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From the Editor

As always, NIDA Business Journal has maintained its prestigious status as one of the national
accradited journals in Thailand, The lolrmal has received continuausly sood quality articles for a double-

blinded review by renowned and meticulous referess,

In this volume, we are pleased to publish scholarly works of our partrers, The topics include, for
instance, Consumer Ferception of Healthy Food Experience and [ts Influences on Consumer Satisfaction
and Engagement Bshaviour, Degres of Operating Leverage (DOL), Cperating Profit Margin and Growth,
Influence of Sodal Media Customer Relationship Management towards on Financial Perfermance:
An Empiriczal Bvidence of Spa Business in Thailand, Intention to Attend Busness Schaol in Thailand, Structural
Equation Modeling Habits of Highly Effective Moral Courage for Trust of Certified Public Accountant,
The development of the consumer brand engagement scale through social media advertising and
The Mediating Role of CCB on the Relationship hetween Job Satisfaction, Oreanizational Commitrment,

and Turnowver Intention of Enginears.

Thie editor and all staff would Uke to express aur sincere appredation for the continuing interest
and participation from the Thai acadernic that truly helps to build a strong foundation for our journal

iR MARY MOrE YEITs o Come.

Assoc. Prof. Aekkachal Nittayagasetwat, Ph.D.
Editor-in-Chief

MIOA Business Jourmal



sasudmsssio OF M

UM 28 wodmay 2564

Consurmer Perception of Healthy Food Experience
and Its Influences on Consumer Satisfaction
and Engagement Behaviour

Supawat Mesprom®

Butsakorn Pungprasert**®

Submitted: March 22 2021 f Accepted: 31 May, 2021

Abstract

Recognising the growing imporiance of healthiness in healthy eating behaviour, this study
examines the role of consumer perception of healthy food experience. To achieve its objectives, this
stucly examined how perceived experience in healthy food influences customer satisfaction, purchase
intertion, and customer engagament behaviour. A total of 487 valid questionnaires were collectad from
customers who had consurmed EEUL premium chicken (healthy menul. Structural Eguation Modelling
was used to test the proposed hypotheses. The results indicate that customer satisfaction plays a
mediating role in nfluencing the relationship armong consumer perception of healthy food experience,

purchase intention, and customer engadement behaviour. Moreover, the results of the study are

cohsistent with the sodial exchange theory. These findings have significant implications at both theoretical

and practical levels for agricultural entrepreneurs and consumers.

Keywords: Consumer Parception Experience, Consumer Satisfaction, Engagerment Behaviour, Purchaze

Intention
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1. umi (Introduction)

naudnAuasfiuvaelom

n'ﬁl.ﬂﬁﬂuuﬂawmﬁmwumﬁauﬁqﬁwl.fi‘mgﬁ=.| Fmy wezrrwiawiduwalulaifiieiuadss
i’.mﬁmua:nm?ﬂﬂquﬁu (amilien, Toceo, & Strandbakken, 2019 damalvnrsnlivEisdsso iuuas
wqﬁﬂﬂuﬂaaﬁuﬁﬂ-ﬁﬂmmLﬂ%'uuu'l.laqﬁaanr:m {Goetzke, Nitzke, & Spiller, 2014; Montero-Vicente,
Ralg-Mering, Buitrage-Vera, & Sigalat-Sigres, 2019) Troawzatulmodnsumsuslneewnsuszeinady
umﬁuﬁnnuﬁu'lﬁ'wﬁwuﬂﬁqﬁqﬁwmmﬁrﬂahﬂﬂuqnna JamF um::;imﬁm'fmmlﬂwiaqm1ﬁtﬁuu1nﬁu
-ﬁ’aﬂ“'umm1"|.:|.|"Li|.ﬂ|utﬁuaﬂﬁaﬁuﬂﬂuﬂwfﬁﬂqmul.ﬁ'rfu winaeduilsfud Furantsiauamiifdndzy (Chen,
200%; Zander, Stalz, & Hamm, 2013} iiladumusunmwdduddndensdnduloada BB TMILA A S B IR
woufuilnn Fimaiineviadendeansiidmadreaun miteidulloduviaiddnlunnsaten e
wpwd Tnsiawisatnafsmsfudsevue iy sylovsssaliuygudliauamitinwlufn (Sur-Waterhouse,
2011 Tidwaliwusldungfnssumsguaguamssaerrudrendelunssuilnrerildfurndouanng oy
{Richardson, Shepherd, & Elliman, 1993) ﬁﬂ'lfﬂﬂ'l‘SHﬁ'ﬁﬁuﬁ”ﬂEJWH'-‘E:;LJI.LUUI.ﬁHEl’I‘{Mﬁ pulavdpiwnaanisees
Fuilam

NTWUes Kasikom Ressarch Centre (2017) namrd aaafuiiamiatanGuiluustduae e
Foamiennaieaua i fustnataiies Tavvsewrlnefeduszmn 1 Tu 20 vseweialandinaa
fuitnAdhariulssnuemsidsafnesun uasilaarvnilamns ulresduenm sseamieded
Arnsliusenatsity wasedeaiufioqua nainssuaafuTiondind i maldiussnounisgnandiu

Lihesdupmnianues aegrannim wesnauinig demadmnglunsdwedudunmsuasesuds
fuslor Weumsaienuifunsimernauasilugdunonsinaned gt (Sustainable Development
Goals) (Vermeir & Verbeke, 2008) gussnpuniswiedrfinaiaalimnuannsolundinwisinfnsivl
{New Product Development Capabilities) #uunssurunisaiimsisusdaivomBndas 99nn 9l
wanFusidsline s nlnisasunni savuiloedodlmoufaelannndmindusiiy (Claudy,
Feterson, & Pagell, 2016)

dladnnsinnwdniuslnl fussnoumsfsmiumsiuildiuiuiion downnisiufiudmans
araiflanels (Cha & Borcherevink, 2019: Liv, Lee, & Hung, 2017) TaenssuiuniPanofea suinioeiy
Wudedunddumssfunmsiuiinedanmaioiiuenios udanguidmanodndenie Bideedomn
mSHInIAR ML (Offline) 19U msdafonssmunimmaniviguilnalaiussaunsallnonse uasdean
nisvhnsraiawuuseula (Online) wu nisvsseduiudduledeedfy Wensshuusiadle Founramsed
|.|.ﬁafiquﬁiﬂﬁliuﬂnﬁﬁ'hﬁuhéﬂﬁur'i"l (Kitchen & Schultz, 2001; Melewar, Foroudi, Gupta, Kitchen Philip, &
Foroudi Moharmmad, 2017) im1UrHIl1‘iuﬁﬁmL]ﬁﬂ‘ii1lﬂﬂuﬂuﬂlﬁﬂnﬁﬁﬁmﬁmnﬂﬁéﬂﬂ'ﬁ {Valos, Maplestone,
Polonsky, & Ewing, 2017) Faduffmilsfiuanddaitufisnrwesindnf (Parasuram, Berry, & Zeitharml, 1951)
EIﬁ?ﬂﬁﬂ'ﬁiuéﬂ‘irﬂﬂuﬁWﬂﬂlﬂ‘i'ﬂ mﬂmmméuﬁuﬂ {Valos et al, 2017; Wright, 2006; Young, Hwang, McDonald,
& Oates, 2010) wgnand] n‘.:m.l1u:11iﬁuﬁ'lﬁtﬁﬂH?’Mn1‘:*‘:’uiﬁaﬂuﬂﬁﬁﬂﬁﬂﬁﬁmﬂmﬂ FELATUTAN T RmM TSR



M NIDA BUSINESS JOURNAL

Volume 28, May 2011

Trsanwizag@alundafusinvniuacaims -E'arfluqna11-;r|1m'[un'm'l']'umﬁlaummgﬁa*quﬂu'luﬂ'szmri'lﬂﬂ
'E‘qmﬁ"fug':w:uﬁaanﬂawuﬁnﬁnr".'u'l.t]m:m*:‘mﬁ-aqn'ﬁ PRI A3 u.n=1.|1zﬁun1m1ﬂ.laﬂ1.‘mﬂau;u
winguilneduiruamlnsifurauemm iz r:fuﬁnnatnﬁnn‘nuﬁmahu.amﬁnn'ﬁga (Cha & Borchgrevink, 2015)

LB avufaneloddmadon uyniuvaaduilnmdon (Suki, 2016; Das & Varshneya, 2017) Tny
r!n.m1|-|mm‘su:ua:ﬂmml.ﬁmﬁﬂaﬁ’umquﬂaanﬁu Uszaunmsalmassanduds wu send egmafiuin
Inumw'uﬂﬂ'uu'm'nm'lmﬁalqr-laﬁ'aﬂﬂ:.uﬂuaL_iuﬁ:.'q'umﬁﬁﬁ wingusenaunmsirudud hmllavldlalu
Hadumard szansorey ruasmuRBanTiveLUIlna sl Anaaifanela (Satisfaction) uasATENWY
(Engagement) (Troy & Kerry, 2010) faduntsaiirmuduiuisewiduilnauseniaiusaunauduuusfin
fdwnuarddulugfadegiuded adunudufudssosenfugnin Lafullaassgnanunueufivals
Iﬁw:mﬁaﬁwﬂﬂ'ﬁm'slaiuﬁ'nuar-u?n111ﬁ'ﬁﬁai'7u u.ﬁs-:nﬂr“.’umwnmui’waqﬂ_nﬁmﬁmﬁuﬁ:ﬂm_nﬁwmﬂ‘nﬁﬂ
FiSReduA (tani st al, 2019; Meriless, 2016) S1mauairnudniuiifuasiulanadlunsdfudaonm
'[uﬂ*l'.nw'aﬁumqq:ﬁﬂ [Dewnarain, Ramkissoon, & Mavando, Z2019; Grunert, Bradahl, & Brunsg, 2004)

wriwRREA IR wsfuanufruynadia (Socal Exchange Theany) Sadlumsufianusoduebumw
Amdiiuazwinagrne dussneuns vish wiegnd1 Sshhgmaisnmueanireesussnauntily
#umsnate safnanmlunisudaiy (Deng & Srinivasan, 2013} uazgnﬂm'?L'l’frflwq'&ﬁuﬁmamuﬁﬁuﬂf
ﬁll'l:lﬁﬂ!'-ﬁ‘fﬂE-:-'wll.adl.f"lHﬁlﬁi'lﬂﬁﬁﬁ@ﬂilﬂﬂ’l‘iﬁﬂ‘ﬂ"nﬂ’l‘iiﬂ‘gﬂ'lﬂ'lJ‘iHHUFI’ITﬂiﬂﬂdﬁuﬂﬂﬁﬁﬁWﬁﬁﬂm"ll-lﬁqﬂ‘ilt‘iluﬁﬂ
msa%"ﬂmwgﬂﬁuﬁ‘umsﬁqlﬁa‘iwuuaqmqﬁ’mﬂqﬁnﬁug]’uﬁna FvaifimUsslomireduiznaunirussau
arudnisegniuseivinm ssoraulinaduialdodreddulanely

2. TunIulTiungsy (Literature Review)

wisfnisuanRsuniedaay (Social Exchange Theory)

i suaniUAsunadsrgaifimgeffeiuomaw fsuuawn ndunanadng adied
maseTersenieypna 2 nguludten Tnamsusadiu Sesed wWisudisudugu uaskadsslamd dalnsgn
dunszgnillumsdndugsinfesiusfanssuumamauanudud wielflunseduonudiiug
TEANENFIAY (Cropanzana & Mitchell, 2005} iesinnsfsusuanduaioungfninmediaufion
damarow iesiouaeden TalnilflunsiessiuBmusfuguilorlusane waenisTirsslsdeiudm
fikansvudedU s reun13Fag Ueong & O, 2017) Tudtusmeaduszneuns nyufitannsolilunsoiue
prsdRuE TN TayRRa gUssneunts wlegni uasoduefamesindnfuosgndnifnedum (Singh &
sirdeshrmukh, 2000) Bniisfmanssliotuensandlunsiriulafonfelud Sinmsuanafeumsdiransiie
Tnonssrilassaiednossosrandiud vdfusgiunmsiuilunmsenwiou sanfudasuanadmuunndsg
voaseFuraaionele Sstsmelifnnsfione Fosswiviy sradhdsssoiu wsdmnseRuromdisug
@139 Seviniiu (Fonte, 2013; Wang, Xang, Yang, & Ma, 2019} ﬁanﬁ'ﬁhlihﬂq'u,ﬂuaﬂl.ﬂﬁm.lmﬁﬁﬁm.ﬂwquﬁ‘ﬁ'
pduion s hanna flssnouns uien wlagni Smedludgnaimumarenasvesilseneuns

Tusumsrena sy :rﬁ".’uﬁarﬁnﬁ’lﬁagrﬁl n'ﬁ"r"mju1ﬂun"’nﬂﬂn'1‘.-‘u1.=13uﬁ1'|.1-‘ﬁ'hmn"rnﬁ¢?m TR LR snanR
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W s

wesanATTRaduA A (Deng & Srinivasan, 2013)

nrsfuinnuszeuntsal (Consumer Perception Experience)

nisduifeduthividdyvesduivlouintlmloendratn Wedadulifuilnad iy olifug
amEneRiTedur nvaetsIdus Lﬁal.flun'lﬁa"f’l.1ﬂ:ﬁﬂumiaﬂﬁnﬁuﬂuﬁnmﬂmu1ﬂ'[un11'.':|"ﬂﬁu1.ﬂ€aiuﬁ1
{Aaker & loachimsthaler, 2000; Grunert et al., 2004) %uﬁuﬂnmxﬂﬂﬂﬁﬂﬂmwﬂnn*m.lmmn"'qLﬁuuﬁ'uﬁq'ﬁ-
Tafunngnin waziibinfneauiionela (Oliver, 1995; Tray & Kerry, 2010) mﬁ’uil.ﬁmﬁuiuﬁ'wﬂuﬁmﬂaﬂm
Ty ehu'lw;iasfuagiﬁu r'mi'uimaa:j’uﬁnnﬁumnﬁ‘nu'i'uhl'lﬁim:thhuﬁm’muq (Psychological Focus) @y
31 98 iy fmurnus (Cognitive Focus) iy eamudifivaiusdnfusviofudniug uardmumefings Behavioral
Focus) 1w m‘sﬁuﬁﬁui".mﬂqmﬁﬁﬁu Asuan ruruRniy u*'saﬂm.ﬂni‘uﬁﬂq‘.‘ladﬂﬁ'usl\ﬁmﬁuuﬁﬁﬁmﬁ
Fuq (Brakus, Schmitt, & Zarantonello, 2009) u"l’nfua:Phl':tﬂawaaﬂ'ui"s'u‘{m'"lml'.isﬁumiaiu-aariu%inm
Tszneumuauussamduda (Sense) Auaridn (Feel) AunisUflR (Act) uasAtungiinsy (Behaviour)
Tornsiudindraurdraduis 3 wuewusnaintsnidanginssudulnad damalufmadialedisstsdudy
Wesniimsiuiiusiuiuddindreenuudon saflmofnistug wiinsiviin wu sl
ATMRTIY uﬂxmsnsqlﬁaﬁuﬁwmguﬂﬂn [Troy & Kerry, 2010)

- al ) - F] . "
Arurawalafufusfiedine (Satisfaction)
3 ] i - L ™ 2 e -t J ok w
Rust and Zahorik (1993) na1ad1 Aruiewels (Satisfaction) WUATI AN TS BT S RRAVTORN P
- - = i w W rapr— T - - - L .
ﬂr‘ﬂumﬁm1:1ﬂnﬁmiﬂumuusw-mmiwgmanm.lﬂum"m'umglummwwﬂwﬂﬂﬁnwuaaﬂwﬂ (Perceivead

Performance) flunisliuinsfignfnmands fasdveesaildiuvanduilovinsrsfumunirrines
anfmsy A rufmels ussduedld fugin e e v iiiaResyidligrdfine s ad seiule (Tores
& Kline, 2013) uwitssAvromailAiunndudniiouinsiiiniarummdneiligndfinenlifoels
Frrwemndineafieoindssaunis rdsiwﬁwmﬁu?h‘m {Personal Experence) (Aroore & Busacca, 2009;
Bougie, Pieters, & Zeelenberg, 2003) guilamosiuj (Awareness) '5’1ﬂuﬁﬂﬁuﬁmﬂﬂﬂuﬁﬁmﬁﬁmﬁE.It:ll.l"‘:“‘u
(Acceptance) Ssisiife waund (Attituce) WeduilneGusouiuudsassinsfumn (Searchl Saufiullng
o Semnifetls delatoyannnsiumuds fuilresdon Selec) Toedautolife defefonn
Wl (Use) wintuduilneesiinasufawele (Satistaction) wiolifawels (Dissatisfaction) wiao &Ry
Frdsifvefinanduluiiniseniu (Acceptance) freswevintuvloanas (Uinvdoay) nisseuiunlovitund
sosguilnefinandeya (Information) Alnduduiruedneuld Ere Atttudes) Wudssaumaaldus (Direct
Experience) vosuilnavsidudnddnsnnniiruedineuld dlathnmsmaembmdnnsirfio e usdes
REEERE Tﬂﬁmﬂﬁqm'mﬁahHT*.JHlTuqnﬁ"ﬁ.nuﬂ'rla‘:"ﬁqr]mri'nﬁ:u (Value Added) Fufimvrnnisudin
{Manufacturing) LaE NN IRA sqan iU iUl e lneBrminmsainuamiaei (Total
Duakity) {tani, Kassar, & Loureire, 2019; Jarmal & Shanifuddin, 2015)
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e uilng (Engagement)

Doarn (2011) na1317 nnm&nﬁ’m{lun'ﬁuﬂma-an'ﬂ1mqF‘mﬁu-umqnﬁﬁﬂﬁamﬁuﬁ‘nu’mq:ﬁa
Usenavludae 2 ssddszneu Ao ﬂ'ﬁﬁauﬂﬁ'n.ﬁnm'.urrdnﬁ’uwnﬁ'wmquauat:ﬁwanutﬁ WAL INATIARA
LA waziimeimuTlad @i Ae nsfieudnlunsdusn FEndudwes Huvriiiiazlnaaely uee
mgnﬁmﬁu'lﬁﬁium*lmﬁﬁla innviilgnAnddusulunsdmundusiuasuints dlndfisntimadivaluduan
waruimsg -faaﬂuﬂsnudaﬁﬂ'.uqnﬁ’uﬁam'.ﬁuﬁqﬁwmﬁufﬂﬁaﬂmﬂu 4 sedv Mhud sefuwsnie arudetily
ATAUAT (Confidence) gﬂﬁﬂLﬁm-n'ﬂLnfll'u'laﬁaz'lﬁ'nﬂﬂuﬁ"lﬂ'}u'] sfu 2 Aa rdedadlunsdud (ntegrity)
qr.vTﬂl.ﬁnmﬁmuﬂaﬁuiﬂniﬂﬂuﬁ'wﬂﬂﬁﬁ1:.|1.|"1|.%"aﬁa'l:.|'1"1-au"m'lm‘nﬁuﬁ"uﬂwEauw%’uﬁmauuﬂmﬂ'ﬂunﬂﬁ
Fntlanirien sedud 2 fe eowgilalunsdufi Prde) grAnfnronifnsiladeliiudwinmmleeslsd
Wiereaiunanduing uarssdugaaefe rumaslualunsifus (Passion) anffinrswdedweduindanis
rovauIPIABInvagnd AT e nduRT LR egndnifne rugniuiuasduflineiTli
anrsafuLar NI (Merrlees, 2016) marmndrudriudviomaaivernduiudsuhauilog
uasHERSTY (Engagerrent) Stlinmudiueuifadiddnussuthlugsioloniu Wedwthmruduiuissosem
fugné Taurnagriursagndtiiifewndhieedlehunisimieusieduilan withausaduiefededg
diumsinnseadniudfugrindulemalumuiudpmudiniudiugni Suilarssgnasunuaim
fmalalponsafieduivpAuiussuinsTifdsiy uasnsafururanimeignd ieifiunanugniu
TERQNANAITREAUAT (tani et al., 2019; Merrilzes, 2016)

AMuAsleED (Purchase Intention)

erddlefe wels msuamaferrng arudlo wienrundousoreaaluntsidungfing sl
Waudmunld sufmansdifrsmuiniieduiloedidiessduitiiag femuidsfoduiuney
fogsswinmsUsaiunadioruasnisindulsfonnnmanieds Wy arusey sheshiugrsinauleds
Ferrwidladutiofoidnanarooimausrangingsy (Paul & Rana, 2012) Tnefuiutaaauasyssauntsel
vosielunislifudt Inawwisduiloedifnaunilsiolnede@onusssunsalinessasilon alunisde
s siissaumsaedion wu asiiloefunlaveoesinruailiotaon i Tloeflimes ditui
A stadunsiriauniveiuilasfinenoinsunsfolud Smunsomarsnliindnudeus
arAnvesiuilon damalvigusen u'u|n‘:iﬁumﬂ'wﬂ.unw‘iﬁ'uﬁuhﬁﬁuLﬁaﬁ'ﬂﬁﬁuﬂnﬁﬁﬁﬁmﬁﬁﬁ lnaremnigal
m*qumu«1|11i‘ibuunﬁﬂ_~ui'1'ﬁu'§h‘|nw'§u ﬁ'ﬂﬂtw:ﬂ‘:ianﬂuﬂﬂﬁﬁ'l'urlim.l%‘uLﬂﬁﬂuuaﬁﬁmu"nﬁuﬁ'uiuuﬁwﬁ'muné
wirim (East, Singh, Wright, & Vanhuele, 2016; Paul & Rana, 2012}
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3. nToULARLAZANLAg U IUN1TTAY (Conceptual Framework and Hypotheses)

i i 2 .
TMNTIMUNTUTIAUNT TULAT AUUAS LT 19U Anansnainsaunadannsdnsladan i 1

H.'-‘
-I i
ATRilie
aTug B
. ATIUTRE LS
IUsEAUATI - )
. H, LT
LRV
AN
o »
1

il ™ oy
ATHR 1 AFEUMWIRANTTINE

AT TUATINT AN wudnsiuTindssauntielvesduilanidudmadiuannaniny
r;gﬂﬁu {Ergagement) (altschwager, Conduit, Bouzdine-Chamesva, & Goodman, 2017, Schmitt, Brakus,
& Zarantonello, 2015) ADARABAAY Gupta, Dasgupta, and Chaudhuri (2012) kA% Merilees (2016) wuil

prsldrusnluntussnavewisdunisaduayunisivivinssaumsansifnuresgndiluiewms uae
adwnrugnRusgnaiAsiy Wemnidunsnsstuesudlunsfeiudiludaaamiug deded

AuuAgudl 1 (H): nsufenussaunselvaafuilonduaioe gy

wening n1siuiienurmaunssaunseireuiinaddauailiiuinedeidsunsteaud
{Kitchen & Schultz, 2001; Melewar, Foroudi, Gupta, Kitchen Philip & Foroudi Mohammad, 2017) &y
SANYTIE Azker Wpg Joachimsthaler (2000) WAg Grunert WAsRME (2000) WUTINTTARINSTUNIANISHAIR
Wutlonldsuussaunisellnonss TRunmdnuaivesdudy Snwnsvesdufn Franssduamuidledodud
weguTlng

AuRg R 2 (H ): rsfuienssunsaiveauilonduarenuiilede

msmewiuinenUssaumsauasernilusirvedie vinndudsuseenilndifes saufebaya
uas g e ndnmanainuasguseiy Gvondnmanaedaalusdndunliiuels fuilamindedadeuien
Wiannsodsuounueilamsdgrimaniali (Cha & Borchgrevink, 2019; Liu et al, 2017) maimansfnewos
Pigueras-Fiszman and Spence (2013) wuddsddygiviliuidnssavnudidofe naucsindurvle
winminedaiunEuilnernaedls tﬂuaunﬁﬁmﬁurnsa‘unm"ﬁwmgﬁh s imrunmelalnesiy
ﬂ’m-‘:’uqnﬁﬁ ehuRE TUAY Troy was Kerry (20100 nenadn 11mnmmmmiﬁ’uwﬂnTmtfi'uﬁﬂaﬁum‘mﬂﬁﬁhﬁu
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Uspavdudaferiuranifons wewnaduineesdaiusiams wndudedudilmilnwldlely
Hadowerd avsniunseevausmufsanlauifuIlamldianele

ﬂuuﬁ_muﬁ 3 (M) nsiuinmbssaunisalvesuilordsadeaufimels

afelaftey Sadiinnamsasewerniudeasiuduinnlnenslosan (Advertising) Usesduniug
(Public Ralations) wiafiRu ﬁﬂiuﬁﬂﬂtﬂuﬂuaui’uwqﬂ:uﬁnnﬁw’lﬂﬂnw{-mﬁrgu {Ansari & Rias, 2016
Brettel, Reich, Gavilanes & Flatten, #2015, Saqiin & Eisend, 2019) prumanala (Satisfaction) Siluadauinda
nsnalafe (Purchase Intention) Wy nsmeTmes Oh (1999) wimifinunanufian alavagnAilugnaTngsy
TsauwsuuasSuemns wu:hqﬂﬁ'|qsﬁzﬂmﬂaﬁuﬁﬂmnnuﬁﬂﬁ'ﬁ-itlamﬁ"mwﬁ'au?u ABPAREITY Suki (2018)
nami mdtletadiunssuunsfiderdsiulaleflwenfusunseuiinafieedanmudiladudnts
Tussaalanamil Tavsedefumanimedifensduimeduiinruasnuileeduiinalumssad
prduniTu SmngrAndrramanelefisiinmndleoiudniu

suuAs i 4 (H 3 paufisweledinareraurdleie

nﬂuﬁmi:-hﬂuwuw-ﬁﬂﬁ‘m’luﬂﬁﬁwmuﬁnﬁnﬁuwaqq'lﬁ'l:ﬂﬂuﬂaﬁ*ﬂuﬂﬂh'ﬁ‘fﬂﬁ' (McQuitty, Finn, &
wiley, 2000) wdwnitfuilarlifuiinniuiudwievinsnmissaunsaladisnufielsfnededudn
vausdufmviouinslanssiurumasiveagndn SaansaiiveuyriureigndFieduin (tan et al.,
201% Merilees, 2016) 190 N15ANY T80 Tudaran, Olsen, and Dopice (2012) wulmrufmelvvaguilon
Weafusdaiuslif g wenddiufmomenesulunsneuausisswiisussnoumiias
qﬂﬂiﬁﬁ.ﬁuﬁﬂﬁﬁuﬁﬁﬁuﬁmﬂﬂiﬁWQHﬁﬂu.ﬂ:I.%‘EIJﬂ.F.I41'IJﬁi‘l‘iﬂﬁ-"I‘S‘iLIL?NU’:ﬂ'LUHﬂHH:aT{I'ﬁ'EI PRt St
Tugwar

auniigwit 5 (H): prnfenaledluarion i

gd1dlafinTy Suki (2016) uAs Das and Varshneya (2017) nad e uiilofadunseyusunisiiisdes
futalsfilwenfusunisvasduilnaiivsfonsAudleiudwils lutauaalanawils Tnenrwidedacs
Winurenveusiisronsfumeduilnauazarsilossuileelumsussduns Budoinesiuion
Ussaumsaiid e fmelaenteaieds wasrssefoiduaremeenlumsfeiuiuasuing
sesfuilariressfusdiuiledovnioUssns wu Fud aadui wedindnale suahnmsliulmede 3
dulseaunsedmdnondu Inserafweledualnorsrethnaumstouiuesuinsendindwnhe s
ﬁ'.rmn:«ﬂ.ﬁﬁml.ﬁam‘mﬂﬂﬁu‘uu«1#!'11?7.11ﬁﬁfu.ﬁmﬁu:rmuﬁamnﬁ:ﬁuﬁnﬂ-ﬁi‘uil.l.ﬁ:ﬂ'n.li:ﬁuaﬂim‘[ﬂﬂﬂﬂ'ﬁ’d‘iﬂﬂ'ﬂﬁ
u.h:rztu-rh'i.lmﬁuﬁ'l'.ﬂEl‘u?n'ﬁt.i’|1.|m'mﬁma'|.~.|ﬂi§u

‘H‘.l.ll.lﬁ_ﬁl"l'l.nl'ﬁl 6 (H): 1-11mimalﬁL{Iuﬁmﬂﬁ|'.ﬁ"H'ﬁ':ﬁnn‘:iwi"1&r1'|‘i~‘fuim111.l‘iﬁﬁﬂ|i'1‘irﬁﬂm§uﬂnﬁr”|'u

