
I§suBvinansuvirunfreaouiiviendies fudu HUsZNaUNIAIS
thiauedeyavesindideamssalrithasinaulalunguimedn 1eaan
tnviedieafiuuilduiiasiiunidldaniuiivienionfdamdnuaiids
Saussaudia
1.3 flosnnnuan1sidedunudn musiladernsideiausssy
I§suBvInannsunndnualaanuiiveadien fudu HUsEnOUNINag
deimusssuasinadevuarsuninuuiediniiaasss iiun dougn 3
AnAMIeUsEIRmans (esntnvieailedinfideTausssusinla
mmﬁwé’zyﬁ’uﬂizi’ﬁmaméﬁmau%LLazQﬁﬂaymﬁaaﬁué’ummmﬁwm
anuiivieadien
2. Yaiauouuzdmiunsiiseadadely
Tun153fuadedoly arsifiunisdnudadedu 9 finadnd
AudAgyionuieladerififeTmussiudae Téun aua1iisus
(Perceived Value) vosinvisaiialngfiansanitvidideinusssudnmem
gsndwhihlumndenidieds esnimeunuuaeunuvaneviunans
ANuAAiUIY S1veYeRiifsTmussauisaiideutiageniniing
wilu
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Foreign Tourists’ Behavior in Khanom Tourist Attraction
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Abstract

The objective of this research on the foreign tourists’
behavior in Khanom tourist attractions in Nakhon Si Thammarat
province was to study (1) foreign tourists’ behavior, and (2) factors
related to the foreign tourists behavior in Khanom tourist attractions
in Nakhon Si Thammarat province. Data were collected from 400
samples using questionnaires. Data were analyzed using percentage,
mean, standard deviation and Chi-square. The results of the study
showed that most foreign tourists are male, aged 31-40 years, who
live in Europe and graduated with a Bachelor's Degree. They are
company employees, earnings more than 1,400 USD per month.
They traveled to rest on their holiday and like to travel on their
own. The travel duration is less than 7 days. They access information

of tourist destinations from their family/ friends. They like to stay in
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a resort and like to eat Thai food. The beauty of the nature
impressed them. The most motivating factors affecting tourism
decisions are the natural beauty, followed by the desire to escape
the traditional way of life. In addition, it was found that personal
factors such as gender, age, marital status, region, education level,
occupation, monthly income and motivating factors for tourism
include traveling companions and main dining places are statistically
significant correlated with the behavior of foreign tourists.

The results of this research show the behavior of foreign
tourists in Khanom tourist attractions in Nakhon Sii Thammarat
province which is beneficial to local communities, agencies related
to the tourism industry, entrepreneurs and interested parties to
contribute to the development of tourist attractions in Khanom
District. In addition, the relationship between various factors and the
behavior of foreign tourists can be used to design and develop
promotions or services in order to truly respond to the needs of

each group of tourists who have different needs.

Keywords: Tourists’ Behavior, Foreigner, Tourist Attraction, Nakhon

Si Thammarat Province
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RESEARCH ARTICLE
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of the Graduate School of Commerce, Burapha
University with Public Autonomous University

Sirinya Wiroonrath'

Abstract

This research aims to study the operation format and the
procedure of setting up employment recruiting center of Graduate
School of Commerce, Burapha University and study the
requirement to use the employment of the industrial factory
sector, Chonburi Province. This research was qualitative research
by in-depth interview of the sample group relating to the
establishment of the employment recruiting center in the number
of 12 people and gquantitative research by using Chi-Square statistic
the sample group consisted of other industrial and commercial
managers in Chon Buri Province, a total of 400 industrial and
commercial executives in Chonburi Province. Statistical data was
analyzed by chi-square test. The research results were found that
College of Commerce Able to establish a legal employment center
under a limited company registered by Burapha University, there
are 6 steps and the hypothesis testing results show that the factors
of production, marketing, sales have a high positive relationship

! Lecturer, Ph.D., Graduate School of Commerce, Burapha University,

E-mail: siriya.wiroonrath@gmail.com
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with demand for services. Decision-making employment center
Industry factors had a low positive correlation with the demand for
ready-to-pay employment centers for research and development
staff positions. Engineering science and the management group
factor had a low positive correlation with demand for employment
center services for cause and wages available to pay for marketing,
sales, and marketing positions. This discovery is a new discovery. It
can be used as a guideline for higher education institutions.
Increase channels to have more jobs for students. And increase

the income of higher education institutions as well.

