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Abstract

Cultural shifts have led to the legalization of same-sex marriage within the LGBTQ+ community. In
Thailand, the legal system is working on addressing issues in various business sectors.This study examines
the financial and health conditions of individuals of different genders in Thailand, focusing on "Integrated
Marketing Communications and Factors of Confidence Towards the Choice of Housing Loan Services with
Gender Diversity." The research aims to analyze factors influencing housing loan product selection among
individuals of diverse genders. A mixed-method approach was employed. Qualitative research involved
interviews with five marketers from major Thai banks offering housing loans and financial institution
employees. Quantitative data was gathered via questionnaires from a sample of 400 individuals of diverse
genders who applied for housing loans. Data analysis incorporated descriptive statistics, confirmatory factor
analysis (CFA), and structural equation modeling (SEM).

Findings revealed that integrated marketing messages and participant attitudes influenced trust
in housing loan products. However, increased confidence did not significantly impact the decision to use
these services. Instead, decisions were shaped by marketing communications offering favorable interest
rates. Mortgage products were unaffected by attitudes identified as decision-making factors. LGBTQ+
individuals have access to equivalent loan terms as the general population through online and offline
platforms. Bank representatives provide support to address loan inquiries, ensuring inclusivity. This study
highlights the role of integrated marketing in fostering trust while emphasizing the importance of equitable

financial services for all genders.

Keywords: Integrated Marketing Communication, Attitude, Trust, Decision, Housing Loans, Gender-

Diversified Consumers.
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2. MSINELTIAUNIN
nanuane
lun193duafaitldngusiaatnauuuianzas (Purposive Sampling) nan9Ae laandun1wnl
oo v 4 e 4 o o em
RNIZENNUATUARANTN1TAAIAT95 W AR sz AN Tl luN1980419N1 AR AN AR U AULTE 0
A01TuNNN9RL uaziianguliaInga 51 41uou 5 Au ANAILILEUIANTENTUIWIATUEATWI 5 LA
yastlszmalne lunananannineiuslszmnalne (§AuLATHFNA, 2567)

gRaselavinnsduniraimnainsdniilag ldinatiansdun1wniidedn(In-Depth Interview) a1n

o Y o

n1sdunmaldeanin s lduannisuwsdfiRanndszaunisaiaseluyunesdunsnainresuAng

[
v A o

wianiuiidelaaguannis uwaAnanlszaunisniasslunisdunisal TnauuaAoudmiunnsduniend

al

|
o v =

1srnaunie 3 WadeinalidanAraIiuNTa LW ARNITINE

LASRINRIRE

©

An9AasAfatlEnnsdunaiuuUNeiAaaF9 (Semi-Structured Interview) tazaaiialunis

o o

dWudagaanglidayaudn fadalanvuadszisuaninlunisdunisalflidayananlfasamdilaaend

al a

WUIAR N wAIWASEENe AReades ineneudngLszasAniside
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NANISANE

1. NaMFIREEIUMWINanTIagausulslunsauLuIAR

ANULATENNONNIABAIINITAAIAULILIYINNIT NANFBLINY 5 YU AINEWIATTUANFNNTIY

Lﬁuﬁwﬁufaqﬁﬂiznﬂummﬁ”’mmiﬁ@ma‘mmmmmummwmi Wasannsuna1sianunanaalunim

a o o a
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LL“LHVIW\?SL‘Lm’]?L@’ﬂﬂﬁ‘ﬁt‘ﬂ‘ﬁiﬁﬁﬂﬂHU?IJ‘I?W]NWMNM@’]H“@’W&IVH\?LWﬂIuﬂ’]?L“ll’m\i HARNNTUNNINNITRUTINNU
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=
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o

Andnla

AIULATEINENNTATTAUARLDIN NN AMNARNNAENUN AR AN WA WES NaNFI8EN

3

19 5 Y111 ANaUIANTALAN AT UL A UaIAsLnauAWIALAR LHasaINN1Tas19A NNanala iy

|
Y a

guslnafinannuaaineimeauauespnuseinisresdusinalagliainuanguiniauuainuaianiane

a

winsiu Tnepanumedntsasilulususnsnenids svazinanlunisiarsanduide 13193 nnsreantineny
£ d‘ o/ o [ (-3 'S = ‘ﬂl o/ o‘ldl o 1} =) lﬂl v a Y a
meﬂgamﬂimﬁmuwuﬁuuwu%mﬁmmwmuummﬂu@@uiaummiﬂqmiwmamﬁLW@mmu%hmmi
¥ a
2RHLTINA
Y A A o A o | A \ a o = A '
ANULATEINANNTATINANTRTUIBINGNNHANNUAINUAIENNAR B LAAA T RULTE NGN
FNREN9TI9 5 Y11 ANNEUIANINLANANNA WL T LAYALILNA LA WA N ITANM 11189 NUINEUIANTLTWNA

=2 a ?/ % Y a o =X Y oa % k7 a
'vgmm‘l,wmmﬂm‘lumWuﬂ’1ﬂummmmwummmﬂﬂmmﬂuuimimumﬂgm NITUIUNITNINTIUN LA

|
A

Newlvresduaedluldmniidivualiasinliiiaannuianelainldgaanuimesiuluninsgiunislivsnis

AUTRURITUNAT

2. uaNsIATIERTayaLTeLEHw
a &3 o ¢
uadLATIZUTayana lineUssnsmans

¥ %

m@g@muﬂi:mmmmmfwudqcﬁﬁmqwmﬂumﬂwwaiﬁmammumumu W90 fmf_qn;?ﬁ
nd130 I (Fauay 66.80) ang 31-40 1l (Fauay 25.80) a1g 41-50 1 (Fauay 7.50)

AIUNNIANTI wudn Pseyeynes (Feaay 52) Pstyrynin (ax 39.30) gendnifsrynynin (Fasas
6.30) meﬁil’ﬁndwzﬁuﬂ?mmm? (Faaiaz 2.50)

Fruneld wudn sandn 40,000 U7 (Fazaz 48.80) Faus 40,001-50,000 U7 (Faaaz 17.50)
E%QLLM' 60,001-70,000 U7 (58182 16) c-ﬁzuu;i 50,001-60,000 UM% (58182 9.80) LL@%I;%‘]LLE]' 70,000 LN "Y‘Tu"lﬂ
(Fpe1az 8)

snuAnaulalssianiinenda wudn uuia(Gasas 75.80) Aaulafiial (Fesay

18.50) 1uLAen (Fasay 4.00) waznialan Andusasas 1.80
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mﬁLﬂ'a‘ﬂxﬁﬂ'mﬁﬁﬁugﬂwmﬁfaLuJ'a‘ms%é'ﬂ
AIUNNTRBANINIIAAIAULILYIUINIT WU TUAINIINTBIAIBNNTRBANTNTAAIAULIL
' o a = -:1' A a -« 'y | | ' ¥
ysanisegluseAunnn dAnedy 3.83 douidaaiuuninggau 0.79 eIy wudn nqusiaetinali
AnaulalusunsaasINITI8NINNgA(X = 3.94, SD = 0.86) TnansAnsinudifanssunIsaaIns1u
dy o a o QI aisx a v o A o o o
nsiauananidaludnafrwdipaiudanguzinaliniuanlaluszdunin sasasnnpenisdssanduiug
(X =3.90, SD = 0.79) lngannnisAnmnusngusdaetnglifufinnansandedsnuasnlail sevasunmanis

I5udayaannwiingnu (X = 3.88, SD = 0.81) uaz@alumnun (X = 3.77, SD = 0.77) AMNANAL AIANIINT 1

A15197 1 ANeRY @9 deaLuNIAI§IUTIBINIRBAINIIAAIAKLILIYIOINNIS

msﬁiamsmimmmmugszmmi Mean SD

N3 laEN 3.77 0.77
NNTANLATHNNTUNE 3.94 0.79
nsdszandunus 3.90 0.81
n19n8 A WTINGU 3.88 0.77
ER kY 3.83 0.79

sauiAuAs wudn luninsanzesswiaaReluszAunIn Aede 3.76 dowideaiuy
NIRTFIU 0.84 Wediaszianedunudiduacnder luszduniniige (X = 3.84, SD = 0.81) a1nn1ssunsnu
¥ ! k% a o Y a =3 1 A k% R ~a
dayaarnnisuensediuLinisvinliiinAufiane lasiasuAng seeaeNIRaRIBANNEAN (X =3.78,SD =
0.83) a1nn1sLENIsretduthIndulng uazAungfAnesy (X = 3.67, SD = 0.88) Nnnainnisiaendisnag

S = ° o o =
FUNAINRANNINE T ATNANAL ASANTINT 2

AN5199 2 ALaAs zﬁ'qulﬂmmummﬁmé’mﬁﬂuﬂ'ﬁ

NAUAR Mean SD

ANUAINHT 3.84 0.81
ALANINTAN 3.78 0.83
AUNDANITH 3.67 0.88
CIREY 3.76 0.84

AuANImesW wudr lunanganaesuAdeiue lusAUNIN ALaRe 3.83 dau
Deaiuuninggu 0.85 Wadinszisadunudnsmuguduaziinises lussAuun (X = 3.90, SD = 0.86)

Tngnnannnisguaseulavesn@nsingmieanisiuniandnian se9asnnfe Aunyseduiug (X = 3.83,

1"
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SD = 0.83) Tnannainauen laldaasmineunisegnAnaulandnsiugmianis(u was AuaNyni
(X =3.76, SD = 0.85) IngnnanmnuyniuiusuAsidlszaunsilduznislusanluduani iiiana s

4 o 3 a ~ a D 3 = ° o o =
TaRues N ILTN19NATIMINIAAAANNABINITITLTNNT ANNANAL AIAT197 3

A15197 3 ARy doudanuuNIATFIUATUAINITaNY

Anandasiy Mean SD

ANURUALATLIINTT 3.90 0.86
ANUNYHEANAUS 3.83 0.83
ANUAINNENAUT 3.76 0.85
99U 3.83 0.85

snunsindulate wudnlunnensessunissndulageatlussAunan Aedy 3.84 dau

1
a

Lﬁmmummﬂm 0.82 Lﬁ@'f?mew‘mvﬁ”ﬁuwudﬁﬁmﬁm%wamqﬁmm\iN@ﬁi@miﬁmﬁu%%mnmm (X =

|
A

3.87, SD = 0.77) Inguna1nn19@e413n19nanaTed kU susLudedianaailal sasasunmasulszaunisallu
de .

a/m (X =3.83, SD = 0.85) LazA1uAILUTE1ANIATIN19NNNaAe (X = 3.81, SD = 0.84) ANATFL F4

A3 4

A15197 4 Aade deudanuuninsguiunsindulage

mssnAulada Mean SD

AIUBNENANIIEIAN 3.87 0.77
sudszaunialluanm 3.83 0.85
gruAnuuzihanlasannsinnende 3.81 0.84
59U 3.84 0.82

HANISILATITUAIMNANNUBTEUIN9ALU s ULLNeSAY (Pearson’s Product Moment
Correlation)
HANI3ILATN AN NANNUT I UL Iaianam 22 Fauls wudnAndny ss@ndandunus
! o 4 = vl ! i = % o a
gendnasaulaviauna 209 ¢ mdauluniiaduuan Inanud ynaRAduun LanddenNENRLE luAANIg

e §AN221ig 0.247 119 0.701 Tnesaudsdaulngfanuduiusiue et drAyn1sadiangzsu 0.001

TngAdulsz@ndanduiusseudnedontlsndneagluasdlsznavressulsudainsaiuliAndnilsz@ns

anduRUsIulUNNaU9N FIAND 2
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Comelation

Ll ez IMC3 IMCa IMCS. IMCE IMCT AT AT ATI2 AT AT TRUT TRU2 TRU3 TRU4 TRUS DECY DEC2 DEC3 DECA DECS

IMC1  Paarson's r -

pvalue -
MCZ  Pearsor’sr 0587 -
pralue <00 -
MC3  Pearsorsr  058™  0505™ -
prvslue <00 <001 -
MCA  Peasonsr 033" 0378™" 0396™ @ —
[ <001 €001 <00t -
IMCS  Pesrson'sr  0247™"  0408™"  034™ 085" —
peusive <001 <001 <00 <00 -

MC8  Pessorsr 0281  0328"" 038"  047e™™  oano™™ -
pvalus <001 <001 <001 <001 <001 -

MC7  Passortr  0202"°  0359™" 030%™  Qssa™  Qs7e™  osee™ -
pvaln <001 <om <o <001 <001 <om -

AT Pessor’ss  0SM™ 05217 047e™ 04Tz 4™ pam™ oae0™ -
pralus <001 <001 <001 <001 <001 <om <.om -
ATIZ  Peasorisr 0480™° 0500 036" 047" 043%™ o0aEs™ 0a86™ o7Ie™ -
prvalus <001 <.pot <o <.001 <001 <o <o <001 —
A3 Peasonsr  0A4S7™"  0308™ 033" 3™ 0309™ 03m™ 03s6™ o0612™ 05" -
p-value < 001 <001 <001 <001 < 001 < ool < oo <001 <001 —
ATA  Peamonsr  0330™ 0317 Q204" 0303™ 032" 038 0AN™ 486" 04T 0400 —
prales <o <001 o0 <001 <001 <001 <001 <001 <001 <00 -
ATS  Pesrsonsr  0383™"  0333™" 0369™ 0456 0413™ 0357™ 0a43™ 043" Q420" 0353™ 000" —
prvalus <001 <01 <om <.001 <001 <001 <001 <.001 <01 —
TRUT  Peasomzr  0355™" Q402"  0348™ Q412" Q383™ 0350™*  QITT™' 0410 Q410" 053" —
p-value <00 <001 <001 <.001 <001 < 001 <001 <001 <001 <001 —
TRUZ Pesson'sr 034777 0357 0308™  03S6™ 032" 0357 0341™ 0303™ 03ee™ o0301™ oam™ 0s20™  oa3s™ -
pevalue <001 <00 <001 <001 <001 <001 <001 <.001 <001 <.om <001 <.001 <.0m -
TRUS Pessonsr 033077  0285™" 0208™ 032" 0288™ 03M™ 0390™ 0a35™ 0377 oa10™ os0z™  osaa™  o47e™  osas™™ -
pevalos <001 <001 <001 <.001 <001 <01 <001 <.001 <001 <00 <001 <001 <001 <.om -
TRU4  Pessorsr  03R0™ 03T 03867 Q41T 0385 030TT 04T 0469™ Q43T 0347 Q54T 0SB0™  0461™  0S6A™ 0701 -
pvalue <001 <01 <001 <.001 <001 <001 <001 <001 <001 <001 <001 <001 <001 <00 <001 —
TRUS  Peasonsr 0367 Q423" 081" QA7T™ QaIT™ 041™ 04137 QAT Q™ 0430™  0455™  Q47E™ Q6™ 0E1Z™T  0sm™  oEm™t -
p-value <001 <00 <.om <001 <001 < 001 <001 <001 <001 <00 <00 <001 <001 <o <001 <001 —
DEC1 Peasorsr 0430™" 0400™ 01" 0501™  0485™ 0304™ 04337 0458™  0483™ Q0™ 0470™  0513™ Q406"  0ad2™ 05T 0516™ 0S54 —
prvalus <001 <00 <00 <001 <001 < 0m <00 <001 <001 <om <001 <001 <00 <om <001 <001 <00 -
DEQ Pessonsr 0207™" 0206™" 0232"™ 0431™ 0343" Q4™ 0a47™ Q422" 040" 0388™ 0537 0552™  0434™  Qan™  0527™  0s18™  0s30™  0s:1 ™! —
prvslue <001 <001 <001 <00 <001 < 001 <001 <001 <001 ] <001 <001 <om <om <001 <00 <.0m <1001 -
DEC3 Pearson'sr 0383™"  0410™  0387™  0430™ 0380 0402™ 017" 0480™ 0450™ o0445™ o0502™  0519™  03:1™  0391™  04M™ oaos™ 0S01™  0ses™  ase™ -
pevalus <001 <001 <001 <.001 <001 <001 <001 <001 <001 <om <001 <001 <001 <00 <001 <001 <00 <001 <001 -
DECA Pesmonsr 0222™ 0211™" 02E™ 0376™  0480™ 0328™ 0438™ 0337 0210™ 0201™ 0360™" 0305™"  0283™ 0265 0320™ 0405™ 0384™ 0427™  044™  oa2™ -
prvalus <001 <001 <001 <.001 <001 <001 <001 <001 <001 <D0 <001 <001 <001 <00 <001 <001 <001 <001 <001 <001 -