] é‘ a
HTIHFII.I'-] BALEMI TR
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4. 52118175390 (Research Methodology)

il ifedd i Suvey Ressarch) Irefiusivsaiayefipuuuspuauennguiiegns
Faumsgusuna e (Purposive Sampling) 1un1ﬁﬂuﬁmiuﬁuﬁﬂlﬁqunm Fadulreeiud keu T
3-Low (Low Uric-Low Fat-Low Cholesterol) '[nﬂﬂ"ﬁuﬁatﬂalr’.tﬂaqwmwuﬁ-amauauam:'u?l'.nﬁi'{mmﬁiq'la
Efﬂﬂ"l'l."lLlElEP‘l'.l'lHﬂEElﬁﬁﬂ‘lJﬂ11\Jﬂ1"rl"|‘lf1..l dudwlunndmuaurnlursaiuianssy Innovation Capability)
Trulirufin (dea) riwf (Knowledge) uasudanssy (nnovation) Wefndusenuwuundsiusbalidvly
FUATIUABINTIRERNAT (Hayer, Chandy, Doratic, Krafft, & Singh, 2010) TR s A gl
Frunsruedsdinsiegnld Welifumedurwdamisvannersng seerimiaurssuuw-furnsgld
'|J.‘=|E|mﬁﬂmuﬂﬂuﬁﬁm“ﬁﬂam:‘uﬁnﬂﬁﬁH IBoonkum, Chankitisaku, Srungboonmss, & Meeprom, 2020; Tunim,
Phasuk, Azgrey, & Duanginda, 2020) Fetunduiteddeiuilrnimoiulsenudeldasnm 4d 3 Tad)
Tudfmveuuiufifony 20 U wasawsoneuuumsunslFfwrnedlnalidnendefunaraddin
fathuvuasunlifuilnaflorsufiomaes srrbudindududide dldnsierefluesaunisiasai
{Structural Equation Medeling: Sev) Hhumdn wuanduinetivaeauuasfumadwessilliind 300 faets
FuduswndasedaWlunsiesed sem 18 (Har, Black, Babin, & Anderson, 2018) #ufususutays
T 287 fhadn

anifuilfuuusevnnduetasitefususndeyauuumsunt 2 dau T dait 1 dunts
Sufdniniiisligun i ssrunssinasduilon Ussneudaudiomdiy 18 $a 9 Prentice, Wang,
and Loureiro (2019) Wit Schmitt et al, (2015} #1uf 2 Li']'quﬁnﬁuuE"Hﬂ’ﬁ"wfwﬁmﬁmﬂlﬁa'lﬁaumwmn
*d'isaumsahmﬁuﬁnﬁ‘luﬁmﬁﬂuﬁmah FTUTY 2 98 970 Nyffenegger, Krohmer, Hover, and Malaer (2015)

m’mgnﬁu 7 TU 5 T0 990 Harrigan, Evers, Miles, and Daly (2018) uag Verleye, Gemmel, and Rangarajan
(2014) uazarwdslode $1au 2 48 990 Han, Neuyen, Song, Lee, and Chua (2019 Wia 2 Aufigukuy
UWTTETUIDIRSLULTALAR 5 seAUNi19 T (5 PointLikert Scales) Tag 1 = llWiufsaunndian uss 5 = e
wnfan uazdd 3 dhudeyaduypervsigdnovsuuasuny Trefwunszszualiilunsfuieyadeu
RAAU-DUIIAN 2563

AliRLAENTIATIzHTDYR

foumtmumgrdwinseilaeling sieswvalfifons saun (Descptive Statistical Analysis) uas
Rs A YN (Inferential, Statistics Analysis) FaUssnovdon 3 funou nanide Suroud 1 M
parsenaudsfuiu (Confirmatory Factor Analysis: CFA) Funeud 2 meiwsedaunsinsaii (Structural
Eqguation Modeling: SEM) uiz mim11ﬁﬁﬂUﬁ1.‘un'1ﬂﬂﬂ~&m?lmﬁﬂﬁ1ﬂﬂ'1iﬂi‘.l\‘.lﬁm.m'nuﬁ plalAvaLUUABYG Y
lrel¥58vaamsounan (Cronbach Method) Tnewdumalianasind @ sedviddarvensouin (Cronbachs’
Alpha Coeffident) Wiariafetewdud sednlavdufud FunuviFuyssAviuen (Alpha Conficent) Ad
frmnnna 0,60 (Hair et al, 2018) 1mﬂﬁ111Hm‘i‘wﬁﬂuﬁﬂmﬂ‘aﬁu'ln'""umwuﬁauuhm'wm:uﬁmai'm 30 B

' -3 HE- o -
AR R R S e SRS B TR U Y TSR 0,960 Snuiny Savianeng 19 uenue:
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Und (Normality; Skewness < 3 uar Kurtosis < 10) waznisaneseusuduiudssnivesw)sdanmla
(Wulticollinsarity, Pearson’s Correlation Coefficient < 080) nirsseUrI LB sl adlou (Corvergent
Validity; AVE = 050 waz CK = 0.70) nsngia4d purFeRsaddlasaaina (Construct Validity Goodnass of
Fit Measuras TRUA Probability Leval = 0.05, Iz..-’df < 200, GFl = 295, CF > 0.95, RME < 2.05 way RMSES
< 0,05} uamﬁmwaaum1:|.||.'|.1‘1maﬂl.ﬁﬁ'nuu:-'| (Discriminant Yalidity) FII‘I‘E"IH':{EIE-HEHF:'IL-HH-HHH].II.I.LH'LHTH
ﬁnuﬂﬁﬁm'l.ﬁ (AvE) Aeaganidumindanduriusluauassrundo iy -ﬂam?miaﬂﬁﬁnF.r.'ﬁﬂmﬁauarumw

HTURTUANUYIVEA Hair 2t al, (2018)

HANTIANE

uan‘nﬁl.ﬂﬂm-iiagﬁdwqﬂnﬁuaaﬂnauuwﬂaumu'ﬁquun 487 ru wudndrulwoidhumends Saues
9.8 p1mafy 39,90 9 anturmlar fouss 686 fedwgrfindrudve-Sndase Jovar 207 suldmseuedh
wivrmReudindt 20,000 vm Souar 42.5 sedun AnsarfeUinnnd Soune 56,1 sy Eandn s
waldauarmiiiiu Argo Qutlet Jeuae 31,6 domaifudayaiamaivatusdninyidsldaunmie Trssans/
aonys $auas 34,3 wrserwilunsdendndnsidalizen e 12 Adwniiiou Joune 857

nTiATEeeAU sERaUE i

aneaad 1 uarasmansine e waseadeiiluusassifussnevteaglsuueudiuiug
Tesaafadme wudnshieseirru@edu Relissility) Aonswinidudssiviuearvesnsouun
(Cronbach's Alphal wullsuusauaaaduiie 0,933 uﬂmlﬁl.ﬁufiﬁ’agaﬁﬂwﬁuﬁﬂxﬁﬂmwﬂﬂ%nﬁa
gauduld A1 Kaiser-Meyer-Olkin: KMO 9Y58Wi 0.500-0.878 Fauusdnarldvaisilembwinilesoadsewin
0.485-0,859 fAedwauysduneliudasiannsoeiuafusuldR drmmdsmsadaniow (Convergent
validity) Tuduwassnadon sl sUusdaiald (AVE = 0.50) flAnagssvin 0.571-0.849 WAL TRy
Tl (R > 0.70) flfnegsewing 0.732.0.898 Easunineisived Hair et al, (2018)

- T - i w i - i s
ﬂ"IT"H'ﬂ 1 #RAETATIEAR RN A userndnauasd A S ol luudes sl senou

aeAsznBU f o tvalue R AVE

>06 =05

nsfufanmiszauntsal (@ = 0.895, KMO = 0.878) 0.898  0.571
samivenioln 0603 BOTI
Aol 0584 T.EET"
mu e Eelr D612 BI00M
ARz dseenisld 0,620 B431"
wimmlseneuens ndumedliuniulsennyg 0577  T.751"

A IAREL AR DL ASATIR A I ES DY DA2T  BASS®
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i o i . A . o . ; '
AT919R 1 En1s e eETRTLiEeRYe AR sEnRd paaer R ey B UsEnay (REa)

pafUsznEY B twvalue CR AVE

= 0.6 =05
rmdurandelrtoenideldung 0685  T.630°
LR DA EL T 0635  8.563%
dledudmiosnnrriuiindnideliily 0707 9.453*
mssuiiudulddieguan (hangdneh louin roiaaweseady) 0570 9.202°
SuBanewsedsednes Tafeliiulalfdellavn i 0,520  9.337
ﬁ'uﬁmiwumm{luﬁuﬂﬂmiﬂmm 0527 497
SuiinfrlssuAuauruaiaais 0523 9.485*
foowvrsluusias vssduilarensiaues 0,513 9.289"

dunengnindndsaneivussnuewsiilisdunoaaneseags 0490 8988"
Sumrnmindanun saiffanius 0580 10.208%

winuubnorliinevaludseliwilddwivifnsiawndnduy 055 10.114*
dussuuvaluindnfimsu

E'ul.iu'lﬂlfmﬂmiwmﬁ suetlidLurd s dndur iy 0.551  10.114%

HnERTwEY

AeHanele (o = 0.795, KMO = 0.500) 0.732  0.760
Tanmaanudasuioneleiusdndosd 0797 16.996"
mniaﬂ'ﬁauﬁmﬁwﬁﬁﬁﬂLﬂﬂﬂ‘nﬁﬁ'ﬁﬁﬂﬂﬂﬁfgﬂﬂ'lﬁ 0.722  16.996*

ALY (@ = 0.796, KMO = 0.842) 0.866  0.750
deiflanasumsnusiliduioniningil 0.747  15.908*
ﬁumﬁmwiuﬁumswunﬁmﬁmﬁuuﬁmﬁm?ﬂﬁmuﬂuﬁ 0.768  15.908%
ﬁ'u[waﬁgﬂa'|1-'r'|ai‘|"ﬁ'm'|nuﬁﬁﬁ'mﬁ1ﬁui'uﬁ'muauulaﬁ‘um-‘i‘u 0.749  14.957%

S lFiBAsudrduyinntuiuadedruseulad 0718  14.205%
Sumererassuardefsiuintusitneiinsiangaiiulid o7 1s12r

ArTuRilede (o = 0.837, KMO = 0.500) 0.837  0.849
winduizanisuiinmdeld SuseTondefusd 0859 18572%
Susslafln:Sosdnfuvtanluauag 0838 18572*

wrnwe: [ - dnbdnesdlszney, ¢ ixﬁtﬂj’uﬂwﬁ'@ﬂi:ﬂﬁ"ﬂh 005, @ = Cronbach's Mpha Relighility, K0 = KMO & Bartlett's
Tast of Spharicty JemUEEIATEERURINT 008, CF = Compadite Meliability s AVE = Average Varance Extrached
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pansmnAeun i e udsdunald (Multicollinearity) farnaai 2 wuimnfus

-y £

g . . p .
A nTEEdUNLSA NI 080 HuRRLNaATYE Hair et al. (2018) sruviwhnsnvaesewiadonyaudsls

o

fignadalfzniunindamdiiudluuauaranuiifeiu diedewini 07560921 uandliiuiwus

i@

lupsAnwinfsilalifindmaneaufiiuifue g weeduauvinsiesednudvansadsdiuun

(Discriminant Validity) (Hair et al,, 2018}

o F

p . :
A1sai 2 Puado drudvauuninssu wasamindanduius

windawduiug
Aaus
EX SA EN RE
Anady 4.178 4,355 3,989 4,137
drudisauuymsgmy 0.491 0.637 0.710 0.722
EX (0.756)
54 0,593 (0.871)
EN 0.567% 0,630 (0.866)
RE 0.501" 0.583% 06565 (0.921)

o ¥ of 1 1] | L3
it wifedluanfuiio esniassesmuaiorusd s ssungnaiala S
EX = nvsduduinlizauntzod 54 = mawhanele EN = mamugniy RE = maudileie

MTATIERaNNIIATaaINe (Structural Model)

warshnseauntslassaedounisuiulng wuit X° = 38872062, Degres of Freedom (df)
= 319, Probability Level = 0.000, X'/df = 12,139, GFI = 0,512, CFl = 0.582, RMR = 0.088 LAz RMSEA
= 0.151 Fadladivuiuinmnaded (Hair et sl 2018) wuithenuidauserpsasiulayadiadsedng S
msUiulieafiunsRasIAT Modification Index (M) wuin X° = 97.018, Degree of Freedom (df) = 76,
Probability Level = 0,052, X/df = 1.277, GFI = 0.978, CFl = 0.995, RMR = 0.017 wax RMSEA = 0,024 3
diadirutunasiradnd (Hair et al, 2018) wuilumaiinaurenedesiuioyndnlsedndd

WA IRRRVALLRT AR 3 wudn avuiisadl 2 mstufanssaunnaaiesiuiinedmadauan
senr el TaedridunseAndidune 0.622 adnaifudrdigniealh wudnivawiswd 4 eaufimela
dswadauanmoraiindiledie lnefiAdudssfviidurng 1008 sdralindrAnnadi useauuigd 5
prafimaladsuadauandaauyniy Trudiduledniidume 0556 adaiiivaAgmeadi etdlstny
Tuauuiignad 1 masufanuszaumseiesdiulnrdmadauiaruymig Tnairnduosfrsduna -0.208
athaihiuddigned? maRsiuivssigd 2 mefuinmisaunssiveauilirdmadauioes uiniods
TradrrfuseAvidunn -0.233 sdalidoddyneadi Sadumuauufigiud 6 anfaveladuiudsnan
fitkasEwimsuinnlssaumsainefuiine funsuiilsdouasaamugniu Fmsed ¢ wuiesuimels
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sosguilamdiurumluntsisdid duiwdsdsiudnivadnenasiuirnlssunsaveaduilnalugs
gy el @i i Siviwanedon (Indirect Efects) 0.594 senadided @i wes
pruAdlade ed i S wen et (ndirect Ffects) 0.651 athafiteddavnadd $fatuilu
nrsduiuBvEwasuuaday (Partial Mediation) ipsmniisivisvavnsuarSviwemadouiiiuddmiads
(Baron & Kenny, 1986} Fan il 2

] u u J R 1 “
mrrsadl 3 astiBrudivusenisiwseiandsud 15 veamiiieussendimaUiuluna

H,: AsTugeimlseaunnsnl

1 v - w 0091 n.199 0,208 0.015 Fuayu
AR BT NERTG L T :
H,: nsduiaimlseaunisal
z = -0.172 D488 =0.233 i) Fluayu
vostiudinailsanaeanslede “H
H.: pnsdvinimlseaunnsad .
3 v E -1 - Q.812 o 0622 e FUUAL
vesfuiinniinaramnfiiels :
Hg arufiawslefluarenrusilede 0.964 nen 1.048 wan wluayu
H,: rruiawalailuasos gl 0.962 e 0.954 rer aduayu

w0 audutadAavoaalia 0.001

AT 4 Andsedviiansnavaddumadsammesirudisiudsewiavaalie

ﬁﬂﬁ‘l.liﬂ“lf‘l‘l.]‘iﬂﬂ'l.lﬁ"l‘iﬁ 0.622% - CE2F%  0361% 0594% -D233* 0443% 06518 0208
ATTIURIWBLY - 1.282* - 0.956%  1,340% - 1.008*

wanewe- TE = BvitwaT1y E = EnEwemwaad DE - Bvinoniaes

* sedaladdmeaalii 0001
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TINEBNEANY AR YR ERTOuLEnalaRan W 2

H?: - .
H_: REIE = 0.651/ENIE = 0.594 aridada
Ms5ug . H - 0.622
. ATTURIWE LD a
LI SEAUATI TR - o
v, = Ak SEakU LA
WE5UTLAA 3 " H,: 0.956
By ATTMEANY
H1: 20208 i

ai -
NTHN 2 HA I'I’ITH-*'IH"I'FI"II-I'HJJI-Iﬁj’IU

WuELve: REE = Sviwsvredoumeansiuieimlszsunsolludie rugmiulesssinuarafiaels
ENIE = Snimemateamaan-sivivimlszauntscildanswedlnfelnedadunsufanals

5, aﬁﬂ*swwmm:ﬁ*;ﬂuamﬁi’u (Canclusion and Discussion)

ﬁ'ﬂ:.rr.l"ma'l.waa:ﬂuﬂmﬂtmu-m'[umaﬁmﬁ'.'-I1Lfl'u-:'1’1u.'LJiEiani'nuﬁﬂﬁ'nmEamna‘unn‘r.s"s"m:ﬂjmlwﬂuﬁ'ﬁni
-umrgu?[nﬂ'hlﬂ”am'mHnﬁuuazmmgﬂaﬂa Fismmndoafiunsdnereas Howard (1994) Fmieufimels
m'-:nﬂm‘:%’uimmhzﬂ'un'.3£Jﬁ§uﬂnn'lﬁ’uﬂmma werl seEu s neRnduanar e lsumisovas
suilee winguilnadeonuiaalagamedamiimen palumidedudn samsrnufangla e alwAT gL e
r&'u*'s’Lnnu’lmﬁu ﬂu'.'iﬂl.ﬁ-m';umuuﬁw"lﬂﬁ;gu*'s']_.ﬂﬁlﬁ?'ufuﬂrﬂﬂ-iEﬂun'ﬁw'lumﬂﬁﬂﬁ:lu'uﬂ uaEAMATUBAuRIMID
Wini s Rt laedmadrnsersgriy denefasiuntidneees Gupta ure
AR (2012) vuinsatuayulsauntiivaagnAnd o ausas Ry asin 113’ui’[ﬁﬁuﬂﬂﬁ’|ﬂcu AMNINATH
Armymiveuiing Wasmndumansefuensusllunsdsluthasemiug Wadlugrenasiuaemsaiuaygy
L LEETHE DR TLARET TS

Twsneinsiuiravszaunsemaguilnednatunudleda 81 Troy uee Kemy (2010} wudimanm
seapwTtusslriedaaiuaralaends tramdudadioiusariang saidariniseasemi
dmarorruiusgianaannmiautuss windudniud il dsuilsiumed srvenduniimevaus
arudsansiiuiguiineddade saarsmewiaAasmszaunssiuasarudluafnsaguilng Churchil
and Surprenant (1982) Aan3T7 PREUERARSaA W BT IPATI LB MER ALY R onrdBiunITRIAM e
fite Inedavdnmsaiarruiaelslnesdmiugednidudiddy erafaslsfdeadannreruileds
oh (1999) Wanan sredlenelavosgadlugramnisdisusuuas S uemnsninnisuinisirveaming
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. a - [ e P . -
fEudu war Howard (1994) finaiza1 i'l'.l‘lulﬁ‘dliraEﬂﬂﬁﬂﬁuﬂﬂ'lﬂﬁmﬂﬁﬁﬁﬂﬂﬁ'i'lE'UH'IH.IEI-»IE.‘IUE'LHHI.LMHTIU
o B - oa o v P o B o m w
uula'uuqqm'LnﬂT.un'|11.|"..=mum'|ﬁumﬂmum Famng nei R vz ile s et e duen
L] k] L R 4 = L R & ] L3 " el Lo e H.
etalsfinn nsmamdrudiuirionsairmudniuiserhauilnauaenEniunaud Gengler

and Leszezye (1997} nd13lian msdmnsarudiudtuanindulanalunsiudsaneuduiudiuanm 71
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Abstract

This paper has three objectives. Firstly, we explore relationships between growth rates of sales,
cost, and profit and their associated margins. We provide formulae that relate all thase vanables and
derive the implications. Secondly, we show further that if we assume a constant fixed cost and a constant
variable cost ratio, then we can deduce contribution margin ratio (em), varlable cost as a proportion
of sales (vo) and fixed cost as a proportion of sales (fc) from operating margin ratic {om) and degree of
operating leverage (DOL) In addition, we can alse infer sales breakeven simply from sales and profit
growth rates.

Thirdly, we relax the above assumptions by assuming a known changa in fixed cost and variable
cost ratle. These changas could be approximatad from finanoal statemants and industry price index

seres. Our approach could still estimate om, ve, fo and om. In acdition, we also extend Arellans (2007)'s

method to show a ralationship between a change in margin and fixed cost in this cass.

We also provide implications in terms of financial staterment analysis. One of the key implications
is that if sales growth is higher than cast growth, then a firm with a higher operating profit mangin ratio
will have a lower profit growth compared to that of ancother firm with a lower margin. The result s

reversed whan sales growth is lowsr than cost growth,
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1. Introduction

Maost business students study financial statemeant analysis and cost-volume-profit (CVP analysis
if thair accounting classas whare they are exposed 1o trend analysis, common size analysis, percentage
change analysis (Kioh, Ang, Brigham, & Ehrhardt, 2014), degree of aperating leverags (DOL) and break-even
analysis (Maher, Stickrey, & Weil, 2011), They also learn about margins whether in the forms of gross profit
margin, cparating margin or net income margin, However, relationships amang growth rates of sales and
costs and marging are not shown nor derived explicitly, In zddition, a standard management accounting
class would cover the concept of contribution margin but provide ne link to reported numbers in financial
statemeants,

This paper addresses the above Uimitations by bridging financial accounting and management
accounting. We propose novel analytical techniques that can ke used in financial statement analysis.
Firstly, we provide formnulae that relate growth rates of sales, cost and profit and its associated margins.
If we know amy three of these varizbles, we can then deduce the rest, These formulas are particularly
useful when analyzing numbers from financial highlight statistics, which dao not reveal full infarmation.
Cur results show that if sales growth is higher than cost growth, then a firm with a higher cperating
margin ratio form) will have a lower profit erowth compared to that of another firm with a lower rmargin.
The result is reversed when sales growth is lower than cost growth,

secondly, we show a method to deduce contribution margin ratio (o), variable cost as a

proportion of sales fwo) and fied cost as 2 proportion of sales (f2) from reported finandal numbers if we
are willing to assume a constant fiwed cost and & constant variable cost ratio. In addition, we can also
infer sales breakeven simply from sales and profit growth rates.

Thirdly, we extend the above approach by assuming a known change in fixed cost and variable
cost ratio. These changes could be approximated from finandal statements and industry price index
series. Cur approach could still estimate cm, ve, fo and om. We also extend Arellano (2007)'s method
to shows a relationship between a change in margin and fixed cost in this case.

The creanization of this paper is as follows. Section 1 is this introduction. Section 2 provides
literature review. Section 3 derives relationships among DOL, operating margin ratio (om) and growth,
providas numerical examiples, and lustrates applications of the technigue. Finally, section 4 discusses

implications and cancludes.
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2. Literature Review

The dagras of operaling leveraga s basically an alasticity of operating profit, maasurad by EBT
(Earrings Bafora Intarsst and Taxses), with respact 1o sales (telk, Park, & Dugan, 2015) For example, if DOL
is T, 1 simply means that if sales wera 1o increase by one percantage paint then the aperating profit
wollkd increase by two-percentage point, Sivney (2000) provides the formulae Tor degres of aperating
leverage (DOL) The formulas could be stated in the form of guantity sold () o sales (81

f .r'_"..E.E‘!T]
_ AERIT _ L EEIT

YeASales [ ASales 1"l

Sules

__RP-¥y SV EBITHFC 8
S P-V)-FC §-VC-FC  EBIT  §-5,
 Lontribution Margin Ratio— cm
 Operating Profit Margin Fatic om

L

(1)

Mote: EBIT = operating imcome, 5 = sales, SﬁE = saees breakever, O = cuantity sold, P = price per unit, ¥ = variable cost per
wnil, FD = fimed cosl, WE = wariahile cost, om = contribution margim tatio, am = ooeralicg margie ratio

Aside form the farmiula E]F_JF]F[:].-H:"I] as stated above, there are two popular empircal methods
to estimate DOL (Stelk et al, 2015} The first method by Mandelker and Rhee (19840 is based on the
concept of elasticity. They use the time-series regression to estimate the elasticity between cperating

prafits (EBIT) and sales, Mathematically, they use the following regression.
MERIT p=a + ¢ = infdales |+ p

The symbal *i" and “t" stand for firm *1* and time “t", respectively, The variahbls “ui_" is simply

the emror tarm, The coefficient “ci' is the DOL of firm “i". Basically, it is the elasticity of operating profits
with respect to sales.

' Brien and Yanderheiden (1987) criticize the above formulation that it fails to contral for growth
in operaling earnings and sales, They propose the new method based on the percentase deviation of
operating profits and sales from their own trends. Mathematically, they estimate the percentage deviations

from these reerassions,

In{EBIT } = InfEBIT ) + 1 % g, + g 50T
lfSaies ) = InfSales )+ =g+ p b

' This is alsa the approach of this paper.
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Then, i their second stage, they apply the following regression to astimata DOL.
pERT = DO K g 50 4 g

They argue that this DOL measures the average sensitivity of the percantage deviation of the
operating profits from its trend ralative 1o that of salss,

Stelk et al. (2015) study whather which of the above methed is more aceurale in larms of
estimating a firm’s DOL. Thay find that the second method {O'Bren & Vanderheiden, 1987) is better,
s they advocate its use in practical applications,

In terms of relationships batween growth rates and fixed costs, Arellanc {2007} proposes an
equation that relates operating profit margin ratio, sales growth rate, and fixed cost as a proportion of
sales. He comectly points cut that the frequently used percent-of-salas method in 2 financial projection
implicitly assumes that all costs are variable. This implies that operating profit margin ratio remains
constant. This may be reasonabla in the long run, but there are fixed costs in tha short run, The existence
aof fieed cost will cause total cost as & proportion to sales to decline (rise] whan sales increase (decreasal,
Consequently, operating profit margin ratio will increase (decrease) as sales increase (decreasal if we

assume that the varizhls cost ratio is constant. The sguation is shown below,
£
ﬂ#ﬁ=unrn+L—Jxﬁ 2)
1+s
Mote: am, = operating profit masein rato in pedod 1, om, = oparating profit margin ratio n peried 0, 5 = s2has growth, fo =
fixeed ol s a prepofics af sales in period O

3. Relationships Among DOL, Operating Profit Margin (PM) and Growth

This sechon is separated into three parts. Fach part provides both theoretical models and numearical
exampies. The first part shows relationships among operating profit margin ratio, sales growth, cost growth,
and proft growth, The second part discusses relationships among contribution margin ratio {om,
varizhle cost 25 a proportion of sales (we), fixed cost 8z a proportion of sales fc), onerating margin ratic
form), degree of operating leverage (D00] and sales breakewven iSEE‘.I. In acldition, we show a method to
infer sales oreakeven simply from sales and proft growth rates and to infer a fixed cost ratio simply
fror & change in operating profit margin ratic and sales growth (Arellanc, Z007). Unforfunately, these
relaticnships are based on two underpinning assumptions, namely, a constant fotal fized cost and
a constant variable cost ratio.

The third part relaxes the abowve assumptions and extends our 2pproach to the case of a known
change in total fixed cost and variable cost ratio. In application, these changes could be approximated

from financial statements and industry price index series.



M NIDA BUSINESS JOURNAL

Volume 28, May 2011

3.1 Relationzships among operating profit margin ratio, sales growth, cost growth and profit growth
3.1.1 Theoretical models
We bagin with the definition of prafit. Lat "NI” be prafit in the form of earnings bafore intsrast
and taxes (EBIT) or in othar words, oparating profit. We then define "S" as sales or total revenus in cass
that a firm has ather incomes and dafine *C" as tolal operating cost” The propartion of costs over sales
is reprasented by the vanable “w” {w = (/5] Obviously, profit is the difference belween sales and costs,
We analyze two periads, namely period "0 and 17,

O]

SF
NID=S|J_{'1D= u_wu'su=ﬂ_wa"su =
NI, =8,-C,={1+85,-{1+cw,.5,=[f1+9-(1+cw,]5,

The variable “s5" and “c” stand for growth rate of sales and total costs, respectively. The vanabls

"wﬂ" is the cost ratio or, in other words, a proportion of totzl costs over sales in pefod zero,
If we know the rates of growth of total costs and sales, we could recalculate the proportion of
total costs over sales in pericd one, Similarly, we derfve the relationship between initial margin [n:rrnﬂ‘.l

and cumrent margin 'fﬂm]i.