Keywords: Employment Recruiting Center, EEC Labor, Government

Universities
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Abstract

In this Economic Knowledge era, the factors that create
firm value are not tangible assets, but intellectual capital.
According to the problem of preparation and presentation of
financial statements, intellectual capital cannot be presented in
the statement of financial position. This article presents a review of
the literature on intellectual capital, starting from evolution,
definitions of intellectual capital that is diverse but has the same
common elements, the composition of intellectual capital, how to
measure the value of intellectual capital that is divided by
characteristics of the same data and methods, including the
disclosure of information about intellectual capital that enables
managers to understand and exploit the benefits of intellectual
capital in terms of increasing overall firm value. The final part of

this article provides suggestions for future research, in order to
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provide empirical evidence about whether intellectual capital is

useful for creating a true competitive advantage.

Keywords: Intellectual Capital, IC Dimensions, IC Measurement

Method, Intellectual Capital Disclosure
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2.2 nuiﬂiﬂﬁ%ﬁﬂnﬁﬂuaﬂ (External Structure Capital)

Tufl dvanefanuanuduius vioduanuduiusseninsianisiy
UARANIBUBN 1L gnAn n3etne dnwanaiees Wusiu (Sveiby, 1997)

miﬁﬂmﬁlﬁﬁhLLuﬂaaﬁUwﬂaunumqﬂagmwmﬂmma Scheme

of Skandia Navigator #aUsznausienuuyed ulassairanielu ua

milassauneuen lneuiiumgasiBenvesesdusznausmuuyed Loy

wiandu 2 dau lawn Nuesdainug warnunisesual wazinissey

asAUsznavveaulassasunely Tnsuvadununszuiunis wazvu

ufnnssu Feegarsluoadnis uaznulassairantsuen dady

anuduiusiuneuenasdns Tnssuunlsidanuiu fnmd 2 delud
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Intellectual Capital

Human Capital Structural Capital
(Internal)
— |
Knowledge Emotion Organization Capital Customer Capital
- Skill - Trust (Internal) (External)
- Capability - Spiritual [
- Education - Teamwork
- Experience - Attitudes Social Capital
- Network
Process Innovation - Relationship
Capital Capital
[ I
Organization Philosophy Infrastructure Intellectual Property
- Strategies - Technology - Market Asset
- Culture - System/ [T/Program - Intangible Asset
- Procedure - Process Capital - Goodwill
- Commercial Innovation

27 2 ssrusenaununetyan

AN 2 uansesduszneuvesyunsyan Taofinnsanns
Fuunpudinn wiaduiedunelunaztadonsuenesdnig lngan
n15finwn wud yuuywd (Anandadenigludiuyed) yussns (Aa
ndadeaieluesdnis udegnisuandiuywd) Usenausig 1u
NIEUIUNIT waTUINNTIL) wagnuANduius (Hnandadenieuen
03An19) Tun1sduundsnann Ansananiiuuazdeyadudify e
Uselewulun1susnnseu nsiagan aznisuanssien1syuniedaan
finsudusioly
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Wnsiayadmunstyg (Measurement)

IMITIUNTTUTIRIUN wums’?mgaﬁ'mumaﬂzg@yﬂﬁ%mﬂwma
fedu Tunsfinudldnunuiimstayadisg 1 ledanguniuuuin
2193 Sveiby (2007) paniu 4 ngu fwieluil (Starovic & Marr, 2003)

1. 38 Scorecard (SC) WHunsinnunislgarandeyanielu
Aanns dielidenadesfunsdiiiuau fedensiaTgi Laganso
Uszananaldasnedaiou sl nguis SC UssnoudaedadTasa q dil

Balanced Scorecard (BSC) \lusiad nandayasunis
uimsdanisnisluesdnislasiamnduwnunisiaadunnsiiuoeis
\#e3 35 BSC 989 Kaplan and Norton (1992) wisaenidu 4 yuues
TAuA YuLDIRUNITRY YUNBIAIUGNAT JuLBIR1UNTEUIUNITAETY
LagULDIIUNTSEUTIazIAULN