DECS Pessorsr 0380™" 0326™* Q328" 0303*™ 0257 0386™ 0340 0a48™™ Q380" 0370 043" 0408™™ 0320" 0320" 0380™ 0427T™* Q07T 0I0E™  0a64™  ouse™  cale™t  —
pvalue <001 <001 <001 <001 <001 <00 <00 <001 <001 <001 <001 <001 <001 <00 <001 <001 <001 <001 <001 <001 <001

Nete. *p < 05 *p < 01 ™ p < 001

MNA 2 Han1IATANENL s ANSauduiusszrdnasaulsdanmle (n=400)

NANNTALAI RN NN LS s UINeFan s lavia 22 Faulsluuuuanaed Nem4aUN19Y
$ouLdURIINY (Multicollinearity) Wudn AR NANRUSszuINgAauLsiauNn 209 ¢ HAdulszAnsanduiug

seudnedauls agazudne 0.247 19 0.701 aglaiinnazdasdunsanyszndnsdaulsdanaliluiuudiaes

' v
o ]

WasarnnnazdandunsanipinainAduilssansanduiusszudndoudsusiazaniaaaus 0.90 auly Al
HANIAIIziRNANRuSIEdedausdune I Auduldmsdennaadesfunieadfaesnisdmanziannig
[GENGEQR

a

ANANH Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) 111l 0.946 WaAN91
ANAINNANAUTURIF LR ANz aNlun19A AT s fRdAlsEnaul unaNawaTAn Bartlett's Test of
Sphericity AWUANATYN9aRATTZAY 0.05 uansANEaNFUANNAFIY HT TuAe faulssing Hanuduiug
funazainsnun lAnziasslsznau s

NANNTALATITRNALIENaULEId1399 dnmsaulueanidly 22 aemlsznay HAnAaNwlssu
29953uAls (Initial Eigenvalues) 11nndn 1 nnasAlsenay Arfasazaauulstlsunesesdlsznaui 1 Wity
v & dl 1 o v & dl 1 o $% o o alg
Faea 44.849 aamlsznaui 2 winnufesaz 7.020 avAlsznaun 3 windufesaz 6.085 AnNa1su taalAN

Ardn189AINLL51991 (Cumulative of Variance) winfiusesay 57.955
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NANNTILATIZH R ALY N AL TS BT UYDIAI WU TND ARSI LLL AN ABINHAINEBAAAD

A . di Y & J ] o ?/ = v a o a I e s o
naxunau (Fit) alaas IiudusazFuliut A uaanAfaTlsean FlinanansnaIn A LA LLLAN a8

n1amae]) (Tabachnick & Fidell, 2007) A3A19199 5

M15199 5 ﬂ"]mmﬁmﬁ‘lﬂumamq@mﬂum'mmmﬂﬁmmmﬁu‘nmﬁquﬂ?

A151971 6 N1IATIAABLANARAARDINANNAUALAIULLANARINNNG )

§18IN15 ANIATIIU
X*/df Yaandn 2

p-value NN 0.01
CFI NINN91 0.94
TLI NINN91 0.94
RMR daandn 0.7

RMSEA daendn 0.7

Aauils X¥/df p-value CFI TLI RMR | RMSEA
ms??{ramammml,l,uummma 1.72 0.070 0.993 0.986 0.019 0.042
NAUAR 0.35 0.991 1.000 1.012 0.002 0.000
ATl 1.80 0.125 0.996 0.990 0.016 0.045
nsindulate 0.120 0.984 1.000 1.012 0.004 0.000

mmma’mﬁ 6 mma‘fmmumwmmﬁmn@uﬂﬁuﬁuﬁq LLUU&’]@@\?WW\?WQHﬁﬂ@\?LLﬁ@%

1
aaa

fauls WetA1ad AN la lliFeunaudunasilunisiansanfnnnuadn Anle-duaasdNius (x2/df) Aqs

o o

Waenan 2 Anprutaziiu (P-Value) sasluifidadAtynieaia A1 CFI uwaz TLI A3unnndn 0.94 dauan RMR

o o

WAaT RMSEA AR3tiaeindn 0.07 Aatii FRULLANa89N R AN AINARAAREINANNAY (Fit) AUFAYWLLAN A8

‘1/1’1@‘1/15]‘1:’{5 (Tabachnick & Fidell, 2007)

NAN152 Lﬂi’wﬁﬂ’ﬂ&lﬂﬂﬂﬂ'gﬂﬂ‘ﬂ’ﬂﬁiﬂ Lﬂ@ﬂuﬂ’]‘ﬁﬂ‘é‘ﬂﬂ‘?’lﬂ

AN59N 7 ANADALAPNANNADAARBITIDIAQWULANABIANN1TTATIA SN

X?/df

p-value

CFlI

TLI

RMR

RMSEA

1.947

<0.001

0.965

0.953

0.040

0.049
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NINA 2 LaN1TATITATNAAANN1TTATIAFNS

AINANTIT 7 WAZAINT 2 ATNUINFQ UL LA A898NN13IAT98579 (Structural Equation Model-

o

SEM) et Aan AN La l B e udun i lunisRan saun AN uuad1 AN e R 4o uedla -auad A uin g
(X2/df) Aasdaeindn 2 Anpanudnaziilu (P-Value) fagldfiad1Atyn19atisl A1 CFI waz TLI A23uINnan 0.94

= ¥

#91A1 RMR a2 RMSEA A%31a8n91 0.07 a9 liAuuUN1AsdalANNADAARINANN AUTIAULAZHY

(Model Fit) FUA3ULLNING ) (Tabachnick & Fidell, 2007) Asagulddfauuvaesninsdnainudetinees

° = Y A o o aa o o A o ¥y
LLUU@q@ﬂ\‘iNﬁQ"IN@@mﬂ@'ﬂ\‘iﬂﬂﬂﬂ@uﬂumqLL'U'U'V]’]\?V]qiﬂ'{]mﬂqﬂumll'iﬂu@xmuw{mﬂ?uim

A157199 8 HANSYARRLANNAFIUN5IAE

ANRFIUNITIAE Coef. p-value a7uuna
H1 | IMC > Trust > Decision 0.88 0.008 HANFUANNAF U
H2 | Attitude > Trust > Decision 0.01 0.028 E@N%’U@uuﬁﬁ’m
H3 | Trust > Decision 0.40 0.832 TlenfuannFgiu
H4 | IMC > Decision 0.18 <0.0001 HANTUANNAFIU
H5 | Attitude > Decision 0.51 0.966 TlenfuanNFgiu

p-value 0.05
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ANANTNN 8 LL@@\?N@ﬂ’]iﬁﬂH’]W‘U’J"] ﬂqiﬁ’ﬂmqﬁ‘ﬂq?ﬁl@qmLLUU‘]Jmim’]ﬂ’]‘J‘d\iN@ﬁ\W]’]\Wlﬁ\‘iLL@‘?J'V]’]\‘I

v o v = I 4 o dAae o o aa =2 o = , ¥
Vl’]\‘i@@Nu’]vLﬂ'ajﬂ’]i‘mQ@HFL@IQEIN’]‘LAWJH@’NWJ’]EJL‘ﬁ@NuWNuE'&’WﬂEU‘VI’N’&QM sl DeiALARNdINaRaN 9B e

o

a o

i lilgnissindulatascusonansanuidiesdiuetwliid Ay ata s A NTeuuAiAARINEaENa

o o o

a () v a v a 1 a o aa dl
meimmm@‘lmﬂmm?mmmu‘l%mquuﬂmmymmam ANINN 3

andsaua

AMNNNIANHUNIIRARITEY NFRIAITNITARIALLLIYIIUINIG AINLTENY waziAuARNNFaNIs

| | '
4 A o Y a

wenldusnisdudeninedaaesnguguslnandaaunainuananiuna §33aa181901INan133 98NN

al
¥

afsels sasalili

'
a o a

o - <o P o . o = = Y S S s
andnglszasAnisisennuualaduiednuiadendanasanissnduladendnaniousiauaen
#N2ALIBINGNETNAMNUAINAIENINA TINANNRAFIUAMNA 5 ANNAFIN ANAN1INAGBLNADAAADIUAL

TiaenARaIiUaNNATIWT 5 A

49

1
a

ANNRAFIUN 1 ﬂﬂ@%ﬂmﬁ?ﬂﬂimaﬁmmugsmqmiﬁ%m%mﬁi@mwL%ﬁulumamﬁmﬁﬁﬁuﬁ@ﬁﬁﬂ
mﬁmﬁmé”mjﬁﬁmmumnumwwLWﬁm@ﬂwﬁnmwudﬁﬂ@:m;ﬂ%u?mﬂﬁ’mmm"ﬁﬁfyﬁumimL@?‘umww
lusziunntige immfawwﬁ@ﬂﬁummmmﬁmmimuamaﬂLﬁﬂuﬁmﬁﬁmwﬁqmuﬂu?ﬁlqﬁﬁuﬁmlﬁmm
aulalusziuann dwdetazadniug msldminnusnenadudihiauedeyanaeaauldnsieamisnan

dulaenn Geaenndesiunan1sAnEaInnsdunHinguaIaE 1 TIIuATUNIIRAIATuE I AW A
Tnny wudsuiatsinisdeansnisnanalugduuuiawmn Aanssudausiunisang n1sdszaduiusiouge
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Abstract

This study aims to 1) investigate the relationship between the quality of work life (considering work,
economic, personal, and social dimensions) and organizational commitment among supporting staff at

Mahasarakham University, and 2) examine the impact of quality of work life on their organizational
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commitment. A sample of 248 supporting staff was surveyed using a questionnaire, and multiple correlation
and regression analyses were conducted to test the hypotheses.The results revealed that the economic,
personal, and social dimensions of quality of work life had significant positive relationships with, and a
measurable impact on, overall organizational commitment at the 0.05 level. However, the work dimension
was neither related to nor impactful on organizational commitment.These findings suggest that improving the
quality of work life, particularly in the economic, personal, and social dimensions, can enhance employees'

commitment to the organization, ultimately contributing to higher organizational performance and success.
Keywords: Quality of Wrk Life, Organization Commitment, Supporting Staff, Mahasarakham University
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anauay NN NdENNa AN

Aatle COR WOR ECO PRI SOC VIFs
X 3.72 4.08 3.84 3.91 3.81
S.D 0.56 0.52 0.56 0.55 0.53

COR - 0.533* 0.611* 0.661* 0.717*

WOR - 0.683* 0.582* 0.583* 2.115
ECO - 0.632* 0.575* 2.245
PRI - 0.706* 2.383
socC - 2.210

* IldAYneatiangzAU 0.05
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29ANI1ALFIN (COR) faﬂ'wﬁﬁﬂmﬁmmmﬁﬁﬁimu 05 TnaidAnduilsc@nsandunusagiszudng 0.533-0.717
Slefinnsnnauduiugszadnsiaudsdas WL AUNINTI AN TN UUAAE A UHAIHANAWE Y e
m3adaulyun Multicollinearity Ingifiansaunfn VIFs (Variance Inflation Factors) WUANHAN8E3¥1d1e 2.115-
2.383 alaliiuinauat 10 #famue (Hair, Black, Babin kaz Anderson, 2010) uamsdnsaulsdasy Il
Multicollinearity avansnsnsiliBinszinisoansauuunigasls
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A1919% 2 NInAgeLAMNANLTIesdNlsEAanEnIInRneaiuANNE W aaANslAL TN B AAINT

aneaiuayAnedunatsany

ANy NWUEIaaANstnes9N (COR)
ATININTRANITHINY fulss@vs | moueanaAden t p-value
nnsnAnes NIMTFIY
ﬁ’)ﬂ\‘i‘ﬁl (a) 0.253 0.204 1.241 0.216
ANUNNINN9NU (WOR) 0.002 0.065 0.034 0.973
ﬁ'ﬁum?‘]ﬂﬁﬁ@ (ECO) 0.224 0.062 3.598* < 0.0001
Audausa (PRI) 0.209 0.066 3.190* 0.002
AudIAN (SOC) 0.466 0.066 7.085% < 0.0001
F = 84.401 p < 0.0001 Adj R*= 0.769
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Abstract

This study aimed to analyze the challenges and obstacles in developing managementapproaches
for Corporate Social Responsibility (CSR) training courses at the Puey Ungphakorn School of Development
Studies, Thammasat University, during 2018-2022. It also sought to synthesize strategies for course
management improvement. A qualitative approach was employed by reviewing relevant documents and
collecting data from executives, department heads, and staff through in-depth interviews and focus group
discussions. The data were analyzed using descriptive methods.

The findings identified two main factors contributing to challenges and obstacles: (1) internal
factors, such as insufficient budget allocation and lack of continuity in prioritizing tasks, and (2) external
factors, including delays in submitting training application documents, incomplete fee payments, the COVID-
19 pandemic, and natural disasters. Development strategies were synthesized using the PDCA quality cycle
and included an implementation plan for 2023-2024. Recommendations emphasized budget management,
streamlining document submission processes, adopting online training, and enhancing risk management.
These strategies have the potential to improve operational efficiency, address existing challenges, and

mitigate future issues in CSR training course management.
Keywords: Management, Training, Corporate Social Responsibility, PDCA Quality Cycle
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Abstract P

This study contributes to the growing body of knowledge on educational marketing practices by
examining the impact of marketing mix components on the image of a private school and parental loyalty in
Battambang Province, Cambodia. The research objective was to investigate the effects of the 7Ps marketing
mix components (product, place, price, promotion, people, physical evidence, parent-teacher
communication) on school image and parental loyalty. A survey was administered to a sample of 351 parents
to understand their perceptions of the school’s image and how this affected their loyalty to it. The data were
analyzed using descriptive statistics, correlation, and simple/multiple regression. A positive correlation was
found between all marketing mix factors and the school’s image. Furthermore, school image was found to
mediate the relationship between the marketing mix components and parental loyalty, indicating that image
plays a crucial role in translating marketing efforts into parental loyalty. The study also found a direct link
between the overall marketing mix and parental loyalty. These findings suggest that the school has been
successful in leveraging its marketing mix to create a favorable image and foster parental loyalty. However,
the study’s cross-sectional design and data collection from a single site limit the generalizability of the
findings. Future research studies could explore additional factors influencing parental loyalty or collect data

from multiple schools to examine the extent to which these findings may apply in other settings.
Keywords: Marketing Mix, School Image, Parental Loyalty, Cambodia School, Educational Marketing

Introduction
The role of corporate image in the growth and profitability of organizations is important (Kim, Yin

& Lee, 2020). This is true even for educational institutions, where public perception can significantly influence

*

Corresponding Author

55



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

71 13 aUiufi 3 (Fueneu-suaas 2567)

their reputation and success (Serafimova, 2021; Chidananda, 2021). However, the impact of school image
on parental loyalty to educational institutions remains underexplored, creating a gap in the literature that this
study aimed to address. The educational marketing mix, often referred to as the 7 Ps - product, place, price,
promotion, people, physical evidence, and parent-teacher communication, is a critical factor in shaping an
institution’s image (Eger, Egerova, & Pisonova, 2018; vy, 2008). In the case of schools, marketing extends
beyond mere promotion. It involves a complex interplay of social and managerial aspects, striving to meet
human needs through the creation and offering of educational products (Fisk et al., 2020).