=5=C,J(I+|:’J= & (I+L-}= (1+c) ”
" 5 8,il1+s) [SQLH.'.—} " e s) N
om=|-¢
il+e) {1+¢)
=l-w=1- =1-{l-
el W 1-1::,{1_'_.ﬂ i amc_j{]+3_, (&)

We define operating margin ratic (om) as one minus cost ratio {om = 1 - c). The profit growth
rate (g} is derived in the following equation.
oo WH-NL) NI
{1+ =)= 1+ehw,] a
(1=w,}

_ {&—wy.oh _3 = {1 =)o
1=y ar,

1 (o)

2 Ihe formwlae, In fact, work even when we define UHIEY, AT and MCT differently as long as "N = 5 = OF For example, if we
defime “MNI® as gross profit, then wir must define “37 as sales of gocds and “C" as costs of goods sold. Or, if we define 81"
as ret income, ther we must define "5% as total revenue and "C7 as total cost including operating costs, france costs and
Tax SRpIENGEL,
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We can also restate sales growth as a linear combination of profit growth and cost growth.
The formula tums messier f we use current cost ratic (w, ) or current operating profit margin (om, ) than

initial cost ratio (w ) or initial operating profit margin fom ).

s=(1-w)g+w,c=om,g+(l-aom)c o

_-wlg+ig+wle om.g+{l+g-omle (8)
[14w.g+(l-whe] [1+{l-om )Ly +om.c]

If we salve the profit growth (g) equation (Fr. &) for the initial cost ratio (w ), we then get the

eguation that lnks tha initial cost ratio I:-.-.-UJ or the current cost ratio l'.-.-.-']J to prafit growth (g) and cost

growth (o).
ﬁJLé:g_ ()
i {1+c) (g—x) (1+e) o

Tes (g-e) (145

If we substitute the current cost ratic {'.-.'1] inte the profit growth equation (Eoq. &), then we can
find the relationship between profit growth (g}, cost growth, and current cost ratio (w ).

_l—we)  s—{l—am)e

- ﬂ - 'H-'I,:l Loy Y
(e [=ame]en w
- | lws—c) - | O=om)s—c
(I=mw) Oy

We can also restate the profit growth equation {Fo. 6] to write cost growth (2} as a function of
sales growth and profit growth,

1
(1—om,)

[g+i|;.r—gj] [g+ _l ts—g}]
_ow 0+ ) LT (—em) (1+3) (13)
(_Lle=) (__ 1 -g)
L W (1+x) (l=am ) {142)

The above equations show relationships between sales, cost and profit ercwth with operating

c=ge(s-g)=g+ (s-£) (12)
ey

profit margin ratio {om) either in the form of initial one or current one. If we know any three of these

varakles, we can then deduce the nest,



M NIDA BUSINESS JOURNAL

Volume 28, May 2011

The profit growth equation (Eq. &) is restated here to discuss its implication. The equation could

be re-arranged to g2t tha following two eguations.

[.-: w..:] =1 —wm, e (6}
(- I,
g=5‘+i.[s—¢1=:+w.{s—ﬂ 14}
(1= w,)
|
=+ -l =4+ —f5—¢) LLl5)
R e LRt

The key implication here is that if sales growth is higher than cost growth, then a firm with a
higher (Lower) initial cperating profit margin ratio I:t:-r'rlull will have a lower (highar) profit growth compared
to that of another firm with a lower (higher) margin, Implicitly, we assume that the initial profit marging
are positive, Of course, we obwviously make this comparison under the condition that sales growth rates
are the same for both frms and cost growth rates are also the same for both Arms,

In contrast, if sales growth is lower than cost growth, then a firm with 2 higher {lower) initial
oparating profit margin ratio {DPT‘-{'J will have a higher (lower) profit growth compared to that of another
firm with a lower (higher} operating profit margin ratio.

This fact helps explain why turnaround firms tend to grow much faster than more mature s
during economic recovery, where sales growth tends to be higher than cost growth,

Even though the above equation and conclusion is mathematically corect, it is not auite infuitive,
To get a better understanding of the reason, we can write down the following equation to show the

peErcentage change in eperating profit margin ratio.

v

Aom = o —om. <] 3 :: 5, - fﬂ 1+ 58, —(1+&)C, _[Eq—Ca
i [ (1+ 515, - o

_lr’l_{|+(;]c,,‘ﬁ_ _&] G _(+e)CG _ (+e)
_k ':|+E'I|S*__|| 1 —"i'.;.___-_S [-|-+-'l"|'-5' - U"‘-ﬂl . {16)
[5—[} » _is=a)

{1+.-:J "= {1+z ]{ ~om,)

Aam y=c) |
[—J = ‘-_}(_ -I:I
o, (1+2) om,
Mext, we darive the profit growth as a furction of sales frowth and percentage change of operating

profit margin ratio.
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NI =1om) )8, = (omy, + Aomii] + 5.5,
NI, = (omm, )5,

_£_1={ﬁm¢ i M) (1 |5}-Sn_|=[|+ﬂj-l:l+ﬂ'] {17)
NI, (o, )5, .o
g=s+(1+5)] ﬂ]
L, O,

Then, we link the above profit growth equation with the percentave change in operating profit

margin ratio equation to get the following,

) =) (1 _
E_H{H'f}'un}'[nm IJ 118)

Im words, the equation 17 clearly shows us that the profit growth depends on twa factors. The first
factor s the sales growth whereas the second factor is the interaction betwesn sales growth and the
percentage chanees in operating profit margin ratio. It reveals that eiven the same sales growth, a firm
with & higher percentage change in operating profit marein ratic would have a higher erowth. We assume
that the operating prefit margin ratio (om) is positive. Then, equation 16 points out that given the same
sales and cost growth rates, the percentage change in operating prefit margin ratic would be higher for
a less profitable firm (lower nr'nc} As @ result, a less prefitable firm would have a higher profit growth

rate. Intuitively, a less profitable firmn has such a low cperating profit margin ratic such that when sales

growth is higher than cost growth and the margin starts to improve, it counts as a larger percentage
increase. This results in a higher growth rate in profit when compared to a more profitable firm,

Ancther conclusion we can draw from the formulae in ecuation (12} and (148} is that if sales
growth and cost erowth are the same then profit srowth will also equal to sales growth and the margin
rermaing constant. However, it sales growth is highar (lower) than cost enowth, then profit grondi will
be even higher (Lower) than sales growth and the operating profit margin ratic will increase (decrease)
accordingly.

In addition, there is also a relationship between a change in operating margin ratio (om), sales
growth (s) and fixed cost as a proportion of sales ratio (fic). Arellane (2007) derives this relationship by
assuming a constant fixed cost and a constant variable cost ratio. We show his dervation below by

bzginning with the definition of operating proht margin ratic.

&, {§,-VC,—FC)
m{_ ==
SU S'.'l
(19
&, A8 VO -FO)
I:N'H| =—=—.L
& A
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If a varlable cost ratie (WVC/S) is constant, then the growth rate of varlable cost will be the same

a5 sales growth,

B =8 (1+5), VO =FC(1+5)

5,—VC,—FC 5,145 -FC,(1+5)-FC
s, 8, (1+5)

FC=58,-¥C, -,

(20}

am, =

We substitute fixed costs (FC) in equation {(20) into the operating profit margin ratio equation

f::-r'n]].
_ s8-8+, _ F-ves+om, ={:-m:,+.;'.l[]—vc‘l
(45} il+5) {1451
_omy + wlomy + fo,) ~ o {1+ 50+ x i,
{1+5) {1+ 5} (21}
om, = am +;.ﬁ'
s
5
e |;I+_v]|"'&"

Arellanc (2007 shows that if we know total fixed cost, then we can forecast 2 change in operating
profit margin ratio, given the sales growth rate, This paper extends his aporoach further, We argue that
instead of uzing the above equation in Ainencial planning we can apply it in terms of fnancal statement

analysiz, We invert the equation to get the following relationship.

&

=+
fey = o (22)
. C 1 FC 1
T S TR
fi, =1 Ao (23)
5

The above eguation (23) reveals that we can find the current fived cost ratio {fr:,_ = F[.fSt} e
easily by dividing a change In operating profit margin ratio by the sales growth rate. Basically, we can
infer management accounting information simply from reported finandal statements. However, implicitly
bvzre, we assume a constant total fied cost (FC) and a constant varialbole cost ratio (ol

Furthermore, we can divide the following accounting identity by sales to det a relationship

between operating profit margin ratio, varatle cost ratio, and fixed cost ratio.
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Hales = Profit + Vanahle Cost + Fixed Cost
1=om +ve+ fi, {2a]

we=1—am, — fo
Sinea we know fxed cost ratio from a change in operating profit margin ratio in egquation (20),
we can calculate the variable cost ratio {ve = ".l'E].-"S-]J aasily,
Furthermore, we can calculate the contribution margin (cm), defined as profit above variable

cost, and then the sales breaksven as a propartion of sales,

om=1—u
ve=1—om, — [t (25]
om = om, + fo, = am +— Aom
&
FC
5 ==
ag [ ]
Fs (26)
S S fe _ Hom
& cmoom + fi sxom o+ dom

The abowve formula shows that the higher the operating profit margin ratio, the lower the
breakeven sales. In contrast, the higher the fived cost ratio, the higher the sales breakeven,

3,1.2 Mumerical examples

Ta illustrate the technigque abowve, we apply them on the information in the takle 1 helow,
The table 1 provides information on sales, cost, and operating profit margin. In this example, we assume
that the anly varable cost (VC) is the cost of goods sold (COGSE and the only fiked cost (FC) is the salling

and general administrative expenses (SG0)

Table 1 Sales, Cost of Goods Scld (COGE) and Operating Profit Margin

Year 0 Year 1 A (%aA)
Sales 100 130 30 (30%)
COGES (VO (80) {104) 24 (30%)
SGA (FC) (10] {10) 0 (%)
Tatal Cost (TC) (90) {114} 24 (26,7%)
EBIT 10 14 i [50%)

Mot & = 309, ¢ = 26.7%, ¢ = £0%, = L7100 = 206, Wi, = 1147130 = BY. 7%, G, = 1= 90% = 10%, e, = 1-Bi7T% = 1723%,
wiom BOPL00 = 1040180 = B, Fop - 100100 = 10%, fo, = 10F130 = 7.7% Our farmlae relate sales growdh, cost growith, profit
grorvths and Its assoclated margma, I5we kinow any three of these varables, we can then deducs tha rest, We b=gin with profit
arowth and wae the initial yesr (perioed 8 infarmation,
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(5 = wpcy  (30% = 09x267%) g%

= L
SR —— - 09) 0.1
_s-l-om)e 30%-(-0.x267% 6% _ oo,
o, .1 1
g5t (5 — ) = 30% A30% — 26.7%%) = 10% + 30% = 60%

{] } |;1 -0.5]

e looMa) ooy 00 o0 apee 9 7aiy — 3086+ 300 = 60%
et {1l

30% — 26.79%) = 26, 7% + 33 3% = 60%

1 I
cer— ' (s—c)=26.7%
Ty A= TR S

—r+—{; ch= 26"'}’:.+—{.‘5{In‘3o 26.7%) = 26, 7%+ 33,35 ~ 6l
ELS

We can infer the initial cost ratio l:"'"".:,] and implicitly the intial opsrating prafit margin ratio [m.;.}
from growth rates of sales, cost, and prafit. In addition, if we know the growth rate, then we can updats

the initial cost ratio [wn'.l t the current cost ratia {wl} and vice versa.

(e - s) (60% - 30%)  30%
g -} (60% - 267%) 33.3%
am, = 1—w, =1 -%0% = [N

=059 =900

el
il4c) gnﬂ,.';.{] + 26.7%)

N b =R1.7%
BT 1+ 30%) '
am, =1-w, =1-87.7%=12.3%
1+ 1+ 30%
vy D) g g (L2 30%) g
(l+c) [1+267%)

In practical applications, however, we are normally more interested in the cument cost ratio
l{'.-.'1ll or the current operating profit margin ratio {u:um1 = 1 - w. ) than the initial ones. 5till, we could

deduce profit growth and cost growth.

(5= w.ch 0.30—(0.377H0.267) -
[ Tow) ]+{ ) [ T ]+{n.3n}{u.zﬁ.j_ 062
ol | iws-e) N [1_1B.E?T}({I_31}}—H.EE‘IJ 12
T l—w) 1-0.877

1G-g) L (03-06)
=|:~.g+1'l-l| I.]+$}.-'=[ﬂﬁ+ug?‘lr “+I}3} ]=“I:Id=2-|:;| T
oL =g [1 _L_03-06) 126
warn) ' ww aom




sasudmsssio O M

UM 28 wWodmaL 2564

If we assuma a constant total fixed cost (FC) and a constant variable cost ratio (o), we can alio
infer the fixed cost ratio (fe) and the variable cost ratio (ve) just from a changs in aperating prafit margin

ratio and sales growth.

£ 03
= . =10M% 10 = 10%+2.3% =12, 1%
om = oy + ey Jo T 1 gy <1 = 10%
5 03
Aam = Je, = 10% = 2.3%
om = 103
_.f':r,,:M..ﬁ{}m:%xlﬁﬁ:m%
X -

In practice, we foous more on current figuras,

Jo = l.dc:rm = L:a-: 23%=TT%
5 03

ve=l—am, - fo, =1-10%%-10"% =80%
—l—am, — fo, =1-12.3%—7.7% = 80%
em = 1—ve = 1 - 80% = 20%

Since wa deduce the contribution margin (om) and the current fxed cost ratio (ﬁ:i}, we could

easily cormpute the current break-even sales.

5 1 % 1.7%
. L= = =385 =38, 5%
o oem+fo, 123%+T7 7% 20%
j 1]
% =38.5%

gxom, +dom  (0.3)x123%+ 2.3%

This simply mieans that sales nead to drop more than 61.5% (1 - 38.5%) for this firm to face a loss.

3.2 Relationships amone contribution marein ratio {cm), variable cost ratic {ve), fixed cost ratio
(fc), operating margin ratio (om), degree of operating leverage (DOL) and sales breakeven (53[}

3.2.1 Theoretical models

I this part, we assume that total fived cost and variable cost ratic ftotal variable cost as a
proportion of sales) remain constant. We begin with the definition and dervation of DOL as shown in
standard textbooks [e.g. Koh et al. (2014), Maher et al. (2011)]. The degree of operating leverage (DOL)
is defined as percentage change of eamings before interest and taxes (EBIT) per one percentage change
af salei, It is mainly determined by the cost structure. More specifically, a firm with a kigher fixed cost

ratio would have a higher DOL. The formulag are restated below.
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5, €

f]

AERIT

MAEBIT §-¥C 5

DOL, =———— = _Efé I . - (1
Yol d S-VO-FC 58,
&
- EBIT + F© - Contmbution Margin - Contnibution Margin Ratio _cm
EBIT EBIT Orperating Profit Margin Ratio om

The dervation is shown below (Guidry, Haorrigan, & Crayeraft, 19%8; Frazas, 1987, Zivneay, 2000).
There are two types of costs, namely, variable cost (VO and fixed cost (FO), The variable "wc™ stands for

variable cost ratio WS

(EBIT, — EBIT,)
SHAERIT EBIT,
DOL = = :
ToAN L5 -5
S-!I
[{3, ~¥C, - FC) (8, - ¥C, - FC)
. 5, VG, FC J _(5,-8)-(G-¥G) 8,
(8, =S5, (5,-FC,—-FC,)  (5-5)
5,

AN < AVT S5, (l-w)=AS 8

0 -

e & (l-w}=x§ (§-FC))
{.S'D—FC:,—FI:TJ'M [S*—F’C*—FC}'&S' (&, VL, —FCy (&, -VFC, —FC7)
(5, —FC,) _ EBIT, + FC

D =
(5, —VC, - FC) ERBIT,
_(1=FCy=S,  (1-FCy=S, s,
(8, -VC,=-FC) (1-FC)=8,-FC [S.;- FC }
¢ (1-FC)
My, =—3
{SE--S&EI‘I'

The wvariahle “E—BE" stands for sales breakeven. It is simply the fed cost (FO) divided by the
contribution margin or one minus the varable cost ratic {1 - VO Simply put, 0OL would equal to sales
divided by sales above the breakeven.

Basically, DL is the ratio of contribution margin ratio (cm) and operating margin ratio (om). Now,

we can start to link the definition of DOL, break even, varable cost ratio fwe) and fxed cost ratio (R,

DGETI:—:—:— (270

i
em = DOL, xony, = i}x om, (28}
¢

o

m:l—cm=1—ﬂﬂlbxmb=1—(£]xn% {29}
5

.
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Since the contribution margin (CM) is simply sales minus varable cost [CW = Sales (S) - Variable
Cost (WO}, the varlabla cost ratho (ve = VIO/S) would simply be ene minus the contribution margin ratic
(erm). Than, we plug-in the Tarmula for DOL

We can get the astimate of DOL easily as the ratio betwaen profit growth (g) aver sales growth (s).
The operating margin is simply the ratio of EBIT over sales and we can gat this information quite sasily
from reported financial statermants, By wsing the above formulas, we can then estimats the contribution
margin ratio {cm) and variable cost ratio (vc) quite quickly,

Because the operating margin (OM] is contribution margin (CM} minus fixed cost (FC), we can
simply restate fixed cost ratic [f2) as simply contribution margin ratic (cm) minus operating profit margin
ratic {om),

GH=EH—FC=?%=E—E=?M,=:H—I¢D =0

Il|""\'llin sl] I"‘;‘\IIII

Je, =cm—om, =;m1“—1}xm=ti—1Jxm (21)
g

Furthermore, we can use the defnition of DOL and the BOL formula to solve for the sales

breaksven as 2 proportion of sales,

_MAEBIT g S,
PO ==y 75 5,5, 2
3
S _(DOL =1} (g==)
s, DO, e

However, the DOL above is that of the initial period {pericd O} In order to practically apply the
formula, we need to update DOL from pericd 0 to period 1. We denve the updating relationship below.
The variable "E* stands for EBIT.

m;ﬁ=£=£:+_-"'?=[.+EJ
i E, £,

m:[g‘*‘).ﬂu

5

Sy = (DOL, — 1) om, =["':")mm,

g%
_H,+-P‘C_Ifl+g]-.Eu+FC_ﬂ+m'£"+[ P J'E‘
E, {1+ g)E, (1+glLE,

_StsgtE-§_§ (1+z)
s{ltg) 5 ileg)

(33)

oL,

_g (l+s) (145}
IE:H:IILL-_-:-{]+g‘.|-[:"'l::m]'[I+g}
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Sirmilarly, we nead to update the fxed cost ratio (fz) and sales braakeven ESEE] ey reflect current

vallies,

e Fe__FC 0 Fe_ 1 [g—sJKM
= S0+ 09 85, 0+ g\ s o

(1+2) {1+5) (34)
—om D18 o 128
T R I TR

“nals 35
fe (|+gr'( P ]”“' (35)
Sy _ (DOL-1) _ (g-5)
& DL, E
5 5 { (26}

! 1 ig-s

5 - < = : = [DOLAT +5) =141 DO
5 (+s5) 8, (+8) g [ A1+ 5) i1+ g)) |

There is no updating for the level of fiked cost (FO), the vanable cost ratio (wvol or the contribution
margin ratio (em) hacause we implictly assume that they are constant, The implication is that the lewel
of sales breakeven [535} will zlso remain constant,

3,2.2 Numerical examples

Again, to illustrate the technique above, we apply them on the information in takle 1.

If the assumption of a constant total fixed cost, (FO) and a constant variable cost ratio

(we) haold then any BCL formula would give the same correct numizer.

por, — 2ALBIT _ 60% _
PaAS A4
(EBIT, + FC) (10100
I, = = =2
Ly EBIT, 10
FC, 10
Sop g = L= =50
T l-we)  (1-0.8)
Do, 5, 100

={su—5“_4)={1m—50}=1

However, the DOL above Is that of the inftial period (period ). In practice, we are mare interested
in the current DOL (period 1), We need to update DOL from period O to period 1.

FC 10

= ove) (1-08)

3
pop =— - 10 s
(5, -8, (130-50)

{1+ =?xﬂ+ﬂ'3}=l 618
M+gy  (1+06

DOL, = DOL,
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We can than compute the contribution margin ratio (om), the varable cost ratio (ve), the fixed

cost ratio (fe] and sales breakeven just fram growth rates and operating margin ratio (am).

o= D0 wom, =2 10% = 20%
i (§-¥C)  (100-8H)

5 14}
wo=1—aom=1-0.20=80%
VE, VO ED 104

o= —t el —— = —— Y%
5 5 100 130

0%

ey = (DOL =1y om, = {2 —1x10% = 10%

FC 10
= =— =1
T
(E-s B ED‘H—EH%) B
Jo [—j ]Hu.w, [—313% = [ 0% = 1%
FC 10
s == =T T%
I s 130
,I'E'I — 1 fcu = 1 w10% = T. 7%
T ) (1+0.3)
S _(DOL-D _(g-5) _(2-1)_(60%-30%) _ ...
5, Do £ 2 6%
Sw_ 1 Swr_ 1 opes_ 3859 = [DOLAL+5) - 101+ 2))DOL,
8 {l+s) 5, (1+0.3) o [1.62541+ 0.3y - 1/(1 + 0.6))/1.625

This simply means that sales need to drop more than 61.5% (1 = 38.5%) for this firm to face a loss.

3.3 Case of a known change in total fixed cost and variable cost ratic

3.3.1 Theoretical models

This part relaxes the above assumptions and extends our approach to the case of a known change
in total fixed cost (FC) and variable cost ratio (vcl. In application, these changes could be approximated
from reported financial statements and industry price incex sedes,

We begin our analysis with a total varable cost (VC). If the varable cost ratle (ve = VO/S) remains
stable, then the varlable cost growth rate will be the same as that of the sales growth rate (s} However,
if the variable cost ratio changes, then the growth rate of variable cost will be the interaction between
sales growth (s) and a percentage change of the varlable cost ratio (V). Mathematically, it can be stated

in the following eguation.
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FC, =1+ sMl +vLFC, (37

In practice, we estimate "v", percentage change in the vanable cost ratio, by using industry price
inclex series, Let “p" and "x" be the percentage chanee in the ocutput price and vanable input price,
respectively, For example, in the chicken industry, “p" 15 the percentage change in the price of chicken
and “x" then s the percentage change in the price of chicken feed. We state this relationship in the
following equation,

(+z) (38)

ﬂ+ﬂ=[l+;ﬂ

Mathematically, we can state EBITs (B} of the initial year and the current year in the following
quations,
Year: 5, —FC, -¥C, = §  -C, = E
+ - - - - 4
Year 1 (14808, = (FC, + ARC =0+ M+ )0, = (14505, = (1), =1+ 215,

sirnilarly, we can state total costs () and s change in the following equations.

C,=FC,+VC,
C, = FC, + AFC+(1+ 801+ v} =V, (39
AU =AFC + (1= z2)1+v)—1]=F,

We can solve for “"."EE" and then divice through with the initizl sales IISD) to get the initial variakie

cost ratio I:\.H:E}.

FC, =C, =¥FC, = o, = ny, =,

L _(8C-aFO) (w0 = AJE)
[(1+ K1+ ) -1] [(14 )1+ v)—1]

AC G, AC {a0)

Mext, we update cur analysis to the current vear.

__ (wye—Afe)
U+ )L+ =]

Jey = wy =vie,

FO = (L4311 + v FT,
FC, = FC, +AFC
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(14+5M1+v}
[1 4+ &30+ ) =1]

L=(l+sHl+vh Ly =[

4 ].[w‘.r.' - M) {a1)
5

+
Sﬂl Sl:l

5
L

Then, we need to change the dencminator from the initial sales {Sql to the curent sales (S Ho
complete cur update,

w:.="T"r:'= VG, =[ U+5H1+v) J_{“’"""""*ﬁ’} (43)
A E 1 P (AT ER U B | {14:2)
1?_-]=LCL FC (wy — v )+ A ()

5, (-0,  (+s

After we get the varizble cost ratio (ve] and the fixed cost ratio i, then we can caloulate DOL

and sales breakaven quite 2asily.

cm=1-w
o =1—we— fe

poL =™ pop, - ™
L ey Ly o

SFE.'J . ﬁq SFEJ _ ..ﬁ-:l

El

Su oy 'E":l om,

The numernical example in the next section would illusirate the applications.
In acldition, we could also extend Arellano (20070 s model to this case of a known change in

total fiwed cost and varizble cost ratio. We beain by restating the operating proft marein ratio (om).

vc.=|i (14801 +1) Jl(wq.c—ﬂﬁr} s
[0+ &ML+ wi—1] {145}

_E"‘"u_"tn}"'&r‘:
= {an)

(Lt )HLsv) ]Icw..rs—a,r&;r_({wn—wwﬂﬁ]

ﬂm|=|_.|_t-1__ll'-£| =l-[l|:]+i‘:ﬂ:.|+|-"]'_” {1_'__1'5 |::|+.?}

S [ w0 — AfE)

4 S v =1]

Sy =w, =,

(w0~ AF)
[+ +v)=1]

Then, we compute the change in operating prefit margin ratio (Aom).

amy, =1 =w, = fi, =1= = [y =iy
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B O O R N I e et A T PR L 0]
o ”""’_[1 l[{l+3]{l+v}—l]} 1+ [ ) ]l [] [+l =n—1]

m--v_[ e ) (st c)-00) o
[+l +vh=1] {1+

[l{]r::;H?:J :I [[fu{&l':_s?ﬂj

-[%-n:.}]

Mext, we solve for the initial fixed cost ratio {Fi:u].

1 [ (me—Ak) :
f'fu__1'[UHJ'[MH”‘L[HHH]+v‘]-|]]]+m] .

We rearrange terms to update the fixed cost ratio to the curent value,

FO =FC,+AFT

FC _ fen s, .iFC &y

5 5 5 5

fir = i, N Afr L7y
I:I+.i']| i1+ %)

oy = g U 4

if there are no changes in the variable cost ratio and the total fixed cost (v = 0 and Afc = Q)

then we would g2t Arellanc (2007 5 results. We restate the results below,

Ao I;I pn o,
e, = M.Mm
E
Je = l..'!mm

5

3.3.2 Numerical examples

To Mustrate the technique above, we apply them on the information in table 2 below. The table 2
provides information on sales, cost, and operating profit margin. In this example, we assume a known
change in total fived cost and variable cost ratio. The known change in total fieed cost is ten (AFC = 10).
The percentage change in input price is five percent (x = 5%), whereas the percertage change in output
price is two percent {p = 2%). Therefore, the implied percentage change in the variable cost ratio {v} is
2.94% based on the following equation.

(1+x] [I+5%j E:I.Dﬁ:w
|;I+pj| (1+2%) 102

v=2.04%

1+v)=——
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The parcantage changa in tha total variable cost is simply the interaction batwaan sales growth

and percentage changs in the vafable cost ratio as shown in the equation below.

(1+ ‘T: \J = {1+ 801 +v)={1+30% N1+ 2.94%) =1.3382

AFT
—=1.3382-1=33.82%
Vo

Table 2 5ales, Cost of Goods Sold (COGS) and Operating Profit

Year O Year 1 LLUTY
Sales 108 13000 30 (30%)
OGS (WO (0] (107086} 2706 (33.82%)
SEAFC) {10) (20.00) 10 (100%)
Total Cost (TC) (oo (127 .08) 706 [(41.18%)
EBIT 1o 2.5 706 (-T0.56)

1 = 97.78% = 2.28%, ‘-.-'CD = Bly100 = BO%, -.-l:J = W70 13 = 52.35-".&, ﬁ:n = 104100 = 10%;, fC] = 207130 = 1538%, v = 29d%,
AFC =10, A = ARDS, - 104106 - &1

hote: 5 = 30%, c = 4L18%, g = -TO5%W, w, = 907100 = 30%, w, = 127067130 = §7.74%, om, =1 - 90% = 10%, om, =

We begin with the initial variahle cost ratio '.'ur.t} and fixed cost ratio fﬁ:G]. The anly data we nead
are the cost ratio 'C'-'-'ﬂll. the changs in fixed cost a5 a proportion of the intial sales (Afc), sales erowth (5],
cast growth (), and the percantage change in the varizble cost ratio i),

e, (e — A} _ (09x04118=0.10 08— B0
[(1+5M1+v)—1] [1.3382 1]

em, =1—ve, =1-0.8 = 20%

Jo, =y =ve, =08 =08=0.1=10%

om, =1—ve, — fi, =1-80% —10% = 10%

Then, we continue with the curent variable cost ratio {v-::jfl and fed cost ratio {ﬁ:]:l.