Skandia Navigator (SK) L’ﬂué’a%i’mﬁwnumqﬂm@ﬁ
fauuniulasu3en Skandia Tne¥aan 5 19 Téud éfmaﬂéﬁ NIFUIUMS
niwenIyana 113378uARTANY uagA1unITEu siall #23%m SK
fantuanzians Joraldlfiftesunads lduenzfumsialaesly

Intangible Asset Monitor (IAM) WudTadiwmuiann
Sveiby Tut) 1997 lagimun1annuuiAndl “yarian1s” IAnyarImng
MsRane eUsznoudie niiau (1euteyd) + dunswdladdnu (v
lassasranglu (nQunasidetadu) + Anuaiusaduyana (N3AnY
warUszaunisal) + lassadanieuen (anuduiiusivgnan) dWus

Knowledge Assets Map (KAM) Wl 419100k UIAAYD
Marr, Schiuma, and Neely (2002) {usad¥ndunsndosdnruves
Aan1sanninensvesyiidulidy wu anuduiusvesidiulade
wazninensuyud Wudy weenineinslaseadns wu Tassaieiiugu
NINEAIN (TusssuesAns nindaunislyg) (Starovic & Marr,
2003)
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2. 3% Direct Intellectual Capital (DIC) JusaiaiioinTals
avmnuazgnianiinstadunsiusttafies Usenoudesatte feil
Technology Broker (TB) tlun1sianunislygyrainnis
waswuugeunrunndusiuauiy vl n1suszanasyarunsloan
Funmandunindiiertuaged + Aunindlassaiianugiu + nindau
ety + Buningnisnana (Gogan & Draghici, 2013)

Citation Weighted Patent (CWP) 1Jun133avunisteya
NSUIEAVETRS Fedrewazfufiden Woswndtunmdidaau udnns
HUANSURTolU9INARTILAa @NSURTAAMULANFAIIIU 11U SNy
Fvidns Aanns gramngsy TaRenmamassiug [Judu

Value Explorer (VE) \uni1siauasigaudunsnelyd
fFaauann 5 uneu Meud (1) nsseyanssauzvanaunun1elygyn
2 maﬁ]aa‘uLﬁaﬂiuﬁu;&amLﬁuLLazmmgﬂé\’awaqammuwé’ﬂ
(3) wiilsdruAuiinanTafuaussausndn (@ Toiausuuslunis
YFuusmumadaan (5) msswsmmﬁaa%ﬁagaﬁmumq{]q;ap

Intellectual Asset Valuation (IAV) §2%¥aludsiiduly
auuuIAnved Sullivan (2000) idedn gaﬁ’nﬁmaaﬁﬁ]mu%ulmﬁu
s1aviu Tnsyar1vesianis Useneusie yarivesdunindasidny
yardagugnivesilsnnyunedya seldnyulassadeiiugu
sy

Total Value Creation (TVC) 1l usai Tn#i3Sulnslasenis
The Canadian Institute of Chartered Accountants (CICA) 1#i 814 ¥
Angninlunisasneyariveeianis FrinduimanmsAnanyszaio
Msduanfionnaziinlusunansefanssuifanisasuly

3. 3§ Market Capitalization (MC) 1Jus275afid1uaaia1n

£ a o

Foyan1an1sidu vilidndsde Ussdiuganiss wasiuSouifisuszning

a

Aanslef (Gogan & Draghici, 2013) fainlunquilsznousy Al
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Market to Book Value (MBV) 35@@anmasiniumieny

v

#1791 num g nduanusiiszninganmsnisaaiatusaiaudsy

)

a

ludiuveienu (Edvinsson & Malone, 1997) Tngvun1etayey3s
AUIAINNAANAINATENY WSeyarnaafesIAMNTFvediu

Tobin’s Q (TOB) WaIU191n Tames Tobin MFa319UNI3
Ty iinainyarinienisnainmsaununaunuvesdunsng laglunis
AnamnAdildinnnd 1 uansfensasmuilduainindununsaeu
yosdunind vidowansliiuinfansiimunsiyntues

a
i}
&
U

Financial Method of Intangible Assets Measuring
(FIMIAM) @ Sndiiannann Rodov and Leliaert (2002) Tneifenles
MUl yIAUANUEANA1IENI1951AI9AIAkaETIAINNTYY Las
fnuavTnudazesdUsEneununasftaduims Fdendents