This study focused on a private primary and high school located in Battambang Province,
Cambodia that engaged in minimal overt marketing activities. This school, accredited by the Ministry of
Education since 2011, offers a robust educational program in the Khmer language. Despite its high
enrollment numbers, the school faces significant challenges. The ongoing post-pandemic economic
downturn has limited the school’s ability to expand its educational offerings or increase fees due to parental
financial constraints; this is because many parents have lost their jobs or experienced salary cuts. Thus,
there is a need to understand how marketing mix elements influence parents’ perceptions of the school’s
image and their loyalty to it. Loyalty, in this context, refers to the likelihood of parents continuing to enroll
their children in the school and recommending it to others (Todea, Davidescu, Pop, & Stamule, 2022).

To address these challenges, an in-depth investigation using the 7Ps framework was conducted
at this school. The aim was to understand parents’ perceptions of the school and how these perceptions
influence their loyalty. The conceptual framework was based on a study by Malik, Mushtaqg, Jaswal and Malik
(2015). The aim of this study was to provide practical insights for school administrators that may aid in
improving and refining their marketing strategies. Its findings may also be helpful to those who are interested

in the intersection of the domains of marketing and education.

Literature Review

The evolution and Significance of the Marketing Mix in Education

The marketing mix concept, originally characterized by the well-known 4Ps-Product, Price,
Place, and Promotion, was first proposed by James Culliton in the late 1940s and later popularized by E.
Jerome McCarthy (Langat, 2016; Kotler & Armstrong, 2019). This model served as the foundation for
marketing strategies across various industries. However, the shift towards a service-oriented economy
necessitated a more comprehensive framework. The modern marketing mix, expanded by Booms and
Bitner, encompasses seven components, integrating the original 4Ps with three additional components:
Physical Evidence, People, and Process (Darmawan & Grenier, 2021). In an educational context, Process is
replaced by Parent-Teacher Communication (Casap, 2018). This has reshaped the landscape of

educational institutions, particularly at the primary and secondary levels. These institutions, once primarily
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focused on imparting knowledge, are now adopting a more holistic approach akin to service-oriented
industries. Ivy (2008) introduced the seven elements model of the marketing mix for the educational sector
as Product, Place, Price, Promotion, People, Physical Evidence, and Parent-Teacher Communication. The
integration of marketing mix strategies into education began in the 1980s and 1990s (Pramiarsih,
Yunaningsih, & Syarkani, 2022) as schools faced increased competition driven by marketing forces and
declining birth rates (Schultz, Patti & Kitchen, 2014). Modern educational markets have become increasingly
competitive as private schools vie with public institutions vie to attract a dwindling number of students.
This encourages the use of marketing mix components as a strategic tool, especially by private
schools that aim for excellence (Asiah, Soe’oed, & Sjamsir, 2022). The 7Ps educational service marketing
approach may serve as a roadmap, helping schools to create compelling value propositions that are aligned
with their objectives for potential clients (Chamberlin-Kim, Tarnay, & Wells, 2019; Kristensen & Remmen,
2019). Customer-oriented marketing approaches focus on student and stakeholder needs and expectations
(Guilbault, 2016). In addition, marketing plays a crucial role in designing educational systems to meet
societal needs that position institutions as sustainable providers of societal benefits (Gorghiu, Petrescu, &

Enache, 2019).

The Influence and Importance of School Image

The marketing mix components, along with the overall educational experience, are crucial in
shaping and maintaining a school’'s image in competitive educational markets (Ndofirepi, Farinloye, &
Mogaiji, 2020). The concept of brand image, as defined by Kalra (2016), is a powerful force that shapes
perceptions through the lens of consumers’ memories. This force is particularly strong in education. Tecoalu
(2022) asserted that for educational institutions, reputation and current image often outweigh actual
educational quality in the decision-making process of prospective students and parents.

Transitioning from this broad perspective to a more specific one, school image serves as a
social identifier. It fosters a sense of connection between teachers, students, and the institution itself (Kalkan,
Altinay, Altinay, Atasoy, & Daéll, 2020). Interestingly, this connection is not static, but rather, evolves based
on individual experiences. As noted by Vladimirovna and Sergeevna (2021), a single school may project
multiple images, reflecting the diversity in the needs, experiences, and values of its stakeholders.

Building on this understanding, the need for active management of educational image has
been stressed by Shevchenko and Tsema (2021). Like corporations, schools must actively market
themselves to attract students and parents (Scapp, 2016). However, this marketing is not solely about
promoting a school’s program offerings. It also involves shaping public opinion and community impressions,
which collectively form a school’s image (Tran, Nguyen, Melewar, & Bodoh, 2015). Adding another layer to
this, Liu and Cheng (2018) found that the indirect impact of school image was more influential than the direct

effects on student retention.
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In response to these challenges, strategic marketing has become essential for schools to
navigate survival and growth challenges amidst the establishment of new competitors (Ho, 2014). The
marketing mix is a key factor that influences competitive positioning (Darmawan & Grenier, 2021) and the
development of tailored models for educational institutions. Research by Abadi and Hidayatulloh (2022)
indicated that schools which lack knowledge of marketing mix strategies face significant challenges,
hindering their own growth potential. Creating a school’'s image involves diverse elements, including
marketing initiatives, information dissemination, and customer experiences (Li & Hung, 2009). Thus, schools
must adopt marketing strategies that create and sustain an attractive image and will foster consumer loyalty

amidst growing competition (Windiari & Djumarno, 2021).

The Relationship between School Image and Parental Loyalty

A positive image has been correlated with increased trust among customers (Ahn & Rho,
2016), leading to repeat purchases, recommendations, and higher tolerance for service issues. In education,
a positive image has been found to foster a sense of belonging, which is crucial for generating customer
loyalty (Brashear-Alejandro, Kang, & Groza, 2016). Students perceiving a positive image report stronger
institutional belonging, leading to increased familial loyalty and engagement post-graduation.

Previous studies have found that several factors contribute to parental loyalty; these include
engagement, collaboration, parental involvement, academic quality, satisfaction, and perceived image (Al
& Ahmed, 2018; Todea et al., 2022). Moreover, communication and academic support have also been found
to play a significant role in enhancing parental commitment to education (Al-Hassan, 2020; Nguyen, Pham,
Cao, Nguyen, & Do, 2021). This loyalty strengthens parent-school partnerships, aids students’ academic
and social development, and-when sustained over time-will enhance a school’s reputation (Thomas, 2015).

Interestingly, the marketing mix may also play a role in shaping parental loyalty. In a study
conducted in Indonesia, Hambali and Syah (2019) found that the marketing mix influenced parent loyalty
through the school image. This finding highlighted the mediating role of school image in the relationship

between marketing mix and parental loyalty.

Research Subject: The Private School in Battambang, Cambodia
Based on the school registrar’s report in January 2024 the private school which was studied
had 72 faculty and 10 staff members who served a student population of 1,028 students. Despite minimal
marketing efforts, the school has successfully provided Khmer curriculum education to lower-income families
since its inauguration. In addition, the school also provided job opportunities to help retired public school
teachers. The school owner utilized his personal funds to construct this school, and it operates
independently, without any assistance from the government or external donations. Its graduates typically

pursue higher education in Battambang City or attend universities in Phnom Penh, Cambodia’s capital city,
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while others choose to further their studies in countries such as Thailand, Australia, Canada, France,

Switzerland, and the United States.

Research Hypotheses
The following alternative hypotheses were used in this research study.
H,: The 7Ps marketing mix factors (Product, Place, Price, Promotion, People, Physical
Evidence, Parent-Teacher Communication) positively impact the school image of a private school located in
Battambang Province, Cambodia.
H,: The school image of this private school has a positive impact on parental loyalty.
H,: The 7Ps marketing mix factors (product, place, price, promotion, people, physical

evidence, parent-teacher communication) have a positive impact on parental loyalty to this school.

Conceptual Framework
The conceptual framework for this research was based on previous studies by Li and Hung
(2009), along with Malik et al. (2015), with certain modifications. This study investigated parental perceptions
of all seven elements of the educational marketing mix, and how they influenced their perception of school
image. Additionally, it examined both the direct influence of the 7Ps on parental loyalty toward the school

and their indirect effects on parental loyalty through the mediating variable of school image (see Figure 1).

Marketing Mix:
1. Product

Place

Price H, H,
School Image

\ 4

\ 4

Parental Loyalty

People A

2

3

4. Promotion
5

6. Physical Evidence
7

Parent Teacher Communication

Figure 1 Conceptual Framework

Methodology

Population and Sampling Frame
The parental population of the school as of January 2024 was about 1,850. However, only one

parent or guardian per family was invited to participate in the study to prevent overlapping responses. Thus,
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the estimated study population was 925. The sample size was based on Veal’s (2005) method for obtaining
a confidence level of 95 percent for a population of this size, which indicated that the sample size should be
not less than 278 parents. However, the school administration recommended that surveys be sent to the
parents of middle and high school students because they were older, better able to understand directions,
and more capable of cooperating with the data collection process. So parents of these two sub-groups
(Estimated to be 500) formed the population for this study. In spite of this reduction in population size, the

originally calculated sample size was retained.

Research Instrument
A survey questionnaire consisting of 5-point Likert scale items was developed by the
researcher based on concepts and survey questions used in previous research studies. It consisted of eight
demographic and 57 Likert-scale questions to measure the 7Ps marketing mix components (Independent
Variables) from studies by Li and Hung (2009) and Malik et al. (2015); some questions were modified to fix
the local context. Seven questions were used to measure the perception of school image (the Mediating
Variable) from studies by Martinez and Pina (2005) and Pina, Martinez, de Chernatony, and Drury (2006),
and five questions to measure parental loyalty (Dependent Variable) from Helgesen and Nesset (2007) and
Nguyen and Leblanc (2001). The items in most of these studies had been previously validated. The
combined questionnaire was comprised of ten sections and was translated into the Khmer language.
The Likert scale employed in this study was a 5-point scale with 1 = Strongly Disagree, and 5
= Strongly Agree; and with 1 = Very Dissatisfied, and 5 = Very Satisfied. Since the scale ranged from 1 to 5
and was divided into 5 classes, the calculated class interval was 0.80. This interval was used to establish
cut-off points and corresponding interpretations for different scoring levels for the marketing mix variables,
school image, and parental loyalty as shown below.
An average score for an item of 4.21-5.00 = a Very High Level of agreement or satisfaction
An average score of 3.41-4.20 = a High Level
An average score of 2.61-3.40 = an Average Level
An average score of 1.81-2.60 = a Low Level
An average score of 1.00-1.80 = a Very Low Level of agreement or satisfaction
Content validity was pursued by obtaining feedback in the form of Item-Objective Congruence
scores from three experienced researchers, and adjustments in item questions were made based on their
suggestions. Cronbach's alpha was employed to measure internal consistency, with all variables exceeding
the threshold of 0.70, indicating suitability for the study (Bagozzi & Yi, 2012); the results are shown below in
Table 1.
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Table 1 Cronbach’s Alpha Reliability Values for Items Measuring Study Variables

Variable Number of Questions Cronbach's Alpha
Product 10 0.894
Place 5 0.797
Price 4 0.704
Promotion 8 0.801
People Mix 10 0.927
Physical Evidence 10 0.892
Parent-Teacher Communication 4 0.829
School Image 7 0.929
Parental Loyalty 5 0.738

Data Collection Methods and Procedures
The questionnaire was distributed to middle and high school students at a private school
located in Battambang Province, Cambodia; they were instructed to deliver it to their parents and bring it
back to school the following morning. The study’s objectives and relevance were explained in a letter
attached to the questionnaire. The researcher distributed 500 questionnaires to students and received 370
responses from parents the following day. However, 19 of them were not usable because of missing
information; thus, there were 351 usable questionnaires/responses for this study. Given the method of data

collection that was used, it is possible that non-response bias may have influenced the data set.

Statistical Analysis

Survey responses were collected, organized, and analyzed using a statistical software
package. The responses were categorized based on factors such as the respondent’s relationship to the
student, student gender, parental level of education, occupation, distance from home to school, number of
enrolled children in the school, child’s study duration, and how parents learned about the school. Descriptive
analysis was performed on the data, and statistical measures like means and standard deviations were
calculated. Pearson’s correlation coefficient was used to determine the level of association between the
marketing mix variables, school image, and parental loyalty. Finally, both simple and multiple regression

analysis was conducted to assess the relationships among the variables.
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Results

Descriptive Analysis
The results of the descriptive statistical analysis are shown in Table 2, which provides an initial
profile of the study participants. The sample consisted of 351 parents of middle and high school children
who were studying at the school. As Table 2 indicates, a significant percentage of the individuals surveyed

identified as guardians (45.0%), some of whom were grandparents or relatives who lived near the school.

Table 2 Respondents’ demographic information

Demographic Frequency Percentage
(n=351) (pct=100)
Relationship with the student Father 69 19.70
Mother 124 35.30
Guardian 158 45.00
Relationship to and gender of children Son 93 26.50
Daughter 220 62.70
Both 38 38.00
Parent’s education Below high school 53 15.10
High school diploma 218 62.10
Bachelor’s degree 43 12.30
Master’s degree 29 8.30
Other 8 2.30
Parent’s job Government employee 33 9.40
Private employee 39 11.10
Businessman 88 25.10
Retired 10 2.80
Unemployed 98 27.90
Other 82 23.40
Number of children studying in this school One 223 63.50
Two 90 25.60
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Demographic Frequency Percentage
(n=351) (pct=100)
Three 25 7.10
More than three 1" 3.80
Know about the school from Family/relatives 140 39.90
Friends 60 17.10
Colleagues 27 7.70
Social media 46 13.10
Other 78 24.90
Distance from school Less than one kilometer | 185 53.00
One to five kilometers 115 33.10
More than five kilometers | 49 14.20
Years child has been studying in this school | Less than four years 172 49.00
Four to six years 88 2510
Seven to nine years 44 12.50
More than nine years 47 13.40

The majority of participants had enrolled their daughters in school (62.7%) and had completed

high school themselves (62.1%). Among this group, there were businessmen and unemployed individuals

(25.1% and 27.9%, respectively), and the majority had one child currently studying at the school (63.5%).