=E2.35%

. =[ {1+ &)1+ v} [wc,,c—ﬂ;::j;' 13382 ]I:ﬂ.':l‘:<ﬂ.4|]5-ﬂ.|:l
Lla+sin+v-1) 0+8) ll.?-EEE—I ' i(1+0.3)
omy = 1=, =1=8235% =17.65%
foy = Wy =36y + A} _ (09-0.8+0.0) _ 5 350
(145} (1+0.3)

o, =1 — e, — fie, = 1 B2,35% —15.38% = 2,26%
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After we get the contribution marging (em) and the fixed cost ratios (fc), we can 2asily compute

DOLs ard sales Break avens.

o, 2%
DOL=—*="""=2
b= om, ~ 10%
Sarn _Aa _10% =105 =50%
S, emy, 20%
cm,  17.65%
poL, =— = =il
om, 2.26%
Sury _ o _15.38%

it -1 = =874 =87 14%
& e, 17.65% '

In practice, it is difficult to separate between a total fixed cost and a total cost from reported
financial statements. That is why it is normally difficult to caloulate a contribubion margin leml, a OL
and a sales breakeven if we do not have the company's intermal management accounting data,
The technicue hers leszens the information requiremeant, The only required input here is the changs
in fixed cost aver a year and not the total fixed cost itself,

Practically, we could estimate this one from accounting itemns that we fesl certain are fied
costs such as depreciation and amortization expenses reported in the cash flow statement, Cther good
examples are rental expense and administrative expense. We could calculate the changes of these
expenses ahd use them as an aoproxdmation of the change in total fied cost. Then, we simply caloulate
it a5 & proportion of tha intial sales to gat “Afc” to be used in our formulae,

A percantage change in the vardable cost rato & could be approdimated fror percentage changes
of reported industry price indices, For exampla, if this company's main product is chicken and the key
input is chicken feed, then we can use the chicken price index series to caloulate “p" and the chicken
feed price index series to calculate “x" in the equation {38) to approximate "v".

In the real world, a firm preduces many outputs and uses many inputs. To approximate "p" and
"x" wiould hot be as easy as in the single input and single cutput case. However, we can still approximate
them by using weighted average of percentage changes in key input and key output prices. The weight
far each output could be the revenue share of each product segment, whereas the weight for each input
could be the cost share of each key input.

Of course, the numbers we get hane would not be as accurate as the company’s intemal data.
Nevertheless, we can estimate all these guite easily from just reported financizl staterments and industry

price series. As such, the technigue is useful in performing financial staterment analysis.
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4, Conclusion

This paper provides additional analytical tools that can be used in conjunction with traditional
financial statement analysis technioue like common size analysis, trend analysis and financial ratios
(Wahlan, Baginski, & Bradshaw, 20171 More specifically, we provide links between drowth rates of sales,
cost, and profit and its associated margins. In terms of application, ifwe know any three of these variables,
we can then deduce the rest. This is especially wseful when we analyze financial highlight data where
we do not have full financial statements, It also reveals that if sales growth s higher {lower) than cost

growth, then a firm with 3 hicher operating profit margin ratio will have a lower (higher) profit grnwth.3
References

Arallano, F, (2007, 12 April 2007), Forecasting Profits in the Short-Run: Using a Maore Ralizble Profit Margin
Ratic, Retrieved from httpsy/papers.ssrn.comdsol3/papers.cfmiabstract_id=980181

Guidry, F., Horrigan, J, O, & Crayoraft, C {1598) OVF Analysis: & New Look, Journal of Managenial Issues,
1001}, T4-B5, doihttpsAeswew jstororedstable/d0600183

Koh, A, Ang, S-K, Brigham, £ F., & Ebrhardt, M. C, (2014}, Fingncial Management: Theary and Practice,
An Asin Edition, Singapore: Cengage Learming Asia,

Maher, M, W., Sticdmey, ©. P, & Weil, R L. (2011), Managerial Accounting: An infroduction to Concepts,
Methods and Uses (11 =) USA: South-Western Collegs Pul.

Mandelker, G. M., & Rhee, 5. G. {1984). The Impact of the Degrees of Operating and Financial Leverage
on Systematic Risk of Comman Stock, Jowmal of Finandcisd and Quantitative Analysis, 1901), 45-57.
ok 10.2307/2331000

"Brien, T. 1, & Vanderheiden, P. A (1987 Empircal Measurernent of Operating Leverage for Growing
Firmns. Financiol Management, 16(2), 85-53. doihttps Aawes jstor org/stable/ 3665003

Frezas, A. P. (1987). Effects of Debt on the Degrees of Operating and Financial Leverage, Financial
Management, 16(2), 39-94. doi:https e jstororg/stable/ 3866002

Stelk, S, Park, 5. H., & Dugan, M. T. (2015). An additional analysis on operating leverage estimation methods.
Journal of Financal Economic Policy, T2}, 180-188. doihttps://dolorg/10.1 108/ JFEP-10-2014-0056

Wabler, 1. M., Baginsk, S. P, & Bradshaw, M. (2017). Financial Reporting, Financial Staterment Anealysis and
Valuation (9 ed.). US&: Cengage Learning.

Zivrey, T. L (2000). Alternative Formulations of Degrees of Leverage. Joumal of Financial Education, 26
(Springl, TT-81. dolhttps/faw jstororgdstatble/ 41 908325

* Under the condition that the aperatine profit margin ratic s positive, and the sales ercwth rata and the cost growth rats are
the sarme for bath ferns.



M NIDA BUSINESS JOURNAL

Volume 28, May 2011

Appendix: Formula Summary for Practitioners

Motations

0 = initial perod, 1 = current period, § = sales growth, © = cost growth, ¢ = operaling profit
growth, w = cosl ratio = Total Costs/Sales, om = opsrating profit margin ratio = 1 - w, Aom = changs
in operating prefit margin ratio between the initial period and the curent period, vo = variable cost
ratio = Varable CostsfSales, fo = fided cost ratio = Fixed Costs/Sales, om = contrioution margin ratio =
1 — v, Sm: = halas Breakeven (Bales where EBIT = 0, 5&;’5 = %ales Breaksven as 3 proportion of sales,
v = percentage change in the varable cost ratio (%eAvc), Afc = changs in fixed costs as a proportion of
initial sales = Change in fixed costs/Sales of initial period IE'.FE-"SE}

Farmula Group 1 There is no assumption concerning fixed costs and variable costs,

(l+e) 1A (d+e) o _lg—s)  _lg-s) d+e)
0es) N arg, =1—11 MJUHJ [5] W, (5—) 9} (e—c) (Lea) o

[E—{I—UWHLJJ:}-'_[;;.]
s={1—am, e oy

W=

2= - (11) g=s+ L0 0 e -0 (18,19
Ay, ba—¢ o, oy
| G,
g=s+{l+s) At =5+|;I+3}.[I_E}_i/]—-l (17, 18}
o, 1+z) | om,

om, g+ (1 + g —om jo (7. 8)

s=om.,.g+(1—om ) [1=-(1—om )& = omyc]

1 1
1 [31'_{;:]}] [‘E+r]—u ;.E{Lf].ll
e . g (12, 13)
{1, ) [ | (- g]t {l_ 1 iz—g)

W {I+5) ) HELUARIEEY

£

B B T P Aom | is—c)
Aom = am, — om, |:I+.'r}'{l -c-'mc,},[mﬁ] {1+_.;]{ -1 (18

Forrmula Group 2 We assume a constant fiked cost and a constant variable cost ratio.

A = _.I'i'.,., 1213 Je, =M..-_‘imn = [E—l] <am, (22] Jr, =l_.-i'mlm (23]
{1 ¥ 5 5
Sur _ M (32) Sy 1 le-sh__ dem o0 nor, =& (21)
&, B & (l+s) g s o, + Aam

wam, [£5)

DOL, G LY em = DOL = om, =(f;]xﬂm‘, (28] ve =1 - DOL, < am, =1- [
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Formula Group 3 We assume a known changes in tofal fised cost and a known percentage change in

the variabla eost ratia.

- {wy£ = Afc)
UL ML v =1]

e, = w, —ve, = %.[u +.s'|-.[ﬁ.|:!m+ v{wﬂ+ .r:u-a:] (a5)

(a0}

[+ +vi=1]

)
e, =1—ve,, NI =ﬂ‘ﬂ=f_¢ﬂ
am, &, oW,

W.=[ {1+ )L +v) )_{wn:-.i,ﬁ-} s}
[+ +vi=11 {1+
w1
je, = Tee =T A e, + A (aq)
omy Sy _ S

oy, =1—ve,, DOF, = om 'T - .
1

m=_p_[ [yt —AfE) ]{[F-I%—Mf]] (a5}
[1+sK1+w)-1] (1+5)
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Abstract

social Media Customer Relationship Managerment (50 CRRY is an important marksting strategy in
the sodal media era. It focuses on building, developing and retaining the customer relationship through
the social mediz channel. This reseanch arficle uses quantitative research to investizate the Sk CRM model
towarels financial performance through a mediator, which was Transaction Costs Theony, A questionnzgire
was used as an instrument to collect the data from entreprenaurs of spa businesses In Thailand (those
registered with the Ofice of Small and Madium Enterprises Promotion). 157 quastionnaires were used
te analyze and test the hypotheses. Data was analyzed by using Structural Eguation Model {SmartPLS3
Software). The findings indicated that spa businesses that had used Social Media Custorner Relationship
Strategy, either in marketing, sale or service, increased their finandial peformance. In addition, Social Media
Customer Relationship Strategy had not only a direct effect, but alse provided an indirect effect, through
Transaction Cost Theory. It can be implied that Sccial Media Customer Relationship Strategy of spa
businesses had ceorcased transacion oosts; and with these cost reductions, Fesultod in mcncased financial

porformance.

Keywords: Social Media Customer Relationship Management, Sodial Media, Transaction Cost, Financial
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uni (Introduction)

U 2020 fodugrdediny denduoudlidedomntilan 3.80 Fudue wiefini 49% Ussiu

1

failefla nafuedeindwaeredes ﬁpﬂiﬁaﬁaﬁuﬁﬂamﬁuﬁ‘u 9.20% d1uru 321 dvumu Ussoelng
fuvrluifldurnd eemdzlan ﬂﬁ_'l*ﬁ'ﬁaé"mu 75% wanfiutu 4.7% aﬂﬂﬂimﬁuqﬁﬂaﬁ'mualmariﬂﬁamm
fraudiie sulmednsfurBuduasulnnsfiosdaneaulaminndly 0% Endadafinsfernseaulatinds
82% (Kemp, 2020) §uilnefimsuisiiudssauntand fovsvadudueeuinns salufmsdudfufiousse
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tﬁﬁiluﬂ54w|ﬁ§uﬁaa§ﬂﬂa1uﬁa§aﬂu (Heller-Baird & Parasnis, 2011)

nrsfdiussfivanmwedaulinruddnetei anmuedeurulusnsiussnaunaso s
wiuSmstansnsumuld wraamwndeunwuenang msRruladibheadumelulal wevsie dae
ngmee waznsdlas fansdauamathdumdmivdmanssmudaniadtuziic Genics, 1991) degafia
W#uransenuanan muwirdeuniuuen seheiuiildmerndeafuanmwndeuiifouluiteniueysen
(Greenwood & Hinings, 1996) 91AR5E4ANTIATE 8@ a0 1 e dmy AwmalgUsenaunisiniusinndy
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vy Sammean mﬂﬁﬂﬁ’qﬂmianﬁlﬁuamJ"|u|.1Tiuﬂulnﬁﬁa*lu’linmu’lug’luﬁﬂﬁﬁ {Sopraseng & Thonemak, 2015)

n’lﬁ’ﬁﬂ’ﬁﬂr‘-ﬁ'ﬁuﬁ'ua'mﬁaﬁ’mu fSocial Media Customer Relationship Management: Sh CRM)
WundeadlevsmanaafignduWlugadodiay TaukausamiisrinanisirmsgnAduius fumalulad
fodiau eatn s T ignAITUEsHe (Kipper et al, 2014; Lehmkuhl & Jung, 2013) il A
wiewwnmaRndefemmnauiiursaumninegrAndudimmnsaunn uasaansoaiensTuffuud
FEWIHANAIUEEAD (Nifu et al, 2014) Sriadaan soadeeldivTauvnsmaueiy sanrsadunduruii
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- 3 - i W - ) aal - i
sht CRm Gudulugrgramnisuiadunssin (Mass Production) dlesfreanuluFuaminily
a oo i 1 o ow i ¥ m v W o
awsaieiadieldier SuiaseuuneAtrunate dweiigiiouasgnAndssesnauAsgnULNEENTINA

utiTignstudugsnsmniarana (Sheth & Parvativer, 1995) ginssumsnanadduiesdanilifadlée
Famarafnuusssensaniui dninmidarudehnsfionedefrusse e nslrmud@niudiui
mmimm"u\quﬁr.*ﬁmmﬁ51u"luﬁanﬁm‘lﬂgnﬁﬁ’i’lWﬁEwﬁmhmiﬁﬂuﬂmwﬁqﬁm (Williarmson, 1985) W8]
rsnAImEALRUE (Marketing Relationship: RM) ?mwwnn*m.l?umF]Lr'uﬂﬁgw'umﬁug-quuﬁr‘mu.ar.tuﬁau
(Blau, 1964) EnifsrmufrwiwounsiuladasmaneSuduedodlelifvannalifmiginemsaiugni
dasalamasamransagmbnduenly Bnnda (Sheth & Parvatiyar, 1995) Asdrfigremguiiine nisinnisaay
fufudiugrmeddededoduuufnd Ao ensnarfrsaiuduiuuofenuddy mweedeimsed
ardniuiiufaensmhivgnisainaaaieigsio (Morgan & Hunt, 1994} msdinnsgnimdiius (Customer
Relationshic Managerment: CRM) ﬁam'f:ﬂqﬂamamina-mf'i'&mf;sﬁﬂ'[ﬁa*mwinl-ﬁuﬂ*mﬂ’mﬁuﬁ’ﬁuﬁﬁuz;|-.r’|"1
{Tehidi & Jabbari, 2011) :ﬁ’aﬁummiuﬁguﬂﬁi 1 CRM (Fmoramigud] RM (nwdi 1)

rsdmsanAdiaiug vl CRM WS mgul RM (Ryals & Knox, 2001) uanainajadu
A fusw Ui wusen nd ndefusswivg iauasand FadunindiofideaineraliTovnms
rgwteu (Hunt & Arnett, 2006) uaiil'-lqﬁutymm:i'nﬂum':'-'mﬂHﬁﬁ'ﬁ‘lﬂ’ﬂiﬂmmﬁuqﬁﬂ_uﬁmu {Harrigan et al,,
2015; Payne & Frow, 2008) wnsedngn s dadimufiin safufuTnaenuars e neodutom s
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dmiu CRM 5«:Lﬁnm1ﬂﬁ'ﬁnmﬂuﬂun1ﬁmnwgnﬁﬁuﬁuﬁmuﬁaéﬁﬁu (Secial Media Customer Relationship
Managemant) wig SM CRM (Mosadegh & Behboudi, 2011; Payne & Frow, 2005) fa CRM prldd-umg
fodpuiidulsnfud-favennsudmaniimaia (Band & Petouhoff, 2010) adlumsuaunausswing CRM
furriviaifadmy (il 1) '."'-ui-nu'i"..ﬂl.ﬁ'lﬁa-t'fagal.%aﬁﬂmaa.jnﬁ'lﬁ-aﬂ:[wﬁuqmﬁaﬁmu waraunImliudss
iagaﬁuﬁuﬁ WEERMAZTUATI1YENTU (Greenberg, 2010) qmﬁ‘.um’imﬁaﬁﬁn yudFduadtad sdmivgsfia
uims mazssiavinsaeneailfianssulffniug r“?'ugnﬁm‘uﬂﬁqm (Parvatiyar & Sheth, 2001:6) AriudhuSe
1."fﬂ.1]u'|ﬂ1-'-'in=Lﬁu*:hm?:mﬂﬂfn_nﬁﬂlﬂ'[ﬁ"luqiﬁ suinrsuinnitssfiadseamiue (Ballings & Van den Foel, 2015;

Berry & Parsuraman, 1991)

S TR
]
1 1
ZRh T
*.
R4

A 1 3muanTsves SM CRM

msdansgnirduiusnaiedenuiusayssTomdmanisiduoedng

ainfr A uandituit sm M dwedenaussleniinsiursiedng funarmmy
255N534 (KOpper et al, 2014 Uppapone & Thechatakeme, 2019) wasuvaride@sedng (Harrigan
et al, 2015) wiedlehendnadermudnidiauefetormadedy whluglermalunsiaredeansiugné
fiudnyeen wasfoulugnsfomsuuummnsaiugnéiedaiilssBninm (Aman, 2019 wenentu
Fraunsolifeaiweaudvimginssuiuiion feurd uwasosual suasnsalivsslomifefumeuslonl
w5y (Ang, 2011) wasrelifnmafunurmkesviinunsiudiudhidifioudiugnd it
ludafsnlidnidenan soaiunayss lowdnnanisfuesdng (Woodcock et al, 2011) SM CRM g
silsrlemminisdueidng wu sele vereie grasulnl sancuvumennsaeu duaTomae ws
frsaRfUIN (Choudhury & Harrgan, 2014) eralsfn winssnsfeamsfieain v weudnm el
fifudou weelFunadndvigansaod e srnsesduair uniInmn neee wasnuIng (Acker
el at, 2011) waddndsmaduResiariululseifueasnistd sv crm Fdeddnsounay 3 Fundn Thud
nrERETe ne weensudma Weshwevsslendnanslusing (Mozaceeh & Behboudi, 2001} ﬁaf.i'uu
ﬁﬂﬁqaunﬁg'1u H1: Sh CAM AU dnaTe Arun1svie waeriunisuingg dmeliseysslomdnmansstuesing
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nisimarsgndduiudndefenuiunnsanduusin s

wdnailovrsnareadigrieilugededsey Ao sm oaM Fadunnsld CrM dafumeluladdede
{Socail Media) (Kipper et al, 20614) Undsinrsuuzt aaﬁmﬁﬁmn11anﬁu1’1uﬁaa'l"u’m’s-aqﬁaﬁ wihueieds
'ﬁ:.]uﬁun11.=|m'fm!uq'sn:.:uua=ﬁm]un1'n|'.|'.|u (Parvatiyar & Sheth, 2001) TAud Fununissea dununsuinig
(Schaupp & Beélanger, 2014) Funumsua (Tohidi & Jabbar, 2012) aaertelunsusargnAilnl (Tehidi
& Jabkari, 2012) %qn'iw]uLuﬁ1ﬁﬂdﬁu'.-]uua"n'luﬂ'lmﬁﬂuaxﬂ'mﬁn1:ﬁLﬂuﬁ1ﬁULﬁ5au'n'lql.n';'uﬂﬁwaaaqﬁm
'ﬁgnﬁ'um'ﬂ AUVLEIN T (Willizmsan, 1985) ammsfneiluefadanted 2 uandliiiuin B deaeduiud
WarufuRumugInsy (Cheng & Lee, 2011) E'l-an*:"uﬁum:ﬂﬁsqnﬁ'lﬁ CAM dmansenudauivd sedvinmeaunu
uaridAnetindassusas iy edfnsATnsnduuin Tl CRM fﬂﬂ'ﬁﬁﬁﬂﬁmwgq%u ATAUNUGIE
araadang wandiuilfuder Krasniov et al, 2009) SM CAM dhdSruntTues CaMm Tnunatnsnsu
'r1r|':l1ﬁ Rt (Harrigan et al, 2015)

FRA

CARM

¥

TCT ——— B

. - i [T st
DY 2 HEN TS TIVE TULILARIA LT UWLGTEIR IS

5K CRM Aie Ansdiansgnénduiudgaldiuamafedsee (Band & Petouhoff, 2010; Greenberg, 2010)
Finnslfmalulalfodieuiie) annsoandununisienefons WA LAE AU IYBINTEUILM T BYa
MFUsEaUeY (Gurbaani & Whang, 1991) suluilanutinasfunuganismuniman upsaiassfnnm
Fodlelunad Titeyarmnuasfunalunsiginssuding seweedng Wiewnsmndriolvoimng
rsHivrluiafarsaumms i soanfunuganssuas i graUss et aiuiatu Ammil 2 Miler &
Seuring, 2007) FatuagUlii sM CRM danalimurussnasianas iewnietedlolfanns ] RM uae
crM BmiadsnfamelulaBfadieuiiilifenmneheuiugdy dufunrugndeueswiudlunet
gInTan Tadmarefuugings: JelarumenedesiunaRmiguiimugsnisgninneduisn e
il sswiuasdnsfugnffiireuladiefunniusesdelifnnruduiuidud Tnagadunsandu
1ﬂiqﬁ§'1auabﬁu1'1ur'ﬂiﬁ'ﬁl|“|‘:iﬁ‘Jmﬂljﬁuﬁ'ﬂuIIHh'ﬂ.HhH;'Il"{E!hI.I.ﬁELﬁluﬁﬁﬂﬂﬂuﬂuﬁﬂﬁ (Rindfleisch & Heide, 1997;
Soltani & Mavimipour, 2016) ﬁauzuﬁﬂﬁ:aﬁuuﬁg'm HZ: SM CRM #runismasn A1unisviy wasaunisudng
S ani IR UG SN S SUVBIBA NI BN
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Funugsnsuiuaadslininansiueatesing

AuUMUGINTIN A8 AuNUATY Afnduenl 1A ne s dausrn s 3n s dud s uedeun
winwsfiondnveasin fagndonds Aunuginesy fadudisduilinuddyues fuduelmediuuluns
Audugsia dniwinadnrudadinsfons wed sfuuaeiuamandunuginssuuas sl fanred-lug
1111.=|"§'|«:r1ht;ﬁﬂin'rnm1ﬁ1lﬁua1uﬁga-'|'1'u (Williarmsen, 1985) anursowtila 3 nduwdn fa n1sdates (Bargaining)
MIEATIREEU (Manitaring) uaEnUiuda (Malada pticn) (Gulbrandsen 1 al, 2017; Tomassen, 2000) ﬁw!u
senssudagnihundududslumsidinnuny seidousndiiuivoeifmussninlfgniiudssandifia
lﬁLﬁnuamiﬁﬂLﬁmwﬁqﬁu WAl sEn Al e Aunug ins suiuiainTuiananisasTu UL AL
vilbfnsaUselnrivnamsduitisfu (Brouthers & Nakos, 2000) dnwiuesdninnalvnsanti@ren Sl
mfl:;mnﬂ"nﬁnmﬁﬂiwa-u-mﬁm]uq‘sr.ﬁm'-'ﬂai-auﬂmiﬁ’uﬁuﬂuuaaaaﬁr.:w’m'luqf HaansiSodldituin
aumugsnsruiinadauiusadselomivianiadu i’qﬁuﬁ'm'm*linﬁ'iu'lﬁhﬁqu;mwﬁu'nm'nﬁﬁﬂﬂ"a'glu:-ﬂﬁ
axtihetuisfusalseTustivnantiGuesdng adwanumuinssadunugsnsdliuad Wresenis
ANTLITUN AT EIER R TR (Tomassen, 2004) ﬁaﬁuﬁaaﬂmsna'i'l.l'lj'*;hl:.i’i".mpiﬂwmﬂﬁmnﬁn'|'s'llﬁ'
nsilfunumaniay Anrlsslomirmansdussding Aniudsimadsn 13 mIaramesiuuganT 1Aun
n1ssETes nTRTIRAEY wasmIUSui dwslivausslonininisdusinaituty

nseRAnTsRARITE e arudanmRarAUsElomiman v TnuiTuawU s s
pusdITivum NI TnTTIIe AResiudsifu sM CRM AdmaderaysETorinnant iy wud
prmdeilss 2 Ussidu fie 1) s CRM EATRmsrsImstannsgadduiud Tavunanmngungeaaa
daduiud Saduetosdioninsmaeiiennsoenduguginese iasmaieuiifueugaieasuiud
MIGINTT (Cheng & Lee, 2011; Krasnikov et al,, 2009) Salundmdu s cRM Tmmiveiulaldediruvite
W 2.0 ¥Wseenild Band & Petouho®, 2010) FroinsanisiTeiuduefnmeend nua rawniinn i
wieldladarsaune aseaniuUg NS TN inmnuazm’lﬂijnﬁmsﬁuﬁmwﬁi%u {Gurbaxani & Whang
1991; Miller & Seuring, 2007) uasn1iasfuug T IudNaioNm 7= lewiiinsduvesgsne (Bresnahan et al,
2002) agui1 sM CRM Whunagndifsjadumnuduiusivanfilneedowealulalasaurn diwarorusnnse
Tunsarfuuginssy wasnisandnganssudmadenaUssTambnansiy mafnmneiihmgeifumnagnss
wiosiuermwduiudsewing s CAM Aunavsslembnanstu Fadumaveeeshramudan st CRM duwa
apAruAsalun TR ks lduay ssTeniranisuiidiaiu
srTEnanin sy measuissindiudusaindronsaunisaiBanntulld sm crm Sl
n1sTesnnneuEnsiul sl seninmees SM CRM Ridmarenamissuiduimiedding (Kipper et al., 2018)
1ni':‘-ﬁ‘aﬁ%"aﬁﬁrwiuquﬁmfumaﬁa msbiRusInTan (Transaction Cost) Wufuusdsnu domummayssTond
wisrsturaesfnsTiiusanssueinml si orm ol ae. 20084, 2018 SnmEUYALASSMnssa T
dilumadinslEmarugsnssududsudsdsinnees ufuiudsenis sM CRM wasnadsslamdvianisduvas
Bafs (Uppapong, 20190 wael e, 2019-A6 2020 Aasdiionunturssanissanudands wuddelil

i s o . = e a b - " Ak - -
1”ﬁt’ﬂﬂ1“ﬂiEQHﬂ|u AW 1) ﬂ"luaﬁ:lwrl1ﬂ.ﬂﬂwl"uﬁ;Tf\ﬁi”lﬂuﬂ‘llﬂﬁﬂﬂ”m “1uﬂu“'lﬁﬂuiﬁiﬂ'ﬁUﬂTﬁrﬂiﬂm 30}
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A9 1 nsimnTsgnAnAuEuTY v edaufunadselvrtyransiuesanslae i usd

Autsd ity dndunraniednide

(Mediator) (Authors)
mma’lmsdlun’ﬁﬁ’ﬂn'usqnﬁ’wﬁuﬁuﬁ [CRM Capabilities) Foltean WazAus (2019)
ATIANIIr RN Tand @RS (CRM Success) Soltain uazAns (2018)
H1mmmm'lummauauaagﬂﬁ‘n (Customer Response Capability) Mam wsazamz (2019)
ATIIYAALTBIRRAT (Customer Engagement) Garg uaTARge (2020)
NORNSSUFIUTPNTILLATATIA 198 55A (Innovativeness and Innovation  Domi wazenz (2020)
Behawior)
s nsudnsgnduiazyses auamnishiving Bukola wazmz (2019)

[(Customer Orientation, Personalized of Services, Service Quality)

MR RILEARTLY M FLE R IOInIRE R FATIEIgnen Minh Mgo wezre (2018)
[Mew Product Develapment, Marketing Capakilities, Customer Value)

al¥dedimunaulad (Social Media Usage) Bhatti useree (2019)
ATTUYNALYBIRNAT [Customer Engagement) Dewnarain kozAns (2019)
rsfadunsaandan siedumuitesding (Later Implementation of Dalla Pozza uazmz (2018)
Dreanizational Alignment)

mssaudutadanfin (Customer Empowenment) Aldaihani waz Al (2018)
ATIHawalovagnAn (Custamer Satisfaction) Marino WaE Lo Presti (2018)

= = v
WL ALLEH AT



M NIDA BUSINESS JOURNAL

Volume 28, May 2011

ety A

- - 3 - - L o & R A ﬂl -
ALY W T TR HTUT:F‘IHHHH'I‘I-W'HHHUHEHJ]QLI 1498 I.I.i‘ll‘;'if'{l.ll'liEI"..II.I.'I..IIF'III"Iﬂ'I'I'J'EIEI'MFI'I“'r'I K]

TCT

ind CRAM

FE

A 3 nIBuLwIRRATTIY
5210007833y (Research Methodology)
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posd el meHsdinutinidoddaivieygrindlivuureuniaihaeiedls Tnollwaedon
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o
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nguRIetauasBfusuTIdeys

nguiegiiefegsiemlulsemalneiuns foulivpeaiudineusaaiuiandiorinnat
WARTUIACEN $1UIU 931wk Adunnsdadieemnnbuasiuuasueufigussneuragsieaun Sidnay
wuasup A sadenneudluseiiduasseaulmlnendinnnisds 2 flad sasgitedwlunsine
dneuwuasuemisiimsmeundudofamumie wewnanmseneuwdeddlAuommniteiidiuns
dviinseu uaslenadnly 2 et Aufunisiindersunuduszneuntslilmenounduinsou wisemiy
2 &law apudsunuhiuvussueuFnduns s fdlogiv 106 g Feluioosas 22.89 sonauiiedi)
uasduvusoummneunduiiuTy 161 ga (Rindluiovas 34.77 veanguidiedd) gussneuntigiiamlineundy
niluseddunnfign Amdufosas 82,33 vemmeundy wesmeunduvnseauladlnudhdainas visauny
Ailem Amluioeas 15.67 veanisnoundy