U
a

Wisuifiey msizAtminuandisiunuianis (Gogan & Draghici,
2013)
4. 35 Return of Asset (ROA) Lﬂuﬁai’mﬁ%’ﬁ’f@gammumiﬁu

lheuazazaniunmsiioudiou Tnesttalunguiussneude dil

Calculated Intangible Value (CIV) §73 50334 d1una
gaﬁmumaf]@ggywmﬂﬁwiimfﬁ'aﬁauﬁﬂm@ AADATEEYLIA1 3 UTikuin
msenadsresduninglififnuluszernaitinfertu @inauusyann)
Tngsneniléivingu 0 wietesnin wanalaidnunedyan

Economic Value Added (EVA) {ushiTaiusuennanouunu
seffieru TasTilvianuddgfusenisusuusmatad desnild
AnAILwAN19sErIeAbsagiuuiduamu 35 EVARIuInle
nnelddiuimae + s18msUuUge e lsvdainarSneudn
poniley - Smsrdrudununianisiu X Guasmu laeeildazdauen
anuansavesnenlunsldiunndliRananeuwmuiinnnty

Value Added Intellectual Capital (VAIC) 18 ugi3afisiaun
910 Ante Pulic Tud 1998 %ai’mqumaﬂzyjmﬂmﬂmia%ﬁa;ﬂafhLﬁm
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¥8N19N13 e winanUseaniaimyunisteayyn (ICE) @aFuann
UseAnsaimyuuyed (HCE) + UsednSainnulaseaing (SCO) +
UsEnSNNYUNIEAINYTONUNINTRY (CEE) %38 HCE+SCE+CEE
Knowledge Capital Earnings (KCE) st Safistmunlne

Lev and Mintz (1999) 1lunisindunindlaifidamuiiduimaindils
pruUnftade 3 Jinisdssuunisiilsludn 3 9dalu Wunns
Wisulguiugnsmanauunuseduninguasianis

Faidu ;nmsduundadiaqunstien eendu 4 ndu dredu
ynduunlminudnvazvesteyaild aunsaudslsilu 2 ngu o
(1) nguitlailedniiu (ddoyaiBenaunm Tun1sfiansan) waz (2) ngudl
Huiidu Addeuadaiaiay lunisinnsmn) Tasanmsfneil 38 sC de
Judungulailesniu Adteyanielu) luvazfinguds DIC MC uag ROA
Td4oam19n1503 (Verbano & Crema, 2013) uena Nt 1NA15ANY1
99 Sveiby (2007) asuundadfanunistiganis 4 ngudnadu sen
prunslduslowdléidu (1) nduid¥adiunisuns (Management
Model) Usznaudae 38 SC waw DIC Losansidindinaianunsaanu
nalganensiesrusenaula way (2) ﬂ&jmﬁaﬁ??i’mﬁmmmam
(Market Model) l¢iufl 35 ROA a3 MC Tnefad ndananildtogaain
UNTRY vilrdne Lm'mmiaﬁwmmnumaﬂzyzgwiﬁuwmwmmLﬂwﬁu
Sa3unindufinseiuasding (Oreanization Level) aenslsiiil #ad i
VAIC uagds FiMAM deifusafndunisnainfiainisafiuiauen
03AUsznauld (Nazari, 2015) TngseasBondulufamd 3 delud
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Intellectual Capital

Measurement

Qualitative Measures

Quantitative Measures

................... } ..................

..................................... 1

Scorecard (SC) Direct Methods Market Return on Asset
(DIO) 1] capitalization (MO) (ROA)
| | |
Balance Scorecard Technology Broker Market to Book Calculated
H Ratio Intangible Value
I I I I
Skandia Navigator Citation Weighted Tobin’s Q Economic Value
Patents Added
I I I I
Intangible Asset The Value Explorer FIMIAM VAIC
Monitor :
I I I
Knowledge Asset Intellectual Asset Knowledge
Map Valuation Capital Earnings
I (KCE)
Total Value i
Creation: TVC

Management Models: Component Level Market Models: Organizational Level

2 3 nMsuunUsEMSIngaa1 Uty

AT 3 wandliiiug ddTayunedyausasnguuansis
AUANLITAITIN AU 20N AIIRLNBIANISUNINNANLIDUTENBU