Additionally, nearly 40% of the participants had learned about the school from family members or relatives.

The majority of participants lived within a kilometer of the school (53.0%), and a significant percentage had

enrolled their children in the school for less than four years (49%).

An analysis was conducted of parental perceptions of 7Ps marketing mix variables, consisting

of the school’s product, place, price, promotion, people, physical evidence, parent-teacher communication,

school image, and parent loyalty levels. The mean scores and standard deviation values for the school are

shown below in Table 3.
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Table 3 Mean and Standard Deviation of Distinctive Competencies (N=351)

Variable Mean SD Level
Product 3.51 .62 High
Place 3.67 72 High
Price 3.81 .58 High
Promotion 3.28 .67 Average
People Mix 3.76 .62 High
Physical Evidence 3.54 .62 High
Parent-Teacher Communication 3.57 .68 High
School Image 3.65 .68 High
Parental Loyalty 3.52 a7 High

The results showed that parental perception of the 7 Ps marketing mix elements and school
image was mostly at the “High” level (3.41 to 4.20 on a 5-point scale) for six out of seven components. These
included Product, Place, Price, People, Physical Evidence, and Parent-Teacher Communication. Although
none of the scores were very high, they were still considered to be at a good level. However, the Promotion
marketing mix component had the lowest score (mean score of 3.28) and was perceived as an “Average”
level. Furthermore, the overall School Image was perceived as high (mean score of 3.65), and the overall

Parental Loyalty of the school was also perceived as high (mean score of 3.53).

Regression Analysis

The correlation matrix (Table 4) showed that all variables were associated with each other.
However, the relationships between place and promotion; place and people; place and parent-teacher
communication; and price and parent-teacher communication were not as strong as the other correlations.
The Pearson correlation coefficients (r) were between 0.357 to 0.638, statistically significant at the 0.01 level;
however, it was possible that multicollinearity may have occurred. Therefore, the researcher conducted
further tests of multicollinearity using VIF values. The test results showed VIF values ranging from 1.500 —
2.435, which were less than 10. This indicated that there was no relationship among the variables or no
multicollinearity. In addition, the KMO and Bartlett test was performed to evaluate all available data together.
The results showed a KMO value of 0.939 and a significance level for Bartlett's test of less than 0.01. Variable
collinearity indicates how strongly a single variable is correlated with other variables. Kaiser (1974)
suggested that KMO > 0.9 was very good; hence, all independent variables could be used for multiple
regression analysis and to predict the school image and parental loyalty to the private school located in

Battambang Province, Cambodia.
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Table 4 Pearson Correlation Matrix for Marketing Mix Variables

Variables 1 2 3 4 5 6 7

1. Product 1.000

2. Place .502** 1.00

3. Price 468 467 1.00

4. Promotion .653** .357** 419** 1.00

5. People .562** .395** 425 .520** 1.00

6. Physical evidence .605** 412%* 449** .594** .658** 1.00

7. Parent-teacher communication  .524** .382** .385** 522 .606™* .638** 1.000

VIF 2.311 1.502 1.500 2.026 2.099 2.435 1.967
Note: ** p < .01

Regression analysis was also utilized to investigate the correlation between the Marketing Mix
variables and the School’s Image. The results of the Simple Regression Analysis (Table 5) indicated that
each individual factor of the Marketing Mix (Models 1-7) had a statistically significant relationship with the
School's Image, at a significance level of 0.01. However, the results from the multiple regression analysis
(Model 9) revealed that 3 out of the 7 Ps—product, physical evidence, and parent-teacher communication—
had a statistically significant relationship with the school's image at the 0.01 level. Moreover, promotion had
a statistically significant relationship with the school's image at the 0.05 level. However, the remaining 3
Marketing Mix elements did not have a statistically significant relationship with the school's image.
Furthermore, physical evidence had the highest impact on the school's image (B = 0.505).

Additionally, the Simple Regression Analysis (Model 8) revealed a statistically significant
relationship between the overall Marketing Mix (average of product, promotion, physical evidence, and
parent-teacher communication) and the School's Image, with a significance level of 0.01. Hence, it can be
concluded that only four out of seven marketing mix factors were positively correlated with the school’s
image, as well as that the overall marketing mix was positively correlated with the school’s image. Thus,

Hypothesis 1 was partially supported.

Table 5: Simple and Multiple Regression Results for the 7P Marketing Mix Variables and School Image

DV: School Image
Variables
Model 1 Model 2 [Model 3 [Model 4 Model 5|Model 6 Model 7 Model 8 [Model 9
Product .679** 173%*
Place A413** .057
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DV: School Image
Variables

Model 1|Model 2|Model 3|Model 4 |Model 5|Model 6 [Model 7 [Model 8 [Model 9
Price .523** .060
Promotion .601** 116*
People .603** -.026
Physical evidence .814** .505**
P-T Communication .595** .135*
Overall Marketing Mix 1.048**
Constant B 1.270** 2.141** [1.664** |1.684** |1.392** [775** [1.533** |.108 |064
R .625 437 451 .593 .556 744 .601 .755 792
R Square .390 191 .203 .352 .309 .554 .361 571 .628

233.200 189.646|156.2951432.720(197.539463.752 [82.737**
F % 82.467**89.151**** % x % ko ko

Note: ** p <.01; * p <.05

The Simple Regression Analysis (Table 6) investigated relationships between the Marketing

Mix, School Image, and Parental Loyalty. The results showed a statistically significant relationship between

the overall Marketing Mix (Model 10), School Image (Model 11), and Parental Loyalty, with a statistical

significance level of 0.01. Furthermore, the Multiple Regression Analysis (Model 12) demonstrated a

significant relationship between four components of the Marketing Mix, the School Image, and Parental
Loyalty to the school.

In other words, the positive impact of the school’s image on parental loyalty supported Hypothesis

2, which suggested an indirect relationship between the overall marketing mix factors and parental loyalty.

Additionally, Hypothesis 3, which proposed a direct relationship between the overall marketing mix factors

(including product, place, price, promotion, people, physical evidence, and parent-teacher communication)

and parental loyalty to the school, was also supported.

Table 6 Regression Results for Parents’ Loyalty

DV: Parent Loyalty
Variables

Model 10 Model 11 Model 12
Marketing Mix 1.129** 618**
School Image .825** 488
Constant B -.536™* 507 -.483**
R 718 727 771
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DV: Parent Loyalty
Variables

Model 10 Model 11 Model 12
R Square 516 529 .595
F 99.651** 391.824** 255.763**

Note: ™ p < .01

Discussion and Conclusion

Hypothesis One

This study examined the relationship between the Marketing Mix's components (7Ps) and the
School Image of a private school located in Battambang Province, Cambodia. Hypothesis 1 predicted
significant relationships between these factors, which the analysis partially confirmed. Four out of seven Ps
showed notable and statistically significant relationships with the school's image. The Product component
highlighted the school's rigorous Khmer curriculum and faculty dedication to Cambodian culture,
contributing to the competitive advantage of its curriculum. Despite scoring lowest, Promotion maintained
significance through a robust parent and alumni network. The quality of the teachers and an effective Parent-
Teacher Communication system had a significant positive impact on the school's image. Physical Evidence,
despite lacking certain facilities, provided a convenient nearby site where students could safely learn. These
findings align with previous research studies where positive correlations between marketing mix components
and school image occurred, particularly in aspects like product, promotion, physical evidence, and parent-
teacher communication(Alipour, Aghamohammadi, Ahmadi, & Hoseini, 2012; Johnny & Damrong
Sattayawaksakul, 2023; Li & Hung, 2009). For the other three Ps that did not show statistically significant
relationships with the school's image, it might be that while the parents in this study returned scores for these
three marketing mix components (from Table 3: Place = 3.67; Price = 3.81; People Mix = 3.76), these

variables were not directly related to their views of the school’s overall image.

Hypothesis Two

The study’s second hypothesis proposed an indirect relationship between the marketing mix
elements and parental loyalty through the mediating variable of school image, and findings from the study
provided substantial support for this proposition. The marketing mix, encompassing the 7Ps, significantly
shaped the school's image, influencing parental perceptions. Factors such as product quality, location
convenience, pricing, promotional effectiveness, staff competence, physical evidence adequacy, and
parent-teacher communication contributed to the formation of the school’s image. A positive school image
also fosters parental loyalty, leading to continuing enroliment, attendance by younger siblings, positive

referrals to potential students, and long-term relationships.
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Regression analysis confirmed significant relationships between individual marketing mix
factors and the school's image, as well as a significant correlation between the overall marketing mix and
schoolimage. This underscored the importance of a comprehensive marketing strategy. Moreover, the study
highlighted the mediating role of school image in establishing the relationship between marketing tactics
and parent loyalty, aligning with previous research findings (such as Hambali & Syah, 2019) on
organizational image and customer loyalty. Additionally, empirical evidence supported hypotheses
regarding a positive relationship between marketing strategies and student satisfaction, as well as student
satisfaction and loyalty, mirroring findings in other loyalty research. These results emphasize the importance
of effective marketing strategies in shaping parental perceptions and fostering loyalty to educational

institutions (Azhar, Jufrizen, Prayogi & Sari, 2019; Chen, 2016; Malik et al., 2015).

Hypothesis Three

The study’s third hypothesis proposed a direct relationship between the overall marketing mix
factors (7Ps) and parental loyalty to the school. The marketing mix, crucial in determining a product or
brand’s offerings, consists of the traditional four P’s (Price, Product, Promotion, and Place) with three
additional P’s (People, Physical Evidence, and Parent-Teacher Communication) in educational marketing.
This direct relationship implies that better performance in these factors will enhance parents’ loyalty,
expressed through resistance to switching schools, favorable recommendations, premium price
acceptance, and positive responses to marketing campaigns. Factors such as product quality, convenient
location, reasonable pricing, effective promotion, competent staff, conducive facilities, and parent-teacher
communication influence this loyalty. These findings reflect those of previous researchers such as Mermer,
Ozer and Sad (2022), suggesting that effective management of the marketing mix fosters parental loyalty,
which is crucial for the school's success. These results diverge from some other studies, such as Ellitan
(2023); Li and Hung (2009); Malik et al. (2015), possibly due to cultural differences and individual
characteristics, with this study showing all components of the marketing mix significantly related to parental

loyalty.

Conclusions
This study delves into how a private school in Battambang, Cambodia, utilized its marketing
mix to cultivate its image and encourage parental loyalty. It found a positive correlation between four
components of the marketing mix—product, promotion, physical facilities, and parent-teacher
communication—and the school's image. While three components—place, price, and people-were not
correlated with school image, nevertheless they had the highest average parental perception scores. These
results indicate the school's effectiveness in creating a favorable impression. Furthermore, the study

revealed a direct link between the overall marketing mix and parental loyalty. All of these key factors
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significantly influenced the school's image and parental loyalty. This research emphasizes how important it
is for educational institutions to guide their marketing mix to forge a positive image and cultivate parental
loyalty. This involves not only delivering high-quality education, but also ensuring effective communication
with parents, maintaining an optimal learning environment, and consistently refining their services in

response to feedback and evolving needs.

Managerial Implications, Limitations, and Future Research Studies

The findings of this study underscore the importance of proactive image management
strategies and effective communication in shaping perceptions and fostering loyalty. However, the study has
several limitations. Its specific context at one particular school limits the generalizability of the findings.
Potential biases in data collection methods and constraints in fully understanding school operations may
have also impacted the results. Moreover, the exclusion of dropouts and students who left the school from
the sample may have resulted in a more favorable view of the school’s image and parental loyalty.

Future studies could explore additional factors influencing parental loyalty, conduct
comparative studies across multiple schools, or delve into the role of digital marketing in shaping school
image and parental loyalty. Additionally, future research could investigate the impact of the limitations
identified in this study on the results, providing a more nuanced understanding of the relationships among

the marketing mix, school image, and parental loyalty.
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Abstract

The objective of this study was to investigate the influence of digital content marketing strategy on
a positive attitude toward the brand. The digital content marketing strategy consisted of three dimensions:
digital channel diversity, digital form identification, and providing valuable information and experiences. Data
for analysis were collected through a survey of 554 consumers who regularly shopped online in the upper
northern region of Thailand, specifically in the four provinces of Chiang Mai, Chiang Rai, Lampang, and
Phayao. Multiple regression analysis was employed for hypothesis testing. The results indicated that the
three dimensions of digital content marketing strategy were significantly and positively related to a positive
attitude toward the brand. Theoretical and managerial contributions, along with recommendations for future

research, were also discussed.

Keywords: Digital Content Marketing Strategy, Good Attitude toward the Brand, Online Shopping,

Four Northern Provinces of Thailand

Introduction

In the age of technology and the Internet, being modern, user-friendly, and affordable is essential.
Alongside the development of convenient, fast, and low-cost logistics systems, comprehensive and thorough
services are crucial. This includes a fast and secure payment system that facilitates easier communication
between buyers and sellers. Based on the findings of the Transforming Southeast Asia—From Discovery to
Delivery survey conducted by Lazada in 2022, which aimed to analyze online shopper behavior, a total of
38,138 consumers across Southeast Asia were surveyed, encompassing various genders, age groups, and
income levels. Out of the respondents, 2,923 were exclusively Thai consumers. The survey revealed
intriguing information about the e-commerce market in Thailand. In 2022, the market was valued at 560,000
million baht, and it is projected to reach 600,000 million baht in 2023, indicating a growth rate of 13%.

Furthermore, by 2025, Thailand is anticipated to witness an increase of 43.5 million online shoppers
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(Thamonton Jang, 2023). Consequently, business competition has intensified. New traders emerge daily,
fostering a highly competitive market in terms of product delivery speed, service communication speed, and
prompt resolution of customer issues. This competition extends to brand building and promotional activities
aimed at capturing customers. These changes in consumer behavior are primarily driven by technological
advancements, especially during the subsiding of the COVID-19 pandemic, which has ushered in the "New
normal” era. Nowadays, most consumers have become accustomed to using online media in their daily lives,
with online product searches and financial transactions becoming routine from the comfort of their homes.
As consumer behavior continues to evolve, sellers must devise unique strategies to attract customers and
outperform their competitors, aligning with the emerging needs and preferences of consumers. This trend of
competition is not limited to Thailand; it is a global phenomenon.

In Thailand, the study of consumer behavior primarily focuses on factors influencing purchasing
decisions. These factors include marketing elements such as product, price, distribution channels, and
promotional activities, as well as personal factors, economic conditions, technology, laws and regulations,
and consumer attitudes. However, existing research tends to analyze the weight of these factors rather than
providing explanations for the underlying causes. For instance, while surveys indicate that prices affect
purchasing decisions, they often fail to delve into the specific reasons behind this influence. It is important
to recognize that the impact of price on purchase decisions varies depending on the product or service,
making it necessary to explore the efficiency and effects of marketing strategies and their
interconnectedness with other factors. Unfortunately, studies in this area remain limited, particularly
regarding innovative marketing strategies and competition within the Thai market.