FpnssauuuABUE IS W 161 90 anknusTunsin@annguiaad e Wi giisaluiions
vumnaaasvuiadn Inedeliuinsnudediales 3 9 waslvivneveisnnssneumaviadaden
Beatine 1 owe Wi nARNTEATUI wuuABUTBIRTE g ABILAR Ry ST 15T n Feiluieuar 33.50
soniudaed1s) fodhudnimounduivaniuldrnemdtefinan (Kumar et al, 1998) SurousmiioUsedi
arfnslineurdy lrowloudousswivnsrounfussclineundu Ao ﬂf‘l'u"r'inau'|.u'd‘mﬁ'uﬁu||'.im"1.nau'[‘|.|
Faatlone Ineld ¢ test Tunsnaaay 2 ndu ilafersnam pvalue deondt 0,05 wanedwi 2 ngulaiunngeifuy
(Armstrong & Overton, 1977) &jUluussunuinag 157 9o demgrAssuassiyinlannimbiviensila



sasudmsssito O M

UM 28 wodmaL 2564

ATYHRYILAS MR EauWT aalla

e - 5 A W - i ey o
F'I'I'.F'HIEIH'I-Qm"ﬁl.l.'l.l'UﬂEl'Lll.'I'ILIlﬂ'IJLF'IﬁEI'-IlJE:II'IJI'I'IEI.?'I'IJ‘J‘]U'I-'.ILI"'JEI;I-H I'HH:IJ“UFIEILIFI"I‘EH?'Iﬂl..l.ﬁﬂﬂﬂ.lﬂ"ll.ﬂlﬂ'ﬂ”ﬂ

il
=
)
ke

1. nsednquasvinuaiaadaide
Tudrnudetvedturaulunsairtededd snfinssvumsinunetoalle e fel

1, Fnwuas e st rrunssuidiuriasiuy sefufne :-'Tﬂwn'ﬁmuLiqﬂﬁﬁﬁnwsLﬁaliLﬂuu.u1wﬁq
Tun1sdmvintad ey

2, abwuvrsunwatudwinedrmulivd U iR SHuldidiimaunaiedleiruremaaeild
wnds nfrinsuiududlsbimneaufuuiurgsiaau

3, thuuuasunetuhadmauunifumn S § me Wessdiuniwesudnlisdng (Face
validity) daiaawuzntiuljaiann

4, wiArdeiipammsadadam (Content Validity Index) ruﬂgl.%'uww I 5 AU HENUTAAE
muRsasilewmeetaalienmaiiy 8837 duriinnst wansiEundedeuiorss 88,37 firu
Ui dmivirieiinnunisdailowmssliefnusededemiiy 1 fesfeidednuiuilnnuns
@il sedutudAn 05 (Lawshe, 1975)

5. waaedliadnd 1 fudussnougsieafllifunsdoudnineuduabiamismanauas
uIRtEl 919U 30 A SeTednsRTne Relizkiling Taedin mmedudssiniadi vaves Cronbach
fA15EwI19 75-95 (Nunnally, 1978) uasdimsievaarufiosronindna (Composite Reliability) wudn
nEunARDd 2 de1sewdne 7194 uﬁm*:"mwawn"mﬂﬁ*ﬂmﬁmag'lul.n v ueuiuls (Bagozzi & Yi, 1988)

5. vaanddadid 2 Muindne Bty Vimisessie sneeivendoniedshussmalng $1uau
262 s (ansrsounsnmiurdisndilesaie Witlmaedoeisenoudsudu foniusanud
el lngean Fnaundsvrassdirusisaiunadad weviorse T @1 CUNDF Teisewi 2.5
# CF waw TLI fdwnnnd 5 uasgminenn RMSEA Wlifu 1 uansiureslelmidiosdalasaing Hair et al,
2010)

7. aaevrrnesddamaiuuesaunsadniuun feisacluwnas Construct Amaalsusu
Farnlhade (e rage Variance Extracted: AVE) fannds 0.5 (Fomell & Larcker, 1981}

2. wdaadlatsy
P I ] ) i u 4 . v s w
s lsllo I eneuntsnsreseuivuiooudy wuvaeuoadl 3 dru Yseneutie slanstang

3 « . W ) ) £ .
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A9 2 er'..:ﬂﬁaﬁ'm'lumuﬁ’mﬂ:

Fuusunzeadtszney  dwtude i
RT3l SM CRM
1. IR 4 Choudhury uaz Harrigan (2014} Jayachandran waswuz {2005)
2, ATUN1IYIe 5 Charg waraue (2010) Jayachandran wazaue (2005)
3. AMNISUEANG L Chane wasAus (2010) Javachandran washms (2005)
AU LB 5
1. ATIABIE 3 Gulorandsen wazAuz (2017) Tomassen (2004)
2. NTIRTINAEY 4 Teo kg Yu (2005)
3. nidiumn 5 Gulbrandsen warmue (2017)
uaUsElpmimansay 5 Charg uasAmE (2010) Wongsansukcharoen upheue (2015)

3, g0RNT13 N

mieszdrunafilaiaing (Structural Equation Modsl: SEM) iavmasusuufiguidudmiy
nrrvruArream e aieiaumaeifiuiimennasswlunsise (Hair et al, 2010) wasidumaiianis
Iimmsimfigiussraiususlmes Sedfundeuiuitoulflumsisonan dmiuseninad smartPLs3.0
whsildluusUwimdurorduiinmmudmiunisiemsdaunsddanaiaunsidredooigaundn
(Partial Least Square SEM: PLS-SEM) Taennsussuieusiulsuddaneify 910 ifmuimey Ringle was
AwE (2005) wrHAAI PLS-SEM inTienisidarisilfantsveongsd sM CRM Inendwiemijiuugnssy
reBUBATLEIRUE eI S CRM AuraUsslaminninisiy dnduisetienndn Smialiidennaadesiy
Wenfunsusnuasfayaientinssaefveioys wassunsdmiunisienedTunafifianududou (Hair
at al, 2010)

NAN1SANY" (Research Results)

auriElasaaine PLS-SEM Useneunis wuudiasdlasaia (Stuctural Model) uasuuudiaoaiiiin
(Measurement Model) [Hiizaunsfleasaiuvuidmeaiosiian TilemsmdioUsuusma
Fuudsewiadwdsuddunuudaetlrneiie slinsme nuduiudsenisdedsudwasfud sfunala
Tuuuudiasansin wadmsied 4 g fed
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1, mMmaasuiuls=aninisaniule

Twduilfisnnaruan e redfuanmuuiaes w4 Sedanmdosiu Al

1. BFUNUAT MU TUS MBI SN Wi susnauseTominensdy f1 R = 318 uaned
FauUsuseis 2 @ matd SM CRM uasRmmugsnsTy SRueUTUTu 31.9% vesruisUsulusaey Tuds
navUselumivanastiy wiosduaelidi 2 fudsussaufuoiusarulsusturesiauysussayss lumd
wrmstlussAusunans dofRosand F souare WubFaulsudanastd sm crm (F = 083) Effect Size @1
uaneiwulsilausansenudvinalh wisuuganssy (F = 224) § Effect Size UrunaniuAieyTuss
navselrminiani st

2. gdvirmunuas iR ssividunvesuuiiaes wulinishd SM CRM veagiivailkaeie
FUMUEINTI (-398) mndesaysslonboenilu (225) saefenufiiudssrhadunmasaanisld sM CrM
Herrsduiuiludauiufmugnsay unndullemadniui@aanfumedsslanimansdu dwiverwduiud
s ssiuugsnssuiuseUsEloninanatu suidrrudiiudSaey 418 apflihgsieedld
58 CRM dlualiiunussnsuanst uasnisarsaiuvugsnssfsna i dn s fuvasausslordrensiu

2. msnadaudussAntidiunng

nnssdeutsd Fynald ddutsedividunmsssdefioiunisd i fgnnsdi p < 05 use
T-statistics Sf1HNIT 1.96 u.E'lm‘hﬁ'lﬁ:uﬂ1:1'111ﬁﬁuﬂ'laaﬂ'uﬁquﬂumﬁﬁﬁm“‘uuﬁnﬁ'ul.'ﬂa (Hair et al, 2010)
Aol sr Bnfdumiauundaasinsaadte (nner Model) wrifusidoddmitia nwd 4) wnesud

sl SM CRM vaessfiva danaranatsslanbraniaduadeiildhingmeada (f = 2.96) vanainiy nsld
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S CRM Ssdsnadpiumuniniaaddideddnstii (0 = 5.57) wasdunusinssudanadonaysy o
&
matiueehalldod Aamiealii 0 = 4.65) wiriwreirduUssini duyruuudasalesa s Ra s uiunig
y; .
Tinnsumdtdvidumuuuiasnsia e T-statstics tllouiu agduanisimnetannm

3 a - A )
LUUIIESAN I IMTEMTUSEY MRTTHEN 3

A9 3 #7 T-Statistics 124 Outer Loading

Item M CRM TCT FE

ATUNTTRRIR (MAR) 39,964

AIUN518 (SELL) 44.413

ATUATIUTMTS (SERV) 33,938

ATUNTTUTURS (ADAP) 9.643

ATUNTI 97 (BAR) 24.716

ATUATTATINADY (MONI) 21.266

AT IDBAAUYUE NS (FB1) 8.380
fuarlilad (FA2) 23,742
andaelnidud (Fa3) 23.357
Hamay unum-mmuqﬁu (FB4) 13.242
ArunUsmanismataiulnagnisanda (Fa5) 14,822

3. AN TVARIUANNAEILIIY
NEI$1-?|HE|U\1U";’|‘H1TUH'|.II|'|J\'1:{I 4 suufE Ty Aam17a 4 une 5 uszuasSundad

H1: SM CRM demalvianselomivnanisduieiy samsiesainuiendussindidune = 25
1t = 2.96 waellen p = 003 uanabnuInIle SM CRM 'umqiﬁwﬂﬁma’lﬁnmlsﬂumi‘n’mn‘mﬁmﬁufu
apldhatuayuauuig il iadedidudhAnneai

H2: SM CRM danslidunugsnssuanss sansiemeimuinidussiviidums = -30 ft = 557
wazdid p = 000 uamlihinslE SM CRM weagsfiaehdmalifunugsnisuanas asUldhaduayuruufig
fidilatnaiiuddnveadi

H3: funugsnssudmalinause i duiuiy mansieesivuAeduseinTidum
= -41 A1t = .65 uaedl p = 000 uamsl¥iiudduugInTsuanaadanal ks s Taminenisdiuduiu aq
Wty Ag i et Ayynaii
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A1eed 4 aUnameseuaLuAs LT

AuNFgTy Hypothesis  Path Coefficient twalues p-values  A7UNA
Path (Direct Effect)
H1: n39RnTsgnAnALmiuG SM CRM =+ F4 25 2,95 003 aduayu
vRedAuditnivare

uEar Tomimaenaadu

H2: A1T8mnnsgrendAuius  SM CRM = TCT -34 557 000 aduayu
yadedsmuilininads

FUNUESN 5

H3: AuvussnssudlEninana TCT =+ FB Sl 4.65 000 A
wassTayiwiarnsiu

H: 11‘|'s'-Tnm'iﬁnﬁ‘ﬁuﬁruémai-uﬁ'm:ua‘famaﬁ'awHﬂﬁsTu'nﬁmm'rsﬁuvl.mﬂpi'wﬁmqu:g': n49u
MISATINATU FUILUURISE R mUnsELIUNTTIRY Baron uas Kenny (1986) 4 tuney Bunrdrssiiog
affinsnnnapedieiy swianal¥ SM CRM Aunadsslesinian sy (Widusefndidume = 577 p = 000)
Fuit 2 vesmumuduRudsewinarnald sm CRM FUALY LS50 (Frdlssfniidume = 590 p = 000)
Fuit 3 vseurLdiniudsew s nsrufuseyseTamnan st (indussviidune - -586 p = 000)
dneivduaminglirssidauadfnisannoemy mald SM CRM Fufumussin daduinneessloning
sy (Adulsednidunne = 285 o = 000 AdlsEniduma = -598 p = 000) nan ThATIEiNU
nnnsvaaauilsd A nrata daatefunreeauihdussividunmestud 1 8o 577 Wivudivuiy
Fuantin fio 286 wuhAndussBridindane: apliiswlsdsinlumsineifle Partizl Mediator

wanTRRTERam TR 5 uaedlidiudn dedidivinanesiresaustluedmimatiuiludunds
wnnitleduiug Ae AUNUTINTTU FudummdiudBavethalitd iy aif sasfnnsld s crm
Sevinerers s lembremaiatoresuasreden Tnofrmnsuimgsnem smsemsinmefunndee
Falasaii uardliiud Augussnnedufusduindnine apllihaiuayuaudguiiead odhal
WeAWnwWIange
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19748 5 FnEvEnas Ty (Total Effect) @idviiwanamss (Direct Effact) mininaniatoy Ondirect Effect) 184

el Sk CRM Hillnsranad sz lovdnianiady

Ter kB
Auls Direct  Indirect  Total  Dhect  Indiect  Total
Effect Effect Effect Effect Effect Effect

SR CRM -3 -3 Ly (1o i Tnly
TCT - 41" -4

afivsuuazaTURan13338 (Conclusion and Discussion)

L:ﬁa'ﬁq"rs|:u'1-||U'|F.Em3ﬂa-uamﬁumqﬂﬂﬁuﬁquaﬁanaﬂﬁzhﬂthﬂamiﬁuumqiﬁﬂam TINHANTTIATIEN
AW 4 “u’iwmﬁﬁﬂiﬁﬂﬂ'|qm'an1:Eiqmﬂﬁauadﬁﬂuﬁﬁ'ﬂﬂnﬁﬁuﬂmqsﬁ'ﬂﬂﬂﬂ A MTLE SM CRM wBagsiaa
FrunTiRem FURTIIE waEFTUINS (Fdudseivmidemg = 25 A1t = 2.96 uaeilin p = 003) ednaiilivddn
WAFEN LAY 0.005 seardBsiumafneisum (cker el at, 2011; Uppapong, 2019) SM CRM fesrnia
Aruasnlunsaedugsnii sedilafviu gnérselmidudy semauumuniimgeiy wardiu
wanTIREeRLAY Sweie il na AN (Trainor et al, 2014; Uppapone, 7019)
l.'nqu'li1=msﬁﬂmsqnﬁﬂ@ﬁuﬁmqaaﬁﬁmﬂﬁugwﬁﬂn_gm'mnﬂquﬁﬂ"ﬁnaﬂﬂu'mﬁuﬁu& {Harrigan et al, 2013)
Aaddnemneil fe naiuasdansauduiustugninesreliioy arsadlugedselomvnantsdu
wNesFnT (Morgan & Hunt, 1994)

Srtan sl s CRM Tufuntarenm #1n1TIY wRsF U3 SBvEwET M A InReR T INTIY
anal (AdUUsERvmdunT = - 34 @1 £ = 5.57 uasildn p = .000) agaliiedFamaalifig sedu 0.05 asande
FunsineiEman wamliiudil RV (Cheng & Lee, 2011) uAg CRM Truduiusi@muiummugingsu
(Krasnikov et al,, 2009) wmemsisAisadeiiingUssaediftoassuapilnenisfunragnisuas sudiun e
§371374 (Huges, 2002) SM CRM @107130a8AUNUNIAN1IIa1#R (Schaupp & Bélanger, 2014} ARRLYLNIIIIY
(Tohidi & Jabhari, 2012) uasanfununITLIATS (Schaupp & Belanger, 2014) FadumuieniiGoniy fumy
530774 (Williamson, 1985) Srvadiaonedosfuuiofnesegatans fo wowifunugnisy figrbulfeduny
nsRmneLEIALR: e umfus g isfugnd RreliRamudiudRRsas]aduld
msTmnsmudfuignéili Raauasfiunsnauugesn (Rindeisch & Heide, 1997)

Ussdvud A adumunans3de mald sm CRM vesgsiaaidmalifangsnisuana fio SM CRM
un sk ausswiaden1adang (Socal Media: SM) uaznsianTsgnfdufug (Customer Relaticnship
Management: CRM) wioorevenaitiwinstansin msan-ﬁ'hMﬁua‘dwﬁuﬁaﬁuﬁuma {Harvigan et al., 2015)
Famslione lulaBdodsmuiliBninarenuanenioeamadamagrAndaiug mssilRdemsidnsauluns
A sy waen s iei e adiusfugnd (Trainor et al, 2014) uenvniiu mslimelulad
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ﬁnﬁanummmamﬁm]uqmﬁuwumma1ﬂ|.|.ﬁ=ﬂ1'l1]ﬁnnﬂiz‘lwﬁmqmiﬁuﬁﬁﬁu (Maller & Seuring, 2007,
Gurbaxani & Whang 1991} Aatunissaumauiunas St uas cRM fainfhulsinfuused dued el dmiy
wafaluntsAntiuerunagsfio (Arman, 2014) dratunaslE Si CRM {IdnBnalifunuginTuanas

draiugviinan ey wuln AunuginiT Ussnaumie nAeses n1enseaey wasnsliuda deviva
Fenadsslomhnanisduvessfiva (A iviiduma = 41 ft = 4.65 usell p = 000) uanlufauls
Avagwdnansld sM CAM fumeselembranmsiiuvessifasl edhaildodFyvnaafifidsefu 0.05 satnsed
-ﬁamﬁaaﬁ'uuuaﬁmmH_t:mﬂﬂiﬁ:ﬁn11'[l|’1'ﬂr|'uﬁﬁurwq*sm'mLﬁaaiuﬂum:ﬁmu1n11mﬁmﬁuima5n‘.:ﬁ1Fﬂu
r".'uumrr.’u's:;m'*lqmﬁmr'i'ugnﬁ"n ialfimauduiuddun :.jaL'L'.Tuhlﬂﬁuv]un'.:ﬁ-’nm1H1ﬂuﬁ'mﬁué§nﬁﬂﬁﬁﬂﬁqm
LLasLﬁuﬂamwuﬂuqqqm (Rindfleisch & Heide, 1997) Eﬂﬂ:'«:lﬂ’ﬁ'lhsqﬂﬁ'l.-ﬁ"nq'&ﬁﬁwquq:ﬂ'.i'sa.lmu'lmﬁﬂ'lﬁl.ﬁm
reUselomivnannaduiifisdy uﬂmﬂﬁtﬁui’lﬁuquq:ﬂﬁuﬁﬂnaqﬁaua'l.ﬁnaﬂw'iwuﬂmqn'.1L'.iu-aaﬁnm'~'i3.|fu
(Brouthers & Mzkos, 20:04)

SM CRM vsagsiomdemaliaustlomimarsituduiufonmssasidoy seidvaonedaaty
Wongsansukeharoen wALARE (201%) F1RANs RS Sl amBswAne AR ARTIL fie s R
Whuusdsiusenirauduiug s Crm Aumauseleminintiiiuesdng Svmugrnsaadiuiudsdau
Feviwifdeulomewing sm CRv uaswsdsETomivmantstiuesdng wensinisaduyugInssLresssfiam
Fuayiuns ¥ SM CAM SuRsusintareusiansaudTun sae Arum useRunTIuInT SeuugnT
femadmalduauselvminenisiuesingiiuiy

Fadu agunnst¥ Sh CRM Runisnana ey weeIun1IUEnITERIgIRe AansoaRduY gAY
ua:LI".'luﬂnﬂﬂsziwﬁmqmﬂhﬂﬁﬁu JndnlFimpelfunugnsanluiwdsdshulfdued R wans
Tdumediimugsresmseilveiuierudniudrsniansd sv o fusauselmivanmaiui de
nrsTETETeUE AT AUITY SM CRM ussiuganTauimhlugaeuselaminemaiiu

deiavauusd iR

5K CRM Auntseenm annsaaamausazilugmsfusassleninimsidu Tregsioanansedeans
fugndilidnwasidunoysea vilfiansdTadayadedn (Customer Insight) uaeilnuduiusuRiugnén
uprwniu ewesvrulirrudeanmssegrinFllnafnfunioy faansmbdhygare sileseiuas
Fuared Melluuisuuinusduiussuinslioersiunrudomsssgnd Snfaansah oy
igklunsausunsnamrlad e priseeniinTaiuaTLRsa FIo gneT

5K CRM dmumise aunsmanmsuuasiludnsiumeysslenimanmsdu rogsheaununiugnds
vufadseuasRiud oynandussdudsiufiioeiu wesaunsowilenalunisvisfonne usnaniy
nsweresarsodlUglemalumsrerademasnisnedesen (Cross Selling and Up Selling) i gni
Fsrliuinasad iy u.ﬁmnn'l‘immu'ﬁuﬂ.'|n"'1Eaﬁﬂﬁmwﬁﬁugﬁanﬁﬁw 'luﬁﬁ'lﬂﬂ‘luﬁi;nﬁw:l.{lw.ﬁ"m'n
TufBusmpauss atﬁqmz'ﬁl.Emfl'u'i.'r:-n'lﬁrlun'li’mﬂm'uuﬂm'l.ﬁ'ﬁmym”w Inegsfeadiawnsnlusueaddmiv

A - B
s 1:1111.1-1|.|.r1'q nAIULLES
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w3 Sk CRM ﬁan'|1i\'nm‘sgnmﬂuﬁuiﬁgﬂ'ﬁn1umuﬂaa‘hﬁu Flugusenaunsaansaededeaadedam
i & 7 - 5

Tumsliudnsgnd Whasiuluwmiermomidaivies vy nadmmng nreuilamn a7 winssfgnd
l i - ™ & o i -l 4 W o W

agumureasiumuasduriuasuinig nmanmTAniiu inessfiasrradnmeundudouansiiiuianau
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wilalduad umsiiufduwudfungudmnouniy

Uszlvsmidong g

v chtd SwdussderadutladudnamalulsEammanademidansauduiudiugnii (Sohrabi
st al, z010) milfmeluladasaumadurstuiuouilidvudssdenesfurnodornsuaze ot
wogndn widhlAnndndu fe annsaduiugnldunsinundmeemaiud amudnd wsemsiligndi
peetifugifionasaly (Hastings & Saren, 200%) Anfufaudsimsiyluwuudiess As nrsweuiumisl¥inalulad
(Technolagy Acceptance Model: TAM) %84 Davis (1989) iReansnaiimudilailiinseluisnisvendy
nitimeluladlml usedelirumaesuivmesslunsiviiwslomiiuvnnmaulad miveuuwahilad
setufivseivinmlunsiuesyrainsesesing uesdimulferunsduasarugrdaaiilFo
fseivinm Tunisisoluawanidsnanduinysiinduuuinae: Wedunisesuadsiniammuassanis
ANTHTYBIARS

SM CRM damarevssiviameudududiugnen (Harigan et al, 2015) lredndvniswpaey
Thiutieanudiiudsendn st CRm fudssBvBnmeuduiudiugnan (Nguyen & Mutum, 2012) Fasives
UssvEnmeraduiudani fo arumamelessgndn Qavachandran et al, 2008) uasaanufaneloiuds
sowanTsRITITEEIRRI Wy mafedn fof wasiug Audulsivinmerudiuiond Tdee
souasalomfnunindu Anfunrnfuiaudsdssininwerndiriudiugei uibusdauluigsiass
uenainiiu nsidehueRmndnsfnefalssinEromesudiudiugndn whosnanfnmsfvuames
Ardouuesrruddiulunasufiu (Competitive Intensity and Emvironmental Dyrarnism) W5 ie#F 3
weiaEranaroussRninmesuduiuifemanas anmendnafuiiusiaedirmddmadongfing s
u.ﬁ:ﬂﬂhﬁmﬂﬁ'hmgﬂﬁﬁ Uayachandran et al., 2005; Choudhury & Harrigan, 2014} DiMaggic Wos Powell
(1983) uamaliiuidulsinduanion wu nsmseiduinus anmioedeudleruuivs nng
FoamsvsagrAURsuua wassamiaveinellad defassiudussaaiulisiedanssumuns
Teymgnatduiudineaunisinegnmll sadmanssuiedssAniammsdudururueadusudtugnd
faras rddeeddlildhdnd st adiluseusoes ﬂ:ﬂbmﬁal.ﬁnﬂ‘nuﬁm,‘lirﬁ'i'.lmuUuﬁﬁﬁmTun’l‘.:’Jﬁh
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1. v (Introduction)

5nr|m11'|1r&n14n‘n:ﬁnu‘u'|.ﬁna‘nutﬂuﬂ=::Lﬁuﬂﬁn;lﬁahwan1:11uﬁaa:1ua;]:awuamwﬁﬂmﬁa'luﬂqqﬁu
.=|1|.1-'|'q1'|ﬁ'nm:-ﬁnqnmwﬁ&wmnmmnawaaiwwﬂ'st:ﬁ'muazuu:-“I.ﬁumnﬂﬁauuﬂﬁmqﬁn::u TR
'umﬁuﬁnmﬁu:ﬁ'um:ﬁ'hﬂuﬁ'luﬂzgﬂuummm‘sL-L'fwﬂ'iwum'iﬂnmﬁﬂﬂ14L§E|n:r.rrfr1.| ImuawesEuunsfine
saulsyd musnssunsgeudnsedlvelAnsaueaaunsiaunmudanfiu (Over Supply) Inedlshuaudadeg
drfrnrslussdueinedelaen it iveduda i (Office of the Higher Education Commission,
2019; website) wanant & Tinuanirunaersesiawasdrueini IAlnaoisseleseiedsenng
Tufudnfifidrdau 21.5% vanlszenatmusld we. 2550 Taveadnlserniluivdnaedidedn 17.29% Tl
WA 2580 (Office of the National Economic and Social Development Council, #2019 website) Fadamanizny
wimsrarveyieatsninedudusdann Fahuminedeindufeduituasiuilidudenis
wWiruwlaifnanadedu wenuegsemaasrinduuasnised el iirumanuddua ey

ruzu iz la R sl sdfrsrelussdumninendy desniduainiid
Afmanslunenaustrndhusummn ransalseneue@nlivanmra iy uaslidddndernsindugitia
wgneni prsumsitaduerefansaiise i Tinedoduiuduieg, snanumsaiinganisel
msAnefnd iy Al vendveaiirmuddnfunsanagrdnenia s ey Tsine
%'qﬁa|.fluu.ufiqs1u'I.a"fHf'fﬂ'-'-'ﬁhﬁ’nal-uaqum’111.uﬁu'[ﬁa1u‘-iﬂu€4'i'fu'lﬁmu'lﬁnqmmsrﬂmaﬁwwﬁmﬁmw‘[ﬂﬂwﬁu

W RnTsUAIRE (The Theory of Planned Behavior) dhanesifigrimiay Ajzen wae Fishbein
(1980) Wurdasiuniswennseinefinsruveynead iumdallunsinewasiivetuwninate winuusfn
fdAnmownuiine fimuAR (atitude) AIFTUFAT AN TAINATTRA VAL ANTTY (Perceived Behavioral
Control) usnnsRdBaIRguSnsds (Subjective Norms) Whdleftdinssiulbifnsainissiuaurils wie
ﬂWr'm'ﬂ*ﬂﬁ*:'wa*ﬂmafq'lmﬂuﬁ*:'i'fuLﬁﬁauﬁ'ﬁﬂﬁmﬁﬁﬂﬁqaﬁau.ﬁmmqﬁnsmaﬂﬁm ﬁqwqtﬁﬁﬁ’qﬂﬁwﬂﬁ"aﬁﬂ
watraluuTurdne) widibifnsfreluuTunesirneuin sssishn sameing

nstmnuinoin sy ndlE dungeifugnluntsistluadel seililAdeyaindu
Yislemlrerusuinsgineussoelnglunsimenagndmamanaa i sfnamwasy sshvuasialy
riteidmurmmainuimdnmrstituan st elnsduddludusomsfnmsenssnunng
(Direct Effect) uaenanssviunieday (ndirect Effect) Tunsounuafeniside venvndduandidiuianasd
vsFusuun eI ssgnalElniin s landiernsuTn g sidlulsanelne

snwaina Ty et roUnariiefreern@nidransserhdeioR v
rerrialed frereinusuinssieludsemelneduneRnssuniad @ reire uaserdiuinisio
U IR Inafvgeingfingsua s (The Theory of Planned Behavior) Lfluuiauuu'lﬁﬂﬁ*ug"m'lun'ﬁ
Wanaild vnn s dosdudoyafid wsrlovides usuinasgsivlul ssalnelunisnsusunagnd
el s muasdselvBnmint uﬂ.wﬂ’umf'?ﬁ'ql.flul.l.m'n1q'[uﬂ1‘iﬁ1’.|ﬁtll%m‘mql'uﬁ (Applied
Research) lnsdivguiidusmguwesmside Saflndunisaitrudmidensusenisdssynduansidels

i L l‘ll - £ sl !
Fl T '|1..|':“iIi'I''I'l.ﬂr'l"I‘i‘l.'l.l'ln"lfl1 ] rmrnﬁamunﬁgﬁa
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2. 1IN UNIUTIUNTId (Literature Review)