AU oandeINinNo133zLAnTu (Guthrie & Petty, 2000) g8 SC o
Dudzianldlidtu uaslifoyaneludundn Baddefnseianums
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Uy lieg1afivsed@nsnmuasnsegn uailiveldenssentun1sinsisy

1%
v Ao v

waziUSsuifisusenineians vaediis DIC 1w insumsiu duin
18 wazkennundygisessdusznauld uidenlunisiseuiieu
szarinefantsng d1m3UTE MC uay ROA usd¥adiuniaiu 1ne3s
MC iuayarmunisiyaainteyasunain vugdiis ROA wuis
yaAun1edyyranteyan1esdyd lnedeyaniunisnainidelds
nsszyldsniyadnanasuilasaniadele susiideyamadad
o1afinsiasuudasvesteyaiiinanulsuiotydiduiy og1dlsid
38 MC wae ROA siaiiauazdunaildine Wisuifisusswineians
194 LLGiEQJ’\‘ifl‘fJJE]L?iEJGINEJ'lﬂIuﬂ’liL‘?jIEJEJIENﬁJanJJaﬂ"muVl’N{jiy,iyf] \fiea9n
msAIntiudayaniaasygialundn (Gogan & Draghici, 2013)
ueONNT NMINUMIUITTUINTIINUT 38 VAIC 1HudBiiTen
HlumsUjia esnnlddeyannsunisiiu silviindede s1esenns
A TnerUsenautdesveun1elygyn wavaiunsawIsuiisy
513199751 (Yilmaz & Acar, 2018) wamedayanunisdyaiiiany
Fudou uarunseniseindenisiayani lunsined Jadeiinis
WauedeyalsUsununseududeyalisguain mileuds Skandia
szannsaaagarfidliiudeyanumelyanldfinin sznsdome
Foyandoufunmsuaniyaauadyatuaginliidosaidednlunis
Busfunanisfinun uazhlugmsiideyafificswertonisinaulasndstu

nsUawedayanuniadyan
NnuAnfiImannsTTldanunsatanieazvieuyadiis
WaAsugale ﬁwlﬁﬂﬁiiwmunumaﬂﬁyzywlﬁi"ummauiamm%u uay
ﬁﬂiﬁ;ﬂ%wmiﬁuLﬁumwﬁﬂ%ﬂ&uamﬁuﬁmmm (Basta & Bertilsson,
2009) Vi SdNLL'ﬁﬂsummiﬁwmLLmﬁmumnﬂzyzmlﬁﬁwﬁﬂuﬂ 1990s
Sadutsiifinis@ine uazmAsnsingayumisiyan Edvinsson &
Malone, 1997) Tnendaanni Uszinesing 9 lunivglsy Sulviruddey
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fununisiygrundu Snnsatuayulddaismesnuisitunung
Yy lilusieaudszdnl wazinisaimuauuiufufisns q 13 wu
Aualiilamedeuaiderial n153nn1s wwIU)Ua nagnduas
TrgUsvasAvesians sudseyasunisueuazgndn iWusu
981357 wivelinslamedoyanuniadygiegianiiewinduy
m%‘ﬂfﬂqqiiﬂ wifuUsTImABY ¢ ﬂé’uﬁmslﬂmLmanumqf]zyjigﬂmzﬁw?ﬂ
(Edvinsson & Malone, 1997) Lilasannsuauurufiandaaulunis
Wawmedoya vilinsdaweteyaliatiiaue sindenisdninuuaz
Wisuileu uenand n1sawedayanunialygrenavinlgus
sdlenalunisasnayariivesianis (Cuozzo et al, 2017) apAARD3
U Brennan (2001) iy n1s51euun ey lddfy vied
Anudutussevinensieseidenlussdusi el ufinmsamedeya
sedafitym winsfnwdnlngdaded nsamenunelaayndanan
INNINaLdsLLLeY (Petty et al., 2009) uonanL MIMAUQUANINIS
ﬁﬁ%v‘fﬂﬁﬁms@mLwaﬁagaMWﬂﬁﬁumwuuw (Taliyang & Jusop, 2011)
dmfuuuujoaifansmadameteyaliila aannisinw
¥84 Guthrie and Petty (2000) wu31 yun1slgardnlvgdnislame
Tuseulszsnd vusilumbdedvuildfuauleududiontu Tng
nsaedamedoyalifladuiuegfuingusrasdnisssu Wy win
WamelusenulsgsitandunissenudioTauseansamvesianis
surfinsdawelundsdedvinasdunsiiauedoyadunagrisses
g1karAua‘unsatunisiinils (Cordazzo, 2007) Fattu lddney
Uawedoyauuula nsilawedayanumadgaiiiodunumisdifgly
mia%ﬂammLLazéaawiﬁalﬂé’ﬂﬂwuaﬂﬁﬁ]mwiaiﬂ (Petty et al., 2009)
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dyluazdaiauanuzdmiuauidgluauian
91NN159IUTIITIUNTTUTHIULN A9nnsaunsaadiandny
uAnF1aFIunsuasiuanianisduldededsdu Tnonsfmun “yuma
Hauan” Felumsinuadd IEsusmuwia el A1de1Ns 9 ve9
yuneilygyr wagldifiuyadiniainnisuaznisufod Taentsdesin
Lquﬁmumq{]zyzywsﬁu mﬂmiLG‘Ffauiaaiwmqﬁmmnuma{]zyiyﬂuaﬁm
funsuanssenslusumsdutagiu weadrsanudlafeaduums
Hayanlinndatu deldlunmsnununasindulassll venani {338