In the digital age, entrepreneurs frequently employ digital content marketing strategies due to their
effectiveness. This approach involves creating content that precisely caters to the needs of the target
audience and distinguishes itself from competitors. By reflecting the identity of the product, organization, or
seller, such content adds value and generates interest and positive attitudes among consumers, thus
incentivizing efficient product purchases. Additionally, high-quality content marketing helps garner attention
and creates positive attitudes, motivation, and desires. The advantage lies in the fact that content marketing
can achieve these outcomes with a relatively smaller budget compared to traditional methods. Social media
communication, newsletters, videos, blog posts, images, and infographics are cost-effective and easily
accessible marketing tools. Consequently, it is crucial to adapt to changing consumer behavior to meet
future consumer needs. Providing customers with valuable information in the form of content and enabling
two-way communication to understand how consumers perceive content and why they choose to engage or
not is crucial for a company in creating successful content marketing (Savitha, Roopa, & Keerthana, 2023).

However, the theoretical and empirical aspects of content marketing toward customer value
creation have been underexplored in research (Repoviené & Paz€raite, 2023). Most of the existing research

that has focused on content marketing strategies has produced inconsistent results, primarily due to
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variations in contexts, markets, study durations, and sample populations. Consequently, there are noticeable
gaps in the understanding of these strategies. Therefore, the purpose of this study is to recommend and
evaluate new dimensions of digital content marketing strategies to examine their relationship on customer
attitudes. The outcomes of this study will provide insights into the causes and effects associated with these

strategies.

Research Objectives
To examine the relationship between different dimensions of digital content marketing
strategy (including digital channel diversity, digital form identification, and providing valuable information

and experience) and good attitude toward the brand.

Literature Reviews and Hypotheses Development

This study aims to investigate the effects of digital content marketing strategy on Actual
Purchases. The theory of planned behavior (TPB) is applied to explain how individuals' intentions to perform
a specific behavior are influenced by three key factors: attitudes toward the behavior, subjective norms, and
perceived behavioral control. These factors, in turn, influence actual behavior (Ferdous, 2010). TPB is one
of the most frequently used theories in social marketing (Lefebvre, 2001). In the context of content marketing
and actual purchase, the theory suggests that the content presented through marketing efforts can influence
consumers' attitudes toward the behavior of making a purchase. If the content is persuasive, informative,
and engaging, it can positively shape consumers' attitudes toward the product or brand, thereby increasing
the likelihood of purchase. TPB theory is crucial in content marketing to influence purchase decisions,
intentions, and actual purchase actions.

Ismail and Mokhtar (2016) synthesized findings from multiple research studies regarding the
relationship between attitude and behavior, revealing that attitude can exert its influence on behavior through
intention. Previous studies have demonstrated that an individual's assessment or actions, whether positive
or negative, are based on personal factors that shape attitudes toward actual purchase decisions (Ahmad
& Juhdi, 2008; Conner, Kirk, Cade, & Barrett, 2003). Consequently, attitude is recognized as a crucial factor
that can shape an individual's beliefs toward products and ultimately impact their behavioral choices
(Chaniotakis & Lymperopoulos, 2009; Haque, Rahman, & Haque, 2011) with any changes in attitude likely
to affect behavior (Ajzen & Fishbein, 2005). Individual attitudes toward products are influenced by cognitive
constructs as well as various emotional factors (Mihaela-Roxana & Yoon, 2010). The conceptual model

presents the aforementioned relationships, as shown in Figure 1.
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Control variables

- Gender

- Income

Digital content marketing strategy

®  Digital channel diversity H1-3 Good attitude

® Digital form identification —] toward the brand

®  Providing valuable information and

experience

Figure 1 The relationship model of digital content marketing strategy and good attitude toward the brand

Digital Content Marketing Strategy (DCM)

Content marketing is the creation and distribution of educational and/or compelling content in
multiple formats to attract and/or retain customers (Pulizzi & Barrett, 2008). Content marketing is a strategy
focused on creating a valuable experience (Rose & Pulizzi, 2011). However, the definition proposed by the
Content Marketing Institute for this new concept is a strategic marketing approach focused on creating and
distributing valuable, relevant, and consistent content to attract and retain a clearly-defined audience — and,
ultimately, to drive profitable customer action. Thus, in summary, content marketing is focused on providing
consumer value (Vinerean, 2017). Content marketing has been recognized as an integral component of
digital inbound marketing (Opreana & Vinerean, 2015), aiming to attract potential customers, retain existing
ones, and convert aspiring consumers into advocates. This is achieved through the creation of diverse forms
of valuable content that prospects perceive as beneficial and utilize to gain further knowledge or engage
with marketing offers by accessing websites or initiating contact. Digital marketing uses contemporary digital
channels to establish and foster enhanced connections with customers (Royle & Laing, 2014). Brands and
companies can communicate brand stories on various online platforms that aid in achieving business goals
related to customer conversion, acquisition, or retention, brand visibility, and value (Vinerean, 2017).

Therefore, this study on digital content marketing strategy refers to the strategic approach of
creating and distributing valuable, relevant, and engaging content to attract and retain a target audience
online. It involves using various digital channels, such as websites, blogs, social media platforms, email
marketing, and more, to deliver content that educates, entertains, or solves problems for the audience.
Recent research has highlighted content marketing's role in fostering consumer engagement, trust, and
value (Hollebeek & Macky, 2019). Digital content marketing leverages various online channels to establish
and enhance connections with customers (Taiminen & Ranaweera, 2019). The goal of digital content

marketing is to build brand awareness, drive website traffic, generate leads, and ultimately convert
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prospects into customers. Digital content marketing is a technique of distributing and disseminating useful
information to the target audience over the internet. Through digital content marketing, businesses can
communicate with present and potential customers using search engines, email, and social media. Digital
content marketing relies on providing valuable information and experiences to the audience rather than
directly promoting products or services. By establishing credibility, trust, and authority through valuable
content, businesses aim to attract and engage their target audience, nurture relationships, and ultimately
drive conversions and business growth, which consists of three newly proposed dimensions including Digital
Channel Diversity, Digital Form Identification, and providing valuable information and experience. Each

dimension of digital content marketing strategy can be explained as follows.

Digital Channel Diversity (DCD)

Digital channel diversity refers to the various online platforms and communication channels
through which businesses or organizations distribute their digital content or engage with their target
audience. Moreover, Stojkovié, Lovreta, & Bogeti(f (2016) defines multi-channel marketing as a situation in
which "a company uses two or more marketing channels to reach one or more market segments". Digital
channels can include websites, social media platforms, email marketing, mobile applications, search
engines, online advertising, and other digital platforms that facilitate the exchange of information, products,
or services in a digital format (Chaffey & Ellis-Chadwick, 2019).

In the present era, the Internet has revolutionized opportunities for businesses to harness the
power of digital marketing. Through the utilization of diverse digital marketing channels, organizations can
not only promote their products and services online but also expand their customer base (Al-Azzam & Al-
Mizeed, 2021). Currently, digital marketing possesses significant potential for future growth as customers
increasingly favor online shopping and perceive digital marketing as a safer alternative to traditional
marketing methods (Alzyoud, 2018). The design of digital channels needs to evoke positive responses,
satisfaction, and pleasurable experiences over a period of time, informing the emotional experience created.
The studies of Ahmed, Vveinhardt & Streimikiene (2017) revealed that mobile marketing, social media
marketing, and email marketing channels have a direct and significantly positive impact on brand
awareness. However, companies that neglect to employ digital strategies may risk losing a significant portion
of their customer base. One of the key factors driving the rapid growth of digital and social media marketing
is the ability to measure outcomes, particularly in comparison to traditional media (Cole, Denardin, & Clow,
2017). The design of digital channels plays a crucial role in evoking positive responses and creating
satisfying customer experiences (McLean, Osei-Frimpong, Al-Nabhani, & Marriott, 2020). It is crucial for
businesses to comprehend the multitude of digital and social media channels available for expanding their

operations (Cole, et al., 2017). Therefore, the hypothesis is proposed:
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Hypothesis 1: There is a positive relationship between digital channel diversity and good

attitude toward the Brand.

Digital form Identification (DFI)

Digital Form Identification refers to a business's ability to select appropriate digital formats for
their target audience. Content can be presented in various forms, including articles, videos, infographics,
and social media posts (Wang, Huang, & Lin, 2020). This content is usually customized to cater to the
specific requirements and preferences of the target audience and is often optimized for search engines to
enhance visibility and expand reach.

Content marketing is a crucial component of any marketing strategy, and it manifests in various
forms and formats. Whether it's blog posts, infographics, videos, podcasts, or more, the choices for content
creation are vast. However, with such a wide range of options, it can be difficult to determine the most
suitable form of content marketing for a business. Companies must delve into the different forms of content
marketing and gain a comprehensive understanding of which one aligns best with their marketing objectives.
Content marketing is any marketing format that involves the creation and sharing of media and publishing
content in order to attract and retain customers. The information can be presented in a variety of formats,
including news, video, white papers, e-books, infographics, case studies, how-to guides, question and
answer articles, photos, etc. (S,wieczak, 2016). Prepared content shall be shareable, easy to understand,
incentive, easily accessible, absorbing (Andac, Akbiyik, & Karkar, 2016).

Recent research has emphasized the importance of tailoring content forms to specific
marketing objectives and target audiences (Lou & Yuan, 2019). For instance, visual content such as
infographics and videos have been found to be positively associated with product branding and increasing
engagement (Kim & Yang, 2019). Moreover, posts with easily readable text, longer length (more than 31
words or 321 characters), and multiple hashtags tend to generate higher engagement and awareness levels
(Gkikas, Tzafilkou, Theodoridis, Garmpis, & Gkikas, 2022). The emotional response generated from customer
interactions with a company can give rise to a meaningful experience across various channels, subsequently
influencing both their behavior and cognitive thoughts. Over time, these experiences shape attitudes,
behaviors, and the overall perception of the experience, forging positive emotional connections with the
company. Particularly, memorable positive experiences foster favorable behaviors toward the company and,
in turn, cultivate customer loyalty. Thus, digital form identification tends to positively to a good attitude toward
the brand. Therefore,

Hypothesis 2: There is a positive relationship between digital form identification and good

attitude toward the brand.
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Providing Valuable Information and Experience (PIE)

Providing valuable information and experience is defined as the strategic approach of
delivering relevant and helpful information to consumers while creating engaging experiences. Recent
studies have shown a positive relationship between the quality of information provided by brands and
consumer trust and perceived value (Filieri, McLeay, Tsui, & Lin, 2018). When consumers have access to
relevant, accurate, and persuasive information, it influences their perception, beliefs, and evaluations, which
ultimately shape their attitude. Consumers rely on information to form opinions, make decisions, and assess
the value and quality of offerings. The information can come from various sources, such as advertising,
reviews, recommendations, product descriptions, and personal experiences. It helps consumers understand
the features, benefits, and value proposition of a product or service.

Several studies have explored the relationship between information and consumer attitude.
For example, research by Chen and Xie (2008) examined the impact of information quality on consumer
attitude toward online shopping. They found that higher-quality information positively influenced consumers'
attitudes, leading to greater trust and purchase intention. Another study by Alba and Hutchinson (1987)
investigated the role of information in shaping consumer attitudes toward brands. They discovered that
consumers who had more detailed and accurate information about a brand tended to have more positive
attitudes and were more likely to develop brand loyalty.

Companies utilize brands as signals or symbols to convey information regarding the quality of
their products or services to both consumers and other firms (Rao, Qu, & Ruekert, 1999). For these signals
to have an impact on consumers, they need to be trustworthy and credible (Tirole, 1988). The brand's
credibility plays a crucial role in establishing these signals and enhancing the persuasive power of
communication. The findings of Sheeraz, Khattak, Mahmood, and Igbal (2016) suggest that brand credibility
is helpful to increase the attitude toward brand and as a result attitude toward brand affects purchase
intentions of consumers. Moreover, Ha and Perks (2005) found that the quality of information provided by a
brand significantly impacts consumer trust and perceived value, leading to a positive attitude toward the
brand. As well as the results of Hennig-Thurau, Gwinner, Walsh, and Gremler (2002) demonstrated that
providing valuable information in online reviews and content significantly enhances consumer trust and
loyalty. Research by Bigne, Chatzipanagiotou, and Ruiz (2020) found that providing valuable content in
digital marketing positively influences consumer attitudes towards brands. Similarly, Liu, Shin and Burns
(2019) demonstrated a positive association between informative social media content and brand trust. Thus,
providing valuable information and experience is positively related to good attitude toward the brand.
Therefore,

Hypothesis 3: There is a positive relationship between providing valuable information and

experience and good attitude toward the brand.
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Good Attitude toward the Brand (GAB)

Good attitude toward the brand is defined as a positive evaluation of the brand by the
consumer. Recent research has consistently demonstrated a positive relationship between brand attitudes
and consumer behavior (Punyatoya, 2019). Moreover, Phelps and Hoy (1996) said that Attitude Toward
Brand is defined as a predisposition to respond in a favorable or unfavorable manner to a particular brand
after the advertising stimulus has been shown to the individual”. Shimp (1981) suggests that attitude can be
favorable or unfavorable and it is helpful to build up favorable and positive attitude toward the brand.
Furthermore, Attitude toward Brand refers to consumer propensity to assess the brand, on the basis of
previous experiences, available information and environment influences (Sheeraz et al., 2016)

In this study, good attitude toward the brand is defined as a positive evaluation of the brand
by the consumer, which is formed through their past experiences, the information available to them, and the
influences of the marketing environment. Previous research has consistently demonstrated that attitude can
shape behavior through intention. Consequently, attitude is regarded as a crucial factor that can influence
individual beliefs regarding products and, ultimately, their behavioral choices (Chaniotakis &
Lymperopoulos, 2009; Haque et al., 2011, with any changes in attitude likely to impact behavior (Ajzen &
Fishbein, 2005). Moreover, studies have shown that individuals' assessments or actions, whether positive or
negative, are influenced by personal factors that shape their attitudes toward actual purchases (Ahmad &

Juhdi, 2008).

Research Methodology

Population

The population used in this study consists of consumers who regularly shop online in Thailand.
There are 42 million online shoppers, accounting for 71% of the 59 million internet users in Thailand
(Eukeik.ee, 2021). These individuals serve as suitable samples for the study as their behavior encompasses
various forms of online purchasing. Their experiences hold valuable insights that can provide meaningful
answers. In the upper Northern region of Thailand, four provinces - Chiang Mai, Chiang Rai, Lampang, and
Phayao - stand out due to their higher population. A significant portion of the inhabitants in these provinces
are proficient users of social media, and they actively participate in prominent online social groups within
their respective regions. Consequently, conducting online surveys through questionnaires is a well-suited

approach for data collection in these areas.

Sample Selection
Since the questionnaire used as a data collection tool employs a 5-level Likert scale, it is
necessary to determine an appropriate sample size for the study. The researcher has chosen a method for

calculating the sample size using the online tool provided by www.surveymonkey.com, which is widely
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recognized for its surveys, business research, marketing, education, consumer behavior, health studies, and
in-depth analytics capabilities.

The sampling method used in this study is stratified random sampling. This method was
chosen because it allows for the division of the population into subgroups (strata) based on relevant
characteristics, such as geographic location within the four upper Northern provinces of Thailand. From each
stratum, participants were then randomly selected, ensuring a representative sample from each area.

The sample size was calculated using SurveyMonkey's sample size calculator, which employs
statistical formulas that consider the population size, confidence level, and margin of error. For a population
greater than 1,000,000 people, with a confidence level of 95% and a margin of error of 5%, the calculator
determined that a minimum sample size of 385 is required to ensure statistical significance.