] P - a ] a Vo 5 o
mmumu‘n‘imnﬁumﬂﬂu|'|‘|1m|.'|.|1..|~:|‘|u'lﬂﬂn'|ﬂ=m LR FI’.'I'ILIF'Hlill.'ﬂ'lﬁﬂ'ﬂ'lﬁﬂ'HFIE'I.IﬁLlTH'I'iE!‘iﬂq

b E ) - WA
lt'l..l'd‘it:l.'l"l'?';l‘l"lﬂ Usenaurie “ﬂ'ﬁ.ﬂ WATITLIRNEVILNLTYEaT Bl

N WORNTINATALEY (Theary of Planned Bahavior)

n'|:ﬁn'u'luﬁiﬁqﬁﬂmﬂf’mquﬁwqﬁmmmmmu {The Theory of Planned Behavior) wil#idlunge)]
'ﬁ'I.IE"ILI {Theoretical Foundation) Tunsvivise -ﬁamquﬁwqﬁrmuﬂ’munuﬁl.ﬂwqwﬁﬂﬁ'ﬁmﬂﬁumuatﬁm‘s
drldlfadraundwaeluiundg Tunsfrenimued wesvinaverirurifilnedansaudouudamgfnssy
BEIYAARA ﬂnuﬁﬂgﬁﬁmmhﬂ Ajzen ups Fishbein (1980) hﬂuﬁﬂmsﬁﬂ"ﬁn;mamquﬁﬂﬁﬂ Tadmvraruirund
(attitude) nasugpuasalunTsRTURUNGENTY (Perceived Behavioral Control} WRATIRRBURTURRUETNE?
(Subjective Norms) iuinssAuldfawginisy (Behavior Husudale (Intention) #2rmudaladurum
Fddy Tnwvirwihiduizulsfunat (Mediating Variable) sewiniladuffifvinafuaofinisy erandrilid
rrunslnduidueieuiddni- S minsm weedusngniiidduvemeld

yiTuiAvntdies (Related Research)

sndsuluedrlalrmilesfug uramgeiTluusegd Tnavinisisodereaurmudiiudsering
ruad (Attituce) n1sTuia A SalUMTRIVANNRARTTY (Perceivad Behavioral Control) MASNTSARDEAIL
reudtads (Subjective Noms) TumgAnssy (Behavior) Hhufuls#unate (Mediating Variable) A aruiile
(ntention) werwind menTisluefndslfuanaruduiud Brunfidudduyasiruni (Attitude) (Chan
B Tsang, 2011; Ceepana, Numkham, & Wattanasoe), 2018; Famon, 2018; lzkovieva, Kloversid, & Stephan,
2011; Jain, Khan, & Mishra, 2017; Kanjanarach, laisa-ard, & Bupnpasin, 2014, 0m & James, 2016; Kolvareid,
B Matlay, 2012 scannell, Calantone, & Melnvl, 2012; Solesvik, Westhead, Faha & Prechawone, 2014
Srivichai, 201d; Sun, Lo, Lizng, & Wong, 2017, Tepsurivarnont, 201T; Thoradeniya, Lee, Tan, & Fereira,
2015; Tiwar, Bhat, & Tikoria, 2017 Wang, Chu, Deng, Larm, & Tang, 20M8; Yosof & Lai, 2014; Yuttatd &
Jurvaem, 2015) ms*‘:’ufﬂﬂu mminT.unﬁmuﬁquinsm (Perceived Behavioral Control) (Chan & Tsang,
2011; Cheng, Sanders, & Hampson, 2015; Deepana ot al., 2018; Farcog, 2018; Fulham & Mullan, 2011;
lakendenva at al, 2011; Kanjanarach et al, 2018; Kim & Jarmes, 2018; Paha & Prechawong, 2014; Punjam
& Akkawanitcha, 2015; Solesvik et al, 2012; Srivichal, 2014; Sun et al., Z017; Tepsurvanont, 2017,
Thoradeniva et al, 2015, Tiwari et al., 2017; Yosof & Lai, 2014; Yuttatr & Jurvaem, 2015) WA TS AREENIY
|‘.fjuﬁ“ﬂ5~u (Subjective Norms) (Cheng et al., 2015; Deepana et al, 2018, Fulham & Mullan, 2011; Jain
et al,, 2017; Kanjararach et al, 2014; Kim & James, 2016; Paha & Prechawong, 2014; Scannell et al,
201Z; Srivichai, 2014; Sun et al, 2017; Tepsurivanont, 2017, Tharadeniva et al, 2015; Tiwar et al, 2017;
Wang et al, 2018; Yosof & Lai, 2014; Yuttatd & Jurvaerm, 2015) advslsfiniu Srfleruifounadesdiseey

AR UE R saussw I siRURR (Atttude) AURTILATE (ntertion) (Fulham & Mullan, 2011} Wagn15Ad0Em 1L
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nang e (Subjective Norms) Fumandata (Intantion) (lakevieva et al, 2011)
dleferranmuifelusiereniuvmud ﬂﬂﬁﬁ'ﬂﬁﬁ;mﬂ"aqﬁunquﬁﬂqﬁn"..mm:.lunu'luu'%uwﬁ'lr]
#ril 1) Furnguilon (Comsumer Product) (Chan & Tsang, 2011; Jain et al, 2017; Kim & Jamss, 2016;
Punjam & Akkawanitcha, 2015) 2) Uinms (Senvices) (akovieva et al, 2011) 3) nrsfine (Education) (Faroon,
2018; Solesvik et al,, 201Z; Sun et al, 2017; Tiwari et al,, 2017) 4} @unm (Haalth) (Deepana et al,, 2018,
Kanjamarach et al, 201d; Faha & Prechawong, 2014; Srivichai, 2019; Tepsuriyvanont, 2017, Yutlatn &
luryasm, 2015] &) MIHER inManulfacturing) (Cheng et al, 2015 Scannell =t al, 2012) &) wneains
{Agriculture) (Wang &t al, 2018) uae 7) nsUnd (Accounting) (Thoradeniva et al., 2015; Yosof & Lai, 2014)

favslinnrImunIuaTIanTIL (Research Gap |dentification)

snasmunusssn T slauamsnAde e femud anddululssaalnofivszgndlingu]
wiRnssuR TR lwaleyluuTunaun T (Health) (Despana et al, 2018; Kanjanarach et al, 2014; Paha
& Prechawong, 2014; Srivichai, 2014; Tepsuriyanont, 2017; Yuttatri & Junyvaem, 2015) dauamiduluuium
nrsfirswud Sl ondeiussgniEngeldtueneuirsgaislussmdlye veneni andduiseyrdld
wiefgRnssunuunudlwgssdadummvmasumuduiudnedausevaatla iR Eviwadungfin sy
s sunsnaferamnalaiiy mafneansEenurRss (Direct Effect) saevnadiay Indirect Effect)
fodudnussduinmilavinisine val Wedumsiuiudelisdmgel] Siislifnamdmidmninday

Frfueddolmuisaadsmueesienns (Academic Contribution) Tnenmsussyna s
weFns U U sRue sl st nAlve Tnsfnenimanssnunamsauasynadouvesiledy
ATEvEwatungRinTsu Rl wasErinTnaSeasrlumsE (Managerial Implication) TAsnsi
warnssv IS udeysfidul s lomidenmsuim sssialussswalnelumsmanagrdvnansranafil
UssdnEnmuasUssivEuaraly

NEUNLIAALUNTTIE (Conceptual Maodel)
- . " - ) L =)
nspviaBrdmiunsfnelupigl auniowandaniunmi 1

Perceived
Behareioral Cantrol

Subjective Norms

AR 1 nseukusRelun 1933 (Conceptual Model)
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fivwdwiionz (Definitions)

viAueR (Attitude) ronuidnlnesu (answanuasyaay) Sdnnmmdeitien s Fne e
mausudmgsinludsanalng

msdiuiaruaunsalunmauauwefinisy (Perceived Behavioral Control) mstssdlurmuataan
WisAnun W IR lun SR e uﬁnw:ﬁ'ﬁﬁqiﬁ aludssineine

nsRfeuRunguEna4 (Subjective Norms) n11“s'uiu"'imﬁ"1.m Pufniueise e fmemusauing
e ﬁunﬂiLﬁﬂﬂ'n'u'nﬁa'ﬁﬁmsu?miqﬁﬁﬂ'luﬂﬁ:mﬂlma

arwaela (Intention) mwaiﬁu'lurmuﬁﬁ n'uﬂniaﬁﬁmsu?wﬁqiﬁﬂum:mﬂ'l.wa

o . 5 al ad i e 2 5 i -
waRnTsu (Behavior) nsnsgyiiidiisrdariunsdifnemsefinaeuinsgiiaudssmaln

HLuﬁgwmﬁi"u (Research Hypotheses)
ﬁmﬁgwﬁ 1 ‘Uﬂﬁﬂ'ﬁiﬁﬂﬁﬁHﬂﬁ}ﬂuﬁuﬁuﬁﬁunﬂmu‘?ﬂﬂI.'I:ﬁﬁﬂmﬁﬂﬁﬂmtﬂ?“'ﬁq‘iﬁﬂ'l.lﬂ‘i::l.‘ﬂﬂ.l'lﬂl,l
audguil 11 Frurddruduiufusuidadndredefrusnigsiclulsomdlng
aunfgd 12 maduirruanniniunsrvaunginssuliermduiudfurmunaled Woered
AsdEuTMITT IR el
aunfgd 13 maedeuniungudsiiamudoiufur el Fnsreianeuinissie
Tudssmelve
sunfgi 2 TesuiifEvdwadrudimudiungfinsunadfrendefirasuinigsinhassmine
muRgIun 2.1 Frurddruduiuiuscinsmunadfnedefansu gl ssmalng

Mg 22 msiuirraaansalunsesuameinssulrmududiungingun iR e
AREUTTFIR U SEm A e
mafgiud 23 mirdesmundud widarufniustungfnssunsdh @i fefaus v
Tudszimelve
AuuRg IR 3 pratedirwdiE funeinTam I AnemeRnae i sg e e ssmelne

3. suUguiniae (Research Methodology)

rudfififuedtadwing (Quantitative Research) TnelWuuuasuowmilalidnsunauios
(Self Administered Guestionnaire) ihardailelunsfususudeye Fuuvasumsiilumatuilgnateiu
ﬂ*mmiﬁ.fml.ﬂnﬂ-ﬁu.ﬁaﬂu’:aﬁ'ai‘in.ﬁwﬁ'aaﬁUvuq*n:jhrlﬁnﬁum-muuu %"M{IUuu':ﬁﬁhqtujﬁuﬁﬂu {Thecretical
Foundation) vasmsfnwilundsd uwwussuouwdieendy 4 du Usenoudse sl 1 Jerdeaiudetodis
Bvanareriwdladfnireirasuimsesidludssalne @ 2 Aesderiurruddad @nered
pasudmsshivludseenlng dudl 3 dororfungiinssumad Anerefinasudrssifolulsenlie wae
daud 4 Lﬁuﬁmﬁuﬂagﬂﬁﬂﬂﬂmﬁmauu.we'iaun'm dmivunidn IMeasurement Scale) AldluuuvEava

dud 1-3 o u’mﬁnuﬁmn'.'a'mﬁnl.ﬁu'lugdl.l.uu Five-Paint Likert Scale
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Uszrns (Pepulation) dmduendtel Wl SRadn@neiuld 1 idddnelussuvsgainly
Uszinelng errnennsniednda Recall) madriulafmrdalurusiinsgfoldffian ndufhody (Sampels)
Fud T Aindnunirndsfnulutuii 1 Tumasudvsgsfialulsamelnalulnsfoe 2562 druungudedng
(Sample Size) AAlun 17380l ua 400 pu Tnulgrsvns Yamane (1967) Tunsdilinsudnoudszensd
wiuay Lﬁma1nﬁagatﬁmﬁ’u$1uwﬁinfﬁ’nﬁnmlﬂm'ﬁ

ﬁﬁ’ulﬁa’nLﬁun'ﬁLﬁur.lu:’:.u'ﬁ'a;‘.jahun*l:mﬂuuuaauﬂﬂuﬁqluzuuuuﬂaulﬁﬁus:naﬂ'l.a'li $ENIN
Fuil 1 Suen 2562 Fafud 29 nuamiud 2583 Taufunruazuad i 400 wm AwiuiEnTsduaiedn
ﬁw’s’uawﬁuﬁﬁﬁm:sﬁuﬁ’lE-r.]‘muuu*u;uq:'.l {Stratified Sampling) Truuvadh 2 -ﬁuqﬁ Ap uviniduisuay
wwiivudueney wimm T U st e R (Purpasive Sampling) e (B NRUTzDE
fudndnfmedidsftnelufulil 1 uensuinmgsialulmelng

4. uan153ATIEMI0Ya (Data Analysis Result)

warsiAssiiayanud dreuuuvasumusneou 400 e Swundumerediui 177 Ay (Gouae
44.75) wrvdlasuag 223 eu (Govae 55.75) vmuadul@ednAnedudd 1 frndadrelupnsuivwisgsio
Tuvsewelng Filuuwinerduisuasons

snATuTETUswn 7u LISREL (oraskog & Sorbom, 1996) @ailusunsudids gﬂﬂﬁfummﬁuuﬂdm
wrinarlumsiirsdaumiasain mfmeitloyadmivendedudeendu 2 s fie 1 rslesed
Twmansin uas 2) nsiemeiluasauntslasai Tneflvoas ool

MFIATIERIARNTITIA (Measurement Model Verification)

manreiaeamsnduiunsunsiessifoyaiddyuasasiuiunaiuiduen Wemni
nszvaunsimatlunansssouR it (Validity) wasaru@edly Reliabilind veunlsaloflflunisin
(Hair et al, 2006) wureuaufiflssfunruismsuas ssivnnudesfuiioghunusifinosdslifna g nies
whidlunsuasanisidy Sallugmalman sl Aedainisslonizan

AT shmssia s senou@adudu (Confirmatory Factor Analysis: CFA) iWuniesiefilily
mshmseoysludnsoimsiemeilunansin GenduiBmaftelunslssdunmumosaluns
tnrwa il siialunside dqlﬁs'hqﬁau-mnnﬁﬂuwﬁﬁmﬂL|u.ﬁh?a~nu’i~'i’a'l*uuﬁﬂ {Hair, Black, Babin,
Arderson, & Tatham, 2008) FeturoudrsiududFusnreuine Tesedlnrnmn sinssai afonnaou
m'mﬁuﬁuﬁﬂmﬁmﬂ'm'mﬁuuﬁg'mfﬂﬁlim-ﬂﬁ

s

x . . ) e
AT 1 WARNE T el sr e Ui Ul (CFA) veuTdetl
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1 o F
ATEei 1 wannsiwmTere Uiz nowEEudy (CFA Result)

Latents Standardized Composite Variance
Observed Varlables Factor Loading Reliability Extracted

Attitude 0.78 .46
atal LeT™
atcZ L7
-atod Carm
-atcid et

Perceived Behavioral Control .78 0.48
-pocl L7e™
[rcE L.aT"
-phed I
-pocd Lrre

Subjective Morms .89 O.68
-snl 083
-5nZ G20
snd - (Wi
-5nid A

Intention 0.82 .54
-irtl 06T
-int? I
int3 LA
4 R

Behavior 082 061
bhl 0. Tee
-bBh2 PR ¥
-bh3 075"

Wote: ®* o = 0.04, Chi-square = 16728, df = 142, Chi-sguareddf = 118, p = 007, BM5EA = 0.0%, Standardized AMBE = 005,
CFl = 0.9%, GF| = 0.92, AGF = 08%, Critical N = 213
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[
Lo |

nriRTanIdiEIns Validitg dnefveifeiiedesiumestssdiunrusensaluns Yroaafuls
Furm (Observed Varable) 1T adautauds (Latent Varable) sinmisnait 1 woh wwussuomiimmdisms
aulriaaing (Construct Validin Faazctuldaneuduwuiszninadud sl (Latent Variables) fusus
Funnld (Chserved Variables) fiflszAududfad 001 venand ¢ Standardized Factor Loading Sausma
Tt i aseuduiudseniedundsdanaldfuduauds Ardrrdnfuneaefhedsdanslddu
SrruanansalunsndauysusaiulFagnatiussivEnim (Hair ot al, 2006)

Tudruvesnsriraaurudaciy (Reliabilin) wud u.'u'uﬂaumufi:zﬁ’umquﬁaﬂ}uﬁaq'lw.nmﬁﬁ
vauiuld InafiaritainAn Compasite Reliability WaAT Vanance Fatract muwaninusues Fomell ey
Larcker (1981) FlAdmualid #- Composite Reliability fiunandt 0.70 wasAT Variance Extract fannndd
050 durrfiuarfissduniudedy Reliability) Aaglussduitveuiuld

MITIATERIARANNTTIATAA54 (Structural Model Verification)

wimnildeneiiueansiaud fursudelvasdunsinsedlweasunislasadn Structual
Wadel Verification) Aadutuneulumsiiersinruduiudisiwsiusngunseuwnialumsiv
T T A

eufsdudunsimseilusaaunislasaie SdulAdwdunsrsasvrruiisrsadasiuun
(Discriminant Validing iWedssdiuasumuie auvesritudiudsewiadiauwlswi (Latent Variablas) Tnud
winines hiudsusesiulElur e meiduiuderunsevsurfauseauuiislunnsise masieru
Fuiudiuusldesliawiu 0.85 (Hair et al, 2008} wisne? 2 Whasusansnieasuanufiomsadauun #1
nan1ﬁu1ﬁ5*1:ﬁr'ﬁE:r:LJﬂwu'.:iﬁﬁ‘huu*sum'.1ﬁﬁ*uﬁU*s*1n;ﬂuﬁsauumﬁﬂumﬁﬁaﬁmﬁ frrmvansanfoniliin e
Tumaaunslesaaine dovmrudniudssuiadudaiely

A0 2 aenrsTeTedernfsmsaBifiuun (Discriminant Validity Analysis Result)

Behavior Intention Attitude PBC SN
Behaviar 1.00
Intention 075 1.0
Attitude 0.56 a.7d 1.00
FBC 0.13 0.17 0.20 1.09
5M 044 0.59 043 0.10 1.00

Mote: PBC = Porceived Bohavioral Control, 5N = Subjoctive Morms
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e himneuratingasiae (Structural Equation Modeling: SEM) #aalusunsa LISREL
Lﬂutnfiaqﬁamﬂumﬁmﬁuﬁﬁaga'l.wiml.laqmﬁl.ﬁi'l::ﬁ"iﬂl.hﬂﬂﬂ'ﬁ'[ﬁ:mﬁu FaduiBnieildlunt mmaey
mrudniutvasR TR s L nse UL Rmaan s SR A T eunld (Hair et al, 2006) fauneuiiiiu
Supauiinirimdnfildl sdiuruiivrsusrarudedurewedodoflilunen sufmamannzay
wiearuwisuvew e fAne i uduidnunseuuuafnn $ide

msiwesevaunisirzaaing e sedueinnisrsmeuruRsmeiluee lrenseneEauRy
moneforiorunaunfuralumaiutousdalseind (Hair et al, 2008) ureswrusdelse Weduns
wAnaTlren LA lumaaunsliasaitdnuseans afuviayaEnedndnmisudodln Tameitiie
sarrasfulsyadrlsedndasuamaiimnumusakarauvwierresdayaluntsuiluiey saufisnain
ran17ival Sl desgndauasmunzay nanisasnATuAm R Tl mad v Tutwudn Arduild
luntirsraaaueruasraf srvalumaiut ayalEnd ssdnslinanumuisauuazw fauiioy agunani1Tidy
(Chi-square/df = 1.83, p = 0.00, RMSEA = 0.048, Standardizad RMR = 0.046, CF| = 0,99, GFl = 0,93, AGF)
= 0,91, Critical M = 145}

-t -:' -l - i a - : al
Anuimuseasunanisimsevaun1siasiaing (Sen) vesuiduil

-l
fauanalun i 2

Ferceived )
Bekhavior

Behavicral Coanlrel

- - F o
A0 2 HaMTIAT VAL M ATIATT [SEM Result)
o o m s - P
FIUWIRBUTUENIAE U 1.1, 1.3 Uae 3

5. @yuazefivsenanisive (Conclusion and Discussion)
3eiiagUssasflefnem i s iuilainildvinader it Anwided
AnzUIIIE I lusemdlnefunefinssuni s dneine naray i erraiile Trolngud
WOANTIUR 1LY (The Theory of Planned Behavior) I.'1‘.|‘I.IHi&uuu'lﬁﬂﬂbu_‘ﬁ"l‘l.lil.uﬁﬂ‘i?lﬁﬂ sndfedidurs vy
WU (Quantitative Research Methodology) ‘lna'l"u’uu‘uemummfl'l.lm?'mﬂﬁ'lu||“15Lﬁ1.|i:|u1m1'fﬂgﬁ1b“1n
MR 01 il dBRainfedau 200 eu Areddneluddil 1 szudsssialulssaelne nsleeey
iﬂ:ilﬁ'l'ﬁn'|‘ﬁLni"wﬁmﬁﬂﬁmmuﬁqﬁuﬂu (Confirmatery Factor Analysis: CFA) Tun1simeedbumanisin
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(Measurerment Medel) uazaunsinsssdie (Structural Equation Modeling: SEM) TurnsTmsedlaunasunns
Tmsaada (Structural Model) tﬁawmelauauuﬁgwﬂ 1934

parsidewud Frued (Attitude) warnipdoemungudnada (Subjective Norms) dmiudiniud
Wavanfumg@ngsy (Behavior) Hrupala (ntention) ethaldod Famaedaiaedy 001 Jeeerdasty
iduves ([Chan & Tsang, Z011; Despana, Numkham, & Wallanasoei, 2018; Faroog, 2018; lakovieva,
Klovereid, & Stephan, 2011; Jain, Khan, & Mishra, 2017, Kanjanarach, laisa-ard, & Buppasini, 2014; Kim &
lames, 2016; Kolversid, & Matlay, 2012 Scannell, Calantons, & Melnyk, 2012; Solesvik, Westhead, Paha
& Prechawong, 2014; Srivichai, 2014; 5Sun, Lo, Liang, & Wong, 2017, Tepsurivanont, 2017; Thoradaniys,
Lea, Tan, & Ferrsira, 2015; Tiwar, Bhat, & Tikoria, 2017; Wang, Chu, Deng, Lam, & Tang, 2018%; Yosof &
Lai, 2014; Yuttatri & luryaem, 2015 Tuandiiumudmiud@aansen i aimuni (Atitude) fumnudda
(Intention) wasAamRRBIiuILITwDs (Cheng et al, 2015 Deapana =t al, 2018; Fulham & Mullan, 2011;
Jain et al, 2017; Kanjanarach et al, 2014, Kim & James, 2016; Faha & Prechawong, 2014; Scanrell =t al,
2017, Srivichal, 2018, Sun et al, 2017; Tepsurivanont, 2017; Thoradeniva et al, 2015; Tiwari et al, 2007,
Wang =t al, 2018; Yosof & Lai, 2014 Yuttatri & Junvaem, 2015) fuamauduiudiduinseninnis
ARBUATUNFUENE (Subjective Norms) Aumaudile Intention) athalsfinm muideilldvan i uduiudly
suuiilaiibivddameadif s iuirmamsalunirummaAnsT (Perceived Behavioral Control)
fuparuiala (ntention)

venen warsidedmut Aradsle (ntention) finrudioiu@uantungingsy Behavior) athail

T

af i - - 'y e g | I w a owm o ¥
UUﬂ"IFIE'ﬂ_'I"I’MHﬂP'I'I-"I‘EEW 0.01 ﬂkﬂlﬂ.ﬂﬁ"I!JF'I'EEIUHH'?PIFIT'IEN{]‘H‘HE"I‘H'UEHFI’I'ET‘T.IE.IUTILHU?‘JEHFMF‘Q"IIMNWW’HEIEIH

P s

semindadaniEviwadungfinssudesudls
6. HoiAuauYz (Recommendations)

AMATLITERLTYInTS (Academic Contribution)

ﬂu’:ﬁamﬁﬂ*’:’ﬁqqmﬁﬂmqﬁ’m*‘mnﬂs {Academic Contribution) lman s mgedwefing suriuue
(Theory of Planned Behavior) Fuiunguifléfunuleuedundwargluasnsisnisndunguiifug
Turisised Trshmguiwodnssunuusuludssgndld mevenluviunvemussinsgiiolusamalng
wnenildeliranfiunisvinanusanssnun1anss (Direct Effect) fuanmioviniusinglungul] Fafeduns
afmaAmnsininsnmamds

AnAW I ITsR I manisluussyndld (Managerial Implications)

wailve e idelannsmaimnmisenishams el i tuieysiiduslesneanesinigie
udszinalvgluntsrsumunagndnianssaaaiii sedvinweasdss o IITEFNUTT Firuah
Tudszmelvglunisrausunagniniansaaiefill sedndnmeasyssiniana vinaniifefinuds Faua

(Attituce) |.|.ﬁ=11'1'iﬂfii:nun'm112juﬁ“ﬂﬁ~u (Subjective Morms) ﬂna-ﬁﬂnTluﬁﬂ.ﬂur1'ﬁl.'i.l"wHﬂﬂﬁﬂ'lunmﬁu?wﬁq‘ilw

Tutseelng Sadamalffmmefnssuniad fnerslufign Fiunausuinsgsiomslinrudfyiumsaig
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L] - 1 £ L ﬂ-. ] b k ar L ) o ¥
rufiTnTnsmaIeate 1WAy woneini musuimsgsiamslvmndAndunsiasanlenagndniin i e
a5 L) Moo 2 ' a5 g W ¥ ! ]
Aforizaiuyaraa1ags (Reference Group) anfipgiasu Wouuusdieu nagvinsuenfowuudnagdin

(Wards of Mouth) Wunu

dadAneTuian (Limitation)
rdduldrinetenishniumeraruimssiTlulsmelne mahiEnnsidy (Research Methodology)
' - i P - i o s
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Abstract

The auditor's repaort is abtained through the audit process, and investors and users of the fmancial
statements demand that the auditor's report provides relevant information. The development of the
auditor’s report s essential to keep the auwdit profession relevant and be benefical 1o the user. Emphasizing
the benefits of the financizl statements requires information that can be used to make effective decisions
within the confidence of the managemaent through the trust of cemified public accountants, based on
waarking successfuily and ethics in the acocounting profession. Hence, the purposes of this research were firstly,
o detarmine the structural eguation meodel hakits of highly effective moral courage towards administering
the trust, and secondly, ta study the relationship structure of personality to work successtully and having
moral courage to administer the trust of the certified public accountant. Cuantitative studies were dane in
the form of a structural eguation model. The data collection period 5 January-June 2018 and the sample
data set consisted of 307 certified public accountants, which was analysed using a statistical package for
social science. The results showed that the structural equation model indicate habits of highly effective
moral courage to administer the trust of the CP& and were consistent with the empircal data a3 a
rrieasure of consistency. The trait of “working successfully™, descending by weight of the compasition, are:
1. recoamizing henefits to athers, 2. priorty of the task, 3. character to know and choose what is wseful,
anc 4. being selective and clear. Factors affecting the "moral courage®, sorted by descending weight
element, are: 1. transparency, 2. independence, 3. Woyalty, 2. knowledge and skill, 5. confidentiality, and
equity. The contributing factors to the “trust administration”, in descending arder, are: 1. canfidence in
their abilities, and 2. trust in the CPAs. AL the same tme, the administrations of the trust ard moral courage
all have diract influences with sach other, The weight of frust adrministration has more influences owver
moral courage than by moral courage impacts on the trust administration. Therefore, the foous should be
on developing a certified public accountant to have 2 successful character, Including in the development
of certified puklic accountants to be a food and capable, emphasis should be alse on both trust
managerment and ethical courage,

Keywords: Structural Equation Madel, Habits of Highly Efective, Moral Courage, Administering the Trust,
Certified Fublic Accountant: CPA

* Azsocate Professor O, Programn in Accounting, Faculty of Maragement 5cence, Larnpane Rajabhat Univarsity, Muang District,
Lampang Provimos 52100, E-mall @mnckl 19gerall.oor, Tal, 097 959 8103
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arauhuazaudrdvastum (Rationale of the Study)
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drlneu nas. lnsaneedadmddngamiveiiol we, 2500 Jowedng o udnfulinuidvamedou
Turamwdnyindiannenssuntirieaey (Audit Committee) @3uaitseuunsesaulniaiely uasiaun
] - WA & AW £ - il w il
uirEniiuna susduiudadiuieuddniuran meemuenmaduentu insuesnsifddgdsen il

L 1

fio rsdrlilsrvumatiiuguantsaeuin®fdunn Welifsmruletussloriunafintaliamaalueuag
faeutdfusunn (Certifisd Public Accountant wia CPA) Arungwuiafivaiunssauindfedndudléity
sunwmansiuilidudrnessueefusasdaddmivul Snuaeiafud uiiyres ﬁmﬁuwuuﬁugwm'm
WdlawienuBely (Management by Belisf) veagnin vilbmrudaiinudndandfoduas W HABU
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Abstract

The concept of Consumer Brand Engagement (CBE) is an issue attracting attention from marketing
scholars in recent years since it s a scale of brard perforrmance through social media advertising. Howewer,
as previous studies used different concepts, definitions, and dimensions of CBE, this study has adopted
the research of Hollebeek et al (2014) as a guiceline to develop a CBE scale and 1o extend the previous
knowledge in the Confirrmatory Factor Analysis (CRA) by analyzing CBE as the second-order confirmatony
factor after the first-order confirmatory factor comprising of cognitive, emotional, and behavioral factors.