v

leviisasdausznouumalaa g lneifiuyunieeisual (M3enusiiu

q
v a

] ay ¥ & ! = ¢ A A9 v 2 = 13 °
YAUAR) LSU']LUua'JUVUQSUENVJUNHUU LWE)%IMLMUM@WU?%ﬂaumﬂmaﬂ

]
v

Usziavmilslunisdansninennsuywd myiayad waznslamedoya
finsudau uananid Tunsiayadnunisilygn §3duldsusnisia
yarmumalyay Inedaviiavylviaenndesiudeyauayisnig \ienns
Usulinunzauiuednnis Tunauiieunaa1uiin1sinyindeiausus
dwuanuideluouian deliAansnszwindeanudifyvesmnunig
Jyuaznsamedoya ieusslovisedlidoyayninelusunan
il Foraueuurlulsuiiusng q dwmsuenmideluewan Jd
1. YIANTIUKALAITWAIUI AINNITNUNIUITIUNTIUNUIN
uInnssufiinann R&D niedAnsUnsianuduiusiBeuiniuyanl
N13AAIN NANDURNUUANNINE aAANUNUNIUTDITIAIY LaZAUNURY
aamule (Bosworth & Rogers, 2001) ULANTUAAIIIENIAINGIRYDY
Fartu mﬂiuamﬂmﬁmﬁ%Lmasﬁagammﬁﬁu Asttuludesgaunng
L?mea%’auaﬁmmvau wazdninavesensiinanetadedu o dely
2. aadUsEnaUN UMty IRIuBY mﬂmﬂﬂiwﬂaumuwu
muwa‘mLmeuﬂ%amwumamium U Teunad 3ndyeyiaidy 9
nsEnwITkTIN WU Jadeananaiaudifsenisuimsnunagua
nssluauiie (Khalique et al, 2013) sty Tunsenwseluasiiu
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nsfusudninavesindindnanalviuniu wazarsiaunianio
Bnsiabidundugusssu wu Javruaininanuriunisienu usu
3. fganunsiygmadaiinuuandganin (A Hybrid
Measure) mﬂmﬂwmﬂwmasumﬁa%ifmé’mnumaﬂmmﬁé’qlﬁﬁ%‘éms
Tal#sunseensulumsufoR nisAnwiluewieedsenaianid iadu
yunsdyan Tnsmsnausauvatsdidda wu 19 BSC augnisinyad
numeleyey (Petty et al, 2009) i 38 BSC auaiuds VAIC iusiu
4. msRawmedeyanumsdyg esandslifiuuiufialy
mMsdamedeyamuyumetyylulssmalne wianasAnwikius
wui madawedeyadsnaludueig 4 mndu fdu cuddelueuan
msnszntindaszsunmsidamedeyaiivnzaulusan Ussiandeyadld
lumslamedeya viemsedmsinmaldamenuaiuadasla vieau
npsnassidetiadu elitoyaumelyaidulslevisoynieseld
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