This approach to sample size determination is widely accepted by academics and businesses
worldwide due to its statistical rigor and reliability. The stratified random sampling method, combined with
the calculated sample size, helps ensure that the study results will be representative of the larger population

and statistically valid.

Data Collection

This online questionnaire was used to collect data through various applications such as email,
Facebook, and Line. Data collection for the online questionnaire took place over 1 month, from November 1
to November 30, 2023. A total of 690 questionnaires were sent, of which 114 were returned due to invalid
email addresses, resulting in 576 questionnaires received. After checking the completeness of the
questionnaires, it was found that 22 were incomplete, leaving 554 complete questionnaires for further
analysis. To examine potential non-response bias and identify any issues related to non-response errors, the
evaluation and investigation of non-response bias focused on comparing the first and second-wave data,
following the recommendation of Armstrong and Overton (1977). There were no statistically significant
differences between the first and second groups at a 95% confidence level as gender (t = 0.17, p > .05),
age (t =0.13, p > .05), and income (t = 0.15, p > .05). In this regard, neither procedure showed significant
differences. Accordingly, this study can appropriately use the samples of this for testing the research

relationships and approving the research results.

Measurement Model
The questionnaire was developed from prior studies and related fields. The measurement
variable of each construct in the conceptual framework was operated by the new scale, based on its
definitions and the adaptation or development from the relevant literature, and using a five-point Likert scale
ranging from 1 (strongly disagree) to 5 (strongly agree) to express the degree of the item. Each variable was

measured by the 5-item scale which explains as follows.
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Independent Variables

Digital channel diversity is measured by assessing the number of digital channels utilized by
consumers for shopping, the type of communication channels employed by businesses, user-friendliness
and accessibility of these channels, as well as associated costs and fees.

Digital form identification is measured by examining the preferred digital formats consumers
use for shopping, watching, studying, and their preferences across various options such as articles, blog
posts, videos, infographics, podcasts, e-books, whitepapers, case studies, webinars, and social media
posts.

Providing valuable information and experience is measured by capturing consumer opinions
regarding business strategies that aim to deliver product satisfaction, enhance product image, ensure
product quality and usability, build confidence and acceptance of the brand through content marketing. This

includes factors like beauty, durability, safety, taste, uniqueness, and value for money or time.

Dependent Variable
Good attitude toward the brand is measured by evaluating consumer responses concerning
the perceived value of the received product or service. This includes indicators such as liking, recall,

protection of the product's reputation, and positive word-of-mouth.

Control Variables

Gender: Previous business studies have consistently shown that male consumers engage in
more online purchases and spend more money online compared to females. They are also equally or more
likely to continue shopping online in the future and hold a favorable attitude towards online shopping. On the
other hand, women tend to exhibit higher levels of web apprehensiveness and are more skeptical of e-
business compared to men (Stafford, Turan, & Raisinghani, 2004). These findings suggest that gender can
have an impact on online consumer behavior. Therefore, to minimize the potential influence of gender on the
study's variables, it is considered a control variable.

Income: The study conducted by Bagchi and Mahmood (2004) revealed a positive relationship
between income and the tendency to engage in online shopping. These results suggest that consumers'
income levels may influence their perception of information and their likelihood of making online purchases.
To ensure that the effects of other variables are not confounded by income, it is treated as a control variable
in this study.

As aforementioned, the measurements of these constructs were self-developed, based on
their definitions, and adapted or developed from existing literature. A summary of the measurements for all

variables is shown in Table 1.
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Table 1 A summary of measurements of all variables

Variables ltems References

Digital channel diversify Chaffey and Ellis-Chadwick (2019)

Digital form identification Gkikas et al. (2022)

Providing information and experience Chen and Xie (2008)

o o A~ O,

Good attitude toward the brand Phelps and Hoy, (1996); Mihaela-Roxana and Yoon, (2010)

Construct Validity and Reliability
After confirming that exploratory factor analysis of the scale items yields the expected construct
solutions, the current study proceeds with a confirmatory factor analysis to assess the construct validity and
reliability of the measures, following the approach of Gerbing and Anderson (1988). The estimation results of
the measurement model, including factor loadings and composite reliability for each construct, are presented

in Table 2.

Table 2 Results of measure validation and reliability

Variables Factor loadings ltem-total Cronbach’s
correlation alpha
Digital channel diversify (DCD) 0.73-0.94 0.59-0.86 0.87
Digital form identification (DFI) 0.87-0.93 0.78-0.89 0.78
Providing information and experience (PIE) 0.75-0.96 0.63-0.96 0.93
Good attitude toward the brand (GAB) 0.74-0.94 0.61-0.90 0.89

To begin with, a confirmatory factor analysis was performed to explore the relationships among
numerous items and to see if they could be simplified into fewer factors, in line with the methodologies of
Bagozzi, Yi, and Phillips (1991) and Nunnally and Bernstein (1994). The analysis yielded factor loadings all
above the threshold of 0.40, which were statistically significant.

Next, the study gauged discriminant ability through item-total correlations, adopting Churchill's
(1979) method, with all item-total correlations exceeding the minimum criterion of 0.30, confirming scale
validity.

Lastly, measurement reliability was assessed using Cronbach's alpha coefficients, following
the guidelines by Nunnally and Bernstein (1994). With Cronbach's alpha values surpassing 0.70, the scale’s

reliability is affirmed.
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Consequently, significant factor loadings for each construct were observed, affirming
convergent validity. Additionally, the research confirmed each construct's reliability through composite
reliability. Thus, the internal consistency of all measures indicates they are valid and reliable for subsequent

analyses in this study.

Statistics Used in Analysis.

Statistical analysis for this study is a multiple regression analysis, which is the appropriate
statistic for the analysis of hypothesis testing. It was tested for the assumptions before the data was used for
the multiple regression analysis (Hair, Black, Babin, & Anderson, 2010). The raw data was checked for the
baseline data for the regression analysis before being used in the analysis to test hypotheses, which are
basic terms. Inspected include normal distribution measurement, relationship problems between
independent variables, relationship problems between independent variables and dependent variables, and
linear relationship problems. The results of the examination found that the various values are accepted. So,
all the hypotheses have evolved from the literature review as described in the beginning. It has been

converted into the form of a statistical equation as follows:

GAB= 0., + 8,0cD + B,0F1 + B.,PIE + B,GEN + B.INC + €,

Results

Table 3 displays the descriptive statistics and correlation matrix for all the variables examined.
The possibility of multicollinearity, which occurs when the inter-correlation among predictor variables
exceeds 0.80, indicating a strong relationship as noted by Hair et al. (2010), was considered. However, the
correlations in this study range from 0.29 to 0.66 at the p < 0.01 significance level, allowing for the testing of
potential relationships in the conceptual model. Additionally, variance inflation factors (VIFs) were calculated
to assess the impact of non-orthogonality among independent variables on standard errors. The VIFs,
ranging from 1.35to 2.03 are significantly below the threshold of 10, as recommended by Neter, Wasserman,
and Kutner (1985), indicating no significant correlation among the independent variables. Consequently, this

study does not encounter serious multicollinearity issues.

Table 3 Descriptive statistics and correlation matrix

Variables DCD DFI PIE GAB
Mean 415 419 414 413
Standard deviation 0.60 0.56 0.52 0.57
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Variables DCD DFI PIE GAB
Digital channel diversify (DCD) 1
Digital form identification (DFI) 0.63*** 1
Providing information and experience (PIE) 0.52*** 0.61*** 1
Good attitude toward the brand (GAB) 0.55*** 0.66*** 0.61%* 1

***p<.01

Table 4 shows the results of the multiple regression analysis of the relationships among digital
channel diversity, digital form identification, providing information and experience, and good attitude toward
the brand. Firstly, digital channel diversity demonstrates a significant positive relationship with good attitude
toward the brand (b = 0.148, p < 0.01). Therefore, Hypothesis 1 is supported. Secondly, digital form
identification exhibits a significant positive relationship with good attitude toward the brand (b = 0.395, p <
0.01). Therefore, Hypothesis 2 is supported. Finally, providing information and experience shows a
significant positive relationship with good attitude toward the brand (b = 0.318, p < 0.01). Therefore,

Hypothesis 3 is supported.

Table 4: Results of multiple regression analysis of digital channel diversify, digital form identification,

providing information and experience, and good attitude toward the brand

Model Independent variables Dependent variables

(Good attitude toward the brand: GAB)

B Std.Error Beta t p-value

1 Constant 0.483 0.162 - 2.974 0.003
Digital channel diversify (DCD) 0.148 0.037 0.156 3.980 0.000***
Digital form identification (DFI) 0.395 0.043 0.389 9.242 0.000***

Providing information and experience (PIE) 0.318 0.042 0.292 7.633 0.000***
Gender (GEN) 0.069 0.044 0.053 1.559 0.120
Income (ICM) 0.127 0.040 0.024 0.683 0.495

Durbin-watson = 1.584, R= .724, R’= 524, F= 120.605, Sig. of F =.000, **p<.01

Discussion

The results of this study reveal several significant relationships between the dimensions of digital
content marketing strategy and good attitude toward the brand, as well as between good attitude toward the

brand and actual purchase.

86



SAISUSMTANAAS AW INENAEAURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

119 13 U9 3 (MUENEU-51421AN 2567)

Digital channel diversity shows a positive relationship with good attitude toward the brand (b =
0.148, p < 0.01). This finding aligns with previous research by Ahmed, Vveinhardt, & Streimikiene (2017),
which found that various digital marketing channels, including mobile marketing, social media marketing,
and email marketing, positively impact brand awareness. The positive relationship observed in this study
suggests that utilizing diverse digital channels may contribute to developing favorable brand attitudes
among consumers.

Digital form identification demonstrates a strong positive relationship with good attitude toward
the brand (b = 0.395, p < 0.01). This result is consistent with the findings of Gkikas et al. (2022), who noted
that different digital forms, such as e-marketing and infographics, are effective for product branding and
advertising. The strong relationship observed in this study indicates that appropriate selection of digital
content forms may play a crucial role in shaping consumers' attitudes toward brands.

Providing information and experience also shows a positive relationship with good attitude toward
the brand (b = 0.318, p < 0.01). This finding is in line with previous research by Sheeraz et al. (2016), which
suggested that brand credibility, often established through information provision, helps increase positive
attitudes toward brands. Similarly, Ha and Perks (2005) found that the quality of information provided by a
brand significantly impacts consumer trust and perceived value, leading to positive brand attitudes.

These results collectively suggest that digital content marketing strategy, through its various
dimensions, plays a significant role in shaping consumers' attitudes toward brands. The findings provide
empirical support for the importance of digital channel diversity, appropriate digital form identification, and

the provision of valuable information and experiences in digital marketing efforts.

Conclusion

The digital content marketing strategy emphasizes the importance of digital channels, content
forms, and reliable information in creating high-quality content. This study examined the relationships
between different dimensions of digital content marketing strategy and their associations with good
attitude toward the brand. The research, based on a sample of 554 consumers in Thailand, yielded
several significant findings.

The results indicate positive relationships between all three dimensions of digital content
marketing strategy and good attitude toward the brand. Specifically:

1. Digital channel diversity shows a positive relationship with good attitude toward the brand
(b =0.148, p < 0.01).
2. Digital form identification demonstrates a strong positive relationship with good attitude

toward the brand (b = 0.395, p < 0.01).

87



SAISUSMTANAAS AW INENAEAURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

119 13 U9 3 (MUENEU-51421AN 2567)

3. Providing valuable information and experience exhibits a positive relationship with good
attitude toward the brand (b = 0.318, p < 0.01).

These findings underscore the importance of diverse digital channels, appropriate content forms,
and valuable information in shaping consumer attitudes towards brands, which in turn relates to actual
purchasing behavior. The results suggest that content creators should focus on ensuring accuracy,
relevance, clarity, engagement, uniqueness, utility, and visual appeal in their digital content to effectively
deliver their intended message and provide value to the target audience. While this study collected data
from consumer perspectives, the insights gained are valuable for organizational executives. They highlight
the need for supporting organizational resources, paying attention to digital content strategies, and
developing guidelines for creating valuable information.

For future research, it is recommended to conduct more extensive literature reviews related to
digital content marketing strategy and consider collecting data from business or industry perspectives to

provide a more comprehensive view of the subject.

Contributions and directions for future research
Theoretical contributions

This paper aims to contribute to the existing knowledge on the significance of the
relationship between information and consumer attitude. The theory of planned behavior (TPB) is employed
to elucidate the impact of individuals' intentions on specific behaviors. The findings affirm that higher-quality
and valuable information exerts a positive influence on consumers' attitudes, consequently fostering a
favorable attitude toward the brand. Notably, the study expands the understanding of three novel dimensions
of digital content marketing strategy, shedding light on the role of information in shaping consumer attitudes
toward brands. It is observed that consumers who possess more detailed and accurate brand information
tend to exhibit more positive attitudes and are more likely to develop brand loyalty. Similarly, brand credibility
plays a significant role in enhancing attitudes toward the brand. Overall, these findings confirm the
applicability of TPB in explaining the formation of attitudes toward the brand. While the study validates one
factor of TPB, namely attitudes toward the behavior, further investigation is required to explore the
relationship between good attitude toward the brand with respect to the remaining two factors of TPB in

future research.

Managerial implications
The results of this study provide practical managerial guidance for the development and
implementation of customer-centric digital content marketing (DCM) strategies. Importantly, these findings
shed light on the factors that influence consumer attitudes from a strategic perspective, capturing the
behavior and response of DCM while considering the latest digital channels, digital forms, and valuable

content.
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To guide customer-centric DCM, we propose three key dimensions. Firstly, digital channel
diversification serves as the foundation of DCM. Therefore, companies should utilize various channels to
reach all customer segments. It is important to recognize that customers differ in terms of geography and
demographics. By employing technology, firms can map out the broader customer journeys and track
customer engagement at different stages of the journey.

Secondly, the selection of digital forms should be tailored to consumer behaviors. In
Thailand, for instance, consumers tend to prefer social media platforms such as YouTube, Facebook, Line,
TikTok, and Instagram. The impact of these applications on consumer response varies based on factors
such as gender, age, income, and education. Hence, companies should choose digital channels based on
their target audience.

Lastly, the creation of a valuable content portfolio should aim to assist buyer personas in
framing their business problems, support their problem-solving efforts throughout the customer journey, and
facilitate progress along their journeys through synergistic content pathways. By focusing on these three
dimensions, companies can develop effective DCM strategies that resonate with customers and drive

engagement.

References

Ahmad, S. N. B., & Juhdi, N. (2008). Consumer's perception and purchase intentions toward organic food
products: Exploring the attitude among Malaysian consumers. In 16" Annual Conference on
Pacific Basin Finance, Economics, Accounting, and Management (pp. 1-15).

Ahmed, R. R., Vveinhardt, J., & Streimikiene, D. (2017). Interactive digital media and impact of customer
attitude and technology on brand awareness: Evidence from South Asian countries. Journal of
Business Economics and Management, 18(6), 1115-1134.

Ajzen, |., & Fishbein, M. (2005). The influence of attitudes on behavior. In The Handbook of Attitudes (pp.
173-221). NJ: Lawrence Erlbaum Associates Publishers.