The results of the second-order confirrmatony factor analysis from 560 samples can confirm that
CBE factors are a structure consisting of three dimensions: cognitive, emotional, and behavoral dimensions.
Moreover, the analysis of rasults shows a high level of comvergent validity, discriminant validity, and
construct reliability.

This study is an extension of previous knowledee, analysis of CBE; which s the second-order
confirmatory factor reflecting three dimensions: cognitive, emotional, and behavioral dimensians.
In addition, entrepreneurs may apply the findings as a measurement of CBE through social media

advertising.

Keywords: Consumer Brand Engagement Scale; Social Media Advertising; Cognitive; Emational; Behavicral
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Fxlsznoudian mafud (Cognitive) a13ual (Emotional) weengfinisy (Behavioral)

warsde e dadedadududduias e nrefeguduau 560 au sunsoiuiulisdedensd
dudnrfursduimeguiloedlesadefdenouie 3 58 fo medud ersund wasnofings W wan
ﬁmﬂzﬁﬁﬁﬂumuﬁﬁjﬁ'l AT e s adadLun u.'ﬁtm'l:l.nf-lmaaﬁa@ftmaa?m‘lunﬁuaa

i sadiun AagERBIARIUGEY AD ATl Tealelunsiidnusuiung ﬁﬁuﬁ'waa:ﬂu"i"mmﬂu
Hodudfuiud-duitsodiasvoulesflsznay 3 06 fe 9905 01aun uatwnfing s wanand grlasnaunis

r - J = a ul ! ! B L3 > = 1] I
fansnlisy rRnailiita s Te s uiuns furtvaaRulaasuns i sdadrnaeula

fdfny: wasinnslidusiunsduiiveallon mslesadedsruanulad n13fuf orsunl wofinssy

* ransilasdneusinenTians aeinindusigang
w dhsdnrwestUssdmaa gy anr e
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1. v (Introduction)

maiidudaiuniduiesaduilon (Consumer Brand Engagerment: CBE) fvdilafumnadauedrann
1'1;«:1.11 Miﬁl"luuﬁﬁﬁn‘i'ﬂ M3 (Brodie, Hollebesk, Jurid & g, 2011; Dwived, 2015; Gambetti and Grafigna,
2010; Leckia, Myvadzaye & lohnsan, 2016; Hollsbeek, Conduit & Brodis, 2016; Parsan and Kumar, 2017)
-J’i'.ml.uqmm'f‘ui'u cBE WuddindsedvEamunansdudininn sl udsdwuaeulad (Kumar, ARsoy,
Donkers, Venkatesan, Wiesel & Tillmanns, 2010; Bawden, 2009) Trefinslasdrdedfrueeyladidail
l.Luﬂﬁul.ﬁuT.mLﬁuqﬁ-m!nﬂ Failmsmianisaiinlusedulanaedimusdsifaiouae 81 Tl am, 2021 (Statista Digital
Markat Outlook, 2016) dnludszmelvemall ﬁm’ltﬁua_qfuaﬂ'ﬂqﬁmﬂamﬂﬂ TeeTud moA, 2018 lewnAdva
wiulafisiouse 26 Amdluyad 17,000 S1uum ﬁqgaﬂiﬂ'ﬁmnmﬂdiw:uﬁulmﬁmfaaas 21 AILIMRNAYEINS
wilnlufetivaosents la.i’."-wﬂ'ﬂum:-uu'|un'f’;-u-z|4nsjué'liruuﬁﬁ‘r‘faa‘nﬂﬂuft'u'luu'l.ﬂﬂw'qni‘uﬂﬁnﬂ’qnu
soulatiiuednadlelumifieraioans werlud e ninlvwanfilnsuiuiann i ed Siadfiaaiarou
mapwlin (Awareness) Tdnislifediialusduuunainisieasuuuysanms Wedsulosdouasyseaunisal
fAsusuAlugUUUHAuEAT arnsEdaamsdeaaula @nline) uaensutwinitu (Offine) wiefidund
amni Channel saufladawmilasan (Aeency) RilnsuiuiSnsteardhnl dndafidadlefrrualann
Fuslnm ifesinde it faumnaierrurssdndendudmglfad ezt Digital Advertising
Association and Kantar, 2019)

etulsfimy Pwnnrsmemwrssunssmudinsiiauiig (Encagement) Sadlntstiwusfin duudn
wasdinFlun1Tindlueniaiy (Hollebeek et al, 2014) TRO9TNATSNTI9ABUITTTUATTUNUT WU RRTHARALI]
ATLUARAHTY Fasursidusuregnm milisuswiusmiuinguilon wgfnssunsliduduee
anén maltdndnsesuilnrlhaiuneolad duiu Fonuadeivanmmoiifasfeidimsee
FanusasauaenadaTuRERuIARR Safamsiyuse v fmnsay yenndfmuidanidlunsia
TRy e T TEARe un TR AudurnaFneies Sorott, Czellar upe Spangenberg
(2009) AATFFu1uel (Emotional) Turisie wasnislimarefflunisdn Fudunisfingivey Brodie, llic, Juric
was Hollebeek (2013) 714 3 fiflunsin Ussnouday Cognitive, Emational wae Behavioral uasrsAng v e
Vivek wazanz (2012) 19 4 Iflunt5in Ussnouday Coenitive, Emctional, Behavioral Wis Sodal Elemerts
atdlsfia Trodrulnaeslivuwanolld Sndsenoudo Cognitive, Emotional uaz Behavioral Faduyanies
laturnstnfiodunsvanslussmnssy (Brodie et al, 2011 May, Gilson & Harter, 2004 Pattersan,
Y & De Ruyter, 2008) ﬁdﬁU‘l‘l.linﬁt‘M"nﬁ%dﬁ’]ﬁ‘ﬂﬁ'ﬂtﬁﬁﬁﬁ Consumer Brand Engagement Wiatiunisasviou
insnsiujdmuisswieguilonfunsdus wasldbilswdwabhRensljfmuslineusswinguilon
fupsiBud e mssaatliuilonend s duiils Mensumegilaussdluiiaudmivasduig
pgue SaduuadedilernoansauaonetosiuaReflusmmgeivemnsiduiae fie nssunuiadf
119u3n13 (Service Dominant Logic: 5-D Logic) uazrisranaiadinius (Relationship Marketing: M) #ﬂjalﬁu
il ffuiud Balnovsessavmsaimasuaiassudlueletevesdiidndfide uenoind {3
Hﬂ'm1m‘iin11'1':iﬂri'.|'uﬁ'm."fum‘rﬁuﬁwmﬁuﬂ:wﬁﬁ%’un'li‘ﬁmuﬂnﬂ Hellebeek wazpnz (2014) wrUfuls
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Tuudunmislauamessrded asaelve) wavedn 3 2 33 Useneudze Cognitive, Emetional uag
Behavioral Weasvoulidiufaumnuswusin CBE Fndaty (Brodie st al, 2011) '[ma'lum‘sﬁnmﬁnﬁﬁ'u
szvinTansnaey CBE Wullhdud#ufians (Second-Orden Faumndieain Hollebeak uatmmus (2014) SHfnw
cae Julladud Auivis First-order) WasmnaudivlvefnlAusndfidudmuduiudlufuinee iy
'ﬂﬁq 3 ﬁlﬁur: Cognitive Emotional uwars Bshavioral (Harrigan, Evers, Miles & Qaly, 2017, Salanova, Agut &
Feird, 2005; Schaufeli and Bakker, 2004; Schaufeli, Salanova, Gonzalez-Roma & Bakker, 2002) Uszneunu
Hendduiidren cee Wulledudduiians (Second-Order) whitaflilun1ein C8E fumnaannisdnend
(Dessart, Veloutsow, & Morgan-Thomas, 2016, Dwived, 2015; Thakur, 2016} ua:ﬁquﬂﬂzﬂﬂuﬁﬁuﬁﬁmmﬁm
wed Hollebeaek wamas (2014) I.Hﬁiluﬂﬁﬁﬂ'nﬂ'ﬁ (Algharakbat, Rana, Dwivedi, Alalwan & Qasem, 2018;
Hepola, Kanaluoto & Hintikka, 2017) undawuiuiivee: Hepola weepae (2017) deansninaauriiy
Fuviugsanintiedvesund (Emotional) uerilady CBE fiffuniimniimese: avE (VavE) faasvaulddtui
Uadvarsuaiuaetiod Cak dnasduiudaferty frfufadufedunednsussgndldunsin CBE v
Hollebask wazame (2013) Taufnen cBE Wuiledudafutusduiiansiaasieuthsudwuiai Wi coentive,
Ermotional wat Behaviaral T FIdum TR IE WiRansATuRTaYRTIIE (Specification) IwEEMIRATIMA
deyadimiziawatased A lie waznaudilaTiaia (Structural Estimates) vinAsrusewnBudlA Uavis =t al,,
2003) FriinnUssadveinsfinmaiide Wevnanuinsda C3E Tnodwnsirens Hollebesek uwaeane (2014)
wnsrygnEluunn s memn iled (Ussmalng) viaedn uasinsrsseaey cee dulldudduiian:
(Sacond-Crder) iafiudui cBe hilasadiiusenauday 3 O Ao Cognitive, Emational wae Behavioral
Wil annsin cak ssdhabselendiefussnaumslunianil s sivirmnsisnniursfuimeduiiog
Tuudunntstaunrvrafedieuseulad

2. NUNIUITING sy (Literature Reviews)

2.1 arudlumveaundansildriwiussidudveuilon

Kahn (1990) hiyprausniilfuufnuasdinh “msfidnsn” uesudfifnelufudeine Fermandes
and Esteves, 2016) TnoutofisveamsidmuiadlfgniduhanWluamssedl 17 Weodunefirrwin sufamss
wruvaniossmmonginy arwgniulnawih® erugniumsinee seereudaudananns (Oxford
English Dictionary, 2009) Hﬁﬂ’lﬂﬁﬂfrﬁﬁﬁﬁﬂulﬁmﬁ‘uumﬁnﬁ'ﬂﬂn;,'lmsin.lnﬁu'lﬁ'uaﬁaﬁmﬂqufiuﬁah
Cennings and Stoker, 2004) u.arﬂmsﬂﬂ-ﬁm-ﬁmuﬁmﬁamiwhﬂuu*im‘]u (Frank, Finnesan & Taylor, 2004)
saepsunsnE R RElun T Rre T pragmionese” naie e s use
*mseig "Ifagnﬁtﬁﬂﬂﬁumgﬂuuumiﬁaiwﬁu‘ﬁ'm‘r'rmpm:w iLondon, Downey & Mace, 2007) uazladl
rastiemind1 msildudan fo uuunginssmsdeudidnouiifrtumelunssusunstemisidusa
*Thﬁ'm-u"m'[u*nw'i-m-.‘iﬁmﬁﬂwmmamﬁﬁw (Brysen and Hand, 2007; Hua, Binning & Melina, 2010)

wuzAnn g i (Engagement) 'lr'i':."]nu"1uﬂ'ﬁ’uwuumﬁmﬁ:ﬁmﬂuﬁuwﬁql.-iuﬁ-i'.mﬁa “nsifia e

Lvon o . 9 R - e m v L i L
{Invelvernent) waeMio "naedw” (Particpation] FigwaxaiiTwRnLuuALRLdrmamenny iy
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o« . e L . 4 ay - 4" - ' 1 .
Jszaunsninislansuvasgnauarame i uaiesd faduingusuifefiugiueas “nsddaud
(Engagement) Yilwilauesesmuduiuifvdendn Amsdnldvineuideees Schau, Mudiz wae Armould
(2009) ﬁ'ﬁﬂmimwﬁaunﬁai"f'lar!wPiﬂluquwmﬁuﬁﬁaﬁﬁﬁuﬁh “Fausiu” wsEMIE “nsiiEiudu” o

75 pa Imptwannnsbeitd “noafuTiu” (nvolvement) waz/mie "nsdindin” (Panticipation) edadui

2.2 wwrfn Jewdvl uazBEAEunsTanslidoudauiunsdufaduiing

nrifinguuannisddnsuluatunseaimwud nislidrudsimegadl (Customer Engagement: CE)
dWusidawdndinudfnvaaniuivemandniaram (450 Tude® e 201007, 2012 sriiiludzed
A 2014-ma, 2016 (M5, 2010, 2018) weeldfumruauladus duimginursansn s isuuinng (20100 ue
TsaTinamEnagng (20100 Wudsaiunateq werwlunsasnitemauios (2011) Taedndenn
a’i1uﬂ’ﬁﬂmnﬁulﬁmﬂmuhﬁuuu:ﬁnmfﬂdwiwﬂaaanﬁﬂnﬂﬂﬂuwmﬁ (Brodia et al., 2013; Dwivadi, 2015;
Holleheek et al, 2016; Islam and Bahman, 2016; Fansar and Kurmar, 2017, Van Doorn, Lemon, Mittal,
Mass, Pick, Pimer & Verhoef, 2010; Vivek, Beatty & Morgan, 2012) Annsiiuldanissunssunirennuae
n1sdeans (Bowden, 2009; Dwived, 2015, Haath, 200%; Sprott =t al, 200%; Hollebesk =t al, 2016; Islam
and Rahrman, 2016; Kilger and Romer, 2007, Kumar, 2015 Meff, 2007, Schau and Muniz, 2004; Waneg,
2006) firmsArehdifneinmsidndn dssnaude §uilnn gnd aeiudn nislasan uesdenufopniull

atlsfiniy faHwndavaamiddsmeeidld uamuaulanmindnnfntaran (Brodie
et al,, 2013, Dwivedi, 2015, Hollebeek =t al, 2016; Islam and Rahman, 2018; Pansari and Kumar, 2017,
van Doorn et al, 2010: Vivek et al, 2012) wrlursduriunian s siun ssudawuiniing sl shn
flond was DR s iauand1aiy ordaethasu nslidusaiunrAuduesuiing (Hollebeek et al,
2014) ssilduinmesgnm (Brodie et al, 2011; Patterson et al, 2006) rsildnineuilng (Brodie et al,
2013%; llic, 2008; Vivek et al, 2012) msiidnusmiunifudwegne (Hollebeek, 2011a, b) wefingsunsil
druimmegnal (Van Doom et al, 20100 Assurunisilduiiuvesgnen (Bowden, 2009) uasniiliduim
veaguilaeluuiuneeulad (Mollen and Wilson, 2010} Fauandlunsad 1

A1940 1 wurRe Doudny wasdinlelunsiantsiidaudin

CER wufin Tig v ii#
{Authors) {Concept) (Definition) (Dimensions)
Unidimensional
Sproll Brand FTTULANR T BIURAEYRRE U1 TUE Emolional
et al, Engagernent in 3 AUATILLULTIWINIY B3R ULES
(2009) Self-Cancept
Heath Engagement with  sefuvasnsiidiusiude ﬂﬂuiﬁﬂﬁ'mﬂ#u Ernotional

{2007} an Advertising dlentstuwanddigau ssuaanm
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ATST9R 1 LuIRe Denudwy) waedian ke untsinnnsiidiudt (Fa)

Hiu WUIAR Ty 1A
{(Authors) (Concept) (Definition) (Dimensions)
Multidimensional

. ™ [ - Wi L
Brodie Customer anrrvdsleifaiudelinfduiu 1 Coenitive
et al. Engagement 4 nsihlrauniniiweiununiewiv 2 Emotional
(2011) gndfursdudileeduruduiud 3. Behavioral
Tunrsluinag
Bowden  Customer AsEUIUnEIR e Rduf i wuRnaln 1. Coenitive
{2009) Engagemant truendusUuuurmudnfdmivgnailnl - 2, Emotional
al w
Process waenalafneinwmeuindlidmivendn 3. Behavioral
Fazfodilums 3 flauing
Pattersan  Customer SEAUYBINTILERIAUNINIENTN nsTug 1. Absorption ()
et al. Engagement wazosnivaagnAlum slnudoiug 2. Dedication {E)
(2008) AUBARnTRIALINTG 2, Vieor/Interaction (B}
Vivek et al. Customer e e sild i nlusiarurra 1 Coenitive
(2012) Engagement uasnsdeLlsaiutlausyeIedng Z. Emotional
- w I - - A N
upLAiefInssLYRioRns SwmduAuley 3. Behavioral
BAATMIEEIANS i, Social Elements
lic (2008}  Consumer rsruIunEIsEnauRan U Eiudiu 1. Cognitive
Engagemant sswiugiild i nluioauas s Z. Emotional
wpsnsfiddnforsasun gy 2. Behavioral
i, Aspirational
5, Social
Brodie Consumer wurARwUunaElRUsEneuAY IRAU 1. Cognitive
et al. Engagemant Cognitive, Emotional uaz/wig Behavioral 2. Emotional
(2013) Fadlurumsdnlunssuiuniseemns 3. Behavioral

uanArudsdudud Tneduuadn@aduiud
fue (uFulsfiRndeusufnnasil

AU TINASHATIANULIRD ATEUINS
Tuntaiidsud sy A luraruRTIFuA



AT

NIDA BUSINESS JOURNAL
Volume 28, May 2011
arael 1 wutde Dot weedAfElunsansiidauday (da)
gty WAR Ty v i
(Authors) (Concapt) (Definition) (Dimensions)
Hollebesk  Customer Brand  sedusaasiiunialavaudaeyang 1. Cognitive
{2011a) Engagerment Ay saiussduiiasaniizinl 2. Emaolional
tumeivuitm FatmunanszFrues 3. Behavioral
AangssvatiizaImedle viee Tual was
wingAnssalunsUSduAusAunTiudn
Hollebeek Customer Brand  sefuveansldusiuaTy Coenitive, 1. Coegnitive
{2011k) Engagament Emotional wit Behavioral 283gn@ lums 2. Emotional
Iufduiudfunsdud-fiarnsee 3. Behavioral
Holleheek Consumer Brand  fenssuiliferfoaiunsdudwou Coanitive, 1. Coenitive Processing (C)
et al. Engagerment Emotionzl L8 Behavoral ﬂﬂiﬁuﬁﬂﬂ 2. Affection (E]
(2014) lursijaufusiunstfuffiewizaness 3. Activation (B)
Phillips Aclvertising stwvurean sl audaadudunmalud 1. Immerse (C)
and Engagement nsilaile 2. Feel (E)
McQuarrie 3. Identify (E)
{2010} 4. Act (B
Van Doorn  Customer MnAmINGARTTINBIGAR TIRERTAUA 1 Valence
- - i F3 i
et al, Engagement wisuisviunnim e laoidssaile 2. Form
{2010 Behavior HuFruniou 3. Scope
q. Mafure
5. Customer Goals
Calder Crnline nsasszaumIlgUIlaaine 1. Stimulation and
et al, Engagement doddulsidagumnsauduie Inspiration (E)
(2009} vaaeuels 2. Social Facilitalion (E)
3. Termporal {C)

4. Self-Esteam and

Civic Mindedness (E)

. Intrinsic Enjovment (E}
. Litilitariar ()
- Parlicipalion and

Socializing (B)

. Community (B
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AT91aR 1 LUl Denudwy) waedian e untsTrnnsiidiudt (Fa)

i WUIAR g uAny iR
{Authors) (Concept) (Definition) (Dimensions)
Algesheimer Brand SvEnadauineingueunsAUATE Y 1. Cognitive
et al Community wiagdlonelumeaduilon nsuffsiud 2 Emotional
(2005) Engagemant sufuandnvaauey 3, Behavioral
Pham and  Engagemant msfidiudafsaldannsfiguiloe 1. Cognitive
Avriet Behavior sednfursaoionyanisanduniire 2. Behavioral
(2009) AURTIEUAT
Gambetti  Engagemant MIsATURE R ARR R TR sE Tl 1. Cognitive
and Tudunsnats Wy nslldudmes 2. Emotional
Graffigna fUilne g mandudn alewan wioAn 3. Behavioral
(2010
Higgins and Engagement unumAnsiidIus e NIRITuAIed 1. Cognitive
Scholer mﬁuiﬁﬂmﬁmﬂqu wionidlasado 2. Emotional
(2009) Tuunadunedn Saezdmansevune 3, Behaviaral

msfamawionindnduseniy dadla
yemalid Ui afunsAufueniy
el lndunsiiuanmunniu
wiop i udndusenLasanmam
A funsidudniuniy
Maollen Cnline Brand ﬂ'rm:.j«nfumqﬁﬂuﬁﬁua:m Wevegna 1. Sustained Cognitive

and Wilson Engagemant

TumrsainamuduiudAursduan

Frocaessing

Z. Instrumental Value
3. Experiential Valua

diuled wisRovnareufimadtun
NEBnWUUL e RE A Tl E e oT] ot

(2010)

| e

o ' ' '
e s s uLnde Juwdnd uaedARlElunsianaslisdud Engagement)

[
R & ap

Fritlingaliludnadiu Tursf@runilfidudasliuvsfonsildwsuiurndufaduilon (Consumer Brand

u
-r -

] P F ' 3 a i
Ergagerment; CBE) Wassvauliifuiiansiufdufud sewinafuiloniuninduin warlidioudwiifa
msUfjdiutianeusznihauiinaduasduiniamseies Sathuunfnidnusaneaaespraoaiulusie
i [ _ . "l . ]
Athsrmouirasnsddusmde S0 Logic uay AM FalatunsiiUfdumusitlinauuasUssaunisninsim
b o 1 - | ] =ad | o 'Hh Lo T L - ! | ] At > L !
aisassdnnrnlunistveesildnulAdy venand idudemlanediansllduiniuenduiveduilon

a4 B B - al B A -
AlpfunrivuiuseRsIIaoUR T LIRSIlRD Hollebesk wmzpeyy (2014) ﬂatﬂuwuausumﬂﬂm:m'[uann
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Cognitive Processing (C), Affection (F) uaz Activation (@) ouwseslidtufseumemaswusfinnsiiduduiy
aridufmesiuilnafasounaursie CBE 2) fuusAnfiasvioulidtufansldnd wsswhafullnedunndud
fewizenens famnzauiuruivenslesndudedinueeulml war 3) Whuuesinfiuena imy Suiudss
IFrausewitduilnnduasdum iR lun s Tt utosunudAuturesnsrevaussranis
lsrweut Tmugﬁﬁu'lﬁﬁ‘rﬁaﬁm‘mﬁmﬁun115'#1 C8E $ruru 10 %o p sl Auutumeassfnend wee
Iadenmilssanvasamidrdmanednundunsdfnen Ldaq=r|nﬂmiﬁ'ﬂa’l{luﬁun1uﬂﬂﬁul1.-1:.h'-'imm'la;§uﬁnﬁ
w3 ndiuguAy 1 (Sintuwating 20152 SmadnduniBuffiildasntsiduda (Fneagement Rate) G
sulududunue vengugravrnsuUsssmaTwRsAna1rns Troluduvaawedndoen “Like” 1,924,608
“Comment” 68,062 “Share" S8,095 LAy Zocial Matrie 100% (Sinthuwatin, 20158 Sailrmumunsayfiae

Tlurs@nerial Asvesduauandlurisaf 2

al i i § al w 1
FIT9W 2 u’nm’mn*m.lmuﬂununﬂauﬂwmguﬁﬂn {Consurmer Brand Engagement: CBE)

Toduiliia dodmmeInkuetu Hofnuiviulvisone fioe
CBE (Hollebeek et al,, 2014) Fuviunvaansfnenil

I'I'I‘izif'l,.li Using {brand) gels me to think Engagerment wilh Starbucks” Advertising

(Coanitive) atzaut (brandl on Facebonk gets me 1o think about it
| think about {brand] a lot when I think about Starbucks’ Advertizsing
I'm using it an Faceboaok a lot when I'm engage it
Using (brand) stimulates my Engagemeant with Starbucks” Advertising
interest to Learn more about on Facebook stimulates my interest To learn
{brand). rnore about it

01500 | feel very positive when | use | feel good when | engage with Starbucks'

(Emetional}  (brand). Advertising on Facebook

Lising (brand) makes me happy.

| feel good when | use (brand).

I'm prowud to use (brand).

Erngagement with Starbucks’ Advertising
on Facebook makes me happy.

| feel very positive when | engage with
Starbucks® Advertising on Facebook

I'm proud to engage with Starbucks’
Advertising an Facebook
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a1919d 2 wmsiensiiiuiniunsduivesduilan (Consumer Brand Engagement; CBE) (Ra)

{laduildn fodnmenduatiu famouiuiulireandos
CBE (Hollebeek et al., 2014) fuviumwasnisfnunil
WER 33U | spend a Lot of time using (brand). | zpend a lot of time engaging with Starbucks’
(Behaviaral) Compared to other (cateaon Advertizing on Facebook compared to other
brandls, Advertizing on Facebonok
Whenever I'm using (category). Whenever I'm engage with Advertising
| usually use (brand). on Facebook, | usually engage with Starbucks

on Facebook.