Al-Azzam, A. F., & Al-Mizeed, K. (2021). The effect of digital marketing on purchasing decisions: A case
study in Jordan. Journal of Asian Finance, Economics and Business, 8(5), 455-463.

Alba, J. W., & Hutchinson, J. W. (1987). Dimensions of consumer expertise. Journal of Consumer
Research, 13(4), 411-454.

Alzyoud, M. F. (2018). Does social media marketing enhance impulse purchasing among female
customers? Case study of Jordanian female shoppers. Journal of Business and Retail
Management Research, 13(2), 135-151.

Andac A., Akbiyik F., & Karkar A. (2016). Customer satisfaction factor in digital content marketing: Isparta

Province as an example. International Journal of Social Science Studies, 4(5), 124-135.

89



SAISUSMTANAAS AW INENAEAURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

119 13 U9 3 (MUENEU-51421AN 2567)

Armstrong, J. S., & Overton, T. S. (1977). Estimating non-response bias in mail surveys. Journal of
Marketing Research, 14(3), 396-402.

Bagchi, K., & Mahmood, M. A. (2004). A longitudinal study of business model of online shopping behavior
using a latent growth curve approach. In Proceedings of the Tenth Americas Conference on
Information Systems (pp. 297). New York: Association for Information Systems.

Bagozzi, R. P., Yi, Y., & Phillips, L. W. (1991). Assessing construct validity in organizational research.
Administrative Science Quarterly, 36(3), 421-458.

Bigne, E., Chatzipanagiotou, K., & Ruiz, C. (2020). Pictorial content, sequence of conflicting online reviews
and consumer decision-making: The stimulus-organism-response model revisited. Journal of
Business Research, 115, 403-416.

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing. UK: Pearson.

Chaniotakis, I. E., & Lymperopoulos, C. (2009). Service quality effect on satisfaction and word of mouth in
the health care industry. Managing Service Quality, 19(2), 229-242.

Chen, Y., & Xie, J. (2008). Online consumer review: Word-of-mouth as a new element of marketing
communication mix. Management Science, 54(3), 477-491.

Churchill, G. A., Jr. (1979). A paradigm for developing better measures of marketing constructs. Journal of
Marketing Research, 16(1), 64-73.

Cole, H. S., Denardin, T., & Clow, K. E. (2017). Small service businesses: Advertising attitudes and the use
of digital and social media marketing. Services Marketing Quarterly, 38(4), 203-212.

Conner, M., Kirk, S. F. L., Cade, J. E., & Barrett, J. H. (2003). Environmental influences: Factors influencing
a woman's decision to use dietary supplements. The Journal of Nutrition, 133(6), 19785-1982S.

Eukeik.ee. (2021). Behavior and market value eCommerce 2021. Retrieved 7 March 2023, from
https://marketeeronline.co/archives/238032

Ferdous, A. S. (2010). Applying the theory of planned behavior to explain marketing managers’
perspectives on sustainable marketing. Journal of International Consumer Marketing, 22(4),
323-335.

Filieri, R., McLeay, F., Tsui, B., & Lin, Z. (2018). Consumer perceptions of information helpfulness and
determinants of purchase intention in online consumer reviews of services. Information &
Management, 55(8), 956-970.

Gerbing, D. W., & Anderson, J. C. (1988). An updated paradigm for scale development incorporating
unidimensionality and its assessment. Journal of Marketing Research, 25(2), 186-192.

Gkikas, D. C., Tzafilkou, K., Theodoridis, P. K., Garmpis, A., & Gkikas M. C. (2022). How do text
characteristics impact user engagement in social media posts: Modeling content readability,
length, and hashtags number in Facebook. International Journal of Information Management

Data Insights, 2(1), 1-9.

90



SAISUSMTANAAS AW INENAEAURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

119 13 U9 3 (MUENEU-51421AN 2567)

Ha, H.-Y., & Perks, H. (2005). Effects of consumer perceptions of brand experience on the web: Brand
familiarity, satisfaction and brand trust. Journal of Consumer Behaviour, 4(6), 438-452.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis: A Global
Perspective (7" ed.). New York: Pearson Education.

Haque, A., Rahman, S., & Haque, M. (2011). Religiosity, ethnocentrism and corporate image toward the
perception of young Muslim consumers: Structural equation modeling approach. European
Journal of Social Sciences, 23(1), 98-108.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2002). Understanding relationship
marketing outcomes: An integration of relational benefits and relationship quality. Journal of
Service Research, 4(3), 230-247.

Hollebeek, L. D., & Macky, K. (2019). Digital content marketing's role in fostering consumer engagement,
trust, and value: Framework, fundamental propositions, and implications. Journal of Interactive
Marketing, 45, 27-41.

Ismail, S., & Mokhtar, S. S. M. (2016). Linking attitude to actual purchase of herbal products in Malaysia:
The moderating role of perceived risk. Journal of Asian Business Strategy, 6(2), 22-30.

Kim, D. H., & Yang, S. C. (2019). Examining the effects of social media marketing on online consumer
behavior. International Journal of Internet Marketing and Advertising, 13(4), 338-362.

Lefebvre, R. C. (2001). Theories and models in social marketing. In Handbook of Marketing and Society
(pp. 506-518). Thousand Oaks, CA: Sage publication.

Liu, X., Shin, H., & Burns, A. C. (2019). Examining the impact of luxury brand's social media marketing on
customer engagement: Using big data analytics and natural language processing. Journal of
Business Research, 125, 815-826.

Lou, C., & Yuan, S. (2019). Influencer marketing: How message value and credibility affect consumer trust
of branded content on social media. Journal of Interactive Advertising, 19(1), 58-73.

McLean, G., Osei-Frimpong, K., Al-Nabhani, K., & Marriott, H. (2020). Examining consumer attitudes
towards retailers' m-commerce mobile applications — An initial adoption vs. continuous use
perspective. Journal of Business Research, 106, 139-157.

Mihaela-Roxana, I., & Yoon, C. C. (2010). Analyzing the effects of product label message on consumers’
attitude and intention. Journal of Business & Economic Research, 8(11), 125-136.

Neter, J., Wasserman, W., & Kutner, M. H. (1985). Applied linear statistical models: Regression, analysis
of variance, and experimental designs (2" ed.). Homewood, IL: Richard D. Irwin, Inc.

Nunnally, J. C., & Bernstein, |. H. (1994). Psychometric Theory (3" ed.). New York: McGraw-Hill.

Opreana, A., & Vinerean, S. (2015). A new development in online marketing: Introducing digital inbound

marketing. Expert Journal of Marketing, 3(1), 29-34.

91



SAISUSMTANAAS AW INENAEAURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

119 13 U9 3 (MUENEU-51421AN 2567)

Phelps, J. E., & Hoy, M. G. (1996). The Aad-Ab-PlI relationship in children: The impact of brand familiarity
and measurement timing. Psychology & Marketing, 13(1), 77-105.

Pulizzi, J., & Barrett, N. (2008). Get Content, Get Customers: Turn Prospects into Buyers with Content
Marketing. NY: McGraw Hill.

Punyatoya, P. (2019). Effects of cognitive and affective trust on online customer behavior. Marketing
Intelligence & Planning, 37(1), 80-96.

Rao, A. R., Qu, L., & Ruekert, R. W. (1999). Signaling unobservable product quality through a brand ally.
Journal of Marketing Research, 36(2), 258-268.

Repoviené, R., & Paiéraité, A. (2023). Content marketing toward customer value creation. International
Journal of Internet Marketing and Advertising, 18(2/3), 263-285

Rose, R., & Pulizzi, J. (2011). Managing Content Marketing: The Real-World Guide for Creating Passionate
Subscribers to Your Brands. UK: CMI Books.

Royle, J., & Laing, A. (2014). The digital marketing skills gap: Developing a digital marketer model for the
communication industries. International Journal of Information Management, 34(2), 65-73.

Savitha, R., Roopa, J., & Keerthana, A. (2023). A study on effect of content marketing on customer
engagement with respect to NIKE. Journal of Survey in Fisheries Sciences, 10(4s), 1806-1816.

Sheeraz, M., Khattak, A. K., Mahmood, S., & Igbal, N. (2016). Mediation of attitude toward brand in the
relationship between service brand credibility and purchase intentions. Pakistan Journal of
Commerce and Social Sciences, 10(1), 149-163.

Shimp, T. A. (1981). Attitude toward the ad as a mediator of consumer brand choice. Journal of
Advertising, 10(2), 9-48.

Stafford, T. F., Turan, A., & Raisinghani, M. S. (2004). International and cross-cultural influences on online
shopping behavior. Journal of Global Information Management, 7(2), 70-87.

Stojkovié, D., Lovreta, S., & Bogetié, Z. (2016). Multichannel strategy: The dominant approach in modern
retailing. Economic Annals, 61(209), 105-127.

S’Wieczak, W. (2016). Use of content marketing strategy tools in the Polish research institutes. Marketing of
Scientific and Research Organizations, 22(4), 103-134.

Taiminen, K., & Ranaweera, C. (2019). Fostering brand engagement and value-laden trusted B2B
relationships through digital content marketing: The role of brand's helpfulness. European
Journal of Marketing, 53(9), 1759-1781.

Thamonton Jang. (2023). Shop non-stop, the eCommerce market exceeds 600 billion, it is expected
online shopping in Thailand increased to 43.5 million people in 2025. Retrieved 7 March 2023,
from https://marketeeronline.co/archives/299525

Tirole, J. (1988). The Theory of Industrial Organization. Cambridge, MA: MIT Press.

92



SAISUSMTANAAS AW INENAEAURTITET

119 13 U9 3 (MUENEU-51421AN 2567)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

Vinerean, S. (2017). Content marketing strategy: Definition, objectives and tactics. Expert Journal of
Marketing, 5(2), 92-98.

Wang, R., Huang, Y., & Lin, X. (2020). Decision making in digital content marketing: A content analysis of

native advertising videos. Journal of Interactive Advertising, 20(3), 258-272.

93



AU ITAARAS AW INENAEALATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

71 13 aUiufi 3 (Fueneu-swanas 2567)

Critical Success Factors of ERP Implementation: Literature Review

1 . . 1 .
Panadda Chanphet Kornwipa Tianpasakorn Suchada Wutt|panyarattanakul1

1 . . .
Burapha Business School, Burapha University

E-mail: panadda.ch@go.buu.ac.th

Received: 29 May 2024
Revised: 6 October 2024

Accepted: 16 December 2024
Abstract

Enterprise Resource Planning (ERP) systems are regarded as critical tools for enhancing business
competitive advantage. However, adopting a new ERP system requires significant attention and effort, as
the failure rates of ERP implementations remain high due to their complexity. This study aims to review
existing literature published between 2016 and 2023 to identify the key factors contributing to successful
ERP project implementation. By analyzing 38 research studies retrieved through a computer search engine
using tabular format and content analysis methods, the study identified seven key success factors frequently
cited for ERP project success: top management support, user training and education, project management,
change management, communication, business process reengineering, and user involvement. These

factors are critical for achieving successful ERP project outcomes.
Keywords: ERP Implementation, Critical Success Factors, Competitive Advantage
Introduction

As competition increases in both domestic and global markets, it is essential for businesses to be
flexible and immediately respond to the transformation of the environment. Under the pressure of improving
customer satisfaction, the concern for stakeholder needs, and the rapid change of technological, competitive
advantage seems to be the main emphasis that all organizations desperately attempt to achieve in order to
strengthen their business and to survive in such an intense competitive environment (Kotenko, Heiets, &
Yacout, 2021; Denic, Vujovice, Stevanovic, & Spacic, 2016).

Regarding this, many approaches are taken into account to accomplish this goal, such as
leadership, organizational culture, resource availability, (Azeem, Ahmed, Haider, & Sajjad, 2021; Irungu &

Arasa, 2017) improve performance management (Resurreccion, 2012), innovation (Anyanitha Distanont &
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Orapan Khongmal, 2020), business strategy (Farida & Setiawan, 2022), and information technology also
included (Muazu & Abdulmalik, 2021).

Enterprise resource planning (ERP) system is one of the information technologies available in
today’s business world and play a critical role in helping organizations effectively manage theirs resources
and support their business processes (Sheik & Sulphey, 2020) to achieve organizational competitive
advantage.

However, to successfully implement the ERP system is not as simple as it seems; it requires
intensive attention and effort. Numerous critical success factors have been introduced in the past few
decades, but with this pile of factors, it would be too much for practitioners to focus on and would create
confusion later on.

Therefore, the aim of this study is to review the existing literature in order to see which success
factors are the key to successfully implementing ERP projects, and hoped that the findings of this study will
provide a contribution to both practitioners and academicians. In terms of practitioners, the discoveries might
offer an understanding and realization of where their attention should be placed at the beginning stage of
the project implementation that could help reduce their confusion, whereas the discoveries found in this
literature review might encourage academicians to conduct empirical research studies to prove their

influence in the real world.

ERP Definition and Benefits

ERP is a large, highly complex information system software. With effective architecture, it is
considered backbone of an organization in managing data received from daily business activities. It
facilitates the flow of information between different departmental functions such as manufacturing, sales and
marketing, accounting, finance, and human resources, including external stakeholders like suppliers,
retailers, and customers (Abejo, 2023; Akmila, Fadilah, & Dewi, 2023; Imhoff & White, 2011; Ranjan, Jha, &
Pal, 2018; Laudon & Laudon, 2004; Ross, Weill, & Robertson, 2006). The integration of business processes
is achievable via the sharing of a common database which is updated in real-time, this makes ERP system
different from other traditional information systems that were created as stand-alone operations (Hadidi, Al-
Rashdan, Hadidi, & Soubhi, 2020; Tenhiala, Manus Rungtusanatham, & Miller, 2018).

Moreover, it was proved that implementing an ERP system leads to considerable benefits such
as reducing manual data entry, ensuring system upgradability, adaptability, portability, and the application
of best practices (Olaoye & Potter, 2024). Organizations like an Irish multinational pharmaceutical firm
(Carton, Adam, & Sammon, 2008), Mesfine Industrial Engineering Pvt. (Boltena & Gomez, 2012), Rolls-Royce
(Yusuf, Gunasekaran, & Abthorpe, 2004), and more have come to agree that ERP is a professional solution
that enables them to accomplish their desired outcomes (l’_obaziewicz, 2015; Ranjan et al., 2018). The ERP

system also delivers high-quality and reliable information that allows managers to make better decisions,
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strengthen internal controls, enhance the value of sustainability operations, and increase long-term
profitability (Hsiung & Wang, 2014; Huang, Chiu, Chao, & Armati, 2019; Ouiddad, Okar, Chroqui, & Hassani,
2021).

Success vs Failure in ERP Implementation:

Due to its usefulness, ERP system has become a ‘must-have’ information technology that is
required by all type of organizations wishing to obtain more business opportunities and reaching higher
competitive advantage levels (Zouaghi & Laghouag, 2016). Those who achieve successful of ERP
implementation may earn higher performance. For instance dry food packaging industry, by implementing
an ERP system the company’s supplier can track the need for items and makes supplies to complete the
company’s inventory within required time. According to Menon (2020) who conducted qualitative single case
study in oil and gas industry, with successful ERP implementation, the organization benefits in six key areas:
standardization of common business processes, single integrated system, standardized reporting, improved
key performance indicators (KPI), all countries in one system, and easy access to data.

However, the process of implementing an ERP system is not as easy as it seems. It demands
extensive time, money, and organizational resources and also involves a high risk of failure (Aini, Lubis,
Witjaksono, & Azizah, 2020; Juniawan, Ashari, Prastiti, Inayah, Gunawan, & Putra, 2022; Pecherskaya,
Averina, Kamaletdinov, Tretyakova, & Magomadova, 2016). Besides the failure rate of ERP implementation
is considered high, ranging from 67% to 90% and 65% of ERP implementations are found to go beyond the
planed budget. Additionally, 70% of ERP implementations is unable to meet the expected benefits. (Aini et
al., 2020; Juniawan et al., 2022; Prasetyo, Lubis, Witjaksono, & Azizah, 2019; Saygili, Ozturkoglu, &
Kocakulah, 2017).

Therefore, many attempts have been made to identify critical success factors to determine
how successful ERP project implementation can be achieved. Tracing back to 1979, Rockart was the first
author to develop critical success factors theoretical foundation for ERP research (Goldston, 2019). He
described key success factors as the limited number of areas in which results, if satisfactory, will ensure
competitive advantage leading to enhanced organizational performance (Menon, 2020). Building on
Rockart's theoretical foundation, several critical success factors have been identified by previous
researchers (Akmila et al., 2023; Huang, Rahim, Foser, & Anwar, 2021; Epizitone & Olugbara, 2020; Finney
& Corbett, 2007; Hasan, Ebrahim, Mahmood, & Rahman, 2018; Holland & Light, 1999; Idilbi & Abu-Shanab,
2019; Jiwasiddi & Mondong, 2018; Madi, Ayoubi, & Alzbaidi, 2024; Nah, Lau, & Kuang, 2001; Somers &
Nelson, 2001).

A vast number of critical success factors have been examined for their effect on the ERP
implementation (Denic et al., 2016). This study aims to review the critical success factors of ERP project

implementation most frequently cited in previous studies and literature available between 2016-2023. By
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searching for "ERP implementation, critical success factors, literature review, and case study" utilizing a
computer search engine across a number of databases, such as Google Scholar, IEEE/Xplore, EBSCOhost,
Emerald, ScienceDirect, Proquest Computing, and ACM Digital Library.

Following the collection of articles, irrelevant papers were eliminated using inclusion and
exclusion criteria. First, the publication year ought to fall between 2016 and 2023. Second, a reputable journal
must publish the research paper. However, additional unpublished papers-such as theses, final projects,

theses, and doctorate dissertations-are not included in this study. The articles retrieved from the search

shown in Table 1.
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Table 1 Published Articles during the year 2016-2023

Year of Authors Research Titles
Publication
2016 1. Prodromos Chatzoglou, Dimitrios Chatzoudes, Leonidas - Critical success factors for ERP implementation in SMEs.

Fragidis, and Symeon Symeonidi

2.Nebojsa M. Denic, Vuk Vujovic, Vesna, Stevanovic, and - Key factors for successful implementation of ERP systems

Boban Spasic

3.Velina P. Pecherskaya, Lyudmila V. Averina, Assessment of critical success factors transformation in ERP projects

Yuri A. Kamaletdinov, Natalia V. Tretyakova, and Tamilla L.

Magomadova
4.Raafat George Saade and Harshjot Nijher - Critical success factors in enterprise resource planning implementation:
A review of case studies
5. Ahmad Saleh Shatat and Naser Dana - Critical success factors across the stages of ERP system implementation
in Sohar university: A case study
2017 1.Naeem Ahmed, A. A. Shaikh, and Muhammad Sarim - Critical success factors play a vital role in ERP implementation in
developing countries: An exploratory study in Pakistan
2.Jonathan Arvidsson and Daniel Kojic - Critical success factors in ERP implementation: The perspective of the
procurement system user
3. M. S. Hasan, Z. Ebrahim, W. H. W. Mahmood, and M. N. A. - Factors influencing enterprise resource planning system: A review
Rahman
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- Identifying critical success factors for the for the implementation of
4. Flavia Campos Fernandes Leandro, Mirian Méxas, and
enterprise resource planning system in public educational institutions
Geisa Meirelles Drumond
2018 1. Ashraf Ahmed Fadelelmoula - The effects of the critical success factors for ERP implementation on the
comprehensive achievement of the crucial roles of information systems
in higher education sector
2. Angtyasti Jiwasiddi and Benyamin Mondong - Analysing ERP implementation critical success factors for SME: A study
of SAP one implementation in Jakarta
3. Shree Ranjan and Vijay Kumar Jha - Critical success factors in ERP implementation in Indian manufacturing
enterprises: An exploratory analysis
4. Simone C. Santos, Célio Santana, Julliane Magero, and - Critical success factors for ERP implementation in sector public: An
Cristinne Elhim analysis based on literature and a real case.
2019 1. Wissam El Hajj and Ali Serhan - Study on the factors that determine the success of ERP implementation

2. Muradallah Idilbi and Emad Ahmed Abu-Shanab

- Critical success factors for ERP implementation: Two directions

focusing on employee perceptions in Qatar

3. Talluri Sai Kiran and A Vasudeva Reddy

- Critical success factors of ERP implementation in SMEs.
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4. Mohamed-lliasse Mahraz, Loubna Benabbou, and - A systematic literature review of digital transformation. In Proceedings of
Abdelaziz Berrado the international conference on industrial engineering and operations

management

5. Marcela Alejandra Varg and Marco Comuzzi - A multi-dimensional model of enterprise resource planning critical
success factors.

2020 1. Safira Nur Aini, Muharman Lubis, Wahjoe Witjaksono, and - Analysis of critical success factors on ERP implementation in PT. Toyota

Anik Hanifatul Azizah Astra Motor using extended information system success model.

2. Ayogeboh Epizitone and Oludayo O. Olugbara - Principal component analysis on morphological variability of critical
success factors for enterprise resource planning.

3. Akshay Gavali and Srijeet Halder - Identifying critical success factors of ERP in the construction industry

4. Bjorn Jeeger, Sophie Bruckenberger, and Alok Mishra - Critical success factors for ERP consultancies. A case study.

5. Asimina Kouriati, Thomas Bournaris, Basil Manos, and - Critical success factors on the implementation of ERP systems: Building

Stefanos A. Nastis a theoretical framework.

6. Sreekumar Menon - Critical success factors for ERP projects: Recommendations from a
Canadian exploratory study.

2021 1. Qian Huang, Mahbubur Rahim , Susan Foster, and Misita - Critical success factors affecting implementation of cloud ERP systems:

Anwar A systematic literature review with future research possibilities.

2. Angela R. Stone and Xihui Zhang - Understanding success factors for ERP implementation: An integration
of literature and experience
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3. Jigar K Patel - Critical success factors for implementation of enterprise resource
planning software.

4. Adjeng Rizkiana, Hamzah Ritchi, and Zaldy Adrianto - Critical success factors enterprise resource planning (ERP)
implementation in higher education.

5. Xinzhu Lin - Exploratory study on key influencing factors of successful
implementation of ERP system based on the perspective of grounded
theory.

2022 1. Muhammad Akmal Juniawan, Novialdi Ashari, Rizdiani Tri - Exploring Critical Success Factors for Enterprise Resource Planning

Prastiti, Suci Inayah, Fandi Gunawan, and Panca Hadi Putra Implementation: A Telecommunication Company Viewpoint.

2. Abdallah Abu Madi, Rami M. Ayoubi, and Mohammad - A model for enterprise resource planning systems in the higher

Alzbaidi education sector.
2023 1. Maria Corazon B. Abej - Enterprise resource planning (ERP) system implementation framework
for selected state universities.

2. Fitriati Akmila, Imam Nur Fadilah, and Herlina Rahmawati - Critical success factors of ERP implementation at retail franchise

Dewi company in Indonesia.

3. Almutairi - Critical success factors in ERP implementation: A case of Saudia
Aramco

4. Asimina Kouriati, Christina Moulogianni, Thomas Bournaris, - Greek Agricultural Processing Industries: Relationships between Critical

Eleni Dimitriadou, and Stefanos A. Nastis Success Factors and Enterprise Resource Planning implementation
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5. Frank Alaba Ogedengbe and Elohor Katherine, Idolor

- Critical success factors & enterprise resource planning implementation

and organizational performance

6. Sitinjak and Jayadi

- Qualitative case study of critical success factor in three ERP

implementation projects.

7. Juliano Idogawa, Flavio Santino Bizarrias and Ricardo

Céamara

- Critical success factors for change management in business process

management

8. Alaa M Ubaid

- The critical success factors of the highly competitive organizations; A

systematic literature review
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Table 1 presents 39 papers that have been published and were found using a computer search
engine. Out of the 124 critical success factors that were retrieved from chosen articles, it was discovered through
the use of the tabular format and content analysis method that seven key success factors were frequently
mentioned and have been proposed as influential factors that affect the ERP implementation project's success.
Top management support was found to be the most important success factor being used when it comes to study
ERP implementation, with the score range above 20. This was followed by user education and training, project

management, change management, communication, business process reengineering, and user involvement.

Table 2 Frequency of Critical Success Factors Rang above 20

CSFs 2016 2017 2018 2019 2020 2021 2022 2023 Total

Top management

5 3 4 5 3 4 2 9 35
support
User training and

3 4 4 4 4 4 2 6 31
education
Project

2 3 3 3 4 4 1 7 27
management
Change

3 3 3 2 4 2 2 6 25
management
Communication 4 3 2 4 4 2 0 5 24
Business process

5 3 2 3 3 2 1 3 22
reengineering
User involvement 3 3 1 2 2 4 1 6 22

Top Management Support
One of the most crucial success elements for ERP deployment that has been identified in a
number of literatures is top management support (Madi et al., 2024; Kouriati, Bournaris, Manos, & Nastis, 2020;
Stone & Zhang, 2021). This is consistent with the definition of top management assistance provided by Jaeger,

Bruckenberger and Mishra (2020), which is senior executives' application of the ERP system. In order to
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successfully implement ERP systems, top management must first set clear project goals, explain to staff the
value of these systems to the organization's vision, provide the funding and staffing needed, set a timeline,
reorganize the organization's structure to accommodate the new systems, and monitor and assess the
implementation process (Fadelemoula, 2018; Kodithuwakku & Madhavika, 2023; Stone & Zhang, 2021; Ranjan
et al., 2018). These are compulsory requirements that must be furnished by the executive management to
motivate and encourage employees to learn new processes and technologies. Moreover, top management
support is also found to have an impact on reducing the possibility of employees’ resistance to organizational

change (Gavali & Halder, 2019).

User Training and Education

According to Bingi, Sharma, and Godla (1999), employee training is imperative since the ERP
systems are complex and difficult for the end user to understand or function well in a short period of time.
Employees need training to understand how the system will change business processes. Therefore, proper
training is required to educate employees so they can understand how data affects the rest of the company
(Bingi et al., 1999). With appropriate training programs, employees as end users will develop cognitive skills that
will allow them to understand how an ERP system is operating (Shatat & Dana, 2016). In addition, employee
training can also diminish the anxiety and stress that arise from uncertainty, which in turn increases employees’

confidence to cope with challenges and changes, consequently lessening employees’ resistance.

Project Management

The third critical success factor of ERP implementation frequently cited is project management.
Project management refers to the ongoing management process of the implementation plan (Finney & Corbett,
2007). It involves exercising knowledge and incorporating skills, management tools, and methods into project
activities to meet the project’s goals (Kuriati et al., 2020). The project management team comprises individuals
from cross-functional areas who are experts and familiar with business processes, normally senior management
from different departments (Shatat & Dana, 2016). Their responsibilities are to develop an implementation plan
with clear objectives, budgeting and cost, allocating human resources, providing training, and determining the
success measures (AlSudairi, 2013). This allows the project team to emphasize the main part(s) of the ERP
project, moreover project management also ensures the project is being delivered on time (Al-Mashari, Al-

Mudiming, & Zairi, 2003)
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Change Management

The process of unfreezing, shifting, and refreezing values, practices, and processes inside an
organization is known as change management (Lewin, 1951). Using an ERP system can change how businesses
operate; it can both automatically create new jobs and business processes and eliminate others (Vayyavur,
2015). Since their attitude is believed to be one of the most challenging factors when it comes to information
system adoption, these changes may create employees' resistance, bewilderment, and reluctance to participate
(Stone & Zhang, 2021). As a result, extremely cautious change management is required since it can ensure that
ERP adoption is successful and because, in the absence of it, adverse effects may occur (Haaland & Olsen,

2020).

Communication

Previous research has shown that ineffective communication is one of the reasons that causes
ERP implementation failure (Darmaningrat, Mugtadiroh, & Bukit, 2019; Rajapakse & Thushara, 2023). For the
ERP project to be successful, effective communication is needed since stakeholders at every level must be
informed of what is going on and what is expected from them, including the scope, objectives, and activities of
the ERP project (Darmaningrat et al., 2019). In addition, communication is considered a fundamental aspect of
project management and is the area that incorporates and coordinates various project management processes
and activities (Zulch, 2014). It also integrates all related areas such as cost, time, and scope to achieve the

desired product quality in project implementation (Gavali & Halder, 2020; Zulch, 2014).

Business Process Reengineering

According to Jarrar, Al-Mudimigh and Zairi (2000), when businesses find that an essential
business operation is not supported by the ERP system they have chosen, they can take one of two approaches.
First, adjust the system to the process; however, this method will cause the project to lag since the customization
must be dissected and rewritten multiple times until the system is in line with the business process of the
company. Changing the process to conform to the software is the second strategy, which calls for significant
adjustments to the organization's structure and methods of operation, or business process reengineering.
Practically speaking, nearly every corporation prefers business process reengineering since it frequently offers

a competitive edge over system rewriting. Since ERP systems are created using best practices,

User Involvement
One other crucial success aspect that has been found to be most commonly mentioned in prior

studies on the factors influencing the success of ERP adoption is user involvement. According to Baronas and
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Louis (1988), non-technical users are likely to go through a transition during the system implementation phase.
To help them deal with the change, they will make an effort to comprehend and manage the many differences
between the old and new systems, as well as their expectations from the differences. They see the deployment
of a system as a dangerto a user's sense of control over their work. Because it pertains to user perceived control,
which is defined as individual control over decision-making, predictability, accountability, and the capacity to
lessen or find alleviation from an unpleasant condition, user engagement is significant (Esteves, Pastor, &
Casanovas, 2005). Therefore, including the end user in decision-making throughout the implementation of a new

system, like ERP, may motivate them to work harder and be more satisfied with the outcome.

Conclusion

ERP implementation is very complex. It requires well-managed processes and close attention,
or else it could lead to project failure. This study aims to review existing literature to identify key success factors
for successful ERP project implementation. Through reviewing the literature, it was found that 7 key success
factors were repeatedly cited and have been suggested to be effective factors in influencing the success of the
ERP implementation project: top management support, user training and education, project management,
change management, communication, business process reengineering, and user involvement. The findings of
this review would guide practitioners to focus on, if not all, at least the critical success factors that need to be
keptin mind while implementing an ERP project. Meanwhile, empirical research should be conducted to examine
the influence of these critical success factors and whether they can be applied to all kinds of industries,
especially in Thailand, where very few research studies have investigated what critical success factors influence

ERP implementation projects and how they do so.
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