{Brand]) is one of the brands Starbucks” Advertizsing on Facebook is one of
| usually use when | use {category).  the brands | usually engage when | engage

with Advertising on Facebook.

etlsfiny TunsAnudiduasimsnseaey cae Wulldudéuiian: (Second-Order) faumndn
20 Hollebesk uwazane (2012) Fane CBE duilasvdrdviinds (First-Orden osmniduluefnlduans
Tduierudniudludnanvasdadoin 3 4 18ud Cognitive Emotional uas Bsnavioral (Hamigan, Fvers,
Miles & Daly, 2017, Salanova, Agut & Peirg, 2005, Schaufeli and Bakker, 2004, Schaufeli, Salanova,
Gonzalez-Roma & Bakker, 2002) Wsensufuflonifufdne cee Wulafudwuilags (Second-Order) waifl
Smlelunnsie CBE ﬁuﬁﬂﬁ’lﬁﬂnn'ﬁﬂn‘uﬁﬁiﬂessart. Veloutsow, & Maorgan-Thomas, 2014; Dwivedi, 2015

Thakur, 2016) saefdiasfmAdeilfunnTiates Hollebeak uazAse (2012) wilounisAnend (Alsharabat,
Rana, Dwivedi, Alabwan & Casern, 2018; Hepola, Karjaluoto & Hintikka, 2017) wafawui1uide994 Hepola
wazAue (2017 fuansnsisasurudniuisswindeduorsunl (Emctional) saslsde CBE DAnfiunin
siacwes AVE (VAVE) Saasvialdidiudntadue suniuaedady CBE hesiiufiwysfndy fhdaiu
FodanmhimeUssy AR CBE Y9 Hollebeek Wasnnit (2012) TaeAnw C3E ulsfodBuiuaddufiao:
[loasiautiodudduitvils 1ur Coenitive, Emational was Behavioral Hu Erve sl mdAgRensi e
Hoaad e (Specification) insnswinfimaurdzyadorslanenssdmalinssueadalasaing Stuctural
Estimates) Winanueudedld Uavis et al, 2003) il 9wnnsaseasuAnhwinsmedeiavodifilaiy
pefilsanauyas CBE mrhiedeiuarsifenwindedomnfan semurfawginssuuasnisiul suddy
iMgharabat, Rana, Dwivedi, Malwan & Qasern, 2018)
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3. 52108U73539 (Research Methodologies)

3.1 UszvmsuasnguRaanng

3.1.1 Uszving

n‘uiﬁnmm;aﬁ'l.il.ﬁaﬂﬁﬁ'riﬁ’ﬁa'irflunm'ir"lnmﬁ'mmqman‘amﬁnﬁﬁlﬂuﬁﬂﬁu (lsmmswazifon
Va1 uasdenndy Gen ¥ g Ldma'.r.Lﬂquu’s[nﬁnFEHTHfg'ﬁqn Imuildraiuiiiova: 28 vanlienng
Twdssmnlng ﬁmmnﬁmﬁ'aﬁmmn'i.u'l.ai."n.ﬁﬂﬂ*hﬂm:uﬁuq wsefddnde Wunduiitdasnislisoaetnlseun
Jover B0 veas ol (Amornwiwat, Rattanaphinyoawong, Homchampa, Mintakhin, Phacphonephaiboon
& Arakwichanan, 201d) iﬂfﬂﬁi"ﬂﬁaﬁﬂ1-1'um.hsmmﬁlﬂum1Hnuﬂn‘fafﬁaﬂ:uﬁﬂﬁmﬂﬂﬂﬁﬂqmﬁ’num:-:
4 Userns Wud vsenvsusn £uilnengy Gen ¥ Aoufind we. 2524w n. 2503 Usentsdt 2 Hnddlaviedn
s 3 Lﬂu:}'ﬁmuﬂumuﬂﬂnam1iﬁ’n§iu’jﬂ§a§uﬁwmﬁmiﬁﬁﬁ warysznisaminefe wolddiusty (wu
ranpteyTaniy dhiwfensm) dulasaneesasr idpddnmarednuugunsnimmmn

3.1.2 YR 28409

nﬂiﬁﬂmﬁgqﬁéﬁﬁalﬁuﬂaﬂ'-sl.ﬁ'n.l-’u’auamnnsjuﬁ’waimflu 2 w51 Wud aded 1 Wemdumaiweed
adudadnTn (Explorative Factor Analysis: EFA) Sapantsnuadzateiivnnealadind 200 fhath (Comrey
was Lee, 1992) waeaian 2 Wamiunsimsewledundsfuiy (Confirmatony Factor Analysis: CFA) Ae¥en1s
UL Maximum Likelinood (ML) fadufsfesrseuredasslsifinin 500 fhatha (Tabachnick use
Fidell, 2o07) Tntluwipsnfafiduasfuiudel iddsesrufiansafie i pfusnnsneuiuussuny
veanauRIat1 Wy reuim ey (Missing Data) wWielaw aauasAgaaninin (Cutlien divuaeriinig
Fanseuvuaeueumariieen

3.1.3 Wnsduitdn

Tunsfnwe il adennjrmmruasiuiuidviuivousdfogn demnitaledifiuu
Aldwedninnibuduiu 1 vedlan (Shut Waroenkupt, 2018) Tneg3dulivnmafenaeidaumuuhees
S i nn s AT 4w TA Uguiu SAun Fule WAERIEURS YA ATIMALLLID
FrunutssFuwilmatumsie i Auiae s e uTaansudnanusuiu (Pattzmsnsoontom
and Wattanakamolchal, 201 wenwind fidsss@aniivioyalusmdogumilndiaasmiudnuasan uing
e nuwasilu s liwunguinedvuiitdnurmduunuwoinguusesins Inglunisidusivam
foyave iR msdundauaiy 2 Suneu #al

funeudl 1 WiBmsduindaanlnd Tredmndsinssswouietdurassnlil i
i i

funpudl 2 Witnsdufetauuuniaseran (Convenience Sampling) wisenfilAlir s mundngsy
soadruiedlundasiuiiugy §3%eslinsguind suuunuazmn Tnerdsufloslinguiaog
anusULEEUrs Siiisssunrdioinnsesdeu fo froufasiulfneiunuam ildviomedoduio e,
amived waseeildnduivlavarveeaidndnmadsinfesivncuwuusoun wereind lusuuacue
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3.2 il oelofllunsddy

wwdnalailElunts el et (Quantitative Research) mirdfeuuuscun (Questionnaira) leei
rsAneTlugiuuddaan (Survey Research) Saiiuiinnsdii mird U uadundwaerniianlussunssy
Famrdivd e Ldmmnw-ﬁ:.uﬁﬂ'lﬁm"'nﬁansj:.ﬁ'lE.Li'lﬂul.n’n:ﬂ.i'mé’qﬁnauu'l.au"l.ﬁtﬂu:!‘nummn wasdaatunsn
nunuﬁ“:m.ln"‘uﬁu:ﬁaﬁunq‘uﬁlﬁtﬂuﬁ'luwmﬂﬁ':uu (Zharg and Benyouesf, 2016) Tnvuwvuasus ity
miﬂ'ﬁ1ﬂﬂi-':ﬁt‘flum’iﬂaﬂﬂﬁﬂ%’!.lﬂ'.:ﬂl'ﬁﬂnqnn"uﬂﬁu (reAafy) Suunssinunainue il edftelEn
wansaurent i luuSuneeaduiioandy Gen ¥ Tudsswdlng Aladnsbiausluundaundd Toe
wuuasueusdndy 3 dwu Useneudan

A 1 ﬁ’lmmﬁﬂﬁmsaagﬁauuuuﬂaumuﬂ:ﬁ'ﬁruﬁ'n'uw:; g Jsrns Ussnaudin 1) 1aailiidie
2) fioBldmedn 3 woiunwivisdedufawmnited uas 9 woildudufunslasanvasanitrdm:
wenuugnsaimin Tnededouidmsmeduuulaninidenmeudefnatummiusiaiosdnaud

A 2 deyaialuusadreunuussuniy Ussnaudiy i sefuntsfnen eniw uazsiuld

it 3 deysdfimatumsiidudwiuasiuimesfuiiomforsunummdndhsfuaunisidaun
fursdufmesuilon 3 dm lAud nnsfud evsued waengfnssa wirnilddulauanyasaniiedna
i Tnodadmnuduuurnsimssntuan (Rating Scale) Widennaussnin 1-7 (1 = ldfufzvedhab
uag 7 = wuiuaduiy

-.l |
3.3 MERRLWATBIMD

[ T

maimuATealisisuluns S A SR sl smanquirudludumah Wl AeuseTomin
TngU A Wiei el Am s dvEn ot (Chitarayakul, K, Srithal, C, Nurtawarapun, Y., Ruengirom,
W., Mahakhant, S., & Opasanon, 5., 2015) laefidglmbieonee: Hollebeek uwazans (2014) umiy
Tvfmemadosfuviunnislusnvesanidng (Uizmalve) waredn wastawailunwing (Forward
Translation) Welfmsaudermsnilfiiviayefunguiodufidundy cen v Tng wionduligite
Aurmapamedinguuazylng Bingual Person) Unrudateundudiuntedinge (Backward Translation)

imﬁamsmwaﬂummqnﬁmLﬁal‘.lr"mmiuﬂﬁmmmmm?mr.r.wwﬁanqmﬁum'mlw uaze T
e (Brisln, 1980) wisnriul Sl RMveGerssumAngsl (Focus Group) evurmedlilutedon
Torseufumnsdaeded iduduiloangy Gen ¥ lnodrfong i fummunngailnadnsneningyssems
Frusu 2 ndu W ngedt 1 Dulnd@neiiddsfineeglussfiusiygaionmiinedodedmidnou 5 ru
uasnud 2 Wurwiiuashid@dnenclussiuiganlnonasinedewliium 5 s Sweeuduon
u:l.'ﬁ"ﬁimﬂuhm|'.fjuﬁﬂ.ﬁriﬂ'uﬁmﬁﬂﬁ'm'maﬂﬂ 1 48 Sududemoniinlulifoisnl (Emotional) iWeswandu
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A w A Al ¥ Al ar . &
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Trefiudoyaiun ﬁuﬁ‘mzhaﬁﬁezmﬁ'nmﬂnﬁtﬁﬂ sungaszrnaiuiue 30 su nseeaiil s Avisranw
Jdefavenrloadlatnlneity (Overall Reliability! Faxar hni e ivndussivie ruddefe den e
pzautih (Cronbach’s Alpha Beliability Coefficient) diuliaderuss 9 9o fidwidy 0930 weandefivsan
\huswdiaaTndn Cronbach’s Alpha if ltern Deleted wudnddulssdviemnidededarmamanuiniid
SEwing 0.919-0.926 Failrniutdadouinnit 0.90 wanriirsuilrusenrs s ULn (Kline, 200d)

giwnTsiayalnenTiasiledsdadisalnadeniinisadnesilisnou (Factor Extraction)
WUy Frincipal Axis Factoring Saidudihiliteduiaiatude uduiud iy wlaunulvielidaendy
(Vanichbuncha, 2018) wdasniugidulfiuvuasuoniluifvieyatunduiteiiinudmeasdndifoeiy
Uigwing Wevuasueuitinuayeivesdoyar mmndon 285 wn Inusasnmiadaiesouandiiud
oo 9 farunsodanguididu 1 Jeduvde 1 7 Safudeiunmsfinunnes Hollebeek uarpose (2010)
kA% Harrigan wRsARe (2017) AN CBE Ussneude 3 T Arbuielnisvanguiusgndneglutleds
aonrdpatudiemmange] Saeeviiliierenmawlarumnuasaurmituifudsudivuiveniadetue
Aduuuinieatu Gideisanduiuusinowiady 3 Jeda fil Jeveil 1 Ussnoudae 3 dednuiidng
middnlufnunsivd (Cognitivel edudl 2 dssneuine 3 Sedranuitdeiianmsiddnluduersunl
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A1l 4 wamsmant s seiladudadiirouuy Principal Axis Factoring

{ladu (Factor) Aniwiindledy (Factor Loading) A wiauiu (Communality)
Cogl W] 534
2 TEO G089
3 73 su8
Ermo 1 T B1T
il A5 B0E
3 A0a 647
Behav 1 ] G035
2 LT 574
3 Al 363

A IeiuIsA s uees 1 Tedvillifovar 64.819 TruAmiwmindedvuaadad-ony
via 9 dafiRinait 0.5 (Hair Black, Babin, & Anderson, 2010) kARt WAL sOlLAIER U EYB TR0y
wrnzdaluurasilady wardrrudwiy Communality Singandn 0.4 waman@wdsiaoudmsiuiusi
agluinasmasmiiessiladvaald (Kim and Mueller, 1978)

4. uansiAsidaya (Results)

winRREn I veedvsuan 3 DedvmuilewmmguiFalAnaalvudniy giavlminTg
wvaeuleam s IndeTEn s ieefei@dudu (CF Wedssdiuasnaaausugriernnideie s
ATILETIR LRSI URE

TurnsiirneilefadePududieliuaunsy AM0s neffu 18 Trehimsiiensinnuuuasuandign
#nl3 Falmsmeulfed e sufuaryseii 560 9 wansiessdoyauiaiu 3 dau dal

Adl 1 wamsmeaeUd lsanisildndwiuniduiveaguilon (Consumer Brand Engagement:
CBE) Tmrmanaedasiudayadnssindioly TudndfiissuanmansBoufovsswiuluea cae iy
WU First-Order iU Secon-Order Suifefiansansindweiinssfununaunduswhilumalnsaiaiudoys
@sszdnwud Advind e dninainsesiuiunadarusenedeiutoyadass S et 2 Buea
widleReearmirlsedenui Burauuy Second-Order Trmamenmdeafudoyadassdndannniuuy
First-Crder Aauamdlun191af 5
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fuiiuied sz Fnade diedildan  dwedilden  neued
ArudeAASDY Lo Tuweansa Tuwmessa

vodluwa  weniuld First-Order  Second-Order
CMIN/DF < .00 Mueller (1996) 1.825 1.904 e
GFI > 0,90 Hu and Bantler {1999) 0,987 0,987 R
AGFI > (.90 Hu and Bentler (1999) 0.966 0967 H
RMR <008  Tabachnik and Fidell (2007) 0028 £.030 tu
RIMSEA < 0,05 Hu and Bentler (1990) 0.041 0,040 F

d-l"h =t - E ‘:’ o Hem &S
Tunrsfnw e ITuaulafne CBE wWhluweuuy Second-Order Foduluddn g iunzuanamans
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A19al & wEmsnanTWs Rl adndadududWuiiaes vos CBE

grwdnvud Amiwninosduszney SE Tvalue  Pvalue  CR AVE
swinadade WNIET
Cog €« CBE 823 0az 16.639 ey
Emotion € CBE 921 090 14.879 =
Behav ¢ CBE 801 o78  16.168 o 886 722
E3 & Cog 24 a8 21.473 o
E2 & Cog 830 045 21473 .
El & Cog 804 086 20719 = B50 571
F3 & Ermo 815 034 28445 e
F2 & Emo 853 037 28425 =
F1 & Emo 500 036 26609 e 920 794
G3 & Behav 289 0o 23864 .
G2 &= Behav 273 od4q 23864 o
Gl « Behav A60 0ag 22,583 e 908 T6d

Al 3 wemamstemaunTwesaflnsiaing (Construct Validation) Tavfiarsanan 3 Ailduanns
wndey A3

3.1) wansnTedsuALAsIE g (Convergent Validation) amnrrsiaTsnA T minesRUsEnau
P35 {Standardized Factar Loading) sewirsloroausaetaiuiu sulsdsdiegsewing 0.804-0.953
iilumunmyiii s Aafesdiiunnnit 0.5 usnendimuiien Average Variance Extracted (AVE) vaq
wrazasrusenavdraglutn 0.671-0.794 Falulumuinosiirieun Asasdliwinnn 05 Taldhuesia
fraumnsadisgin (Convergent Validation) Samedsfedinruudnedaiuidini fvesiauysulurasd
Fuandurisiei 6

3.2) wansnsisaeumLnsageun (Discriminant Validity) 9anmsnsisseuRunsadduunee
wnsialussaztiodemui Vave Tuanudivinisnisaauilfingandtein Cross Canstruct Carrelation vartly
arusiaiy uanaldiiviumsdelinnuiomsaSauunlugniladoswandunisid 7

1.3) nanramssreURUinafdlasai (Canstruct Reliahility: CR) wuiemauding (CR) Sfand
0.70 ¥A1 uarsiupsiades i sadalasaiig Awandumsad 7
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A1919R 7 wanaratFn TR sndsinuun wasr @ et olave wngin

Correlation
Constructs CR ANE
Cog Ermio Behaw
Cog .14 ATl Ala
Ema 420 T ATH B3
Behaw A20E e Lag g AT

5. #jUrasiuing (Conclusion)

nwiﬁnmﬁsﬂaﬁ&’ﬁﬁsﬂﬁﬂﬂuﬂﬁﬁ-ﬁmsﬁmuéwﬁum15‘uﬁ"ﬂlaaéju%’1ﬂﬂ (Consumer Brand Engagerment:
£BE) filffunnsimuilng Hollebeek uasan (2014) wiihiuumiduntsaiiarmsdn TaaldinnsAne i
Tudwwoamshinsed CBE duthdsdnuiiant (Second-Order) sisvniladardufuis fausenaude madud
{Cognitive) 27500 (Emotional} uasweiingsy (Behaviaral)

wamsArsWUwRs A CBE Usznauday 3 DR Jwuterow ¢ de Teeifiederuiiogluiladedu
prsueigniineandwou 1 fewdaanaisiiammuingy (Focus Group) Wassnndnumueedeiuiudsdy
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ilefensamantsingn CBE Wiuledbddufiaes (Second-Order) wuiriladeldlunisin cae a1 3 Uade
Juanssnusenisiimuassfven: CBE adneiladfyvnadion 0.01 defmsudmimdnredeianuiried
Fuersueiluansevuannilgn feaesedasiunanisinwinouninivie CBE Iy Second-Order Wuiieaiu
{Algharabal et al, 2018; Dwivedi, 2015; Hepola et al, 2017) uamlﬁLﬂu'hlﬁﬂﬁfﬂﬁﬂﬁ'lﬁuf’mﬂﬂwi'*mr?u
lewmosamidtnd (Usznalng) wamednosfsnwidnfiuecfrniuningdls Wy mslifaueEun
ilaTumoslasasiuanidded 1wy 1 wasSiannsowieUestaliife lunneRteTufiluansamusia CBE
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funraiaduaiansid ndulwiunsivjrediuilon Wy rsdafenssudaalunsvieesaradsafoain
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AN R SR {Algharabal et al, 2018; Dwivedi, 2015; Hepola et al, 2017) Tuvtuziingsaiae
nTj;‘L.liEl"lﬁ&‘l‘bﬂl‘lhﬂﬁﬂﬂ“ﬁ#ﬂhﬁ"ﬂﬁl,ﬁﬁ?ﬂ’lﬂuﬁ]ﬂﬂ#il!‘i'lﬁiﬂﬁ elrnﬁ'lu't]ﬁ'm""rﬁnaniwuﬁa CBE udusud 3

= LY > . d’ - l" b . L e L[] o F > =
Aallnvaiumginisy dumneiadieduilaslaiuitoyasunnlavaomesan idndniadednias ouilneas



M NIDA BUSINESS JOURNAL

Volume 28, May 2011

dilufdudiulaens el levuvsmsduindy Senudsfun-sfine ey Alcharabal et al
(2018) fmuiriladerumsiuiiuansenuie <BE duduiudl 2 uamdidhuimdmndiguilnedneadle
Farvtowrlitue neillumnrnadilud: fuilnpoedandlinudfndenssuiunsfnwaeniinaniagng
anﬁumaur‘.ausﬂanw:ﬂﬁﬁuvﬁ%ﬁuaaﬁniﬁuarj

warsAne st saiudulddn car Dulpsmieiivsenevde 3 15 fe n1eiui B1sund uArNEAnTIY
FrfuntseaniuuaRsia CEE avsArtauds 3 DAD edlifan winiinindeamifnundluliluaues Hidy
rsliimrddriurnsimundayssng (Spacification) eantlavnarudenaniiaadinenaaneuivg
Tunsussmrndlnsaadng (Structural Estimates) wazmisAniiniunimdfowmdae Weasnudund
Arsfueadmatnandnaiy Wy samsheieilefudiluiud-duiiaamensfneinu i deduduasual
(Emational) dransemudenistmunsefurenisidudwivanfudweuilon (CBE) winfian sermmnfie
M133uj (Cognitive) uaEwgRAnTsy (Behavioral) AueTAy Tusnefinifinemes Algharabal uaseme (2018)
Aneuviuneeensliumemaadianu s dufuasueidmensenuannfian seiranfewnfinisuuae
nsiu mushiu Avfumdstuereausmnradanednsilnusmssseandaaiuitadediindsiin
i msiesiunseesdniuiaedidusnsifumamaadilawiclivasnmaadils Wudy deldanei
wanim iRl fedagndesuasvmnsay

AuAmBIRIR Sk 2y rdvie Ademai iR Cse MFurmsmasutuiledy
@adududduiiaes Ysenaudie 3 9 fo maiud ovsuad waewgfnsau SunndieininuiTiues Hollebesak
wazps (2014) nssouihdaiviwuiwila dwivguidwesiniliUssnoumaannioussyniwuailld
wielfithanesinnsiduiwiuns e suilaadundesumnafedmueala

6. Tanakazn1sIIelusuing {Limitation and Future Research)
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Abstract

Recent Crganizational Citizenship Behavior (QCB) research has tended to focus on its effective
autcomes in bath individual and oreanizational level, and focus on its antecedents, but less often on
axamining its rele as a mediator transferring effects of antecedents to outcomes. Additionally, empinical
avidence from pravious studies of GCE were often based on a sample group cortaining a laree band of
jobs and occupations instead of any spedific group in which enable the oreanization to direct its effort
and energy 1o the deht groun of their emplovees to develop OCE. The present study was designad o
investigate OB a5 a mediator of the relationship between job satisfaction, orsanizational commitment,
and tumaover intention of Thai enginears. Questionnaire survey were administered to 155 Thal enginesrs
in Japanese subsidiaries throughout the cowrtry. The analysis results show that aliruism, conscientiousness,
and compliance of OCB were perceived by the engineers and two of those dimensions; altruism and
conhscientiousness also positively related o job satisfaction, organizational commitrient whereas showed
a negative and significant to turnover intention. The results of the study alse verffied the proposed
mediation model showing that job satisfaction and organizational commitment predict altruism and
consdenticusness, which in tum, reduce turmover intention. This study contributes to the Uteratune on
turncaver by enhancing our understanding in the mechanizm that govem job satisfaction, organizational
commitment, and turnover intention relationship. Suggestions for managemaent to refain engineots 1o

the ordanization through OCE and recommendations for further rescarch are also discuisod,

Keywords: organizational citizenship behavior, tumover intention, lapanese subsidiarios, ehdineors,
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unin (Introduction and Objectives)

fasmadeuunsieadnaulneidioulue iy lbneddudoudrag: dhildanseny
ad sl ﬁwmu‘iu"ﬂﬁuqu'lﬂu-"jﬂu'[umsnm'lﬂa'l.uﬁmnmaq"‘d mm. 2017 Tremensfaditu
ngam Tifetlgviduntureesinawudt Sawnseruaasuimnadullomwfidlsenaunimlssum 30%
fdseauay (apaness Chambre of Commerce, 2017) rrusuuiatndndsaencouiuranisdism
fun ‘-1'111ﬂuq"luuan1:?1'111ﬂﬁ’.‘-‘1;.|ﬁmn‘m.gnmnwaw%ﬁ’nmsﬁfmwuiq Smanaiudumiaruiudidems
mn‘i’ﬁnﬁﬁﬂuﬂx 50 g naneuATEITlunsNERUAS TN TR U AN BN AR AL 1 TUMAT #rumii
Whussanenm ninany =’a'1wmqammnq'm]= fdtuirswiruuiodne widssauntsellaly egunedunis
I'Flluq.lﬁﬁﬂlﬁﬁuwmq (Munintarawong & Methapisit, 2015)

wiFnisumsiuaudnifveasdnig (oCE) Lﬂuvmﬁﬂﬁuﬁumuaaﬁn:mwi’qu.ﬂsﬁaqﬂ'lwgnﬂﬂﬁ
wedulumwiney flugmuee: ocR menuAsdereudiledtsinde (Wiling to Cooperate) 181 anard
(1938) urzuusAndemafn ssurauyumusasuenmdaunuiees Katz (1954) Tnsunurdaldngd w3 ududes
spaRTARIL (Willingness) flsedruiiaiy (Cooperative) vasmnBnathiliiiunanisuesding iflaussatimuy
seRnswasssnwmdnneld Wurwndlsdademusenrsewinyrrauas AR ey fupiuaianTs
aruiulinreuiiseyisudundiruvenrealilaseiesdns

wau Smith, Organ, & Near (1983} \avenermie lasaue nunfsdand i aiuRenn Fnsveiypes
Tugnswailas (Citizenshio Behavior) wmseguenwilendedmumiangisduuiifaivlsivardnmar
winandnliufoinwilddnisadwy DuwgFrssuilifseindumgedslii duwofinssufiondiaeda
wssdietuethaihal o Jufnrlaiauladodaailasdiy Fualusudmioe Aulesdunnaidldieulife
v uiudurseiie SIAm TNty unm TR 1Tes Organ (1988; 1990; 1997)
aunsnepllii 0CB wnefmainTsunishiomdedtuinainsnmonisiy saseguenadlounum wind
(Extra Reles) mufiwusliludussesdnunsmadessdeviu dumsnssinfituoy funasfted
Liwdmansuuny Fannssvhetdoiiiedrommjunusdmaneys:inuaveisidng nsidaidmmuii
OB Winondedbnien Wu mufaruanniolue drundfidenusasesing avisdih dnvosowing
Anwnsew wasdnensyaedieg a1 (Organ et al, 2008) luvasfivssiviuaves OCB Humun 008 dawena
msdssdlunprsasiamihouildedlitdulne il oo suimamuomilnulus YRR LAz TERY
neiss o nyuasiiilevosfus i fewesiudfin (Antecedents) vas OCB Aurnsiefiiiteudsn (Outcomes)
ABBIFNSWANA1ITY Wy OCB ArunisdaomiodstuuasiudsalilssAnin mussrugeiu 008 Aeuonm
rndudsaliTyuasidilsvonauiiu uafiues 008 sadunshvfouasamemuonniu ewlils
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rsfneuea Chompookum (2001) Aaeiy OCR weawinaming wuiimtinaudud OCB vasgnties
wansisluan Oc8 fgntaidulids ndnfenginssunedsignisiuasdnindu OcB widwmiy
sinfutrmednauiiuliviuindu o8 leg we senrdosiunisfnwlumadeemsening OB wae
aruslaaieenluuddvinglivadlnouas u wuIngduiiednaiul OCH e 3 AT (OU & Lounkaew,
2017) msdu OCA furnens s umnedaussasd Wiunsfudunnnsfnedonforudludemadu
{Farh =t al,, 2004) Smwinlssnyee OCE dladfmagiavizaslseney 5 A {m:ﬂaumﬁﬂéﬁu nridlsmEin
n‘nﬁﬁqﬁujﬁ-u ATLEmLEATAY warrtsRTaude) muﬂﬁn‘mr‘.’uﬂg'[uﬂ'anunﬁ'uﬁmﬁﬁuﬁu (Crean, 1988,
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Instruction for Author

MIDA Business Journal is a double-blind peer-review journal.

and has been certified by the Thai-lournal Citation Index Center under the TCI Q2.

Author's Guide

1

MDA, Business Joumnal, 3 double-kind peer review journal, welcomes both Thai and English article.
The publizhing date iz in May and Movember. Online submission is available at weasonidabusinessschool.ocom
or httpYmbanida.ac thvenvbook-intro Al archived issues are also available for download at no cost

. MDA Business Joumnal publishes original research papers on business administration, economics, human

resource managament, and related management sciences. We promote and ensure the diversity of origin
of authors as well as the diversity and expertise of editors,

. The submitted ressarch article must contain the followings:

Introduction and cbhjectives
Literature Review

Research Methodology
Analysis and Results

Discussion and Conclusion

. This journal follows a double-blind peer reviawing procedure and s slrictly commilted to uphalding the

research and publication ethics,

4.1 The following reviewing process is adopted:

e Two experts in the relevant fields shall be assigned as the primary readers within 10 working days
after the paper has baen submitted. The third reader may be needed in rare and extraordinary case.
Conflict of interest between the author arnd readers will be strictly avaided.

= The reviewing process will be between 20-30 days.

& Ay revizion will be allowed for 30 days. The rejected paper will be natified within this same period.
Date of article submission, revision (if anyl, and acceptance will be dermonstrated fram 2019 issue
orward,

4.2 Quality of submitied articles will be considered based upon the following criteria: Clarity of abstracts,
guality and conformity to the stated aim and scope of the joumal, readakality of articles, and originality
and body of knowledge,

4.3 Online and printed version are available simultaneously at the publishing date,

4.4 The joumal may use saftware to screen for plagiarism. The editoral board's dedision upon the
acceplancs of the article shall ba firal.

. Subrmission of a manuscrpt has not been published before and is not under consideration for puklication

amywhere elsa, The author will be held responsiole for false staterments o failure to fUlfll the joumal
guidelines. The publisherwill not be hald legally responsible should there be any claims for compensation
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&, English version is required ang applieg to all printed articles:
» Abstracts (150-250 words)
s Articla title (concise and informative)
s The mame (8] of the author (s)
» The academic title (), affiliaticn (s} and acldress (es) of the author (5)
s Keywards (3 to § keywords] for indexing punposes
s Refersnces or binlicgraphy, in-text citations and a title page in AP& format
7. Manuscripts should be submitted in M5 Word.
= Lse a normal, plain font (THEarabunPSs) for Text
& Lse double spacing on the regular Text in vour manuscript
* Length should not excead 25 pages.
* The mamuscript c2n be submitted ta the Editor wia online webpage or 25 attached fils via e-mail
at nidabusinessjournal @yahoo.com
8. Create a hibliography, in-text citations and a title page in APA (American Psychological Assoclation) farmat.
Exarnple:
Book
Hofstede, Geert; Hofstede, Gert lan [2005), Cultures and oreanizations: Software of the mind (Revised
and expanded 2nd ed.). Naw York: MoGras-Hill
Periodicalsflournal
Ailan, G, 2008). Miror on thewall: Culture’s Consequences in avalue test of its own cesien. The Acacery
af Management Review” October 2008, 33(d) BA5-904,
Website/Elactronic Format
longwisarn, B (20051 “tudy of Leadership and Mew Diraction of SMEs Entreprenaur” Retrieved May
27, 2011, from bttp et o théresearchdabstract aspPRCIECT TID=MRGA TA01 12
Others
Theptaranant, K, (2035). "Relationship between Intinsic and Extrinsic motivation Entreprensur
Orientation with SMEs" Operation”, Kasetsart Unhversity
9. Important: All references in Thai must be translated into English to comply with the intermational database.
Example:
Chat-uthal, M. (20150 A Comparative study and cultural survey in Thailand and Asia Pacific Countries,
MIDW, Business Joumal, Yol 16 (May), p.60-81.
10, The Editorial Board reserves the right to reject manuscripts that do not comply with the above-menticned
puidelines and is not abliged to publish all submissions whatsocewver,

-

Contact the Editorial Board
MILA, BUSIMESS SCHOOL
& Floor, Boonchana Atthakor Building, 148 Seri Thai Road, Klong-Chan, Bangkapi, Banghkok 10240
Tel. 0-2727-330% Fax. 0-2375-3924
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